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[bookmark: _Toc215260992]Abstract
Virtual Reality (VR) and Augmented Reality (AR) have become game-changing technologies in tourism marketing. They have a big effect on how tourists think, make decisions, and choose where to go. VR and AR are immersive digital tools that give travellers interactive, multisensory experiences that let them explore places, attractions, and accommodations before they actually go there. These technologies facilitate pre-travel information retrieval, mitigate uncertainty, improve destination perception, and affect emotional engagement—crucial elements linked to tourist behavioural intentions (Tussyadiah et al., 2018).

The aim of this report is to analyze the influence of virtual reality (VR) and augmented reality (AR) on consumer behaviour in tourism and to assess their effects on destination selection. VR allows users to "try before they travel" by giving them immersive visualizations and previews of experiences. This makes them more likely to visit, especially for places they don't know well (Guttentag, 2010). Augmented reality (AR) is often used through mobile apps and smart devices. It adds digital content to the real world, making experiences better and helping tourists think and feel better (Han et al., 2022).
Utilizing a qualitative secondary research methodology, this report integrates academic literature and industry perspectives to examine the psychological and behavioural mechanisms underlying the influence of VR/AR. The main findings show that immersive technologies make destinations more appealing, help people remember things better, encourage deeper engagement, and have a positive effect on buying decisions. Challenges include the high cost of implementation, the fact that not everyone has access to technology, and the possibility that virtual substitutes will make people less interested in travelling for real. In general, the report says that VR and AR have a big impact on how people make decisions and how tourism is marketed. When used strategically, these technologies give a business a competitive edge, encourage people to travel, and make the customer journey better overall.
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The global tourism industry is still changing because of new technologies. These changes affect how travellers look for information, compare destinations, and make travel plans. Among the most disruptive technologies are Virtual Reality (VR) and Augmented Reality (AR), which offer immersive, interactive, and highly realistic experiences that extend beyond traditional marketing approaches. With VR, users can explore fully simulated 3D worlds from afar. With AR, digital information is added to real-world settings using mobile devices or wearable technology (Guttentag, 2010). These technologies have changed how people behave before they travel by letting them see and feel connected to places before they book their trips.

Tourism is an experience-based business, and travellers often use pictures, emotions, and other visual cues to help them choose where to go. One of the biggest problems with marketing tourism is that VR and AR can help reduce the uncertainty and risk that comes with going to new places. Immersive previews provide more detailed and trustworthy information than still images or text descriptions, which can change how tourists think about the quality, appeal, and authenticity of a destination (Tussyadiah et al., 2018). Research indicates that virtual reality experiences can enhance mental imagery and emotional responses, which are significantly associated with travel intentions and destination selection (Flavián, Ibáñez-Sánchez & Orús, 2019).

The rise of mobile connectivity, 5G networks, user-friendly headsets, and interactive mobile apps has sped up the use of VR and AR in tourism, including hotels, theme parks, museums, airlines, and destination marketing organizations (DMOs). Augmented reality (AR) apps like digital overlays, navigation tools, and cultural heritage guides make experiences on-site better by making them easier to understand and interact with in real time (Han et al., 2022). On the other hand, VR lets people visit places from afar, letting them take part in virtual tours, hotel walkthroughs, adventure simulations, and experiential storytelling long before they get there.

These technologies affect how people act by using psychological tools like immersion, presence, emotional involvement, and cognitive processing. Tourism scholars assert that VR/AR enhances perceived destination value and diminishes decision-making complexity, thereby bolstering travellers' confidence in their choices (Bigné et al., 2016). Immersive experiences that are interactive encourage active exploration, improve memory, and increase the desire to visit. This makes VR and AR powerful tools in the early stages of the consumer decision journey.
But combining VR and AR also has its own problems. The cost of implementation, technical limitations, and worries that virtual substitutes will take the place of real-world travel experiences are still problems. Due to budget and skill limits, smaller tourism companies may have a hard time using advanced immersive technologies (Yung & Khoo-Lattimore, 2019). Researchers also say that VR experiences that are too realistic could either make people want to travel more or satisfy their curiosity enough to keep them from actually going
Even with these problems, VR and AR have a lot of potential as tools for strategic communication and marketing. This report looks at how VR and AR are changing how tourists act and where they choose to go. It looks at how they affect decision-making, how people think about a destination, and what they expect from their experiences. It also gives tourism companies ideas on how to use immersive technologies to stay competitive in a digital-first market.

