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Tegal Regency has various tourist attractions that have the potential to be
increased as a stimulus for the district's economy. So that this potential can
have an optimal positive impact, the tourist destination should be promoted
to the general public to increase tourism visits. This effort can be carried out
by utilizing existing technological developments through virtual tour (VT),
but their implementation requires careful consideration. This study explored
how perceived usefulness (PU), perceived ease of use (PEU), attitude,
behavioral intention (BI), and tourism promotion (TP) relate to each other
within the context of virtual tourism. Data were collected from 126
participants via an an online survey developed using the technology
acceptance model (TAM) framework. The partial least squares structural
equation modeling (PLS-SEM) method was employed for analyzing the
data. The result revealed significant relationships between PU and ease of
use, user attitudes (AT), and Bls. Furthermore, BI, PU, and PEU were all
considerable predictors of TP. However, no significant relationship was

found between user AT and Bls.
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1. INTRODUCTION

The restoration of Indonesia’s tourism sector during the recovery phase after the pandemic is
characterized by significant shifts in tourist behviour. This new landscape is not a simple return to past
norms. It is defined by a resilient domestic market and travelers who are increasingly digital-first. The
widespread adoption of smartphones and the increasing reliance on digital platforms for travel planning have
opened new avenues for tourism promotion (TP) [1], [2]. These post-pandemic travelers now heavily rely on
digital platforms to plan their trips, prioritizing destinations that offer unique experiences value, and a strong
sense of safety. This evolution in customer behavior presents both a critical challenge and significant
opportunity for regional tourism development.

Tegal Regency in Central Java, Indonesia, boasts diverse natural, cultural, and man-made tourist
destinations, presenting a significant opportunity to boost the regional economy. To optimize the economic
contribution of these tourist destinations, stakeholders and tourism industry players need to focus on
increasing visitor numbers to various attractions [3]. Despite the potential of Tegal Regency’s tourism sector,
recent statistics from the Central Bureau of Statistics reveal a decline in visitor numbers. Guci Hot Springs, a
key attraction in Tegal Regency, experienced a 3.82% drop in domestic tourist visits in 2023, with 664,803
visitors in comparison with the prior year. This highlights the need for effective strategies to support tourism
growth and stimulate visitor arrivals in the area. [4]. This decline is not an isolated statistic but rather
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evidence of the region’s struggle to compete in a new, dynamic tourism landscape, underscoring an urgent
need for innovative promotional strategies.

In response to these promotional challenges and the need to optimize tourism potential, virtual tour
(VT) technology emerges as a timely and strategic solution. A VT is a powerful tool perfectly suited to
address the opportunities of the post-pandemic era, allowing a destination like Tegal to reach a vast domestic
audience that plans travel online and level the promotional playing field with more established tourism hubs.
Research has shown that VT may considerably impact potential visitors’ viewpoints and planned behaviors,
with elements like accessibility, virtual presence, and interactivity affecting user enjoyment and arousal [5].
The fundamental constructs of the technology acceptance model (TAM), namely perceived usefulness (PU)
and perceived ease of use (PEU), have been substantiated as core factor of VT adoption [6], and TAM’s
applicability has been validated across various technological services including smartphone applications and
smart city innovations [7], [8].

However, despite the potential of VT to overcome geographical and time-based limitations,
challenges remain. Research indicates varying emotional experiences among users [9] and has identified gaps
between virtual experiences and true cultural understanding [10]. There are also limitations in VT’s
effectiveness for learning about specific sites like museums [11], findings which are particularly relevant for
Tegal’s attractions such as the Semedo Site Museum. While some local studies have explored VT for
promotion during pandemic restrictions [12], and the potential for economic growth is recognized [13], the
sustained implications of VTs on actual tourist visits remains largely unknown, especially for a region with
diverse offerings like Tegal Regency.

From a theoretical perspective, this study provides a unique impact on the TAM literature by
extending its traditional boundaries. While the majority of TAM studies conclude their analysis by predicting
behavioral intention (BI) or self-reported system use, our purposed model investigates the downstream
effects of TAM’s core constructs on a tangible, real-world marketing outcome: Tourism promotion (TP). By
operationalizing and empirically validating TP as an endogenous variable influenced directly and indirectly
by PU, PEU, and BI, this research offers a more comprehensive framework. It bridges the crucial gap
between an individual’s aptitude to adopt digital system and the technology’s ultimate effectiveness as a
promotional tool, offering a novel and practical extension for research in tourism technology and digital
marketing.

