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Abstract—Tourism in the new normal era, after the COVID-
19 pandemic, has undergone many changes, especially from the
attitudes and habits of tourists who are accustomed to
digitalization. Virtual tourism has a huge potential to
complement conventional tourism to help tourism sector recover
from its loss due to the pandemic. This study aims to investigate
the intention to adopt virtual tourism technology in Indonesia by
integrating Technology Acceptance Model (TAM) and
Technology Readiness Index (TRI). Data were collected through
online survey with total 456 users of virtual tourism participated.
The structural equation model (SEM) was used to test the
hypothetical relationships between variables. Results showed that
optimism has a positive relationship to TAM indicators, while
discomfort has no significant effect at all. Perceived ease of use
was found to positively affect perceived usefulness, and both
TAM variables were found to have positive impact on the
intention to adopt virtual tourism technology. Developers of
virtual tourism technology needs to create a better user
experience and more targeted marketing effort are needed to
eliminate the discomfort in using the technology.

Keywords—virtual tourism, technology acceptance model,
technology readiness index, COVID-19

1. INTRODUCTION

The COVID-19 pandemic which has occurred all over the
world has shifted the way people live, due to many regulations
made by global organizations or countries’ leaders to prevent
the spread of the virus and reduce the transmission rate [1]. The
outdoor activities have been restricted, even banned in some
countries, social distancing was applied in public spaces,
schools and offices were closed, people were required to wear
mask whenever they were out of their homes, and travelling
were also restricted [1], [2]. Many business sectors are affected
by this situation, but one of the most affected is tourism [3].
Considering its important role as an income generator for a
country, and its huge impact on labor absorption, many
countries are now paying great attention to help this sector
recover [3]-[6].

Digitalization is one of the most effective ways that has
helped other industries survive, since people are becoming
more familiar with anything digital during the pandemic [7],

© The Author(s) 2022

[8]. In Indonesian tourism sector, the Ministry of Tourism and
Creative Economy makes digital tourism as its strategic plan
within 2020 to 2024 [9], [10]. Many literatures mentioned the
development of virtual tourism technology as one of the
innovative steps to create a digital tourism environment [11]—
[14]. Virtual tourism is a technology that allows users to feel
the sensation of real tourism through a smartphone or PC
screen, without really having to be in the tourism destination
[15]. The use of virtual tourism continued to rise during the
COVID-19 pandemic as it was proven as a safer alternative to
conventional travel [13]. However, its use is more popular in
developed countries compared to developing ones like
Indonesia [2]. The adoption of virtual tourism technology in
Indonesia needs further investigation considering how crucial
and bad the impact felt by Indonesian tourism sector.

As many as 12.74 billion people are working in tourism
sector in Indonesia [6]. In 2020, during the COVID-19
pandemic, approximately 62 million jobs in tourism sector lost
[16]. The drastic decrease in the number of tourists’ visit also
caused significant loss for the country. In 2020, the number of
tourists’ visit decreased by 75% from 16 million people in
2019 to 4 million, and even lower to 1.5 million in 2021 [17].
This phenomenon shows a serious impact the COVID-19
pandemic has on Indonesian tourism. Immediate action is
needed to help this sector recover, but in the future,
unpredictable situation could happen, and the impact might or
might not be worse. Many believe that virtual tourism would
help the tourism sector to not only recover from this pandemic,
but also survive in the long run and become more resilient to
face any other unfavorable circumstances, or in other word,
sustain [1], [18].

Although virtual tourism has been developed for quite some
time, in Indonesia, this technology is still relatively new [19].
To understand about the reason behind the acceptance and
adoption of a new technology, technology acceptance model
(TAM) has been the most frequently used model [20], [21],
even some that discussed virtual tourism as its main object [1],
[22]. Another concept that could also be used, given the fact
that the popularity of virtual tourism is still low in Indonesia, is
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the technology readiness index (TRI) [23], [24]. Previous
studies have shown that TRI is proven to be a strong predictor
related to behavioral intention when it comes to technology,
and it takes into account the individual differences where
people could have two type of emotions, positive and negative
[8], [25][23], [26]. Both TAM and TRI could be used to
investigate the motives behind the adoption of virtual tourism,
especially in the new normal era.

