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Abstract

This study examines perceived usefulness, perceived ease of use, perceived ox@and
tourist satisfaction of experienced hotels through augmented reality (AR) and virteal ity (VR)
technologies, and how they influence the tourists' intention to stay in hotels im Th@Specifically,
it investigates the relationships between perceived usefulness (PU), petc 'v& of use (PE),
perceived innovativeness (Pl), tourist satisfaction (TS), and intentio tay” (T1). Utilizing a
guantitative approach, data were collected from 385 respondents thr&ﬂ convenience sampling
method and analyzed using descriptive statistics and multiple li resston. The findings indicate
that perceived usefulness, perceived innovativeness, and to tisfaction significantly and
positively influence tourists' intention to stay in hotels. Fhese factdrs explained 75.7% of the variance
in intention to stay. The study provides insights for Thai hotel sector on leveraging AR/VR
technologies to enhance customer experience and pr e rgvisits.

TI  =0.343*%%+0.200%**(PU)-0.037(PE)+0.244%**(P1)+0.429%**(TS)

Keywords: Perceived Usefulness, i novativeness, Tourist Satisfaction, Intention to Stay,
Hotel Industry

Introduction

Thailand's rec on ‘of its visa-free policy to 93 countries, offering a generous
maximum stay of 180 d AT Newsroom, 2024), has significantly lowered the barrier to entry for
international tourists/ This policy, coupled with proactive social media promotion in various countries,

d as a highly desirable travel destination, offering reduced time costs and

safe and comfortable hotel stay is paramount for tourists and directly influences their overall travel
experience and sense of security. Consequently, the choice of accommodation emerges as a critical
element of the travel process.

Statistics indicate that by the end of 2024, the number of foreign tourists visiting Thailand
will reach 36.2 million, while domestic tourists will number 2.702 million. The average hotel
occupancy rate is expected to rise to 72%, an 8% increase compared to 2019. By 2025, the number of
foreign tourists is projected to grow to 39.4 million, with domestic tourists reaching 2.756 million.
The average hotel occupancy rate is anticipated to increase further to 74%, and the average room rate
is likely to adjust by approximately 5%. (Thai Headlines, 2025).
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The practicality of VR/AR technology directly promotes the transfer of tourists' propensity to
obtain information, thereby improving performance, enhancing satisfaction, and increasing their
willingness to choose a hotel. This, in turn, improves the overall customer experience, boosts hotel
bookings, and ultimately enhances profitability (Israel, Zerres, & Tscheulin, 2019). VR/AR
technology must offer a more practical and effective method of accessing information compared to
traditional methods, such as new media. When tourists select a hotel, several factors come into play,
including the environment, room size, hygiene, price, geographical location, and surrounding
amenities. High-quality rendering in VR/AR technology is crucial, as it enables a fully interactive
experience. This ensures that tourists' perceptions align with the actual experience, preventing
over-advertisement and enhancing satisfaction with the service. The concept of telepreserice’in)VR
emphasizes its ability to enhance the enjoyment perceived by potential hotel customers.

Thailand's hotel industry continues to face increased competition as tour ses. The
rapid increase in the number of new hotels has created a great challenge for ﬂl fu rV|vaI of the
hotel industry. This research endeavors to identify the key determinants |an urist intention to
stay in hotels. Ultimately, this research aims to foster the integration of in echnologles within
the tourism industry, align with relevant policy initiatives, enhance y competitiveness, and
contribute to the overall advancement of the sector.

Research Obijectives
This research aims to achieve the following obje

1. To assess the intention of Chinese tourists i
hotel through AR/VR technology.

2. To identify the factors that signi% influence Chinese tourists' intention to stay in hotels

hotels in Thailand after experiencing the

in Thailand after experiencing them ghrou VR technology.

Literature Review

This study uses vari
tourists' choice to stay in
1980, helps to unders

ical perspectives to comprehend the elements that make up
pectation Confirmation Theory (ECT) proposed by Oliver in
mer satisfaction because it involves a comparison of expectations
towards a service pmpro prior to purchase and the perceived performance of such a service or
product after p cthe customer. Following this, the Expectancy Disconfirmation Theory (EDT)
was introdu researchers Oliver and DeSarbo in 1988.

esides that, acknowledging the tourist's motivation plays a significant role. Gnanapala (2015)
at all tourists are initially motivated by their needs, which makes them look for things
that a s those needs. The Technology Acceptance Model (TAM), a theory to describe how
technology-related behaviors positively affect the adoption of technology, has also been used.

