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Abstract: The article aims to analyze the possibility of using virtual reality 
(VR) technology as an experience marketing tool, enabling the building of 
ties between the brand and the consumer, based on deep emotions, trans-
lating into an increased liking for the company and attachment to its com-
mercial offer. The analysis was based on a literature study on social com-
munication, marketing communication and VR, as well as a case study of 
the Nissan Sakura electric car brand in the VRChat application, which was 
launched in May 2022, simultaneously on the Japanese market and in the 
Metaverse. The analysis of VR technology, carried out on the example of the 
VR experience „NISSAN SAKURA Driving Island” in the VRChat application 
shows that VR meets in practice the assumptions of experience marketing 
and can potentially be an effective tool for shaping attitudes and behaviors 
influencing the purchasing decisions of consumers on the automotive mar-
ket. Nevertheless, due to the innovative nature of the tool, it does not cur-
rently provide the possibility of reaching a mass audience with the market-
ing message. The application nature of the work is related to the indication 
of the conditions, benefits and limitations of the use of VR technology in ac-
tivities aimed at shaping attitudes and behaviors, influencing the purchas-
ing decisions of consumers in the automotive market. Contrary to the liter-
ature in the field of social and marketing communication and the automo-
tive market, which is very wide, issues related to VR technology are the area 
of interest of only a small group of researchers. Given the growing popular-
ity of VR technology, knowledge of the possibility of using it to shape atti-
tudes and behaviors that influence consumer purchasing decisions in the 
automotive market may turn out to be valuable both for theoreticians and 
marketing practitioners.
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1. THE EXPERIENCE ECONOMY AND MARKETING

At the turn of the 20th and 21st centuries, a new type of economy was born, referred to as 
the ‘experience economy’, which was driven by the enrichment and technological devel-

opment of societies, enabling enterprises to provide consumers with a variety of experiences 
(Pine & Gilmore, 1998). Le et al. (2019) note that consumption is now less and less associated 
with the purchase of goods and services, and is increasingly associated with the enjoyment of 
the very act of consumption. Contemporary societies are thus becoming societies of sensations. 
Wikström (2008) notes that the change in which consumers prefer sensations while resigning 
from the consumption of material goods results from the increase in individualism and attitude 
of individuals towards self-realization. The two main forces responsible for the change in con-
sumption patterns are, on the one hand, the increase in the economic well-being of societies 
and saturation with mass consumption, and on the other hand, individualism and liberalism of 
values manifested in the consumer attitude of expecting more choice. The above changes have 
led to the emergence of a new type of consumers on the market, called ‘prosumers’ (Sioshansi, 
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2019). They are less sensitive than classic consumers to traditional marketing activities. A posi-
tive brand image and high quality of products are treated by ‘prosumers’ as obvious values that 
should be unconditionally guaranteed by producers and sellers of products and services. Ac-
cording to ‘prosumers’, the variety of experiences offered by enterprises differentiates commer-
cial offers more than the tangible properties of products and services.

The concept that plays a key role in the experience economy paradigm is experience market-
ing. The above term means such activities of the company, which, based on experiences impor-
tant to the customer, build bonds between the brand and the consumer, based on deep emotions, 
which translates into increased sympathy for the company and attachment to its commercial of-
fer (Dziewanowska & Kacprzak, 2013). Consumer involvement should be built on several lev-
els: rational, emotional, sensory and physical (Rosado-Pinto & Loureiro, 2020). According to 
Krishna and Schwarz (2014), in order to create an engagement effect, the experiences created 
by the company should affect both: the mind and the senses of consumers. Marketing activities 
should engage all the senses of consumers and evoke previously assumed positive associations 
and reactions. The goal of experience marketing is to create unique experiences that are trans-
ferred from short-term memory to long-term memory and evoke brand attachment in the con-
sumer on a deeper, emotional level (Manthiou et al., 2014).

2. VIRTUAL REALITY TECHNOLOGY AS AN INSTRUMENT  
OF EXPERIENCE MARKETING

Virtual reality (VR) technology is a tool that allows in practice to meet the postulates of the 
sensation economy paradigm and can be used as an instrument of experience marketing. This 
term means a simulation of reality created using information technology. It consists of multi-
media creation of a computer vision of objects, space and events. This simulation can represent 
both elements of the real world and a completely fictional one (Han et al., 2022). Contemporary 
VR technology consists of two elements. The first is hardware, meaning a VR system composed 
of several components: goggles with a head-mounted display, motion controllers and addition-
al peripheral devices that extend the capabilities of the VR system. The second element is soft-
ware that provides a virtual simulation environment (Grudzewski et al., 2018).

