ODUL
SINIVERSITY

PRIVATE UNIVERSITY VIENNA

126 aK2dzZ R | YSil ¢
RSaA3IySR G2 FGGdNY O
J2Ay3 FT2NI I OA N dz

Submitted toDr. Jason tBenmetz

Tianhao Xu

1711029

Vienng 27 January2023






ODUL viEnnA
NIVERSITY

DIE3E- PRIVATE UNIVERSITY

Abstract

Background and purpose

The advancement of technology seems to have removed all physical restrictions on
travel. Instead,virtual travel in the metaversanay become a new niche.h@
metaverse is a 3D virtual world where users may engage and socialize while using the
virtual representation of themselves that they create or choose to utilize. The
researchaimed to identify the factors that affect people's decision to vacation
virtually in the metaverse. Examine the design elements in further detail to draw
attention. The benefits othe metaverse feelings of contentment, and potential
design componentwere all examined in the research. Finally, the designer would be
aware of the factors that could influence a customer to engage in virtual travel in the

metaverse.

Methodology

The mehod employed in this research was an online survey through social media
platforms, which allowed the researcher to understand various people's perspectives
on the metaverse virtual vacation. The information gathered from the survey was
then used to develp suggestions for the virtual vacation's design. By employing
judgemental sampling, the researcher picked 105 respondents. After that, Jamovi was

used to evaluate the data and provide suggestions.
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1 Introduction

The buildings and the music Assassin's Creed Ubisoft Montréal developed and
published actioradventure video gama 2009(Miller, 2009) enchanted me when |
stepped into the city of Florence in 2010. They were so realisticttiegt attracted

me to dream of someday visiting the city in real.lii@ 2019, | landed from the top of
Arasaka Tower athe Night City in a game callg@lyberpunk 2077an action role
playing video gaméeveloped and publishedly CD Projekt Re(CD PROJEKT RED,
2022) where nonplayer characters use highch parts to transform their bodien
2020, due to theCOVIBL9 pandemic,ravelingback home seemed to lmmplicated
Another game calledsenshin Impagtan action roleplaying game developed and
published by miHoOY@COGNOSPHERE, 2022ne out.There are many areas in that
game in whichLiyue is a place that was designed according to traditional Chinese
culture. Many students who were unable to fly home could go online and meet there,

seeing the scenery of their hometowns.

At that moment, the i@a ofdiving intoa virtual reality entertainment universe like

the OASI$ the movieReady Player Ona 2018 American science fiction action film

based on Ernest Cline's novel of the same narame into my mindin the last decade,

the development ofvirtual reality, augmentedreality, and mixed reality quickly

broughtthe concept of themet aver se b ack Astagesyit,laypavee” s ey e s .
become convenient toolthati nf | uence ¢ o nnsakingevines choodirgc i si on

products and services.

Meanwhile, they have been regarded as a new form of tour(Merkerk, 2022)

Accordingt 0V e pdiné af Wew,sone form of metaverse tourismwirtual reality-

basedtourism, should be considered as a tourism niche instead of a subtitle of

conventional tourism(Verkerk, 2022)T he aut hor compared Leiper’'s
and Butler’s tourism area | ifehmrplacede model w
with virtual reality elements The result ofthe analysis shows thatirtual reality

tourism includes similacharacterististot hose in LAspéotrstmedBUtI er



ODUL viEnnA
NIVERSITY

DIE3E- PRIVATE UNIVERSITY

tourism area life cycle, all the other phases can be appliedrtaal reality tourism

except the stagnation stag®&erkerk, 2022)

1.1 Metaverse

1.1.1 What isthe metaverse

Though he metaverse is still in its early stages of developmerany people believe
that the metaverse has the potential whange the way we live our liveBhe term
"metaverse" is derived from Neal Stephenson's nd&ebw Crasin 1992 in which
people are able to explore an imaginary 3D world remotely through the ugietoél
realitygogglegRevfire, 2021) The metaverse isvirtual world created by developers
while centered on social relations. It can take different forms, including virtual reality
(Revfine, 2021)he metaverse experiencesilivnot be the same as existing virtual
reality experiences, but its unclear how they will differAccording to the widely
accepted definition of the 'metaverse,' it is a digital platform that offers immersive
experiences for users in a decentralized environtr{®evfine, 2021)interacting with
virtual objects and other users can be done with motgansing controllers and
microphones Mark Zuckerberg and other enthusiasts might be tempted to dismiss
the metaverse concept as a relmding and personalization efrtual reality. This may

be true to a certain extent, but it's worth exploring the differences between these
concepts. As a concept, the metaverse is distinguished fvotnal reality by its
broadness and utilityRevfine, 2021)Thereis no doubt thatvirtual realitygames are
fun, but theyare limited in scopeusersexplore a defined game world, engage in a
defined range of actions, and follow a script. A metaverse involves engaging in a wider
range of activitiessuch asttending meetings, exploring the worldnd interacting

with people in the same part of the meeterse

The metaverse refers to a 3D world with an online presence that combines many
virtual places(SoluLab, 2022)it can be thought of as a futuristic version of the
internet. Using thametaverse, users will be able to taddorate, socialize, play, and

interact with each other in 3D environmen(iSoluLab, 2022Based on this definition,

10
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it is clear that the metaversis different fromanormalvideo game, as the metaverse
must allow users to socialize, and interact with each otldthoughsome games
alreadyallowusers to socializehey rarely have all the elements needed bging the
metaverseFor example,aonline virtual platformVRChé, is very much like the early
stage of the metavers&RChais a sociabirtual realityapplicationcreated by Graham
Gaylor and Jesse Joudrey and releasedRE€hatinc in 2014Regardless of whether
they have virtual reality equipment, it lets usertkat and experience community
created worlds and experience®n this platform, users can interact with each other

with 3D avatars and worktreated by themselves.

1.1.2 Accessibility to the metaverse

There are currently a variety of ways to access the metayarsduding general
purpose computers, smartphones, augmented reality, mixed reality, and virtual
reality (Antin, 2020) It has been difficult for the metaverse to develop or become
widely adopted due to its dependence wintual realitytechnology At the same time,

the lack of highlguality graphics and mobility is due to limitations of portable
hardware and balancing cosind design( Wood, 2021) The retina display pixel
density required for visual immersion has remained a challenge for lightweight
wireless headsets. In addition to cost, consumietual realityheadsets are expected

to range n price from $300 to $3500 by 202Brown, 2021)The current focus is on
improving haptic technologwirtual realityheadsets, and sensors to overcome the

limitations of these device@d_ewis et al., 2022

A specialtechnique called braitomputer interface (BCI, also known as brain

machine interface) is being reseasthin current years. Different fronthe human

interface we are using every day on smartphones or computkesbrain-computer

interface is a direct pathway 'sdlecticalmmuni cat i
activities with an external devic€lechTarget Contributor, n.dJAn example ofa

brain-computer interface is called Neurakina braincomputer interfacethat aims to

connect human brains with Al develegby Neuralink Corporation, elmunded by

Elon Musk(Neuralink, 2022)

11
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Meanwhile astandardized technical specification for metaverse implemeatetinas

not been widely adopted, and existing implementations primarily use proprietary
technology. A major concern in metaverse development is interoperability, which
stems from concerns about transparency and privdZynastasio2021) Metaverse
Roadmap, for example, is one project that aims to standardize virtual environments
(ExtremeCreative, 2009 ven thoughFacebook Horizon was a virtual reality world
launched by the social networdompany in 2014Constine, 2019)The company's
chairman Mark Zuckerberg declared a commitment to building a metaverse in 2021

after Facebook was renamed "Meta Platform@Jilmo, 2021)

1.2 Metaverse touism

In an interconnected virtual space, the metaverse defines new methods for
experiencing digital content and connecting with other human beings. Many
advantages can be realized by applying metaverses to different use cases, such as
tourism (Weston, 2022)It is essential to understand the metaverse and tourism
industry distinctively in order to develop a credible understanding of metaverse
tourism. Hotels can harness the power of the metaverse to achieve plausible
improvements insales and marketing strategi€g@/eston, 2022)The metaverse can

also help in enhancing daily operating procedures alongside revenue management
technigues (Weston, 2022) At the same time, hotels can seek new roads for
expanding their audience reach alongside connectingp \&itnew target market of

virtual tourists(Weston, 2022)

The netaverse as video games may hetuitists choose their destinations because
in-game experiences fortme potential of visiting the location ithe real world, and
it is an alternativeto traditional tourism(Junko et al., 2022As one existing usage
applied withthe technology of augmented reality, virtual reality, and mixed reality,
video games have become not only ganfies fun but great took for destination
management(Rainoldi et al., 20220neresearch based on the caselofa al aa Ay Qa
Creed Odysseyhas shown that gaming experience influenced destination
managemeniRainold et al., 2022)According toRainoldnj Van den Winckel, Yu, &

12
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Neuhofer (2022) because Assassin's Creed Odyssey, an actiorplafeng video
game developed by Ubisoft Quebec and published by Ubisoft in 2G#&atused with
the map of Greece in the real world and many elements are adopieznwhile
players are able to explore and discover in the virtual wasldich is based on a real
location The game experience influencgalayers and created intentions toisit
Greece in real lifas a resultin the meantime, augmented reality, virtual reality, and
mixed reality have been used in tourism already for some time. Research has shown
that usage of virtual reality positively influenced destination manageniradinger

& Neuhofer, 2022)Enablingourism providers with the ability to design technolegy
enhanced customer experiencdeads to not only higher levels of technology
acceptance, enhancing the virtual realityperience of travelersbut alsothe overall
experience of the trave(Prodinger & Neuhofer, 2022Another research showed
similar results even though the current compatibility of mixed reality is limited,
respondents agreethat mixed reality is a proper tool to cocreate tourism, and it can

work well especially regarding building heritage experie(Behalis & Karatay , 2022)

The netaverse itself may also help create tourism, for example gdad interest can

be duplicated intomixed reality which allows users to travel all around the world
without stepping outof their homes. Ready Player Onex 2018 American science
fiction adventure movie based on a now#lthe same name written by Ernest Cline,
displayed a world where a virtual reality simulation metaverse named OASIS exists,

people live in the OASIS just like they have escaped from Hiewald.

This research is aimed to discover possible designsluitt attract consumers going
into the metaverse to spend a virtual vacatioVith the impact ofthe COVIBEL9
pandemic physicakraveling becomes different from before, research has shivat
people are anxiousbout their vulnerability in physical and econonfi€ock et al.,
2020) As the metaversecarriesgreat capability creating easier ways to travel
answering the followin@ specific research questiorthe possible designs that attract

consumers will be discovered.

Research questions:
13
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1. Why would consumers want metaverse tourism rather than traditional tourism?
2. How woulddifferent emotions influencesatisfactionwith virtual vacations?

3. Howwoulddifferent design elements influensatisfactiorwith virtualvacations?

14



ODUL viEnnA
NIVERSITY

DIE3E- PRIVATE UNIVERSITY

2 Literature review

2.1 The netaverse and metaverse tourism

2.1.1 The metaverseand video game

The metaverse ia 3D virtuakenvironmentthat allows users tsocialize and interact
with each other with thevirtual model they choose or build to represent themselves.

