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ABSTRACT ARTICLE HISTORY

Virtual tourism, offering immersive experiences, is revitalizing Received 27 September 2024
destinations with troubled pasts through second-chance tourism. ~ Revised 16 June 2025
However, research gaps remain in understanding emotional Accepted 18 July 2025
involvement and trust dynamics, particularly concerning gender KEYWORDS

differences. Using purposive sampling and data from 317 con- gender; second chance
sumers, this study employed partial least squares structural equa- tourism; technology

tion modeling. Findings reveal that perceived ease of use and acceptance; virtual reality
entertainment positively influence both forms of trust, which
subsequently affect emotional involvement and behavioral inten-
tion. Males are more responsive to experiential aspects and
exhibit stronger seller trust linked to emotional involvement,
but weaker product trust than females. This is the first study
that answered whether virtual reality technologies would encou-
rage users’ engagement in second-chance tourism. It further
integrates technology acceptance model dimensions with emo-
tional involvement and the two trust forms. Finally, it addresses
whether gender-specific preferences would result in different
outcomes, which is particularly important when making sound
managerial recommendations in second-chance tourism.

Introduction

In the field of tourism, virtual tourism is becoming a transformative tool that
enhances the overall travel experience for consumers. This approach leverages
cutting-edge technologies to provide individuals with immersive and inter-
active virtual journeys, allowing them to explore destinations, landmarks, and
cultural attractions from their homes.

The democratization of travel information has further supported a new
form of tourism - second-chance tourism (Bec et al., 2021). Second-chance
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tourism represents offering a renewed lease of life to destinations, attractions,
sites, or artifacts that have faced destruction or deterioration (Bec et al., 2021).
It encapsulates the idea of revitalization where places with a troubled past can
reclaim their significance and allure. Once marred by adverse events such as
natural disasters, economic downturns, or social upheavals, these destinations
are granted a second “life” through intentional efforts to restore and
rejuvenate.

Through virtual reality, travel information becomes more accessible, which
empowers communities to showcase their resilience and recovery from past
adversities. It provides immersive storytelling where tourists can now engage
with the rich history and unique narratives of second-chance destinations
without needing physical presence. This fosters a deeper understanding of
the challenges locals have overcome and promotes a sustainable approach by
reducing the environmental impact associated with traditional tourism.

Despite these promises, the concept of virtual reality and second-chance
tourism remains nascent. As highlighted earlier, second-chance tourism refers
to revitalizing and rebranding destinations that have declined visitor numbers
or struggled to maintain their appeal (Bec et al.,, 2021). In other words, these
areas may have been impacted by economic hardship, natural disasters,
environmental damage, or other challenges that negatively affected their
tourism sector. The core idea behind second-chance tourism is to give these
places a renewed opportunity to attract visitors (Calisto & Sarkar, 2024). In
this regard, most of the tourism studies examining the usage of virtual reality
generally focus on tourists’ behaviors toward well-established destinations
(Calisto & Sarkar, 2024). While these offer insights, leveraging these findings
on second-chance tourism can bias our understanding. The distinctive differ-
ences in emotional responses between tourists visiting well-established desti-
nations and those exploring places undergoing recovery highlight the need for
tailored approaches. Additionally, overlooking the unique cultural, social, and
economic aspects of second-chance tourism destinations may introduce bias
into the interpretation of virtual reality applications.

Arising from these considerations, researchers are beginning to adopt
a more nuanced and context-specific approach when investigating virtual
reality in second-chance tourism. Yet, many did not provide a holistic appre-
ciation of the phenomena. For instance, Bec et al. (2021) introduce the concept
of second-chance tourism and highlight the role of innovative preservation
methods, such as virtual and mixed reality. However, the framework lacks
empirical validation to substantiate their propositions. Similarly, Gordon
(2023, p. 528) mentioned that the current ecological challenges would further
strengthen arguments for second-chance tourism. He highlighted that future
research could position it “within the broader multidisciplinary frame of
tourism research.”
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Third, the connection between virtual tourism, emotional involvement and
forms of trust is missing in existing literature, much less in second-chance
tourism (Bec et al., 2021; Tan, Hii, Zhu, et al., 2023). Virtual tourism has
undoubtedly become an important conduit to arouse tourists’ emotions
(Oncioiu & Priescu, 2022). In second-chance tourism, such emotions could
be even stronger. In this regard, it is expected that trust is essential in virtual
space (Williams & Baldz, 2020). Trust influences how users engage with virtual
environments, make decisions based on the presented content, and immerse
themselves in simulated experiences (Babamiri et al., 2022). However, studies
like Zhong et al. (2022) tend to operationalize trust as a unidimensional
construct, and Williams and Baldz (2020) highlighted that future studies
should examine its nuanced dimensions. This study responds to the call by
examining the relationship between the various forms of trust to better under-
stand how it contributes to emotional involvement in second-chance tourism.

At the same time, we perform a gender analysis of virtual tourism engage-
ment within the context of second-chance tourism. Previous studies, such as
Tan, Sim, et al. (2022), have acknowledged the impact of gender on travel
behaviors, highlighting how men and women often differ in their motivations,
decision-making processes, and modes of engagement with tourism experi-
ences. Besides, a study by Ariza-Colpas et al. (2023) has indicated that men
tend to demonstrate stronger spatial awareness and may engage more readily
with interactive 3D maps or immersive virtual environments. In contrast,
women often excel in verbal and emotional processing, making them more
responsive to narrative-driven content and empathetic storytelling (Bem,
1981). Women also tend to exhibit greater risk sensitivity and a more detailed-
oriented approach to travel planning, which can influence how they interact
with virtual representations of destinations (Lyu et al., 2021). Understanding
these differences is essential for designing inclusive and effective virtual tour-
ism experiences that cater to diverse user preferences and support the broader
goals of second-chance tourism (Cham et al., 2023). In the same vein, extend-
ing this lens to virtual tourism in the context of second-chance destinations
would address a gap by allowing us to explore whether there are gender-
specific patterns in the adoption of virtual reality technologies and the emo-
tional connections formed during these experiences.