II. LITERATURE REVIEW

A. Virtual tourism

Virtual tourism is a new way to travel in the form of virtual
simulation, where the set-up of the location is made digitally by
the compilation of edited images in videos, using technology
such as virtual reality, augmented reality, 350-degree video,
and holograms [2], [3]. By using virtual tourism technology,
people would have the privilege to experience the sensation of
desired places without having to be in that place physically
[27]. The use of virtual tourism would help tourism business
recover, due to its ability to engage with potential consumer (in
this case, potential tourist) and affect their intention to do the
on-site-visit in the future [28]. Moreover, virtual tourism also
contributes to sustainable tourism [1]. People who choose
virtual tourism over the conventional tourism would eliminate
the number of travels, making less people transporting from
one place to the other. Transportation, shopping place and
items, and restaurants are among the global greenhouse gas
emissions’ contributors [29]. This makes virtual tourism an
interesting and important topic to be studied further.

B. Technology Readiness Index (TRI)

TRI was originally developed by [23] in 2000, and later
updated into the TRI 2.0 in 2015 [24]. This concept was
commonly used to understand the readiness of people to adopt
cutting-edge technology, by taking into account individual
differences, and also relevant to the marketing context [23],
[30]. Most studies used the four dimensions of TRI: optimism,
innovativeness, discomfort, and insecurity [8], [24]. However,
some scholars believed that when the four dimensions are used
together, their total score might not be optimal to predict the
behavior of people [1]. Considering the aim of this study, only
two dimensions will be used, each will represent the two
individual emotions highlighted in TRI, optimism will
represent positive emotion, and discomfort will represent
positive emotion towards a technology.

In TRI context, optimism refers to a positive attitude
towards a certain technology, where optimist think that
technology can improve their flexibility and efficiency [31].
Previous studies have found that optimism has a positive and
significant impact on perceived ease-of-use and perceived
usefulness [8]. When a person is more optimist about a
technology, he/she will find that technology to be useful and
easy to be used.

H1: Optimism positively affects perceived usefulness.

H2: Optimism positively affects perceived ease-of-use.

On the other hand, discomfort is a negative feeling, when a
person feels of being pressured by a technology and think they
have lack of control over that certain technology [23], [24].
Inconsistent results are found relating the impact of discomfort
on both perceived usefulness and perceived ease-of-use. While
some found that there was a negative influence of dicomfort on
perceived usefulness and perceived ease-of-use [32], [33],
other found there was no impact at all [1]. However, we
believe that when one feels more discomfort towards using a
technology, they will perceive that technology to be useless
and hard-to use. Hence, the hypotheses are developed as
follows:

H3: Discomfort negatively affects perceived usefulness.
H4: Discomfort negatively affects perceived ease-of-use.

C. Technology acceptance model (TAM)

TAM was developed in 1989 by [21] to explain the factors
affecting people’s acceptance of a new technology or system.
Almost all studies that tries to understand the intention to adopt
a technology or system used TAM, such as for social media,
mobile games, electronic payment, electronic transportation
system, online tourism booking, and even virtual tourism [1],
[8], [34]-[36]. In TAM, it is believed that the behavioral
intention of people to accept or adopt a technology or system is
influenced by people internal beliefs, which are their perceived
usefulness and perceived ease-of-use [21]. When a person
perceives a technology or system as easy the use, the more they
will think that technology or system is useful, then the more
they will have the intention to adopt the technology or system
[18], [37]. Therefore, the hypotheses are developed as follows:

HS5: Perceived ease-of-use positively affects
usefulness.

perceived

H6: Perceived usefulness positively affects intention to adopt.
H7: Perceived ease-of-use positively affects intention to adopt.

The conceptual model of current study shown in Figure 1 is the
summary of literature review and hypotheses development.

