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ABSTRACT

The Influence of Virtual Reality on Marketing Elements in the Architectural
Industry: A Study in Saudi Arabia

Abdallah Heiasat

This research presents a better understanding of the influence of virtual reality adoption
on the traditional marketing mix elements 4Ps (product, price, place, and promaotion) in
the architectural industry in Saudi Arabia. The research investigates how Virtual Reality
influences these marketing elements, aiming to enhance project outcomes and client
satisfaction. Four hypotheses were formulated to assess VR's effect on each marketing
component. The research targeted architectural companies in Saudi Arabia, diverse in
services ranging from design to construction. Due to the challenge in specifying the
number of active firms, a representative sample was chosen using non-probability
convenient sampling, as geographical constraints necessitated quick and practical data
collection. Following established research guidelines, a sample size of at least 400
respondents was determined adequate, aligning with the "10:1" rule for regression
analysis. Data was collected through an online questionnaire completed by 400
participants, ensuring comprehensive responses with mandatory answer fields. The
questionnaire, informed by prior validated tools and literature, covered aspects of virtual
reality adoption and marketing strategies, providing a robust dataset for analysis. This
study suggests incorporating VR into the architectural marketing mix can lead to more
effective marketing strategies, improved project visualization, and enhanced client
interaction. The study validates each hypothesis, demonstrating VR's transformative
potential across all aspects of the marketing mix. Future research may delve into the long-
term benefits of VR on customer satisfaction, the integration of VR with other emerging
technologies, and comparative studies across different regions and cultural contexts to
fully harness VR's potential in the architectural industry.
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OZET

Mimarhk Endiistrisinde Pazarlama Unsurlar1 Uzerinde Sanal Ger¢ekligin Etkisi:

Suudi Arabistan'da Yapilan bir Calisma

Abdallah Heiasat

Bu arastirma, Suudi Arabistan'daki mimarlik endistrisinde sanal gercekligin
benimsenmesinin geleneksel pazarlama karmasi unsurlari 4P'ler (liriin, fiyat, yer ve
tutundurma) iizerindeki etkisinin daha iyi anlasilmasini sunmaktadir. Arastirma, proje
sonuglarin1 ve miisteri memnuniyetini artirmay1 amaglayan Sanal Gergekligin (VR) bu
pazarlama unsurlarint nasil etkiledigini arastirtyor. VR'nin her bir pazarlama bileseni
tizerindeki etkisini degerlendirmek icin dort hipotez formiile edildi. Arastirma, Suudi
Arabistan'da tasarimdan insaata kadar gesitli hizmetlerde bulunan mimarlik sirketlerini
hedef aldi. Aktif firma sayisinin belirlenmesindeki zorluk nedeniyle, cografi kisitlamalar
hizl1 ve pratik veri toplamay1 gerektirdiginden, olasiliga dayali olmayan uygun drnekleme
kullanilarak temsili bir ornek secilmistir. Yerlesik arastirma yonergeleri izlenerek,
regresyon analizi i¢in "10:1" kuralina uygun olarak en az 400 katilimcidan olusan bir
orneklem biiyiikliigiiniin yeterli oldugu belirlendi. Veriler, 400 katilimcinin doldurdugu
cevrimici bir anket araciligiyla toplandi ve zorunlu yanit alanlariyla kapsamli yanitlar
saglandi. Daha 6nce onaylanmais araglar ve literatiirle desteklenen anket, sanal gergekligin
benimsenmesi ve pazarlama stratejilerinin g¢esitli yonlerini kapsayarak analiz i¢in saglam
bir veri seti sagladi. Bu ¢alisma, sanal gercekligi mimari pazarlama karigimina dahil
etmenin daha etkili pazarlama stratejilerine, gelismis proje gorsellestirmesine ve gelismis
miisteri etkilesimine yol agabilecegini one siirliyor. Calisma, her hipotezi dogrulayarak
VR'nin pazarlama karmasinin tiim yonlerinde doniistiiriicii potansiyelini ortaya koyuyor.
Gelecekteki arastirmalar, VR'nin miisteri memnuniyeti izerindeki uzun vadeli faydalarini,
VR'nin diger gelisen teknolojilerle entegrasyonunu ve VR'nin mimari endustrisindeki
potansiyelinden tam olarak yararlanmak icin farkli bolgeler ve kiiltiirel baglamlar arasinda
karsilastirmali caligmalar1 arastirabilir.
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