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ABSTRACT

At the time when new technology is emerging and CO¥®s restricting irperson meetings, the traditional
definition of presence is challenged. This research is set to investightptmhow virtual reality is examined

within the field of business toism with a focus on its sustainable factors. The research paper has been
conducted through different stages, starting with the identification of a main research question, which implies
the understanding of the use of virtual reality by distinct staketsoddlerithin the context of business tourism.

This main question has then been divided in two distinctgsi@stions, taking into account, firstly, the
perceptions of both the business professionals and providers within the industry in regards tof thigwese o

reality in meetings or conventions and secondly, the impact of Ca¥glidwards the hospitality and events
sector and what are the consequences that should be expected in the next future. In order to better analyse thes
inquiries, the thesis hdseen divided into different chapters starting with the literature review. This chapter
covers all the necessary themes from the initial concept of business tourism to the connection with,
respectively, the new technology and sustainability. Furthermormextansive overview of both the COVD

19 impact and the virtual reality, was able to provide other elements towards a fully understanding of the VR
and its connection with the theme of sustainabikty: the methodology section, fundamental was the
idenification of the qualitative model that together with the use of the-semitured interviews, allowg us

to gather specific data in regards to the opinions and overview of both the business professionals (n=16) and
people working in the VR field (n=4)aining an understanding of their general knowledge of virtual meetings,

as well as their insight towards the tourism industry, the data privacy, sustainability and the connection of the
virtual reality with the current pandemic. Through these responsessifpossible to understand how the
necessity of remote collaboration has been influencing the choice to move to online and virtual tools instead
of going back to traditional #person meetings. Nonetheless, while some respondents were intrigued in the
possibility of fully integrating remote meetings into their current routine as a permanent solution, other
respondents were rath@vourableto returning to the traditional meetings in order to achieve presence.
According to our findings, it can be conclud&dtly that the use of VR is more appropriate when a trustful
business relationship has been formed prior to the meeting. Secondly, it is not necessary to choose between
the existing solutions to go eimbracing, but rather find a golden mean betweste collaboration and in

person meetingdf VR achieved a greater role in substitutingprson meetings, it would contribute to social,

economic and environmental sustainability in business tourism.

Key words: Virtual Reality Business TourismSustanability; COVID-19; MICE; Remote Collaboratign
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1. NTRODUCTI ON

il ove talked to some people that, for exampl
completely changed their mindset, like, not that Saudi Arabia is this glowing angel or anything, or
been doing things the right way, but he basically said like hgwme to go there and like experience

t heir business and hospitality, cul tur e, and
everythingo. |l tds not al | bl ack and white. I
Business, obviously, is erof the things that enables people to travel like¢hatSai d parti c
during one of the virtual reality experiment interviews (Appendix 13, I.-281Getting a
comprehension of different cultures are merely some of the many benefits of businelssvhich

can be achieved by coming together in the shared space -pnesemce.

The emergence of new technological solutions for remote collaboration, as well as the currently
ongoing COVIDB19 pandemic, have changed the perception of conductingngeeédiot only has
business travel been cut by the pandemic but other factors, such as global financial crises get
businesses considering the costs of doing business and looking for more-faaddst options

without losing efficiency (Jago & Deery, 2010uring the coronavirus outbreak, executing meetings

for business and work purposes (MICE) in virtual ways became extremely popular (Houser, 2020).
Indeed, the CEO of Spatial providing collaboration VR explains 'timatight of COVID, we've
actually hadan intense amount of demaddabout a 1,000% increasgas cited in Houser, 2020).

Such circumstances are challenging the idea gfresence, which have inspired the innovation of
better solutions to meet in a shared space. An example of such & redlity (VR), which enables
meeting participants to join each other in an immersive virtual environment. Such technology is
described as creating the feeling of amp@rson meeting when compared to other existing
alternatives: Zoom is not a good reptement for being in the office with other people, whereas
something like VR gives you that level of presence and personifitgtitmuser, 2020) In fact,
remote collaboration in virtual reality is expected to increase in the future, and thereforegtiishre

will scrutinise the possibilities of VR in the context of business tourism. Understandably, business
tourism is highly linked to sustainability through negative, as well as positive contributions in all its

aspects; social, economic and environmlenta

In order to better explore the topic, we partnered up with MeetinVR, which is a Copeitizegeh

