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AUGMENTED, VIRTUAL  
AND MIXED REALITY

LEARNING OUTCOMES

When you have read this chapter, you will be able to:

Understand the different types of realities

Apply the Technology Readiness Scale

Analyse experiential value

Evaluate the dimensions of interactivity

Create an AR experience

PROFESSIONAL SKILLS
When you have worked through this chapter, you should be able to:

• Evaluate the realities for organisations

• Create an AR business card
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8.1 INTRODUCTION TO AUGMENTED, VIRTUAL AND 
MIXED REALITY
Augmented, virtual and mixed realities are being used in retail, education and 
training, tourism and travel, manufacturing and industry, property and construc-
tion, medicine and healthcare, as well as games and entertainment. The realities 
provide ‘interactive digital environments’ (Bec et al., 2021, p. 2) and interest has 
increased since the COVID-19 pandemic when travel was reduced and retail stores 
were closed.

The concept of virtual reality has existed for decades. Technology is often founded 
in science fiction and VR is no exception. Whilst early sci-fi writers imagined virtual 
environments, research labs have been working on VR goggles, which were initially 
termed ‘Head Mounted Displays’ (HMDs) and resembled a clumsy type of SCUBA 
mask for more than 50 years.

There were many concepts presenting opportunities for brands to engage consumers 
further, or alter product design, but it took years for this to happen. VR started to 
become more accessible in the 1980s when technologies such as electronic miniaturi-
sation and computer graphics developed further (Rheingold, 1992).

Yet it wasn’t until 2019 that VR headsets as we know them started to change. It 
had taken decades from the early prototypes to get to the commercially avail-
able Samsung Gear, Oculus Rift and Microsoft’s first HoloLens, as technology has 
become smaller, cheaper and easier to use. For example, Microsoft’s HoloLens 2 is 
a mixed-reality, head-mounted display that integrates into the environment which 
means that it can be worn with spectacles or a hard hat if you’re on a construction 
site. The idea has turned into a practical business application offering marketing 
and sales opportunities as well as a tool to be used in the working environment.

This chapter explains the different types of realities as well as providing real-
world case examples to see how organisations are using these in their digital 
marketing mix.

8.2 THE DIFFERENT REALITIES
Let’s start by exploring the differences as there is some confusion between the types 
of realities. The different realities are:

• Augmented: The consumer is in the physical world and this enhances the real 
environment where you’re located. The equipment needed is a mobile phone.

• Virtual: The consumer is in a digital world and this offers exploration of another 
environment. The equipment needed is a headset.

• Mixed: This reality is merged between the physical and digital worlds. It enables 
consumers to see into a digital environment whilst in a physical location. The 
equipment needed is a headset or display system.

Let’s explore each of these realities further.

08_HANLON_2E_TEXTBOOK_CH_08.indd   212 30/11/2021   5:40:31 PM



AUGMENTED, VIRTUAL AND MIXED REALITY 213

8.2.1 VIRTUAL REALITY
Virtual reality (VR) was defined as ‘a real or simulated environment in which a per-
ceiver experiences telepresence’ (Steuer, 1992, pp. 76–7). Virtual reality (VR) has also 
been described as ‘a computer-generated simulation of an environment’ (Bec et al., 
2021, p. 2). The focus with VR is all about the environment where the user is present, 
based on using technology.

Six dimensions of presence in the virtual environment
Researchers have identified six dimensions of presence in virtual environments 
(Lombard and Ditton, 1997):

1. Presence as social richness which provides intimacy and immediacy (e.g. bring-
ing the consumer closer to the brand)

2. Presence as realism considers how the medium can produce realistic repre-
sentations and seem real (e.g. showing the intricate detail of certain products 
or for travel)

3. Presence as transportation makes you feel like you are there, transported to 
the actual place (e.g. making the consumer feel as if they are in the specific 
environment, often used in the travel sector)

4. Presence as immersion by using goggles, gloves or other smart clothing to be 
immersed in the situation (e.g. consumers are totally engaged with the experience)

5. Presence as social actor within the medium with the user responding to social 
cues (e.g. ‘Can I take you there now?’ and responding to the situation, such as 
making comments)

6. Presence as medium as social actor with the user responding to the external 
devices, such as goggles, which become part of the individual (e.g. using haptic 
signals to encourage consumers to take specific actions)

These dimensions are factors to consider when considering whether to create a VR 
experience as they focus on what the organisation wants to achieve. Studies dem-
onstrate that VR provides a greater sense of presence than a traditional blog post, 
providing richness and realism, transporting the user away from their current situa-
tion into another world (Kim et al., 2020; Lo and Cheng, 2020).

This is why the technology has been so popular in games – taking consumers into 
another world that feels real. However, the concept of richness works in retail. The 
luxury brand Burberry uses AR so consumers gain more product information in a 
traditional store which makes them more likely to complete the purchase.

The degree of immersion was unsurprisingly dependent on the devices being used. 
When participants used basic goggles, such as Google Cardboard, the impact was 
reduced, further demonstrating that the development of the device technology has 
increased social richness. Before the pandemic, Thomas Cook, a travel company, was 
experimenting with immersion rooms, where consumers booked a 15-minute experi-
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ence, wore VR googles and travelled to places on their bucket list before deciding 
where to go. However, Thomas Cook closed after sustaining too many losses during 
the pandemic.

The role of presence as the social actor demonstrated that consumers would move 
from VR to real world. For example, consumers in the study were more likely to 
book a stay with the hotels providing a VR experience, partly as they concluded 
the hotel was of a higher quality due to the use of VR (Kim et al., 2020). Another 
factor with tourism is that hotels or destinations should ensure the VR content is 
authentic and provides unique experiences that might not be available from other 
sources; for example, behind-the-scenes visits to ‘boost the emotional factors of 
enjoyment, emotional involvement, and flow state with animations’ (Kim et al., 2020,  
p. 85). See also flow experience in Chapter 7.

The last dimension, presence as medium as social actor, is defined by Lombard 
and Ditton as the computer responding to the individuals. At a basic level, this is 
already here with haptic signs, such as your smartwatch vibrating if you’ve been at 
your desk for too long and haven’t stood up for a while. Some vehicles already act 
as the medium where they monitor signs of fatigue and suggest the driver takes 
a break. Perhaps in the future, these breaks could be sponsored by refreshment 
venues along the route.

8.2.2 AUGMENTED REALITY
Augmented reality (AR) was first considered as ‘a variation of virtual reality’ which 
‘supplements reality, rather than completely replacing it’ (Azuma, 1997, p. 356). 
Definitions focus on adding a digital coating or a giant filter that alters the world 
or environment where we are based, making the experience richer. For example, 
Alexandra Bec and colleagues suggested that AR is ‘a type of mixed reality where the 
real environment is overlayed in a digital context’ (Bec et al., 2021, p. 2).

