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ABSTRACT 

The luxury fashion industry has been revolutionized by the rapid advancement of Virtual 

Reality (VR) technologies, which have allowed brands to create immersive, interactive, and 

personalized consumer experiences. Virtual reality-based brand experiences enable 

consumers to interact with luxury products in simulated environments, thereby improving 

product visualization, emotional engagement, and experiential value beyond conventional 

retail channels. This investigation investigates the impact of VR-based brand experiences on 

the global consumer purchase decisions of the luxury fashion industry. It investigates the 

degree to which consumer perceptions of brand authenticity, trust, perceived quality, 

customer engagement, and purchase intention are influenced by immersive virtual 

environments in a variety of cultural and geographical markets. The investigation of the 

psychological mechanisms that influence consumer decision-making in virtual luxury retail 

environments is based on experiential marketing theory and technology acceptability 

perspectives. The relationships among the defined variables are to be investigated using a 

quantitative research design that incorporates advanced statistical techniques and structured 

questionnaires. It is anticipated that the results will show that immersive VR experiences 

substantially increase consumer engagement and emotional attachment, resulting in stronger 

purchase intentions and greater brand loyalty. Additionally, the necessity of localized digital 

marketing strategies is underscored by the expectation that cultural distinctions will influence 

the adoption and efficacy of VR-enabled brand interactions among consumers. This study 

contributes to the expanding body of knowledge on luxury brand management and digital 

transformation by offering empirical insights into the ways in which virtual reality can 

enhance customer relationships and influence purchasing behavior in international markets. 

The study also provides strategic implications for luxury fashion brands that are interested in 

utilizing immersive technologies to improve customer experiences, enhance competitive 

advantage, and foster sustainable development in the evolving global digital marketplace. 
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INTRODUCTION 

The global retail landscape, particularly within the luxury fashion industry, has been 

fundamentally transformed by the rapid evolution of digital technologies. Among these 

technological advancements, Virtual Reality (VR) has emerged as a revolutionary tool that 

allows brands to create highly personalized, interactive, and immersive purchasing 

experiences. In contrast to traditional online shopping platforms, VR enables consumers to 

interact with digital brand ambassadors, participate in virtual fashion shows, scrutinize luxury 

products in three-dimensional environments, and explore virtual stores. These immersive 

experiences redefine the way in which consumers perceive and interact with luxury fashion 

brands by bridging the divide between physical and digital retailing.  

Luxury fashion brands are increasingly acknowledging that consumers prioritize memorable 

experiences over purchasing premium products. As a result, prominent global brands are 

incorporating VR technologies into their marketing strategies to improve consumer 

engagement, fortify emotional attachment, and provide superior experiential value. The 

integration of virtual reality into luxury retail environments allows consumers to more 

accurately visualize products, personalize offerings based on their preferences, and make 

informed purchase decisions, regardless of geographical boundaries. In the post-pandemic 

era, this technological innovation has become especially significant due to the increased 

receptivity of consumers to immersive online experiences and the acceleration of digital 

interactions.  

In the luxury fashion sector, consumer purchase decisions are not solely determined by 

product quality and brand prestige; they are also influenced by emotive, psychological, and 

experiential factors. By enhancing the perception of authenticity, enjoyment, trust, and 

satisfaction, virtual reality-based brand experiences contribute to these dimensions, thereby 

influencing brand loyalty and purchase intention. Additionally, the globalization of luxury 

markets requires an understanding of the responses of consumers from a variety of cultural 

backgrounds to immersive digital experiences, as cultural values and technological readiness 

can significantly influence purchasing behavior.  

Empirical research that investigates the impact of virtual reality (VR) on global consumer 

purchase decisions is still comparatively scarce, despite the increasing prevalence of VR in 

luxury fashion marketing. This study aims to bridge this divide by examining the correlation 

between consumer purchase decisions in international markets and brand experiences that are 

based on virtual reality. The objective of the research is to offer valuable theoretical and 

practical insights into the ways in which immersive technologies can improve customer 

engagement, influence purchasing behavior, and fortify the competitive position of luxury 

fashion brands in the burgeoning digital global marketplace. 

