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Abstract  

The hotel industry is a significant element when planning any kind of trip, whether it 

is for business or leisure. For a couple of years now, the hotel industry has started to 

digitalize itself slowly but steadily by introducing different technologies. An example 

would be the virtual keycards where the guests do not have to stop by the check-in 

desk anymore but receive their digital keycards on their mobile phone and can directly 

enter the hotel room. These technologies play an important role for the improvement 

of the hotel’s processes and financials as well as helping the guest in different 

decision-making processes, which provides comfort to the guest. Some of the large 

hotel chains like Marriott or Shangri-La already partially use VR and AR in the 

Marketing department to attract more customers. This example and further examples 

are discussed in more detail below. The goal of this thesis is to study and analyze the 

impact, both negative and positive of the implementation of virtual reality (VR) and 

augmented reality (AR) in the hotel industry. VR and AR are some of the techs that are 

supposed to be a helpful tool and a game changing player in the hotel industry. In 

order to better understand the process of implementing VR and AR in the hotel 

industry, in-depth research was conducted by the author to help understand the 

whole picture. Only then can the challenges and benefits that come with such an 

implementation be identified and analyzed.  

For the purpose of better understanding the problem, an online survey was 

conducted. A large number of responses was gathered to help determine the different 

points of view of the participants. The participants had to answer the questions once 

from the perspective of a hotel manager and once from the perspective of a hotel 

guest. The results provided insight on the opinion and behavioral aspects of people 

towards such an implementation from hotel managers, hospitality management 

students and guests that answered the survey. Surprising was the fact that only very 

few people heard of and used VR and AR when staying at a hotel. Nevertheless, most 

participants responded positively to the implementation of these technologies in the 

entire hospitality industry. 
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1 Introduction  

1.1 Presentation of the Problem 

Virtual reality (VR) and augmented reality (AR) have become a significant part of 

today’s technology. VR simulates an environment that can be accessed with the help 

of special glasses (Christodoulidou, 2020). AR uses the real world with the addition of 

information in the form of bubbles with texts or squares that pop up depending on 

the location (Gartner, 2022). The main difference is that one creates a completely new 

and simulated world, while the other uses the real world but with some additional 

components. Both technologies are mostly known for their entertainment aspects in 

the gaming industry. Yet, they are used in more sectors than anticipated, such as 

education, medicine, engineering, communication, and several others (Mathew, 

2014). In 2021 the market size of VR reached 4.8 billion US dollars worldwide, with a 

strong increase from year to year, and is projected to reach over 12 billion US dollars 

by 2024 (Alsop, 2021a). Augmented reality, on the other hand, had a market size of 

9.5 billion US dollars in 2021 and it is predicted to reach a total amount of almost 300 

billion US dollars worldwide by 2024 (Alsop, 2021b). These numbers show shows that 

both AR and VR play a significant role in contemporary life. They are on the march of 

becoming indispensable constituents in every area of a human life’s, including the 

tourism and hospitality industry, with a significant impact on those (Williams & 

Hobson, 1995).  

According to Kutsenko (2019), both AR and VR can enhance the customer engagement 

in the hotel industry in numerous diverse ways if an implementation is to be lead 

through. Therefore, this implementation is encouraged and recommended, especially 

in the pre-booking phase where customers have many questions and insecurities 

about the accommodation and its facilities (Nayyar et al., 2018). Even though AR and 

VR are widely used in different sectors like gaming; there is still limited research and 

information on how they could benefit the hotel industry. At the same time, it is also 

unknown, which challenges and benefits such an implementation could bring with 

itself. As stated by Tussyadiah et al. (2017) and Christodoulidou (2020), it has a bright 

future not only for the tourism industry but also for the hospitality industry and 

therefore for the hotel industry. It can be used in many ways, especially as a marketing 
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tool or to improve the customer experience. AR and VR have been examined 

individually or in connection with other industries, but never in direct comparison with 

the hotel industry. Since it is not explored very much in the hospitality industry and 

much less in the hotel industry, this thesis aims to offer insight on a potentially more 

technological future for the hotel industry. A future in which there will be great in how 

hotels will be chosen by the guests as well as the booking itself and finally the 

stayover.  

As both challenges and benefits are analyzed, it is assumed that there are both 

positive and negative aspects. Even though there are more challenges than benefits, 

the benefits are outweighing them in terms of potential and opportunities for the 

future. The first research question considered in this thesis will weigh the challenges 

and benefits of the implementation of augmented and virtual reality in the hotel 

industry: RQ1 What are the challenges and benefits of implementing virtual and 

augmented reality in the hotel industry? Research question 2 considers the ways in 

which AR and VR could impact the Hotel Industry: RQ2 In which ways does the 

implementation of virtual and augmented reality impact the hotel industry?  

1.2 Aims of the Bachelor Thesis 

This thesis results contribute to extend knowledge on using VR and AR in the hotel 

industry and to have a better understanding on the implementation. First, the 

purpose of this research is to find out how AR and VR could impact the hotel industry 

if the hotels would actively implement and use the above-mentioned technologies in 

different sectors such as marketing, bookings or as guides for the destinations and the 

facilities inside the hotel. Second, it envisions what those challenges and benefits are 

and how they can be overcome if needed. Moreover, it explores the advantages and 

disadvantages for the guests as well as for the hotels using these technologies. Finally, 

it sketches the whole picture of the implementation and the potential that is provided 

for the future for both consumers and businesses, which in this case are the hotels. 

At the end of this research, the readers will be able to will be able to have a better 

understanding whether this implementation will be beneficial for the future of the 

Hotel Industry and the changes it will bring along, both positive and negative.  
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1.3 Methods of Analysis 

For this thesis, the author uses both primary and secondary research. The literature 

review is based entirely on secondary data, which means that already existing data 

are used to provide a more in-depth understanding of the topic. Meanwhile, the 

findings and discussion are based on a combination of primary and secondary data. 

The primary data were collected through a survey that used different channels such 

as LinkedIn and Facebook. The target group was primarily hotel managers and Modul 

University (MU) students as well as MU alumni that have a comprehensive 

understanding of the hotel industry. To this end, a set of questions were posed to 

determine the positions of the target groups towards the researched topic as well as 

understand how virtual and augmented reality are perceived if implemented in the 

hotel industry.  

1.4 Outline of the Thesis  

This thesis is divided as follows: introduction, literature review, methodology, 

findings, conclusion, and recommendations.       

The introductory part will provide an overview of the topic with background 

information as well as the statement of the problem with the research questions and 

the aim of the thesis. Finally, the methods and approaches used to determine the 

results.              The 

literature review consists of five significant parts: the explanation of virtual reality and 

augmented reality; the difference between the two technologies; the perception and 

potential that they have; and finally, the educational purposes of VR and AR for the 

hotel industry.                       The methodology 

describes thoroughly how the research data were gathered, by which means it was 

analyzed, and with which approaches and methods were used to determine the 

results and findings of the thesis.        The fourth part 

considers the findings followed by the conclusion and the discussion. Lastly, the 

author will give recommendations on what further research and data collection can 

be pursued to have an even deeper understanding of the implementation of VR and 

AR in the hotel industry.  
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2 Literature review  

2.1 Virtual reality 

2.1.1 Definition of VR 

According to Mandal (2013, p.304) virtual reality is defined as “a technology which 

allows a user to interact with a computer-simulated environment, whether that 

environment is a simulation of the real world or an imaginary world.” This means that 

any given environment can be simulated, even a hotel and its facilities. Operators can 

intervene in different situations, depending on the user’s movement, to adapt and 

customize the experience or even change the status from a bystander to a participant 

(Riva, 2006). This means that people can walk around, do house chores, and explore 

different surroundings and environments (Farshid et al., 2018). Of course, to be able 

to have such an experience, adequate hardware and software is needed. A Virtual 

Reality starter pack includes VR goggles and headset, the camera which is used for 

movement tracking, and a device that can support VR like a personal computer (PC), 

a laptop, or a PlayStation (Nowag, 2020).  

2.1.2 Example uses of VR technology 

Virtual Reality has become a usual tool in today’s technology. Even though experts 

only saw the potential of VR in the gaming industry, throughout time, it became a 

significant tool in many different industries (Zobel et al., 2018).  

The planning and management area is one of the beneficiaries of the VR technology. 

A notable example of the use of VR technology is architectural planning, visualizing 

the space is an enormous advantage not only for the architect but also for the 

customer who is able to see the project beforehand and can intervene if there is 

something that he or she wants to change (Heldal, 2007). In the entertainment 

industry VR is often used as a great tool to enhance customer experience. An example 

would be the Sahara Hotel & Casino in Las Vegas which offers simulated rides around 

a speedway in a racecar preproduction surrounded by a huge screen to make it all 

look as realistic as possible (Guttentag, 2010). Another notable example of the use of 

VR, somewhere other than the gaming industry, is the global distribution system 

(GDS) Amadeus. Amadeus is one of the world’s leading GDSs in Europe. In one of their 



 
 
 
 
 

13 
 

videos, Navitaire, which is a daughter company of Amadeus, presented how a 

potential online booking of a vacation could look like in the future. The entire process 

would be visual, and the user could easily book the flights and seats, the rental car at 

the destination and finally pay virtually with their credit card (Amadeus, 2017).  

The education industry also benefits from the VR technology in several distinct 

aspects. For instance, the cultural institution, the Foundation of the Hellenic World, 

uses it to organize VR exhibitions. These exhibitions were the Center’s highlight 

allowing the visitors to walk through ancient cities, experience the work of an 

archeologist, and relive a few moments in ancient Greece (Gaitatzes et al., 2001).  

2.1.3 Challenges and Benefits of VR in tourism  

 
Table 1 - SWOT Analysis of VR Applications in Tourism 

Above, there is a SWOT analysis conducted by Dilek et al. (2018) which focuses on the 

VR technology in the tourism industry. The most important aspects are put together 
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in Table 1. The table consist of four columns with each being one of the SWOT analyses 

factors: Strength, Weaknesses, Opportunities, and Threats. Under each of these 

headlines there are several aspects which belong in that category. For example, time 

travel is considered an opportunity, while high costs for the customer are a weakness. 

