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SAZETAK: Ovaj ¢lanak istrazuje odnos izmedu informacijske i komunikacijske tehnologije (ICT) i virtualne
stvarnosti (VR) s jedne strane i turizma s druge, odnosno njihove meduodnose i poveznice s odrZivoscu turizma.
Kao potrosacka tehnologija, VR je jo§ uvijek relativno novi koncept premda se istrazivala i koristila u turizmu za
marketinske svrhe. Cilj je protumaciti razli¢ite aspekte VR-a i ICT-a kako bi se potencijalno povezali s odrZivoséu
i perspektivama masovnog turizma kao i s potencijalnim buduc¢im razvojima koji se odnose na potencijal ICT-a i
turizma za Sto vece ispunjavanje potreba turista u buduénosti. Saznanja o ovim konceptima i njihovim medusob-
nim odnosima ste¢ena su upotrebom metodologije sustavnog mapiranja. Studija otkriva evaluciju i veze izmedu
istrazivanih koncepata, postojece izazove i rjeSenja, kao i preostale nedostatke. Ovi nalazi ukazuju na ¢injenicu
da VR kao trend u turizmu jo§ uvijek zahtijeva znacajnu koli¢inu rada i poboljSanja kako bi mu se mogla potpuno
posvetiti te posebno ukljuciti u pitanja turizma i potencijala koncepta odrZivosti u tom sustavu. Unato¢ mnogim
bojaznima i nesuglasicama, potencijal njezine ispravne provedbe je ogroman.
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ABSTRACT: This paper investigates the relationship of information communication technology (ICT) and
virtual reality (VR), and tourism, or specifically its interrelations and links to tourism sustainability. As a consu-
mer technology, VR is still a relatively new concept, although it has been researched and used in the tourism in-
dustry for marketing purposes. The aim is to understand the different aspects of VR and ICTs and potentially link
them to sustainability and perspectives on mass tourism, as well as to the potential future developments related to
the ability of ICT and tourism to meet the tourists’ needs to a greater extent in the future. By use of the systematic
mapping methodology, the insights into these concepts and their relations to each other are provided. The study
reveals the evolution and links between the investigated concepts, the existing challenges and solutions, and the
remaining gaps. The present findings indicate that VR as a trend in the tourism industry still needs significant
work and improvement until it is ready to fully immerse itself into the tourism sector and especially involve itself
into the issues concerning tourism and the potential of sustainability concept within the industry. Many of the
concerns and conflicts still exist, but the potential of its right implementation is enormous.
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1. UVOD

Ovaj Clanak bavi se istrazivanjem mo-
guénosti spoja virtualne stvarnosti (VR) i
stvarnosti kako bi turizam bio odrZiviji, kao
1 propitivanjem vjerojatnosti da bi turisticko
iskustvo moglo sve vise postati takav spoj
kako bi $to prikladnije zadovoljili zahtjeve
odrzivosti. Tocnije, ispituju se ucinci VR-a
na potrosace prije nego Sto i po¢nu planirati
svoj odmor i to tako da identificiraju glavne
afektivne i kognitivne odgovore kao znacaj-
ne posrednike u predvidanju privrzenosti,
postupaka odlucivanja i namjera putovanja.

Spomenute ZariSne tocke istraZivane su u
pregledu literature koja obuhvaca bitne kon-
strukte: VR, ponaSanje potroSaca i odrzivost
u turizmu. Radi boljeg razumijevanja ovih
koncepata od najvede je vaznosti provesti
taj pregled, a postupak sustavnog mapira-
nja ove studije otkriva nedostatke u znanju
i popunjava ih pojedinostima veza izmedu
koncepata. Clanak je strukturiran na sljedeci
nacin: prvo se daje uvid u teorijski okvir u
kojem se utvrduje Sto je poznato, a Sto nije
u istraZivanom podrudju; zatim se definira-
ju ciljevi i istrazivaCka pitanja; obraduju se
dizajn istraZivanja i strategija pretraZivanja;
prezentiraju se rezultati i1 rasprava; i konac-
no, rad zavrSava zakljuckom, ogranicenjima
i preporukama za buduca istrazivanja.

2. TEORIJSKI OKVIR

2.1. Marketing turisticke destinacije
temeljen na tehnologiji: potencijal
virtualne stvarnosti

Postoje ocite nesukladnosti u pokuSajima
definiranja VR-a zbog nedosljednosti u obi-
ljeZavanju razlicitih struktura koje su potreb-
ne za ustroj iskustva u VR-u (Vince, 2004).
VR se definira kao ,,uporaba trodimenzi-
onalnog racunalno-generiranog okruZenja
koje se zove ‘virtualno okruZenje’, u kojemu
se moZe kretati i po mogucnosti interaktivno
djelovati te tako posljedi¢no ostvariti simu-

1. INTRODUCTION

The paper focuses on investigating wheth-
er or not a combination of virtual reality
(VR) and reality could give tourism greater
sustainability, whilst exploring how likely it
is that the tourist experience might increas-
ingly become such a combination in order
to more appropriately satisfy the demands of
sustainability. More specifically, the study ex-
plores the effects of VR on the consumers be-
fore they even begin planning their vacation,
through identification of the main affective
and cognitive responses as important media-
tors in predicting important attachments, de-
cision-making processes and travel intentions.

The aforementioned focal points are
explored through literature review encom-
passing important constructs: VR, consumer
behavior and sustainability in tourism. Due
to the existence of knowledge gaps pertain-
ing to these concepts, it is of the utmost im-
portance to conduct such a review, and the
systematic mapping process of this study
reveals such gaps and fills them in though
specifications of links between the concepts.
The paper is structured in the following way:
the insight into the theoretical background
stating what is known and what is not known
in the area of exploration is provided; ob-
jectives and research questions are defined;
research design and search strategy are elab-
orated; results and discussions are presented;
and lastly conclusion, limitations and future
research suggestions are given.

2. THEORETICAL BACKGROUND

2.1. Tourism destination marketing
based on technology: virtual
reality potential

There are evident discrepancies in the at-
tempts to define VR, because of the variance
when labelling the different structures nec-
essary for the constitution of an experience
in VR (Vince, 2004). VR can be defined
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laciju korisnikovih osjetila u realnom vreme-
nu“ (Gutierrez et al., 2008).

Iskustvo VR-a pruza psiholosku prisutnost
i fizicko uranjanje (Gutierrez et al., 2008). U
tom slu€aju, ,,uranjanje” znaci mjeru u kojoj
korisnikova izolacija od stvarnog svijeta i
tako u ,,potpuno uronjenom sustavu* korisnik
je apsolutno obuzet ,,virtualnim okruZenjem*
te nema nikakvu interakciju sa stvarnim svi-
jetom dok nasuprot tomu, kako u ,,polu-uro-
njenom* tako i u ,,ne-uronjenom sustavu‘, ko-
risnik uspijeva zadrZati izvjesnu interakciju sa
stvarnim svijetom. Razina uranjanja u sustav
virtualne stvarnosti (VR) jest ¢imbenik koji
ima sposobnost utjecanja na korisnikov osje-
¢aj prisutnosti (Banos et al., 2004). Takoder,
Slika 1 prikazuje VR kao sustav koji ima tri
osnovna obiljeZja: interakciju, imaginaciju i
uranjanje kao potpuni odraz tehnologije.

Potencijal VR-a u podrucju turizma bitan
je alati za pruzatelje usluga i za korisnike. 1z
perspektive korisnika moZe biti instrument
doZivljavanja novih uzbudljivih stvari, a pru-
Zetelju usluga moZe ponuditi marketinSke
mogucnosti. S nastavkom razvoja ovih teh-
nologija potencijalno korisne moguénosti u
turizmu rast ¢e eksponencijalno. Bez obzi-
ra na smjer kojim ovi napori i razvoj krenu,
njihove neposredne primjene u turizmu su
ve¢ sada moguce. Osobine tehnologije VR-a

as “the use of a three-dimensional comput-
er-generated environment called a ‘virtual
environment’, that can be navigated through
and possibly interacted with, subsequently
generating a real-time simulation of user’s
senses” (Gutierrez et al., 2008).

The VR experience provides psycholog-
ical presence and physical immersion (Guti-
errez et al., 2008). In this case, ‘immersion’
signifies the extent of the user’s isolation
from the real world, and thus in a ‘complete-
ly immersive system’ the user is absolutely
contained by the virtual environment (VE)
and does not have any interaction with the
real world, whilst on the other hand, in a
‘semi-immersive’ or ‘non-immersive system’
the user manages to retain some interaction
with the real world. The level of immersion
in a VR system is a factor that possesses the
ability to influence the user’s feelings of pres-
ence (Banos et al., 2004). Similarly, Figure
1 shows that VR as a system has three basic
features: interaction, imagination and immer-
sion in order to fully reflect the technology.

The VR potential in the field of tourism is
an essential tool for both the provider and the
user. It can possibly be an instrument for ex-
periencing new exciting things from a user’s
perspective and offer marketing opportunities

Slika 1: ObiljeZja virtualne stvarnosti /
Figure 1: Characteristics of virtual reality

Virtualna stvarnost /
Virtual reality

Uranjanje /
Immersion

Interakcija /
Interaction

Imaginacija /
Imagination

Izvor: prilagodeno prema Guttentag, 2010 / Source: Adapted from Guttentag, 2010
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koncentriraju se na prikladnu prostornu vi-
zualizaciju okolisa (Vince, 2004).

Veé je prepoznato da VR moze “poten-
cijalno pomo¢i kao osnovni alat u formuli-
ranju turisticke politike i u procesu planira-
nja” (Cheong, 1995). Vjeruje se da VR omo-
guduje stvaranje realistinih i pokretljivih
virtualnih okruZenja koja su lako dostupna
za analizu planova razvoja turizma s ciljem
razmatranja mogucih smjerova. Stovise,
time se omogucava promatranje okoliSa iz
bezbroj perspektiva kao alternative za pri-
marnu pti¢ju perspektivu koja vodi brzoj
vizualizaciji potencijalnih promjena kojima
se potom moZe pristupiti (Sussmann i Van-
hegan, 2000). Slika destinacije moZe utjecati
na izbor destinacije na svim etapama putova-
nja, a one ukljucuju vrijeme prije putovanja,
zadovoljstvo u destinaciji u stvarnom vre-
menu u kojem se osobno iskustvo vrednuje
prema ocekivanjima, i kona¢no, opetovano
ponavljanje slike nakon putovanja (Litvin,
Goldsmith i Pan, 2008). Stoga su marke-
tinski stru¢njaci u turizmu prisiljeni stalno
biti u tijeku i traziti nove i usavrSene nacine
promocije i usmjeravanja pozitivnog imidza
destinacije, poglavito uporabom koncepata
koji prvenstveno poticu stavove i utjeCu na
namjere kupovine (Spears i Singh, 2004).

