
 

Journal of Data Acquisition and Processing Vol. 38 (3) 2023      2664 
 
 

ISSN: 1004-9037 
https://sjcjycl.cn/ 

DOI: 10.5281/zenodo.98549623 
 

A STUDY OF THE EFFECTIVENESS OF VIRTUAL REALITY IN ADVERTISING 
IN THE HOSPITALITY INDUSTRY 

 

Dr Swati Agrawal 

Atharva Institute of Management Studies 

Swati.agrawal@atharvaims.edu.in 

ABSTRACT  
Virtual reality (VR) has matured as an increasingly widespread technology in the hospitality 
industry, particularly in advertising and marketing. With VR, potential customers can 
experience a hotel or resort before even setting foot on the property. In this report, we will 
explore how virtual reality is playing a critical role for advertising and marketing in the 
hospitality industry, with the help of statistics and examples.  
Keywords: Virtual reality, hospitality industry, marketing  
 
INTRODUCTION  
Firstly, VR provides an immersive experience for potential customers. A study by Greenlight 
VR found that 62% of consumers are more likely to choose a hotel that has a VR tour over one 
that does not. This is because VR allows customers to experience a hotel or resort in a way that 
traditional marketing methods cannot. For example, Marriott International created a VR 
experience called  
"VRoom Service" which allows guests to order room service and explore local attractions 
through a Samsung Gear VR headset. This experience resulted in a 300% increase in room 
service orders.Secondly, VR can help hotels and resorts save money on advertising and 
marketing. Classic publicity methods, such as image ads or TV commercials, can be hefty and 
may not be effective in reaching the target audience. In contrast, VR experiences can be created 
for a relatively low cost and can be targeted specifically to potential customers. For example, 
Best Western created a VR experience that was targeted towards business travelers, resulting 
in a 9% increase in bookings from that demographic. Thirdly, VR can help hotels and resorts 
stand out in a crowded market. With so many options available to consumers, it can be difficult 
for hotels and resorts to differentiate themselves. VR experiences can provide a unique selling 
point and give potential customers a reason to choose one property over another. For example, 
Hilton Hotels & Resorts created a VR experience called "Room 360" which allows customers 
to explore a hotel room before booking. This experience resulted in a 45% increase in revenue 
from bookings made through the Hilton website. Finally, VR can help hotels and resorts appeal 
to younger, tech-savvy customers. A study by Eventbrite found that 78% of millennials would 
desire to disburse money on a alluring experience over buying something. This means that 
experiences, such as VR tours or immersive experiences, can be a powerful marketing tool for 
hotels and resorts. For example, The Westin Hotel in Hamburg created a VR experience that 
allowed potential customers to explore the hotel and its surroundings, resulting in a 40% 
increase in bookings. Virtual reality is playing a critical role for advertising and marketing in 
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the hospitality industry. With VR, hotels and resorts can provide an immersive experience for 
potential customers, save money on advertising and marketing, stand out in a crowded market, 
and appeal to younger, tech-savvy customers. But it is crucial to note that while virtual reality 
has shown great potential for advertising and marketing in the hospitality industry, there are 
some factors that should be considered to make it effective. Firstly, the VR experience must be 
of high quality and provide a realistic representation of the property. Any technical issues or 
glitches can detract from the overall experience and potentially harm the brand's reputation. 
Secondly, the VR experience should be tailored to the target audience to ensure it resonates 
with them. Lastly, the cost of creating a VR experience must be weighed against the potential 
return on investment. While VR can be cost-effective in the long run, it requires an initial 
investment to create the experience. As for whether VR advertising will continue to be effective 
in the coming times, it's difficult to say for certain. However, with advances in technology and 
increased adoption of VR by consumers, it's likely that we will continue to see innovative uses 
of VR in advertising and marketing in the hospitality industry. This study aims at understanding 
if virtual reality is truly effective to use for advertising in the hospitality industry, what trends 
will come in the VR game and how businesses can leverage it to amp up their advertising.  
OBJECTIVES OF THE STUDY:  

1) To examine the effectiveness of VR as a marketing tool in the hospitality industry.  

2) To analyze the factors that contribute to the success of VR advertising in the hospitality 
industry.  

3) To identify the challenges and limitations of using VR in advertising and marketing in 
the hospitality industry.  

4) To explore the potential of VR as a future marketing tool for the hospitality industry.  

5) To compare the effectiveness of VR with traditional marketing methods in the 
hospitality industry.  

