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Abstract

The importance of social media and the online world in promoting tourism destinations, particularly in the
current era where businesses rely heavily on management information systems (MIS), cannot be overstated.
The main objective of this research is to explore the impact of Virtual Reality (VR) in conjunction with
Social Media Marketing Activities (SMMASs) on tourists' state flow, subjective well-being, and continued
use in future visits. The study involved collecting data from 384 visitors using a non-probability convenience
sampling method. Specifically, the study examines the use of SMMAs within the context of MIS. The
findings demonstrate that VR and MIS are vital tools for digital marketing, with VR, in particular, playing
a crucial role in boosting revisit rates to tourism destinations.
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Introduction

Virtual reality (VR) has become an
increasingly prominent tool for consumer
marketing (Hamad and Jia, 2022). Business
analysts propose that development of VR is
comparable in importance to that of social
media (Morris, 2016). Compared with other
types of information technologies, VR has
great potential for promoting destinations
because of the immersive sensations and
social presence that it can provide to users
(Beck et al., 2019. Tourism management
information systems (MIS) is a system that
uses computer technology to provide timely
and accurate information and services to
tourists, and on the other hand, helps the
management of tourism in the decision-
making process and daily operations
(zargham and Alborzi, 1998). It can be
inferred that the world is facing dramatic
changes in all dimensions, especially market

competition, technological innovations, and
customer needs (Rahimi et al., 2023). These
changes have improved business priorities
and strategic vision (Aslan and Cinar, 2018).
In such a situation, it is argued that tourism
through VR can be a temporary replacement
for real tourism and provide conditions for
real tourism and MIS growth (Campos et al.,
2007). Social media networks, as one of the
most essential tools, with their capabilities
and facilities, have had a profound impact on
the social aspects of users in various
communities. The new technology of VR has
affected both tourism suppliers and tourists
(Beck et al., 2019) and has improved their
travel experience (Moro et al., 2019). In other
words, VR is a new technology that aims at
blurring the line between the virtual and real
world. In a digital environment, people
interact with the virtual world displayed
through a headset and experience the feeling
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of being there without being physically
present (Pizzi, 2019; Loureiro et al., 2020). In
other words, by creating a multi-sensory
environment, the new VR technology can
provide potential tourists with  the
opportunity to pre-experience the destination
(Prodinger & Neuhofer, 2022). Since VR is
convenient and more economical to access
and as it has no time or space constraints,
users often feel pleasure when interacting
with it. Recent research shows that VR usage
can lead to an increase in subjective well-
being and consumers’ loyalty (Falahatgar, et
al., 2021; Singleton, 2019; Tussyadiah et al.,
2018).

Moreover, the easiness, usefulness, and
enjoyment perceived by VR users are
considered a prelude to their flow state,
which leads to their subjective well-being
when interacting with this technology, and
the continuous use of VR. As a result, the
number of real tourists can increase (Walters
et al., 2022; Kim & Hall, 2019). The feeling
of pleasure and excitement as a form of
satisfaction is one of the main reasons why
people use the 3D world in tourism (Jeon et
al., 2020). The number of users taking
advantage of VR is steadily increasing
(Walters et al., 2022; Kim & Hall, 2019).
Therefore, it can be said that the increasing
progress of new technologies and most
people’s dependence on the virtual world has
affected their consumption behaviour toward
products and services (El-Said & Aziz,
2021). Virtual communities are slowly and
incredibly influencing the tourism industry,
and consumers are increasingly trusting
information technology (IT) and
environments (Abdelraheem et al., 2021). To
further investigate this issue, the current
study attempts to investigate the impact of
SMMAs alongside VR through state flow,
subjective well-being, and continued use in
future visitation, concurrently with MIS
activities. Furthermore, it shows how
SMMASs can act as a tool to better introduce
tourism  destinations  alongside  MIS
activities. Moreover, to explain both the role
of VR and SMMAs, this article first discusses
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the topic and then highlights the activities of
MIS to attract tourists.

This study contributes to the consumer
behaviour and tourism and technology
literature by examining the relationships
between state flow, subjective well-being and
continued use considering the effects of
SMMAs and VR. This study is significant
because previous research has failed to
examine these relationships simultaneously.

We have taken a localized approach to
our research, with the aim of identifying
factors that are particularly relevant to Iran
and that play a key role in shaping its tourism
industry. Through our research, we seek to
provide a nuanced understanding of the
Iranian tourism market, its intricacies and
challenges, as well as the opportunities
available to stakeholders within this space.

Literature Review
Theoretical foundation of the study
Baskerville and Myers (2002) showed
that MIS as "the development, service, and
application of information systems by
individuals, organizations, and community.”
Also, Becta (2005) described an information
system as "a system consisting of the network
of all communication media used in an
organization”. Filip (2007) in their study
defined MIS as "the study of information
systems with a focus on their use in business
and  management”.  The  definitions
mentioned above indicated that MIS
emphasized the development, application
and validation of relevant theories and
models in an effort to encourage quality work
in the area. Handzic (2001) also considers the
effect of information availability on people's
ability to process and use information in
short- and long-term planning and in
decision-making tasks. He revealed that the
better the availability of information, the
better the impact on both efficiency and
accuracy of business decisions. In the current
business environment, firms need to make
changes in order to survive, which can be in
the form of innovations that are in a gradual
to completely radical range (Souto, 2015).
Moreover, Zeng and Yi Man (2021) showed
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that the emotional value, cognitive value,
economic value and satisfaction are
endogenous latent variables and intermediate
control variables. These influencing factors
directly or indirectly affect post-trip
behaviour intention. The experiential value
influences behavioural intentions through
satisfaction in ecotourism and leisure
tourism, etc. Moreover, the study of French
et al. (2017) confirmed that trust is
significantly related to social capital in the
context of social network research. Their
study also provides an understanding of the
value of social media for the collaborative
economy and the elements that improve
customer engagement for the development of
smart tourism. SMMAs are considered the
key driver in the development of VR (Chen
& Lin, 2019; Suanpang, 2020). Guttentag
(2010) considered using VR in the tourism
industry as important in six areas: planning
and management, marketing, entertainment,
access, education and heritage protection.
Mohamed and Naby (2017) argue that VR
improves the tourist's awareness, and
understanding the nature of tourism services
and destinations and as a powerful marketing
tool, can be effective in the decision-making
process and destination selection. In addition,
Beck et al. (2019) highlighted that the
development of VR technology could be
helpful as a marketing tool for promotion and
communication in the pre-travel phase. Doty
et al. (2020), and Berhanu and Raj (2020)
believed that using the Internet is very useful
for social interaction, facilitating social
conflicts, and reducing isolation.