[bookmark: _Toc215260994]2. Literature Review 
Virtual Reality (VR) and Augmented Reality (AR) have become significant technologies in tourism, increasingly utilized in destination marketing, attraction enhancement, and traveller engagement. This literature review consolidates academic discussions regarding the psychological, behavioural, and experiential effects of VR and AR on tourist decision-making and destination selection. It looks at important ideas about immersive technology, looking up information before a trip, previews of experiences, presence, emotional involvement, and how a destination's image is formed.
2.1 Technologies that make you feel like you're there in tourism
VR and AR technologies have changed how people talk about travel by giving them interactive and multisensory views of places. Users can explore natural landscapes, cultural sites, hotel rooms, or adventure activities in VR environments, which are computer-generated simulations that make them feel like they are really there (Guttentag, 2010). Augmented reality (AR) adds digital content to the real world, making real-time experiences better by giving you more information, helping you find your way, and letting you interact with things through smartphones or AR glasses (Han et al., 2022).
Buhalis and Amaranggana (2015) contend that virtual reality (VR) and augmented reality (AR) are pivotal to the evolution of intelligent tourism ecosystems, wherein technology facilitates the enhancement of information dissemination, customization, and decision-making processes. These technologies connect imagination and reality by letting travellers "preview" experiences before they go, which changes how they think and what they expect.


2.2 VR and Searching for Information Before Travelling
Tourists depend on information they get before they travel to help them choose a destination, compare options, and feel less unsure. Photographs, brochures, and websites are examples of traditional marketing tools that don't engage the senses very much. VR, on the other hand, offers a dynamic and experiential way to search for information that helps people understand their destination better (Tussyadiah et al., 2018).
Immersive virtual tours offer spatial and contextual awareness that static images cannot easily provide. Studies indicate that VR-based previews enhance the perceived utility and enjoyment of information, resulting in heightened behavioural intentions (Flavián, Ibáñez-Sánchez & Orús, 2019). VR also makes people feel safer about travelling by showing them realistic pictures of things like safety, cleanliness, amenities, and cultural attractions at the destination.
AR helps people find information by adding interactive overlays to navigation on-site. For example, AR apps let people scan attractions to get more information, directions, or historical context, which helps them understand more and affects how they rate a destination (Yovcheva, Buhalis & Gatzidis, 2013).

2.3 Being there, being involved, and feeling something
Presence, or the feeling of "being there," is an important part of how well VR works. Steuer (1992) describes presence as the fusion of vividness and interactivity, both of which are robustly provided by VR. High presence heightens emotional engagement and enhances the cognitive processing of destination characteristics.

Research indicates that virtual reality experiences elicit emotions including excitement, relaxation, and curiosity, which significantly influence destination attitudes and travel intentions (Bigné et al., 2016). Immersive VR content sparks the imagination and makes people feel good, which makes places look more appealing.
AR also makes people feel more emotionally involved by letting them interact with digital elements in the real world. Cultural tours with AR, gamified travel experiences, and augmented museum exhibits make things more fun and make people more involved (Han et al., 2022).

2.4 Effect on the Formation of Destination Image
The image of a destination is a key factor in making travel decisions. VR and AR affect both the cognitive and emotional parts of how people see a destination. Cognitive image pertains to beliefs and knowledge regarding a destination, whereas affective image pertains to emotional responses (Baloglu & McCleary, 1999).
VR improves cognitive image by giving you detailed, correct, and interactive information. Users can see natural landscapes, cultural sites, and places to stay, which helps them picture the destination more realistically in their minds (Tussyadiah et al., 2018). Immersive storytelling, music, soundscapes, and visual aesthetics that bring up feelings of pleasure and excitement can make an affective image stronger (Flavián et al., 2019).
AR helps people form mental images by giving them information about the context when they plan a trip and when they are on the trip. Interactive overlays and digital signposting enhance comprehension of cultural significance, historical narratives, and environmental attributes (Yovcheva et al., 2013).