Elementi vizualnih predodZbi ve¢ su dugo
vremena prisutni u marketingu i promociji tu-
rizma (Aziz i Zainol, 2011). Budu¢i da je to
jedno od najpoznatijih obiljezja turizma kao
usluzne aktivnosti, njegove materijalne oso-
bine prisiljavaju marketinske stru¢njake na
neprestano razvijanje oblika vizualnih pre-
dodZzbi kako bi obnavljali destinacije i promo-
virali pozitivnu sliku destinacije (Lee et al.,
2017). NaglaSen osjetilni i emotivni doZivljaj
putem VR-a, koji je mogu¢ na platformama
s naprednim oblicima vizualnih predodZzbi,
predstavlja koristan alat za marketinske struc-
njake koji im dozvoljava uspostavljanje komu-
nikacije iskustava i emocija te time neumitno
utjeCe na potrosace i turiste.

Mnogi marketinski stru¢njaci i promoto-
ri u turizmu vec su prilagodili mnoge oblike
tehnologije VR-a u nastojanju da putnicima

from the provider’s viewpoint. As these tech-
nologies continue to advance, the opportuni-
ties to prove themselves as beneficial in the
tourism sector will grow exponentially. Re-
gardless of the direction which these advance-
ments and developments take, their immedi-
ate applications within the tourism industry
are already possible. The attributes of the VR
technology concentrate on a suitable spatial
environment visualization (Vince, 2004).

It has already been recognized that VR
can “potentially aid as a vital tool in the
tourism policy formulation and in planning
process” (Cheong, 1995). It is believed that
VR enables the creation of realistic and nav-
igable virtual environments readily available
for tourism planners’ analysis in their con-
sideration of possible developments. In addi-
tion, it makes it possible to observe the envi-
ronment from an infinite number of perspec-
tives as an alternative to the primary bird’s-
eye view, leading to a rapid visualization of
potential changes that can be subsequently
accessed (Sussmann and Vanhegan, 2000).
An image of a destination is able to affect
a visitors” destination choice in all stages of
travel, including the time before travelling,
and the real-time satisfaction in a destination
during which personal experience is being
assessed against expectations, and ultimately
to perpetuate the images after the trip (Lit-
vin, Goldsmith and Pan, 2008). Therefore,
marketers in the travel industry are forced to
constantly stay up to date and look for new
and improved ways of promoting and tar-
geting a positive destination image, mainly
through the use of concepts that primarily
provoke attitudes and influence purchase in-
tentions (Spears and Singh, 2004).

The visual imagery elements have long
been present in the tourism sector within its
marketing and promotions (Aziz and Zainol,
2011). Since it is one of the best-known char-
acteristics of tourism as a service, its intan-
gible properties are forcing marketers to con-
tinually develop forms of visual imagery in
order to reproduce destinations and promote
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daju pretpregled doZivljaja atrakcija i lokaci-
ja, ukljucujuci hotele, brodove za krstaranje i
sli¢nih turistickih iskustava (Samuely, 2016).
Virtualne informacije posredovane na web
stranicama pozitivno utje¢u na virutalnu
konativnu sliku koja proizlazi iz potencijal-
ne namjere kupnje (Hyun i O’Keefe, 2012).
Inherentna vaznost VR-a nalazi se u njezi-
noj sposobnosti ,isporucivanja doZivljaja
potrosacu®, a takav virtualni doZivljaj moZe
povecati Zelju potrosaca za posjetu lokaciji
(Cheong, 1995). Potencijal VR-a u turistic-
kom marketingu vrlo je razvidan u njezinom
kapacitetu ponude ekstenzivne senzorne in-
formacije na moguce i budude turiste. Zbog
¢injenice da su turisticki proizvodi tzv. roba
na povjerenje koje potroSaci ne mogu testira-
ti unaprijed i moraju odluciti o kupnji samo
na temelju dostupnih informacija, takve su
tehnologije posebno korisne u turizmu (Liu,
2005). Ove posebne koristi (Buhalis i Law,
2008) su idealno sredstvo za pruZanje veli-
kog broja podataka i opisnih informacija o
destinaciji potencijalnim turistima. Najnovi-
ja generacija uredaja za VR ukljucuje snaz-
ne alate za destinacijski marketing. Ocekuje
se da ¢e ti visoko napredni uredaji utjecati
na turisti¢ka iskustva na revolucionaran na-
¢in (Tussyadiah, 2016), a to obuhvaca i fazu
prije posjeta u kojoj se u svijest turista moze
utisnuti zanimanje, poznavanje i is¢ekivanje
(Jung et al., 2017).

Iako se tehnologija VR-a stalno razvija,
mali je broj istrazivanja na teme posebnih
¢imbenika koji potroSace navode da pozele
posjetiti destinacije koje su im prezentirane
u VR-u. Taj nedostatak u literaturi pokrilo
je nekoliko studija koje su razvile teoretski
okvir koji se sastoji od autenti¢nog iskustva,
afektivnih i kognitivnih odgovora, privrZzeno-
sti i namjera posjete u turizmu VR-a koristeci
teoriju modela S-O-R (nadalje SOR) (Kim,
Lee i Jung, 2018). Glavni pravac istraZivanja
odnosi se na uspjeSnu primjenu percepcija
iskustvenog marketinga u kontekstu turizma
(Ritchie, Tung i Ritchie, 2011) i destinacij-
skog marketinga (Ye i Tussyadiah, 2011).

a positive destination image (Lee et al., 2017).
The emphasized sensory and emotional expe-
rience through VR is enabled for platforms
with advanced forms of visual imagery, and
thus it represents a useful tool for marketers,
which allows them to establish a communica-
tion of experiences and emotions, and inevita-
bly influence consumers and travelers.

Many marketing managers and pro-
moters in the tourism sector have already
adapted many forms of the VR technology
in an attempt to deliver travelers a preview
experience of attractions and sites, includ-
ing hotels, cruise ships and similar travel
experiences (Samuely, 2016). Web-mediated
virtual information positively influences the
virtual conative image, resulting in a poten-
tial purchase intention (Hyun and O’Keefe,
2012). The underlying importance of VR
lies in its ability to “deliver the experience
to the customer” and such virtual experi-
ence can potentially increase the customer’s
desire to actually visit a location (Cheong,
1995). The potential of VR in the tourism
marketing is clearly seen in its capacity to
offer extensive sensory information to poten-
tial and prospective tourists. Due to the fact
that tourism products are ‘confidence goods’
which consumers cannot test in advance and
must decide on purchase based simply on
the available information, such technologies
are especially useful in the tourism industry
(Liu, 2005). These particular benefits (Bu-
halis and Law, 2008) are an ideal instrument
for the provision of rich data and descriptive
information on a destination to potential
tourists. The newest generation of VR devic-
es includes powerful tools for the destination
marketing efforts. It is expected that these
highly advanced devices will have an im-
pact of revolutionary nature on tourism ex-
periences (Tussyadiah, 2016), including the
pre-visit stage, where interest, awareness and
anticipation can be imprinted in the tourist’s
mind (Jung et al., 2017).

Although VR is an evolving technology,
little research has been done on the specific
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Uporaba turizma VR-a omogucava spek-
tar mogucnosti putovanja na razna mjesta pu-
tem aplikacija i uredaja VR-a (Stanley, 2017).
Novija istraZivanja o informacijskoj tehnolo-
giji u turizmu pokazala su da je koriStenje
iskustvenih konstrukata vrlo vrijedno u proce-
su razumijevanja upotrebe i utjecaja tih tehno-
logija (Chung, Han i Joun, 2015) i, to¢nije, vir-
tualnih tehnologija (Jung et al., 2017). Prven-
stveno su naglasila potencijale emocionalnih i
imaginativnih odgovora na virtualna iskustva
u turistickom marketingu. VR ima znacajan
potencijal kao promotivno sredstvo u potica-
nju stvarnih turistickih posjeta (Tussyadiah,
Wang i Jia, 2016). Ona narocito odusevljava
u turizmu jer predstavlja kanal neizmjernih
moguénosti za komuniciranje nematerijalnih
turistickih iskustava Sirim auditorijima. Turi-
zam se U procesu promocije ve¢ dugo vremena
oslanja na vizualne predodzbe za komunici-
ranje i utjecaj na potrosace. Unato¢ opreznom
usvajanju VR-a, on se o€ito pocinje Siriti s
poveéanim brojem poslovnih subjekata koji
uklapaju elemente u svoje marketinske prak-
se. K tomu, neke su studije o VR-u promatra-
le ponasanje potroSaca i uzivanje u sadrzaju
VR-a (Guttentag, 2010). Uz cCinjenicu da je
tehnologija VR-a vrlo ucinkovito uspijevala
pokazati svoju stabilnost i izglede kao kori-
stan marketinski instrument, vise je teorijskih
studija na temu potroSackog ponasanja VR-a
potrebno kako bi se odredilo koji su ¢imbenici
kljuéni za poticanje turista na potencijalni po-
sjet destinacijama koje su otkrili u VR-u.

factors that make consumers develop a desire
to visit destinations presented by VR. In an
attempt to address such a gap in literature,
several studies developed a theoretical frame-
work comprising the authentic experience, af-
fective and cognitive responses, attachment,
and visit intention with the VR tourism using
a stimulus-organism-response (hereinafter
SOR) theory (Kim, Lee and Jung, 2018). A
key stream of research has successfully man-
aged to apply experiential marketing percep-
tions in the context of tourism (Ritchie, Tung
and Ritchie, 2011) and destination marketing
(Ye and Tussyadiah, 2011).

The use of VR tourism provides the spec-
trum of possibilities where people are able
to travel anyplace by means of VR applica-
tions and VR devices (Stanley, 2017). Recent
research on the information technology in
the tourism industry itself found the use of
experiential constructs very valuable in the
process of understanding the use and impact
of such technologies (Chung, Han and Joun,
2015) and, more specifically, of virtual tech-
nologies (Jung et al., 2017). Most importantly,
it emphasized the potential of emotional and
imaginative responses to virtual experiences
in tourism marketing. VR has a considerable
potential as a promotional tool to boost real
life tourism visits (Tussyadiah, Wang and Jia,
2016). As such, VR is particularly fascinating
for the tourism sector because it represents
a channel of immense opportunities for the
communication of intangible tourism expe-
riences to the wider audience. The tourism
industry has long been relying on the use of
visual imagery in its promotion process in or-
der to communicate and establish influence in
the relationship with the consumers. In spite
of the cautious adoption of VR, it is evidently
beginning to flourish as an increasing num-
ber of companies incorporate its elements into
their marketing practices. Moreover, some
studies on the VR tourism observed consumer
behavior, together with the VR content enjoy-
ment and the choice of destination shown in
VR (Guttentag, 2010). While it is a fact that
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2.2. Odrzivi turizam i nesuglasice
odrZivosti

,,Odrzivi turizam® najceSce je koriSten
pojam u razvoju turizma i kao takav obu-
hvaca Sirok spektar okoliSnih, ekonomskih
1 socio-kulturnih pitanja intra- i inter-ge-
neracijskog kapitala koji se Cesto koriste u
debatama o odrZivosti. Turizam po prirodi
znaci proces proizvodnje i potro$nje mnogih
krhkih resursa ukljucujuci i povijesne grade-
vine, prirodna podrucja, okoli§ i kulturu. U
tom smislu, odrZivi razvoj njegova je Zari$na
tocka (Cooper et al., 2008). Prema definiciji
Svjetske turistiCke organizacije (UNWTO)
odrZivi turizam je ,turizam koji uzima u
obzir sadasnje i buduée druStvene, okoliSne
i ekonomske utjecaje, vodeci racuna o potre-
bama posjetitelja, okoliSa, sustava i lokalnih
zajednica®. Nadalje se tvrdi da je odrZivi tu-
rizam apsolutno bitan i da bi stoga trebao op-
timalno rabiti okoli$ne resurse odrZzavanjem
osnovnog ekoloSkog procesa i pomaganjem
oCuvanja prirodnog nasljeda i bioraznoliko-
sti. Socio-kulturna autenti¢nost lokalnih za-
jednica od najvece je vaznosti za odrZivost,
a treba se odrZavati o€uvanjem njihovih na-
sljeda, tradicija i kultura, kao i doprinosom
razumijevanju medu razli¢itim kulturama.
Ovime ce se posti¢i osiguranje dugoro¢nih
socio-ekonomskih koristi.

