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Abstract: This conceptual paper discussed about the COVID-19 pandemic caused many industries to face 

their downfall, and one of the industries is the tourism industry. As a corollary, a new type of tourism, virtual 

tourism, is required to promote and restore the tourist sector to its former glory while not dismissing the need 

for social distancing. Through virtual tourism, people no longer need to travel to a particular tourist destination 

to experience tourism, but they can now stay at their home and escape to another destination virtually. Aside 

from giving tourists another level of tourism pleasure, virtual tourism also contributes a lot to the industries 

such as heritage preservation, tourism marketing, tourism planning and as an opportunity for disabled person 

to experience tourism. Even though virtual reality technology does not provide the users with enough authentic 

experience due to the inability to touch the object in the virtual environment, but it can be considered as a 

good start to advertise virtual tourism as an alternative to conventional tourism especially during the pandemic 

era where every movement is limited. 
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Introduction 

The outbreak of the COVID-19 pandemic had a significant influence on the worldwide economy, causing 

many companies to close and immediately affecting people's socioeconomic realities (Mishra et al. 2020; 

Siddik 2020). The epidemic has touched not just general human problems, but has also resulted in serious 

financial and political crises in infected countries (Mishra et al. 2020). COVID-19 has been identified as a key 

source of inequality and social advancement deficiency, in addition to being a global hazard (Huang et al. 

2020). As a result, numerous nations, including Singapore, Hong Kong, Malaysia, and China, have used and 

continue to implement measures such as lockdowns, manufacturing closures, and social isolation in order to 

flatten the contagion curve (Wang et al. 2020; Huang et al. 2020; Siddik 2020; Anderson et al. 2020; Prem et 

al. 2020; Lun et al. 2020). While the restrictions are effective in decreasing the COVID-19 epidemic, they also 

impede economic activity by restricting people movement and corporate procedures (Eichenbaum et al. 2020). 

The daily worker count has reduced as a result of a considerable increase in the number of infective cases, 

causing a severe impact in industrial sectors (Mishra et al. 2020). The economies of many nations are currently 

dealing with rising joblessness as a result of a loss of production and higher consumption for the healing and 

mailto:deyana@ukm.edu.my


e-Bangi: Journal of Social Sciences & Humanities 140 
 

 

rejuvenation of the COVID-19 fatalities and their families (Wang et al. 2020). The tourism industry is one of 

many that has suffered as a result of COVID-19 (Mishra et al. 2020).  

To solve the difficulties confronting the tourism industry, virtual experiences are being developed that 

mirror the realism of tourism places and attractions without forcing travellers to leave their current location 

(Martins et al. 2017). This is due to the fact that the tourist industry's production may improve as a result of 

the usage of new technologies (Chiao et al. 2018). The use of technology also increased an organization's 

efficiency by boosting its comprehension, appeal, and accessibility to visitors (Hjalager 2010; Nielsen and 

Liburd 2008). Technology innovation has brought unprecedented transformation and opportunities to the tour-

ism sector, while also serving as a vehicle to satisfy the rising need for great tourist experiences (Buhalis & 

Law 2008; Molz 2012; Rosman & Stuhura 2013). The development, investment, emergence, and usage of 

Information and Communication Technologies (ICTs) have contributed to the rise of tourist activities, allow-

ing nations to enhance their ability to interact with the outside world and launch strategies to promote, market, 

and provide new ideas such as virtual recreation and direct and indirect presence in video games, music, mu-

seums, parks, squares, and so on, suggesting a rising tendency toward virtualization (Acosta 2017).  