Finally, the Theory of Planned Behavior (TPB) (Ajzen, 1991) is one of the most
comprehensive theories addressing the intention of staying. TPB proposes that behavioral intention
has three major influences:

Attitude toward the behavior: The tourists' point of view about the hotel they chose to stay in.

Subjective norms: Social pressure or the expectations of people's important others are noted
to be the deciding factors for guests to stay.

Perceived behavioral control: The subjective measure of one's ability to complete a task,

such as booking a hotel with ease, or if the hotel is readily affordable.
The 9th International Conference on Business, Informatics, and Management
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Virtual Reality (VR) and Augmented Reality (AR) are two of the core technologies
underpinning the concept of the metaverse, which has gained significant popularity in recent years.
The metaverse is built on several foundational technologies: the Internet of Things (loT), blockchain,
interactive technology, artificial intelligence (Al), virtual reality (VR), augmented reality (AR), and
3D Reconstruction, etc. (Takyar, 2022). According to Roblox company, the metaverse is
characterized by eight essential elements: identity, friends, immersion, low latency, diversity,
accessibility (anytime, anywhere), an economic system, and civilization (Wang et al., 2022).

Among tourists, hotel selection is often driven by curiosity, and enhancing perceived
usefulness can significantly stimulate this curiosity (Rachi, Thomas, & Tania, 2022). The acceptance
and use of information technology can yield immediate and long-term benefits at bot org@mal
and individual levels, such as improved performance, financial and time efficiency, antieo ence
(Foley & Curley, 1984; Sharda, Barr, & McDonnell, 1988). Based on the Tech Ceptance
Model (TAM), the process of supporting technology acceptance has been 8a om predict the
positive influence of technology behavior from a theoretical perspective (Dawvid, ).

The ease of use experience when exploring a hotel through echnology can be

person feels that using a particular system is effortless
the user's assessment of the desirability of using a sp
affecting their attitude toward its use (Ajzen & Fishbein

According to the innovation diffusion theory,Sthese consumers are divided into five stages,
namely, the understanding stage, the interest and the decision stage. Evaluation stage,
experiment stage, and adoption stage (R?®95OS). The basis of the theory is that in the face of

innovation, some people will be morgopenzrminded and willing to adopt innovation than others.
N
ua

The theoretical foundation fo standing tourist satisfaction in the context of using
augmented reality (AR) an reality (VR) technology in hotels stems from
the Expectation-Confirmation T liver, 1980). This theory explains how the usefulness, ease of
use, and innovativeness of AR/ echriology influence tourists' satisfaction.

Here are currentcas AR/VR technology being used in Tourism and Hospitality:

Case 1: Mamgiott'#iotel

In 2015, launched VRoom, the first indoor virtual reality travel experience. Marriott
also introd w virtual travel content platform called VR Postcards. These postcards offer

ersive travel stories experienced in 360-degree 3D through virtual reality headsets.
lows a real traveler on a journey to a unique destination, immersing the audience in the

Case 2: Sheraton Kuta Resort, Bali

Sheraton has integrated AR/VR technology into its hotel experience to allow potential guests
to explore the property before booking. Using high-tech tools, guests can view the hotel's location,
room details, entertainment venues, and the overall layout of the lobby.

Case 3: Sofitel Singapore

On March 29, 2017, Sofitel Singapore introduced an augmented reality experience in
collaboration with EON Reality and Epson. Using Epson Moverio BT-300 smart glasses powered by
EON AVR, guests can immerse themselves in a luxury boutique hotel lobby in France or enjoy an
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audiovisual experience in a Sofitel suite. This innovative use of AR enhances the guest experience by
blending virtual and physical environments seamlessly.

