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Abstract
Globally eCommerce potential is expanding at 55% of CAGR and accounts for 30% of global GDP growth as per the report generatedby NASSCOM and Statista. On the other hand, the eCommerce industry’s sustainability depends on rising consumer engagementusing tailored virtual experiential techniques. Hence, this study focuses on the links among the factors that influence sustainableclient engagement via virtual experiential approaches. After reviewing 44 ABDC-indexed literature and utilising the nominalgroup technique, a list of 19 parameters influencing virtual experiential methods was identified. The driving force-dependencyquadrant graph is then built using cross-impact matrix multiplication, and the hierarchical structure of each factor is identifiedusing the ISM soft approach. Resultantly, immersive technologies were identified as the main VET driver for generating long-termcustomer engagement. This study will help decision-makers create proactive plans and regulations to strengthen operationalmodels and boost the eCommerce industry’s sustainable growth.
Keywords: Interpretive structure modelling, MICMAC, sustainable competitive advantage, sustainable customer relationship,virtual experiential techniques.

1 Introduction

Before the current pandemic crisis, eCommerce adoption fell behind that of other industries. The epidemic, on the otherhand, changed everything. Due to a surge in demand for contactless payments, 20 to 30% of the commercial industry’sbusiness has moved to the Internet (Vishwa Chandra, 2022). The eCommerce sector, like many other industries, hasevolved tremendously since the internet’s inception, and consumers from virtually every country are gaining profit fromthe advantages of online purchases as a result of the constant digitalization of modern life. Nearly two billion people willhave made online purchases by 2020, with worldwide e-commerce revenues topping 4.2 trillion dollars (Coppola, 2021).According to recent figures, 80% of people avoid shopping in brick-and-mortar stores and malls, and 96% of people have
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changed their purchasing habits (Kumar, 2022). Governments and corporations must invest more in virtual technologies asthe landscape changes. The industry has been able to reinvent, adapt, and create a digitally seamless customer experiencethanks to big data analytics, the Internet of Things (IoT), artificial intelligence (AI), virtual reality (VR), augmented reality(AR), 3D printing, machine learning (ML), and robotics (Hallman, 2021). By 2022, virtual reality and augmented reality arepredicted to provide a $50 billion economic impact by offering advertisers an honest, realistic, and engaging experience(Hallman, 2021). Furthermore, businesses are putting a greater emphasis on making customers happy. The rise of digitaltechnology, the supremacy and importance of valuable brands, and the omnipresence of experience and entertainment areall factors that have contributed to this post-modern shift in thinking (Schmitt, 1999). E-commerce has been hailed as abreakthrough technical invention because it provides sophisticated tools for increasing audience engagement, connectingcustomers, raising revenues, and improving efficiency and user experience. Persuasion marketing methods alone willnot be enough to achieve this. As a result, an increasing number of researchers are working on employing immersivetechnology to increase client engagement (Gavilanes et al., 2018).
As a result of the above discourse, the goal of this study is to identify the components that use Virtual ExperientialTechniques and analyse their interrelationships by using the ISM methodology and MICMAC analysis to create a reliableand resilient hierarchy-based model. This paper begins with a general introduction to VET before breaking it down intothree sections. A literature review, Interpretive Structure Modelling (ISM), and MICMAC analysis make up the first stage.

2 RELATED WORK

The literature review was conducted in online scientific databases such as Mendeley and Google using the phrases virtualtechnologies, virtual experience marketing, interpretive structural modelling, and MICMAC analysis. Research articlesfrom renowned academic publications, doctoral theses, master’s theses, and working papers were used in this study.Several papers were removed from the review synthesis because they did not meet the requirements or were of insufficientquality.
2.1 Theoretical background on ISM-MICMAC

A large and growing body of literature has implemented the Interpretive Structural Modelling approach and few of themhave further escalated their findings by showing the relationship among the variable by running MICMAC and fuzzy-MICMAC approaches. The studies from the past are shown in Table 1, which emphasizes the value of ISM-MICMAC inidentifying the important factors that influence the problem areas in the Indian market. By combining fuzzy MICMAC andISM, Gorane and Kant (2013) discovered Supply Chain Management enablers..
In a subsequent study, the results of the Total Interpretive Structural Model (TISM) helped implement the Flexible Manu-facturing System (FMS) and identify the factors that contributed to its success in the currently volatile market, and in thatstudy, they discovered that senior management’s commitment to FMS adoption is the crucial factor(Dubey and Ali, 2014).Subsequently, in one of the types of research, the components Recognition, Unusual Work Hours, Work-Life Balance, JobSecurity, and Pay Policy, etc., are linked, facilitators. The driving forces and interdependencies of each of these componentsare significant. If appropriately applied, they can establish favourable conditions for the effective deployment of theSoftware Development Process (SDP), but doing so is largely dependent on other enablers, such as physical safety from ahuman factors perspective (Majumdar et al., 2016). In 2017, Talib and Rahman used ISM to discover that the constraints,such as insufficient investment in infrastructure growth, interference from private operators, legal and regulatory issues, alack of maintenance culture, a lack of financial resources, and exorbitant costs, are at the bottom of the hierarchy, indicatinggreat driving power and little dependence (Talib and Rahman, 2017). These five obstacles are therefore considered to be themost important ones for measuring the performance of telecom services because they affect all the other barriers. Laterin 2018, research using ISM helps remove the particular barriers that can help women in the field of entrepreneurshipovercome challenges and grow while working in MSME (Tripathi and Singh, 2018). The ISM technique is used by Sarmahand Rehman in their study from the same year to connect the many aspects of consumer involvement in service innovation(Sarmah and Rahman, 2018). The ISM approach has also used Deming’s 14 quality standards in 2019 to identify contextualcorrelations between variables (Agrawal, 2019). Following that, in 2021, Sharma and Bumb conducted a ground-breakingstudy to emphasise the challenges faced while marketing in rural areas during COVID-19 to provide a preferable sequencefor overcoming such challenges. The study concludes that employing the SOSTAC (Situation Analysis, Objectives, Strategy,Tactics, Action and Control) model, which was developed to alleviate the challenges present in the lower levels of the ISMmodel, would be useful in making the rural market a viable target sector (Sharma and Bumb, 2021). Subsequent researchhas also had ISM and MICMAC to discover that the pandemic-related shift to online shopping is substantially driven by anumber of significant categories of enablers, including overstocking, trust, convenience, work-from-home, and referralbuying (Sharma et al., 2022). Additionally, the study’s use of ISM and consultation with academic experts with securitiesmarket expertise revealed that, due to high levels of volatility, carefully choosing multi-baggers could enhance wealth forall investors (Chauhan et al., 2022).
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Table 1. Literature review depicts paradigm shift concerning the Indian context.
S.No. Study Author Journal Year Keywords