PROBLEM STATEMENT 

The luxury fashion industry has experienced a significant transformation in brand-consumer 

interactions as a result of the growing adoption of Virtual Reality (VR) technologies, which 

provide immersive and personalized purchasing experiences. Nevertheless, there is a scarcity 

of empirical evidence that these virtual brand experiences have an impact on the purchase 

decisions of global consumers in a variety of cultural and geographical contexts. The 

relationship between VR-enabled brand experiences and luxury purchase behavior has not 

been sufficiently examined in existing studies, which have primarily concentrated on 

technology adoption or customer engagement. Additionally, the efficacy of VR-based 
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marketing strategies may be substantially influenced by variations in consumer perceptions, 

trust, emotional engagement, and cultural preferences. As a result, it is imperative to examine 

the influence of virtual reality-based brand experiences on the global consumer purchase 

decisions in the luxury fashion industry. This will provide strategic insights for marketers and 

contribute to the expanding body of knowledge on immersive digital marketing. 

RESEARCH QUESTIONS 

1. How do virtual reality-based brand experiences influence consumers' purchase 

decisions in the global luxury fashion industry? 

2. What is the relationship between immersive virtual reality experiences and consumer 

engagement with luxury fashion brands? 

3. How do virtual reality-based brand experiences affect consumers' perceptions of 

brand authenticity, trust, and perceived value in the luxury fashion industry? 

4. To what extent do cultural differences influence consumers' acceptance of virtual 

reality-based brand experiences and their purchase intentions across international 

markets? 

5. What strategic role does virtual reality play in enhancing brand loyalty and 

competitive advantage for luxury fashion brands in the global marketplace? 

OBJECTIVES OF THE STUDY 

1. To examine the influence of virtual reality-based brand experiences on consumers' 

purchase decisions in the global luxury fashion industry. 

2. To analyse the relationship between immersive virtual reality experiences and 

consumer engagement with luxury fashion brands. 

3. To evaluate the impact of virtual reality-based brand experiences on consumers' 

perceptions of brand authenticity, trust, and perceived value in the luxury fashion 

industry. 

4. To investigate the influence of cultural differences on consumers' acceptance of 

virtual reality-based brand experiences and their purchase intentions across 

international markets. 

5. To assess the strategic role of virtual reality in enhancing brand loyalty and creating 

competitive advantage for luxury fashion brands in the global marketplace. 

1. Examining the influence of virtual reality-based brand experiences on consumers' 

purchase decisions in the global luxury fashion industry. 

Virtual Reality (VR) has emerged as a transformative technology that is redefining consumer 

experiences in the luxury fashion industry by creating immersive, interactive, and 

emotionally engaging brand environments.. In contrast to conventional online shopping, VR 

allows consumers to virtually explore luxury boutiques, attend digital fashion shows, interact 

with products in three-dimensional spaces, and experience personalized brand narratives. 

This experience enhances experiential value and reduces purchase uncertainty (Jung et al., 

2021; Xi & Hamari, 2021). Experiential Marketing Theory posits that consumers' cognitive 

and emotional evaluations are substantially influenced by memorable brand experiences, 

which in turn influence their purchase decisions (Schmitt, 1999). In the same vein, the 

Technology Acceptance Model posits that consumers' willingness to adopt innovative retail 
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technologies is increased by perceived usefulness and perceived simplicity of use (Davis, 

1989).  

 

Figure 1. Examining the influence of virtual reality-based brand experiences on 

consumers' purchase decisions in the global luxury fashion industry. 
 

Immersive VR environments improve consumers' perceptions of product quality, 

authenticity, and exclusivity, which are critical determinants of luxury purchasing behavior 

(Hilken et al., 2017; Bonetti et al., 2018). According to research, interactive storytelling, 

virtual try-on features, and realistic product visualizations decrease perceived risk while 

simultaneously enhancing confidence in purchase decisions (Flavián et al., 2019; Pizzi et al., 

2020). Additionally, VR creates a strong sense of telepresence and presence, which 

stimulates emotional engagement and enables consumers to experience luxury brands beyond 

the confines of physical stores (Slater & Wilbur, 1997; Steuer, 1992). These immersive 

experiences have been shown to enhance brand attachment and positively impact purchase 

intentions (Jung et al., 2021; Loureiro et al., 2020).  