Virtual reality allows its user to evoke a sense of immersion in a virtual simulation environment 
(Makransky & Petersen, 2021). The latest generation of VR equipment has functionalities not 
present in earlier models, which can significantly increase the sense of immersion (Meta, 2022). 
Modern mobile VR equipment does not require a wired connection to a desktop computer, which 
makes it possible to provide the user with full freedom of movement in the physical space. The 
functionality of 6 degrees of freedom (6DOF) allows tracking the movements of the user’s entire 
body in three-dimensional space. The display installed in the goggles allows to present the user 
a three-dimensional image (3D) and the natural scale of objects in a virtual environment. The 
speakers installed in the goggles enable the transmission of positional sound, which allows simu-
lation of the change of the position of the sound source in three-dimensional space.

In May 2022, the market premiere of the Nissan Sakura electric car took place simultaneously 
on the Japanese market and in virtual reality (Nissan, 2022). Nissan has released a virtual world 
called ‘NISSAN SAKURA Driving Island’ (Lululuharu, 2022) on the VRChat social app, fea-
turing life-scale functional replicas of Nissan Sakura cars. As part of the virtual experience, 
VRChat users can look at the details of the exterior and interior of the Nissan Sakura in virtual 
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reality, take a test drive, charge the car at an electric vehicle charging station and interact with 
other VRChat users.

In the example of the VR experience ‘NISSAN SAKURA Driving Island’ in the VRChat appli-
cation, the virtual reality technology was analyzed in terms of benefits and limitations concern-
ing the possibility of using it as a practical instrument of experience marketing. The application 
nature of the work is related to the indication of the conditions, benefits and limitations of the 
use of VR technology in activities aimed at shaping attitudes and behaviors that affect the pur-
chasing decisions of consumers in the car market.

3. BENEFITS

The VR experience ‘NISSAN SAKURA Driving Island’ strongly stimulates the senses of sight 
and hearing of the user. The user can explore the virtual environment - the island, along with its 
nature, road infrastructure, buildings and equipment, including - an electric vehicle charging sta-
tion. The island is divided into areas corresponding to the four seasons. In each of the zones, the 
user is surrounded by nature in a different stage of bloom, appropriate for a given season. There 
are different locations on the island that the user can explore: a teahouse, a coffee shop, a beach, 
and a snow dome. The user can move between locations by car, on foot, or by using shortcuts on 
the map, allowing them to immediately move to a given place. The virtual environment includes 
detailed life-scale models of Nissan Sakura electric cars. The user can look at the details of their 
external appearance, as well as enter their interior, which has also been reproduced in detail.

Visual and auditory stimuli are provided to the user through VR goggles (Head Mounted Dis-
play, HMD) equipped with speakers. A stereoscopic image reaches the user’s eyes, giving the 
impression of the depth of space and the three-dimensionality of objects - car models, surround-
ings and user avatars. The user hears binaural surround sound, which allows the sound source 
to be localized in the virtual environment, making conversation with other users of the virtual 
experience feel natural and intuitive. Bhide et al. (2019) note that by using this sound technique 
it is possible to control the user’s attention and direct it to a specific element of the narrative, in 
accordance with the intention of the virtual experience designer. The intense sensory experi-
ence provided by VR technology increases the user’s sense of immersion in the virtual environ-
ment (Flavián et al., 2019). This sense of immersion translates into better memorization of the 
content presented to the user of the virtual experience (Mania & Chalmers, 2001).

The participant of the VR experience can interact with many elements of the virtual environ-
ment of ‘NISSAN SAKURA Driving Island’. The user can take any seat in the car and look at 
the details of the car interior from any perspective. It is also possible for the user to test drive the 
car and simulate the process of charging the car at an electric vehicle charging station. Nissan 
Sakura car models have the functionality of opening and closing all doors and the car’s charg-
ing lid. It is possible to adjust the height and depth of the seats. The car model can move forward 
and backward, adjust the speed and change the direction of travel using the steering wheel. Us-
ers can interact not only with predefined elements of the virtual environment but also with each 
other. Interactions between users take place through avatars. The body movements and voice of 
the user in the real world are transmitted via the Internet and translated into the movements and 
speech of the avatar representing the user in virtual reality. Users can get in the same car and 
take a test drive together in virtual reality, regardless of whether in the real world they are in the 
same physical space or places far apart. The use of interactive elements in the VR experience 
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has a positive effect on evoking an emotional reaction in the recipient (Pallavicini et al., 2018). 
Alsharif et al. (2021) note that strong emotional relationships of consumers, caused by the con-
tent and form of the marketing message, can have a positive impact on better-remembering in-
formation about the product brand and commercial offer by the consumer.

Participants in the virtual experience of ‘NISSAN SAKURA Driving Island’ can also compete 
against each other by taking part in a car race. The use of elements taken from traditional com-
puter games in the VR experience can increase the level of consumer engagement and shape the 
consumer’s positive attitude towards the product brand (Hsu & Chen, 2018).