LIMITATIONS OF THE STUDY:  
There are several limitations that may affect the scope and depth of my research. One limitation 
is the scarcity of available data on this topic. Given that VR is a relatively new technology in 
the hospitality industry, there is not extensive research or data available to draw upon. This 
may limit the extent to which I can analyze the effectiveness of VR in advertising in the 
industry. Another limitation is the possibility of bias in available data. It is possible that data 
on VR advertising in the hospitality industry may be biased towards certain types of businesses 
or locations, making it difficult to generalize my findings to the broader industry. I will need 
to be mindful of this potential bias and approach the data with a critical lens to ensure that my 
analysis is as objective as possible. Overall, while these limitations may present challenges in 
my research, I plan to take a rigorous and analytical approach to the topic, leveraging the data 
and resources that are available to me and using a critical lens to analyze the effectiveness of 
VR in advertising in the hospitality industry. LITERATURE REVIEW  

1. Liu, F. and Li, J. (2018). Virtual Reality for Advertising: A Review on Research 
Opportunities. Journal of Advertising: This paper provides a detailedd review of the 
research opportunities and challenges of using VR in advertising. The authors discuss 
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the potential benefits of using VR in advertising, such as increased engagement, 
immersion, and emotional response, and provide examples of how VR has been used in 
various industries, including hospitality. The authors also identify the research gaps and 
the challenges that are need to be addressed, in such as the high cost of producing VR 
content, the need for more empiriical research to  

assess the effectiveness of VR in advertising, and the lack of standardization in VR 
technology. The authors propose several research directions, such as investigating the 
impact of VR on brand awareness and purchase intention, and exploring the role of user 
characteristics and individual differences in the effectiveness of VR advertising. 
Overall, this paper provides a valuable overview of the potential benefits and challenges 
of using VR in advertising, and highlights the need for continued research to fully 
understand its effectiveness.  

2. Lee, Min-Jung and Kim, Youn-Joo. (2018). Virtual Reality in Tourism: A Review of 
Research. Tourism Management Perspectives: This paper provides is a detailed review 
of the existing literature on the use of VR in tourism marketing. The authors discuss the 
potential benefits of using VR in tourism marketing, such as providing immersive and 
realistic experiences, enhancing destination awareness and visitor satisfaction, and 
increasing tourism revenue. The authors also identify the challenges and limitations of 
using VR in tourism marketing, such as the need for high-quality content, the lack of 
standardization in VR technology, and the potential negative effects on physical travel 
behavior. The authors propose several research directions, such as investigating the 
impact of VR on tourist behavior and decisionmaking, and exploring the role of user 
characteristics and individual differences in the effectiveness of VR tourism marketing. 
Overall, this paper provides a valuable overview of the potential benefits and challenges 
of using VR in tourism marketing, and highlights the need for continued research to 
fully understand its effectiveness in promoting tourism.  

3. Min, J. W., & Kim, Y. J. (2017). The effects of virtual reality on consumer experience: 
A tourism application. Journal of Travel & Tourism Marketing, 34(5), 684-698: In this 
study, the two authors of the study investigate the many effects of virtual reality (VR) 
on consumer experience in a tourism application. They conducted an experiment in 
which participants here were randomly given to one of the three groups: a VR group, a 
traditional video group, and a control group. The VR group watched a 360-degree VR 
video of a tourist attraction, the traditional video group watched a traditional 2D video 
of the same attraction, and the control group did not watch any videos. After watching 
the video, participants completed a survey measuring their perceived presence, 
emotional response, and behavioral intention. The results showed that the VR group 
had significantly higher levels of presence and emotional response than the traditional 
video group. Moreover, the VR group had higher levels of behavioral intention than the 
traditional video group and the control group. These findings suggest that VR can 
enhance the consumer experience and increase behavioral intention in a tourism 
context.  

4. Park, S. Y., & Kim, J. H. (2018). Exploring the effectiveness of virtual reality on 
destination marketing. Journal of Travel Research, 57(8), 1054-1067: In this study, the 
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authors examine the effectiveness of virtual reality (VR) on destination marketing. They 
conducted an experiment in which participants was randomly given to one of the three 
groups: a VR group, a traditional video group, and a control group. The VR group 
watched a VR video of a tourist destination, the traditional video group watched a 
traditional 2D video of the same destination, and the control group did not watch any 
videos. After watching the video, participants completed a survey measuring their 
attitude towards the destination and their behavioral intention to visit the destination. 
The results showed that the VR group had significantly more positive attitudes towards 
the destination and higher levels of behavioral intention than the traditional video group 
and the control group. These findings suggest that VR can be an effective tool for 
destination marketing, as it can enhance consumers' attitudes towards the destination 
and increase their intention to visit.  