Due to the proliferation of the internet industry, the tourism industry structure has also changed, af-

fecting how tourism destinations are perceived and consumed (Doolin Burgess and Cooper 2002; Buhalis, 

2004; Sigala 2005; Chathoth 2006; Buhalis & Zoge 2007; Govers, Go & Kumar 2007; Chalkiti & Sigala 2008; 

Kim, Lee & Law 2008). Tourists may now use the Internet to get travel information since a plethora of tourist 

firms and organisations have established themselves online (Buhalis & Law 2008; Grnflaten 2009). The rise 

of information and communication technologies (ICTs) has also had a significant influence on tourism, from 

consumer demand to site administration, leading e-Tourism to expand swiftly (Buhalis 2003; Buhalis & Law 

2008; Egger & Buhalis 2008). Therefore, this conceptual paper discussed about the changes of tourism trend 

through virtual tourism. 

 

Methodology 

This study use the document analysis design to explore and discuss virtual reality from a tourism perspective. 

Document analysis is an effective and efficient method of data collection since documents are controllable 

and practical resources. Documents may be read and reviewed several times, and their contents can be archived 

during the research procedure. 

 

Discussion of The Concepts 

1. Virtual Reality as the World-Changing Technologies 

VR is a type of reality emulation, a three-dimensional, computer-generated world with which a person may 

interact or explore (Qadri et al. 2019). VR fosters innovation in a wide range of industries, including business, 

science, and entertainment, and it provides a platform for interactive experiences that may benefit both oper-

ators and tourists (Racz & Zilizi 2016; Qadri et al. 2019). According to Kim et al. (2020), one of the causes 

of the tourism field's development is virtual reality's emerging technology. It provides an interactive computer-

generated medium through which people may create engaging experiences of actual and fictitious circum-

stances (Hobson & Williams 1995). Due to the commercialization of online virtual environments, tourists may 

participate as active participants with VR applications, which allow them to experience items and locations 

from the comfort of their own homes (Bogicevic 2019).  



e-Bangi: Journal of Social Sciences & Humanities 141 
 

 

As in 21st Century, VR is now regarded as the most world-changing technologies (Nayyar et al. 2018). 

VR attempts to bring users to a virtual environment and allow them to interact with the environment as if it 

were real (Martins et al. 2017). Ever since the emergence of VR-type technologies in the 1960s, the VR sys-

tem's ability to offer high-quality sensory data has greatly increased (Burdea & Coiffet 2003; Gutie' rrez et al. 

2008). Meanwhile, today, the VR system had been modernized, upgraded, and already quite sophisticated 

(Guttentag 2010). In past decades, integrated development focused on immersive 3D graphics, user interface 

and visual emulation has been at the early stage of VR (Zyda 2005). According to Guttentag (2010), VR is 

the use of a computer-generated 3D world termed a virtual environment in which users may explore and 

perhaps interact, resulting in real-time simulation of one or more of the individual's five senses. In other words, 

VR is the unification of Immersion, Interaction, and Imagination, commonly known as the I3 factors (Burdea 

& Coiffet, 1994), which includes elements of interactivity, spatiality, and real-time (Whyte 2002). It also 

allows users to immerse themselves in a comparable setting, increasing potential for "performative, immer-

sive, collaborative, and game-based learning." (Resta & Shonfeld 2013).  

VR systems usually function by monitoring the motion of hand-held items or a user's head or limbs 

using various types of input devices such as a mouse, joystick, or fixed mechanical arm with a visual display 

at one end (Burdea & Coiffet 2003; Foxlin 2002; Guttentag 2010). Many complex and sophisticated equip-

ment, such as interactive gloves, speech recognition software, and wands like the one seen in the Wii video 

game system, are also employed (Guttentag 2010). Because of advancements in technology such as drones, 

3D printing, robots, and AR-based apps, virtual experiences may now be recorded and built (Kidd 2015; Gut-

tentag 2010). They may employ a single tracker point that is positioned in a specific area, such as on top of 

the user's head, or they may use several tracker points that are located on main joints or throughout the body 

(Foxlin 2002; Burdea & Coiffet 2003; Vince 2004; Gutie' rrez et al. 2008).  