4. LIMITATIONS

The technological exclusivity of virtual reality is one of the main reasons for the limitations of 
using VR as an instrument of experience marketing. Despite the constantly growing number 
of users of VR equipment, it is still relatively expensive and not very popular even among the 
representatives of the younger generation. For this reason, VR technology currently has a small 
range of reaching the recipients of marketing messages. The VR technology market is now be-
coming more and more competitive due to the expanding range of VR hardware and software 
offered by manufacturers from different countries around the world (Henriques & Winkler, 
2021). The increase in competition may lead to a decrease in the prices of VR hardware and 
software on the market, which may be an opportunity for the dissemination of VR technology 
and increase its range of reaching users with a marketing message.

The ‘NISSAN SAKURA Driving Island’ virtual reality experience is currently only available 
through the VRChat social media app, available to users of Meta Quest hardware and software. 
The VRChat application is actually available for desktop computers through web browsers, but 
it is a different kind of experience that does not have the highly immersive properties character-
istic of virtual reality.

The Nissan’s virtual experience is only available in Japanese and English - manuals for car 
models and a map of the island in virtual reality were written in these languages. The lack of 
other language versions may be an additional barrier for application users.

The ‘NISSAN SAKURA Driving Island’ experience does not provide haptic stimulation, de-
spite the fact that the VRChat social platform supports such functionality. In some VR experi-
ences of a similar type, when the user touches objects in the virtual environment, he or she feels 
the vibrations emitted by the motion controllers held in their hands. The use of such a solution 
could increase the range of sensory experiences of the user and give the VR experience an ad-
ditional dimension of interaction, thus increasing the sense of immersion in the virtual environ-
ment (Flavián et al., 2019).

5. CONCLUSION

The analysis of VR technology carried out on the example of the VR experience ‘NISSAN 
SAKURA Driving Island’, indicates that VR meets the assumptions of experience marketing 
in practice and can potentially be an effective instrument for shaping attitudes and behaviors 
influencing the purchasing decisions of consumers on the car market. Nevertheless, due to the 
innovative nature of the tool, it currently does not provide the possibility of reaching the mass 
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recipient with the marketing message. The chance to increase the reach of the marketing mes-
sage in virtual reality lies in the potential increase in popularity and affordability of VR tech-
nology in the future.

It is worth considering conducting empirical scientific research aimed at verifying the potential 
of the ‘NISSAN SAKURA Driving Island’ VR experience to shape attitudes and behaviors that 
affect the purchasing decisions of consumers in the car market.

References

Alsharif, A. H., Md Salleh, N. Z., & Baharun, R. (2021). Neuromarketing: Marketing research 
in the new millennium. Neuroscience Research Notes, 4(3), 27-35. https://doi.org/10.31117/
neuroscirn.v4i3.79 

Bhide, S., Goins, E., & Geigel, J. (2019). Experimental Analysis of Spatial Sound for Storytelling 
in Virtual Reality. Interactive Storytelling, 3-7. https://doi.org/10.1007/978-3-030-33894-7_1 

Dziewanowska, K., & Kacprzak, A. (2013). Marketing doświadczeń, Wydawnictwo Naukowe 
PWN, Warszawa.

Flavián, C., Ibáñez-Sánchez, S., & Orús, C. (2019). Integrating virtual reality devices into the 
body: effects of technological embodiment on customer engagement and behavioral in-
tentions toward the destination. Journal of Travel & Tourism Marketing, 36(7), 847-863. 
https://doi.org/10.1080/10548408.2019.1618781 

Grudzewski, F., Awdziej, M., Mazurek, G., & Piotrowska, K. (2018). Virtual reality in market-
ing communication - the impact on the message, technology and offer perception - empirical 
study. Economics and Business Review, 4(18)(3), 36-50. https://doi.org/10.18559/ebr.2018.3.4 

Han, D.-I. D., Bergs, Y., & Moorhouse, N. (2022). Virtual reality consumer experience escapes: 
preparing for the metaverse. Virtual Reality, 26(4), 1443-1458. https://doi.org/10.1007/
s10055-022-00641-7 

Henriques, A. C., & Winkler, I. (2021). The Advancement of Virtual Reality in Automotive 
Market Research: Challenges and Opportunities. Applied Sciences, 11(24), 11610. https://
doi.org/10.3390/app112411610 

Hsu, C.-L., & Chen, M.-C. (2018). How gamification marketing activities motivate desirable 
consumer behaviors: Focusing on the role of brand love. Computers in Human Behavior, 
88, 121-133. https://doi.org/10.1016/j.chb.2018.06.037