AR can boost engagement as it brings ‘richer, more immersive content, enhancing 
interaction with, and perceptions of the world around us’ (Cranmer et al., 2020, p. 2). 
This improved engagement and pleasure create hedonic consumption (see Key Terms) 
due to the multisensory experience as AR combines positive feelings of excitement 
and pleasure. If you use Snapchat, you’ve already used AR. The lenses and filters that 
are super-imposed onto images are a form of AR.

KEY TERMS HEDONIC AND UTILITARIAN CONSUMPTION

The Greek goddess Hedone represented pleasure and enjoyment and is the origin 
of the word hedonism. Describing consumption as hedonic indicates that it provides 
delight. Hedonic consumption is defined as: ‘designat[ing] those facets of consumer 
behavior that relate to the multi-sensory, fantasy, and emotive aspects of one’s 
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experience with products’ (Hirschman and Holbrook, 1982, p. 92). A hedonic consumer 
is thus a consumer who gains happiness from the customer journey process.

The opposite of hedonic consumption is utilitarian. Utilitarian benefits have been 
described as the functional, instrumental and practical attributes of the item (Chitturi 
et al., 2008). You buy the item because you need it, not because you want it.

From a marketing perspective, AR enhances user experiences and can help move the 
consumer along the customer journey (see Chapter 2). The use of AR is popular in 
several sectors, including tourism, which can take consumers from consideration to 
conversion, by accessing greater detail. For example, imagine if you’re considering 
whether or not to visit somewhere, being able to explore before booking can help 
the decision-making process. As a result, AR has been used by organisations such 
as the luxury travel brand Kuoni as well as several cruise line companies (Cranmer 
et al., 2020).

DIGITAL TOOL Augmented reality live patent search

To explore the latest technology developments in AR, look at some current patents published 
on www.augmentedreality.org/ar-patents, which shows you the future plans for AR.

DISCOVER MORE ON COMMERCIAL RESEARCH INTO AUGMENTED 

REALITY

AugmentedReality.org publishes research into augmented reality and its application 
commercially. See www.augmentedreality.org/ar-market-research.

8.2.3 MIXED OR CROSS REALITY
Mixed reality blends virtual and augmented reality and has been described as present-
ing ‘the co-existence of the real and virtual worlds’ (Bec et al., 2021, p. 2).

Practitioners have also called this cross reality (XR) which incorporates all technolo-
gies including augmented and mixed reality, but that’s just another way of describing 
mixed reality. Others suggest this is extended reality which is another way of describ-
ing an immersive mixed-reality experience that uses gloves, other smart clothing 
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(see Chapter 7) or haptic devices – yet this describes the original concept created by 
Krueger where the user was immersed in the space.

KEY TERM MIXED REALITY (MR)

The main definition used comes from researchers Paul Milgram and Fumio Kishino, 
who worked on a taxonomy of mixed-reality virtual displays in 1994. They suggested 
mixed reality was ‘the merging of real and virtual worlds’ (Milgram and Kishino, 1994, 
p. 1322).

8.3 APPLICATION OF DIFFERENT REALITIES FOR MARKETING
The application of virtual reality started in space and science. Initially it was clunky, 
and the Technology Readiness Scale was developed to assess technology.

Since 1989 NASA has run a dedicated ‘VR applications program’ and uses VR in 
hardware development, operations development, support and missions operation 
training (Hale, 1995). It is cheaper and safer to train astronauts on the ground before 
they embark on a mission into deep space. This is important background information 
because we’ve found that many innovations start in space and translate into everyday 
use. Your laptop, wireless headset and even the cameras in our mobile phones all 
started with space missions!

However, not all organisations are ready for the technology.

8.3.1 TECHNOLOGY READINESS LEVELS
The notion of a technology that enables a function is a critical concept in manufactur-
ing. NASA, the United Nations, the European Union and others use the Technology 
Readiness Level (TRL), which is described as a ‘measurement system used to assess 
the maturity level of a particular technology’ (NASA, 2012a).

New technology projects are checked against agreed criteria and then rated on a 
scale from 1 to 9 that indicates their Technology Readiness. TRL 1 is the lowest level 
where some form of scientific knowledge has underpinned the concept. TRL 9 is the 
highest level where the system has worked in an operational environment (NASA, 
2012b). Figure 8.1 shows the Technology Readiness Scale.

If we think about VR goggles, they were at TRL 1, 2, 3 and 4 in 1960 with the 
work at the University of North Carolina. TRL 5, 6 and 7 were achieved in 1965 
when Ivan Sutherland created the first goggles, but it wasn’t until 2014 with the 
launch of Google Cardboard that VR goggles were complete and available – TRL 
8 and proven with user feedback at TRL 9. It took nearly 50 years for the technol-
ogy to be fully ready.
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TRL 9 – actual system proven in operational environment 

TRL 8 – system complete and quali�ed

TRL 7 – system prototype demonstration in operational environment 

TRL 6 – technology demonstrated in relevant environment

TRL 5 – technology validated in relevant environment

TRL 4 – technology validated in lab

TRL 3 – experimental proof of concept 

TRL 2 – technology concept formulated 

TRL 1 – basic principles observed

Figure 8.1 Technology Readiness Scale 

You may consider TRL to apply only in areas of science or space, but the United 
Nations assesses the TRL of countries that need to engage with action on climate 
change, as part of their 2030 Agenda for Sustainable Development.

During the pandemic, several retailers re-assessed how ready they were for technol-
ogy, with winners and losers. For example, ASOS was a clear winner as it was well 
prepared as an online-only organisation, yet many traditional high street retailers 
worldwide ended up closing as they weren’t ready to consider or use technology.

Activity 8.1 Apply the Technology Readiness Scale

• Using the Technology Readiness Scale, apply this to a technology of your choice. It 
could be a piece of very new equipment or an older device.

• Plot out when the technology reached each stage.

• If it is not yet at TRL 9, explain why.

Considering that it has taken over 50 years of ideas for the different realities to reach 
a point where the hardware and software are readily available, they are now used 
in many sectors. This section explores how and where the realities have been used 
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for marketing purposes. Examples of sectors adopting VR and AR for marketing 
purposes include:

• Retail

• Home products

• Tourism

8.3.2 RETAIL BRANDS USING AR
Retailers have been keen to adopt the realities as they can see the application assisting 
with the customer journey (see Chapter 2). The application of AR helps customers to 
move beyond consideration towards making the purchase decision.

