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ABSTRACT

This study isvertigated Virtual Reality and Patronage of Hoypidality Sector in Port Harcoml. Ome Humdred snd
Forty managr daf of bonpdality wctor staff in Port Harcount were studicd.  Out of the 140 questionnaines
disnibuded, 120 copies repoesenting H1% were duly completed snd actunmed wpom which e arslysis as done. The
fom restanch questions were arwertd wring mean and dandard deviation, while e [our bypotless were Tested
wring He Peanson Product Conelation Cotfficient (PPMC). The relickility testing wan done wsing SPSS version 23
Crumbach Alpba a1 9S> 71 indicating Hat Hhe instrument were lighly reliable. The 40 Tems questionmaine
instrument wis validated by 4 semior bctirer in te department of Marketing lgnativs Ajun University of
Edvcation. The findings dhowed Yat Hypothesis one p-vilue of €11>.05 whick implics #at virtual reality bas o
influence on bospitality patronage in Pert Hancourt bypothesis 2 pvalie of .0U1<.0S whick implies Hat Customer
virtual eeprience affted purchase ntintion of boidality patronage in Port Harcount. Hypothesis 3 pvalue of
> 0S which implies Wat customen virtual presmee dots wot alfect swice guality of bospidal patronage in Port
Harcowt. Hypotberis § pvalue of 012<.05 implying that Hhere 1 cnstomer vintual perception influences repeat
purchare of borpital patronage in Port Harcomt. The study recommended Hat Sinee  virtual reality bas wo
influenct on borpidality patronage inm Port Harcomt, practitioners should lay more emplasy and dfjort in empning
patronage in Port Harcomt, the maragement of boyitality bomes sbhould Yerdore et in virtual neality s i1
patronage in Port Harcount, management of Lospitality bomes should engender more presnce of virtual presence.
Customer virtual prctption inffluences repeat punchase of borpidal patronage inm Port Harcount, virtual perception
dhould Yertfore be made stractive o Touwriots dnd (o boypstality patronage in Port Harcoul.
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INTRODUCTION

borpitality industry mort Yan before (Hassan ERabimi, 2016). This developmert influences bow
boitality and Towridtic poducts ane  comidend, porctivd  and  patreniged  (Husng,
BackmarBackman¥ Clang, 2016). Understanding tis developmert will enalle marketers to devise
hamees 1o wccted or To wawive im Yt competitive manketing industry (Cuomotoras, 201S). Virtual
Reality tool s ome of e Techrologor Wal are expected o bane ual impact on Yt customers
patronage of We boydality wctor, providing opportunitics, sength and dallunges, and
spplication in Hhe borpitality sector will continue To inertase both in mumbir and sigrificance
(Guttentay, 2010, Tussyadial, Wang, Jorng KTomdick, 2018).
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To appreciate the importance of virtual 1alily in an organizalion s Ta scoprize T prceined i
of wit and perckived wtfuliness in Yo orgarigation ek portfolior. Howwer, rygpndless of he
tconomic ard social vgpificance of virtual rality Technology in Hhe Nigria eypecially in Port
Harcourt, 1 dots appean Wal a1 Hhe moment, very [ or o Lltratune matirial Wt e reseanclen
bnows esinl of virtual valily as 3 affects patronage of bospidalily sector. 1t ia againat Ui
lackspound Yot Wis rsarch wis conied oul To empirically ecamine We influence of Virtual
Reality tchnologies on bospidadity patromage in Port Harcomt and s vrwiroms.

STATEMENT Of PROBLEM

virtual nealitior Techmology in providing quality cwitomer sewice (Nak, Escbenbremer & Dewerters,
2011; Ressler, 2010). Consequently His scenario bas relled 1o poor sewice delivery, Abyimal
performance and insteunity ar widineed in te swnial lillings witnessud in Port Harcout cansing
Rivers State and Port Harcoul in panticulan.

A Lot of scholans bane studied virtual 1ality and s impact in He borpitality industry (Baran,
2016), virtual reality: presence and changt; empirnical widemee [pom Towriam and bospitality sector
(Twssyadial, Wang Jung & Clandiclomderic 2017). Howeven, impertance bar ot been gven To e
spplication of virtual reality Tools and deice in promoting “bospitaliotic” products in Port
Harcourt and s enviroms. No doult, there ane studies on Towriam and bospidality patronage in
Port Harcourt but me empinical studies 1o Hhe baowledge of Win restanchen bas leen done within e
domsin of virtual 1ality and patronage in bospidality uctor in Rivers State, eypecially in Port
Harcount and s envinonms, thus e gap Wis study dends 1o (UL,

CONCEPTUAL CLARIFICATION

Conctptual [pamework of We relatiombip between virtual rality and patronage of boypitality
ndusry in Port Hancourt

Virtual reality Hospitality
patronage

Customer virtual Purchase intention
experience
Customer virtual Repeat purchase
presence
: 20
Customer virtual Referral
perception
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Fig 11: Concyptual (pamework sbhowing e rlationdbip between Virtual Reality and Loypitality
paronage.
Sowct: Diemer, Alpers, Peperkorn, SbiborSMulllerger (2015).

e impact of percepion and presencet on emotional rtaction: 4 rview of sestanch in virtual reality
and Lovdeor and Billa, (1993).

