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ABSTRAK

Azka Widhiasti Nur Ramadhina Rohendy (2105890) “Pengaruh Virtual Reality
Quality Melalui Immersion Terhadap Intention to Buy Property” dibawah
bimbingan. Prof. Dr. Ratih Hurriyati, M.P., CSBA dan Dr Lisnawati S.Pd., MM

Penelitian ini bertujuan untuk memperoleh gambaran dan pengaruh virtual reality
quality melalui immersion terhadap intention to buy property survei pada pengguna
virtual reality di website perusahaan properti Indonesia. Jenis penelitian yang
digunakan adalah deskriptif dan verfikatif. Dengan pendekatan kuantitatif populasi
dalam penelitian ini berjumlah 59.500 dengan sampel berjumlah 348 responden yang
merupakan pengguna virtual reality di website perusahaan properti Indonesia dengan
menggunakan teknik simple random sampling. Data diolah secara statistic dengan
metode Structural Equation Modeling (SEM). Hasil temuan pada penelitian ini
menemukan bahwa virtual reality quality memiliki pengaruh signifikan terhadap
intention to buy property melalui immersion. Temuan ini menunjukkan bahwa
pengaruh tidak langsung virtual reality quality terhadap immersion, hal tersebut
ditunjukkan dengan besaran nilai critical ratio yang lebih besar dari nilai minimal
artinya terdapat pengaruh positif dan signifikan antara variabel virtual reality quality
terhadap intention to buy property melalui immersion. Pernyataan tersebut dapat
diasumsikan semakin baik perusahaan memperhatikan virtual reality quality mealui
immersion akan semakin baik juga intention to buy property yang muncul pada
pelanggan untuk perusahaan tersebut. Hasil kontribusi yang diberikan variabel virtual
reality quality paling tinggi dalam membentuk intention to buy property adalah system
performance dan dimensi virtual reality quality yang paling rendah dalam membentuk
intention to buy property adalah realism. Dimensi immersion yang memiliki kontribusi
paling tinggi dalam membentuk intention to buy property adalah interactivity serta
yang paling rendah membetuk intention to buy property adalah persence

Kata Kunci: virtual reality quality, immersion, intention to buy property
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ABSTRACT

Azka Widhiasti Nur Ramadhina Rohendy (2105890) “The Effect of Virtual Reality
Quality Through Immersion on Intention to Buy Property” under the guidance of.
Prof. Dr. Ratih Hurriyati, M.P., CSBA and Dr. Lisnawati S.Pd., MM

This study aims to obtain an overview and influence of virtual reality quality
through immersion on intention to buy property survey on virtual reality users on
the website of Indonesian property companies. The type of research used is
descriptive and verificative. With a quantitative approach, the population in this
study amounted to 59.500 with a sample of 348 respondents who are virtual reality
users on the website of Indonesian property companies using simple random
sampling techniques. Data is processed statistically with the Structural Equation
Modeling (SEM) method. The findings of this study found that virtual reality quality
has a significant effect on intention to buy property through immersion. This finding
shows that the indirect effect of virtual reality quality on immersion, this is indicated
by the magnitude of the critical ratio value which is greater than the minimum value,
meaning that there is a positive and significant influence between virtual reality
quality variables on intention to buy property through immersion. This statement
can be assumed that the better the company pays attention to virtual reality quality
and immersion, the better the intention to buy property that arises in customers for
that company. The results of the contribution given by the highest virtual reality
quality variable in shaping intention to buy property is system performance and the
lowest virtual reality quality dimension in shaping intention to buy property is
realism. The immersion dimension that has the highest contribution in shaping
intention to buy property is interactivity and the lowest contribution in shaping
intention to buy property is persence.

Keywords: virtual reality quality, immersion, intention to buy property



DAFTAR ISI

KATA PENGANTAR .V
DAFTAR ISL....coucevurienirenruccennnes xi
DAFTAR TABEL oo X
DAFTAR GAMBAR Xvi
B AB1 PENDAHULUAN 1
1.1 Latar Belakang Penelitian............ccccceeeiieiniiiieniie e 1

1.2 Rumusan Masalah.............ccccueeiiiiiiiiiicieeceece e 13

1.3 Tujuan Penelitian.........cccccueeeieriieiieiieeiecieeee e 13

1.4 Kegunaan Penelitian ...........ccccoecuieiiiiiieniieiieie et 14

BAB I1 KAJIAN PUSTAKA, KERANGKA PEMIKIRAN, DAN HIPOTESIS 15
2.1 Kajian Pustaka ........ccooiiiiiiiiiiee e 15

2.1.1 Pendekatan Teori yang Digunakan............ccccceeevverieeciienieenneennnennn. 15

2.1.2 Konsep Intention t0 Buy Property ..........cccucvceeeevevenceeenieeeeneeennnn, 16

2.1.3 Konsep Virtual Reality QUALILY .........coooveeeeeciieeieeeieeeieeeeeeeene, 24

2.1.4 KONSEP IMMEISION ......oeeeeieeeeiiieeeeiieeeeeieeeeesveeeeevaee e eesaaeaeenes 33

2.2 Kerangka Pemikiran .........ccooceeiieiiiiiienieeieieeee e 41

B B 5 £ 010 1) (RSP PRR 45

BAB III OBJEK DAN METODOLOGI PENELITIAN .....cccceooiiiiiiiieieeiiecve e 47
3.1 Objek Penelitian ..........ccceouiriiiiiiiiniiiiiiinieeccseceeeeeee e 47

3.2 Metode Penelitian ...........ccccuvieiiieiiiiieciieecee e 47

3.2.1 Jenis Penelitian .........cccceeiieiiiiiiieniieiieee e 47

3.2.2 Operasional Variabel ...........ccoceevviiiiiiiieiiieeiecceecee e 48

3.2.3 Jenis dan Sumber Data ...........coceeviiiiiiniiiiiiieeen 54

3.2.4 Populasi, Sampel, dan Teknik Sampeling .........cccccecvvvvcvveenveennnnen. 56

3.2.4.1 POPUIAST .eoueiiiiiieiieieeceeecee s 56

3.2.4.2 Sampel ....cooviiiiiiiii e 57

3.2.4.3 Teknik Sampeling.........ccocevvveriineniiiniinieiereneceeeeeee 60

3.2.5 Teknik Pengumpulan Data ...........ccccveveiiiiniiiiniiieieeee e, 61

3.2.6 Hasil Pengujian Validitas dan Reliabilitas ...........cccccevviveenieennneen. 62

3.2.6.1 Hasil Pengujian Validitas .........cccceceveeeiveeniieiniieeiee e 62

3.2.6.2 Hasil Pengujian Reliabelitas...............ccccovcevvueneinenucnnnnnne. 67

3.2.7 Teknik Analisis Data ..........ccoceeverieniiiiniinicicneeeeeeeeee 68

3.2.7.1 Teknik Analisis Data Deskriptif...........ccccocuveiieniiniiennnne 70

3.2.7.2 Teknik Analisis Data Varifikatif ............ccoccooiiniinninnnn 73

3.2.7.2.1 Model Dalam SEM........cccooviiniiiniiiiiiieeeee, 74

3.2.7.2.2 Asumsi, Tahap, dan Prosedur SEM...................... 77

3.2.7.2.3 Pengujian HIipotesis .......ccceerverceienieeiiienieeieenen. 86

BAB IV HASIL PENELITIAN DAN PEMBAHASAN.....ccovinninnninnnicnenssnnesans 89

X1



4.1 Profil Perusahaan, Karakteristik, dan Pengalaman.............c.cccccccuvennnne. 89

4.1.1 Profil Perusahaan Perusahaan Properti Indonesia......................... 89
4.1.2 Pengalaman Responden menggunakan Fitur Virtual Reality

Property Di Website Perusahaan Properti..........cccceeevenveeneenne. 101

4.2 Peneltian Deskriptif.........cccveriiiiiiiiiieiieiieeeee e 106

4.2.1 Gambaran Virtual Reality Quality pada Followers Instagram,
Perusahaan Properti Indonesia Yang Menggunakan Fitur
Virtual Reality Property Di Website Perusahaan Properti.......... 106
4.2.2 Gambaran Immersion pada Followers Instagram, Perusahaan
Properti Indonesia Yang Menggunakan Fitur Virtual Reality
Property Di Website Perusahaan Properti..........ccccooevveeeieeennenn. 114
4.2.3 Gambaran Intention to Buy Property pada Followers Instagram,
Perusahaan Properti Indonesia Yang Menggunakan Fitur

