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Abstract: In the landscape of Covid-19 pandemic, people’s well-being, to some extent, can be affected
through virtual reality tourism because it has the opportunity to enhance their level of well-being and
destination recovery. To verify this empirically an investigation was conducted among people who
used Quanjingke, the largest tourism-related virtual reality website in China, during the pandemic.
The specific the aim of this paper is to prove the effectiveness of virtual reality tourism in promoting
people’s subjective well-being. Hence, an integrated model with the constructs of peripheral attribute,
core attribute and pivotal attribute, presence, perceived value, satisfaction, and subjective well-being
was proposed and tested. The results indicate that attributes of virtual reality tourism have a positive
effect on presence during virtual reality experiences, which positively influences perceived value.
The values of virtual reality tourism perceived by tourists result in their satisfaction. Eventually, it
was found that tourists’ subjective well-being is improved due to their satisfaction with virtual reality
tourism. Practical suggestions are also provided based on the findings.

Keywords: virtual reality tourism; subjective well-being; peripheral attribute; core attribute; pivotal
attribute; presence; perceived value; satisfaction; Quanjingke

1. Introduction

From the beginning of 2020 up to now, most of the world has been struggling with
the COVID-19 pandemic. Rigorous restrictions, like entry bans and quarantines, and
preventive measures are imposed throughout the world to halt the spread of the coron-
avirus, causing a downturn in economic activity and sapping the economic momentum of
countries. There is no exception for the tourism industry with regard to such a recession.
The COVID-19 pandemic has caused a 70% fall in international tourist arrivals (overnight
visitors) during first eight months of 2020 compared to the same period of the previous year.
Particularly, international arrivals declined 81% in July and 79% in August, which would
usually be the peak season of the year, the latest data from the World Tourism Organization
(UNWTO) indicates [1].

Considering the quality of life and residents’ well-being, our lives have been dramat-
ically changed by the pandemic. Waves of strict lockdowns are “inevitable” and social
distancing is required by governments and organizations to prevent virus transmission,
which, to some extent, induce negative effects on the mental health and well-being of
residents and the effects will extend beyond those who have been directly affected by the
virus [2]. Ma and Yang found that the onset of the coronavirus epidemic led to a 74% drop
in overall emotional well-being which is an important constituent of subjective well-being
(SWB) [3]. Given the importance of SWB to residents’ lives, it is time to take reasonable
precautions to help us bring health and well-being to the forefront. Recommendations
that could contribute to an alteration in residents’ well-being, including the promotion of
physical activity and sleep hygiene etc. are contained in the relevant literature [4]. The
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improvement of the well-being of humankind has been an object of many public policies [5].
On the individual level, experiences during travel and satisfaction with travel contribute to
improving well-being [5]. Given the risk of increasing the opportunities for spreading the
virus and getting infected, it would be better to find an alternative way to travel without
physical movement when travels are postponed on a large scale and staying at home
is advocated.

In the current world, which has been filled with artificial intelligence, we are becoming
increasingly reliant on technology. For example, virtual reality (VR) is expected to be one
of the significant technology products in the tourism industry. By providing accessible
tourism for all and enhancing tourist experience, immersion, and visualization, VR may be
an invaluable resource for transforming traditional tourism with intangible and experiential
essence into a product [6,7]. Therefore, it seems that VR tourism has the potential to
provide residents with the access to experience tourist sites in VR and can play a vital role
in improving residents’ well-being [8].

The subject of this study, Quanjingke (QJK) provides 360-degree and ultra-high-
definition panoramic images and guided tours and its language is Chinese only. According
to the latest report from one of the most authoritative websites in China, QJK is the largest
tourism-related VR website in China and it has around 1.5 billion active users and provides
over 60,000 panoramic pictures and VR videos all over the whole country [9]. The large
amounts of users of QJK and rich VR resources make it reliable for collecting meaningful
data for the current study. At the early stage of the pandemic, it is noteworthy that an article
page published on QJK’s official account of WeChat induced the number of 67 million
page views, leading to over 40 million unique visitors and 150 million page views for its
website and its popular app, “Beautiful China” [9]. Many Chinese accepted the new idea
of “take it home”, which means to encourage potential tourists to “carry” tourist resorts to
their home by using laptops and smart phones via which the interesting photos or videos
and intelligent tour guides can be attained during the pandemic. With rich VR tourism
resources and large amounts users, QJK enables us to access high quality data for empirical
research related to VR tourism in the context of the pandemic.

The subjective evaluation of well-being is frequently referred to as SWB, and the
subjective appraisal of well-being is the measure of well-being achieved when answering
questions, which means that SWB can be measured by questionnaire in a self-reported
way [10]. The adoption of VR associated with enhancing subject well-being has been
examined in various contexts. For example, Li et al. investigated the effectiveness of
using virtual reality computer games in promoting the subjective well-being of children
with cancer [11]. In spite of this, exploring the role of VR tourism on enhancing residents’
subjective well-being remains in its infancy, as an integrated model of VR tourism has
not been established [12]. To be concrete, researchers emphasize certain facets of VR
tourist behavior (e.g., perception of authenticity and attitude) for the purpose of tourism
marketing [12]. In addition, a handful of the literature employing theoretically integrated
model remains on too broad scope rather than concentrating on a specific VR tourism
product, leading to potentially diverse conclusions. Focusing on the VR tourists of QJK,
we strive to fill the aforementioned research gaps by establishing an integrated model. In
this study, structural equation modeling (SEM) was employed to test the proposed model
and hence the relationship between VR tourism and residents’ subjective well-being was
explicated clearly on both theoretical and empirical level.

Incorporating the constructs of PCP attributes, presence, perceived values, and satis-
faction into an integrated model, the current study aims to explore how the VR tourism
promote residents’ subjective well-being by delving into its mechanisms. The model in-
corporates constructs frequently used in the consumer behavior domain, encompassing
PCP attributes (i.e., peripheral attribute, core attribute and pivotal attribute), perceived
value (i.e., functional value and emotional value), and satisfaction, with the construct
unique to VR tourism research (i.e., presence). Consequently, the theoretical and practical
implications are summarized based on the results of empirical analysis. Thus, the policy
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makers, residents, tourist destinations and VR tourism operators will all benefit from the
research findings.

2. Literature Review
2.1. Attributes of VR Tourism and PCP Model

Through the era of PC, realistic online (including mobile) content that stimulates the
five senses through VR (virtual reality) and AR (augmented reality) is growing. Virtual
reality refers to a system that creates a three-dimensional visual and auditory experience
in real time and expresses an object in a simulated form [13]. The concept of virtual
reality began to be used as a theoretical approach in the field of HCI (Hyper Converged
Infrastructure) in the mid-1970s, but it began to be actively used in the 1980s. Various
studies and attempts have been made in the field of virtual reality [14,15]. In addition, as
related contents increase, various distributions are being made in connection with culture,
art, sports, and tourism. In the future, more fields using virtual reality technology such as
games, education, medical care, manufacturing, and e-commerce are expected to increase.
Burdea and Coiffet defined virtual reality as an interface between humans and computers
that enables users to immerse themselves and interact in real time [15]. As one of the fields
of virtual reality application, VR tourism (with the synonyms “virtual tour”, “panoramic
tour” etc.) provides VR tourists with the online service to experience traveling in virtual
environments by creating multimedia elements and simulating real tourist sites and unreal
situations [8].

