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ABSTRACT

Background: Virtual Reality (VR) is one of the technologies that has experienced significant 
growth during Industry 4.0. The total value of tourism-related digital industries is estimated to 
reach US$210 billion by 2025.
Purpose: The purpose of this research is to analyze the factors that contribute to VR usage with 
the Extended Technology Acceptance Model and to analyze changes in the usage intention of 
VR.
Design/methodology/approach: The  factors contributing to the utilization of VR in this study 
can be analyzed using the Extended Technology Acceptance Model (TAM) approach through 
Structural Equation Modeling Partial Least Squares (SEM-PLS) analysis. The sample of this 
study was 115 respondents who had visited Malang Night Paradise and showed an interest in 
Adventure Land, which offered the use of VR.
Findings/result: This study revealed that several factors affecting the changes in the usage 
intention of VR are identified from the change in the hypothesis of perceived usefulness, which 
no longer has an effect on attitude toward using and price willingness to pay. 
Conclusion: This phenomenon is attributed to a decline in attractiveness, changes in user 
familiarity with VR, negative experiences, changes in market conditions, and economic 
fluctuations.
Originality/value (state of the art): This study was conducted in 2022 and 2023 to measure 
changes in the usage intention of VR, given that the modernization of information and 
communication technology in the current digital era has transformed human interaction with 
their environments. 
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INTRODUCTION

Industrial Revolution 4.0 is a new chapter in the 
history of the industrial revolution. The First Industrial 
Revolution (1750-1830) introduced railways and steam 
engines; the Second Industrial Revolution (1870-1900) 
brought forth communication equipment, electricity, 
oil, and chemistry; and the Third Industrial Revolution 
(1960-1990) introduced computers, the Internet, and 
mobile phones. Currently, Industrial Revolution 4.0 
encompasses technologies such as the Internet of 
Things (IoT), Virtual Reality (VR), Augmented Reality 
(AR), technology-based business models, mobile 
technology, big data, and Artificial Intelligence (AI) 
(Eddyono 2020).

This era has changed the management of tourism 
destinations, with Internet penetration in Indonesia 
reaching 221 million users in 2024, an increase of 1.31% 
from the previous year (Indonesian Internet Service 
Providers Association, 2024). Digitalization is crucial 
for the tourism sector, especially after the COVID-19 
pandemic, which encourages the adoption of technology 
to improve the consumer experience (Kemenparekraf 
2022). VR was developed as part of smart tourism to 
provide information about destinations and attractions 
while showing its potential to become a new tourism 
service (Pestek dan Sarvan 2020). According to the 
World Economic Forum, the total value of tourism-
related digital industries will reach US$210 billion by 
2025. VR is also widely used in industrial simulation 
applications, driving simulations, product design and 
prototyping, education, public health, medical training, 
exergaming, fitness and sports, therapy and meditation, 
social interaction, and entertainment (Hamad dan Jia 
2022). Unfortunately, there is still a general lack of 
understanding regarding the strengths and limitations 
of VR as a technology across various application 
domains. This is due to the fact that advancements 
in information and communication technology in the 
current digital era have transformed the way humans 
interact with their environment.

Virtual Reality (VR) is one of the major advances in 
information technology that is expected to affect the 
development of the tourism industry. VR allows users 
to interact with a virtual world simulation, providing 
an experience similar to that of being in a real location 
(Hartini et al. 2020). VR was developed as a component 
of smart tourism to present information about 

destinations and attractions, and shows its potential as 
a new service in the tourism sector (Pestek and Sarvan, 
2020). VR is used in planning, management, promotion, 
education, and creation of tourist experiences (Loureiro 
et al. 2020). Virtual reality is now being used to enhance 
the travel experience, offering destinations, attractions, 
and businesses with additional new marketing tools, 
transforming consumer interactions, and creating a 
new tourism model (Calisto dan Sarkar 2024). 

VR has been widely used in travel and adventure, 
entertainment, live events, home design, education, 
games, meetings, shopping, and sports. The World 
Economic Forum predicts that the digital tourism 
industry will reach US$210 billion by 2025; hence, 
understanding the role of VR in the tourism industry is 
necessary. The success of a technology for a company 
can be measured by examining the intention and 
willingness of the user to adopt the technology.