1



startup providing an application for organising work and business communisatigintual reality,

and who we also worked with previously during the tourism studies. The idea of meeting colleagues
and business partners in the virtual environment is chtteading at the moment, and MeetinVR is

not the only company providing a platform for such. Among others, Engage and Spatial are successful
examples. Anyway, this collaboration provided us with a possibility to use their application for
research purpose¥®Ve also established a crdssulty collaboration in order to access the required
equipment in the Multisensory Experience Lab (M&b) at Aalborg University Copenhagen. In
order to gain reflections on the topic from different stakeholder perspectieesyvited business
professional® experienced in travelling for MICB to try a meeting in VR at MiEab. Another

part of our data collection was focused on the insights from the VR industry perspective; in addition
to interviewing the MeetinVRpplication providers, we interviewed people working in the industry
familiar with the concept of MICE in VR.

1.1 PROBLEM STATEMENT

Our aim for this thesis project is the exploration of the connection between the use of virtual reality
and business meetings. More precisely, what the research aims at better comprehending, are the
business professionalsé views on the VR usag:¢
with insights from people working within the field of VR, this researets ®ut to explore virtual

reality in the context of business tourism with a focus on sustainability. Thus, the initial research
question developed is:

fiHow do different stakeholders identify the use of VR in the context of business tourism?

In order togainan extensivainderstanding and reacbnclusions on this exact research question, it

has beemnlistinguishednto the following subguestions:

iwWwhat are the business professionalsé reflect
in virtual reality?
and
fiHow has the COVIEL9 pandemic impacted MICE travel, and what could be expected regarding

the future of work and business meetinigs?



1.2 SIGNIFICANCE OF THE RESEARCH

Although studies focused on the linkage of VR and tourism have increased in the recent past, there
has been hitherto limited research on the connebtbmeer’VR and business tourisrRurthermore,

the link of VR and sustainability is an undeveloped arfegesearch due to the recent state of the
technology. On top of that, the future of work and business meetings due to €d@\WWDbscure at

the time of writing, so possible scenarios wi
VRindustrywor ker s6 consi derations. Thus, this stud

research bringing together the fields of business tourism, VR and sustainability.



2L TERATRREIlI EW

The following chapters will present the chodierature relevant and supportive to the data been
coll ected and the anal ys ilgicabffameivdrles which taaservelah e a
a guide to the understanding of actual events( Gandol f o, 2014 ,ingphe 4) .
narrative approach, this part of the research strives to predetkground of the key concepts the
research is involved with, as well as identify gaps in knowledge (Danson & Arshad, 2014). The
following chapters will present the key dimensions present in ésisarch. The following chapters

aim at helping the reader to better comprehend the relevant concepts behind the research question anc
subquestions. Furthermore, these theoretical insights will help us to analyse the primary data
collected by providing suygortive, as well as contrasting arguments, and to reach conclusions on the
chosen case.

The first part will give an overview of business tourism, discussing the phenomenon itself, the
distinction between business and leisure tourism, business touristecamdlogical development,

as well as business tourism in relation to sustainability. Next, the current impact of the global
coronavirus outbreak on the tourism industry will be presented in order to provide a base for
discussing COVIBL9 in relation to bsiness tourism and the future of work. Lastly, the development
of the virtual reality technology, as well as its use in MICE purposes, will be introduced. These
concepts are seen as relevant in order to provide a theoretical background for the anéRsrs of

the context of business tourism wiliocus on sustainability.

2.1 BUSINESS TOURISM

The tourism industry is frequently distinguished into two categories: business and leisure tourism
(Gracan & Barkidija, 2015). Due to this reseasplecifically reflecting the firstmentioned, a further
introduction to the concept of business tourism is necessary. Davidson (1994), a business tourism
researcher, defines b Businessetsusism tisocancernsedmwitha geoplé o | |
travelling for purposes which are related to their work. As such it represents one of the oldest forms
of tourism, man having travelled for this purpose of trade since very earlydimes.as ci t e
Swarbrooke & Horner, 2001, p. 3). The extensive outlines of bisstoaasm, according to Gracan,
Sander and Rudanelcugar i c ( 2 0 buBipess mieating$, wcohkerendes, congresses,

exhibitions, team building, [and] incentivetragel ( p. 337) . Regardl ess t he

4



purpose of such events of geth g t o gteshdned.r.] ideas, information and achievements, as
well as to refine [...] already acquired knowledge. (i bi d. , p. 33 §pP15@oird c a n
out that two forms of business tourism exist and that it is significant to distinguish business tourism
into these two categories: individual business travel and congress tourism (see Figure 1). The first
alternative is concerned with an imdi d u a | personbés travel due to
the 6mass formbéb of MICE such as conferences (
be on individual business trips, however, other forms of MICE, such as conferencéfttaa@ing

or educational purposes, and corporate meetings may be mentioned whenever relevant.