Scott et al. (2009) stated that the social
interaction of tourists is considered a critical
factor in the tourist experience. They believe
that new perspective on the relationship
between destination and tourist is required.
For instance, destinations should be
considered as a basis on which tourists create
their experiences via interaction with the
destination. Seo and Park (2018) showed that
trendiness is the most essential component of
SMMAs, and they further noted that airline
SMMAs has a significant effect on brand
awareness and brand image. Moreover, their
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results showed that brand awareness
considerably affects commitment and brand
image significantly affects online word-of-
mouth and commitment. Also, in her study of
insurance services, Sano (2015) used
interaction, customization, trendiness, and
perceived risk as the four components of
SMMAs. Accordingly, Godey et al. (2016)
defined trendiness as providing the latest
information about products or services. The
level of customization indicates the extent to
which a service reflects the needs of
customers to satisfy their tastes (Schmenner,
1986). Social media customization is based
on direct contact with users, which is
different from general advertising media
(Kiyomarsi et al., 2021). It is possible to
provide optimized information produced
separately by different sources for customers,
and this customization is used as a strategy to
create positive perceived control and
customer satisfaction (Ding & Keh, 2016;
Nam & Yeo, 2011). In another study, Gao et
al. (2017) concluded that pleasure motivation
plays a crucial role in creating a sense of
satisfaction and word-of-mouth. Social
media customization is also a tool for
companies to share the uniqueness of their
brands and improves preferences and loyalty
to those brands (Martin and Todorov, 2010).
Furthermore, online entertainment pages
provide a unique opportunity for tourism
executives to benefit from positive
partnerships between the brand and the
consumer (Shirmohammadi & Abyaran,
2020). Bogicevic et al. (2019) examined the
effect of VR technology on creating
consumer tourism experiences before they
visit the destination. Their findings show that
a preview by VR leads to a further expansion
of the mental image. Kim and Hall (2019)
showed that characteristics such as perceived
easiness, perceived usefulness and perceived
enjoyment from technology are necessary for
a person to be in a state of flow. When a
technology has these capabilities, it is
accepted by people. They also concluded that
flow state was strongly associated with
subjective well-being. Vathanophas et al.
(2008) defined two determining factors in
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their model, which are perceived usefulness
and perceived easiness. In their study,
perceived usefulness is the degree to which a
person believes that using an information
system improves his or her performance
whereas, perceived easiness is the degree to
which a person believes that using an
information system does not require effort.
Also, perceived easiness and perceived
usefulness have a positive effect on an
individual's attitude and willingness to use
and accept information systems. Xia and
Shen (2018) exploited an integrated
technology-based approach to examine the
online experience by combining design
features and social factors. The results of
their research show that perceived usefulness
and perceived easiness are essential factors
that enhance the online experience of users
with smart applications. Overall, previous
studies in this field suggest that the adoption
of VR technology affects subjective well-
being; therefore, planners, activists, and
tourism policy-makers need to consider the
capabilities of VR and MIS together. This is
important because Chen and Lin (2019)
believe that the experience and the state of
flow in people when using VR have a
significant effect on stimulating tourists to a
real visit of a destination. Earlier research
underlined that emotional marketing, brand
awareness and word-of-mouth advertising
have a positive and significant effect on the
intention to buy (Ismagilova et al. 2020,
Anwer et al., 2021). In addition, Mariani et
al. (2016) stated that the word-of-mouth
advertising through social media networks
such as Facebook, Twitter and YouTube play
an essential role in attracting more tourists to
the tourism destination with the most
desirable image, forming the attitude of
tourists and their behavioural tendencies.

SMMA:s in the context of VR

With the expansion of MIS, social media
has become increasingly popular as it allows
people to interact freely with others and
offers multiple ways for marketers to interact
with consumers (Appel et al., 2020; Hudson
et al. 2015; Weill, and Olson, 1989). The
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number of social media has increased rapidly
in recent years and they have enabled social
activities in online and global virtual space,
created different and new substrates for
different companies and brands (Pelet et al.,
2017; Fan et al., 2019; Suanpang, 2020). MIS
is a system that collects different data from
information systems inside the organization.
Also, it processes them and provides a tool
for managers to view and explore the
information they need (Karim, 2011). In
tourism, creating a connection and
interaction between consumer behaviour and
brands through social media is a very
complex and challenging task (Leung et al.,
2015; Kozak et al., 2018). Therefore, social
media are networks that offer and promote
tourism destinations by allowing users to
create and share content in a short time and
cost (Munar, 2012; Kim et al., 2017;
Majidian et al., 2021). Social media provide
a lot of information for tourists about
attractions and tourist facilities before the
trip. In studies of McGowan et al. (2012) and
Curran and Lennon (2011), society's attitude
towards social media platforms, easiness of
use, their usefulness, user friendly as well as
enjoying and entertaining have been
mentioned as the most influential factors in
the attitude and behaviour of people in using
social media (McGowanet al., 2012; Curran
& Lennon, 2011). Considering the above
discussion, the following hypotheses can be
developed:

H1: MIS has a positive effect on more use of
SMMA:s.

H2: MIS has a positive effect on the
perceived easiness of SMMAs

H3: MIS has a positive and significant effect
on the perceived usefulness of SMMAs

H4: MIS has a positive effect on the
perceived enjoyment of SMMAs

H5. SMMAs have a positive effect on
perceived easiness.

H6. SMMAs have a positive effect on
perceived usefulness.

