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[bookmark: _Toc169528323]Abstract
The objective of this study was to assess the effect of virtual reality (VR) on how customers interact in the United Kingdom's fashion sector, with an emphasis on both the possibilities and the obstacles that lie ahead.  The review of literature emphasised that VR technology improves the buying procedure by establishing realistic environments, which enable customers to communicate with goods in innovative ways. This change cultivates more profound emotive bonds between customers and companies, resulting in heightened participation and loyalty.
The methodology employed detailed methods of inquiry to gather pertinent data to authentic websites.  This approach facilitates an expanded awareness of the mental states and actions of the target group by offering current, adaptable data. Qualitative methodologies offer considerable advantages, including the ability to generate useful and perceptive discoveries that effectively address the subjects under investigation. 
The results indicated that businesses can create a more engaging and genuine purchasing environment, that in return enhances consumer confidence and satisfaction.  However, the inquiry also revealed that the pervasive use for virtual reality, or VR, could be impeded by the cost and technical challenges.  In order to resolve issues regarding privacy, it was also stressed that robust data protection measures be implemented. 
To maximise the promise of augmented reality (VR), organisations must reduce expenses, improve technical reliability, and handle privacy concerns. Such results and suggestions emphasise the importance of these initiatives. These tactics can help the UK fashion sector increase client expertise, inventiveness, and relationships with customers.   This study optimises virtual reality to help fashion designers accept this ground-breaking discovery. 
Keywords- customer experience, virtual reality, opportunities, fashion industry, UK and challenges
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[bookmark: _Toc169528324]Chapter- 1 Introduction
1.1 [bookmark: _Toc169528325]Background information 
Engaging transformational technology is the key to keeping ahead in the ever-changing fashion industry. Virtual reality (VR) is one of them that has taken off, changing the way we shop and how we create things. The initial fascination with virtual reality (VR) has fallen off, and the technology has become an innovative tool throughout the fashion business. Developing an illusion is so last century; now, it's a matter of developing events that combine the real and the virtual. Virtual reality offers fashion firms a chance to communicate stories like never before. Clients are more likely to form feelings of affection and allegiance to brands via comprehensive ads that take them to different universes. By letting users actively engage with stories instead of just watching them, digital commercials surpass the limitations of conventional marketing (Chen et al., 2022). Virtual reality (VR) offers businesses a fresh opportunity to connect with consumers on a deeper level by effectively communicating their principles, sustainability efforts, and philosophy.
How individuals engage with each other as well as the community at large has changed due to the advent of new technology. In the last couple of years, virtual reality has grown in recognition, with uses in industries as varied as healthcare, education, and law enforcement. The most obvious example is the proliferation of VR ads in experience-driven markets like the apparel, design, travelling, and leisure sectors. When using virtual reality (VR) for conventional first-person interactions with products and services, consumers may completely lose in technologically enhanced products and services. A growing body of literature establishes links between virtual reality (VR) and media relations, and academics are showing an intense curiosity about VR advertising solutions (Casciani et al., 2022). The potential for virtual reality (VR) to revolutionize consumer-brand interactions has propelled it to the forefront of technical discourse on a worldwide scale. 
[bookmark: _Toc169528326]1.2 Research Aim 
This research aims to examine the potential benefits and drawbacks of virtual reality in the context of the UK fashion industry in order to draw conclusions about its effect on the customer experience. Virtual and augmented reality (VR/AR) and other immersive technologies have caused a sea shift in the UK clothing industry. These gadgets mimic the look, feel, and functioning of a real store, allowing customers to experience a virtual shopping environment that is more engaging and realistic.
[bookmark: _Toc169528327]1.3 Research Objectives 
· To study the concept of virtual reality in consumer experience. Virtual reality has opened up exciting new possibilities for finding goods and marketing for brands via fashion activities and virtual reality (VR) adventures that have been critically analysed in the study.
· To examine the impact of virtual reality on consumer experience in the fashion industry of the UK. The application of simulated followers and interactive advertising is also altering the digital advertising scene and how brands engage with their customers.
· To analyse the opportunities offered by virtual reality in the fashion industry consumer experience. The UK apparel business stands to gain from multidimensional tech's capacity to revolutionize the buying process, boost sales, and promote creativity.
· To determine the challenges of virtual reality in consumer experience within the fashion industry of the UK. When VR and the fashion business come together, it will open up a world of limitless invention and worldwide communication. 
· To develop recommended strategies for improving the positive impact of virtual reality on the consumer experience. The strategies will be helpful for the fashion industry to enhance customer repurchase and personalise their buying experience.
[bookmark: _Toc169528328]1.4 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?
[bookmark: _Toc169528329]1.5 Research Methodology 
The newest and most prominent research on the subject of virtual reality's impact on the UK customer experience is going to utilize an inductive methodology to get its results, make recommendations, and develop findings. The inductive method allows for the analysis of qualitative studies by making use of relevant supplementary data-gathering techniques. Drawing conclusions about the study's subjects from the data which has been accumulated previously is known as inductive investigation.
The interpretive philosophy emphasizes the development of fundamental beliefs to justify the relevance and importance of the investigational facts in achieving research objectives and deepening comprehension of the logical challenge. The research employs the interpretivism principle to go further into the selected issue.
Utilizing the qualitative research approach, information is going to be retrieved from actual internet sites. The investigation also heavily emphasised qualitative methodologies as a means of offering logical information and findings which could assist with solving research challenges. The researcher has more control over the creation of appropriate results and recommendations when utilizing qualitative research, which also offers easy means to access the most up-to-date information, as well as the information is more adaptable than when using quantitative methods (Dubey and Kothari, 2022). 
The current investigation answers research questions and accomplishes its aims by employing secondary material, which has been collected and used in previous investigations. The ethical challenge of answering the study questions using actual data collected from trustworthy resources has been disclosed by this examination. 
All of the information used for the review of this study originated from online resources, and the content analysis method provided the key to getting the work accomplished. 
Content analysis is a method for methodically finding significant phrases, topics, or notions within an amount of subjective data (Nayak and Singh, 2021). Content analysis employs a systematic approach which other investigators might readily repeat, leading to highly dependable conclusions, even when the investigation is done correctly. 
[bookmark: _Toc169528330]1.6 Significance of the Research 
The study is significant for providing knowledge that clients may experience a good or service in immediate detail using virtual reality programs, eliminating the requirement for them to guess about its effectiveness. Although this new technology has greatly improved the purchasing process for consumers, it does have some negative aspects. These issues are associated with the following variables: cost, client knowledge threshold, and enjoyment. One sector that is already seeing the effects of virtual reality (VR) and augmented reality (AR) within the fashion business. The manner in which people buy for and engage with fashion and other items is being transformed by such technologies.
Customers are able to virtually experiment on clothes and cosmetics using their cellphones, for instance (Yang et al., 2024). They can get a good idea of how something will appear on them without really trying it on. Additionally, augmented reality is helping retailers build more engaging store environments. To provide a single instance, Sephora has developed an augmented reality screen that customers can use to virtually "try on" cosmetics before buying them.
The clothing business is likewise seeing a shift as a result of advances in technology. Virtual reality allows manufacturers to experiment with different materials, shapes, and sizes before ever making a real-life representation of their ideas. The creation process is streamlined and expedited as a result. Users are utterly absorbed in a virtual reality experience (Akram et al., 2022). One possible way that this equipment may revolutionize fashion presentations is by enhancing audience interaction. To illustrate the point, virtual reality (VR) might replace traditional viewing options, such as front-row seats, at fashion shows by letting viewers virtually walk the catwalk or watch every outfit from any perspective.
[bookmark: _Toc169528331]1.7 Research Limitation
Employing qualitative data limits investigation to subjective information, which may be disorganized and untrustworthy when it comes to answering research questions. More important than any main criteria are the investigator's particular combination of secondary knowledge, opinions, and skills, which significantly affect the validity and trustworthiness of the final result. Patience has become the essence because of the massive volume of qualitative information involved in processing and comprehending it. Utilizing qualitative methodologies raises questions regarding privacy and security, which might lead to reluctance to disclose findings. One major issue with qualitative study is how long it takes to complete (Rahman, 2020).  
Therefore, it is possible that a few months or weeks could elapse during qualitative studies. The cost of doing qualitative research is another consideration. Lots of time and effort are required, which may add up to a substantial sum. Transportation costs for data collecting (including things like group discussions and surveys) might also drive up the total cost of the study. It is not always easy to assess qualitative research findings either. Making meaning from the information and drawing significant inferences from it may be challenging because the information is often unreliable and susceptible to making final interpretations in the study. Qualitative investigation data analysis is also extremely costly and challenging to analyse unstructured secondary information.
[bookmark: _Toc169528332]1.8 Research structure 
1. The dissertation's introductory is its initial section. Reviewing the relevant literature provides a critical perspective on this study's aim and objectives and highlights the significance of continuing to address them effectively. It describes the overarching purpose of the study, its intended outcomes, and the questions that will guide the analysis of the data presented in the first section. 
2. Various viewpoints were presented on the study’s topic to get new information in the research analysis part. Unreleased research findings and subjects are examined in the following chapter of the study
3. The gathering and analysis of data were described in detail using a wide variety of methodologies in this study's methodology chapter. To gather and assess valuable insights, the investigation relies on data from external sources and uses secondary as well as qualitative analysis approaches. 
4. The next chapter is data analysis and discussion whereby collected data and knowledge from secondary resources were evaluated to address research objectives. 
5. A critical overview, conclusion, and identification of a literature gap make up in the concluding chapter of this study. 