Just as e-service enterprises in the travel industry offer various online services (travel
planning, hotel reservations, and rental car services), VR tourism operators provide various
types of virtual services related to destination experiences [12]. Therefore, it is crucially
important to grasp the general properties of VR tourism and to measure VR tourists’
evaluation of the service performance of VR tourism in order to explain the mechanism by
which VR tourists improve subjective well-being through VR travel.

Scholars have proposed the various attributes of e-service quality based on their
context. Among various e-service quality-related studies, several studies that are related to
VR tourism are as follows. Argyriou et al. proposed five primary attributes of VR tourism
(“narrative”, “virtual scenes”, “actor role”, “navigation”, “gamified”) that are important
to VR tourism quality [16]. Chiao et al. identified a virtual reality tour-guiding platform
consisting of “itinerary planning”, “virtual game-based design”, “cultural tourism features”
and “tourism English” [17]. Hahn et al. initiated a user-centered design of a virtual reality
heritage tourism system composed of three basic attributes: “VR environment”, “optimiza-
tion” and “player interaction” [18]. Although various attributes related to VR tourism have
been proposed based on their context, there is no consensus on the attributes of VR tourism.
Moreover, it seems that prior research did not examine specific attributes from a holistic
and systematic perspective because VR tourism attributes remain largely fragmented.

In terms of more advanced approaches to VR tourism attributes, Philip and Hazlett
proposed the hierarchical structure model called the PCP (pivotal, core, peripheral) attribute
model, which can offer support in this area. In the model, pivotal attributes that focus
mainly on output are considered attributes of the most intrinsic central level of quality
of service. Pivotal attributes refer to the most decisive and core attributes in providing
any product or service to consumers regardless of personal preference. In the case of QJK,
fulfilment of travel needs and experience could be a pivotal attribute. Core attributes that
users need to interact with to achieve the pivotal attribute are considered as the process
and middle level. The core attribute, which encompasses the pivotal attribute, acts as
a mediator to help realize the ultimate goal, a satisfying VR tourism experience. For
this reason, ease of use, personal information protection, and security can be included
in the category of core attribute. Peripheral attributes representing “completeness to the
entire service encounter” or “roundness” are considered input and lowest level [19]. The
peripheral attribute, in connection with the core and peripheral attributes, plays a role
of making the product distinct from other types of products. In the case of VR tourism,
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tourists are expected to recognize the difference between VR travel and other previous
tourism products mainly through the peripheral attribute. Specifically, in terms of VR
tourism, interface design and operating system quality are expected to be included in
the surrounding properties. Considering the characteristics of these three attributes, the
PCP attribute model seems to contribute to developing a framework of VR attributes as a
scientific body of knowledge [20–22].

The common underpinning paradigm of the PCP attribute model has received much
attention from researchers in the field of marketing. The three-rank attribute model is
always trimmed to a two-level attribute model when it is employed in practice, with
peripheral (input) being the low level and core attribute (output) being the intrinsic ranking.
For example, Skard et al. investigated consumers’ inferences about sustainable products
with green core attributes and green peripheral attributes [23]. Wang et al. examined
antecedents of brand experience in a historical and cultural theme park with the core and
peripheral attributes [24]. However, limited research has investigated the PCP attribute
of VR tourism. Built on the skeletal framework of the PCP attribute model and primary
streams of literature about VR tourism, the current study develops a specific PCP attribute
model for VR tourism to fill the gap. In the current study, VR tourism consists of pivotal
attributes which indicate the output of VR tourism (e.g., VR tourism fits well with tourist’s
travel needs), core attributes which refer to the process of VR tourism (e.g., VR tourism is
easy to use) and peripheral attributes which represent the input of VR tourism (e.g., the
user interface design is fascinating). The configuration of the PCP attributes is shown in
Figure 1.
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tourism attribute.

2.2. Presence and PCP Attribute of VR Tourism

Presence is the subjective experience of the VR environment, whilst users are physi-
cally in real world [6]. The term of presence, also known as telepresence, is widely accepted
as a sense of “being there”, a psychological effect, in non-physical space [7,25]. Social
psychology researchers and practitioners have noticed the significance of understanding
presence and the relationship between presence and VR attributes. Presence is crucial for
evaluating VR effectiveness [6,7,25,26]. To put it another way, when the level of presence
experienced by a participant is low, the side effects may be produced. Nichols et al. ad-
dressed the important role of presence in VR and identified attributes (i.e., content and
design, scene registration or update lags, head-mounted display optics and design, display
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and interaction) that may produce “sickness” [26]. Orth et al. postulated four informational
attributes (i.e., mystery, complexity, legibility, and coherence) with construal level theory
and examined how to achieve presence in virtual service environments [27].

The main discussion dominating the literature is that presence is characterized as
transportation, a sort of subjective experience or sensation of “it is here” and “being there”.
This sense of transportation is usually labeled using a two-dimension metaphor, arrival
(being present in VR) and departure (not being present in VR) [7,28]. The discussion notes
the critical dynamic process in which VR tourists continuously suppress input information
that is incompatible with his or her desired VR experience and construct the mental model
needed to experience presence [29]. The PCP attribute model proposed in the current paper
is designed to understand this transportation process from input to output. In addition, the
PCP model includes various determinants of presence which can be generally divided into
external stimuli (VR environment delivery) and internal tendencies (user features) [6,30–32].
For example, richness, one of VR environment delivery, is reflected in an item of pivotal
attribute (“VR tourism fits well with my travel needs”). Even if specific determinants are
not included in the current item scale, they can be categorized as one of the PCP attributes.
Consequently, the following hypotheses are proposed:

Hypothesis 1 (H1). The peripheral attribute has a positive effect on presence in VR tourism.

Hypothesis 2 (H2). The core attribute has a positive effect on presence in VR tourism.

Hypothesis 3 (H3). The pivotal attribute has a positive effect on presence in VR tourism.

2.3. Perceived Value and Presence during VR Touristic Experience

In general, value is an abstract and polysemic concept. The mainstream of the aca-
demic literature has been focusing on perceived value instead. Perceived value is a useful
and critical construct for identifying tourist behavior in tourism industry. In many cases,
perceived value has been regarded as a multidimensional concept, although sometimes
as unidimensional one, with regards to overall value [33]. It is commonly understood
from the consumers’ standpoint in the literature. In the early 1988, Zeithaml captured
a widely accepted definition from four prior definitions. Perceived value is defined as
“the consumer’s overall assessment of the utility of a product or service based on per-
ceptions of what is received and what is given” [34]. It is built on the dual conception,
“get-give” tradeoff [35]. Accordingly, VR tourists may trade off perceived benefits (e.g.,
convenience, utilitarian features, positive emotions) and perceived sacrifices (e.g., time,
money, effort) [33]. The tradeoff conception conceives perceived value as a temporally
dynamic process: pre-use, at the time of use and after use [36]. Although ubiquitous
dimensions of perceived value are proposed in the literature, they echo the two underlying
ones, functional value and emotional value [36–40]. Functional value refers to the rational
and utilitarian value perceived by individuals. Emotional value is the feelings or affective
states generated by a product or service [36,37].

The research on the consequences of presence in VR has converged on emotional
response. For example, Yung et al. established a conceptual model comprising the con-
sequences of presence in VR on emotional response by a critical review of presence re-
search [6]. Gorini et al. discovered the similar findings when they evaluated the emotional
response produced by VR [41]. Furthermore, presence is found to be crucial for improving
perceived effectiveness and usability [42,43]. Brade et al. evaluated impact of presence
on perceived usability using a mobile navigation task [43]. Likewise, Sun et al. demon-
strated that presence is positively related to functional value in virtual environments [42].
Additionally, the extant literature has confirmed that tourist experience influences their
perceptions of functional and emotional values. For example, Song et al. examined the
impact of tourist experience on perceived value with temple stays [44]. According to the
theory of presence, presence is a sort of subjective experience [6]. Above all, the hypotheses
are suggested as follows:
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Hypothesis 4 (H4). Presence in VR tourism positively influences functional value.

