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AbstractThe ongoing conflict in Ukraine has had a significant impact on the country's tourism industry, with
many regions becoming inaccessible or unattractive due to safety concerns. VR tourism in war zones, a form of
tourism that involves visiting areas affected by conflict, disaster, or civil unrest, has become a topic of interest
in the context of the war in Ukraine. To investigate the intention to use VR tourism in the war zone, an
integrated framework was proposed by combining key elements such as interest in VR tourism in the war zone
and the technology acceptance model (TAM). A sample of 121 respondents was collected in January 2021, and
hypotheses were tested using a PLS-SEM model. This research tested a conceptual model that showed that the
intention to use VR tourism in the war zone was influenced by perceived ease of use, perceived usefulness, and
attitude toward the use of VR tourism in the war zone, all partially or fully mediated by people’s interest in VR
tourism in the war zone. This paper has theoretical and managerial implications.
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1. Introduction

Tourism is a vital sector for the economy of many countries, and Ukraine is no exception. However,
since the beginning of the conflict in Ukraine in 2022, the country's tourism industry has been
significantly affected. The war, as a result of geopolitical risks, had a profound impact on infrastructure
and tourist attractions, with many regions that were previously popular among tourists now becoming
inaccessible or unattractive due to safety concerns. The number of international visitors to Ukraine has
dropped sharply, as tourists are unlikely to visit regions where their safety is threatened (Morakabati,
Fletcher and Beavis, 2017).

The impact of geopolitical risks on tourism is visible on several levels, such as: deteriorating tourist
heritage, which can go as far as the disappearance of world heritage resources or objectives, some of
which are on the UNESCO list (Nisbett, 2007); resizing tourism flows (diplomatic crises, terrorist
attacks, growing conflicts, territorial secessions, and others that have these effects); reproduction of a
specific form of tourism, namely war tourism.

War tourism refers to tourism in areas that have suffered or are still suffering conflicts, disasters, or
civil unrest (Mahrouse, 2016). This type of tourism is often seen as controversial and has been the
subject of much debate among scholars, decision-makers, and tourism professionals. Some researchers
argue that war tourism can contribute to post-conflict recovery by generating income and creating jobs
for local people (Reddy et al., 2020). It can also raise awareness of the impact of war and conflict on
local communities. However, there are critics who argue that war-torn tourism can be exploitative,
disrespectful, and insensitive to the suffering of local communities (Coles, 2000; Strange and Kempa,
2003). The dominant academic discourse is that tourists need to feel safe when traveling abroad, they
want to spend their money in a place that can offer them peace and tranquility. Safety, security, mental
comfort, and stability are therefore considered vital prerequisites for the choice of tourists of a
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destination and for the development of much-needed tourism infrastructure (Hall, 1994; Pizam and
Mansfeld, 1996; Hall, Timothy and Duval, 2003; Henderson, 2007, Theodoru and Schiopu, 2022). For
example, the Ukrainian authorities have done so recently, with foreign tourists being urged not to visit
the country at this time. Ukraine's State Agency for Tourism Development noted that the "once safe
country" cannot currently guarantee the safety of tourists (Williams et al., 2023).

Virtual Reality (VR) technology has the potential to revolutionise the way people experience and
understand the destinations affected by war. It allows users to immerse themselves in a virtual
environment, providing a unique opportunity to explore and learn about a place without being
physically there (Dwivedi et al., 2022). In the context of war zone travel, VR technology can provide a
sense of safety for travellers who may be hesitant to visit these destinations in person (Schaeffer et al.,
2018).

The premise of this research was that in the new context of the war in Ukraine, people would prefer less
risky experiences and see virtual reality (VR) as a safe and informative alternative, as well as a substitute
for conventional travel (Sarkady, 2020). The research focuses on the perceptions and attitudes of
individuals towards the use of VR technology for war tourism. Specifically, the study examines the
perception of the ease of use of VR technology, the usefulness of VR for gathering information, the
potential to learn about history and culture through the use of VR, and the impact of the attitude to use
VR technology on the acquisition of knowledge.

In addition, research also examines the interests of travel to war zones using virtual reality (VR).
Research explores whether individuals use VR technology to learn about geopolitics and geostrategy,
to differentiate themselves from other tourists, to get to know new and different places, for peace of
mind, or in search of danger. Finally, the study investigates the likelihood of individuals buying VR
travel packages, reviewing conflict zone tourist destinations using VR, and using VR technology as
often as possible.

The intention to use VR technology to travel to a war zone is influenced by factors such as the interests
of the traveler, the perceived risk of the destination, and the level of perception of the usefulness of
virtual reality (VR). Some travelers may be interested in using VR out of a desire to learn about the
history / geopolitics / geostrategy of existing conflicts in the areas visited or out of curiosity about
danger, while others want to find peace of mind.

Thus, this research aims to investigate different aspects of VR tourism in war zones, focusing on the
use and determinants in the context of the war in Ukraine. The study will use the TAM model to examine
the use of VR in tourism in war zones. The specific objectives of the study are as follows:

1. To empirically examine how the war in Ukraine affects the intention to use VR tourism in war
zones and associated factors.

2. To explore the relationships between perceived ease of use, perceived usefulness, attitude, and
interest in VR tourism in war zones.