OdrZivost, osobito ona koja se odnosi na
razvoj turzima, Cesto je bila subjektom mno-
gih rasprava u znanstvenoj literaturi koja je
navodila turizam na pokuSaj operacionaliz-
cije koncepta u odredenom vremenu. Stalna
borba vidi se i u neprestanim raspravama
o zaslugama nacela odrZivosti u turizmu
kao i o njegovom odnosu na razvoj turiz-
ma; neki dionici misle da se razvoj turiz-
ma ne bi trebao usporavati, dok drugi traze
ravnoteZzu izmedu ekoloSke odgovornosti i
ekonomskih stvarnosti (Liu, 2005). Razvoj
odrZivog turizma ostaje ozbiljan problem za
neke koji su skloni tvrditi da nije postojao
niti jedan stvarni pokuSaj prave promjene
sustava (Cottrell et al., 2004). Daljnja istra-
Zivanja otkrivaju kako ¢e postojeca ubrza-

the VR technology has very effectively man-
aged to demonstrate its ability and prospects
as a useful marketing instrument, more theo-
retical studies on the VR consumer behavior
are necessary to determine which factors are
key in encouraging tourists to potentially visit
destinations revealed in VR.

2.2. Sustainable tourism and
sustainability conflicts

“Sustainable tourism” is the most fre-
quently used concept in the tourism devel-
opment and as such, it encompasses broad
environmental, economic and socio-cultural
issues, as well as ethics and platforms of in-
tra- and inter-generational equity often used
in the debates on sustainability. By its nature,
tourism involves a process of production and
consumption of many fragile resources in-
cluding historical buildings, areas of nature,
environment and culture. In this respect,
sustainable development is a focal point in
the industry such as tourism (Cooper et al.,
2008). The United Nations World Tourism
Organization (UNWTO) defines sustainable
tourism as “tourism that takes into regard its
current and future social, environmental and
economic impacts, to take into account the
needs of visitors, the environment, industry
and host communities”. It further claims that
sustainable tourism is absolutely essential and
that it should therefore make optimal use of
environmental resources by maintaining es-
sential ecological process and helping to con-
serve natural heritage and biodiversity. The
socio-cultural authenticity of host communi-
ties is of utmost importance for sustainabili-
ty, and it should be maintained by conserving
their heritage, traditions and cultures, as well
as by contributing to understanding between
diverse cultures. This will result in ensuring
the long-term socio-economic benefits.

Sustainability, particularly related to
tourism development, has been largely de-
bated in much of the academic literature,
forcing the tourism sector to attempt to oper-
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Prikaz 2: Odnos izmedu odrZivog
turizma i ostalih pojmova /
Figure 2: The relationship between
sustainable tourism and other terms
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Minimum
impact
tourism

Izvor: prilagodeno iz Sustainable tourism
management, Swarbrooke (2010) /
Source: adapted from “Sustainable tourism
management” by Swarbrooke (2010)

na prosirenja turistickih mjesta i odredista
neminovno imati mnoge negativne ucinke
ukljucujuci i mogucénost da nanesu Stete za-
jednicama i prirodi te drustvima i kultura-
ma opcenito (Budeanu, 2005). Medutim, od
pocetka novog razvoja turizma, potroSaci
pokazuju znacajne promjene u strukturama
motivacije i putovanja te tako poticu nasta-
nak novih vrsta usluga. Ovi ¢imbenici i brz
razvoj informacijskih tehnologija stvorili su
diferenciraniji i fleksibilniji model turizma.
Nadalje, uz pokusaje izbjegavanja rasprave o
implikacijama odrZivog turizma kao opceg
pojma, ostaje tvrdnja da se odrZivi turizam
ne moze ostvariti ako se prakse masovnog
turizma ne prilagode tako da se integrira
odrzivost. IstraZzivanja navode da se utjecaj
integracije odrZivosti u turizam moze kori-
stiti kao pokretac pozitivnih promjena u sta-
vovima i praksama prema odrZivijem turiz-
mu (Tussyadiah, 2016).

ationalize the concept during a certain time
period. The constant struggle is seen in the
continued debate on the merits of the concept
of sustainability in tourism, as well as on its
relation to the tourism development; some
stakeholders believe that the tourism devel-
opment should not be hindered while others
ask for a balance between the ecological
responsibility and economic realities (Liu,
2005). Sustainable tourism development re-
mains a ‘wicked problem’ for some as they
tend to argue that no real attempts towards a
change have been made in the industry (Cot-
trell et al., 2004). Further insight in research
reveals that these accelerating expansions of
tourist sites and resorts are bound to have
many negative impacts involving the poten-
tial to inflict damage on communities, na-
ture, societies and cultures at large (Budea-
nu, 2005). However, since the beginning of
the new tourism development, consumers
have been showing substantial changes in
their motivations and travel patterns, thus
triggering the emergence of a new set of ser-
vices. These factors and the quick develop-
ment of information technologies have creat-
ed a more differentiated and flexible tourist
model. Furthermore, in an attempt to avoid
the debate on the implications of sustainable
tourism as an overall concept, the proposi-
tion stands that sustainable tourism cannot
be achieved if mass tourism practices are
not adjusted so as to integrate sustainability.
Research suggests that the influence of the
integration of sustainability into the tourism
system can be used to trigger positive chang-
es in attitudes and practices towards a more
sustainable tourism (Tussyadiah, 2016).



Almir Pestek, Maida Sarvan: Putovanje prije putovanja: marketing virtualne stvarnosti...

47

3. CILJEVISTUDIJE 1
ISTRAZIVACKA PITANJA

Studija je usmjerena na razumijevanje i
prikaz uc¢inaka VR-a na turizam i njegovu
sposobnost valjanijeg ispunjavanja zahtje-
va odrzivosti turizma. IstraZivacki problem
njem nedovoljno istraZzenog podrucja pona-
Sanja potroSa¢a VR-a, Sto je potrebno kako
bi se odredili odlucujuci ¢imbenici mogucih
poticanja turista na posjet destinacijama koje
su otkrili putem VR-a.

Glavni ciljevi istraZivanja su kako slijedi:

e Ispitati moZe li kombinacija VR-a i stvar-
nosti osigurati veéu odrzivost turizma.

e Istraziti kolika je vjerojatnost da turisti¢-
ko iskustvo postane mjesavina stvarnosti
i VR-a kako bi prikladnije ispunilo za-
htjeve odrZivosti.

e Prouciti kako VR mijenja igru putovanja
prije nego Sto potroSac i po¢ne planirati
svoje putovanje.

3. OBJECTIVES OF THE STUDY
AND RESEARCH QUESTIONS

The research subject of the study is un-
derstanding and presenting the effects of
VR on tourism and its ability to better sat-
isfy the demands of tourism sustainability.
The research problem arises from the need
for a more thorough investigation of the so
far rather scarce studies on the VR consum-
er behavior, which are necessary to deter-
mine factors that are crucial in potentially
encouraging tourists to visit destinations
revealed in VR.

The principal objectives of this study are
as follows:

e To investigate whether a combination of
VR and reality could give tourism great-
er sustainability.

e To explore how likely it is that the tour-
ist experience will increasingly become a
mixture of reality and VR to satisfy the de-
mands of sustainability more appropriately.

Tablica 1: IstraZivacka pitanja i motivacije

Br. Pitanje Motivacija

IP1 |Kako trodimenzionalna vizualizacija Razumijeti razli¢ite aspekte opcenito podrucja
moze omoguciti razvoj odrzivog turizmai | AR-a, VR-a i1 ICT-a i potencijalno ih povezati s
paniranje odrzivog turizma? odrzivoSc¢u i perspektivama masovnog turizma.

IP2 |Kako VR kao obecavajuci trend u turizmu | Pronaci potencijalne buduce pomake industriji
i ugostiteljstvu moZze zadovoljiti potrebe | ICT-a i turizmu kako bi se bolje zadovoljile
turista? potrebe turista.

Table 1: Research questions and motivations

No. Question Motivation

RQ1 |How can three-dimensional visualization | Understand the different aspects of AR, VR and
facilitate sustainable tourism development |ICTs overall areas and potentially link those
and sustainable tourism planning? terms to sustainability and perspectives on mass

tourism.

RQ2 |How can VR as a promising trend in Find out potential future developments related
tourism and hospitality meet future needs | to the ICTs industry and tourism in better
of tourists? meeting tourists’ needs in the future.
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e Identificirati afektivne i kognitivne odgo-
vore kao relevantne posrednike u predvi-
danju privrzenosti, procesa odlucivanja i
namjere putovanja

Tablica 1 predstavlja istrazivacka pitanja
¢iji je cilj pruZziti saznanja o nekoliko poj-
mova istrazivanja u odnosu na VR i utjecaj
ICT-a na turizam u smislu stvaranja i o¢uva-

nja vece odrzivosti i u skladu s literaturom.

4. DIZAJN ISTRAZIVANJA

Metodologija koriStena u istraZivanju
tehnika je sustavnog mapiranja koja je razvi-
jena u druStvenim znanostima kao odgovor
na nedostatak empirijskih podataka u odgo-
varanju na pitanja koja koriste druge meto-
de. To savrSeno odgovara ovoj temi bududi
da ne postoji obilje prethodnih istraZivanja
te vrste i da, po svojoj prirodi, predloZena
tema ne zahtijeva napore kako bi se odgovo-
rilo na odredeno pitanje i/ili dokazala rele-
vantna hipoteza. Doista, tehnika sustavnog
mapiranja dozvoljava prikupljanje, opisiva-
nje i popisivanje dostupnih izvora podata-
ka koji mogu biti primarni ili sekundarni,
teoretski ili ekonomski te koji se posljedic-
no odnose na temu ili pitanje od interesa.
Studije sustavnog mapiranja pogodne su za
podrucje u kojem je izvedeno nekoliko pre-
gleda literature na odredenu temu i gdje je
potrebno dati opéi pregled podrucja od inte-
resa (Kitchenham i Charters, 2007). Zato je
odabran ovaj pristup za upravo ovu studiju i
postupak koji je razvio Petersen (Petersen et
al., 2008).

