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ABSTRACT
This study investigates the relationship between the immersive VR
experience, destination cognitive image, destination affective image,
and tourists’ travel intention. The sample of this research is 167 visitors
of three tourist attractions of Isfahan Province in Iran, through 360-
degree virtual reality videos. In order to collect research data, an online
survey and convenience sampling methods were used. PLS-SEM was
utilised to assess both the measurement and structural models. The
findings indicated that among factors of external technical environment
stimuli, media richness has a stronger effect on the formation of the
destination’s cognitive image than the affective image. Also, perceived
interactivity compared to media richness has a significant impact on the
formation of the destination’s affective image. In addition, vision
consistency as an internal technical environment stimulus has a positive
effect on the formation of the cognitive and affective image of the
destination. Finally, the affective image of the destination resulting from
the immersive VR experience has a stronger effect on travel intention
than the cognitive image.
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Introduction

The tourism industry is a significant contributor to the gross domestic product (GDP) (Woyo and
Nyamandi 2022) and serves as a crucial source of revenue and a primary focus for the development
of several countries, particularly those in developing countries (Tahyudin, Saputra, and Haviluddin
2015). Over the past decade, the advancement of information and communication technologies
has sparked a transformative shift in the tourism and hospitality field, leading to significant altera-
tions in the operational mechanisms and commercial frameworks of the industry. The proliferation
of the global tourism industry necessitates a keen understanding of the newest technology, particu-
larly in destination marketing and promotion (Rahimizhian, Ozturen, and Ilkan 2020).

The advancement of information technology within the tourist sector enhances its efficiency. It
facilitates a higher degree of progress via its integration with other sectors of the economy and tech-
nological advancements (Vishnevskaya et al. 2017). Furthermore, technology facilitates the growth,
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administration, and dissemination of tourist-related products inside firms and empowers customers
to engage in personalised searches and purchases of tourist-related products and services (González-
Rodríguez, Díaz-Fernández, and Pino-Mejías 2020). The advancement of technology can also result in
the diversification of tourism products and services, facilitating their identification and differen-
tiation from competitors. This can create additional value and significantly contribute to the attrac-
tion of customers and the direction of their interest in a particular business (Tiusanen 2017). The
customer experience of goods and services, particularly in the tourist and hospitality sectors, has
seen significant transformations due to recent technological advancements. According to Flavián,
Ibáñez-Sánchez, and Orús (2021), the sector in question has distinct attributes, such as its service-
oriented orientation, experimental aspects, and the inherent inability to be pre-experienced.
These unique traits render it well-suited for integrating novel technologies to enhance tourist
experiences.

The tourism industry’s increasingly global and competitive nature has compelled destinations to
use novel strategies to entice travellers to their unique sites and attractions. In this context, contem-
porary technology is crucial for this objective. Tourism marketing focuses on creating a positive and
enjoyable experience for tourists visiting a particular place (Tiusanen 2017). Achieving this objective
necessitates the use of innovative and novel strategies and techniques. Destination management
organisations (DMOs) throughout the globe often use various digital tools such as the Internet,
social media platforms, and virtual reality (VR) programmes and apps. These tools enable prospective
tourists to engage in virtual experiences, evaluate destinations, and assess their desirability before a
physical visit (Kim, Lee, and Jung 2020).

Virtual reality technology is anticipated to have a transformative impact on tourism. This technol-
ogy has the potential to be used by marketers in the tourism industry as a novel strategy for deliver-
ing information to tourists and facilitating the creation of dependable experiences (Chang and
Chiang 2022). Contemporary tourists seek comprehensive information that effectively delineates
their prospective travel destination’s distinctive attributes and amenities. In order to meet such a
level of demand, virtual experiences may be used (Ying et al. 2022). According to Chang and
Chiang (2022), virtual reality tours enable the disseminating of more comprehensive information.
It enhances the overall perception of a destination by effectively representing its physical attributes
and providing a simulated sensation of being there at the location. The use of virtual information,
such as 3D tours, has a beneficial impact on the perception of tourist destinations since it offers
an authentic preview of the destination before physical visitation. According to Yang, Carlson,
and Chen (2020), establishing a positive perception of the destination plays a crucial role in position-
ing the desired destination as a preferred choice among customers.