1 Modelling the SCM enablers:an integrated ISM-fuzzyMICMAC approach
S.J. Gorane andRavi Kant Asia Pacific Journal of Marketing andLogistics 2013 Supply chain management (SCM),SCM enablers, Interpretive structuralmodelling (ISM), Fuzzy MICMAC

2
Identification of FlexibleManufacturing SystemDimensions and TheirInterrelationship Using TotalInterpretive Structural Modellingand Fuzzy MICMAC Analysis

Rameshwar Dubey andSadia Samar Ali Global Journal of Flexible SystemsManagement 2014 Flexible manufacturing systems (FMS),ISM, Fuzzy MICMAC and TISM

3
Assessment of environmentalfactors affecting softwaredevelopment process usingISMMICMAC analysis

Rana Majumdar, P. K. Kapurand Sunil K. Khatri
International Journal of SystemAssurance,Engineering and Management 2016

Interpretive structural modelling,Impact matrix cross-reference multiplicationapplied to a classification, Softwaredevelopment process and Structuralself-interaction matrix
4 Modelling the barriers of Indiantelecom services usingISM and MICMAC approach

Faisal Talib ZillurRahman Journal of Asia Business Studies 2017
India, Barriers, Telecommunications,Information and CommunicationTechnology and InterpretiveStructure Modelling

5
Analysis of barriers to womenentrepreneurship through ISMand MICMAC: A case of IndianMSMEs

Kumari AmritaTripathi, Saumya Singh
Journal of EnterprisingCommunities:People and Places inthe Global Economy

2018
Women entrepreneurship barriers,Indian MSMEs, InterpretiveStructural Modelling and MICMACAnalysis

6
Customer co-creation in hotelservice innovation: An interpretivestructural modelling andMICMAC analysis approach

Bijoylaxmi Sarmahand Zillur Rahman Benchmarking: An International Journal 2018 Service innovation, CustomerParticipation, Hotel Industry,ISM and India

7
Modelling Deming’s qualityprinciples to improve performanceusing interpretive structuralmodelling and MICMAC analysis

Nishant MukeshAgrawal International Journal of Quality &Reliability Management 2019 Total Quality Management, ISM,MICMAC Analysis and Edward Deming.

8
Marketing at the Bottom ofthe Pyramid: Overcoming theChallenges through MICMACAnalysis

Sangeeta Sharma
Arpan Bumb Journal of Global Marketing 2021 Rural marketing, the bottom of pyramids,challenges, COVID-19, MICMAC, ISM.

9
An ISM and MICMACApproach for Modelling theContributors of Multibagger Stocks

Ajay Chauhan, SwatiGuptaSanjay Gupta Asia Pacific Financial Markets 2022 Multi bagger stock, Indian security market,Interpretive Structural Modelling, MICMAC Analysis.

10
COVID-19 turbulenceand positive shifts inonline purchasing byconsumers: modellingthe enablers usingISM- MICMAC analysis

Meenakshi Sharma,Rupesh Kumar, Pradeep Chauhan Journal of Global Operations andStrategic Sourcing 2022 Supply chain, MICMAC, COVID-19,Online Purchases, Changing buying behaviour,Digitization Commerce and ISM Analysis.