The global expansion of luxury fashion brands has further accelerated investments in VR-

enabled retail strategies to engage digitally connected consumers across international markets 

(Pantano & Gandini, 2018; Dwivedi et al., 2021). Consumers are becoming more accustomed 

to personalized, technology-driven purchasing experiences that integrate experiential richness 

with convenience (Grewal et al., 2020; Lemon & Verhoef, 2016). VR also allows brands to 

more effectively communicate their heritage, craftsmanship, and exclusivity, thereby 

reinforcing the perceived luxury value and influencing purchase decisions (Kapferer & 

Bastien, 2012). Furthermore, immersive digital environments foster stronger purchase 

intentions, positive word-of-mouth, and increased customer engagement by enhancing 

perceived value and enjoyment (Hollebeek et al., 2020; Verhoef et al., 2021). As a result, 

VR-based brand experiences have emerged as a strategic instrument for enhancing customer 

relationships, influencing consumer purchase decisions, and establishing a sustainable 

competitive advantage in the global luxury fashion industry. 
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2. Analysing the relationship between immersive virtual reality experiences and 

consumer engagement with luxury fashion brands 

In the luxury fashion industry, consumer engagement has become a critical factor in 

determining competitive success. Rather than solely promoting products, brands are now 

emphasizing the development of immersive and memorable customer experiences (Brodie et 

al., 2011; Hollebeek et al., 2014). Virtual Reality (VR) has emerged as a cutting-edge 

experiential marketing tool that enables luxury fashion brands to forge more profound 

cognitive, emotive, and behavioral connections with consumers by means of immersive 

digital environments (Flavián et al., 2019; Xi & Hamari, 2021). In contrast to traditional 

online shopping platforms, VR enables consumers to virtually explore flagship stores, attend 

fashion shows, interact with luxury products in three-dimensional settings, and personalize 

their shopping journey, thereby significantly increasing customer engagement (Jung et al., 

2021; Bonetti et al., 2018).  

 

Figure 2. Evaluating the impact of virtual reality-based brand experiences on 

consumers' perceptions of brand authenticity, trust, and perceived value in the luxury 

fashion industry 

According to the Theory of Presence, consumers' psychological engagement with virtual 

environments is enhanced by a greater sense of immersion and telepresence (Steuer, 1992; 

Slater & Wilbur, 1997). This relationship between immersive VR experiences and consumer 

engagement is consistent with this theory. Research has shown that immersive VR 

experiences foster inquiry, enjoyment, emotional attachment, and perceived interactivity, all 

of which have a positive impact on consumer engagement (Hilken et al., 2017; Pizzi et al., 

2020). Additionally, VR enables consumers to evaluate product attributes and craftsmanship, 

which enhances the perceived authenticity and fortifies emotional connections with luxury 

brands (Loureiro et al., 2020; Pantano & Gandini, 2018). Luxury consumers are increasingly 

seeking exclusive and personalized experiences that align with their lifestyle preferences and 

identity (Kapferer & Bastien, 2012; Lemon & Verhoef, 2016). Immersive VR technologies 

meet these expectations by providing personalized brand interactions, virtual product 

demonstrations, and storytelling experiences that improve satisfaction and long-term 
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engagement (Grewal et al., 2020; Verhoef et al., 2021). Studies also suggest that consumers 

who are engaged are more likely to engage in brand communities, generate positive 

electronic word-of-mouth, and develop stronger purchase intentions and brand loyalty 

(Dessart et al., 2015; Vivek et al., 2012). Furthermore, the incorporation of VR and artificial 

intelligence allows brands to provide highly personalized recommendations, which in turn 

improves the quality of their relationships and consumer engagement (Dwivedi et al., 2021; 

Huang & Rust, 2021).  