Immersion refers to the sense of being physically present in an immaterial world or experiencing a
lifelike simulation that feels highly realistic to the user, engaging both their visual and tactile senses
(Makransky andMayer 2022). VR equipment incorporates a distinct sound control system and creates
a closed environment to isolate the user’s vision and hearing from the outside world(Dincelli and
Yayla 2022). Specific devices, like spatial position trackers and data gloves, provide relevant instruc-
tions and data for analysis. The computer system then detects the user’s body movement and
posture, reflecting it in the virtual view to create an immersive experience (Guo et al. 2023). Utilising
virtual reality technology to create a vibrant tourism landscape and immersive experience, users can
explore and interact with virtual surroundings, fulfilling their desire to travel the world from home.
Moreover, it stimulates their curiosity and motivates them to learn more and visit the actual destina-
tion (González-Rodríguez, Díaz-Fernández, and Pino-Mejías 2020).

In destination-related research, the destination image is defined as the outcome that conveys the
specific attributes of the destination to potential tourists, including tangible and intangible assets
(Ghorbanzadeh 2022). Destination image significantly impacts tourists’ destination choice. Tourists
evaluate the destination image based on personal experiences, impressions, expectations, and per-
ceptions when the destination evokes a variety of positive emotions (Akgün et al. 2020). The virtual
reality (VR) experience’s simulated environment incorporates essential attributes and characteristics
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of the tourist destination. This deepens tourists’ understanding of the destination information and
shapes their image perception of the destination (Lin, Huang, and Ho 2020). During the immersive
experience, diverse stimuli in the virtual environment engage tourists’ vision, hearing, touch, and
even smell and taste, creating a sense of presence (Guo et al. 2023). This facilitates the construction
of the overall image cognition of the destination in the virtual environment, positively influencing
travel intention based on the formed image cognition(Wu and Lai 2021).

The current body of academic literature recognises the promise of virtual reality (VR) in the
tourism industry. However, there is a dearth of study that thoroughly investigates the underlying
processes that influence individuals’ intent to travel inside a VR setting (Chang and Chiang 2022;
Yung et al., 2021). This research aims to fill the existing research gap by investigating the
influence of media richness, perceived interaction, and visual consistency on the cognitive and
affective impressions of destinations, which affect travel intentions. Also, The tourist sector is now
experiencing significant changes due to information and communication technology improvements.
Virtual reality (VR) is increasingly becoming recognised as an innovative technology for destination
marketing and promotion. Nevertheless, while it has inherent promise, a need for more thorough
scholarly investigations exists about the influence of immersive experiences inside virtual reality
(VR) on consumer travel intentions. Furthermore, conventional destination marketing methods
may only partially meet the needs of prospective visitors in terms of offering a comprehensive
and immersive experience. The research acknowledges the significance of using innovative
approaches, such as virtual reality (VR), to cultivate a favourable and pleasurable encounter for tra-
vellers. This study offers valuable insights for destination management organisations (DMOs) by
examining virtual reality (VR) components that enhance destination images and travel intents.
Lastly, this research enhances the existing knowledge of the conceptual comprehension of immer-
sive encounters and perceptions of travel destinations. By examining hypotheses about the impact
of media richness, perceived interactivity, and vision consistency on cognitive and affective images
and their subsequent influence on travel intentions, this study contributes to advancing the theor-
etical framework for investigating the intersection of technology and tourism. In summary, the
research gap revealed in this study has considerable importance given the dynamic characteristics
of the tourism industry, the revolutionary capabilities of virtual reality (VR) technology, and an
inadequate comprehension of the influence of immersive experiences on travel inclinations. Addres-
sing this knowledge gap not only contributes to the advancement of academic scholarship but also
has practical consequences for destination marketing and management. Ultimately, this research
can provide significant benefits for the tourism industry and the economies of the engaged nations.

