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Context and Relevance
The tourism sector has experienced tremendous growth in the last several decades due to the rise in the level of technology which has redefined the way consumers plan, experience and share their traveling experience. Technology has enabled tourism enterprises to be more productive, increasing customer interaction and service individualization (Chen & Yu, 2023). The combination of digital platforms, mobile apps, and social media has transformed how consumers learn about and make travel experiences and the industry has become more dynamic and competitive.
Specifically, immersive technologies, such as the Virtual Reality (VR) and the Augmented Reality (AR) have become one of the key factors in the future of tourism. These technologies are taking the limits of the traditional marketing and customer engagement by providing tourists with the chance to explore destinations in new and interactive methods even before they ever place their steps there (Trifonova Larisa, 2024). VR enables users to immerse themselves in fully simulated environments of a place, whereas AR enriches real-world environments, adding digital elements to them, and providing an interactive experience in real-time.
Introduction to VR and AR Technologies in Tourism
VR and AR are the technological services, which enable the creation of the interactive and immersive experience, which can add significant value to the process of decision-making of a tourist. VR fully immerses the user in a simulated environment where he can interact with some online depictions of destinations, hotels, landmarks, etc. This would help the potential tourists to sample what a destination would be like before they would commit themselves to visiting the destination (Altinay Ozdemir, 2021). On the other hand, AR takes the digital content into the physical world and allows users to interact with the space by overlaying other information, including interactive maps, preview of the destination, and the history of landmarks.
There are various applications of VR and AR in the tourism industry. It is possible to use online tours to enable potential visitors to have a preview of what they are planning to visit without necessarily having to travel physically and AR applications will enable real-time and on-site experiences, which will enhance the physical space with information or entertainment.
Research Aim and Objectives
The study will also examine the ways in which Virtual Reality (VR) and Augmented Reality (AR) can influence tourist behavior and determine the impact of such immersive technologies on consumer behavior and destination choice. To be more exact, the research objectives are:
1. To explore the impact of VR and AR on tourist behavior: 
2. To evaluate the results of immersive experience (virtual tour, preview of destinations) on consumer decisions:
Significance of Study
As VR and AR technologies gain popularity in the tourism sector, the implications of the technology are of significance to the destination marketer and tourism firms. The technologies are no longer marketing gimmicks, but they are included in the consumer experience of the potential travel experiences. VR and AR can also play a part in the gap between inspiration and booking, giving immersive, engaging and informative experiences that significantly influence how consumers perceive and book their destinations.
Research Questions
1. Q1: How VR and AR influence the choice and decision-making of tourists in their destinations?
2. Q2: What are the benefits and challenges of using VR/AR in tourism marketing What are the pros and cons of VR/AR application in tourism marketing?
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Theoretical Frameworks
The emergence of Virtual Reality (VR) and Augmented Reality (AR) technologies in the tourism industry has brought about a paradigm shift in the nature and way tourists visit the destination and make decisions on the destination to visit. Consumer behavior theories are quite numerous and can be used to gain an insight into the factors that influence adoption and usability of VR and AR by tourists, particularly in tourism (Shen et al., 2022). The Theory of Planned Behavior (TPB), Technology Acceptance Model (TAM) and the Experience Economy are the models that offer helpful information on how the attitudes and perceptions and experiences of the tourists contribute to their decision to use VR and AR technologies.
Theory of Planned Behavior (TPB)
The assumption in Theory of Planned Behavior (TPB) by Ajzen (1991) is that human behavior is driven by three key factors namely attitudes, subjective norms and perceived behavioral control. These points are significant when the interest of tourists in VR and AR technologies in the tourism industry is being defined (Norisnita & Indriati, 2022). The image of VR and AR depends on the assumptions of the tourists about the potential benefits of these technologies. As an example, the attitude towards the use of VR will be positive when a tourist perceives it as a useful tool in the exploration of a destination before committing to travel. Speaking of which, subjective norms, or the social pressure to use VR or AR, will define the decision to use the technologies or not, made by a tourist.
The other critical component of TPB is perceived behavioral control which defines the degree to which one feels that he/she can effectively execute a behavior. In the terms of VR and AR, perceived ability of a tourist to utilize the technologies requires such aspects as the access to the technologies, their convenience, and the economic potential (Gansser & Reich, 2022). When a tourist believes that VR or AR is too complex to be used or requires spending a lot of money on it, he will use those technologies less often, although he/she knows of their potential benefits.