Figurel Forms of business tourism. Reprinted from Hf(
M. Barkidija, 2015Marketing and Business Developnt 1(1), p. 275.

As a phenomenon, business tourism is nothing new; work has been one of the principal purposes for
travelling for centuries, for instance, consider the Silk Route (Swarbrooke & Horner, 2001). Not much
attention has been drawn on the Kgaound and development of business tourism. However,
Swarbrooke and Horner (2001) argue that it is of importance to know the origins of business travel

in order to understand the present state of it.

Trading agricultural goods between villages, hence growing markets, has been considered the very
early stages of business travel (i bigpeciplist Swa
businesstravéel t hat have exi st Batcufate today griests travelliegfortheird a
work (e.g. pilgrimages), soldiers travelling due to battles or relocating into new territory, and workers

fimigrating temporarily in connection with their tragle ( e . g . seasonality of

Industialisation increased business tourism in Europe significantly from 1750 until the 1900s: the



roads and railways made travelling more convenient and easy, production increased, which made it
possible to sell and transport products abroad, and the colonisditine Asian, African, as well as

the Middle Eastern countr i e scolonfaledministtam® ( n bi da
p. 16). During the early 20th century, conferences started to take place in the US, which the hosting
cities soon ralised to bring large economic contributions, which, in turn, resulted in expanding such
activities around the world (ibid.). Furthermore, the invention of cars resulted in the increasing
popularity of domestic business travel.

Starting in the 1950s, theusiness tourism industry exploded due to several factors. Gracan and
Barkidija (2015) e wgubeaincreasad heahhological adivandements ovrais
travel, increased propensity to travel due to increased education, economic growithdisgesable

income, and expansion of multinational companies, rapid development and growth in professional
associationm ( p . 274) Other than that, reasons for
destination: positive factors such as advdneehnology, infrastructure, as wellthgimage of the
destination attract MICHelated tourism (ibid.)In more detail, particular factors related to the

dramatic increase in different types of business tourism are presented in Table 1.

Table 1

Reasons behind the growth of business tourism categorised by the types of business.

Type of business Factor

Incentive travel @ Introduction of human resource management theories and
practices based on stimulating performance at work by
offering non-monetary rewards and tangible recognition of
the contribution of key individuals

@ The rise of specialist incentive travel agencies which offer
tailor-made incentive travel packages

Training courses ® The growth of new technologies which require staff to be
trained
® The emphasis on quality and service which requires
training
Product launches ® The growing globalization of markets and the need to

market products to more than one country
@ The growth of competition and the need for high-profile
launches to raise awareness of new products very quickly
The growth of transnational co-operation in education
The increase in student exchanges
The growth of field visits in education at all levels

Education-related travel

Reprinted from ABusiness Travel and Tourism, 0 by

International business tourism has had the chance to grow so much during the last decades due to

technological development, as well as the affordability of travel around the world, e.g. by plane

6



(Lawson, 1982). Today, some of the most common reasonsdioielss travel are related to company
subsidiary visits, communication with customers, as well as suppliers, and taking part in conferences
or meetings (Gracan & Barkidija, 2015). Business travel is also seen as a method of motivating
employees (Chiang, Kg) & Ngyuen, 2012; Swarbrooke & Horner, 2001). To better understand the
importance of business tourism in the global perspective, according to UNWTO (2019), in 2018, 13%
of i nternational tourism was based omhele8husi n
business and leisure tourism often overlap, as being further discussed in the next chapter, so the
definition, as well as statistics regarding business tourism, may be vague. Indeed, other measures

show that business tourism may account up tpe80ent of all tourism worldwide (Sharma, 2004).

2.1.1THE ROLE OF LEISURE IN BUSINESS TOURISM

Leisure tourism has become a vital part of busit@massm;hence, the literature will present the role

of leisure activities in business tourism. Moreover, the leisure aspect was included in the data
collection process as a part of the VR experiment interview questions examining whether VR could
substitute the IBiness tourism experience as a whole.