Luxury fashion brands
Luxury fashion has always focused on the hedonic experience of acquiring and 
owning the goods. One luxury brand, Burberry, sees AR as part of its commitment 
to digital innovation and its 2019/2020 annual report stated that AR is a means of 
engaging consumers.

Burberry experimented with an in-store ‘Digital Runway Nail Bar’ that was placed in 
beauty concept stores to enable consumers to virtually try on nail colours using AR –  
holding the phone over their nails to see the colours and decide which nail polish 
to buy. But it has extended the use of AR beyond simple product try-on functions to 
provide more information to consumers – building the story. The pandemic impacted 
on the business with stores being closed globally, but Burberry continues to use AR. 
The marketing application uses AR in the retail outlets as this ‘transforms the product 
discovery-and-search phase by blurring the lines between online shopping and the 
in-store experience’ (Burberry, 2020).

Another luxury brand, Gucci, has created an AR app that enables consumers to 
try on sneakers, hats and sunglasses and buy them from the app. It’s a fun way 
to try on new shoes.

The company that owns Gucci has noted that ‘luxury consumers are seeking a crea-
tive and differentiated product offering, together with a customer experience that is 
both personalized and integrated across physical and digital distribution channels’ 
(Kering, 2020, p. 52). To address these requirements, luxury brands are using AR as 
part of a hedonic customer journey to provide greater immersion and engagement in 
retail stores. Where traditional stores are closing, AR gives consumers greater reasons 
to visit for a total experience, rather than a simple shopping trip.

Clothing retailers
The development costs involved in augmented reality often mean that only luxury 
brands or those selling millions of products can afford to explore AR. For exam-
ple, ASOS, a global retailer with over 80 million orders placed in a year, 85,000 
products available online and 23 million active customers, is using AR. The ASOS 
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‘See My Fit’ app allows consumers to see how an item of clothing will look on 
them, based on their height. Instead of developing this app in-house, ASOS has 
partnered with specialist developer Zeekit (see Case Example 8.1) with its greater 
expertise in technology.

Since the pandemic, ASOS has increased its use of the app and aims to add hundreds 
of new products each week. This AR tool enables consumers to see how the item 
looks without leaving home and should reduce the number of returns.

Clothing retailers with smaller sales and less expensive goods may explore the use 
of tools created by specialist technology companies such as Zeekit.

CASE EXAMPLE 8.1 Zeekit, the virtual fitting room

Zeekit is a specialist start-up technology firm (acquired by Walmart in May 2021) who want 
to change the way you look at clothes online. Using ordinary people as its models, the 
company has a library of diverse shapes and sizes, giving fashion consumers the option 
to try on clothing in a virtual setting, using a model that best reflects their body.

Retailers pay for the technology to use on their websites or apps. There are two parts 
involved: firstly the models, which include thousands of real people with many different 
body shapes, sizes and heights; and secondly the clothing, which is plotted out. When 
the two are combined, using artificial intelligence, consumers can select a relevant body 
shape and try on shirts, coats or pairs of trousers, to see how the garment would look on 
someone like them.

Used by ASOS for its See My Fit app, consumers can select the model that they most 
identify with so the app image looks more like a real photo, rather than a standard cata-
logue picture. Also used by Adidas and Tommy Hilfiger, the concept of real-life and real-size 
models brings greater authenticity to fashion. The Zeekit website states: ‘Combining fashion 
and technology, Zeekit has developed the first dynamic virtual fitting room, giving every 
person the chance to see themselves in any item of clothing found on-line.’ Zeekit’s own app 
allows individuals to upload a photo of themselves and try on selected ranges of clothing 
from a range of brands.

The benefits of Zeekit are that consumers can try on clothing without placing an order, 
without visiting the store and without spending a lot of time in a changing room. The pro-
cess happens from the consumers’ own homes and they can snap and share with friends 
before deciding what to purchase.

Case questions
• Do you feel using a model that has a similar shape and size would help to buy clothing 

or be off-putting?
• In what ways can AR or VR technology further improve shopping online?
• What apps have you downloaded that have provided a similar service?
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Beauty retailers

AR has demonstrated its advantages for beauty retailers and one example is 
from Benefit cosmetics that has an online web-based facility to sample different 
eyebrow types with their ‘Brow Try-on’ tool. Consumers can upload an image or 
use a web cam to see different possibilities and buy the products needed to cre-
ate the look in real life. Interviewing Cindy Shen, VP of e-commerce and CRM, 
Amanda Lim (2021, p. 1) reported that the brand had seen a ‘43% increase in 
daily usage of the Brow Try-On Experience on our websites’; as a result, using 
AR will become ‘even more important in the customer journey with the shift 
towards online shopping’.

The hair brand Wella introduced a Smart Mirror that allows consumers to try dif-
ferent hair colours with 360-degree video capture to view the hair at every angle. 
The company partnered with The YouCam Makeup: Selfie Editor which, instead of 
focusing on a single beauty or haircare range, includes many different brands, from 
the Japanese brand Coffret D’or to the US brand Aveda.

The YouCam Makeup: Selfie Editor has been downloaded nearly 1 billion times and 
has positive ratings. This may mean that instead of brands such as Rimmel trying 
to create their own AR apps, they add their products to YouCam where consum-
ers can experiment with many different products. This is likely to be why Rimmel 
London stopped updating its own app and at this stage it is probably gone from 
the app stores.

YouCam integrates with Instagram, enabling consumers to create and share their 
looks. It is owned by Perfect Corp, whose aims are to ‘transform the beauty game 
by marrying the highest level of augmented reality (“AR”) and artificial intelligence 
(“AI”) technology with the ultimate shopping experience, completely reinventing the 
online-to-offline (“O2O”) consumer beauty journey’ (Perfect Corp, 2021, p. 1). It’s 
clearly working for Perfect Corp as it raised $50 million from investors to further 
develop its use of AR and technology. The company’s customers are reporting higher 
conversion rates after virtual try-ons.

Automotive retail
The automotive sector embraced VR and AR at an early stage. Intelligent windscreens 
using embedded Head-Up Displays (HUDs) have been available in luxury car brands 
for some years and are available on many vehicles, allowing drivers to see informa-
tion such as their speed, weather conditions and traffic, projected directly on to the 
windshield.

In car showrooms, some automotive companies are using AR to help buyers change 
the car colour or add extras. For example, Audi has experimented with virtual show-
rooms where no actual cars were present, instead giant screens controlled by iPads 
to build the car and see it being created. This use of AR contributes to moving the 
consumer along the customer journey, from considering in the pre-purchase stage 
towards the purchase stage.

Augmented reality has a role in retail, both physical and digital. It enhances the 
customer journey experience and reduces potential shopping errors and returns. 
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AR in this context creates enjoyment and makes shopping a more holistic and 
hedonic experience.