VR draws people's interest, and technology has been implemented in medicine, manufacturing, edu-

cation, video games, tourism, and other industries (Martin 2017). There are several applications for VR appli-

cations, particularly in the tourism industry, and the consequences of VR for the tourism industry are signifi-

cant (Guttentag 2010). The VR system also offered various immersion levels, which may influence an indi-

vidual's feelings of 'presence,' making VR one of the most suitable tools for individual/ tourists to experience 

tourism without going to places and just by staying at home (Ban'os et al. 2004). With VR applications, tourists 

are "able to see, hear and touch real-life images which make them believe they are actually experiencing the 

real thing" (Williams and Hobson 1995). This demonstrates that virtual reality tourism has the potential to 

provide value in marketing, education, accessibility, historical preservation, and entertainment (Guttentag 

2010). Although most online communities have yet to fully adopt VR, the popularity of virtual worlds may 

foreshadow the acceptance of such technology, making virtual worlds an important component in the tourism 

industry (Bates et al. 2008). 

 

2. Virtual Reality in the Tourism Industries 

Tourists might get more extensive and sensory information about a destination by using virtual reality (Gut-

tentag 2010). Virtual models may be utilised to benefit the environment, and an e-tourism experience would 

greatly benefit tourists involved in tourism (Qadri et al. 2019). VR can help revive tourism industries through 

an interactive virtual environment called Second Life (SL) because it offered assistance in locating the best 

SL destinations since virtual travel agents provided services and guides on automated tours (Guttentag 2010). 
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SL might also be viewed as a learning platform for real-world simulation, social engagement, and collabora-

tive learning (Chiao et al. 2018).  Individuals were represented as avatars in SL and are allowed to explore 

the application's virtual environment where services are charged and generate millions of dollars in revenue 

each year without tourists' corporeal mobility (Mitchell 2011). For instance, in virtual worlds created by the 

application's virtual environment, an individual may visit Ibiza, Washington, or exploring a virtual rainforest 

(Book 2003). 

People may now experience virtual tours of cities and tourist destinations from anywhere in the globe 

thanks to the availability of several low-cost VR viewers and a wealth of tourism-related VR material (Tus-

syadiah et al. 2018). Most of the applications also included a virtual recreation of sites in SL, such as Dresden's 

Old Masters Picture Gallery, which was also the first museum to completely recreate itself in virtual reality. 

There is also a 3D virtual model, Rome Reborn, which comprises hundreds of structures and dozens of build-

ing interiors and was publicly disclosed in 2008 via Google Earth. This virtual model of ancient Rome func-

tioned as an educational illustration and is also used in tourism applications. It took tourists through re-created 

sceneries of several old city regions using an avatar (Rome Reborn Brochure 2008; Brown 2008; Owen 2008). 

Other examples of heritage sites that have been rendered as 3D models and enable virtual tourism include 

numerous Terra Cotta Warrior statues from China, the Hawara pyramid complex from ancient Egypt, frescoes 

from Pompeii's House of the Vettii, the Dutch castle of Huys Hengelo, the Hagia Sophia Mosque of Istanbul, 

a Byzantine crypt in Italy, Michelangelo's statues of David, the Florentine Pieta', over 150 sculptures from the 

Parthenon, the Great Buddha carving from Afghanistan, assorted Angkor temples in Cambodia, a 19th century 

aboriginal chief house in Canada, a chapel in Ottawa,various castles in Northern Italy, a 14th century Bosnian 

king's monumental gravestone, and the Sarajevo City Hall (Callieri et al. 2004; Shiode & Grajetzki 2000; 

Devlin & Chalmers 2001; Reidsma, Kragtwijk, & Nijholt 2001; El-Hakim et al. 2007; Bernardini et al. 2002; 

Beraldin et al. 2002; Kenderdine 2004; El-Hakim et al. 2006; Zheng & Zhang 1999; Foni, Papagiannakis, & 

Magnenat-Thalmann 2002; Gru¨n, Remondino, & Zhang 2004; Stumpfel et al. 2003; Rizvic' et al. 2008). At 

the World Heritage-listed Seokgulam Grotto hermitage and monastery complex, the Korean government also 

used a virtual reality (VR) tourism experience as a conservation management tool (Kim & Hall 2019). The 

virtual destinations are also evolving into attraction now, thanks to the advancement of VR technology (Bec 

et al. 2021).  