Hypothesis 5 (H5). Presence in VR tourism positively influences emotional value.

2.4. Satisfaction and Perceived Value

Customer satisfaction is defined as the measurement of how the actual experience
generated by the service or product fulfills the customers’ expectations [45]. It is the
central concept of marketing from which the term “tourist satisfaction” derived [46].
In the literature about tourism, the tourists’ overall satisfaction is usually in line with
their levels of return visits to the destination, loyalty, and the retention of tourists [47].
Hence, managing tourist satisfaction is crucial for the successful development of the
tourism industry. Accordingly, VR tourist satisfaction is of substantial importance for
understanding the effectiveness and performance of VR tourism. In recent studies, research
has been exploring the topic of satisfaction in VR. Hudson et al. investigated the moderating
effect of immersion, interaction and social interaction in VR on users’ satisfaction [48]. Kim
and Ko found that the effect of VR on flow experience, which will improve media user
satisfaction, decreases as sport involvement increases [49]. Thus, satisfaction in VR has
received much attention.

Besides, a range of tourism research has validated the relationship between satisfaction
and perceived value, with an increasing number of studies reporting that tourist satisfaction
is positively affected by perceived value. For example, Song et al. confirmed the clear
relationship between tourist satisfaction and perceived value, showing that functional
and emotional values influence tourist satisfaction [49]. Similarly, Wang et al. examined
the positive impact of functional value and emotional value on consumers’ satisfaction
level at a theme park [24]. However, few studies explore the effect of perceived value on
satisfaction in VR tourism. To fill in the gap, we propose the following hypotheses:

Hypothesis 6 (H6). Functional value has a positive effect on satisfaction in VR tourism.

Hypothesis 7 (H7). Emotional value has a positive effect on satisfaction in VR tourism.

2.5. Subjective Well-Being and Satisfaction

The psychological study of subjective well-being has developed since Warner Wilson’s
critical review [50]. Defined as people’s evaluation of their well-being, subjective well-
being (SWB) is an essential element for improving positive physical and mental health and
quality of life. [10,12,50]. In the context of tourism, SWB is, on one hand, the social outcome
of tourism development: on the other hand, SWB is beneficial for tourism operators, policy
makers, and tourists to promote understanding of the impacts of the tourism industry [51].
The fact that tourism contributes to tourist SWB has been confirmed in the literature. Meng
et al. investigated the SWB of Chinese rural–urban migrants in the context of rural tourism,
revealing that returning to rural destinations improves tourists’ SWB as they achieve an
important lifetime goal via such experiences [52]. Through exploring the nature of tourists’
experiences, Knobloch et al. suggested understanding tourist consumption experiences
beyond their momentary effects and considering a broader scope of well-being [53]. Thus,
this empirical research rests on cognitive bases (e.g., the accomplishment of goals) and
effects (hedonic balance) [51].

In the literature concerning the study of tourism, the research has recently started to
focus on the link between tourist satisfaction and SWB. Saayman et al. investigated the
impact of travel experience on tourists’ experience which further influence their SWB [54].
Similarly, Su et al. reported that overall customer satisfaction has a positive influence on
SWB [51]. Nonetheless, such attempts are not observed in VR and VR tourism settings.
Based on prior findings, the following hypotheses are formulated:

Hypothesis 8 (H8). Satisfaction in VR tourism has a positive influence on SWB.
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3. Methodology

A thorough review of the literature concerning the related constructs and topics
was undertaken before the original measurement items were developed. To ensure an
appropriate questionnaire with good readability and effectiveness, two experts, and Mr. Ma,
the chief executive of QJK, were asked to assess the content validity of the questionnaire
and some obscure expressions in it were removed or modified. A 5-point Likert-type
scale ranging from 1= “strongly disagree “to 5= “strongly agree” was applied to measure
questionnaire items (see Appendix A). Built on the implication of PCP model and variables
of VR tourism attributes in prior research, multiple items used to measure peripheral, core,
and pivotal attributes were adopted [21,24,55]. In specific, the peripheral attribute was
assessed using a 5-item scale including “operating system compatibility and applicability”
and “interface design”. The core attribute was determined by a 4-item scale comprising
“ease of use”, and “privacy and security”. The pivotal attribute was measured by a 5-item
scale involving “fulfillment and advantage of VR tourism to users”. The 4-item scale of
presence (e.g., “In the VR tourist world, I had a sense of being there”) was adapted from
Bogicevic et al. and Schuemie et al. [25,29]. Based on suggestions from prior studies, two
dimensions of perceived value (i.e., functional value and emotional value) were measured
with four items respectively for each one (e.g., “The VR tour on QJK has a consistent level
of quality” for functional value; “Using QJK for VR travel gives me a feeling of happiness”
for emotional value) [33,36,44]. Satisfaction was operationalized with three items which
were recommended by Lee et al. and Song et al. [40,44]. Finally, subjective well-being was
assessed with four items, as suggested by Kim and Hall [8].

With the assistance of QJK, researchers contacted with VR tourists from the top four
metropolises in China (i.e., Beijing, Shanghai, Guangzhou, and Shenzhen) via a Group Chat
created by QJK. WeChat and QQ are the most prevalent social media platforms whose users
are active. The Group Chats on WeChat and QQ were established as channels for QJK users’
to communicate with and give feedback to us. It was much easier to conduct the survey in
the four cities which have a significant number of QJK’s users from various areas of China.
Compared with an offline survey, it was more suitable to perform the research online in this
study because the most of the users of QJK are active online and they registered with their
real names. Based on this, an online anonymous survey was conducted among residents
who have used QJK for VR travel during the COVID-19 pandemic (from February to
November in 2020). The data were collected online from 19 November to 11 December 2020
by employing convenience sampling. The researchers sent friend requests to the potential
respondents via WeChat or QQ in the first instance. Next, we described the purpose
of survey, the time when responses were due, and compensation. After accepting our
invitation on WeChat or QQ, each of respondents was asked to fill in the self-administered
questionnaire online. 589 questionnaires were distributed and a total of 542 respondents
completed the questionnaire. After excluding invalid questionnaires that were completed
hastily or in repetitive response patterns, the remaining 490 completed questionnaires were
finally used for the empirical analysis.

The data were analyzed using R and descriptive statistics was performed at first.
Based on Anderson and Gerbing’s suggestions, the current study conducted structural
equation modelling (SEM) with a two-step approach [56]. In order to ensure internal
consistency together with construct validity and reliability, confirmatory factor analysis
was firstly implemented to examine the measurement model for all variables. Moreover,
SEM was performed to examine the proposed research model and hypotheses. Figure 2 is
the proposed conceptual model.
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4. Results
4.1. Descriptive Statistics

The complete respondent demographic characteristics are provided in Table 1. As
shown in Table 1, the number of females (51.6%) was slightly higher than that of males
(48.4%). Among the 490 respondents, 31.2% were single and 59.2% were married. A
wide range of occupations were present, including technicians and professionals (20.4%),
businessmen and self-employed (23%), service workers (5.7%), office workers (8.4%),
officials (10.4%), students (10%), freelancers (13.5%), and retired people (4.9), with the
level of education ranging from less than high school (11.8%), to a postgraduate degree
(18.2%). The majority of reported monthly incomes were more than CNY 5000. In terms of
residence, 21.2% of respondents were in Beijing, 24.9% were in Shanghai, 27.4% were in
Guangzhou, and 26.5% were in Shenzhen. The age group of 20–29 years old was dominant,
representing 37.1%, followed by age groups of 30–39 years old (29.2%) and 40–49 years old
(21.6%).

