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1. Introduction 
An Investigation into how technology is changing tourism. A case study on Virtual Reality.
1.1Rationale  
This dissertation will be focused on how the use of technology is changing the tourism industry. Growing up in an era whereby technological developments are rapid, an investigation in to research of these areas has made it evident that there is an absence in knowledge, between technology and its expected future impact on the tourism market. There exists a paucity in academic literature which identifies the future that technology may have on the tourism industry.
Technological advancements frequently have a direct impact on tourism, Guttentag (2010) previously suggests that the industry has had to adapt to customers booking via online platforms as well as keeping up to date by promoting and marketing online. Technology is developing and changing the way we live, thus changing the way we travel. Customers no longer need to attend a travel agent to create their holiday and are no longer restricted to package holidays. Travellers are now empowered, they can book their own flight, hotel and transfers separately online. Furthermore, they can check reviews and find out more information on destinations. (The Guardian, 2016) 
Online check-in has developed through the use of QR codes which provide boarding passes that are scanned and used as an E ticket. This advancement has revolutionised the customer experience. In an interview with the telegraph Masahiro Hara the inventor of the QR code states, the ‘QR code doesn’t have long left of its use before new technological advancements make it obsolete’. (The Telegraph, 2014) Advancements are moving so quickly the question of their lifespan arises. How long before something newer more advanced comes along. If technology develops too quickly the older generation may be left unable to book.
This dissertation aims to explore multiple avenues relating to the views held by a diverse age group along with those within the industry on virtual reality as a future prospect for the industry. 

1.2 Background and Literature Review 
The subject of technological marketing within tourism has been vastly conversed by researchers, in 2003 Easyjet took 90% of ticket sales online. (Chaffey, D et al, 2003) This outlines the dominance the online platform currently has on the industry. When predicting future tourism trends companies must predict ‘the new tourist’s’ inclinations. Cooper, C et al (2008, P670) describe the ideology of the world being smaller and more accessible, consumers are technologically skilled. The media and internet exposure of destinations has changed the industry.  Although Technologies capabilities have had a positive impact on the industry, they also pose a risk advancements like skype could have wiped out the need for business travel. It is arguable that hassle free travel from the comfort of your home via VR may affect the travel market. WTTC CEO David Scowsill believes augmented reality will not replace the need to travel, but it may offer opportunity for a terminally ill individual to experience the world from their bed. (Medium.com) Perhaps VR will expand the industry creating another market for those who are unable to travel due to physical or mental wellbeing.
Virtual reality is a simulator that is able to effectively blur the line between reality and illusion, it has the ability to influence the brain into believing these experiences are real, (Bailenson, 2018) Through the use of sound, sight and touch technology it can create a realistic environment. Hudson cites Weiss (1996), virtual reality is often thought of as new technology, however it dates back almost fifty years with flight simulators built by the aircraft industry. The concept developed from visual emersion and 3D imaging. (Hudson, 2003) Virtual reality is beginning to be introduced into the industry, Yeoman et al (2012) talks of a witchery tour app which allows you to experience medieval Edinburgh. This experience is used for tourism and developed by VR. It is predicted that 1% of the global population will own VR headsets by 2020, a number expected to increase by year. (Evans M, 2019) 
When looking at international tourism, China already uses elements of VR within its tourism industry, the country has virtual museums and an e-sports park. Within ‘Guangzhou zoo’ the public are able to learn about animals in a VR room.  ‘Guizhou province aquarium’ has a touch sensitive wall where customers can see virtual jellyfish. (www.digitalcrew.com, 2018) It is not only China who have invested massively into this technology, Immersive Entertainment have developed a Grand Canyon VR experience in America. (O’donnell A, 2018) It is evident that technology has already impacted the tourism experience. With reference to this, in 2015 Thomas cook launched the ‘try before fly initiative using immersive 360 VR films.’ (visualise.com) The tourist business giant became the first company to use virtual reality as a marketing tool. Thomas cook used a 5 minute VR experience as a marketing technique and this resulted in a 190% uplift in New York excursions bookings after consumers had tried the VR version of the holiday. (visualise.com) From this it is evident that VR technology can be utilised in the industry as a marketing tool.