2. THE RELATED WORK AND HYPOTHESES DEVELOPMENT

Several ideas were recently proposed aimed at providing fresh insights into IT utilization and
adoption [14]. Several theoretical frameworks provide insights into technology adoption, including the theory
of reasoned action (TRA) places emphasis on attitudinal orientations and commitments [15], while TAM
accentuates PU and PEU [16]. The theory of planned behavior (TPB) highlights the feeling of control and
ease of task completion [17]. TAM suggests that individuals exhibit a greater inclination to utilize and have
an approving perspective of technology they perceive as useful and easy to use [18], [19]. TAM is a popular
way to understand why people use technology. It was first used to study how small and medium businesses
adopted knowledge management technology [20]. Its simplicity and effectiveness have made it a key model
for understanding online streaming services [21]. PU and PEU are the two principal constructs underlying
TAM [22], [23]. These aspect help explain whether someone will use a technology and keep using it. TAM
has additionally been adopted for analyzing how people use technology in tourism, like when visiting
destinations or using VT [24], [25].

Researchers continue exploring and investigating new factors to improve TAM, which is often used
to understand why people use technologies like VT [26]. For example, studies in Indonesia [27] and
Philippines [28] have utilized TAM to comprehend what encourages people to utilize VT. PU, PEU, and
sustainability are key to understanding the adoption of VT. Other research shows that VT can even affect
travelers’ preferences for visiting destinations in person [29], [30]. This means VT can be a powerful
promotional tool for places like Tegal Regency, Central Java, and Indonesia, and it’s crucial to understand
what makes them effective.

Using a TAM-based conceptual model to understand how people experience VT, we analyze how
PU and ease of use impact virtual tourism (VT) experiences [31]. Some studies show that PU and PEU
influence whether people find the technology useful [32], [33], but research on their impact on user attitude is
mixed. Some studies found a strong impact [34], [35], others found no impact [18], and some didn’t even
examine the relationship [36]. Similarly, when looking at how PU and PEU affect attitudes (AT) toward
information systems and technology in tourism, some studies show a significant impact [25], [27], [37].
While others don’t explore this relationship [19], [38]. Constructed on the TAM, our study aims to
understand how travelers and potential tourists feel about using VT.
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PU refers to how users believe a technology is expected to improve their performance or experience.
When users find a VT beneficial for planning trips or gaining deeper insights into destinations, they tend to
form more positive AT toward using the technology. Studies have shown that PU significantly contributes to
attitude formation in tourism applications and smart destination platforms, reinforcing its role in influencing
technology acceptance in tourism settings [18], [25]. PEU reflects how effortless users believe interacting
with a system will be. If users find the VT platform intuitive and easy to navigate, their attitude toward
continued use will likely improve. Previous literature supports the idea that ease of access and clear interface
design positively affect user satisfaction and attitude, especially in web-based tourism applications [27], [38].
As a result, our initial two hypotheses for research are outlined below,

H1. PU provides an effect on user AT
H2. PEU provides an effect on user AT

People develop positive AT towards products or services when they have good experiences with
them [39]. These AT can directly or indirectly influence their intention to use those products or services [40].
Essentially, a person’s attitude and their behavior are closely linked [41]. Positive AT often increase the
intention to use something. TAM has been applied to understand public perceptions about and use new
technologies. Several other studies have similarly corroborated the effect of attitude on Bl [42], [43]. For
example, studies have shown that positive AT towards social networking in tourism encourage continued use
[44]. According to other previous research results, smart tourism technology greatly impacted AT regarding
PEU and PU. Additionally, it was discovered that attitude exerted a direct influence on BI [25], [39]. Even
when looking at new promotion technology, customer AT impact their Bl [45]. Consequently, these results
show that intention is influenced by attitude. Thus, the following hypothesis is put forward:

H3. User AT provide an effect on BI

TAM asserts that PU and PEU drive the implementation and exploitation of technology [16].
Essentially, if people believe something is straightforward to utilize, they have a greater tendency to see its
value and want to use it [46], [47]. This has been supported by studies in Indonesia that looked at the use of
VT technology. One study revealed that PEU increased PU, and both encouraged people to utilize VT [48].
Another experiment demonstrated that PU and PEU significantly influenced people's Bl to use VT [38], [49]
The proposed hypothesis, therefore, reads as follows,