Technology Acceptance Model (TAM)
The other suitable framework that can help in elucidating the variables that influence the uptake of new technologies by the tourists is the Technology Acceptance Model (TAM) that was established by Davis (1989). According to TAM, ease of use, usefulness which is perceived and enjoyment are the determinants of user acceptance and use of a new technology (Mustafa & Garcia, 2021). These points have a direct connection with the VR and AR technologies in the tourism industry context.
Perceived ease of use is the challenge of learning and using the technology. Tourists are likely to adopt the technologies the easier they are to navigate, given the ease of VR and AR technologies. As an example, in the instance where a VR tour is easy and requires no high-technical expertise, tourists will be more ready to abuse it. The other important factor is perceived usefulness, and tourists will be more willing to use VR and AR when they realize that the technologies will allow them to enjoy their traveling experience, either by giving them a preview of the destination, enabling them to make a more informed purchase decision, or by providing them with more interaction with the destination (Sri Rahayu Natasia et al., 2022).
The Experience Economy
Pine and Gilmore (1999) developed the Experience Economy where they emphasized the need to offer consumers memorable experiences. The VR and AR technologies are also quite compatible with the idea of the Experience Economy in tourism as it offers a more immersive, interactive experience that goes beyond the limits of traditional travel marketing (Nguyen, 2025). Compared to such traditional promotional tools as a brochure or an advertisement, VR and AR can help tourists visit certain places in a multi-sensory way, which makes the process of traveling seem more realistic and enjoyable to experience before one can visit a specific place.
VR will allow the tourists to experience destinations, attractions or accommodation simulated without stepping foot on the place and thus they will experience the place virtually before committing the effort of going to the place (Abid, 2025). AR, in its turn, introduces certain digital elements to the real-life setting, such as interactive maps, historical facts, or virtual guides, which adds value to the in-place experience. These immersive technologies can help the tourism companies create memorable emotionally arousing experiences that influence the perceptions and decision making of the tourists.
Impact of VR and AR on Consumer Behavior in Tourism
The research investigations into the impact of VR and AR in consumer behavior in tourism industry demonstrate how the two technologies influence the pre-trip purchasing decision of the tourists. The virtual reality and augmented reality are increasingly being used to provide potential tourists with a preview of the destination, accommodation and activities in the most immersive fashion (Jang & Hsieh, 2021). Studies have shown that VR and AR can be of significant value in destination selection as the technologies allow one to explore a destination before spending money on traveling. One such way is the virtual tours whereby the tourists can see the locations without necessarily having to leave their comforts at their homes and this can assist them in making a more informed decision regarding their destination (Rocsana Bucea-Manea-Ţoniş et al., 2021).
It has also been discovered that VR and AR affect destination choice in addition to affecting the decision made by tourists in relation to hotel booking and activities. To illustrate this point, interactive 360-degree video of hotel rooms or virtual preview of activities can enable the tourists to be more certain about their decision and reduce the likelihood of not knowing what to expect (Samaddar & Mondal, 2023). VR and AR also help tourists to feel more confident as they provide them with a realistic and immersive picture of what a destination has to offer to them, which might result in an increased number of bookings and visits.
Consumer Trust and Authenticity
One of the most significant problems of the tourism business working with VR and AR technologies is the authenticity and reliability of the content given. It is established that tourists are likely to believe VR and AR content that they find to be authentic since authenticity is one of the primary determinants in making decisions (Gao et al., 2022). User-generated content, such as reviews, 360-degree videos, and AR maps, can be viewed as more credible to experience virtual and augmented experiences. The moment the tourists can see real-life stories, user-created content, or even other interactive created previews, they will rely on the information displayed with the assistance of VR and AR (Marcello Atzeni et al., 2021).
Moreover, the perceived trustworthiness of the virtual or augmented content also depends on the perceived quality thereof. High-quality VR and AR products containing realistic, interesting, and informative content are more likely to create trust in potential tourists.
Benefits and Challenges
The benefits of VR and AR in the tourism sector include the ability to interact with the customers, increase their bookings, and sightseeing the places. The technologies can assist the tourism companies in offering more interactive and more personalized experience that may increase customer loyalty and satisfaction (Rane et al., 2023). As an example, VR can be used to allow tourists to visit their destinations or accommodation facilities before they make a commitment to it, and there is a high probability of making commitment to their booking. AR, on the other hand, enhances the in-sight experience, provides real-time information, and personalized recommendations that help to enhance the travel experience (Das et al., 2024).
