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Abstract:

Focusing on two main elements—staff training and guest interaction—this Article History:

paper investigates the growing relevance of virtual reality (VR) in the hotel Received: 2024-06-04

sector. As the need for creative and interesting solutions keeps growing, Revised: 2024-07-02

virtual reality (VR) becomes a great tool for staff training in real-life Accepted: 2024-08-15
scenarios, including customer service, emergency response, and facilities

management. Simultaneously, hotels and resorts are using virtual reality to ] 1 [ssue 3 2024

provide possible guests interesting virtual tours of their rooms, amenities,
and surrounding attractions, so impacting their choice of booking. This
immersive technology also allows guests to better visualize their experience
before arrival, increasing engagement and trust. Using guest surveys, case
studies, and interviews with hotel managers, this paper uses a mixed-
method approach to assess the limits and efficacy of a VR application. Studies
indicate that hotel managers might use VR to improve guest satisfaction,
operational effectiveness, and service quality, while also enhancing staff
performance through simulated learning environments.
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INTRODUCTION

Adapting to new technology and customers' ever-changing demands, the hospitality business is
constantly changing. While companies search for quick, interesting ways for staff training and service
delivery, consumers in a world going more and more digital are seeking individualized and immersive
experiences. Virtual reality (VR) is a developing answer, as it replicates real-world surroundings and
interactions, providing both staff and customers with a dynamic, engaging experience.

Virtual reality has discovered various practical uses in the hospitality industry, including virtual
hotel tours and destination previews, as well as staff training modules that imitate high-pressure service
scenarios. These tools seek to raise visitor happiness, lower training expenses, and enhance
involvement. Early adopters of immersive technology might have a big advantage in operations and
brand image as industry competitiveness gets morefierce.

METHODS

This research makes use of a mixed-methods research methodology, which combines qualitative
and quantitative approaches to achieve a comprehensive knowledge of the ways in which virtual reality
(VR) technology affects the hotel business. To conduct a more detailed investigation into the research
problem, this design incorporates the qualities of both approaches. Creswell & Creswell (2018) asserted
that “A mixed methods approach provides a more complete understanding of research problems than
either approach alone” (p. 4). The researcher intends to triangulate the findings by integrating interview
data and survey results, thereby augmenting validity, reliability, and interpretative depth. The target
market comprises two primary groups: (1) hotel managers that have included VR technology in their
operations (including VR tours, virtual booking experiences, or immersive customer service), and (2)
customers who have engaged with these VR implementations. This study used a purposive sample
technique to choose people with substantial information. This non-probability sampling method
emphasizes the selection of individuals possessing direct experience and insight pertinent to the
phenomena being examined. Yin (2017) underscored the significance of this methodology, asserting,
“Purposeful sampling selects information-rich cases for in-depth study”.
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The inclusion criterion would necessitate that hotel management possess a minimum of six
months of experience with VR in their properties, while visitors must have engaged with VR elements
throughout their stay or booking process. Qualitative data will be obtained via semi-structured
interviews with hotel management. These interviews will examine participants' perceptions,
implementation techniques, perceived advantages and obstacles, and future intentions concerning VR
utilization. Interview questions will be unstructured to facilitate flexibility and depth. The interview
transcripts will undergo thematic analysis, a qualitative approach adept at discerning patterns and
themes within textual material. Braun and Clarke (2006) characterized this technique as “a method for
identifying, analyzing, and reporting patterns (themes) within data” (p. 79). Their six-phase
framework—data familiarization, coding, topic development, theme review, theme definition, and
reporting—ensures a methodical and rigorous methodology. We will simultaneously collect
quantifiable data by administering standardized surveys to hotel customers who have used VR services.
The survey will have closed-ended questions and Likert-scale items, addressing usability, satisfaction,
engagement, and behavioral intentions. The resultant data will undergo descriptive statistics (e.g.,
means, frequencies) to encapsulate patterns and inferential statistics (e.g. t-tests, correlation, or
regression analysis contingent upon data type and distribution) to investigate correlations between VR
usage and visitor experiences.

Ethical considerations are paramount to this research. Before data collection, the study will obtain
ethical approval from the relevant institutional review board. Informed consent will be secured from all
participants, guaranteeing their comprehensive understanding of the study's objectives, methodologies,
and their entitlement to withdraw at any moment. All information will be maintained confidentially and
securely stored in accordance with data protection regulations. Creswell & Creswell (2018) emphasized
that "respect for participants is paramount, and researchers must ensure confidentiality and voluntary
participation” (p. 88). Notwithstanding its sturdy design, the study recognizes specific limitations. The
use of purposive sampling and a possibly restricted number of hotels employing VR may constrain the
generalizability of the results to a wider population. Furthermore, there exists a potential for response
bias, especially in self-reported survey data from guests. Yin (2017) warned that “Every case study
design has its limitations, particularly regarding generalizability” (p. 42). However, using mixed
techniques aims to reduce these limitations by offering a complete and detailed understanding of how
VR is used in hospitality.