2.2 Experiential marketing technology implication

Experiential marketing is defined by (Pine et al., 1999) as remarkable incidents or encounters that pique the audience’sinterest in a personal way, such that he or she feels as if he or she is a part of them while exciting the senses and stimulatingthe mind, providing enough information to make an informed decision. Consumers need to know how to increase theirtechnology usage and experiential marketing elements, especially when their purchasing habits shift from offline toonline (Luo et al., 2011). Experiential marketing strategies elicit more complete internal customer responses, improvingemotional and behavioural outcomes (Mainolfi and Marino, 2020). Schmitt’s study was the first to propose and investigateexperiential marketing, and it has since proven to be an effective communication strategy tool with a favourable impact onconsumer behaviour (Kailani and Ciobotar, 2015). As a result, activities that include sensory, emotional, and cognitiveelements are more likely to succeed. Because of the internet’s widespread use and fierce rivalry among online shops,interactive virtual experiential marketing has emerged (VEM). In contrast to a physical experience that flows directly tothe senses, VEM emphasises interfaces that act as substitutes for direct, real-world encounters (Biocca et al., 2001).
2.3 Theoretical Background of Virtual Experiential Marketing

Experiential marketing has been disputed for nearly two decades, and several researchers have analysed and researched itfrom a conceptual standpoint and define EM as the consumption of delight, feelings, and fantasies, which goes beyondneed fulfilment or stimulus-response. The customer experience (CE), strategic experiential marketing (SEM) (Sheu et al.,2017; Ramadan, 2017; Rajaobelina et al., 2018; Shafiee et al., 2020; Bruno and Osaulenko, 2022), immersive technology(IT), experiential value (EV) (Luo et al., 2011) and (Brakus et al., 2009) virtual experiential marketing (VEM) (Luo et al.,2011), Brand image (BI) (Nasution and Sari, 2021) and their satisfaction (Rathee and Rajain, 2020), loyalty (Zhou et al.,2021), trust (Heryanto et al., 2021; Aurier and N’Goala, 2010), word of mouth (Su et al., 2016), brand equity (BE) (Bains andDewani, 2021) are all demonstrated relationships in the extant literature on experiential marketing.
Schmitt (1999) developed the Experience Grid, which depicts the impact of Expros (Experiential Providers) on theStrategic Experiential Module Figure 1 and employs a variety of scales to assess the genuine value of experiential marketing.Since then, virtual technology has been used in experiential marketing in a variety of situations, including web-basedexperience and internet-based experiences (Ha and Perks, 2005; Anton et al., 2018; Garcia et al., 2019; Alfaro et al., 2009),necessitating the use of virtual technology in experiential marketing (Figure 1).
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Figure 1. Source: Researcher’s construct adapted from Schmitt,1999 and previous studies.
AR=Augmented Reality; VR=Virtual Reality; MR=Mixed Reality; AI=Artificial Intelligence; IoT=Internet of Things.

Virtual experience marketing (VEM) (Shou et al., 2001) is the outcome of the Internet’s pervasiveness and severe rivalryamong online retailers. Interpretive structural modelling (ISM) is anticipated to be useful to prune the complexity involvedin the current work (Bolaños, 2005). The finest qualitative tool for creating a hierarchically based diagraph of the variable isISM (Warfield, 1976; Farris and Sage, 1975), which validates the comprehension of linkages among numerous components.This study used a similar approach to analyse the interrelationships between the key features that simplify VET, with thefollowing objectives in mind:
Objective 1 To identify the variables that enable virtual experiential technology.
Objective 2 To assess the relationship between identified elements of virtual experiential methodologies by using anISM-based model.
Objective 3 To classify the discovered aspects of virtual experiential technology by Using MICMAC analysis.
3 METHODOLOGY

Many experts advocate the use of ISM to simplify the intricacy associated with the many elements through graphicaldepiction (Warfield, 1976; Farris and Sage, 1975). It expresses those complex difficulties as a multilevel structural model.ISM can transform ambiguous situations into ones that are clear and need to transform insufficient mental representationsof systems into accurate and precise mental models of systems (Sage and Smith, 1977).As a result, for this study, a qualitative ISM-based technique is applicable (Bolaños, 2005). ISM is an intellectual toolto learn more about VEM because it is a very new and unexplored subject. In the early stages of learning about virtualexperience marketing, prior research also promoted the use of qualitative approaches (Yuan and Wu, 2008). ISM stands forInteractive Structural Modelling and it is a computer-assisted tool and interactive learning technique for building andanalysing structural models. The order in the complexity of relationships between the multiple interconnected elements isdepicted in structural models. To establish the dependability of the ISM approach, this study uses several sources to gatherdata, including a literature review and the nominal group technique (NGT) (Kirk et al., 2008; Thakkar et al., 2008).
3.1 Selection of Related Studies

Figure 2 displayed the database’s origin and the overall procedure for choosing pertinent literature. A total of 15072 recordswere located in the initial phase (7433 of which came from Google Scholar, 4414 are from JSTOR, 3053 are from Scopus and172 from Mendeley). 11,548 pieces of literature remained after removing non-Scopus works for the initial search screening.The number of literary works was decreased to 2111 articles preserved for further title reading after the removal of works ofliterature like grey literature, extended abstracts, presentations, keynotes, book chapters, non-English language papers,and inaccessible publications. Following the exclusion of metadata and short-reviewed papers, only 611 articles passed therequirements for further abstract reading. After removing non-technology references, only 73 publications were found tostill meet eligibility requirements after reading the article abstract. After removing articles that were not part of the A andB categories of journals, only 44 publications were left that satisfied all inclusion criteria (Figure 2).
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Figure 2. A flowchart showing the review process from different databases.
Source: Researchers’ Construct adapted from Moher, 2009