8.3.3 HOMEWARE BRANDS USING AR AND VR
Augmented and virtual reality tools are well suited to visualising environments such 
as room settings. As a result, manufacturers and sellers of furniture, paint and even 
radiators have adopted these realities. For example, the paint company Dulux has 
created a visualiser which allows consumers to see how colours look on a wall in 
their home. You can change the shade, save in a favourites board and gain ideas 
before buying. With over half a million downloads, it’s inspiring home decorators in 
several countries.

Over the years, IKEA has experimented with augmented and virtual reality and its 
VR kitchen app allowed home-owners to plan their new kitchen, but this is no longer 
being updated, so we assume it was less successful than intended.

A less complex AR app is IKEA Place, which enables consumers to point their 
mobile phone into one of their rooms, select a piece of IKEA furniture and see 
how it fits. It’s fun to use and see what works in the room. There’s a clear mar-
keting benefit too as the company is less likely to have goods returned, because 
they are too big or don’t fit, which has been recognised as a business benefit 
(Dacko, 2016). There is an element of consumer return on investment as they 
can make decisions based on their own space, rather than buying the wrong 
products. Plus, consumers may save time by deciding what they want to buy in 
their own environment.

Smartphone Sixty Seconds® –Use the IKEA Place app

• Take out your mobile phone and go into the app store and search for the IKEA Place 
app (Augmented Reality Furnishing).

• Hold the app up to a wall.
• Select an item of furniture, such as a lamp, chair or table.
• Add into the setting.
• You may need to adjust the item and move it into position.
• How does it look?

8.3.4 TOURISM AND TRAVEL ORGANISATIONS USING AR AND VR
Virtual reality is an important aspect of tourism marketing as it enables potential 
visitors to explore places and discover more without leaving home. Virtual reality 
is used to promote destinations, venues, attractions and events. Researchers have 
acknowledged that with the ability to share content via social media, virtual reality 
and tourism become a powerful combination for destination marketing.
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Examples of how the travel and tourism sector has used VR for promotion include:

• Hotels promoting their venue or special events: Marriott Hotels promote the 
honeymoon package offered at hotels in London and Hawaii

• Airlines promoting activities at the destination: Qantas cabins allowing passengers 
to experience the Great Barrier Reef

• Technology companies such as Google Earth enabling travel to destinations 
worldwide

• Non-profit companies sharing travel under the world’s oceans: The Hydrous Team 
offers a 360-degree tour of the world’s oceans

DIGITAL TOOL 360Cities

Netherlands-based 360Cities is a photo library with 360-degree images from across the 
globe. Visit the website to virtually visit the cities or if you have them, put on VR goggles and 
watch in VR (www.360cities.net).

In addition to using VR as a promotional tool, some resorts are using VR in the hotel 
offer. One example is the luxury hotel brand, the Four Seasons, which introduced 
a mixed-reality experience to help people relax in its egg-shaped pod ‘The Vessel’.

Another way of using VR is in person. For example, Flyview Paris is targeting tour-
ists who want to have the experience of flying over the city in a jetpack. Paying 
visitors are given goggles and step onto a device in the VR room and the sensation 
of flying over Paris is created. This provides a different approach to the usual city 
tour where you hop on and off a bus for the day. It enables visitors without much 
time to experience the city and could be extended so that you don’t even need to 
visit Paris to take a tour.

It is impossible to consider VR and tourism without addressing the COVID-19 pan-
demic. The Secretary-General of the United Nations World Tourism Organization 
(UNWTO) stated that ‘Tourism is one of the world’s major economic sectors. It is the 
third-largest export category’ (UNWTO Secretary-General Zurab Pololikashvili, 2021, 
p. 1). He added that the health crisis had a major impact on tourism, with a 98 per 
cent drop in bookings at the height of the pandemic.

As news sources indicate that tourism will not return to pre-pandemic levels until 
2024, one response to the pandemic was the German national tourist board who 
launched a campaign #DiscoverGermanyFromHome. This encouraged people to use 
their imagination and dream of places to travel – in Germany and showcased different 
parts of the country, its arts and culture. The tourist board’s focus was planning for 
the future and being top of the list when people started feeling safe to travel again. 
The board recognised that VR was not a substitute for actual travel and this VR expe-
rience could enable future visitors to explore and plan, by gaining more knowledge 
of the different areas before leaving home.
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A study by Eleanor Cranmer and colleagues (2020) found that AR enables travel and 
tourism companies to increase consumer spending as travellers can experience the 
tours before arriving and add more activities to their holiday. Their research indicated 
that AR could ‘enhance their marketing efforts, reduce marketing costs and provide 
richer, more accurate and engaging information’ (p. 6).

Virtual reality is likely to grow in travel and tourism, with more destinations provid-
ing authentic pre-visit and in-visit experiences.

8.3.5 EDUCATION USING AR AND VR
Virtual reality, augmented reality and mixed reality have been used in the educa-
tion sector, as teaching tools, from primary school to university (Tzima et al., 2019). 
Benefits of using the realities in teaching include more motivated students, improved 
performance and greater critical thinking being encouraged.

In addition to employing them in the classroom, VR and AR are used as marketing 
tools for educational establishments. The main area is campus tours, which is dis-
cussed in Case Example 8.2: YouVisit.

CASE EXAMPLE 8.2 YouVisit

When students are deciding where to study, they often visit the campus in person. But 
sometimes that’s not possible if they’re overseas or when locations are closed.

YouVisit is a virtual tour guide, specialising in campus visits in the USA. You visit the app 
store, download the app and sit back and watch a tour of where you’re thinking of studying.

It is owned by EAB who claim on their website (EAB, 2021, p. 1):

Interactive digital exploration converts your visitors' interest into intent. Our tours 
prompt students to take action—to register, schedule a visit, or apply—based on their 
engagement level so you can more effectively recruit them. Our progressive Conversa-
tional Inquiry Form leads to a 2x conversion rate compared to traditional web forms.

YouVisit uses a simple model: either the college or university can record their own 
tour using the YouVisit tool, or they can pay YouVisit to carry out the filming which can 
be helpful as VR is not the same as 360-degree video, and may need to be filmed 
using high-quality cameras that can read images in 3D – some newer smartphones 
do this. When the work is done, it ’s uploaded to the YouVisit app which means that 
one college sits next to another one which may be a competitor, presenting both 
opportunities as well as threats.

There is no custom branding available and for this reason some educational establish-
ments create their own tours. However, it’s considered cost-effective at around $10,000 for 
a virtual tour. Once the tour is created, it can be used for several years.