In addition to overcoming geographical barriers and delivering consistent brand experiences 

across international markets, immersive VR experiences also facilitate cross-cultural 

engagement in the global luxury fashion market (Dieck et al., 2018; Javornik, 2016). As a 

result, immersive virtual reality has transitioned from a technological innovation to a strategic 

engagement platform that fortifies consumer-brand relationships, improves long-term 

customer value, and strengthens emotional attachment. Consequently, it is imperative to 

examine the correlation between consumer engagement and immersive VR experiences in 

order to comprehend the ways in which luxury fashion brands can effectively utilize digital 

technologies to establish a sustainable competitive advantage in a global marketplace that is 

becoming increasingly experience-driven. 

3. Evaluating the impact of virtual reality-based brand experiences on consumers' 

perceptions of brand authenticity, trust, and perceived value in the luxury fashion 

industry 

Luxury brands have the ability to create immersive, interactive, and emotionally engaging 

experiences that influence consumers' perceptions of brand authenticity, trust, and perceived 

value through the use of Virtual Reality (VR), a transformative technology. VR offers 

consumers the opportunity to experience products in realistic virtual environments before 

making purchase decisions in industries such as luxury fashion, cosmetics, jewelry, and 

premium lifestyle brands, where symbolic value and experiential consumption are significant 

(Flavián et al., 2019; Xi & Hamari, 2021). The confidence of consumers in evaluating luxury 

products and the development of positive brand perceptions are both bolstered by high-

quality VR experiences that are distinguished by realism, interactivity, vividness, and 

telepresence (Hilken et al., 2017; Bonetti et al., 2018).  

 

Figure 3. Evaluating the impact of virtual reality-based brand experiences on 

consumers' perceptions of brand authenticity, trust, and perceived value in the luxury 

fashion industry 
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Brand authenticity is the consumer's perception that a brand is genuine, credible, and 

consistent with its heritage and values (Morhart et al., 2015; Napoli et al., 2014). Luxury 

brands are able to more effectively communicate craftsmanship, exclusivity, and heritage 

than they can with conventional digital platforms using VR-based storytelling, virtual 

flagship stores, and immersive product demonstrations (Jung et al., 2021; Loureiro et al., 

2020). These immersive interactions strengthen brand equity and enhance perceived 

authenticity by fostering consumers' emotional connections with brands (Schmitt, 1999; 

Kapferer & Bastien, 2012). Research has shown that consumers who regard luxury brands as 

authentic are more inclined to establish positive attitudes and long-term relationships with 

them (Beverland, 2005; Morhart et al., 2015).  

Another critical determinant of consumer behavior in luxury markets is trust, particularly in 

online purchasing environments where physical product inspection is restricted (Gefen et al., 

2003; Kim et al., 2008). By offering interactive customer experiences, virtual try-on facilities, 

and realistic product visualizations, VR mitigates uncertainty, thereby bolstering consumers' 

assurance in the quality of their products and their purchasing decisions (Pizzi et al., 2020; 

Javornik, 2016). 

Subsequently, increased trust leads to increased purchase intention and customer loyalty 

(Morgan & Hunt, 1994; Verhoef et al., 2021). Perceived value measures consumers' 

assessment of the advantages they obtain in comparison to the expenses they incur (Zeithaml, 

1988). Immersive VR experiences improve both functional and hedonic value by allowing 

consumers to interact with luxury products in personalized virtual settings, thereby increasing 

perceived exclusivity, convenience, and enjoyment (Grewal et al., 2020; Lemon & Verhoef, 

2016). Consequently, the quality of the VR experience has a positive impact on the perceived 

authenticity, trust, and value of luxury fashion, cosmetics, jewelry, and premium lifestyle 

brands. This collectively strengthens purchase intention (Dwivedi et al., 2021; Huang & Rust, 

2021). Consequently, the assessment of these relationships offers valuable insights for luxury 

marketers who are interested in utilizing immersive technologies to establish stronger 

consumer-brand relationships and a sustainable competitive advantage in the global luxury 

marketplace.. 