[bookmark: _Toc169528333]Chapter- 2 Literature Review 
2.1 [bookmark: _Toc169528334]Introduction 
An examination of published works on a certain subject or throughout a certain period is what constitutes a literature review, or overview of the written word in secondary resources available online. A literature review does not have to involve anything other than analyzing the articles; yet, the vast majority adhere to a predetermined technique that incorporates all of the evaluation kinds. Evaluating the function of VR in modern business was the primary topic of last year's studies. Yet, the present research is going to critically analyze how consumers interact with and shape VR content by examining online resources related to the topic.
2.2 [bookmark: _Toc169528335]The concept of virtual reality in consumer experience
According to Alcañiz et al., (2019) new definition of online advertising has emerged: it is a flexible technology-enabled procedure through which companies work with clients and collaborators to generate, share, provide, and maintain advantages for all parties involved. Just like in various other areas, electronic ICT has greatly enhanced studies in marketing. 
Online stores are highly optimistic about the potential of Extended Reality (XR) technologies (XRs) for capturing in virtual reality (VR) the pleasant in-store experiences that customers have come to expect from brick-and-mortar establishments. Here, researchers utilize the general designation "XR technologies" to refer to virtual reality (VR), mixed reality (MR), and AR experiences all at once. Mixed reality (MR) combines virtual reality (VR) alongside real-life augmented reality (AR) to create digital items which can communicate with the real world; virtual reality (VR) fully immerses consumers in digital contexts; augmented reality (AR) offers augmented reality (AR) overlays but does not enable consumers to communicate with the three-dimensional surroundings. 
Virtual trade, or v-commerce, refers to the application of XRs within the trade to provide innovative digital secondary encounters. Around 2020, virtual reality and augmented reality are projected to have a 29.5 billion USD economic effect. Forecasts indicate that investment in augmented and virtual reality by stores and retailers would surpass that of any other business by 2020, according to a 238.7 per cent CAGR. 
The younger population is very interested in this recently launched e-commerce platform. Recent research has shown that virtual reality advertising campaigns may achieve engagement lengths of 75 seconds, which is far longer than conventional media commercials (only 2.5 s for radio and TV) as well as could motivate 71% of customers to purchase at a store more frequently if provided AR. With the advent of interactive 3D consumer theories, 2D web-based online stores advanced, allowing for a new degree of communication between products and buyers (Alcañiz et al., 2019). The use of this method would allow consumers to manipulate the good utilizing 2D input technologies, such as rotating it or zooming in and out. Several investigations explored how consumers' perceptions of brands, familiarity with products, and the decision to buy were affected by interactive 3D representations. 
Morotti et al., (2022) stated that since eXtended Reality (XR) techniques continue to advance, their capabilities are becoming better and cheaper, which has made products more appealing to a wider range of users. This means they will likely become standard issues in the near future. A marketplace based on augmented reality (x-commerce) could develop as a result of this, opening up new possibilities for e-commerce tactics. It would be easier for x-commerce to provide in-store-like encounters for online and mobile shoppers. Relationships between clients and sales associates at clothing boutiques are an intriguing and consistent phenomenon. In the present research, researchers focus on these details by creating and implementing a virtual reality (VR) purchasing experience that allows users to have voice conversations with an automated assistant called Amazon Alexa. This allows users to feel a more organic and familiar interaction within the store's surroundings. There is a panel of clothing industry insiders testing out several XR shop scenarios—one incorporating and one devoid of the voice helper integration—to see if this strategy holds true. 
A profound preference for visual touch with items, a thirst for technical advancement and internet existence, and an intimate connection with companies via landmark shops are all hallmarks of the fashion industry (Park et al., 2018). However, global developments show that a large class of customers is more accepting of fashion e-commerce, notwithstanding early mistrust. In this article, researchers focused on virtual reality (VR), one of several XR technologies that could be used to improve consumers' online experiences and boost the effectiveness of corporate retail tactics. Researchers began to analyze one of the factors that has limited the spread of virtual reality software in commerce during this study; specifically, the complexity of VR experiences for consumers who are not experts. This study has shown that adding a voice assistant to virtual reality fashion apps might make them more user-friendly.

Therefore, Harba (2019) devised a test that relies on two virtual reality (VR) immersive experiences that simulate the procedures often seen in clothing shops. Nevertheless, just a few of them enabled voice-activated interactions with virtual sales associates. The investigation shows that there is a lot of enthusiasm for exploring speech-based interactions with a well-known voice assistant like Amazon Alexa. This research has been guided by the Technology Acceptance Model (TAM), which establishes a connection between the easiness of the virtual reality experience and the resulting accessibility of adopting such innovations within a commercial fashion scenario. From advertisers to purchasing platform suppliers, the team of smartphone testers validated the viability of x-commerce around retailers of clothing. Despite the fact that the solution's technical drawbacks have come to light, x-commerce is looking like a promising widespread route for fashionable sale, amongst other things, once the XR gadgets reach an average consumer readiness threshold and price point.
2.3 [bookmark: _Toc169528336] The possible impact of virtual reality on consumer experience in the fashion industry of the UK
Taufik et al., (2021) define that what people buy and how they live their lives have been impacted by the digital revolution. The usage of VR and AR communication solutions has been on the rise in several sectors, such as the construction industry, fashion labels, grocery stores, travel, tourism, educational institutions, museums, furnishings, jewellery, CPG, and beauty items. Innovations in processing, recognizing movement, display technology, and artificial intelligence have accelerated the growth of virtual reality. Within the next five years, the global market for virtual reality might reach $50-60 billion, up from its current valuation of $14 billion (Taufik et al., 2021). 
Utilizing visual and display technologies, virtual reality (VR) provides customers with a multi-dimensional service solution. Improved fascination, contentment, surprise, excitement, fascination, and zeal are some of the positive effects of using augmented and virtual reality service innovations on consumers' desire to buy. In order to improve company efficiency, prior studies have highlighted the significance of augmented and virtual reality service tools for elevating the customer experience. Whenever factors like a sense of worth, pleasure, usefulness, and customer experience impact their buying motive, data research shows that buyers feel comfortable utilizing novel service innovations. They also like the innovation's unique design. Worth, pleasure, and usefulness are the three main factors that influence consumers' intentions to buy, according to this research. The findings demonstrate that fashion brand merchants have an impact on customer purchasing choices when they provide AR/VR apps that facilitate both physical and digital purchasing (Wu, 2023). 
Xue et al., (2020) stated that the fashion industry has recently embraced new augmented reality (AR) and virtual reality (VR) application technologies that have a beneficial impact on customers' propensity to buy. Concentrating on a sense of worth, pleasure, and usefulness as the most essential aspects of the AR/VR execution, the research of fashion-related merchants evaluates how users engage with these apps as a shopping experience. This research sought to analyze the impact of AR/VR service utilisation on customers of fashion brands since it is crucial for understanding how consumers perceive these technologies in the context of client service apps (Iszoro and Almond, 2023). Users' impressions and plans to buy augmented and virtual reality service innovations are the main points of this study. In contrast to the technology acceptance framework (TAM), which focuses on research factors and principles related to practicality, mentality, usage, and decision-making, the theoretical framework investigates empirical constructs related to psychological traits such as societal value, satisfaction, transparency, existence, and customer satisfaction. Manufacturers of high-end clothing lines would do well to implement augmented and virtual reality technology into their stores to improve the shopping experience for their customers (Jin et al., 2021). 
Hence, as a new kind of advertising, clothing stores selling designer brands should create AR/VR service platforms that customers can engage with. The client's encounter is favourably impacted by perceived worth, pleasure, and usefulness. The value, happiness, and accuracy of a consumer's encounter may be enhanced. Utilizing augmented and virtual reality service technologies, consumers may have a more pleasant product comparison experience. Consequently, vendors of services should emphasize the significance of advertising approaches for AR/VR service development while offering tailored schemes according to client demands. 
Virtual reality's three-dimensionality enables a deeper comprehension of clothing style and fit. By removing barriers to communication and cooperation across international teams, this revolutionary innovation is revolutionizing the development approach and testing the limits of conventional wisdom (Xue et al., 2023). 
Virtual reality (VR) is an emerging technology which permits people to inhabit computer-generated landscapes in three dimensions. Through the utilization of first-person perspective and interactive features, consumers in such computer-generated realms may be transported to a new setting as if they were really there. During its initial stages, virtual reality (VR) had few commercial uses because of its high development and usage costs, which meant that it was utilized primarily in small-scale, extremely commercial environments. Education initiatives for social skills along with others, for instance, made utilization of VR in an additional competent capacity, either as an analytical instrument or a prevention device. But, as the science of virtual reality has advanced, it has evolved into more accessible, user-friendly, and affordable, opening up a larger spectrum of potential uses (Herz and Rauschnabel, 2019). From a technical standpoint, VR is advancing at a quick pace and is becoming better at providing consumers with affordable, convincing virtual experiences. 
Research by Kim (2023) on changing customer behaviour is making more and more use of virtual reality (VR). This includes research that tries to encourage people to eat buy more and discover methods to raise more money for particular reasons. When compared to non-VR methods of exposure, such as seeing the same information via films or photographs on a laptop or cell phone, virtual reality is a powerful tool in and of itself for influencing customer behaviour in an intended manner. As everyone knows, the fashion business is very tech-savvy. There is a constant search for innovations in the fashion sector, such as 3D fashion modelling programs and AI-created garments. The following major development in clothing, according to many professionals, will be both virtual and augmented reality (AR/VR). The future is closer than people believe, even if it seems far away now. AR and VR have the potential to revolutionize the fashion industry by introducing an entirely novel form of involvement and participation. Virtually trying on garments and supplies, seeing them from various perspectives, and obtaining a more precise idea of their fit are all possible with augmented reality. Virtual reality allows customers to go into a virtual store, try on various items, as well as watch fashion displays without ever leaving their house.
2.4 [bookmark: _Toc169528337] The opportunities offered by virtual reality on the fashion industry consumer experience
According to Raji et al., (2024), virtual reality (VR) has become a revolutionary innovation that is completely changing how companies run and communicate with their customers. The following summary offers a thorough analysis of business tactics used in the virtual reality space, with an emphasis on client interactions and potential customers. The report dives into the ever-changing VR environment, examining its applicability in a range of sectors and the calculated measures taken by companies to take advantage of this rapidly growing industry. The evaluation's opening part outlines the variety of commercial potential that virtual reality offers. Companies are using virtual reality (VR) more and more to produce thrilling experiences and improve the efficiency of operations in a variety of industries, including product development, processing, selling instructing and training for employees. The report reveals important patterns in the use of VR, illuminating the industries with significant development potential as well as the strategic factors influencing market entrance and expansion. A state-of-the-art technical field called virtual reality (VR) involves people in realistic settings which are often created using computers. Virtual reality essentially aims to build fully imaginary worlds for people to discover or mimic the sensory sensations of everyday life. 
The main parts of virtual reality (VR) consist of specialized technology, including movement detectors, tactile stimulation equipment, and earphones, which combine with sophisticated programs to provide a smooth and realistic experience. Beyond its origins in the recreation and the development of products, virtual reality (VR) is now an innovative force with online selling applications in a wide range of sectors. Companies are using virtual reality (VR) more often for product creation, virtual teamwork, and corporate training. With its capacity to replicate real-world situations, hold virtual meetings, and improve design procedures, virtual reality (VR) is becoming an indispensable tool for companies looking for creative solutions. It takes rigorous strategic planning to manage the ever-changing VR industry and take advantage of the enormous prospects it offers (Bastug et al., 2017). It's critical to determine the intended demographic and their unique demands. Increased customer involvement has resulted from effective VR deployments across sectors. Retailers that use virtual reality (VR) to provide customers with virtual purchasing experiences claim increased sales and more consumer involvement. The result is a change in the structure of the marketplace, giving businesses that use VR an economic advantage by providing customers with deeper and more customized products. 