(Continued)
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8.3.6 GAMES
The main area where all forms of reality – virtual, augmented and mixed – have seen 
major developments is in gaming. Whilst AR can be used for gaming and there are 
nearly 350 million mobile AR apps worldwide, VR gaming is still being developed. The 
high entry cost of headsets limits the number of people who can access the market.

VR games make money with in-game advertising, in-game purchases (extra lives, 
more weapons) and subscriptions. The games are available from VR storefronts 
which include the headset manufacturers’ stores (PlayStation Network, Oculus Rift, 
Microsoft) as well as the specialist Steam and their competitors. According to Tipatat 
Chennavasin, the co-founder of the Venture Reality Fund (an organisation which 
invests in games’ developers), over 100 VR games have generated incomes of more 
than $1 million.

Pokémon Go explained to many people how augmented reality works, and Professor 
Philipp Rauschnabel and colleagues (2017) created a conceptual model for an adop-
tion framework for mobile augmented reality games, which is shown in Figure 8.2.

The model was created due to a lack of theories that explained consumers’ reactions 
to augmented reality. Rauschnabel acknowledges that the model was based on earlier 
theories such as uses and gratification (see Chapter 5), which suggested that the users’ 
reactions and intended behaviours are based on their evaluation and perceptions of 
various benefits, risks and social influences. This is shown in the first two parts of 
the model. The next element is the users’ reactions, which looks at their attitude and 

There are clear marketing benefits with this type of augmented reality. All viewers need 
to register to access the details, providing their name, email address, the course they are 
considering and the date they’re looking to start. This information can be shared with the 
universities who can contact the student to discuss further. The app shows the different 
buildings and the surroundings, and adds in images of happy students in those locations, 
explaining how the space is used.

Another advantage is that when students visit the universities in person, they can use 
the app in different buildings to discover more.

YouVisit is one example of an AR tour system, although there may be changes ahead 
since it was acquired by EAB. There are many similar tour apps showcasing universities to 
students and this is a business that will continue to grow.

Case questions
• Have you used a tour app such as YouVisit? What was your experience?
• What are the downsides of these apps, what’s missing – other than physically being 

there?
• How can AR tour apps enhance the experience further?
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behavioural intention – this takes us back once again to the Technology Acceptance 
Model (see Chapter 2, ‘The Digital Consumer’).

Rauschnabel’s research involved a survey of 642 respondents in Germany who had 
installed Pokémon Go on a mobile device and who were paid to participate. The results 
indicated ‘that consumers’ attitudes toward playing mobile AR games are mostly driven 
by the level of enjoyment they receive and the image that playing a particular game 
conveys to other people’ (Rauschnabel et al., 2017). So, there may be other issues with 
the research, as Pokémon Go players in Germany might behave differently to players 
in the UK, the United States or China. However, this model is a useful place to start in 
considering the adoption of VR games, to assess how likely they are to succeed.

Evaluation and Perception

User Reactions

Bene�ts
• Hedonic
• Emotional
• Social

Attitude
• Attitude towards playing
 the game

Behavioural intention
• Intention to continue playing
• In-app purchases

Controls
• Demographics (age, gender)
• Familiarity with the AR game

Risks
• Data security
• Physical security

Social norms 

Social In�uences 

Figure 8.2 Conceptual model for an adoption framework for mobile augmented reality games

Source: Rauschnabel et al. (2017, p. 278)

8.4 KEY CONCEPTS IN THE REALITIES
Our relationship with the realities is founded in different research studies, including 
experiential values and dimensions of interactivity, which are discussed in this section.

8.4.1 TYPOLOGY OF EXPERIENTIAL VALUES
Before the pandemic, retail was already changing as consumers had greater choice 
between online and offline stores. This was recognised by researchers who created 
a typology of experiential values, which was based on two axes: (a) intrinsic and 
extrinsic; and (b) active and reactive (Mathwick et al., 2001). The typology is shown 
as a matrix in Figure 8.3.
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Playfulness Aesthetics

Consumer
Return on
Investment

(CROI)

Service
Excellence

Reactive
Value

Active
Value

Intrinsic
Value

Extrinsic
Value

Figure 8.3 Typology of experiential value

Source: Mathwick et al. (2001, p. 42)

The four quadrants signify different approaches to the experience, influenced by 
internal and external factors:

• Playfulness (intrinsic and active): the enjoyment and hedonic benefit of shopping 
(see Key Terms)

• Aesthetics (intrinsic and reactive): how the consumer sees the retail environment, 
the photography and layout of the digital space

• Consumer return on investment (extrinsic and active): this concerns the utili-
tarian benefit where the consumer actively invests their money (see Key Terms)

• Service excellence (extrinsic and reactive): the consumer makes quality judge-
ments against the service

KEY TERMS INTRINSIC AND EXTRINSIC VALUES

Intrinsic and extrinsic usually relate to our motivations. We may be strongly driven to 
do something for our own benefit; that’s internal or intrinsic motivation. Or we may 
be rewarded with a better career or pay rise from an achievement; that’s external or 
extrinsic motivation.

In the typology of experiential value, intrinsic relates to values from within, where 
personal satisfaction is gained from the playfulness or the aesthetics of an item. 
Extrinsic concerns the external factors which are gained, such as the return on invest-
ment or excellent service.
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One example that demonstrates the elements of playfulness, aesthetics, consumer return 
on investment and service excellence is Adidas. The sports retailer installed immersive 
fitting rooms in a flagship store in London’s Oxford Street. This allows consumers to see 
what the products look like in real life as the changing room mirror becomes a digital 
screen. This brings playfulness into the shopping experience as it’s fun to try on many 
different products. In terms of the aesthetics, this was part of a total store redesign, so 
the overall environment is well presented and aesthetically pleasing.

Consumers gain a return on the time investment by being in control of the whole 
experience through the Adidas app. This allows consumers to request products to 
be brought to them in the fitting room or wherever they are in the store! Adidas has 
transformed the process of finding in-store assistants and trying on clothing into a 
multi-sensory experience in store, enabling consumers to try on clothing and request 
different options from the mirror which helps the customer journey. This wasn’t a 
one-off as, post-pandemic, Adidas opened a new store in Dubai in the UAE, blurring 
the lines of digital and physical touchpoints, again adding in the immersive fitting 
rooms to the store.

Activity 8.2 Analyse experiential value

• Find a virtual reality or augmented reality shopping app (search online or ask friends).

• Using the typology of experiential value as a framework, review the app and its 
functionality.

• Conduct an analysis into what works well and where improvements would be helpful.

8.4.2 DIMENSIONS OF INTERACTIVITY
There are said to be dimensions of interactivity (Heeter, 1989) which demonstrate the differ-
ence between new technology and the user’s involvement, which are shown in Table 8.1. It is 
critical to understand these dimensions when creating an AR or a VR app for an organisation.