Intention to
Adopt

Perceived
usefulness

o

Perceived
ease-of-use

Fig. 1. Conceptual Model

III. RESEARCHMETHOD

Data collection was done by distributing online
questionnaires. The questions were adapted and modified based
on previous research that had analyzed the constructs used in
current study. In measuring the TRI variable, two out of four
technology readiness index instruments were used: optimism
was represented by five indicators, and discomfort uses four
indicators [1], [24], [30]. Then, TAM is represented by two
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variables, namely perceived usefulness using three indicators,
and perceived ease-of-use using five indicators [21], [38].
Finally, the measurement of usage intention used three
indicators [1], [38]. The first part of the questionnaire is a
statement that respondents are willing to take this survey. The
second part covers the socio-demographic characteristics of the
respondents. The following sections include statements
regarding the research variables. All statement items were
measured on a Likert scale of 1 to 5, where 1 means strongly
disagree and 5 strongly agree. The pilot test was carried out by
conducting a trial of 30 respondents to ensure that the
questionnaire questions were not ambiguous and that there
were no technical errors that might hinder data collection. No
significant changes were made to the questionnaire. Samples
were taken from users of virtual tourism technology in
Indonesia during the new normal era with a total of 456
respondents. After obtaining survey data, the influence
between variables was analyzed using the data analysis
technique of partial least squares-structural equation modeling
(PLS-SEM) [39]. A two-steps approach was conducted by
testing the measurement and structural model. Measurement
model was analyzed to examine the validity and reliability of
the model constructs, while to test the hypotheses developed,
the structural model testing was done [40].

IV. RESULT

A. Respondent Charachteristic

The respondent of this study is dominated by young and
educated people, as shown in Table I. This is in line with
previous study that also discusses the adoption of technology
such as virtual reality [37] and virtual tourism [18].

TABLE 1. CHARACTERISTIC OF THE RESPONDENT

Sociodemographic Variable Frequency Percentage
Gender:
Male 185 41%
Female 271 59%
Age group:
17-24 years old 215 47%
25-34 years old 218 48%
35-44 years old 19 4%
Above 44 years old 4 1%
Education:
Highschool or less 201 44%
Undergraduate or diploma 247 54%
Postgraduate 8 2%
Income per month (on IDR):
<2.000.000 202 44%
2.000.000 — 3.999.999 155 34%
4.000.000 — 5.999.999 90 20%
6.000.000 — 7.999.999 2 0%
>=8.000.000 7 2%

B. Measurement Model Test

The assessment of measurement model was the first step of
analysis that has to be conducted to ensure that the constructs
used in current study’s model is valid and reliable [39]. To
check the convergent validity and reliability, the value of
loading factor must meet the minimum requirement of 0.6,

Cronbach’Alpha (CRA) of 0.7, and composite reliability (CR)
and average variance extracted (AVE) of 0.7 and 0.5
respectively [40]. Table II shows that the requirements for
convergent validity and reliability are met. Furthermore,
HTMT was used to assess discriminant validity. As shown in
Table III, the discriminant validity requirements between
constructs were met because there was no HTMT value higher
than 0.9 [41]. To conclude, all constructs used in this study is
considered as valid and reliable, therefore the next step could
be conducted.

TABLE II. RESULT OF THE MEASUREMENT MODEL

Construct/Item Loading | CRA CR AVE

Optimism 0.862  0.900 0.642
VT technology provides freedom to
be mobile

VT technology provides
control of life

VT technology increases productivity
in personal life

VT technology makes it more
efficient in getting work done

VT that uses the latest technology is

more comfortable to use

0.808
greater 0.799
0.779
0.812

0.808

Discomfort 0.757 0.828  0.550
Call centres for virtual tourism are
generally not helpful because they
don't explain in language or terms
that I understand

There are no manuals/instructions for
using high-tech virtual tourism
technology  written in  simple
language

I feel ashamed when I face a problem
in using VT technology and people
notice

My friends know more about the

newer VT technology than I do

0.634

0.658

0.773

0.875

Perceived usefulness 0.872 0921 0.795
Using VT technology makes it easier
for me to travel in the new normal
era

I feel that VT technology is useful to
travel

VT technology saves my time

0.897

0.893

0.886

Perceived ease of use 0919 0939 0.755
I can easily learn how to use VT
technology

I can easily become a pro in using
VT technology

I feel that virtual tourism technology
is easy to use

I feel that VT technology is flexible
to use

My interactions with VT technology
are clear and can be easily

understood

0.877

0.867

0.889

0.878

0.832

Intention to Adopt 0.779  0.865 0.681
T assumed I was to have the access to
use VT technology, then I will use it
compared to do a real physical
visitation

I will continue to use VT technology
in the new normal era and after

I intend to use VT technology

services when there is an opportunity

0.751

0.862

0.859
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TABLE III. RESULT OF DISCRIMINANT VALIDITY
HTMT OPT DIS PUS PEU INT
Ratio
OPT
DIS 0.240
PUS 0.631 0.142
PEU 0.541 0.101 0.664
INT 0.534 0.299 0.431 0.467

