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Appendix A. A non-exhaustive list of recent relevant articles on VR in tourism (sorted alphabetically by author)
	Source
	Context
	Objectives
	Theory and variables
	Main findings

	Alyahya and McLean (2022).
	Tourism, VR.
	Understand: the role of VR in consumers’ attitudes towards a tourist destination; the influence of different levels of sensory information presented through VR experiences on the development of mental imagery, attitudes and visit intentions.
	Presence theory.
Variables: Cognitive processing of mental imagery, quality of mental imagery, sense of presence, attitude towards the destination, visit intention, sensory rich VR experience.
	VR enhances previously held consumer attitudes towards a tourist destination.
VR has a greater positive effect on attitudes towards a destination in comparison to a less immersive technology.
Different levels of sensory information in VR experiences result in significant differences in mental imagery, sense of presence, attitudes and visit intentions.

	Bogicevic et al. (2019).
	Tourism, VR.
	Examine the effectiveness of VR, compared with 360° web-based tours and static images, for inducing mental imagery, sense of presence and brand experience.
	Literature on tourism consumer behaviour, brand experience and sense of presence theory.
Variables: Preview interactivity, mental imagery, sense of presence, tourism brand experience.
	VR preview induces higher elaboration of mental imagery about the experience and a stronger sense of presence compared to both the 360° preview and images preview, thereby translating into an enhanced brand experience.

	Fan et al. (2022).
	Tourism, VR & AR.
	Proposes a meta-analytic framework to determine the core attributes and general theoretical operating mechanism of AR/VR technologies in the enhancement of tourism experiences.
	Meta-analysis.
	Presence was identified as the core feature of AR/VR in tourism.
Sense of presence has varied effects on the  tourism experience, both directly and indirectly, through the mediators of value perception and psychological response.
Simulation type and social interaction positively moderated the effects of presence on the tourism experience; prior visits had a negative moderating effect.

	Flavián et al. (2021). 
	Tourism, VR.
	Analyses the impact of technological embodiment on potential guests’ emotional reactions and engagement in the context of a hotel-based virtual reality experience.
	Theory of technological mediation.
Variables: Technological embodiment, emotional reactions, psychological engagement, behavioural engagement.
	VR devices evoke more positive emotional reactions and higher levels of psychological and behavioural engagement than do desktop computers and mobile phones.
Emotions and psychological engagement mediate the impact of embodied VR devices on behavioural engagement.

	Griffin et al. (2023).
	Tourism, VR.
	Compares the impact of destination marketing content presented via VR with other technology-based media; provides a comparison between different VR material styles.
	Destination image literature.
Variables: Destination image, advertising effectiveness (effectiveness, mental imagery), behavioural intentions (sharing ad info; seeking further destination info; recommending the destination; visiting in next 5 years).
	More active VR content largely outperformed other media formats, but with a more passive style of VR these benefits were mostly muted.

	Jorge et al. (2023).
	Tourism, VR.
	Investigates potential tourists’ behaviour regarding visiting and recommending a destination based on an image formed from viewing virtual reality (VR), including motivations for travel and place attachment.
	Theory of push and pull factors.
Variables: Pull motivations, push motivations, cognitive image, affective image, overall image, place dependence, place identity, visit intention, recommendation intention.
	Motivations for travel (push and pull factors) positively influence destination image (cognitive and affective dimensions, respectively).
Cognitive and affective dimensions of destination image influence place dependence and place identity. 
Place dependence and place identity positively influenced intention to visit, but not intention to recommend the destination.

	Kim et al. (2020).
	Tourism, VR.
	Examines authentic experience as a stimulus, cognitive and affective response as an organism, attachment to VR tourism experiences as a response, and behavioural intentions as a response among potential tourists.
	Stimulus-organism-response (SOR) theory.
Variables: Authentic experience, cognitive response, affective response (enjoyment, emotional involvement, flow state), attachment to VR, visit intention.
	Cognitive and affective responses are significant mediators in predicting attachment and visit intention.
Cognitive response had a stronger influence than did affective response on visit intentions.