H4. PU provides an effect on Bl
H5. PEU provides an effect on Bl

VT can significantly impact travel decisions. One study found that immersive VTs affect
individuals’ intentions to committed in digital tourism and even travel in person [26]. This highlights the
potential of VT as a marketing tool and emphasizes the need for effective promotion and development
strategies in this sector. Another study confirmed that positive experiences with VT increase people’s desire
to visit a destination in person, suggesting that VT can effectively affect TP [50]. This notion depicts the
interaction between Bls that encourage travelers to visit tourist destinations. Accordingly, the hypothesis for
this relationship is stated as follows,

H6. BI provides an effect on TP

VT is becoming increasingly important for tourism. They allow business to showcase their offerings
and provide personalized experiences, which can improve customer satisfaction [51]. Many researchers
believe virtual tourism complements real-life tourism [5], [26], [28], [50]. The study promoted the recruiting
posts on Weibo to people who were possibly interested in participating in the virtual tourist experience.
Consequently, through the provision of realistic virtual environments and immersive tourism encounters, VT
improves travelers' intention to rush to the destination directly [50]. Another study highlighted that VT can
contribute to the sustained development of tourism sites by generating new revenue streams for local
communities and promoting environmental and cultural awareness [52], [53]. Essentially, VT can be a
powerful marketing tool. They can provide engaging experiences that encourage people to visit a destination
in person [26].

Empirical evidence shows that PU and ease of use in term of digital tourism can effectively generate
interest in and attract tourists to the actual destinations represented [5]. For example, people who enjoyed
using 3D VTs of tourist attractions were more likely to visit those places in real life [54]. These two studies
highlight how VT can indirectly boost TP by influencing people's perceptions and intentions. Therefore, the
next hypothesis relates to:

H7. PU provides an effect on TP

H8. PEU provides an effect on TP
The proposed framework has eight hypotheses combined into a model concept. The conceptual framework of
this current research framework is depicted in Figure 1.
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Figure 1. Research model

3. METHOD
3.1. Instruments development

To guarantee the correctness and suitability of the data gathering method, a three-step instrument
development process was followed. First, the questionnaire was designed through the adaptation of items
from previously standardized measures in the TAM literature to guarantee content and trustworthiness [6],
[8], [20], [28], [46] and then modified to align with the particular aims of this study. The components of the
research were assessed through a Likert scale with a score of 5, with respondents instructed to express their
degree of agreement on an index extending from 1 (totally disagree) to 5 (absolutely agree). The 20-
statement questionnaire measured PE, PEU, AT, BI, and TP. Indicators for PU and PEU were derived from
seminal experiments [18], [25], [28], [16]. Similarly, items for Attitude [32], [55], BI [8], [56], and TP [50]
were drawn from validated sources and adapted to the context of of virtual tourism in Tegal Regency. The
final indicators corresponding to each attribute are listed in Table 1.

Table 1. Variable question indicator
Variable Constructs

Perceived Usefulness (PE) X1 = useful in helping plan and experience
X2 = beneficial in enhancing the travel experience
X3 = provides a good overview
X4 = Improve knowledge about virtual tours
X5 = assists in using exploration time
X6 = helpful for obtaining travel information

Perceived Ease of Use (PEU) X7 = easy to use when planning and exploring travel
X8 = easy to understand information during exploration
X9 = provide instruction that make easy to use
X10 = flexible interactive experience
XI1 = skillful in exploring virtual tour
Attitude (AT) X12 = feel comfortable during virtual tour

X13 = feel happy during virtual tour
X14 = feel benefit during virtual tour

Behavioral Intention (BI) X15 = intend to use for tourism exploration
X16 = recommend others to use virtual tour website
X17 = use virtual tour in planning vocations

Tourism Promotion (TP) X18 = learn more in personally about tourism information in Tegal regency
X19 = interested in personally visiting tourism location in Tegal regency
X20 = recommend others to visit tourism locations in Tegal regency