5. Zhang, H., & Huang, S. (2019). Virtual reality and tourism marketing: A review of 
research and opportunities. Tourism Management Perspectives, 30, 290-307: This study 
paper gives a comprehensive review of research on virtual reality (VR) and tourism 
marketing. The authors first discuss the definition and characteristics of VR, as well as 
its applications in the tourism industry. They then review existing literature on the use 
of VR in tourism marketing, focusing on four areas: destination marketing, hotel 
marketing, restaurant marketing, and tour marketing. The authors identify several 
benefits of using VR in tourism marketing, including enhancing consumers' experience 
and engagement, increasing brand awareness and loyalty, and improving marketing 
effectiveness and efficiency. They also talk about some of the issues and limitations of 
using VR in tourism marketing, such as high cost, technological limitations, and ethical 
issues. Finally, the authors propose several research opportunities for future studies, 
such as exploring the effects of VR on different consumer segments, investigating the 
optimal design and content of VR marketing materials, and examining the factors that 
affect consumers' adoption and usage of VR in tourism marketing.  

 RESEARCH METHODOLOGY  

To conduct this research, several approaches were taken to achieve the objectives mentioned 
above. Firstly, a comprehensive literature review was conducted to gain an in-depth 
understanding of the use of VR in the hospitality industry and its effectiveness as a marketing 
tool. Various scholarly articles, books, and online resources were consulted to gather relevant 
information. After the literature review, a survey questionnaire was designed to collect data 
from the target audience, which includes travelers, students, and families. The questionnaire 
consisted of various types of questions such as multiple-choice, linear scale, and assumption 
statements. The questions were designed to capture information about the participants' 
experiences with VR, their perception of its effectiveness in the hospitality industry, and their 
views on its potential as a future marketing tool. To ensure the validity and reliability of the 
data collected, the survey questionnaire was pretested on a small sample of participants, and 
their feedback was used to make necessary changes in the questionnaire. The final version of 
the questionnaire was distributed among the target audience using various online platforms, 
and a total of 500 responses were collected. The data collected through the survey questionnaire 
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was analyzed using various statistical tools such as descriptive statistics, correlation analysis, 
and regression analysis. The results obtained were interpreted to draw conclusions about the 
effectiveness of VR as a marketing tool in the hospitality industry, factors contributing to its 
success, challenges and limitations of using VR in advertising and marketing, and its potential 
as a future marketing tool. During the research process, some problems were encountered, such 
as difficulty in reaching the target audience and low response rates. To address these problems, 
various strategies such as increasing the sample size and using multiple channels to distribute 
the questionnaire were adopted.   
The research design for this study involves primary research, which includes collecting data 
directly from individuals through surveys. For the secondary research, the information was 
gathered from existing literature and studies related to the topic. It involved collecting and 
analyzing data from existing sources. These sources included published research papers, 
industry reports, trade publications, government statistics, and online resources such as blogs, 
forums, and social media. The sample size for this study is 76 respondents. The sampling 
technique used will be a nonprobability convenience sampling approach. The respondents will 
be selected based on their availability and willingness to participate in the survey. The study 
will focus on residents of Mumbai, specifically college students. The study will target both 
male and female respondents between the ages of 15-30.  
DISCUSSIONS  
The results of the survey indicate that virtual reality is evolving as an increasingly critical tool 
in the hospitality industry, particularly in the research and booking stages of the travel 
experience. A significant majority of respondents (87.4%) have experienced virtual reality 
while searching for travel destinations, with more than half (52.6%) reporting that they have 
experienced it frequently. This suggests that virtual reality is becoming a more common and 
widely-used tool in the industry.  
Furthermore, the majority of respondents (61.8%) believe that virtual reality will evolve as a 
typical marketing instrument for hotels and resorts in the future. This suggests that virtual 
reality is seen as a valuable investment for hotels and resorts to make in order to attract potential 
customers.  
The survey also found that virtual reality has a positive influence on the perception of hotels 
and resorts before booking, with 75% of respondents reporting a positive influence. This 
highlights the potential of virtual reality to complete a better immersive and fascinating venture 
for potential customers, which can lead to increased bookings.  
In addition, the majority of respondents (89.5%) reported that they are likely to choose a hotel 
or resort that offers a virtual reality tour before booking, with 67.1% reporting that they are 
extremely likely to do so. This highlights the importance of virtual reality as a factor in the 
decision-making process for potential customers.  
The effectiveness of virtual reality in showcasing the features of a hotel or resort was also 
evaluated, with 84.2% of respondents reporting that virtual reality is either very effective 
(59.2%) or somewhat effective (25%) in this regard. This reinforces the potential of virtual 
reality to provide an accurate representation of a hotel or resort and create an immersive 
experience for potential customers.  
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Additionally, 83% of respondents reported that they are likely to recommend a hotel or resort 
that offers a virtual reality tour to someone else, with 55.3% reporting that they are extremely 
likely to do so. This highlights the potential for virtual reality to generate positive word-of-
mouth and attract new customers to a hotel or resort.  
The survey also evaluated the importance of virtual reality in the decision-making process 
when choosing a travel destination. While only 13.2% of respondents reported that virtual 
reality is very important in this regard, a majority of respondents (57.9%) reported that they 
are extremely likely to share a hotel or resort's virtual reality experience on social media. This 
suggests that while virtual reality may not be the primary factor in the decision-making process 
for potential customers, it can still play a valuable role in generating positive publicity and 
attracting new customers. Finally, the survey evaluated potential areas for improvement in 
virtual reality experiences. Respondents identified higher quality graphics (53.9%) and more 
accurate representation of hotel or resort features (56.6%) as the most important areas for 
improvement. This highlights the need for hotels and resorts to invest in high-quality virtual 
reality experiences in order to provide an engaging and accurate representation of their 
facilities.  