C. Structural Model Test

To test the structural model and hypotheses, this study uses
SmartPLS 3.0. In testing the structural model, this study uses a
bootstrap procedure with 5,000 iterations to assess the
statistical significance of the weights of construct indicators
and path coefficients [42]. Before testing the hypothesis, an
assessment of the quality of the model is carried out. R?
measures the proportion of variation in the dependent variable
that is explained by the independent variable [40]. The R?
value for perceived usefulness is 0.447 (44.7%), perceived
ease of use is 0.237 (23.7%), and for intention to adopt is
0.205 (20.5%). According to [39], this shows that all of these
variables are influenced by their own independent variables
with small to moderate power. In addition to R?, O? also plays
a role as another important indicator to assess the goodness of
the proposed model. O? for all dependent variables has a value
greater than zero (perceived usefulness = 0.332, perceived
ease of use = 0.166, and intention to adopt = 0.121), which
means it has an acceptable predictive power [39], [40]. In
conclusion, both R? and O shows that the quality of the model
taken from this study is good.

The last step is to evaluate the result of hypotheses testing,
as shown in Table IV. In general, almost all hypotheses are
accepted, except for H3 and H4. Optimism positively affects
perceived usefulness (f: 0.338, p<0.001) and perceived ease of
use (B: 0.488, p<0.001), showing H1 and H2 are accepted.
Discomfort does not have any impact on perceived usefulness
(p>0.05) and perceived ease of use (p>0.05), or in other words
H3 and H4 are rejected. Perceived ease of use shows a
positive relationship with perceived usefulness (5: 0.205,
p<0.01), H5 is accepted. And last, both perceived usefulness
(B: 0.430, p<0.001) and perceived ease of use (f: 0.299,
p<0.001) have a significant and positive effect on intention to
adopt the virtual tourism technology. H6 and H7 are accepted.

TABLE IV. RESULT OF HYPOTHESES TESTING
Hypotheses/Relationship B T value Conclusion
HI1: OPT -> PUS 0.338 7.077*%* Accepted
H2: OPT -> PEU 0.488 9.073%** Accepted
H3: DIS -> PUS 0.024 0.592 Rejected
H4: DIS -> PEU -0.004 0.081 Rejected
H5: PEU -> PUS 0.205 2.926%** Accepted
H6: PUS -> INT 0.430 9.116%** Accepted
H7: PEU -> INT 0.299 4.387*** Accepted

Table note: ***p value<0.001, **p value<0.01 (one-tailed test)

V. DISCUSSION

This study shows that the combination of TAM and TRI is
able to predict the adoption interest of virtual tourism
technology during the new normal. This is in line with
previous research conducted by (yang et al, lin et al 2007),
where they used TAM and TRI because both complement
each other's shortcomings. TAM is used to predict the
acceptance of a technology so that it is general and system-
specific, while TRI is more personal because it describes the
acceptance of a technology by involving the emotional
tendencies of the individual.

The technology readiness indicators used in this study
represent positive (optimism) and negative (discomfort)
tendencies. The results of a series of tests conducted in this
study show that optimism has an effect on two TAM
indicators, while discomfort has no effect at all. This is in line
with previous research conducted by [1], [8], [32]. Optimists
will feel that virtual tourism technology makes their lives
easier, they see this as a new way to do tourism activities after
the covid pandemic, so it will encourage them to have the
perception that virtual tourism technology is easy to use and
useful. Meanwhile, the discomfort of using virtual tourism
technology may occur because this technology is new for the
majority of Indonesians, so it does not affect their desire to use
it. Only until they reach a certain point of comfort, they will
use this new technology. Perceived ease of use is proven to
have a positive effect on perceived usefulness. This is in line
with research [1] states that when someone feels that virtual
tousim technology is easy to use, they will start to see how
useful the technology is. Furthermore, this affects the interest
in adopting virtual tourism technology. Both perceived
usefulness and perceived ease of use have a positive effect on
interest in using technology, in line with research [1], [33],
[43]. The more people perceive that virtual tourism technology
is easy to use and useful for them, their interest in using this
technology will also increase. The perceived ease of use of
virtual tourism technology reduces the cost of participating in
travelling and directly contributes to the formation of
intentions to adopt virtual tourism technology. Moreover,
consumers who finally feel more comfortable with the ease of
access of virtual tourism technology will feel higher usability
thus strengthening their intention to adopt virtual tourism
technology [1].

