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Abstract: This study aims to analyze the relationship among virtual reality experiences, virtual reality experiential outcomes, 

destination awareness, and intention to visit a destination. It is also investigated rega rding the mediating role of the virtual 

reality experiences and destination awareness on intention to visit. This study used a questionnaire to collect data from tou rist 

experiences using a virtual reality application. The 115 data collected were analysed by Partial Least Square (PLS) analysis. 

The finding indicates that the virtual reality experience does not significantly influence intention to visit. Furthermore, t he 

results of the virtual reality experience also proved not to significantly influence intention to visit, so the virtual reality 

experiential outcomes were not able to become an important factor as an indirect relationship between virtual reality 

experiences and intention to visit a destination. However, the virtual reality experience still has an influence on destination 

awareness and has an indirect effect on intention to visit destinations through mediation from destination awareness. 

Therefore, tourism managers must be able to utilize VR as an information medium related to the destinations offered, so that 

tourists will get a lot of useful information to be more familiar with these destinations which will ultimately influence the  

intention to visit a destination. The limitations of the study and future research agenda are also highlighted.  
 

Keywords: virtual reality experiences, virtual reality experiential outcomes, destination awareness, and intention to visit 

destinations 
 

*  *  *  *  *  *  
 

INTRODUCTION              

Tourism is a service industry that relies on experience in which the product is  intangible (Tasci and Gartner, 2016). 

The intangible of tourism products makes the tourism industry vulnerable to threats and risks (i.e., crime, natural 

disasters, disease outbreaks, socio-political instability). This also makes tourists have difficulty in assessing the 

attractiveness of a tourist destination because in making a travel decision it is only based on perception, not reality 

(Hudson et al., 2011; Ye and Tussyadiah, 2011). In addition, the perception of risk is important for tourists in 

determining the trip to the destination. Increasing natural threats (e.g., disease outbreaks, natural disasters) can inhibit 

tourist arrivals (Chew and Jahari, 2014). The emergence of the Covid 19 disease outbreak in recent years is an example 

of the risk perception in tourism. The Covid 19 pandemic resulted in a dramatic decline in tourism industry (Abbas, 

2021). The pandemic impacted a tourist behavior such as canceling planned travel (Bauer et al., 2021). 

Now, however, the tourism industry is slowly recovering and there is new interest and opportunities for technology 

advancement contributing to the recovery of some destinations (Yung et al., 2021). Tourism stakeholders during the post-

pandemic period are trying to market their tourism products in a way that is attractive to tourists. A virtual reality (VR) is 

one of the product that has been widely used around the globe. The advantages in terms of interactivity, diving, and spatial 

visualization provided by VR are one of the reasons for using this technology in tourism (Guttentag, 2010). In addition, 

with these advantages VR can provide a view that it can be an outsanding resource for marketing intangible tourism and 

experiences as a product (Huang et al., 2016; Hyun and O’Keefe, 2012). The use of VR in tourism is used as a medium for 

tourism promotion (Adachi et al., 2020; Griffin et al., 2017, 2022; Idris et al., 2021). Several studies have revealed that the 

use of VR is an effective and efficient promotional tool to use. The main reason is because VR can reduce uncertainty 

related to intangible tourism products. The “try before you buy” option can reduce tourists' worries in deciding their trip 

because they get a more realistic experience of the destination (Alyahya and McLean, 2022). As a result tourists can be 

more interested in visiting destinations they have never visited before (Pantano and Servidio, 2011). 

Virtual Reality (VR) refers to a computer-generated 3D environment where users can navigate and interact in real-time 

simulations (Gutierrez et al., 2008; Guttentag, 2010). Computerized interfaces are used in VR to simulate 3D objects such 

as places, people and other entities in a virtual environment (VE) so that they can involve the use of one or more senses and 

interact in real time. Then, at the same time, a user gets a sense of presence (Hudson et al., 2019; van Kerrebroeck et al., 

                                                           
* Corresponding author 

http://gtg.webhost.uoradea.ro/
https://orcid.org/0000-0002-4811-7000
https://orcid.org/0000-0002-4518-0944
https://doi.org/10.30892/gtg.574spl19-1372


Encouraging Virtual Reality Experiences: The Effect on Tourists’ Intention to Visit Tourism Destination 

 

 2053 

2017). The VR in tourism is intended to make tourists can experience VR applications or so-called virtual reality 

experiences (VRE). Goodwin (2016) revealed that there are six dimensions of VRE including 360 photo and video 

emulation, VR with interactivity and haptic landscape, and directional motion. However, based on several studies 

revealed that VRE is affected by "immersion". It is a process of involving the user until they are fully immersed in VE to 

forget about time and escape from the real world for a while (Vynogradova, 2014; Yee, 2006).  