3.2 Application of Interpretive Structure Modelling

Using readily available literature and expert information, the ISM technique Figure 3 relevant to the circumstance breaksdown a complex system into several elements. After that, a transitivity-based relevant relationship is constructed betweenthe factors. The set of identified components and contextual interactions is then utilised to generate a binary matrix termeda structural self-interaction matrix (SSIM), which is transitively checked and gives a reachability matrix (RM). The ISMstructural model’s level division and conical matrix are created in the final step. We’ll go over how to determine VET’sessential element, construct SSIM and RM, develop level partitions and a conical matrix, and create an ISM-based model inthe next section.
3.3 Determine the critical factor of Virtual Experiential Marketing

This study identified a list of various VET characteristics using a relevant literature review. One list was created as a resultof the nominal group technique and a thorough literature assessment. After then, the list was sent to the second group ofacademic specialists, who created a final VET factor list. The following parts go through how to perform a literature reviewand how to use the nominal group technique.
3.3.1 Stage I: A Literature Review (List I)
A detailed review of relevant and existing literature on experience marketing and virtual experiential marketing (mainlyScopus indexed, A and B categories) was conducted as part of VET. After that, 44 articles were written, and all of thekeywords (strategic experiential module, virtual experiential marketing, experiential marketing, experiential value, and soon) were used to build a list of 58 criteria.
3.3.2 Stage II: Nominal Group Technique (List II)
Following that, a final list of 58 elements was handed to six academic experts (two senior marketing professors andmiddle-level professionals, all with more than 2.5 years of experience in their respective domains) to identify VET aspects.Following a one-week distribution period, a two-hour NGT session was convened with all six academic experts to finalise
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Figure 3. Flow diagram for preparing ISM.
(a) Source: Researcher’s construct adapted from Kannan et al., 2009 (b)Note: ISM=Interpretive Structure Modelling; VET=Virtual Experiential Techniques; MICMAC= Matrix Impact

Cross-Reference Multiplication Applied to a Classification

inter-related VET elements. Finally, the remaining 19 entries were compiled into a list (Table 2). Based on a literaturereview and expert opinion, the following significant VET elements (Table 2) have been identified:
Table 2. List of Identified Factors

S. No. Acronyms Factors1 TM Traditional Marketing2 CS Customer Satisfaction3 L Loyalty4 CE Customer Engagement5 WOM Word of Mouth6 T Trust7 BE Brand Equity8 EV Experiential Value9 RHE Real-time holistic experience10 PA Persuasive Advertisement11 IT Immersive Technology12 SCR Sustainable Customer Relationship13 PB Purchase Behaviour14 EM Experiential Marketing15 SEM Strategic Experiential Marketing16 SCA Sustainability Competitive advantage17 FP Fraudulent Practices18 RANT Resistant to Adopt New Technology19 VEM Virtual Experiential Marketing

