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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
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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



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

vi



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.
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Al Artificial Intelligence

AIDA Attention, Interest, Desire, Action

Aml Ambient Intelligence

AR Augmented Reality

AVE Average Variance Extracted

CR Composite Reliability

EIR Economic Impact Research

ELM Elaboration Likelihood Model

GDP Groos Domestic Product

IT Information Technology

OTT Over-the-top

PLS-SEM Partial Least Square Structure Equation Modelling
SEM Structure Equation Modelling

SOR Stimulus-Organism-Response

UTAUT Unified Theory of Acceptance and Use of Technology
VIF Variance Inflation Factors

VR Virtual Reality

WTTC World Travel & Tourism Council
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