OBJECTIVE OF THE STUDY
e main objective of s Study Lo To wertigate He Lk between vintual vality and boydality
patronage in Port Harcount, apeciffically Was te study aims a1

Lo Evsleste te inflaence of virtual sality on boydality patrorage.
W To identify cvstomer virtual perception and repeat punchas

W Toiduitify caatomer vistual presemce and refernals
Reseanch Question
Tlis study will sttemy 1o anawer Hie [ollowing questions

<. TawMWMvMWWWM%WW#WM’

L To what edtent dots cwdlomer vislual  eperience 4l patronage of lbowpitality

orgerigations)

W To what eetent dots customer virtual presnce slfect patronage of borpidality orgamigations?
TawMWMWMVMMM%WWa{Maé
bowptality organization)

Scope of 1 Studsy

The content scope of Wir study i1 on Hhe virtual reality and patronage of borpitality firms and He
grogaplical acope i1 e boypilality indusry in Port Harcomt, and s envinens. The wiil of
analysis i1 Hhe customer of borptality [rms in Port Harcout and s envinens.

Restcanch Hypothesia
The following bypotheses were [ormulated [or e study
HO,: Virtual reality ban me influence on borpitality patromage in Port Harcomt,

'&.
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HO»: Costomen vintual experionce dots not alfect puchanst intention of bospidality patronage in Port
Harcou.
HOs: Customen virtual prtsence dots not afftcd swice quality of boypital patrorage in Port
Harcoud.
HO.: Costomer virtual percyption dots wot influence rpead punclase of boypital patronage in Port
Harcoud.

REVIEW OF RELA LITERATURE

Theorttical Framework

Vs paper reviewed e Technological Determimiam Heory, Reductionint Weory and Techrology
Adoption Model (TAM). Switl and Mare (1994) Lolds Ut Hhe Technologieal Determiniom Heory
believes Hhat Bechnology bas 4 luy role and Leading power in e socitly and ported ot Technology
detmines sociil modification which impacts He way ndividual's rtaron and Udtract among
Yhemaelves. On s pant, The Reductioniat Heory beliver Wl in 4 sociely, Yechmology Atermines e
dwelopment of ber cwltural value and s0cial spwcture. Palon(1989) argues Hat Hhe Techrnology
Adoption Model constructs of prceived ease of wst and perctived watuliess bave drong influence in
Yt sccptance of sytns by He wunlis o Hhe avmmed rtarora why people ane rcptive o mew
thnology. TAM well boown HWeories of movation Aiffusion. The Reasomd Action and e
Techmology Task [ spports Win angument simce i enables e won To eare off) s portfolios of Task
A{rWAArw{y ’ZW&MM%WWmee—WMWoﬂ
nformation wlick bas 4 sgpificant impact on perctived watfuliers wlick Wt encomrages and
comerts 4 consumn To buy (Al 2000). Hemee, this study i1 anclored on Hhe Techmology Adoption
Model (TAM).

Conett of Virtual Reality

Virtual neality o ome of e new Beckmologies Wl is vepected 1o bave peat impact on He Loypdality
arnd Towriom indistry (Gutentag, 2010). Virtual reality s 4 computen mediated wwironment Hat
provides wars with cwes fpom reality to (pilitate Hein punclase lebavior and decision Wang &
Data, 2010) virtual rality eeperience provides opportunitivs [or bosptalily and Towriom
ganigations o presnd Hein offrs o visidlors, craling awanrtmtss, in 4 comptlitive markel
uwirowmend. Blesieda (201]) while empliariying Hhe significance of virtual ralities experionce
dAated Yot “bospitality and Towriom begpn with books To photogaph and Hhen To video and mow
moving To virtual sality”. Virtual Towrs offrs action-supportive information on what wirs can
&wﬂ%wWMthMMmaMMMWWWMMM
bopitality plarming (Tusgadia, Wang Jung & Tom Djeck, 2018). Virtual reality content ia
dincted a1 bospidality and Towriom patronage (Balesieda 201]) and provides wamn with s ability
[or mont dineet experience about Hhe bospidality ratler War just reading oller guests or Towrists
wivative or wildhing videa and (hoto (Sbanggle 2016) and To incrase comversion (Baran, 2016).
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Virtual 2eality bas ben Touted a1 4 wdititute for boyitality entrtainmment and actual Davel
(Cheong, 199S, Swssman and Vanbegan, 2009) wlick can be bendiciary or Hhe maragment of
protecttd antsn such s vlmerable witinal ind cltural bridage ¥t whore Lmiling rmber of
Towiots o1 reshicting visilation o devinalle. Vistual reality i1 corvidered 4 poritive contribution
to umironmendal watainability (Dewirdy, 1999) and powerful boyitality and marketing Tool
(Huang, Backman, Backman and Clang, 2006, William, 2006; Williana & Hobron 1945).
DIMENSIONS OF VIRTUAL REALITY

Virtual reality egperience

This 2efers 1o perceived enjoyment which is 1o an extent To which Hhe activily of wing VR tchnology
To eprionce and wnjoy boypitality in s own 2ight (Davis, Bagopi¥Waribaw, 1992).Virtual
Reality experionce inducts more [avomable sttitude Toward pathonage of boytalily sector. Such
eeperience i1 immerstd in W virtual world and affects e smsory parts of e customers.