This study adopts the Extended TAM model previously 
developed by Manis dan Choi (2019), Fussell dan 
Truong (2022), and Syahrul Gafur et al. (2023). 
The variables used in this study are also adopted 
from previous research, specifically the variables of 
curiosity, price willingness to pay, perceived ease 
of use, perceived usefulness, perceived enjoyment, 
attitude towards using, and behavioral intention to use.

The Technology Acceptance Model (TAM) was 
developed by Davis in 1989. This model analyzes the 
acceptance of new technologies. TAM assesses variables 
such as Perceived Usefulness (PU), Perceived Ease of 
Use (PEOU), attitude toward use (ATU), Behavioral 
Intention to Use (BITU), and Actual Technology Usage 
(AU). VR users tend to use VR for tourism activities 
due to hedonic motivation. This study improved the 
TAM by adding variables such as perceived enjoyment, 
curiosity, and willingness to pay.

This research adopts an extended Technology 
Acceptance Model approach to understand each factor 
that contributes to VR acceptance in Malang Night 
Paradise.  Data were collected from 2022 to 2023 to 
analyze changes in the usage intention of VR using 
the SEM-PLS analysis method. This is because the 
modernization of information and communication 
technology in the digital era has changed the way 
humans interact with their environments.
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The analytical approach used in this study was the SEM-
PLS analysis. Measurements were carried out using 
a 5-point tiered Likert scale, where a higher selected 
score indicates a greater level of agreement with the 
statement (Strongly Disagree – Strongly Agree). SEM-
PLS analysis using SmartPLS4 aimed to verify the 
hypothesis in this study to identify the factors that 
influence the usage of VR. The stages of data analysis 
using the SEM-PLS method are as follows: (1) designing 
the structural model (inner model) and measurement 
model (outer model), (2) constructing a flowchart, 
and (3) goodness of fit evaluation.  An indicator is 
considered valid if its loading factor is above 0.70 
and the Average Variance Extracted (AVE) is greater 
than 0.50. If the construct does not meet these criteria, 
indicators with the lowest loading factor are eliminated. 
After this process, the construct is recalculated for the 
final model. In this study, the AVE value exceeds 0.50, 
indicating that over 50% of the indicator variables are 
explained by their latent variables, thus meeting the 
requirements for good convergent validity. Reliability 
is assessed using Cronbach’s alpha, with values above 
0.70 confirming internal consistency and composite 
reliability. Discriminant validity is evaluated by 
analyzing the cross-loading value, ensuring that a 
construct’s correlation with its indicator is higher than 
with other constructs. Structural model testing involves 
observing R-squared and T-statistics values from 
the bootstrapping process, with the R-squared value 
indicating the model’s prediction strength. In addition, 
this analysis was conducted twice, in 2022 and 2023, 
to evaluate the change in the usage intention of VR 
technology. 

The success of a technology is measured by the interest 
in adopting the technology. The factors contributing to 
the utilization of VR in this study can be analyzed using 
the Extended Technology Acceptance Model (TAM) 
approach through Structural Equation Modeling Partial 
Least Squares (SEM-PLS) analysis over two years. 
The research framework is illustrated in Figure 1. 

The variables specified in this study refer to earlier 
studies and a collection of various theories on the usage 
of VR. This study improved TAM by adding variables 
such as perceived enjoyment, curiosity, and price 
willingness to pay. The arrangement of hypotheses in 
this study is based on theory and previous research, 
which are described as follows. Table 1 lists the 
operational variables used in this study.

Based on the description, the purpose of this research is 
to (1) analyze the characteristics of VR users at Malang 
Night Paradise, (2) analyze the factors that contribute 
to VR usage with the Extended Technology Acceptance 
Model, and (3) analyze changes in the usage intention 
of VR.

METHODS

This research was carried out between 2022 and 
2023, with visitors to Malang Night Paradise as 
the object of research. This research collected data 
from the same respondents within that time frame to 
analyze the behavioral changes of VR users towards 
the usage intention of VR technology. This study 
used quantitative and qualitative data to describe the 
phenomena observed in this research. Quantitative 
data is processed using SEM analysis to analyze the 
factors that contribute to VR usage with the Extended 
Technology Acceptance Model and to analyze changes 
in the usage intention of VR. Meanwhile, qualitative 
data is used to analyze the characteristics of VR users 
at Malang Night Paradise. This study uses two types 
of data sources. The questionnaires completed by the 
selected respondents were used as the primary data 
source. Books, theses, journals, news articles, and 
websites were used as secondary data sources.