1. Traditional Marketing Traditional marketing is a strategy that emphasises consumers as rational decision-makersand focuses on product characteristics and advantages in a small product sector with low competition (Ramirez et al.,2018).
2. Customer Satisfaction Satisfaction is a judgement that a product or service provides a satisfying level of consumption-related fulfilment (Alkilani et al., 2013). As a result, customer satisfaction is defined as the level of excitement or
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disappointment experienced when a product’s qualities or performance are compared to personal expectations.
3. Loyalty Loyalty is defined as a favourable, recurrent behaviour that favours one brand above another. Customer loyaltyis a crucial marketing idea, yet there is no commonly acknowledged definition. Customer loyalty, according tosome academics, is inspired by a customer’s strong attachment to a single brand (Anderson and Srinivasan, 2018).Customer loyalty, according to (Kumar et al., 2010) is defined as firm agreements to repurchase or patronise goods orservices in the future.
4. Customer Engagement Itrefers to the ongoing interaction between customers and enterprises. It is the process bywhich a client, either directly or indirectly, gives value to a company. This is in line with Li Chang in 2010, whodefines direct contributions as customer purchases and indirect contributions as customer experiences, incentivizedreferrals, social media conversations about the brand (in the form of blogs, word-of-mouth, etc.) and customerfeedback/suggestions to the firm.
5. Word of Mouth: Word of mouth has piqued the interest of marketers (WoM). The post-purchase period includes asignificant amount of WoM (Garcia et al., 2019). WoM is linked to both positive and negative consumer feedback,and it has an impact on (re)purchase behaviour in other people.
6. Trust Trust and engagement have been identified as the most essential elements. Trust and engagement are twovariables that contribute to good brand-consumer connections, according to a previous study. According to Berraieset al. (2020), trust is an antecedent of attachment, and attachment is related to engagement, hence trust acts as anantecedent to engagement. According to previous research, trust is a crucial component of long-term customerinteractions, especially in high-risk e-banking and mobile banking scenarios (Aaker, 1996).
7. Brand Equity Like brand experience, brand equity is a multi-faceted concept (Aaker, 1992). Brand awareness is onefacet of brand equity. A buyer can recognise or recall a brand’s affiliation with a specific product category (Babinand Darden, 1995). Brand affiliation is the second degree of customer-based brand equity. When you think of abrand, it’s whatever comes to mind. As a method of analysing customer-based brand equity, researchers are payingmore attention to brand trust. It is the customer’s confident expectations about the brand’s perceived legitimacy andcompassion in circumstances where the consumer is in danger. According to Aaker (1992), brand loyalty is one ofthe final pillars of customer-based brand equity.
8. Experiential Value: People develop experiential value as a result of both extrinsic and intrinsic benefits from a product(Holbrook and Schindler, 1994; Holbrook, 1982). In the context of technology use, extrinsic benefit refers to theutility of a product, or, in other words, how a technology product aids the user. Intrinsic value, on the other hand, isdefined as the enjoyment of an experience for its own sake, regardless of any subsequent consequences (Lutz, 1985).
9. Real-time holistic experience: One of the most distinguishing features of experience-centred services is that they aredesigned to engage clients, allowing them to develop unique and lasting relationships with the service (Pine et al.,1999). The event will be more memorable if all of the senses are engaged (Schmitt, 1999). Virtual technologies arein line with providing real-time experiences and helping in analysing what consumers remember the most whenthey are exposed to various new instructional technologies that extrapolate from their physical surroundings whenconsumers are exposed to various new instructional technologies that extrapolate from their physical surroundings.
10. Persuasive Advertisement Aesthetic appeal, design, content, media support, and other indications embedded in anadvertisement can all contribute to shaping customer experiences. Simple words and pictures can generate emotions,sentiments, behaviours, ideas, and images. Persuasive advertising is a potent tool for persuading individuals tochange their views, attitudes, and purchasing habits (Urdea et al., 2021).
11. Immersive Technology Any technology that allows the virtual and real worlds to intersect while preserving a sense ofimmersion is referred to as immersive technology. Immersive measures have an emotional and sensory impact onthe experience. Immersive technology research is applied in a range of situations, such as education, marketing,business, and medical care, and is executed through technologies like Virtual Reality (VR) and Augmented Reality(AR), which provide more functionality and depth than immersion (Urdea et al., 2021). The most well-knownexamples of immersive technology are augmented and virtual reality (AR and VR), and much research has begun tolook into how these technologies might improve client experiences.
12. Sustainable Customer Relationships Customer relations refers to how businesses communicate with their customersto improve the overall customer experience, which includes long-term solutions built from best practices basedon experiential qualities (Altun, 2019). A company’s client retention plan must include a current, engaging, andnecessary issue called sustainable customer relationship (SCR). SCR has significant potential and repercussions inthe service business. SCR focuses on meeting consumers’ renewing requirements, wants, and expectations in amultitude of ways to retain current customers. Furthermore, SCR techniques for fast increase the organization’sprofitability and market share with information technology.
13. Purchase Intention Purchase intention is the level of perceptive conviction required for an individual to repurchaseparticular goods/services from a given service provider in the future (Garcia et al., 2019). Intentions are the besttranslators of individual behaviour, according to the study, since they allow each person to examine all relevantelements that may influence their behaviour. Buying procedure refers to the strength of product preference thatbuyers experience between doing a purchase evaluation and making a purchase, whereas acquire intention relatesto the possibility that consumers would attempt to buy a product or service. Buying behaviour is influenced by thereinforced perceived value supplied by experience marketing: the stronger the feeling toward experience marketing,the stronger the purchasing behaviour (Tsaur et al., 2007).
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14. Experiential Marketing A company produces an experience when it consciously uses services as the stage and goods asprops to engage individual customers in a way that creates a memorable event, according to the authors. Experientialmarketing is a concept and method of marketing that goes beyond the traditional features-and-benefits paradigm.Experiential marketing establishes a personal and unforgettable connection between customers and businesses(Mainolfi and Marino, 2020). Experiential marketing’s purpose is to create holistically integrated experiences thatincorporate sense, feel, think, act, and relate traits all at once (Suh and Prophet, 2018)
15. Strategic Experiential Marketing Strategic experiential modules (SEMs) were first introduced as customer experienceassessment items by Bernd Schmitt in 1999. Customer experience was classified into five categories: sense, feel,think, act, and relate. Each experience is evaluated in a variety of ways to create meaningful experiential modules. Themodules are then used to create an experiential marketing strategy. Many organisations want to try out experientialmarketing because it is so current.
16. Sustainable Competitive Advantage Sustainable competitive advantage (SCA) is investigated in this study because itprovides the theoretical framework for the current research and validates the unintentional interactions betweenimmersive technology (IT) and other elements that influence VET (Dehning and Stratopoulos, 2003). To build asustainable competitive edge in this fast-changing environment, it has become a company imperative to provideconsumers with fulfilling services while also surprising them by leveraging information communication technologyto suit experience-oriented consumers. According to empirical research (Urdea et al., 2021), IT can improve acompany’s performance and competitive position. As a result, information technology (IT) has been designated as along-term competitive advantage source.
17. Fraudulent Practices Fraud is morally reprehensible conduct committed to harm others. In this study, fraud will beexamined from the customer’s perspective while conducting online transactions (Pakaya and Tasik, 2019). To putit another way, if a buyer can have something without paying for it, they would fight for it no matter how low theproduct’s value is leading to fraudulent actions (Mandal and Deshmukh, 1994).
18. Resistant to adopting new technology adoption While much of the innovation literature focuses on experiencingtechnology acceptance and spread, consumer pushback is common. Consumers’ demographic profiles have a hugeimpact on whether they adopt or reject breakthrough technology like the Internet (Mandal and Deshmukh, 1994).
19. Virtual Experiential Marketing According to Schmitt (1999) the term virtual experiential marketing (VEM) wascoined in the literature to define the virtual application of experience marketing. Virtual Experiential Marketing is amarketing strategy that encourages customers to try out your product or service digitally or virtually. Virtual worldexperiences must be complementary to the physical experiences provided by businesses.
The above-mentioned list was developed during the NGT session to reach a consensus on VET issues. None of the priorpanels’ experts was used again. All of the NGT sessions, which were held under supervision were aided by the facilitator.On a whiteboard, the facilitator typed the list of factors that the experts agreed on.
3.4 Self-Structured Interpreted Model and Reachability Matrix