The negative impact of VR on the real tourism industry is that it can be perceived as a 

threat and a strength would be the that it could be used as a marketing tool to 

promote destinations.  

According to Cheong (1995) Virtual Reality can also be considered as a threat. Since 

VR makes it possible to recreate environments, one-to-one, tourists might not want 

to travel to that destination anymore if they have seen it virtually. Of course, it is not 

possible to compare the actual trip to the virtual one. Yet, people who are on a tighter 

budget might consider traveling to a cheaper destination instead of making the effort 

to go to the one they have seen virtually if that is far away and more expensive. This 

leads to the main threat, which is that virtual tourism might replace the actual tourism 

in future (Cheong, 1995). Following the replacement of actual tourism by virtual 

tourism as stated in the table above, this could have serious negative consequences. 

Another challenge would be the unfavorable impact on the employment sectors at 

the destination as well as on the income of the destination. The whole supply chain 

would be affected and would drag up difficult consequences for the entire world 

economy. This would include travel agencies, airlines, accommodations, DMOs, the 

destinations and country’s economy, including the citizens of those destinations who 

live off tourism (Dilek et al., 2018). This, of course, has a direct impact on the 

hospitality industry.  

Another challenge would be the evolution of the technology in the future since it is 

uncertain how it will change in the next few years. The senses like seeing and hearing 

are quite well developed, yet, the other three senses, smelling, tasting, and feeling, 

are not involved at all in the technology. They are quite important to make the trip 

more accurate and have the impression of truly being there (Guttentag, 2010). In 

addition, as mentioned in Table 1, there is an absence of cooperation between the 

traveler and the local citizens who are often the essence of the real trip. There is no 

ability to buy local products and gifts to bring home to the family and friends as a 
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symbol and reminder of that journey. This is considered an important part of the 

tourist experience, to buy and bring home souvenirs (Wilkins, 2010).   

On the other hand, there are also a lot of benefits that come with the VR technology. 

As specified by Dilek et al. (2018) in the table above, VR could be a great marketing 

tool for the hospitality industry to promote their hotels and the destinations. This can 

help customers visualize their potential trip and accommodation before genuinely 

traveling to the destination and, if necessary, changes and adjustments can be made 

(Rainoldi et al., 2018).  

Another benefit would be that it offers an alternative to actual travel, and it can be 

considered a sustainable way of traveling, without polluting the planet (Dewailly, 

1999). In addition, the problem of overcrowding in cities like Dubrovnik or Venice 

could be avoided with the help of virtual traveling (Foster, 2017). Since one only needs 

to buy the VR gadgets, it is also more affordable than the actual travel and it is also 

time saving because you do need to travel by any transportation means. One is 

directly at the destination without spending a cent on the transport and there is no 

need to spend time at different institutions like travel agencies or ambassies to plan 

the vacation or wait for a visa (Cheong, 1995). Besides, it is a safe means to travel if 

considering the Coronavirus pandemic because there is no need to leave the house 

and you can still travel around the world without any restrictions or rules to follow 

(VR direct, 2020). Furthermore, it gives the possibility to people who cannot travel to 

still have an experience like everyone else. For example, disabled people or seniors 

who have limited travel opportunities. This would provide a chance to do something 

that otherwise would have been impossible (Sonida Senior Living, n.d.).  

2.1.4 The usage of VR in hotels  

VR in the hotel industry comes with many benefits and advantages. Nowadays, many 

hotels offer on their websites VR tours of their properties to attract more customers 

as they are considered more appealing than traditional advertisements (Wan et al., 

2007). Moreover, VR can help the tourist overcome the fear of uncertainty and lack 

of knowledge about the trip as well as the destination and accommodation (Lee & Oh, 

2007). In addition to overcoming anxiety, VR can be a valuable tool when it comes to 
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planning the trip. It not only helps to find an adequate accommodation, but it can also 

help with the choice of destination and tourist attractions (Pestek & Sarvan, 2021). 

 
Amadeus is one of the world’s leading global distribution systems, also known as GDS. 

In one of their videos Navitaire, which is a daughter company of Amadeus, presented 

how a potential online booking of a vacation could look like in the future. The entire 

process would be very visual, and the user could easily book the flights and seats, the 

rental car at the destination and finally pay virtually with a credit card that has prior 

been linked to the system (Amadeus, 2017).  

The Shangri-La hotel chain offers 360-degree videos of the destination and the 

property, which can be viewed with the help of VR technology. Users can simply 

download the files and with the right accessories, enjoy the virtual presence of being 

at one of the Shangri-La destinations (Experience the virtual world of Shangri-La 

Hotels and Resorts, n.d.). Being the first luxury brand to adopt the VR technology, 

Shangri-La saw the enormous potential of enhancing the worldwide sales as well as 

the customer experience. In the beginning, the travel agents were the main target as 

they were the key elements to the customer decision-making process. Still, customers 

are also encouraged to make use of the videos if possible (Hotel Business, 2015). There 

are several other hotels that use the same technology as the Shangri-La to promote 

their property and facilities. One of them would be the Atlantis Dubai, which provides 

a virtual tour of the hotel from the first-person perspective. It can be watched as a 

normal video on the internet or with the help of adequate VR gear to have the full 

experience. The Pullman Brisbane King George Square also provides a virtual hotel 

tour. But the difference to the one mentioned above is that it is accompanied by an 

audio which guides the viewer through the property and provides some additional 

information (Revfine, 2021a).  

For their campaign “Travel Brilliantly,” Marriott Hotels created and presented the 

“first-ever immersive 4D VR experience” called “Teleporter” in 2014, which enabled 

guests to explore and enjoy the location while being in a “Teleporter station” (Sabre, 

2017). What is special about this 4D simulation, is that besides the audio-visual 

elements, it additionally includes olfactive and kinesthetic effects. This means that the 

users can smell the saltiness of the sea in the air or the perfume of a lavender field as 



 
 
 
 
 

17 
 

well as feel the movement of the ground when somebody is stamping on it, for 

instance (Mofoken & Matima, 2018). The testers were brought to their virtual 

honeymoons in London and Hawaii where they had a simulated experience (Revfine 

2021.) Already in 1995, Cheong mentioned that such full stimulation packages, which 

also include smell, taste, and touch, would be available for travelers using VR gear 

(Cheong, 1995). In addition to the 4D simulation, Marriott also initiated something 

that is called “VR postcards”. This is a platform where guests can have a look at 

different vacation stories from different destinations over the world with the help of 

a VR headset (Sabre, 2017). The properties offering this service were in New York and 

London at which the guest had the possibility to have this in-room experience. The 

reactions and the responses towards this project were amazing and a great step 

towards implementing VR in the hotel industry (Framestore VR, 2016).  

2.2 Augmented reality 

2.2.1 Definition of AR 

Springer Science+Business Media (n.d.) defines Augmented reality as “a system that 

enhances the real world by superimposing computer-generated information on top 

of it.” It uses artificial information such as visual and audiovisual elements to focus on 

various aspects of the real world and provide more information when pointed upon 

one of these aspects. Contrary to VR, the user is still able to see the real world but 

with an addition of information (Hayes, 2020). Usually, AR does not require more than 

a smartphone (hardware), which should have a camera and a mobile application 

(software) to be used (Porter & Heppelmann, 2017). So, everyone who owns a 

smartphone could use augmented reality. 

2.2.2 Example uses of AR technology 

Augmented Reality is used a lot nowadays, even more than it might be imagined. For 

instance, one of the many industries in which AR is to be found and used is the 

education industry. The ability to visualize information in three-dimensional space 

(3D) or to compare different perspectives at the same time makes users acquire the 

information faster and easier. Moreover, it  improves the learner’s motivation and 

performance (Hincapie et al., 2021). According to Cranmer et. al. (2020), their study 

showed that Augmented Reality enriches the customer experience in several ways. 
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One of them would be the modernization of the present service, which attracts more 

customers. Additionally, it encourages tourists to discover unknown destinations and 

by providing extra information in various formats, it enhances the user’s attention and 

holds it (Cranmer et al., 2020).  

The industries of healthcare and medicine are also huge users of AR technology. Here 

not only the employees benefit from it, through trainings or exercises, but also the 

patients through patient engagement. Specific examples where AR is used are the 

surgical trainings, vein localization or facilitating the patients understanding of his/her 

condition and offering them the possibility to explore it more (McCarthy & Uppot, 

2019). Another notable example of how AR is used, is the German company CSAE. 

They program the software for augmented reality devices which helps to blend in the 

instructions of how to assemble industrial components. It is called the “Operator 

Guided Assembling Process” and employees can easily follow the instructions given. 

This not only reduces the rate of errors but also increases the employee satisfaction 

(CSAE, 2022). One last example famous for using AR technology would be the world-

known game Pokémon Go. To play this game, the user needs a smartphone with this 

app. When the game is loaded, a map of the real world appears on the screen with 

some figures that need to be caught. To level-up in the game, the player needs to go 

on walks to find even more figures being guided by the map on the phone (Pokemon 

GO, n.d.).  

2.2.3 The usage of AR in hotels   

For the tourism industry AR has been nothing but beneficial. It gives travelers the 

opportunity to discover new places with a novel and exciting approach (Cranmer et 

al., 2020). As an example, the rooms at the Hub Hotels by Premier Inn were designed 

with a city map where visitors can point their smartphones at. With the help of their 

app, the guests are then provided with all the tourist hotspots and sights around the 

hotel (Bogomolov, 2019). The guests can access information about the distance to the 

point of interest, opening hours, prices, or even the occupancy rates. Another 

example is the Casa Madrona, which implemented an AR-supported brochure so its 

customers can check out the hotel property and its facilities prior to their stay as well 

as during their stay (Augmented reality in NYC: Casa Madrona Hotel & Spa, 2015). The 

Best Western Kelowna allows their small guests to discover different things like nature 
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and animals through an app that at its core uses gamification, even though the hotel 

is in the city. The children can go around the premises on a quest and so they can 

discover the surroundings in a more attractive and safe way (Xlrator, 2016). Moreover, 

the Starwood hotel used beacon technology, which is a more specific AR technology, 

to send their guests the virtual key to the room on their phone. As a result, guests do 

not have to come by the reception to pick up the key, instead, they can directly go to 

their room and unlock the door with their phone (Hospitality Technology, 2015). 

