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ABSTRACT 

The last decade has witnessed a technological transformation of marketing. The increased 

adoption of digital technologies, supported by the rise of advanced computing technologies like 

Virtual Reality (VR), Augmented Reality (AR), big data, cloud computing, and Artificial 

Intelligence (AI) are helping marketers to creatively interact, engage, and sell to consumers 

(Hassouneh & Brengman, 2011; Verhagen et al., 2012). At the same time, consumers are becoming 

more technologically aware and are looking to engage experientially with brands with use of 

advanced technologies. The global virtual reality market was $21 billion in 2023 and is estimated 

to grow to $67 billion in 2028, growing at a CAGR of 26% (Source: ResearchandMarkets). The 

earliest application of VR was seen in the entertainment sector in the form of games and videos; 

however, over time it can be seen that it is not just limited to gaming organisations. Various sectors 

are experimenting with this technology for virtual product design and testing (De Silva et al., 

2019); virtual brand engagements (Kim & Hall, 2019); training, experiential marketing (Violante 

et al., 2019); product demos (Juan et al., 2018), etc. This is further supported by a ‘YouVisit 

survey-Virtual Reality Brand Power Index’ that highlights 75 percent of Forbes’ most powerful 

brands that have innovated and created VR or AR experiences in one form or the other (Soriano, 

2016). Thus, the increasing adoption of virtual reality in the last decade is reflected in the way 

marketers have adopted this new technology and this is further facilitated by the advancement of 

technology, growing digitisation, affordable VR devices, and increased user adoption.  

The concept of telepresence given by Steuer (1992) shifts the view of VR from a mere 

https://www.researchandmarkets.com/reports/4466393/virtual-reality-technologies-global-markets?utm_source=CI&utm_medium=PressRelease&utm_code=t6tvs7&utm_campaign=1920943+-+Global+Virtual+Reality+Technologies+Market+Outlook+to+2028+-+Asia+Pacific+is+Fastest+Growing+Market%2c+Projected+to+Reach+%2427.4+Billion+by+2028&utm_exec=cari18prd#product--summary
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technology to the concept of immersion and experience. Steuer (1992) suggests that ‘presence’ is 

the key to defining VR and presence can be defined as a ‘sense of being in an environment’ (p.75). 

Hence, Steuer (1992) has defined VR as ‘a real or simulated environment in which a perceiver 

experiences telepresence’ (p. 76). Telepresence is a function of the medium and also the perceiver 

and a combination of both of these leads to an experience of reality. The definitions of VR before 

Steuer’s (1992) seminal article heavily emphasised on technology and hardware and did not 

appreciate the experience of the user. It is the conceptualisation after 1992 that gave regard to the 

concept of immersion and user experience and it opened up the array of opportunities for various 

industries. The researchers considered both the technological and experiential aspects and defined 

it as ‘a set of technologies that enable people to immersively experience a world beyond reality’ 

(Berg & Vance, 2016, p.1). 

The research on VR in marketing has evolved from a technological to an experiential point 

of view, with substantial research published in the last two years. However, the research is 

scattered with views ranging from virtual reality technology to virtual games, product 

development, consumer behaviour, marketing channels, advertising and branding, e-commerce, 

and others. 

Virtual reality has emerged as a transformative technology with numerous applications in 

various industries, including tourism. The use of virtual reality in marketing within the tourism 

industry has gained attention due to its potential to enhance the customer experience and provide 

immersive and engaging content. Several studies have highlighted the value of virtual reality as a 

complement to travel in areas such as marketing, travel planning and management, entertainment, 

education, accessibility, and heritage preservation (Guttentag, 2010). Virtual reality offers a 
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unique opportunity to provide users with a full immersion in a proposed reality, creating a powerful 

and manageable experience. 

Pantano & Servidio, 2011 found that virtual reality increases the level of authenticity, 

thereby enhancing tourists' perception of the destination image. Additionally, virtual reality offers 

the potential to stimulate the need to travel and aid consumers in making decisions about where to 

travel (Leung et al., 2020). Israel et al., 2019, also emphasize the importance of virtual reality 

preview experiences in shaping customer responses to hotel brands and destination images. 