VR tourism is a virtual representation of a real tourist encounter, destination, or attraction that is meant 

as a prelude to returning or expanding the earlier client encounters the tourist in order to get a more in-depth 

understanding of the desired location, whether for enjoyment, diversion, or professional reasons (Kim & Hall 

2019; Putro 2015). Virtual reality technologies have had a significant impact on virtual tourism, enhancing 

visitors' experiences while also providing multiple applications to tourism professionals and researchers in 

terms of tourism policy planning, tourism marketing, tourist attractions, entertainment, and heritage tourism 

preservation (Kim & Hall 2019; Kim et al. 2020; Tussyadiah et al. 2018; Guttentag 2010). VR plays an im-

portant part in tourist experience and behaviour, such as interplanetary travels, dream world visits, sports 

activities, and universal theme parks (Dewailly 1999).  

Tourists could gain varieties of benefits from the implementation of VR in tourism industries (Gut-

tentag 2010). For example, it would improve tourism experiences, make it less expensive for visitors to travel 

since it offers reduced prices, no queues, no transit difficulties, no bureaucracy or visas, better safety, no 

language challenges, no weather worries, and an overall assured experience (Hobson & Williams 1995; 
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Dewailly 1999; Moorhouse, Dieck, & Jung 2018; Bonetti, Warnaby, & Quinn 2018). Furthermore, VR re-

placements would not necessarily entail remote access to a virtual site; hence, it may be utilised as a replace-

ment for a particularly susceptible element of the site (Guttentag 2010). 

 

Tourism marketing 

Marketing, in current technological and communicational revolution, plays a crucial part in tourism promo-

tion, being a method of finding things that attract visitors, products and services supplied that thrill them, 

resulting in a big effect on specific types of tourist experiences, such as travel planning (Kim & Fesenmaier 

2008; Acosta 2017). According to Gunn (1972), considering tourists desire a perfect visual picture of the 

travel destination, the initial image generation phase prior to the trip is one of the most essential phases in 

visitors' destination choosing processes. (Adachi et al. 2020). Experiential marketing on the internet may be a 

powerful technique for increasing real-world brand awareness and purchase decisions (Huang 2015). In terms 

of virtual tourism, it appears that VR is becoming a more major tool for marketing/promotional reasons, as 

virtual experiences give more effective advertising than brochures, comprehensive views of hotels and loca-

tions, and psychological comfort to persons suffering from travel anxiety (Williams and Hobson 1995; Cho, 

Wang, & Fesenmaier 2002; Wan et al. 2007; Lee & Oh 2007; Hyun, Lee, & Hu 2009; Huang et al. 2016; 

Moorhouse et al. 2018; Gibson & O'Rawe 2018; Lo & Cheng 2020). Numerous tourist companies have begun 

to integrate virtual reality tools into their marketing and promotion campaigns (Lo & Cheng 2020). The VR 

system's effectiveness as a marketing tool for tourism will only be achievable if it is closer to reality (Martins 

et al. 2017). Furthermore, if a prospective tourist considers the VR is beneficial, the visitor is more likely to 

plan a visit to a place shown in VR tourism activities (Kim et al. 2018). The experiences made online are 

subsequently transferred offline' by the use of VR application (Haenlein & Kaplan 2009). Huang et al. (2013, 

2016) show that searching out more information about a location, having an interest in visiting the location, 

attempting to visit the region, and being prepared to recommend the site visited in VR for VR tourism all 

contribute to the motivation to behave in a specific way. Dewailly (1999) also acknowledged that VR seemed 

to enhance rather than hinder tourism.  