The absence of empirical support raises questions about virtual reality’s
practical applicability and effectiveness in the context of second-chance tour-
ism, leaving a significant gap in our understanding of the actual impact and
outcomes of these innovative preservation methods. As such, this study aims
to examine the role of virtual reality in second-chance tourism by exploring
the interplay between emotional involvement, trust, and gender-specific
engagement patterns. Specifically, the research objectives are to investigate
(1) the influence of virtual tourism design factors on the two forms of trust; (2)
the role of trust (both seller and product trust) in shaping tourists’ emotional
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involvement; (3) the impact of emotional involvement on tourists’ behavioral
intentions; and (4) if there are any gender-specific differences among these
relationships.

Theoretical Framework

This study leverages the technology acceptance model (TAM) and the
stimuli-organism-response (S-O-R) model to examine the phenomena
under investigation. TAM is a model that seeks to understand and
predict individuals’ technology acceptance and usage. According to
Davis et al. (1989), TAM posits that perceived ease of use and perceived
usefulness are key determinants influencing users’ attitudes and inten-
tions to adopt a particular technology. The model suggests that if
individuals perceive a technology as easy to use and believe it will
enhance their performance or productivity, they are more likely to
accept and adopt it (Lee, 2009). On the other hand, the S-O-R model
is a broader psychological framework used to analyze the relationships
between environmental stimuli, individual organisms change within
people, and their responses (Chopdar & Balakrishnan, 2020). The
S-O-R model suggests that external stimuli evoke physiological and
cognitive responses in individuals, leading to various behaviors or
actions. In the context of technology adoption, studies such as Le
et al. (2021) demonstrated that external stimuli include users’ perspec-
tive of features, design, or marketing efforts that influence individuals’
emotions (organisms) toward it. According to Jacoby (2002), an organ-
ism refers to one’s changes of affection and cognitive states due to
stimuli, which subsequently impact their responses, such as acceptance
or rejection of the technology. Both TAM and the S-O-R model con-
tribute valuable insights into the complex dynamics involved in this
study (see Figure 1). TAM focuses specifically on the acceptance pro-
cess, and the S-O-R model provides a broader perspective on the
psychological processes underlying human behavior in response to
stimuli.

Research Context

This study situates its research context within China, a country characterized
by a rich tapestry of cultural heritage and historical sites, many of which have
suffered due to natural disasters and urban development that have been
ravaged by past civil wars (Agyeiwaah et al., 2022). China presents a unique
canvas for the application of virtual tourism, particularly in the realm
of second-chance tourism. The nation’s efforts to rehabilitate and promote
its cultural and historical sites align with the objectives of second-chance
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Figure 1. Conceptual framework.

tourism - revitalizing locations that have experienced adversity and reintro-
ducing them to domestic and international tourists through innovative, sus-
tainable methods (Global Times, 2022).

China’s rapid technological advancements and widespread adoption of digital
and virtual reality technologies offer a fertile ground for deploying virtual tours
and interactive experiences (Talafubieke et al., 2021). These technologies aim to
enhance tourist engagement without the physical strain on these sensitive sites
and foster a deeper appreciation and understanding of the site’s historical and
cultural significance (Bec et al., 2021). Furthermore, the Chinese government’s
initiatives, such as the “Beautiful China” campaign, underscore the potential for
virtual reality to play a pivotal role in educating and engaging the public while
responsibly driving tourism revenue (China Daily, 2024).

In sum, this setting provides insights into how such technologies can be
scaled and adapted to various cultural contexts, thereby offering lessons on the
global application of virtual and second-chance tourism strategies. Moreover,
analyzing tourists’ emotional and behavioral responses to these virtual experi-
ences will enrich our understanding of the dynamic interplay between culture,
technology, and tourism in the digital age.

Literature Review
Second-Chance Tourism

Second-chance tourism can be explained as a redevelopment and rebranding
of destinations that have experienced a decline in tourism or faced challenges
in their attractiveness to visitors (Bec et al., 2021). These destinations may have
suffered from economic downturns, natural disasters, environmental degra-
dation, or other factors that have negatively impacted their tourism industry.
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While several tourism models share overlapping features, second-chance
tourism distinguishes itself through its strong emphasis on sustainability,
regeneration, and stakeholder collaboration. For example, Sharma and
Martini (2024) highlighted that dark tourism draws visitors to sites associated
with tragedy or suffering (e.g., former conflict zones or disaster-stricken
areas). Still, it often lacks a deliberate focus on supporting these destinations’
long-term recovery or revitalization. Similarly, eco-tourism and regenerative
tourism promote environmentally conscious travel, yet they typically focus on
preserving natural environments rather than reviving destinations that have
experienced a decline (Rastegar, 2025). Additionally, voluntourism and pro-
poor tourism emphasize social benefits, but their efforts are usually localized at
the project or individual level (Gill & Kenworthy, 2025). Achieving second-
chance tourism would require a commitment toward sustainability practices
(Calisto & Sarkar, 2024). This perspective suggests that industry players must
go beyond merely attracting tourists. It also ensures that no further harm or
damage is caused to the environment or the local community. In other words,
involving the community and tourists is integral to second-chance tourism’s
success (Bec et al.,, 2021). In essence, second-chance tourism embodies
a holistic and transformative approach to destination management, aligning
with the broader sustainability principles. By addressing challenges, imple-
menting thoughtful strategies, and fostering collaboration, destinations can
recover from setbacks and emerge as vibrant, sustainable, and appealing
tourist destinations.

Perceived Ease of Use

Perceived ease of use refers to the degree to which users believe that interacting
with a technology platform is effortless, intuitive, and free from complexity
(Davis, 1989). Virtual tourism encompasses features such as a user-friendly
interface, straightforward navigation, and smooth interaction, all of which
contribute to a positive user experience (Do et al., 2020). When users perceive
a system as easy to use, they are more likely to engage with it confidently
without feeling overwhelmed or uncertain. Research has shown that ease of
use can be vital in shaping users’ attitudes and behaviors, particularly in digital
environments where trust is a key factor (Haritha, 2023). Therefore, a well-
designed and easily navigable platform often reflects professionalism and
attention to detail, which can influence users’ perceptions of the service
provider and the product being offered.

Perceived Entertainment

Perceived entertainment refers to the extent to which users find an experience
enjoyable, engaging, and emotionally stimulating when interacting with
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a technology platform (Beck et al., 2019). In virtual tourism, it refers to
elements such as immersive visuals, interactive features, storytelling, and
gamified experiences that captivate users and make the virtual tour more
pleasurable (Calisto & Sarkar, 2024). As highlighted by Assiouras et al.
(2024), entertainment is an essential component in virtual reality as it
enhances user engagement and can influence their overall perception of the
platform’s quality and appeal. Studies such as Kieanwatana and Vongyvit
(2024) have further demonstrated its importance, showing that perceived
entertainment significantly impacts user attitudes, particularly in hedonic
systems where enjoyment is a primary motivation for use. As a result, incor-
porating engaging and emotionally rich content into virtual tourism platforms
can strengthen users’ connection to the experience and increase their trust in
the product and the provider.