2.5 Effect on Tourist Behaviour and Decision-Makin
Studies consistently indicate that VR and AR profoundly influence travellers' intentions, preference choices, and behavioural responses. VR boosts travellers' confidence in their choices by giving them previews that help them feel less uncertain (Guttentag, 2010). This is especially important when choosing places you've never been before or that are far away. Immersive simulations help tourists picture themselves in the environment, which makes them more likely to want to go there (Tussyadiah et al., 2018).
AR affects people's plans to do things by making places easier to use and more appealing. Real-time overlays help tourists find their way around attractions, making it more fun and easy to explore (Han et al., 2022). Gamification using AR, like digital treasure hunts or interactive storytelling, makes people more motivated and happy.
VR and AR also change how people see risks. When travellers can see what difficult activities like diving, hiking, or skiing will be like ahead of time, they feel more confident and less afraid (Yung & Khoo-Lattimore, 2019). This makes people more willing to try new things.

2.6 Virtual reality (VR) and augmented reality (AR) in destination marketing organizations (DMOs)
More and more, destination marketing organizations are using VR and AR to advertise places. DMOs use VR storytelling campaigns, immersive previews of destinations, and 360-degree videos on their websites and social media. These experiences give you an edge over your competitors by showing off unique features of a destination better than traditional marketing (Tussyadiah et al., 2018).

Augmented reality (AR) is a common feature in city tourism apps, museum guides, and heritage interpretation sites, making cultural tourism more enjoyable. These tools help DMOs promote local attractions and make it easier for visitors to get around, which makes tourists happier and strengthens the brand image of the destination.

2.7 Limitations and Possible Bad Effects
VR and AR have some problems, even though they have a lot of benefits. The high cost of development, the need for specialized equipment, and the need for technical know-how make it hard for small tourism businesses to adopt new technologies (Yung & Khoo-Lattimore, 2019). Another worry is the "substitution effect," which means that VR experiences that are too immersive may satisfy tourists' curiosity enough that they don't need to travel (Guttentag, 2010). There are also problems with accessibility because not all customers can get VR headsets or high-end AR mobile devices.
There are ethical concerns about data privacy in AR apps, especially when they collect personal information or location data (Han et al., 2022). These challenges underscore the necessity for meticulous implementation and judicious utilization of immersive technologies.

2.8 A Summary of the Themes in the Literature
The literature consistently demonstrates that VR and AR are potent instruments that affect tourist behaviour. They improve the image of the destination, make people feel more connected to it, lower their level of uncertainty, and make them more likely to travel. Even though there are still problems to solve, VR and AR are becoming more and more important parts of tourism marketing and communication plans.
[bookmark: _Toc215260995]3 Methodology 
This study employs a qualitative secondary research methodology to examine the impact of Virtual Reality (VR) and Augmented Reality (AR) on tourist behaviour and destination selection. Secondary research is suitable for this subject as immersive technologies in tourism have been thoroughly investigated in academic literature, industry reports, and technology trend analyses. Utilizing existing research facilitates a comprehensive and dependable comprehension of the effects of VR and AR, eliminating the necessity for primary data collection (Saunders, Lewis & Thornhill, 2019).

Method for collecting data

Peer-reviewed journal articles, books, conference papers, and professional industry publications were used to get the data. We used academic databases like Google Scholar, ScienceDirect, Emerald Insight, JSTOR, SpringerLink, and Taylor & Francis to find good literature. We used information from UNWTO, Statista, Deloitte Insights, PwC, and Euromonitor because they are important for new technology trends in tourism.

Search terms encompassed: virtual reality tourism, augmented reality travel behaviour, immersive technology in destination marketing, VR decision-making in tourism, AR applications in travel, VR tourist psychology, and technology-enabled tourism experiences. To uphold academic rigour, the majority of sources were published between 2010 and 2024, reflecting the rapid evolution of VR/AR research over the past decade. To back up theoretical ideas like presence, immersion, and cognitive processing, earlier foundational studies were included.

Criteria for Inclusion and Exclusion

Sources were included if they talked about:
· the effect of VR/AR on tourists' behaviour;
· creating a destination image with immersive technologies;
· emotional and cognitive reactions elicited by VR/AR
· tourism businesses or DMOs using VR/AR;
· virtual tours, previews, or travel technologies that let you interact with them
· We didn't include studies that only looked at technical VR/AR development without looking at behaviour or tourism.