As Covid-19 had makes it hard for the business owners to market their tourism products, VR usage 

makes things easier and helps reach more target market while being a unique platform to convey information 

between tourists (Guttentag 2010). This is consistent with the findings of Buhalis and Law (2008), who stated 

that online travel communities that allow tourists to exchange information, whether through forums, chat ser-

vices, or other tools, are gradually becoming extremely influential in tourism because "consumers increasingly 

trust their peers, rather than marketing messages." In the tourism industry, VR has been used as a commercial 

method to engage with tourists by offering destination information (Huang et al. 2013) and online shopping 

retailers such as Alibaba (Kim et al. 2018). As a result, tourist providers will gain from raising brand recogni-

tion in such areas, as well as assessing and responding to customer feedback on their offerings (Buhalis & 

Law 2008). In virtual environments, as the degree of position attachment (i.e., connection to the virtual space) 

grows, people are more likely to repeat these areas for additional encounters due to these locations' interac-

tional ability, which impacts their decision to return (Goel et al. 2013). 

 

Tourism planning 

VR is suited for the depiction of spatial contexts and serves as an excellent instrument in the creation of tourist 

strategy; consequently, it is used for urban, environmental, and architectural planning (Disztinger et al. 2017; 
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Heldal 2007; Vince 2004; Cheong 1995). Besides, through VR, tourism planner may analyse and considers 

possible development from an unlimited point of view instead of just a bird's eye view (Gutentag 2020; 

Cheong 1995; Sussmann & Vanhegan, 2000). VR may potentially be employed in tourism in a variety of ways 

due to the technology's unique testing capabilities (Cheong 1995; Sussmann & Vanhegan, 2000). For example, 

it may market and sell a tourism site by offering prospective travellers with a wealth of sensory information 

(Cheong, 1995; Sussmann & Vanhegan, 2000; Williams & Hobson 1995; Guttentag 2010). Furthermore, vir-

tual reality (VR) can provide rich data to potential visitors looking for destination information, helping them 

to make better-informed choices, establish more realistic expectations, and have a more pleasurable vacation 

(Hobson & Williams 1995; Cheong 1995). VR utilisation in the tourist business is increasing as VR technol-

ogies progress and modernise (Guttentag 2010). Not to mention that there are already several instant VR 

applications being deployed in the tourism industry. This demonstrates the significant impact of VR on the 

tourist sector and the numerous opportunities it provides to both tourism researchers and professionals. Com-

mercial VR operators who provide visitors with high levels of pleasure, satisfaction, and fulfilment via the 

usage of virtual tourism programmes may encourage tourists to continue using VR tourism and may persuade 

tourists to visit the place depicted in VR content (Kim et al. 2020). VR technology has increased the perceived 

authenticity of heritage sites, resulting in more visitors visiting the locations (Dueholm & Smed 2014). This 

is due to the fact that increased perceived authenticity leads to a higher inclination to engage in VR tourism 

(Mura et al. 2017; Dueholm & Smed 2014; Yung et al. 2020). 

 

Heritage preservation 

In terms of heritage tourism, VR has done more than only preserve heritage sites by tackling the erosion of 

natural attractions, landmarks, infrastructure, artefacts, and surroundings (Bec et al. 2021; Guttentag 2010; 

Williams & Hobson 1995). By giving an alternate means of access to vulnerable places, VR also helps to 

make heritage sites or artefacts from all around the globe available to be visited virtually and digitised as 3D 

models (Guttentag 2010). For a site or heritage object that has degraded due to impacts such as erosion (natural 

disasters or man doings), a VR model can provide exact information on its prior form, which can be used to 

monitor degradation and provide a blueprint for restoration, or it can facilitate restorations by monitoring 

restorative efforts or visualising the consequences of proposed restorative procedures (Paquet & Viktor 2005; 

Cignoni & Scopigno, 2008). Since heritage sites are threatened due to the impacts of visitor encroachment 

(Cheong 1995), thus, virtual visits may decrease site degradation while offering a realistic experience, provide 

visitors with access to simulation rather than putting the original at danger of wear and deterioration (Paquet 

& Viktor 2005; Arnold 2005; Hobson & Williams 1995). For instance, with the VR technology, a destroyed 

Buddha figures in Afghanistan were reconstructed using a laser scan documentation allowing tourists to in-

teract with damaged Buddha images and other no longer extant parts of the local location (Toubekis et al. 