Data were collected through the distribution of 
questionnaires to visitors from the Malang Night 
Paradise.  A purposive sampling technique was applied 
in this study to select the research samples with the 
criterion that the respondents had visited Malang Night 
Paradise and showed an interest in Adventure Land 
that offered the use of VR. The minimum number 
of respondents required was determined using the 
Lemeshow formula, which resulted in 96 respondents. 
In the first year of data collection, 125 participants 
were included. However, during the second data 
collection period, only 115 respondents were contacted 
again. Approximately 9% of the respondents could 
not be contacted; hence, second-year data could not 
be collected from them. To improve the accuracy 
of the study, the researcher added 19 samples from 
the minimum sample, bringing the total number of 
respondents to 115. The data collection from the same 
respondents within that time frame is intended to 
analyze the behavioral changes of VR users towards 
the usage intention of VR technology.
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In the industrial era 4.0, human activities cannot be 
separated from technology, one of which is the tourism 
industry. VR has been developed significantly for the 
tourism sector. According to the World Economic 
Forum, the total value of the tourism-related digital 
industry will reach US$210 billion by 2025. The 
success of a technology for a company can be measured 
by the user’s willingness to accept and use the 
technology. So, an approach is needed to find out the 
factors that influence user acceptance of virtual reality. 
The approach model that can be used is the Extended 
Technology Acceptance Model (TAM) through 
Structural Equation Modeling Partial Least Squares 
(SEM PLS) analysis. This research was taken twice in 
2022 and 2023. This is useful for analyzing changes 
in VR user behavior regarding the acceptance of VR 
technology in Malang Night Paradise. The research 
framework can be seen in Figure 1.

According to the study by Manis dan Choi (2019) and 
Syahrul Gafur et al. (2023) on the acceptance of VR 
technology, several variables in the Extended TAM 
model have a significant impact. These include the 
variable of curiosity, which influences the perceived 
ease of use, the variable of perceived ease of use, 
which affects the perceived usefulness and enjoyment, 
the variable of perceived enjoyment, which influences 
both the perceived usefulness and attitude toward 
using, and the variable of perceived usefulness, which 
impacts attitude toward using. Manis dan Choi (2019) 
and Syahrul Gafur et al. (2023) also found that price 
willingness to pay is not influenced by the variables 
of perceived usefulness, perceived ease of use, and 
perceived enjoyment. Therefore, the researcher aims to 
examine whether the variable price willingness to pay 
is influenced by these three variables in this research.

Previous research also found that variable perceived 
ease of use and perceived enjoyment affect perceived 
usefulness, perceived enjoyment affects attitude towards 
using, perceived usefulness affects attitude towards 
using, and attitude towards using affects behavioral 
intention to use in virtual reality usage (Fussell dan 
Truong 2022). Based on the previous research, the 
hypothesis that can be proposed is as follows:
H1: Curiosity affects perceived ease of use (PEOU) in 

virtual reality usage. 
H2: Perceived ease of use (PEOU) affects perceived 

usefulness (PU) in virtual reality usage. 
H3: Perceived ease of use (PEOU) affects perceived 

enjoyment (PE) in virtual reality usage.
H4: Perceived usefulness (PU) affects price willingness 

to pay (PWTP) in virtual reality usage.
H5: Perceived enjoyment (PE) affects perceived 

usefulness (PU) in virtual reality usage. 
H6: Perceived ease of use (PEOU) affects Price 

willingness to pay (PWTP) in virtual reality usage.
H7: Perceived enjoyment (PE) affects Price willingness 

to pay (PWTP) in virtual reality usage.
H8: Perceived usefulness (PU) affects attitude toward 

using (ATU) in virtual reality usage.
H9: Perceived enjoyment (PE) affects attitude toward 

using (ATU) in virtual reality usage.
H10: Price willingness to pay (PWTP) affects attitude 

toward using (ATU) in virtual reality usage.
H11: Attitude towards using (ATU) affects behavioral 

intention to use (BITU) in virtual reality usage.  