Theoretical foundation and hypotheses development

Theory of destination image

Since Hunt first proposed the concept of tourism image in 1971, research on tourism destination
image spans 50 years. While scholars haven’t fully agreed on its constituent elements, there is a
general consensus that destination image is the tourist’s perception, impression, or mental represen-
tation of the destination (Chu, Bao, and Sun 2022). The perception of a destination image develops
from shallow to deep. Initially, research mainly focused on cognitive image, with most studies exam-
ining cognitive components only. As research progresses, the emotional image gains attention, and
the combination of cognitive and emotional aspects emerges as a new direction of development
(Pan, Rasouli, and Timmermans 2021). The psychological schema theory school analyzes tourists’
psychological perception of the destination to construct the image structure. Most scholars agree
that the destination image structure comprises at least two dimensions: Cognitive and Affective
The cognitive image represents tourists’ understanding of the destination and relevant knowledge
acquired from previous trips (Chu, Bao, and Sun 2022), primarily derived from their comprehension
of destination attributes such as environment, atmosphere, and attractions. Emotional image, on the
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other hand, denotes tourists’ positive, negative, or neutral attachment to the destination (Akgün
et al. 2020). Measuring cognitive image varies significantly due to the distinct characteristics and cul-
tures of each destination. Scholars typically use selected questions that express mood to measure
destination emotional image. Currently, the Thinking and Feeling Scale, developed by Russell,
Ward, and Pratt (1981), is widely recognised by scholars. Given the clear studies demonstrating
the significant impact of a positive destination image on tourists’ destination choice and subsequent
behaviour (Ghorbanzadeh 2022), scholars are interested in understanding the formation process of
destination image (Yilmaz and Yilmaz 2020). Russell, Ward, and Pratt (1981) proposed that cognitive
image precedes the generation of affective image. Presently, most studies begin their investigation
from cognitive images. Lin, Huang, and Ho (2020), on the other hand, suggest that cognitive and
affective images of the destination collectively form the overall image. Furthermore, Gartner
(1994) introduced a ‘three-dimensional structure’ based on destination image theory, comprising
the cognitive image, affective image, and conative image. However, since the conative image rep-
resents tourists’ willingness and action to visit the destination, it aligns more closely with tourists’
behavioural tendencies. As a result, the conative image should not be considered as a dimension
of the destination image, but rather as an outcome of the destination image (Zhang et al. 2018).
This study primarily examines how tourists’ psychological activities influence their behaviour,
drawing on the psychological schema theory as the theoretical basis. It employs the cognitive–
affective-conative theory to investigate how the immersive VR experience influences the destination
image and travel intention.

Immersive experience
In the 1970s, the American psychologist Mihaly Csikszentmihalyi introduced the ‘immersion theory’,
also known as flow theory. According to Mihaly Csikszentmihalyi, when participants and environ-
mental factors achieve a balance in a given environment, they experience immersion. This immer-
sion is characterised by a high level of attention, engagement with the environment, and the
automatic filtering of disturbing factors, leading to feelings of happiness and satisfaction. Since
then, research on immersive experiences has steadily advanced and expanded. Mütterlein and
Hess (2017) posit that immersive experiences arise from users’ interaction and exploration with
environments that consistently provide stimulation and experiences. These immersive experiences
are highly personalised and vary according to individuals’ perceptions of the external environment
(McLean and Wilson 2019). From the perspective of the user, immersion can generate a series of
interconnected emotional changes at the levels of attention, emotion, cognition, and memory.
These multidimensional changes collaboratively create personalised experiences (Zhang 2020). Ijs-
selsteijn (2002) views immersion as a complex and multidimensional perception that arises from
the interaction of multiple sensory data and a series of cognitive processes, with attention playing
a crucial role in environmental perception.

Immersive experiences are typically measured based on external and internal technical environ-
ment stimuli. External technological environment stimuli mainly encompass media richness and per-
ceptual interactivity. Media richness refers to a medium’s potential information-carrying capacity,
with rich media facilitating consensus-building across different knowledge backgrounds and resol-
ving unclear issues effectively. On the other hand, low-richness media provide less information and
require more time for understanding. According to media richness theory, the use of more sophis-
ticated media and information sources is associated with the cultivation of higher levels of trust.
Given that online consumers lack access to physical goods, online retailers strive to offer transparent
and comprehensive product information. Utilising rich media and diverse ways of displaying product
details enhances consumer trust. The study conducted by Chen and Chang (2018) provided evidence
to support the notion that interactive virtual reality experiences have the potential to mitigate infor-
mation asymmetry and transaction costs, hence leading to increased levels of customer pleasure and
trust. Perceived interactivity, on the other hand, refers to consumers’ ability to engage in two-way
communication with others, marketers, website systems, and information through media.
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Consumers can voluntarily participate, control, and influence the communication process and
content based on their intentions. In a study conducted by Moon et al. (2013), it was shown that
engagement with virtual shopping environments had a positive impact on the perception of
social presence. This, in turn, results in heightened levels of enjoyment, awareness, and trust in
the shopping experience. In conclusion, past research has demonstrated that media richness and
perceived interactivity significantly impact virtual reality and serve as vital indicators of immersive
experience quality.