Virtual Reality Property Di Website Perusahaan Properti........... 124

4.3 Hasil Penelitian Verifikatif..........c.ccooooeiiniiiiiiiiieeeeeee 136

4.3.1 Uji Asumsi Structural Equation Modeling (SEM)...................... 136

4.4 Pembahasan Penelitian ............ccccevieiiiiiinienieienieiceceeeicee e 159

4.4.1 Pembahasan Hasil Penelitian Tanggapan Deskriptif .................. 159
4.4.1.1 Pembahasan Hasil Penelitian Tanggapan Virtual

Reality QUality.......cocveevvieeiieiieeieeieecreeree e 159

4.4.2 Pembahasan Pengujian Hipotesis.........ccccvevierieeniieniieenieenieennen. 167

4.4.2.1 Pembahasan Pengaruh Virtual Reality Quality

terhadap Intention to Buy Property ............ccceceueeeennn. 167

4.5 Implikasi Hasil Temuan Penelitian............ccccceeviiiiniieinieennieeeee e, 174

4.5.1 Temuan Penelitian bersifat T€OTItis .......ccceoeevieriiiniiiaiiinienee. 174

4.5.2 Temuan Penelitian bersifat Empiris.........ccccoeceeveeveniincnicneene. 178

4.5.3 Implikasi Hasil Penelitian Pengaruh Virtual Reality Quality
melalui /Immersion Terhadap Intention to Buy Propety pada

Program Studi Pendidikan Bisnis ..........cccceoeriiniininicninncnnne. 183

BAB V KESIMPULAN DAN REKOMENDASI 187
5.1 KeSIMPUIAN ...c..coiviiiiiiiiiiictceet e 187

5.2 ReKOmMENaSI ....cc.eeviriiiriiiiiiiiieceect et 189
DAFTAR PUSTAKA 193
LAMPIRAN....cccevueruenrecrecrensensees 213

Xii



Tabel

AR W LW W W W LW WWWWWWWNNNPDNPNNE— -

OO0 AN NDEDWND— NN DA WND R~ W~

N — = = = =
W N == O

DAFTAR TABEL
Judul

Trend Pertumbuhan Berbagai Industri di Indonesia Tahun 2019-2024
Top 10 Properti Indonesia Tahun 2022 - 2024 ..........ccceeeevvveecrieenieens
Property Website Matrics Performance 2024 ...........ccceeeeveevencenaneane.
Sitasi Atas Definisi Intention To Buy Property Menurut Para Ahli.....
Pengukuran Intention To Buydalam Penelitian Terdahulu...................
Sitasi Atas Definisi Virtual Reality Quality Menurut Para Ahli .........
Pengukuran Virtual Reality Menurut Para Ahli ...........cccooevveviennnnnen.
Sitasi Definisi Immersion Menurut Para Ahli ...
Pengukuran Immersion Menurut Para Ahli.........ccccooevevviiniiiiiennnnnen.
Operasionalisasi Variabel ..........ccccvieiiieiiiiieiiiecieeeeeee e
Jenis Dan Sumber Data..........cccoeoeiiiiiiiinieieeeeee e
Jumlah Populasi Penelitian............cccoooeeiiiiiiiiiiniiiiieeeeeeen
Ukuran Sampel Minimal Dan Jumlah Variabel ............ccccoooeninnnien.
Distribusi Sampel Penelitian ............ccccoeeeeriiiiieniieniiiieieeeeeeeen
Hasil Pengujian Validitas Variabel X1 (Virtual Reality Quality) ........
Hasil Pengujian Validitas Variabel X2 (Immersion)............cccccucu....
Hasil Pengujian Validitas Variabel Y (Intention To Buy Property).....
Hasil Pengujian Reliabilitas.........ccccoviieiieniiiiiiiiieeeeeeee,
SKOT AIETNALIT ..ot
Tabel Tabulasi Silang (Cross Tabulation)..............cccceeceevceevvennennen.
ANalisis DesKriptif........ccoooieiiiiiiiieiieiie e
Indikator Pengujian Kesesuaian Model...........cccooceeiiiiiiiniinicenienen.
Profil Perusahaan Properti Indonesia ............ccecceeeviieeicieencieeniieee,
Karakteristik Responden Followers Instagram Perusahaan Properti
Indonesia yang Menggunakan Fitur Virtual Reality Properti Di
Website Perusahaan Properti Berdasarkan Jenis Kelamin Dan Usia....
Karakteristik Responden Followers Instagram Perusahaan Properti
Indonesia yang Menggunakan Fitur Virtual Reality Property di
Website Perusahaan Properti Berdasarkan Status Dan Pendidikan
TETAKNIT ..o
Karakteristik Responden Followers Instagram Perusahaan Properti
Indonesia yang Menggunakan Fitur Virtual Reality Property di
Website PerusahaanProperti Berdasarkan Asal Tinggal Dan
PeKerjaan .......cooiiiiiiie e e e
Karakteristik Responden Followers Instagram Perusahaan Properti
Indonesia yang Menggunakan Fitur Virtual Reality Property di
Website Perusahaan Properti Berdasarkan Rata-Rata Penghasilan
Per-Bulan ..o
Pengalaman Responden Berdasarkan Pengunaan Fitur Virtual Reality
di website Perusahaan Properti Indonesia ..........cccceeevveeriveencieeenieeenee.
Pengalaman Responden Website Perusahaan Properti Indonesia
Berdasarkan Durasi Menggunakan Fitur Virtual Reality Properti........

Xiii

Hal

18
19
25
27
34
35
49
55
56
57
59
64
65
66
68
69
70
72
84
&9

92

94

97



4.8

4.9

4.12

4.13

4.14

N

17

.18
.19
.20
.21
.22

N

n

.23

n

.24
.25

~

.30
.31
.32
.33

A~ A DhDb

Pengalaman Responden Website Perusahaan Properti Indonesia
Berdasarkan Alasan Paling Menarik dalam Menggunakan Fitur
VIFEUAL REALILY ...t et
Tanggapan Pengguna Fitur Virtual Reality terhadap Dimensi
VISUGLIZATION ...t
Tanggapan Pengguna Fitur Virtual Reality terhadap Dimensi

ROALISI ...t
Tanggapan Pengguna Fitur Virtual Reality terhadap Dimensi System
POrfOrMANCE ...ttt
Tanggapan Pengguna Fitur Virtual Reality terhadap Dimensi

POISENCE ...t
Tanggapan Pengguna Fitur Virtual Reality terhadap Dimensi
TREEFACHIVEY ..ottt e
Tanggapan Pengguna Fitur Virtal Reality terhadap Dimensi
Perceived ENjOYMENL ..........cc.ooveueieiiiiiiiiesiieeeite et siaeesiee e
Tanggapan Pengguna Fitur Virtual Reality terhadap Dimensi Trust In
VR e e ettt sttt a et saeen
Tanggapan Pengguna Fitur Virtual Reality terhadap Dimensi
Emotional INVOIVement ................cccoccuevoueivoeiniiiniiiiiiniceeeeeeeeeee e
Tanggapan Pengguna Fitur Virtual Reality terhadap Dimensi
Perceived Value..............ccoooooviiiiiiiiiiiiiiiiiiiiiiieeeeec e
Hasil Uji NOrmalitas ..........coceeveeriiniiiiiniiniiiieeicnecieseeieeee e
Hasil Pengujian QUETIErS...........ccueecueeeieeciieiiieiieeie ettt ns
Sample Correlation MAtFiX.............ccocoeeeieiieaiieiiieiieeee et
Hasil Pengujian Estimasi Measurement Model............ccccooeveeviveennnnns
Validitas Dan Reliabilitas Model 1 CFA Konstruk Eksogen Virtual
Reality QUALILY .........coueeveiviiiiiiiiiiiiciestet et
Hasil Evaluasi Goodness Of Fit Model 2 CFA untuk Konstruk
Eksogen Virtual Reality QUality .............ccceveveinieiiniieniiiinieneeiennns
Validitas Dan Reliabilitas Model CFA Konstruk Eksogen Immersion..
Hasil Evaluasi Goodness Of Fit Model CFA untuk Konstruk

EKSOZEN TMMEFSION ...ttt
Validitas Dan Reliabilitas Model CFA Konstruk Endogen Infention
TO BUY PFOPDEFLY...ccooeieiieiiieeeeee ettt st
Hasil Evaluasi Goodness Of Fit Model CFA untuk Konstruk Endogen
Intention 10 BUY PrOPEILY .......couuveueeiieeiiieeeeiiiee et eeeee e
Hasil Estimasi Full Model 1 Pengaruh Virtual Reality Quality Melalui
Immersion Terhadap Intention to Buy Property ..........ccceeeveeevueeecunennns
Hasil Evaluasi Goodness Of Fit Full Model Pengukuran Pengaruh
Virtual Reality Quality Melalui Immersion terhadap Intention to Buy
PrOPDEFTY ..o
Analisis Uji Hipotesis Full Model...........cooovveeiiieiiiieiieecie e,
Standardized INdirect Effect ...............ccoovvvieviieiieniieiienieeiiesie e,
Standardized Indirect Effect Two Tailed Significance ..........................
Implied Correlation Matrix Off All Variabels.................ccccccveeeennnnne.