Figure 1. Theoretical Framework

Technological advancement have an impact to tourism (Sustacha et al. 2023)

Development of virtual reality usage in the tourism sector
(Loureiro et al. 2020; Calisto dan Sarkar 2024)

The success of a technology is measured by the interest in adopting the 
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Table 1. Operational Research Variables
Variable Indicators Notation Source
Price Willingness 
To Pay

Willingness to pay PWTP1 Manis and Choi (2019)
Price considerations PWTP2
Value of product/service PWTP3
Reasonable price PWTP4

Curiosity Curious on VR technology C1 Manis and Choi (2019); Syah-
rul Gafur et al. (2023). Regularly seeking information C2

Willingness to try C3
Curious on the latest news C4

Perceived Ease 
of Use 

VR glasses are easy to use PEOU1 Manis and Choi (2019); 
Fussell and Truong (2022); 
Syahrul Gafur et al. (2023). 

Guided and assisted by officers PEOU2
Convenient and strategic location PEOU3
Online ticket booking PEOU4
Information Contact PEOU5
Complete amenities PEOU6

Perceived 
Usefulness 

Saves time PU1 Manis and Choi (2019); Kim 
and Hall (2019)Lower expenses PU2

Providing hands-on experience PU3
Delivering a unique experience PU4
Showing a 360o vision PU5

Perceived 
Enjoyment 

Engaging PE1 Manis and Choi (2019); Kim 
and Hall (2019); Hartini et al. 
(2020); Fussell and Truong 
(2022); Syahrul Gafur et al. 
(2023)

Provides entertainment PE2
Creates lasting Impression PE3
Comfortable VR glasses PE4
Provides a clear, crisp, and original-like image PE5
Comfortable chair PE6
Safe seat equipped with harness PE7
Clear sound PE8

Attitude Toward 
Using 

Tempted ATU1 Manis and Choi (2019); Kim 
and Hall (2019); Hartini et al. 
(2020); Syahrul Gafur et al. 
(2023)

Fleeting Time ATU2
Relieving worries ATU3
Oblivious ATU4
Satisfied ATU5

Behavioral 
Intention to Use 

Reusing BITU1 Manis and Choi (2019); 
Hartini et al. (2020); Kim 
and Hall (2019); Fussell and 
Truong (2022)

Recommending BITU2
Motivate the use BITU3

RESULTS

In this study, it was found that Gen-Z dominated the 
use of VR, with as many as 67 people. Gen-Z is a 
generational group born between 1997 and 2012. The 
age of Gen-Z patients ranged from 12 to 27 years. 
Gen-Z dominates in the use of VR because it is in 
accordance with its characteristics as a digital native 
who is keen on technological advances (Gentina and 
Parry, 2021). Figure 2 shows the distribution of the 
generation groups in this study. 

The analysis used to measure the usage intention in 
VR technology is SEM-PLS through the adoption of 
the SmartPLS4 application. SEM-PLS Flowchart of 
this study is shown in Figure 3. The analysis of the 
measurement model or outer model aimed to confirm 
that each indicator had a relationship with its latent 
variable. The measurement model was evaluated in 
three stages: convergent validity, discriminant validity, 
and composite reliability. The convergent validity test 
was conducted using SmartPLS 4 software to evaluate 
the relationship between the internal and construct 
scores. 
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Figure 2. Distribution of Generation Groups

Figure 3. SEM-PLS Flowchart

The SEM-PLS measurement method was carried out 
in 2022 and 2023 to analyze changes in the intention 
to use VR. The final results of the model and first-year 
research loading factor values are presented in Figure 
4. Figure 5 shows the final results of the model and the 
loading factor value of the second-year research.

Based on these two studies, it is known that the price 
willingness variable is influenced by the dimension 
of willingness to pay and the value of the product/
service. This is reinforced by previous research, which 
mentioned that tourists tend to be willing to pay for 
VR usage in tourism because of several factors, such 
as gender, marital status, education level, and income. 
VR is also considered a price-sensitive product 
(Azizah dan Cahyadi 2023). VR is often considered a 
luxury or entertainment item rather than a basic need 

(Ulmasruroh 2020). In this study, the majority of the 
respondents had a proper educational background. 
Individuals with a strong educational background tend 
to have a better understanding of the importance of 
economic value and how to effectively utilize resources 
(Simanjuntak, 2009). Therefore, it can be said that VR 
has a good product value.