The present work performed a pairwise comparison among the 19 identified VET elements. The relationship amongdifferent elements was indicated using:
• V was used to express the relationship between distinct elements from I to j, but not in both directions.• A depicts the relationship from j to I but it is not bidirectional.• X indicates that I and j have a bidirectional relationship.• And the letter O indicates that items I and j are unconnected.

The process outlined above allowed for the creation of an SSIM matrix. After that, we replace V, X, A, and O with 1 and0, resulting in the binary form Figure 4. The VAXO matrix leads to a binary matrix, which has been transitively tested.If variable A leads to variable B and variable B leads to variable C, then A is leading to C intransitivity. The transitivityprocedure produces a Final Reachability Matrix Figure 5 with horizontal entries indicating driving power and verticalentries indicating enabling dependency power.
3.5 Level Partition and Conical Matrix

According to Warfield, each element will now have a reachability set and an antecedent set generated by RM (Warfield,1976). The reachability set of a single element is made up of any other components it can reach. The elements themselves,as well as any other elements that may help you get there, make up the antecedent set. Figure 5 shows how the intersectionof these two sets was calculated for all elements. If an element’s reachability and intersection sets are both equal, it isconsidered level 1 and is awarded the highest position in the ISM hierarchy (Warfield, 1976). The element/s that make uplevel 1st are deleted after the first iteration and the technique is repeated with the remaining elements until the levels ofeach element are determined Figure 6.The level identification approach requires six iterations to achieve the final level of the partition. As a result, the optimalISM diagraph location may be determined by two elements with the maximum reachability and antecedent set. In the ISMFigure 6, RANT (Resistant to Adopting New Technology) and CE (Consumer Engagement) are at the top. A single element,
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Figure 4. Self-Structured Interpretive Matrix
Source: Researcher’s construct adapted from Kannan et al., 2009

such as IT (immersive technology), was discovered at the bottom of the ISM hierarchy at the last (VIth) level. Later, theantecedent reachability set can be used to build a conical matrix to minimise the hierarchical structure’s complexity. Thelower triangular matrix aids in the creation of a less complex ISM model while still allowing for a clear understanding ofeach element’s position. Figure 7 depicts the conical matrix that resulted from the level of partitioning, which rankedImmersive Technique (IM) first since it has the most driving power.Customer involvement and aversion to embracing new technology, on the other hand, have the least driving power andthe most dependency power, putting them in the seventh tier.
3.6 Interpretive Structure Model (ISM)

The interpretation of ISM must be done correctly to successfully employ ISM in the context of virtual experience approaches.To make the result less difficult and more comprehensible, a seven-layered digraph was produced using vertices andlines of edges based on the level of partition Figure 6 and the conical matrix. The following are the levels obtained in thesix-layered ISM-based digraph:
Level 1 According to the outputs of the ISM-conical matrix, the sole element, immersive technology, is in the first level.
Level 2 According to the results produced following the ISM-conical matrix, the sustainable competitive advantage modelplays a key role in deploying immersive technology and is on the second level.
Level 3 According to the output obtained after the ISM-conical matrix, the seven elements of virtual experiential marketing,strategic experiential marketing, experiential value, persuasive advertisement, experiential marketing, traditionalmarketing, and real-time holistic experience are at the third level.
Level 4 According to the outputs of the ISM-conical matrix, this level consists of only one element: a long-term clientrelationship.
Level 5 According to the outputs of the ISM-conical matrix, the next level consists of seven elements: customer satisfaction,trust, loyalty, word-of-mouth, brand equity, purchasing behaviour, and fraudulent behaviours.
Level 6 The final level consists of customer engagement and resistance to new technology adoption. After then, thedigraph is remodelled into the final ISM model Figure 8. With the help of ISM, the final hierarchical-based VET
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Figure 5. Final Reachability Matrix
Source: Researcher’s construct adapted from Kannan et al., 2009

model was created. Figure 8 shows that immersive techniques (IT) take up the most space in the model, indicatingtheir relevance in ensuring consumer engagement toward VET.

Through sustainable competitive advantage, greater immersive technological aids in engaging consumers and inducingparticular experiences in virtual space. Experiential marketing, virtual experiential marketing, strategic experientialmarketing, experiential value, persuasive advertisement, real-time holistic experience, and traditional marketing allbenefit from greater immersive strategies. Further, with the enhancement of multi-sensory experience, consumersdevelop satisfaction, trust, word-of-mouth, loyalty, brand equity, and purchasing behaviour towards sustainable customerrelationships provided by the company. On contrary, with the frequent act of digitisation, older individuals may findthemselves incompatible with advanced IT, which may lead to a reluctance to adopt new technology as a result of fraudulentpractices (Mandal Deshmukh, 1994). Consumers will be more committed to using VET through CS, T, WOM, L, BE, and PBif SCR is improved. In conclusion, offering an immersive experience with the use of technology is a must for developinginterrelationships among the many VET elements.