Faze postupka istraZivanja koje su bile

prilagodene studiji prikazane su graficki na
slici 3.

e To investigate how VR is changing the
travel game before a consumer even be-
gins to plan their vacation.

e To identify affective and cognitive re-
sponses as important mediators in pre-
dicting attachment, decision-making pro-
cess and travel intention

Table 1 presents research questions in-
tended to provide insights into several con-
cepts of investigation, in reference to the VR
and ICTs influence on the tourism industry
in terms of creating and maintaining greater
sustainability, based on the literature.

4. RESEARCH DESIGN

The methodology used in the study is the
systematic mapping technique. It was de-
veloped in social sciences in response to a
lack of empirical data when answering ques-
tions using other methods, which makes it a
perfect match for this topic, given that not a
lot of research of this kind has been previ-
ously conducted and that, by its nature, the
proposed topic does not require an attempt
to answer a specific question and/or prove a
relevant hypothesis. Indeed, the systematic
mapping technique allows collating, describ-
ing and cataloguing all the available evi-
dence, which can be primary or secondary,
theoretical or economic in nature, and which
consequently relates to the topic or question
of interest. Systematic mapping studies are
suitable for a field where several literature
reviews have been completed on the topic
and where a general overview of the field of
interest needs to be given (Kitchenham and
Charters, 2007). Therefore, this approach
was selected for this particular study, and a
process developed by Petersen was followed
(Petersen et al., 2008).

The research process steps, adapted for
the study, are shown graphically in Figure 3.
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Slika 3: Faze postupka i ishodi§ta tehnike sustavnog mapiranja /
Figure 3: Process steps and outcomes of systematic mapping technique

Faze postupka / Process steps
Definicija Provodenje Pregledavanje Koristenje IzvlaCenje
istrazivanja / istrazivanja / Clanaka / sazetaka za podataka i
Definition of Conduct Screening for kljuéne rijeci / mapiranje /
Research Research Papers Keywording Data Extraction
Using Abstracts and Mapping
Opseg pregleda Svi ¢lanci / Relevantni Plan Sustavna mapa /
/ Review Scope All Papers ¢lanci / klasifikacije / Systematic Map
Relevant Papers Classification
Scheme
Ishodi / Outcomes

Izvor: prilagodeno prema “Systematic Mapping Studies in Software Engineering” autora Petersen et al. (2008)
/ Source: adapted from “Systematic Mapping Studies in Software Engineering” by Petersen et al. (2008)

4.1. Strategija pretrazivanja

Kao $to je prikazano u Tablici 2, niz
pretrazivanja bio je Sirok zbog cilja koji je
obuhvacao Siroku perspektivu pojmova ko-
jima se bavila studija. Prepozato je nekoliko
klju¢nih rijeci za niz pretraZivanja, a koriste-
ni su i relavantni sinonimi za izvorne klju¢ne
rijeCi. Elementi u nizu pretrazivanja poveza-
ni su s logickim operatorima kako bi se osi-
guralo generiranje svih relevantnih ¢lanaka.

U postupku izbora i pretrazivanja kori-
Stene su sljedece baze podataka, buduci da
su identificirane kao relevantne i za turizam
i za podrucje IT-a: EMERALD; IOPscience;
SCOPUS; Google Scholar; EBSCO; ABI/
INFORM Complete — ProQuest.

Cilj postupka izbora c¢lanaka u ovom
istrazivanju bio je izluCiti publikacije koje
su relevantne za ciljeve studije sistematickog
mapiranja (SMS) na temelju nekoliko krite-
rija uklju€ivanja ili isklju¢ivanja (Khakurel,
Melkas i Porras, 2017). Stoga je koriSten slje-
deci set kriterija ukljucivanja i iskljucivanja.

4.1. Search strategy

As depicted in Table 2, the search string
was broad due to the aim for a comprehen-
sive perspective on concepts covered in the
study. Several keywords for the search string
were identified. The relevant synonyms for
the initial keywords were used as well. The
items in the search string were linked with
OR operators, to ensure that all relevant pa-
pers would be generated.

The following digital databases were
used in the process of selection and re-
search, because they were identified as
relevant to both the tourism and IT fields:
EMERALD; IOPscience; SCOPUS; Google
Scholar; EBSCO; ABI/INFORM Complete
— ProQuest.

The aim of the process of article selection
in this paper was the extraction of publica-
tions relevant to the objective of the system-
atic mapping study (SMS) based on several
inclusion and exclusion criteria (Khakurel,
Melkas and Porras, 2017). Therefore, the fol-
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Tablica 2: Niz pretrazivanja

Table 2: Search string

Elementi znakovnog niza za pretragu

Search string items

‘VR’ili ‘marketing VR-a’

‘VR’ or ‘VR marketing’

Ili ‘iskustvo VR-a’ ili ‘iskustvo uvecane
stvarnosti’

Or ‘VR experience’ or ‘augmented reality
experience’

IIi “ICT’ ili “ICT u turizmu’

Or ‘ICTs’ or ‘ICTs in tourism’

Ili ‘masovni turizam’ ili ‘odrzivi turizam’

Ili ‘odrzivost masovnog turizma’ ili ‘odrZivost
putovanja’

Ili ‘ponasanje potroSaca u turizmu’ ili ‘probaj-
prije-nego-kupis’

Ili ‘SOR ili ‘modeli ponasanja potrosaca’

Or ‘mass tourism’ or ‘sustainable tourism’

Or ‘mass tourism sustainability’ or ‘travelling
sustainability’

Or ‘consumer behavior in tourism’ or ‘try-
before-you-buy’

Or ‘stimulus-organism-response’ or ‘consumer
behavior models’

Kriteriji uklju¢ivanja bili su: studije
objavljene u novinama, Casopisima, ili obra-
zovnim konferencijama elektroni¢kih digi-
talnih biblioteka; ¢lanci na engleskome jezi-
ku; objavljeno izmedu 2010. i 2019. godine;
releventnost istrazivackog pitanja; znanstveni
irecenzirani ¢lanci; studija se odnosi na ICT,
AR, VR i pona$anja kod kupovine putovanja;
¢lanak se usmjerava na temu koncepata ma-
sovnog turizma i odrZivosti.

S obzirom na ¢injenicu da je polje istra-
Zivanja podrucje u kojem je proveden velik
broj ispitivanja, primijenjeni su kriteriji is-
klju¢ivanja kako bi se zadrzao razuman broj
¢lanaka: udvostruceni ¢lanci i studije dobi-
vene iz razliCitih trazilica; ¢lanci i1 radovi
koji se fokusiraju na usporedbe niZe razine;
uvodnici 1 nerecenzirani ¢lanci; ¢lanci koji
nisu potpuno dostupni.

Postupak pretraZivanja prikazan je na
Slici 4. KoriSten je niz pretrazZivanja na sva-
koj od sedam referentnih baza podataka
i dobiven je veliki broj ¢lanaka na svakom
mjestu. Bududi da je definiran Sirok raspon
istraZivanja, nizovi pretraZivanja koji su se
sastojali od opéih pojmova dali su iznena-
dujucée velik broj referenci. Za upravljanje
referencama i uklanjanje nekih duplikata iz

lowing set of inclusion and exclusion criteria
was used.

Inclusion criteria were as follows: studies
published in electronic digital libraries from
newspapers or journals, educational confer-
ences; articles written in English; published
between 2010 and 2019; relevant to the re-
search question; scientific and peer-reviewed
articles; the study refers to the ICTs, AR, VR
and travel purchase behaviors; the paper fo-
cuses on the topic of the mass tourism and
sustainability concepts.

Considering the fact that the field inves-
tigated in this study is an area where abun-
dant research has been carried out, exclusion
criteria were applied to keep the number of
articles reasonable. Exclusion criteria were
as follows: duplicated papers and studies
returned by different search engines; papers
and works that focus on low-level compar-
ison; editorials and non-peer reviewed arti-
cles; articles that are not fully accessible.

The search process depicted in Figure 4
was used. The search string on each of the
seven reference databases was used and a
large number of papers was obtained for each
venue. Since the scope of research has been
defined as broad, with search strings con-
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pocetnog skupa koristen je alat HAMMER
(nails project, 2019). Zatim su ¢lanci filtri-
rani prema naslovu kako bi se lakSe uklonili
¢lanci koji su ocito bili izvan okvira istrazi-
vanja. U nejasnim slucajevima ¢lanak smo
ostavili i koristili kako bi se izbjegao rizik
izbacivanja relevantnih ¢lanaka. K tomu, u
kona¢nom skupu odabranih ¢lanaka saZetak
i uvod analizirani su kako bi se utvrdilo da
su odgovarajuc¢a podudaranja. Konacno se
zadnja skupina Clanaka Citala, analizirala i
odabrala prikladnom za analizu.

Prilog 1 sumira 49 objavljenjih referenci
istrazivanja relevantnih pojmova u koriste-
nom nizu pretrazivanja.

taining general terms, the results obtained
were surprisingly large numbers of references
found. The HAMMER (nails project, 2019)
tool was used to manage the references and
to allow the removal of some duplicates from
the initial set. The articles were then filtered
by title, for the easier removal of papers that
were clearly out of scope. When it was not
clear whether a paper should be used, it was
kept, in order to avoid the risk of filtering out
any relevant papers. Additionally, in the final
batch of chosen papers the abstract and intro-
duction sections of papers were read to make
sure they were the appropriate matches. Last-
ly, the final batch of papers comprised those

Slika 4: Postupak pretraZivanja /
Figure 4: Search process
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Tablica 3: Distribucija ¢asopisa u kojima je objavljeno 49 ¢lanka /
Table 3: Journal distribution of the 49 articles

Casopisi / Journals Br. Studija / %
No. of studies
Journal of Ecotourism 1 2.04
Conservation Ecology 1 2.04
Annals of Tourism Research 1 2.04
Journal of Business Research 1 2.04
Journal of Sustainable Tourism 1 2.04
The International Journal of Networked Business 1 2.04
Journal of Hospitality and Tourism Technology 1 2.04
International Journal of History 1 2.04
Information and Management 2 4.08
International Journal of Culture, Tourism and Hospitality Research 2 4.08
International Journal of Technology Management 2 4.08
Tourism and Hospitality Research 2 4.08
Journal of Travel & Tourism Marketing 2 4.08
Journal of Tourism and Hospitality Management 3 6.12
Information Technology Journal 3 6.12
Journal of Travel Research 3 6.12
Journal of Destination Marketing & Management 3 6.12
Journal of Hospitality & Tourism Research 4 8.16
Current Issues in Tourism 4 8.16
International Journal of Contemporary Hospitality Management 5 10.20
Tourism Management 6 12.24
Ukupno 49 100.00

Kao s§to je prikazano u Tablici 3, 49 ¢la-
naka objavljeno je u 21 releventnom casopisu
posvedenom turizmu, marketingu i ITC-u.
Najznacajniji broj ¢lanaka objavljen je u Ca-
sopisima: Tourism Management, Journal of
Hospitality & Tourism Research, Internati-
onal Journal of Contemporary Hospitality
Management te Information Technology
Journal, Journal of Destination Marketing
& Management i Current Issues in Tourism.

that were fully read, understood and selected
as appropriate for the analysis.