Table 1. Respondents’ demographic characteristics (n = 490).

Characteristic N (%) Characteristic N (%)

Gender Marital status
Male 237 (48.4) Single 153 (31.2)

Female 253 (51.6) Married 290 (59.2)
Others 47 (9.6)

Education level Monthly income level a

Less than high school 58 (11.8) Less than 3000 49 (10)
Three-year college 136 (27.8) 3000–4999 90 (18.4)

Four-year university 207 (42.2) 5000–6999 209 (42.6)
Graduate school 89 (18.2) 7000–8999 94 (19.2)

9000 or more 48 (9.8)
Occupation Residence

Technicians/Professionals 100 (20.4) Beijing 104 (21.2)
Businessmen/Self-employed 113 (23) Shanghai 122 (24.9)

Service workers 28 (5.7) Guangzhou 134 (27.4)
Office workers 41 (8.4) Shenzhen 130 (26.5)

Official 51 (10.4)
Students 49 (10) Age

Freelancers 66 (13.5) Less than 20 18 (3.7)
Retire 24 (4.9) 20–29 182 (37.1)
Others 18 (3.7) 30–39 143 (29.2)

40–49 106 (21.6)
50–59 32 (6.5)

Over 60 9 (1.9)
a USD 1 is equivalent to CNY 6.55.
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4.2. Measurement Model

Generally, two approaches are used to assess structural equations, maximum likeli-
hood (ML) and robust methods. The commonly used ML estimation is used when the
data follow the assumption of a multivariate normal distribution. If the data do not meet
the criteria for a multivariate normal distribution, the study results provided through
ML are considered unreliable [57]. In this case, another approach like robust estimation
should be performed. To test the multivariate normal distribution assumption, Mardia’s
standardization coefficient is used. If the value exceeds 5, the collected data are considered
not to satisfy the assumption of multivariate normal distribution. In this study, the MLM
(maximum likelihood estimation with robust standard errors and a Satorra–Bentler scaled
test statistic) estimator, which is one of the powerful methods, was used because Mardia’s
standardization coefficient (66.032) in this study exceeded the cutoff value of 5 [58].

Hair et al. suggested that normed S-B χ2 below 3 is associated with a good model fit
if sample size is less than 750. Values of 0.9 or greater show good model fit for the Com-
parative Fit Index (CFI), Normed Fit Index (NFI) and Non-Normed Fit Index (NNFI). For
the Root Mean Square Error of Approximation (RMSEA), a cut-off criterion is needed [59].
As presented in Table 2, the overall fit of the measurement model is satisfactory: S-B
χ2 (df) = 739.268 (467), Normed S-B χ2 = 1.583, CFI (Comparative Fit Index) = 0.975, NFI
(Normed Fit Index) = 0.936, NNFI (Non-Normed Fit Index) = 0.972, RMSEA = 0.034.

Table 2. Results of measurement model.

Constructs PEA CA PIA PRE FV EV SAT SWB Items
Standardized

Factor
Loading

Peripheral
attribute

(PEA)
0.758 0.181

(0.425)
0.133

(0.364)
0.240

(0.490)
0.114

(0.338)
0.139

(0.373)
0.112

(0.335)
0.092

(0.303)

PEA 1
PEA 2
PEA 3
PEA 4
PEA 5

0.841
0.896
0.907
0.881
0.826

Core
attribute

(CA)
0.032 0.691 0.035

(0.186)
0.229

(0.479)
0.104

(0.323)
0.139

(0.373)
0.101

(0.318)
0.077

(0.277)

CA 1
CA 2
CA 3
CA 4

0.772
0.860
0.851
0.839

Pivotal
attribute

(PIA)
0.035 0.030 0.737 0.324

(0.569)
0.146

(0.382)
0.168

(0.410)
0.082

(0.286)
0.100

(0.316)

PIA 1
PIA 2
PIA 3
PIA 4
PIA 5

0.850
0.837
0.864
0.893
0.848

Presence
(PRE) 0.040 0.035 0.040 0.782 0.458

(0.676)
0.434

(0.659)
0.362

(0.602)
0.266

(0.516)

PRE 1
PRE 2
PRE 3
PRE 4

0.852
0.895
0.907
0.883

Functional
value
(FV)

0.033 0.028 0.034 0.043 0.709 0.497
(0.705)

0.430
(0.655)

0.520
(0.721)

FV 1
FV 2
FV 3
FV 4

0.821
0.862
0.823
0.862

Emotional
value
(EV)

0.034 0.031 0.036 0.043 0.039 0.703 0.544
(0.738) *

0.530
(0.728)

EV 1
EV 2
EV 3
EV 4

0.775
0.864
0.864
0.847

Satisfaction
(SAT) 0.033 0.027 0.032 0.040 0.038 0.054 0.675 0.532

(0.729)

SAT 1
SAT 2
SAT 3

0.791
0.856
0.817
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Table 2. Cont.

Constructs PEA CA PIA PRE FV EV SAT SWB Items
Standardized

Factor
Loading

Subjective
well-being

(SWB)
0.033 0.028 0.034 0.038 0.038 0.037 0.054 0.701

SWB 1
SWB 2
SWB 3
SWB 4

0.799
0.860
0.870
0.818

CR 0.940 0.899 0.933 0.935 0.907 0.904 0.862 0.903

Model fit
S-B χ2(df): 739.268 (467)
Normed S-B χ2: 1.583

CFI: 0.975
NFI: 0.936

NNFI: 0.972
RMSEA: 0.034

Cronbach
alpha 0.939 0.898 0.933 0.934 0.906 0.901 0.863 0.903

*: Highest correlation between pairs of construct; The values of AVE highlighted in shade are along the diagonal. Squared correlations
among latent constructs are above the diagonal. Correlations among latent constructs are within parentheses. Standard errors among latent
constructs are below the diagonal. Mardia’s normalized coefficient: 66.032. All standardized factor loadings are significant at p < 0.001.

The Cronbach’s alpha of the latent variables varied from 0.863 to 0.939, indicating
the acceptable reliability of the measurement model. The standardized factor loadings of
the items ranged from 0.772 to 0.907, which were all statically significant (p < 0.001) and
exceeded the cut-off point of 0.5. The values of average variance extracted (AVE) were
all greater than the recommended value of 0.5, varying from 0.675 to 0.782. Composite
reliability (CR) for all variables ranged from 0.862 to 0.940, which exceeded the critical value
of 0.7 [60]. In addition, all AVE values were greater than the values of squared correlations
among latent constructs [61]. Therefore, the convergent and discriminant validity was
confirmed [59].

4.3. Structural Model

As illustrated in Figure 3, the overall fit of the structural model is satisfactory: S-
B χ2 (df) = 886.124, Normed S-B χ2 = 1.831, CFI = 0.964, NFI = 0.923, NNFI = 0.960,
RMSEA = 0.041. Based on the cut-off values suggested in the prior discussion, the results
demonstrate that the structural model’s fit is satisfactory.