Today, this technology is quite common and is used in most hotels if requested.  

2.3 The difference between VR and AR  

The main difference between VR and AR is that the first one is entirely based on an 

artificial environment, while the second one is combining the real world with some 

computerized information (Farshid et al., 2018). The graphical elements are much 

intricate in the virtual reality than in the augmented reality. AR uses templates, text 

boxes and simple frames, while for VR a whole software needs to be carefully 

programed (Caudell, 1995). In addition, for VR you need special gear to have the full 

experience such as headsets and goggles, while AR can be used directly on the mobile 

phone or tablet. Augmented reality focuses more on customers, while virtual reality 

can also be considered by businesses or institutions such as universities, for marketing 

aims or educational purposes.  

2.4 The perception and potential of using and implementing VR and 

AR in the hotel industry   

Already in the early days, using this technology to virtually visit sights like theme parks 

was very popular and well perceived because the idea of being able to fully customise 

your journey was something extraordinary (Williams & Hobson, 1995). Huang et al. 

(2013b) state in their article that results of their research show a positive response 

from the participants regarding the usage of virtual tourism websites. Moreover, the 

respondents also showed a positive interest in the usefulness of such sites and 

emotions such as joy or even excitement. With the help of the Technology Acceptance 

Model, also known as TAM, researchers can determine the acceptance of users for 

new emerging technologies. The findings of the research made by Israel et al. (2019) 

undoubtedly demonstrate that the perceived usefulness is a key factor that 
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beneficially impacts the attitude in the direction of using it in the first place and 

utilizing the technology more. Therefore, it can be concluded that people are open to 

using new technologies such as virtual reality and augmented reality, especially when 

it eases their life and makes day-to-day activities more time and energy efficient. Yet, 

before being able to form an opinion on whether the technology has a good perceived 

ease of use, humans must be open to the use of these new technologies, namely VR 

and AR.   

Usually, the first thing that people research on and then book when doing a trip, is the 

hotel (or any other type of accommodation such as hostel, motel, apartment etc.) 

(Camilleri, 2018). The research part, where they gather data to make the most suitable 

decision is an essential component of the booking process (Sun, 2014). Consumers 

these days need a lot of information before the decision-making so that they can be 

sure that they are making the best possible decision (Revfine, 2021b). Nowadays, the 

aim of companies is to offer their clients outstanding personalized proposals with 

additional value, so they feel more addressed and valued. As a result, the emerging 

technologies are the perfect fit for such companies like hotels, where the customer 

value and perception are some very important factors for the decision making. For 

instance, hotels can enable future guests to virtually visit and experience the hotel 

premises and facilities before their actual trip (Bogicevic et al., 2021). At the same 

time, VR is a great tool for the marketing purposes of a hotel since it can be used for 

operations like promotions, advertising, PR, and many more (Egger, 2017). This 

emphasizes once again the potential that these technologies have, not only for the 

guests but also for all the hospitality companies out there implementing VR and AR.  

2.5 VR and AR for educational purposes in the hotel industry  

On the same token, these technologies also help the hospitality education sector 

adapt to the changes and instruct future students about the usage of AR and VR in 

this industry. They can be used to simulate environments in which students have to 

practice and adopt the acquired knowledge during other courses. With tools such as 

“Second Life,” an online platform with different virtual environments including hotels, 

universities can use them to offer students real life experiences in a virtual 

environment and to enhance the learning opportunities and outcomes (Singh & Lee, 

2009; Second Life, 2022). For instance, a real-world check-in experience could be 
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simulated in which the student would need to perform the actual check-in procedures 

and apply all the necessary skills to make the process as in real life. This would also 

diversify teaching approaches and create authentic scenarios. More and more 

universities and professors are considering using virtual learning as part of their 

courses (Huang et al., 2013a). According to Ghanbarzadeh & Ghapanchi (2022), 

adopting these new teaching approaches with the help of these new systems, 

especially the higher education segments benefit from it because it is easier for its 

audience to work with due to aspects such as age, knowledge, and experience. The 

students are more likely to keep their focus span longer on the task, rather than losing 

it quickly and starting other irrelevant activities (Guttentag, 2010). The Hotel 

Management School Les Roches in Switzerland sought to become more competitive 

decided to adopt new teaching methods and introduce new ones that are more 

groundbreaking, ingenious, and advanced. This included the introduction of virtual 

delivery of course content to improve the quality of the academic setting (Bray, 2002). 

Both AR and VR offer numerous benefits for the hospitality education, enhancing the 

teaching approaches and the academic results of students who make use of these 

technologies in their studies. 
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3 Methodology  

3.1 Justification of the chosen research approach  

The methodology is important to be able to gather accurate data and establish how 

this data are collected. The type of data collection used for this thesis is of primary 

type. This refers to the data being collected by the author of the research paper, 

otherwise known as first-hand data collection (Hox & Boeije, 2005). The secondary 

data collection are data that was already gathered and analyzed by a previous author 

(Hox & Boeije, 2005) and is mostly used in the literature review for an in-depth 

understanding of the subject and problem.  

The conducted primary data research has a quantitative approach as it collects many 

observations targeting diverse groups of people. The data collection was 

anonymously, being collected on different online platforms. A survey is appropriate 

because there is no need to conduct any further in-depth research like interviews, and 

the gathered data are enough to support the ideas and arguments of this thesis. 

Online surveys are easy to use especially when targeting specific groups like hotel 

managers, hospitality students and professors. Moreover, the anonymity of the 

respondents is essential so that any types of biases are avoided. Furthermore, since 

the implementation of VR and AR in the hotel industry affects not only the hotel 

managers but also normal citizens and tourists, it is only appropriate to also ask for 

their opinion on this topic.  

3.2 Research design  

The platform used for the development of the survey is called Lime Survey. The 

sample size consisted of 89 respondents and was promoted on all active social media 

platforms such as Facebook, Instagram, and LinkedIn, as well as through email. The 

target audience age range was between 18 and 68 years and targeted especially 

Modul University students and hotel managers. Furthermore, the use of word-of-

mouth promotion was also used to attract and gain as many respondents as possible. 

The data collection began in mid-March and lasted four weeks until mid-April 2022. 

All questions of the survey are attached at the end of the thesis, in Appendix A. The 

online survey benefited from a brief introduction at the beginning of the survey, 
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followed by a short and insightful explanation of the goal for this bachelor thesis and 

its purpose. Afterwards, the questions for the data collection were pursued. The data 

collection was followed by the evaluation and analysis of the gathered data in the 

statistics programs such as RStudio and Jamovi. As mentioned above, when doing 

quantitative research there is a large number of observations. Prior to analyzing the 

data, they must be cleaned and ordered. Only then can it be properly run through the 

statistics programs.  

The survey contained a total of 23 questions and included mostly Likert scale 

questions, with whom it is possible to measure the participant’s opinion, but not only. 

For the Likert scale questions the scales were defined as follows: 5 – Very 

beneficial/Very useful; 4 – Somewhat beneficial/Somewhat useful; 3 – Neutral; 2 – 

Not beneficial/Somewhat useless; 1 – Hindering/Very useless; 0 – Not sure. For the 

analysis all the “Not sure” were left out from the analysis because they would 

negatively impact the results. There were also multiple-choice questions, rating scale 

questions, and open-ended questions which were used for gathering the respondent’s 

opinion as well as for the demographics. For instance, the multiple-choice questions 

were used to find out how many stays the respondents have on average in a year. 

These different types of questions help to determine, what is important for the 

respondents when booking a hotel room and how the augmented reality and virtual 

reality could then have an impact on the hotel industry. Furthermore, they are 

beneficial to establish how open and willing the participants are towards using the 

above-mentioned technologies as well as their impressions and maybe also 

experiences with these technologies. 

3.3 Analysis and results 

The data were analyzed with dedicated softwares named RStudio and Jamovi. These 

programs are particularly useful when gathered data needs to be ordered and 

analyzed. After the compiling and ordering of the data, they were ready to be 

analyzed. Yet, to determine whether there are any relationships between the data 

and variables, reliability analyses as well as correlation analyses have been performed 

to determine the Pearson and Spearman’s rho correlation. While the Pearson 

correlation is used to determine a linear relationship between two continuous 

variables (Nettleton, 2014), Spearman’s correlation is useful in identifying a 
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monotonic relationship between two variables (Sereno, 2021). Moreover, statistical 

measurements like mean comparisons and normality checks have been conducted. In 

addition, frequency tables and other descriptive data indicators like standard 

deviation, range or median were analyzed. The results are visualized in tables and 

figures such as histograms, frequency tables, correlation matrices, and scatter plots 

with trend lines. In addition, every figure and table are accompanied by a detailed 

description and interpretation of the results.  
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4 Analysis and Discussion  

After carefully analyzing the data, the results were both surprising and unsurprising at 

the same time. Considering that the 21st century is very digitalized, and the 

digitalization rate and number of new discoveries is growing day by day, it can be 

assumed that people at least read about VR and AR being implemented in the hotel 

industry. Furthermore, the unlimited access to the World Wide Web (WWW) and the 

different news platforms gives everyone the opportunity to inform themselves about 

this topic as there are several articles informing interested parties. Nonetheless, most 

of the survey respondents never heard of them being used in the hotel industry, not 

to mention using them. However, some of the respondents encountered and used the 

above-mentioned technologies, which is an indication for its spread and usage. 