H7. SMMAs have a positive effect on
perceived enjoyment.
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Virtual reality (VR)
Traditionally, visiting a place demands a

physical presence in that destination.
However, with the advent of new
technologies, virtual  visits  received

recognition. The feeling of physical presence
in one place can be induced in the virtual
visitor as much as possible. The purpose of
VR is to bring the virtual presence of users
closer to the sense of real presence in tourist
destinations and encourage people to travel
physically to the destination (Kim et al.,
2014; Assaker, 2020). This is possible with
the help of VR glasses, a combination of
media and technology that enables people to
interact with the simulated computer
environment when using it (Herz &
Rauschnabel, 2019). VR is moving into a
phase of further innovation and new
applications for technology (Kardong-
Edgren et al., 2019). In this technology,
visual content and other different meanings
are produced entirely by the computer (Pizzi
et al.,, 2019; Tussyadiah et al., 2018;
Falahatgar., 2021). Virtual travel can also be
an alternative to visiting inaccessible places
that humans aspire to reach. In addition,
virtual visits to many sensitive tourist sites
can help maintain the sustainability and
longevity of the facility (e.g., buildings such
as cathedrals, environmentally conservation
areas, etc) (Manghisi et al., 2018). One of the
most popular VR experiences is the "Virtual
Tour Multimedia Information Solution”,
which is 360-degree panoramic pictures of
different parts of a tourist attraction. Users
can view their surroundings 360-degrees by
selecting the desired location of the
introduced tourist attraction (Li, 2017). In
summary, VR cannot replace real tourism,
but it can create additional value for
(potential) travelers (El Beheiry et al., 2019).

The Technology Acceptance Model
(TAM)

The Technology Acceptance Model
(TAM) implies that perceived usefulness and
perceived easiness both refer to users'
perceptions and attitudes toward technology.
In other words, perceived usefulness refers to
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the degree to which technology can improve
job performance (Kwon et al., 2014,
Ramayah & Lo., 2007). Perceived easiness
refers to the level or degree to which a person
believes that the use of the system is without
difficulty and the need for much effort
(Ramayah, 2006). When users encounter a
new technology, their eagerness to accept
and apply it, through their understanding of
the usefulness and easiness of using the
system is predicted. Characteristics such as
the perceived easiness, perceived usefulness,
and perceived enjoyment of technology are
prerequisites to put the person in a flow state.
When a technology has these capabilities, it
is accepted by people (Baabdullah, 2018;
Disztinger et al., 2017). Perceived usefulness
focuses on people's beliefs in the decision-
making process and the usefulness of a
system. In other words, perceived usefulness
refers to a person's belief that using a
particular system improves performance
(Kwon et al., 2014). In other words, it refers
to improving and enhancing the performance
of individuals in using a particular system,
which many studies have examined its effect
on the intention to use (Weill & Olson, 1989;
Horst et al., 2007). According to the
Technology Acceptance Model (TAM),
individuals form their intentions to use
information technology based on their
cognitive assessment of how technology will
improve their performance (Polancic et al.,
2010). Accounting on the above discussion,
the following hypotheses are developed:

H8: Perceived easiness has a positive effect
on flow state.

H9: Perceived usefulness has a positive
effect on Flow State.

Perceived Enjoyment

Social media networks are a hedonistic
information system that users apply with
strong motivation. Because through social
media, users step into another world where
they can experience a positive feeling by
sharing information, writing blogs, playing
online games, and interacting with friends
(Sun et al.,, 2014). Studies showed that
perceived enjoyment has a positive effect on
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perceived easiness and behavioural intention
(Calisir et al., 2013). In fact, the feeling of
pleasure comes from the excitement of using
technology, regardless of the consequences
of using it. Thus, the experience of a
destination using the intervention of
technology such as VR can also be
considered an enjoyable activity, as it offers
customers a unique way to feel about a
destination they have never experienced
before (Vishwakarma et al., 2020). Lee et al.
(2019) believe that perceived enjoyment is
the degree to which the use of information
technology as entertainment is perceived.
Contrary to the perceived usefulness and
perceived easiness which are external
motivations, perceived enjoyment is
considered an intrinsic motivation for the use
of technology. Thus, we can conclude that:
H10: Perceived enjoyment has a positive
effect on flow state.

Flow State

One of the situations people experience
when interacting with virtual technologies is
the flow state and being immersed in that
space (Hu et al., 2019). A sense of flow is an
experience involving a complete engagement
in an activity and the creation of an inner state
that results in desirable degrees of user
performance  (Csikszentmihalyi,  1990;
Sherman & Craig, 2019; Jackson, 1995).
When a person performs a certain activity
with a peak of interest and mental conflict, a
state of flow is formed. In this situation, a
person does not feel the passage of time and
when returns to the normal state, he realizes
the state that had lost (Hong et al., 2019).
Moreover, flow state is considered as a key
factor in the theoretical framework of
pleasure to study the behaviour of technology
users and can affect the behavioural intention
of people who experience this feeling
(Garcia-Jurado, 2018). Understanding the
flow state control factors can help e-
commerce managers to increase customer
experience and satisfaction (Hoodi et al.,
2023), which help increase purchases,
repurchases and disseminate positive word-
of-mouth (Herrando et al., 2018). The state of
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flow that people experience is a result of their
use of virtual environment which has a
significant effect on motivating virtual
tourists to visit a real tourism destination
(Chen & Yoon, 2019; Perez-Vega, et al.
2018). Based on the above discussion the
following hypotheses can be formed:

H11: Flow state has a positive effect on
subjective well-being.

H12: Flow state has a positive effect on
continued use.