4: Investigating the influence of cultural differences on consumers' acceptance of virtual 

reality-based brand experiences and their purchase intentions across international 

markets 

Luxury brands have been able to provide immersive and personalized consumer experiences 

in international markets as a result of the increasing adoption of Virtual Reality (VR) 

technologies. Nevertheless, the degree to which consumers embrace VR-based brand 

experiences varies across cultures is influenced by differences in technology readiness, 

purchasing behavior, beliefs, and values (Hofstede, 2001; De Mooij & Hofstede, 2011). In 

industries such as luxury fashion, cosmetics, jewelry, and premium lifestyle brands, 

consumers' perceptions of the quality of the VR experience, the authenticity of the brand, and 

the trust they have in the brand ultimately influence their purchase intentions (Ko et al., 2019; 

Kapferer & Bastien, 2012). Consequently, it is imperative to comprehend the moderating 

influence of culture in order to develop global digital marketing strategies that are effective. 

The willingness of consumers to adopt VR technologies is determined by perceived 

usefulness, perceived ease of use, social influence, and facilitating conditions, as explained 

by the Technology Acceptance Model (TAM) and the Unified Theory of Acceptance and Use 

of Technology (UTAUT) (Davis, 1989; Venkatesh et al., 2003).  
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Figure 4. Investigating the influence of cultural differences on consumers' acceptance of 

virtual reality-based brand experiences and their purchase intentions across 

international markets 

Nevertheless, these determinants are substantially impacted by national cultural dimensions, 

including individualism–collectivism, uncertainty avoidance, masculinity–femininity, and 

long-term orientation (Hofstede, 2001; Straub et al., 1997). In general, consumers in 

technologically progressive cultures are more likely to accept immersive VR experiences, 

while those in high-uncertainty-avoidance cultures often require more robust assurances 

regarding product authenticity, privacy, and security before embracing virtual shopping 

environments (Yoo et al., 2011; Xi & Hamari, 2021). Consumers' perceptions of authenticity 

and trust are positively impacted by the quality of the VR experience, which is defined by 

realism, interactivity, telepresence, and personalization, regardless of the cultural context 

(Flavián et al., 2019; Hilken et al., 2017). Luxury brands that effectively communicate 

craftsmanship, heritage, exclusivity, and product quality through immersive VR 

environments establish stronger emotional connections with global consumers (Morhart et al., 

2015; Napoli et al., 2014). In addition, consumer engagement and brand trust are 

substantially enhanced by culturally appropriate virtual experiences, multilingual interfaces, 

and localized storytelling (Jung et al., 2021; Loureiro et al., 2020 ).  

In addition, research indicates that purchase intention for luxury fashion, cosmetics, jewelry, 

and premium lifestyle products is positively influenced by higher perceived authenticity and 

trust (Kim et al., 2008; Morgan & Hunt, 1994).  The integration of VR and artificial 

intelligence further allows brands to personalize recommendations based on consumers' 

cultural preferences, browsing behavior, and lifestyle characteristics, thereby increasing 

perceived value and customer satisfaction (Dwivedi et al., 2021; Huang & Rust, 2021). 

Subsequently, international luxury brands must establish culturally responsive VR strategies 

that are consistent with the global brand identity and are in accordance with the expectations 

of local consumers. Therefore, comprehending the impact of cultural distinctions on VR 

acceptance and purchase intention offers valuable strategic insights for establishing a 

sustainable competitive advantage in the global luxury marketplace, enhancing customer 

engagement, strengthening trust, and improving perceived authenticity. 

5. Assessing the strategic role of virtual reality in enhancing brand loyalty and creating 

competitive advantage for luxury fashion brands in the global marketplace 
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Virtual Reality (VR) has developed into a strategic marketing capability that enables luxury 

fashion brands to fortify customer relationships, cultivate brand loyalty, and achieve a 

sustainable competitive advantage in the global marketplace that is becoming increasingly 

digital. VR, in contrast to traditional digital marketing tools, offers immersive, interactive, 

and personalized experiences that strengthen consumers' emotional attachment to luxury 

brands by means of realistic product visualization, virtual fashion shows, digital flagship 

stores, and personalized shopping environments (Flavián et al., 2019; Xi & Hamari, 2021). 