Moreover, the adoption of virtual reality in tourism marketing has been observed among leading 

brands in the travel and hospitality sector such as Carlson Rezidor, Hilton, Airbnb, Holiday Inn 

Express, and Vacasa (Zeng et al., 2020). The application of virtual reality in tourism marketing 

has the potential to transform the tourist experience and bring significant changes to the marketing 

strategy of experience goods in the tourism and hospitality industry. 

Despite the fact that the VR tourism marketing research began nearly four decades ago, 

there is no holistic VR adoption framework for the tourism sector. Many studies in VR in tourism 

marketing are focused on applied research and prototype development, with little consideration 

for underpinning theories, concepts, or frameworks. The latest studies on VR in tourism marketing 

also suggest further extending the existing theories in new studies by incorporating new constructs 

more connected to VR and developing a comprehensive framework of VR adoption (Loureiro, 

Guerreiro, & Ali, 2020). 

Additionally, the concept of telepresence, its antecedents, and its outcomes have received 

little attention from researchers (Lee, 2018), resulting in a limited understanding of its impact on 

the tourism sector. Per Steuer, 1992, the definition of VR from the telepresence view significantly 
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changed the direction of research in this area, however, most of the studies tried to understand 

telepresence as a mediator and not as an antecedent. Considering, that telepresence influences 

consumer behaviour in VR, it is critical to understand how it impacts the various motivational 

metrics. 

The three hierarchical processing stages of responding to advertisements (i.e., cognition, 

affect, and conation suggested in general advertising effects research) have not been examined in 

tourism advertising (Weng et. al., 2021), and most of the researches are focused on studying the 

conversion (Intent to visit, purchase, recommend, re-visit). This failed to incorporate the cognitive 

responses that might not bring immediate visits to destinations but result in long-term attitudinal 

and behavioural changes (Johnson & Messmer, 1997; Kim et al., 2005; Weilbacher, 2003). Thus, 

there is a gap in studying how differently information is processed in VR by consumers as 

compared to a website. 

 Finally, there is limited empirical evidence in the scientific field regarding the influence of 

VR in tourism on purchase intention (Israel, et. al., 2009).  

This thesis fills the above-mentioned research gaps by conducting two quantitative studies. 

The primary aim of the thesis is to propose and empirically test a framework for adoption of VR 

in tourism. It presents a validated VR adoption framework that incorporates facilitators, inhibitors, 

and moderators, and provides a detailed summary of the research process and findings. It offers 

valuable insights into the factors influencing VR adoption in the tourism industry and provides a 

methodological approach for studying technology acceptance and rejection in this context. 

A VR experience of Egypt tourism is created and user response is collected to explores 

drivers of VR adoption in tourism. A confirmatory factor analysis is conducted for all the 
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constructs of the study followed by path analysis. The theoretical framework is analysed using 

Partial Least Squares-based Structural Equation Modelling (PLS-SEM). Further, the information 

processing difference is studied in VR as compared to website. An additional study is conducted 

to evaluate the purchase intent in a VR experience. 

The information processing difference between VR and website clearly highlights that VR 

tourism experience leads to better information processing as compared to website. The most 

significant finding of this thesis is the VR adoption framework in tourism. It is a holistic framework 

consisting of its facilitators, inhibitors, and moderators and the impact of telepresence is evaluated. 

The UTAUT model is supported and extended in the framework. Hedonic, performance 

expectancy, effort expectancy and social influence are the facilitators of visit intention in VR 

tourism experience and Opportunity cost Time and Perceived Lack of Value inhibit visit intention 

in VR tourism experience. Gender, past VR experience and Voluntariness of Use moderates the 

relationship between facilitators and the visit intention. 