Xiv



4.34

Hubungan Total Pengaruh Virtual Reality Quality melalui Immersion
Terhadap Intention to Buy Property ..........oucceeecceeeeceeeeiieeecieeeceeenes

XV



Gambar

1

MhbbbLbL =

1
2
3
4
5
6
7

2.10
2.11

W W W W
WD B W N

AW W W W
— O 00 3 O

Rl
W N

4.4

DAFTAR GAMBAR
Judul

Penjualan Properti Di Indonesia Tahun 2019 —2024...........cccceevenenee.
Model Of Digital Consumer Decision MakKing ...........cccccevveveeiennenne.
Model Stimulus-Organism- RESPONSE .........c.occeeeeeeeceeecienireeneenveenanens
Model BUYING TRIENLION ..........ooeeeeeeieeieeeieeiieeieesieeeee e eee e eae e
Model Behavior Intention To Purchase Real Estate.............................
Model Virtual Experience In Marketing ................ccccooeevveecveneenveennnnn.
Model Virtual EXPerienCe ..............cueeeeecueeeeeeiieenieeieesieeeieeenseenvesnnens
Model Fidelity Evaluation Of Immersive Virtual Reality

Model Categories, Stages, Moderators And Involvement Levels In
The IMmMerSiON PFOCESS ........cccoueeeueeiieeieeiieeie et
Model Immersion Experience In Extended Reality ...............................
Model Immersive EXPErience .............ccueeevueeecveeecveeeiieeeiieeeeveeeeveesnns
Kerangka Penelitian Pengaruh Virtual Reality Quality Melalui
Immersion Terhadap Intention To Buy Property..........cccccueceeevenenne.
Paradigma Penelitian Pengaruh Virtual Reality Quality Dan
Immersion Terhadap Intention To Buy Property..........cccccueeeevennenne.
Garis Kontinum Penelitian Virtual Reality Quality, Immersion Dan
Intention To Buy Property ...........ooveieeiieiiieeiiniieeiieieeeeseee e
Model Pengukuran Virtual Reality QUality ...........ccoeeeeueeeeveeencuiennnnanns
Model Pengukuran Immersion.............cccueeeeueeecueeeniieenieeenieeeeieesnieeens
Model Pengukuran Intention To Buy Property............ccceeeceeeeceveeennann.
Model Struktural Pengaruh Virtual Reality Dan Immerson Pada
Intention To Buy Property ........ueeiieeceeeeeiiieeeeiieeeeeieeeeeneeee e
Diagram Jalur HIpotesis 1 .......cccveeiiieriiieiiieeiieeeeeee e
Diagram Jalur HIpotesis 2 ......ccccuieeiieeeiiiiiiiieeeiieeeiee e
Diagram Jalur HIpotesis 3 .......cccvieiiieeiiiiiiieeeiieceee e e
Diagram Jalur HIpotesis 4 .......ccvveeiiieeiiieeiieeciie e s
Tanggapan Pengguna Fitur Virtual Reality Properti yang Merupakan
Followers Instagram Perusahaan Properti Indonesia terhadap

Virtual Reality QUALTIEY...........ccooeeeuveeeiieeieeeeeeeee e
Garis Kontinum Variabel Virtual Reality Quality ..............cccooeuveneenne..
Tanggapan Pengguna Fitur Virtual Reality Properti yang Merupakan
Followers Instagram Perusahaan Properti Indonesia terhadap

TIUI@TSTON oo e e e e ee e e eeas

Garis Kontinum Variabel Immersion ..........ccccoeveveeeeeeeieieeeeeneneeenenananane.

XVvi

32

38
39
40

44

45

73
75
75
76

77
87
87
87
88



—_— O 00 1 O\

El e el
— o

Tanggapan Pengguna Fitur Virtual Reality Properti yang Merupakan
Followers Instagram Perusahaan Properti Indonesia terhadap

Intention 10 Buy Property ...........cccueeceeecieeiiieeiieeeceeeeee e 125
Garis Kontinum Variabel Intention to Buy Property...............cccuuue..... 128
Spesifikasi Model ........coouviiiieiieiiieiiece e 141
Model Pengukuran Konstruk Eksogen Virtual Reality Quality ............ 144
Model Pengukuran Konstruk Eksogen Immersion..................c..c....... 147
Model Pengukuran Konstruk Endogen Intention to Buy Property........ 150
Full Model Pengaruh Virtual Reality Quality melalui Immersion

Terhadap Intention to Buy Property .........ccouceeeeeeeeeceeeeceeeeeeeeeveeennns 152

xvil



DAFTAR PUSTAKA

Abdillah, H. A., & Pradana, B. I. (2023). Pengaruh Social Media Marketing Terhadap
Purchase Intention Dengan Brand Awareness Sebagai Mediasi. Jurnal
Manajemen Pemasaran Dan ..., 1-15.
https://jmppk.ub.ac.id/index.php/jmppk/article/view/139

Abu-Alkeir, N. 1. (2020). Factors Influencing Consumers Buying Intentions Towards
Electric Cars: The Arab Customers’ Perspective. International Journal of
Marketing Studies, 12(2), 127. https://doi.org/10.5539/ijms.v12n2p127

Adegoke, A. S., Oladokun, T. T., Ayodele, T. O., Agbato, S. E., Jinadu, A. D., &
Olaleye, S. O. (2022). Analysing the criteria for measuring the determinants of
virtual reality technology adoption in real estate agency practice in Lagos: a
DEMATEL method. Property Management, 40(3), 285-301.
https://doi.org/10.1108/PM-05-2021-0035

Agustin, C. A., & Hellianto, G. R. (2020). Pengaruh Reputasi Terhadap Minat Beli
Produk Skincare di Shopee. Business Economic, Communication, and Social
Sciences (BECOSS) Journal, 2(1), 39-52.
https://doi.org/10.21512/becossjournal.v2i1.6050

Ahmadizad, A. (2023). The Effect of Advertising through Smartphones on
Consumers ' Purchase Intention to Buy from Companies Provided Online
Services. 2(2), 79-104.

AL-Nahdi, T. S., Habib, S. A., & Abbaas Albdour, A. (2015). Factors Influencing the
Intention to Purchase Real Estate in Saudi Arabia: Moderating Effect of
Demographic Citizenship. International Journal of Business and Management,
10(4), 35-48. https://doi.org/10.5539/ijbm.v10n4p35

Al-Rimawi, T., & Nadler, M. (2024). Leveraging Smart City Technologies for
Enhanced Real Estate Development: An Integrative Review. Smart Cities, 7.

Alcaiiiz, M., Bigné¢, E., & Guixeres, J. (2019). Virtual reality in marketing: A
framework, review, and research agenda. Frontiers in Psychology, 10(JULY),
1-15. https://doi.org/10.3389/fpsyg.2019.01530

Alghizzawi, M., Zahran, 1., Sokkar, A. Al, & Alfraihat, S. F. (2025). Exploring the

193



194

Multifaceted Impact of Augmented Reality Applications Across Industries and
Consumer Behavior. March. https://doi.org/10.4018/979-8-3373-0710-7.ch019

Alkhaldy, A. A., Alhumaidan, O. A., Alkhunein, S. M., Alkhalaf, M. M., Bookari, K.
A., & Arrish, J. M. (2023). The Impact of the COVID-19 Pandemic on Public
Interest in the Energy Labelling on Restaurant Menus. Nutrients, 15(2).
https://doi.org/10.3390/nu15020466

Allen, M. T., Rutherford, J., Rutherford, R., & Yavas, A. (2015). Conflicts of Interest
in Residential Real Estate Transactions : New Evidence. University of
Wisconsin-Madison Working Paper, 608, 1-41.