2. Literature review

2.1 Using VR for war zone travel

Virtual reality (VR) technology has emerged as a potential tool to improve tourist experiences,
providing a simulated environment for visitors. Virtual reality (VR) encompasses a series of interactive
3D technologies that stimulate one or more senses to create a synthetic environment that surpasses
reality, fully plunging users into a simulated world (Berg and Vance, 2017). In this context, Kim et al.
(2020) define tourism through VR as the process of creating or replicating a digital tourism environment
based on real-life scenes, using digital tools to store and collect tourist resources, and using 3D visual
simulation of tourist landscapes, all to provide visitors with an immersive and interactive experience in
real time. In recent years, there has been a growing interest in the use of VR in tourism and its potential
to improve tourism planning (Shao et al., 2020), heritage protection (Caciora et al., 2021), entertainment
(Beck et al., 2019), accessibility (Marasco and Balbi, 2019), marketing (Huang et al., 2016), education
(Chiao et al., 2018) and policy-making, and to provide visitors with a safe and accessible way to explore
historical sites, natural environments, and cultural attractions (Guttentag, 2010). A specific area of
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interest is the use of VR for travel to war zones, where visitors can interact with a simulated environment
and experience what it is like to be in an active war zone without the danger or cost of traveling to the
real location. In addition, the use of VR for war zone travel can provide visitors with an educational and
cultural experience. Visitors can learn about the history of the war zone, the impact on local
communities, and the cultural significance of the area. This can help promote intercultural
understanding and appreciation. Despite the potential benefits, research into using the use of VR for
wartime travel is almost non-existent. The existing literature focuses primarily on the use of virtual
reality in tourism in general, without specifically taking into account war zones. In this context, we have
hypothesised that these areas, which are often dangerous and difficult to visit, will make VR a potential
tool to provide visitors with a safe and accessible way to learn about these environments.

The Technology Acceptance Model (TAM) is a widely recognised framework for examining factors
affecting users' adoption of new technologies or information systems (Davis, 1985). TAM is rooted in
the Theory of Reasoned Action (TRA), which proposes that people's attitudes toward a particular
behavior are influenced by their beliefs about the outcomes associated with that behavior (Davis et al.,
1989). Perceived usefulness and perceived ease of use are two factors that TAM focuses on to
understand user behavior. Perceived utility refers to the user's belief that technology will be beneficial
in some way, while perceived ease of use refers to the user's belief that the technology is easy to use
and easy to learn (Davis, 1989).

Although TAM has some limitations, its simplicity and ease of application make it a popular tool for
researching the adoption of technology. However, some critics have pointed out that the explanatory
power of THE TAM is limited, as it may not consider all the relevant factors influencing the adoption
and behavior of users. Therefore, in the context of our study, it is important to consider the interest in
using VR for wartime travel as a potential factor that can affect user behavior. By doing so, a more
comprehensive understanding of the acceptance and adoption of the technology can be achieved.

2.2 Development of hypotheses and the proposed research model

Perceived utility (PU) constructs and perceived ease of use (PE) are important factors influencing user
behavior in relation to VR tourism (Schiopu et al., 2021). Perceived utility refers to the user's perception
of how much VR tourism can improve their utility and overall tourist experience. Perceived ease of use,
on the other hand, refers to the user's perception of how easy it is to use VR travel devices and services.
Previous research has investigated the correlation between perceived ease of use (PE) and perceived
utility (PU) and their influence on behavioral intent (BI) and consumer acceptance of VR in tourism
(Disztinger et al., 2017). This suggests that Bl is influenced by both PE and PU, which means that
people are more likely to form their intentions to engage in a certain behavior if they have a positive
attitude towards it (Davis, 1989). Therefore, these two constructs are important in the context of this
study and form the basis of the following hypotheses:

Hypothesis 1 (H1): Perceived ease of use (PE) positively influences behavioral intent (BI).
Hypothesis 2 (H2): Perceived utility (PU) positively influences behavioral intent (BI).

Based on previous research, high usability has been shown to not only affect the behavioral intent to
use VR, but also influence the perception of its usefulness (Hubert et al., 2019). In addition, previous
studies have confirmed the positive relationship between perceived utility (PU) and perceived ease of
use (PE) (Venkatesh and Davis, 2000). Therefore, in the context of this study, it is assumed that
individuals perceive the use of VR for travel to war zones as more useful if the difficulty of operating
is low:

Hypothesis 3 (H3): Perceived ease of use positively influences perceived usefulness.

The attitude towards VR tourism is the general assessment of the user regarding the desirability of using
this technology for his travel interests. Previous research has shown that perceived usefulness and
perceived ease of use are closely related to attitude (Venkatesh et al., 2003). When users perceive that
a technology is useful, they are more likely to have a positive attitude towards using it (Kanchanatanee
etal., 2014). It is reasonable to assume that users are more likely to have a positive attitude towards VR
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tourism in the war zone when they perceive it as a useful tool that improves their performance or
usefulness (PU). As a result, the following hypothesis is proposed:

Hypothesis 4 (H4): Perceived utility has a positive impact on attitudes towards the use of VR tourism.