Subjective well-being

Subjective well-being is a broader
category of phenomenon that includes the
emotional response of individuals, the scope
of satisfaction and global judgment of life
satisfaction. It refers to the efforts of
individuals to perfection and promotion in
the realization of individual talents and
abilities (Saayman et al., 2018). Subjective
well-being can be defined as the experience
of happiness that includes life satisfaction
and positive impact. It also includes all the
positive and negative assessments people
make about their lives (Martinez et al., 2019;
Chen et al., 2019). It also consists of two
essential components such as emotional well-
being, to assess a person's feelings, and
cognitive well-being, to measure a person's
satisfaction with life (Chen et al., 2019; Gao
etal., 2017). Zhou and Zhang (2019) believe
there is a direct relationship between virtual
technologies and subjective well-being. This
means that users interact with this technology
to achieve peace of mind due to the attractive
environment and the ease and convenience of
use. Therefore, people with low levels of
subjective well-being can use technology to
improve their subjective well-being (Yoon et
al., 2014). In this study, perceived easiness,
perceived  usefulness, and perceived
enjoyment are considered to be a factor that
leads to subjective well-being when using
VR technology. Moreover, in this research,
the use of VR indirectly increases the
subjective well-being of users of social
networks. Therefore, we think that subjective
well-being affects both variables of future
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visitation and continued use simultaneously.
We propose the following hypotheses:

H13. Subjective well-being has a positive
effect on continued use.

H14. Subjective well-being has a positive
effect on future visitation.

Continued Use

Satisfaction and continued use of
technology is a situation that occurs to
consumers differently. The level of consumer
satisfaction and willingness to continue using
is one of the most critical factors that leads a
statistical community to the maximum use of
a technology (French et al., 2017). Fulfilling
the users’ wants and needs and creating a
positive attitude, ensures the continued use of
technology. Although the adoption of new
technology is the first important step, the
continued and sustainable use of that
technology is the basis of its success
(Steelman & Soror, 2017). There are many
factors influencing consumers' willingness to
continue using technology and hedonic
motivation, among these factors we have
considered perceived easiness, perceived
usefulness, and perceived enjoyment. The
hedonic motivation system with three
dimensions of easiness, usefulness, and
enjoyment, causes people to be in a state of
flow when interacting with this type of
technology (Ryu et al., 2010; Tamilmani et
al., 2019; Allam et al., 2019). Thus, we can
propose that:
H15. Continued use has a positive effect on
future visitation.

Future visitation

If tourists are satisfied and enjoyed of
their first travel experience in a destination,
they most likely will have the tendency to re-
visit again or recommend it to others (Zeng
& Yi Man, 2021). However, it is not
unreasonable to expect that improving the
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image of the destination is a fundamental way
to have future visitation, and efforts to create
and enhance the image of the destination may
facilitate  visitation  behaviours  and,
accordingly contribute to the success of
destination in developing tourism (Htun et
al., 2015). Therefore, managers of tourist
destinations should work on the internal and
basic elements of the destination image such
as advertising, promotion, new attractions as
a tool to improve the destination image
(Artuger & Cetinsoz, 2017). Behavioural
intentions have motivational effects on
behaviour, therefore behavioural intentions
are seen as the closest predictor of behaviour
(Malik et al., 2013; Lee, 2009). Re-visiting or
recommending a place to others usually
refers to tourist loyalty in the literature and is
one of the vital factors in measuring
marketing strategies. Re-visiting not only
provides a steady source of revenue but may
also include recommended advertising.
Satisfied customers will likely become loyal
customers (Chin et al., 2011). The degree of
loyalty to the destination is often reflected in
the intentions of tourists to visit the
destination and their willingness to
recommend that destination (Chen & Tsali,
2007). Chen and Tsai (2007) stated that
tourist behaviour includes destination
selection, post-visit evaluations, and future
behavioural intentions. In fact, the evaluation
of future tourist behavioural intentions refers
to tourists' judgments about the likelihood of
visiting the same destination and their
willingness to recommend it to others (Wang
etal., 2019). On this account, we propose the
following hypotheses:

H16. Perceived easiness has a positive effect
on future visitation

H17. Perceived usefulness has a positive
effect on future visitation

H18. Perceived enjoyment has a positive
effect on future visitation
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Figure 1. Conceptual research model

SMMAs= Social Media Marketing Activities, MIS= Management Information System, PE= Perceived
easiness PU=Perceived usefulness, PN= Perceived enjoyment, FS= Flow State, SW= Subjective well-being,

CU= Continued Use, VF= Future visitation.

This study presents a comprehensive research model, specifically tailored to the unique characteristics of
the Iranian tourism industry. In developing the model, we have drawn upon the three highly regarded
models in the field of tourism research, including the models proposed by Kim & Hall (2019), Lin & Chen

(2019) and Seo and Park (2018).

Methodology
Research design, data and sample

To ensure a robust research process, a
quantitative research design utilizing an
online survey was employed to conduct this
study. The statistical population consisted of
European tourists who had visited Iran in the
past and possessed experience utilizing VR
technology in their travels. Specifically
targeting German and French tourists, as they
represent the primary traditional European
markets for Iran, a convenience non-random
sampling method was utilized due to the
extensive and dispersed nature of this
population. According to Dabbie (2016),
convenience sampling is often the preferred
method of choice when it is difficult to access
a target population due to its diversity and
accessibility. In addition, non-probability
sampling was preferred in order to target
respondents with the qualifications needed to
participate in this study. The search focused
on tourists who have previously visited Iran
and utilized VR technology during their

Virtual Reality (VR) Alongside Social Media

travels, with those of German and French
nationalities being given priority. The survey
questionnaire used to collect the data
included items extracted from prior studies
(See Table 1), with adjustments made to align
with the objectives of this study. To source
respondents for the online survey, Facebook
and Instagram were utilized to obtain suitable
samples of European tourists, with searches
conducted using the keywords "Germany"
and "France." The completion of the
questionnaire was achieved by reaching out
to potential candidates, and in line with

Cochran's maximum number
recommendation, 384 completed
questionnaires were gathered. Despite

distribution efforts at 407, after incomplete
questionnaires were eliminated during the
cleaning stage, a total of 384 acceptable
questionnaires were included for analysis.
The data collection phase took place between
the beginning of April and end of June 2020,
and the primary objective of the study was to
evaluate MIS impact on SMMAs.
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In this study, the factors influencing
subjective well-being of virtual reality users
were investigated, including perceived
easiness, perceived usefulness, and perceived
enjoyment as a precursor to achieving a state
of flow. It was found that the use of virtual
reality can indirectly enhance one's
subjective well-being when engaging with
social networks. Additionally, the current
model reveals that subjective well-being
plays a vital role in determining both Future
visitation and Continued Use. By considering
these insights, we can gain a better
understanding of the multifaceted effects of
virtual reality on users' well-being,
encouraging future research in this area.