As for Hypothesis 1, which predicted a positive relationship between peripheral
attribute and presence was supported (β PEA→PRE = 0.199, t = 4.597, p < 0.001). The
hypothesized positive relationship between core attribute and presence (H2) was accepted
(β CA→PRE = 0.315, t = 7.330, p < 0.001). As presumed by Hypothesis 3, the pivotal attribute
had a positive effect on presence in VR tourism (β PIA→PRE = 0.439, t = 11.201, p < 0.001). It
presented that presence positively influenced functional value (β PRE→FV = 0.696, t = 22.997,
p < 0.001) and emotional value (β PRE→FV = 0.684, t = 21.012, p < 0.001). Function value
(β FV→SAT = 0.354, t = 11.054, p < 0.001) and emotional value (β EV→SAT = 0.576, t = 20.201,
p < 0.001) were each found to have a positive impact on satisfaction. Finally, satisfaction
positively influenced subjective well-being (β SAT→SWB = 0.783, t = 28.622, p < 0.001). The
predicted relationships, coefficients, t-values and results of hypothesis test are shown in
Table 3.
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Table 3. Standardized parameter estimates of structural model.

Hypotheses Coefficients t-Value Test of Hypotheses

H1 PEA→PRE 0.199 4.597 Accepted
H2 CA→PRE 0.315 7.330 Accepted
H3 PIA→PRE 0.439 11.201 Accepted
H4 PRE→FV 0.696 22.997 Accepted
H5 PRE→EV 0.684 21.012 Accepted
H6 FV→SAT 0.354 11.054 Accepted
H7 EV→SAT 0.576 20.201 Accepted
H8 SAT→SWB 0.783 28.622 Accepted

5. Discussion and Limitation
5.1. Discussion

This study established and tested an integrated model with constructs of VR tourism
attribute, presence during VR tourism experience, perceived value of VR tourism, satisfac-
tion with VR tourism experience and VR tourists’ subjective well-being. Firstly, built on
Philip and Hazlett’s proposed the hierarchical structure model, the PCP attributes of VR
tourism was developed [20–22]. Our results indicate that VR attribute positively influences
presence during VR tourism experience. Specifically, the pivotal attribute has the strongest
impact on presence among the other two sorts of attributes, with the core attribute being
the second strongest and the peripheral attribute ranking the last. This finding accords with
Philip and Hazlett’s previous judgements, which considered the pivotal attribute to be the
center-level, the core attribute to be the median and pivotal to be the exterior [21]. In prac-
tice, the three levels are usually reduced to two, namely the peripheral and core attribute.
Similarly, our findings are also consistent with results of prior research that reported the
stronger influence of the core attribute on tourist experience [24,40]. There is no consensus
on the attributes of VR tourism in the related literature. Elements of VR tourism products or
services determining presence during VR experiences were also revealed. To put it another
way, VR tourists place more weight on core attributes (e.g., “VR product is easy to use”) and
pivotal attributes (e.g., “VR product fits travel needs”) than peripheral attribute (e.g., “user
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interface design”), while peripheral attribute is not dispensable. Secondly, presence during
VR tourism experience is demonstrated to positively affect two constructs of perceived
value to almost the same degree. Presence denotes a psychological effect of “being there”
in virtual space. This shows the dynamic process that VR tourists subjectively select their
expected information during VR travel to receive the desired emotional and functional
values which have equal importance to them. The impact of presence during VR experience
on emotional response, perceived effectiveness and usability has been evaluated in the
extant literature [41–44]. However, this is the first study to explore the relationship between
presence and perceived value in the domain of VR tourism. Filling this gap is important not
merely due to extending the VR tourism literature by covering a relationship that tends to
be ignored, but also because perceived value is beneficial to predicting the effectiveness and
performance of VR tourism [34,35]. Thirdly, a significant positive effect of perceived value
on satisfaction confirms that the extent to which VR tourists’ emotional reactions and VR
tourism products or services influence their overall evaluation of VR tourism. Consistent
with clearly certified correlations in previous research, emotional value was found to be
more significant than functional value in influencing VR tourists’ satisfaction [24,40]. This
result suggests that focusing on the emotional design of VR tourism tends to make it easier
to foster satisfaction in VR tourism and further improve residents’ well-being. Finally,
satisfaction positively leads to subjective well-being, as explained by 61.3% of the sample.
It is important to note here that residents’ subjective well-being will be improved if VR
tourism can be served as their satisfactory means of leisure activities. Therefore, the critical
role of VR tourism in improving residents’ well-being has been proved.

5.2. Limitations and Future Research

Like all studies, the present study has some limitations that warrant consideration
in future research. These investigations were only performed in the largest metropolises
in China (Beijing, Shanghai, Guangzhou and Shenzhen) and the future research should
consider a comparative study in other geographical areas. Further, despite the PCP attribute
model provides a framework for exploring attributes of VR tourism, the importance and
performance of each specific attribute are not assessed. Evaluating each specific attribute
may help VR tourism producers understand their products and VR tourist feedback.
Importance-performance matrix should be employed for future investigation. Besides,
the survey was conducted among respondents who have used QJK during the pandemic,
while users’ acceptance of VR tourism was not analyzed. Future researchers could explain
VR travel intentions and subsequent behaviors with models like UTAUT model (the unified
theory of acceptance and use of technology model). Future researcher should consider to
perform psychological experiments onsite among those who have no experience of VR
travel and thereby recommend effective marketing strategies for tourism operators who are
eager to see the recovery from recession of tourism industry. Likewise, the same patterns
of experiments should also be carried out among international tourists after the pandemic.
VR tourism offers opportunities for marketers to communicate their tourism products
to potential visitors and enhances mutual understanding between tourists from different
countries as they trust better their peers than marketers [6,62].

6. Conclusions

In the landscape of the COVID-19 pandemic, the tourism industry has been struggling
due to the recession and the postponement of trips to tourist destinations. Residents’
well-being, to some extent, has been impacted directly or indirectly due to the spread
of the coronavirus. VR tourism, as a form of leisure activity in daily life, provides an
effective coping strategy to enhance residents’ levels of well-being and destination recovery.
In such a context, an investigation was conducted among residents who used QJK, the
largest tourism-related VR website in China, during the pandemic. The aim of this paper
is to provide empirical evidence to prove the effectiveness of VR tourism in promoting
residents’ subjective well-being. Hence, an integrated model with the constructs of PCP
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attributes, presence, perceived value, satisfaction, and subjective well-being was proposed
and tested. The results indicate that the PCP attributes of VR tourism have a positive effect
on presence during VR experience, which positively influences perceived value. The value
of VR tourism as perceived by VR tourists results in their satisfaction. Eventually, residents’
subjective well-being is improved due to their satisfaction with VR tourism. Based on
our findings, suggestions for policy makers, residents and tourism operators are offered
as follows:

Policy makers should make constructive use of leisure activities associated with a
high level of residents’ well-being such as VR tourism while they are striving for economic
development and social stability. The local government may collect applicable information
and data via big data about VR tourism to make the city more livable, workable and
sustainable. In particular, VR tourism can facilitate the disabled with access to destinations
in VR, which will, to some degree, contribute to realizing government’s goal for social
equity. Meanwhile, we recommend that local residents accept and enjoy virtual travel as
VR tourism has great potential to improve their well-being, provides all sorts of travel
related information to help them pursue their interests, saves time and money, and allows
them to connect with friends while traveling in VR. For destination suppliers, VR tourism is
capable of retaining the demands of future tourists and thereby provides practical solutions
for destination recovery after the pandemic because VR tourism is associated with real
visitation and intention to travel [6,12]. Therefore, it is suggested that destination suppliers
cooperate with VR tourism developers. VR tourists favor the VR tourism products and
services that present them with a high degree of presence. Thus, developers should
highlight core and pivotal attributes when they design VR projects. Subsequently, VR
tourists could achieve intensive presence and perceived positive values that will result in
their satisfaction with the destination and VR tourism. All in all, VR tourism is supposed
to be applied in multiple sectors for various purposes.
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Appendix A

Table A1. Measurement Items.