The thesis has significant theoretical and managerial significations. With an aim to develop 

a stronger understanding VR adoption in tourism, it has developed a holistic framework of VR 

adoption. It enriches the theory by providing a theory-based framework of VR which is multi- 

dimensional in nature. It also builds the VR literature by a systematic review of the literature. The 

drivers of VR adoption proposed and tested in this thesis can be used by marketers to design the 

VR experiences. They can focus on antecedents that have a strong impact on experiences and 

channelize their resources wisely. Managers can also look at the outcomes of VR and their impact 

on purchase consideration to have a better understanding of customers' buying behaviour in VR 

experience. 
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Overall, this thesis provides direction to both academicians and practitioners in the 

understanding of the concept of VR better. This thesis adds to the theoretical advancement of VR 

and serves as a basis for future researchers for further development of the field. 

 

 

 



ix 

 

  
सारांश 

 
िपछले दशक म* िवपणन (माक/ िटंग) का तकनीक5 प6रवत8न दखेा गया ह।ै िडिजटल तकनीक@ को अपनाने म* विृD, वचु8अल 
6रयिलटी (VR), ऑगम*टेड 6रयिलटी (AR), िबग डेटा, Iलाउड कंKयिूटंग और आिट8िफिशयल इटेंिलज*स (AI) जैसी उRनत 
कंKयिूटंग तकनीक@ के उदय के साथ, िवपणक को उपभोUाओ ंके साथ रचनाWमक तरीके स ेबातचीत, जड़ुाव और िबY5 करने म* 
मदद कर रही ह ै(Hassouneh & Brengman, 2011; Verhagen et al., 2012)। वहZ, उपभोUा भी 
तकनीक5 [प स ेजाग[क हो रह ेह\ और उRनत तकनीक@ का उपयोग करके ]ांड्स के साथ अनभुवाWमक जड़ुाव क5 तलाश कर 
रह ेह\। वैि_क वचु8अल 6रयिलटी बाजार 2023 म* $21 िबिलयन था और इसके 2028 तक $67 िबिलयन तक बढ़ने का 
अनमुान ह,ै 26% क5 चYविृD वािष8क विृD दर (CAGR) के साथ (bोत: ResearchandMarkets)। 
 
VR का शcुआती उपयोग मनोरंजन dेe म* खले@ और वीिडयो के [प म* हfआ था; हालांिक, समय के साथ यह केवल गेिमगं 
संगठन@ तक सीिमत नहZ रहा। िविभRन dेe इस तकनीक का उपयोग वचु8अल उWपाद िडजाइन और परीdण (De Silva et 
al., 2019), वचु8अल ]ांड जड़ुाव (Kim & Hall, 2019), hिशdण, अनभुवाWमक िवपणन (Violante et al., 
2019), उWपाद डेमो (Juan et al., 2018), आिद के िलए कर रह ेह\। 'YouVisit सव/-Virtual Reality 
Brand Power Index' के अनसुार, Forbes के 75% सबस ेशिUशाली ]ांड्स ने VR या AR अनभुव@ का 
नवाचार और िनमा8ण िकया ह ै(Soriano, 2016)। 
 
Steuer (1992) jारा hkततु "टेलीhेज़*स" क5 अवधारणा VR को केवल एक तकनीक स ेअनभुव और डूबने (इमश8न) क5 
अवधारणा म* बदल दतेी ह।ै उनके अनसुार, "hेज़*स" VR को प6रभािषत करने क5 कंुजी ह ैऔर इसे "िकसी वातावरण म* होने 
का अनभुव" कहा जा सकता ह।ै उRह@ने VR को "एक वाkतिवक या िसमलुेटेड वातावरण िजसम* एक nयिU टेलीhेज़*स का 
अनभुव करता ह"ै (पoृ 76) के [प म* प6रभािषत िकया। इस pिqकोण ने 1992 के बाद स ेVR अनसुंधान क5 िदशा बदल दी 
और उपयोगकता8 अनभुव और डूबने क5 अवधारणा को महWवपणू8 बनाया। 
 
िवपणन म* VR पर शोध तकनीक5 स ेअनभुवाWमक pिqकोण क5 ओर िवकिसत हfआ ह।ै हालांिक, यह शोध िविभRन pिqकोण@ 
जैसे िक वचु8अल गेrस, उWपाद िवकास, उपभोUा nयवहार, िवपणन चनैल, िवsापन और ]ांिडंग, ई-कॉमस8 आिद म* िबखरा हfआ 
ह।ै 
 