Second, following the adaptation, the preliminary questionnaire was submitted to a panel consisting
of five experts for review. This panel comprised two academics from Informatics Engineering Department
with expertise in human-computer interaction and three representatives from the Tegal Regency Youth, Sport
and Tourism Office. The experts reviewed the items for clarity, relevance, and linguistic appropriateness for
the target population. Minor linguistic revisions were carried out based on the experts’s suggestions to ensure
the instrument was contextually valid and easily understood by participants.
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Finally, the validation of the instrument was conducted through the assesment of data as presented
in the measurement model section. All dimensions exhibited high levels of internal reability and convergent
validity, with Cronbach’s Alpha values spanned from 0.767 to 0.885 and average variance extracted (AVE)
values exceeding the 0.50 threshold. These strong psychometric properties confirm that the adapted
instrument was reliable and valid for this research.

3.2. Data collection

A purposive sampling approach was utilized to guarantee credibility, transferability, dependability,
and confirmability [57], with the goal of accurately extrapolating findings to the target population. The data
gathering process was administered online using Google Forms and took place from September 2023 to
October 2023. The target population consisted of residents of Tegal, Central Java, Indonesia, who were
actively involved in or had an interest in tourism within the region. In total, 126 completed survey responses
were obtained to conduct this analysis. Table 2 displays the demographic profile of the participants. The
majority (62.7%) were female, while 37.3% were male. The findings show that most respondents (56.3%)
fall within the age range of 17 to 26. The findings indicate that younger respondents are more inclined to
travel than their counterparts. About the frequency of travel, most participants (44.4%) reported traveling
between 1 to 3 times a year. A key finding from the profile is that a slight majority (52.4%) do not currently
use VT technology when exploring tourism sites, which underscores the relevance of this study in
understanding adoption intentions.

Table 2. Participants characteristics

Profile Frequency  Percent
Gender
Male 47 0.373
Female 79 0.627
Age
Under 17 years old 16 0.127
17-26 years old 71 0.563
26-35 years old 22 0.175
Above 35 years old 17 0.135
Travelling intensity in a year
Less than 1 times 11 0.087
1-3 times 56 0.444
4-6 times 27 0.214
More than 6 times 32 0.253

3.3. Data analysis

Partial least squares structural equation modeling (PLS-SEM) was applied to analyze the gathered
data, implemented in SmartPLS 3.0. This research employed a modified TAM incorporating user attitude, Bl,
and TP as latent variables. Following established procedures [58], the analysis was performed through a two-
step process. Initially, the outer model was assessed to evaluate the associations between latent constructs
and their respective indicators, confirming reliability and validity. Second, the inner model was assessed to
test the hypothesized associations among latent variables. This structural model was constructed on the basis
of the modified TAM framework in this present exeperiment.

4. RESULTS AND DISCUSSION
4.1. Descriptive statistics

The experiment findings were further investigated using a descriptive approach. Table 3 provide the
outline statistics of the research. The mean PU score was 0.7935, as long as PEU received an average score
about 0.7858. The average value of attitude is 0.841, followed by behavior intention at 0.8396, and the TP
value is 0.8256. The results indicate high PU, PEU, attitude, BI, and TP associated with the Tegal tourism VT
website. High PU suggests that the VT effectively addresses community needs by providing information that
satisfies curiosity about tourist attractions and offers a comprehensive overview of Tegal’s destinations,
aiding decision-making. High PEU indicates that that website facilitates convenient exploration of Tegal’s
tourist destinations. The readily accessible and informative nature of The website enhances the overall user
experience. The Tegal tourism VT's PU and ease of use have a favorable effect on user AT and Bls. Users
perceive the VT as comfortable, enjoyable, and useful, leading to an increased intention to explore tourism
offerings. This, in turn, contributes to the optimization of TP efforts.

Adoption of virtual tours for tourism promotion in Tegal Regency: a technology acceptance ... (Dairoh)