Research Hypotheses
The following hypotheses are proposed based on the literature review:
H1: Perceived usefulness has a significant positive influence on tourist satisfaction.
H2: Perceived ease of use has a significant positive influence on tourist satisfaction.
H3: Perceived innovativeness has a significant positive influence on tourist satisfaction.
H4: Tourist satisfaction has a significant positive influence on the intention to stay.
These hypotheses are synthesized into a conceptual framework, as shown in Figure 1.V

Perceived Usefulness ‘r&\(

Perceived Ease of Use

Independent Variables Dependent Variable O

. . Tourist Intention to Stay
Perceived Innovativeness

Tourist Satisfaction

O

Figur@Conceptual Framework
Research Methodology

The questionnaire was di ted” through the Questionnaire Star platform. Data from the

guestionnaire were collected g it in WeChat chatting groups focused on travel topics. All
respondents were Chines size for this survey is 385 people, which aligns with the
minimum sample size nts for data analysis. In other studies related to VR/AR interaction
technology, satisfagtien, hotel intentions, small-scale sample research is also common, and the
average number © ﬁ; icipants in such questionnaire surveys is consistent with the specific
characteristi research target.
e tafget population for this study comprised tourists who have visited or intend to visit
nsure the representativeness of the sample, data were collected during both peak and
urism seasons. The required sample size was calculated using Yamane's formula, with a
95% confidence level and a £5% margin of error.

This study employs a quantitative research approach, utilizing questionnaire surveys to
analyze data from a defined sample. Quantitative methods are appropriate for this research as they
enable the quantification of customer behaviors and attitudes concerning service and product demand.
This approach facilitates the analysis of customers through quantitative characteristics, relationships,
and changes. Based on the literature review, hypotheses were formulated, and the relationships
between variables were established. The questionnaire served as the primary tool for data collection.

To ensure the questionnaire's effectiveness, the design process adhered to the following
principles:
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1. Clarity of Structure: The questionnaire was designed to have clear and understandable
structures for the research purposes. The research direction and labels for the hypotheses were
provided, leading to a direct connection of the said hypotheses.

2. Hypothesis Alignment: Each question is crafted to be in line with one of the hypotheses
explicitly, and thus all answers strengthen that particular argument.

Research Objective Fulfillment: The questionnaire incorporates all research objectives so that
the results can be used to reflect the original intent of the research.

The questionnaire was organized into two main sections:

Part 1: Demographic profile

This section gathered demographic information and data regarding the p ose@vel
through a set of questions. This information was used for grouping travelers and un a the
justification for their viewpoints. The questions in this part of the survey aimed ollegt data on
tourists' gender, age, purpose of visit to Thailand, occupation, education Iev@l@income, and

chosen hotel star rating.
Part 2: Measurement of Variables

This section included questions that measured tourists' exp ces with AR and VR
participatory technology within hotels. This study specifically in e following variables:

Perceived Usefulness: The extent to which tourists believe/the AR/VR experience in the hotel
is beneficial to them.

Perceived Ease of Use: The perceived facilitation and user-friendliness of the AR/VR
technology for tourists.

Perceived Innovativeness: The perceived n@of the AR and VR experience by tourists.

Additionally, this part aimed to examige the level of hotel experience satisfaction and tourists'
willingness to return to the hotel for ure%

The questionnaire comprised ta

17 questions for the measurement of five variables.

The answers were scored on a 5- ikert scale, where:
5 ="Strongly Agree"
4 ="Agree"
3 ="Neutral"
2 ="Disa N
1="5tr %agree"

DatgZAnalysis
0 emsure the rigor of the research, the validity of findings was ensured by analyzing the data
collect sing questionnaire surveys through appropriate statistical tools and techniques. This
procedure keeps us in line with the academic standards, as well as the epistemological integrity of the
research findings (Smith, 2020; Johnson et al., 2019). Analyzing the answers of the "Likert scale
knows" questionnaire was also carried out according to the mean values known in science.
Considering that the present study is a multiple independent variable research, it became
important to determine whether there is multicollinearity. Multicollinearity in a multiple regression
model means high correlation among the independent variables. Multicollinearity of a high level can
yield distorted results of regression analyses, because different predictor and outcome variables are
misinterpreted. To detect multicollinearity, the variance inflation factors (VIFs) were computed using
standard methods (Smith, 2020; Johnson et al., 2019).
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Research Findings

This section presents the findings of the study based on the analysis of the collected survey data.