Measurement
Items Specific Content

PEA 1 QJK has a good operating system compatibility.
PEA 2 QJK works well on multiple mobile or computer operating systems.
PEA 3 QJK has a good multiple operating system applicability.
PEA 4 The user interface design of QJK is fascinating.
PEA 5 The user interface design of QJK is visually appealing.

CA 1 QJK is easy for me to use.
CA 2 I would imagine that most people would learn to use this app very quickly.
CA 3 QJK has adequate privacy and security features.
CA 4 I have confidence in the security of the products/services provided by QJK.
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Table A1. Cont.

Measurement
Items Specific Content

PIA 1 QJK enhances my traveling experience.
PIA 2 QJK makes it easier to understand destinations.
PIA 3 QJK is compatible with my travel preferences.
PIA 4 QJK fits well with my travel needs.
PIA 5 QJK delivers a good product/service of virtual travel experience.

PRE 1 In the VR tourist world, I had a sense of being there.
PRE 2 Somehow, I felt that the VR tourist world surrounded me.
PRE 3 I did not feel present in the virtual environment when I used QJK for VR travel.

PRE 4 When I used QJK for VR travel, I had the sense of acting in the virtual space,
rather than operating something from outside.

FV 1 QKJ is useful for creating a better traveling experience.
FV 2 QJK makes it easier for VR tour.
FV 3 The VR tour on QJK has a consistent level of quality.
FV 4 The VR tour on QJK is well-formed.

EV 1 Using QJK for VR travel is enjoyable.
EV 2 Using QJK for VR travel is exciting.
EV 3 Using QJK for VR travel is pleasurable.
EV 4 Using QJK for VR travel gives me a feeling of happiness.

SAT 1 My VR travel on QJK is better than I expected.
SAT 2 I am pleased with VR travel experience on QJK.
SAT 3 I express my intention to travel during the pandemic.

SWB 1 Using QJK for VR travel is part of my ideal life now.
SWB 2 The conditions of my life at using QJK for VR travel are excellent.
SWB 3 I am satisfied with my life when I am using QJK for VR travel.
SWB 4 I have gotten the important things I want by using QJK for VR travel up to now.

Appendix B

B1. The website link of QJK: http://www.quanjingke.com/.

Int. J. Environ. Res. Public Health 2021, 18, x 14 of 16 
 

 

CA 2 I would imagine that most people would learn to use this app very quickly. 
CA 3 QJK has adequate privacy and security features. 
CA 4 I have confidence in the security of the products/services provided by QJK. 
PIA 1 QJK enhances my traveling experience. 
PIA 2 QJK makes it easier to understand destinations. 
PIA 3 QJK is compatible with my travel preferences. 
PIA 4 QJK fits well with my travel needs. 
PIA 5 QJK delivers a good product/service of virtual travel experience. 
PRE 1 In the VR tourist world, I had a sense of being there. 
PRE 2 Somehow, I felt that the VR tourist world surrounded me. 

PRE 3 
I did not feel present in the virtual environment when I used QJK for VR 

travel. 

PRE 4 
When I used QJK for VR travel, I had the sense of acting in the virtual space, 

rather than operating something from outside. 
FV 1 QKJ is useful for creating a better traveling experience. 
FV 2 QJK makes it easier for VR tour. 
FV 3 The VR tour on QJK has a consistent level of quality. 
FV 4 The VR tour on QJK is well-formed. 
EV 1 Using QJK for VR travel is enjoyable. 
EV 2 Using QJK for VR travel is exciting. 
EV 3 Using QJK for VR travel is pleasurable. 
EV 4 Using QJK for VR travel gives me a feeling of happiness. 

SAT 1 My VR travel on QJK is better than I expected. 
SAT 2 I am pleased with VR travel experience on QJK. 
SAT 3 I express my intention to travel during the pandemic. 
SWB 1 Using QJK for VR travel is part of my ideal life now. 
SWB 2 The conditions of my life at using QJK for VR travel are excellent. 
SWB 3 I am satisfied with my life when I am using QJK for VR travel. 

SWB 4 
I have gotten the important things I want by using QJK for VR travel up to 

now. 

Appendix B 
B1. The website link of QJK: http://www.quanjingke.com/ 

 

Figure A1. The QR (quick response) code of QJK’s mobile device Apps 

References 
1. UNWTO. 2020 World Tourism Barometer and Statistical Annex. Available online: https://www.e-un-

wto.org/doi/abs/10.18111/wtobarometereng.2020.18.1.6 (accessed on 1 December 2020). 

Figure A1. The QR (quick response) code of QJK’s mobile device Apps.

References
1. UNWTO. 2020 World Tourism Barometer and Statistical Annex. Available online: https://www.e-unwto.org/doi/abs/10.18111

/wtobarometereng.2020.18.1.6 (accessed on 1 December 2020).
2. Rory, C.O.; Karen, W.; Seonaid, C.; Heather, M.; Ambrose, J.M.; Claire, L.N.; Ronan, E.O.; Daryl, B.O.; Steve, P.; Elizabeth, C.; et al.

Mental health and well-being during the COVID-19 pandemic: Longitudinal analyses of adults in the UK COVID-19 Mental
Health & Wellbeing study. Br. J. Psych. 2020, 212, 1–8.

http://www.quanjingke.com/
https://www.e-unwto.org/doi/abs/10.18111/wtobarometereng.2020.18.1.6
https://www.e-unwto.org/doi/abs/10.18111/wtobarometereng.2020.18.1.6


Int. J. Environ. Res. Public Health 2021, 18, 1019 15 of 16

3. Yang, H.Y.; Ma, J.J. How an Epidemic Outbreak Impacts Happiness: Factors that Worsen (vs. Protect) Emotional Well-being
during the Coronavirus Pandemic. Psychiatry Res. 2020, 289, 113045. [CrossRef] [PubMed]

4. Chouchou, F.; Augustini, M.; Caderby, T.; Caron, N.; Turpin, N.A.; Dalleau, G. The importance of sleep and physical activity on
well-being during COVID-19 lockdown: Reunion island as a case study. Sleep Med. 2020, 9, 14.

5. Mokhtarian, P.L. Subjective well-being and travel: Retrospect and prospect. Transportation 2019, 46, 493–513. [CrossRef]
6. Yung, R.; Lattimore, C.K.; Potter, L.E. Virtual reality and tourism marketing: Conceptualizing a framework on presence, emotion,

and intention. Curr. Issues Tour. 2020, 46, 160–171. [CrossRef]
7. Tussyadiah, I.P.; Wang, D.; Jung, T.H.; Dieck, M.T. Virtual reality, presence, and attitude change: Empirical evidence from tourism.

Tour. Manag. 2018, 66, 140–154. [CrossRef]
8. Kim, M.J.; Hall, C.M. A hedonic motivation model in virtual reality tourism: Comparing visitors and non-visitors. Int. J. Inf.