However, there are also challenges in the implementation of VR and AR in the usual tourism marketing campaigns. Designing and maintenance of VR and AR experiences and technological limitations, such as the availability of specialized devices, may pose a significant barrier to widespread use. Furthermore, VR and AR offer the immersion experiences, but not all tourists have access to the necessary technology and do not feel comfortable with its application.
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Approach
The qualitative approach that will be used in this study is based on the secondary data in the form of academic articles, case studies, and industry reports. Under this qualitative approach, one can have an in-depth understanding of the impact of Virtual Reality (VR) and Augmented Reality (AR) on the consumer behavior within the tourism sector. The research on theoretical information and tendencies, as well as practice of VR and AR technologies in the tourism industry based on secondary data (Samaddar & Mondal, 2023). In addition to the use of secondary sources, the primary data is also used in the form of case studies of destinations and tourism companies that have used VR and AR technologies in marketing and to connect with tourists. The methodological approach provides a moderate approach to the examination of the subject matter since both secondary and primary data are used.
Data Collection Methods
The data collection method which employed in this research will be critical investigation of the available literature, in the form of scholarly journals, industry reports and case studies. The literature review of the academic journals will assist in ensuring that the academic perspectives of the adoption and impact of VR and AR technologies in the tourism sector are incorporated. The high-quality journals also include articles that provide information on the theoretical frameworks that are applied to explain the adoption of these technologies, and they are the Theory of Planned behavior (TPB) and the Theory of Technology Acceptance Model (TAM) (Manzoor et al., 2022). These models provide a good understanding of how and why tourists utilize VR and AR.
Industry reports give a viable projection of the current state of VR and AR in the tourism industry. The information regarding the recent trends, technological development and the economic impact of the VR and AR applications included in these reports (Ardito et al., 2021). They also give details on how these technologies have been introduced in marketing strategies for tourism businesses and destinations. Case studies used to study tourism destinations that have managed to apply VR and AR effectively to acquire a sense of how the two technologies are used practically. 
Analysis
They examined using the thematic analysis in which the primary focus will be on the trends of the VR and AR technologies usage and adoption in the tourism sector. Thematic analysis will allow defining the key trends and themes in the collected data, which will contribute to determining the similarities in the way VR and AR are changing consumer behavior in the tourism industry. The factors of tourist engagement, perceived value, the role of immersive experience, and the impact of VR and AR on the decision-making processes can be identified.
Case studies will also be compared to get to learn how VR and AR are adopted in other destinations to market and engage tourists. The comparison of the successful VR and AR implementation cases will also outline the most efficient practices and challenges in the successful implementation of VR and AR and the impact on the tourist behavior. This comparison will provide a more insight into how various tourism businesses and destinations have adopted such technologies and their outcomes.
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The data applied in this study will be primarily the secondary data in the shape of academic journals, case studies, industry reports and primary data in the form of tourism case studies. The secondary source will also come in handy to know the current situation around VR and AR technologies in tourism, regarding their utilization, application, and impact on consumer behavior. As the primary source of information, the case studies of the destinations and the businesses that have already tested VR and AR in their marketing strategies (e.g., virtual tours and AR previews of the destination) were used. The familiarity with the information related to the inspection of various sources, which made it possible to identify the key trends in the framework of the issues of immersion, perceived value, authenticity, and technology adoption (Pérez et al., 2022). The initial research of the data revealed that VR and AR can significantly influence consumer decision-making, introduce hedonic and utilitarian satisfaction, enhance engagement, and create trust in destinations.
4.1.2 Developing Method of Pattern Identification 
The thematic analysis that is a qualitative approach was used in identifying patterns because it is suitable when determining recurring themes and patterns in data gathered. The thematic analysis allowed the identification of data in meaningful themes that were in accordance with research questions and objectives. The trends of effects of VR and AR on tourist engagement, perceived value, decision-making processes, and consumer trust were determined through the systematic coding of the data (Sinha et al., 2024). The references to the most significant concepts such as immersion, authenticity, and the comparative effects of VR and AR in tourism marketing have been identified with the help of the coding process.