Table 1 Demographic Profile of Respondents Traveling to Thailand

Demographic Profile Frequency | Percent
Male 210 545
Gender Female 175 45,5
Total 385 100
Less than or equal 20 years old 10
21-30 years old 142 6
31-40 years old 89 3.1
Age 41-50 years old 63 g 16.4
51-60 years old % 16.9
Over 60 years old 1 4.2
Total 85 100
Leisure/Vacation 304 79
Business c ’ 51 13.2
Purpose of Visit Family/Friend§ Visit y 25 6.5
Other ) 5 1.3
Total 385 100
Employe(@—time) 210 54.5
Employed (Part-time) 37 9.6
f-egployed 28 7.3
Occupation mployed/Job-seeking 17 4.4
tudent 57 14.8
Retired 36 9.4
Total 385 100
Diploma or Lower 112 29.1
(b Bachelor's Degree 229 59.5
Education Master's Degree 37 9.6
Doctoral Degree 7 1.8
) Total 385 100
Less than or equal 15,000 86 22.3
15,001 -25,000 123 31.9
Monthly Income (Baht) 25,001 -35,000 101 26.2
More than 35,000 75 195
Total 385 100
3-star or lower (budget/mid-range) | 140 36.4
. 4-star (upscale) 147 38.2
Chosen Hotel Star Rating
5-star (luxury) 49 12.7
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Demographic Profile Frequency | Percent
I do not consider star ratings when | 49 12.7
choosing a hotel
Total 385 100

The demographic data reveal that the majority of respondents were male (54.5%), aged
between 21 and 30 years (36.9%), visiting Thailand for leisure and vacation purposes (79.0%), and
employed full-time (54.5%). The highest level of educational attainment among respondents was a
Bachelor's degree (59.5%), and the most frequent monthly income bracket was 15,001 - 25 baht
(31.9%). When choosing hotels in Thailand, the largest proportion of respondents typi all@ for
4-star hotels (38.2%).

Table 2 Mean and Standard Deviation of Study Variables ¢

Variable Mean NVS.D.
Perceived Usefulness 3.845 0.702
Perceived Ease of Use 813 0.719
Perceived Innovativeness 3 0.734
Tourist Satisfaction }906 0.684
Intention to Stay .924 0.692

Table 2 presents the means and standard ons for the study's key variables, revealing
generally positive perceptions among respondents régarding VR/AR technology in hotels and their

intention to stay in those hotels. Tourist Ifitention to Stay (mean = 3.924, S.D. = 0.692) and Tourist
Satisfaction (mean = 3.906, S.D. = hibited the highest mean scores, indicating strong
positive sentiments and intent, whidegRercgived Usefulness (mean = 3.845, S.D. = 0.702), Perceived
Innovativeness (mean = 3.823, .734), and Perceived Ease of Use (mean = 3.813, S.D. = 0.719)
wer, average ratings. The relatively low standard deviations

Table 3 Mul}@e Regression Analysis of Factors Influencing Tourist Intention to Stay

Variable Unstandardized Standardized |t p-value VIF
Coefficients Coefficients
B Std. Error | Beta
(Constant) 0.343 | 0.106 3.243 | 0.001***
Perceived Usefulness (PU) 0.29 0.046 0.294 6.259 | 0.000*** [ 3.455
Perceived Ease of Use (PE) -0.037 | 0.051 -0.038 -0.713 | 0.476 4.448
Perceived Innovativeness (Pl) | 0.244 | 0.044 0.259 5.574 | 0.000*** | 3.374
Tourist Satisfaction (TS) 0.429 | 0.052 0.424 8.196 | 0.000*** | 4.194

R=0.87, R2=0.757, Adj. R2 =0.755, S.E.est=0.34, F=296.528, p-value= 0.000, Durbin Watson = 1.890

**%1<0.001
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Table 3 presents the multiple regression analysis results, revealing that Perceived Usefulness
(B =0.290, p < 0.001), Perceived Innovativeness (B = 0.244, p < 0.001), and Tourist Satisfaction (B =
0.429, p < 0.001) significantly and positively influence Tourist Intention to Stay, supporting
Hypotheses 1, 3, and 4, with Tourist Satisfaction demonstrating the strongest effect; however,
Perceived Ease of Use (B = -0.037, p = 0.476) does not significantly affect intention to stay, thus not
supporting Hypothesis 2. The model explains a substantial 75.7% of the variance in Tourist Intention
to Stay, and the overall model fit is significant (F = 296.528, p < 0.001), with no evidence of
autocorrelation (Durbin-Watson = 1.890).