With accordance to Flosdorff et al., (2019) innovative technologies evolve quickly, leading to the fast development of the industry. Between it, the fashion industry includes a large one which encompasses retailing, the creation of fashion products by creators, and the manufacturing of the basic components. Augmented reality represents one of the oldest and most widely utilized innovations in business. The shortcomings of the conventional clothing encounter may be addressed, and customer service can be improved, by using new technology. The fashion business invests in cutting-edge technology like ML and AR to improve both the digital and physical purchasing procedures for its customers. By fusing the virtual and physical worlds and allowing users to communicate using virtual clothing products, augmented reality (AR) may improve customers' sensory impressions and stimulate purchase intentions. Businesses are being urged to develop comprehensive consumer experiences because of the development of mobile devices, tablets, recording devices, and wearables (headsets), which has led to tremendous expansion in the field of augmented reality applications. Machine learning and deep neural networks were also identified as having the greatest potential to benefit the fashion sector in the last few years. A number of the many touchpoints throughout the customer journey where augmented reality is used in the retail sector is during the process of buying something. But although some individuals find shopping to be a time-consuming hobby, others find it to be an enjoyable one. 
Throughout the past few years, numerous methods have been explored to address the two primary issues of shoppers: "Can it suit" or "Won't it match," thus lowering the amount of guessing required in buying and improving the customer experience via the use of AR and ML. With the introduction of applications like simulated clothing shows, simulated retail stores, digital changing spaces, online fit-or-sizing instruments, digitizing precious stones, online designers, and periodical advertisements, augmented reality (AR) holds great promise for digitalizing the fashion sector (Jayamini et al., 2021). Several luxury fashion manufacturers employ AR apps as virtual stores and utilize AR commercials to sell their items throughout the Covid-19 epidemic, because of the current advancements in the sector. Retail merchants, consumers, and developers all gain a lot from augmented reality. Prior to producing the real items, creators may digitally test concepts and run them by customers. Clients could encounter several problems in the absence of the aforementioned improvements, such as prolonged wait times for fittings, skin conditions, and safety difficulties in trial facilities. On the other hand, users of AR apps may alter the clothing as needed (Schauman et al., 2023). 
2.5 [bookmark: _Toc169528338]The challenges of virtual reality in consumer experience within the fashion industry of the UK
Akram et al., (2022) stated that among the the globe's most important industrial sectors, the fashion business is worth three hundred billion dollars and accounts for 2% of the global economy. When it comes to creating, producing, and marketing clothing and other products, the fashion business is indispensable. In addition, the business covers a wide range of activities, such as the production of basic components, the creation of creative apparel and accessories, the process of marketing, and the transmission of marketing strategies. Predicting future health trends, recommending clothes based on surroundings, and other similar tasks are all within the realm of AI's potential applications. Also, a system of circular economics within the clothing sector may be established with the use of real-time monitoring and monitoring made possible by the Internet of Things (IoT) as well as blockchain technology. This allows one to see the amount of resources used and created. But Problems arise, for example, due to the high price of the innovations used in clothing manufacturing and a requirement of customer knowledge. Problems with technical constraints, such as insufficient computational capacity or outdated graphics hardware, may also have an effect on the quality of the interface for users. There is a continual advancement in technology which is very pricey. Although consumers currently place a low value on e-books and similar digital content, the field is poised to grow in worth due to its guiding principles of conservation. There may soon be a social network of losers due to the fact that fashion labels have begun riding on the coattails of gaming businesses. This means that the availability of unique goods will be restricted. After conceptualization in digital form, planners and customers will face challenges when actually obtaining digital resources. Virtual characters will probably never leave the virtual world and won't find many real-world applications (Chrimes and Boardman, 2023). This study outlined results and suggestions depending on the research, including the following: an approach for rescue actions depending on effective clothes; an increase in power storage for intelligent textiles; the incorporation of the Internet of Things (IoT), artificial intelligence (AI), and cutting-edge technology; and the widespread implementation of blockchain within the fashion industry's supply chain. 
From the point of view of Silvestri (2020), it is quite difficult to forecast the future of any given technological development whenever one emerges. It happened with internet access and networking sites, which were first criticized by certain members of the general population. At this point, it is difficult to predict if artificial intelligence, augmented reality, and virtual reality will all eventually merge. The fact that these ideas are penetrating customers' lives and the ways we create, trade, and experience is evident. The fashion industry ought to leverage this opportunity to generate and accelerate development by capitalizing on the opportunities presented by augmented reality, virtual reality, and artificial intelligence during the pandemic.

When it comes to problems like virtual fit and gamifying the purchasing procedure in digital sales, virtual reality (VR) and augmented reality (AR) especially have the makings of an established technology throughout the closing stages of the supply cycle. When it comes to trying to replicate a sensory purchasing experience on the net, virtual reality and augmented reality have a lot of potential as the systems of the years to come for purchasing goods online. With its applicability across the board in the fashion industry, artificial intelligence (AI) is a game-changer in every facet of modern life (Hilken et al., 2022). A growing number of manufacturers and prediction firms will depend on AI to quickly and accurately anticipate outcomes. Following the COVID-19 epidemic, artificial intelligence (AI) automation may emerge as a major concern, particularly about worker health and safety. In addition, when combined with blockchain technology, AI has the potential to bring about near-complete openness in the supply chain and manufacturing sector. 
2.6 [bookmark: _Toc169528339] The recommended strategies for improving the positive impact of virtual reality on the consumer experience
Lau and Ki (2021) developed that virtual reality and augmented reality have the potential to revolutionize the retail industry, but the surge of curiosity in such devices among academics and managers has not yet resulted in concrete recommendations for experiential stores that place a premium on in-store and brand interactions. As a result, many merchants have had difficulties in moving their operations online due to the COVID-19 epidemic. Even if augmented or virtual reality apps beat the old method of making a regular web page, administrators need to be cautious when deploying these technologies so that they can be utilized in the most efficient ways possible. Because of its effect on consumers' propensity to buy, augmented reality (AR) may be attractive to retailers whose business models prioritize the immediate selling of goods. As a result of the COVID-19 epidemic, the retail industry is undergoing a rapid shift toward digital as well as undergoing significant landscape changes. Fashion merchants have had to adjust to the contemporary retail routine to save their companies, which have taken a major hit due to the epidemic and societal instability. One strategy for doing so was to prioritise m-commerce above traditional brick-and-mortar stores in an effort to boost online revenue. 
Prior to the COVID-19 outbreak, fashionable retail applications were making substantial market advances. The use of cutting-edge technologies like 3D rendering, virtual reality (VR), and augmented reality (AR) is on the rise in the fashion industry's mobile applications as a means to enhance the user experience and attract more clients. It is crucial for merchants to get involved clients in the new normal of virtual reality through their applications within the current post-pandemic world when clients seek psychologically linked engagements with fashion brands even when they are geographically separated. As a result, several clothing stores have created or are speeding up the creation of virtual reality applications to interact with customers throughout the shutdown.
In addition, Sina and Wu (2023) established that more and more, clothing stores are incorporating game mechanics into their smartphone applications. The reasoning behind this is that consumers' inherent desire to demonstrate ability may be satisfied by experiencing an atmosphere of opposition (like improving gradually throughout the experience) and accomplishment (like reaching greater achievements or scores) via virtual reality apps. The research results demonstrate that virtual reality apps developed by clothing stores can effectively attract customers by appealing to their desire for ability and independence. This is achieved through the use of gamified elements, such as challenges and achievements, as well as tailored characteristics such as avatar modification and recognition (Iannilli and Spagnoli, 2021). This study adds to the existing body of knowledge by illuminating the two requirements that, when met, encourage users to conduct in-app expenditures and maintain a consistent usage pattern of virtual reality fashion applications.
2.7 [bookmark: _Toc169528340]Summary 
It can be concluded from the above critical evaluation that the rise of online outlets and storefronts is completely upending the conventional retail paradigm. Using virtual reality, companies can create more engaging and tailored consumer journeys. Online shoppers may peruse merchandise, essentially try them on, and then buy with confidence. Technology not only makes clients happier, but it also helps with sales and product creation by giving useful information. Fashion is now available around the clock to a worldwide audience thanks to digital retail venues that are removing limitations on geography. Virtual reality is accompanied by a plethora of fresh ideas in the online realm of clothing manufacturing. Visualizing and refining creative designs has never been easier than in today's completely enclosed virtual worlds.