The curiosity variable was greatly influenced by the 
dimension of willingness to try. People with high 
curiosity tend to be better prepared to try VR because 
they want to know what this technology can offer. 
This is in line with the characteristics of Gen-Z, as the 
majority of respondents in this study, namely, digital 
natives who are keen on technological advances 
(Gentina and Perry, 2021).
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Figure 4. Model and Final Calculation of Loading Factor in the First Year of Research (Price Willingness To Pay 
(PWTP); Curiosity (C);Perceived Ease of Use (PEOU);Perceived Usefulness (PU); Perceived Enjoy-
ment (PE); Attitude Toward Using (ATU); Behavioral Intention to Use (BITU))

Figure 5. Model and Final Calculation of Loading Factor in the Second Year of Research (Price Willingness To Pay 
(PWTP); Curiosity (C);Perceived Ease of Use (PEOU);Perceived Usefulness (PU); Perceived Enjoy-
ment (PE); Attitude Toward Using (ATU); Behavioral Intention to Use (BITU))
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The variable of attitude towards use was influenced 
by the dimension of relieving worries and forgetting. 
The reaction of relieving worries is one of the attitudes 
towards the use of VR. In a study by Utami and Oktarisa 
(2021), worry was a form of psychological individual 
reaction when feeling anxious. The use of VR as a form 
of CBT in the medical world is beneficial for reducing 
anxiety levels.  Novita et al. (2024) showed that VR 
causes cybersickness. Cybersickness is a form of 
motion sickness that occurs because of exposure to a 
virtual environment. The symptoms include dizziness, 
nausea, fatigue, vomiting, and disorientation. This is a 
form of attitude towards the use of VR. VR users can 
experience disorientation, where they feel confused 
or unable to distinguish between the real and virtual 
worlds. This is often the case for users involved in 
games or simulations involving fast movements, 
heights, or unusual situations. Based on these two 
studies, it is known that the intention to use a variable is 
influenced by the dimensions of usage encouragement 
and reuse. Sobarna’s (2021) research showed that 
the utilization of VR tourism is increasing because it 
provides an immersive and interactive experience. This 
can increase the tourists’ motivation to use VR.

After the bootstrapping stage, a T-statistical significance 
evaluation was performed to determine the relationships 
between the variables. Table 2 compares the results of 
the direct effect SEM-PLS of the Hypothesis, and Table 
3 shows the total effects SEM-PLS Analysis.

The perceived ease-of-use variable is influenced by 
the dimensions of information contact. High-quality 
information, such as accurate, relevant, and easily 
accessible information, can improve the perception 
of convenience for users and assist individuals 
in decision-making to visit tourism destinations 
appropriately (Zheng et al. 2013; Chen et al. 2014). 
Contact information can be obtained through the use of 
Instagram social media (Santoso et al. 2022).

Based on both studies, the perceived usefulness 
variable is influenced by the dimensions of providing 
unique and direct experiences to explore virtually. 
VR provides a unique experience that is useful in 
various sectors, such as tourism, education, planning, 
marketing, entertainment, and others (Loureiro et al. 
2020). VR can also provide interactive live experiences 
to explore virtually, such as visiting distant tourist 
attractions, museums, and historical places as an 
alternative to learning (Loureiro et al. 2020). There 
are other equipment to further support VR users in 
obtaining more realistic live experiences, such as VR 
roller coaster chairs, controllers, sensors, computers, 
and headsets.

The latent variable of Perceived Enjoyment (PE) is 
reflected by the impressive dimension (PE 3), with 
a loading factor value of 1. This indicates that this 
dimension has a perfect correlation with the latent 
variable of perceived enjoyment; hence, the impressive 
dimension has a significant and reliable influence in 
measuring perceived enjoyment. 