Despite the lack of knowledge about the usage of VR and AR in the hotel industry, the 

respondents were open to their implementation considering that they could be a 

helpful tool if implemented properly.  

The number of participants who took part in the survey was 89. From the total of 89 

respondents, 59 were female, 29 were male and 1 person preferred not to say. In 

percentages, the females represented 66.3% of the total of 89 respondents while the 

males represented only 32.6%. The remaining 1.1% is the percentage for the 

respondent that chose “Prefer not to say.” The graph below shows the gender 

distribution of the respondents who took part in the survey. The y-axis shows the 

three gender groups, while the x-axis shows the counted frequency.  

 
Figure 1 - Gender Distribution 

To further analyze the respondents who participated in the questionnaire, the author 

considered the age range. The range is between 18 and 68 years. Most participants 

have the age of 22, followed by 21 and lastly 20 and 23. There are also some outliers 
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in both directions. Figure 2 below shows a detailed spectrum of all the participants 

ages and their counts.  

 
Figure 2 - Age Distribution 

The employment status of the respondents plays a key role in the analysis and had a 

significant impact on the answers. This is the case because the status determines 

which attitude the participant has towards the implementation of VR and AR in the 

hotel industry. The opinion of a hotel manager is especially important because they 

have an entire knowledge base about how a hotel works and where processes can be 

improved. In addition to that, they know what is important to the guests and in which 

areas the guest satisfaction can be enhanced. Furthermore, the students are also 

essential since they are the future work force of the hospitality industry, even future 

hotel managers and future guests that will interact with these technologies. One of 

the respondents is a software developer working with VR and AR. Their answer is also 

quite important because he or she knows exactly how to program these technologies 

and can assess the challenges and benefits of implementing them in hotels. 

Nonetheless, all the other respondents are essential because they are all hotel guests 

and can assess the situation from the other perspective, namely the one of a hotel 

guest. Figure 3 below shows the distribution of the occupations of the participants 

and their counts. 
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Figure 3 - Employment Status Distribution 

The participants were asked how many stays they have on average in a year and how 

many nights those stays include. 36% of the respondents have between 3 and 5 stays 

in a year, namely 32, followed by the 1 to 2 stays with a percentage of 24.7% 

respondents and a total of 22 answers. Close behind are the 6-8 stays with 18 

responses and a percentage of 18%. The stays consist of around 5.7 days on average, 

which means that the respondents are quite familiar with different hotels and their 

operating methods and procedures. Therefore, it can be assumed that the 

respondents’ answers are suitable to be used in the data analysis to have an accurate 

result.  

67.4% and 66.3% of the participants had never heard of augmented reality and virtual 

reality respectively being used in the hotel industry before. Only 24.7% respectively, 

29.2% have heard of AR and VR being used. The rest of the respondents answered 

that they are not sure whether they have heard about it or not. This can be also seen 

in Table 2 and Table 3 below.  

 
Table 2 - Have you heard about Augmented Reality (AR) being used in the hotel industry? 

 
Table 3 - Have you ever heard about Virtual Reality (VR) being used in the hotel industry?  



 
 
 
 
 

28 
 

On the question of whether they actually used these technologies in a hotel, 92.1% 

chose “No“ while only 7.9% chose “Yes“. Yet, the ones that answered with “Yes,” 

explained that they used a 3D view with which they navigated through the entire room 

and had a full view of it. Others referred to a virtual tour of the room including the 

hotel premises prior to booking the hotel. A respondent mentioned using these 

technologies inside the hotel as a virtual guide, to better navigate around the hotel 

and spa.  

In the second part of the survey, participants were asked to consider and answer the 

questions from two perspectives, once from the perspective of a hotel manager and 

another from the perspective of a hotel guest. This meant that they had to imagine 

being a general manager (GM) and answering the questions in the best interest of the 

hotel. As well, they had to imagine being a hotel guest and answer the question in the 

best interest of the guest. The implementation of VR and AR was considered from 

several aspects like guest satisfaction, booking time efficiency, increasing number of 

bookings, marketing tool, presentation of the hotel premises including facilities and 

presentation of the surrounding area of the hotel. As it might be expected, the hotel 

guests (G) were not asked about the usefulness of VR and AR in the internal 

procedures and departments since they are not familiar with how a hotel is properly 

run and which aspects must be considered. Most of the posed questions were asked 

in a matrix format and Likert scaled with a 6-point scale from “Very useful” to “Very 

useless” also including “Not sure”. The answers to the Likert scaled questions were 

converted into numbers to be able to easily make the analysis with numbers. Yet, as 

mentioned above, to have an accurate result, all the “Not sure” answers were 

excluded from the analysis to avoid a negative impact on the results. Two of the posed 

questions in the second part of the survey were open-ended questions about the 

perceived challenges and benefits of the implementation of VR and AR in the hotel 

industry from both perspectives.  

To easily analyze the answers, the author decided to compare the group of the hotel 

manager and the hotel guest with each other. Furthermore, in order to have a simpler 

analysis, each question received a computed variable with all the sub-questions. This 

facilitates the analysis as well as the result and its interpretation. To be able to 

compute these variables, a reliability analysis was performed to be sure that a 
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computation is actually possible and correct. The reliability analysis is measured with 

the Cronbach’s alpha. The alpha can be between -1 and 1. Ideally, the alpha should be 

between 0.8 and 1 (Blanz,2015). With respect to this analysis, it means that there is a 

strong reliability between all the sub-questions of each question, and they are 

computed to one variable for each question. Below, there is a table with the result of 

the reliability analysis. 

 
Table 4 - Reliability Analysis of all Sub Questions 

As can be seen in Table 4, the Cronbach’s alpha for this study is 0.972, which is an 

indication for an excellent reliability. From this it can be deduced that a computation 

of variables is possible. Therefore, all the sub-questions of each main question were 

computed to a variable. This means that instead of 43 variables, only eight computed 

variables are left to be analyzed.  

For the further proceedings, a descriptive analysis of the newly computed variables is 

done. This is relevant for the understanding of the following analyses. Moreover, it is 

important to have a picture and idea about some general information like mean or 

normality about the computed variables. The following table shows the descriptive 

data about the computed variables from the perspective of a hotel manager.  

 
 
Table 5 - Descriptive Data of Computed Variables Hotel Manager (HM) 
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As can be seen, the computed variables are in columns, while the statistic measures 

are in rows. The first row N shows the number of answers that were given without the 

missing values “0 – Not sure” which are listed in the row below. For this table it is 

important to look at the mean because it describes the average of all the answers. In 

the table above, the mean ranges from 3.70 up to 3.97. As the answers have all been 

allocated integer numbers, it is necessary to round them up. Since the numbers are 

above 3.5, the next integer number to round them up to would be 4. It represents the 

answer “Somewhat useful/Somewhat beneficial”. Therefore, we conclude that the 

respondents perceive the implementation of VR and AR as something that could be 

beneficial and useful for the hotel industry. The median is essential as well, because 

it specifies the number in the middle of all the answers that where given. Of course, 

the data must be sorted from the smallest number to the highest. Only then can the 

median be determined. In Table 5 the median stretches from 3.67 to 4. This shows 

that the answers that were given are somewhat skewed in the direction of number 4 

which, as mentioned before, shows that the responders believe VR and AR could be 

an efficient and useful tool for the hotel industry. In addition to the mean, the Shapiro-

Wilk p is likewise important because it tells the author whether the answers are 

normally distributed or not. In the table above, all the Shapiro-Wilk p values are 

smaller than 0.01, which indicates that there is a significant violation of the normality 

distribution of the answers. Moreover, the negative skewness is an indicator for a 

right skewed curve, which also explains the reason for the afore-mentioned violation 

of normality. Furthermore, the median shows the distribution is skewed to the left. 

This is also known as negative skewness. The figure below shows a histogram for each 

of the 5 computed variables including a density curve. 

 
Figure 4 - Histograms of Computed Variables (HM) including Density Curve Part I 
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Figure 5 - Histograms of Computed Variables (HM) including Density Curve Part II 

Table 6 below shows the descriptive data of the computed variables from the hotel 

guest perspective. The author considers the number of answers and the missing 

values, as well as the mean, median, skewness and normality. Again, as mentioned in 

the description of Table 5, the first row shows the number of respondents without the 

missing value that is shown in the row below. Looking at mean which ranges between 

3.69 and 4.22, it can be rounded up and down to the integer number 4. From the 

perspective of hotel guests, the respondents consider the implementation of VR and 

AR to be “Somewhat beneficial” for the efficiency of the hotel industry. The median 

for the three computed variables ranks from 3.8 up to the maximum of 5. Therefore, 

it can be concluded that for the first computed variable “G Do You Think,” the majority 

of respondents picked the answer “Yes”. This meant that they agreed with most of 

the statements presented and considered that VR and AR would be a helpful tool for 

procedures such as the booking process.  

 
Table 6 - Descriptive Data of Computed Variable Hotel Guest (G) 
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In addition to the mean and the median, another important measure is the normality. 

The value for the Shapiro-Wilk p is again smaller than 0.01, showing a significant 

violation of the normality assumption. Hand in hand with the normality violations 

goes the skewness. All the values of the computed variables for the skewness are 

negative. This again indicates that the distribution curve is skewed to the left.  

 
Figure 6 - Histograms of Computed Variables Hotel Guest Including Density Curve 

The next step in the analysis is to check the correlation between the computed 

variables. This analysis helps to determine the relationship between variables . For 

this research especially, the comparisons between the group of hotel managers (HM) 

and the group of hotel guests (G) is important. Therefore, comparisons between the 

same groups can be disregarded for this part. The results are displayed, in Table 5, in 

a correlation matrix, which indicates the Pearson and Spearman correlation as well as 

the significance level p. Next to the significance there are small stars that flag if there 

is a significant correlation. Three stars flag a strong correlation which means that the 

significance is smaller than 0.001, two stars flag a medium correlation with a 

significance smaller than 0.01, while one star flags a low correlation, with a p smaller 

than 0.05. In the table below most of the comparisons have a strong correlation 

except for two that only have a medium correlation and one with no correlation at all. 