Analyzing Data
We did a thematic analysis based on the rules set out by Braun and Clarke (2013). The main themes that came up were immersion and presence, emotional engagement, lowering risk, improving the image of a destination, forming behavioural intentions, and VR/AR marketing strategies. These themes were combined to create a clear picture of how immersive technologies affect how tourists make decisions.



Restrictions
The primary limitation is the dependence on secondary data, which may exhibit contextual biases or technological conditions specific to certain regions. Also, because VR and AR are changing so quickly, some of the results may not be useful for long. Using a variety of recent sources, on the other hand, makes the analysis more valid and useful.
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The results show that Virtual Reality (VR) and Augmented Reality (AR) have a big effect on how tourists act, how they think about destinations, and how they make travel decisions. Immersion, emotional engagement, improved destination image, and diminished uncertainty surfaced as principal themes elucidating the influence of VR and AR on consumer decisions. The results show four main areas: better searching for information before a trip, better emotional and cognitive engagement, stronger formation of a destination image, and a greater intention to behave in a certain way. There were also problems and limits that were found

4.1 Better search for information before you travel
More and more tourists use VR and AR to learn about places before they go there. VR experiences like panoramic tours, 3D simulations, and immersive storytelling let travellers explore the environments of their destinations in depth, which helps them make better choices. This immersive way of searching for information lowers uncertainty and makes the destination seem more credible (Tussyadiah et al., 2018).
VR simulations help people understand the layout of a space, the mood, the quality of the environment, and the cultural attractions. This is not possible with regular pictures or brochures. For instance, tourists can virtually walk through hotel rooms, beaches, hiking trails, or historic sites. This kind of experiential information has a big effect on how travellers choose between different places to go.
AR helps with research before a trip by giving you interactive layers of information through mobile cameras or AR apps. This makes it easier to understand what a destination has to offer. Research demonstrates that AR-based previews enhance information richness and cognitive engagement during evaluative processes (Han et al., 2022).

4.2 Emotional Connection, Presence, and Immersion
The results indicate that VR significantly amplifies emotional engagement by fostering a sense of presence, making individuals feel as though they are physically present at the location. Being present makes emotions stronger and creates realistic experiences that change how people feel and what they like (Flavián, Ibáñez-Sánchez & Orús, 2019).
Immersive VR elicits emotions including excitement, relaxation, curiosity, and adventure, which substantially influence destination attractiveness. Research indicates that emotional response is a significant predictor of travel intention, especially when destinations elicit positive affective impressions (Bigné et al., 2016).
By adding interactive elements to real-world settings, AR makes people more emotionally involved. Digital reconstructions on top of museum exhibits, animations on top of heritage sites, and gamified city tours are all examples. These experiences that challenge your mind make you more interested in travelling and happier when you get there.

4.3 Making the image of the destination stronger
The image of a destination, both in terms of thoughts and feelings, is very important in deciding where to go. VR enhances cognitive image formation by providing highly detailed and precise depictions of attractions, cultural aspects, and landscapes (Tussyadiah et al., 2018). Users learn more about the features of a destination, which makes it less confusing and more appealing.


Emotional storytelling, ambient sound design, and visual aesthetics that make people feel good can also help people form affective images (Baloglu & McCleary, 1999). Immersive VR experiences make strong mental connections with the place, which makes it more memorable and desirable.
AR helps make images by making learning and understanding easier. For instance, AR tourist apps let people see historical events, architectural reconstructions, or information about animals in the wild. These interactive learning experiences help people understand things better and feel better about them.

4.4 Effect on Travel Choices and Behavioural Intentions

VR and AR have a big impact on how people act because they set realistic expectations. Tourists who have good VR experiences are more likely to choose those places because the immersive preview makes them want to go there more, feel more confident, and feel more at home (Guttentag, 2010).
Virtual reality "try-before-you-travel" experiences help people feel less worried about going to places that are far away, remote, or culturally different. This behavioural reassurance makes travellers more likely to choose places they might not have thought of before.
AR improves on-site experiences, makes navigation easier, and makes things more fun, all of which improve behavioural intentions. City maps with AR, digital museum guides, and interactive outdoor activities all change how people think about how easy and fun something is, which leads to repeat visits and good word-of-mouth.

