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ABSTRACT 
 

 

 

USER READINESS EVALATIOIN OF VIRTUAL REALITY (VR) 

AS A MARKETING TOOL 

 

 

By 

 

Evan Manuel Perdamean Situmorang 

James Purnama, M.Sc., Advisor 

Dr. Maulahikmah Galinium, M.Sc., Co-Advisor 

 

 

SWISS GERMAN UNIVERSITY 

 

 

 

Virtual Reality (VR) is the technology of making an artificial world to be able to be 

interacted by users like seeing a real world. The technology has been researched for 

years and has become one of the main areas in computer technology research. Recently, 

there have been increased in “multimedia” adaptation for marketing especially during 

special events like in convention, among them is using VR technology. This research 

will evaluate the user acceptance of VR technology for marketing purpose, to see 

whether the VR technology is already acceptable to be used as a marketing tool by 

conducting a survey, using Technology Acceptance Model (TAM) questionnaire as its 

framework. The result of the evaluation revealed most has a high attitude (i.e. positive 

confidence) feeling to VR, highly due to its Perceive of Enjoyment, with a medium 

influence from Perceive of Usefulness, but there is a low confidence in Intention of 

Use. This is due to what the respondents claim as the immersion of the VR content 

impressed them, but they doubt it can be useful to actually market their product. 

Therefore, it can deduce VR technology for marketing professionals is not yet 

acceptable for marketing. 

Keywords: User acceptance, Technology Acceptance Model, Virtual reality 
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