1.3 Problem Definition 
This research will provide insight on the chosen demographics views of the future potential of virtual reality. Thus enabling the industry to preview potential consumer’s views before the integration of such technology into the industry. A key management issue within the sector is the lack on knowledge on where consumer trends will take us next. Being able to predict consumer trends enables a travel company to have an ‘upper hand’ on its opposition, with more travel companies arising competition is tougher than in previous years. Staying up to date on technological developments can be the difference between a company’s failure or success. The research question will be the relationship between technology and the future of tourism.
1.4 Aims and Objectives 
The aim of this dissertation is to investigate how technological developments are changing the tourism industry. To achieve this aim the following objectives will be achieved:
1. Critically appraise virtual reality and its usage in the tourism industry.
To achieve this objective published literature and accredited websites will be critically evaluated. Looking into the background of this new technology and its expected future developments.
2. Analyse the current tourism market usage potential and how this will impact on the industry and the consumer market.
To achieve this primary research in the form of surveys and interviews will be conducted, responses will be analysed to fairly represent the data collected. Surveys will be used to assess both consumers and industry professional’s perceptions of the market. 
3. Provide recommendations for future of technology and virtual reality.
The aims and objectives will be met using a variety of data collection methods.
2. Research Design
2.1 Methodology 
Cameron and Price (2009) define research as a ‘systematic process of seeking information and interpreting it with hope of advancing knowledge.’ Saunders et al (2007) created the research onions model to present the layers that need to be well thought out when conducting research. Based this model, the researcher is using the inductive approach to build theory and the deductive, to gain a deeper understanding.
[image: ]
Figure 2.1 Research Onion. Source: (Saunders, et al, 2007)
The researcher is using both as the topic has limited existing data, there is a lack of opinion-based data. Qualitative research in the form of interviews can provide in depth detail from a small sample of people. Quantitative research can be used to gage a response from a large group. Cooper and Schindler (2011, P.163) “Qualitative research also helps to uncover new organizational phenomena; build and test theories of change.” (Silverman, 2004, P.423) Thus, the interviews conducted can probe for more detailed answers. To gain a variety of data a mix method approach would be most suited for this study. The author is intending to record and conduct six industry related interviews as well as gathering further information through gaining 100 surveys from a wide age range. 
Technological developments affect all members of society. However, arguably technology has the biggest influence on the younger generation. Given the time scale a sample of roughly 100 participants will be the most feasible. 
2.2 Philosophy 
Saunders, et al., (2007) states two philosophies to consider are positivism and interpretivism. During this research qualitative data through interviews will take place, interpretivism will be a philosophical base for this. Fisher, (2013) explains that interpretivism is concerned about constructing elements of study and considering human interests in research. In order to best satisfy the objectives laid out the researcher will utilise both quantitative and qualitative data, through surveys and interviews. The explorations of opinions and perceptions is a vital part of what the researcher hopes to achieve. Thus, the study is using both interpretivism and positivism, the researchers philosophy can be defined as pragmatism. Using this philosophy the researcher intends to gain new findings. 
2.4 Sample 
Bryman and Bell (2007) state a sample is the segment of society that is selected for investigation. The researcher will be conducting a convenient sample targeting a wide age demographic to gain varied perceptions. In order to satisfy the time scale and to ensure the research is feasible, the sample size will be made up of at least 100 participants.

2.5 Problems and Limitations 
[bookmark: _GoBack]The length of time allowed to conduct primary research does pose as a limitation for the investigators research. Although there is a fair amount written on technological developments, there currently is limited secondary research on virtual reality. To mitigate this potential problem the researcher will utilise the information out there and look at wider research on VR and apply this information. The sample will represent the targeted group, however it will not account for the views of other demographics. Given the timeframe and viable sample size this is the most effective sample. Data collection, analysis and interviews can all be time consuming. The researcher appreciates time management will be crucial during the investigation, and thus the researcher has designed a Gantt chart. (See figure one appendix) 
2.6 Ethical Risk 
The survey will be completed on a voluntary basis and interviews will be conducted with industry professionals. Surveys will not require extensive personal information and respondents will be kept anonymous, the researcher does not require the name nor address of any participants. As no vulnerable groups will be targeted the ethical risk of this study is minimal. Before starting any interviews the researcher will ask if the person would like remain anonymous. The conductor will also check whether the individual is comfortable with the conversation being recorded. The researcher aims to target a wide age group. However, no one under the age of 18 will be participating. Data collected during the study will be held securely and kept confidential via a password protected system
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Appendix
Figure 1. Gantt Chart Time Management 
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