Krishna, A., & Schwarz, N. (2014). Sensory marketing, embodiment, and grounded cognition: 
A review and introduction. Journal of Consumer Psychology, 24(2), 159-168. https://doi.
org/10.1016/j.jcps.2013.12.006

Le, D., Scott, N., & Lohmann, G. (2019). Applying experiential marketing in selling tourism 
dreams. Journal of Travel & Tourism Marketing, 36(2), 220-235. https://doi.org/10.1080/1
0548408.2018.1526158

Lululuharu. (2022). NISSAN SAKURA Driving Island, VRChat, https://vrchat.com/home/
world/wrld_1ccb70f3-f75e-4c6e-b6d9-ce2a96bd1ad1

Makransky, G., & Petersen, G. B. (2021). The Cognitive Affective Model of Immersive Le-
arning (CAMIL): a Theoretical Research-Based Model of Learning in Immersive Vir-
tual Reality. Educational Psychology Review, 33(3), 937-958. https://doi.org/10.1007/
s10648-020-09586-2

Mania, K., & Chalmers, A. (2001). The Effects of Levels of Immersion on Memory and Presen-
ce in Virtual Environments: A Reality Centered Approach. CyberPsychology & Behavior, 
4(2), 247-264. https://doi.org/10.1089/109493101300117938

https://doi.org/10.31117/neuroscirn.v4i3.79
https://doi.org/10.31117/neuroscirn.v4i3.79
https://doi.org/10.1007/978-3-030-33894-7_1
https://doi.org/10.1080/10548408.2019.1618781
https://doi.org/10.18559/ebr.2018.3.4
https://doi.org/10.1007/s10055-022-00641-7
https://doi.org/10.1007/s10055-022-00641-7
https://doi.org/10.3390/app112411610
https://doi.org/10.3390/app112411610
https://doi.org/10.1016/j.chb.2018.06.037
https://doi.org/10.1016/j.jcps.2013.12.006
https://doi.org/10.1016/j.jcps.2013.12.006
https://doi.org/10.1080/10548408.2018.1526158
https://doi.org/10.1080/10548408.2018.1526158
https://vrchat.com/home/world/wrld_1ccb70f3-f75e-4c6e-b6d9-ce2a96bd1ad1
https://vrchat.com/home/world/wrld_1ccb70f3-f75e-4c6e-b6d9-ce2a96bd1ad1
https://doi.org/10.1007/s10648-020-09586-2
https://doi.org/10.1007/s10648-020-09586-2
https://doi.org/10.1089/109493101300117938


102

6th International Scientific Conference ITEMA 2022
Selected Papers

Manthiou, A., Lee, S., Tang, L. R., & Chiang, L. (2014). The experience economy approach to 
festival marketing: vivid memory and attendee loyalty. Journal of Services Marketing, 
28(1), 22-35. https://doi.org/10.1108/jsm-06-2012-0105 

Meta. (2022). https://www.meta.com 
Nissan. (2022). https://global.nissanstories.com/en/releases/nissan-goes-virtual-with-the-sakura 
Pallavicini, F., Pepe, A., Ferrari, A., Garcea, G., Zanacchi, A., & Mantovani, F. (2018). What 

Is the Relationship Among Positive Emotions, Sense of Presence, and Ease of Interaction 
in Virtual Reality Systems? An On-Site Evaluation of a Commercial Virtual Experience. 
Presence: Teleoperators and Virtual Environments, 27(2), 183-201. https://doi.org/10.1162/
pres_a_00325 

Pine II, B.J., & Gilmore, J.H. (1998). Welcome to the Experience Economy, Harvard Business 
Review, July–August, s. 97-105.

Rosado-Pinto, F., & Loureiro, S. M. C. (2020). The growing complexity of customer enga-
gement: a systematic review. EuroMed Journal of Business, 15(2), 167-203. https://doi.
org/10.1108/emjb-10-2019-0126

Sioshansi, F. (2019). Consumer, prosumer, prosumager: How service innovations will disrupt 
the utility business model. https://doi.org/10.1016/c2018-0-01192-5

Wikström, S. R. (2008). A consumer perspective on experience creation. Journal of Customer 
Behaviour, 7(1), 31-50. https://doi.org/10.1362/147539208x290334 

https://doi.org/10.1108/jsm-06-2012-0105
https://www.meta.com
https://global.nissanstories.com/en/releases/nissan-goes-virtual-with-the-sakura%20
https://doi.org/10.1162/pres_a_00325
https://doi.org/10.1162/pres_a_00325
https://doi.org/10.1108/emjb-10-2019-0126
https://doi.org/10.1108/emjb-10-2019-0126
https://doi.org/10.1016/c2018-0-01192-5
https://doi.org/10.1362/147539208x290334