Applying this to different realities, the first dimension of interactivity about choice applies 
to the tools needed to access the different realities which is about the devices (such as 
headsets) and the programs (such as games or other apps). In general, an external head-
set is needed to access VR and the choice is limited and expensive. Augmented reality 
may require an app or a game to be downloaded and a mobile device. AR can function 
via mobile apps and companies like Blippar are working on ‘augmented reality digital 
placement’, which allows users to tap and see the AR features in adverts.

Dimension two, the effort users must exert, still exists as it’s necessary to load the 
application, or use external headsets. However, the effort is being reduced with voice 
recognition, the development of better devices with longer battery life and improved 
network speed as we access 5G.
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Table 8.1 Dimensions of interactivity

Dimensions of 
interactivity What this means

Application to 
virtual reality

Application to 
augmented reality Application to marketing

Complexity of 
choice available

When more choice is 
available, the audience 
is smaller and users 
need to interact to decide 
which medium to choose

Deciding which 
headset to select

Deciding which app 
to select

If devices such as headsets 
are needed, there will be 
fewer users which is why 
many companies focus 
on AR rather than VR in 
marketing

Effort users 
must exert

The amount of effort that 
users make to access 
information

The ease of use of tools such as 
headsets, screen size, battery 
performance, network speed

Access to the apps must 
be easy

Responsiveness 
to user

How real the medium is 
for the user

Whether the 
content is 
realistic and 
provides a full 
picture of the 
situation

How well the AR 
effects work in the 
app

If the apps don’t work 
or provide an enhanced 
experience, they will be 
abandoned with negative 
feedback left online

Monitoring 
information use

New technology provides 
greater tracking of 
information accessed

All activities in the environment can be 
tracked

Organisations must follow 
local data protection 
guidelines

Ease of adding 
information

Users acting as the 
information source or 
content provider

Users can 
add their own 
content to VR 
apps

AR apps often have 
stickers or filters that 
can be created by 
users

The app must be easy to 
use, such as IKEA Place, 
where you click to select 
and add e.g. a chair into a 
room setting

Facilitation of 
interpersonal 
communication

Users can message and 
communicate with other 
users

Connected 
technology 
enables 
communication 
with others

Easy to share 
content with friends

Apps such as YouCam are 
trying to encourage users 
to follow others, but we 
don’t know how successful 
this will be

Source: Adapted from Heeter (1989)

The third dimension, responsiveness to user, is the one area that’s fast developing and has 
greatest impact on industrial contexts. For example, better headsets provide an increased 
field of view, improved graphics and the ability to use voice commands, and are more 
responsive than before. When the headsets are paired with connected clothing – gloves or 
smart wearables (see Chapter 7) which detect body movements – the user responsiveness 
increases and this enables greater functionality. Equally, the YouCam technology maps 
the face so closely that it provides ‘hyper-realistic makeovers powered by revolutionary 
3D face AR technology’ (Perfect Corp, 2021, p. 1), which means it is responsive to the 
individual user and is one of the reasons this AR app has been so successful.

Monitoring information use, the fourth dimension, was originally considered by Heeter 
as having the ability to gain feedback and assess what worked where. Tracking is ubiq-
uitous as all devices are tracked from the moment they are switched on. Privacy and 
data collection are a recurring theme in digital marketing and this is an area governed 
by legislation in all countries (see Chapter 1). In addition to the legislation, the large 
technology companies such as Microsoft publish their privacy principles to explain what 
data is collected, where and how. YouVisit monitors all visits and allows universities to 
see which other educational establishments the students are considering.
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The next dimension, ease of adding information, depends on the application. Previously, 
this was considered as being how users contribute to product development through feed-
back. However, users are now creating content for both VR and AR apps. Sports coaches 
can add content, such as a tennis game, so the player and coach can work together to 
improve future performance. In Snapchat, users can create filters and stickers to share 
with friends, because, as digital consumers, the user has become the producer (see 
Chapter 2, ‘The Digital Consumer’). The ease of performing a task relates back to one 
of the main factors in the Technology Acceptance Model (see Chapter 2).

Finally, the sixth dimension, facilitation of interpersonal communication, exists across 
the realities as individuals, whether playing games or using industrial applications, 
can interact with one another. But sometimes users may not want interaction and may 
ignore this function.

Having understood the key concepts, the next section will evaluate the realities.

ETHICAL INSIGHTS Deepfakes

As well as using AR and VR for a positive purpose, they’ve been used in negative ways, 
one of which is deepfakes. A person’s image is mapped onto someone else and they are 
shown performing actions that never happened in real life. For example, in the USA a 
politician was shown to be slurring their words as if they had consumed too much alcohol. 
This was someone else with the politician’s image added to make it seem as if it was real. 
Another example is movie stars being shown in film clips that they never made, which may 
damage their reputation.

• There are face-swapping apps which can be used to fake a situation – when is this 
OK?

• If we’re in an age where deepfakes are everywhere, how can we tell if it’s a real person 
or a fake?

• Is it the role of governments to create legislation or should technology companies 
manage these issues?

Smartphone Sixty Seconds® –Search for deepfakes

• Take out your mobile phone and search for deepfakes.
• What can you find?
• What are the main issues?
• How would you feel if your face was used in this way?
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8.5 EVALUATION OF THE REALITIES
While games are for entertainment and some retail apps are for brand building or customer 
experience, when creating a VR, AR or MR application for business use, there should be 
a specific problem to solve. For example, IKEA’s use of AR enabled consumers to place a 
piece of furniture in their home, to see if it fitted or not. This solved two problems: first, it 
removed a hurdle for a potential sale; and, second, it removed a potential return when the 
consumer is unable to fit the new table, bookcase or chair into their home.

8.5.1 BENEFITS OF REALITIES
We have seen how industry gains benefits such as saving time and money, and improv-
ing the customer experience. These are tangible benefits that are easy to quantify 
when justifying further expenditure in this area. Brands using VR claim benefits 
which include those discussed here.

VR and AR contribute to the customer journey
In Chapter 2, we considered the customer journey, and both VR and AR are recognised 
as having a role to play in moving consumers along this journey. For example, holidays 
often require planning, especially for far-away destinations. AR enables consumers 
to plan the trip before leaving home and can enhance the overall experience (Bec  
et al., 2021; Cranmer et al., 2020).

VR and AR add rich information to a setting
Richness of information is one of the six dimensions of presence in virtual environ-
ments. If the consumers are tourists who already travel with smartphones and often 
view a location through the smartphone, AR can provide more information (Cranmer 
et al., 2020).

Brands have also noted that engagement is higher in VR than web-based experience 
due to the immersion and richness of the experience.