Virtual reality experiential outcomes (VREO), on the other hand, focuses on the results obtained directly from an 

experience. A number of studies suggest that cognitive orientation or similar influences are common themes associated 

with end-state experiences. Cognitive experiential outcomes involve conscious thoughts or mental states, while affective 

experiential outcomes are related to a person's moods, feelings, and emotions (Fernandes and Cruz, 2016). Experiential 

outcomes consist of loyalty, satisfaction, and advocacy. The experiential outcome is the result of the actual experience 

(Hassenzahl and Tractinsky, 2011). In VR use, experience outcomes relate to how VR impact users thought processes, 

feel, and conclusions of their VR experiences (Singh, 2018). Moreover, destination awareness (DA) refers to 

knowledge, experience, awareness, and expertise (Sharifpour et al., 2013). According to Alba and Hutchinson (1987) 

DA has a relationship with experience. DA, in the tourism concept, is often conceptualized as one dimension from 

previous visits (Milman and Pizam, 2016; Sun et al., 2013). However, according to Gursoy (2011) non-visitors can also 

have certain DA due to knowledge. Education, mass media, travel guides, personal contacts, and the Internet are very 

helpful in obtaining information on tourist destinations even before visiting them (Xiang et al., 2015). To summarise, the 

previous studies on experience outcomes, and destination awareness are still rare, especially related to the VR context. 

Thus, this study aims to examine the correlation among virtual reality experiences (VRE), virtual reality experiential 

outcomes (VREO), destination awareness (DA), and tourist intentions to visit tourist destinations (IVD).  

 

LITERATURE REVIEW AND HYPOTHESES 

VRE and IVD 

Based on the recent literature, it can be indicated that the minimum requirements to be able to experience VRE have not 

been well defined. Perez-Marcos (2018) offers VRE dimensions including immersion, interaction, usability, and illusion. 

The immersion most likely to be associated with VRE is defined as user engagement during the consumption phase, which 

makes them momentarily forget about the real environment (Vynogradova, 2014). Interaction in VRE naturally starts with 

visual space exploration. When the user is experiencing immersion, at that time he also performs interaction changing the 

view point in looking around. That is because their path in the VR environment is predetermined and cannot be changed 

(Strickland, 2019). The usage is related to users’ efficiency, effectiveness, and satisfaction in achieving their goals (Diels et 

al., 2017). This means that usability is a software product that is easy to understand, learn, and use by users as well as being 

attractive when used under certain conditions (Costasible, 2001). In the meanwhile, a variety of perceptual illusions 

pertaining to space, environment, and self make up illusions in VRE (Perez-Marcos, 2018). 

Travel motivation or intention visit destination (IVD) has a vital role for tourism planning and marketing. Several 

tourism literatures in the last decade have examined IVD to understand tourist behavioral intentions in choosin g tourism 

destinations (Lam and Hsu, 2006). One popular motivational model for travel intention is push and pull (Crompton, 

1979). The push and pull factors are the two strengths that make up the intention to choose tourist places according to 

the push and pull travel intention model. Human needs, such as the need to escape, explore new things, seek adventure, 

fulfill dreams, rest and relax, maintain one's physical and mental well-being, maintain one's social standing, and so on, 

provide the push factor. Pull factors, which include things like food, people, recreational facilities, historical and natural 

features, and the destination's image, are external elements that draw people to recognize the desire for specific travel 

experiences. As a result, the pull element helps to clarify the destination decision, while the push factor helps to explain 

the urge to travel (Uysal and Jurowski, 1994). As a result, an individual's IVD is drawn toward an objective by outside 

influences and pushed by internal motivations. Guttentag's research (2010) demonstrated how VR can, but only to a 

certain extent, meet every push element for an individual. For instance, offering a means of escape, even if it's merely 

psychological. While the experience felt through reproductions won't be the same as the experience felt in real life, it 

might still offer novelty and excitement for VR users (Stangl and Weismayer, 2008). VR is also capable of meeting all 

of a person's pull factors, although only to a certain extent. For example, recreat ing sites or objects in a virtual 

environment that is much better than activity, and can enjoy social interaction (Wall and Mathieson, 2006). Therefore, 

the first hypothesis proposed regarding the relationship between VRE and IVD is as follows.  