Perceived Usefulness

Perceived usefulness is the degree to which a user believes using a particular
technology will enhance their performance or fulfill their goals (Davis, 1989).
For virtual tourism, it is about how effectively users perceive the platform in
helping them plan, preview, or simulate a real-world travel experience. When
users find a helpful virtual tourism platform, they are more likely to view it as
a valuable resource that adds meaning or efficiency to their travel-related tasks
(Jo & Park, 2023). Prior studies such as Teng et al. (2024) have shown that
perceived usefulness plays a significant role in technology adoption, particularly
in virtual tourism. Across the literature, its importance lies in the fact that users
are more inclined to trust, adopt, and continue using a system that they believe
provides practical benefits or enhances their experience (Davis, 1989; Jo & Park,
2023; Wang & Li, 2019). In other words, a platform that is perceived builds trust
in the technology’s ability to deliver relevant and reliable experiences, thereby
increasing the likelihood of continued use and positive word-of-mouth.

Trust in Virtual Tourism

Trust plays a vital role in consumer behavior. It has been explained across
literature, such as Singh and Sinha (2020), that trust is a belief between two
parties that information exchanges are accurate without nefarious intention.
In virtual tourism, trust plays an even more critical role. Unlike other pur-
chases where consumers rely on their sense of touch and taste before making
decisions, trust in virtual tourism reflects confidence in the accuracy of the
information provided by the provider (Tan, Hii, Lim, et al., 2023).

In the context of second-chance tourism, positive word-of-mouth and
testimonials play a crucial role in rebuilding trust. Information could convey
that the destination has evolved, addressing past issues, and now offers a more
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convincing experience. In other words, trust assumes a multifaceted respon-
sibility in virtual reality tourism. This argument aligns with Shankar and
Balasubramanian (2009) observation that researchers should examine trust
from multiple fronts to gain a complete appreciation of it. This viewpoint is
especially crucial because various trust types provide varied outcomes depend-
ing on the situation. Following Tan, Hii, Lim, et al. (2023), trust can come in
seller and product trust.

Seller Trust

Seller trust is built on the perceptions of reliability where the advice and
perspectives the seller provides are seen as honest and without nefarious
intention. Different studies, such as Wongkitrungrueng and Assarut (2020),
highlight that seller trust is based on communication, being transparent with
views, and demonstrating ethical practices. From a virtual tourism perspective,
seller trust goes beyond product assurance. It is about having confidence that
the seller offers authentic products, adheres to ethical business practices, and
being transparent in presenting accurate and essential information about the
destination (Calisto & Sarkar, 2024).

Product Trust

On the other hand, product trust revolves around the consumer’s confidence
in the quality, performance, and adherence to promises made by the product
itself (Calisto & Sarkar, 2024). This trust is influenced by product reviews,
brand reputation, warranty policies, and the item’s perceived value. In other
words, trust in the virtual tourism product focuses on the confidence that the
seller will deliver an immersive and high-quality representation of the destina-
tion or attraction, and the description provided in the virtual environment is
the same as the experience (Tan, Hii, Zhu, et al., 2023).

Hypotheses Development
Perceived Ease of Use on Seller Trust and Product Trust

In virtual tourism, we hypothesized that virtual reality technology’s perceived
ease of use is crucial in shaping users’ trust in the seller and the product.
Studies such as Singh and Sinha (2020) have indicated that the ease of use
reduces perceived risks associated with online transactions, assuring users of
a secure and straightforward process. A well-designed platform is also asso-
ciated with professionalism, signaling the seller’s commitment to providing
a trustworthy service. Similarly, higher perceived ease of use positively influ-
ences trust in the virtual tourism product. It is assumed that when users find
the virtual experience accessible and user-friendly, they are more likely to trust
that the virtual tour will deliver a high-quality and satisfying travel experience.
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Many existing studies, such as Guo et al. (2021) and Almaiah et al. (2022),
demonstrate that perceived ease of use increases trust without specifying the
trust forms. Given the above arguments and the lack of empirical evidence, it is
not unreasonable to posit that user experience on navigation and interaction
fosters trust in the professionalism and commitment of the seller and the
product.

Hla: Perceived ease of use positively influences seller trust.

H1b: Perceived ease of use positively influences product trust.

Perceived Entertainment on Seller Trust and Product Trust

Perceived entertainment is an essential component of virtual experiences as it
may significantly influence emotions, attitudes and motivational behavior
(Benitez et al., 2022; Do et al., 2020; Ooi & Tan, 2016). In virtual reality, the
purpose is to create a compelling and captivating experience that goes beyond
mere information delivery (McKinsey, 2024). Perceived entertainment in
virtual reality involves interactive and visually stimulating content, engaging
storytelling, and a sense of presence that transports users to a different reality
(Calisto & Sarkar, 2024). In virtual tourism, perceived entertainment is pivotal
in enhancing the overall user experience, contributing to the user’s enjoyment
of the destination or activity being virtually explored (Wei et al., 2023). As
users find the experience entertaining, Tan, Hii, Zhu, et al. (2023) highlighted
that it not only adds value to the virtual tourism product but also influences
their trust in the technology, the content provider, and the overall quality of
the virtual experience, leading us to the following set of hypotheses:

H2a: Perceived entertainment positively influences seller trust.

H2b: Perceived entertainment positively influences product trust.

Perceived Usefulness on Seller Trust and Product Trust

Perceived usefulness in the context of virtual tourism is about consumers’
assessment that the content of the experience serves a utility purpose in
fulfilling their specific objectives. This perception is deeply intertwined with
the practical benefits and applications that virtual reality offers, ranging from
immersive educational experiences and realistic simulations to advanced
training programs and interactive entertainment (Wang & Li, 2019). In this
regard, studies such as Jo and Park (2023) have indicated that users are more
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likely to trust a virtual product when they perceive it as a helpful tool for
obtaining relevant and engaging information about a destination. From the
perspective of virtual tourism, scholars such as Bec et al. (2021) have argued
that the usefulness of virtual tourism could enhance heritage preservation as it
reduces the worsening of destinations. For this to happen, an underlying
construct would be trusted, where users rely on the virtual reality experience
to deliver meaningful and practical insights. Our next set of hypotheses are:

H3a: Perceived usefulness positively influences seller trust.