The internal technical environment stimulus primarily concerns vision consistency, where virtual
reality senses mirror real scenes, encompassing geometric, motion, and optical effect consistency.
Geometric consistency ensures that entities in the virtual environment maintain perspective relation-
ships with the integrated image, whether stationary or moving, aligning with human vision in virtual
reality. Motion consistency dictates that entity models’ size and perspective should align with those
created by static images in the virtual environment when in motion. Optical consistency ensures that
the optical effects produced by entities match the virtual environment created by the image. Vision
consistency serves as a benchmark for assessing the authenticity of virtual reality. The more mature
the virtual reality technology, the better it can authentically recreate real scenes, thereby providing
participants with a more realistic virtual experience (Elbedweihy et al. 2016).

Media richness and destination image

Media richness refers to how well a medium conveys both the quantity and quality of information.
When users receive and process information through media, their understanding of the information
can be altered within a specific timeframe. Rich virtual reality media can present product information
to consumers comprehensively, allowing them to develop preferences while gaining product knowl-
edge (Chen and Chang 2018). In VR case studies, Lee, Lee, and Jeong (2021) discovered a positive
correlation between the richness of VR and consumers’ spontaneous willingness to seek information.
This implies that richness enhances consumers’ information-seeking tendencies. Consumers who
exhibit a stronger willingness to understand tourism products are more likely to enhance their per-
ception of the destination image, minimise uncertainty risks, and strengthen their affective image
perception of the destination (Assaker 2019). Chen and Chang (2018) posit that media richness influ-
ences consumer experience, with rich virtual reality media reducing information search costs and
providing consumers with an authentic travel experience. Guerreiro, Rita, and Trigueiros (2015)
suggest that during buying or experiencing, the richness of stimulation can influence consumers’
cognition and emotions, subsequently triggering positive or negative responses. The immersive
nature of virtual reality (VR) media is expected to have a significant influence on consumers’ cogni-
tive and dynamic perception of the destination. In summary, this paper proposes the following
hypotheses:

H1. The media richness of immersive virtual reality experiences positively influences consumers’ cognitive image
of the destination.

H2. The media richness of immersive virtual reality experiences positively influences consumers’ affective image
of the destination.

Perceived interactivity and destination image

In the virtual reality environment, interactivity refers to consumers’ ability to real-time change the
content and form of the environment (Loureiro et al. 2019). Kim, Lee, and Jung (2020) assert that
perceived interactivity is a crucial indicator of environmental quality. Immersive virtual reality experi-
ences, in comparison to traditional virtual platforms, offer stronger interactivity, allowing customers
to access more realistic and clear images while actively interacting with products, thereby creating a
positive product impression. Interactive activities in VR scenes used in tourism subtly influence
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consumers’ cognitive and affective image of the destination. Kaushik, Mohan, and Kumar (2020)
argue that a high level of interactivity heightens consumers’ interest in obtaining information,
leading to a positive impression. These studies demonstrate that perceived interactivity influences
consumers’ product cognition, making it easier for them to develop a positive impression and
emotional resonance after gaining overall product understanding. Thus, this research puts out the
following hypotheses:

H3: The perceived interactivity of immersive virtual reality experiences positively influences consumers’ cogni-
tive image of the destination.

H4: The perceived interactivity of immersive virtual reality experiences positively influences consumers’ affective
image of the destination.

Vision consistency and destination image

Visual attention, as a selective processing system, prioritises limited external information to handle
cognitive processes. The factors influencing visual attention selection are primarily twofold: one
involves attending to task-related stimuli under specified cognitive tasks or subjective intentions,
and the other is the salient stimulus in the visual scene, known as ‘attention capture.’ This refers
to stimuli with significant features that can unconsciously draw visual attention. In immersive
virtual reality experiences, promoting the main task and recreating the virtual scene significantly
impact consumers’ visual experience. Task setting in immersive VR experiences helps consumers
concentrate their attention, filter out distractions, and accurately capture necessary information.
Recreating real scenes stimulates consumers’ senses and leaves a more profound impression (An,
Choi, and Lee 2021). Vision consistency in scenes created by immersive virtual reality experiences
enables consumers to fully immerse themselves and gain a more authentic understanding of
product information. Additionally, the emulated environment can reduce consumers’ perceived
risk and increase product acceptance. Based on the findings that vision consistency affects consu-
mers’ cognition and emotions, this paper proposes the following hypotheses:

H5: Vision consistency in immersive virtual reality experiences positively influences consumers’ cognitive image
of the destination.

H6: Vision consistency in immersive virtual reality experiences positively influences consumers’ affective image
of the destination.