H1. There was a positive effect between VRE and IVD. 

 

VREO and IVD 

VREO is the outcome of travelers' subjective reactions and their experiences with how they feel when engaging in tourism-

related activities (Quan and Wang, 2004). The term VREO describes the impact of virtual reality on tourists, including their 

emotions and inferences from the experience. VREO is seen as the outcome of visitors' emotional interactions with virtual 

reality technology, which are predicated on their happiness, loyalty, and advocacy for the medium (Singh, 2018). VR 

experiential satisfaction is a reflection of the satisfaction felt from VR content. Visitors can compare between their experiences 

from VR and their expectations of VR, the result is positive and negative disconfirmation can occur (Kao et al., 2008). VR 

experiential loyalty is related to how users experience a VR environment and have the desire to re-purchase VR products and 

services provided by service providers (Kim et al., 2020). The VREO discussed in this study is VR experiential advocacy. 

However, in this study it was combined with VR experiential loyalty. VR experiential advocacy relates to how tourists are 
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willing to provide recommendations and praise for VR technology provided to other tourists (Wu and Cheng, 2017). 

Numerous VR research demonstrated a connection between IVD and VR experience enjoyment (Hosany et al., 2016; 

Loureiro et al., 2021). Research from Kim et al. (2020) showed positive results that VR engagement directly influences 

individuals' intention to visit destinations they have visited virtually. Loureiro et al. (2021) also found that VR experiential 

satisfaction is a significant driver in tourist IVD. Meanwhile, experiential satisfaction and experiential loyalty are two basic 

things in success in any business (Rust and Chung, 2006). Both of these are related to the conceptualization of combining 

the idea that the service experienced subjectively by users is better measured by predictors of experiential satisfaction and 

experiential loyalty than measured objectively (Oliver, 2014). This indicates that these factors have a meaningful 

association with one another. Regarding the connection between VREO and IVD, there is still unanswered study. 

H2. There was a positive effect between VREO and IVD. 
 

DA and IVD 

The ideas of awareness, knowledge, experience, and competence are frequently connected to the concept of destination 

awareness (DA) (Sharifpour et al., 2013). The quantity of customer experiences pertaining to a product is what defines DA. 

In other words, DA is a conception of past visits or the quantity of past visits (Alba and Hutchinson, 1987; Sun et al., 

2013). However, several studies also show that DA cannot only be obtained from experience, but can also be obtained from 

education, mass media, personal contact with other individuals, and travel guides (Gursoy, 2011; Xiang et al., 2015). 

Consequently, DA is more related to the hunt for information and the time spent finding it (Baker et al., 1986). Thus, there 

are two definitions of DA and experience gained from prior information, knowledge gained from information about service 

providers and knowledge gained from direct engagement with service providers (Huang et al., 2014; Webb, 2006).  

Numerous investigations have demonstrated that DA and IVD do, in fact, have a favorable association (Chen and Lin, 

2012; Tsai, 2012). Baloglu (2001) showed that information which is important in DA also has a positive relationship with 

IVD. In addition, a person's subjective knowledge is also an important indicator in making decisions to visit a destination 

(Sharifpour et al., 2013). Therefore, we formulate a hypothesis related to the relationship between DA and IVD. 

H3. There was a positive effect between DA and IVD. 
 

VRE, VREO and IVD 

VRE has been verified to be an important factor in VREO (Chandra, 2014). Quan and Wang (2004) revealed that 

VREO comes from the results of the user's experience in participating in the VR environment. VREO is the result of the 

user's emotional VRE with VR which is based on VR experiential satisfaction, VR experiential advocacy, and VR 

experiential loyalty (Singh, 2018). Hosany et al. (2016) and Loureiro et al. (2021) found that there is an influence 

relationship between VR experiential satisfaction and IVD. In addition, in the opinion of Rust and Chung (2006) 

experiential satisfaction and experiential loyalty are two basic things in success in any business. As a result, we contend 

that VREO might mediate between VRE and IVD. 

H4. There was a positive effect between VRE and VREO. 

H5. VREO can be a mediator between VRE and IVD. 
 