TI =0.343%%%+0.290%**(PU)-0.037 (PE)+0.244%**(P1)+0.429%**( @

Conclusion and Discussion

This research investigated the key factors influencing tourists' intefftion in hotels
when utilizing VR and AR technologies. The findings from the data analys '&;that perceived
usefulness, perceived innovativeness, and tourist satisfaction have S|gn| i | ive influence on
tourists' intention to stay. Together, these factors account for 75.7% variance in tourists'
intention to stay.

Perceived usefulness was found to have a strong and positife influence on tourists' intention
to stay. As described by Bandura in 1982, perceived usgfulness refets to an individual's conception
regarding the potential of technology to contribute to th rformance. Thus, this study contributes
to the understanding that tourists' intention to seme fic hotel offering VR/AR technology

stems from their perception of its benefits. Rachi, , and Tania (2022) highlight curiosity as a
potential motivation behind hotel selection, wihile perceived usefulness can significantly stimulate it.
Moreover, Israel, Zerres, and Tscheulin (2019) determined that the application of VR and AR
technology provides tourists with N nformation, which increases their satisfaction and
encourages them to choose a sp
leads to more hotel bookings
perceived by tourists as a
to engage with and ret
Perceived j ness also has a significant positive influence on tourists' intention to
stay. Tourists' ass of the innovativeness of VR/AR technology in hotels hinges on its novelty
at the time is research, VR/AR in the hospitality industry is considered a marketing tool.
S a marketing concept, relates to a company's ability to rapidly develop and

t€l. Beyond enhancing the customer experience, this also
profitability levels for hotels. In other words, VR/AR can be
rather than just a gimmick, leading to a greater willingness

acquisition, VR/AR offers a novel channel that captures consumer interest (Goldsmith & Hofacker,
1991). The novelty of this customer acquisition strategy positively influences tourists' intention to
stay in hotels.

Tourist satisfaction significantly and positively influences tourists' intention to stay.
Satisfaction studies focus on the dynamic relationship between tourists' expectations and their actual
experiences with products or services in the tourism and hospitality industry. The results of this study
demonstrate that higher tourist satisfaction strongly correlates with an increased intention to stay in
hotels, fostering sustainable customer relationships. Maintaining a strong reputation and positive

reviews is crucial for the long-term success of hotels, as positive reviews, often linked to product
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quality, excellent service, and brand reputation, cultivate customer loyalty. Essentially, tourist
satisfaction refers to the consumer finding their experience to be worthwhile and reflecting positively
on how they feel after their experience (Pizam et al., 1978). The Expectation-Confirmation Theory
(Oliver, 1980) serves as the basis for theories exploring tourists' satisfaction in the context of
augmented/virtual reality tourism-related applications.

Recommendations

Having discovered this study, recommendations are suggested for the hotel industry in
Thailand for the following:

Ensure that the Maintenance and Information Accuracy of VR/AR Technolagy R@a
Priority: It will be of great benefit if the hotels make addressing the maintaining ant%Y ly
updating their VR/AR technology a priority to ensure a flawless user experience. ARis_comprises
recurring software upgrades, hardware reviews, and fast troubleshooting as8istan reover, in
order to ensure seamless navigation within VR/AR applications, it is para &utinely update
all content such as hotel facts, amenities, and list of sights. Hence, altho %udy indicated that
the tourists' perception of the interface failed to support the intention o , we cannot overlook
the fundamental requirement of the system that is intended to m much more convenient
and seamless. VR/AR services for technical aspects boosting the sefvice’s overall value proposition.

Reinforce Operational Excellence in Order t ourist Satisfaction: Since the
positive correlation between tourist satisfaction and int return is considerable, hotels are urged
to concentrate on improving their operations so as @e the overall guest experience. VR/AR

technologies may be crucial for this because they or changes in demand and quality through
means that are both more intuitive and interagtive. For instance, VR tours can exhibit the hotel rooms
and areas available, while AR apps can supply automated information about the services and a virtual
concierge. The intelligent incorporationgef VR/AR as a tool instead of the replacement of human
services can lead to an increase in mer satisfaction and hotel revenue by improving occupancy
rates.

Establish Social
generation tourists oft ing hotels as the backdrop for their social media content, it's worth
considering additiopahop
check-in tools @ otel's digital platforms or VR applications, along with the sharing of
experiences social networks, can be stimulated. Hotels can also leverage the nature of their
vie ch asldecorations or room vistas — as a basis for VR experiences to create highly shareable

fosters much stronger connections with guests.
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