Moreover, the Pearson correlation is positive for every aspect as well as significant for 

most of the comparisons between the two groups, hotel managers and hotel guests. 

The same goes for Spearman’s rho correlation, which is below the Pearson 

correlation. As a result, it can be said that between most of the variables there is a 

significant correlation and they play a key role in the result.  
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Table 7 - Correlation Matrix of all Computed Variables 

Below there is Figure 7, in which the correlation matrix from Table 7 is presented in 

the form of a scatter plot. It shows the distribution of the answers which are 

represented by individual bullets and a straight line which indicates the trend line of 

the correlation. On the top of the figure as well as on the side, all computed variables 

are listed which are compared. Each of the scatter plots has on the x-axis and y-axis 

the integer numbers 1 to 5 which represent the answer options of the likert-scaled 

questions.  All trend lines in the scatter plot start on the left side down and go up to 

the right side. This indicates a positive correlation between the compared variables. 

The steeper the slope is, the more the product increases.  
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Figure 7 - Scatter Plot of Correlation Matrix Including Trend Line 

As mentioned before, the guest perspective was not asked about the perceived 

usefulness of VR and AR in the hotel industry since they cannot judge and assess it. 

Therefore, there are two computed variables less for the perspective of the hotel 

guest. Yet, for a better comparison and understanding, the relevant computed 

variables for this study will be each compared individually in a correlation matrix. This 

will help analyze the groups in much more detail. In addition, each correlation analysis 

will be accompanied by the corresponding scatter plot. This will help visualize the 

results even better. The first two computed variables to be analyzed are the perceived 

efficiency of VR by hotel managers and the perceived efficiency of VR by hotel guests. 

As can be seen in Table 8 below, the value for Pearson’s r is 0.882 with three stars 

which indicates that there is a strong linear correlation between the two compares 

variables. Moreover, the value for Spearman’s rho is 0.833, with three stars indicating 

a strong monotonic relationship.  



 
 
 
 
 

35 
 

 
Table 8 - Correlation Matrix of HM VR Efficiency & G VR Efficiency 

As a result, the author concludes that both groups consider the VR technology to be 

efficient for different aspects and procedures in the hotel industry and an 

implementation could be beneficial for both parties. As for the next comparison, the 

following computed variables were compared: HM AR Efficiency and G VR Efficiency. 

They both describe the perceived efficiency of AR in the hotel industry from the point 

of view of a hotel manager and from hotel guests’ view.  

 
Table 9 - Correlation Matrix of HM AR Efficiency & G AR Efficiency 

From Table 9, it can be seen that the Pearson’s r value is 0.867 with stars indication. 

This signals a strong positive correlation between the two compared variables. In 

addition, the value for Spearman’s rho value is 0.818 with three stars right next to it. 

As mentioned above, this indicates a strong monotonic relationship among the two 
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computed variables. Again, it can be stated that both the hotel managers and the 

guests think that AR could be an efficient tool for the hotel industry and several 

aspects such as the check-in or check-out could be made more efficient using this 

technology.  

For the next correlation matrix, the author identifies again a strong correlation and 

relationship within the compared variables.  

 
Table 10 - Correlation Matrix of HM Do You Think & G Do You Think 

Pearson’s r is 0.873 with three stars next to it, which flags a significant positive 

correlation. Spearman’s rho is a bit smaller with just 0.830 and three stars, which is 

still a strong monotonic relationship. As aforementioned for the previous 

comparisons, the respondents of both groups, hotel managers and hotel guests share 

the same opinion regarding aspects such as the future usage of VR and AR in the 

booking process.  

For the following two comparisons, the author decided to compare the two variables 

that were not posed to the hotel guests. These are the perceived usefulness of VR and 

AR for internal matters such as marketing and sales as well as the guest satisfaction. 

Since there are no computed variables for this aspect for the group hotel guests, they 

were compared to the computed variables “G VR Efficiency” and “G AR Efficiency”. 

This displays the correlation between the perceived guest efficiency and the perceived 

usefulness by hotel managers. As a result, it can be analyzed whether the efficiency 

has any impact on the usefulness and vice versa. The results of the correlation matrix 

are displayed in two tables that will be described in more detail below.  
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Table 11 - Correlation Matrix of HM VR Usefulness & G VR Efficiency 

For Table 11, the circumstances are similar. The values for both Pearson’s r and 

Spearman’s rho are quite low with 0.519 and 0.453, respectively. Still, both values 

have the three stars next to each other which flags the significance. As mentioned 

above, the two computed variables are dependent on each other, yet if any 

differences occur, the changes are not that great.  

  
Table 12 - Correlation Matrix of HM AR Usefulness & G AR Efficiency 

As can be seen in Table 12 above, the value for Pearson’s r is 0.447, which is a quite 

low correlation. Yet, the three stars next to the value flag indicate that the correlation 

is still a significant one. As for the Spearman’s rho, the value is 0.500 with three stars, 

which also flags a significant monotonic relationship even though the value is quite 
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low. Therefore, it can be assumed that the two computed variables are positively 

influencing one another, but not that considerably.  

At the beginning of the chapter, it was mentioned that two open-ended questions 

were asked in order to determine the perceived challenges and benefits of the 

implementation of VR and AR in the hotel industry by the two groups: hotel managers 

and hotel guests.  

From the perspective of hotel managers, the survey respondents raised a handful of 

challenges that can come up before, during, and after the implementation of the 

aforementioned technologies. Starting with the implementation of VR, some of the 

participants responded that the maintenance of these technologies as well as the 

implementation itself could become very costly, which raises the question of 

feasibility. It was also mentioned that it is difficult to implement VR and AR in an 

already existing hotel due to the architectural and technological structure, and as a 

result it might be better to implement it into new buildings. Therefore, it might be 

more realistic to implement VR and AR only in large hotels so that the question of 

feasibility is no longer persistent. Others also mentioned that the security of these 

technologies cannot be certainly guaranteed especially in a time where cyber-attacks 

are more present than ever. Additionally, in case of a blackout or a network failure, a 

backup solution would be required.  In addition, the software is in need of regular 

updates and investigations, which can also be time consuming and very costly. One 

respondent said that it would be difficult to develop the software so that the hotel 

mapping looks presentable. What might be the biggest challenge for this 

implementation would be to convince guests to use it and show them the benefits it 

has and how complex tasks can be facilitated. Furthermore, it was mentioned that 

guests will not easily accept this digital change and will have a hard time adapting to 

this new way of booking and traveling. Especially seniors will have a difficult time 

understanding and using these technologies, which is also known as technological 

resistance. In addition, putting the VR headset on and adjusting it every time the guest 

wants to communicate with the hotel is tedious and might discourage people from 

using it. The last-mentioned challenges might also lead to the destruction of the 

equipment since many do not know how to use and adjust them. Consequently, the 

hotel would need to instruct the guests upon arrival on how to use them. This would 
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mean that the check-, for instance, could be done only if an instruction was made 

prior, which would again, increase the expenses. Below is a table which includes all 

the above-mentioned challenges. 

For the benefits seen by the hotel managers group, it was mentioned that VR and AR 

can be very useful tools which do not necessarily have to work against the employees 

but together with them, facilitating some parts of their work duties. For instance, the 

marketing department could use this to present the hotel premises and its facilities 

without having to write a detailed and complex description. This way guests do not 

create false impressions in their imagination but can directly see what they have 

searched for. Likewise, the surrounding of the hotel can be presented so that when 

the guests arrive, they know exactly where they can find interesting sites or shopping 

areas. The sales department could use it to present different types of rooms and 

convince guests to maybe upgrade their room and increase revenue.  Also, it could be 

used as a unique selling proposition, also known as USP, to gain advantage over the 

competition. USPs are currently very sought by guests, especially those that include 

unique experiences. Besides, a digital hotel can be a demand generator itself and 

attract people who are interested in these technologies and are eager to use them. 

Similar situation can be experienced with generation Z, which is a very technological 

generation, and it might be an enormous advantage to have VR and AR as an appeal. 

This way they can explore the hotel from their rooms and if the children are still small, 

the parents could rest without having to entertain them. Since people appreciate new 

innovations, the acceptance might come quicker than actually expected. As for the 

AR, it can be easily used from a mobile device such a as a smartphone without needing 

to provide the hardware. Every guest can use the software on their own device and 

therefore the risk of destruction is also minimized. On top of that, AR offers the great 

opportunity of enhancing the reality with additional digital information which 

facilitates the guests overall experience in the hotel. As everyone has it on their 

phone, it could also be used to introduce an interactive game which would also 

entertain the guests. The format of it could be, for example, a treasure hunt. The most 

important benefit that a respondent answered was that the guests have permanent 

accessibility to information which might relieve the workload of the guest service 

center. Table 13 below includes a summary of all the challenges and benefits that the 

respondents came up with from the perspective of a hotel manager. 
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Table 13 - Benefits & Challenges of VR & AR from the perspective of hotel managers 

From the perspective of the hotel guests, survey participants also found a couple of 

challenges and benefits. Starting with the challenges, the respondents mentioned that 

the technological resistance could be an obstacle to overcome. Since the majority of 

people are skeptical about using new technologies, it might be difficult to convince 

them to use VR and AR. Elderly guests might experience some difficulties using them, 

which can turn their stay into a digital nightmare. Some guests might enjoy having a 

chat with the front office staff or even have questions. To not have the ability to talk 

to a human, but just with a computer can discourage a lot of guests who plan to stay 

at that hotel. In addition, guests who would like to entirely disconnect from the online 

world and any electronic gadgets would not benefit from this implementation. They 

could not enjoy their stay as proposed. Another survey participant said that AR is not 

as precise as VR and therefore it should be carefully considered in which departments 

and for what tasks each of the technology is used. Guests planning and booking a stay 

at a hotel would need to have the appropriate gear in order to properly experience 

the fully digital information enquiry and booking process. 