4.1.3 Forming of Initial Themes
The initial themes that have come out because of the data were the Immersion and Telepresence, Perceived Value of VR/AR Experiences, Authenticity and Trustworthiness of VR/AR Content, and VR vs AR in Tourism Marketing. The themes were established based on the primary points, which were brought up by the literature and the case studies. The Immersion and Telepresence theme followed the information obtained that VR immersive Ness forms emotional attachment towards destinations, which enhance the likelihood of tourists visiting the destination (Pantelidis, 2023). Perceived Value of VR/AR Experiences has been established using the findings of the study in which tourists have experienced both emotional and functional value on the application of VR and AR content. The Authenticity and Trustworthiness theme was revealed by the discussions on the theme of trust and credibility in connection with a high-quality VR and AR content. Finally, the VR vs AR theme in the Tourism Marketing was formed because of the differences in the application of the technologies, where VR develops the immersion experiences before traveling and AR enhances the on-site experiences.
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	Theme
	Description
	Source/Relevant Article

	1. Immersion and Telepresence
	The extent to which VR creates a sense of presence and realism in tourists' virtual experiences, influencing their decision to visit a destination.
	Ouerghemmi, Ertz, Bouslama & Tandon (2023) - Study on VR tourism and intention to visit.

	2. Perceived Value of VR/AR Experiences
	How the utilitarian and hedonic value derived from VR/AR experiences affects tourists’ attitudes toward destinations.
	Aggag et al. (2025) - Focus on how VR tourism provides utilitarian and hedonic value.

	3. Tourist Engagement and Interaction
	The role of interactivity (virtual tours, AR apps) in increasing engagement with destinations and the likelihood of visiting intention.
	Aggag et al. (2025) - Web AR and its effect on tourist engagement.

	4. Authenticity and Trustworthiness of VR/AR Content
	How tourists’ perceptions of VR/AR content's authenticity (user-generated content, 360-degree videos) influence decision-making.
	Ouerghemmi et al. (2023) - The influence of VR tourism on trust and authenticity.

	5. Technological Accessibility and Ease of Use
	Barriers or facilitators related to the ease of use of VR/AR technologies and their influence on adoption.
	‌ Calisto, M. de L., & Sarkar, S. (2024) - Systematic review of VR adoption in tourism.

	6. Virtual Reality vs Augmented Reality in Tourism Marketing
	The comparative impact of VR and AR on consumer behavior in tourism, such as VR for immersive destination previews vs AR for real-time on-site experiences.
	Dorokhova, Beloeva & Venelinova (2025) - Differentiation of VR and AR in tourism marketing.

	7. Consumer Decision-Making and Risk Reduction
	How VR/AR experiences reduce uncertainty and provide confidence in destination choice by offering realistic previews.
	Ouerghemmi et al. (2023) - How VR reduces perceived risk and aids decision-making.

	8. Economic Impact and Integration into Marketing Strategies
	The financial investment, challenges, and potential returns from integrating VR/AR into tourism marketing strategies.
	Dorokhova et al. (2025) - Cost-benefit analysis and integration challenges for VR/AR.



4.1.4 Finalized Themes from Coding 
After the initial theme identification, the process of coding was narrowed down, and the final themes were developed. These developed themes correspond well to the central findings of the data and are in line with the research questions. The last ones are Immersion and Telepresence, Perceived Value of VR/AR Experiences, Authenticity and Trustworthiness of VR/AR Content, and VR vs AR in Tourism Marketing. The themes were validated by several coding sessions, and it was ensured that they were relevant and had a role to play in explaining the impact of VR and AR on tourism consumer behavior. The completed themes reflect upon such crucial points as the effect of immersive experiences 
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	Theme
	Description
	Source/Relevant Article