Attitudes towards VR tourism have a significant impact on the intention to use this form of travel (Shen
et al., 2022). If a VR travel service does not meet customers' expectations about the utility, it can lead
to a negative attitude towards it, which could lead to a complete interruption of the use of the service or
technology. Conversely, a favorable attitude toward VR tourism can lead to widespread acceptance and
intent to use (Chiao et al., 2018). Therefore, in the context of this study, it is assumed that: it is important
to consider the role of attitude in promoting the adoption and sustained use of VR tourism services:

Hypothesis 5 (H5): Attitude towards VR tourism in the war zone positively influences behavioral intent

Mediating effect
H6a H6b H6c VRTI2

(BI).
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ATTH
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ATT3

Fig. no. 1. Proposed research model
Source: Developed by the author

Interest in VR tourism is characterised by the curiosity or attraction of individuals to external
information and media advertising related to this mode of travel (Hong et al., 2021). The study
conducted by Schipou et al. (2021) investigated the relationship between interest in VR tourism,
perceived ease of use, perceived utility, perceived substitutability, and behavioral intent to use VR in
tourism. The findings of the study showed that interest in VR tourism mediated the relationship between
the aforementioned constructs and the behavioral intent to use VR in tourism. Specifically, the high
interest in the use of VR in tourism has increased the positive effect of the perceived ease of use,
perceived usefulness, and perceived substitutability of VR on the behavioral intention to use VR in
tourism. In this context, we propose the interest for VR tourism in the war zone as a mediator between
the perceived ease of use of VR, the perceived usefulness, attitude, and behavioral intention to use VR
in tourism:
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H6a. Interest in VR tourism in war zones mediates the relationship between perceived ease of use and
behavioral intent to use VR in tourism.

H6b. Interest in VR tourism in war zones mediates the relationship between perceived utility and
behavioral intent to use VR in H7b tourism.

He6c. Interest in VR tourism in war zones mediates the relationship between attitude and behavioral
intent to use VR tourism in war zones.

3. Methodology
3.1 Data collection

An extensive study in the literature has led to a preliminary list of measurement variables on the effects
of conflict on the perception of risk and travel intention of young tourists, the behavior of international
tourists then using technology, theories of human behavior and information about the conflict in
Ukraine (Williams et al., 2023; Giddy, 2018, Bagozzi, Baumgartner and Pieters, 1989; The Economist
Intelligence Unit, 2022; Mahrouse, 2016; Montoya and Ruiz-Molina, 2019; Lim et al., 2022; Weaver
etal., 2018).

Together with the advancement of digitalisation, some specialists in the hotel and tourism field use
online questionnaires to successfully reach a greater number of interested people. (Kim et al., 2008).
This research used information collected from an online survey platform (Google Forms), being aimed
at bachelor's and master's level students studying tourism. Through this method, 121 questionnaires
were collected, the information being collected between January 10, 2023 and February 15, 2023. The
questionnaire used a seven-point Likert scale, ranging from "1" for "total disagreement” to "7" for
"totally agree”.

The Constructs Ease of Perceived Use (PE), Perceived Utility (PU), Intention to Use VR (BI), and
Attitude to Use VR (ATT) were adopted after Li, 2022.

The attitude of subjects towards the use of VR for war zone travel was outlined with 3 items, as
suggested by previous research (Davis et al., 1989; Geng et al., 2022). Perceived ease of use (PE) has
been analysed using items such as: Interacting with the VR app is clear and understandable, and Ifind
it easy to operate the VR app and experience the virtual tour. The Perceived Utility (PU) variable is
constructed of 3 items. The intention to use VR to travel to conflict zones (BI) is composed of 3 elements
taken from Geng et al. (2022). The Travel Interests using VR was taken after the model of Mohsin,
2016 and consists of 5 items such as: Travel to conflict zones using VR to learn about the history /
geopolitics / geostrategy of conflicts existing in the areas visited, Travel to conflict zones using VR to
know new and different places, and Travel to war zones using VR in search of danger.

At the initial stage of the measurement model assessment, an exploratory factorial analysis was
performed which identified the structure of the factors and variables systematically measured in the
underlying constructions. This approach had the effect of reducing multi-linearity or correlations of
error variance between indicators. (Yoon and Uysal, 2005). To model the structural equations, a hybrid
technique was used, which involved two stages: the first consisted of specifying a measurement model
in the analysis of confirmatory factors, and the second stage involved the testing of a latent structural
model, developed from the measurement model. (Anderson and Gerbing, 1988; Hatcher, 1994; Kline,
2005).

3.2 Respondent profile and measurement model

The proportion of male and female respondents was 39.7% and 60.3%, respectively, with the average
age of 21 years, with students with no work experience predominating (56.2%). Confirmatory factorial
analysis was performed on the model using SmartPLS 4.0.9.1 to determine the level of reliability and
validity.
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4. Data analysis and results
4.1 Measurement model

Research suggests that PLS-SEM requires two phases (Cegarra-Navarro et. al., 2016). First of all, we
need to assess the measurement model, including the reliability of the construct (internal coherence),
the convergent and discriminatory validity for the indicators of latent variables, and the fit of the
proposed structural model. To do this, the values a Cronbach, composite reliability (CR) and extracted
mean variance (AVE) were checked. The desirable limit value for composite reliability is 0.60 (Ringle
et al., 2018). Accordingly, all latent constructs of the model possess composite reliability (Table 1).

Table 1. Factor loadings, reliability and validity

A Cronbach'salpha CR(rho_a) AVE

Attitude towards using VR 0.876 0.901 0,800
ATT1 0.914
ATT 2 0.922
ATT 3 0.847
Intention to use VR to travel to war zones 0.787 0.791 0.703
Bl1 0.792
BI2 0.883
BI3 0.836
Perceived ease of use 0.802 0.862 0.831
PE1 0.940
PE2 0.882
Perceived Usefulness 0.803 0.804 0.718
PU1 0.881
PU2 0.851
PU3 0.809
Travel interests in war zones using VR 0.826 0.870 0,579
VR TI1 0.832
VR TI2 0.749
VR TI3 0.830
VR TI4 0.737
VR TI5 0.641

Source: Developed by author based on SmartPLS calculations

We tested the discriminatory validity of the scale by examining whether the HTMT (heterotraite-
monotraite) correlation ratios are less than 0.85 (Kline, 2005; Henseler et. al., 2016). In this research,
all HTMT values are below the threshold of 0.85 (see Table 2).