As mentioned previously, a distinction between business tourism and leisure tourism exists, however,
business and leisure tourism can be closely linked to each other. For instance, motivations behind
business traveha y prirearilyito attend the meeting, but this may be part of a wider itinerary of
visits, including extended tours, or leisure interésts.( L aws o n, 1982, p . 298
activities are the ones related to work and the purpose of the tiigeanndary activities are to do

with leisure, e.g. sightseeing, shopping and dining out (Litteljohn, 2001). Although being called
6secondaryd activities, Litteljohn (2001) arg
considered essentiay the travellers (p. 118). Swarbrooke and Horner (2001) list four points, where

the overlap between business and leisure tourism frequently takes place:

1. The business traveller usually becomes a leisure traveller one the working day is over.

2. Confeences often include a programme of leisure activities in between conference sessions
for delegates.

3. Incentive travel, as we saw earlier, involves offering leisure travel as a reward for good

performance at work.



4. Many business travellers are accomiganby their partners and/or children. These
accompanying persons are to all intents and purposes leisure travellers for all or most of the
duration of their trip.(p. 10)

Furthermore, incentive travel, as one of the typologies of MICE used as a wayatd fer good
performance or motivate employees, is rather based on leisure tourism than business activities, hence

building a connection between these two sorts of tourism (ibid.).

On top of t hat , i n recent y e awosr,k ctathe onhér ma v ¢
popular, mixing the distinction of the leisure and business perspective even more. The terms stand
for combining business and leisure travel together, e.g. by extending the business trip for a few more
days for vacahtei oRi speuropfo stense (BilTei sure Travell e
popular due to the fact that it can be more convenient, affordable, and make the business trip more
pleasant, as the traveller can i.e. experience the place they visit, as well astivhatzges they fly

and the accommodation (ibid.). Numerous studies based on business tourism point out that most
business travellers have added some additional time to a business trip for leisure purposes (Expedia
Group Media Solutions, 2018; Reid, 2018urthermore, many believe that bleisure travel will
increase in the future (Reid, 2019). All in al
leisure activities as important, which is intriguing taken into account the increasing usenofdgy

in business communications.

2.1.2 BUSINESS COMMUNICATIONS IN THE ERA OF DEVELOPING TECHNOLOGY

Swarbrookeand Horner (2001), suggest in their book, written nearly 20 years ago, that the developing
information and c¢communi widet and compuercconfer@ncioggas el | i
asvirtualrealiyp pl ace a t hr theaoveralh demias forbgeneral businessrrgeel i( p .
20). Nevertheless, they also mention the social aspect and the possible lack of personal contact when
comparing the developing technological alternatives to regular business travel (ibid.) Denstadli and
Gripsrud (2010)ntroduce four models of possible relationships between telecommunications and

travel:

1. The substitution hypothesis suggests that the use of telecommunications eliminate trips that
would have been taken if the technology was not present.



2. The complemearity hypothesis implies that telecommunications have a generating effect
on travel causing additional trips that would not have occurred in the absence of the
technology.

3. The modification hypothesis proposes that telecommunications may change, thrtme
destination, etc of a trip that otherwise would have occurred.

4. The neutrality hypothesis suggests that there is no impact of one on the other, meaning that
travel and telecommunications in effect operate as independent communication systems.
225)

While leisure travel may be concerned with all four suggestions, business travel studies frequently
focus on the first two alternatives (ibid.), which also seem the most relevant to this research. The
substitution theory is relevant due to mdagtors, such as saving time, costs and environment by
using telecommunications to substitute travel for meetings (Denstadli & Gripsrud, 2010; Douglas,
Lubbe & FabrisRotelli, 2013). According to Toffler (1980), substituting travel with
telecommunicationdas certain practical spwifs, such as reduction in stress and-pemmanent

shortt er m r el at i o ngdaterpacietal stabiligwe(l d s acsi tied i n Den st
2010, p. 225). Figure 2 presents the most prominent reasons for subshtigingss tourism with

video conferencing, based on a study conducted in Norway.

Time savings 91
Reduce travel costs

Improve internal contact

Increase efficiency of decision making
Reduce travel fatigue

Improve contact with clients/suppliers

Internal training/upgrading

Save the environment

100

Figure2 Reasons for adopting vi deamF accoen fbeyr eTnrcaivneg . oRe p
M. Denstadli & M. Gripsrud, 2010, p. 229.