[bookmark: _Toc169528341]Chapter- 3 Research Methodology 
[bookmark: _Toc169528342]3.1 Research Approach
Using an inductive method, the majority of current and significant research on the issue of virtual reality's impact on customer service in the UK is going to develop recommendations, offer ideas, and collect evidence. By incorporating relevant supplementary collecting data procedures, the inductive method enables the analysis of qualitative findings. Researchers use inductive reasoning when they extrapolate conclusions about their study's subjects from the data they have previously gathered (Pellegrino and Glaser, 2021). Within inductive investigation, the investigator looks for trends and findings in the information in order to form concepts, conceptions, or conclusions. In this "bottom-up" approach, the investigator looks at concrete examples before moving on to broader notions in the context to research topic. While doing observational investigations or studying topics with little previous study, inductive research is sometimes employed. The inductive method for investigation requires the investigator to first make precise measurements and inquiries before moving on to the identification of overarching topics and trends. In this way, a working theory might be developed in the beginning by the investigator.
[bookmark: _Toc169528343]3.2 Research Philosophy 
According to positive reasoning, in order to reach the objectives of the investigation while gaining a deeper comprehension of the theoretical problem, one must form fundamental beliefs that can strengthen the credibility and importance of the study's conclusions. Using a constructive thinking technique, the research delves further into the selected issue. A method of investigation known as positivism places an emphasis on gathering information about a phenomenon via direct assessment and evaluation. One benefit of positivist studies is the fact that they allow researchers to quickly cover a lot of ground. Its strength is that it uses experiments and measurement to confirm beforehand ideas, which allows for applicable results and the extension of results (Alharahsheh and Pius, 2020). The scientific validity of positivism's conclusion on virtual reality's impact on customer service in the UK is enhanced by its focus on randomized trials and big sample numbers.
[bookmark: _Toc169528344]3.3 Research Method 
In research, relevant information is going to be gathered from actual web pages via the use of qualitative research techniques. In order to deliver reasonable information and conclusions that may assist with questions of study, the investigator also heavily relied on qualitative methods. Qualitative investigations have several benefits over quantitative ones, such as more adaptable data, easier getting up-to-date information, and more leeway for the researcher to come up with pertinent conclusions and recommendations (Henninke et al., 2020). Qualitative research techniques do not strictly adhere to a planned set of inquiries; instead, they are more open-ended. More than simply data, it gives the study significance. For a thorough examination of virtual reality's impact on customer service in the United Kingdom, qualitative research is ideal since it provides an intimate knowledge of the target resources' emotions, ideas, and behaviours.

The investigation has also made use of a quantitative research approach. A distinctive feature of this sort of study is the ability to provide numerical representations of the findings. Qualitative study involves collecting and evaluating data in a methodical way. The goal is to gather unbiased viewpoints, identify trends, and make fact-based judgments. Now you know how the online survey will be administered to the intended participants. A "questionnaire" is a kind of statistical instrument that uses a set of predetermined questions to elicit responses from those who participated in the study. In order to examine and evaluate viewpoints, choices, behaviours, or mindsets, investigators rely on respondents' numerical replies (Mohajan, 2020). This approach is useful for comprehending and studying a variety of events because of its uniform element, which aids in the rigorous gathering of evidence and quantitative evaluation.
[bookmark: _Toc169528345]3.4 Data Collection Method
This study has the potential to accomplish its aims and answer its questions by making use of secondary information, which has already been collected and used in other papers in context to the research topic. The ethical dilemma of answering the study objectives using actual data collected from dependable resources has been shown by this investigation. Secondary sources might be compiled under the literature review subsection. The majority of sources for secondary data are readily available to scholars (Manu and Akotia, 2020). It is possible to access the majority of these sites online. They are also available in print form for those who do not have internet access. Overall, the research technique relies heavily on secondary data, which provides a solid foundation for intelligent analysis and well-informed findings. By strategically using it, not only may time and money be saved, but the statistical area is greatly expanded, enhancing the research environment. 
Primary data approaches are going to be used in the investigation. Interviews, reviews, and inspections are examples of human-made resources that gather personal information or unorganized information. In comparison to approaches that depend on qualitative data, this one can be less expensive and simpler to implement. utilizing primary data-collection methodologies, academics and service suppliers may get an additional thorough and current understanding of the people being studied. 
[bookmark: _Toc169528346]3.5 Data Analysis Method 
The assessment of this study relied heavily on the content analysis technique because all of the information used in the work originated from websites. Effectively extracting significant concepts, terms, and concepts from big databases, including individual opinions, is the goal of content evaluation. The findings of content evaluation tend to not be accurate, but they are dependable since other investigators can easily repeat the process (Kleinheksel, et al., 2020). The basic tenet of this approach is to find significant trends in statistical information by quantifying terms, phrases, or subjects related to VR and customers of the fashion industry of the UK. Analyzing information collected during interviews using content analysis allows for in-depth examination of information without requiring examiner-subject interaction, which is useful in certain situations. 
[bookmark: _Toc169528347]3.6 Research Limitation
One of the study's limitations is the need to undertake primary calculations. Primary study has many advantages, but there are also certain restrictions that researchers should be aware of. In contrast to secondary research, which requires attention to detail over an extended period of time, primary research may be a laborious process. Investigation tasks, such as massive quarterly ongoing online questionnaires, can need more personnel and materials than smaller assignments (Kumari et al., 2023). Furthermore, investigators often need to employ helpers to facilitate data collection and analysis. Additional information security and access to large databases may be costly as a whole.
[bookmark: _Toc169528348]3.7 Research Reliability and Validity 
Gathering information in a manner that safeguards respondents' anonymity and security is crucial to the research's credibility. The reliability of the results depends on how transparent the data obtained from the designated research resources is. Using statistical and non-mathematical forms of information to address research questions is one way to measure the reliability of a project. The use of mixed techniques guarantees accurate information since they enable the gathering of relevant and accessible information within the setting of the study subject.
[bookmark: _Toc169528349]3.8 Justification of chosen methods
Analysts consider using a variety of strategies to address questions and accomplish research objectives, including collecting information on certain subjects via the use of numerous procedures (Dubey and Kothari, 2022). Results that are backed by a combination of both numerical and qualitative information become more important for finishing the investigation within the allotted resources and budget.
[bookmark: _Toc169528350]3.9 Sampling method
Gathering information from specific populations is at the heart of these methods, which include questionnaires, interviews, evaluations, and examinations. Online questionnaires will be the primary means of data collection from the target demographic, which consists of consumers from many fashion firms. The survey is going to consist of twenty-five questions with no room for free-form responses. When doing quantitative studies, it is essential to utilize closed-ended questions so that researchers can gather statistical data from participants (Dubey and Kothari, 2022). Offering participants closed-ended inquiries is the way to go if there is a need for a lot of information which is able to be processed fast. The simple sampling approach is used and random respondents are going to be selected for data collection. 


[bookmark: _Toc169528351]Chapter- 4 Findings and Analysis 
[bookmark: _Toc169528352]4.1 Findings 
Q1. What is your age?
	less than 25 years
	14

	25-35 years
	20

	35-45 years
	4

	More than 45 years 
	2




Interpretation: It can be interpreted from the above analysis that 50% of respondents age is between 25-35. However, 35% of respondents are less than 25 years of age. 10% of respondents are between 35-45 years and 5% of respondents is more than 45 years. 
Q2. What is your gender?
	Male 
	31

	Female 
	9

	Others 
	0




Interpretation: It can be deduced from the above analysis that 77% of respondents are male whereas remaining 25% of respondents were female. 
Q3. What is your income?
	More than $60000
	2

	$40000- $60000
	4

	$20000- $40000
	19

	Less than $20000
	15




Interpretation: It can be interpreted from above analysis that 47% of respondents have income $20000- $40000 whereas 38% of respondents have income Less than $20000. Further, 10% of respondents earned income between $40000- $60000 and 5% of respondents earns More than $60000. 