VI. CONCLUSION

Although in the new normal era, the restriction to travel is
already loosened, people are used to the situations during the
pandemic, so the options to travel virtually are still in great
demand. Many scholars also believe that in the long run, both
virtual and conventional tourism will complement each other
since virtual tourism tends to stimulate in-person visit. Based
on the result it is suggested that the improvement on features
and accessibility to the virtual tourism platform has to be
made to stimulate the perceived usefulness and perceived ease
of use, in order to increase the intention to adopt the
technology. Developers of virtual tourism technology should
pay more attention to users’ experience so it will stimulate the
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use of their products. More marketing efforts also has to be
done to eliminate the discomfort in using virtual tourism. The
thought of something unknown creates discomfort for people,
so the more they know, the more they will feel comfortable in
using virtual tourism technology. Social media could be the
options in promoting this technology due to its high impact,
wide and fast coverage.

(1]

(2]

(3]

(4]
(3]

(10]

(1]

[12]

[13]
[14]

[15]

[16]

REFERENCES

C. Yang, S. Yan, J. Wang, and Y. Xue, “Flow Experiences and
Virtual Tourism: The Role of Technological Acceptance and
Technological Readiness,” Sustainability (Switzerland), vol. 14, no.
9, May 2022, doi: 10.3390/su14095361.

0. El-Said and H. Aziz, “Virtual Tours a Means to an End: An
Analysis of Virtual Tours’ Role in Tourism Recovery Post COVID-
19,” Journal of Travel Research, vol. 61, no. 3, 2022, doi:
10.1177/0047287521997567.

N. Z. A. Rahim et al., “Aftermath of pandemic Covid-19 on tourism
industry: A review on virtual tourism platform,” in 47P Conference
Proceedings, 2021, vol. 2347. doi: 10.1063/5.0052855.

World Travel & Tourism Council, “Travel & Tourism: Economic
Impact 2022,” 2022.

The World Tourism Organization (UNWTO), “International
Tourism Down 70% as Travel Restrictions Impact All Regions,”
https://www.unwto.org/news/international-tourism-down-70-as-
travel-restrictions-impact-all-regions, Oct. 20, 2020.

A. Haryana, “Economic and Welfare Impacts of Indonesia’s
Tourism Sector,” Jurnal Perencanaan Pembangunan: The
Indonesian Journal of Development Planning, vol. 4, no. 3, pp.
300-311, Sep. 2020, doi: 10.36574/jpp.v4i3.127.

L. Hakim, S. P. Kristanto, D. Yusuf, and M. M. Rifqi, “E-Ticket
Application as Supporting Technology During COVID-19
Pandemic in Baluran National Park,” INTEK: Jurnal Penelitian,
vol. 8, no. 1, p. 1, Jun. 2021, doi: 10.31963/intek.v8i1.2307.

W. Rafdinal and W. Senalasari, “Predicting the adoption of mobile
payment applications during the COVID-19 pandemic,”
International Journal of Bank Marketing, vol. 39, no. 6, 2021, doi:
10.1108/1JBM-10-2020-0532.

Menteri Pariwisata dan Ekonomi Kreatif, PERATURAN MENTERI
PARIWISATA DAN EKONOMI KREATIF/ KEPALA BADAN
PARIWISATA DAN EKONOMI KREATIF REPUBLIK INDONESIA
NOMOR 12 TAHUN 2020 TENTANG RENCANA STRATEGIS
KEMENTERIAN PARIWISATA DAN EKONOMI KREATIF/
BADAN PARIWISATA DAN EKONOMI KREATIF TAHUN 2020-
2024. Indonesia, 2020, pp. 1-125. [Online]. Available:
www.jdih.kemenparekraf.go.id

L. Riskinaswara, “Pariwisata Go-Digital, Transformasi Menuju Era
Tourism 4.0,” Kementerian Komunikasi dan Informatika RI, Mar.
01, 2019.

J. Beck, M. Rainoldi, and R. Egger, “Virtual reality in tourism: a
state-of-the-art review,” Tourism Review, vol. 74, no. 3, pp. 586—
612, Jun. 2019, doi: 10.1108/TR-03-2017-0049.

M. Godovykh, C. Baker, and A. Fyall, “VR in Tourism: A New Call
for Virtual Tourism Experience amid and after the COVID-19
Pandemic,” Tourism and Hospitality, vol. 3, no. 1, 2022, doi:
10.3390/tourhosp3010018.

D. A. Guttentag, “Virtual reality: Applications and implications for
tourism,” Tourism Management, vol. 31, no. 5, pp. 637-651, Oct.
2010, doi: 10.1016/j.tourman.2009.07.003.