In addition to its impact on SMMAs,
MIS also influences 7 other variables
simultaneously. According to the statistical
data, Perceived easiness, Perceived
usefulness, and Perceived enjoyment have a
positive and significant impact on the Flow
State variable. Furthermore, the Flow State
variable also has a positive and significant
impact on the Subjective well-being and
Continued Use variables. Additionally, the
Subjective well-being variable has a positive
and significant effect on Continued Use,
which in turn has an impact on Future
visitation variable. In other words, it can be
concluded that the simultaneous use of
SMMAs and MIS improves tourism and
encourages repeat Vvisits.

Measurement variables

In this study, SMMAs have been
measured with five variables (Entertainment,
Interaction, Customization, Trendiness, and
Word-of-mouth) with 10 items from Chen
and Lin (2019) study. The effects of MIS
variable (The real and virtual effects) has
been evaluated with 4 items from Kiradoo
(2020) and Campos et al. (2007) studies.
Virtual reality (VR) was measured using
(Perceived easiness, Perceived usefulness,
and Perceived enjoyment) with 9 items from
Kim and Hall (2019) research. Flow state was
measured with 3 items from Herrando et al.
(2018). Subjective well-being was measured
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with 3 items from Kim et al. (2020).
Continued use was measured with 3 items
from French et al. (2017) study. Finally,
future visitation variable was measured with
3 items from Zeng and Yi Man (2021).

In this study, the researcher measured
SMMAs using five variables: Entertainment,
Interaction, Customization, Trendiness, and
Word of mouth. These variables are all still
relevant and important in the context of
virtual reality. The study aims to demonstrate
that social networks and management
information systems (MIS) are becoming
more interconnected. One example of this
can be seen with Facebook, a company that
invests in both social networking and virtual
reality. However, this trend is not limited to
Facebook and is happening across industries.
The model presented in the research is the
result of innovation, but it builds upon and
completes previous models.

Our research model is built on a strong
theoretical foundation and is designed to
capture the unique features of the Iranian
tourism industry. We aim to identify the key
drivers of success in the industry, including
factors such as Social Media Marketing
Activates, Managing Information System,
and the quality of tourist experiences.

Our research goes beyond the traditional
conceptualization of tourism research,
incorporating a range of innovative
methodologies and approaches, including
qualitative research methods, statistical
analysis, and survey techniques. By
combining these different methods, we aim
to provide a holistic understanding of the
Iranian tourism landscape and to generate
insights that will be useful to practitioners
and policymakers alike.

Overall, our research model promises to
make a significant contribution to the field of
tourism research, providing valuable insights
that will inform future research and
development in this important field. We
believe that our research will have important
implications for the Iranian tourism industry,
helping to drive growth and innovation in this
vibrant and exciting sector.
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Table 1.
Measurement for variable ‘and items
Items Variable Dimensions
e Using social media about a tourism destination is much  Entertainment Social Media
fun. (Chen & Lin, 2019) Marketing
e The content shown on social media about the Activities
destination is attractive (SMMAs)
e Itis easy to express my opinion on social media about Interaction
the destination and talk or exchange views with others (Chen & Lin, 2019)
through social media.
e Social media allows sharing information with others.
e The use of social media for tourism destinations has Trendiness
become widespread. (Chen & Lin, 2019)
e The content displayed on social media about the
destination contains the latest information.
e Social media offers certain information & unique Customization
services about tourism destinations. (Chen & Lin, 2019)
e Social media provides the information | need about a
destination.
e | want to share information about brands, products, or Word-of-Mouth
services of the destination with my friends on social ~Advertising
media. (Chen & Lin, 2019)
e | want to upload social media content about the
destination on my blog or personal pages and |
recommend it to others.
. . The virtual effects Management
e By using MIS, | can manage to use SMMAs and virtual (Campos et al., 2007) Information

travel more.

System. (MIS).

By using MIS, my presence in the real activities of
society has diminished.

My mastery of information technology has increased
with the expansion of MIS.

By using MIS, my travels have decreased, and my
knowledge of tourist destinations have increased via
VR.

The real effects of MIS
(Kiradoo, 2020)

It is easy for me to understand the function of VR and
the application of VR does not require mental effort.

I think using VR technology is easy and accessible.
When using VR activities, it is easy to get what | want.

Perceived easiness
(Kim & Hall, 2019) Virtual

(VR)

reality

I gain knowledge when using VR and interacting with
VR technology is helpful in gathering information.
Using VR is beneficial.

Using VR technology allows me to connect with other
users

Perceived usefulness
(Kim & Hall, 2019)

VR is enjoyable for me.
VR is exciting for me.
VR is similar to entertainment and makes me happy.

Perceived enjoyment
(Kim & Hall, 2019)

When using VR, | am totally immersed in it and do not
feel the passage of time.

When using VR, | forget all my worries & concerns.

I forget where | am when doing VR activities.

Flow state
(Herrando et al., 2018)

VR is a part of my ideal life.

My living conditions and quality of life are excellent
when working with VR and | am satisfied with my life.
So far, | have achieved every important thing | wanted
to do while interacting with VR technology.

Subjective well-being
(Kimet al., 2020)

I will use VR technology in the future.

Continued Use

Virtual Reality (VR) Alongside Social Media
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Items

Variable Dimensions

e Inthe future, | will update the activities related to VR.

e | will put VR in my travel plans.

(French et al., 2017)

e VR encourages me to travel in the future.

¢ VR makes me interested in tourism destination.

Future visitation
(Zeng and Yi Man (2021).)

e VR introduces me to new destinations, and | would

recommend it to others.