Q4. Do you understand the concept of virtual reality?
	Strongly Agree
	11

	Agree 
	3

	Neutral 
	9

	Disagree 
	1

	Strongly Disagree
	16



Interpretation: It can be interpreted from the above analysis that 40% of respondents strongly disagree that they understand the concept of virtual reality whereas 27% of respondents strongly agree that understand the concept of virtual reality. 23% of respondents stated that they are neutral on the fact that they understand the concept of virtual reality. Further, 7% of respondents believe that they understand the concept of virtual reality and the remaining 3% of respondents disagree that they understand the concept of virtual reality.
Q5. Do you agree that virtual reality affects customers' experience?
	Strongly agree 
	5

	Agree 
	15

	Neutral 
	11

	Disagree 
	4

	Strongly disagree 
	5




Interpretation: It can be interpreted from the above analysis that 37% of respondents agree that virtual reality affects customers' experience whereas 12% of respondents strongly agree with this fact. 28% of respondents were neutral on the fact that virtual reality affects customers' experience. Further, 10% of respondents disagree and 13% of respondents strongly disagree that virtual reality affects customers' experience.
Q6.  Do you agree that VR can impact customer’s purchase decision-making? 
	Strongly agree 
	5

	Agree 
	17

	Neutral 
	11

	Disagree 
	2

	Strongly disagree 
	5




Interpretation: It can be interpreted from the above analysis that 42% of respondents agree that VR can impact customer’s purchase decision-making and 12% strongly agree with this statement. 28% of respondents were neutral on the fact that VR can impact customer’s purchase decision-making whereas 5% of respondents totally disagreed with this. Further, 13% of respondents strongly disagree that VR can impact customer’s purchase decision-making.
Q7. Do you agree that VR allows clients to engage with products and services more effectively?
	Strongly agree 
	13

	Agree 
	25

	Neutral 
	13

	Disagree 
	6

	Strongly disagree 
	2




Interpretation: It can be deduced from the above analysis that 22% of respondents strongly agree that VR allows clients to engage with products and services more effectively whereas 42% of respondents agree with this. However, another, 22% of respondents are neutral on this fact. 10% of respondents disagreed and 4% of respondents strongly disagree that VR allows clients to engage with products and services more effectively.
Q8. Do you agree that VR allows customers to feel a 360-degree experience while purchasing?
	Strongly agree 
	8

	Agree 
	21

	Neutral 
	5

	Disagree 
	2

	Strongly disagree 
	4




Interpretation: It can be deduced from the above analysis that 52% of respondents agreed that VR allows customers to feel a 360-degree experience while purchasing whereas 20% of respondents strongly agreed with this statement. 13% of respondents were neutral on the fact that VR allows customers to feel a 360-degree experience while purchasing whereas 5% of respondents disagreed. Remaining 10% of respondents strongly disagree that VR allows customers to feel a 360-degree experience while purchasing
Q9. Do you agree that VR allows customers to gain a realistic experience by the look and fit of products before purchasing?
	Strongly agree 
	4

	Agree 
	18

	Neutral 
	10

	Disagree 
	2

	Strongly disagree 
	6




Interpretation: It can be deduced from the above analysis that 45% of respondents agree that VR allows customers to gain a realistic experience by the look and fit of products before purchasing and 10% of respondents strongly agree with this statement. 25% of respondents were neutral that VR allows customers to gain a realistic experience by the look and fit of products before purchasing. 5% of respondents disagree that VR allows customers to gain a realistic experience by the look and fit of products before purchasing whereas 15% of respondents strongly disagree with this fact.
Q10. What is the possible impact of VR on the fashion industry’s customers?
	Foster client morale 
	6

	Declines return
	0

	Enhance client and company relationship
	7

	All of the above
	27




Interpretation: It can be deduced from the above analysis that 68% of respondents believed that the possible impact of VR on the fashion industry’s customers is fostering client morale, enhancing client and company relationships and declining returns. Whereas 17% of respondents believe that enhancing client and company relationships is a possible impact of VR on the fashion industry whereas 15% of respondents stated that VR in the fashion industry fosters client morale. 
Q11. How does VR impact the fashion industry of the UK?
	Fosters industry’s creativity 
	5

	Enhance global connectivity 
	4

	Makes the design process innovative 
	2

	All of the above 
	29




Interpretation: It can be interpreted from the above analysis that 73% of respondents stated that VR impacts the fashion industry of the UK by fostering the industry’s creativity, enhancing global connectivity and making the design process innovative. 12% of respondents stated that fostering industry creativity in VR impacts the fashion industry of the UK. 10% of respondents believe VR impact the fashion industry of the UK by enhancing global connectivity. 5% of respondents stated that VR impacts the fashion industry of the UK by making the design process innovative. 
Q12. Do you agree that VR in the fashion industry can enhance customer loyalty towards the luxurious brand of the industry?
	Strongly agree 
	4

	Agree 
	18

	Neutral 
	12

	Disagree 
	4

	Strongly disagree 
	2




Interpretation: It can be deduced from the above analysis that 45% of respondents agree that VR in the fashion industry can enhance customer loyalty towards the luxurious brand of the industry whereas 10% of respondents strongly agreed with this fact. However, 30% of respondents were neutral on this fact. Another, 10% of respondents disagreed and 5% were strongly disagree that VR in the fashion industry can enhance customer loyalty towards the luxurious brand of the industry.
Q13. Does VR allow fashion industry clients to customize their own clothes according to their requirements and choices?
	Strongly agree 
	6

	Agree 
	15

	Neutral 
	16

	Disagree 
	0

	Strongly disagree 
	3




Interpretation: It can be deduced from the above analysis that 37% of respondents agree that VR allows fashion industry clients to customize their own clothes according to their requirements and choices whereas 15% of respondents strongly agree with this fact. Another, 40% of respondents were neutral about VR allowing fashion industry clients to customize their own clothes according to their requirements and choices. The remaining 8% of respondents strongly disagreed that VR allows fashion industry clients to customize their own clothes according to their requirements and choices.
Q14. What are the opportunities offered by virtual reality in the fashion industry?
	Improves competitiveness
	5

	Greater transparency
	4

	Providing market analytics 
	4

	All of the above
	27




Interpretation: It can be interpreted from the above analysis that 68% of respondents stated that the opportunities offered by virtual reality in the fashion industry were improved competitiveness, great transparency and market analytics. 12% of respondents stated that the opportunities offered by virtual reality in the fashion industry are improved competitiveness. Another 10% of respondents stated that great transparency is an opportunity offered by virtual reality in the fashion industry and a further 10% of respondents stated that opportunities offered by virtual reality in the fashion industry are providing market analytics only. 
Q15. Do you agree that VR allows fashion brands to enable a virtual landscape for gaining customer trust over brands?
	Strongly agree 
	8

	Agree 
	15

	Neutral 
	10

	Disagree 
	3

	Strongly disagree 
	4



.
Interpretation: It can be deduced from the above analysis that 37% of respondents stated that VR allows fashion brands to enable a virtual landscape for gaining customer trust over brands whereas 20% of respondents strongly agree with this fact. 25% of respondents were neutral on this fact. However, 8% of respondents disagreed and 10% of respondents strongly disagreed that VR allows fashion brands to enable a virtual landscape for gaining customer trust over brands. 
Q16. Do you agree that VR allows fashion companies to develop an emotional connection with their potential clients?
	Strongly agree 
	6

	Agree 
	14

	Neutral 
	11

	Disagree 
	6

	Strongly disagree 
	3




Interpretation: It can be deduced from the above analysis that 35% of respondents agreed and 15% of respondents strongly agreed that VR allows fashion companies to develop an emotional connection with their potential clients. 27% of respondents were neutral on this fact. 15%of respondents disagree and 8% of respondents strongly disagree that VR allows fashion companies to develop an emotional connection with their potential clients. 
Q17. Do you agree that VR in the fashion industry allows brands to transcend geographical barriers and reach a global audience?
	Strongly agree 
	8

	Agree 
	15

	Neutral 
	12

	Disagree 
	3

	Strongly disagree 
	2




Interpretation: It can be deduced from the above analysis that 37% of respondents agreed and 20% of respondents strongly agreed that VR in the fashion industry allows brands to transcend geographical barriers and reach a global audience. 30% of respondents were neutral on this fact. Further, 8% of respondents disagreed and another 5% strongly disagreed that VR in the fashion industry allows brands to transcend geographical barriers and reach a global audience.   
Q18. Do you agree that VR can be economical for fashion brands by cutting huge labour costs?
	Strongly agree 
	5

	Agree 
	12

	Neutral 
	16

	Disagree 
	6

	Strongly disagree 
	1




Interpretation: It can be deduced from the above analysis that 30% of respondents agreed that VR can be economical for fashion brands by cutting huge labour costs whereas 12% of respondents strongly agreed with this fact. 40% of respondents were neutral on the fact that VR can be economical for fashion brands by cutting huge labour costs. 15% of respondents disagreed and 3% strongly disagreed that VR can be economical for fashion brands by cutting huge labour costs.
Q19. Do you agree that using VR in the fashion industry can reduce interpersonal conversation among the company and its clients?
	Strongly agree 
	4