1114 O3 ISSN: 2502-4752
Table 3. Descriptive statistics
Code Items Mean Std.
Deviation
PU1  The Tegal tourism website is useful in helping you plan or experience your travel destinations 0.751 0.037
PU2  The Tegal tourism website is beneficial in enhancing your overall travel experience 0.858 0.026
PU3  The Tegal tourism website provides a good overview of what you will directly experience 0.738 0.059
PU4  The Tegal tourism website helps you improve your knowledge about the visited virtual exploration 0.801 0.041
sites
PU5  The Tegal tourism website assists you in using your exploration time effectively 0.809 0.032
PU6  The Tegal tourism website is helpful for you in obtaining travel information 0.804 0.043
PEU1  The Tegal tourism website is easy to use when planning or exploring your travel destination 0.780 0.047
PEU2  The Tegal tourism website makes it easy for you to understand the information presented during 0.797 0.044
virtual exploration
PEU3  The Tegal tourism website provides instructions that make virtual exploration easy for you 0.739 0.049
PEU4  The Tegal tourism website can offer a flexible, interactive experience for you during virtual 0.844 0.028
exploration
PEU5  The Tegal tourism website can help you become more skillful in virtual exploration 0.769 0.035
AT1  The Tegal tourism website makes you feel comfortable during virtual exploration. 0.885 0.030
AT2  The Tegal tourism website makes you feel happy during virtual exploration. 0.855 0.028
AT3  The Tegal tourism website makes you feel that you benefit from virtual exploration. 0.783 0.057
BI1 You intend to use the Tegal tourism website for tourism exploration purposes 0.794 0.042
BI2 You would recommend others to use the Tegal tourism website 0.881 0.031
BI3 You will frequently visit the Tegal tourism website and use virtual exploration in planning your 0.844 0.029
vacations
TP1  After conducting virtual exploration using the Tegal tourism website, you want to learn more in 0.782 0.054
personally about tourism information in Tegal Regency
TP2  After conducting virtual exploration using the Tegal tourism website, you are interested in personally 0.858 0.035
visiting tourist locations in Tegal Regency
TP3  After conducting virtual exploration using the Tegal tourism website, you will recommend others 0.837 0.031

personally to visit tourist locations in Tegal Regency

4.2. Measurement model
PLS-SEM was employed to evaluate the trustworthiness and correctness of the measurement model
(Outer model). As presented in Table 4, all dimensions revealed strong internal coherence. Cronbah’s alpha
observed values fell within the interval of 0.767 to 0.885, and all composite reliability (CR) count surpassed
the recommended threshold [21], [59]. Validity of convergen was settled as all outer loadings for the
barometers were powerfull and outperformed the 0.70 benchmark, varying between 0.739 and 0.889 [60].
Furthermore, the AVE for every dimension, outperformed the lowest required value of 0.50, demonstrating
that each dimension captures more than fifty percent of the variance of its measurement items [61]. Figure 2
illustrate the result of the outer model.

Table 4. The measurement model statistics

Construct Items Outer Cronbach Composite Average Variance Extracted Explanation
Loadings Alpha Reliability (AVE)
Perceived ease of  PEU1 0.783 0.847 0.891 0.621 Valid &
use PEU2 0.801 Reliable
PEU3 0.739
PEU4 0.843
PEU5S 0.768
Perceived PU1 0.752 0.885 0.913 0.636 Valid &
usefulness PU2 0.861 Reliable
PU3 0.746
Pu4 0.799
PU5 0.809
PU6 0.811
Attitude AT1 0.889 0.799 0.882 0.714 Valid &
AT2 0.853 Reliable
AT3 0.791
Behavioral BI1 0.794 0.791 0.878 0.706 Valid &
intention BI2 0.881 Reliable
BI3 0.844
Tourism TP1 0.780 0.767 0.866 0.683 Valid &
promotion TP2 0.861 Reliable
TP3 0.836

Divergent validity was verified by employing the Heterotrait-Monotrait (HTMT) ratio of
interrelationship, as all values conformed to the acceptable limits established in the criteria. Table 5 presents
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the HTMT statistics. The rightness of fit (GoF) was assessed for the estimated model as well as the saturated
model. The standardized root mean square residual (SRMR) was 0.084, Reflecting an acceptable model fit
because it approximates the standard upper threshold of 0.08 [62]. This model demonstrates that TP can be
explained by four dimensions: PEU, PU, user attitude (AT), and BI. The allegation of this assessment are
detailed in Table 6.
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Figure 2. The result of the measurement model
Table 5. HTMT statistics Table 6. Model fit summary
PEU PU TA TI TP Saturated Model ~ Estimated Model
PEU SRMR 0.083 0.084
PU 0.923 d ULS 1.457 1.457
TA 0917 0.828 0.914 dG 0.928 0.936
BI 0.896 0.824 0.986 1.022 Chi-Square 623.908 628.136
TP 0.767 0.795 NFI 0.679 0.677