Appendix 1 summarizes the 49 published
research references on relevant terms in the
search string used.

As shown in Table 3, there are 49 articles
published in 21 relevant tourism, marketing
and technology journals. The most signif-
icant number of articles was published in
Tourism Management, Journal of Hospitality
& Tourism Research, International Journal
of Contemporary Hospitality Management,
followed by Information Technology Jour-
nal, Journal of Destination Marketing &
Management and Current Issues in Tourism.
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5. REZULTATI I RASPRAVA

U ovom dijelu analiziraju se rezultati 49
¢lanaka u razdoblju od 2010. do 2019. godine.

Analiza predocena na Slici 5 prikazuje
izabranu skupinu ¢lanaka koji su objavljiva-
ni godis$nje. Kao $to je ranije navedeno, pre-
trazivanje je ograniceno na razdoblje izmedu
2010. 1 2019. godine i otkrilo je linearni rast
pojave Clanaka 2015. godine, osim u 2010.
godini kada je takoder zabiljezen veci broj
objava. Od 2015. godine zabiljeZen je tra-
jan rast broja Clanaka o ciljanim temama,
uz iznimku 2019. godine. Medutim, tekuca
godina je mogudi razlog zaSto jo§ nije uklju-
¢eno viSe Clanaka u baze podataka.

U skupini odabranih ¢lanaka, veéina je
izradena 2016. i 2017. godine, a to je upra-
vo vrijeme kada je fenomen postao sve po-
pularniji. Zanimanje za tu temu ocito raste,
iako se naglasak mijenja izmedu nekoliko
koncepata. Odabrani ¢lanci otkrivaju po-
sebne konferencije na temu turizma i VR-a,

S. RESULTS AND DISCUSSION

In this section, the analyzed results from
49 articles dating from 2010 to 2019 are pre-
sented.

The analysis presented in Figure 5 dis-
plays the number of articles published per
year from the selected set of articles. As
previously stated, the search was restricted
to 2010-2019, and it revealed a linear growth
of articles’ appearance starting in 2015, ex-
cept in 2010, when a larger number of pub-
lished articles was registered. Since 2015, a
solid growth in the number of articles on the
targeted topics has been recorded, except in
2019. However, it is the current year, which
may be the reason why not many articles
have been included in the databases yet.

Within the set of selected articles, most
were produced in 2016 and 2017, which is
exactly when the phenomenon regarding the
topic became increasingly popular. The inter-
est in the topic has evidently been growing,

Slika 5: Broj odabranih ¢lanaka po godinama /
Figure 5: Number of selected articles per year
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ali je njihov broj priliéno zanemariv. Ipak,
veca skupina podataka otkriva da su opce-
nito neki od najprikladnijih casopisa: Touri-
sm Management, Journal of Hospitality &
Tourism Research, International Journal of
Contemporary Hospitality Management i
Current Issues in Tourism.

Stovise, odabrani su ¢lanci analizirani u
odnosu na podrucje primjene ciljanih rjeSe-
nja koja su po svojoj prirodi raznolika. Slika
6 prikazuje broj odabranih c¢lanaka prema
domeni primjene.

Vecdina ¢lanaka bavila se VR-om, koji je
i zariSna tocka vecine istrazivackih pitanja,
a slijedila je uvecana stvarnost. Samo je mali
dio ¢lanaka nudio relativno opcu percepciju
ICT-a u turizmu. Prili¢no velik dio ¢lanaka
usredotocio se posebno na ponasSanje potro-
§aca u turizmu za razliku od odrZivosti i ma-
sovnog turizma, a slijedili su ponaSanje po-
trosaca u turizmu, marketing virtualne stvar-
nosti i model S-O-R kao dio koncepta VR-a.

though the emphasis has been changing be-
tween several concepts. The selected articles
reveal special conferences on the topic of
tourism and VR, but their number is rather
negligible. However, the larger dataset reveals
that, in general, Tourism Management, Jour-
nal of Hospitality & Tourism Research, Inter-
national Journal of Contemporary Hospital-
ity Management and Current Issues in Tour-
ism are some of the most appropriate journals.

Furthermore, the selected 49 articles
were analyzed in reference to the application
area of the targeted solutions, which are ver-
satile in nature. Figure 6 shows the number
of selected articles per application domain.

Most articles discussed VR, which is the
focal point of most of the research questions
in the thesis, followed by augmented reality.
Only a small fraction of the articles had a
rather general perception of ICTs in tourism.
A rather large fraction focused specifically
on consumer behavior in tourism as related

Slika 6: Broj odabranih ¢lanaka objavljenih prema podrucju primjene /
Figure 6: Number of selected articles published by application area

Virtualna stvarnost / Virtual reality

Marketing virtualne stvarnosti /
Virtual reality marketing

Odrzivost putovanja /
Traveling sustainability

S-O-R/
Stimulus-organism-response

PonaSanje potroSaca u turizmu /
Consumer behavior in tourism

12

Uvecana stvarnost /
Augmented reality

ICT u turizmu /
ICT in tourism

Masovni turizam /
Mass tourism

Odrzivi turizam /
Sustainable tourism
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Tablica 4: Identificirane teme podataka

Tema 1 Tema 2 Tema 3 Tema 4 Tema 5
Masovni turizam | Razvoj odrZivosti Virtualna Marketing Ponasanje
turizma i uveéana virtualne potrosaca
stvarnost stvarnosti u turizmu
ubrzani razvoj odgovornost trzisni podaci vrtualni svijet privrZenost
gentrifikacija bilanca mjesto trziSne marke stimulacija
kratkorocan socio-kulturne poboljsanje Google evaluacija
okoli$ planirane iskustvo nosivi uredaj trazenje informacija
hedonizam lokalne uranjanje uzitak S-O-R
negativni utjecaji | economske interaktivnost ucinak odlucivanje
vreva eticke imaginacija potrosaci autenti¢nost
Table 4: Identified data topics
Topic 1 Topic 2 Topic 3 Topic 4 Topic 5
Mass tourism Tourism Virtual and Virtual reality Consumer
sustainability augmented marketing behavior
development reality in tourism
rapid development | responsible market data virtual world Attachment
gentrification balance scene brands Stimulation
short-term socio-cultural enhancement Google Evaluation
environment planned experience wearable device | information search
hedonistic local immersion enjoyment stimulus-organism-
response
negative impacts | economic interactive effect decision-making
crowd ethics imagination consumers Authenticity

Analizom vece skupine podataka dobiva
se usporedba iz druge perspektive na temu
rada istraZivanja. Algoritmom se dobiva ka-
tegorizacija ¢lanaka u skupine tako da se do-
kumenti dodjeljuju temama te otkrivaju po-
vezivanja i rasprostranjenost rije¢i u tekstu.
Tablica 5 prikazuje prepoznate teme u odno-
su na naslov rada i cjelokupno pretraZivanje.

U daljnjoj analizi skupine odabranih
Clanaka bile su kategorizirane prema vrsta-
ma koristenih istraZzivanja. Slika predstavlja
mjehurasti dijagram tipova istraZivanja koji
su se koristili u ¢lancima ovisno o poseb-
nim temama (tema 1, 2, 3, 4 ili 5). Veli¢ina
mjehura odrazava broj ¢lanaka koji se bave

to sustainability and mass tourism, followed
by consumer behavior in tourism, VR mar-
keting and the stimulus-organism-response
model pertaining to VR concepts.

The analysis of the larger dataset is pro-
vided that is related to another perspective
on the thesis topic and research. The algo-
rithm is yielded for the categorization of
articles into groups, assigning documents to
topics, and it detected the word associations
and distributions throughout the text. Table 5
represents the identified topics in reference
to the title of the thesis and entire research.

In further analysis, sets of chosen articles
were categorized by the research types used.
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Slika 7: Vrste istraZivanja prema distribuciji tema istraZivanja /
Figure 7: Research type by research topic distribution

KutistraZivackog fokusa / Research Focus Facet
Tema 5 / m /‘\
Topic 5 \y \1/
Tema 4 / K \
Topic 4 ? \6 /
Tema 3 /
as/ | ; ()
Topic 3 \_/
Tema 2 / /\ Y
Topic 2 \y N
Temal / m 7\
Topic 1 \':/ N4
Kut istraZivackog fokusa /
Research Type Facet
Prijedlog IstraZivanje IstraZivanje Filozofski
rjeSenja / valjanosti / procjene / ¢lanak /
Solution Validation Evaluation Philosophical
Proposal Research Research Paper

specifi¢nim tipom istrazivanja. Cini se da
je rjesenje u najceSce koristenim tipovima
Clanaka, a slijede validacijsko, evaluacijsko
i filozofsko istrazivanje.

Figure 7 represents a bubble chart of the re-
search types used in the articles depending on
the specific topics (Topic 1, 2, 3, 4 or 5). The
size of the bubble signifies the number of arti-
cles that deal with a specific type of research.
It appears that the most used research type in
articles is the solution proposal, followed by
the validation research, evaluation research
and lastly the philosophical research.
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IP 1: Kako trodimenzionalna
vizualizacija moZe omoguditi odrZivi
razvoj i odrZivo planiranje turizma?

Treba rec¢i da VR moZe ,,potencijalno po-
modi kao bitan alat u formuliranju turistic-
ke politike i u procesu planiranja“ (Cheong,
1995). Smatra se da VR omogudava stva-
ranje stvarnih i plovnih virtualnih okolina
koje su dostupne za analizu planova razvoja
turizma u promiSljanju mogucih smjerova.
Stovise, posljednji radovi ukazuju da 3D
modeliranje i simulacije temeljene na racu-
nalu mogu biti vrlo u€inkovite u planiranju i
upravljanju odrZivim turizmom, bududi da se
mogu, putem skupnih podataka o posjetite-
ljima, detaljno koristiti za procjenu prijetnji,
prilika i podrucja daljnjeg razvoja u podruc-
jima odrzivog turizma (Lawson, 2006). Na-
dalje, 3D vizualizacije okoline dozvoljavaju
razumijevanje obrazaca vremena, prostora i
mjesta, Sto se opet u¢inkovito koristi za raz-
voj planova upravljanja s ciljem pomicanja
tezine s intenzivno koriStenih porducja na
ona s ograni¢enim koriStenjem (Lew i Mc-
Krecher, 2005).

Pocetni rezultati istraZivanja o odrZivom
razvoju u Rusiji (Kask, 2018) utvrdili su opéu
odsutnost praksi odrZivog turizma medu ru-
skim turistickim djelatnicima te su otkrili rad
kompanija na razvoju moguénosti za odrZivi
turizam kao dio poslovne strategije. Nadalje,
sudionici istrazivanja su u pogledu uvodenja
odrzivog turizma ponudili Cetiri pristupa:

e OsnaZivanje i poboljSavanje nacionalnog
zakonodavstva za odrZivi turizam;

e Zaitita prirode i razvoj politika odrzivo-
sti s ciljem odrZavanja podrucja od turi-
stickog interesa;

e Promocija obrazovanja o okoliSu kako bi
se povecao interest za odrzivi turizam;

e Virtualno putovanje kao odrziva alterna-
tiva turizmu u prirodi na lokacijama gdje
su fizi¢ki kapaciteti nosivosti dostignuti
ili u ograni¢enim podruc¢jima zbog zasti-
te prirode.