VR and AR provide good data
As consumers use apps or download experiences, each one can be tracked, unlike 
a physical visit to a retail store, where it’s unlikely your details would be gathered 
unless you made a purchase. These apps can capture significant user data, as well 
as the frequency and type of usage.

Equally, for students using YouView campus tours, greater data insights are provided 
than a physical tour with parents. Universities can assess their main competitors and 
which elements the students focus on most.

VR and AR provide environmental benefits
In travel and tourism, a study by Alexandra Bec and colleagues (2021) noted that 
virtual reality can protect or preserve a physical cultural heritage site. They noted 
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that this may be useful where destinations are suffering deterioration or destruction 
as a result of too many visitors damaging the local ecosystem. Whilst not strictly a 
marketing benefit, their study suggested that ‘virtual and mixed reality mediums can 
offer an alternative form of destination consumption to accommodate for the trends 
of social distancing and reduced movement’ (p. 3).

Plus, there is a potential marketing benefit! These mini-tours could be chargeable, 
with consumers staying at home, visiting locations they’ve always dreamed of and 
contributing to the maintenance of heritage sites at risk.

8.5.2 CHALLENGES WITH THE REALITIES
The challenge of individual users is that all the realities need devices, whether that’s 
the latest mobile phone with the capacity to run a high-memory game, a headset or 
other gaming device.

Access to equipment
Companies creating VR apps depend on consumers to have access to equipment such as 
headsets or cameras, although most smartphones have built-in cameras that work with AR.

Pricing is still a factor as to whether or not consumers gain access to the best VR 
experience. Although the better-quality headsets such as HoloLens are still outside 
most people’s budgets, Samsung Gear and Oculus Rift headsets are now less than 
$300, with refurbished models under $50, bringing VR closer to more people. Snap’s 
decision to invest in Spectacles, its AR glasses, may make this reality more readily 
available, but it’s thought it will only work using Snap products such as Snapchat.

The cost of reality
The budget for building AR and VR apps should be considered. According to the BBC 
(2020, p. 1), budgets vary from low to high depending on the aim of the experience 
in virtual reality:

• £20K – low budget: Short experiences on mobile, perhaps using 2D assets in a 3D 
environment and viewed with Google Cardboard, Google Daydream or Samsung 
Gear VR

• £80K – medium budget: Short experiences with Google Cardboard, Google 
Daydream or Samsung Gear VR but with more scripting, character design, spatial 
audio and interactivity

• £150K+ – high budget: Scripted experiences with game-like production for high-
end headsets such as HTC Vive and Oculus Rift in which the user can explore 
the environment

These are indications of the initial development costs, before any form of promotion 
or distribution. Plus, budgets increase when more features and functions are required.

Yet many organisations are adopting the realities, not just for marketing purposes, 
but also to improve business performance and save resources, in manufacturing and 
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other sectors. The companies behind the technology who are making these industrial 
AR and VR applications are generating annual sales revenues of over $50 million (e.g. 
Iflexion, OTR, iTechArt). This indicates that it’s a growing market.

Plus, Google, Microsoft, Facebook, Sony, Samsung and HTC have invested in this 
technology. Some tech companies share their software development kits to enable 
more companies to use and apply the realities. Microsoft has gone even further and 
has appointed mixed-reality business partners – these are firms with staff trained in 
mixed reality who can help other businesses wanting to adopt the realities.

We rarely learn about the apps or technology that didn’t quite work. For example, 
Rimmel London hasn’t removed its Get The Look app, although there is no mention of 
it on the company’s website and perhaps it failed – we don’t know. Another example on 
the technology side is Magic Leap, an alternative headset which was originally priced at 
over $2,000 but is less well known and it is not yet possible to predict its future. With 
Snap’s Spectacles priced at under $350, the cost of the equipment may be decreasing.

Having developed an AR or a VR app, the next issue is whether it will be accepted by 
the target market. This takes us back to the Technology Acceptance Model (TAM) in 
Chapter 2. Consumers need to see the usefulness of the app which must be easy to 
use. Plus, any related hardware, such as headsets, needs to be affordable for a large 
enough audience to gain traction.

8.6 CREATING YOUR REALITIES
Before creating either a virtual or an augmented reality experience, you need to 
reflect on the earlier factors in this chapter as well as practical considerations which 
we’ll explore here.

Purpose of the VR or AR experience
The purpose of the experience is the first element to consider. The experience has 
to add value for the consumer, as Mathwick et al. (2001) identified. This may include 
playfulness as a fun experience, or beauty as an aesthetic experience. The consumer 
needs to gain a benefit from downloading the app which is termed return on invest-
ment (Mathwick et al., 2001). The app must work to provide service excellence; if not, 
it gains poor reviews on the app store and may be abandoned.

As well as the experiential value, the purpose should address the six dimensions of 
presence to ascertain whether the purpose concerns richness, that is bringing the 
consumer closer to the brand, as the luxury brand Burberry offers with its in-store 
AR experiences. It could be realism, where specific parts of a product or location are 
to be showcased, or transportation, taking the consumer to somewhere else, enabling 
an escape from the present. If it’s VR rather than AR, immersion should be considered 
where the purpose is to engage consumers fully in the experience.

Audience for the VR or AR experience
Who is the audience? Do they have access to smartphones or how will they see the 
experience? It’s important to create personas (see Chapter 2) from the start and to 
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understand the webographics profile of the audience. This involves reflecting on the 
dimensions of interactivity (Heeter, 1989) so the experience isn’t complicated, is easy 
to use and responds to the consumer.

Focus of the VR or AR experience
What’s the focus of the experience? For example, the brand Burberry uses handbags, 
Taco Bell, the food chain uses images of food, and a museum might focus on a paint-
ing. These companies use AR to move the consumer along the customer journey, from 
considering a purchase or a visit to making a purchase or booking. It’s important to 
consider the focus before starting.

Materials needed for the VR or AR experience
What materials are available? You may need some images in advance of the items fea-
turing in your realities. These need to be good quality, not glossy as they reflect too 
much light. You need to ensure you own the copyright to the images (see Chapter 4).

When you’ve decided on the purpose, the audience, the focus with some materials 
ready, you’re set to create an experience. Explore Activity 8.3 to create your own AR 
business card.

It’s worth noting that virtual reality is more complex to create than augmented reality 
as it requires coding knowledge along with specialist software.

DISCOVER MORE ON THE DIFFERENT TYPES OF AR

Read the blog on Hubspot that explains the different types of AR that can be created,  
with examples:

• https://blog.hubspot.com/marketing/augmented-reality-ar

Activity 8.3 Create your AR business card

To create an AR business card, you need to prepare your materials. Think about the contents 
of a traditional business card, such as your name, email or other contact details.