4.5 Uses in marketing destinations and tourism businesses
More and more, hotels, airlines, attractions, and destination marketing organizations (DMOs) are using VR and AR to get travellers interested. VR campaigns help DMOs show off famous landmarks with immersive videos or 360° tours. These campaigns create a stronger emotional connection than traditional marketing methods (Tussyadiah et al., 2018).
Hotels use VR to show off their rooms, amenities, and views, which can affect whether or not people book a room. To raise customer expectations, airlines use VR previews of cabin interiors or entertainment options. AR is used by theme parks and museums to make games more interactive, add educational layers, and tell stories in a better way that makes visitors happier.
Immersive technologies give businesses an edge by making their destination marketing strategies stand out and giving customers unique experiences.

4.6 Recognized Obstacles and Constraints
Even though VR and AR have some good points, they also have some problems. The high cost of development, the need for technical knowledge, and the fact that not all travellers have access to technology make it hard for many people to use it (Yung & Khoo-Lattimore, 2019).
A significant apprehension is the substitution effect, wherein highly immersive VR experiences may diminish the desire for actual travel. But most studies say that VR makes people more interested in travel by making them more curious.
There are worries about data privacy, especially when AR apps collect location-based data. There are also usability issues for people who aren't very tech-savvy or who don't have high-end devices.

4.7 Summary of Results
In general, VR and AR have a big effect on how tourists act by making them more emotionally involved, helping them understand things better, lowering their uncertainty, and making the image of the destination stronger. These immersive technologies change how people make decisions by helping them think more deeply, feel more confident, and want to visit more. When used correctly, VR and AR can be very useful for marketing tourism, promoting destinations, and getting visitors involved.
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The findings demonstrate that Virtual Reality (VR) and Augmented Reality (AR) have become influential tools shaping tourist behaviour and destination choices. This discussion examines these findings in the context of current academic literature and emphasizes their broader significance for tourism marketing, consumer psychology, and destination competitiveness.

VR and AR fundamentally improve the pre-trip decision-making process by diminishing uncertainty and offering immersive, authentic previews of destinations. This directly backs up what Tussyadiah et al. (2018) say: that VR improves the quality of information search by adding spatial, sensory, and emotional dimensions that aren't present in traditional promotional materials. The results show that travellers think immersive previews are more reliable and trustworthy, which makes them more sure about where to go. This is in line with what Guttentag (2010) says: that VR lowers perceived risk, especially for places you don't know well, which makes people more willing to travel.

Emotional engagement has been identified as a significant mechanism elucidating the influence of VR/AR. The literature consistently indicates that emotional responses—such as excitement, curiosity, and relaxation—significantly influence attitudes and behavioural intentions in tourism (Bigné et al., 2016). The results confirm that VR's ability to create presence and immersion enhances emotional connection to destinations, rendering them more attractive. Similarly, AR enhances emotional and cognitive involvement by providing interactive layers of meaning and context during on-site or pre-trip experiences (Han et al., 2022). Baloglu and McCleary (1999) say that these emotional mechanisms are very important in shaping the image of a destination. They also say that the image of a destination is a key factor in deciding whether or not to travel.

The conversation also talks about how VR and AR can change the way destinations market themselves. Destination Marketing Organizations (DMOs) can use VR-based storytelling, virtual tours, and 360-degree videos to make compelling stories that really connect with people who might want to travel. These results are in line with what Flavián, Ibáñez-Sánchez, and Orús (2019) say: that immersive storytelling improves both cognitive and emotional image formation. AR is valuable because it can enhance cultural and heritage experiences with interactive overlays, which makes tourists happier and makes destinations more competitive.

Even with these benefits, the results show that there are some big problems. The high cost of making good VR/AR content is still a barrier to adoption, especially for small and medium-sized tourism businesses. Yung and Khoo-Lattimore (2019) stress that technological problems and a lack of resources make it hard to put things into place on a large scale. Moreover, apprehensions regarding data privacy—particularly concerning augmented reality applications that gather location-specific data—pose ethical dilemmas that tourism entities must confront. The conversation backs up Han et al. (2022) by saying that good data management is necessary to keep trust.

The substitution effect is another possible problem. This is when VR might take the place of real travel experiences. However, the findings and the literature indicate that VR predominantly enhances the desire for travel rather than supplanting it. Immersive experiences make people curious, happy, and better able to picture themselves at a destination, which makes them more likely to go there.