It was American writer Neal Stephenson who coined the term 'metaverse’. In 1992,
he published a novel based on it, known @&isow Cash which was a dystopian
cyberpunk novelThough many video games, especially virtual reality games, contain
aspects of the metaverse, it is clear that the metaverse is different from them because
the metaverse is an environment for society rather tharyoaregularvideo game.
According toSoluLal(2022) Metaverses are 3D cosmos with online presences that
integrate many virtual placesneaning the internet could be viewed as a futuristic
version At the samdime, users will be able to collaborate, socialize, play, and interact

in these 3D environmentsasedon the metaverse(SoluLab, 2022)

A video game, also known as a computer game, is an electronic igaimere isan
interaction between the user and the game software through a user interface or input
devices. With the improvement of gaming hardware, virtual reality (VR), augmented
reality (AR), and mixed reality (MRgvebecomeknownto consumersTypially, the
virtual realty we are using is neimmersive virtual reality, which indicates a
simulated experience of a virtual world, which functions throughkirdual reality
headset and other hardwareavno n t h e u Bardi,'2619)\With different
applications, users can have different experienedth virtual reality, including
entertainment, education, and business. Users experieviceial realityin a fully
closed virtual world, where there is no sense of the real w(Blkchueffel, 2017)With
augmented reality, elements generated by the computer or extracted from the real
world are superimposed on sensory input, including sound, video, graphics, and

haptics (Schueffel, 2017)It is different from virtual reality because users are

15
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experiencing the real world, while there is additional information or details provided

by augmented realityequipment.

Mixed reality is the technic that combines bate real world and virtual worldo
provide new environments and visualizations, where physical and digital objects co
exist and interact in reaime. According to Milgram (1994nixed realityis a hybrid

of augmented realityand virtual reality, which does not take place in eithére real
world orthe virtual world. Mixed realityprovidesthe user with a realistic experience
that makes it impossible to distinguish between real and virtual content, providing for
a seamless transition from physical to digitally constructed environm@ubalis &
Karatay , 2022)An example of mixed reality is an online virtual platform named
VRChatreated by Graham Gaylor and Jesse Joudrey in 2014. VRChat is\dartadiial
reality application that lets users, regardles$ whether they havevirtual reality
equipment, chat and experience communiteated worlds and experiencedn this
platform, users can interact with each other with 3D avatars and gandated by
themselves. During the cowt® pandemic, the amount afisers increases steaty
(Lang, 2020)There is a function in VRChahere users are allowed to create their
own maps, whiclare called Worlds, as they wish and invite other users to visit, this
creates great capacity as theage also maps created based on places of interest in

the real world.

2.1.2 Metaversetourism

Of course, video games are made afpvirtual stores and locations. Butu, Tian,
Buhalis, WebeBabil, & Zhan@2015)found that education, health, and other nen
gaming businesses, such as tourism, had taken notice of video games. One of their
exploratory research projects has stated that gaming engages the tourist in a fun,
informative, and memorable way throughout the entire travel experience, including
before, duringand after the trip(Xu et al., 2015Before traveling, it is innovative of
marketing a destination with a game. It attracts potehtiaurists and allows them to
engage deeplwith the destination. Gaming also allows tourists to explore specialized

aspects and help develop their prospective experience. During the trip, games can

16
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help tourists gain more funrothe journey and enhance periences onsite. After the

trip, games can help tourists recall the journey, and it is also used to show off to other
people, asa game playeris usually looking for challenges to receive a semwf
achievement after hadling them. Meanwhile, games attraplayersto keep on

playing and engaging with other destinations furtherly.

Onestudy based on a virtual learning to&8econd Life, has shown relevant aspects of
the virtual world and the real world regardiregucation and tourismit is thought

that the 3D virtual world environment will gain more attention and become more
pervasive as a new educational/training tool in the travel and tourism industries due
to the virtual revolution taking place in media erornments (Huang et al., 2013)
According to Huang et gR013) Second Life can be an ideal educational platform as
a virtual world with realworld simulations, social interactions, and cobaétive
spaces Virtual learning in Second Life has also begun to be explored by educators in
the travel and tourism industry who are taking advantage of its effective virtual
environment for the best resultfHuang et al., 2013}t is also mentioned thathe
videos on the virtual site illustrating Maasai culture and traditions allow virtual
tourists to feel connected to the Maasai village, thus enhancing the perception of
relatedness. Professionals and educators in the tourishastry may find 3D virtual
environments useful for educational and training purpofidsang et al., 2013With
virtual learning, time and space barriers are overcome to accommodate the specific
working conditions of the tousim industry.However, i is still necessary to identify
and fully explore the potential of the 3D virtual learning experience as the applications
and opportunities of virtual worlds in education continuedmerge quickly{Huang
etd., 2013)

2.1.3 Metaverse tourism and traditional tourism

Althoughit is stated by SoluLal{2022) that metaverses are 3D cosmos with online
presences that integrate many virtual plagBsihalis and Katay (2022)hadafurther
understandingof it. Metaverses are parallel and virtual universes that use ambient

intelligence to enhance physical spaces, products, and services. Essentially, it is a

17
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virtual shared space for cagating value collectively. By combining MR and physical
reality, the metaverse in Tourism creates a shared virtual space that combines all
stakeholders' needs, transforming the internet into a parallel virtual univéBghalis

& Karatay , 2022Based on the research done byng et al(2021) the smart city is
forecasted as one of the most possible application aredseofetaverse According

to research done by Buhalis & Karaté3022) A great deal of functionality is
introduced throughmixed realitythat allows for the cecreation of tourism and
cultural heritage experienceshis study used qualitative research methtalexplore
generation Z's interactions with technology and determine their perceptions and
needs. The results revealed that most pap#its agreed thamixed eality brings a

new form of tourism where cultural heritage p&g key role.

Furthermore, metaverse tourism may have advantages in sustainable development.
A study done byPark & Kim(2022)has shown the potential ofhe metaverse in
sustainable development. On the one hanithe metaverse brings agameful

experience to users, which is expectedatd f ect wuser s motivation to
Onthe other hand, applying metaversénto education can help achieve the fourth

goal of the sustainable development goals by the UNWTO, which is the equity of

learning. (Park & Kim , 2022At the same time, similato applying metaverseto

education, italsohelpsto fulfill the sustainable development goals of tourism. When

tourists do not physically visit the locations, pollution during transportation will no

longer existinstead, vastes and pollution to the destinations reduce as conventional

tourism decrease

There is another point of view, one form of metaverse tourisirtual reality-based

tourism, should be considered as a tourism niche instead of a subtitle of conventional

tourism (Verkerk, 2022)The aut hor cesmpavedsimempdel and Bu
tourism area life cycle model with adapted models from both replaced wiitiual

reality elements. The result dhe analysis shows thatirtual reality tourism includes

similar elementsot hose i n Leiper’s model, which are to

and the tourism industry. As for the Butler

18
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phases can be applied tartual reality tourism except the stagnation stage. Because
there is onlya virtual destination invirtual reality tourism, instead of a real and
conventional tourism destinationAnother study states the relationship between
virtual tour i theserse othe ipfermatian theyehave taken. It was
verified that thevirtual reality experience of audivisual in the area of escapism
positively influence the haptic and olfactory components. Furthermore, although
participants felt more immersed ithe virtual world, the overallvirtual reality
experience in the posdtravel phase was not enhanced by additional sensory stimuli
(Prodinger & Neuhofer, 202Hlowevet Verkerk(2022)also states that there are two
major problems ofvirtual reality tourism. A major disadvantage ofirtual reality is
that there is no chance for virtual tourists to interact with locattual reality
developers in person. In additiovirtual reality tourism does not offer virtual tourists
the full experience of conventional tourism since virtual tourists cannot experience

the destination with all their senses.

It is easy to conclude thathen traveling on a virtual vacation in the metaverge

user das not need to visit the location physicalyhich offers incredible convenience

for the user Similar to the remote Iosmart office, users can sit at thé&iomes and

visit different places wherever they wanEven m a situation like the COWID®
pandemic, users can easily travel and meet each other in the metaverse while
physically sitting in their homegccording to the@search carried outy Kanematsu

et al.(2014) his team aughtstudentshow to conduct radioactive experiments using
the metaverse virtual classroom known as Second Tife.results of the experiments
demonstrated that the initiative met the intended objectives from the perspectives of

STEM education and peecondary nuclear safety educatigdanematsu et al., 2014)

Hla: The perceived convenience of a virtual vacation positively impacts the

intention of taking a virtual vacation.

While traveling on a virtual vacation in the metaverse, the partners are chosen or
invited by the user, which brings reasonable control to the usérthe same time,
one element othe metaverses users presening themselves with theirtual model

19
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either chosen or built byhem, which means they are free to be who or whatever they
want to be This elementoffers excellen alternaives forusers.Whenusers arenot
presenting themselvewith their real facesand bodiesthis may make them feedt
ease.A gudy shows tlat the number of encouraging interactions in the metaverse
and the individual's lonelinessasmediated by social se#fficacy wherethe social
presence that idividuals experience on the metaverse platform significantly predicts
the number of supportive interactions they engage in the metavessidbsequently,
the number of supportive interactions in the metaverse positively predicted

i ndi vpeceptoh af Social sekfficacy(Oh et al., 2023)

H1lb: The perceived control of a virtual vacation positively impacts the intention of

taking a virtual vacation.

Nevetheless,as the metaversés a 3D environmentesigned and builartifactually,

the designer can build the environmein whatever he o she wants Building a
fantasy world is possible as weHor example]ocatiors from the past, currentor
future can be built in the metaverse for tourists to vigitcording tdBuhalis & Karatay
(2022) innovation and technology have increasingly impacted the tourism industry
over the past decades, particularly in cultural heritage. Thuscthieiral technology
field has evolvedo reflect, enhance, widen, and trafssm innovative systems and
services in the fields of cultural heritage using digital technoldobg.researchers also
mentioned that the biggest obstacle to digital technologies' practical application is the
continued lack of a viable user interface desiig the tourist secto(Buhalis & Karatay ,
2022)

Hlc: The perceived escapism of a virtual vacation positively impacts the intention

of taking a virtual vacation.
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2.2 The nfluenceof emotions on satisfaction

2.2.1 Satisfactionin traveling

Tourist satisfaction is one of the most important topics in tourism. As a matter of fact,
it has been studied for years, as it is one of the key factors in retaining a tourist's
loyalty (Lee et al., 2011)As it has been claimed by Verkd@l022) in terms of the
emotional influences between traditional tourism and metaverse tourism, there are
considerable similarities between virtual realltgsed tourism and traditizal tourism

as part of the emotional influences between traditional tourism and metaverse
tourism may be the sam@ study done by Lee et §2011has shown the importance

of satisfactionduring the tourin buildingthe t o u r loyalty ts the destination In

their study, path analysis was used to examine the causal relationship between
tourists' expectations and motivations, tour quality, tourist satisfaction, and tourist
complaints.In order for a destination tourisrdevelopment to be successful, it relies
heavily on attracting tourists to return to the destination and recommending it to
others.As a result of their investigation, the authors finally concluded that when tour
quality and tourist satisfaction are improdethrough an understanding of tourist
expectations and motivations, there will be fewer complaints from tourists, a key

factor in building loyalty among touris(kee et al., 2011)

2.2.2 Impact of emotions on customesatisfaction

In another study, a different researcher showed that contentment with travel and
emotion had a favorable linkPestana et al., 2020As the authors statedthere
remains a gap in understanding what motivates senito travel. Motivations,
emotions, and behavioral intentions are mediated by satisfactibime beneficial
effect of pleasure on an elderfsurpose is moderated by their prior experiendéne
elder, the tourist in this casegould be specifically targeted this situation to assist

the tourism industry in overcoming seasonality challenges because of their flexibility,
which emphasizes the significance of the outcomes in creating travel options for
tourists based on motivation, emotions, satisfaction, pegperiences, and intentions

(Pestana et al., 2020Yherefore, in order to enhance tourists' experiences when
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visiting the destination and provide it with a competitive edge, destination
administrators should show aore remarkablededication to its tourisnrelated

resources.