	1. Immersion and Telepresence
	The sense of presence and realism created by VR experiences, influencing tourists' intentions to visit a destination. This theme is central to understanding how VR influences decision-making.
	Ouerghemmi, Ertz, Bouslama & Tandon (2023)

	2. Perceived Value of VR/AR Experiences
	The utilitarian and hedonic value derived from VR and AR, and how it affects tourists' attitudes and behaviors toward destinations. This theme highlights the emotional and practical benefits of VR/AR tourism.
	Aggag et al. (2025)

	3. Authenticity and Trustworthiness of VR/AR Content
	How the authenticity of VR and AR content (such as user-generated content, 360-degree videos) influences trust and decision-making.
	Ouerghemmi et al. (2023)

	4. Virtual Reality vs Augmented Reality in Tourism Marketing
	The comparative effect of VR and AR technologies on tourism marketing and consumer engagement, focusing on immersive destination previews (VR) versus real-time interaction (AR).
	Dorokhova, Beloeva & Venelinova (2025)



These four themes have been selected because they are critical towards the role of Virtual Reality (VR) and Augmented Reality (AR) in consumer behavior in tourism industry. The element of immersion and telepresence is significant as it has a direct influence on the process of VR causing people to feel the presence, which impacts the decision to visit the destination among tourists. The perceived value of VR/AR experiences also plays a vital role as it focuses on the availability of emotional and practical benefits of the technologies and the way the technologies can affect the attitudes and behaviors of tourists. The concept of authenticity and credibility of VR/AR data addresses the most significant problem the credibility of a consumer that is necessary in making the decision in the digital space. Lastly, the VR and AR contrast in tourism marketing is chosen to examine the effects of both technologies on consumer experience and marketing tactics in a distinctive manner and deliver the data on how the destinations and tourism businesses can utilize the technologies
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Immersion and Telepresence is one of the themes that emphasize the impact of the immersive aspect of VR on the choice of the tourists. The feeling of presence created by the sense of immersion (as realistic and involving VR experiences) connects the tourists with the destinations on an emotional level. This theme assumes that the better the tourist learns about a destination online the emotional attachments they will make and the greater the likelihood of visiting (Ouerghemmi, Ertz, Bouslama & Tandon 2023). The case studies revealed that virtual touring of destinations, where the tourists can interact and explore the destination remotely, has a tremendous impact on the confidence the tourists have in making decisions concerning issues relating to travelling. VR is also a superior type of engagement and decision reinforcement compared to the conventional marketing tools.
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The Perceived Value of VR/AR Experiences theme emphasizes how both hedonic and utilitarian values drive tourist engagement with these technologies. Tourists find VR/AR experiences enjoyable, making the planning process more immersive and memorable, while also offering practical benefits such as better information and enhanced trip planning (Aggag et al. 2025). These positive experiences lead to higher levels of engagement and, ultimately, more bookings.
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The theme of Authenticity and Trustworthiness investigates how the perceived realism and credibility of the VR/AR content affect the trust of the consumer. The authenticity of virtual experiences is improved by user-generated content, such as 360-degree video and AR applications, that will provide the real-time information in high quality (Ouerghemmi et al. 2023). Increasing the credibility of the content will increase the confidence of the tourist to make travel choice and boosts booking rates.
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The VR vs AR theme of Tourism Marketing presents a comparison of the different roles of such technologies in tourism marketing. They have made use of the immersive experiences of VR to provide a pre-trip experience of the destinations for tourists to know what to expect. Quite on the other hand, AR is introduced to the site to enhance the real-time experience, as well as offer interactive content, such as virtual guides and background information (Dorokhova, Beloeva & Venelinova, 2025). The technologies are complementary since VR can be used to influence pre-trip decisions and AR may be applied in the addition to the on-site experience.
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Analysis of Behavioral Trends
Application of Virtual Reality (VR) and Augmented Reality (AR) in tourism marketing is in line with the drastic shift in consumer behavior, which has been experienced over the last few years. The increasing popularity of immersive, personalized and informative experiences is among the most pronounced trends that should be mentioned (Rilliandi Arindra Putawa, 2024). As the consumers become increasingly digitally conscious and acquainted with high standards of personalization, VR and AR are finding more grounds to meet their requirements. The VR helps the tourists to virtually feel their destination, hence making them feel connected and interested by the destinations even before they physically visit the destinations. 