Virtual Reality Presence

VR presence explains the effectiveness of Virtual Reality. Costomen prestmet in vintual aeality o e
st where 4 waer i fpeling Lot or inmersed in Yo mediatd wwirenment, e degpee 1o whidk.
be/abe feels plyrically in a virtual eirorment (Shudert, Friedman ERegenebrect, 2001, Slater &
Steed, 2000; Slater Y\Ujok, 1993, Slater & Willur 1990, Steven, 1992). What this import is Hat 4
awtlomer s immerstd in e virtuil world where be/de ¢t wnder Sudying of e srwice and
prodict effer of am borpitality fiom.

Virtual Reality Perception

Parception s alse 4 ey dimendion of virtual reality ervirorment. VR prcyption refers 1o e
W,ww,@wwww,wwmdﬂmwaw
conirlnd and coberid pictune of 4 product and wwice in 4 virtual world. Black (2008) sees
awstomer percepion ss applying 1o We smory prcylion to marketing and sdvertiving, juit 4s
wnsory porcption rlats on bow bumin rctives and procen tnoudh e snss. Consumer

CONCEPT OF HOSPITALITY PATRONAGE

[ the sewice stcton, W rature of bospilality a broader, A Tadts Lodging 4 quedt, plarming wernts,
wwerad components Ll 4 edtavrant, wwers, bows-heeping, food ¥ bwerage sewices, (pont office,
[ood roduction, enginering and Lovstheeping mainemance, monsgement, markeling and bumsn
rtromce. The industry o 4 vilal conriliden To many comnbrits comomic dwelopment world ever
(Mobajirani—Miremadi, 2012) in gainming patronage and shong positive quedt eeperionce, due 1o
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Aeining halegies in ernaling positive reputation for sewice (Liat¥ Radbid, 2013).

MEASURES OF HOSPITAL PATRONAGE

Iitestion te Purchase

Itntion o purclase o inangualbly ingaged as dn inder of cormmer punclare bbavior botlers on
‘s of product wilvation (Grewal, Kridbwan, Bakr YBerin, 1998) puchase intertion
WWMWM%%&MM,MMWW%WWWA
WWWW%MWﬂMMMW(AM,7777).WW&MMeMW
perckived riak, percined value, gualily, price, Tl and fpnilioanity are e cavn or rtaron for
consumer, ititude and purdlae bebavion Towards 4 brand (Diallo, Clador, Cligut¥Plillipe;
2013; Zewhaml 1983; Dick, Jain & Rickardson 199€) purclase inttion mivors e Tendency
Wit cormmer will punclarn entain products or swwicts in We dhort Tam buying decirions
[ollowing lir wilvations of slternatives available.

Repear Purchane

Repeat punclase s 4 cormner bebavior porformance athibuted 1o Ye (pel Wal corpuner’s
wlafption wilh 4 gwen product will dimulate barmorions patronage. (1 could be refer 1o e
buging of 4 product or swice by 4 cnstomer of Hhe same brand. Reypeat punclase o noticealle in
WW&WWMMM@,WM%,M@aW%WM
wewice wlick wrpares wlal Yoy anticipate (Fostr, Grant, ldson¥ Higgins, 2017). Repeat
purclase i Yo willirgress of 4 perien o r-pahronige 4 swict product and orgpriyation
(Wary Elwin, 2009) customers comsistntly patronige & swice anchortd onm perckived st as they
believe Yo orgprigation will deliver product and swwices setispctorily (Candin’t Murply, 2000).
This means Hhat Hhe bigher We repead porchase value bads 1o licher commmer value and len
diviatisfied cwstomer (Gee, Coatin & Nickolson, 2008).

Referal/Word of Mouth

Referral o He act of 1lling others abeund 4 1atisfactory eperience of e sewice and s providen
(Kellyy, 1993). 12 22 dmn informal adiice and information about preduct, wwict and social Lvmes
Wat exclangs between individual and among W (BlodgetY Anderion 2000). 12 i1 experiential
mirdiling and belps o acquint, masntain cwtomer loyally and elirg costomer base (Alr,
2006). Referral marketing wies incentives o encowmage Hhe Ashibution of information and wis
relationdbip with (piends To sbare mesringful vamatives about business. When Has information i
condined witl. We 2igfl rewands and incntives, 3 can acquine new cudtomenstde lower costl and
biglern 21t War Ynowgh other markting lavmels (Joratban, 2012). Customer refemal programas
wrt 4 fovm of dtimulated word of mounth Wl provides incentives To veiating cwstomers 1o bring in
new cwstemens (PUillip, Benard Y Chaistopber, 2011).
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RELATIONSHIP BETWEEN VIRTUAL REALITY AND HOSPITALITY PATRONAGE