2.2.2.1 Impact of visual

It is true that traditional tourism and metaverse tourism have manvyilgrities.
However, when a user is taking a virtual vacation in the metaverse, only a few of their
senses are available to the user for taking in information as a result of taking this
virtual vacationA study by Tong et g2022)aimed to find the connections between

live background visual complexity, emotional states, and buying intention. As a result,
that study shows a strong relationship between visual income and emotional states
which finally influences consumdsuying intention(Tong et al., 2022)That study
further stated that male consumers experienced the most pleasure when dealing with
moderately complicated situations. However, female consumers respond to
situations of intermedate complexity with more positive feelings and higher
purchasing intentions(Tong et al., 2022)Though the senses available in the
metaverse are limited, visual, as one of the remaining senses, plays an essential role
in attracting and satisfying the consumeks it has been claimed by Verk€2022)

there is a great similarity between virtual realigsed tourism and traditional
tourism, as one important part of traditional tourismhea emotional influences
between traditional tourism and metaverse tourism may be simWantual vacations

are not yet able to fulfill all of the senses of a touridibwever,a study of how 4D
movies satisfy users by influencing their emotions has ifiedtithat emotional
arousal and the response to motion influence perceived emotions and effects
expressed by a scene based on the emotional arousal and response to the motion
(Jeong et al., 20211D films are differenfrom traditional 2D and 3D theaters as
audiences in 4D movie theaters can experience sensory stimulation that is richer than
in them. The most commonly used motion effects are those that involve the seats
moving. Audiences can passively move their bodies when watching a movie with

motion effects (Jeong et al., 2021 Moreover, the metaverse offers interactiyit
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individual in comparison with playing games with a monitor and -mation

controller (Caroux, 2023)As the result of the study, in terms of techniques for

capturing and displaying input and output informatiovisual representation of

information was of particular interest to researchers in terms of techniques for

capturing and displaying input and output informati¢@aroux, 2023)In a meta

analysis of the e fohiters),twhich digplay-/Mual idormatiore r s us m
via a headset, it was found that HMD' s had a
and a moderate effect on the spatial preser{@Garoux, 2023)in addition, the author

notes thatthe effect size of VR game systems combined with motion controllers on

global presence is much greater when combined with motion controllers than when

the motion controllers are used alone.

H2c: The immersion positively impacts the intention to take auat vacation.
2.3 Experience design

2.3.1 Designing experiencen tourism

For tourism destinations to be able thanage their tourism experiences effectively

it is imperative that they understand the nature of tourism experiendésy insights

into customer experiences, which are determined by mor@amoment
occurrences, are provided by the fields of psychology, economics, geography,
marketing, and, more mently, services managemer{Stienmetz et al., 2021)
According to Stienmetz et .af2021) although tourist experiences mix conscious
perceptions with cold feelings, the results varytba individual and the environment.

For instance, the idea of a "sensation" has gained popularity among academics since
it offers unbiased and contexdpecific information about current events. According

to certain research, sensations take place beforesoious brains can judge or
interpret them. Goals, emotions, previous experiences, cultures, or travel companions
are just a few examples of psychological elements that are thought to affect how we
perceive the world and how we react to Due to this, peception is determined by

the way in which people interpret stimuli and interpret meaning from them
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Meanwhile, detecting environmental cues like light and sound waves and converting
that data into neuronal energy that our brains can comprehend are bottsidered

to be components of sensatigiStienmetz et al., 20217s supposed ifrigurel, the
sensory process begins witmvironmental stimuli coming into contact with the
human body's sense organs during the tourism experience creation process
(Stienmetz et al.,, 2021 According to this argument, tourism is composed of four
subsystems of processes: 1) An unconscious sensory system; 2) a fully aware
perceptual system for travelers; 3) a subsystem where travelers' brains, minds, and
bodies react to their surroundings; 4) subsystem responsible for transforming,

learning, and rememberin¢stienmetz et al., 2021)
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Emoctional
Response Attitude

1]

Vision

Hearing A
Enviornmental ?m?” Invidual Perception Invidual Invidual Ly | Memo
Stimuli aste Filter P Filter Filter v
Touch
Proprioception Y

Temperature sense
Pain

N

Cognitive Behavior
Response

(i

Figurel Framework of tourism experience creation (Adapted from Stienmetz et al., 2021).

Usingtechnology a a tool also helpthe designing experience. A study based on the
influence of Instagranon the local experience of the destinatistatesthat in order

to facilitate the design of better local experiences in the future, tourism design science
should utilze social media platforms for the purposes of capturing virtual versions of
peoples' experiences as well as to generate new knowledge for enhancing future local
experiences with the help of social media platforf@on, 2021)Instagram is a social
network that provides a platform for users to discuss and discover destinations and
other points of interest through pictures and sometimes videos, which can be very
useful to users from other parts of the world in order to understavitht the location

is like and how the local people live on a regular basisidByy the metaverse as a
platform, the users could be able to view and listen to the destination iatetact

with it as they explore and fit into the destination more readily.other words,a
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virtual vacation in the metaverse would be similamttraditional vacation in the real

world since the experience would be similar.

There is no doubt that emotions have a significant impact on tourists' cognitive
evaluations and behaaral responses. It is also important to recognize that emotions
are both fleeting and powerful. In addition, emotions are shaped by individuals'
experiences as well as influenced by their mental associa{igok, 2021)In the

study of Volo(2021) emotions play a vital role in the design of tourism experiences,
and the role of emotions in tourism design is often discussed as a means to suggest
ways todesign betterexperiences that are able elicit certain emotional responses
from tourism stakeholders. Several gquestions need to be answered as tourism
emotion research emerges as a tourism design science. As a result of the discussion
in the previous sections of mainstream literature and tkesults of tourism studies,

five basic principles are summarized: 1) A design that extends the breadth and depth
of emotions 2) All encounter contexts should be reevaluat8d Enhance emotional
experiences by creating environmen#) A design that turns inwards and looks
outwards 5) Irrespective of prepackaged emotions, elicit individual emotional
outcomes(Volo, 2021)

While having a virtual vacation in the metaverse, it is clear that there is afiamtto

the sensations the user can experienEgurel illustrates how the sensation affects
the perception that has been received by the personjolihin turn influences the
experience that the person has. In a virtual vacation in the metaverse, for instance,
the user would mainly be able to experience vision and heaftimgontrastthe user

may have limited access to touch based on the equipmentoh she is wearing.
Currently, there is not enough technology to allow for the full range of sensations,
including smell, taste, proprioception, temperature sense, and pain, to continue
functioning normally. In this casebuilding a presence in thevirtual vacationis

essential for the user teeceive a memorable experience.
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2.3.2 Design elements

As a major contributor to the success of tourism businesses and destinations, design
is now considered to be a crucial activiiang etal., 2021) Therefore, to make a
memorable virtual vacation, it is essential to design the metaverse to make it a good
destination for consumers as well. An overview of the progress is providéigimne

2. In order to understand and shape tourists' experientls,tourist isat the center,

cycled by three layersf procesghat make upthe tourism design systein order to

recognize anautline how the touristperceives the locatio(Xiang et al., 2021)

N

Place design
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—_—

Tourist response

Test/

Evaluate Meanlng Sensation
Fantasy . Emotions

Incubate
Memones

Co-creation Stories

Iterate & Scale <:| Ideate

Figure2 The tourism design system (Adapted from Xiang et al., 2021).

The first layer of the framework i® comprehend the tourist's reaction toward an
experience, which is broken down into many stages. Numerougpgsutesses, such
as sense, emotion, memory, imagination, and meaning, are involved in the tourism
experience (Xiang et aJ. 2021) Though subconscious sensations and conscious

perceptions play a major role in these experience processes, the outcomes vary
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according to the individual and the situation. As a result of environmental stimuli,
basic sociopsychological factors as wellrgsrelated factors are affecte@Xiang et

al., 2021) As part of the tourism design framework, this phase encompasses the
mechanisms that translate the objective into the subjectiliee framework’s second
layer addresses the mvironmental and societal elements that affect tourists'
experiences. Themes, narrative, atmospherics, technologycreation, and
affordances are its six main compone(sang et al., 2021All of these components
contributeto creating memorable visitor experienc&sesign thinking is applied in the
third layerof the tourism design system to help travelers understand the experience
value of a locatiofXiang et al., 2021Pesigners may take intccount the underlying
principles of the society in which the location resides, whether in the physical world
or the digital one, such as sustainability and resilience. Comprehension and
discovering are the initial phases in the design thinking procdsshvis then followed

by creating a prototype, assessing it, and revising it. Additionally, design thinking
places a strong emphasis on ongoing review in order to enhance and even replace
initial products. Design thinking may be used at all tiers in theist industry(Xiang

et al., 2021)

2.3.2.1 Impact ofatmosphelics

In traditional tourism in the real world, a location's physical and semét®ed
components that support the tourist experience are referred to as atmospherics
(Xiang et al., 2021)The flow of the tourism experience, the meanithgt tourists
attach to the experience, the emotional attachmeotthe service providerand the
social activities with other customers are all significaintipacted by atmospherics,
which provide optical, auditory, olfactory, and haptic stim¥iang et al., 2021)
Additionally, tourist destinations' physical designs that appeal to all five senses are
significantly more likelya elicit emotional reactions to providan unforgettable
experience(Xiang et al., 2021Although typically, only optical, auditory, and haptic
stimuli are availablén metaverse tourisndue to the limitation of the technology

When reflexng this theory to designing airtual vacation due to the significar
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similarity between metaverse tourism anmaditional tourism, it isevident that

atmospherics is a crucial eleméot experience design.

H3a: The atmospherics positively impacts the intention to take a virtual vacation.

2.3.2.2 Impact ofaffordance

The metaverse as a virtual digital world provides more convenience regarding
affordance. The term "affordance" refers to the characteristiand degree of
understanding that tourists have of a given objed¢angible or intangibleso that

they may conduct divities to bring about the intended results. The concept of
affordance depends not just on a user's physical capabilities but also his or her
objectives, worldview, and prior experiend@éang et al., 2021An existing example

of enhancing affordanceds using variousinteractive technologies accessibte
museums, including VR dpmations interactive kiosks, andiugmented reality
applications on smartphone®incelli & Yayla, 2022According toDincelli & Yayla
(2022) though virtual realiy providesgenuine tweway interactions and engagement,

its current usage is limited to basic Ul interactions atfter essentiabctivities.In the
metaverse,descriptiors of any element can be displagd in front of the usersn
different ways includinga written descriptionand avirtual tour guide explaining with
voice. Another study claims that aligning the components of a tourism service with
anticipated service experiences may be accomplished with the aid of the affordance
concept, which captures the relationigs between one's skills and the characteristics
of one's surrounding§Tomej & Xiang, 2020Althoughvarious options ar@rovided

to touristsby affordanceit doesnot determinethe behaviorthe tourist finally acts

An affordance may, when seen by a human, result in behavior depending on the
environment, the individual's capabilities, their interactions, and their learning
context(Tomej & Xiang, 2020)s well a evolutionary processes, effort required for

a given affordance, and cultural and personal factors, one affordance may be more
tempting than anotherAffordances generally permit some activities while inhibiting
others unless the environment is artificlglchanged to generate new affordances,
(Tomej & Xiang, 2020)
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H3b: The affordance positively impacts the intention to take a virtual vacation.