Almeida, C. S. de, Miccoli, L. S., Andhini, N. F., Aranha, S., Oliveira, L. C. de,
Artigo, C. E., Em, A. A.R., Em, A. A. R., Bachman, L., Chick, K., Curtis, D.,
Peirce, B. N., Askey, D., Rubin, J., Egnatoff, D. W. J., Uhl Chamot, A., El-
Dinary, P. B., Scott, J.; Marshall, G., Prensky, M., ... Santa, U. F. De. (2016).
No FENREREFILE L-AEESKRE ST 5 EEBEREZRICET
% o EEE 2 Title. In Revista Brasileira de Linguistica Aplicada (Vol. 5,
Issue 1).
https://revistas.uftj.br/index.php/rce/article/download/1659/1508%0Ahttp://hipat
iapress.com/hpjournals/index.php/qre/article/view/1348%5Cnhttp://www.tandfo
nline.com/doi/abs/10.1080/09500799708666915%5Cnhttps://mckinseyonsociety
.com/downloads/reports/Educa

Aslam, B., & Karjaluoto, H. (2017). Digital advertising around paid spaces, E-
advertising industry’s revenue engine: A review and research agenda. In
Telematics and Informatics (Vol. 34, Issue 8, pp. 1650-1662). Elsevier Ltd.
https://doi.org/10.1016/j.tele.2017.07.011

Azmi, A., & Ibrahim, R. (2023). Metaverse for Real Estate Marketing : The Impact of
Virtual Reality on Satisfaction , Perceived Enjoyment and Purchase Intention.
1-21.

Azmi, A., Ibrahim, R., Abdul Ghafar, M., & Rashidi, A. (2022). Smarter real estate
marketing using virtual reality to influence potential homebuyers’ emotions and

purchase intention. Smart and Sustainable Built Environment, 11(4), 870-890.



195

https://doi.org/10.1108/SASBE-03-2021-0056

Badar, M. M. (2021). The Effect of Brand Image on Product Purchase Intention with
Customer Satisfaction as A Mediation Variable (Study of Semen Gresik
Consumer in East Java). Jurnal llmiah Mahasiswa FEB UB, 3(2).
https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/7516

Bambang Budhijana, R. (2023). The Factors Influence On The Intention To Buy
Halal Food Products In Indonesia. Journal of Namibian Studies, 35, 35.

Barykin, S. Y., Kapustina, I. V., Kirillova, T. V., Yadykin, V. K., & Konnikov, Y. A.
(2020). Economics of digital ecosystems. Journal of Open Innovation:
Technology, Market, and Complexity, 6(4), 1-16.
https://doi.org/10.3390/joitmc6040124

Bhovichitra, D. P., & Shrestha, M. A. (2023). The Impact of Virtual Reality
Technology Characteristics on Purchase Intention in Luxury Fashion amidst
Millennials in Thailand. Journal of Economics, Finance and Management
Studies, 06(02), 854-860. https://doi.org/10.47191/jefms/v6-12-29

Blumenthal, V. (2020). Consumer immersion in managed visitor attractions: The role
of individual responses and antecedent factors. Scandinavian Journal of
Hospitality and Tourism, 20(1), 4-27.
https://doi.org/10.1080/15022250.2020.1725624

Blumenthal, V., & Jensen, 0. (2019a). Consumer immersion in the experiencescape
of managed visitor attractions : The nature of the immersion process and the role
of involvement. Tourism Management Perspectives, 30(February), 159—-170.
https://doi.org/10.1016/5.tmp.2019.02.008

Blumenthal, V., & Jensen, @. (2019b). Consumer immersion in the experiencescape
of managed visitor attractions: The nature of the immersion process and the role
of involvement. Tourism Management Perspectives, 30(February), 159—-170.
https://doi.org/10.1016/5.tmp.2019.02.008

Calvo-Porral, C., Rivaroli, S., & Orosa-Gonzalez, J. (2021). The influence of
celebrity endorsement on food consumption behavior. Foods, 10(9), 1-16.

https://doi.org/10.3390/foods 10092224



196

Caru, A., & Cova, B. (2006). How to facilitate immersion in a consumption
experience : Appropriation operations and service elements. 14(February), 4—
14. https://doi.org/10.1002/cb.30

Chang, S., & Suh, J. (2025). The Impact of VR Exhibition Experiences on Presence,
Interaction, Immersion, and Satisfaction: Focusing on the Experience Economy
Theory (4Es). Systems, 13(1). https://doi.org/10.3390/systems13010055

Chau, N. T. T. (2024). Modeling the Factors Influencing Real Estate Purchase
Intention and Decision in Vietnam: A PLS-SEM Approach in the Context of
COVID-19. Journal of Logistics, Informatics and Service Science, 11(4), 498—
515. https://doi.org/10.33168/JLISS.2024.0430

Chia, Julius, Amran Harun, Abdul Wahid Mohd Kassim, David Martin, N. K. (2016).
Understanding Factors That Influence House Intention Among Consumer in
Kota Kinabalu: An Appliaction Of Buyer Behavior Model Theory. Journal of
Technology Management and Business, 03(02), 1-257.
https://doi.org/10.1093/acprof:0s0/9780199695225.003.0021

Chitchanok Chamnankit, Jintanee Ru-Zhue, & Somnuk Aujirapongpan. (2023).
Buying behavior of Japanese second-hand furniture: Online channels; Facebook
and Instagram. GSC Advanced Research and Reviews, 16(2), 061-068.
https://doi.org/10.30574/gscarr.2023.16.2.0336

Cleft, T. (2014). Exploratory data analysis in business and economics: An
introduction using spss, stata, and excel. In Exploratory Data Analysis in
Business and Economics: An Introduction Using Spss, Stata, and Excel.
https://doi.org/10.1007/978-3-319-01517-0

Dang, V. H., & Bui, H. Van. (2022). Predicting intention to buy real estate for
investment in Da Lat city, Vietnam, with an extended theory of planned
behavior. Science and Technology Development Journal, 25(2), 2418-2423.
https://doi.org/10.32508/std}.v2512.3296

Dang Vu, H. N., & Nielsen, M. R. (2022). Understanding determinants of the
intention to buy rhino horn in Vietnam through the Theory of Planned Behaviour

and the Theory of Interpersonal Behaviour. Ecological Economics,



197

195(December 2021), 107361. https://doi.org/10.1016/j.ecolecon.2022.107361

Dwivedi, Y. K., Hughes, L., Baabdullah, A. M., Ribeiro-Navarrete, S., Giannakis,
M., Al-Debei, M. M., Dennehy, D., Metri, B., Buhalis, D., Cheung, C. M. K.,
Conboy, K., Doyle, R., Dubey, R., Dutot, V., Felix, R., Goyal, D. P.,
Gustafsson, A., Hinsch, C., Jebabli, L., ... Wamba, S. F. (2022). Metaverse
beyond the hype: Multidisciplinary perspectives on emerging challenges,
opportunities, and agenda for research, practice and policy. International
Journal of Information Management, 66(July), 102542.
https://doi.org/10.1016/].ijinfomgt.2022.102542

Erensoy, A., Mathrani, A., Schnack, A., Elms, J., & Baghaei, N. (2024). Consumer
behavior in immersive virtual reality retail environments: A systematic literature
review using the stimuli-organisms-responses (S-O-r) model. Journal of
Consumer Behaviour, July. https://doi.org/10.1002/cb.2374

Erragcha, N., & Romdhane, R. (2014). New Faces of Marketing In The Era of The
Web: From Marketing 1.0 To Marketing 3.0. Journal of Research in Marketing,
2(2), 137. https://doi.org/10.17722/jorm.v212.46

Errajaa, K., Legohérel, P., & Daucé¢, B. (2018). Journal of Retailing and Consumer
Services Immersion and emotional reactions to the ambiance of a multiservice
space : The role of perceived congruence between odor and brand image.
Journal of Retailing and Consumer Services, 40(August 2017), 100-108.
https://doi.org/10.1016/j.jretconser.2017.08.016

Erwin, E. (2024). PEMASARAN DIGITAL (Teori dan Implementasi) (Issue January).
https://www.researchgate.net/publication/377638698

