Research Proposal



TOPIC: Exploring the impact of virtual reality on consumer experience in the fashion industry of the UK: analysing opportunities and challenges



1. Introduction 
New technologies have altered how people interact with one another and with society as a whole. Virtual reality has emerged in popularity in the past few decades, finding applications in fields as diverse as medicine, teaching, and the security forces. The simplest instance is the growing number of virtual reality (VR) advertisements in experience-heavy industries, such as the clothing, fashion travel, and entertainment industries (Hudson et al., 2019). Users may immerse themselves in digitally improved technology whenever first-person interaction with goods and services is done via the application of virtual reality (VR). Researchers are increasingly interested in virtual reality (VR) marketing applications, while there is an increasing number of research that draws connections between VR and public relations (Xue et al., 2023). Virtual reality (VR) is already among the most discussed technological products on a global scale because of how it changes the way people interact with brands via technology. 

Because virtual reality software allows customers to interact with a product or service in real time, they don't need to speculate about how successful it will be for themselves. While this modern technology has vastly enhanced the buying procedure for customers, it is not without its fair share of drawbacks. Price, customer knowledge level, and pleasure are the three factors linked to such difficulties (Barnes, 2016). 


2. Methodology 
2.1 Research approach
The foremost current study on the topic of investigating the effects of VR on the UK customer experience will employ an inductive approach to conclude, offer suggestions, and draw the study's conclusions. Using applicable additional information extraction tools, the inductive approach enables the examination of qualitative investigations. Inductive research involves concluding the investigation's topics from the information that has already been gathered (Verma et al., 2024). To quickly grasp the impact of VR on the UK customer experience, researchers used the inductive approach. 
2.2 Research Philosophy
To validate that the data collected in the investigation is relevant and important to accomplish research goals, and to increase understanding of the analytical problem, the interpretative philosophy places a focus on the critical premises which must be developed. To better investigate the chosen topic, the study makes use of the interpretivism notion.
2.3 Research Method
Research data will be obtained from real-life online sites using the qualitative research methodology. Additionally, the inquiry placed a focus on the use of qualitative methods to provide theoretical data and outcomes that may effectively address research difficulties and difficulties. Due to the adaptability of the unreliable information gathered using the qualitative methodology, the investigator can have a greater influence on the formulation of suitable findings and suggestions, and the approach also provides simple ways of getting the latest data.
2.4 Data Collection Method
This study makes use of secondary information, that has been gathered and utilized in previous studies, to answer research questions and achieve its goals. This investigation has highlighted the moral dilemma of gathering real information from reliable resources to address the research questions. Conversely, secondary methods aren't always the most effective way to achieve research goals since they might provide out-of-date ideas and information (Phillips et al., 2024). Consequently, using authentic, peer-reviewed resources that include substantial information or facts about the research's subject is essential for maintaining the research's authenticity. 
2.5 Data Analysis Method
To accomplish the goals of the research investigation, the data utilized for evaluation in this study were retrieved from internet sources using the content analysis approach. The purpose of content analysis is to systematically determine whether or not a piece of subjective information contains any important expressions, subjects, or ideas. While research is conducted properly, content analysis uses a systematic technique that other researchers may easily replicate, yielding very reliable results. 