VRE, DA and IVD 

VRE can be interpreted as a user experience with VR or a VR environment (Perez-Marcos, 2018). In the meantime, 

awareness, knowledge, experience, and competence are ideas that are connected to DA (Sharifpour et al., 2013). According to 

Baker et al. (1986) DA is associated with the information search and the duration of time spent finding the information. Virtual 

reality (VR) can offer comprehensive information about travel places, particularly prior to travel (Cho et al., 2008). Moreover, 

VR is defined as a visual medium that assummed by Liu (2005) as the most significant contributor to DA, so VR has the 

potential to offer more information and contribute to DA. Baloglu (2001) explained that information which is important in DA 

also has a positive relationship with IVD. Numerous investigations have demonstrated that DA and IVD are positively 

correlated (Chen and Lin, 2012; Tsai, 2012). Therefore, we assumed that DA could potentially mediate VRE and IVD. 

H6. There was a significant positive effect between VRE and DA. 

H7. DA can be a mediator between VRE and IVD. 

 

MATERIALS AND METHODS 

Sample Design and Data Collection 

The survey questionnaire was conducted two months after initial contact was made in person with the Tourism Office 

of North Lombok Regency, Indonesia, explaining research objectives and permits. After obtaining approval, online and 

offline questionnaires were distributed to tourists in the Lombok area through direct interviews and Google forms. As an 

experiment, participants tried one of our virtual reality-tourism map applications, called Explotours (Explore Lombok 

Tours). After trying the Explotours application, 115 respondents completed the questionnaire (the respondents was more 

than expected samples). The sample was determined based on the Lemeshow formula: 
 

  
 

 

Where: n = total sample; z = score of confidence level 95% = 1.96; p = maximum estimation = 0.5; d = margin error = 

10%. The majority of responders (62.6%) are men, (55.7%) are between the ages of 17 and 24 (35.8%), work as students 

(34.8%), and have a high school or technical school degree (45.2%) (Table 1). 
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Table 1. Distribution of respondent characteristics 
 

  n Presentase   n Presentase 

Gender 
Male 72 62.6 

Age 

17-24 years 64 55.7 

Female 43 37.4 25-34 years 34 29.6 

Occupation 

Students 40 34.8 35-50 years 15 13.0 

Private sector 32 27.8 >50 years 2 1.7 

Civil servant 1 0.9 

Education 

Elementary school 20 17.4 

Self-employed 35 30.4 Junior high school 13 11.3 

Housewife 1 0.9 Senior high school 52 45.2 

Others 6 5.2 Bachelor/Master 30 26.1 

 

Variables and Measures 

The variables VRE, VREO, DA, and IVD are included in this study. The evaluation of instrument measurements involved 

the application of validity and reliability tests in an effort to determine the degree of accuracy and consistency. The loading 

factor value, which must be greater than 0.6, and the average variance extract (AVE) value, which must be greater than 0.5 for 

construct validity, served as the foundation for the validation requirements. Additionally, for construct dependability, the 

values of Cronbach Alpha (CA) and Composite dependability (CR) must be greater than 0.6 and 0.7, respectively (Hair et 

al., 2016). All of the variables in this study were operationalized using accurate and trustworthy measures from earlier 

empirical research that was published. VRE questions were compiled from pertinent literature and adjusted for this study's 

setting. Each item in each construct was measured and rated on a 5-point Likert scale from 1 "Strongly disagree" to 5 

"Strongly agree". Wu et al. (2020) developed a 24-item instrument to measure virtual reality experiences (VRE) which 

includes four indicators: immersion, interaction, usability, and illusion. From this scale, 17 items were selected according to 

the context of research on virtual reality experiences (VRE). According to Table 2, AVE is 0.645, whereas CR and CA are, 

respectively, 0.969 and 0.966. This indicates that the construct's validity and reliability standards have been met. 

Wu et al. (2020) created ten items to assess virtual reality experience outcomes (VREO), which are comprised of 

three indicators: VR advocacy, VR experiential loyalty, and VR experiential satisfaction. This work serves as the basis 

for the VREO instrument. Only two measures, VR experiential loyalty and VR experiential satisfaction, were chosen out 

of the three. This study included seven items overall from the two indicators since they were pertinent to the context of 

virtual reality experience outcomes (VREO). With an AVE value of 0.679, which indicates that the VREO items have 

been fulfilled. Table 2 displays the validity and dependability of the items. In the meantime, they also surpassed the 

standards, as evidenced by the CR and CA values, which were, respectively, 0.936 and 0.921. 

