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Abstract

This research has the following objectives: 1. to study opinions on experiential mar-
keting with virtual reality technology among consumers in Bangkok and its vicinity; 2. to study
the level of acceptance of virtual reality technology among consumers in Bangkok and its
vicinity; 3. to study the influence of experiential marketing with virtual reality technology on
consumer purchase intentions in Bangkok and its vicinity; and 4. to study the influence of
virtual reality technology acceptance on consumer preferences in intending to buy products
for consumers in Bangkok and its vicinity. Data will be collected through a questionnaire

from 400 residents of Bangkok and its vicinity who have experienced experiential marketing
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with virtual reality technology. The data will be analyzed using descriptive statistics and
hypotheses will be tested using inferential statistics, including t-tests, F-tests, and Multiple
Regression Analysis.

The study found that consumers in Bangkok and its vicinity mostly agree with
experiential marketing using virtual reality technology, and acceptance of virtual reality
technology as a whole is at the highest level. The results of hypothesis testing found that
experiential marketing with virtual reality technology in sensory aspects (feelings, actions,
and connections) positively influences consumers' purchase intentions, with action being
the most influential, followed by feelings, sensory aspects, and links, respectively.
Experiential marketing with virtual reality technology was able to explain the purchase
intentions of consumers in Bangkok and its vicinity at 34.00%, and it was found that the
acceptance of virtual reality technology had a positive influence on consumers' purchase
intentions in Bangkok and its vicinity. In terms of perceived ease of use, it had a greater
influence on perceived benefits, with the acceptance of virtual reality technology able to

explain the purchase intentions of consumers in Bangkok and its vicinity at 28.90%.

Keywords: Virtual Reality Technology, Experiential Marketing, Adoption of Virtual Reality

Technology, Purchase Intention
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