H3b: Perceived usefulness positively influences product trust.

Seller Trust and Product Trust on Emotional Involvement

Buildig on earlier arguments, we propose hypotheses examining the relation-
ship between the two forms of trust and emotional involvement. A common
line of argument among different literature is virtual reality can potentially
influence participants’ emotional states through the experiences that indivi-
duals undergo (Calisto & Sarkar, 2024; Zulkarnain et al., 2024). In other words,
the user’s interaction with the virtual environment would cause one to be in
a state of flow where one would invest emotions into the digital narrative of the
experience. According to Wirth et al. (2012), emotional involvement results
from interaction with a specific media that intensifies feelings, often related to
the duration, peak level and frequency.

With this as the background understanding, our arguments are grounded in
the idea that when consumers trust the seller, they will likely experience
sentiments such as confidence, comfort, and a sense of security (Hidayat
et al., 2021). Similarly, when consumers trust the product, they feel assured
that they will enjoy the same as they experience virtually (Glikson & Woolley,
2020). The presence of these sentiments would develop a bond between the
users and the seller that allows users to be more immersed in the process,
leading to intense feelings. The next set of hypotheses is:

H4a: Seller trust positively influences emotional involvement.

H4b: Product trust positively influences emotional involvement.

Emotional Involvement and Behavioural Intention

Emotional involvement and behavioral intention play pivotal roles in shaping
the narrative of second-chance tourism, where destinations grappling with
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past adversities seek renewal through visitor engagement (Bec et al., 2021). As
highlighted earlier, emotional involvement refers to the depth of emotional
connection individuals feel toward a product (Zulkarnain et al., 2024). In
consumer behavior studies, emotional involvement has always been a key
issue for research as it has been consistently described as a key determinant
influencing a purchasing decision (Shavanddasht & Allan, 2018). This is the
same for tourism studies. Results from studies such as Biswas et al. (2020) have
shown that positive emotional involvement positively influences revisiting
intention. Similarly, Ma et al. (2018) underlined that tourists’ emotions drive
positive behavioral outcomes such as tourist satisfaction.

Having said that, within second-chance tourism, the intention extends
beyond physically visiting the destination. Owing to the nature of second-
chance tourism, the intention is also to contribute to its economic and social
rejuvenation (Bec et al., 2021). Based on this, it is reasonable to postulate that
within the context of second-chance tourism, users’ emotional connection,
resulting from the interaction with the virtual environment, develops a desire
to contribute positively to the destination’s rebuilding process.

H5: Emotional involvement positively influences the intention to be
involved in second-chance tourism.

Gender as a Moderating Variable

Gender dynamics have become a significant factor in understanding consumer
behavior, mainly due to the evolving roles and expectations of men and
women in society (Figueroa-Domecq & Segovia-Perez, 2020). Gender differ-
ences are socially constructed and have cognitive and emotional dimensions
that influence how individuals process information and make decisions. The
Gender Schema Theory aligns with this argument, suggesting that individuals
internalize culturally defined gender roles, which shape their preferences,
perceptions, and behaviors (Bem, 1981). For example, men are often asso-
ciated with agentic traits such as assertiveness, independence, and goal orien-
tation, while women are associated with communal traits including empathy,
sensitivity, and emotional expressiveness (Eagly, 1997; Eagly & Wood, 1999).
These psychological distinctions can affect how each gender interacts with
products, services, and marketing messages. According to Figueroa-Domecq
and Segovia-Perez (2020), females tend to be hedonistic, focusing on emotive
appeals, while males tend to be utilitarians, focusing on the actual benefit when
making decisions. Regarding education, Sim et al. (2020) found that males
consider varied sources of information when deciding their selection.

What makes this aspect even more intriguing is the shift in societal expecta-
tions, which has led to changing gender norms. Females are now seen
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performing tasks traditionally dominated by males (Tan, Sim, et al., 2022).
Additionally, females are more educated, outspoken, and assume masculine
behavior (Schnurr et al., 2020). At the same time, men are also more involved
in activities that were once dominated by females, displaying their affectionate
part of themselves (Shockley et al., 2021). Given these changes, a fresh exam-
ination is needed to understand the perspectives between males and females
regarding taking action for second-chance tourism. We postulate that:

Hé6a: There is a significant difference in the relationship between perceived
ease of use and seller trust for males and females.

Héb: There is a significant difference in the relationship between perceived
ease of use and product trust for males and females.

H7a: There is a significant difference in the relationship between perceived
entertainment and seller trust for males and females.

H7b: There is a significant difference in the relationship between perceived
entertainment and product trust for males and females.

H8a: There is a significant difference in the relationship between perceived
usefulness and seller trust for males and females.

H8b: There is a significant difference in the relationship between perceived
usefulness and product trust for males and females.

H9a: There is a significant difference in the relationship between seller trust
and emotional involvement for males and females.

H9b: There is a significant difference in the relationship between product
trust and emotional involvement for males and females.

H10: There is a significant difference in the relationship between emotional
involvement and intention to be involved in second-chance tourism for males
and females.

Methodology
Sampling

Using purposive sampling, the responses were collected from individuals over 2
months, from September 2023 to December 2023. Memon et al. (2024) explain
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that purposive sampling is a non-probability sampling technique in which parti-
cipants are selected based on specific characteristics or qualities that align with the
research objectives. In other words, this method allows the researcher to focus on
particular groups of interest and obtain rich, relevant, and in-depth data from
those most likely to provide meaningful insights into the research topic. A similar
sampling strategy has been used in studies such as Fam et al. (2019).

To ensure bona-fide respondents were selected for this study, we
provided filter questions to ensure respondents have basic English pro-
ficiency, have a basic understanding of virtual reality technology, are
familiar with the basic concept of second-chance tourism, and have
visited China at least once in the last 6 months. Using the G*power
software, we adopted the power analytics method to determine the
minimum sample size. At 80% power, four predictors and an effect
size of 0.15, the minimum sample size required is 85. On this note,
the effect size of 0.15 was selected based on Cohen (1988) guidelines
and has been commonly used as a benchmark in studies (see Fam et al,,
2019, 2020; Tan, Ho, et al., 2023). Additionally, we used Kock and
Hadaya (2018) recommendations as the benchmark, where they advised
146 as the minimum sample size for the partial least square structural
equation modeling (PLS-SEM) analysis method. Considering both, our
final sample size of 317 surpasses both recommended benchmarks.
Table 1 contains the breakdown of respondents.