On the other hand, the ability to check out the hotel and its facilities prior to the 

booking is a huge benefit. Guests would know what to expect from their overstay and 

would not have any surprises or disappointments when arriving at the hotel. 

Moreover, guests have the ability to inform themselves about the surroundings of the 

hotel prior to making the booking. This can facilitate the decision-making of potential 

Hotel Manager Benefits Hotel Manager Challenges 
Easy to present premises and facilities Very costly (software + hardware) 
Easy to present surroundings  Constant maintenance + updates 
Useful tool for marketing & sales 
department 

Destruction of gear through guests 

Easy to use AR on own devices Question of feasibility 
Offer USPs with VR & AR Technological resistance 
Demand generator for different guest 
segments 

Difficult to use for seniors 

Entertainment for guests  Cyber security 
Permanent accessibility to information Difficult to properly develop the 

software needed for individual hotels 
Enhanced reality through using AR Complete shutdown in case of blackout 

& network failure 
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guests and enhance the information enquiry. Not only it facilitates the research and 

booking process, but it also accelerates it. This can be both prior to the booking and 

also during the booking. Furthermore, as mentioned in the literature review, 

procedures such as check-in and check-out could be way faster. Another fairly big 

benefit is that AR can be used the guests’ own electronic devices. There is no need to 

buy any other gear and the software would be provided by the hotel in the form of an 

app, for instance. For a lot of guests, having VR and AR in the hotel can also be very 

entertaining for both adults and children. A form of gamification can be linked to a 

loyalty program in which guests are able to gain points and discounts. This might 

attract guests to come back and stay at your hotel. In table 14 below, all of the above-

mentioned challenges and benefits are summarized in short bullet points.  

Table 14 - Benefits & Challenges of VR & AR from the perspective of hotel guests 

The key findings of the research are the results of the descriptive analysis of the 

computed variables. They showed that on average the respondents are seeing VR and 

AR as a positive innovation for the hotel industry. Both perspectives of hotel managers 

and hotel guests presented a positive attitude towards these technologies, 

considering them to be useful and efficient for different processes and procedures. 

For hotel managers they can be a great marketing and sales tool which helps the hotel 

display itself properly and therefore increase bookings and consequently revenue and 

profit. Hotel guests consider that the ability to check out the property prior to making 

the booing as well as seeing the surroundings of the premises is a somewhat useful 

benefit. This can also be concluded from the answers that the survey participants gave 

Hotel Guest Benefits  Hotel Guest Challenges 
Ability to hotel & facilities beforehand Technological resistance  
Ability to check out the surroundings 
beforehand 

Not being able to interact with people in 
different procedure like Check-in/Check-
out 

Easy information enquiry  Difficult to use for seniors 
Know what to expect & no surprises AR is not as precise as VR  
Entertainment & Gamification Not having the proper technology to 

view the hotel beforehand 
AR can be used on own devices Hindering guests from entirely 

disconnecting & enjoy the stay 
Faster & Facilitated procedures  
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during the open-ended questions of the survey. As mentioned in the last two tables, 

there are both challenges and benefits of such an implementation. Yet, one can 

conclude that the benefits outweigh the challenges, because the challenges are not 

impossible to overcome. These are just some obstacles that in a few years will be 

obsolete when technology will further improve and almost every citizen will have and 

use VR and AR in their homes. AR is already being used in day-to-day activities such as 

interactive games like Pokémon Go. Another few examples were mentioned in the 

literature review chapter. The correlation matrices were also good indicators that the 

computed variables have a significant positive correlation. This means that they 

positively influence each other no matter which of them changes.  In addition to the 

analysis, the research in the literature review was also very important to be able to 

understand where exactly VR and AR can be used. Some examples from world-known 

brands like Marriott or Shangri-La were provided by the author to show that some 

hotels already use these technologies for their hotels. This shows that the hotels 

overlooked the challenges and focused on the benefits that VR and AR have.  
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5 Conclusion and Recommendations 

This research has great implications for the future of the hotel industry and the 

implementation of VR and AR in this industry. Augmented reality and virtual reality 

are currently a very discussed topic, and more and more hotels are adopting these 

technologies, which shows the importance of this research. The thesis provides insight 

into a topic that has not yet been fully investigated and analyzed. Therefore, some 

research was made, and the results will further help the hotels by easing up the 

decision-making process about the implementation of VR and AR. The main goal was 

to identify the challenges and benefits that such an implementation brings. By 

weighing the challenges and the benefits of such an implementation, the hotels can 

then decide whether they think that these technologies could be a useful and efficient 

tool for their premises. This research provides a better overview of the participants 

involved in this process and the effects it has on the users, both hotels and guests. 

The analysis has shown positive results for the implementation of the researched 

technologies, with both hotel managers and hotel guests being open towards such a 

technological change. Even though they were not fully aware of these technologies 

already being used in the hotel industry, they perceive both VR and AR as useful tools 

not only for the hotels and their employees but also for the guests. Yet also many 

challenges were identified and observed. Nevertheless, those challenges are possible 

to overcome and it is up to every hotel to decide whether they consider implementing 

VR and AR.  

Recommendations for further research would be to analyze the impact of AR and VR 

on the guest satisfaction as well the employee satisfaction. The initial booking process 

can be closely looked at, followed by the overstay, the guest activities inside the hotel 

and finishing with the overall experience. This applies to both guests and employees 

as well as to the hotel as a whole. For a better understanding, an experiment could be 

conducted in which this implementation is simulated, tested, and analyzed. This way 

data can be collected from first-hand research, making the results of this experiment 

vital for the decision-making process of hotels with regards to the implementation of 

virtual and augmented reality. With this experiment, also, guest’s and employee’s 

behavior can be closely monitored by experts in order to better forecast behavioral 

acceptance and changes towards a more digitalized experience. In addition, a survey 
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with a more specified target group as well as a larger sample of observations can be 

conducted for a more detailed and accurate result. The survey used for this thesis is 

sufficient for the start, but more in-depth research can be conducted to get a more 

meaningful view on the research topic. Moreover, two separate surveys can be 

conducted, one for the hotels and their employees and one for the guests. The target 

group at the hotel should include hotel managers, operations managers, the front 

office department as well as the sales and marketing department. For the target group 

of guests, different guest segments should be asked.  These segments could be 

business travelers or leisure travelers; families traveling with kids or seniors. In the 

end, if all this information is put together, the researchers could get a clearer 

understanding of the process and implementation of VR and AR in the hotel industry. 

Furthermore, they would also have an essential understanding of the challenges and 

benefits that come with such an implementation as well as the operating processes.  

 

 

 

 

 

 

 

 

 

 



 
 
 
 
 

45 
 

Bibliography 

Alsop, T. (2021a). Virtual reality (VR) – statistics & facts. Statista. Retrieved 
December 9, 2021, from https://www.statista.com/topics/2532/virtual-
reality-vr/.  

Alsop, T. (2021b). Augmented reality (AR) - statistics & facts. Statista. Retrieved 
2021, from https://www.statista.com/statistics/591181/global-
augmented-virtual-reality-market-size/.  

Amadeus. (2017). The world’s first Virtual Reality travel search and booking 
experience. YouTube. Retrieved March 25, 2022, from 
https://www.youtube.com/watch?v=Ax0BmO3DrTc&amp;t=29s 

Blanz, M. (2015). Forschungsmethoden und Statistik für die Soziale Arbeit: 
Grundlagen und Anwendungen. Stuttgart: Kohlhammer. 
https://statistikguru.de/spss/reliabilitaetsanalyse/auswerten-und-
berichten-2.html 

Bogicevic, V., Liu, S. Q., Seo, S., Kandampully, J., & Rudd, N. A. (2021). Virtual 
reality is so cool! how technology innovativeness shapes consumer 
responses to service preview modes. International Journal of Hospitality 
Management, 93. https://doi.org/10.1016/j.ijhm.2020.102806 

Bogomolov, V. (2019, March 14). Top 5 ideas how to use AR in tourism. 
Hospitality Net. Retrieved November 14, 2021, from 
https://www.hospitalitynet.org/opinion/4092421.html. 

Bray, J. (2002). Virtual tutoring in hospitality – a “learnt system” of 
professional practice. International Journal of Contemporary Hospitality 
Management, 14(1), 21–27. 
https://doi.org/10.1108/09596110210415088 

Camilleri, M. A. (2018). Travel Marketing, Tourism Economics and the airline 
product. Tourism, Hospitality & Event Management. 
https://doi.org/10.1007/978-3-319-49849-2 

Caudell, T. P. (1995). Introduction to augmented and virtual reality. 
Telemanipulator and Telepresence Technologies, 2351. 
https://doi.org/10.1117/12.197320 

Cheong, R. (1995). The virtual threat to travel and Tourism. Tourism 
Management, 16(6), 417–422. https://doi.org/10.1016/0261-
5177(95)00049-t 



 
 
 
 
 

46 
 

Christodoulidou, N. (2020). Virtual reality and its possibilities for hospitality. 
Hospitality Technology. Retrieved December 9, 2021, from 
https://hospitalitytech.com/virtual-reality-and-its-possibilities-
hospitality  

Cranmer, E. E., tom Dieck, M. C., & Fountoulaki, P. (2020). Exploring the value 
of augmented reality for Tourism. Tourism Management Perspectives, 
35. https://doi.org/10.1016/j.tmp.2020.100672 

CSAE. (2022). Smart Light Beam - Lichtgeführte Mitarbeiter- Unterstützung. 
CSAE GmbH. Retrieved May 16, 2022, from 
https://www.csae.de/arbeitsablaeufe-optimieren/ 

Dewailly, J. M. (1999). Sustainable tourist space: From Reality to Virtual 
Reality? Tourism Geographies, 1(1), 41–55. 
https://doi.org/10.1080/14616689908721293  

Dilek, N. K., Kızılırmak, I., & Dilek, S. E. (2018). Virtual Reality or just reality? A 
SWOT analysis of the tourism industry. ResearchGate. Retrieved 
November 22, 2021, from 
https://www.researchgate.net/publication/326836245_Virtual_reality_
or_just_reality_A_SWOT_analysis_of_the_tourism_industry. 