2009). 

 

The authenticity of experience 

Although Virtual tours seem such an excellent initiative to kickstart back the tourism industries during the 

post-covid era, there are still flaws that have to be taken care of. Without a doubt, the SL experience comprises 

social interaction, entertainment, and business; nevertheless, not all Virtual Environments are built for such 

objectives (Mennecke et al. 2007). Sussmann and Vanhegan (2000) discovered that, not only are virtual va-
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cations unable to substitute genuine vacation experiences, but virtual tourism actually has the reverse preser-

vationist influence, increasing users' desire and demand to visit the real location owing to the authenticity of 

the experience (Mura et al. 2017; Buhalis 2003; Dewailly 1999; Refsland et al. 2000). 

Gilmore and Pine (2007) describe authenticity as a new consumer sensibility involving views of the 

degree to which events, services, or goods are innovative, real, original, extraordinary, or distinctive. The 

experience's authenticity explains why VR tourists use tourism products or services (Chung et al. 2018; Kim 

et al. 2017; Kim et al. 2019; Meng & Choi 2016). Authenticity of experience influences consumer behaviour 

among mobile information technology users and slow life festival goers (Kim et al. 2017; Chung et al. 2018). 

Authenticity is also important in describing the usage of VR technology in tourist settings since it may alter 

the tourism experiences in VR tourism activities (Guttentag 2010; Dueholm & Smed 2014; Mura et al. 2017; 

Kim & Hall, 2019; Yung et al. 2020). According to Mura et al. (2017), virtual tourism is only viewed as 50% 

authentic, and visitors would still choose corporeal tourism over virtual tourism. For instance, artistic inter-

pretation does not fully reflect the historical accuracy, and it may not give a clear idea or interpretations to 

young virtual visitors about what had actually happens in the pasts (Refsland et al. 2000; Jacobson & Holden, 

2005). The individual's perception of authenticity and the motivation to travel are also some of the factors 

influencing the acceptance of virtual tourism (Guttentag 2010). 

Furthermore, many VR recreations, such as locations rebuilt in SL, are not supervised by professionals, 

and viewers may be deceived by inaccuracies even if they are suspicious of the reality of such replicas (Gut-

tentag 2010). Because of low technological quality, tourism experiences including VR tourism activities may 

be seen as unauthentic (Kim et al. 2018). A more genuine setting results in a greater level of immersion and 

entertainment value for video game customers in the virtual sense (Pietschmann, Valtin, & Ohler 2012). Au-

thentic information gained through the use of any particular application boosts the behavioural intention of 

technology users (Dueholm & Smed, 2014; Guttentag 2010; Kim et al. 2017; Mura et al. 2017; Yung et al. 

2020). The authenticity of the experience influences consumer behaviour among travel consumers who use 

mobile information technology (Kim et al. 2017; Chung et al. 2018). According to Mura et al. (2017), not all 

visitors regarded virtual tourism as real since it does not allow people to have complete sensory stimulation in 

the virtual world owing to the inability of 'feeling’, ‘smelling,' and 'tasting.' Acceptance of the VR tourism 

alternative is also impacted by the individual's impression of authenticity as well as travel motives (Guttentag 

2010). 

In some contexts, VR usage in tourism has been shown to build subjective well-being feelings (Kim 

et al. 2020). If the VR offers enough realistic experiences, customers consider VR experiences as alternatives 

for trips or corporeal tourism (Guttentag 2010). Authentic experience with mobile information technology, in 

particular, enhances users' intentions to reuse mobile technologies among travellers (Kim et al. 2017). Chiu et 

al. (2013), for instance, found that users experience good subjective well-being as identity and pleasure with 

using social media satisfy the needs of users. Variables related to authenticities, such as awareness, external 

information quest, and authenticity interpretation, affect the actions of slow travel customers (Meng and Choi 

2016). 