Fang, J., Tang, L., Yang, J., & Peng, M. (2019). Social interaction in MOOCs: The
mediating effects of immersive experience and psychological needs satisfaction.
Telematics and Informatics, 39(January), 75-91.
https://doi.org/10.1016/].tele.2019.01.006

Farzin, M., Shababi, H., Shirchi Sasi, G., Sadeghi, M., & Makvandi, R. (2023). The
determinants of eco-fashion purchase intention and willingness to pay. Spanish

Journal of Marketing - ESIC, 27(3), 348-366. https://doi.org/10.1108/SIME-07-



198

2022-0158

Fatimah, A., Ali, M., & Chohan, A. R. (2024). Gender Dynamics in Real Estate
Entrepreneurship Empowering FemRestate for Sustainable Development.
International Journal of Trends and Innovations in Business & Social Sciences,
2(1), 87-97. https://doi.org/10.48112/tibss.v2i1.650

Frandi, T., Ongky Alex Sanderl, Soesilo, F., Riza, F., & Sidarta, E. (2023). The
Impact of Innovation, Brand Image, and Social Media Marketing on Menantea
Purchase Intention. International Journal of Application on Economics and
Business, 1(3), 1590-1602. https://doi.org/10.24912/ijaeb.v1i3.1590-1602

Garrido, L. E., Frias-Hiciano, M., Moreno-Jiménez, M., Cruz, G. N., Garcia-Batista,
Z. E., Guerra-Pena, K., & Medrano, L. A. (2022). Focusing on cybersickness:
pervasiveness, latent trajectories, susceptibility, and effects on the virtual reality
experience. Virtual Reality, 26(4), 1347-1371. https://doi.org/10.1007/s10055-
022-00636-4

Ghalati, S. K., Rahimi, M., & Keshavarz, S. (2023). Journal of System Management
(JSM) The Impact of Virtual Reality Technology on Creating the Attitude and
Understanding of Customers towards the Property and Service Provider in the
Real Estate Consulting Division. 9(3), 107-119.
https://doi.org/10.30495/JSM.2023.1975237.1731

Ghozali. (2015). Metodologi Penelitian Structural Equation Modeling - Partial Least
SquaresNo Title. November. https://doi.org/10.13140/RG.2.2.15759.71849

Ghozali, 1. (2014). Model Persamaan Struktural. Konsep dan Aplikasi dengan
Program AMOS 24. Update Bayesian SEM. Badan Penerbit Universitas
Diponegoro.

Godovykh, M., Baker, C., & Fyall, A. (2022). VR in Tourism: A New Call for
Virtual Tourism Experience amid and after the COVID-19 Pandemic. Tourism
and Hospitality, 3(1), 265-275. https://doi.org/10.3390/tourhosp3010018

Gongalves, G., Meirinhos, G., Melo, M., & Bessa, M. (2023). Correlational study on
novelty factor, immersive tendencies, purchase intention and memory in

immersive VR e-commerce applications. Scientific Reports, 13(1), 1-10.



199

https://doi.org/10.1038/s41598-023-36557-8

Gumasing, M. J. J., & Niro, R. H. A. (2023). Antecedents of Real Estate Investment
Intention among Filipino Millennials and Gen Z: An Extended Theory of
Planned Behavior. Sustainability (Switzerland), 15(18).
https://doi.org/10.3390/sul51813714

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

Hansen, A. H., & Mossberg, L. (2017). Tour guides’ performance and tourists’
immersion: facilitating consumer immersion by performing a guide plus role.
Scandinavian Journal of Hospitality and Tourism, 17(3), 259-278.
https://doi.org/10.1080/15022250.2016.1162347

Hathaway, D. (2015). The use of immersive technologies to improve consumer
testing: the impact of multiple immersion levels on data quality and panelist
engagement for the evaluation of cookies under a preparation-based scenario.
1-68.

Horani, L. F., & Dong, L. (2023). Understanding sustainable purchase intention of
smartphone users interface: Evidence from China. Frontiers in Psychology,
14(March). https://doi.org/10.3389/fpsyg.2023.1122801

Hu Au, E., & Lee, J. J. (2017). Virtual reality in education: a tool for learning in the
experience age. International Journal of Innovation in Education, 4(4), 215.
https://doi.org/10.1504/1j11e.2017.10012691

Huang, R., & Zhao, L. (2022). Investigating User-generated Short Videos: The
Impacts of Perceived Fit and Perceived Novelty on Immersion and Consumer
Surprise. CEUR Workshop Proceedings, 2962.

Huang, T. L., Mathews, S., & Chou, C. Y. (2019). Enhancing online rapport
experience via augmented reality. Journal of Services Marketing, 31(7), 851—
865. https://doi.org/10.1108/JSM-12-2018-0366

Hubbard, T. D. (2025). Transforming business education: the impact of virtual reality

on learning outcomes in case studies. Frontiers in Virtual Reality, 6(March), 1—



200

9. https://doi.org/10.3389/frvir.2025.1461690

Hudson, S., Matson-Barkat, S., Pallamin, N., & Jegou, G. (2019). With or without
you? Interaction and immersion in a virtual reality experience. Journal of
Business Research, 100, 459—468. https://doi.org/10.1016/.jbusres.2018.10.062

Ibrahim, F. A., Ishak, N., Woon, J. K. Y., Boying, W., Shafiei, M. W. M., Ismalil, R.,
& Razak, R. A. (2023). Virtual Technology (VR) Attractiveness Attributes in
Influencing House Buyers’ Intention to Purchase. Journal of Advanced Research
in Applied Sciences and Engineering Technology, 29(2), 126—134.
https://doi.org/10.37934/araset.29.2.126134

Id, T. H. (2022). Factors affecting clothing purchase intention in mobile short video
app : Mediation of perceived value and immersion experience. 1-18.
https://doi.org/10.1371/journal.pone.0273968

Islam, M. A., Saidin, Z. H., Ayub, M. A., & Islam, M. S. (2022). Modelling
behavioural intention to buy apartments in Bangladesh: An extended theory of
planned behaviour (TPB). Heliyon, 8(9), e10519.
https://doi.org/10.1016/j.heliyon.2022.e10519

Israel, K., Zerres, C., Tscheulin, D. K., Buchweitz, L., & Korn, O. (2019). Presenting
Your Products in Virtual Reality: Do not Underestimate Cybersickness. Lecture
Notes in Computer Science (Including Subseries Lecture Notes in Artificial
Intelligence and Lecture Notes in Bioinformatics), 11588 LNCS, 206-224.
https://doi.org/10.1007/978-3-030-22335-9 14

Jadil, Y., Rana, N. P., & Dwivedi, Y. K. (2022). Understanding the drivers of online
trust and intention to buy on a website: An emerging market perspective.
International Journal of Information Management Data Insights, 2(1), 100065.
https://doi.org/https://doi.org/10.1016/j.jjimei.2022.100065

Jeon, J. E. (2021). The Effects of User Experience-Based Design Innovativeness on
User— Metaverse Platform Channel Relationships in South Korea. Journal of
Distribution Science, 19(11), 81-90.
https://doi.org/10.15722/jds.19.11.202111.81

Kabir, S., Jamal, Z. B., & Kairy, B. P. (2023a). How much to invest for house



201

purchase? The consumer purchase intention perspective of real estate investment
decision. International Journal of Housing Markets and Analysis, February.
https://doi.org/10.1108/IJHMA-10-2022-0151

Kabir, S., Jamal, Z. B., & Kairy, B. P. (2023b). How much to invest for house
purchase? The consumer purchase intention perspective of real estate investment
decision. International Journal of Housing Markets and Analysis.
https://doi.org/10.1108/IJTHMA-10-2022-0151

Kalwani, M. U., & Silk, A. J. (1981). On The Reliability and Predective Validity of
Purchase Intention Measures (pp. 243—-286).
https://www.mbaskool.com/business-concepts/marketing-and-strategy-
terms/10976-purchase-intention.html

Kandaurova, M., & Lee, S. H. (Mark). (2019). The effects of Virtual Reality (VR) on
charitable giving: The role of empathy, guilt, responsibility, and social
exclusion. Journal of Business Research, 100(October), 571-580.
https://doi.org/10.1016/j.jbusres.2018.10.027

Kang, H. J., Shin, J. hye, & Ponto, K. (2020). How 3D Virtual Reality Stores Can
Shape Consumer Purchase Decisions: The Roles of Informativeness and
Playfulness. Journal of Interactive Marketing, 49, 70-85.
https://doi.org/10.1016/j.intmar.2019.07.002