The destination awareness (DA) instrument is measured by four items that are listed in the appendix. These four 

items are based on relevant previous research and have been modified from Lai and Vinh (2013); Yoo et al. (2017). The 

instrument's reliability and validity were demonstrated by an AVE of 0.701, CR, and CA of 0.903 and 0.857, 

respectively. As a result, the instrument's build measurement is deemed consistent. In addition, the intention to visit 

destination (IVD) instrument is measured by five items that reflect the behavior of tourists in their intention to visit 

destinations. The five items selected (listed in the appendix) have been adopted and modified from previous studies 

(Atzeni et al., 2022; Marasco et al., 2018). The AVE value, as seen in Table 2, is 0.760. In the meantime, CR and CA 

are, respectively, 0.941 and 0.921. This indicates that the instrument complied with  the specifications. 
 

Table 2. Value of loading factor, AVE, composite reliability (CR), and cronbach alpha (CA) 
 

Variables Indicators Items Loading AVE CR CA Variables Indicators Items Loading AVE CR CA 

VRE 

Immersion IM1 0.804 0.645 0.969 0.966 

VREO 

VR 
experiential 
satisfaction 

VES1 0.752 0.679 0.936 0.921 

Interaction 

IN1 0.819    VES2 0.844    

IN2 0.840    VES3 0.826    

IN3 0.829    VES4 0.886    

IN4 0.837    VR 
experiential 

loyalty 

VEL1 0.803    

IN5 0.828    VEL2 0.850    

Usability 

US1 0.843    VEL3 0.798    

US2 0.833    

DA 

 DA1 0.849 0.701 0.903 0.857 

US3 0.863    DA2 0.853    

US4 0.822    DA3 0.858    

US5 0.811    DA4 0.786    

Illusion 

IL1 0.746    

IVD 

 IVD1 0.875 0.760 0.941 0.921 

IL2 0.801    IVD2 0.874    

IL3 0.734    IVD3 0.861    

IL4 0.737    IVD4 0.887    

IL5 0.745    
IVD5 0.862    

IL6 0.737    

 

RESULTS AND DISCUSSION 

500 subsamples of the gathered data were utilized in this study's partial least square (PLS) analysis, which was 

conducted utilizing the bootstrapping technique. Testing the proposed hypotheses is the objective. The hypothesis is 

accepted if the data indicate that the association between the variables has a significance level of less than 0.05. 
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Table 3. Hypotheses testing by PLS (Note: VRE - virtual reality experiences; VREO - virtual  

reality experiential outcomes; DA - destination awareness; IVD - intentions to visit tourist destinations) 
 

Hypotheses Relationship (β) SE sig. Decision 

1 VRE - IVD 0.006 0.066 0.923 Not supported 

2 VREO - IVD 0.153 0.097 0.115 Not supported 

3 DA - IVD 0.728 0.077 0.000 Supported 

4 VRE - VREO 0.531 0.085 0.000 Supported 

5 VRE - DA 0.540 0.076 0.000 Supported 

6 VRE - VREO - IVD 0.082 0.056 0.146 Not supported 

7 VRE - DA - IVD 0.393 0.071 0.000 Supported 

 

According to Table 3, there is no direct correlation between VRE and IVD (β = -0.006, sig. = 0.923), which 

contradicts the initial hypothesis. This indicates that VRE has no appreciable beneficial impact on IVD. Additionally, 

VREO (β = 0.153, sig. = 0.115) did not demonstrate any significant favorable impact  on IVD. H1 and H2 are therefore 

disproved. On the other hand, DA has a positive and significant influence on IVD with a value of β = 0.728 and sig. = 

0.000. Moreover, VRE had a noteworthy and favorable impact on DA (β = 0.540, sig. = 0.000) and VREO (β = 0.531, 

sig. = 0.000). H3, H4, and H5 are therefore approved. In the meantime, there was no discernible impact (β = 0.082, sig. 

= 0.146) in the VREO mediation test results regarding the connection between VRE and IVD. H6 is therefore 

disregarded. Additionally, it was demonstrated that DA acted as a mediator between IVD and VRE (β = 0.393, sig. = 

0.000). H7 is therefore approved. The path coefficient of the proposed hypothesis is displayed in Figure 1.  
 

 
Figure 1. The diagram of hypotheses (Note: S = Significant, NS = Not Significant) 

 

Numerous earlier investigations that examined the impact of VRE on IVD produced encouraging and noteworthy 

findings (H. Lee et al., 2020; M. Lee et al., 2020; Park et al., 2015). A study from Alyahya and McLean (2022) in the 

United Kingdom based on a lab experiment on 204 participants was conducted to test their attitudes towards tourist 

destinations before receiving stimuli (VR experience stimuli and traditional website experiences).  