4 MICMAC Analysis

Multiplication of Matrix Impact Cross-Reference MICMAC is a tool used by (Tsaur, 2007) to analyse the driving anddependency power of the components that drive VET. Other aspects influence "driving variables," whereas "dependentvariables" are influenced by other elements. Variable 11 (i.e., immersive technologies) has 19 driving power and 1 dependentpower, as shown in Figure 9. As a result, we can claim that in the discovered hierarchical model, IT influences all 19elements and is dependent on 1element. All elements are grouped into four clusters based on driving and dependant poweras shown in Figure 9. The first category includes “autonomous variables,” which are variables with low dependence anddriving power. The first quadrant’s parts are disconnected, with little linkages to the remainder of the system. “Dependentvariables,” or factors with low driving power but strong dependence power, make up the second cluster. "Linkage variables,"or variables with high driving and dependent power, make up the third cluster. Because the elements in the IIIrd quadrantboth influence and are influenced by others, they are extremely volatile. "Independent variables," or factors with significantdriving power but moderate dependence power, make up the fourth cluster. Key factors are variables that fall into theIVth quadrant. Elements such as 11,16,1,8,9, and 10 are key elements in the IVth (i.e., independent variables) quadrant.Elements like 14, 15, and 19 falls into the IIIrd (i.e., linkage variables) quadrant and are high-volatility linking variables.Elements like 4,12,17, and 18 are classified as IInd (i.e., dependent variable). The Ist cluster (autonomous variable) containsno elements, indicating that all 19 of the mentioned elements are linked to VET.
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Figure 6. Level Partitioning
Source: Researcher’s construct adapted from Kannan et al., 2009

5 RESULT

The results of this study implicate that VET mainly depends on 19 elements. The ISM-based model visualises that the toptwo-level elements (i.e., Customer Engagement and Fraudulent Practices) were found to be strongly dependent on the restof the other elements and have the weakest driving power Figure 8. The study’s findings show that VET is influenced by19 elements. Customer engagement and fraudulent practices, which are two top-level elements, were highly dependenton other elements and have little driving power. According to Luo et. al.,2011, the element of experiential marketing andcustomer happiness have a large and good impact on consumer engagement. Loyalty (Garcia et al., 2019) and SEM (Alkilaniet al., 2013) are said to influence consumer engagement. As a result, consumer engagement is influenced by informationcreated by brand equity, experiential marketing, and word of mouth (Nasution and Sari, 2021). Customer engagement, onthe other hand, occurs after the product has been purchased and experienced (Yuan and Wu, 2008). Customer participationcan mediate the relationship between customer experiences and customer engagement, as satisfaction and emotions arecharacteristics of customer engagement. As a result, it is assumed that not only customer engagement be integrated intostrategy and aspects to promote improved customer experience but that it also leads to strong customer identification,which influences behavioural intention. Sustainable competitive advantage, virtual experiential marketing, and trust areadditional factors that influence buying behaviour (Yuan and Wu, 2008; Luo et al., 2011) and leave a lasting impression onconsumers’ engagement. Consumers are willing to spend more, distribute WOM, and return for a better relationship withstrategic experiential marketing, which has a direct impact on customer engagement (Schmitt, 1999). False marketingmethods and experiential marketing, on the other hand, have a substantial impact on older people’s resistance to embracingnew technologies (Mandal and Deshmukh, 1994). The growth of fraudulent practices is heavily influenced by the elementsdescribed, and virtual experiential marketing, Strategic experiential marketing, experiential value, real-time holisticexperience, persuasive advertisement, and traditional marketing would do well to effectively lead to resistance to newtechnology adoption.
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Figure 7. Level Partitioning
Source: Researcher’s construct adapted from Kannan et al., 2009

Much recent research has backed up the importance of these criteria in building effective VET (Tsaur et al., 2007; Ratheeand Rajain, 2020; Nasution and Sari, 2021). The bottom-level variable IT in our study’s ISM model. In the consumer sector,immersive technology such as augmented and virtual reality is gaining attraction. Augmented and virtual reality (AR andVR) are the most well-known examples of immersive technology, and a lot of studies have begun to look into how thesetechnologies might improve customer experiences (Alfaro et al., 2009). Immersive technology has been highlighted as asignificant driver of VET and can help shape a sustainable competitive advantage. VEM, SEM, EV, PA, RHE, EM, and TM arethe model’s mid-level elements. The performance of these elements is influenced by the performance of the bottom-levelelements. For example, immersive technology is built on customer pleasure, trust, word of mouth, and many other aspectsthat occupy the second stacked position in the ISM-based digraph and are wanted by customers. Strengthening thesemid-level components can aid the emergence of top-level aspects, improving overall VET. As a result, companies shouldfocus on strengthening the immersive tactics mentioned in this research. The results of the MICMAC analysis, whichdivided the elements into four groups, might lead to similar action plans. As a result of this research, driving, autonomous,dependent, and linked variables can be identified in Figure 9. No variable was determined to be autonomous, meaningthat all elements are important. Because of their medium-level dependence and driving strength, experience marketing,strategic experiential marketing, and virtual experiential marketing elements operate as linkages between dependentand independent variables (i.e., linkage variables). Because these elements are likely to be adjusted and impacted, evenminor changes in them can have an impact on other elements. Customer satisfaction, loyalty, word-of-mouth, trust,brand equity, fraudulent practices, resistance to adopting new technology, sustainable customer relationships, customerengagement, and purchase behaviour are dependent variables that are heavily reliant on elements such as traditionalmarketing, experiential value, real-time holistic experience, persuasive experience, immersive technology, and sustainablecompetitive advantage, all of which are grouped as driving variables and are referred to as key enabler variables.