Table 2. Discriminant validity using HTMT

ATT Bl PE PU VR TI
ATT
Bl 0,535
PE 0,463 0,394
PU 0,543 0,655 0,601
VR TI 0,438 0,684 0,213 0,503

Source: Developed by author based on SmartPLS calculations

As a general rule, the R2 values can describe the level of predictive accuracy: values of 0.25 and lower
are weak, values between 0.25 and 0.75 are moderate and values exceeding 0.75 are strong (Hair et al.,
2011; Henseler et al., 2009), which means that our model with an R2 of 0.427 has a moderate level of
predictive accuracy for these five variables.
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4.2 The structural model

The structural model displays the relationships (paths) between the constructs in the proposed study
model. H1 analyses if PE has a significant impact on the BI (§=0.064, t=0.716, p> 0.05). In view of the
results, H1 was rejected. H2 assesses whether PU has a significant impact on BI. The results showed
that PU has a significant impact on BI (3=0.259, t=2.645, p=0.0 08). Consequently, H2 was accepted.

Following the analysis of H3, PE has a significant impact on PU (B=0.496, t=5.661, p< 0.05). Therefore,
H3 was accepted.

H4 assesses whether PU is positively related to ATT. The results showed that PU has a strong significant
impact on ATT ($=0.464, t=5.663, p=0.000). Consequently, H4 is accepted. Analysing H5, the results
demonstrated that ATT does not have a significant impact on BI (f=0.148, t=1.459, p=0.145), so HS is
rejected. Also, PE does not have a significant impact on VR TI; the results indicated that H6 is also
rejected (f=0.442, t=2.544, p< 0.05). PU is positively related to VR TI (p=0.364, t=3.395, p=0.001), so
H7 is supported. ATT has a positive semi-effective impact on VR TI (=0.309, t=2.872, p=0.00 4); in
this case H8 is accepted. VR Tl also has a positive semi-effective impact on BI (B=0.365, t=4.151, p<
0.001); in this case H9 is accepted. (See Table 3).

Table 3. Hypothesis testing

Hypothese Path Coeff Standard Deviation T Statistics P Values
H1 PE -> BI 0,064 0,090 0,716 0,474
H2 PU -> BI 0,259 0,098 2,645 0,008
H3 PE -> PU 0,496 0,088 5,661 0
H4 PU->ATT 0,464 0,082 5,663 0
H5 ATT ->BI 0,148 0,101 1,459 0,145

Source: Developed by author based on SmartPLS calculations

4.3 Mediation analysis

To test the indirect effect of hypothetical pathways, the bootstrapping method was applied, which
ensures adequate results in measuring the confidence interval of indirect relationships.

H6a assesses whether PU and VR TI mediate the relationship between PE and BI. The results show that
the total effect (H1) was found positive and significant (=0.277, t=2.973, p<0.05). When the mediators
were integrated into the model, the direct effect decreased, the relationship becoming insignificant
(B=0.064, t=0.716, p=0.474), while the indirect effect, with the inclusion of mediators in the analysis,
was found significant (B = 0.066, t = 2.325, p= 0.020). Therefore, the results reveal a total serial
mediation. This shows that PE directly influences the BI variable through PU and VR TI SS.
Consequently, H6a is accepted.

We evaluated whether the variables Attitude to the use of VR (ATT) and Things to travel to war zones
using VR (VR TI) mediate the relationship between PU and BI. The results show that the total effect
was found positive and significant (p=0.513, t=5.654, p=0.0 00). When the two mediators were also
included in the model, the direct effect remained significant (f=0.259, t=2.645, p< 0.05), while the
indirect effect with the inclusion of the mediator in the analysis was found significant (§ = 0.052,
t = 2.135, p < 0.05). Therefore, the results reveal a partial serial mediation. This shows that the effect
of PU on BI partially passes through ATT and VR TI. Consequently, H6b is accepted.

H6c assesses whether VR TI mediates in the ATT and BI relation and the results reveal that the total
effect is positive and significant (f = 0.260, t = 2.680, p < 0.05)). After including VR TI as mediator,
the direct effect was found insignificant (f = 0.146, t = 1.459, p=0.145) and the indirect effect significant
(B=0.114,t=2.319, p=0.020). Based on the results, we conclude that H6c is accepted.
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Table 4. Mediation analysis

] Total Effects Direct Effect ) Indirect Effects
Hypothesis Hypothesis
Coeff. t-value Coeff. t-value Coeff.  t-value pvalue
PE -> BI 0.277 2973 0.064 0.716 Hé6a _P>EB'I> PU-> VR TI 0.066 2.325 0.020
PU -> BI 0513 5.654 0259 2.645 H6b PB B>I ATT ->VRTI 0.052 2.135 0.033

ATT -> BI 0.260 2.680 0.146 1.459 H6c ATT->VRTI->BI 0.114 2.319 0.020
Source: Developed by author based on SmartPLS calculations

5. Conclusions
5.1 Theoretical implications

The scientific paper is an innovative study on how technology can be used to allow people to better
explore and understand tourist experiences related to war and conflict through virtual reality.

The interest in travel using VR is a strong predictor of consumers' use of specific travel patterns and is
in line with related research (Davis, 1989; Davis et al., 1992). The current study demonstrates that the
interest in traveling to war zones using VR has positive and direct effects on the behavioral intention of
tourists to use VR technology to travel, but also indirect through the role of a series of mediations.