The result was a difference between the two, as evidenced by a positive and significant effect of the VRE on tourist 

attitudes in IVD. Although several previous studies showed significant results, in this study the results were different. 

The results of the correlation test between VRE and IVD showed that there was no positive relationship.  

This finding supports Deng et al. (2019) study which states that VRE actually weakens IVD. The VR experience felt 

by tourists makes them feel a consumption experience that is close to reality weakens their desir e or intention to visit. 

Tourists feel that the experience provided by VR has been considered similar to the actual experience so they feel 

satisfied. The result is reduced interest or intention to get involved or visit.  

The same finding was also shown in the relationship between VRE and IVD where the relationship between the two 

was not positive and significant. This is because the existence of VREO is the result of VRE. In accordance with the 

opinion of Quan and Wang (2004) that VREO is the result of the VR experience of tourists about how they feel and their 

subjective responses after participating in a VR environment. VREO refers to how tourists are affected by VR and how 

they feel and draw conclusions from VRE (Singh, 2018). However, the research findings also show that VRE has a positive 

correlation to VREO. This means that these results are in accordance with previous findings which state that VREO is the 

result of VRE. In addition, Verhagen et al. (2011) also found that the VRE dimension, namely interaction, is a driver of user 

satisfaction with the VR world (VREO = VR experiential satisfaction). Mütterlein's opinion (2018) also said that the VRE 

dimension—immersion—affects satisfaction with the VR experience and is an appropriate predictor in the VR context. As 

with the VRE dimension, illusion is also a predictor of visitor satisfaction in the VR context (Slater, 2018). Although several 
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studies have shown that VR experiential satisfaction can have a positive effect on IVD (Hosany et al., 2016; Loureiro et al., 

2021). However, the findings also show that there is no indirect relationship between VRE and IVD via VREO. 

Regarding the destination awareness, this study found that there was a positive connection between DA and IVD. 

This finding supports the findings of Baker et al. (1986) that DA, which is defined as information search and the amount 

of time spent accessing information related to a destination, has a positive correlation to IVD. In addition, the intention 

to visit is basically in the decision making. Thus, one's subjective knowledge is an important indicator (Baloglu, 2001).  

Furthermore, a positive relationship was found between VRE and DA which also verified that there was an indirect 

relationship between VRE and IVD through DA. According to Sharifpour et al. (2013) DA is related to the concepts of 

awareness, knowledge, experience, and expertise. Therefore, VRE can be positively related to DA. Additionally, Cho et 

al. (2008) stated that DA is more related to information seeking. Meanwhile, VR in its use can provide a wealth of 

information to users. These findings support the findings of Liu (2005) which states that VRE has great potential to 

provide more information and contribute to DA which ultimately affects IVD. 

 

CONCLUSION 

VREO and DA, in this study, are positioned as mediation between VRE and IVD to determine the indirect effect of 

these two variables. The findings show that VRE has no direct influence as an important factor in intention to visit a 

destination (IVD). The study also found that VREO associated with VRE also did not show a direct effect on IVD. The 

findings from VRE and VREO also influence the role of VREO as a mediator for IVD. The findings of this study contradict 

several previous studies which stated VRE and VREO to be important factors for tourist IVD. Therefore, tourism managers 

are advised to make more use of the use of VR in tourism. This is because VREO has VR experiential satisfaction and 

VR experiential loyalty which can increase tourist interest. This means that there  is still a lack of use of VR in tourism 

which causes tourists not to experience satisfaction and leads to a lack of tourist interest in visiting or returning to 

tourism destinations. However, VRE is still proven to be an important factor in IVD through th e mediation of DA.  

This means that the use of VR can increase the level of tourist familiarity with a destination. If tourists are more 

familiar with a destination, it will affect the intention of tourists to visit the destination. Therefore, tourism managers must 

be able to utilize VR as an information medium related to the destinations offered, so that tourists will get a lot of useful 

information to be more familiar with these destinations which will ultimately influence the intention to visit the destination.  

This study has several limitations in its process including; This study tested VRE of tourists using VR applications that 

had little sensory experience, even categorized as low-level sensory VR experiences that only included visual and tactile 

information. Therefore, future research is expected to be able to use VR applications that provide high-level sensory (visual, 

tactile, and auditory) VR experiences in order to find new results related to the effect of VRE on IVD. Moreover, to enrich the 

literature in this discipline, testing the influence of moderator variables should also be considered for future research. 
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