Overall, VR and AR give tourism businesses a lot of chances to change how people make decisions, build emotional connections, and set themselves apart from their competitors. The conversation ends by saying that VR and AR are not just improvements to technology; they are also strategic tools that change how tourists learn about, rate, and choose places to visit.
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Based on the findings and discussion, we suggest some strategic steps that tourism organizations, Destination Marketing Organizations (DMOs), and tourism service providers can take to use Virtual Reality (VR) and Augmented Reality (AR) to change how tourists act and where they choose to go.
Tourism companies should put their money into high-quality VR content that accurately shows off the best parts of a destination, including its culture and experiences. Storytelling, emotional engagement, and sensory realism are all important parts of immersive VR tours. These things make the destination look better and make people more likely to visit. Working with professional VR developers and creative agencies can make the story more interesting and make sure the technical quality is high, which research shows is important for creating presence and immersion (Flavián, Ibáñez-Sánchez & Orús, 2019).
Augmented reality should be a part of mobile tourism apps to make both pre-travel planning and on-site experiences better. Interactive maps, cultural overlays, and educational elements based on augmented reality can help tourists learn more about attractions, which can make them happier and more emotionally connected. Tourism boards and heritage groups should think about making trails, museum guides, and city tours with AR that make visitors more interested.
To have the biggest effect on behaviour, VR and AR apps should be part of bigger marketing plans. To reach more people, DMOs should share VR previews on websites, social media, travel expos, and partnerships with travel agencies. Adding VR content to digital ads can make a big difference in the number of clicks and conversions. To get around accessibility issues, tourism companies should make sure that VR and AR tools are easy to find on both desktop and mobile devices.

You should use data analytics to keep an eye on how people use VR and AR content. Insights gleaned from user engagement patterns—like the duration of virtual tours or commonly utilized AR features—can guide targeted marketing and personalized communication. When it comes to AR apps that collect location-based information, ethical data management practices must come first.

Lastly, tourism groups should help people who don't know much about VR and AR technology by giving them information and advice. Offering tutorials, in-app instructions, and customer support makes sure that users have a good experience and makes it easier for people who aren't tech-savvy to use your product.
All of these suggestions will help tourism organizations use VR and AR to change how people act, get them to want to travel, and make their destinations more competitive.







[bookmark: _Toc215260999]8. Conclusion 
This report has shown that Virtual Reality (VR) and Augmented Reality (AR) are changing how tourists act and where they choose to go by changing how they look for information, rate places, and connect with possible travel experiences on an emotional level. As immersive technologies, VR and AR offer sensory-rich, interactive, and realistic depictions of destinations that profoundly affect travellers' cognitive and emotional assessments. The results show that VR lowers uncertainty, makes people more sure of their decisions, and makes them more likely to go to places they haven't been before (Tussyadiah et al., 2018). Augmented reality (AR) enhances experiences before and during travel by offering contextually pertinent information and interactive digital overlays that facilitate understanding and engagement (Han et al., 2022).

A primary conclusion is that emotional engagement functions as a vital psychological mechanism influencing tourist behaviour. VR-induced presence and immersion elicit profound emotional responses that enhance destination appeal, corroborating the findings of Bigné et al. (2016). In the same way, AR increases emotional and cognitive engagement by adding gamified elements and deeper understanding of cultural or historical sites. All of these technologies work together to improve the image of a destination, which is a big factor in whether or not people want to travel there (Baloglu & McCleary, 1999).

The report also says that VR and AR are now important parts of modern tourism marketing plans. More and more, destination marketing organizations, hotels, museums, airlines, and theme parks use these tools to set their products apart and connect with potential travellers in a more convincing way. However, technological limitations, cost barriers, and privacy concerns persist as significant challenges that necessitate resolution to facilitate wider adoption (Yung & Khoo-Lattimore, 2019).

In general, VR and AR offer a lot of chances to make interesting previews of destinations, improve learning and understanding, and affect tourists' decisions. These immersive tools will become even more important in how tourism communicates, markets, and helps people make decisions as technology continues to improve. In a global market that values experiences, tourism companies that invest wisely in VR and AR are likely to have a better competitive position.
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