Data Analysis

We used SPSS (version 23) and AMOS
software to analyse the data. AMOS is a powerful
structural equation modelling software which
goes beyond the usual capabilities of modelling
software. The main reason for using AMOS in
this study was that the data were normally
distributed as this software is more appropriate
when the research data is normal. The inferential

data has been analysed using the Cronbach’s
alpha coefficient for measuring the internal
consistency of the questionnaire. The KMO and
Bartlett tests (See Table 2) were exploited to
determine the appropriateness of the sample size
and separation of the factors, respectively, and to
determine the causal relationship between the
variables, the structural equation modelling
method was implemented.

Table 2.
KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .969
Bartlett's Test of Approx. Chi-Square 12907.464
Sphericity Df 561
Sig. .000

Findings

The structural equations are based on the
analysis of covariance structures, in order to
analyse the normality of the data in AMOS
software, the Kurtosis index between -7 and +7 is

the normal distribution and the Skewness index
between -3 and 3 is the normal distribution. In
order to get acquainted with the respondents,
their demographic variables such as: gender, age
and education are presented in Table (3).

Table 3.
Survey respondents’ demographic profiles
Demographics Categories Frequency Percent
N=384
Gender female 221 57.6
Male 163 424
Age 20-30 92 24.0
30-40 118 30.7
40-50 63 16.4
50 and over 111 28.9
Education Diploma & Less than diploma 133 34.6
Associate degree 117 30.5
Bachelor’s degree 70 18.2
Master’s degree and higher 64 16.7

Validity and reliability of research model
In order to determine the content validity and
reliability of the questionnaire, experts’ opinions

Virtual Reality (VR) Alongside Social Media

and Cronbach’s alpha were used. Cronbach's
alpha for all structures of this research is more
than 0.70 (See Table 4).
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Table 4.
Confirmatory Factor Analysis: validity and reliability indexes
Variables Items Loading Crg\r;rl:))ﬁgh S CR AVE
SM1 0.616
SM2 0.751
SM3 0.678
Social Media gmg 83%
Marketing Activities SM6 0.855 0.924 0.929 0.567
(SMMAS) .
SM7 0.759
SM8 0.880
SM9 0.635
SM10 0.734
MIS1 .816
The effect of MIS MIS2 0.879 0.907 0.839 0.636
MIS3 0.860
PE1 0.545
Perceived Easiness PE2 0.903 0.855 0.830 0.630
PE3 0.884
PU1 0.757
Perceived Usefulness PU2 0.911 0.926 0.821 0.606
PU3 0.927
PN1 0.833
Perceived enjoyment PN2 0.714 0.888 0.820 0.603
PN3 0.757
FS1 0.778
Flow State FS2 0.832 0.824 0.829 0.620
FS3 0.813
. Swi 0.909
S”bjeét;‘i’rfgwe"' SW2 0.889 0.912 0.908 0.768
SW3 0.827
CuU1l 0.678
Continued Use CuU2 0.754 0.856 0.798 0.573
CuU3 0.900
VF1 0.948
Future visitation VF2 0.919 0.946 0.902 0.754
VF3 0.755

In order to determine the validity and section before testing the structural part of the
reliability of the model measurement section, model is necessary to ensure indices. Table (5)
several indicators have measured suitability = shows the model fit indices.
because the analysis of the model measurement

Table 5.
Model fit Indices
Fit indices Index name Allowance amount First fit Final fit
Absolute-fit  CMIN/DF( Normed Chi-square Index) 5< 5.817 4.267
RMSEA (Root Mean Squared Error of 1< 0.112 0.092
Approximation)
GFI (Goodness of Fit Index) 0.70> 0.666 0.755
Incremental- AGFI (Adjusted Goodness of Fit Index) 0.70> 0.595 0.701
fit index CFI (Comparative Fit Index) 0.70> 0.815 0.875
NFI (Normed Fit Index) 0.70> 0.786 0.844
TLI (Non- Normed Fit Index) 0.70> 0.788 0.856
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Path Analysis

As mentioned before, this research is based
on 18 main hypotheses and 3 mediator
hypotheses. To study these hypotheses, the path
analysis method has been used in AMOS

Figure 2. Research Hypotheses Test
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software. The significance levels for testing these

hypotheses are given in Table 6 and Fig 2. The
basis for confirming the hypotheses is that the
significance level (p-value) for them is smaller
than 0.05 and the path coefficient is also positive.

Table 6.
The study research hypotheses
Hypothesis Path Estimate P Results
1 Social Media <--- The Effect of MIS 0.635 .001 Confirmation
Marketing Activities
(SMMASs)
2 Perceived Easiness <--- The Effect of MIS 0.483 .001  Confirmation
3 Perceived Usefulness ~ <--- The Effect of MIS 0.241 .001  Confirmation
4 Perceived Enjoyment ~ <--- The Effect of MIS 0.189 .001 Confirmation
5 Perceived Easiness <--- Social Media Marketing 0.343 .001 Confirmation
Activities (SMMAS)
6 Perceived Usefulness  <--- Social Media Marketing 0.443 .001 Confirmation
Activities (SMMAS)
7 Perceived Enjoyment  <--- Social Media Marketing 0.832 .001 Confirmation
Activities (SMMAS)
8 Flow State <--- Perceived Easiness 0.158 .001 Confirmation
9 Flow State <--- Perceived Usefulness 0.258 .001 Confirmation
10 Flow State <--- Perceived Enjoyment 0.383 .001  Confirmation
11 Subjective Well- <--- Flow State 0.791 .001 Confirmation
Being
12 Continued Use <--- Flow State 0.282 .001 Confirmation
13 Continued Use <--- Subjective Well-Being 0.368 .001  Confirmation
14 Future visitation <--- Subjective Well-Being 0.080 .036  Confirmation
15 Future visitation <--- Continued Use 0.404 .001 Confirmation
16 Future visitation <--- Perceived Easiness 0.165 .001 Confirmation
17 Future visitation <--- Perceived Usefulness 0.196 .001 Confirmation
18 Future visitation <--- Perceived Enjoyment 0.173 .001  Confirmation
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Mediator Hypotheses

H19. Social media marketing activities have
a significant and positive impact on future
visitation through perceived easiness.
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H20. Social media marketing activities have
a significant and positive impact on future
visitation through perceived Usefulness.
H20. Social media marketing activities have
a significant and positive impact on future
visitation through perceived Enjoyment.