2.3.2.3 Impact ofstory

To tell a story and let the playexperience the story from a firgierson perspective

is widely used by video games nowad&ysnilaty, telling the tourist a story during

the virtual vacation in the metaverse may beneficial.Stories provide the topiwith

its underpinning structure and bring it to life by creating links between the
performers' actions and the emotions they arouse in the audigitang et al., 2021)

As a result, designers employ stories to htprists categorize and analyze their
experiences to give them meanifgiang et al., 2021)furthermore, ompared to a

2D viewing experience, watching a sporting eventititual reality gives users greater
satisfaction(Dincelli & Yayla, 2022The entire sense that people experience when
being fully engaged is described as the flow state. A greater flow made possible by
immersion serves as the primampotivator for increased levels of satisfacti(incelli

& Yayla, 2022 herefore,t is likely thatdesigning a storgan influence the consumer
experience. Futhermore, acording to Moscardo (2020) dories are a crucial
component h destination advertising anihe entire tourism system since they allow
tourists to develop and share stories about previous experiences and create and share
their own stories.n addition, it has implications for the tourism industry in that places
and businesses may increase their effectiveness by creating possibilities for

encounters that use stories as their fundamental framew@loscardo, 2020)

H3c: The story positively impacts the intention to take a virtual vacation.

Moscardo(2020)sets up three prindples forusing stories in tourism desighhe first
principle is to build a storyworldThis is described saidentifying the essential
components of the desired destination storyworld, where important overarching
themes connect various relevant stori@doscardo, 2020)In addition, the ability of
new technology tofacilitate cocreation between numerous stakeholders in the
destination and tourists enhances the development of the destination story world
(Moscardo, 2020More particular stories can be related to when and why a story will

be utilized once major overarching themes have been established and a pool of viable
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stories has been discovere®thers can be utilized to build onsite experience
opportunities(Moscardo, 2020)Finally, stories can be used@s-experience stories

to draw tourists' attention and convince them to vigMoscardo, 2020)Meanwhile,

as it is mentioned ifrigure2, themes direct the whole perceptual proceg®m how
tourists subconsciously obtain informatioto how they interpret their entire
experiencgXiang et al., 2021The metaverse offers excellent capacity and freedom.
The designer can easily adjust the metaverse to fulfill specific thelmeleveloping
tourism experiences, strong themes are vigglang et al., 2021)n the same way,
themes can likely influence the msumer'sexperience when having a virtual vacation

in the metaerse.

H3d: The story theme positively impacts the intention to take a virtual vacation.

The second principle is to identify the story's features. Different dtayures can be
related to various audience responses according to psychology, social marketing,
public education, and literary analys{Moscardo, 2020) Perceptions of realism,
narrative transportation, emotional engagemengind character identification
frequently influence an audience's attention, engagement, and favorable reactions to
stories. The idea that a story is credible or genuine is perceived re@siscardo,
2020) Rather than focusmon whether a story is fictional or not, causal or narrative
consistency or cohesiveness is based on the fact that characters and their responses
are compaed with real people and the causal sequence of events is consistent and
logical. Narrative transptation is supported by perceived reality, which in fact, is
supported by ifMoscardo, 2020)In narrative transportation, the audience becomes
engrossed in a story that they forget about their surroundings and merge with the
storyworld(Moscardo, 2020)The emotional component of stories should alswibal.

For peceived realism, narrative transportation, and emotional engagement, realistic
characters must be sufficiently detailed for the audience to accept and understand
them. Audience members may identify with characters and their actions and
responses as they amgimilar to them, or they may idolize them and see them as

desirable individuals to relate tMoscardo, 2020)
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H3e: The story feature positively impacts the intention to take a virtual vacation.

The third principle io desig the role of the tourist in the storinMo s ¢ a 2@R0)" s
words,the last principlanay be broken down into two primary groups: those related

to the tourist and those related to théestinationcommunity. By providing tourists
more power, options, and challenges over the stories they are exposed to and how
they perceive them, it is crucial to involteurists in stories. Generally speaking,
having more agency throughout a story is likely to lead to moredgexperiences,
better learning from the event, and a higher propensity to tell the story to others
(Moscardo, 2020)The destination community needs to pay attention to how these
communities are portrayed in tourisimelated staies and the part they playt might

be beneficial to give them a chance to share their own experiences of a place while
trying to get them to participate in tourism. When leveraging tourism to provide
creative possibilities for destination inhabitantscanther stakeholders, it might be
beneficid to think about how to inspire destination communities to engage in story

co-creation with tourists.
H3f:  Therole in the story positively impacts the intention to take a virtual vacation.
2.4 Research model

2.4.1 Hypothesis

Hla: The perceved convenienceof a virtual vacationpositively impacs the

intention of taking a virtual vacation.

H1lb: The perceived control of a virtual vacation positively imp#éue intention of

taking a virtual vacation.

Hlc: The perceived escapism of a virtual vacation positively ingihetintention

of taking a virtual vacation.

H2a: The visuaktimulipositively impacthe intention totake a virtual vacation.
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The heaing stimuli positively impact the intention to take a virtual vacation.

The immersion positively impacts the intention to take a virtual vacation.

The atmosphericpositively impacts the intention to take a virtual vacation.

Theaffordance positively impacts the intention to take a virtual vacation.

The story positively impacts the intention to take a virtual vacation.

Thestory themepositively impacts the intention to take a virtual vacation.

The storyfeature positively impacts the intention to take a virtual vacation.

The role in the story positively impacts the intention to take a virtual vacation.

2.4.2 (onceptual framework

[

H2a H3a H1c H1b
Visual Atmospherics Escapism Control

H3b
Affordance

Satisfaction Go for a virtual J

vacation
H1a
Convenience

H3d H3e H3f
Themes of story Features of story Roles in story

H2c
Immersion

Figure3 Conceptual framework.
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3 Methodology

3.1 Researcldesign

For the purpose of researching and explorithg relationship betweendifferent
elements and the satisfaction of taking a virtual vacation in the metaverse
guantitative research is applied. Due to the limitation of currenthtealogy, it is
difficult to offer a personal experience witual vacation irthe metaverse. Therefore,
qualitative research, for exampleyill not be applied to invite participants to
experience metaverse and do interviewsherefore judgmental samplings used to

effectively understand the impacts while collecting data

Theresearcheruses the survey as a controlled measuremeand datais collected
through online survey platforms ithe Winter of 2022. One hundredsamples are
planned to be collectedn the case of the existing invalid surveys, ove® tesponses

will be collected. The surveg sent to participants of backgrounds through online
social media. Meanwhile, an invitatioto participate in the survey for further
participants, such as the family members or friends of the current participant, is

provided, which allows the participant tovite other people to participate.

The survey starts with a short video of the metaverse, for example, a shortcut of the
movie Ready Player Onavhichwill help the participant know the metaverse. After
that, questionsabout their attitude to the surveyare added. Meanwhile, catchip
guestions like "what is 2+2" will be added in the mid of the survesnBure that the

data collected is valuable.

3.2 Measures

The survey questions are divided into two different types by the scale of the answers.
A small parbf questions is answereth anordinal scalepnly with yes or no answers
Most other questions are designed and asked in the Likert scale, and an ordinal
measurement scale issed to measure the response. The answers are divided into
five stages:strongly agree, somewhat agree, neither agree nor disagree, somewhat
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disagree, and strongly disagree. These questions with differev@isurement scales
provide the researchewith a better understanding of the impacts of metaverse on
participants. Information wiibe collected by fillingut the questionnaireandanalysis

will be madein statistical ways based on that.

Survey development

In Tablel, the construct of thequestionnaireis shown. To begin with, after a short
video description oReady Player Onquestions aboutirtual, mixedand augmented
realityare asked to knowvhether theparticipanthasalreadyexperienced these three
technologes. After that, the definition of the metaverseis described, and then the
metaverse isntroduced as glatform for creating virtualvacatiors. Asthe COVIEL9
pandemic has influenced the tourism industry sir2@19, questionsabout how
COVIELI influencel the participant are asked firskollowing this, questions about
par t i ddegsandimaginatioof the metaversareaskedregardingconvenience
traveling control during traveling and location rebuilding.Next, questions about
visual, hearing, andmmersion of virtual vacations in the metaverse are asked to
understand how different aspects impact the participant's emotiofsnally
guestions about atmospherics, affordance, and story are agkeshderstand better
how different design elemets influence satisfaction andimmersion Meanwhile,
different story elements are asked further due to the differences between the

metaverse and traditional tourisniPleasdind the questionnaire il\ppendixl.

List of variables and items.

COVIEL9 s i nf| QOI1 | Inthe current situation, it would not be safe to travel.
(Garaus & Hudakova
2022)

Q012 | In the current situation, it would not be safe to travel

physically

Traveling TCV1 | Itis convenient to visit a city in the virtual world.
convenience TC\2 | Itis easier to go to virtual cities than to physical cities.
Traveling control TCT1 | Ithink staying withsomeone thooseduring the virtual

vacation makes me feel good

TCT2 | My virtual image may helme imagine being someone
else.

TCT3 | A virtual vacation may help me release myself.

ESC | I thinkrebuildingcultural heritage is attractive.
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EscapisniBuhalis & | ES@ | | thinkrecreatingdisappeared objects is attractive.
Karatay , 2022)
(Jordan et al., 2019) | ESB | I think a virtual vacation carr@sene cultural/historical
sites
Visual impact VSI1 | Visual intake is important to me when traveling.
VSI2 | Iwould expect to see the same aspects during the virtug
vacation as in the real world.
VSI3 | Iwould expect to see what is not from the real world in t
virtual vacation, ., Flying with UFOs.
Hearing impact HRI1 | I'm not interested in the background sounds when
traveling.
HRI2 | I would listen carefully to the background sounds during
my tour.
HRI3 | I would immerse myself in conversations.
Immersion impact IMI1 | think having a sense of being in the scenes displayed |
me immerse myself.
IMI2 I think | like the feeling of being involved (in the displaye
environment).
IMI3 | think the temperature of the real world may distract me
Atmospherics ATM1 | The atmosphere of a location is important to me.
ATM2 | | enjoy staying in the atmosphere whicHasniliar to me.
Affordance AFD1 | I think it is very beneficial to usedimetaverseto explore
virtual vacation
AFD2 | Using themetaversemayhelp me better obtain
information during thevirtual vacation
AFD3 | | think uise themetaverseto explote locations during a
virtual vacationwould beinteresting.
Sory STO1 | I often hear people around me talking about their stories|
different destinations they have been to.
STO2 | I think a story of the démation may bring me a feeling of
belonging when | am at the place.
STO3 | I think a story of the ddémation canoffer me opportunities
to participate in local culture.
STO4 | | think it is important that a d&tinationhas stories.
Sory themes STM1 | When there are stories about the dé@sation, | think it is
(Moscardo, 2020) important that the starieshave specific theme.
STM2 | It makes me happy if thetoriesof the degination arein
themes | like.
STM3 | 1 will be happy to be a part of stories with themes | like.
Sory features STF1 | Thefeature in the storie®f the destinationis important to
(Moscardo, 2020) me.
STF2 | 1 will be happy if thestory of the degination contains
features | like.
STF3 | 1 will be happy if the story contains featuriesm familiar
with, eg., Featurefrom my hometown.
Sory roles RO1 | Itis important to me that feelinvolved in the story of the
(Moscardo, 2020) dedination.
RO2 | Itis important to meo have many options when

participating in a storpf the desination.
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RO3 | | want to be the main character of the story.
SR04 | | maycreate own storiesfter visiting a desnation.