Kao, Y., Huang, L., & Wu, C. (n.d.). Effects of Theatrical Elements on Experiential
Quality and Loyalty Intentions for Theme Parks Effects of Theatrical Elements
on Experiential Quality and Loyalty Intentions for Theme Parks. September
2013, 37-41. https://doi.org/10.1080/10941660802048480

Kim, M. J,, Lee, C. K., & Jung, T. (2020). Exploring Consumer Behavior in Virtual
Reality Tourism Using an Extended Stimulus-Organism-Response Model.
Journal of Travel Research, 59(1), 69-89.
https://doi.org/10.1177/0047287518818915

Kim, S. J., Laine, T. H., & Suk, H. J. (2021). Presence effects in virtual reality based
on user characteristics: Attention, enjoyment, and memory. Electronics

(Switzerland), 10(9). https://doi.org/10.3390/electronics 10091051



202

Laha, B., Bowman, D. A., & Socha, J. J. (2014). Effects of VR system fidelity on
analyzing isosurface visualization of volume datasets. /[EEE Transactions on
Visualization and Computer Graphics, 20(4), 513-522.
https://doi.org/10.1109/TVCG.2014.20

Le-Hoang, P. V. (2021). Behavior Intention To Purchase Real Estate: An Empirical
Study In Ho Chi Minh City. Independent Journal of Management & Production,
12(1), 080—094. https://doi.org/10.14807/ijmp.v12i1.1262

Lee, H. (2020). A Conceptual Model of Immersive Experience in Extended Reality.
Preprint, 1-23. https://doi.org/10.31234/osf.io/sefkh

Lee, H. K., Yoon, N., & Choi, D. (2022). The effect of touch simulation in virtual
reality shopping. Fashion and Textiles, 9(1). https://doi.org/10.1186/s40691-
022-00312-w

Lee, W. 1., Cheng, S. Y., & Shih, Y. T. (2017). Effects among product attributes,
involvement, word-of-mouth, and purchase intention in online shopping. 4sia
Pacific Management Review, 22(4), 223-229.
https://doi.org/10.1016/j.apmrv.2017.07.007

Legowo, M. B., Indiarto, B., & Prayitno, D. (2022). A CONCEPTUALIZATION OF
THE SME DIGITALIZATION MODEL TO SUPPORT THE " SME-GO
DIGITAL " PROGRAM IN INDONESIA. 8(3), 421-429.

Leite, A., Rodrigues, A., Ribeiro, A. M., & Lopes, S. (2024). Contribution of Social
Media Addiction on Intention to Buy in Social Media Sites. Digital, 4(1), 169—
181. https://doi.org/10.3390/digital4010008

Leveau, P. H., & Camus, et S. (2023). Embodiment, immersion, and enjoyment in
virtual reality marketing experiences. Psychology and Marketing, 40(7), 1329—
1343. https://doi.org/10.1002/mar.21822

Li, J., Wider, W., Ochiai, Y., & Fauzi, M. A. (2023). A bibliometric analysis of
immersive technology in museum exhibitions: exploring user experience.
Frontiers in Virtual Reality, 4(September), 1-16.
https://doi.org/10.3389/frvir.2023.1240562

Lin, B., & Shen, B. (2023). Study of Consumers’ Purchase Intentions on Community



203

E-commerce Platform with the SOR Model: A Case Study of China’s
“Xiaohongshu” App. Behavioral Sciences, 13(2).
https://doi.org/10.3390/bs13020103

Liu, Y., Jiang, C., & Zhao, H. (2019). Assessing product competitive advantages
from the perspective of customers by mining user-generated content on social
media. Decision Support Systems, 123(June), 113079.
https://doi.org/10.1016/j.dss.2019.113079

Lu, X., & Hsiao, K. L. (2022). Effects of diffusion of innovations, spatial presence,
and flow on virtual reality shopping. Frontiers in Psychology, 13(August), 1-10.
https://doi.org/10.3389/fpsyg.2022.941248

Lyons, J. B., Hamdan, L. aldin, & Vo, T. Q. (2023). Explanations and trust: What
happens to trust when a robot partner does something unexpected? Computers in
Human Behavior, 138(September 2022), 107473.
https://doi.org/10.1016/j.chb.2022.107473

Malhotra, N. K. (2015). Essentials of Marketing Research (Global Edi). Pearson
Education Limited.

Malhotra, N. K., Birks, D. F., & Nunan, D. (2020). Marketing Research: Applied
Insight, Sixth Edition. In Pearson UK (Vol. 7).

Marsela, T., & Kurniawati, K. (2024). Faktor-Faktor Yang Memengaruhi Intensi
Konsumen Untuk Membeli Rumah Subsidi. Jurnal lImiah Manajemen,
Ekonomi, & Akuntansi (MEA), 8(1), 2420-2438.
https://doi.org/10.31955/mea.v811.3978

Mcgowin, G., & Fiore, S. M. (2024). Mind the Gap Advancing Immersion in Virtual
Reality — Factors , Measurement , and Research Opportunities.
https://doi.org/10.1177/10711813241278833

Michael, L. K., KV, S., Hungund, S. S., & Fernandes, M. (2022). Factors influencing
adoption of electric vehicles—A case in India. Cogent Engineering, 9(1).
https://doi.org/10.1080/23311916.2022.2085375

Minh Ly Duc, Le Vu Duc Anh, Le Thanh Duy, Huynh Hai Dang, & Nguyen Hoang

Tuan. (2023). Factors Influencing Gen-Z’s Intention to Buy Green Cosmetics in



204

Ho Chi Minh City, Vietnam. International Journal of Engineering Technology
and Management Sciences, 7(5), 248-259.
https://doi.org/10.46647/ijetms.2023.v07105.029

Mirza Ali Khan, F. (2020). The Effects of Vr on Consumer Attitudes — Lessons from
Implementing Vr Technologies in Real Estate Marketing. PODT - Global.
https://www.proquest.com/dissertations-theses/effects-vr-on-consumer-attitudes-
lessons/docview/2431053644/se-2?accountid=10218%0Ahttps://www.ub.uni-
koeln.de/openurl?url ver=739.88-
2004&rft_val fmt=info:ofi/fmt:kev:mtx:dissertation&genre=dissertations&sid=

Moslehpour, M., Ismail, T., Purba, B., & Wong, W. K. (2022). What makes go-jek go
in indonesia? The influences of social media marketing activities on purchase
intention. Journal of Theoretical and Applied Electronic Commerce Research,
17(1), 89—103. https://doi.org/10.3390/jtaer17010005

Mulders, M., Buchner, J., & Kerres, M. (2020). A Framework for the Use of
Immersive Virtual Reality in Learning Environments. International Journal of
Emerging Technologies in Learning, 15(24), 208-224.
https://doi.org/10.3991/ijet.v15i24.16615

Muslichah, 1., & Ibrahim, K. A. (2021). Antecedents of Intention to Buy Non-Muslim
Halal Fast Foods: Evidence from the Biggest Muslim Population Country. JBTT :
Jurnal Bisnis : Teori Dan Implementasi, 12(2), 115-128.
https://doi.org/10.18196/jbti.v12i2.12759

Nabilah, P., Mhd, Y., & Nurbaiti. (2021). Revolusi Industri 4.0 : Peran Teknologi
Dalam Eksistensi Penguasaan Bisnis Dan Implementasinya. Jpsb, 9(2), 91-98.

Najlaa, M. H. F. M. K. Y., Zainal, A. I. S., & Rezha, N. A. (2021). DEVELOPMENT
OF VIRTUAL REALITY TECHNOLOGY: HOME TOUR FOR REAL ESTATE
PURCHASE DECISION MAKING. 1(1), 85-93.

Nguyen, T. B. T., Le, T. B. N., & Chau, N. T. (2023). How VR Technological
Features Prompt Tourists’ Visiting Intention: An Integrated Approach.
Sustainability (Switzerland), 15(6), 1-20. https://doi.org/10.3390/sul5064765

Nieradka, P. (2019). Using virtual reality technologies in the real estate sector.



205

Annales Universitatis Mariae Curie-Sktodowska, Sectio H— Oeconomia, 53(2),
45. https://doi.org/10.17951/h.2019.53.2.45-53

Nikmatur, R. (2017). Proses Penelitian, Masalah, Variabel dan Paradigma Penelitian.
Jurnal Hikmah, 14(1), 63.