	Agree 
	17

	Neutral 
	10

	Disagree 
	4

	Strongly disagree 
	5




Interpretation: It can be interpreted from the above analysis that 42% of respondents agreed that using VR in the fashion industry can reduce interpersonal conversation among the company and its clients whereas 10% strongly agreed. 25% of respondents were neutral on this fact. 10% of respondents disagreed and 13% of respondents strongly disagreed that using VR in the fashion industry can reduce interpersonal conversation among the company and its clients. 
Q20. Do you agree that technical failure can be a major disadvantage of using VR in the fashion industry?
	Strongly agree 
	10

	Agree 
	11

	Neutral 
	12

	Disagree 
	3

	Strongly disagree 
	4




Interpretation: It can be deduced from the above analysis that 27% of respondents agreed and 25% of respondents strongly agreed that technical failure can be a major disadvantage of using VR in the fashion industry. Whereas, 30% of respondents were neutral on this fact. 8% of respondents disagreed and 10% of respondents strongly disagreed that technical failure can be a major disadvantage of using VR in the fashion industry. 
Q21. Do you agree that adapting VR in the industry can be challenging for stakeholders initially?
	Strongly agree 
	5

	Agree 
	15

	Neutral 
	14

	Disagree 
	2

	Strongly disagree 
	4




Interpretation: It can be deduced from the above analysis that 38% of respondents agreed and 12% of respondents strongly agreed that adapting VR in the industry can be challenging for stakeholders initially. 35% of respondents were neutral on this fact. 5% of respondents disagreed and 10% of respondents strongly agreed that that adapting VR in the industry can be challenging for stakeholders initially. 
Q22. Do you agree that enhancing the usage of VR in the fashion industry can improve the efficiency of employees?
	Strongly agree 
	8

	Agree 
	14

	Neutral 
	13

	Disagree 
	2

	Strongly disagree 
	3


.

Interpretation: It can be interpreted from the above analysis that 35% of respondents agreed and 20% of respondents strongly agreed that enhancing the usage of VR in the fashion industry can improve the efficiency of employees. 32% of respondents were neutral on this fact. 5% of respondents disagreed and 8% of respondents strongly disagreed that enhancing the usage of VR in the fashion industry can improve the efficiency of employees.
Q23. Do you agree that providing training on using VR in the fashion industry can be helpful for stakeholders? 
	Strongly agree 
	6

	Agree 
	18

	Neutral 
	11

	Disagree 
	3

	Strongly disagree 
	2




Interpretation: It can be deduced from the above analysis that 45% of respondents agreed and 15% of respondents strongly agreed that providing training on using VR in the fashion industry can be helpful for stakeholders. 27% of respondents were neutral on this fact. Another, 8% of respondents disagreed and 5% strongly agreed that providing training on using VR in the fashion industry can be helpful for stakeholders.
Q24. Do you agree that VR is an emotive technology of the fashion industry of the UK?
	Strongly agree 
	5

	Agree 
	14

	Neutral 
	14

	Disagree 
	4

	Strongly disagree 
	3




Interpretation: It can be deduced from the above analysis that 35% of respondents agreed and 12% of respondents strongly agreed that VR is an emotive technology of the fashion industry of the UK. 35% of respondents were neutral on this fact. 10% of respondents disagreed and 8% of respondents strongly disagreed that VR is an emotive technology of the fashion industry of the UK.
Q25. How does a customer feel while using VR in the fashion industry?
	Feel empowered 
	4

	Engaged with managers of business
	3

	Valued by brands 
	4

	All of the above
	29




Interpretation: It can be interpreted from the above analysis that 73% of respondents stated that customers feel empowered, engaged with managers and valued by brands while using VR in the fashion industry. 10% of respondents feel empowered while using VR in the fashion industry. Another, 10% of respondents felt valued by brands while using VR in the fashion industry. Remaining 7% of respondents feel engaged with management of business while using VR in the fashion industry.



[bookmark: _Toc169528353]4.2 Analysis 
This section presents the study's conclusions based on the information collected from the fashion industry customers using VR to enhance their experience. In the results section, the researcher will discover a detailed description of the information that was obtained. In the analysis, the researcher will think about what these outcomes mean by connecting them to other studies and addressing the issues that are investigated in the study.
The data found that Virtual reality (VR) sensations involving mental existence, perceptive submersion, affective entanglement, and visual engagement were generated from the three categories of virtual reality (VR) clothing spaces. Initially, viewers had a mental and emotional feeling of existence, as if they were transported to a comparable moment and location as the fashionable showgoers, due to the visual portrayal of the event. Secondly, since the clothing show venue was different from their previous encounters, respondents' cognitive processes were confused. Virtual reality's technology advancements have made it possible to use it in a wide variety of sectors and areas, not limited to computing or amusement (Hoyer et al., 2020). Several have begun to use VR for practising activities which are difficult to do in real life owing to a lack of supplies or the potential risks and hazards of such occupations, which can lead to negative consequences. Virtual reality's biggest asset is that technology allows users to work on these skills in a risk-free environment that is genuine, readily applicable to real life, and can properly portray virtually any scenario.
The implications of the research responses are the use of Virtual Reality (VR) is rapidly becoming a game-changer in the clothing sector, altering the way designers think about and execute designs as well as the way customers engage with them. Now that people know how VR may improve the creative procedure, allow businesses to look at how it can change the way individuals experience and sell clothing (Wedel et al., 2020). When it comes to the fashion sector, VR is bringing about a paradigm change that goes beyond just technical progress. It ushers in a slew of novel apps that reimagine the fashion industry's customer service. Although VR has been available for some time, it is still a fresh way to shop for cosmetics, watches, apparel, and other items. In order to provide a clear demonstration of the effectiveness of Virtual Reality within the fashion retailing sector, people will explore several exceptional instances where fashion firms have seamlessly incorporated AR into their consumers' purchasing journey. Through the use of cell phones and other equipped technological gadgets, Virtual Reality allows users to combine virtual material with their everyday life surroundings. Virtual Reality software applies technological components to user-captured photos and videos, allowing for an unparalleled sense of immersion in which the real and artificial interact. Finally, AR is revolutionary and changing the face of the fashion business (Xue et al., 2023). There are a lot of possibilities for fashion companies and manufacturers to take advantage of using augmented reality, including increasing customer involvement, transforming the creative procedure, and propelling environmental initiatives. Using Virtual Reality (VR) within fashion retailing has the potential to reduce wastage and negative ecological effects while simultaneously strengthening relationships between companies and customers via real-time interactions (Kim et al., 2023). To harness the imaginative capabilities of augmented reality, fashion companies should prioritize easy cooperation, make investments in excellent resources, think about availability, and iterate according to user input. This will allow them to build online experiences that are really realistic stimulating, and sustaining for consumers.
Overall, the limitations of this study conducting an online survey with 25 people only which limits the data collection from large demography using VR in the fashion industry. There are a lot of uncertainties in online polling, such as problems with selection and data reliability, as well as questions about how to properly design, administer, and analyze the questionnaire. In addition, the research's results are in line with a previous study that demonstrates an application developed in VR specifically for the fashion industry, which goes beyond the limitations of conventional clothing creation and evidence by providing an attractive online demonstration for digital clothing (Hollebeek et al., 2020). Users may freely explore clothing from varied angles and choose from a variety of avatar-garment pairs in this virtual retail shop. With this virtual reality headset, manufacturers can see how their products will look, feel, and work on a real person.
The above analysis related to the literature review stated that as a whole, the fashion business doesn't seem very eco-friendly. However, VR is set to revolutionize the fashion business by enabling virtual manufacturers to sidestep many of the business's moral quandaries. Cut down on garment waste by a significant amount using virtual reality fashion planning (Idrees et al., 2020). Instead of destroying defective physical garments, users of virtual reality may simply erase them with the press of a button, eliminating all traces of their creation and significantly reducing environmental impact. A lot of materials are spared when clothes are designed and made online. It reduces the amount of garbage and greenhouse gas pollutants caused by transportation. Due to the contemporary clothing designing era's emphasis on participation and testing, manufacturers and consumers alike are free to waste as much fabric as they want trying out different shapes and patterns. As an added bonus, it lets them assess their performance with greater precision and data. By utilizing virtual reality (VR) software for the creation of clothing, fashion companies may react more progressively to the ecological and social problems resulting from manufacturing, improve working conditions, strengthen relationships with clients while preserving assets, meet an international need of assistance, and save time for clients (Xi and Hamari, 2021).
The recommendation linked to questionnaire responses is the utilization of virtual reality by high-end merchants improves the client service they provide; this service is customer-centric, puts the psychological and physical well-being of customers first, helps overall handling of client service, and facilitates targeted marketing campaigns. Retailers in the fashion business may deliver their consumers a more enjoyable and interactive purchasing experience by using virtual reality technology (Elboudaliet al., 2020). Despite augmented reality's availability for some time, it remains a relatively new method of shopping for apparel, cosmetics, jewellery, and other personal items. Clients may experience a more dynamic and engaging manner to connect with items and offerings via virtual reality. Clients can feel as if they were present in reality because of the immersive 360-degree encounter it provides. They feel more connected to the item or service and have greater satisfaction throughout as a result. Due to virtual reality, companies can make their goods and services more engaging by immersing customers in a virtual setting. The bond between the customer and the brand is strengthened by this level of involvement. After the event was over, attendees were prompted to reflect on their thoughts and feelings about what they bought and how their mental images evolved. When contrasted with the comparison group, the desire of customers to buy was shown to be higher after interacting with AR and VR (Chylinski et al., 2020).
It can be summarized from the above interpretation that virtual reality's capacity to provide a previously unseen degree of customization is one of its primary benefits. Virtual fitting rooms allow customers to design their individual portraits and digitally test on garments before buying them. This has the potential to increase consumer happiness while decreasing return rates. Clients may have a more engaging and immersive buying encounter with the use of virtual reality and augmented reality (Goel et al., 2023). Customers are able to shop online, examine garments from every perspective, and virtually try them on in diverse environments.
Green clothing may also benefit from virtual reality and augmented reality. Virtual try-on capabilities lessen the environmental impact of online clothing retailers by eliminating the need for consumers to physically return items for a refund. Virtual reality and augmented reality may also make fashion simpler to access, which helps democratization it. There will be more room for individual clothing manufacturers to sell their wares if brick-and-mortar businesses are no longer necessary. Virtual reality has the potential to serve as the most powerful equalizer of the clothing industry by offering limitless options to the fashion industry (Wedel et al., 2020). Take internet fashion as an example; it opens up luxury designers to a far wider audience. In addition, the general population has unprecedented access to it via internet-based fashion presentations. Since the clothing industry is extremely unique virtual reality could be the answer.