Destination image and travel intention

Hyun and O’Keefe (2012) found that the sense of ‘being there’ has a positive impact on virtual cona-
tion that is similar to ‘behavioral intention’ in the studies of consumers and users or ‘overall image’
in some destination studies. In this case, a viewer who experiences a strong sense of presence in the
360-degree virtual tour environment may have a good overall feeling toward the destination and
thus generate a positive overall image (Wu and Lai 2021). Thus, previous research suggests that
VR positively influences the affective image and that VR’s telepresence may influence the cognitive
image. This hypothesis is supported by the fact that virtual environments give users reliable and
accurate information quicker and cheaper than traditional promotional materials (McFee et al.,
2019). An experiment comparing VR and traditional brochures indicates that VR does have a positive
influence on the tourist’s information search as well as the decision-making process (McFee et al.,
2019). As a result, this research aims to find out whether VR can positively influence the image for-
mation process of users. The guiding research question is: Does viewing a 360-degree video through
VR goggles lead to an increased intention to visit a destination? Therefore, this paper hypothesises
the following:

H7: The cognitive image of the destination positively influences tourists’ travel intention.
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H8: The affective image of the destination positively influences tourists’ travel intention.

The following sections discuss the nexuses between the selected concepts and present the research
hypotheses summarised in a conceptual framework (see Figure 1).

Research methodology

Data collection and sample

The current research is descriptive-applied research that was used to collect data from an online
questionnaire and convenience sampling method. The participants of the research are those tourists
who usually use different mobile phone applications and programmes for their tourism travels. For
this purpose, a 360-degree virtual movie of the three most visited tourist destinations of Isfahan pro-
vince was selected for a virtual visit. These tourist destinations are Sheikh Lotfolah Mosque, Naqsh
Jahan Square, and Aali Qapu Palace. Subsequently, the respondents were prompted to choose a des-
tination they had yet to visit from a list of three recommended tourist destinations, using the pro-
vided hyperlink (360-degree virtual tour of Iran’s comprehensive tourism portal). Moreover, after a
virtual visit to the desired destination, respondents were asked to respond to the inquiries presented
in the survey.

Initially, we collected 30 responses and analyzed the scales/questionnaire’s reliability and validity.
We discovered that all indicators’ loading values were greater than 0.70 and satisfied the threshold
(Hair et al. 2019). Thus, all scales were validated during the preliminary phase of this study. After that,
this study received a total of 200 responses from participants. After a rigorous screening process

Figure 1. Research conceptual model.
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(such as removing biased straight-lining responses and outliers), this study scrutinised 167 responses
for final analysis. Respondents’ characteristics are presented in Table 1.

Questionnaire design

The survey questionnaire adopted in this study is two parts. Part 1 consists of demographic items.
Part 2 includes 22 questions related to the main study variables. Accordingly, media richness
three items were adapted from the developed survey questionnaire by de Amorim et al. (2022). Per-
ceived interactivity four items were derived from Kim et al. (2020). Vision consistency three items
were derived from Elbedweihy et al. (2016). Destination cognitive image five items were taken
from Qu, Kim, and Im (2011). Destination affective image four items were taken from Chew and
Jahari (2014). Travel intention three items were taken from Nazir et al. (2022). All constructs were
measured with a 7-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree).

Data analysis and results

To test the proposed hypotheses and theoretical model, this research employed partial least
squares-structural equation modelling (PLS-SEM) analysis, and SmartPLS 3.0 software was utilised
to assess both the measurement and structural models.

Measurement model assessment

During the evaluation of the measurement model, three key criteria were emphasised: discriminant
validity, convergent validity, and internal consistency. As depicted in Table 2, all constructs exhibited
good reliability, as revealed by their Cronbach’s alphas and CR values exceeding the threshold of
0.70. Additionally, all factor loading values surpassed 0.5, and no items within any construct exhib-
ited excessive residual variance shared with other constructs. Moreover, the AVE values for all con-
structs exceeded the threshold of 0.5 (Hair et al. 2019), indicating satisfactory convergent validity.

To assess discriminant validity between variables, the Fornell-Larcker criterion were employed. As
demonstrated in Table 3, the square roots of the AVE for each variable in the overall model were
higher than the correlation coefficients between the variable and other variables. This supports
the conclusion that the variables exhibited good discriminant validity (Fornell & Larcker, 1981).

Table 1. Demographic profile of respondents.