3. Aim and objectives
The research study will aim to assess the impact of virtual reality on consumer experience in the fashion industry of the UK by analysing its opportunities and challenges.
The objectives that will be going to be addressed in the study are as follows:
· To study the concept of virtual reality in consumer experience
· To examine the impact of virtual reality on consumer experience in the fashion industry of the UK
· To analyse the opportunities offered by virtual reality in the fashion industry consumer experience
· To determine the challenges of virtual reality in consumer experience within the fashion industry of the UK
· To develop recommended strategies for improving the positive impact of virtual reality on the consumer experience
Research questions 
1. What is the concept of virtual reality in consumer experience?
2. What is the possible impact of virtual reality on consumer experience in the fashion industry of the UK?
3. What are the opportunities offered by virtual reality on the fashion industry consumer experience?
4. What are the challenges of virtual reality in consumer experience within the fashion industry of the UK?
5. What are the recommended strategies for improving the positive impact of virtual reality on the consumer experience?
The actual aim of the study will be to evaluate the positive and negative impact of virtual reality on consumer experience by targeting the fashion industry of the UK market. Being a component of their advertising and promotional campaigns, retailers have begun using a range of technologically immersive applications—like virtual mirrors—to enhance consumer engagement. The primary goal of using such tools is usually not to disassociate from reality but rather to enhance the consumer's pleasure (McLean et al., 2023). The term "complete technologies" refers to devices and systems that blur the line between the physical and digital realms while creating a sensory overload. On the other hand, studies examining the effects of immersive technologies on human interaction are in their early stages.
4. Literature review
4.1 Introduction 
 A summary of literature is an analysis of written material about an area of study or on the same topic during a specific time frame. Although it is possible to conduct a literature review only by summarizing the articles, most follow a structured format that includes the different types of reviews. The previous year's research focused on assessing virtual reality's role in business nowadays. However, nothing is known regarding how users engage with and shape VR information hence current study will critically analyse it. 
According to Alcañiz et al., (2019) In recent years, there has been a surge of interest among promotional efforts researchers as well as experts in the use of Extended Reality innovations, including VR, AR, and the Management Review (MR as potential technological devices for creating pleasant customer experiences which can be comparable with those offered within traditional shops. Creating a virtual storefront where clients may virtually peruse clothing options and attempt them is one example of how a fashion business might use that technology. According to such information, customers will have a better grasp of the items and be able to purchase educated purchases.
Taufik (2021) determined that after the advent of head-mounted displays, the virtual reality (VR) began to see widespread application in studies designed to influence consumer behavior. Greater effectiveness and manageable action testing environments may be possible with virtual reality. Further, some consumer categories, like apparel, fashion, and tourism, have already shown that VR is a useful tool for supporting behavior change. Programs tend to turn out better in terms of the amount whereby behavior change is accomplished when the VR setting becomes more realistic. 
With accordance to Lee and Xu (2020) within the fashion business, virtual fitting rooms (VFR) are a boon to customers since they allow them to simulate trying on things. Although VFRs were around for a long, but aren't very popular because to customers' worries about the simulation's true realism. Furthermore, shops have challenges when trying to choose amongst the many available VFR innovations, since each offers a unique set of features and skills. This research proposes a fresh way of looking at VFRs that goes past only focusing on their ability to perform. Instead, researchers should consider the sensory and operational elements of VFRs together as the determinants of customer experience. 


5. Limitations  
The limitation of research is using qualitative data which restricts research to use only subjective that might be sometimes unstructured and unreliable in addressing research objectives and aims. The investigator's unique set of secondary experiences, perspectives, and abilities have a much greater impact on the final conclusion's credibility and reliability than any primary factors. Due to the large amount of qualitative data, processing and understanding it takes a lot of time. Concerns about privacy and secrecy could arise while disclosing results is the major concern while using qualitative methods.  
6. Ethical considerations 
The ethical considerations involved in the current study are as follows: 
· Data credibility and authentic 
· Potential to hurt
· Ignore Falsification 
· Communication of findings 


7. Timeframe
	Dissertation process 
	Start Time 
	End Time 
	Total time involved 

	Proposal of research 
	01-03-2024
	31-03-2024
	3 weeks 

	Introductory section of research 
	01-04-2024
	08-04-2024
	1 week 

	Literature review 
	09-04-2024
	30-04-2024
	3 weeks 

	Research Methodology 
	01-05-2024

	15-05-2024
	2 weeks 

	Discussion and Results 
	16-05-2024
	13-06-2024
	3 weeks 

	Conclusion & Recommendations
	14-06-2024
	30-06-2024
	2 weeks



Gantt chart 
	Dissertation process 
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	13 Week 
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6. Conclusion 
The expected results of the study will be Virtual reality presents both potential and obstacles; for businesses to implement the advancements sustainably, it is necessary to investigate everything. From a managerial perspective, the study sheds light on how fashion companies may choose and implement the best VR approach to meet the needs of their intended fashionable customers (Idrees et al., 2020). 
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