पय8टन उvोग म* VR का उपयोग िवपणन म* wाहक@ के अनभुव को बेहतर बनाने और उRह* आकष8क सामwी hदान करने के िलए 
िकया गया ह।ै िविभRन अxययन@ ने पय8टन म* VR के उपयोग को याeा योजना, मनोरंजन, िशdा, पहfचं, और धरोहर संरdण म* 
परूक के [प म* माRयता दी ह ै(Guttentag, 2010)। VR उपयोगकता8ओ ंको एक hkतािवत वाkतिवकता म* परूी तरह डूबने 
का अवसर hदान करता ह,ै जो एक शिUशाली और hबंधनीय अनभुव बनाता ह।ै 
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Pantano & Servidio, 2011 के अनसुार, VR गंतnय छिव क5 hामािणकता को बढ़ाता ह ैऔर पय8टक@ क5 धारणा 
को सकाराWमक [प स ेhभािवत करता ह।ै इसके अलावा, VR याeा क5 आवyयकता को hे6रत कर सकता ह ैऔर उपभोUाओ ं
को याeा kथल@ के बारे म* िनण8य लेने म* सहायता कर सकता ह ै(Leung et al., 2020)। याeा और आितzय dेe के hमखु 
]ांड जैसे Carlson Rezidor, Hilton, Airbnb, Holiday Inn Express, और Vacasa ने पय8टन 
िवपणन म* VR को अपनाया ह ै(Zeng et al., 2020)। 
 
हालांिक VR पय8टन िवपणन अनसुंधान लगभग चार दशक पहले श[ु हfआ था, पय8टन dेe के िलए कोई समw VR अपनाने 
का ढांचा उपल|ध नहZ ह।ै अिधकांश अxययन nयावहा6रक अनसुंधान और hोटोटाइप िवकास पर क* ि}त ह\। Loureiro, 
Guerreiro, & Ali (2020) ने सझुाव िदया ह ैिक नए कारक@ को शािमल करके मौजदूा िसDांत@ का िवkतार िकया जाना 
चािहए और VR अपनाने का एक nयापक ढांचा िवकिसत िकया जाना चािहए। 
 
Steuer (1992) क5 "टेलीhेज़*स" क5 प6रभाषा ने अनसुंधान क5 िदशा बदल दी, लेिकन अिधकांश अxययन@ ने इसे एक 
मxयkथ के [प म* दखेा ह,ै hारंिभक कारक के [प म* नहZ। िवsापन hभाव@ म* संsानाWमक, भावनाWमक और िYयाWमक 
hिYयाओ ं(Weng et al., 2021) क5 जांच पय8टन िवsापन म* नहZ क5 गई ह।ै इसने उस जानकारी को अनदखेा कर िदया 
ह ैजो तरंुत याeाओ ंका प6रणाम नहZ बनती लेिकन दीघ8कािलक nयवहाराWमक बदलाव लाती ह।ै 
 
इस शोध म* इन अनसुंधान अतंराल@ को भरने के िलए दो माeाWमक अxययन िकए गए ह\। इस शोध का म�ुय उ�yेय पय8टन म* 
VR को अपनाने के िलए एक ढांचा hkततु करना और उसका परीdण करना ह।ै एक VR अनभुव िवकिसत िकया गया और 
उपयोगकता8 hितिYयाओ ंका संwह िकया गया। इसके अलावा, VR और वेबसाइट के बीच सचूना hसंkकरण म* अतंर का 
अxययन िकया गया। 
 
यह शोध VR को अपनाने के िलए एक समw ढांचा hदान करता ह ैिजसम* hोWसाहक, बाधक, और मxयkथ शािमल ह\। 
UTAUT मॉडल को िवkता6रत और समिथ8त िकया गया ह।ै 
 
यह शोध VR के िसDांत और िवपणन म* इसके उपयोग को बेहतर ढंग स ेसमझने म* िवjान@ और पेशवेर@ दोन@ को िदशा hदान 
करता ह।ै  
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