Data Collection

Data was collected using the online platform Qualtrics. As one of the more
popular platforms used in research, Qualtrics allows for advanced features

Table 1. Respondents’ profile (n =317).

Characteristics Frequency Percent
Gender

Male 148 46.69%
Female 169 53.31%
Age

Below 20 22 6.94%
21-30 183 57.73%
31-40 89 28.08%
31-50 21 6.62%
Above 50 2 0.63%
Highest education

Secondary school 2 0.63%
Junior colleges 18 5.68%
Bachelor's degree 160 50.47%
Master’s degree 125 39.43%
Doctorate degree 12 3.79%
Employment

Student 147 46.37%
Part time 37 11.67%
Full time 122 38.49%

Retired 11 3.47%
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such as skip and display logic functions that allow customization to specific
research audiences (Cushman et al., 2021). Through Qualtrics, a hyperlink was
created and shared with all participants, containing details about the survey’s
objectives, confidentiality and anonymity assurances, and the researchers’
contact information. Before entering the survey, participants must provide
their consent, indicating their understanding and agreement with the survey’s
purpose.

Instrument

The survey questions are adapted from different studies (see Annex A).
The 12 items regarding perceived ease of use (a =0.929), perceived useful-
ness (a=0.833) and perceived entertainment (a=0.929) are adapted from
Kim and Hall (2019). At the same time, we adapted seven items measur-
ing seller trust (a=0.918) and product trust (a=0.895) from Tan, Hii,
Zhu, et al. (2023). Biswas et al. (2020) is used to adapt three items
measuring emotional involvement (a = 0.862). Finally, four items on beha-
vioral intention (a=0.908) were adapted from Tan, Sia, et al. (2022). All
items were measured on a 5-point Likert scale.

Controlling Method Bias

Remedies were applied to reduce control method bias. First, we pre-
tested the sruvey with tourism practitioners and researchers to ensure
that any ambiguous terms were rewritten so that participants could
understand and respond as intended (Memon et al, 2017). At the
same time, we reiterated data confidentiality to the respondents and
the need for them to provide honest opinions. Finally, we performed
Harman’s one-factor test, which demonstrated that the variance
explained by the single largest factor is less than 50%. Besides, we
deployed the full collinearity assessment where vertical and lateral var-
iance inflation factors (VIF) are less than 3.3. Following both Podsakoff
et al. (2003) and Kock (2015), these imply that common method bias is
not a significant issue in our study.

Results
Measurement Model

With all constructs in our model specified as reflective, we tested the measure-
ment model by examining the indicator reliability, convergent validity, and
internal reliability. In this regard, Table 2 demonstrates that, across the three
databases, the indicators loading, composite reliability and average variance
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extracted exceeded the threshold of 0.7, 0.5 and 0.7, respectively. Using the
heterotrait-monotrait (HTMT) ratio of correlations, discriminant validity
across the three databases has been established as the values are less than
0.85 (see Table 2).

Structural Model

After that, we tested the structural model by first examining the VIF. According
to Table 3, multicollinearity is not an issue, given that the VIF values are lesser
than 3.3. At the same time, Table 3 demonstrates that Hla-H5 are supported
except for H3a. Specifically, it demonstrates that perceived ease of use positively
influences both seller trust (Hla: f=0.476, p <.001) and product trust (H1b:
B=0.332, p<.001). Likewise, perceived entertainment demonstrates similar
findings where it establishes positive relationships with seller trust (H2a:
B=0.192, p<.01) and product trust (H2b: f=0.185, p <.01). Interestingly,
perceived usefulness only influence product trust (H3b: f=0.159, p <.01) but
not seller trust (H3a: f=0.047, p =.251). Expectedly, both seller trust (H4a:
B=0.527, p<.001) and product trust (H4b: f=0.237, p <.01) demonstrate
a positive relationship with emotional involvement, which in turn, demonstrate
a positive relationship with behavioral intention to involve in second-chance
tourism (H5: =0.648, p<.001). At the same time, the coefficient of

Table 2. Measurement Model.

Convergent validity Discriminant validity using HTMT
Complete (n=317) FL CA CR AVE Bl EMO PEOU PEN PU PT ST
Bl 0.863-0.909 0.908 0.936 0.784
EMO 0.865-0.895 0.862 0916 0.783 0.729
PEOU 0.791-0.854 0.929 095 0.825 0.640 0.872
PEN 0.891-0.918 0.929 095 0.825 0.693 0.769 0.842
PU 0.773-0.859 0.833 0.889 0.667 0.583 0.774 0.703 0.784
PT 0.890-0.931 0.895 0.935 0.827 0.615 0.741 0.558 0.587 0.629
ST 0.851-0.925 0.918 0942 0.803 0.658 0.802 0.568 0.572 0.712 0.874
Male (n=148)
Bl 0.875-0.892 0.905 0.908 0.778
EMO 0.870-0.892 0.857 0.865 0.777 0.631
PEOU 0.754-0.824 0.794 0.802 0.616 0.620 0.875
PEN 0.865-0.903 0.905 0912 0.777 0.750 0.725 0.899
PU 0.709-0.862 0.791 0.828 0.607 0.628 0.799 0.684 0.782
PT 0.894-0.939 0.907 0.909 0.843 0.673 0.735 0.542 0.509 0.555
ST 0.896-0.929 0.935 0936 0.837 0.686 0.836 0.647 0.533 0.731 0.897
Female (n=169)
Bl 0.862-0.924 0.914 0918 0.795
EMO 0.868-0.903 0.868 0.869 0.792 0.838
PEOU 0.825-0.868 0.863 0.868 0.708 0.670 0.871
PEN 0.910-0.941 0.950 0.953 0.869 0.662 0.810 0.784
PU 0.814-0.868 0.863 0.863 0.710 0.554 0.754 0.714 0.782
PT 0.881-0.906 0.887 0.889 0.816 0.546 0.745 0.578 0.665 0.711
ST 0.799-0.936 0.892 0.900 0.758 0.626 0.766 0.500 0.64 0.720 0.824

Note (s): (1) FL: Factor loading, CA: Cronbach’s Alpha, CR: Composite reliability, AVE: Average variance extracted, Bl:
Behavioral intention, EMO: Emotional involvement, PE: Perceived ease of use, PEN: Perceived entertainment, PU:
Perceived usefulness, PT: Product trust, ST: Seller trust. (2) Discriminant validity achieved at HTMT; .
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Table 3. Structural Model.