C. Merkx and J. Nawijn, “Virtual reality tourism experiences:
Addiction and isolation,” Tourism Management, vol. 87,2021, doi:
10.1016/j.tourman.2021.104394.

V. Bogicevic, S. Seo, J. A. Kandampully, S. Q. Liu, and N. A.
Rudd, “Virtual reality presence as a preamble of tourism experience:
The role of mental imagery,” Tourism Management, vol. 74, pp. 55—
64, Oct. 2019, doi: 10.1016/j.tourman.2019.02.009.

I. N. Jelita, “62 Juta Lapangan Kerja Sektor Pariwisata Hilang di
2020,” Media Indonesia, Jul. 31,2021. Accessed: Jul. 28, 2022.

[17]

[18]

[19]

[20]

[21]

[22]

[23]

[24]

[25]

[26]

[27]

[28]

[29]

[30]

[31]

[32]

[33]

(34]

[Online]. Available:
https://mediaindonesia.com/ekonomi/422187/62-juta-lapangan-
kerja-sektor-pariwisata-hilang-di-2020-sandiaga-ini-pr-besar
Badan Pusat Statistik, “Kunjungan Wisatawan Mancanegara per
bulan Menurut Kebangsaan (Kunjungan), 2017 - 2022,” 2022.
Accessed: Jun. 25, 2022. [Online]. Available:
https://www.bps.go.id/indicator/16/1470/2/kunjungan-wisatawan-
mancanegara-per-bulan-menurut-kebangsaan.html

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

N. S. Subawa, N. W. Widhiasthini, I. P. Astawa, C. Dwiatmadja,
and N. P. I. Permatasari, “The practices of virtual reality marketing
in the tourism sector, a case study of Bali, Indonesia,” Current
Issues in Tourism, vol. 24, no. 23, pp. 3284-3295, Dec. 2021, doi:
10.1080/13683500.2020.1870940.

F. D. Davis, “User acceptance of information technology: system
characteristics, user perceptions and behavioral impacts,”
International Journal of Man-Machine Studies, vol. 38, no. 3, 1993,
doi: 10.1006/imms.1993.1022.

F. D. Davis, “Perceived usefulness, perceived ease of use, and user
acceptance of information technology,” MIS Quarterly:
Management Information Systems, vol. 13, no. 3, 1989, doi:
10.2307/249008.

1. Chirisa, “Scope for Virtual Tourism in the Times of COVID-19 in
Select African Destinations,” JOURNAL OF SOCIAL SCIENCES,
vol. 64, no. 1-3, 2020, doi: 10.31901/24566756.2020/64.1-3.2266.
A. Parasuraman, “Technology Readiness Index (Tri): A Multiple-
Item Scale to Measure Readiness to Embrace New Technologies,”
Journal of Service Research, vol. 2, no. 4, 2000, doi:
10.1177/109467050024001.

A. Parasuraman and C. L. Colby, “An Updated and Streamlined
Technology Readiness Index: TRI 2.0,” Journal of Service
Research, vol. 18, no. 1, 2015, doi: 10.1177/1094670514539730.
Y. L. Lai and J. Lee, “Integration of Technology Readiness Index
(TRI) Into the Technology Acceptance Model (TAM) for
Explaining Behavior in Adoption of BIM,” Asian Education
Studies, vol. 5, no. 2, 2020, doi: 10.20849/aes.v5i2.816.

C. H. Lin, H. Y. Shih, and P. J. Sher, “Integrating technology
readiness into technology acceptance: The TRAM model,”
Psychology and Marketing, vol. 24, no. 7, 2007, doi:
10.1002/mar.20177.

A. Osman, N. Wahab, and M. Ismail, “Development and Evaluation
of an Interactive 360 Virtual Tour for Tourist Destinations,” Journal
of Information Technology Impact, vol. 9, no. 3, 2009.

A. Marasco, P. Buonincontri, M. van Niekerk, M. Orlowski, and F.
Okumus, “Exploring the role of next-generation virtual technologies
in destination marketing,” Journal of Destination Marketing &
Management, vol. 9, pp. 138-148, Sep. 2018, doi:
10.1016/j.jdmm.2017.12.002.

M. Lenzen, Y.-Y. Sun, F. Faturay, Y.-P. Ting, A. Geschke, and A.
Malik, “The carbon footprint of global tourism,” Nature Climate
Change, vol. 8, no. 6, pp. 522-528, Jun. 2018, doi: 10.1038/s41558-
018-0141-x.