RESULT AND DISCUSSION

The findings of this research make it abundantly evident that Virtual Reality (VR) technology has
the potential to bring about a revolutionary change in the hospitality industry. Based on a combination
of qualitative interviews and quantitative survey responses, the research found that virtual reality (VR)
adoption in operational training and guest experience comes with significant benefits, is becoming more
accepted, and also has new problems. A notable discovery is the degree to which virtual reality has
transformed staff training dynamics. Hotel managers unanimously concurred that VR simulations have
facilitated staff interaction with real-life scenarios in a secure and reproducible setting. Using virtual
reality (VR) training courses, trainees were able to develop not just their technical abilities but also their
confidence and emotional resilience. Such skills included the ability to handle challenging guests and
respond to emergency evacuations. Managers observed that conventional PowerPoint training and role-
playing exercises, although beneficial, frequently do not equip personnel for high-pressure scenarios.
Conversely, VR scenarios provided immersive experiences that resulted in enhanced job performance
and a more rapid attainment of full productivity (Guttentag, 2010; Wei et al., 2019).

This efficacy is not solely anecdotal; it is evidenced by performance metrics. Numerous managers
have reported decreased onboarding durations and a reduction in service-related grievances from
departments utilising VR-enhanced training. Employees reported heightened engagement and support
during the training session. Trainees frequently observed that VR provided them the opportunity to
"experience prior to execution,"” rendering real encounters less daunting. The findings indicate that VR
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enhances the retention of service protocols, fosters consistency across locations, and increases
employee satisfaction—elements that may ultimately affect attrition rates and team cohesion.

The outcomes on the guest side are equally intriguing. Among the 100 hotel guests surveyed, 83%
reported that engaging in a virtual tour of the hotel or its nearby attractions significantly impacted their
booking choice. Seventy-six per percent indicated that the VR previews enhanced their confidence in
the quality and authenticity of the accommodation. The data suggests that VR is not merely an auxiliary
marketing instrument; it is crucial in mitigating buyer uncertainty and enhancing trust. One respondent
stated, “I did not merely observe images—I traversed the space virtually.” It appeared that I had
encountered that location before. This degree of immersion enhances emotional engagement prior to
the actual visit, generating anticipation and satisfaction at the beginning of the guest experience
(Bogicevic et al., 2017).

Notably, 67% of respondents indicated a willingness to upgrade their reservation after interacting
with VR features, especially when shown premium amenities or enhanced room types. This finding
underscores the commercial potential of VR as a sales enhancer. Hotels that implement VR improve
guest clarity and satisfaction and unlock opportunities to increase revenue through upselling. Additional
data showed that 71% of respondents found VR content to be more emotionally engaging than
traditional photos or videos, while 65% said they would choose a hotel offering VR previews over one
that did not (Tussyadiah et al., 2018).

Table 1. VR-Related Guest Feedback

VR-Related Guest Feedback Percentage (%)

VR positively influenced booking decision 83%
Felt more confident in hotel choice after VR

: 75%
preview
Willing to upgrade services after VR interaction 67%
Found VR experiences emotionally engaging 71%
Prefer hotels with VR over those without 65%

Notwithstanding the advantages, the research also identified some obstacles to comprehensive
VR adoption. The predominant obstacle cited was the expense associated with VR content creation and
gear, which remains comparatively elevated—especially for small to medium-sized enterprises.
Additional challenges encompassed the necessity for technical training for personnel, concerns about
maintaining devices, and the imperative to guarantee accessibility for visitors with varying degrees of
technological proficiency (Pantano et al., 2020). Certain managers expressed reservations about the
immediacy of the return on investment, particularly in light of the continually advancing landscape of
immersive technology. Conversely, some contended that the enduring benefits of enhanced training and
visitor interaction surpass the initial expenditure, especially in competitive metropolitan or resort
markets (Han et al., 2014).