Table 2. The Direct Effect SEM-PLS Analysis of the Hypothesis 
Variable Relationships 2022 2023

Original Sample T Statistics P values Original Sample T Statistics P values
C → PEOU 0.451 7.005 0.000 0.508 6.263 0.000
PEOU → PU 0.341 4.388 0.000 0.423 5.487 0.000
PEOU → PE 0.507 7.348 0.000 0.624 9.396 0.000
PU → PWTP 0.294 2.340 0.019 0.227 1.501 0.133
PE → PU 0.438 5.501 0.000 0.400 5.204 0.000
PEOU → PWTP 0.241 2.127 0.033 0.325 2.304 0.021
PE → PWTP 0.065 0.553 0.580 0.034 0.244 0.808
PU → ATU 0.240 2.060 0.039 0.161 1.231 0.218
PE → ATU 0.313 3.146 0.002 0.340 2.599 0.009
PWTP → ATU 0.145 1.482 0.138 0.177 1.247 0.213
ATU → BITU 0.426 4.859 0.000 0.562 9.303 0.000

Note: Price Willingness To Pay (PWTP); Curiosity (C);Perceived Ease of Use (PEOU);Perceived Usefulness (PU); Perceived Enjoyment 
(PE); Attitude Toward Using (ATU); Behavioral Intention to Use (BITU)
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Table 3. The Total Effects SEM-PLS Analysis 

Variable Relationships
2022 2023

Original Sample T Statistics P Values Original Sample T Statistics P Values
ATU → BITU 0.426 4.859 0.000 0.562 9.303 0.000
PE → ATU 0.447 5.665 0.000 0.426 4.376 0.000
PE → BITU 0.190 3.908 0.000 0.240 4.084 0.000
PE → PU 0.438 5.501 0.000 0.400 5.204 0.000
PE → PWTP 0.194 2.017 0.044 0.125 0.890 0.374
PEOU → ATU 0.358 6.200 0.000 0.409 6.262 0.000
PEOU → BITU 0.152 3.591 0.000 0.230 4.497 0.000
PEOU → PE 0.507 7.348 0.000 0.624 9.396 0.000
PEOU → PU 0.563 8.566 0.000 0.673 12.390 0.000
PEOU → PWTP 0.440 5.450 0.000 0.499 7.747 0.000
PU → ATU 0.283 2.655 0.008 0.201 1.590 0.112
PU → BITU 0.120 2.100 0.036 0.113 1.544 0.123
PU → PWTP 0.294 2.340 0.019 0.227 1.501 0.133
PWTP → ATU 0.145 1.482 0.138 0.177 1.247 0.213
PWTP → BITU 0.062 1.420 0.156 0.100 1.167 0.243
C → ATU 0.161 4.079 0.000 0.208 3.522 0.000
C → BITU 0.069 2.790 0.005 0.117 2.907 0.004
C → PE 0.229 4.922 0.000 0.317 4.314 0.000
C → PEOU 0.451 7.005 0.000 0.508 6.263 0.000
C → PU 0.254 4.963 0.000 0.341 4.857 0.000
C → PWTP 0.198 3.436 0.001 0.253 3.877 0.000

Note: Price Willingness To Pay (PWTP); Curiosity (C);Perceived Ease of Use (PEOU);Perceived Usefulness (PU); Perceived Enjoyment 
(PE); Attitude Toward Using (ATU); Behavioral Intention to Use (BITU)

Table 3 shows that three hypotheses in this research 
have changed from significant to insignificant at a 
certain time. The hypothesis of perceived usefulness 
had no significant direct effect on attitudes toward use 
and no indirect effect on behavioral intention to use. 
These results were influenced by various factors. First, 
there is a decline in new attractiveness because the 
novelty factor fades over time or because of the lack 
of new innovation. This condition was in accordance 
with what happened at the research location, and the 
VR content offered did not vary. Innovation plays a 
crucial role in increasing the usefulness of products or 
services. Innovation helps the tourism industry achieve 
optimal performance, improve operational efficiency, 
improve quality and customer satisfaction, and expand 
its market share (Achmad 2023).

Second, the change in familiarity with VR enables 
users to become more familiar and better understand its 
benefits. This is in accordance with the characteristics 
of Gen-Z, which is widely known as digital savvy or 
is easily adapted to technology (Buhalis and Karatay, 

2022). However, they considered VR to be temporary 
and complementary. The underlying reason behind this 
opinion is that Gen-Z highly regards sensory factors in 
experiencing tourism and is worried about the effects 
of VR, such as radiation hazards. This is supported by 
the research of Buhalis and Karatay (2022), who argue 
that Gen-Z has risk aversion. 

