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Appendices 

i. Figures 

Figure 2. Global virtual reality market share by component 

 

Figure 3. Virtual reality market trends by region 

 

Figure 6. The StarCAVE from above, looking down on a RNA* protein rendering, Adapted 

from (DeFanti et al., 2008) 

                                                             
* RiboNucleic Acid 
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Figure 7. The StarCAVE from the outside showing the entry door quasi-closed, Adapted 

from (DeFanti et al., 2008) 
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Figure 10. word cloud for immersion definition. Own elaboration 

 

Figure 14. word cloud for presence definitions. Own elaboration  

 

Figure 19. First setup of the showroom, Digital Lab HEC elaboration 

 

Figure 20. Second setup of the showroom, Digital Lab HEC elaboration 
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Figure 21. Interactive table, Digital Lab HEC elaboration 

 

Figure 22. Position mark, Digital Lab HEC elaboration 

 

Figure 23. Products, Digital Lab HEC elaboration 

 

Figure 24. Products, Digital Lab HEC elaboration 

 

Figure 25. Products, Digital Lab HEC elaboration 
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Figure 26. Products, Digital Lab HEC elaboration 

 

Figure 27. Products, Digital Lab HEC elaboration 

 

ii. Tables 

Table 1. Virtual reality application fields and some technology examples. Own elaboration 

Sector Application fields Technology examples 

Gaming / 

Entertainment 

. Virtual Reality in 
gaming 

. Movies and 360° 
Cinematics 

. Theme Parks & 
Simulations 

 

 

Healthcare / 

Medicine 
. Surgical Training & 

Simulations 
. Therapy & 

Rehabilitation  
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. Medical Imaging & 
Diagnosis 

. Mental Health 
Treatment 

 

Education / 

Training / 

Learning 

. Technical Training 

. Medical Education 

. Soft Skills Training 

. STEM† model 

 

Military . Combat Training & 
Tactical Simulations 

. Flight & Vehicle 
Simulations 

. Remote Surveillance 

 

 

 

Industry / 

Manufacturing 

. Engineering & Product 
Design 

. Assembly Line 
Training 

. Remote Maintenance 
& Repair 

 

Retail . Virtual Showrooms 
. Augmented Reality 

Shopping 
. Personalized Retail 

Experiences 

 

 

Architecture / 

Design . Virtual Property Tours 
. Architectural 

Visualization 
. Interior Design 

Previews 

 

 

Automobile . Vehicle Prototyping & 
Design 

. Driver Training & 
Safety Simulations 

. Customer Test Drives 

  

Tourism . Virtual Travel 
Experiences 

. Museum & Cultural 
Heritage Tours 

. Event Planning & 
Conferences 

 

Sports / Well-

being 
. VR Sports Training 
. Immersive Workouts 
. Live Sports Streaming 

 

                                                             
† Educational approach: integrates four disciplines “Science, Technology, Engineering, Mathematics” into a 

coherent learning model 
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Table 4. words and frequencies used in the definition of immersion. Own elaboration 

 

 

 

 

Table 7. words and frequencies used in the definition of presence. Own elaboration 

 

iii. Surveys 

Web-Based Experience Survey 

 

Word Immersion system vivid reality extent inclusive experience 

Frequency 6 5 4 4 4 3 3 

Word Extensive surrounding objective vr technology displays  

Frequency 3 3 3 3 3 3  

Word environment presence virtual psychological mediated subjective state 

Frequency 11 9 6 5 5 4 4 

Word perceptual illusion real physical system experience  

Frequency 4 4 3 3 3 3  
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The VR Experience Survey 
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iv. JASP Tables 

Tab1 

 

Tab2 
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Tab3 

 

Tab4 

 

Tab5 

 

Tab6 
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v. Plots 

Plot1 

 

Plot2 

 

Plot3 
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Plot4 

 

 

 

 

 