Relationsbip between Virtual Experience snd Purclase Intestion

A rumber of ackolans bave exploned Hhe berelit of VR within borpitality content. The main benelit of
virtual beneit inlude enbanenent of eeprionce, [aclilation of inmersive, ungaging social and
untertaiming (Guttentag 2010, Tromp 2017) potential to provide accessible boypdality and Towriom
for sl (Guttesdag 2010, William & Hobson 199S) marketing, promotion, wales and dishribution
(Gibron, 2010, Williams & Hebron 199S). However, vintual reality experionce impact on cnstomer
aude and purcbaving bebanvior. Virtual environments bave len idetified as emerging marketing
dharnels (Barnes and Mattson 2008; Shen and Eder 2009) wherely compumer can engage in
formation sancd, Pial ind purclaring. These vistual evironment offpr important aduindage
over hedtional, o dimensionil welbsite Unough inertastd [unctional and social wtrnactvity
ard can provide valualle brand experionce Uat lad 1o inertard atomer loyalty and sales
(Arabai and Lang 2008) organijation with 4 brand presmce in virtual environment are
almpling To crtale and inertane brand awarmens with e bope Hhat ey wertually influence real
workld punclase inttion and bebavior (Arabfi, & Lang 2008; Barmes & Mattson, 2008).

Relationsbip between Virtual Presemce and Repeat Porclase

Virteal reality presence way offfer eat impact om cnstomen repeat puchase. The consquence of 4
antlomer preaenct in 4 virtuil eironmnt inertase bisllen enfjoyment which leads To Aevine for
more eepritnce snd pundlase (Larsson, Vartjal¥Kliner 2001; Lk, Danglerty¥Biocea, 2001) #at
mtara, vituil awironment Ual agrdins o ligh Ll of presnce are perceived 1o be more
enjogable (Sadowddi Staley 2002). 12 cam le deduced Uat semse of presence during VR experionce
within Mt boypitality or Towiom destination leads To enjoyment and npeal purchase of e YR
Gprence.

Relationbip between Virtual Perception and Refenial

VR experionce within e domain of borpidality and Towriam destination leads To enjoyment and
nepeat purclare wlick could stimulate VR prception and ittitudes toward 4 povitive sfenial on
word of) mouth warketing of He VR experionce of e serice of e borpitality firms (Ajpen and
Fioblein, 1970). R perception inffluences refemal in the sbility To crate rcognigable real objects
world.

Empirical Review
(2019) conducted 4 content analyris resanch of Hinty (30) publications on Hhe Historic iy, s
Darmission and prcylion via agmonted ind vistual wility and bospidadity and Towriom
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patronage publisded in Gemany [pom 2000 1o 2010 and argued Wt e application of VR
of Larring and [or promotion and warketing of Affuse destivitions and wake excllent
ndumind for improving virtual eperience and athacting wew Towisl prefile. Tusspadial, Jon,
Dan and Clavdia Tom Diech (2018) conducted an empinical study on Virtual reality, presence and
ude cbange. Empinical widemer (pom Towriam, with 202 participants in Hong Kong and anotlen
124 participants in United Kinglom wiing spearmin ramk order condation co-efficient. The
[irding revealed ot rapid developmert of Virtual Reality Techmology offtrs opportunities for 4
widespread consumption of VR Towriom contnt and prests better and wnderstand dfectiveness o
VR experience including more [avomalle sttitude toward Loypidality and Towriom destination sand

Raimedi, M. Limersha, A., Driesclen, V., and Zverewa, D. (2018) conducted 4 restanch on students
Virtual Reality: am inmovative tool in destinations’ marketing in Crostia. Quertiornaines were
sdmiritnd on 101 regpordiunts. e dtudy Takes 4 dowr look inte destination promotional
witinial by analyying and comparing a sll-devigned brockune with anm einting VR video of He ity
of Dubrovmik. The [inding rvealed it VR tansformas infjormation sarch expprionce inte 4 [psten,
mort inttractive amd more Ataled process compartd 1o haditional prometional waterial. The
nesnlt i alse beneficial for UR (o1 Touriom and borpitality promotion.

Amplifging the import of Virtual Reality, Baker, Hubors and Serite (2019) conducted an
dvetigglion on He inpacl of web bastd and virtual wold sbopping eeppriencs on commmer
prcbase tudes,on GG doppers in America, wing 4 comerl sampling metlod. 22)
quertiommsints wert asdtumd, 92 were female while WS were male. Using te partial least squane
(PLS) based structinal cquation modeling (SEM). Finding of e study revealed Hat Were o e
inpacl of Yual on stbtudes Toward e-conmmernce sbopping in Wal virtual world erwironment Yhan
i U web-based vwirermunt, Gn%m, Glerson, Lee, GMMKAWMWA (2017) conducted 4
tdy on Virtual Reality and implication or destimation marketing in United States of America.
121 wnderppaduate sudents respordints were ashed To complele 4wty on Hhen prcytion of South
Alpica as 4 towriat devigpation with the YR 2ool. In VR condition, participants viewed 4 360 video
ortated by the 100t Alpica Towriam bosrd wring e VR lead mouted digplay in 3 mimites S
sconds.