Std Std
Hypotheses beta error t.value 500% 9500% VIF F R?

Hla Perceived ease of use - > Seller Trust 0476 0.061 7.769*** 0367 0.571 1.913 0.206 0.424
H1b Perceived ease of use - > Product 0332 0.073 4568***  0.210 0.451 1.913 0.090 0.361

Trust

H2a Perceived Entertainment - > Seller 0.192 0.069 2.777** 0.082 0310 2443 0.026
Trust

H2b Perceived Entertainment - > Product ~ 0.185 0.074  2.514** 0.065 0.308 2.443 0.022
Trust

H3a Perceived Usefulness - > Seller Trust ~ 0.047  0.071 0.673™ 0076 0.159 2.624 0.001
H3b Perceived Usefulness - > Product Trust  0.159  0.072 2.218* 0.042 0.279 2.624 0.015
H4a Seller Trust - > Emotional Involvement 0.527 0.082 6.402*** 0394 0.665 2.677 0.221 0.531

H4b Product Trust - > Emotional 0.237 0.084 2.813** 0.092 0.367 2677 0.045
Involvement

H5  Emotional Involvement - > Behavioral 0.648 0.039 16.419*** (0.578 0.708 1.000 0.723 0.420
Intention

Note: *p <.1, **p < .05, ***p <.001, NS: Not significant.

determination (R*) demonstrated that all the variations in the values of seller
trusts, product trusts, emotional involvement and behavioral interaction
accounted for at least 36.1% by its respective endogenous variables, making it
a substantial model (Cohen, 1988). Similarly, the R? for both trusts on emotional
involvement is 53.1%. A similar trend has been observed in effect sizes (f),
where the majority ranges from medium to large effect.

Multigroup Analysis

We commenced the multigroup analysis by ascertaining measurement invar-
iance through configurational and compositional invariance. Following
Henseler et al. (2016), configural invariance has been achieved as all three
datasets contain the same factor, structure, and data treatment (see Tables 2
and 3). Following this, we examined the compositional invariance, where
Table 4 shows the establishment of partial measurement invariance, implying
that we can proceed with the analysis. To this end, Table 5 shows that there are
significant differences between males and females on perceived entertainment
to seller trust (H7a: f=0.500, p <.001) and perceived usefulness to seller trust
(H8a: f=-0.449, p <.001). Similarly, gender differences are observed in both
seller trust (H9a: f=0.268, p <.05) and product trust (H9b: f=-0.274,
p <.05) to emotional involvement. Finally, when compared between males
and females, the relationship between emotional involvement and behavioral
intention is lesser for males than females (H10: f=-0.184, p <.01). Hence,
H7a, H8a, H9a, H9b and H10 are all supported.

Discussion

Referring to Table 3, our results demonstrated that perceived ease of use and
perceived entertainment significantly influence both seller and product trust.
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Table 4. MICOM analysis.

5% quartile of the empirical Composite

Composite Cvalue (=1) distribution of C p-value invariance

Behavioral 1.000 0.999 0349 Yes
Intention

Emotional 1.000 0.999 033  Yes
Involvement

Perceived 1.000 0.999 0.523  Yes
Entertainment

Perceived 1.000 0.996 0.086 Yes
Usefulness

Perceived ease of 1.000 0.997 0.736  Yes
use

Product Trust 1.000 0.999 044  Yes

Seller Trust 1.000 1.000 0.072  Yes

Difference of the composite 95% confidence interval p-value Equal means
mean value values

Behavioral —0.003 [-0.223; 0.207] 0.712  Yes
Intention

Emotional —0.001 [-0.233; 0.212] 0314 Yes
Involvement

Perceived —0.002 [-0.235; 0.216] 0.276  Yes
Entertainment

Perceived —0.004 [-0.215; 0.225] 0.113  Yes
Usefulness

Perceived ease of —0.002 [-0.230; 0.234] 0.099 Yes
use

Product Trust 0.003 [-0.221; 0.229] 0.527 Yes

Seller Trust 0.002 [-0.219; 0.221] 0.986 Yes

Logarithm of the composite’s 95% confidence interval p-value Equal means
variance ratio values

Behavioral 0.239 [-0.286; 0.293] 0.110 Yes
Intention

Emotional 0.207 [-0.300; 0.305] 0.175 Yes
Involvement

Perceived —0.060 [-0.263; 0.275] 0.665 Yes
Entertainment

Perceived —0.140 [-0.272; 0.263] 0.324 Yes
Usefulness

Perceived ease of —0.048 [-0.255; 0.253] 0.731  Yes
use

Product Trust 0.344 [-0.238; 0.238] 0.007 No

Seller Trust 0.534 [-0.250;0.259] 0.000 No

In virtual second-chance tourism, this could be due to several reasons. Firstly,
when individuals find the technology easy to navigate and interact with, they
are more likely to feel confident in the platform and the information it
presents (Lew et al., 2020). This has been demonstrated in several studies,
such as Tan, Liu, et al. (2023). In the case of second-chance tourism, where
users may be exploring destinations with complex narratives or historical
contexts, an intuitive and user-friendly virtual reality interface enhances
their overall experience and fosters trust in the information’s accuracy and
reliability.

Secondly, the perceived entertainment value of virtual reality experiences
can significantly impact trust perceptions. This is evident from Xu and Ye
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Table 5. Multigroup analysis.
Male (n = 148) Female (n=169) Difference (male - female)

Std Std Std Std p-value
Beta Error  t-value  Beta  Error  t-value  Std Beta MGA Supported

H6a PEOU-> 0485 0.075 6431%* 0484 0086 5.625*** 0001™ 049  Not

ST supported
Héb PEOU-> 0279 0097 2.866** 0399 0.106 3.753** —0.120™ 0201  Not

PT supported
H7a PEN-> 0461 0088 5216%* —0.039 0092 0425™) 0500¢* 0000 Supported

ST
H7b PEN - > 027 0131 2063** 0107 008 1.215™ 0.163™ 0151  Not

PT supported

H8a PU->ST —0.188 0.094 2.004* 0261 0085 3.085** —0449*** 0000 Supported
H8b PU->PT 0077 0.127 0606™ 0236 0079 2981* —0.159™  0.145  Not

supported

Hoa ST-> 0691 0.115 6.033*** 0423 0.107 3.970%*  0.268** 0.047  Supported
EMO

Hob PT-> 0072 0.118 0610M9 0346 0111  3.104** —0274** 0048  Supported
EMO

H10 EMO-> 0565 0060 9.364*** 0750 0041 18.324*** —0.185** 0006  Supported
BI

Note(s): (1), Bl: Behavioral intention, EMO: Emotional involvement, PE: Perceived ease of use, PEN: Perceived entertain-
ment, PU: Perceived usefulness, PT: Product trust, ST: Seller trust. (2) Note: *p <.1, **p <.05, ***p <.001, NS: Not
significant.