N %

Gender
Male 90 53.9
Female 77 46.1
Age
Below 30 71 42.5
31–35 years 45 26.6
36–40 years 32 19.1
41–45 years 12 7.1
46 years and above 7 4.7
Education Level
High School 43 25.7
Academy 67 40.2
Undergraduate 37 22.2
Master and above 20 11.9
Previous acquaintance with VR
Yes 70 41.9
No 97 58.1

8 D. GHORBANZADEH ET AL.



Structural model assessment

This study evaluated the model fit and predictive ability using two indicators: coefficient of determi-
nation (R2) and predictive relevance (Q2). The R2 values for each endogenous variable in the model
were deemed acceptable (0.207-0.468), indicating that the model possessed satisfactory predictive
accuracy. Furthermore, the Q2 values, calculated using the blindfolding method, for each endogen-
ous variable were greater than 0, signifying good predictive ability (Hair et al. 2019). The findings are
presented in Table 4.

Table 2. Results of Measurement Model.

Latent and Observed Variables
Factor
Loading

Media Richness →CR:0.86; Cronbach’s a: 0/76; AVE:0.67
In the immersive virtual reality experiences, VR technology can provide me with a choice of travel projects.
(MR1)

0.80

In immersive virtual reality experiences, VR technology can help me make decisions more easily. (MR2) 0.79
In immersive virtual reality experiences, the operation of VR technology is simple and easy to understand. (MR3) 0.85
Perceived Interactivity →CR:0.88; Cronbach’s a: 0/83; AVE:0.66
In the immersive virtual reality experiences, I can control the direction of the tour. (PI1) 0.87
In the immersive virtual reality experiences, I can choose what I want to see. (PI2) 0.82
In the immersive virtual reality experiences, I can control the pace of the tour. (PI3) 0.80
In immersive virtual reality experiences, VR technology can quickly respond to my specific needs. (PI4) 0.75
Vision Consistency →CR:0.87; Cronbach’s a: 0/78; AVE:0.69
In immersive virtual reality experiences, the size of the virtual scene can be restored very well. (VC1) 0.82
In immersive virtual reality experiences, the movement of the virtual scene is very real. (VC2) 0.83
In the immersive virtual reality experiences, it can show the light and shadow effect very well. (VC3) 0.84
Destination Cognitive Image→ CR:0.88; Cronbach’s a: 0/83; AVE:0.59
Through the immersive virtual reality experiences, I feel that my desired destination can provide a good quality
of experience. (DCI1)

0.69

Through the immersive virtual reality experiences, I feel that my desired destination has better tourist
attractions. (DCI2)

0.84

Through the immersive virtual reality experiences, I felt that my desired destination’s environment and
infrastructure were good. (DCI3)

0.80

Through the immersive virtual reality experiences, I feel that my desired destination is rich in recreational
activities. (DCI4)

0.78

Through the immersive virtual reality experiences, I feel that my desired destination’s cultural traditions are
excellent. (DCI5)

0.74

Destination Affective Image→ CR:0.88; Cronbach’s a: 0/82; AVE:0.65
Through the immersive virtual reality experiences, I feel that my desired destination makes me feel alive. (DAI1) 0.80
Through the immersive virtual reality experiences, I felt that my desired destination made me feel happy. (DAI2) 0.84
Through the immersive virtual reality experiences, I felt that my desired destination made me feel excited.
(DAI3)

0.88

Through the immersive virtual reality experiences, I felt that my desired destination made me feel relaxed.
(DAI4)

0.70

Travel Intention→ CR:0.90; Cronbach’s a: 0/83; AVE:0.75
I think my desired destination is a worthwhile eco-tourism destination. (TI1) 0.86
If I have plans to travel in the future, I would like to consider my desired destination as a tourist destination. (TI2) 0.84
If I choose my desired destination as a tourist destination, I will be willing to take the initiative to collect relevant
information about it. (TI3)

0.89

Note: CR = (Composite Reliability), AVE = (Average Extracted Values)

Table 3. Fornell-Larcker Criterion.

MR PI VC DCI DAF TI

MR 0.89
PI 0.38 0.81
VC 0.48 0.21 0.83
DCI 0.55 0.32 0.58 0.77
DAF 0.36 0.30 0.36 0.43 0.71
TI 0.36 0.29 0.28 0.39 0.67 0.86

Note: MR =Media Richness, PI = Perceived Interactivity; CV = Vision Consistency; DCI = Destination Cognitive Image; DAI = Des-
tination Affective Image; TI = Travel Intention
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The bootstrapping algorithm in Smart PLS 3.0 software was employed to select a resampling
sample of 5000 to analyze the path testing results of the model. The results of hypothesis testing
can be found in Table 5.