Pirticiparts were gwen e same amount of time To lick and read Wnongh pages displaying
comlents and plotor represnting We sctiities [pom Hhe video on Hhe webste. AU questionnaine lems
were presnded in s bhert scale or bi-polan formal ranging (rom 1-). Reslt revealed at
participants bave ligh ntution To visd Yan in e wlbsile cordlion and bar enmotional
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Gap in Litratine

Studies abound on virtual vality and s application [or boypilality markeling. For inilance
Yong, and Khoolattimere (201)) conductd 4 restarch on new ralities; 4 systematic Lleratune
it on vistual vwility avd angmrnttd wility in boydality resanch, rwealed Yal gpowing
Wterert in VRIAR s et 1o provide 4 systmatic bmowledge et bas been buill [pom academic papers
and dertified lack of Hheory based resanch in VRIAR s well sz low awaremers in techmology,

Ja Kim, Lee and Jung (2018) studied exploring commumen bebanvion in virtual 1alily Towim wiing
an onded dinudis organiom-respont model To [ind oul what makes commwmers visit destination
presented by VR, Beck, Rainold, and Egger (2019) studied Hhe virtual reality in boypdality and
W;AM%WMWW.TMWM%MWMVMWMﬂ
mirdling ool o1 promotion ard commumicalion puposs during pre-havel plan, and
uvirormental wilainalility tool. No Ltnatune 1o He beat of Hhe bowledge of e reseanclen of Hin
dy bas wilvated Virtual Reality and Patronage of boyidality uctor within e Hospitality
Indistry in Port Harcout and s eninoms. Thos, thin study was 16t o lose Wis concyptual gap.

Metlodologcally, this study cloves te metlodological gap. Previows sudics in Wis Topical anea were
conducttd wiing qualitative approach. and with some wiing & mised sudy. Only 4 [w bad vaed punre
quantilative methodology. Thus Wis study loves Ui metlodologcal gap To advance We body o
bospitality egprionce Ltnatune epecially e impact and application of virtual sality content to
borpAality mankating in Nignria expecially in Port Harcount, Rivers State.

METHODROLOGY
TWWMWAMWW%WAMWMVM
neaility snd paronage of borpitality sector Port Harcount and it ervinons. Te population of Hhis
tudy i1 W3 cwstomerns of S dassified and gpaded Lotels with 1000 bed space respectively. Pvailalle
record oliaimed [pom He Nigria Hotel Avseciation Rivers State chapter puts Lotels in Port Harcourt
and 1 evirens 41 400 (four Lundred) but five ane paded and dasiified bavd on availalility of
[pcility ar apecified by e Nigria Towriom Development Corporation and e Rivers State Ministry
of Coltune and Towriam. There Lotels ane:

‘) Hotel presidestial

&) Drot boted

W) Lemeridian, Ogeyi's place
w) Noveotel Lotel

v) Sasin Loted
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Using the Tare Yamen sample sige determinant To determine Hhe sample 4ige a1 S percent confpdence

Lvel of sigmificance as [ollow
N

1T TN (e
- 143

N 15143 (0.05)?
143

= 135

n = 140

T@WWWW%WM%?#O.T&SMWWWWM
Sthhongly Agee, Agree, Neral, Sthongly Disagree and Disagree ss Me measning insbhwment snd
dita. collection for e odsy Wit S-poind Tem sAalements [or e quesionmsine.

140 questiornaines were didributed ameong curtomerns of e botehs and eack. [irm receined W copies
of questiommaints rspectiveily. A corverionce sample metbod war adopted while haimed restanch
ssidtants were engagtd for Wis tudy. 124 of W3 quesionnaing were rdtumed, rgpresnting 41
prcent. Quetionnaing were validated on fpct, coratuel and contnt value and were vetted by
smion lectrens in Yo Aepartment of marketing, lgpativs Ajur University of Education. Dats
collected were analyped wiing deseriptive atistics. Primary data were processed and analysis with
e datintical packag for social acience SPSS. Mems were found o be thaerlold of 0.). The comporite
aorvonback dpla of 0.9S ndicates Yot e inatrument o reliable. Hypotheses were Tested and
mtsntd wiing Wt gpearman rink order condation co-fficient (hhea). Neet section 1o e data

Arswer To Restarch Questions

A 1014l of 140 guestionmaines were distributed. 124 copies or 9% of Hhe quertionnaine were duly
completed and retured and Hir tudy will base b analysis on e rtmed 140 copies of e
questionnaine. The neseanch questions will be amawered wiing Hhe datistical deseriptive Tool of mean
rnd Slardird Aeviation wing e mean critrion of 3 points/scon (for S-Likert acale).