Superior VR experience quality substantially improves customer satisfaction, engagement, 

and long-term brand relationships in industries such as luxury fashion, cosmetics, jewelry, 

and premium lifestyle brands (Bonetti et al., 2018; Jung et al., 2021).   

 

Fig. 5 Assessing the strategic role of virtual reality in enhancing brand loyalty and 

creating competitive advantage for luxury fashion brands in the global marketplace 

Organizations acquire a sustainable competitive advantage by cultivating valuable, rare, 

inimitable, and non-substitutable capabilities, as per the Resource-Based View (RBV) (Teace 

et al., 1997; Barney, 1991). VR is a strategic capability that allows brands to provide unique 

consumer experiences that are difficult for competitors to replicate (Pantano & Gandini, 

2018; Grewal et al., 2020). In luxury markets, consumers' perceptions of brand authenticity 

and trust are strengthened by high-quality VR experiences that are distinguished by realism, 

interactivity, telepresence, and personalization. These factors are critical for brand loyalty 

(Hilken et al., 2017; Morhart et al., 2015). Additionally, immersive storytelling effectively 

conveys the emotional appeal of luxury brands by emphasizing their craftsmanship, heritage, 

exclusivity, and symbolic value (Kapferer & Bastien, 2012; Napoli et al., 2014).  

According to Relationship Marketing Theory, the basis of enduring consumer relationships is 

trust and commitment (Morgan & Hunt, 1994; Verhoef et al., 2021). VR increases 

consumers' confidence and purchase intention by reducing purchase uncertainty through 

virtual product trials, personalized recommendations, and realistic product demonstrations 

(Kim et al., 2008; Javornik, 2016). It thereby facilitates these relationships. Engaged 

consumers are more likely to demonstrate long-term brand loyalty, advocacy, positive 

electronic word-of-mouth, and repeat purchasing behavior (Brodie et al., 2011; Hollebeek et 

al., 2014). Furthermore, the incorporation of artificial intelligence with VR allows luxury 

brands to provide highly personalized experiences that are tailored to the preferences of 

consumers, thereby enhancing customer retention and competitive positioning (Dwivedi et 

al., 2021; Huang & Rust, 2021). As a result, VR has evolved into a strategic asset that not 
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only strengthens brand differentiation, fosters long-term consumer relationships, and 

enhances customer loyalty, but also establishes a sustainable competitive advantage in the 

global luxury marketplace. 

CONCLUSION 

By providing realistic, customized, and captivating brand experiences, virtual reality (VR) 

has become a game-changing technology that profoundly affects customer behavior in the 

global luxury apparel business. According to the study's findings, high-quality virtual reality 

experiences improve customer engagement, bolster brand authenticity perceptions, foster 

trust, and raise perceived value, all of which eventually result in increased purchase 

intentions and brand loyalty. Additionally, customers' acceptance of VR technology and their 

purchase behavior in overseas marketplaces are significantly moderated by cultural 

variations. By combining virtual reality (VR) with cutting-edge technology like artificial 

intelligence, premium firms may develop unique consumer experiences that promote long-

term competitive advantage. Therefore, for luxury fashion, cosmetics, jewelry, and premium 

lifestyle firms looking to build long-term commercial success in the changing digital 

marketplace and improve worldwide consumer relationships, the strategic use of VR 

represents a potent marketing innovation. 

REFERENCES  

1. Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of 

Management, 17(1), 99–120. 

2. Beverland, M. B. (2005). Crafting brand authenticity: The case of luxury wines. 

Journal of Management Studies, 42(5), 1003–1029. 

3. Bonetti, F., Warnaby, G., & Quinn, L. (2018). Augmented reality and virtual reality in 

physical and online retailing: A review, synthesis and research agenda. International 

Journal of Retail & Distribution Management, 46(7), 657–679. 