Specifically, the path coefficient from media richness to the cognitive and affective image was
0.308 (t = 6.912, P < 0.000) and 0.173 (t = 3.421, P < 0.001), indicating a significant positive effect of
media richness on the cognitive and affective image, supporting H1and H2. Furthermore, perceived
interactivity was found to have a positive influence on the cognitive image (β = 0.120, t = 2.636, P <
0.009) and affective image (β = 0.186, t = 3.940, P < 0.000), supporting H3 and H4. H5 and H6 were
supported as perceived interactivity of the immersive VR experience positively influenced cognitive
image (β = 0.412, t = 9.402, P < 0.00) and affective image (β = 0.242, t = 5.035, P < 0.00). Additionally,
travel intention was significantly affected by cognitive image (β = 0.123, t = 2.967, P < 0.003) and
affective image (β = 0.622, t = 17.277, P < 0.000) supporting H7 and H8. In terms of the impact on
travel intention, the influence of affective image was relatively stronger. The final model path
diagram is illustrated in Figure 2.

Discussion

The results reveal a noteworthy and positive impact of media richness on both cognitive and
affective images of destinations (support H1 and H2). This is consistent with the notion that immer-
sive virtual reality (VR) experiences enhance individuals’ understanding of a destination by providing
a fuller and emotionally engaging view (Lee, Lee, and Jeong 2021). This observation suggests that
providing immersive and emotionally engaging information using virtual reality (VR) technology
benefits customers’ perceptions and emotions toward a particular destination.

The results of the third and fourth hypotheses confirm that a high level of interaction perceived
by users increases their interest in obtaining more information and leads to the formation of a posi-
tive cognitive and affective image of destinations. This finding is consistent with the studies of Kim,
Lee, and Jung (2020) and Kaushik, Mohan, and Kumar (2020). It can be argued that by using immer-
sive experiences, individuals can participate in tailored virtual tours, enabling them to explore
different destinations according to their tastes and interests. The capacity of virtual reality (VR) to
accommodate personalised experiences is in line with prevailing patterns in consumer behaviour,
wherever customisation is progressively esteemed. The results of the third and fourth hypotheses
highlight the potential for VR to create tailored and memorable interactions with destinations.

The results also showed that vision consistency plays an important role in developing the cogni-
tive and affective images of the destination (support H5 and H6). This finding is consistent with the

Table 4. Model Fit.

Constructs R2 Q2

DCI 0.451 0.255
DAI 0.207 0.121
TI 0.468 0.338

Table 5. Results of the Direct Effect Hypotheses.

Path relationship β SE T P

H1 (MR… DCI) 0.308 0.045 6.912 0.000
H2 (MR… DAI) 0.173 0.051 3.421 0.001
H3 (PI… DCI) 0.120 0.046 2.636 0.009
H4 (PI… DAI) 0.186 0.047 3.940 0.000
H5 (VC… DCI) 0.412 0.044 9.402 0.000
H6 (VC… DAI) 0.242 0.048 5.035 0.000
H7 (DCI… TI) 0.123 0.041 2.967 0.003
H8 (DAI… TI) 0.622 0.036 17.277 0.000
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study of An, Choi, and Lee (2021). It can be argued that vision consistency in scenes created by
immersive virtual reality experiences enables consumers to fully immerse themselves and gain a
more authentic understanding of destination information. Additionally, the emulated environment
can reduce consumers’ perceived risk and increase destination acceptance. This finding enhances
our understanding of the effects of immersive encounters on the development of destination
images. Virtual reality surpasses conventional advertising materials by replicating a trip’s visual
and auditory aspects. The phenomenon, as mentioned earlier, generates a dynamic and multimodal
interaction that has the potential to greatly impact the cognitive and affective aspects of destination
image development. A comprehensive comprehension of this intricate concept is of utmost impor-
tance for marketers who want to establish impactful and enduring imprints inside the consciousness
of potential tourists.

Lastly, the results of the seventh and eighth hypotheses showed that the cognitive and affective
images formed by immersion experience with virtual reality tools have a positive effect on the desire
to visit a destination. This finding is consistent with the study of Wu and Lai (2021). It can be argued
that a viewer who experiences a strong sense of presence in the 360-degree virtual tour environment
may have a good overall feeling toward the destination and thus generate a positive cognitive and
affective image.