Researcd Question 1: Te what vt does vintual W[Jy w#am poatronage o{ ﬂa%;z‘e;z:, 0{
Cation)

Table 1 Arawer 1o Restanch Question 1
Deseniptive Statiatks
o/, T N Mear St Deviation Remark
1. 1t bas vintual reality device 124 279625 .3189) Dlsagree
2. 1t bus virtusl sthraction 124 31500  1.17893 Agree
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5. The diving porivnct s amaging and (o0 0ch0 gagoy D

ntractive
i Z:ﬁ won lfrdslle ard iy Bo 0 o700 3603 Diasgree
S. Tl property s cary To dertified and D
Located in 4 1/&4\14# forition 124 2.1000 7.7?6‘}2
Total 126

Table 1 above shows in Fom 1 mtan acore of 21625 and STD B088) ot Hhe rerporderts dsagreed
Wit 1t bas virtual reality device. 1tem 2 mean score of 3.0500 and STD 117893 indicate Hat e
nespordents agpeed Wat i bas vintual sthaction. In Tom 3 mean acor of 2.9500 and STD 1.18107
dbows Wl We resporderts disagpud Wat We Lining eepriomct Lo amaging and ntractive. In Tem
i mean acore of 2.31S0 and STD .3623€ shows Hhat Hhe respordunts Lsagred Hat e rooms are
dfordalle and tasy 1o book. In tem S mean acore of 21000 and STD 118642 indicate e

nespondents dsagpud Wal We proprty Lo tary To identified and Located in 4 vindage position.

Restanch Question 2: To what ectent dots customer vintual experience affect patronage of bospitality
. z. :)

Talle 2: Arswer To Restanch Question 2

Desorietion Sttt
/. e N Mess S Deviation  Remark
¢ Ef"f‘"“ Aedtination Mo o 19600 35932 Disagpe
Y. Opportunity for disbled 14 23905 122026 Disagre
8. Ally 1o eperionce Lfe in part Disagree
o 126 26000 1.9
9. Mo enjonalle 1% 195 14394 Y
10. No delicys 14 3515 154832 Agree
Tote! 124

Table 2 sbows in m € mtan acore of 11600 and STD 35932 implies Uat e respordents
disagpeed Hat Experience dertination before booling. I e ] mean score of 2.391S and STD
1.22126 indicate Wt e respordents disagpeed Opportinity [or disabled. I em 8§ mean score
2.6000 and STD 1.50994 implics Hat Hhe respordents disagped Hhat Ability 1o experience Lfe in
paat arnd fuunt, s Bem G witl mean acore of 1.9125 and STD 11384l shows ssporderts disagpeed
Hat more enjoualle. lom 10 mean score of 3.5125 and STD 1.54832 inplies Hat e respordents

Restanch Question 3: To what extent dots customer vintual presmce affect patronage of Loypitality
. z. ?
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Table 3: Arawer 1o Reseanch Question 3
Descriptive Statistion
o/ s N Meas SHA. Remank
Duistion
11. Net experiencing real Hing 124 1.8250 126065 Disagree
12, Multiple  dentifies,  difflrend Disagre
e st b 2 2K 1332
13. W inorases pagchological poollem 124 3435 1699 Agee
14. 12 cavses payclological problem 124 3.438 1.5134 Agree
1. | will patronige botels witk VR 124 22625 156095 Disagee
Total 124

Table 3 alove shows in em 11 mtan acore of 1.8250 and STD 1.2606S whick implies Ut he
nespondents disagpeud Hat ey ane nol veprioncing sl Ying, ln Tem 12 mean scorne of 2.3125
and SR 1.73204 sbows Wat Hhe responderts dragreed Wt Multiple (dertifies, Aifferent grdered
virtual bodies. [tem 13 mean acore of 3121S and STD 1.6819S dictates Wt Hhe respordents agpeed
Wt It inertans paycbological prollem. Wem N with mean acore of 3.U38 and STD 1.5139 equally
dbows Yat We rspordints agped Wl 1 cavses paychological problem. ln m 1S mean scort of

26625 and STD 1.5609S proved that the respondents diragred et they will patromige botels with
VR

Restsnch Question 4: Customen virtual perception dots ot inmfluence repeat purclare of Loypital
patronage in Port Harcount
Table §: Amswer To Restanch question §

Descnistive Statint:
4/ om N Mean St Deviation Remark
16. Hoypitality lecomes  artificial Disagree
dorinirmtrd 124 21215 1.59400
1. | will secommend 1o piends 24 250 1.50058 Disagree
18. | prefer VR 2o catalogue & website 124 2.2)50 161 Dlsagree
19. | can nmender werything 124 2.7510 1.45393 Agree
20. The experience in gpeat 124 368)S  1.591%% Agree
Total 124

Table U above sbows in em 16 mean acore of 2121 and STD 1.59900 sbowing #at Hoyitality
becomes amtificial atntsinmund. In dom 1) mian score of 2150 and SID implies Hat e
respordints Asagpud Wt Wy will scommend o piands. I em 18 mtan score of 2.2150 and

STD 17161 enmres Wit the rerpordents disageed Wt ey will prefer VR o catalogue & website.
In Tom 19 mtan acore of 37510 and STD 1.US393 results Hhat Hhe rerpordents agpeed Wl can