Egger, R. (2017). VR-the future of Selling Hotel Rooms. Virtual Reality in 
Tourism. Retrieved March 16, 2022, from http://www.virtual-reality-in-
tourism.com/vr-future-selling-hotel-rooms/ 

Experience the virtual world of Shangri-La Hotels and Resorts. (n.d.). Shangri-
La. Retrieved November 22, 2021, from http://www.shangri-
la.com/vr/en/index.htm. 

Farshid, M., Paschen, J., Eriksson, T., & Kietzmann, J. (2018). Go boldly!: 
Explore augmented reality (AR), virtual reality (VR), and mixed reality 
(MR) for business. Business Horizons, 61(5), 657–663. 
https://doi.org/10.1016/j.bushor.2018.05.009 

Foster, J. (2017). Crowds and cruise ships have 'ruined' Dubrovnik. The 
Telegraph. Retrieved November 24, 2021, from 
https://www.telegraph.co.uk/travel/destinations/europe/croatia/dubr
ovnik/articles/dubrovnik-faces-overcrowding-cruise-ship-visitors-/. 

Framestore VR. (2016). Marriott VR Postcards. Framestore VR Studio. 
Retrieved March 25, 2022, from http://framestorevr.com/marriott-vr-
postcards 



 
 
 
 
 

47 
 

Gaitatzes, A., Christopoulos, D., & Roussou, M. (2001). Reviving the past: 
cultural heritage meets virtual reality. Proceedings of the 2001 
Conference on Virtual Reality, Archeology, and Cultural Heritage - VAST 
'01, 103–110. https://doi.org/10.1145/584993.585011 

Gartner. (2022). Definition of Augmented Reality (AR). Gartner. Retrieved 
January 6, 2022, from https://www.gartner.com/en/information-
technology/glossary/augmented-reality-ar  

Ghanbarzadeh, R., & Ghapanchi, A. H. (2022). Drivers of users’ embracement 
of 3D digital educational spaces in Higher Education: A qualitative 
approach. Technology, Knowledge and Learning. 
https://doi.org/10.1007/s10758-022-09600-2 

Guttentag, D. A. (2010). Virtual reality: Applications and implications for 
tourism. Tourism Management, 31(5), 637–651. 
https://doi.org/10.1016/j.tourman.2009.07.003 

Hayes, A. (2020). Augmented Reality. Investopedia. Retrieved November 14, 
2021, from https://www.investopedia.com/terms/a/augmented-
reality.asp.  

Heldal, I. (2007). Supporting participation in planning new roads by using 
Virtual Reality Systems. Virtual Reality, 11, 145–159. 
https://doi.org/10.1007/s10055-006-0061-3 

Hincapie, M., Diaz, C., Valencia, A., Contero, M., & Güemes-Castorena, D. 
(2021). Educational applications of augmented reality: A bibliometric 
study. Computers & Electrical Engineering, 93. 
https://doi.org/10.1016/j.compeleceng.2021.107289  

Hospitality Technology. (2015). How hotels are using beacons and augmented 
reality. Hospitality Technology. Retrieved March 25, 2022, from 
https://hospitalitytech.com/how-hotels-are-using-beacons-and-
augmented-reality 

Hotel Business. (2015). Shangri-La Hotels and Resorts adds virtual reality to 
enhance sales, guest experience. Hotel Business. Retrieved November 
22, 2021, from https://www.hotelbusiness.com/shangri-la-hotels-and-
resorts-adds-virtual-reality-to-enhance-sales-guest-experience/. 

Hox, J. J., & Boeije, H. R. (2005). Data Collection, Primary vs. Secondary. 
Encyclopedia of Social Measurement, 1, 593–599. 
https://doi.org/http://joophox.net/publist/ESM_DCOL05.pdf 



 
 
 
 
 

48 
 

Huang, Y.-C., Backman, S. J., Chang, L.-L., Backman, K. F., & McGuire, F. A. 
(2013a). Experiencing student learning and tourism training in a 3D 
virtual world: An exploratory study. Journal of Hospitality, Leisure, Sport 
& Tourism Education, 13, 190–201. 
https://doi.org/10.1016/j.jhlste.2013.09.007 

Huang, Y.-C., Backman, S. J., Backman, K. F., & Moore, D. W. (2013b). 
Exploring user acceptance of 3D virtual worlds in Travel and tourism 
marketing. Tourism Management, 36, 490–501. 
https://doi.org/10.1016/j.tourman.2012.09.009 

Israel, K., Tscheulin, D. K., & Zerres, C. (2019). Virtual reality in the hotel 
industry: Assessing the acceptance of Immersive Hotel Presentation. 
European Journal of Tourism Research, 21, 5–22. 
https://doi.org/10.54055/ejtr.v21i.355 

Kutsenko, A. (2019). 7 ways to use AR/VR to improve guest engagement. 
Hospitality Technology. Retrieved December 14, 2021, from 
https://hospitalitytech.com/7-ways-use-arvr-improve-guest-
engagement 

Lee, O., & Oh, J.-E. (2007). The impact of virtual reality functions of a hotel 
website on travel anxiety. CyberPsychology & Behavior, 10(4), 584–586. 
https://doi.org/10.1089/cpb.2007.9987 

Mandal, S. (2013). Brief Introduction of Virtual Reality & its 
Challenges. International Journal of Scientific & Engineering 
Research, 4(4), 304–309. https://www.ijser.org/researchpaper/Brief-
Introduction-of-Virtual-Reality-its-Challenges.pdf  

Mathew, S. (2014). Importance of Virtual Reality in Current World. 
International Journal of Computer Science and Mobile Computing, 3(3), 
894–899. Retrieved from 
https://ijcsmc.com/docs/papers/March2014/V3I3201499a78.pdf 

McCarthy, C. J., & Uppot, R. N. (2019). Advances in virtual and augmented 
reality—exploring the role in health-care education. Journal of 
Radiology Nursing, 38(2), 104–105. 
https://doi.org/10.1016/j.jradnu.2019.01.008  

Mofoken, N. E. M., & Matima, T. K. (2018). Future tourism trends: Virtual 
Reality based tourism utilizing Distributed Ledger Technologies. African 
Journal of Hospitality, Tourism and Leisure, 7(3). 
https://www.researchgate.net/publication/327418788_Future_tourism
_trends_Virtual_Reality_based_tourism_utilizing_Distributed_Ledger_T
echnologies 



 
 
 
 
 

49 
 

N/A. (2015). Augmented reality in NYC: Casa Madrona Hotel & Spa. Sausalito 
Hotels | Casa Madrona Hotel & Spa. Retrieved November 14, 2021, 
from https://www.casamadrona.com/press-room/casa-madrona-hotel-
spa-becomes-augmented-reality-in-nyc/ 

N/A. (n.d.). Pokemon GO. Pokémon go. Retrieved November 25, 2021, from 
https://pokemongolive.com/de/ 

Nayyar, A., Mahapatra, B., Nhuong Le, D., & Suseendran, G. (2018). Virtual 
reality (VR) & augmented reality (AR) technologies for Tourism and 
Hospitality Industry. International Journal of Engineering & Technology, 
7(2.21), 156–160. https://doi.org/10.14419/ijet.v7i2.21.11858 

Nettleton, D. (2014). Selection of variables and factor derivation. Commercial 
Data Mining, 79–104. https://doi.org/10.1016/b978-0-12-416602-
8.00006-6 

Nowag, T. (2020). VR-Brille Test: Virtual Reality für jede Plattform. chip.de. 
Retrieved November 13, 2021, from https://www.chip.de/artikel/VR-
Brille-Test-2021-Die-besten-Virtual-Reality-Headsets_147156555.html.  

Orús, C., Ibáñez-Sánchez, S., & Flavián, C. (2021). Enhancing the customer 
experience with virtual and augmented reality: The impact of content 
and device type. International Journal of Hospitality Management, 98. 
https://doi.org/10.1016/j.ijhm.2021.103019 

Pestek, A., & Sarvan, M. (2021). Virtual reality and modern tourism. Journal of 
Tourism Futures, 7(2), 245–250. https://doi.org/10.1108/jtf-01-2020-
0004 

Porter, M. E., & Heppelmann, J. E. (2017). How does augmented reality 
work? Harvard Business Review. Retrieved November 14, 2021, from 
https://hbr.org/2017/11/how-does-augmented-reality-work.  