[bookmark: _Toc169528354]Chapter- 5 Discussion 
With virtual reality, companies can build compelling experiences where customers may engage with what they are selling in a virtual setting. The customer feels more connected to the company as a result of this intense involvement. Virtual reality gives marketers a new way to convey stories. Companies may create captivating stories that immerse customers in virtual reality, amplifying their promotional messaging. During in-person encounters at conferences or corporate foundations, everything needed is software and a head-mounted display to provide a virtual reality advertising experience. The software, which is essential for virtual reality advertising, may also be made available Internet so that people can obtain it and utilize it distantly.
From research question 1, it has been analysed that the capacity of virtual reality to improve the client experience is the main reason for its significance in providing excellent service. Companies may go far beyond with their consumers' expectations for relations with customers by building an online setting that is both comprehensive and socializing. Client happiness, involvement, and even financial savings for businesses may all be enhanced by adopting this technique (Wohlgenannt et al., 2022). Providing consumers with a better encounter is a key advantage when employing VR in dealing with clients. If companies build a virtual world, consumers may experience their goods and services firsthand and engage with their brands in ways that would be hard to achieve with more conventional marketing strategies. For instance, rather of relying just on images or written explanations, a buyer interested in purchasing a vehicle may benefit from an internet-based test driving, gaining a more immersive experience with the vehicle's characteristics and possibilities. Increasing customer happiness may be achieved by offering a better consumer experience using virtual reality (Pleyers and Poncin, 2020). When clients perceive that a firm has made extra efforts to provide interesting and memorable expertise, they are more likely to have a positive impression of the organization and its offerings. Customers are more likely to be loyal and come back for more when they have this sensation. When it comes to consumer assistance, the advantages of virtual reality are obvious. If businesses can improve their client knowledge, boost client loyalty and happiness, save expenses, and solve difficulties more efficiently, they will have an edge ahead of the competition.
From research question 2, it has been analysed that an in-depth review of the research on VR's advancements and applications in the luxury sector, its characteristics in the market for expensive goods, and its function in the consumer experience will shed light on the technological influence on the sector. Improving interaction with customers, creating immersive experiences, and increasing customer loyalty are three of the most notable ways in which the use of virtual reality is influencing the luxury industry (Schnack et al., 2021). Additionally, high-end merchants are offered three suggestions: customer-centric, putting customers' psychological and physical well-being first, overseeing their whole expertise, and providing a hand with targeted, tailored marketing campaigns. It seems that virtual reality equipment works better when the objective is to make it to the actual. However, in an atmosphere of intense market rivalry, luxury shops in numerous nations are looking for ways to set themselves apart from their rivals. This will help them improve customer satisfaction and mindset towards fashion brands. Most importantly, this research promotes a commitment to innovation among luxury organizations, because they are no longer able to see the use of virtual reality as a short-term solution to enhance the customer experience.
From research question 3, it has been analysed that the fashion business relies heavily on eye-catching visuals, and virtual reality applications offer an opportunity to display items in the most captivating manner imaginable. Customers may try on multiple formats and see how they appear in each one, giving them an improved sense of what flatters their figure. When purchasing clothing online, this feature might be very useful as buyers don't have the option to personally check on the items. One of the most notable advantages of virtual reality applications is the feeling of belonging that they can foster surrounding a business (Vazquez et al., 2021). Producing online activities where customers can engage with one another and even famous people is a great way for businesses to generate excitement about their goods. In addition to boosting awareness of the company, this contributes to strengthening consumers' commitment to the business. The world of fashion has been greatly impacted by the use of augmented reality. By allowing customers a more participatory and exciting experience while shopping, they have revolutionized the fashion industry. The popularity of virtual reality runway exhibitions has been on the rise recently. Customers might feel as if they had been there at the runway events thanks to these broadcasts. Manufacturers can now present their product lines to customers in a manner that is both more dynamic and captivating, due to this technological advancement. The clothing lines may be seen from various perspectives, and in certain instances, customers are able to navigate through the clothing items to get a full picture of the exhibit.
From research question 4, it has been analysed that although there are many advantages to virtual reality (VR) because it has a lot of perspectives, but are also some problems that could arise. Price and the requirement for particular equipment are two of the biggest obstacles to the widespread use of virtual reality advertising. Virtual reality goggles, particularly high-end ones, may be pricey, thus not everyone can afford them. More affordable virtual reality (VR) options, such as mobile-based virtual reality (VR) situations, may help companies overcome this difficulty (Akram et al., 2022). Such encounters can reach more people with inexpensive alternatives like Cardboard by Google. For the use of virtual reality to be flawless, all technical problems must be addressed. Customers might become irritated by technical problems like slowness or bad images. In order to find and fix technological problems, extensive evaluation as well as quality control are required. A more seamless user experience, which ultimately leads to more participation, may be achieved by taking advantage of powerful technology and tailoring VR content for efficiency. 
From research question 5, it has been analysed that virtual reality has the potential to unite online and offline shopping experiences. Virtual reality (VR) is an online tool that allows customers to have a typical shopping experience without leaving the comfort of their own residence. By using virtual reality (VR), consumers may make more educated choices and enjoy streamlined purchase procedures, which is crucial since speed and ease are vital components in an effective client experience. Using virtual reality basically lets consumers test out products prior to their purchase (Joy et al., 2022). People who buy from fashion brands will feel more attached to their company and appreciated after a fantastic encounter. Consumers' desires for the principles on which the company stands for and offerings are rising in tandem with the intensity of competition in today's marketplaces. Every customer experience plan worth its salt will include virtual reality as a means to create a psychological connection with consumers, which is essential for fostering goodwill and retaining customers. In addition, every firm that wants to cater its goods and services to the demands of its consumers must get an understanding of consumer behaviour (Kang et al., 2020).


[bookmark: _Toc169528355]Chapter- 6 Conclusion and Recommendation 
[bookmark: _Toc169528356]6.1 Introduction
It is a big technical breakthrough that has brought forth an array of advantages in addition to hurdles which the adoption of the use of VR within the clothing sector comes forth.  In this chapter, a summary of the results from the study is presented, an analysis of the impact that the use of virtual reality (VR) had upon how consumers interact in the clothing business in the United Kingdom is carried out, and methods are developed to address the challenges that are being identified within the clothing sector.  These suggestions are intended to maximise the positive impact that the use of virtual reality (VR) have on the entire experience for the client, and the findings are obtained from the research's aims that were given in Part 1. The suggestions follow the guidelines that are laid out in Section 1. 
[bookmark: _Toc169528357]6.2 Conclusion
The study was undertaken with the purpose of assessing the possible benefits and drawbacks of virtual reality (VR) in the fashion business of the UK, in addition to the effect that Virtual has upon every interaction consumers have. A significant amount of attention was placed on the idea, effect, potential, and obstacles that are related to virtual reality (VR), in addition to the development of techniques for advancing throughout the field. In order to accomplish the research aims, that put a premium on the above characteristics, .

Objective 1- To study the concept of Virtual reality in the experience of consumer
Virtual reality has brought about a significant change is the customer encounter. Virtual reality (VR) provides clients with realistic surroundings that allow them to communicate with goods in manners that were before impossible.  According to the findings of the study, virtual reality (VR) enhances the storytelling of brands by providing customers with the opportunity to form feelings of connection with businesses via commercials that are dynamic and entertaining.  It has been brought to light by Chen et al. (2022) that the shift form passive to proactive involvement helps to cultivate a more robust relationship between businesses and their customers.  Through the provision of augmented design screens, fitting spaces, and realistic purchasing encounters, virtual reality (VR) presents an exclusive benefit to the style sector.

Objective 2- To examine the impact of virtual reality on the consumer experience in the industry of fashion of the UK 
Virtual reality (VR) was found to have an important impact on the actions as well as experience of customers, as shown by the outcomes of the study.  Technologies various virtual reality, also known as VR, in the clothing sector in the UK include a wide variety of activities, including participatory advertising efforts and digital try-ons, etc. Additionally, VR apps are used in the clothing sector.  As a consequence of these advancements, not just do they draw consumers, but they additionally leave them happier, which in turn leads to a rise in client retention and loyalty. Consumers are able to communicate with and perceive objects placed within a realistic environment thanks to the immersive nature of virtual reality, also known as VR, making it feasible for them to do so. This makes it possible to reduce the amount of ambiguity that is generally associated with the options that are available for online buying. The use of virtual reality was demonstrated to enhance the entire shopping experience, boost sales, and motivate customer participation (Casciani et al., 2022). Such is a result from the findings of the aforementioned study.