MWWM%MZOWW%&G@SM@75377?9%@@4&4#41&11&
nspondints agpeed Wl e eeperionce i gual,
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Testing of Reseanch Hypotheres

The reseanch. buppotberes will be Bested wiing Pearson Product Moment Comelation Cofficient (PPMC)
To detrmine e rlationdbip betwen variables a1 .0S sigrificance lvel (waing SPSS computen
package)

Restancl bypothesis 1: Virtual reality bas o influence on borpilality patromage in Port Harcoumt,

Table S: Testing of restanch buypothesis 1 Condlations
[tem 1 (B 2 (T 3 (tem § [#em S

Person Conlation 1 026 S w040
lem ] Sig, (214iked) 632 000 000 482
N 124 124 124 124 124
Pesrson Comelation 026 1 09 S0 364
leom?2 S, (2-10iled) 632 20 000 000
N 124 124 124 124 124
Pearson Comelation  S31°  -0S1 1 $91° 0SS
lem3  Sig (ailed) 000 20 000 304
N 124 124 124 124 124
Pesrson Comelation W1~ S0° ST 1 s
lem S, (2-ailed) 000 000 000 000
N 124 124 124 124 124
Pesrson Comelation 040 364 0SS w1
lem S S, (2-10iled) 4s2 000 304 000
N 124 124 124 124 124

. Comelation i1 significart a1 e 0.01 Level (2-14iled).

Restanch bypothesis 2: Customer vintual experionce dots 1ot affect puchase intntion of boyptality

Table §: Testing of bypothesis 2 Condlations
ftem € (tem ) (tem 8 tem 9 ftem 10
Pearson Comelation 1 .03 222" KA 182"
e € Sig (2-14iled) a2 .000 001 001
N 124 124 124 124 124
Pearson Comelation .03 1 516" -.046 394
tem]  Sig (2-14iled) 102 .000 399 .000
N 124 124 124 124 124
Pearson Comelation 222" S1€ 1 159" 018
ften 8 S (2-1ailed) .000 .000 .003 TS
N 124 124 124 124 124
e 4 Pearson Comelation M9 -.046 159" 1 1911
Sig. (2-14iled) 001 399 .003 .000
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o/ o cariomdiapillisking.com
N 124 124 124 124 124
Pesirson Comelation 182" 394 018 -191° 1
tem 10 Sig. (2-14iled) 001 .000 NI .000
N 124 124 124 124 124

. Comelation i1 significant at the 0.01 Level (2-1uiled).

Hypothesis 3: Customer virtual presence dots 1ot affect sewice quality of bosptal patronage in Port
Harceunt,

Table 1: Testing of Hypothesis 3 Condlations
w1 w12 w13 w4 1S
Pearion Comelation 1 -06) S 358 052
lem 11 Sig. (2-14iled) 210 000 000 329
N 124 124 124 124 124
Pearion Comelation  -.06) 1 ¢ .0SS 268
e 12 Sig. (2-ailed) 210 000 304 000
N 124 124 124 124 124
Pearion Comelation SN S8 w586
lem 13 Sig. (2-2ailed) .000 .000 000 000
N 124 124 124 124 124
Pesrion Comelation 358" 0SS w1 -.059
e Ny Sig. (2-14iked) 000 304 000 2
N 124 124 124 124 124
Pesrion Comelation  -052 768" /S 059 1
e 1S Sig. (2-4ailed) 324 .000 000 20
N 124 124 124 124 124

. Comelition 14 significart at the 0.01 Lovel (2-1uiled).

Restanch bypothesis §: Customer virtual perception dots ol influence repeat punchase of bospital
patronage in Port Harcowl,

ftem 16 ftem N 18 w19  len 20
Pesrson Comelation 1 64 -0%1 589° ST
tem 16 Sig. (2-1ailed) .000 131 .000 .000
N 124 124 124 124 124
Pearion Comelation 44" 1 -.049 666" 362"
[tem 1) Sig. (2-14iled) .000 362 .000 .000
N 124 124 124 124 124
Pearson Comelation -0%1 -.049 1 28 027
[tem 18 Sig. (2-1ailed) 131 362 .000 £12
N 124 124 124 124 124
Pesrson Comnelation  .SS4° 666" 428" 1 485
tem 19 Sig. (2-1ailed) .000 .000 .000 .000
N 124 124 124 124 124
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Pearson Conelation ST 362 02 43S 1
em 20 Sig. (2-14iled) .000 .000 €12 .000
N 124 124 124 124 124

. Comelation i1 significart at he 0.01 Level (2-1uiled).