Theoretical contributions

In terms of theoretical implications, first, the research contributes substantially to destination image
theory by examining the internal processes by which immersive virtual reality (VR) experiences
influence individuals’ intent to travel. This study aims to enhance the current body of research on des-
tination image by examining the influence of media richness, perceived interaction, and visual consist-
ency on both cognitive and emotional images of destinations. By doing so, it seeks to contribute to a
more thorough understanding of the underlying theoretical foundations in this field. Second, the
present study contributes to the existing literature by conducting a comprehensive investigation of
immersive virtual reality (VR) experiences within the framework of the tourist sector. This study

Figure 2. Results of Path Analysis.
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addresses a gap in the existing literature by explicitly examining the internal and external stimuli in
immersive virtual tourism experiences and their impact on individuals’ travel intentions. While
earlier studies have provided a basic understanding of the idea and features of virtual tourism, this
research delves further into the particular factors that affect individuals’ intention to travel. Finally,
the research examines the mediating roles of cognitive and dynamic images in the relationship
between immersive virtual reality (VR) experiences and travel intentions and validates these mediating
functions. By identifying and examining these intermediary components, this study enhances our com-
prehension of the psychological mechanisms during virtual tourism encounters, enhancing the theor-
etical construct of destination selection and the creation of travel intentions.

Managerial contributions

Based on the findings, there are several managerial contributions. First, It is recommended that des-
tination management organisations (DMOs) and tourist firms proactively embrace and allocate
resources toward the adoption and investment in virtual reality (VR) technology. The research
emphasises the favourable influence of immersive virtual reality (VR) experiences on the travel inten-
tions of tourists, indicating that the adoption of VR might serve as a potent instrument for destina-
tion marketing and promotion. Managers should consider establishing collaborations with virtual
reality (VR) content providers or allocating resources toward developing VR experiences. This stra-
tegic move may effectively augment the overall perception of their destinations. Second, by compre-
hending the impact of media richness, perceived interaction, and vision consistency, managers can
customise virtual reality (VR) experiences following the distinctive characteristics and allure of their
destinations. By tailoring material to highlight the unique characteristics of a destination, tourism
destinations may enhance virtual experiences, resulting in increased engagement and lasting
impressions. Consequently, this can impact the perceptions and travel intentions of upcoming tra-
vellers. Third, managers must acknowledge the simultaneous influence of cognitive and dynamic
images on travel intentions. Integrating components that cater to individuals’ decision-making pro-
cesses’ cognitive and emotive dimensions is a potent technique. This process entails presenting
objective and verifiable facts about the destination and emotionally evocative material to construct
a comprehensive and captivating virtual encounter. Fourth, considering the significant role that
media richness has in influencing perceptions of destinations, managers must prioritise the
quality of virtual reality (VR) content. The incorporation of high-resolution images, realistic simu-
lations, and intriguing storylines has the potential to augment the overall level of immersion signifi-
cantly. Investments in state-of-the-art virtual reality (VR) technology and enhancing content
development skills can differentiate locations and foster a favourable image among prospective tra-
vellers. Fifth, managers should prioritise enhancing user engagement within virtual reality (VR)
experiences, as it is crucial to acknowledge the impact of perceived interaction on cognitive and
dynamic images. This may include integrating interactive components, enabling users to travel
and explore virtual surroundings, and offering choices for user-controlled functionalities. The
degree of interactivity and participation in a virtual reality (VR) experience is directly proportional
to its potential to influence individuals’ inclinations to engage in travel favourably. Finally, maintain-
ing a consistent visual depiction of a destination across many immersive virtual reality (VR) experi-
ences is paramount. Managers must ensure the digital image accurately reflects the destination’s
genuine qualities and branding. Consistency in virtual reality (VR) experiences fosters trust and credi-
bility. This study, in turn, contributes to the overall efficacy of VR in building good destination images
and exerting influence on individuals’ travel intentions.

Limitations and future research avenues

First, The current research has investigated virtual reality technology using virtual reality movies from
Iranian tourism destinations. It is suggested that in future research, the destinations and attractions
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of various tourism from different countries should be investigated and the results compared with
each other. Second, to generalise the results of research, a large number of statistical samples is
necessary. Although the use of PLS software in this research can partially justify the number of stat-
istical samples. It is suggested that, in order to increase the generalizability of the results, future
research should investigate the issue in larger statistical samples. Eventually, the data of this
study were cross-sectional and nonempirical. The present study adopted structural equation model-
ling to produce results and help understand causal relationships. However, the data of this study
should be utilised carefully. Future studies can make use of longitudinal and experimental data to
obtain more reliable results.
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