Unlike previous studies (Schiopu, 2021), in our study, we did not find that the perceived ease of use has
a significant direct effect on the intention to use VR. It has sometimes been suggested that, although
perceived ease of use does not have a direct effect on the intention to use it, it can still have an indirect
effect mediated by perceived utility (Davis, 1989; Davis et al., 1992). In our study, we identified a
significant and indirect effect of perceived ease of use on users' acceptance of VR through perceived
utility. By default, it suggests that VR technology must be useful to be considered easy to use and for
users to plan to use it. Studies from the virtual environment or virtual reality have identified a significant
effect of perceived ease of use on intention and perceived usefulness (Manis and Choi, 2019; Tokel and
Isler, 2013; Yeh and Lin, 2019).

Confirmation of the assumptions that the usefulness and perceived interest in VR travel in war zones
act as total mediators between the perceived ease of use and the intention to use VR for war zone travel
has significant theoretical implications and is consistent with previous research (Geng et al., 2022) on
the acceptance of technology, which stressed the importance of perceived ease of use in shaping
individuals' intentions towards new technologies. It suggests that the perception of VR tourism as a
useful tool for learning and experiencing history and culture in conflict zones, as well as the interest in
using VR to meet various motivations, are essential to determine whether it is possible for individuals
to use VR to travel to war zones. Furthermore, the result suggests that perceived ease of use may not
directly influence the intention to use VR for war zone travel, but rather through its impact on the utility
and perceived interest in VR travel in war zones. The results also underscore the importance of taking
into account the psychological factors that cause individuals to engage in VR tourism. Specifically, the
results suggest that the motivation to learn about history and geopolitics, to differentiate oneself from
other tourists, to explore new places, to seek peace of mind, and to look for dangers are essential factors
of interest in VR travel to war zones. These findings provide insight into the psychological needs that
VR tourism can meet and suggest that VR tourism can be a unique and valuable tool for meeting these
needs.

The theoretical implications of the fact that the attitude toward the use of VR for war zone travel and
the interest in VR travel in the war zone are both partial mediators and between the perceived utility
and the intention to use VR for war zone travel suggest that both variables play an important role in
shaping the intention to use VR technology for traveling to war zones. Perceived utility is an important
predictor of the intention to use VR technology for war zone travel, as it increases the perceived value
of the use of this technology and aligns with previous research on technology acceptance, which has
found that perceived utility is a key factor in shaping individuals' intentions towards virtual reality in
tourism (Li etal., 2022). When individuals perceive VR technology as useful for gathering information
and learning about history and culture, they are more likely to develop a positive attitude towards using
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VR for wartime travel. On the other hand, the interest in VR travel in war zones is also an important
predictor of the intention to use VR technology for war zone travel, as it reflects the curiosity and desire
of individuals to explore different and unique experiences. When individuals are interested in using VR
technology to travel to war zones, they are more likely to perceive the value of this technology and
develop a positive attitude towards its use.

The theoretical implications of interest in VR travel in war zones, being a full mediator between
attitudes towards using VR for war zone travel and the behavioral intent to use VR for war zone travel
suggest that interest in using VR for war zone travel significantly influences the intention to use VR to
travel to war zones. In this case, the attitude towards using VR for war zone travel does not have a direct
effect on behavioral intent, but the effect is mediated by interest in VR travel in war zones. This implies
that managers need to focus on developing strategies to generate interest in VR travel in war zones to
increase the behavioral intent to use VR for war zone travel. The results suggest that managers should
pay attention to the potential of VR as a substitute for real travel experiences in war zones. People who
are interested in using VR to travel to war zones may be motivated to do so because they perceive it as
a safer alternative to visiting these destinations in person. Therefore, managers can highlight the safety
aspects of using VR for wartime travel and highlight the immersive experience that VR offers to attract
potential users.

5.2 Managerial implications

The managerial implication of the finding that perceived utility and interest in VR travel in war zones
mediates the relationship between perceived ease of use and the intention to use VR for wartime travel
is that travel firms and VR developers should focus on highlighting the potential usefulness of tourism
VR to learn about history, geopolitics, and culture. It should also highlight the different reasons why
people might be interested in using VR to travel to war zones, such as for differentiating themselves
from other tourists, peace of mind, or searching for thrills. To increase the intent to use VR for wartime
travel, companies and developers should also focus on improving the perceived ease of use of their VR
apps. This could involve improving the clarity and understanding of interactions, as well as facilitating
navigation and experimenting with virtual tours for users. By doing so, they can help reduce perceived
barriers to the use of VR for tourism in conflict zones and increase adoption rates.

The results suggest that both attitudes toward using VR for war zone travel and interest in VR travel in
war zones partially mediate the relationship between perceived utility and the intent to use VR for war
zone travel. Therefore, to increase the intention to use VR for war zone travel, managers should focus
on improving the perceived usefulness of VR tourism, and also highlight the benefits of using VR to
learn the history, geopolitics, and culture of the visited site. In addition, it is important to address the
safety concerns of potential customers, emphasising that using VR can provide a safer way to explore
conflict zones. Moreover, managers can capitalise on the various reasons why customers are interested
in VR travel in war zones, such as learning about the history, geopolitics, and culture of conflict zones,
differentiating from other tourists, and seeking adventure and danger. By highlighting these different
reasons, managers can target different customer segments and create personalised marketing strategies
to increase the intent to use VR for wartime travel. Finally, providing high-quality and easy-to-use VR
applications can enhance perceived ease of use, which is a total mediator between perceived utility and
the intention to use VR for wartime travel, and therefore increase the likelihood of customers buying
VR travel packages.