Denstadli andGr i psrud (2010) al s o men tassones thahthet totat h e
amount of interactions (including both travel and communication) is not affected by specific
assignments to either mae ( p p6). Fuhzrbnore, with easier and more aftdid access, the
substitution hypothesis suggests that there will be more competitiveness among businesses (ibid.).
The complementarity hypothesis, instead, argues that telecommunications would increase the need
for travel. Denstadli and Gripsrud (201Gtlbusiness tourisirelated caused for increasing need for

travel:

1 Telecommunication increasing labour efficiency which frees time for additional (and more
desired) business travel. For example, having a business meeting over video can free time to
atterd a conference at a nice location.

1 Telecommunications allowing for more geographical dispersion of organisations, increasing
travel between the dispersed offices/plants.

1 The globalisation of markets which implies more international business travel and

comnunications.(p. 226)

Since the beginning of business tourism, facé ace meet i ngs h atkeemodh e e n
effective ways of doing business, seeking out new markets, exchanging ideas and communicating with
colleagues and customers alik®dnstadli & Gripsrud, 2010, p. 217). Many reasons behind this can

be identified; for instance, garesence allows one to understand thattendee better through facial
expressions, establish trust thr oughbydakiege ss i n
time and spending money on travelling to the meeting (ibid.). Taking into account the long history of
business travel, it is understandable that humans are accustomed to a certain way of business
communications and find a shift to remote commaitimn less productive. Although video
conferencing has taken over many events of work and business communications, especially recently
during the times of the COVH29 pandemic, many studies still suggest thggarson encounters are
needed in order to nrdain personal relationships in business (Denstadli & Gripsrud, 2010; Douglas

et al., 2013). In more detail, Table 2 represents types of meetings that are appropriate and possible to
Ssubstitute with remote communi c grofleampactng tthe f a c t

possibility to substitute travel.

Table 2
Types of business communications and organisational factors impacting the choice between technology and

in-person business meetings.

10



Suited to the use of travel alternatives
Internal meetings

Urgent meetings

Status meetings

Client interaction

Attending a conference

Collecting information before approaching a client
Second-meeting tool

Not suited to travel alternatives
Negotiations

Disciplinary and performance hearings
Sharing confidential information

Types of business interaction

Size

Location of offices
Organisational profile Local/international

Organisational culture

Type of industry

Reprinted from ATravel or technology? Business fa
B. Lubbe, & I. FabrisRotelli, 2013,South African Journal of Economic and Management Scied6€3), p.
285.

In addition to the different types ofemtings and organisational profiles, it is important to keep in
mind that while remote communication might work for some sectors, others find it extremely difficult

to replace MICE. The industries especially suitable to substitute travel with VR meetihs w
introduced in chapter 2.3.1. In the adoption of new technologies in business communications,
Swarbrooke and Horner (2001) identify the fast development of technology as a potential problem:
fiThe pace of technological change and the nature of neelafguent may render much current
investment obsolete, very quickly. This could be very expensive for organisations that invest too
heavily in technologies that will soon be outdabed. ( p . 228) Meetings in V
concepts can turn ogtrroblematic in convincing companies to invest in such remote collaboration

due to concerns of finding future technology more efficiently.

2.1.3BUSINESS TOURISM AND CONSIDERATIONS ON SUSTAINABILITY

It is no surprise that business tourism brings signifiteenefits for destinations. Nevertheless, the
increasing travel has its drawbacks as well; for instance, the environmental impacts are negative. The
following parts of this chapter will give an understanding of the contributions of business tourism to
sustainability. Mair and Jago (2010) point out that it is particularly challenging to produce definitive
figures on the contribution of business tourism to sustainability due to the lack of global data on the

subject, as well as differing figures and defonis depending on the part of the world. Nevertheless,
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the following parts discussing economic, environmental and social sustainability will take into

account the few existing studies on business tourism and sustainability.

EcoNowmic

Althoughbusiness tourism covers merely between 13% and 30% of the overall travel (Sharma, 2004;
UNWTO, 2019), business tourism, or MIGEo t i vat ed t our icstimgedgds acnodn s i
cruci al part of t he over aHigh indoreper singlendestimatolm st r vy
(Gracan et al., 2010, p. 337). The importance of MICE events in national economies is due to the fact
that MICE travellers generate high income by consumption (Gracan et al., 2010; Mair & Jago, 2010).