RQI: How can three-dimensional
visualization facilitate the sustainable
tourism development and the
sustainable tourism planning?

It has been recognized that VR can “po-
tentially aid as a vital tool in the tourism
policy formulation and in planning process”
(Cheong, 1995). It is believed that VR enables
the creation of realistic and navigable virtual
environments available for the tourism plan-
ners’ analysis in their consideration of possi-
ble developments. Moreover, recent research
efforts suggest that 3D modeling and comput-
er-based simulation can be very effective in
planning and managing sustainable tourism,
since by means of collective data on visitors,
they can be precisely used to estimate threats,
opportunities and areas for further develop-
ment in the sustainable tourism areas (Law-
son, 2006). Furthermore, 3D visualizations of
environment allow understanding the visitors’
patterns of time, space and place, which is in
turn effectively used for the development of
management plans to move the weight from
areas with heavy use to those with a limited
use (Lew and McKrecher, 2005).

Initial results of a research on the sustain-
able development in Russia (Kask, 2018) es-
tablished that there is a common absence of
sustainable tourism practices among major
Russian tourism operators, further revealing
that companies are working on developing
sustainable tourism options as part of their
corporate strategies. Furthermore, in terms
of sustainable tourism implementation four
approaches were offered by participants in
the research:

e Strengthening and better enforcement of
national legislation on sustainable tourism;

e Nature protection and sustainability poli-
cy development for maintaining the areas
of tourism interest;

e Promotion of environmental education to
raise interest in sustainable tourism;

e Virtual travel as a sustainable alternative
to nature tourism at locations where phys-
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U istraZivanju se predlaze da je motiva-
cija potaknuta 3D vizualnim sesijama vrlo
znacajan ¢imbenik na razvoju prema uspje-
hu odrzivog planiranja turizma te priopéuje
sli¢ne rezultate demonstracija gdje motiva-
cije pokazane u sesijama VR-a mogu zna-
Cajno utjecati na planiranje odrZivog turiz-
ma pa tako i kakvode ishoda (Kask, 2018).
Medutim, takoder se pokazalo da motivacije
turistickih dionika za sudjelovanjem u bilo
kojem dijelu odrZivog turizma mogu biti
uvelike potaknute socijalnim strukturama
kao Sto su interes, Zelja, izazov ili znatiZelja.
U narocito zanimljivom dijelu istraZivanja
opisuje se ucinkovitost razlicitih uvjeta ispi-
tanih putem 3D vizualizacija upotrebom hi-
potetskih situacija kako bi se polucilo najbo-
lje moguce odlucivanje, Sto opet dozvoljava
unaprjedenje problema kapaciteta nosivosti
(Lawson i Manning, 2003). Istrazivanje je
takoder pokazalo da 3D modeliranje omogu-
¢ava ukljucivanje i sudjelovanje Sire zajedni-
¢ime se moZe olakSati i razvoj (Lawson et
al., 2003). OdrZivi turizam je u osnovi pro-
ces odlucivanja, a fokusiran je na optimalnu
alokaciju resursa u ograni¢enom razdoblju
kako bi se zadovoljili svi ukljuceni dionici.
Metode 3D vizualizacije za nadgledanje i
analiziranje podataka o okoliSu (El-Gayar
i Fritz, 2006) narocito su prikladne za po-
kazivanje ucinkovitosti za korisne koncepte
itinerera turista, Sto opet moZze dati precizne
alate za odrzivo planiranje.

Potom je istraZivanje otkrilo razlicite
zanimljive iskaze koje se odnose na virtu-
alna putovanja u usporedbi sa stvarnim pu-
tovanjem i, iako predloZzeno kao alternativa
putovanju u stvarne destinacije, virtualno
putovanje doZzivjelo je velike kritike kod
sudionika istraZivanja (Kask, 2018). Istrazi-
vanje je potvrdilo, uz postojecu tehnologiju,
brojne mogucnosti za oblikovanje virtualnog
putovanja i izbjegavanja, makar i djelomi¢no
neke od nedostataka kojima se susrecu poput
manje impresija i iskustva, nedostatak veze
sa stvarnom prirodom i sli¢no. Dakako, po-

ical carrying capacities have been reached
or in areas reserved for nature protection

The research suggests that the motivation
spurred by 3D visual sessions is a very im-
portant factor on the path toward the success
of the sustainable tourism planning, report-
ing similar results in demonstrations that the
motivations shown in VR sessions may sig-
nificantly influence the flow of sustainable
tourism planning and therefore the quality of
outcomes (Kask, 2018). However, it has been
shown that motivations of tourism stakehold-
ers to take any part in sustainable tourism de-
velopment can be well caused by social struc-
tures such as interest, desire, challenge or
curiosity. A particularly interesting research
describes the effectiveness of different condi-
tions explored through 3D visualizations by
using hypothetical situations in order to facil-
itate the best possible decision making, which
in turn allows improvements in to the carry-
ing capacity issues (Lawson and Manning,
2003). The research also showed that 3D
modeling allows larger community engage-
ment and participation, by providing more
realistic images and data which may facili-
tate more practical development (Lawson et
al., 2003). Sustainable tourism is essentially a
process of decision-making and it is focused
solely on the optimum resource allocation
in the limited time period so as to satisfy all
the stakeholders involved. 3D visualization
methods for monitoring and analyzing envi-
ronmental data (El-Gayar and Fritz, 2006)
are particularly suitable for showing efficien-
cy in benefiting concepts of routes used by
the tourists, which in turn can provide the
precise means for sustainable planning.

Furthermore, the research revealed vari-
ous interesting statements that refer to virtual
travel in comparison with real travel, and al-
though it was proposed as an alternative to
travelling to real destinations, virtual travel
was largely criticized by the research partic-
ipants (Kask, 2018). The research confirmed
that with the current state of technology,
there are possibilities to design a virtual trip,
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stoji 1 razlog davanja prednosti stvarnim na-
suprot virtualnim putovanjima, a to je ,,0sje-
¢anje* stvarne destinacije.

Sli¢na istrazivanja predlazu da bi VR i
virtualni turizam mogli poluciti potencijalnu
strategiju za odrZivi razvoj turizma i planira-
nja; ovaj prijedlog dalje je razraden studijom
slu¢aja COMCOT gdje je virtualno putova-
nje u obliku trodimenzionalnih vizualiza-
cija koriSteno za vrijeme procesa planiranja
odrzivog turizma (Nayyar et al., 2018). Na-
dalje, virtualna su putovanja iskrsnula u in-
tervjuima sudionika istraZivanja kao moguca
metodologija za uvodenje odrzivog turizma
te kao alternativa za stvarne posjete prirod-
nim okolinama, $to opet moZe dati rjeSenje
za uspjeSan razvoj odrzivog turizma. Prema
rezultatima istraZivanja virtualna putovanja
predlazu se kao posebno vrijedna turisticka
opcija u podrucjima gdje e posjetitelji vje-
rojatno prijeéi kapacitet nosivosti osjetljivih
ekosistema, kao i u slucaju masovnog turiz-
ma, Sto doprinosi praksama planiranja odrZi-
vog turizma opcenito (Kask, 2018).

IP2: Kako VR, kao obeéavajudi trend
u turizmu i ugostiteljstvu, moze
zadovoljiti buduce potrebe turista?

VR nudi moguénosti za DMO-e u komu-
niciranju marketinskih poruka prema ciljnim
trziStima 1 hvatanju pozornosti posjetitelja
pomocu identificiranja relevantnih cimbe-
nika koji stvaraju motivacije za ljude koji
su ukljuceni u 3D virtualni turizam i razvoj
osvijeStenosti buducih procesa odlucivanja o
putovanju (Huanget ef al., 2013). S obzirom
na hedonistic¢ka iskustva i emotivno sudjelo-
vanje i posredovanje, istrazivanje ukazuje da
ako lokacije virtualog turizma i destinacija
pruze posjetiteljima mogucénost da poboljSaju
svoj pogled na lakocu koristenja, i ako se vir-
tualni svijet vidi kao vrijedna baza informa-
cija za planiranje puta, tada virtualni turisti
imaju Sanse za jednostavno ispunjenje svojih
potreba za putovanjem. Raznolikim moguc-
nostima testiranja tehnologija VR-a mozZe

avoiding at least partially some of the disad-
vantages encountered including fewer im-
pressions, less experience, lack of connection
to real nature and similar. However, there is a
preference for real over virtual visits, due to
the option of “feeling” the real destination.

Similar research suggested that VR and
virtual tourism may be a potential strategy
for sustainable tourism development and
planning; this proposal was further elabo-
rated by a COMCOT case study where vir-
tual travel in the form of three-dimensional
virtualizations was employed during a sus-
tainable tourism planning process (Nayyar
et al., 2018). Furthermore, virtual travel
emerged from interviews with the research
participants as a possible methodology for
implementing sustainable tourism and as an
alternative to real visits into the natural en-
vironment, which in turn can occasionally
provide a solution for the successful sustain-
able tourism development. According to the
research results, virtual travel was suggested
as a particularly valuable tourism option in
the areas where visitors are likely to exceed
the carrying capacity of sensitive ecosys-
tems, as in the case of mass tourism, which
contributes to the sustainable tourism plan-
ning practices overall (Kask, 2018).

RQ2: How can VR as a promising
trend in tourism and hospitality meet
future needs of tourists?

VR offers opportunities for DMOs in
communicating marketing messages to tar-
geted markets and capturing the visitors’
attention, by aiding in the identification of
relevant factors that create motivations for
people involved in the 3D virtual tourism
and in developing the awareness of the fu-
ture traveling decision-making processes
(Huang, 2013). With respect to hedonistic
experiences and emotional involvement and
mediation, the research indicates that if vir-
tual tourism locations and destinations pro-
vide opportunities for visitors to enhance
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pomodi u turistickom planiranju i upravljanju
(Sussmann i Vanhegan, 2000). K tomu, su-
stav VR-a takoder se moze koristiti kao tr-
Zi$no uspjesna i zabavna turisticka atrakcija.
Industrija zabave nastavlja igrati vaznu ulogu
u daljnjoj evoluciji ove tehnologije (Gutierrez
et al., 2008). Isto tako, prednosti ovakovih
VR atrakcija nad tipi¢nim attrakcijama te-
matskog parka su mogucnosti njihovog loci-
ranja u urbanim naseljima zbog njihove male
veli¢ine (Hobson 1 Williams, 1995).