Intension INT1 | lam interested in a virtual vacation in the metaverse.
INT2 | | am willing to take a virtual vacation.
INT3 | Iam looking forward to taking a virtual vacation.

Tablel List ofvariables and items

3.3 Data collection

Participants will be approached to complete the survaptighjudgmental sampling

The survey will beesnt to participants via online platforms\ type of convenience
sampling known as "judgmental samplinggthooses population components
depending on the researcher's judgméd®tienmetz, 2022)According tocSaunders et
al.(2012) In a convenience sample, a nprobability sampling techniquéhe sample

is drawn from a group of individuals who are simple to get in touch with or locate.
Grab sampling and availability sampling are other names for this kind of sampling. The
sampling approach's only need is for participants bi® accessible and wWilg.
Additionally, since the only need for this kind of sampling method is whether the
participant conserg, no simple random sample has to be creatBecausehe virtual
reality equipment is priceyand not many users own ifAlop, 2022) the researcher
chosejudgmental samplingThe target population othisresearch is anpgersonwho

has knowledge abouhe metaverse Thetarget amount ofsamples fronthe target
populationis 100 The target population has basic augmented, virtual, and mixed
reality knowledgeln addition, the focused participants would be asked the same
questionsbut in different languagesThe data collection would take place frar@"
Decemberto 25" December2022, lasting two weeks. The survey consists 50

guestions, which mears0 variables will be collected and tested.

In order to analyze the data collected from surveys, descriptive statistics will be
applied. The reasoffor using descriptive statistics Isecause the objectivity and
neutrality. (Baha, 2016)n this research, normal distribution will be used to analyze
the data collected from surveyand correlation analysis will be used to find out the
relationships between vaablesand the hypothesisHgures and charts, such as the

normal distribution graphwill be added to describe the results. All answers will be
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transformed into numbers which can be used for as@yFor example, the answers
to Likert scale questions, Wih are“strongly agreg, “somewhat agreg “neither
agree nor disagrée “somewhat disagrée and “strongly disagre®e will be

transformed into 5, 4, 3, 2, and 1.

Asmentioned in previous sections,catchp questions | i ke “what s
to the survey, which helps identify the survey by answerimgndomly or liningup.

Once aquestionnaireis regarded as invalid, the answers will not be used in the

analysis. Meanwhile, for unanswered questions within a valid survey, the mean value

of the same question from the other valid surveys will be added for asialy

3.4 Limitations

It may be problematic to acquire a precise and concrete outcome since the survey will
be distributed using a nonprobability sampling methondmely judgmental sampling

a kind of conveniencesampling When convenience sampling is used, there is a great
likelihood that the sample group will not match the wider population, creating a-'low
set" and"high-set" mismatch of populations and invalidating the initial te8exton,
2022)Another restriction that the researcher will encounter is that most individuals
dislike having to type their replies to questions when using the questimhanswer
format, mainy when theresearchrequires respondents tprovide a written text to
describe their opinions on the issue or topic. As a result, many respondents will find it
time-consuming ane@ventually get bored with the required writingihich would lead

them to quit the survey.

3.5 Research ethics

The American $/chological Association's ethics code, published by S{Sithith,
2003) provides some fundamentals and basics within a particular direction for survey
operations, including a guarantee that participants are actively particigan the
researchand are fully aware of the risks and rewards. While the survey was being
conducted, the researchers behaved cautiously in telling and explaining to

participants how their answers would be utilized. The researchers also took care to

38



ODULVIENNA
UINIVERSITY

IE3E- PRIVATE UNIVERSITY

protect the respondents’ identities and privacy. A time estimate for finishing the
guestionnaire was also provided, and participants had the choice of participating
voluntarily or not at allAdditionally, the survey did not contain any misleading or too

personal questions that were outside the scope of tiesearch
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4 Results

4.1 Descriptive statistics

Data from the questionnaires are examined by Jamovi in order to evaluate created
hypotheses, but it is first essential to investigate the details of the samples. A total of
105 people responded to the survelhe table belovshowsthe basic information of

the participants58.1% of participants are male, 30.5% tamale 8.6% prefer not to

say, and 2.9%aid they are notbinary. Meanwhile, most participantsvere born
between 19901999,andmore than onethird were born between 200Q009.

Gender
Levels Counts % of Total Cumulative %
Male 61 58. 58.
Female 32 30. 8 8.
Prefer not to say 9 8. | 97.
Nonbinary 3 2. 100.
Age
Levels Counts % of Total Cumulative%o

Before 1980

19801989 2 1. 7.
19901999 60 57. 6 4.
20002009 36 34. 99.
After 2010 1 1. 100.

Table2 Participantsinformation 1

The table belomd i spl ays the participants’ experience
mixed reality.No morethan half of the participants have experienced augmented
reality, about two-thirds of participants have experienced virtual reality, and only

more than onetenth of paticipants have experienced mixed reality.
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Have you ever tried AR (augmented reality)?

Levels Counts % of Total Cumulative %
Yes 48 45, 45 .
No 57 54 . 100.

Have you ever tried VR (virtual reality)?

Levels Counts % of Total Cumulative %
Yes 71 67. 6 7.
No 34 32. 100.

Have you ever tried MR (mixed reality)?

Levels Counts % of Total Cumulative %
Yes 12 11. 11.
No 93 8 8. 100.

Table3 Participants information 2

The table below displays the proportion of respondents virlitend to takea virtual
vacation in the metaverseResults showhat although 59 paicipants58.4% out of
105, are interested in a virtual vacatioig participants, #.5% out of 105, are willing
to take a virtual vacatiorNevertheless, 65 participants, 63.7% out of 1408,looking

forward to taking a virtuhvacation in the metaverse.

Frequencies of INT1

Levels Counts % of Total Cumulative %
Strongly agree 22 21. 21.
Agree 37 36. 58.
Neither agree nor disagr 34 33. 92.
Disagree 4 4 . 96.
Strongly disagree 4 4 . 100.

Frequencies of INT2

Levels Counts % of Total Cumulative %
Strongly agree 22 21. 21.
Agree 54 52. 7 4.
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Neither agree nor disagr 23 22. 97.
Disagree 1 1. 98.
Strongly disagree 2 2. 100.

Frequencies of INT3

Levels Counts % of Total Cumulative %
Strongly agree 25 24. 24.
Agree 40 39. 6 3.
Neither agree nor disagr 32 31. 95.
Disagree 2 2. | 97.
Strongly disagree 3 2 . 100.

Table4 Travel intention of virtual vacation

The characteristics of variables travel intentionof a virtual vacatiorns determined
through mean and skewness value from tiréicalfactor data. From the perspective
of mean value,escapisrrelated factor ESQ, rebuilding cultural heritageis the
highest Then, o factors follow thisthe immersion factoriMI1, having a sense of
being in the scenesandthe atmospheric factoATMY, the atmosphere of a location
The ShapireWilk test showsthat the data are not normdy distributed Therebre,

S p e a r ooaalation will be applied when testirthe hypothesis.

Variables Mean Skewness Kurtosis ShapireWilk W  ShapireWilk p

TCV1 3.8C -0.98i 1.09¢ 0.857 <
TCV2 4.11 -1.60¢ 3.857 0.76¢ <
TCT1 3.6( -0.95¢ 0.86( 0.86¢ <
TCT2 3.717 -0.76¢ -0.241 0.84( <
TCT3 3.4% -0.90¢ 0.54¢ 0.87¢ <
ESC 4.37 -2.007 6.671 0.70¢ <
ESC 4.27 -1.94¢ 6.47¢ 0.72¢ <
ESG 3.6€ -0.92¢ 0.60(¢ 0.86¢ <
VSI1 4.27 -1.84i 5.64¢ 0.73¢ <
VSI2 3.7¢ -1.44: 2.20¢ 0.80z <
VSI3 3.81 -1.24¢ 1.56( 0.827 <
HRI1 3.3¢€ -0.94¢ 0.24¢ 0.84¢ <
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Variables Mean Skewness Kurtosis ShapiroWilk W  ShapireWilk p

HRI2 3.62 -1.30¢ 2.457 0.82: <
HRI3 3.4¢€ -1.027 1.55¢ 0.85¢ <
IMI1 4.2¢ -2.58¢ 10.98¢ 0.64: <
IMI2 4.2¢ -1.69¢ 5.39( 0.75C <
IMI3 3.1¢ -0.407 -0.36¢ 0.91¢ <
ATM1 4.2¢ -2.35( 9.37(C 0.68: <
ATM2 3.9C -1.282 1.98(C 0.82(C <
AFD1 3.65 -1.18¢ 2.17( 0.837 <
AFD2 3.6( -1.27¢ 2.06¢ 0.83( <
AFD3 3.81 -1.49¢ 2.71¢ 0.79¢ <
STO1 3.8¢ -1.69¢ 3.93¢ 0.767 <
STO2 3.92 -1.63¢ 4.50¢ 0.78(C <
STO3 4.0¢€ -1.88¢ 6.87¢ 0.741 <
STO4 4.1¢ -1.72¢ 5.67¢ 0.75¢ <
STM1 3.8¢ -1.66¢ 4.08¢ 0.771i <
STM2 4.21 -2.18¢ 8.58: 0.70¢ <
STM3 4.01 -1.66( 3.75¢ 0.77¢ <
STF1 3.9¢ -2.01% 6.00z 0.72¢ <
STF2 4.0¢€ -2.33¢ 7.44¢ 0.67¢ <
STF3 3.7¢ -1.17¢ 1.85¢ 0.84( <
SRO1 3.84 -1.607 3.65¢2 0.787 <
SRO2 3.9¢ -1.68¢ 4.51¢ 0.77¢ <
SRO3 3.3¢ -0.78¢ 0.86< 0.87¢ <
SRO4 3.7z -1.521 2.32¢ 0.78¢ <

Table5 Ranking of important variables thivel intention

Reliability statistics is appliet test the reliability othe data collectedAsCr onbac h’ s
o shows a = 0.952 > 0.9 indicating an excellent internal consistend3eliability
statisticsarealso applied to eacltem. All of them shovexcellent internal consistency

as well

/| NRY O I

scale 0.952

Table6 Reliability analysis
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4.2 Hypothesis testing

4.2.1 Hypothesis 1

Hla: The perceived convenience of a virtual vacation positively impacts the
intention of taking a virtual vacation.