Table 7.
The study research mediator hypotheses
Hypothesis Path Estimate P Results
19 Perceived Easiness <--- Social Media Marketing 0.343 .001  Confirmation
Activities
Future visitation <--- Perceived Easiness 0.165 .001
20 Perceived Usefulness  <--- Social Media Marketing 0.443 .001  Confirmation
Activities
Future visitation <--- Perceived Usefulness 0.196 .001
21 Perceived Enjoyment ~ <--- Social Media Marketing 0.832 .001 Confirmation
Activities
Future visitation <--- Perceived Enjoyment 0.173 .001

Pearson Correlation Coefficient Test
The results of Pearson correlation test are
presented in Table (8). As can be seen, all

relationships are positive and significant, and the
resulting P value is less than 5% error level.

Table 8.
Pearson Correlation Coefficient
Pearson SM MIS PE PU PN FS SW CuU VF
Correlation
Coefficient
SM 1
MIS 0.740 1
PC 0.694 0.746 1
PU 0.633 0.592 0.600 1
PN 0.808 0.679 0.644 0.609 1
FS 0.749 0.588 0.565 0.583 0.661 1
SW 0.789 0.658 0.621 0.592 0.728 0.727 1
CuU 0.730 0.686 0.633 0.598 0.687 0.580 0.613 1
VF 0.717 0.705 0.663 0.648 0.703 0.589 0.643 0.753 1
Discussion significant effect on perceived easiness,

This study showed that tourism through VR
plays an essential and fundamental role along
with MIS. As the results of this study showed, the
use of MIS had a positive and significant effect
on more use of SMMAs, perceived easiness, and
perceived usefulness of SMMAs. The findings
also indicated that MIS had a positive effect on
the perceived enjoyment of SMMASs. These
findings are consistent with the research of
Kiradoo (2020), Campos et al. (2007). VR also
provides the ground for the development of real
tourism. In the meantime, the introduction of VR
through social media networks has become
essential. Moreover, the results of this study also
confirmed that SMMAs have a positive and

perceived usefulness and perceived enjoyment.
This could be considered a unique contribution
because previous studies have not investigated
this relationship within the context of tourist
destinations. The results of this study showed that
the perceived easiness, perceived usefulness, and
perceived enjoyment have a positive and
significant effect on the flow state, as well as, the
flow state has a significant positive effect on
subjective well-being and continued use of VR.
This part of the research is consistent with the
findings of Kim and Hall (2019). Furthermore,
subjective well-being significantly affects the
continued use of VR and future visitation. Also
Continued use of VR has a significant effect on



Journal of System Management (JSM)

future visitation as well as, the variable of future
visitation intention has a positive effect on
perceived easiness, perceived usefulness and
perceived enjoyment. Moreover, the findings
illustrated that subjective well-being and constant
use have a positive and significant effect on
increasing the number of real tourists. This
research provides evidence that VR technology
not only stimulates the actual travel but also
provides a new perspective for studies related to
VR technology. Therefore, VR can contain the
same excitement and pleasure of travel and an
authentic experience to some extent, and increase
people's satisfaction with life, as well as improve
future visitation.

In the study of Chen and Lin (2019), the
variable of SMMAs was investigated by two
factors of social identification and perceived
value, but in this research SMMAs affect
three factors of perceived easiness, perceived
usefulness, and perceived enjoyment. Also,
this research enhances the model of Kim and
Hall (2019). In this study, in addition to the
mentioned variables in Kim and Hall's
research model, the effect of MIS on SMMAs
has been examined. In addition, future
visitation variable and its effect on perceived
easiness, perceived usefulness, and perceived
enjoyment has been investigated. Also, in
this study, SMMAs have been investigated in
the context of VR consists of entertainment,
interaction, customization, trendiness, and
word-of-mouth. These variables have not
been studies simultaneously in literature.
Our study contributes to the advancement of
knowledge from both customers’ experience
and technology perspectives.

The article discusses ten items related to
SMMAs, as presented by Chen & Lin (2019),
in an effort to provide a comprehensive
understanding of this variable. These items
delve into the intricacies of SMMAs and
offer insights into their various aspects,
thereby enriching our knowledge and
appreciation of this important concept.

The study presents an investigation on
the impact of SMMAs in the context of
virtual reality (VR) on tourism. Five
variables, namely entertainment, interaction,
customization, trendiness, and word of
mouth, were measured, emphasizing the
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merging of social networks with VR.
Additionally, the study examines the
simultaneous effects of perceived usefulness,
enjoyment, easiness, flow state, continued
use, and future visitation of tourists. Results
showed that the use of virtual reality in
tourism social networks can lead to increased
interest in future visitation, presenting
opportunities for the tourism industry to use
VR and SMMAs to promote and attract
tourists.

Furthermore, the study highlights the
role of SMMAs as a tool to better introduce
tourism destinations in the post-pandemic
era. The article discusses the challenges
faced by the tourism industry and potential
solutions. It emphasizes the prevalence of
MIS in increasing the use of social networks,
and the provision of virtual reality in
platforms such as Facebook, enabling tourists
to imagine themselves in destinations
through virtual reality experiences. The study
proposes a model that innovatively builds
upon previous models, emphasizing the
importance of virtual reality in the context of
social networks.

In summary, the study presents a rich and
meaningful discussion on the merging of
social networks with virtual reality and the
potential for utilizing these tools in the
tourism industry. It highlights the increased
prevalence and importance of social
networks and virtual reality experiences in
the post-pandemic era, providing managers
and planners of the tourism industry with
new strategies and marketing plans to
enhance tourism activities.