Jos jedna moderna turisticka perspektiva
1 njezini medusobni odnosi s marketingom,
ponaSanjem potro$aca i potrebama turista
moZe se uociti serijom medusobno poveza-
nih koncepata virtualnih svjetova i na¢inom
na koji oni utje€u na privrZenost potrosaca,
stimulaciju i kona¢no na proces odlucivanja.
Iskustvo, skupa s uranjavanjem, imaginaci-
jom i interaktivno$¢éu, omogucava trziSnim
markama i turistickim organizacijama izra-
van utjecaj na misljenja i odluke korisnika.
Turisti ¢e radije izabrati ovaj oblik turizma
ako mogu i zadovoljiti svoje hedonisticke po-
trebe, kao u sluCaju stvarnog putovanja (Ga-
tersleben i Steg, 2012). étoviée, sustav VR se
takoder mozZe koristiti kao alat predstavlja-
nja trzisno uspjeSnih i zabavnih turistickih
atrakcija. Jedan je primjer vidljiv u patentu
uredaja nazvanog ‘Sensorama Simulator’
koji je funkcionirao prema nacelu ponude
zabave, tj. simuliranih motoristi¢kih voZnji
kroz grad New York gdje se pruZaju usluge
3D slika, zvukova, vjetra, aroma i postav-
lijenim vibracijama (Gutierrez et al., 2008).
Tematski parkovi naroCito su zanimljivi
kod proucavanja primjene aplikacije VR-a
u turizmu u pogledu turistickih atrakcija i
zabave; primjeri su dostupni na Dreamwor-
Id theme park u Australiji, koji nudi simu-
lirane voznje autima (Dreamworld, 2009),
a koji je slican onima koji se nude u Cyber
Speedway-u u Las Vegasu (Sahara Hotel and
Casino, 2009). Daljnje moguénosti VR-a naj-
Cesce se koriste kod muzeja, podruéja basti-
ne i sli¢nih turistickih mjesta. One se protezu
od obrazovnih VR posjeta kulturnim centri-

their views on the ease of use, and if the vir-
tual world is seen as a valuable information
basis for trip planning, then virtual tourists
have a chance to get their traveling needs
easily fulfilled. Through distinctive testing
capabilities that it precisely offers, the VR
technology is able to help tourism planning
and management (Sussmann and Vanhegan,
2000). Moreover, the VR system can also be
used as marketable and entertaining tourist
attractions. The entertainment industry has
continued to play an important role in the
subsequent evolution of such a technology
(Gutierrez et al., 2008). Similarly, advantag-
es of such VR attractions over typical theme
park attractions allow theme parks to be lo-
cated in urban settlements, because of their
small size (Hobson and Williams, 1995).

Another perspective pertaining to cur-
rent trends in tourism and its interrelations
to marketing, consumer behavior and tour-
ists’ needs can be identified through a set
of interrelated concepts of virtual worlds
and through the way in which they affect
consumers’ attachment, stimulation, and ul-
timately the decision-making process. The
experience, together with immersion, imag-
ination and interactivity enables brands and
tourism organizations to directly impact
users’ opinions and decisions. Tourists are
more likely to favor this type of tourism if
they can also satisfy their hedonistic needs,
as in the case of real travel (Gatersleben and
Steg, 2012). Moreover, the VR system can
also be exploited as a tool which presents
the marketable and entertaining tourist at-
tractions. One example is seen in the patent
of the device called ‘Sensorama Simulator’,
which functioned on the principle of of-
fering entertaining, simulated motorcycle
rides through the City of New York, with
the provision of 3D images, sounds, wind,
aromas and set vibrations (Gutierrez et al.,
2008). Theme parks are of a particular in-
terest when observing VR applications in
tourism in terms of tourism attractions and
entertainment; examples can be found in the
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ma diljem svijeta (Rossou, 2004), zooloskim
izlozbama (Bowman et al., 1999), proizvod-
nji interaktivnih putovanja (Tholos, 2009) i
razgledavanja bastine (Thomasson, 2006),
do izbora turistickih atrakcija na odredenom
podrucju (Linaza et al., 2008) itd.

Jedna studija predstavlja rezutate koji se
odnose na ulogu emotivnog uzbudenja i he-
donostickog iskustva opéenito kod odrediva-
nja namjera ponasanja potencijalnih turista
na stvarni posjet, §to je imalo za posljedicu
velike mogucnosti motiviranja potroSaca da
postanu turisti. Na isti nacin se pokazalo da
plovidba virtualnom okolinom u 3D utjece
na pozitivne emocije i ukljucenost, $to ima
za posljedicu pozitivan ucinak na namjere
ponasanja i sugerira iskustvo uranjanja i ve-
deg angaZmana u vrijeme posjeta, cime se jo§
viSe osnazuju potrebe turista. S napretkom
virtualnih tehnologija i ulagaci i potroSaci
uvijek se iznova oduSevljavaju svime $to one
nude. Posljedi¢no, ove se sve sofisticiranije
tehnologije kreiraju i uvode uglavnom zbog
krajnjih korisnika i zadovoljavanje njihovih
buducih potreba. U istrazivanju se isti¢u
sljedeci glavni trendovi u turizmu i ugosti-
teljstvu koji se odnose na tehnologije VR-a
i njihov potencijal zadovoljavanja buducih
potreba putnika (Nayyar et al., 2018):

e Ucinkovito planiranje i odgovarajuci
menadZment. Potencijal turizma i ugosti-
teljstva prosirio se sa sposobnosé¢u VR-a
za stvaranjem skoro stvarnih, jednostav-
nih i detaljnih uputa za turiste kako bi im
se pomoglo u procesu planiranja putova-
nja i planiranja aktivnosti.

e Ucinkovit alat za okolis. Kreiranje razli-
¢itih vrsta simulatora kojima se prispo-
dobljuje virtualno iskustvo i omogucuje
potencijalnim turistima doZivljaj destina-
cije unaprijed.

e Alat za obrazovanje. Modeli VR-a koji
se koriste u turizmu mogu biti od velikog
znacaja u pocetnim fazama potroSacevog
ciklusa kupovine u turizmu, kao i opSir-
nim pruzanjem najnovijih informacija o
vaznim C¢injenicama i ¢imbenicima koji

Dreamworld theme park in Australia, which
offers simulated car rides (Dreamworld,
2009) similar to those offered in Cyber
Speedway in the City of Las Vegas (Sahara
Hotel and Casino, 2009). The further poten-
tial of VR is most frequently exploited in the
case of museums, heritage areas and similar
tourist sites. These range from educational
VR exhibits in cultural centers around the
world (Rossou, 2004), zoo exhibits (Bow-
man et al., 1999), production of interactive
tours (Tholos, 2009), viewing of heritage
sites (Thomasson, 2006), selection of tour-
ist attractions within an area (Linaza et al.,
2008) and so on.

One study presents findings pertaining
to the role of emotional arousal and hedonic
experience in general in the determination
of potential tourists’ behavioral intentions
to the actual visit, resulting in a great pos-
sibility to motivate consumers to become
tourists. Similarly, it has been demonstrated
that the navigation of the 3D virtual environ-
ment induces positive emotions and involve-
ment, resulting in the positive impact on be-
havioral intents, and suggesting immersive
experience and engagement during a Visit,
thus further enhancing tourists needs. With
such advancements in virtual technologies,
both investors and consumers of these VR
technologies are repeatedly impressed with
everything they offer. Consequently, these
increasingly sophisticated technologies are
being envisioned and implemented main-
ly for end-user benefits and fulfillment of
consumers’ future needs. The research high-
lights the following major trends in the tour-
ism and hospitality industry related to the
VR technologies and their potential to meet
travelers’ future needs (Nayyar et al., 2018):

o [Effective planning and suitable manage-
ment. Potential in the tourism and hospi-
tality industry is widened by the ability
of VR to create almost realistic, easy and
detailed navigations for tourists to help
them in their trip planning processes and
their activity planning.
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su relevantni za fazu potrage u procesu
odlucivanja.

Virtualne atrakcije po stvarnim cijenama.
Stvaranje savrSenog digitalnog okruzenja
i sadrzaja moZe se dodati na zahtjev, ovi-
sno o zahtjevima potro$aca, ¢ime se i da-
lje udovoljava svakom njihovom hiru.

Interaktivno iskustvo. Moguce su virtu-
alne ture lokacija s dodatnim bonusima
za rukovanje virtualnim objektima i nji-
hovom interaktivnoséu, ¢ime se uranja u
potpuno stvarno iskustvo za potencijalne
turiste.

Pogodne mogucnosti prevodenja. Nude
se kako bi se putnicima olakSalo prebro-
diti jezi¢ne barijere i razumijevanje te da
se tako poveca njihov dozivljaj.

Rezervacije soba. Tehnologija dozvoljava
potencijalnim gostima virtualne posjete so-
bama i razmatranje o njihovim ponudama.

Lokalne atrakcije. Nude se pretpregledi
lokalnih atrakcija kako bi potencijalni tu-
risti stekli ideje o destinacijama.

Osim toga, istraZivanje navodi najvaznije

motivacije koje su ukljuCene u cijeli proces
VR-a kao trenda u turizmu i ugostiteljstvu
kojim se zadovoljavaju potrebe i Zelje poten-
cijalnih turista (Nayyar et al., 2018):

Zelja za ne¢im drugadijim i nepoznatim.
Ispitivanja otkrivaju da je Zelja za jedin-
stvenim doZivljajem jedna od najista-
knutijih motivacija; i dakako putovanje
u nove okoline prepoznato je kao ¢imbe-
nik poticanja i unutarnja snaga koja tjera
proces odlucivanja potencijalnog turista
(Tibon, 2012). Kod izbora doZivljaja, VR
¢imbenici odbijanja puno viSe prevlada-
vaju nego faktori privlacenja zbog nepo-
srednosti iskustva.

Motivacije usmjerene na sebe. Ove moti-
vacije predstavljaju mogucnost turista da
doZzive destinaciju koja ih posebno zani-
ma, gdje bi oni potpuno udovoljili svojim
Zeljama te tako dobili poticaj za odluku o
putovanju koje ¢e smjesta zadovoljiti nji-
hovu potrebu.

e [Effective environment tool. The creation
of various types of simulators allowing
virtual experience allows potential tour-
ists to experience a destination in advance.

e Education tool. VR models used in the
tourism industry can be of great impor-
tance in the initial phases of the customer
buying cycle in the tourism sector, and
through extensive provision of first-hand
information about important facts and
factors relevant to the search stage in the
decision-making process.

e Virtual attractions at effective cost. The
creation of perfect digital environment
and content can be added on demand
depending on consumers’ requirements,
further aiding to their every whim.

e [nteractive experience. Virtual tours of
locations are possible, with added bonus-
es of handling virtual objects and their
interactivity, which makes the experience
immersive and completely realistic to the
potential tourists.

e Convenient translation capabilities. These
are offered to facilitate non-local travel-
ers facing the language barriers to en-
hance their understanding, and increase
their own experience.

e Booking rooms. Technology allows pro-
spective guests to virtually visit the rooms
and consider their offers.

e Local attractions. Previews of local at-
tractions are offered, giving potential
tourists insights in destinations.