• For an AR business card, you’ll need to prepare an image showing your contact details 
and perhaps a line about your skills.

(Continued)
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The future of reality

The realities are being used in many sectors to communicate key information, enhance 
the customer experience, build brand awareness or generate sales. Larger retail brands 
like Nike and Adidas are leading the field in moving this to the next stage where the 
consumer doesn’t need other equipment, such as in their virtual fitting rooms. Where 
one brand leads, others are likely to follow.

Applications for the realities will grow as:

• Headsets become more comfortable to wear, being smaller and lighter

• Tethered headsets become less common as wireless connections are adopted, 
enabling greater freedom to move

• The cost of the equipment reduces

• Mobile systems improve, with easy connectivity to 5G, bringing faster download 
speeds

Skin electronics

In the future, we may not need equipment to access VR or AR – we could become 
our own devices! Thinking of the external equipment needed to process the realities, 
one solution considered by Dr Jae Joon Kim and colleagues from the University of 
Tokyo (2021) is skin electronics. Soft electronic materials would be stuck onto the 
skin, as wearable devices.

This takes the idea of a wearable watch or wristband to the next level, minia-
turising it and making it more like a Band-Aid or adhesive plaster. Figure 8.4 
shows an example of the differences between conventional and skin electronic 
VR/AR devices.

• You can either record a short video introducing yourself – no more than 10 seconds – or 
use some emoticons or call-outs, such as arrows pointing to your email to ‘contact me 
here’.

• Select a tool to create the AR experience, e.g. Overly (see overlyapp.com) or BlippBuilder 
(see blippar.com and search for education). Sign up for a free account and follow the 
on-screen instructions.

• When you’re happy with your AR business card, you can save and publish it. Download 
the app to view your AR business card.
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A further factor to consider is that as the pandemic led to many people working 
from home, it is likely that this trend will continue. Many people will travel to the 
office less frequently. This means we will see the growth of shared reality, where 
teams wear headsets, as if they are in the same room, accessing the same materials 
or co-designing products.

Conventional VR/AR Devices:

• Rigid and Thick

• Heavy

• High Wearing Discomfort

• Limited Skin Sensing

• Limited User Physiology

Skin Electronic VR/AR Devices:

• Flexible and Thin

• Lightweight

• Low Wearing Discomfort

• Less-limited Skin Sensing

• Less-limited User Physiology

Contact lens

Integrated system

Haptic
device
(output) ECG

sensor
(input)

Energy source

Tactile sensor (input)

Figure 8.4 The differences between conventional and skin electronic VR/AR devices

Source: Kim et al. (2021, p. 2)

DISCOVER MORE ABOUT THE FUTURE OF AR AND VR

Professor Philipp A. Rauschnabel writes about AR and VR in an article published in 
the International Journal of Information Management entitled ‘Augmented reality 
is eating the real-world! The substitution of physical products by holograms’ (2021). 
It explains more about the future of the realties, such as how we will be streaming 
Netflix via an app, onto a wall, without the need for a TV screen.
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In addition to sharing, remote assistance will be easier to access, as technical experts 
will be able to see where the difficulties exist and solve these faster or before we’ve 
realised that they’ve become issues.

CASE STUDY
SHOULD STRAVA ADOPT AR?
This continues our long case study and you may find it helpful to read earlier parts 
in previous chapters.

Gabriel has just finished a management meeting on Zoom. The big conversation was all 
about improving reality. During the COVID-19 pandemic, as people went into lockdown 
worldwide, the number of Strava users increased as people were allowed to exercise 
outdoors, but there was then a decline as the winter months made outdoor running less 
appealing. Who’d want to get up for an 8 a.m. run when it’s minus 2 and icy underfoot?

One of the management team shared information about an online conference she’d 
attended which was all about augmented reality fitness apps. Not everyone is a runner and 
as Strava has added more activities to its app, the audience is changing. Families went out 
for brisk walks around the park but those with younger children needed greater incentives 
to keep moving. Some schools tried to add gamification to outdoor activities, using AR to 
get children moving by chasing monsters as part of the exercise program.

In the meeting, Gabriel saw some heated conversations as those who had worked at 
Strava for many years weren’t keen on any part of this, saying it wasn’t what Strava was 
designed for. Others thought it may be a great way to connect with totally different 
audiences and argued that it’s possible that families may continue with park walks.

Gabriel thought that some of the team may have found an interesting way around this 
by connecting other apps to Strava, such as overlaying their activities and seeing them 
in AR. Fitness AR seemed like an interesting tool, but was bought by Mapbox some 
years ago. But the real opportunity was the increase in use of static machines. With 
gyms being closed, the specialist interactive exercise technology company Peleton 
watched as its sales skyrocketed during the pandemic, with wealthier individuals 
purchasing immersive bikes at over $1,500 each and treadmills at over $2,000. These 
bikes and treadmills need run routes and Veloreality offered a range of exciting places 
from around the world to run or cycle to – from your own home and in cinema quality.

While Gabriel’s role is managing content, there was a request for more on how the app can 
be used with AR to enhance the experience. Users wouldn’t need googles, but they might 
need some expensive home gym kit for this to work. Gabriel has two days to come up with 
some ideas for how best to include more content about VR and AR in the content they create.

JOURNAL OF NOTE
Exploring the use of computers from a psychological perspective, the journal Computers in 
Human Behavior contains several articles on the different realities and technology.
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FURTHER EXERCISES
1. What application do you see for group AR or VR experiences within organisa-

tions? What might be the advantages and disadvantages?

2. Imagine that you are working as a marketing manager in an organisation of your 
choice and several members of the management team are keen on the idea of VR 
or AR. You have been asked to evaluate the realities and make recommendations 
as to whether they should develop an AR or a VR app.

3. Although VR or AR can be used positively to enhance the customer journey, what 
are the potential downsides for organisations?

4. AR and VR are already present in our world and we will continue to use these 
tools in different formats. Discuss whether those who are not ready to do so will 
be left behind. Provide examples in your arguments.

SUMMARY
This chapter has explored:

• The different realities and what these mean

• The Technology Readiness Scale

• Application of different realities for marketing

• Typology of experiential values

• Benefits and challenges with realities

GO ONLINE
Visit study.sagepub.com/hanlon2e to access links to interesting articles, websites 
and videos related to this chapter.

CASE QUESTIONS

• Imagine you’re in Gabriel’s role and managing content at Strava. What are 
the first stories you would create on AR and VR and how would you pitch 
them to the management team?

• What is your experience of AR or VR in an exercise or fitness context – 
something you have used or not yet? Discuss how the future of AR or VR 
may develop in this sector.

• Have we become more digital as a result of the pandemic and has this 
changed our relationship with the real world?
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