An important managerial implication of the finding that interest in VR travel in war zones fully mediates
the relationship between attitudes toward the use of VR for war zone travel and the behavioral intent to
use it is that promoting the benefits and attractiveness of VR travel in war zones can be an effective
way to increase the likelihood of potential travelers using this technology. Companies can focus on
marketing campaigns that highlight the various motivations individuals may have for using VR travel,
such as learning about history or geopolitics, differentiating themselves from other tourists, or searching
for adventure and danger. In addition, companies can work to improve the ease of use and usefulness
of VR travel apps to make them more attractive and accessible to potential customers. Another
important managerial implication is that companies can use the results to develop marketing strategies
targeted at different segments of potential VR travel customers. For example, companies can tailor their
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marketing efforts for people who are motivated to learn about history or geopolitics, highlighting the
educational benefits of using VR to visit war zones. Similarly, companies can target those who are
motivated by the search for adventure and danger, highlighting the excitement and excitement of
experiencing a conflict zone in a safe and controlled environment. By understanding the motivations
and attitudes of potential VR travel customers, companies can create targeted and effective marketing
strategies that resonate better with their target audience.

Refrences

Anderson, J. C. and Gerbing, D.W. (1988). Structural equation modeling in practice: A review and recommended
two-step approach. Psychological Bulletin, Vol 103(3), 411-423, https://doi.org/10.1037/0033-
2909.103.3.411.

Bagozzi, R. P., Davis, F. D., Warshaw, P. R., (1992). Development and test of a theory of technological learning
and usage. Human Relations, 45 (7), 659-686, https://doi.org/10.1177/001872679204500.

Beck, J., Rainoldi, M. and Egger, R., (2019). Virtual reality in tourism: a state-of-the-art review, Tourism Review.
74 (3), 586-612, https://doi.org/10.1108/TR-03-2017-0049.

Berg, L. P. and Vance, J. M. (2017). Industry use of virtual reality in product design and manufacturing: a survey.
Virtual Reality, 21 (1), 1-17, https://doi.org/10.1007/s10055-016-0293-9.

Caciora, T., Grigore, V. H., Ilies, A., Baias, S., Ilies, D. C., Josan, I. and Hodor, N. (2021). The Use of Virtual
Reality to Promote Sustainable Tourism: A Case Study of Wooden Churches Historical Monuments from
Romania. Remote Sensing, 13(9): 1758, https://doi.org/10.3390/rs13091758.

Cegarra-Navarro, J., Reverte, C., Gomez-Melero, E. and Wensley, A.K., (2016). Linking social and economic
responsibilities with financial performance: The role of innovation. European Management Journal,
34(5), 530-539, https://doi.10.1016/j.emj.2016.02.006.

Chiao, H., Chen, Y. and Huang, W., (2018). Examining the usability of an online virtual tour-guiding platform
for cultural tourism education. The Journal of Hospitality, Leisure, Sport and Tourism Education, 23,
29-38, https://doi.org/10.1016/j.jhlste.2018.05.002.

Coles, T. (2000). Dark tourism - the attraction of death and disaster, in Lennon, J. and Foley, M. (eds).
International Journal of Tourism Research, 4(6), 485-486, https://doi.org/10.1002/jtr.371.

Zheng, C., Zhang, J., Qiu, M., Guo, Y. and Zhang, H. (2019). From mixed emotional experience to spiritual
meaning: learning in dark tourism places. Tourism Geographies, 1-22, https://doi.org/10.1080/
14616688.2019.1618903

Davis, F. D. (1985). A technology acceptance model for empirically testing new end-user information systems:
Theory and results. Doctoral dissertation, Massachusetts Institute of Technology. [online] Available at:
http://hdl.handle.net/1721.1/15192.

Davis, F. D., (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.
MIS quarterly, 13(3), 319-340, https://doi.org/10.2307/249008.

Davis, F. D., Bagozzi, R. P. and Warshaw, P. R., (1989). User acceptance of computer technology: A comparison
of two theoretical models. Management science, 35(8), 982-1003, https://doi.org/10.1287/
mnsc.35.8.982.

Disztinger, P., Schldgl, S. and Groth, A. (2017). Technology Acceptance of Virtual Reality for Travel Planning.
In: Schegg, R., Stangl, B. (eds) Information and Communication Technologies in Tourism 2017.
Springer, Cham, https://doi.org/10.1007/978-3-319-51168-9 19.

Dwivedi, Y. K. et. al. (2022). Metaverse beyond the hype: Multidisciplinary perspectives on emerging challenges,
opportunities, and agenda for research, practice and policy, International Journal of Information
Management, 66, 1-55, https://doi.org/10.1016/j.ijinfomgt.2022.102542.

Geng, L., Li, Y. and Xue, Y. (2022). Will the Interest Triggered by Virtual Reality (VR) Turn into Intention to
Travel (VR vs. Corporeal)? The Moderating Effects of Customer Segmentation. Sustainability,
14(12):7010, https://doi.org/10.3390/s5u14127010.

Giddy, J. K. and Webb, N. L., (2018). Environmental attitudes and adventure tourism motivations. Geo Journal,
83(2), 275-287, https://doi.org/10.1007/s10708-017-9768-9.

16


http://dx.doi.org/10.1108/TR-03-2017-0049

Cactus Tourism Journal Vol. 5, No. 1 2023 New Series, Pages 7-19, ISSN 2247-3297

Guttentag, D. (2010). Virtual reality: Applications and implications for tourism, Tourism Management, 31(5),
637- 651, https://doi.org/10.1016/j.tourman.2009.07.003.