Moreover, research suggests the major
motivations involved in the overall process
related to the VR as a trend in the tourism and
hospitality industry in meeting potential tour-
ists’ needs and wants (Nayyar et al., 2018):

e Desire for something different and un-
known. Studies reveal that a desire for
unique experience was one of the most
prominent motivations; indeed, traveling
beyond one’s normal environment has been
recognized as a push factor and an inter-
nal force driving a potential tourist’s deci-
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e Znacajke destinacija. Nekoliko je ispi-
tivanja potvrdilo zanimanje za virtualna
putovanja u destinacije, a za mnoge su-
dionike motivacije su bile prvenstveno
izgradene na mogucnosti doZivljaja zna-
¢ajki odredene destinacije i atrakcija.

e Zamjena putovanja. Moguca ,,prijetnja“
koja se namece stvarnom putovanju je
njezin nadomjestak prikazan na virtual-
nom putovanju. Ovdje se misli na mogué-
nost zadovoljenja potraznje turista kori-
Stenjem VR-a gdje su potencijalni turisti
zastraSeni potencijalnim geografskim
barijerama i strahovima, poput straha od
visine i opasnih i dalekih lokacija, itd., u
odredenim destinacijama te su zato voljni
posjetiti ih samo virtualno.

e Motivacije usmjerene na druge. Za razli-
ku od motivacija usmjerenih na sebe, kod
ovih se Cesto ,,postize zadovoljstvo na
temelju osjecaja da je sudjelovanje imalo
pozitivan utjecaj na druge* (McKercher,
2015). Stoga je zanimanje za koriStenje
VR-a zbog sudjelovanja u aktivnostima
ili doZivljaja destinacija usredoto¢eno
na drustvene probleme, kao Sto je utjecaj
masovnog turizma na okolis.

Predvida se da ¢e VR tehnologija za
nekoliko godina postati uobicajena na po-
troSackom trzistu (Barnes, 2016). Stoga je
vrlo vazno da turisticki marketing, trudec¢i
se maksimalno zadovoljiti njihove budude
potrebe, ne samo ponudi nego i prilagodi
iskustva VR-a za razlicita potroSacka trzista.

sion-making process (Tibon, 2012). When
choosing the VR experience, push factors
are much more prevalent than pull factors
because of the immediacy of experience.

e Self-oriented motivations. These motiva-
tions represent an opportunity for tourists
to experience a destination they are par-
ticularly interested in, where they would
fully indulge in their desires, thus urging
them to make a travel decision that will
immediately satisfy their need.

e Destination attributes. Several studies
confirmed the interest in virtual travel
to the destination, and for many partic-
ipants, motivations were primarily built
on the opportunity to see specific desti-
nation attributes and attractions.

o Travel replacement. The possible ‘threat’
that is imposed to the real travel is its sub-
stitute seen in the virtual travel. A chance
to satisfy tourists’ demands through use
of VR is grasped here, as some potential
tourists are intimidated by the existence
of potential geographical barriers and by
fears, such as fear of heights, and of dan-
gerous and far locations, etc. in certain
destinations, and thus would only visit
them virtually.

e Others-oriented motivations. In contrast
to self-oriented motivations, these tend
to “gain satisfaction from the feeling that
participation has had positive impact on
others” (McKercher, 2015). Therefore,
the interest in using VR to participate
in activities or experience destinations
is centered around social issues, such as
environmental impacts of mass tourism.

It has been predicted that the VR tech-
nology will be mainstream in the consumer
marketing within the next few years (Barnes,
2016). Therefore, it is extremely important
that in their efforts to maximally meet their
future needs travel marketers not only offer,
but tailor VR experiences for varying con-
sumer markets.
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6. ZAKLJUCAK

Ovaj Clanak opisuje evoluciju i veze iz-
medu istrazivanih koncepata, izazova i rje-
Senja te preostalih nedostataka. Podrucja
primjene VR-a u turizmu i ugostiteljstvu jo§
uvijek se razvijaju dok tehnologija ne posta-
ne uobicajena. Stoga se sve vise cijene mo-
guénosti koje ova tehnologija pruza turizmu
i odrzivosti kako za turisticke dionike tako i
za potrosace. Kod turista se naglasava zado-
voljstvo virtualnim putovanjem u usporedbi
sa stvarnim turizmom i rezultati su pokazali
znacajne psiholoske razlike izmedu sudioni-
ka u istraZivanju. Kulturalne i hedonisticke
motivacije stvarnog putovanja i tendencija ka
uzbudenju i socijalnoj interakciji izdvojili su
se kao glavni poticaji za virtualno putovanje
medu mnogim ¢imbenicima.

Vazno je primijetiti da studija preporuca
najvecu varijablu koja ilustrira zadovoljstvo
stvarnim putovanjem koja moze pomoci u
daljnjoj provedbi primjene odrzivih inicija-
tiva. Osim ¢injenice da virtualno putovanje
moze smanjiti stvarne troSkove putovanja,
kao i uStedjeti vrijeme te povecati udobnost u
odnosu na iskustvo odrzivog putovanja, turi-
sti ée vjerojatnije izabrati ovaj oblik turizma
ako on moze zadovoljiti i njihove hedonisti¢-
ke potrebe kao u slu¢aju stvarnog putovanja.
To ukazuje na ¢injenicu da je odrZivi turizam
mogu¢ u kombinaciji virtualnog i stvarnog
putovanja jer bi se tako mogao smanjiti broj
turista na lokaciji kao i negativne posljedice
masovnog turizma.

Uz brzi razvoj digitalne tehnologije, VR
je podrucje koje stalno evoluira. Buduci da
turisti mogu unaprijed dozivjeti putovanje,
VR je izvrstan marketinski alat. Nekoliko
studija uvrStenih u ¢lanku prvenstveno iden-
tificiraju znacajke koje potencijalno poticu
turiste na posjet destinacijama koje vide u
VR-u, buduéi da ona nudi stvarno iskustvo
i sadrzaje kojima bi se bavili na stvarnom
putu, a to opet vodi u fazu osjecaja privr-
Zenosti u kojoj bi se turisti mogli upoznati
s onime Sto su dozivjeli u VR-u. U istrazi-

6. CONCLUSION

The study reveals the evolution and links
between the investigated concepts, the exist-
ing challenges and solutions, and the remain-
ing gaps. VR application areas for the tourism
and hospitality sectors are still under devel-
opment, while the technology becomes more
mainstream, and therefore there is the increas-
ing appreciation of the possibilities that this
technology has for tourism and sustainability
for both industry players and consumers. The
paper highlighted tourists’ satisfaction with
virtual travel compared to real tourism and
the results showed significant psychological
differences between research participants.
Among many factors, cultural and hedonistic
motivations of real travel and a tendency to-
wards excitement and social interaction were
identified as main drivers of virtual travel.

It is important to note that the study sug-
gests the major variable illustrating the satis-
faction with virtual travel which may help in
furthering the implementation of sustainable
initiatives. Besides the fact that the virtual
travel may reduce real travel costs, and the
time and comfort benefits that tourists might
experience during sustainable travelling, they
are more likely to favor this type of tourism if
they can also satisfy their hedonistic needs, as
in the case of real travel. This indicates that
the sustainable tourism can be achieved by a
combination of both virtual and real travel,
since it would ultimately reduce the number
of tourists at a single location and thus the
negative consequences of the mass tourism.

Alongside the swift development of digi-
tal technology, VR is an evolving area in this
industrial revolution. As tourists may experi-
ence a destination ahead, VR provides an ex-
cellent marketing tool. Several studies includ-
ed in the paper primarily identify the features
that potentially urge tourists to visit the desti-
nations shown in VR since it offers a genuine
experience and activities they would be in-
volved in on a real travel. This, in turn, results
in the attachment stage, where tourists could
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vanju se navodi postojanje nekih izazova jer
neki autori vjeruju da odrZivi turizam treba
uspostaviti ravnotezu izmedu okolisnih, eko-
nomskih i socio-kulturnih kriterija. U tom
smislu, istraZivanje zakljuCuje da vizualiza-
cije u 3D tehnici mogu sluziti kao potencijal-
no rjesenje koje bi moglo pomoci turistickim
djelatnicima i ostalima uklju€enima u razvoj
odrzivog turizma u postizanju Sirokog raspo-
na indikatora odrZivog turizma, sto ukljucu-
je 1 participativni razvoj, integraciju zahtjeva
odrZivog turizma u planiranje procesa sluz-
benog putovanja, promjenu potrosackog po-
naSanja turista i njihovo osvjeStavanje. Ovi
zakljucci ukazuju da VR, kao trend u turiz-
mu, jo§ uvijek zahtijeva znacajno zalaganje
1 poboljsanja kako bi se mogao u potpunosti
uroniti u turizam, a pogotovo ukljuciti u
rjeSavanje pitanja o turizmu i potencijalnom
konceptu odrZivosti u njemu. Postoje joS uvi-
jek mnoga pitanja i prijepori, ali je potencijal
ispravne primjene ogroman.

Ovo istrazivanje nije bez ograniCenja, a
ona se odnose na oskudnu formulaciju cilje-
va istraZivanja, kao i raspon rasprave koja je
predstavljena u ¢lanku te njezine analize. U
pogledu buducdih istraZivanja, bilo bi korisno
graditi na rezultatima ovog istraZivanja u
osvrtu na neocekivane spoznaje iz ove studi-
je. IstraZivanje bi se moglo provesti u novom
kontekstu, lokaciji i kulturi, u odmaku foku-
sa na posebnu oglednu skupinu u razli¢itom
kontekstu. Teorija se zasigurno moZze prosiri-
ti jer je vrlo vjerojatno da ¢e se buduci radovi
Siriti i preispitati i vrlo je vjerojatno da ¢e na
buduca ispitivanja utjecati pojave novih teo-
rija, saznanja i fenomena povezanih s temom
ovog istraZivanja.

become familiar with what they experienced
in the VR session. However, the research has
suggested that some challenges still exist be-
cause some authors believe that the sustain-
able tourism should strike a balance between
environmental, economic and socio-cultural
elements. In reference to this, the research
suggests that 3D visualizations may serve as
a potential solution which can help tourism
professionals and all those involved in the de-
velopment of sustainable tourism to achieve a
wide range of sustainable tourism indicators,
including the participatory development, inte-
gration of sustainable tourism demands into
planning of travel business processes, the
changing of tourists’ consumption behavior
and raising awareness. The present findings
indicate that VR as a trend in the tourism
industry still needs significant work and im-
provement until it is ready to fully immerse
itself into the tourism sector and especially to
get involved into the issues concerning tour-
ism and the potential of sustainability concept
within the industry. Many of the concerns and
conflicts still exist, but the potential of right
implementation is enormous.

The study is not free from limitations,
and these include the scarce formulation of
the research objectives, as well as the scope
of discussion presented in the paper and its
analysis. With respect to the future research
suggestions, it would be useful to build upon
findings of the research in addressing the un-
anticipated findings of the study. Research
could be carried out in a new context, location
and culture, moving the focus onto the specif-
ic sample group in a different setting. The the-
ory can surely be expanded and reassessed, as
it is very likely that future studies would be
affected by distinctive new events and emer-
gence of new theories, evidence and phenom-
ena related to the research topic of this study.
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