Notably, several hotels have begun to advance VR applications even farther. In addition to
traditional applications in training and booking previews, virtual reality is currently being investigated
as a novel instrument for in-room entertainment, wellness, and therapeutic experiences. A premium
resort has reported utilizing VR-guided meditation, allowing guests to be virtually immersed in tranquil
settings like beaches, woodlands, or mountaintops. This immersion aims to enhance relaxation, alleviate
stress, and foster overall visitor well-being. These applications correspond with overarching trends in
wellness tourism, where emotional and mental revitalization are increasingly valued alongside physical
comfort (Pine & Gilmore, 2011). These innovative applications indicate that VR can substantially elevate
the emotional and psychological experience of guests throughout their stay. By providing sensory-rich,
soothing experiences, hotels may differentiate themselves as purveyors of holistic hospitality that
surpasses mere physical service. Furthermore, the application of VR in wellness corresponds with the
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observations of Tussyadiah et al. (2018), who indicated that immersive media enhance emotional
involvement and cognitive presence, consequently augmenting guest pleasure. Some resorts have
started including VR exercise programs, cultural storytelling, and immersive local tours, enabling guests
to connect with the hotel's surroundings without leaving their rooms. This method enhances
accessibility for visitors with mobility impairments while simultaneously strengthening a brand's
cultural identity through interactive storytelling (Jung et al, 2021). In post- pandemic hospitality
frameworks, such non-contact entertainment alternatives correspond with increased cleanliness and
privacy standards (Pantano et al., 2020). Collectively, these advancements present a persuasive case
for the strategic integration of virtual reality within the hotel industry. Virtual reality enhances internal
training procedures, strengthens brand representation through unique services, and cultivates
profound emotional connections that result in more bookings and improved client pleasure. Moreover,
these immersive experiences foster enduring guest loyalty by creating memorable and individualized
interactions, which are critical markers of repeat patronage and favorable word-of-mouth (Bogicevic et
al,, 2017). Despite the requirement for meticulous planning and substantial investment—especially in
content creation, equipment upkeep, and personnel training—evidence indicates that virtual reality is
poised to transition from a technological novelty to a defining characteristic of pioneering hospitality
brands. As technology becomes increasingly accessible and prevalent, its capacity to transform
hospitality into an experiential and emotionally impactful sector is expected to expand significantly.

CONCLUSION

Within the context of the hospitality industry, this research has investigated the revolutionary
application of virtual reality (VR), with a particular emphasis on the dual role that VR plays in enhancing
the training of staff members and the overall experience that guests have. Based on the findings, it is
clear that virtual reality is more than just a passing fad in the world of technology; it represents a
significant shift in the manner in which hotels enhance the quality of their services, optimize their
operations, and connect with their customers.

In staff training, VR has proven to be an exceptional tool for preparing employees in simulated,
real-world scenarios. This method enhances the ability to learn from mistakes, accelerates adaptation,
and guarantees consistent standards throughout different divisions. The captivating aspects of VR
enable individuals to develop interpersonal skills and crisis management techniques in a safe, controlled
setting. These enhancements lead to a more reliable service experience while simultaneously decreasing
staff turnover and enhancing readiness for intricate guest scenarios, thereby strengthening internal
efficiency and overall workplace satisfaction.

From the guest's viewpoint, virtual reality fosters a sense of trust, ignites excitement, and deepens
emotional engagement even before they set foot on the property. Those who engaged with VR previews
showed an increased likelihood of making bookings, improving their service offerings, and developing
a positive long-term perception of the brand. Virtual reality elevates the intangible aspects of ambience,
comfort, and culture into a vivid and engaging experience, significantly influencing decision-making
behaviors. The commercial potential of VR extends beyond pre-arrival engagement, offering remarkable
opportunities for upselling and standing out in a competitive marketplace.

On the other hand, the path toward the implementation of virtual reality technology is fraught
with various challenges. Real difficulties arise from the fact that substantial initial investments are
required, that content must be updated continuously, and that different levels of digital expertise are
required. Without the assistance of external support or partnerships, it may be difficult for smaller
establishments, in particular, to become accustomed to such technology. In addition, to validate the
incorporation of immersive tools, careful planning is required to take into account factors such as return
on investment (ROI) and maintenance.

We anticipate that these challenges will gradually become less of a problem in the future as
technology becomes more widely available and as tools for content creation continue to advance. This
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process is something that we are looking forward to. We are excited for this endeavor with great
anticipation. It is possible that, as technology continues to advance, independent and boutique hotels
will investigate virtual reality applications in ways that are both innovative and impactful. On the other
hand, it is anticipated that future developments in artificial intelligence (Al), haptic feedback, and real-
time interactivity will bring about an improvement in the immersive experience as well as the
introduction of novel levels of guest personalization.

In summary, virtual reality offers remarkable possibilities for revolutionizing the hospitality
sector. It elevates technology by cultivating exceptionally personal, immersive, and unforgettable
interactions. As hotels seek to stand out in a fiercely competitive environment, embracing VR could
transform from a simple perk into a vital necessity. Future research ought to delve into the enduring
effects on guest loyalty, conduct comparative cost-benefit analyses, and examine the integration of
cutting-edge technologies like augmented reality (AR) and Al-driven recommendation systems. By
engaging in this interdisciplinary exploration, we can unlock the complete potential of VR as a driving
force for sustainable hospitality innovation.
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