4.3. Structural modeling

The evaluation of the architectural model was performed to validate the hypothesized affiliation
[63], [64]. The model’s explanatory power was evaluated using the coefficient of determination (R?). As
shown in Table 7, the the model demonstrates 60.0% of the variance in User Attitude, 67.0% in BI, and
66.6% in TP, all of which indicate substantial explanatory power. Table 8 demonstrates that the model’s
predictive relevance was validated through Stone-Geisser’s Q? values, all of which exceeded zero for the
dependent constructs, demonstrating that the model has predictive accuracy. The detailed path coefficient (B),
t-statistics, and p-values for each interpretation are provided in Table 9.

Table 7. R-square coefficients Table 8. Q-square coefficients
Variable Latent R- R-Square SSO SSE Q2
Endogenous Square Adjusted Perceived Usefulness (PU) 756000 756000
User Attitude (AT) 0.600 0.593 Perceived Ease of Use (PEU)  630.000  630.000
Behavioral Intention (BI) 0.670 0.662 Attitude (AT) 378.000 220.003 0.418
Tourism Promotion (TP) 0.666 0.657 Behavioral Intention (BI) 378.000 205.704 0.456
Tourism Promotion (TP) 378.000 216.475 0.427
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Table 9. Path coefficients, t-statistics, and significance levels

Original Sample Standard T P Significance Hypothesis
Sample Mean Deviation Statistics ~ Values g Testing
Perceived Usefulness (PU) — .
Attitude (AT) 0.266 0.267 0.124 2.148 0.032 Major Proven
Perceived Ease of Use (PEU) Major Proven
—, Attitude (AT) 0.545 0.535 0.121 4517 0.000
Attitude (AT) — Behavioral 0.493 0.486 0.083 5956 0.000 Major Proven
Intention (BI) ' ' ' ' '
Perceived Usefulness (PU) — Major Proven
Behavioral Intention (BI) 0.296 0.306 0.138 2.141 0.033
Perceived Ease of Use (PEU) Major Proven
— Behavioral Intention (BI) 0.499 0.486 0.131 3.819 0.000
Behavioral Intention (BI) — 0.692 0.686 0.084 8.239 0.000 Major Proven
Tourism Promotion (TP) ' ' ' ' '
Perceived Usefulness (PU) — Major Proven
Tourism Promotion (TP) 0.448 0.439 0.148 3.020 0.003
Perceived Base of Use (PEU) 0.266 0.271 0.142 1868  0.062 Minor Unproven

— Tourism Promotion (TP)

4.4. Hypothesis testing and discussion

The outcomes of the hypothesis examination are outlined in Table 10. The first hypothesis (H1) and
second hypothesis (H2) were supported, indicating that both PU and PEU exert a considerable and positive
affect on user AT. This propose that when users find the VT website helpful for planning and easy to
navigate, their attitude towards the technology improves. This align with TAM’s core premise and highlights
the need for developers to focus on both functionality and user-friendly design.

Table 10. Summary of hypothesis test

Hypothesis Significance  Hypothesis testing

Perceived usefulness (PU) has a positive effect on user attitudes (AT) Major Proven
Perceived ease of use (PEU) has a positive effect on user attitudes (AT) Major Proven
User attitudes (AT) have a positive effect on behavioral intention (BI) Minor Proven
Perceived usefulness (PU) has a positive effect on behavioral Intention (BI) Major Proven
Perceived ease of use (PEU) has a positive effect on behavioral Intention (BI) Major Proven
Behavioural intention (T1) has a positive effect on tourism promotion (TP) Major Proven
Perceived usefulness (PU) has a positive effect on tourism promotion (TP) Major Proven

Perceived ease of use (PEU) has a positive effect on tourism promotion (TP) Major Unproven

The third hypothesis (H3), which posited that user attitude (AT) positively affects BI, was strongly
supported by the data (t-statistic = 5.956, p-value = 0.000, path coefficient = 0.493). This result is strongly
aligned with the foundational theories of reasoned action (TRA) and TAM, which establish attitude as a
primary determinant of intention. The result confirms that when users from a positive attitude towards the
Tegal tourism VT perceiving it as comfortable, enjoyable and beneficial (AT1, AT2, AT3). They are
significantly exhibit a stronger likelihood of intending to use it for future travel planning and encourage
others to use it. This emphasizes the essential importance of the affective user experience in driving
technology adoption.