Ning, H., Wang, H., Lin, Y., Wang, W., Dhelim, S., Farha, F., Ding, J., &
Daneshmand, M. (2021). 4 Survey on Metaverse: the State-of-the-art,
Technologies, Applications, and Challenges. November.
https://doi.org/10.48550/arXiv.2111.09673

Njo, A., & Sugeng, K. (2023). House purchase intention during pandemic COVID-19
in Surabaya, Indonesia. Property Management, 41(2), 191-211.
https://doi.org/10.1108/PM-03-2022-0020

Omrane, A., & Bag, S. (2022). Determinants of customer buying intention towards
residential property in Kolkata (India): an exploratory study using PLS-SEM
approach. International Journal of Business Innovation and Research, 28(1),
119-139. https://doi.org/10.1504/1JBIR.2022.122969

Pandita, S., & Stevenson Won, A. (2020). Clinical applications of virtual reality in
patient-centered care. Technology and Health, 2017, 129-148.
https://doi.org/10.1016/b978-0-12-816958-2.00007-1

Pantano, E., Pizzi, G., Scarpi, D., & Dennis, C. (2020). Competing during a
pandemic? Retailers’ ups and downs during the COVID-19 outbreak. Journal of
Business Research, 116(May), 209-213.
https://doi.org/10.1016/]j.jbusres.2020.05.036

PARK, H., & Kim, S. (2021). Do Augmented and Virtual Reality Technologies
Increase Purchase Intention?: The Role of Cognitive Elaboration and Shopping
Modes. 3—6. https://doi.org/10.31274/itaa.12345

Pasharibu, Y., Soerijanto, J. A., & Jie, F. (2020). Intention to buy, interactive
marketing, and online purchase decisions. Jurnal Ekonomi Dan Bisnis, 23(2),
339-356. https://doi.org/10.24914/jeb.v2312.3398

Pleyers, G., & Poncin, 1. (2020). Non-immersive virtual reality technologies in real

estate: How customer experience drives attitudes toward properties and the



206

service provider. Journal of Retailing and Consumer Services, 57, 102175.
https://doi.org/10.1016/j.jretconser.2020.102175

Ploythanachai, P., Taeshapotiwarakun, C., & Tananpang, C. (2023). Effects of
Technological Revolution on Housing Buying Behavior in Bangkok.
International Journal of Professional Business Review, 8(5), 1-21.
https://doi.org/10.26668/businessreview/2023.v815.1084

Pookulangara, S., & Koesler, K. (2011). Cultural influence on consumers’ usage of
social networks and its’ impact on online purchase intentions. Journal of
Retailing and Consumer Services, 18(4), 348-354.
https://doi.org/10.1016/].jretconser.2011.03.003

Priatni, S.B., Hutriana, T., dan Hindarwati,E.N. (2019). Priatni, S.B., Hutriana, T.,
dan Hindarwati, E. N., Pengaruh Social Media Marketing... ISSN: 2460 - 8114
( print ) 2656 - 6168 ( online ). Jurnal Ekonomi, Manajemen Dan Perbankan, 5,
145-155.

Priyono. (2016). Metode Penelitian Kuantitatif. ZIFATAMA.

Purwanto, N. (2019). Variabel Dalam Penelitian Pendidikan. Jurnal Teknodik, 6115,
196-215. https://doi.org/10.32550/teknodik.v010.554

Purwianti, L., & Ricarto, T. (2018). Analisa Faktor-Faktor Yang Mempengaruhi
Purchase Intention Pada Pengguna Smartphone Di Batam. Jurnal Manajemen
Maranatha, 18(1), 41-56. https://doi.org/10.28932/jmm.v18i1.1095

Puspitasari, N. B., Nugroho Susatyo, W. P., Amyhorsea, D. N., & Susanty, A. (2018).
Consumer’s Buying Decision-Making Process in E-Commerce. E3S Web of
Conferences, 31(September 2016), 1-6.
https://doi.org/10.1051/e3sconf/20183111003

Putawa, R. A., & Sugianto, D. (2024). Exploring User Experience and Immersion
Levels in Virtual Reality : A Comprehensive Analysis of Factors and Trends.
1(1), 20-39. https://doi.org/https://doi.org/10.47738/ijrm.v1il.3

Rania, C., Daud, 1., Afifah, N., Heriyadi, H., & Syahbandi, S. (2023). The Role of
Brand Awareness as a Mediating Variable on the Effect of Instagram

Advertisement and Word of Mouth on Purchase Decision (Case Study in Erigo).



207

South Asian Research Journal of Business and Management, 5(1), 27-34.
https://doi.org/10.36346/sarjbm.2023.v05101.004

Ratmaningsih, N., Abdulkarim, A., Sopianingsih, P., Anggraini, D. N., Rahmat, R.,
Juhanaini, J., Halimatussadiah, R., & Adhitama, F. Y. (2024). Gender Equality
Education Through Augmented Reality (Ar)-Based Flashcards in Learning
Social Studies Education in Schools As an Embodiment of Sustainable
Development Goals (Sdgs). Journal of Engineering Science and Technology,
19(4), 1365—-1388.

Raza, S. H., & Zaman, U. (2021). Effect of cultural distinctiveness and perception of
digital advertising appeals on online purchase intention of clothing brands:
Moderation of gender egalitarianism. /nformation (Switzerland), 12(2), 1-19.
https://doi.org/10.3390/info 12020072

Rehmani, M., & Ishfaq, M. (2011). The Impact of E-Media on Customer Purchase
Intention. International Journal of Advanced Computer Science and
Applications, 2(3), 100—104. https://doi.org/10.14569/ijacsa.2011.020317

Ringler, D. (2020). The impact of Virtual Reality technology in Portuguese real
estate. September.

Riverso, R., Altamura, C., & La Barbera, F. (2023). Consumer Intention to Buy
Electric Cars: Integrating Uncertainty in the Theory of Planned Behavior.
Sustainability (Switzerland), 15(11). https://doi.org/10.3390/sul5118548

Roshan Priyankara, Sudath Weerasiri, Ravindra Dissanayaka, & Manoj Jinadasa.
(2017). Celebrity Endorsement and Consumer Buying Intention With Relation to
the Television Advertisement for Perfumes. Management Studies, 5(2), 128—
148. https://doi.org/10.17265/2328-2185/2017.02.005

Sachdev, R. (2023). Digital Marketing. In McGraw Hill.

Sahray, K., Sukereman, A. S., Rosman, S. H., & Jaafar, F. N. H. (2023). the
Implementation of Virtual Reality (Vr) Technology in Real Estate Industry.
Planning Malaysia, 21(3), 255-265. https://doi.org/10.21837/pm.v21i27.1299

Salim, D. W. L. N. (2018). Pengaruh Virtual Reality sebagai Media Promosi

terhadap Customer Purchase Intention pada Industri Real Estate.



208

https://lontar.ui.ac.id/detail7id=20477103 &lokasi=lokal

Santos, N. C., & Castro, J. (2022). Real Estate Innovation: the Impact of Augmented
and Virtual Reality in Real Estate Customer Experience. Nova School of
Business & Economics (NSBE), 1-65. http://hdl.handle.net/10362/139047

Sekaran, U., & Bougie, R. (2016). Research Methods for Business.

Semuel, H., & Battista, G. (2020). Pengaruh Website Quality Terhadap purchase
decision Dan Purchase Intention Sebagai Mediasi Pada Legendabatik. Com.
Jurnal Strategi Pemasaran. http://publication.petra.ac.id/index.php/manajemen-
pemasaran/article/view/10077

Shen, B., Tan, W., Guo, J., Zhao, L., & Qin, P. (2021). How to promote user
purchase in metaverse? A systematic literature review on consumer behavior
research and virtual commerce application design. Applied Sciences
(Switzerland), 11(23), 1-29. https://doi.org/10.3390/app112311087

Sihi, D. (2018). Home sweet virtual home: The use of virtual and augmented reality
technologies in high involvement purchase decisions. Journal of Research in
Interactive Marketing, 12(4), 398—417. https://doi.org/10.1108/JRIM-01-2018-
0019

Simsekoglu, O., & Nayum, A. (2019). Predictors of intention to buy a battery electric
vehicle among conventional car drivers. Transportation Research Part F:
Traffic Psychology and Behaviour, 60, 1-10.
https://doi.org/10.1016/j.tr£.2018.10.001

Sofa, W. A., & Eschachasthi, R. (2024). Digital Adoption and Women in the Labor
Market: Indonesia’s Case. Journal of Developing Economies, 9(1), 65-83.
https://doi.org/10.20473/jde.v911.39475

Stauffert, J. P., Niebling, F., & Latoschik, M. E. (2020). Latency and Cybersickness:
Impact, Causes, and Measures. A Review. Frontiers in Virtual Reality,
I(November), 1-10. https://doi.org/10.3389/frvir.2020.582204

Sugiyono. (2019). Metode Penelitian Kuantitatif dan Kualitatif DAN R&D (p. 62).