(2020), who indicated that the entertaining component in live-streaming
makes consumers trust sellers and the product more. Similar findings echoed
this result (e.g. Tan, Hii, Lim, et al., 2023; Zhong et al., 2022). A probable
reason is engaging and immersive virtual tours of second-chance destinations
can captivate users’ attention and evoke positive emotions, leading to
a heightened sense of trust in both the seller offering the experience and the
destination itself. Besides, entertainment value can be a proxy for the overall
quality and authenticity of the virtual reality experience. Users are more likely
to perceive entertaining and memorable experiences as well-executed and
professionally curated, which can enhance their trust in the seller offering
the experience and the destination itself.

Interestingly, our result shows that perceived usefulness influences product
trust but not seller trust. A possible reason is consumers may primarily
evaluate the usefulness of virtual reality experiences based on their ability to
provide informative, engaging, and immersive tours of second-chance desti-
nations. This argument aligns with the definition of perceived usefulness as
being more closely linked to users’ specific goals and preferences (Jo & Park,
2023). In virtual second-chance tourism, it could well mean that consumers
may perceive the virtual reality experience as a critical conduit for satisfying
their curiosity, learning about the destination’s history, or simply enjoying
a unique experience. This is particularly important considering that most
consumers engaging in second-chance tourism are likely seeking meaningful
and educational experiences that allow them to connect with the destination
deeply while contributing to its revitalization and preservation efforts (Bec
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et al., 2021). Besides, seller trust goes beyond the perceived usefulness of the
experience. As consistently highlighted by scholars such as Tan, Hii, Zhu, et al.
(2023); Zhong et al. (2022), additional factors such as the credibility of the
seller, transparency of process and recommendations are other factors that
contribute to one’s evaluation of sellers’ trustworthiness.

Expectedly, both types of trust are found to improve emotional involve-
ment. Consistent with Hidayat et al. (2021), trust creates a sense of security
and confidence, allowing them to engage in the experience without fear or
concerns. In other words, trust establishes a foundation of reliability and
authenticity, which can enhance users’ emotional involvement by creating
a sense of immersion and connection with the destination. Therefore, they
are likelier to engage with the content wholeheartedly and invest emotionally
in the experience.

Emotional involvement would lead to behavioral intention to engage
in second-chance tourism. Aligning with many existing literature, such as
Biswas et al. (2020); Shavanddasht and Allan (2018); Wirth et al. (2012);
Zulkarnain et al. (2024), by being emotionally involved enhances users’ attach-
ment and affinity toward the destination showcased in the virtual reality
experience. Especially for second-chance tourism, which entails more than
just visiting a destination, emotional involvement may lead to a sense of
obligation or responsibility toward the destination and its preservation efforts.

The multigroup analysis shows three significant differences between males
and females. For one, perceived entertainment has a stronger impact on trust
in the seller for males compared to females. This finding could be attributed to
the cognitive processing style. At the same time, the impact of perceived
usefulness on trust in the seller is weaker for males than females. These results
suggest that males respond more to experiential and hedonic aspects when
forming trust. These phenomena can be explained through Meyers-Levy and
Loken (2014). Their study concluded that females tend to exhibit a more
thorough and inclusive approach when detecting and utilizing information
compared to males, as evidenced across various contexts such as search
behavior, communication patterns, and assessment practices (Meyers-Levy
& Loken, 2014). In other words, males tend to focus on a narrower range of
information, engage in less elaborate communication, opt for more straight-
forward and more direct search strategies when shopping, and rely more on
heuristic reasoning or gut feeling when making assessments (Qing, 2020).

Similarly, our result demonstrated that compared to females, males are
stronger in seller trust to emotional involvement while weaker in product
trust to emotional involvement. This runs contrary to Tan, Sim, et al.
(2022), where the study found that product functionality is more important
to males than females. Various psychological and social factors could
explain the observed differences in the strength of the relationship. In
this regard, social psychology research indicates that males are more
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inclined to trust online shopping than females (Oghazi et al., 2021). Studies
such as Hong et al. (2018) have consistently shown that males tend to
display higher trust in online shopping environments than females. This
argument was further supported by Calisto and Sarkar (2024), who indi-
cated that males are more dependent on relationships than women as they
have fewer friends and lesser sources of emotional support. In all, these
literatures explain why males rely more on seller trust to invest higher
emotions than product attributes.

Finally, one possible explanation for males having lower emotional involve-
ment toward behavioral intention in second-chance tourism is that males and
females may have different emotional responses and levels of emotional
engagement when interacting with virtual reality experiences. Research sug-
gests that females tend to be more emotionally expressive and empathetic,
whereas males may be more reserved or less inclined to express their emotions
openly (Chaplin, 2015). Similarly, Cai et al. (2016) indicated that males are less
emotionally expressive in humans’ daily communication and engage more in
emotion-expressive suppression than females. As such, females may experi-
ence stronger emotional connections with the destination and its narratives
during virtual reality experiences, leading to a greater influence of emotional
involvement on their behavioral intentions to visit the destination in person.
In contrast, males may be less emotionally engaged or express their emotions
differently, resulting in a weaker impact of emotional involvement on their
behavioral intentions.

Implications
Theoretical Implications

The findings of this study provide several theoretical implications. Firstly, the
developing nature of virtual tourism applications, particularly
regarding second-chance destinations, calls for a nuanced and context-
specific approach. This is the first study that responded to Bec et al. (2021)
in providing empirical evidence on the different impact of TAM dimensions
toward fostering trusts, emotional involvement and behavioral intention
within the context of second-chance tourism.