It has been estimated that,amerage, a business traveller spends approximately two to four times
more than a leisure traveller (Swarbrooke & Horner, 2001). Indeed, business tourism is hitherto one
of the industries generating the largest profit in the tourism sector (Gracan &ipa@2@d5). Figure

3 depicts global business travel spending since 2000 in order to gain a better overview of the growth
and significance of the industry. Furthermore, estimates (before the outbreak of G@Mi2dicted

that business tourism and the eaomnc revenue from it will only keep increasing in the coming years
(Lock, 2020). However, business tourism is mostly concentrated on urban destinations, where it can
be the major type of tourism (Swarbrooke & Horner, 2001), and therefore, the revenbe$ioass

tourism is not distributed worldwide. Hence, in some parts of the world, business tourism is
considered more important that the development of leisure tourism due to these certain destinations
h a v ino ipterést in developing leisure tourism][for economic or political reasois ( Laws o n
1982, p. 298).
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Given the major economimntribution of business tourism, it is not strange that business travellers
are the primary target of many destinations, as well as businesses, such as airlines and hotel chains
(Swarbrooke & Horner, 2001). According to Litteljohn (2001), estimates ef hohover created by
business tourism vary between 45 and 62 per cent, being more focused on the luxury sector rather
than economy sector. Same applies to airlines: business travellers often travel in business class, which
is more valuable for the airn Furthermore, business tourism creates employment which other types
of tourism would not be abl e t o do unigliegphysicain st a
facilities such as convention and exhibition cenires( Swar br oo k e p.&v).@otopoe r , 2
that, the services of e.g. local photographers, printers and florists are often needed for business
tourism settings (ibid.). Destinations are particularly interested in hosting business travellers, as they
can provide the locals with geround employment, especially during -piéak seasons, such as

summer holidays (Gracan et al., 2010; Swarbrooke & Horner, 2001).

Through business events, as well as tourism activities betweerr@latkd tasks, business travel is
profitable and a posite factor to the economy of a country. The requirements and expectations of
business travellers differ from leisure travellers in terms of value for money, comfortability, as well
as accessibility, and therefore, business travellers are willing to sgerdormeet the requirements
(Swar brooke & Hor ner indiréetl Ppayhigherfaxes which can theh e usedh e y
to fund environmental or social programs, thereby benefitting thechos. Gr acan & Bar ki
p. 274). Hence, it can begared that business tourism brings more of a positive contribution to
sustainability rather than negative. However, the environmental and social impacts are to be discussed
in the next parts of this chapter.

ENVIRONMENTAL

When considering thenvironmental contribution of business travel, it is mostly negative. What may
first come to mind, is all the Gdrom the required mobility in order to reach the business events.
According to Denstadli ang Gripsrud (2010), air passengers travellingdimelss purposes are more
likely to increase air travel in comparison to leisure passengers. An example from Norway shows that
businesgelated trips accounted for 56 per cent of domestic air travel and 41 per cent of international
in 2007 (ibid.). Furtherwre, it is common for business travellers to rent a car in the host destination
for more convenient accessibility from a destination to another (Swarbrooke & Horner, 2001). Thus,
the implementation of technological solutions to substitute business saudleémely appealing in

relation to environmental sustainability.
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The environmental contribution of business travel, however, is concerned with much more than
merely the transportation. As mentioned previously, business travellers frequently have higher
expectations and needs, and in order to meet these requirements and create higher revenue, the hos
ai ms at anfogettbhlerverd,awhoéch often turns out to be
t e r mexcesdive dnergy consumption and wasteymtimh before, during and after the events
(Gracan, Sander & Rudandiaigaric, 2010, p. 338). Especially larger business events tend to
negatively contribute to environmental sustainability due to the use of disposable materials, e.g. for
meals, which lar on becomes waste, as well as spending enormous amounts of energy to lit up or

heat the event space (ibid.).