Manag. 2019, 46, 236–249. [CrossRef]
9. Sina, V.R. Report on QJK. Available online: http://vr.sina.com.cn/news/hot/2020-02-19/doc-iimxyqvz4115410.shtml (accessed

on 19 February 2020).
10. Angner, E. Subjective well-being. J. Socio-Econ. 2010, 39, 361–368. [CrossRef]
11. Li, W.H.; Chung, J.O.; Ho, E.K. The effectiveness of therapeutic play, using virtual reality computer games, in promoting the

psychological well-being of children hospitalized with cancer. J. Clin. Nurs. 2011, 20, 2135–2143. [CrossRef]
12. Kim, M.J.; Leea, C.K.; Preisb, M.W. The impact of innovation and gratification on authentic experience, subjective well-being, and

behavioral intention in tourism virtual reality: The moderating role of technology readiness. Telemat. Inform. 2020, 19, 101349.
[CrossRef]

13. Suied, C.; Drettakis, G.; Warusfel, O.; Viaud, D.I. Auditory-Visual virtual reality as a diagnostic and therapeutic tool for
cynophobia. Cyberpsychol. Behav. Soc. Netw. 2013, 16, 45–152. [CrossRef] [PubMed]

14. Ramneek, C.S.; Jeon, S.H.; Jeong, Y.J.; Kim, J.M.; Jung, S.; Pack, S. Boosting edge computing performance through heterogeneous
manycore systems. Int. Confer. Inform. ICTC 2018, 922–924. [CrossRef]

15. Burdea, G.C.; Coiffet, P. Virtual Reality Technology; John Wiley and Sons: Hoboken, NJ, USA, 2003.
16. Argyriou, L.; Economou, D.; Bouki, V. Design methodology for 360◦ immersive video applications: The case study of a cultural

heritage virtual tour. Pers. Ubiquitous Comput. 2020, 24, 843–859. [CrossRef]
17. Chiao, H.M.; Chen, Y.L.; Huang, W.H. Examining the usability of an online virtual tour-guiding platform for cultural tourism

education. J. Hosp. Leis. Sport Tour. Educ. 2018, 23, 29–38. [CrossRef]
18. Poux, F.; Valembois, Q.; Mattes, C.; Kobbelt, L.; Belgium, L. Initial user-centered design of a virtual reality heritage system:

Applications for digital tourism. Remote Sens. 2020, 12, 2583. [CrossRef]
19. Philip, G.; Hazlett, S.A. The measurement of service quality: A new PCP attribute model. Int. J. Qual. Reliab. Manag. 1997, 14,

260–286. [CrossRef]
20. Hahn, S.E.; Sparks, B.; Wilkins, H.; Jin, X. E-service quality management of a hotel website: A Scale and implications for

management. J. Hosp. Mark. Manag. 2017, 26, 694–716. [CrossRef]
21. Philip, G.; Hazlett, S. Evaluating the service quality of information services using a new “P-C-P” attributes model. Int. J. Qual.

Relia. Manag. 2001, 18, 900–916. [CrossRef]
22. Prayag, G. Assessing international tourists’ perceptions of service quality at Air Mauritius. Int. J. Qual. Reliab. Manag. 2007, 24,

492–514. [CrossRef]
23. Skard, S.; Jorgensen, S.; Pedersen, L.J. When is Sustainability a liability, and when is it an asset? Quality inferences for core and

peripheral attributes. J. Bus. Ethics 2020, 1–24. [CrossRef]
24. Wang, J.H.; Kim, J.; Kang, S. Antecedents and consequences of brand experiences in a historical and cultural theme park.

Sustainability 2019, 11, 4801. [CrossRef]
25. Bogicevic, T.V.; Seo, S.; Kandampully, J.A.; Liuc, S.Q.; Rudd, N.A. Virtual reality presence as a preamble of tourism experience:

The role of mental imagery. Tour. Manag. 2019, 74, 55–64. [CrossRef]
26. Nichols, S.; Haldane, C.; Wilson, J.R. Measurement of presence and its consequences in virtual environments. Int. J. Human-

Comput. Stud. 2000, 52, 471–491. [CrossRef]
27. Orth, U.R.; Lockshin, L.; Spielmann, N.; Holm, M. Design antecedents of telepresence in virtual service environments. J. Serv. Res.

2018, 1, 17. [CrossRef]
28. Wei, W.; Qi, R.; Zhang, L. Effects of virtual reality on theme park visitors’ experience and behaviors: A presence perspective. Tour.

Manag. 2019, 71, 282–293. [CrossRef]
29. Schuemie, M.J.; Straaten, P.; Krijn, M.; Mast, C.A. Research on presence in virtual reality: A Survey. CyberPsychol. Behav. 2001, 4,

183–201. [CrossRef]
30. Witmer, B.G.; Singer, M.J. Measuring presence in virtual environments: A presence questionnaire. Presen. Teleoper. Virtual Environ.

1998, 7, 225–240. [CrossRef]
31. Nash, E.B.; Edwards, G.W.; Thompson, J.A.; Barfield, W. A review of presence and performance in virtual environments. Int. J.

Human-Computer Interact. 2000, 12, 1–41. [CrossRef]
32. North, M.M.; North, S.M. A comparative study of sense of presence of virtual reality and immersive environments. Australas. J.

Inf. Syst. 2016, 20. [CrossRef]

http://doi.org/10.1016/j.psychres.2020.113045
http://www.ncbi.nlm.nih.gov/pubmed/33242813
http://doi.org/10.1007/s11116-018-9935-y
http://doi.org/10.1080/13683500.2020.1820454
http://doi.org/10.1016/j.tourman.2017.12.003
http://doi.org/10.1016/j.ijinfomgt.2018.11.016
http://vr.sina.com.cn/news/hot/2020-02-19/doc-iimxyqvz4115410.shtml
http://doi.org/10.1016/j.socec.2009.12.001
http://doi.org/10.1111/j.1365-2702.2011.03733.x
http://doi.org/10.1016/j.tele.2020.101349
http://doi.org/10.1089/cyber.2012.1568
http://www.ncbi.nlm.nih.gov/pubmed/23425570
http://doi.org/10.1109/ICTC.2018.8539604
http://doi.org/10.1007/s00779-020-01373-8
http://doi.org/10.1016/j.jhlste.2018.05.002
http://doi.org/10.3390/rs12162583
http://doi.org/10.1108/02656719710165482
http://doi.org/10.1080/19368623.2017.1309612
http://doi.org/10.1108/EUM0000000006070
http://doi.org/10.1108/02656710710748367
http://doi.org/10.1007/s10551-019-04415-1
http://doi.org/10.3390/su11174810
http://doi.org/10.1016/j.tourman.2019.02.009
http://doi.org/10.1006/ijhc.1999.0343
http://doi.org/10.1177/1094670518812705
http://doi.org/10.1016/j.tourman.2018.10.024
http://doi.org/10.1089/109493101300117884
http://doi.org/10.1162/105474698565686
http://doi.org/10.1207/S15327590IJHC1201_1
http://doi.org/10.3127/ajis.v20i0.1168


Int. J. Environ. Res. Public Health 2021, 18, 1019 16 of 16

33. Su, L.; Cheng, J.; Huang, Y. How do group size and group familiarity influence tourist satisfaction? The mediating Role of
perceived value. J. Travel Res. 2020. [CrossRef]

34. Zeithaml, V.A. Consumer perceptions of price, quality, and value: A means-end model and synthesis of evidence. J. Mark. 1988,
52, 2–22. [CrossRef]

35. Gallarza, M.G.; Gil, I. The concept of value and its dimensions: A tool for analysing tourism experiences. Tour. Rev. 2008, 63, 4–20.
[CrossRef]

36. Sanchez, J.; Callarisa, L.; Rodriguez, R.M.; Moliner, M.A. Perceived value of the purchase of a tourism product. Tour. Manag. 2006,
27, 394–409. [CrossRef]

37. Sweeney, J.C.; Soutar, G.N. Consumer perceived value: The development of a multiple item scale. J. Retail. 2001, 77, 203–220.
[CrossRef]

38. Palmer, A.; Ponsonby, S. The social construction of new marketing paradigms: The influence of personal perspective. J. Mark.
Manag. 2002, 18, 173–192. [CrossRef]

39. Lapierre, J. Customer-perceived value in industrial contexts. J. Bus. Ind. Mark. 2000, 15, 122–145. [CrossRef]
40. Lee, J.; Chen, C.C.; Song, H.J.; Lee, C.K. Consumption of movie experience: Cognitive and affective approaches. J. Qual. Assur.