This hypothesiswvestigatesvhether the perceived conveniencef a virtual vacation

in the metaverse positively infénced theintention of takng a virtual vacation.
Spearman's testeceived a correlation value of @20 between INT3 and TCYV1
indicating astrongand positiverelationship between these two variabldsor TCV2,
Spear man’ igeda corselationr of @448, showing rmoderate and positive
relationship betweenNT3 and TCV2. Furthermorece thep <.0010f bothvariables

is less than 0.05, the null hypothesis is rejectedlicating a significantpositive

relationship betweentravel intention andthe perceived conveniencef a virtual

vacation

Correlation matrix INT3

INT3 Spearman's rho —
p-value —
N —

TCV1 Spearman's rho 0.62(
p-value <
N 10t

TCV2 Spearman's rho 0.44¢
p-value <
N 10t

N o t e .posiiive carrslation
Table7 Spearman correlation hypothesis 1a108

H1b: The perceived control of a virtual vacation positively impacts the intention
of taking a virtual vacation.
This hypothesiswvestigatesvhether the perceived control of a virtual vacation in the

metaverse positively influenced the intention of taking a virtual vacatBpearman's
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testreceiveda correlation value of 801 between INT3 and CT1lindicating a strong

and positive relationshp between these two variables. FOCP Spearman’s test
received a correlation of B54, showing a moderate and positive relationship

between INT3 and TIR. A correlation value of 0.625 between INT3 and TiGdiBates

a strong andpositiverelationship béween these two variablefurthermore, gce

the p <.001o0f all variabless less than 0.05, the null hypothesis is rejectadicating

a significanpositiverelationship betweertravel intention and the perceivedontrol

of a virtual vacation

Correlation matrix INT3
INT3 Spearman's rho —
p-value —
N —
TCT1 Spearman's rho 0.601
p-value <
N 10t
TCT2 Spearman's rho 0.55¢
p-value <
N 10t
TCT3 Spearman's rho 0.62¢
p-value <
N 10t

N ot e .poskive cdrrelation
Table8 Spearman correlation hypothesi® N=105

Hic: The perceived escapism of a virtual vacation positively impacts the
intention of taking a virtual vacation.
This hypothesisvestigatesvhether the perceivedscapisnof a virtual vacation in
the metaverse positively influenced the intention of taking a virtual vacation.
Spearman's testreceiveda correlation value of 383 between INT3 andeESC,
indicating aweak but positive relationshipbetween these two variables. F&SE,
Spear man’ s t est r e c 84b, wsleoding aweak dut pasitivat i o n of 0

relationship between INT3 arS@. A correlation value of B79between INT3 and
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ESQG indicates aweak and positive relationship between hese two variables.
Furthermore ES@ andES@ receiveda p <.001, andESQ receiveda p-=.002.Since
The p-valuefor all variabless less than 0.08he null hypothesis is rejectethdicating
a significant positive relationship betweentravel intention and the perceived

escapisnof a virtual vacationHoweverthe influence may not bauge

Correlation matrix INT3
INT3 Spearman's rho —
p-value —
N J—
ESC Spearman's rho 0.38:
p-value <
N 10t
ES@ Spearman's rho 0.34¢
p-value <
N 10t
ESG Spearman's rho 0.27¢
p-value 0.00z
N 10k
Not e. Ha i s positive corre

Table9 Spearman correlation hypothesis 11=105
4.2.2 Hypothesis2

H2a: The visual stimuli positively impact the intention to take a virtual vacation.

This hypothesiswvestigatesvhether thevisual stimuli during virtual vacation in the

metaverse positively influenced the intention of taking a virtual vacatspearman's

test receiveda correlation value of @87 between INT3 and/S1, indicating a weak

but positive relationship between these two variables. F@BR |, Spearman’ s test
received a correlation of 050, showing a positive relationship between INT3 and

ES@, though thestrengthis very weakA correlation value of B85 between INT3

andVS8 indicates anoderateandpositiverelationship between these two variables.

Furthermore since thep <.0010f VSI1s less than 0.0%he null hypothesis is rejected,
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indicaing a significantpositiverelationship betweertravel intention and thevisual
stimuli of a virtual vacationFor VSR, the p =.064 is bigger tha®.05, and the null
hypothesis is acceptedneaning thatthere is nosignificantpositive relationship
betweentravel intention andexpecation of seéngthe same aspectsf the real world
during the virtual vacationinstead,as thep < .001of VSI3 is less than 0.0%jecting
the null hypothesis and showing significantpositive relationshp betweentravel
intention and expectation of seeing aspetiiat are not from thereal world(e.g, the

flying UFOsHuring the virtual vacation.

Correlation matrix INT3
INT3 Spearman's rho —
p-value —
N —
VSI1 Spearman's rho 0.387
p-value <
N 10k
VSI2 Spearman's rho 0.15C
p-value 0.06¢
N 10k
VSI3 Spearman's rho 0.58¢
p-value <
N 10t
Not e. Ha i s positive corre

Tablel0 Spearman correlation hypothes2zeaaN=105

H2b:  The hearing stimuli positively impact the intention to take a virtual
vacation.
This hypothesisnivestigateswhether the hearing stimuli during a virtual vacation in
the metaverse positively influenced the intention of taking a virtual vacaBecause
VSI1 issked" | don’t t hink | woul d beddringther est ed i n
virtual vacation."Thevalue of this variable is reversetliring analysisSpearman's
test receiveda correlation value of @16 between INT3 and HRI1, indicatingeay

weak butpositive relationship between these two variables. RIRE , Spear man’ s
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test received a correlation of B18 showing a positive relationshipith moderate
strengthbetween INT3 an#iRR. A correlation value of 025 between INT3 anHR8
indicates a moderate andgositive relationship between these two variables.
Furthermore,althoughthe p =.1190f HRL is biggerthan 0.05 the null hypothesis is
accepted indicatingno significantpositiverelationship betweeriravel intention and
interests inthe background somdsduring the virtual vacatiorilhe p < .001of HRI2s
lessthan 0.05, and the null hypothesis iisjected showing a signiant positive
relationship between travel intention anblackground soundsMeanwhile, & thep

< .00lof HRB is less than 0.05, rejecting the null hypothesis and showsigréficant
positive relationship betweentravel intention and expectation ofommunicaing

during the virtual vacation.

Correlation matrix INT3
INT3 Spearman's rho —
p-value —
N —
HRI1 Spearman's rho 0.11¢
p-value 0.11¢
N 10k
HRI2 Spearman's rho 0.51¢
p-value <
N 10t
HRI3 Spearman's rho 0.52¢
p-value <
N 10k
Not e. Ha i s positive corre

Tablell Spearman correlation hypothesib RI=105

H2c: The immersion positively impacts the intention to take a virtual vacation.
This hypothesisnivestigateswhether the mmersion of a virtual vacation in the
metaverse positively influenced the intention of taking a virtual vacatpearman's
test receiveda correlation value of @40 between INT3 andMIl, indicating a

moderate positive relationship between these two vatles. FoiMI2 Spear man’ s
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test received a correlation of 456, showing amoderate positive relationship
between INT3 antMI2. A correlation value of 860between INT3 anéMI3 indicates
a weakbut positiverelationship between these two variablgsuthermore, ESC and
ESQ received g <.001, andESQ received g =.002. Since Thp< .001for IMI1is
less than 0.05the null hypothesis is rejectedndicating a significantpositive
relationship betweertravel intention andmmersionduringa virtud vacation As the

p < .001lof IMI2 is also less than 0.0%e null hypothesis is rejectedhowing a
significant positive relationship between travel intention atigk feeling of being
involved in the virtual worlddowever, thep < .001of IMI3is less than 0.05 and rejects
the null hypothesismeaning that the émperaturein the real worldsignificantly

positively influenceshe travel intentionof a virtual vacatin in the metaverse

Correlation matrix INT3
INT3 Spearman's rho —
p-value —
N —
IMI1 Spearman's rho 0.44(C
p-value <
N 10k
IMI2 Spearman's rho 0.45¢
p-value <
N 10t
IMI3 Spearman's rho 0.36(
p-value <
N 10k
Not e. Ha i s positive corre

Tablel2 Spearman correlation hypothesis R=105
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4.2.3 Hypothesis3

H3a: The atmospherics positively impacts the intention to take a virtual
vacation.

This hypothesisnivestigateswhether the atmosphericaspectsduring a virtual
vacation in the metaverse positively influenced the intention of taking a virtual
vacation and furtherly develops possible relevant design elements in this area.
Spearman's testeceiveda correlation value of @53 between INT3 andATML,
indicating a weak bupositiverelationship between these two variables. FATM,
Spear man’ s t e s tatiomr of 021 shewing a pogitiver relaidnship
between INT3 anATM2, though the strength is weak. Furthermoréce thep =.05

for ATML, the null hypothesis is rejectethdicatinga significanpositiverelationship
between travel intention and theatmosphere of the metaverse duringa virtual
vacation. However there is a 5% possibility thathe null hypothesis is correcEor
ATM, the p =.002 is less than 0.05, rejecting the null hypothesis and showing a
significantpositiverelationship betweerravel intention andhe familiar amosphere

for the participantsduring the virtual vacation.

Correlation matrix INT3

INT3 Spearman's rho —
p-value —
N —

ATM1 Spearman's rho 0.25¢
p-value 0.00t
N 10k

ATM2 Spearman's rho 0.277
p-value 0.00z
N 10t

Not e. Ha i s positive corre

Tablel3 Spearman correlation hypothesta N=105
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H3b: The affordance positively impacts the intention to take a virtual vacation.
This hypothesigivestigatesvhether the affordance aspects during a virtual vacation
in the metaverse positively influenced the intention of taking a virtual vacation and
furtherly develops possible relevant design elements in this aBp@arman's test
receiveda correlation value of 800between INT3 andF[1, indicating anoderately
positive relationship between these two variables. FAF2 , Spear man’ s t est
received acorrelation of 0643, showing astrong andpositive relationship between
INT3 andAFL2. A correlation value of 834between INT3 ané\FLB indicates &trong

and positive relationship between these two variableBurthermore, sce thep
<.00l1lof AFLis less than 0.Q%he null hypothesis is rejectedhdicatinga significant
positive relationship betweentravel intention andusing the metaverse as the
platform of taking a virtual vacatiof:orAF[2, thep <.001islessthan 0.05, and the
null hypothesis isrejected meaning thatthere isa positive relationship between
travel intention anda better understanding of the locatiobuilt in the metaverse
during a virtual vacationMeanwhile as thep < .001 forAFCB is less than 0.05,
rejecting the null gpothesis and showing significantpositiverelationship between
travel intention andusing the metaverse to explore the location in the real world

where the participant has not been to.

Correlation matrix INT3
INT3 Spearman's rho —
p-value —
N J—
AFD1 Spearman's rho 0.60(C
p-value <
N 10t
AFD2 Spearman's rho 0.64:
p-value <
N 10t
AFD3 Spearman's rho 0.73¢
p-value <
N 10t
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Not e. Ha i s positive corre
Tablel4 Spearman correlation hypothesib 8l=105

H3c: The story positively impacts the intention to take a virtual vacation.

This hypothesiswestigatesvhether thestoryaspects during a virtual vacation in the
metaverse positively influenced the intentiontaking a virtual vacation and furtherly
develops possible relevant design elements in this aBgearman's testeceiveda
correlation value of @67 between INT3 an&TQ, indicating aweak butpositive

relationship between these two variables. F&TQ Spearman’s test rec
correlation of 0310, showing aveakbut positive relationship between INT3 a3 Q.
A correlation value of @93 between INT3 anédT@ indicates aveak but positive
relationship between these two variablés324 is thecorrelation coefficient between
INT3 and STOghowing a weak but pitéve relationship between these tweariables.
Furthermore, tce thep =.003 for STQ is less than 0.0%he null hypothesis is
rejected, indicatinga significantpositive relationship betveen travel intention and
listening to others' travel storiegorSTQ, thep <.001 is less than 0.05, and the null
hypothesis is rejectedlhere is a positiveelationship betweertravel intention anda
sense of belongintpat a destination story offerdMeanwhile, as thep =.001for STQ

is less than 0.05, rejecting the null hypothesis and showirsigaificantpositive
relationship betweentravel intention andopportunitiesto participatein the local
culture offered bya destination storyMeanwhile, thep < .001 forSTO4 is less than
0.05, showing a significant positive relationship between travel intention &mel

destination story.