As far as we know, no research has integrated TAM dimensions, emotional
involvement with both forms of trusts in a single model. We enrich the body of
knowledge by building upon prior research, such as Hidayat et al. (2021),
underscoring the need for researchers to understand the pivotal role of various
nature of trusts in influencing business outcomes within the tourism sector.
Besides, this study supplemented the literature by examining factors that build
seller and product trust. By elucidating the factors that underpin trust forma-
tion, the study provides valuable insights into consumer behavior and decision
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making processes in virtual reality experiences. This expanded theoretical
framework enhances our comprehension of trust dynamics within second-
chance tourism and offers practical implications for businesses aiming to
optimize their virtual reality offerings and improve customer satisfaction
and loyalty.

Furthermore, the results of this study add to the existing virtual tourism
and second-chance tourism literature by addressing a question posed in pre-
vious research (see Bec et al., 2021; Calisto & Sarkar, 2024) - Do virtual
experiences encourage consumers behavioral intention in engaging second-
chance tourism? Our findings indicate that virtual experience is
a supplementary force where factors such as usefulness, entertainment and
ease of use will facilitate individuals emotionally and manifest both types of trust.

Lastly, the study unveils significant gender differences in trust formation,
underscoring the need to consider gender-specific preferences and cognitive
processing styles in virtual reality design and marketing strategies. Adopting an
integrative model approach, our research extends prior studies such as Calisto
and Sarkar (2024), specifically within the context of second-chance tourism.
Ultimately, this study considers the evolving social changes that reflect the
values and complexities inherent in interactions between males and females.

Managerial Implications

Based on the findings and discussions provided, several managerial implica-
tions can be derived for virtual second-chance tourism. First, tourism compa-
nies should focus on creating virtual reality experiences that are intuitive,
entertaining and easy to navigate. Clear instructions, user-friendly interfaces,
and interactive features can help users feel more confident and comfortable
exploring the virtual environment. Investing in user experience design and
conducting usability testing can ensure that the virtual tours are accessible and
enjoyable for many users. At the same time, incorporating storytelling, inter-
activity, and immersion elements can captivate users” attention and evoke
positive emotions. Collaborating with content creators, storytellers, and
immersive technology experts is a good start to developing engaging and
memorable virtual tours that leave a lasting impression on users.

Both trusts are instrumental in creating emotional involvement that shapes
behavioral intention. Tourism companies should prioritize transparency,
credibility, and ethical practices in their virtual reality offerings. Providing
accurate information, disclosing sources, and addressing user concerns can
build trust and credibility with users. At the same time, frequent engagement
with users through social media, customer reviews, and testimonials can foster
community and trust in the product.

Finally, considering the gender differences in cognitive processing and
decision-making styles, tourism companies should tailor their marketing
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strategies to appeal to male and female users. For instance, targeting males
with immersive and entertaining virtual experiences while appealing to
females with educational and informative content that emphasizes authenti-
city, cultural significance, and emotional resonance.

Limitations and Future Research Directions

The usage of cross-sectional designs would inhibit the generalizability of the
content. Future researchers can collect or position data from different sources
as a longitudinal study. Another limitation of this study is the generalization of
gender differences in information processing and trust, particularly in men’s
behavior in online purchasing contexts. For instance, while our results suggest
that men may pay less attention to detailed product features and place greater
trust in the vendor, such patterns may vary depending on the type or category
of product being evaluated. This study did not account for product type as
a moderating variable, which could influence the extent and nature of gender-
based trust formation. Future research should explore how gender perspec-
tives differ across the different product types. In addition, while virtual reality
was central to the research context, the study did not include screenshots or
visual representations of the virtual scenes used in the evaluation. As the
primary focus was on users’ perceptions rather than the design or content of
the experience itself, this aspect was intentionally excluded. Future studies
could consider incorporating scene visuals or conducting content-based eva-
luations to assess how specific design elements affect trust and emotional
responses, as it could provide additional insight into how VR content influ-
ences user engagement.

Besides, our study’s R° values showed that additional elements might be
involved that could influence a person’s intention to engage in second-chance
tourism. Hence, qualitative remarks might be added to empirical results by future
researchers to produce more robust supporting data. At the same time, we advised
future studies to consider additional factors, including personality traits and
challenge and hindrance mind-sets, to examine the phenomenon better.
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Annex A: List of Items

Perceived Ease of Use

PE1. It is easy for me to understand how to manipulate the tourism-related VR activity
PE2. Using the tourism-related VR activity does not require a lot of mental effort.
PE3. I think that using the tourism-related VR activity is simple.
PE4. I find that it is easy to get what I want when I am using the tourism-related VR activity.

Perceived Usefulness

PU1. I gain useful knowledge from the VR tourism experience of the second chance
destination.

PU2. The VR tourism experience helps me collect relevant information about the second
chance destination.

PU3. I find the VR tourism experience of the second chance destination beneficial.

PU4. The VR tourism experience helps me connect with others who are interested in
the second chance destination.

Perceived Entertainment

PENTI. I find the VR tourism experience of the second chance destination enjoyable.
PEN2. I find the VR tourism experience of the second chance destination pleasurable.
PENS3. I find the VR tourism experience of the second chance destination fun.
PEN4. The VR tourism experience of the second chance destination makes me feel

happy.

Trust in Seller

TS1. I believe in the information that the seller provides using VR.
TS2. 1 can trust sellers that use VR.
TS3. I believe that sellers who use VR are trustworthy.
TS4. Sellers who use VR would NOT take advantage of me.

Trust in Product

TP1. I believe the actual experience at the second chance destination will be similar to what is
shown in the VR tourism experience.

TP2. 1 trust that I will enjoy the actual tourism experience at the second chance destination
as much as I enjoyed the VR experience.

TP3. I believe the tourism products at the second chance destination will match what was
presented in the VR tourism experience.

Emotional Involvement

EMOL. I feel deeply involved in the VR tourism experience of the second chance
destination.
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EMO2. I am emotionally moved by the VR tourism experience of the second chance
destination.

EMO3. I feel a strong emotional connection to the second chance destination shown in the
VR tourism experience.

Behavioral Intention

BI1. I plan to visit the second chance destination featured in the VR tourism
experience.

BI2. I intend to visit the second chance destination shown in the VR tourism experience in
the near future.

BI3. I am willing to visit the second chance destination shown in the VR tourism
experience.

BI4. I intend to invest time and money to visit the second chance destination shown in the
VR tourism experience.

S
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