Hair, J. F., Ringle, C. M. and Sarstedt, M., (2011). PLS-SEM: Indeed, a silver bullet. The Journal of Marketing
Theory and Practice, 19(2), 139-152, https://doi.org/10.2753/MTP1069-6679190202.

Hall, C. M., (1994). Tourism and Politics: Policy, Power, and Place. Chichester, UK: Wiley.

Hall, C. M., Timothy, D. J. and Duval, D. T. (2003). Safety and Security in Tourism: Relationships, Management,
and Marketing. Binghamton, NY: Haworth.

Hatcher, L. (1994). A Step-by-Step Approach to Using the SAS System for Factor Analysis and Structural Equation
Modeling. SAS Institute, Inc., Cary.

Henderson, J. C. (2007). Tourism Crises: Causes, Consequences and Management. Amsterdam, Netherlands:
Butterworth-Heinemann.

Henseler, J., Ringle, C. M. and Sinkovics, R. R., (2009). The use of partial least squares path modeling in
international marketing. Advances in International Marketing, 20, 277-319, https://doi.org/
10.1108/S1474-7979(2009)0000020014

Henseler, J., Hubona, G. and Ray, P.A. (2016). Using PLS path modeling in new technology research: Updated
guidelines. Industrial Management & Data Systems, 116(1), 2-20, https://doi.org/10.1108/IMDS-09-
2015-0382.

Hong, J., Hwang, M., Tai, K. and Lin, P. (2021). The effects of intrinsic cognitive load and gameplay interest on
flow experience reflecting performance progress in a Chinese remote association game. Computer
Assisted Language Learning, 34(3), 358-378, https://doi.org/10.1080/09588221.2019.1614068.

Hsu, C.L. and Lu, H.P. (2004). Why do people play on-line games? An extended TAM with social influences and
flow experience. Information and Management, 41(7), 853-868, https://doi.org/10.1016/
j-im.2003.08.014.

Huang, Y.C., Backman, K.F., Backman, S. J., and Chang, L.L. (2016). Exploring the Implications of Virtual
Reality Technology in Tourism Marketing: An Integrated Research Framework, International
Journal of Tourism Research, 18(2), 116-128, https://doi.org/10.1002/jtr.2038.

Hubert, M., Blut M., Brock C., Zhang R.W., Koch V and Riedl R., (2019). The influence of acceptance and
adoption drivers on smart home usage. European Journal of Marketing, 53(6), 1073-1098,
https://doi.org/10.1108/EJM-12-2016-0794.

Kanchanatanee, K., Suwanno, N. and Jarernvongrayab, A. (2014). Effects of Attitude toward Using, Perceived
Usefulness, Perceived Ease of Use and Perceived Compatibility on Intention to Use E-Marketing.
Journal of Management Research. 6(3), https://doi.org/10.5296/jmr.v6i3.5573.

Kim, D.Y., Park, J. and Morrison, A.M., (2008). A model of traveler acceptance of mobile technology.
International Journal of Tourism Research, 10(5), 393-407, https://doi.org/10.1002/jtr.669.

Kim, M.J., Lee, C.K. and Jung, T., (2020). Exploring consumer behavior in virtual reality tourism using an
extended stimulus-organism-response model. Journal of Travel Research, 59(1), 69-89, https://doi.org/
10.1177/0047287518818915.

Kline, R. B. (2005). Principles and practice of structural equation modeling (2nd ed.). New York, NY: The
Guilford Press.

Li, Y., Liang, J., Huang, J., Yang, M., Li, R. and Bai H. (2022). Would You Accept Virtual Tourism? The Impact
of COVID-19 Risk Perception on Technology Acceptance from a Comparative Perspective.
Sustainability. 14(19):12693, https://doi.org/10.3390/su141912693.

Lim, W. M., Chin, M. W. C., Ee, Y. S,, Fung, C. Y., Giang, C. S., et al., (2022). What is at stake in a war? A
prospective evaluation of the Ukraine and Russia conflict for business and society. Global Business and
Organizational Excellence, 41(6), 23-36, https://doi.org/10.1002/joe.22162.

Mahrouse, G., (2016). War-Zone Tourism: Thinking Beyond Voyeurism and Danger. ACME: An International
Journal for Critical Geographies, 15(2), 330-345, [online] Available at: https://acme-
journal.org/index.php/acme/article/view/1304/1175.

17



Cactus Tourism Journal Vol. 5, No. 1 2023 New Series, Pages 7-19, ISSN 2247-3297

Manis, K. T. and Choi, D. (2019). The virtual reality hardware acceptance model (VR-HAM): Extending and
individuating the technology acceptance model (TAM) for virtual reality hardware. Journal of Business
Research, 100, 503-513, https://doi.org/10.1016/j.jbusres.2018.10.021.

Marasco, A. and Balbi, B. (2019). Designing Accessible Experiences for Heritage Visitors Through Virtual
Reality. E-Review of Tourism Research, 17(3), [online] Available at: https://ertr-ojs-
tamu.tdl.org/ertr/article/view/526.

Montoya, J. A. and Ruiz-Molina, M. E. (2019). Enhancing visitor experience with war heritage tourism through
information and communication technologies: evidence from Spanish Civil War museums and sites.
Journal of Heritage Tourism, 15(5), 500-510, https://doi.org/10.1080/1743873X.2019.1692853.

Morakabati, Y., Fletcher, J. and Beavis, J., (2017). State of play: the impact of geopolitical events on international
tourism in 2017. Travelzoo ITB Berlin.