Hypothesis H4 and H5, proposing that PU and PEU positively influence BI, were also supported.
This illustrates that the perceived utility and simplicity of the VT website directly encourage users to intend
to use it more, which can stimulate word-of-mouth promotion. Similarly, H6 and H7 were supported,
showing that Bl and PU are significant predictors of TP. When the VT is useful and users intend to engage
with it, they are more likely to learn about Tegal’s tourism destinations, develop an interest in visiting, and
recommend them to others. Finally, H8, which proposed a direct link between PEU and TP, was not
supported (p-value = 0.062), suggesting that while ease of use is essential for forming positive AT and
intentions, its direct impact on final promotional outcome is less significant than that of PU.

While the strong, positive association between between attitude and BI align with establish TAM
literature, this finding gains additional significance when considered within the Indonesian cultural context.
Indonesia is characterized as a society with high power distance and a strong collectivist orientation. In such
cultures, social influence and group norms are often powerful predictors of individual behavior. One might,
therefore, expect the influence of personal attitude to be diminished relative to social factors. However, our
findings show that an individual's positive affective response (Attitude) remains a robust and direct predictor
of their BI. This suggests that the VT experience is sufficiently compelling and personal to create a strong
intrinsic motivation that operates powerfully alongside, or perhaps even independent of, broader social
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pressures. This reinforces the cross-cultural applicability of the core attitude-intention link within TAM,
while also highlighting that well-designed, engaging technologies can foster strong individual-level
acceptance even in highly collectivist societies.

This experiment offers actionable insights for management of tourism. To leverage the VT as an
effective promotional tool, tourism stakeholder must prioritize three key areas. First, PU is a direct driver of
promotional success (B = 0.448). Therefore, the VT must transcend being a mere visual showcase and
function as a practical planning utility. It should be enriched with comprehensive, up-to-date information,
such as operating hours, ticket prices, and local amenities, to maximize its value to potential visitors. Second,
PEU was the most powerful predictor of user Attitude (B = 0.545) and Intention (B = 0.499). This suggests
that a streamlined, intuitive user experience is non-negotiable. To prevent user abandonment, the platform
must be optimized for all devices, featuring fast load times and clear navigation. Finally, because Attitude
strongly mediates user intention, the VT’s design must elicit a positive affective response. High-quality
visuals and engaging narratives are essential to create an enjoyable experience that not only fosters platform
use but also encourages subsequent physical visits to the destination.

While this experiment accomodates valuable insights, there are two limitations that provide clear
directions for future research. Initially, the generalizability of our results is constrained by a demographically
homogeneous sample, which consists predominantly of young, female participants. This profile may not
represent all potential tourist segments. Second, the cross-sectional research design, while effective for
identifying significant associations, precludes any definitive claims of causality between the variables. To
build upon this work, future investigations should adopt more robust methodologies. We strongly
recommend longitudinal studies to empirically test the causal relationship between VT usage and actual travel
behavior, addressing the limitation of our current design. Furthermore, applying a mixed-methods
methodology that integrates qualitative interviews would provide invaluable context and a deeper
understanding of the user perceptions identified in our gquantitative model. Finally, future models could be
enriched by incorporating additional variables, such as users' prior technology experience or specific cultural
dimensions, to enhance the framework’s explanatory power.

5. CONCLUSION

This study successfully applied a TAM to investigate the factors fostering the utilization of VT
websites for TP in Tegal Regency. The findings confirm that PU and PEU of the VT cultivate a positive user
attitude, which in turn strongly predicts the Bl to utilize the technology. Ultimately, this intention translates
into tangible TP outcomes. The primary contribution of this research is its empirical validation of a model
that bridges the gap between individual technology acceptance and real-world marketing impact. By moving
beyond mere intention, this study provides a more holistic framework for considerate how VT applications
function as effective promotional tools. For tourism authorities in Tegal Regency and other similar
destinations, this research offers an empirically-grounded roadmap. It highlights that strategic investment in
creating VTs that are not only functionally useful and easy to navigate but also aesthetically pleasing and
enjoyable is critical for driving tourist interest and supporting regional economic revitalization in an
increasingly digital world.
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