Objective 3- To analyse the offered opportunities by the Virtual Reality in the industry of fashion with Consumer experience 
Virtual reality (VR) presents a wealth of options to the fashion business in the United Kingdom. Through the creation of encounters that are unique and enduring, it enables brands to differentiate from one another in a market that is very competitive. Virtual reality (VR) has the ability to recreate practical shopping settings, giving customers the opportunity to browse and buy products just like it had visited an actual store. Additionally, virtual reality (VR) gives customers the option of participating in tailored purchasing experience that depend on their hobbies and habits. This is a significant advantage for consumers. Through the use of customisation, client happiness is increased, which in turn encourages consumers to make more purchases.  likewise the ability to plan virtual events, such as new debuts and style presentations, provides firms with the potential to communicate with global consumers without being constrained by the limits of real places.

Objective 4- To determine the challenges of the Virtual reality in the consumer experience within the industry of fashion in the UK
Virtual reality (VR) can nevertheless present several difficulties, notwithstanding the fact that it provides a number of favourable outcomes. On account of the significant costs associated with the development and implementation of virtual reality equipment, it is possible that smaller enterprises will not be unable to pay for it. Furthermore, there are also technical hurdles, like the need of ensuring interoperability customers many different systems and gadgets, and also being able to give consumers a user interface that is devoid of any interruptions. Furthermore, there are worries about the acceptance of virtual reality equipment by consumers (Xue et al, 2023). This is due to the fact because it is conceivable that some consumers are acquainted with or at ease with the concept of virtual reality.  This has the greatest importance to take into account concerns about security and privacy in virtual reality settings. This is due to the fact that the gathering and retention of data submitted by users in such settings requires compliance the regulations and secure information about consumers. 

Objective 5- To develop the recommended strategies for improving the positiveimpact of the Virtual reality on the experience of consumer
It is advised that the following solutions (recommendations) can be implemented in order to address these difficulties and enhance the beneficial effects of virtual reality. 
[bookmark: _Toc169528358]6.3 Recommendation
Enhancing Affordability and Accessibility 
1. Strategies of cost reduction- It may be possible to launch joint initiatives to split the expenses associated with virtual reality creation in order to make virtual reality (VR) more affordable to a wider variety of brands, particularly those that are smaller.  It is possible to obtain financial assistance from business organisations or subsidies from the federal government (Xue et al, 2023).
1. Models of subscription- The implementation of based on subscriptions business models for virtual reality services has the potential to lower the entrance hurdle for companies.  By utilising this strategy, brands are able to make use of virtual reality technology without having to make a significant start-up investment (Casciani et al, 2022).

Improving the user experience and technical compatibility 
1. Compatibility with cross-platform- To increase the accessibility of virtual reality (VR) to customers, it is imperative that VR applications are functional with a diverse array of devices, such as cellphones, tablets, and VR headgear.
1. Interfaces are user-friendly- Reducing the complexity of users interfaces and the whole user experience is going to result in increased rates of adoption.  The switch can be made easier by clients who aren't familiar with virtual reality (VR) by providing them with lessons and assistance throughout the process.

Encouraging the adoption of Consumer
1. Awareness and education campaigns- Worries can be mitigated by informing customers about the advantages and simplicity of VR. Influential individuals, in-store rallies, and online platforms are ways in which companies can promote their virtual reality offerings.
1. Demonstrations and trial periods- In-person VR demos or free trials can motivate customers to embrace the tool by offering these individuals an opportunity to interact with it.

Addressing security and privacy concerns
1. Enhanced protection of data- The confidence of customers will be established by employing strong safeguards for their information and ensuring that they comply with laws such as Privacy.  It is imperative that brands explicitly convey their data safeguards to customers (Idrees et al, 2020). 
1. Transparency in the usage of data- Transparency regarding the collection, storage, and utilisation of customer information in virtual reality settings can mitigate issues related to privacy.  Trust may also be improved by granting consumers greater authority in their personal information.

Leveraging customization and Personalization
1. Customizable experiences of VR- Enabling customers to personalise their Reality events, like selecting a character or virtual purchasing environment, can improve their happiness and interest.
1. Advanced analytics- The development of personalised virtual reality (VR) experiences can be facilitated by the utilisation of sophisticated data analysis to comprehend customer tastes and behaviours. Brands had the capacity to offer personalised websites and tailored recommendations (Kim and Ha 2021).

Promoting the ethical practices and sustainability 
1. Ethical VR Methods- It is vital for brands to put first the environmental responsibility of their VR endeavours by utilising technologies that are energy-efficient and minimising the environmental impact they have (Elboudali et al, 2020). 
1. Responsible advertising of VR: The promotion of customer trust and commitment can be achieved through the application of ethical principles in Virtual advertising, including avoiding the use of phoney techniques and the offering of accurate merchandise representations.

Future Work	 
Ongoing research- Companies ought to be enabled to sustain an edge in competition through ongoing investigations into the changing preferences and habits of customers in VR. Improvements and helpful ideas can be obtained by working with educational organisations (Wedel et al, 2020). 
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Q1. What is your age?
	More than 45 years 

	35-45 years 

	25-35 years

	Less than 25 years 



Q2. What is your gender?
	Male 

	Female 

	Others 



Q3. What is your income?
	More than $60000

	$40000- $60000

	$20000- $40000

	Less than $20000



Q4. Do you understand the concept of virtual reality?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q5. Do you agree that virtual reality affects customers' experience?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q6.  Do you agree that VR can impact customer’s purchase decision-making? 
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q7. Do you agree that VR allows clients to engage with products and services more effectively?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q8. Do you agree that VR allows customers to feel a 360-degree experience while purchasing?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q9. Do you agree that VR allows customers to gain a realistic experience by the look and fit of products before purchasing?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q10. What is the possible impact of VR on the fashion industry’s customers?
	Foster client morale 

	Declines return

	Enhance client and company relationship

	All of the above



Q11. How does VR impact the fashion industry of the UK?
	Fosters industry’s creativity 

	Enhance global connectivity 

	Makes the design process innovative 

	All of the above 



Q12. Do you agree that VR in the fashion industry can enhance customer loyalty towards the luxurious brand of the industry?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q13. Does VR allow fashion industry clients to customize their own clothes according to their requirements and choices?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q14. What are the opportunities offered by virtual reality in the fashion industry?
	Improves competitiveness

	Greater transparency

	Providing market analytics 

	All of the above



Q15. Do you agree that VR allows fashion brands to enable a virtual landscape for gaining customer trust over brands?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q16. Do you agree that VR allows fashion companies to develop an emotional connection with their potential clients?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q17. Do you agree that VR in the fashion industry allows brands to transcend geographical barriers and reach a global audience?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q18. Do you agree that VR can be economical for fashion brands by cutting huge labour costs?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q19. Do you agree that using VR in the fashion industry can reduce interpersonal conversation among the company and its clients?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q20. Do you agree that technical failure can be a major disadvantage of using VR in the fashion industry?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q21. Do you agree that adapting VR in the industry can be challenging for stakeholders initially?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q22. Do you agree that enhancing the usage of VR in the fashion industry can improve the efficiency of employees?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q23. Do you agree that providing training on using VR in the fashion industry can be helpful for stakeholders? 
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q24. Do you agree that VR is an emotive technology of the fashion industry of the UK?
	Strongly Agree

	Agree 

	Neutral 

	Disagree 

	Strongly Disagree



Q25. How does a customer feel while using VR in the fashion industry?
	Feel empowered 

	Engaged with managers of business

	Valued by brands 

	All of the above





Responses 	
Male 	Female 	Others 	31	9	0	


Responses 	
More than $60000	$40000- $60000	$20000- $40000	Less than $20000	2	4	19	15	


Responses 	
Strongly Agree	Agree 	Neutral 	Disagree 	Strongly Disagree	11	3	9	1	16	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	5	15	11	4	5	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	5	17	11	2	5	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	13	25	13	6	2	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	8	21	5	2	4	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	4	18	10	2	6	


Responses 	
Foster client morale 	Declines return	Enhance client and company relationship	All of the above	6	0	7	27	


Responses 	
Fosters industry’s creativity 	Enhance global connectivity 	Makes the design process innovative 	All of the above 	5	4	2	29	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	4	18	12	4	2	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	6	15	16	0	3	


Responses 	
Improves competitiveness	Greater transparency	Providing market analytics 	All of the above	5	4	4	27	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	8	15	10	3	4	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	6	14	11	6	3	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	8	15	12	3	2	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	5	12	16	6	1	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	4	17	10	4	5	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	10	11	12	3	4	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	5	15	14	2	4	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	8	14	13	2	3	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	6	18	11	3	2	


Responses 	
Strongly agree 	Agree 	Neutral 	Disagree 	Strongly disagree 	5	14	14	4	3	


Responses 	
Feel empowered 	Engaged with managers of business	Valued by brands 	All of the above	4	3	4	29	


Responses 	
less than 25 years	25-35 years	35-45 years	More than 45 years 	14	20	4	2	
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