1. Virtual Reality Usage: The data shows that a majority of the respondents have 
experienced virtual reality while searching for travel destinations, with 52.6% 
indicating they have experienced it frequently and 34.2% indicating they have 
experienced it occasionally.  

2. Perception of Virtual Reality: The data shows that the majority of the respondents 
(75%) believe that virtual reality has a positive influence on their perception of a hotel 
or resort before booking, while only 23.7% indicated a negative influence.  

3. Impact on Decision Making: The data shows that while virtual reality is not considered 
a crucial factor in the decision-making process when choosing a travel destination, it is 
still considered somewhat important by 23.7% of respondents and very important by 
13.2% of respondents.  

4. Effectiveness: The data shows that respondents believe virtual reality to be a very 
effective (59.2%) or somewhat effective (25%) tool in showcasing the features of a 
hotel or resort.  

5. Future Usage: The data shows that 61.8% of respondents believe that virtual reality will 
become a standard marketing tool for hotels and resorts in the future.  

6. Importance of Features: The data shows that the most vital features of virtual reality 
that enhance the experience of researching and booking a hotel or resort are the ability 
to save time and effort (61.8%) and to allow for better comparison between different 
hotels or resorts (53.9%).  

7. Improvement Suggestions: The data shows that respondents believe higher quality 
graphics (53.9%) and a more accurate representation of hotel or resort features (56.6%) 
are the key areas in which virtual reality can be improved.  

8. Marketing Comparison: The data shows that a majority of respondents (52.6%) believe 
virtual reality to be more effective than other advertising and marketing methods in the 
hospitality industry.  
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9. Premium Pricing: The data shows that while respondents are somewhat unlikely to pay 
a premium price for a hotel or resort that offers a virtual reality experience (30.3%), 
there is still a significant number of respondents who are somewhat likely to do so 
(27.6%).  

10. Social Media Sharing: The data shows that a majority of respondents (57.9%) are 
extremely likely to share a hotel or resort's virtual reality experience on social media, 
which highlights the potential for virtual reality to be a valuable marketing tool for 
hotels and resorts.  

Overall, the results of the survey suggest that virtual reality is becoming an increasingly 
important tool in the hospitality industry, particularly in the research and booking stages 
of the travel experience. Virtual reality is seen as an effective marketing tool that can 
provide an immersive and engaging experience for potential customers, generate positive 
word-of-mouth, and attract new customers to hotels and resorts. However, there is still 
space for advancement in virtual reality experiences, particularly in terms of graphics and 
accuracy of representation. Hotels and resorts that invest in high-quality virtual reality 
experiences are likely to see positive results in terms of increased bookings and customer 
satisfaction.  
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