6 CONCLUSION

This study aimed to determine which element influenced VET and what interrelationships existed between them. Relevantdata were obtained from the literature and academic authorities to achieve this goal. The interrelationships among thelisted components were determined using the ISM technique. The strategy used a hierarchical representation of VETelements to reveal the interrelationships. This method allows us to better understand the various touchpoints wheregood VET can help improve the experience. Fig3 depicts IT as the most important enabler of VET, as it allows people tovisualise how firms are using technology to engage in environmental causes. Artificial intelligence and augmented andvirtual reality have revolutionised how we interact with media, much like television did for advertising. As throughoutthe country malls and offline shopping hubs locked their doors, businesses are waking up to the new opportunities thatcome with experiential marketing. In conjunction with experiential marketing, virtual technology plays a critical part insimulating a physical world through the use of a digital or simulated world by generating a sensory environment, resultingin a sense of immersion. Virtual experiential technology encompasses all technologies that make the Internet and all ofits channels available, including websites, social media, blogs, online games, mobile apps, internet ads, virtualization,artificial intelligence, bots, the Internet of things, virtual reality, augmented reality, and mixed reality, all of which provide
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Figure 8. ISM-based diagraph of VET
Source: Researcher’s construct adapted from Kannan et al., 2009

an immersive environment enhanced by visual and audio tools.

7 IMPLICATION

The results of this study offer suggestions for raising e-commerce customers’ immersion levels and stimulating theirlevel of engagement. This study makes a dual contribution. First and foremost, the creative use of ISM with MICMAC is amethodological advancement with significant benefits over previous multi-criteria decision-making techniques. Levelpartitioning of factors might offer a full perspective for managerial decision-making. This study’s modelling of the factorsthat impact consumers’ and e-commerce websites’ decision-making demonstrates its second contribution. It reveals thatimmersive technology is potentially the key driver for consumer engagement in e-commerce websites, yet this variableranked at the lowest level of the model. The model’s middle level, which serves as the primary interface for the efficiencyof the suggested model, is designated as the sustainable customer relationship. This strategic consideration requiresmanagers to give it their full attention.
One of the theoretical implications of this research is to acknowledge the significance of the important elements such as asustainable competitive advantage in developing the strategies for seven major technology-derived variables such as virtualexperiential marketing, strategic experiential module, experiential marketing, persuasive advertisement, real-time holisticexperience, traditional marketing, and experiential value, which undoubtedly will influence in constructing long-termcompetitive advantages. Virtual technological platforms are widely used today, so we don’t need to determine whether theyhave an impact on e-commerce customers. Instead, we need to pinpoint the elements that will raise the level of customerengagement. In this context, key strategic factors driving engagement include trust, consumer satisfaction, purchasingbehaviour, word-of-mouth, brand equity, and loyalty. Resistance to accepting new technologies is considered anothersignificant strategic component in the strategy. Fraudulent online actions may actively discourage users from embracingnew technology. In 1994, Mandal and Deshmukh demonstrated that older individuals have a significant tendency to resistutilising a new technology. This resistance may be attributed to a variety of factors, including apprehension about change,compatibility problems brought on by a lack of trust, satisfaction, and/or less technology efficacy. Parallelly managersmust carefully use virtual technologies to avoid fraudulent behaviours. Dependent factors are important in increasingconsumer engagement. Consumer engagement is influenced by sustainable customer relationships, which are mediatedby six strategic factors and have the highest dependent power. This result shows that marketers must concentrate oncreating an experiential environment by utilising immersive technologies while simultaneously creating a sustainablecompetitive advantage to get an advantage over the long term. Specifically, managers need to strategically use virtualtechnology to imitate the real-time experience. Consequently, developing immersive environments helps enhance onlinecustomer engagement, which in turn is a crucial requirement for businesses operating on e-commerce platforms.
The ISM provides a starting point for industry practitioners to discover how stakeholders might be brought together andmanaged to manage a more holistic experience. Prior research in immersive technology appears to agree that implementingrelevant technologies has the potential to improve processes, enhance experiences, and improve our lives in general. Thesuggested framework intends to give the VEM ecosystem a more systematic approach to integrating immersive technology.
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Figure 9. MICMAC
Source: Researcher’s construct adapted from Kannan et al., 2009 (a) Note: See Table 1 for Variables names (I-Autonomous Variable; II- Dependent Variables; III- Linkage Variables;

IV-Independent Variables)
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