The VR and AR application by tourist firms is a modification of the conventional marketing approach towards the emergence of experiential marketing strategies. The tourists do not desire information anymore but the experiences that would make them feel the products prior to purchase (Baker et al., 2023). VR to preview a destination and AR to interact on-site are good solutions to this need that transforms a customer experience journey of curiosity to some booking.
Moreover, the experience of the customer is also improved by the ever-present innovations in the VR and AR technology such as 360-degree video, a virtual tour as an interaction and a gamified AR experience. These innovations give the consumer a new way of engaging in destinations that offer him more dynamic and thrilling experience that is more likely to turn the dream into booking. The ability to explore a destination within a completely immersive environment before making commitment to visit has become a key factor in destination booking, especially regarding more complex or new destinations (An et al., 2021). 
Innovative Marketing Strategies
Marketers in the tourism sector must embrace new innovative strategies that involve the application of VR and AR, and simultaneously, the new technologies must be integrated with other digital marketing tools to maximize them. The development of 360-degree virtual tours of the destinations or hotels that can be uploaded on the social media platform, websites, and booking sites are among the key strategic solutions (Putri et al., 2024). This allows would be tourists to familiarize themselves with a destination in a full immersion fashion before they make a reservation and this increases readiness and intrigue.
In addition to it, VR and AR may be combined with influencer marketing to enhance the range and efficiency of technologies. To illustrate how influencers will advertise immersive VR experiences or take their followers on virtual tours of their locations, one can refer to travel influencers, who will intertwine entertainment with advertising (Elshehry, 2025).
Implications for the Tourism Industry
VR and AR technologies have numerous implications for the tourism industry, particularly on the competitive advantage. The tourist destinations that incorporate such immersive technologies in their marketing strategies can cut across the competition thus offering a differentiated and involving experience to the prospective tourists of exploration and engagement with the destination. To present an example, one of the potential solutions to attract visitors is to provide an AR-guided sightseeing or a VR preview as it will allow the destination to provide a more engaging visitor experience that can be more informative at the same time (Nguyen, 2025). This trend of increasingly immersive and technologically oriented experiences is a natural response to the increasing consumer demand for new and more interactive tourism products.
In addition, VR and AR may also become significant in the recovery of the tourism sector after the pandemic. With the population still experiencing limitations on movement as well as security concerns, the technologies will provide an opportunity to reach the potential visitors without necessarily moving physically. The virtual tourism experiences can be used to maintain the interest in the destinations even during the declining travel periods and keep the consumer busy making another booking as soon as travel becomes possible (He & Wang, 2025). As the tourism industry is yet to recover, VR and AR would play a central role in rebuilding customer trust, providing safe and interactive ways in which tourists would be able to explore their destinations without leaving their homes.
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Summary of Key Findings
As has been established in this paper, Virtual Reality (VR) and Augmented Reality (AR) play a significant role in consumer decision-making and destination selection in the tourism industry. The emotional connection to the destinations that is developed due to VR makes individuals spend money due to the degree of realism and interaction that virtual tours provide. Similarly, AR will enhance the on-site experience by adding information on real-time interaction, which also influences the degree of engagement and decision-making among the tourists on their visits. Such perceived values of these technologies in terms of functional and emotional advantages also lead to consumer trust in their travel choices so that they make more informed and confident bookings.
Implications for Tourism Businesses
The virtual reality and augmented reality technology should be embraced by tourism companies to keep up with the rapidly evolving market. These technologies give an opportunity to communicate with tourists at various stages of their journey, such as encouraging them to travel with the assistance of VR and enriching the experiences on the site with the assistance of AR. There is a likelihood that someday the application of VR and AR in tourism marketing will gain greater importance to make the place of interest stand out and provide an experience that is memorable and immersive.
Limitations and Future Research
The paper is limited because it uses secondary data and the dynamic aspect of VR/AR technology. The future research can be done on the long-term impact of these technologies on consumer behavior, and longitudinal research can be performed to ascertain the long-term change in the preferences of traveling. In addition, the primary data collection conducted through a survey or an experiment would enable the attainment of a deeper insight into how VR/AR is perceived and adopted by tourists in tourism.
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