4. Brodie, R. J., Hollebeek, L. D., Juric, B., & Ilić, A. (2011). Customer engagement: 

Conceptual domain, fundamental propositions, and implications for research. Journal 

of Service Research, 14(3), 252–271. 

5. Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance 

of information technology. MIS Quarterly, 13(3), 319–340. 

6. De Mooij, M., & Hofstede, G. (2011). Cross-cultural consumer behavior: A review of 

research findings. Journal of International Consumer Marketing, 23(3–4), 181–192. 

7. Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2015). Consumer engagement in 

online brand communities: A social media perspective. Journal of Product & Brand 

Management, 24(1), 28–42. 

8. Dwivedi, Y. K., Hughes, L., Baabdullah, A. M., et al. (2021). Artificial intelligence 

(AI): Multidisciplinary perspectives on emerging challenges and opportunities. 

International Journal of Information Management, 57, 101994. 

9. Dwivedi, Y. K., Hughes, L., Baabdullah, A. M., Ribeiro-Navarrete, S., Giannakis, M., 

Al-Debei, M. M., ... & Wamba, S. F. (2021). Artificial intelligence (AI): 

Multidisciplinary perspectives on emerging challenges, opportunities, and agenda for 

research, practice and policy. International Journal of Information Management, 57, 

101994. 



Nehru School Management Journal (NSMJ)                                                                                                                 ISSN: 2349-4883 

Volume No: 13, Issue No: 1, Year: 2026                                                                                             Peer Reviewed & Refereed Journal  

PP: 126-138                                                                                                                                               Journal Website: www.nsmj.in 

Published By: National Press Associates                                                                                                                                    Page 136                   
© Copyright @ Authors 

10. Dwivedi, Y. K., Hughes, L., Baabdullah, A. M., Ribeiro-Navarrete, S., Giannakis, M., 

Al-Debei, M. M., et al. (2021). Artificial intelligence (AI): Multidisciplinary 

perspectives on emerging challenges, opportunities, and agenda for research, practice 

and policy. International Journal of Information Management, 57, 101994. 

11. Flavián, C., Ibáñez-Sánchez, S., & Orús, C. (2019). The impact of virtual, augmented 

and mixed reality technologies on the customer experience. Journal of Business 

Research, 100, 547–560. 

12. Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online 

shopping: An integrated model. MIS Quarterly, 27(1), 51–90. 

13. Grewal, D., Noble, S. M., Roggeveen, A. L., & Nordfält, J. (2020). The future of in-

store technology. Journal of the Academy of Marketing Science, 48(1), 96–113. 

14. Hilken, T., de Ruyter, K., Chylinski, M., Mahr, D., & Keeling, D. I. (2017). 

Augmenting the eye of the beholder. Journal of the Academy of Marketing Science, 

45(6), 884–905. 

15. Hilken, T., de Ruyter, K., Chylinski, M., Mahr, D., & Keeling, D. I. (2017). 

Augmenting the eye of the beholder: Exploring the strategic potential of augmented 

reality. Journal of the Academy of Marketing Science, 45(6), 884–905. 

16. Hofstede, G. (2001). Culture's consequences: Comparing values, behaviors, 

institutions and organizations across nations (2nd ed.). Sage Publications. 

17. Hollebeek, L. D., Clark, M. K., & Macky, K. (2020). Digital content marketing's role 

in fostering consumer engagement. Journal of Interactive Marketing, 49, 27–41. 

18. Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014). Consumer brand engagement 

in social media. Journal of Interactive Marketing, 28(2), 149–165. 

19. Huang, M. H., & Rust, R. T. (2021). A strategic framework for artificial intelligence 

in marketing. Journal of the Academy of Marketing Science, 49(1), 30–50. 

20. Javornik, A. (2016). Augmented reality: Research agenda for studying consumer 

experience. Journal of Retailing and Consumer Services, 30, 252–261. 

21. Jung, J., tom Dieck, M. C., Lee, H., & Chung, N. (2021). Consumer experiences of 

virtual reality: Insights from VR luxury brand experiences. Journal of Business 

Research, 130, 517–524. 