 

Intellectual property 

Apart from that, the problem of intellectual property may arise as a result of the public's ability to recreate 

tourism locations in VR and perhaps benefit from these re-creations (Guttentag 2010). This is widespread, 
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particularly when authorities seek to restrict cultural heritage sites through intellectual property laws, high-

lighting potential issues with reproducing such places in VR. Some Mediterranean nations have claimed own-

ership of photos of their magnificent sites by prohibiting professional photographers who do not have a permit 

from photographing them and alleging that various characteristics of the location are protected by copyright 

law (Addison 2007). Other nations have various methods of conserving their monuments, leading Virtual 

Tourism to be ineffective. For example, the Indian High Commission expressed opposition to the construction 

of a Taj Mahal replica in Bangladesh, threatening to sue for copyright infringement if the project proceeded 

(Blakely 2008). The city of Chicago has also enacted the same rule, which prohibits professional photogra-

phers from photographing the city's Millennium Area since the park is protected by copyright law. As a result, 

not all sites, especially historical or aesthetic tourist destinations, will be made available in VR applications. 

 

Language barriers 

Language barriers are also one of the factors that caused virtual tourism not to be fully applicable because the 

developer's application is focusing solely on the specific region or platform and displaying information in a 

particular language (Katkuri et al. 2019). Therefore, VR application developer must provide and create an 

application that can operate on all devices, view the information in several languages and provide users with 

feedback based on the location or the image (Katkuri et al. 2019). 

 

3. Varieties of Virtual Tourism 

Virtual reality (VR) has made tourism simpler for people, particularly during the Covid-19 epidemic era, by 

providing a number of benefits, and it should be widely accepted in the tourism business so that visitors may 

create and duplicate their own tourist destinations (Qadri et al. 2019; Mura et al. 2016; Hu, Cao, & Shi 2012). 

In terms of tourism, Qadri et al. (2019) suggested that adding VR to tourism through sensory input of sight, 

sound, and even touch can enhance the tourist business. As technology evolve, the tourist sector seeks to 

incorporate them in order to improve customer experience (Moro 2019). From a humanistic standpoint, VR 

may fulfil desires of risk-free travel, yet from an environmental standpoint, it may minimise natural environ-

ment damage and pollution hazards by avoiding excessive tourism (Guttentag 2010; Chiao et al. 2018). Com-

bining virtual and non-virtual tourism may result in more sustainable forms of mass tourism, as going without 

the body may lessen the effects of bodily presence (Dewailly 1999). Virtual tourism also provides a possibility 

for interactive experiences that might benefit both operators and visitors while delivering advantages and 

popularity to an area and, as a result, increasing the location's worth (Potter et al. 2016; Qadri et al. 2019). 

People may now experience virtual tours of cities and tourist attractions from anywhere in the world, 

owing to the availability of many low-cost VR viewers and a variety of tourism-related VR information (Tus-

syadiah et al. 2018). People may go anywhere utilising VR applications and by wearing VR equipment through 

the usage of VR tourism (Stanley 2017; Tussyadiah et al. 2018) without having to worry about language 

challenges, weather, expenses, or a travel budget (Dewailly 1999; Hobson & Williams 1995). Although local-

ities that rely on visitors' money for survival would suffer if physical travel declines in popularity, it is also 

true that tourists do not need to be there to spend money (Mura et al. 2017). Thus, the communities should 

prepare themselves for a new era of e-Tourism and revolutionize virtual tourism. To encourage virtual tourism 

even further, designers of virtual tourism sites can provide a variety of activities with which visitors can col-

laborate to boost their sense of autonomy. (Füller, Mühlbacher, & Matzler 2009; Füller, Hutter, & Faullant 

2011). To enhance user attachment, VR application developers could create more VR websites and gadgets to 
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deliver delightful experiences of VR tourism activities, which boosts potential tourists' willingness to come 

(Kim et al. 2018). 