Surugiu, C., Gradinaru, C., & Surugiu, M. R. (2025). Drivers of VR Adoption by

Generation Z: Education, Entertainment, and Perceived Marketing Impact.



209

Administrative Sciences, 15(2), 1-22. https://doi.org/10.3390/admsci1502004 1

Talukdar, N., & Yu, S. (2018). A Serial Mediation Effect of Immersive Virtual
Reality on Purchase Intention in Real Estate and the Moderating Role of
Psychological Distance. AP-Asia-Pacific Advances in Consumer Research, 12,
15-16. http://www.acrwebsite.org/volumes/1700306/volumes/ap12/AP-
12http://www.copyright.com/.

Thomas, T. G. (2020). How User Generated Content Impacts Consumer Engagement.
ICRITO 2020 - IEEE 8th International Conference on Reliability, Infocom
Technologies and Optimization (Trends and Future Directions), 562—568.
https://doi.org/10.1109/ICRITO48877.2020.9197985

Tom Dieck, M. C., & Han, D. in D. (2022). The role of immersive technology in
Customer Experience Management. Journal of Marketing Theory and Practice,
30(1), 108—119. https://doi.org/10.1080/10696679.2021.1891939

Toren, B. (1983). A Brief Chronology of Virtual Reality. Design Quarterly, 121, 30.
https://doi.org/10.2307/4091104

Uzar, D., Dunderski, D., & Pejanovié, V. (2022). Consumers’ intention to buy
cheeses with geographical indications: The case of Serbia. Ekonomika
Poljoprivrede, 69(3), 819-832. https://doi.org/10.5937/ekopolj2203819u

V.A.R.Barao, R.C.Coata, J.A.Shibli, M.Bertolini, & J.G.S.Souza. (2022). How the
Implementation of Virtual Reality Technologies will Influence the Real Estate
Market. Braz Dent J., 33(1), 1-12.

van Berlo, Z. M. C., van Reijmersdal, E. A., Smit, E. G., & van der Laan, L. N.
(2021). Brands in virtual reality games: Affective processes within computer-
mediated consumer experiences. Journal of Business Research, 122, 458—465.
https://doi.org/10.1016/j.jbusres.2020.09.006

Vatunyou, M., Nurittamont, W., & Sawatmuang, P. (2022). Antecedents of Online
Consumers’ Intention to Buy in Bangkok, Thailand. Journal of Management in
Business, Healthcare, and Education (JMBHE), 1(2), 1-12.

Ventre, 1., & Kolbe, D. (2020). The Impact of Perceived Usefulness of Online

Reviews, Trust and Perceived Risk on Online Purchase Intention in Emerging



210

Markets: A Mexican Perspective. Journal of International Consumer Marketing,
32(4), 287-299. https://doi.org/10.1080/08961530.2020.1712293

Vo, K. N., Nhat, A., Le, H., Tam, L. T., & Xuan, H. H. (2022). Cogent Business &
Management Immersive experience and customer responses towards mobile
augmented reality applications : The moderating role of technology anxiety
Immersive experience and customer responses towards mobile augmented
reality applications : . Cogent Business & Management, 9(1).
https://doi.org/10.1080/23311975.2022.2063778

Vynogradova, 1. (2014). Consumer Experiences in virtual Reality : Dimensions and
Appropriation Operation of Immersion. http://hdl.handle.net/11250/225149

Wadlake, N. (2022). Impact Today’s Housing Market.
https://blog.thomvest.com/real-estate-in-a-pandemic-how-covid-19- may-
impact-todays-housing-market-d94581594988

Wang, P. G., Ali, N. M., & Sarker, M. R. (2024). A Bibliometric Analysis Exploring
the Acceptance of Virtual Reality among Older Adults: A Review. Computers,
13(10). https://doi.org/10.3390/computers13100262

Wang, Y., & Yu, C. (2017). Social interaction-based consumer decision-making
model in social commerce: The role of word of mouth and observational
learning. International Journal of Information Management, 37(3), 179-189.
https://doi.org/https://doi.org/10.1016/.ijinfomgt.2015.11.005

Werther; William; Davis, K. (1996). Human Resources And Personal Management
(edisi keli).

Wilkinson, M., Brantley, S., & Feng, J. (2021). A Mini Review of Presence and
Immersion in Virtual Reality. Proceedings of the Human Factors and
Ergonomics Society, 65(1), 1099—1103.
https://doi.org/10.1177/1071181321651148

Wonggotwarin, T., & Kim, S. (2017). The Products’ Factors Affecting Purchase
Intention: A Case Study of Condominium in Bangkok, Thailand. AU-GSB e-
Journal, Vol. 10(No. 1), 223-231.
http://www.assumptionjournal.au.edu/index.php/AU-GSB/article/view/2875



211

Xie, B., Liu, H., Alghofaili, R., Zhang, Y., Jiang, Y., Lobo, F. D, Li, C., Li, W.,
Huang, H., Akdere, M., Mousas, C., & Yu, L. F. (2021). A Review on Virtual
Reality Skill Training Applications. Frontiers in Virtual Reality, 2(April), 1-19.
https://doi.org/10.3389/frvir.2021.645153

Yang, J., & Lin, Z. (2024). From screen to reality: How AR drives consumer
engagement and purchase intention. Journal of Digital Economy, 3(July), 37-46.
https://doi.org/10.1016/j.jdec.2024.07.001

Yang, M., Li, P., Zhou, H., Li, Z., & Feng, L. (2023). Understanding the Impact
Mechanism of User Behavior Pattern toward Real Estate APP Platforms in the
Post-COVID Era: A Quantitative Analysis. Sustainability (Switzerland), 15(11).
https://doi.org/10.3390/sul5118926

Yang, T., Yang, F., & Men, J. (2022). The impact of Danmu technological features
on consumer loyalty intention toward recommendation vlogs: a perspective from
social presence and immersion. Information Technology and People, 35(4),
1193—-1218. https://doi.org/10.1108/ITP-01-2021-0008

Yathish, P. V. R. K. (2024). Factors Influencing Customers’ Intention to Purchase
Residential Property in India. EPRA International Journal of Multidisciplinary
Research (IJMR)-Peer Reviewed Journal, 10(1), 331-337.
https://doi.org/10.36713/epra2013

Yersiiren, S., & Ozel, C. H. (2024). The effect of virtual reality experience quality on
destination visit intention and virtual reality travel intention. Journal of
Hospitality and Tourism Technology, 15(1), 70—103.
https://doi.org/10.1108/JHTT-02-2023-0046

Yie, K. J., & Shafi, M. A. (2023). The Relationship between Factors Influencing
Purchasing and Purchase Intention of Smartphones among Adults in Johor
Bahru. Research in Management of Technology and Business, 4(1), 191-207.
http://publisher.uthm.edu.my/periodicals/index.php/rmtb

Yvonne, A., & Kristaung, R. (2013). Metodologi Penelitian Bisnis dan Akuntansi.
Dian Rakyat.

Zhang, J., Xu, S., He, Z., Li, C., & Meng, X. (2022). Factors Influencing Adoption



212

Intention for Electric Vehicles under a Subsidy Deduction: From Different City-
Level Perspectives. Sustainability (Switzerland), 14(10), 1-24.
https://doi.org/10.3390/sul4105777

Zhao, J., Butt, R. S., Murad, M., Mirza, F., & Saleh Al-Faryan, M. A. A. (2022).
Untying the Influence of Advertisements on Consumers Buying Behavior and
Brand Loyalty Through Brand Awareness: The Moderating Role of Perceived
Quality. Frontiers in Psychology, 12(January), 1-15.
https://doi.org/10.3389/fpsyg.2021.803348

Zipporah, M. M., & Mberia, H. K. (2014). The Effects OF Celebrity Endorsement in
Advertisements. International Journal of Academic Research in Economics and
Management Sciences, 3(5), 178—188. https://doi.org/10.6007/ijarems/v3-
15/1250