Nisbett, M., (2007). The Impact of War on Iraq’s Cultural Heritage. Heritage at Risk Report 2002/2003, 113-127,
[online]  Awvailable at:  https://www.academia.edu/64338702/The_Impact_of War_on_lIrag_s_
Cultural_Heritage, [Accesed 01 March 2023].

Pizam, A. and Mansfeld, Y., (1996). Tourism, Crime, and International Security Issues. Chichester, UK: Wiley.

Reddy, M. V., Boyd, S. W. and Nica, M., (2020). Towards a post-conflict tourism recovery framework. Annals
of Tourism Research, 84:102940, https://doi.org/10.1016/j.annals.2020.102940.

Ringle, C., Sarstedt, M., Mitchell, R. and Gudergan, S. (2018). Partial least squares structural equation modeling
in HRM research. The International Journal of Human Resource Management. 31(12), 1-27,
https://doi.org/10.1080/09585192.2017.1416655.

Sarkady, D., Neuburger, L. and Egger, R., (2021). Virtual Reality as a Travel Substitution Tool During COVID-
19. Information and Communication Technologies in Tourism, 452-463, https://doi.org/10.1007/978-3-
030-65785-7_44.

Schaffer, V., Bec, A., Moyle, B.D. and Scott, N. (2018). VR technology gives new meaning to ‘holidaying at
home.” But is it really a substitute for travel? The conversation, [online] Available at:
https://theconversation.com/vr-technology-gives-new-meaning-to-holidaying-at-home-but-is-it-really-
a-substitute-for-travel-101258, [Accesed 01 April 2023].

Schiopu, A.F., Hornoiu, R.1., Padurean, M.A. and Nica, A., (2021). Virus tinged? Exploring the facets of virtual
reality use in tourism as a result of the COVID-19 pandemic. Telematics and Informatics, 60, 101575,
https://doi.org/10.1016/j.tele.2021.101575.

Schiopu, A.F., Hornoiu, R.1., Padurean, M.A. and Nica, A., (2022). Constrained and virtually traveling? Exploring
the effect of travel constraints on intention to use virtual reality in tourism, Technology in Society, 71:
102091, https://doi.org/10.1016/j.techsoc.2022.102091.

Shen, S., Xu, K., Sotiriadis, M. and Wang, Y. (2022). Exploring the factors influencing the adoption and usage of
Augmented Reality and Virtual Reality applications in tourism education within the context of
COVID-19 pandemic. Journal of Hospitality, Leisure, Sport & Tourism Education, 30, 100373.
https://doi.org/10.1016/j.jhlste.2022.100373.

Shao, D. and I-Jui, L. (2020). Acceptance and Influencing Factors of Social Virtual Reality in the Urban Elderly,
Sustainability, 12(22), 9345, https://doi.org/10.3390/su12229345.

Strange, C. and Kempa, M., (2003). Shades of Dark Tourism: Alcatraz and Robbin Island. Annals of Tourism
Research, 30(2), 386-405, https://doi.org/10.1016/S0160-7383(02)00102-0.

The Economist Intelligence Unit, (2022). How the war in Ukraine will affect tourism. Explore the prospects for
Europe’s travel sector in 2022, [online] Available at: https://www.eiu.com/n/campaigns/how-the-russia-
ukraine-war-will-affect-tourism/, [Accesed 01 April 2023].

Theodoru, D.R. and Schiopu, A.F., (2022). Customer perceptions about the hospitality industry during the COVID
19 pandemic. Cactus the Tourism Journal for Research, Education, Culture and Soul, 4(2), 9-18,
https://doi.org/10.24818/CTS/4/2022/2.01.

Tokel, S. T. and isler, V. (2013). Acceptance of Virtual Worlds as Learning Space. Innovations in education and
teaching international, 52(3), 1-11, https://doi.org/10.1080/14703297.2013.820139.

Venkatesh, V. and Davis, F.D., (2000). Theoretical extension of the technology acceptance model: four
longitudinal field studies. Management Science, 46(2), 186-204, https://jstor.org/stable/2634758.

18



Cactus Tourism Journal Vol. 5, No. 1 2023 New Series, Pages 7-19, ISSN 2247-3297

Venkatesh, V., Morris, M.G., Davis, G.B. and Davis, F.D., (2003). User acceptance of information technology:
Toward a unified view. MIS Quarterly, 27(3), 425-478, https://doi.org/10.2307/30036540.

Williams, N. L., Wassler, P. and Fedeli, G. (2023). Social Representations of War Tourism: A Case of Ukraine.
Journal of Travel Research, Vol. 62(4) 926-932, https://doi.org/10.1177/00472875221146797.

Yeh, S.-C. and Lin, P.-H. (2019). How motion-control influences a VR-supported technology for mental rotation
learning: from the perspectives of playfulness, gender difference and technology acceptance model.

International Journal of Human—Computer Interaction, 35(18), 1736-1746, https://doi.org/10.1080/
10447318.2019.1571784.

Yoon, Y. and Uysal, M. (2005). An examination of the effects of motivation and satisfaction on destination

loyalty: a structural model. Tourism Management, 26(1), 45-56., https://doi.org/10.1016/
j.tourman.2003.08.016.

Weaver, D., Tang, C., Shi, F., Huang, M.-F., Burns, K. and Sheng, A. (2018). Dark Tourism, Emotions, and
Postexperience Visitor Effects in a Sensitive Geopolitical Context: A Chinese Case Study. Journal of
Travel Research, 57(6), 824-838, https://doi.org/10.1177/0047287517720119I.

19