Rainoldi, M., Driescher, V., Lisnevska, A., Zvereva, D., Stavinska, A., Relota, J., 
& Egger, R. (2018). Virtual reality: An innovative tool in destinations’ 
marketing. The Gaze: Journal of Tourism and Hospitality, 9, 53–68. 
https://doi.org/10.3126/gaze.v9i0.19721 

Revfine. (2021a). VR Hotel Tour; 10 amazing examples of Virtual Reality Hotel 
Tours. Revfine.com. Retrieved November 22, 2021, from 
https://www.revfine.com/vr-hotel-tour/ 

Revfine. (2021b). How virtual reality (VR) can enrich the hospitality industry. 
Revfine.com. Retrieved March 25, 2022, from 
https://www.revfine.com/virtual-reality-hospitality-industry/ 



 
 
 
 
 

50 
 

Riva, G. (2006). Virtual reality. Wiley Encyclopedia of Biomedical Engineering. 
https://doi.org/10.1002/9780471740360.ebs1266  

Sabre. (2017). How are digital realities transforming the travel experience and 
what potential do they bring for the travel business. Sabre Asia Pacific. 
Retrieved March 17, 2022, from 
https://www.sabre.com/locations/apac/how-are-digital-realities-
transforming-the-travel-experience-and-what-potential-do-they-bring-
for-the-travel-business/ 

Second Life. (2022). Vacation spots in Second Life. Second Life. Retrieved 
April 5, 2022, from https://secondlife.com/destinations/vacation_spots 

 

Sereno. (2021). Comparison of Pearson and Spearman correlation 
coefficients. Analytics Vidhya. Retrieved May 9, 2022, from 
https://www.analyticsvidhya.com/blog/2021/03/comparison-of-
pearson-and-spearman-correlation-coefficients/ 

Singh, N., & Lee, M. J. (2009). Exploring perceptions toward education in 3-D 
Virtual Environments: An introduction to “Second Life.” Journal of 
Teaching in Travel & Tourism, 8(4), 315–327. 
https://doi.org/10.1080/15313220903047896 

Sonida Senior Living. (n.d.). Virtual reality allows seniors to experience a 
whole new world right at their fingertips. Sonida Senior Living.com. 
Retrieved November 23, 2021, from 
https://www.sonidaseniorliving.com/virtual-reality-allows-seniors-to-
experience-a-whole-new-world-right-at-their-fingertips/ 

Springer Science+Business Media. (n.d.). Augmented reality. Encyclopedia of 
Multimedia. https://doi.org/10.1007/0-387-30038-4_10 

Sun, J. (2014). How risky are services? an empirical investigation on the 
antecedents and consequences of perceived risk for hotel service. 
International Journal of Hospitality Management, 37, 171–179. 
https://doi.org/10.1016/j.ijhm.2013.11.008 

Tussyadiah, I. P., Wang, D., & Jia, C. (2017). Virtual reality and attitudes 
toward tourism destinations. Information and Communication 
Technologies in Tourism, 229–239. https://doi.org/10.1007/978-3-319-
51168-9_17 



 
 
 
 
 

51 
 

VR direct. (2020, May). VR travel beats the pandemic. VRdirect.com. 
Retrieved November 24, 2021, from https://www.vrdirect.com/blog/vr-
for-tourism/vr-travel-beats-the-pandemic/. 

Wan, C.-S., Tsaur, S.-H., Chiu, Y.-L., & Chiou, W.-B. (2007). Is the advertising 
effect of virtual experience always better or contingent on different 
travel destinations? Information Technology & Tourism, 9(1), 45–54. 
https://doi.org/10.3727/109830507779637611 

Wilkins, H. (2010). Souvenirs: What and why we buy. Journal of Travel 
Research, 50(3), 239–247. https://doi.org/10.1177/0047287510362782 

Williams, P., & Hobson, J. S. P. (1995). Virtual reality and tourism: Fact or 
fantasy? Tourism Management, 16(6), 423–427. 
https://doi.org/10.1016/0261-5177(95)00050-x 

Xlrator. (2016). New Technology brings virtual reality and augmented reality 
to guests at Best Western Plus Kelowna Hotel & Suites. XLRator. 
Retrieved March 25, 2022, from https://xlrator.ca/new-technology-
brings-virtual-reality-and-augmented-reality-to-guests-at-best-western-
plus-kelowna-hotel-suites/ 

Zobel, B., Werning, S., Metzger, D., & Thomas, O. (2018). Augmented und 
virtual reality: Stand der Technik, Nutzenpotenziale und Einsatzgebiete. 
Handbuch Mobile Learning, 123–140. https://doi.org/10.1007/978-3-
658-19123-8_7 

 

 

 

 

 



 
 
 
 
 

52 
 

Appendix 

Appendix A – Survey questions  

1. On average, how many stays do you have in an accommodation in a year?  

• 1-2 stays 
• 3-5 stays 
• 6-8 stays 
• 9-10 stays 
• More than 10  

2. On average, how many nights are included in those stays? 

 

3. Have you ever heard about Virtual Reality (VR) being used in the hotel industry?  

• Yes 
• No 
• Not sure  

4. Have you heard about Augmented Reality (AR) being used in the hotel 

industry?  

• Yes 
• No 
• Not sure  

5. Have you already used these technologies in a hotel? (Ex. for guidance in the 

hotel or recommended sights)  

• Yes 
• No 

6. If yes, please describe them shortly below. 

   

7. Do you think that implementing Virtual Reality (VR) in the hotel industry will be 

a useful tool for:  

 Very 
useful 

Somewhat 
useful Neutral Somewhat 

useless 
Very 
useless 

Not 
sure 

Guest satisfaction       
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 Very 
useful 

Somewhat 
useful Neutral Somewhat 

useless 
Very 
useless 

Not 
sure 

Booking time efficiency        

Increasing bookings       

Marketing       

Presentation of the premises & 
facilities 

      

Presentation of the 
surrounding area 
 
  

      

8. Do you think that implementing Augmented Reality (AR) in the hotel industry 

will be a useful tool for:  

 Very 
useful 

Somewhat 
useful Neutral Somewhat 

useless 
Very 
useless 

Not 
sure 

Guest satisfaction       

Booking time efficiency        

Increasing bookings       

Marketing       

Presentation of the premises & 
facilities 

      

Presentation of the surrounding 
area 
 
  

      

9. What do you think would be a challenge/benefit of using VR in the hotel 

industry? Describe in a few sentences.  

 

10. What do you think would be a challenge/benefit of using AR in the hotel 

industry? Describe in a few sentences.  

 

11. VR could improve the efficiency for:   

 Very 
beneficial 

Somewhat 
beneficial Neutral Not 

beneficial Hindering Not 
sure 

Booking assistance       

Check-in       

Check-out       
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12. AR could improve the efficiency for:   

13. Do you think:   

 Yes No Not 
sure  

VR is a threat for the employees in the hotel industry?    

AR is a threat for the employees in the hotel industry?    

The usage of VR facilitates the booking process?    

The usage of AR facilitates the booking process?    

An AR app could help guests to better come around on the hotel 
premises? 

   

VR will be used predominantly for bookings in the future?  
  

  

 

14. What do you think would be a challenge/benefit of using Virtual Reality (VR) in 

the hotel industry? Describe in a few sentences.  

 

15. What do you think would be a challenge/benefit of using Augmented Reality 

(AR) in the hotel industry? Describe in a few sentences.  

 Very 
beneficial 

Somewhat 
beneficial Neutral Not 

beneficial Hindering Not 
sure 

Guest assistance       

Complain management       

Display of the hotel 
occupancy 

      

 Very 
beneficial 

Somewhat 
beneficial Neutral Not 

beneficial Hindering Not 
sure 

Booking assistance       

Check-in       

Check-out       

Guest assistance       

Complain management       

Display of the hotel 
occupancy 
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16. Do you think:   

 Yes No Not 
sure  

The booking process will be easier using VR?    

The booking process will be easier using AR?    

An AR app could help guests to better come around on the 
hotel premises? 

   

VR will be used predominantly for bookings in the future?     

 

17. VR could improve the efficiency for:   

 Very 
beneficial 

Somewhat 
beneficial Neutral Not 

beneficial Hindering Not 
sure 

Booking assistance       

Check-in       

Check-out       

Guest assistance       

Complain 
management  

      

 
 

18. AR could improve the efficiency for:  

 Very 
beneficial 

Somewhat 
beneficial Neutral Not 

beneficial Hindering Not 
sure 

Booking assistance       

Check-in       

Check-out       

Guest assistance       

Complain 
management 
 
  

      

19. What is your age?   
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20. What is your gender?   

• Female 
• Male  
• Non-binary 
• Prefer not to say 

 

21. Current employment status  

• Hotel Manager 
• BBA/BSc Student 
• MBA/MSc/PhD Student 
• MU Alumni 
• Professor/Lecturer 
• Other: 
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Appendix B – Survey Analysis Results (Tables & Figures)  

I. Gender Distribution 

 

 

II. Age Distribution 
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III. Employment Status Distribution 

 

IV. Heard about AR in the hotel industry? 

 

V. Heard about VR in the hotel industry? 
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VI. Reliability Analysis of all sub questions  

 

VII. Individual Reliability Analysis of every sub question of the matrix  
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VIII. Descriptive Data of Hotel Manager (HM) Computed Variables 

 

 

IX. Histograms of Computed Variables Hotel Manager Including Density Curves 
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X. Descriptive Data of Hotel Guest (G) Computed Variables 

 

 

XI. Histograms of Computed Variables Hotel Manager Including Density Curves 
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XII. Correlation Matrix  
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XIII. Scatter Plot Correlation Matrix Including Trend Line 

 

XIV. Correlation Matrix of HM VR Efficiency and G VR Efficiency 
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XV. Correlation Matrix of HM AR Efficiency and G AR Efficiency  

 

XVI. Correlation Matrix of HM Do You Think and G Do You Think 

 

XVII. Correlation Matrix of HM VR Usefulness and G VR Efficiency  
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XVIII. Correlation Matrix of HM AR Usefulness und G AR Efficiency  

 

 

XIX. Benefits & Challenges of VR & AR from the perspective of the hotel manager 

 

 

 

HM Benefits HM Challenges 
Easy to present premises and 
facilities 

Very costly (software + hardware) 

Easy to present surroundings  Constant maintenance + updates 
Useful tool for marketing & sales 
department 

Destruction of gear through guests 

Easy to use AR on own devices Question of feasibility 
Offer USPs with VR & AR Technological resistance 
Demand generator for different 
guest segments 

Difficult to use for seniors 

Entertainment for guests  Cyber security 
Permanent accessibility to 
information 

Difficult to properly develop the 
software needed for individual hotels 

 Complete shutdown in case of 
blackout & network failure 
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XX. Benefits & Challenges of VR & AR from the perspective of the hotel guest 

 

Hotel Guest Benefits  Hotel Guest Challenges 
Ability to hotel & facilities 
beforehand 

Technological resistance  

Ability to check out the surroundings 
beforehand 

Not being able to interact with 
people in different procedure like 
Check-in/Check-out 

Easy information enquiry  Difficult to use for seniors 
Know what to expect & no surprises AR is not as precise as VR  
Entertainment & Gamification Not having the proper technology to 

view the hotel beforehand 
AR can be used on own devices Hindering guests from entirely 

disconnecting & enjoy the stay 
Faster & Facilitated procedures  