Correlation matrix INT3

INT3 Spearman's rho —
p-value —
N —

STO1 Spearman's rho 0.267
p-value 0.00z
N 10t
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Correlation matrix INT3
STO2 Spearman's rho 0.31c
p-value <
N 10t
STO3 Spearman's rho 0.29:
p-value 0.001
N 10t
STO4 Spearman's rho 0.32¢
p-value <
N 10t

N ot e .poskive cdrrelation
Tablel5 Spearman correlation hypothesis R=105

H3d: The story theme positively impacts the intention to take a virtual vacation.

This hypothesiswestigatesvhether thestory's theme during &irtual vacation in the

metaverse positively influenced the intention of taking a virtual vacation and further

develops possible relevant design elements in this aggeearman's testeceiveda

correlation value of @24 between INT3 and $T1, indicatinga moderate positive

relationship between these two variables. ForlV&T, Spearman’ s test rec
correlation of 0420, showing amoderate positive relationship between INT3 and

SM™M2. A correlation value of 869 between INT3 and $13 indicates anoderate

positiverelationship between these two variabldsurthermore, s1ce thep <.001for

SM1lis less than 0.0%he null hypothesis is rejectedhdicatinga significanpositive

relationship betweernravel intention andhere is a specific theme dfie destination

story. For SM2, thep <.001 is less than 0.05, and the null hypothesis is rejected.

There is a positiveelationship betweertravel intention andthe themethat meets

the partici p Meanwhike, sghep<.@0L for8W2is less than 0.05,

rejecting the null hypothesis and showingignificantpositiverelationship between

travel intention ancbeing able tgarticipatein the themethame et s t he parti ci pai

preference.
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Correlation matrix INT3
INT3 Spearman's rho —
p-value —
N —
STM1 Spearman's rho 0.42¢
p-value <
N 10t
STM2 Spearman's rho 0.42(C
p-value <
N 10t
STM3 Spearman's rho 0.46¢
p-value <
N 10t
Not e. Ha i s positive corre

Tablel6 Spearman correlation hypothesig 81=105

H3e:  The story feature positively impacts the intention to take a virtual vacation.
This hypothesisvestigateswhether the story's feature during a virtual vacation in
the metaverse positively influenced the intention of taking a virtual vacation and
further develops possible relevant design elements in this aBearman's test
receiveda correlation value of 364 between INT3 and T, indicating aveak but

positiverelationship between these two variables. FOFST Spear man’ s test r
a correlation of (628 showing a moderate positive relationship between INT3 and
STR2. A correlation value of B71 between INT3 and $8 indicates aweak but
positiverelationship between these two variabldsurthermore, g1ce thep <.001for
SFlis less than 0.08he null hypothesis is rejectedhdicatinga significanipositive
relationship betweentravel intention andthere are features in the storyof the
destination.For ST2, thep <.001 is less than 0.05, and the null hypothesis is rejected.
There is a positiveelationship betweertravel intention and thestory featurethat
meets the part iMeaphile, &s trep = P03 SEM3asiessethan
0.05, rejecting the null hypothesis and showingsignificantpositive relationship
betweentravel intention andhe familiar story feature to the participant.
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Correlaion matrix INT3
INT3 Spearman's rho —
p-value —
N —
STF1 Spearman's rho 0.36¢
p-value <
N 10t
STF2 Spearman's rho 0.52¢
p-value <
N 10t
STF3 Spearman's rho 0.271
p-value 0.00z
N 10t
Not e. Ha coiredatoposi t i ve

Tablel7 Spearman correlation hypothesig Bl=105

H3f: The role in the story positively impacts the intention to take a virtual
vacation.

This hypothesigwvestigatesvhether the participant's role in the story during a virtual

vacation in the metaverse positively influenced the intention of taking a virtual

vacation and furtherly develops possible relevant design elements in this area.

Spearman's testeceiveda correhtion value of 0403 between INT3 and F®D1,

indicating a weak bupositiverelationship between these two variables. F&C2,

Spearman’ s test r e c520, gshewing amoderatelypesitiaet i on of
relationship between INT3 andRS2. A correlatiorvalue of 0312between INT3 and

FO3 indicates a weak bpbsitiverelationship between these two variablés504is

the correlation coefficient between INT3 a4, showing anoderatelypositive

relationship between these two variabldsurthermore, fce thep <.001 for SRO1is

less than 0.05the null hypothesis is rejectedndicating a significantpositive

relationship betweentravel intention andthe feeling of involvement of the

destination storyFor 02, thep <.001 is less than 0.05, and the null hypothesis is

rejected. There is a positivelationship betweenravel intention anchaving multiple
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options during theparticipating destinationtery. Meanwhile, as the < .001 fordRO3
is less than 0.05, the null hypotheds rejected,showing a significant positive
relationship betweeriravel intention andbeing the main charaet of the destination
story.Meanwhile, thep < .001for STO4 is ks than 0.05, showing a significant positive

relationship between travel intention ancteating own destination stories

Correlation matrix INT3
INT3 Spearman's rho —
p-value —
N J—
SRO1 Spearman's rho 0.40:
p-value <
N 10t
SRO2 Spearman's rho 0.52(
p-value <
N 10t
SRO3 Spearman's rho 0.312
p-value <
N 10k
SRO4 Spearman's rho 0.50¢
p-value <
N 10t
Note. Ha is positive corre

Tablel8 Spearman correlation hypothesi§9=105
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5 (@nclusion and findings

The questionnairehelped gatherthe information that would help us better
understand howthe travel intention and virtual vacation components relate to one
another.The following chapter witliscuss he resultsfrom the precedingsectionsto

support current theories or provide fresh insights on design components.

Variables p-value { LIS NX I Variables p-value { LIS} NX I
TCV1 <.001 0.620 AFD1 <.001 0.600
TCV2 <.001 0.448 AFD2 <.001 0.643
TCT1 <.001 0.601 AFD3 <.001 0.734
TCT2 <.001 0.554 STO1 0.003 0.267
TCT3 <.001 0.625 STO2 <.001 0.310
ESC < . 0.383 STO3 0.001 0.293
ESQ <.001 0.345 STO4 <.001 0.324
ESG 0.002 0.279 STM1 <.001 0.424
VSI1 <.001 0.387 STM2 <.001 0.420
VSI2 0.064 0.1%0 STM3 <.001 0.469
VSI3 <.001 0.585 STF1 <.001 0.364
HRI1 0.119 0.116 STF2 <.001 0.528
HRI2 <.001 0.518 STF3 0.003 0.271
HRI3 <.001 0.525 SRO1 <.001 0.403
IMI1 <.001 0.440 SRO2 <.001 0.520
IMI2 <.001 0.456 SRO3 <.001 0.312
IMI3 <.001 0.360 SRO4 <.001 0.504
ATM1 0.005 0.253 Tablel9 Spearman's correlation result
ATM2 0.002 0.277

This section analyzes the previous tesidentify variables influencing travel intention
significantly Asthe data suggestisom Tablel9, VSI2d would expect to see the same
aspects during the virtual vacation as in the real warltld not significantly influence
travel intention as thep = .064 for VSI2ZTo compare with VSI2, thé S | 13vpuld“
expect to see what is not from the real world in the virtual vacation, e.g., Flying"UFOs.
showed a significant positive relationship betwegravel intention andtself. Though

Spearman’s pho of VSI 3 strengtdof therélgtionship,di cati ng
this may be the answer to why VSI2 is not siganificBy visiting the metaverse to have
a virtual vacation, participants expect tew things that are not from threal world

to gain better visual stimuli.

57



ODUL viEnnA
NIVERSITY

DIE3E- PRIVATE UNIVERSITY

Another variableghat will be discussed dRI1:¢ L R2y Qi GKAYy]1 L g2dzZ R
the background soundturing the virtual vacatio®® lowever, i doesnot significantly
influence travel intention ap = 119. Asit wassuggested irHRI3 | tHink | would
listen carefully to the background soundsring the virtual vacatiori. Participants
show a significanintention of catching theébackground soundseven though they

might notbe interested in them.

The researcher will explore and explain the mastical elementsinfluencingtravel
intentions in thefollowing part Starting withthe perceivecconvenience TC\ shows
a strong strengthof correlation between travel intention ahthe convenience thaa
virtual vacation in the metaverse offens suggestd that participantsintend to take
a virtual vacatiorbecause it is coranient to travel in the metaverseTCV2 is more
specific asking aboutthe convenienceof visiting virtual citiesand receiving a

moderate strength correlation coefficient

The perceivedcontrol of the vacation is another aspect that participact:ncern
about It positively influences the travel intentioof participantsin general.For
example, avirtual vacation offer@pportunities for users to have a betteontrolled
vacation, including choosing the location and partnek.three vaiables of TCT
receival moderate orgr eat er S p e showing A ’'pative prdlatonship

between travel intention and the perceived contriilat a virtual vacation brings.

Even though the data suggestthat the perceived escapismof a virtual vacation

significantly positively influencdbe travel intentionof participantsSpear man’ s pho
of all three ESariablesshowed a weak relationghi This weak relationship might be

caused byow accessibility to the metaversés mentioned, o more than half of the

participants have experienced augmented reality, about -thvods of participants

have experienced virtual reality, and only more than @eeth of participants have

experienced mixed realitysq participants might not be able to imagine escapism.

Regardingensory stimuliit wasdefinedthat VSI1, VSI3, HREhd HRIZ3ignificantly
positivelyinfluence the participant's travel intentiorAlthoughSpear mawonf’ s pho

VSllsuggesteda weak relationship between travel intention and it, VSI3, HRI2, and

58

0S



ODUL viEnnA
NIVERSITY

DIE3E- PRIVATE UNIVERSITY

HRI3 had a better correlation with moderate strendtngeneralperceivedvisual and
hearing stimuli during the virtual vacatiosignificantly positivelyinfluence travel
intention. When omingto the part ofthe immersion the combinationof visual and
hearing stimuli data suggestethat bringing participants deeling of being ira sense
might help participants immerse themselveghis feeling of being involvedould

positivelyinfluencethe participants' emotionsfinally influencinghe travel intenton.

However, results also showed that the teergture in the real world mightistract

participants during the virtual vacation.

It is dentified that atmosphericssignificantly positively influencethe intention to
take a virtual vacation in theetaverse However data suggestethat the correlation
between them was weghkn whichSpear man’ s pho wa@®27Dfor253 f or

ATM2.

Onepartthat seemed to play an essential ral@s a virtual vacation's affordancall
three AFD variablewere tested moderately or even strongly cofated with the
travel intention in the metaversd3ased ornhe data, it is clear thathe metaverse was

a platform for participants to explore anabtain information.Asa digital platform,
the metaverse could be adjusted to fulfiers' desired functions. For instance, users
could add functios like tour guides to obtain any informationthey want to know

about the place during the virtual vacation.

The usage of destitian storiessignificantly influenceg ar t i ci pant ss travel
in a positive direction. However, all four STO variablesere tested resultingin

correlation coefficientdess than0.41, indicating a weak correlation betwedravel

intention andthe destination story.Thetheme of the destindion story seemed to

play a crucial role igeneratingthe intention to take a virtual vacationywhich was

supposed by the dataAll three STM variables resultéedn Spear man’
0.41 and0.60, meanngthere is a moderate relationship between travel intention and
these three variablesThe tature of the destination storywas alsoan aspect that
influenced travel intention significantly positivelAlthough STEFand STF3 hadweak
correlation with travel intention, STE21 think | would be happy if the story of the

destination contained features | likevas testedmoderatdy correlated to taking a
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A

s pho bet)



ODUL viEnnA
NIVERSITY

DIE3E- PRIVATE UNIVERSITY

virtual vacation.The ple participant would paticipate in the destinationstory was
anotherelement that could help create travel intentipaspeciallywhen there were
multiple options for participants to choose from while taking part in the destination

story.