DISCUSSION Of FINDINGS

Table S above sbows in bypothesis one pvilue of €11>.0S whick implics Wt vintual reality bas o
fluence on borpitality patronage in Port Harcount. The sl bypotlerin o Merdore scepted. The
position of We sespordents Lo Hat virtual 1ality dots ot wecersanily lead 1o boyitality patronage
in Port Harcoumt. The stance of e reponse aligna with Gutentag, ( 2010) stating Yot virtusl
neality o ome of Hhe wew Ychnologior Hhat s vepectid o bave it impact on W boytality and
Towriom industry Virtual 1ealily s 4 computin mediattd emironment Wat provides wurs with cues
[pom reality 1o [pcilitate Yhein purchane bebanion and decivion (Wang & Dats, 2010) virtusl reality
experience provides opportunitics for bospidality and Towriam organigations To preunt Hein offers To
iaTont, Ualing aMantness, i & comptitive markel evirorment. That virtual reality i1 4 wew
Kechnology may bave alfected b relatedmers with He boyidality industry in Port Harcout.

Table € shows im bypothesia 2 pvalue of OYI<.0S which implies ot Costomer virtual veperionce
Mt purdbase ntention of bospitality patronage in Port Harcoud. The povition of e resporderts
ndicate Hhat cwstomer vintual experionce alftct purdbase ntintion of bosptality patronage in Port
Harcout. The sudl buypotheris o Hhertfore rejected. The stance of Hhe respordets Lo collaborated by
(Guttentag 2010, Tromp 2017) stating Hhat Hhe main benelil of virtual benefit include enbancement
of eprience, (pililation of immeriive, ungaging seciil and atindiining polutial To provide
sccessible boyitality and towriam for Al (Guttentag 2010, William & Hobron 199S) marketing,
prometion, wles and disibution (Gibson, 2010, Williams & Hobson 1995). However, virtual
reality experience impact on cortomer stude and purchasing bbavior. Virtual eirenments bave
WWMWMMWWM(BMMMMZOOQ;%M%ZOOq),
WMWMWWWW,MMW This concludes Hat
virtual 1ality leads To 1ales promotion of boyitality industry which may lad To patronage by Hhe
cnilomerns,

Table ) shows in bypotbesis 3 pvalue of Q1> .0S whick implies Ut cvstomer virtual presence does
wol afftct wwice guality of borpidal patrenage in Pert Harcownt. The porition of e respordents
Port Harcount. The sll bypotbesis is Hherdfore accepted. The stamee of Hhe responderts contradicts
Lirsren, Vastjal¥KLeiner 2007; L, Danglerty¥Biocea, 2001) sating #hat e cormquence of 4
attomtr presmet im 4 virtual ervirenmend incrtase bisller enjoyment which lads 1o desine o
mort eperitnct snd purcdase Wl misra, virtusl wwironmint Yal engnders 4 bigh lwel of
presnce ane prckived o le more enjoyable (Sadowddi Staley 2002). 12 can be deduced Ut sense of
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presemee during VR experionce within e bospitality or Towiom dedtination leads To enfjoyment and
repeat purchase of e VR eeperienee.

Table 8 shows in bypotheris 4 pvalue of 012<.0S impliying Hat ere Lo customer virtual perception
nfluences 1peat purcane of bospidal patronage in Port Harcount. The sill bypothesis s Herefore
nejectd. The position of He rspordunts indicates Ual cwstomer virtual perceplion may lad 1o
nepead punclase in bopdality industrnyg in Port Harcount. The judgement of e responderts agree
Wl Ajyenn and Fiblein, (1971) dating that VR experionce within Hhe domsin of bospitality and
Towriom destination lads To enjoyment and rpead purchase which could stimulate VR perception
and abtudesr Towird 4 positive stfemal or word of mouth marketing of the VR experionce of he
sewict of Yt boypitality [irma.

SUMMARY OF FINDINGS

1. Hypothesis ont pvalue of €11>.0S wlick implics Hat virtual reality bas o influence on
bonpitality patromage in Port Harcout

2. Hyzﬁdflxw; 2 pvalue o O041<.0S whick implics Hat Costomer virtual experience et
pirchanse intention of borpdality patronage in Port Harcound.

3. Huypotherin 3 povalue of G41>.0S whick implies Yot cunstomer virtual presence dots ol
et wvice suality of borptal patronage in Pert Harcount.

4. Hypotlesis § pvalue of 012<.05 implying Wat Here i customer virtual prcytion
influences repeat purchase of boydal patronage in Port Harcoum,

CONCLUSION
Virtual 2eality s am emerging tecbmology in Port Harcout. Hoypitality practitioners in the ity
odd endrace A vimer 4 leads To businers promolion and sewicet awareness To cwstomers. 11 will

RECOMMENDATIONS
Based on e [indings Hhe [ollowing scommendations bave been reacled:
1. Simee virtuil rwality bas o influence on boyidility patronage in Port Harcows,
Techmology.
2. Customer virtual experionce alfftct purchase tntion of Lospidality patronage in Port
Harcount, the management of bospidality bomes should Hertjore irest in vintual rality 4s
3. Customen virtual presence dots ot affect swice quality of Loypital patronage in Port
Harcourt; maragement of boydality bomes should ungnder mort prsence of virtual
fresence.
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b Customer virtual perception influences 2peat punclase of boyidal patronage in Port
HAW,VMMMMW&M%M%M%MM&M
bogitality patromage im Port Harcout.
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