Hosp. Tour. 2016, 18, 173–199. [CrossRef]
41. Gorini, A.; Griez, E.; Petrova, A.; Riva, G. Assessment of the emotional responses produced by exposure to real food, virtual food

and photographs of food in patients affected by eating disorders. Ann. Gen. Psychiatry 2010, 9, 30. [CrossRef]
42. Sun, H.M.; Li, S.P.; Zhu, Y.Q.; Hsiao, B. The effect of user’s perceived presence and promotion focus on usability for interacting in

virtual environments. Appl. Ergon. 2015, 50, 126–132. [CrossRef]
43. Brade, J.; Lorenz, M.; Busch, M.; Hammer, N.; Tscheligi, M.; Klimant, P. Being there again-Presence in real and virtual environments

and its relation to usability and user experience using a mobile navigation task. Int. J. Human-Computer Stud. 2017, 101, 76–87.
[CrossRef]

44. Song, H.J.; Lee, C.K.; Park, J.A.; Hwang, Y.H.; Reisinger, Y. The influence of tourist experience on perceived value and satisfaction
with temple stays: The experience economy theory. J. Travel Tour. Mark. 2014, 32, 401–415. [CrossRef]

45. Hernon, P.; Whitman, J.R. Delivering Satisfaction and Service Quality: A Customer- Based Approach for Libraries; American Library
Association: Chicago, IL, USA, 2001.

46. Chen, Y.; Zhang, H.; Qiu, L. A review on tourist satisfaction of tourism destinations. LISS 2013, 2012, 593–604.
47. Alegre, J.; Garau, J. tourist satisfaction and dissatisfaction. Ann. Tour. Res. 2010, 37, 52–73. [CrossRef]
48. Hudson, S.; Matson, B.S.; Pallamin, N.; Jegou, G. With or without you? Interaction and immersion in a virtual reality experience.

J. Bus. Res. 2019, 100, 459–468. [CrossRef]
49. Kim, D.; Ko, Y.J. The impact of virtual reality (VR) technology on sport spectators’ flow experience and satisfaction. Comput. Hum.

Behav. 2019, 93, 346–356. [CrossRef]
50. Diener, E.; Sapyta, J.J.; Suh, E. Subjective well-being is Essential to well-being. Psychol. Inq. 1998, 9, 33–37. [CrossRef]
51. Su, L.; Swanson, S.R.; Chen, X. The effects of perceived service quality on repurchase intentions and subjective well-being of

Chinese tourists: The mediating role of relationship quality. Tour. Manag. 2016, 52, 82–95. [CrossRef]
52. Meng, Z.; Cai, L.A.; Day, J.; Tang, C.H.; Lu, Y.; Zhang, H. Authenticity and nostalgia—Subjective well-being of Chinese rural-urban

migrants. J. Herit. Tour. 2019, 14, 1–19. [CrossRef]
53. Knobloch, U.; Robertson, K.; Aitken, R. Experience, emotion, and eudaimonia: A consideration of tourist experiences and

well-being. J. Travel Res. 2016, 56, 651–662. [CrossRef]
54. Saayman, M.; Li, G.; Uysal, M.; Song, H. Tourist satisfaction and subjective well-being: An index approach. Int. J. Tour. Res. 2018,

20, 388–399. [CrossRef]
55. Fang, J.; Zhao, Z.; Wen, C.; Wang, R. Design and performance attributes driving mobile travel application engagement. Int. J. Inf.

Manag. 2017, 37, 269–283. [CrossRef]
56. Anderson, J.C.; Gerbing, D.W. Structural equation modeling in practice: A review and recommended two-step approach. Psychol.

Bull. 1988, 103, 411. [CrossRef]
57. Zhong, X.L.; Yuan, K.H. Bias and efficiency in structural equation modeling: Maximum likelihood versus robust methods.

Multivar. Behav. Res. 2011, 46, 229–265. [CrossRef]
58. Byrne, B.M. Structural Equation Modeling with EQS: Basic Concepts, Applications, and Programming; Lawrence Erlbaum Associates,

Inc.: Mahwah, NT, USA, 2006.
59. Hair, J.F.; Sarstedt, M.; Ringle, C.M.; Mena, J.A. An assessment of the use of partial least squares structural equation modeling in

marketing research. J. Acad. Mark. Sci. 2012, 40, 414–433. [CrossRef]
60. Bagozzi, R.P.; Yi, Y. On the evaluation of structural equation models. J. Acad. Mark. Sci. 1988, 16, 74–94. [CrossRef]
61. Fornell, C.; Larcker, D.F. Structural equation models with unobservable variables and measurement error: Algebra and statistics.

J. Mark. Res. 1981, 18, 382–388. [CrossRef]
62. Guttentag, D.A. Virtual reality: Applications and implications for tourism. Tour. Manag. 2010, 31, 637–651. [CrossRef]

http://doi.org/10.1177/0047287520966384
http://doi.org/10.1177/002224298805200302
http://doi.org/10.1108/16605370810901553
http://doi.org/10.1016/j.tourman.2004.11.007
http://doi.org/10.1016/S0022-4359(01)00041-0
http://doi.org/10.1362/0267257022775864
http://doi.org/10.1108/08858620010316831
http://doi.org/10.1080/1528008X.2016.1189866
http://doi.org/10.1186/1744-859X-9-30
http://doi.org/10.1016/j.apergo.2015.03.006
http://doi.org/10.1016/j.ijhcs.2017.01.004
http://doi.org/10.1080/10548408.2014.898606
http://doi.org/10.1016/j.annals.2009.07.001
http://doi.org/10.1016/j.jbusres.2018.10.062
http://doi.org/10.1016/j.chb.2018.12.040
http://doi.org/10.1207/s15327965pli0901_3
http://doi.org/10.1016/j.tourman.2015.06.012
http://doi.org/10.1080/1743873X.2019.1567739
http://doi.org/10.1177/0047287516650937
http://doi.org/10.1002/jtr.2190
http://doi.org/10.1016/j.ijinfomgt.2017.03.003
http://doi.org/10.1037/0033-2909.103.3.411
http://doi.org/10.1080/00273171.2011.558736
http://doi.org/10.1007/s11747-011-0261-6
http://doi.org/10.1007/BF02723327
http://doi.org/10.1177/002224378101800313
http://doi.org/10.1016/j.tourman.2009.07.003

	Introduction 
	Literature Review 
	Attributes of VR Tourism and PCP Model 
	Presence and PCP Attribute of VR Tourism 
	Perceived Value and Presence during VR Touristic Experience 
	Satisfaction and Perceived Value 
	Subjective Well-Being and Satisfaction 

	Methodology 
	Results 
	Descriptive Statistics 
	Measurement Model 
	Structural Model 

	Discussion and Limitation 
	Discussion 
	Limitations and Future Research 

	Conclusions 
	
	
	References