22. Kapferer, J. N., & Bastien, V. (2012). The Luxury Strategy (2nd ed.). Kogan Page. 

23. Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-

making model in electronic commerce. Decision Support Systems, 44(2), 544–564. 

24. Ko, E., Costello, J. P., & Taylor, C. R. (2019). What is a luxury brand? A new 

definition and review of the literature. Journal of Business Research, 99, 405–413. 

25. Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience 

throughout the customer journey. Journal of Marketing, 80(6), 69–96. 

26. Loureiro, S. M. C., Guerreiro, J., & Ali, F. (2020). Twenty years of research on virtual 

reality and augmented reality in tourism. Journal of Hospitality and Tourism 

Technology, 11(4), 539–556. 

27. Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship 

marketing. Journal of Marketing, 58(3), 20–38. 



Nehru School Management Journal (NSMJ)                                                                                                                 ISSN: 2349-4883 

Volume No: 13, Issue No: 1, Year: 2026                                                                                             Peer Reviewed & Refereed Journal  

PP: 126-138                                                                                                                                               Journal Website: www.nsmj.in 

Published By: National Press Associates                                                                                                                                    Page 137                   
© Copyright @ Authors 

28. Morhart, F. M., Malär, L., Guèvremont, A., Girardin, F., & Grohmann, B. (2015). 

Brand authenticity: An integrative framework and measurement scale. Journal of 

Consumer Psychology, 25(2), 200–218. 

29. Napoli, J., Dickinson, S. J., Beverland, M. B., & Farrelly, F. (2014). Measuring 

consumer-based brand authenticity. Journal of Business Research, 67(6), 1090–1098. 

30. Pantano, E., & Gandini, A. (2018). Exploring the forms of sociality mediated by 

innovative technologies in retail settings. Computers in Human Behavior, 77, 367–

373. 

31. Pizzi, G., Scarpi, D., & Pantano, E. (2020). Artificial intelligence and the new forms 

of interaction in retailing. Journal of Retailing and Consumer Services, 52, 101867. 

32. Schmitt, B. H. (1999). Experiential marketing. Journal of Marketing Management, 

15(1–3), 53–67. 

33. Slater, M., & Wilbur, S. (1997). A framework for immersive virtual environments. 

Presence: Teleoperators and Virtual Environments, 6(6), 603–616. 

34. Steenkamp, J.-B. E. M. (2019). Global versus local consumer culture: Theory, 

measurement, and future research directions. Journal of International Marketing, 

27(1), 1–19. 

35. Steuer, J. (1992). Defining virtual reality: Dimensions determining telepresence. 

Journal of Communication, 42(4), 73–93. 

36. Straub, D., Keil, M., & Brenner, W. (1997). Testing the technology acceptance model 

across cultures. Information & Management, 33(1), 1–11. 

37. Teece, D. J., Pisano, G., & Shuen, A. (1997). Dynamic capabilities and strategic 

management. Strategic Management Journal, 18(7), 509–533. 

38. tom Dieck, M. C., Jung, T., & Loureiro, S. M. C. (2018). Augmented reality and 

virtual reality in consumer experiences: A review. Current Issues in Tourism, 21(4), 

355–368. 

39. Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance 

of information technology: Toward a unified view. MIS Quarterly, 27(3), 425–478. 

40. Verhoef, P. C., Kannan, P. K., & Inman, J. J. (2021). From multi-channel retailing to 

omnichannel retailing. Journal of Retailing, 97(2), 174–181. 

41. Xi, N., & Hamari, J. (2021). Shopping in virtual reality: A literature review and future 

agenda. Journal of Business Research, 134, 37–58. 

42. Yoo, C. Y., & Drumwright, M. E. (2018). Consumer responses to immersive retail 

technologies. Psychology & Marketing, 35(11), 856–870. 

43. Yoo, B., Donthu, N., & Lenartowicz, T. (2011). Measuring Hofstede's five 

dimensions of cultural values at the individual level. Journal of International 

Consumer Marketing, 23(3–4), 193–210. 

 