Furthermore, in order to deliver a more enjoyable experience and trip goals, virtual tourism developers 

must create an effective and stable platform for conveying tourist travel information (Huang et al. 2016; 

Kaplanidou & Vogt, 2006). VR tourism practitioners must also contribute to the authenticity of their VR 

programmes by building VR tourism activities with components of information, social relationships, enter-

taining features, and sophisticated techniques such as vivid audio, visual, and haptics to better excite tourists. 

Simultaneously, it will contribute to their psychological well-being. 2020 (Kim et al.). VR practitioners must 

be vigilant and ensure that the VR programme is well-managed and suitable with the users' degree of comfort 

with the technology, so that first-time users do not quit the application in frustration owing to its complexity. 

In other words, a straightforward, accessible, helpful, and real experience will be psychologically pleasant to 

potential VR tourists while also having a significant influence on the tourism sector as a result of development 

in the nearby vicinity (Katkuri et al. 2019; Kim et al. 2020). 

Although virtual forms of tourism provide complex sensorial experiences and let tourists experienced 

the authenticity. However, some travellers still see virtual travel as less authentic and prefer corporeal travel 

over virtual forms of tourism, because tourism entails more than merely encountering people and touring items 

at the location (Mura et al. 2017). The nature of authentic experiences cannot be considered objective since 

visitors' perceptions of authenticity are the product of negotiated interactions between tourists and toured ob-

jects (Wang 2007). This is due to the fact that many visitors like meeting and exchanging with locals as well 

as immersing themselves in their culture in order to have a genuine experience (Rauscher et al. 2020). Mura 

et al. (2016) also claimed that tourism is an experience that elicits emotions both before and after arriving at 

the destination, and it will not be able to replace bodily patterns of movement; rather, it will only supplement 

them. Even so, virtual tourism has a lot to offer for individuals who are challenged but wish to travel because 

visiting with the body can be more comfortable and less stressful, especially because many cultural and nature 

locations are not easily accessible (Mura et al. 2016; Hobson &Williams 1995). Disabled people will also be 

able to visit sites that are otherwise inaccessible to them (Racz & Zilizi 2016). This highlights how virtual 

tourism has the potential to make travel more accessible to everybody (Guttentag 2010; Williams & Hobson 

1995). As a result, in the future, VR technology must be improved to allow visitors to virtually touch or feel 

delicate touring things, enhancing tourists' feelings of authenticity while also protecting sensitive tourist sites 

(Mura et al. 2017). Because tourism is a primary source of revenue for any country, replacing corporeal tour-

ism with virtual tourism in the Covid-19 age would generate additional revenue, have a substantial influence 

on the economy, and help the government achieve the Sustainable Development Goal (Radde 2017; Tromp 

2017; Qadri et al. 2019). 

   

Conclusion 

In conclusion, virtual reality can be used as an alternative to help boosting the tourism industry without the 

hassle for physically be in the place or destination. Thanks to the availability of many low-cost VR viewers 

and a variety of tourism-related VR information, people may now experience virtual tours of cities and tourist 

attractions from anywhere on the planet. VR has simplified travel for people, especially during the Covid-19 

pandemic age, by giving a variety of benefits, and it should be widely embraced in the tourism industry so 

that tourists may construct and recreate their own tourist locations. In the tourism setting, VR technology has 

been suggested as a tool to help elevate experiences. These simulated environments have an impact on tourist 
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trip planning and the tourism sector, while also assisting tourism marketers in producing memorable experi-

ences that provide perception, consumption, meaning, and brand loyalty. In today's era where e-Tourism and 

virtual tours are becoming a phenomenon, VR technology has been advocated as a means of improving expe-

riences, increase tourism accessibility, and contribute to cultural preservation. VR is also connected with in-

creased visitor attention, interest, desire, and activity toward locations, as well as increased enjoyment, which 

results in increased affinity and preference toward a destination. VR developments are eliminating the gap 

barrier to the capacity tourists need to obtain information and awareness of a destination before buying choices 

and visiting, transforming how individuals travel and experience a location. 
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