	Liu and Huang (2023).
	Tourism, VR.
	Explores how virtual reality video stimulation (arousal) elicited user flow experience and subsequent satisfaction. 
	Stimulus-organism-response (SOR) theory.
Variables: VR tour video stimulation, focused attention, enjoyment, control, time distortion, satisfaction.
	User satisfaction is influenced by enjoyment and control; enjoyment partially mediates the effects of self-reported arousal and respiration rate on satisfaction; self-reported arousal (heart rate) exhibited a greater influence on enjoyment (time distortion) across two groups (weak versus strong stimulation).

	Martínez-Molés et al. (2022). 
	Tourism, VR.
	Compares how media technologies (i.e. VR and standard websites) and users’ gender influence the ways in which tourists gather pre-purchase information.
	Theory of consumer learning.
Variables: Media richness, interactivity, presence (self-presence, possible actions), enjoyment, product knowledge, brand attitude, purchase intention.
	Central role of sense  of presence, which, in turn, positively impacts on users’ enjoyment and aspects of consumer learning (i.e. brand attitude, product knowledge and purchase intention).
Compared with standard websites, VR facilitated the tourists’ learning as consumers, especially among women.

	McLean and Barhorst (2022). 
	Tourism, VR.
	Addresses VR’s ability to influence tourism consumers’ attitudes and behavioural intentions during the pre-purchase and post-purchase phases of their purchase journeys across three hotel preview styles (VR immersive headsets, 360° VR tour and a static image website).
	Presence theory and immersion.
Variables: a) Pre-purchase phase: authentic experience, cognitive processing of mental imagery, quality of mental imagery, immersion in experience, learning, visit intention; b) Post-purchase phase: authentic experience, cognitive processing of mental imagery, quality of mental imagery, satisfaction with actual hotel appearance, revisit intention.
	Positive role of VR on learning about the hotel and visit intentions.
VR plays a significant role in managing tourism consumers’ expectations through providing an authentic experience and stimulating the development of detailed mental imagery prior to their visits.

	Mou et al. (2024).
	Tourism, VR.
	Explores whether VR immersion can significantly improve customers’ perceptions of authenticity (thereby enhancing the customer experience).
	Theory of cross-sensory compensation.
Variables: VR immersion, perception of authenticity, customer experience, social interaction, cross sensory compensation.
	VR immersion has a significant positive impact on perception of authenticity, which in turn acts on customers’ virtual tourism experiences.
Cross-sensory compensation has a positive effect on VR immersion in terms of enhancing customers’ perceptions of authenticity.

	Rather et al. (2024). 
	Tourism, VR.
	Explores the impact of tourists’ VR involvement and VR identification on their VR-based brand engagement, and its ensuing effect on their VR-based brand cocreation and brand loyalty intent.
	Uses-and-gratifications-informed model.
Variables: VR involvement, VR identification, VR-based brand engagement, VR-based brand cocreation, brand loyalty intention, technology readiness.
	VR-based brand engagement has a mediating role; tourists’ technology readiness has a moderating role in the association of VR-based brand engagement, on the one hand, and VR-based brand cocreation and brand loyalty intention on the other.

	Wei et al. (2019).
	Tourism, VR.
	Explores the effectiveness of VR technology applications in enhancing theme park visitors' experiences and behaviours.
	Presence perspective and a process theory.
Variables: Functional quality, experiential quality, VR presence, overall satisfaction, intention to revisit, intention to recommend.
	Positive impacts of sense of VR presence on visitors' overall theme park experience and intentions to revisit and recommend.

	Wei et al. (2023).
	Tourism, VR.
	Examines how gamification can improve the VR tourism experience through reducing tourism fatigue.
	Flow theory and optimal-arousal theory.
Variables: Gamification, tourism fatigue, tourism satisfaction.
	Tourists are more satisfied with a gamified, rather than non-gamified, VR tourism experience; motivational fatigue plays a mediating role between gamification and tourism satisfaction.
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