The hypothesis of perceived enjoyment had no 
significant effect on the price willingness to pay 
variable. This occurs due to the negative experiences 
encountered by tourists, such as technical problems 
and inconveniences. This happened at the research 
site. According to some of the VR respondents, 
the equipment they were using at the time was less 
compatible and uncomfortable. Examples include 
smelly VR head straps and a lack of clarity in content 
presentation. Maintenance management of tourist 
facilities is necessary to ensure that the quality of the 
facilities is in good condition. The aim is to maintain 
and improve the safety, comfort, and satisfaction of 
tourists (Sugiama et al. 2022).
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CONCLUSIONS AND RECOMMENDATIONS

Conclusions

Referring to the findings of this study, which have been 
described in the Discussion section, several conclusions 
were obtained. First, factors that influence the usage of 
VR through the extended technology acceptance model 
in this study are that the variable of curiosity variable 
had a significant effect on perceived ease of use. The 
curiosity of tourists towards VR can be fulfilled by 
providing demonstration sessions, video tutorials, or 
guidance from employees on how to use VR, so that 
tourists feel comfortable using VR without experiencing 
fear or confusion. When tourists experience ease of use 
with VR, they will perceive enjoyment and usefulness 
from the technology, as they feel satisfied and pleased. 
This means that the perceived ease of use variable has a 
significant effect on perceived enjoyment and perceived 
usefulness. These variables are able to enhance tourists’ 
attitudes and interest in using VR, therefore, companies 
need to focus on comfort, usefulness, ease of use, and 
fulfilling tourists’ curiosity in order to achieve optimal 
business performance.

Second, two hypotheses in this study revealed the 
change in visitor intention toward VR using the 
acceptance model. The effect of perceived usefulness 
on the variables of attitude toward using and willingness 
to pay became insignificant. This phenomenon is 
attributed to a decline in attractiveness, changes in user 
familiarity with VR, negative experiences, changes in 
market conditions, and economic fluctuations.

Recommendations

Potential recommendations for future research should 
consider the following points: 1) an increase in the 
number of samples in future research will result in a 
more varied distribution of respondents; 2) develop 
models by adding more research variables and 
indicators to obtain better results; 3) needs to enrich 
its knowledge to create new innovations in VR usage 
and conducting maintenance management of tourist 
facilities is necessary to ensure that the quality of 
facilities is in good condition.

FUNDING STATEMENT: This research received 
no specific grant from public, commercial, or not-for-
profit funding agencies.

The perceived usefulness effect on the price willingness 
to pay variable was not significant. This was caused by 
various factors. First, there are changes in the market 
conditions. In this study, the content offered by VR 
did not vary; hence, there is a need for innovation by 
management to attract visitors’ intention to use VR. VR 
innovation in the tourism sector is necessary to overcome 
dynamic market conditions by creating new ideas that 
provide added value and improve effectiveness and 
competitive advantage for companies. Innovation helps 
the tourism industry in achieving optimal performance, 
improving operational efficiency, improving quality 
and customer satisfaction, and expanding market share 
(Achmad 2023). 

Second, there have been economic changes. Under good 
economic conditions, consumers tend to have higher 
incomes. This encourages consumers to pay eagerly for 
new technologies such as VR. Conversely, in a recession 
or a bad economy, consumers tend to reduce spending on 
goods and services that are not categorized as primary 
needs, such as VR. This is supported by human nature to 
satisfy basic needs first before fulfilling more complex 
needs later (Ulmasruroh 2020). 

Managerial Implications

Companies can take strategic steps to enhance business 
performance in relation to the use of VR. Based on 
the findings, management can focus on aspects that 
can improve the enjoyment, comfort, utility, and 
curiosity of tourists regarding VR. This has a positive 
impact on users’ attitudes and interest in VR. The 
enjoyment and comfort of using VR can be enhanced 
by providing demonstration sessions or tutorials via 
video to introduce VR and its usage, thereby reducing 
users’ fear or confusion. Companies can also implement 
maintenance management for tourist facilities to ensure 
that the quality of the facilities remains in good, safe, 
and well-maintained condition. The utility of VR can be 
improved by analyzing the costs of implementing VR 
technology against the benefits obtained in the form of 
user satisfaction and increased visitation. Additionally, 
innovative VR content also contributes to enhancing the 
utility and curiosity of tourists regarding VR. Innovation 
in VR further helps address the dynamic market 
conditions. This is expected to be able to encourage 
the company’s business performance efforts to be more 
optimal in improving its business performance through 
strategic steps that can be taken in this research.
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