Conclusion and Implications

This study concludes that MIS collects,
provides, and prepares relevant information for
management and tourism through VR plays an
important and fundamental role and it should be
considered as  priority in  destination
management. The study findings suggest that
SMMA s through VR foster future visitation and
improves destinations’ image. VR technologies
and its easiness to use have the power to enhance
the flow state and subjective well-being and it is
an excellent marketing tool to be used in the MIS
activities to provoke demand and recovery.
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In other word, this study discusses the
importance of using Management Information
Systems (MIS) in tourism and destination
management. The study suggests that MIS is
essential for collecting, providing and preparing
relevant information for management and that
virtual reality (VR) plays a significant role in this
process. The study also found that using VR in
SMMASs can have a positive impact on attracting
future visitors and improving the image of
destinations. Additionally, the use of VR
technology can enhance the flow state and overall
well-being, making it an effective marketing tool
to stimulate demand and recovery. Overall, this
study highlights the value of incorporating VR
and MIS activities into destination management
strategies as a priority.

Theoretical implications

In the new era, all businesses are moving
towards VR, and the tourism industry has no
exception. With the expansion of MIS and the
virtualization of most businesses, this trend has
taken an upward trend and the use of social
networks has increased. Despite the growing
importance of VR tourism as an enjoyable
experience (Tom Dieck et al., 2018), research on
hedonic motivation systems is limited. Thus, the
current study offers several valuable insights into
the theory formation and verification of the
Hedonic Motivation System Adoption Model
(HMSAM). Theoretically, this research has
validated that the flow state can be an essential
mediator in the subjective well-being and
continued usage platforms of hedonic motivation
systems and future visitation. The study further
confirmed that the SMMAs and flow state are the
critical factors for hedonic motivation systems. In
other words, people are more likely to use VR
tourism continuously if they receive subjective
well-being from using SMMAs. Interestingly, the
visitor group has a significant relationship
between the technology adaption theories
(perceived easiness, perceived usefulness, and
perceived enjoyment) and SMMAs than the non-
visitor group. The finding of the significant effect
of SMMAs on flow state enhances the literature
and extends the findings of previous studies on
the relation between subjective well-being, flow
and continued usage to the VR tourism context
and future visitation. Moreover, the strong
association between SMMAs and flow state in
this study theoretically demonstrates that VR
tourism content is closely related to the emotional
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immersive experience as hedonic factors. This
result substantially enlarges the findings of
previous literature on the relation between the
technology adaption theories and flow
experience. This result indicates that our main
contribution is to offer and provide empirical
support for a new theoretical model, the
HMSAM, which was found to predict the
behaviour of SMMAs by this study. Furthermore,
this research found the strongest association
between SMMAs and future visitation from VR
provides a tremendous opportunity for theory
building. This result expands the findings of
previous research on the relation of flow
experience to subjective well-being in continued
usage.

Managerial Implications

The results of this research showed that VR
in tourism social networks could lead to tourists'
interest in the future. Therefore, the planners and
managers of the tourism industry can use VR in
social networks to promote and visit tourists in
the future. Managers can provide the context for
using VR in tourist attractions and facilities. The
use of VR is considered one of the best tools for
introducing tourism capabilities in marketing
strategies and plans.

The findings suggest that social media
content marketing producers should focus on
generating hedonic motivations because the
effects of perceived enjoyment, perceived
usefulness and perceived easiness were found to
significantly impact the flow state, subjective
well-being and continued usage of VR tourism
and the MIS has affected both SMMA, and
technology adaption theories. That is, SMMAs
through VR producers can design their content to
have enjoyable elements using gamification so
that consumers can get enjoyable experiences
from VR, given that SMMAs are focused on
entertainment,  interaction,  customization,
trendiness and  word-of-mouth  influence.
Therefore, VR tourism developers may increase
consumers' subjective well-being by increasing
their use of VR tourism. In other words, SMMASs
can highlight VR tourism-related programs to
achieve satisfaction by utilizing Al technology.
According to the finding of this research, VR
commercial sectors should focus on attributes of
SMMAs if they want consumers to become
immersed in VR tourism (Park et al, 2009). For
example, social media marketers could promote
VR products as knowledgeable, and beneficial
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activities through online, mobile, Tv, Radio, and
websites. Additionally, the current study
recommends that social media marketers and VR
developers should make efforts to create VR
content that is more enjoyable if developers need
consumers to be completely absorbed in their VR
tourism content. This could be done by creating
VR content using drones or 360-degree cameras
(Li, 2017).

Technicians can enhance their VR tourism
content with audios, videos, and haptic images
along with 3D printing technology so that
consumers can get subjective well-being from
using VR. Since the impact of flow state from
SMMAs was found to be significant on future
visitation, it is recommended that tourism
managers and agents should motivate consumers
by providing VR tourism activities with updates
and improved usability. Given that consumers’
continued use was influenced by their subjective
well-being, VR business and practitioners should
concentrate more on consumers’ psychological
well-being in VR consumer engagement
strategies. The stronger influence of perceived
usefulness, perceived easiness, and perceived
enjoyment on flow state in visitors suggests that
if VR stakeholders (e.g., local governments,
communities, destination marketing
organizations) want potential tourists to visit or
re-visit their destinations, they should make the
VR platforms and content more useful as tourist
attractions and information sources with the help
of SMMA . This can be done by emphasizing the
historical, educational, and sociocultural features
of VR destinations, and may also provide
opportunities to encourage potential tourists to
less visited areas.

Limitations and directions for future
research

This research has some limitations which
need to be acknowledged. First, due to the large
size of Iran's tourism market, we only surveyed
two countries, Germany and France. Other
markets are also important to be considered.
Future studies may need to focus on different
markets in Asia, and north America which the use
of VR technology in travel might be different. In
order to better identify the effect of social media
activities and the flow state on VR with the aim
of increasing future visits, future studies can
analyse the comparison of the model with
alternative models so that they show the
mediating roles specifically in the interest of
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tourists and their loyalty to visit the tourist
destination. As a result, the current study model
needs to be expanded. Future research should
include respondents from sectors of tourism
industry such as hotel sectors, airlines, and
restaurants to reduce biasness. Finally, the role of
emotional intelligence among tourists and how it
affects their perception of the destination should
be examined as it is a feature of the tourism
industry in future.
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