5.1 Theoretical implication

Theresearch aimed to determine the components influencirevél intention for a
virtual vacation and furtheexamine design features to attract inteoh. The research
investigatal the advantages of the metaverse, feelings of contentment, and potential
design components. Finally, the designer wouliderstandwhat elements may

encourage a&onsumerto travel virtually in the metaverse.

Theresearch cafirmedthat the virtual worldgenerates perceived convenienaden
applying it in daily lifeThisresult showedsimilaroutcomesto the resultcarried out
by Kanematsuet al. (2014) where the metaverse is used asclassroom to help

students learrknowledge that is not convenient in real classrooms in the real world.

The data also identified the perceived cwal during the virtual vacation in the
metaverseobtained intenton to travel virtually The abilityto choosehow users want
to present themselveseffers excellent alternatives fahem. Thisfurther showedthat
the number of encouragingnteractions in the metaverse and the individual's

loneliness were mediated by social seéfficacy(Oh et al., 2023)

Regarding the perceived esdap, resultsfrom Buhalis & Karatag022)that over the

past few decades, innovation and technology have had a growing influence on the
tourist business, particularly on cultural heritageerealso confirmed in the research.
However, the data furtherly ugygestedthat respondents were more interested in

discovering items that were not from real life.

Relevant to the study ofleong et al(2021) this research also observebat the
impacts on individual  sginflitenced their emotionsAlthough the data indicated
that the participants would not be curious about the background sauttte sounds

would still have an emotional impactn addition the data suggestedhat the
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participants favored seeing objects that were not from the real world.lt was
discoveredthat immersion during the virtual vacation would also impact the
participants’ emotions., which confirmed the results fro@aroux (2023) The
emotions further influencedheir satisfaction, leading to their intention to take a

virtual vacation.

As one of the design elementthe data of atmosphericsshowed that itwould
influence the experience during the trayekhich also confirmed the concept of

tourism design systerfXiang et al., 2021)

The seconddesign elementaffordance also confirmedhe result ofDincelli & Yayla
(2022) The statistics demonstrate that the metaverse served as a platform for
individuals to explore and gather knowledge. The metaverse might be modified to
provide the appropriate functions for users as a digital platforor example, sers
might, for instanceadd features like tour guides to obtain any information about the

location while oravirtual vacation.

As the third design element, the destination story was a&isaial According to he
theory of Moscardo(2020) stories enable travelers to produce and share their own
stories and stories about prior experiences, makitftem an essential part of
destination advertising and the entire tourism systéfne theoryof Moscardo(2020)
focuses more on tourisrim the real wold, but data suggested thathis theory was
also applicable to metaverse tourisfMore particularly,data showed that story
themes story featuresand the role of the tourist in the storglso accorded with the

theory of Moscardo(2020)

5.2 Design elements

As the data suggestethe main design elements can be summarizedadf®ordance
and story.When designing a virtual vacatiotihhe convenience and control thahe

tourist will perceive should also be considered.

The affordanceof the metaversavas the mospotential design elementhis element

is similar totaking benefit of perceived convenience of the metaverse tourism
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mentioned by Verkerk (2022) The use of affordancean be discussed in two
dimensions: to enhance the experience in the real world and to explore the virtual
world. Similarto the example ofa museum usingvirtual reality to enhance the
experience of the tourist (Dincelli & Yayla, 2022)t would be beneficial if the
metaverse included tools to assigsersin findinginformation morequicKy during
daily life Anotheruse of affordance in themetaverseis to exploresomething the
usersdo not know For example, to visit a pladbey have not been to,a short virtual
vacation helpsthe use explore the location andallows them to know more

information whichrequires extra tne looking for.

After that, buildinga destination story that allowsonsumers to participate was also
suggested Compared to the2D viewing experience, watching a sporting event in
virtual reality gives users greater satisfacti@incelli & Yayla, 2022} o personally
take part in a story helpthe tourist feel involved inthe local culture Having more
agency throughout a story is likely to lead to more good experiences, better learning
from the even, and a higher propensity to tell the story to othgiMoscardo, 2020)
The story teme isone elementthat can be considered to enhance tperceived
experience which helps gaitravelintention from consumersit is necesary to pay
attention to the storys features, especially those featurgsreferred by the target
group. Meanwhile placingthe tourist in the proper role should also beonsidered.
Makingtourists feel involved in the storjelps themreceve a moreextraordinary

experience Then,they will latercreate their own stories antkll them to others.

Neverthelessa proper atmosphere during the virtual vacatiofluences he t our i st ' s
experience during the virtual vacation. Although the data suggestatiptrticipants
were not interested in the background sounds, thearing and visual stimuli still

influenced the perceived feelingf the atmosphere.

5.3 Limitation

As seen in the results section aAdpendix2, Cr o n b aotdll items imabove 0.94.

This might be caused by judgmental samplangind of convenienceamplingWhen
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convenience sampling is utilized, there is a strong possibilityttteasample group

will not match the larger population, resulting in "leset" and "highset" populations

that are mismatched and invalidating thmitial tests (Sexton, 2022)Due to the
subjective selection of participantsausing thesampleswere not random, finally
causingerrors in results Meanwhile, when employing the questicand-answer
format, another constraint that the researcher will run into is that most participants
detest having to write their responses, partiatly when the research asks
respondents to supply written prose to convey their perspectives on the subject or
topic. However, die to the time commitment, many responders may ultimately

become weary of the needed writing and abandon the survey.

Moreover, due to reasons such as limitations of the technologyd unaffordable
hardware not all participants have experienced augmented, virtual, and mixed reality.
Meanwhile, as it is the early stage ahetaverse developmentfew metaverse

platforms currently exist.

5.4 Future research

The analysis of what customers with experience in the matss might anticipate
from a virtual vacation should receive more attention in future studies. Further than
just taking a virtual vacation, another idea may be to create a metaverse where people
can actually live. The ability to think and learn from mangles will one day make it

possible to take a virtual vacation.
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Appendices

Appendix1 Questionnaire

Questionnaire for a virtual vacation

Survery questionnaire for a virtual vacation in the metaverse. This questionnaire takes

about 10 minutes.

The purpose of this questionnaire isgmvide the researcher with information about
how potential users of the metaverse think about virtual vacations and intend to help
figure out the design elements. You would be asked general questions related to the
virtual vacation in the metaverse. Persd data would be collected following privacy

regulations.
Introduction to the metaverse

The metaverse is a 3D virtual environment that allows users to socialize and interact
with each other with the virtual model they choose or build to represent theneselv
Snow Crasl{1992),a dystopian cyberpunk novédly Neal Stephensagnand Ready
Player Ong2018, an American science fiction action film based on Ernest Cline's

novel of the same namare twowell-known examples that contain the metaverse.

FASTEOIMWARD FREE-STYLE MALL MYTH
W

NEAL STEPHENSON
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Informed consent

1. I understand that my participation is voluntary and that | am free to withdraw at
any time, without giving a reason and without cost. | understand that | will be
given a copy of this consent form. | voluntarily agree to take part in this study.

Question towards virtual vacations

Likert Scale (Strongly Agree, Somewhat Agree, Neither Agree nor Disagree,

Somewhat Disagree, Strongly Disagree, Not Applicable)

I think it would not be safe to travel in the current situation.
I think it would not be safe to travel physically in the current situation.
| think t is convenient to visit a city in the virtual world.

| think t is easier to go to virtual cities thda physical oes.

o g M w N

| think staying with someone | choose during the virtual vacati@ay make me

feel good.

™~

| think ny virtual image may help me imagine being someone else.

8. | think avirtual vacation may help meslease myself.

9. | think rebuilding cultural heritagée.g., those being destroyed during wais)
attractive.

10. | think recreating disappeared objects is attractive.

11. I think a virtual vacation can preserve cultural/historical sites.

12. | think the ¥sual inbkeduring the virtual vacation would benportant.

13. I would expect to see the same aspects during the virtual vacation as in the real
world.

14. I would expect to see what is not from the real world in the virtual vacation, e.g.,
Flying UFOs.

15. 1 d o n 'l would teinter&sted in the background soundsiring the virtual
vacation

16. | think | would listen carefully to the background soundsring the virtual

vacation

17. | thinkl would immerse myself in conversatiodsring the virtual vacation
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L1+1=2

Question about virtual vacation elements

Likert Scale (Strongly Agree, Somewhat Agree, Neither Agree nor Disagree,

Somewhat Disagree, Strongly Disagree, Not Applicable)

19
20

21.
22.
23.
24,
25.

26.

.1 think having a sense of being in the scenes displayed helps me immerse myself.
. 1 think I like the feeling of being involved (in the displayed environment).

| think the temperature of the real world may distract me.

| think the atmosphere of a location is important to me.

| think 1 would enjoy staying in the atmosphere which is famibane.

I think it would be very beneficial to use the metaverse to explore virtual vacations.
| think using the metaverse would help me better obtain information during the
virtual vacation.

| think using the metaverse to explore locations during tuslrvacation would

be interesting.

Question about stories of destinations

27

28.

29.

30.
31.

32.
33.
34.
35.

. | often hear people around me talking about their stories of different destinations
they havevisited .

| think a story of the destination may bring me a feeling of belonging vizen

at the place.

I think a story of the destination can offer me opportunities to participate in local
culture.

| think it is important that a destination has stories.

When there are stories about the destination, | think it is important that the
stories have specific themes.

It makes me happy if the stories of the destination are in themes | like.

| think | would be happy to be a part of stories with themes | like.

I think the feature in the stories of the destination is important to me.

I think 1 would be happy if the story of the destination contained features | like.
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36. | think 1 would be happy if the story contained features | am familiar with, e.g.,
Features frommy hometown.

37. 1 think It is important to me that | feel involved in the story of the destination.

38. I think It is important to me to have many options when participating in a story of
the destination.

39. | think | want to be the main character of the story.

40. | think | may create my own stories after visiting a destination.

41. 1 think | am interested in a virtual vacation in the metaverse.

42. | think I am willing to take a virtual vacation.

43. 1 think | am looking forward to taking a virtual vacation.

General questons

44. Have you ever tried AR (augmented reality)?
45. Have you ever tried VR (virtual reality)?

46. Have you ever tried MR (mixed reality)?

47. What is your gender?

48. When were you born?

Thank you for participating ithis survey. We truly appreciate your feedback.
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Appendix2 Reliability analysis by item

/| NRYO I (
TCVi 0.951
TCVZ 0.951
TCT1 0.95(
TCT2 0.951
TCT3 0.951
ESC 0.951
ESe 0.951
ESG 0.957
VSi1 0.95(
VSI2 0.951
VSI3 0.951
HRI® 0.95¢
HRI2 0.951

I NBYOI (
HRI3 0.95(C
IMI1 0.95(
IMI2 0.95(C
IMI3 0.952
ATMI 0.95(C
ATMz 0.952
AFD1 0.95(
AFD2 0.95(C
AFD3 0.94¢
STO1 0.951
STOZ 0.95(C
STO: 0.95(
STO4 0.951
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I NBY Ol (
STM1 0.95(C
STMZ 0.95(
STM: 0.95(C
STF1 0.94¢
STF2 0.94¢
STF3 0.95(C
SRO! 0.94¢
SRO: 0.94¢
SRO! 0.952
SRO¢ 0.951

areverse scaled item