M. Humbani and M. Wiese, “An integrated framework for the
adoption and continuance intention to use mobile payment apps,”
International Journal of Bank Marketing, vol. 37, no. 2, pp. 646—
664, Apr. 2019, doi: 10.1108/1JBM-03-2018-0072.

M. Sinha, H. Majra, J. Hutchins, and R. Saxena, “Mobile payments
in India: the privacy factor,” International Journal of Bank
Marketing, vol. 37, no. 1, 2019, doi: 10.1108/1JBM-05-2017-0099.
J. C. Lin and H. Chang, “The role of technology readiness in
self-service technology acceptance,” Managing Service Quality: An
International Journal, vol. 21, no. 4, pp. 424444, Jul. 2011, doi:
10.1108/09604521111146289.

R. Walczuch, J. Lemmink, and S. Streukens, “The effect of service
employees’ technology readiness on technology acceptance,”
Information & Management, vol. 44, no. 2, pp. 206-215, Mar. 2007,
doi: 10.1016/j.im.2006.12.005.

W. Rafdinal and A. Qisthi, “In-Game Factors and Technology
Acceptance Factors in Increasing Intention to Play Online Game,”



The Role of Technology Acceptance and Readiness on Intention to Adopt Virtual Tourism Technology during the New Normal Era 217

[35]

[36]

[37]

[38]

in Proceedings of Tourism Development Centre International
Conference, 2020. doi: 10.2478/9788395720406-029.

X. Chen and Z. Li, “Research on the Behavior of College Students’
Online Tourism Booking Based on TAM,” Journal of Service
Science and Management, vol. 13, no. 01, 2020, doi:
10.4236/jssm.2020.131003.

L. Kusdibyo, F. A. Amalia, W. Senalasari, and R. Kania,
“Predicting university students’ behavioral intention toward
electronic train ticketing system using Technology Acceptance
Model,” IOP Conference Series: Materials Science and
Engineering, vol. 830, no. 3, p. 032011, Apr. 2020, doi:
10.1088/1757-899X/830/3/032011.

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

Y. K. Ozekici and K. G. Kiigiikergin, “The role of COVID-19
anxiety and social contact within technology readiness and
acceptance model for virtual reality,” Journal of Vacation
Marketing, p. 135676672211092, Jun. 2022, doi:
10.1177/13567667221109268.

[39]

[40]

[41]

[42]

[43]

J. F. Hair, C. M. Ringle, and M. Sarstedt, “PLS-SEM: Indeed a
silver bullet,” Journal of Marketing Theory and Practice, vol. 19,
no. 2, 2011, doi: 10.2753/MTP1069-6679190202.

J. F. Hair, J. J. Risher, M. Sarstedt, and C. M. Ringle, “When to use
and how to report the results of PLS-SEM,” European Business
Review, vol. 31, no. 1. 2019. doi: 10.1108/EBR-11-2018-0203.

J. Henseler, C. M. Ringle, and M. Sarstedt, “A new criterion for
assessing discriminant validity in variance-based structural equation
modeling,” J Acad Mark Sci, vol. 43, no. 1, 2015, doi:
10.1007/s11747-014-0403-8.

W. W. Chin, R. A. Peterson, and S. P. Brown, “Structural equation
modeling in marketing: Some practical reminders,” Journal of
Marketing Theory and Practice, vol. 16, no. 4. 2008. doi:
10.2753/MTP1069-6679160402.

W. Rafdinal, A. Qisthi, and S. Asrilsyak, “Mobile game adoption
model: Integrating technology acceptance model and game
features,” SRIWIJAYA INTERNATIONAL JOURNAL OF DYNAMIC
ECONOMICS AND BUSINESS, vol. 4, no. 1, 2020, doi:
10.29259/sijdeb.v4i1.43-56.

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-NonCommercial 4.0 International License (http://
creativecommons.org/licenses/by-nc/4.0/), which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source, provide a link to the Creative Commons license
and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter’s Creative Commons license, unless indicated otherwise in

a credit line to the material. If material is not included in the chapter’s Creative Commons license and your intended use is not permitted by
statutory regulation or exceeds the permitted use, you will need to obtain permission directly from the copyright holder.


http://creativecommons.org/licenses/by-nc/4.0/
http://creativecommons.org/licenses/by-nc/4.0/