In recent decades, sustainability in tourism has become more important on an individual, as well as
organi sati onal being enlerdced asTbesl practice by many ounfiies around the
worldo ( Gr ac an , 215Ba274 Asdbusiness tourism is a significant contributor in the
overall tourism industry, the implementation of more sustainable practices is also taking place in the
business tourism sector. Furthermore, according to Gracan and Barkidija (2(:15¢sb travellers

fiare growing increasingly interest in environmeniasues andare beginning to incorporate
sustainability into their consumer purchase decisionss (i bi d. , p. 274) To me
hosts have implemented various green fzaes into their functioning, i.e. greener energy (e.g.
produced by solar power), greener options for transportation, and incorporating sustainable products
(e.g. wooden cutlery instead of plastigean (Gr a
meetingg has been introduced in order to allow m
Sander&Rudancit ugari c, 2010, p. 3 3coJerall abgedsoiehestnatpgy s o
planning involved in the process of organising the cosgrer event from the selection of
environmentallyoriented sites, serving the local food, use of recycled and recyclable products and
renewable energy sources in order to minimise the negative impact of holding business meetings in

the host city environrmeno (i bi d., p. 337)

Although business tourism may bring travellers to tourist destinatiorsea$ion, Discala (2019)

argues that business travellers contribute to overtourism problems as much as leisure travellers.
Overtourism occurs when adestinatsniover cr owded by too many vi si
carrying capacityo (UNWTDO, 2018) . Overcrowdi
negatively, as it produces unwanted environmental changes, can be destructive to cultural heritage

and infrastructural constructions, as well as negatively impact the quality of life of the local
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community and the travellers6é experiencteo (i bi
manyp Vvi sitors, overtour i s ma,j2619)aFadorsg.a. lqueuing tinike] e c t
increased fees, as well as economic revenue deriving from tourism can influence the perception of
ftoromanp. On the contrary, destinations can al so
to seasonal causds. this way, business tourism can be beneficial for undertouristic areas, as this
type of tourism occurs regardless the time of the year. However, business travellers rarely get to
choose their destination, as it comes to primary event they are atteBdsigess travellers can,

nevertheless, impact on these sustainability issues by deciding where to spend theirdire off

SOCIAL

In comparison to environmental and economic contributions, the social aspect may be less
outstanding, however, businesautism still has an impact in social sustainability. As already
mentioned in the discussion of overtourism, overcrowding of a destination can negatively impact the
everyday life of the local community, for instance, by increasing prices, making accesisdiier

e.g. due to traffic, and harm the infrastructure of the destination (UNWTO, 2018). In addition to this,
in overcrowded destinations, and especially in destinations where the (business) traveller is wealthier

in comparison to the local populatiarime can increase (Swarbrooke & Horner, 2001).

As positive feature of business tourism, it can generate employment in the host destination, especially
when considering activities that other types of tourism are not concerned with (Swarbrooke & Horner,
2001). Furthermore, due to the requirements of business travellers, this type of tourism can enhance
the infrastructure of a destination (ibid.), e.g. airports, which may be attractive to the locals, as well
as leisure travellers. In addition to these pesifeatures, business tourism can sustain partnerships

across the globe, as well as encourage more international collaboration (ibid.).

2.2 THE IMPACT OF THE CORONAVIRUS OUTBREAK ON TOURISM INDUSTRY

The impact of COVID19 outbreak on the tourismdustry has hitherto been devastating. According

to UNWTO (he te2rdmplete loékdown imposed in response to the pandemic led to a 98
per cent fall in international tourist numbers in May when comparedto8019. n ot her wor
is a shortag of 300 million international tourists and a loss of US$320 billion in economic revenue
from tourism (ibid.). In comparison to the Global Economic Crisis of 2009, the impact of GO¥ID

has, at the time of writing, generated three times greater loss).(ilbidnany regions around the
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world, not only international border crossings were restricted but the locals were told to stay in their
city of residence. In other words, domestic tourism &vaand, in certain areas is still limited. All
this translates to business tourism as well, as it has been restricted in the same way as any other type

of tourism.

Given the current situation towards the coronavirus issue that has affected the whole planet, several
institutions develop arious possible solutions or patterns to follow, in order to get the tourism
industry back on track. Among these, the most prominent tourism institution, UNWTO, has
developed a strategy in response to the crisis in the tourism industry caused by-CIDMIDrder

to restore the industry in the most rTeOnei ent
Planet Vision 0  w ledllscfor responsible recovery for the tourism sector, which is founded on
sustainability, to build back better. [...] Thaesibn will support the development and implementation

of recovery plans, which contribute to the Sustainable Development Goals (SDGs) and to the Paris
Agreement ( UNT WO, 2020a) . Thus, at a time when
embarking on theath to recovery, the time is right to keep advancing towards a more economically,
social, and environmentally sustainable tourism model. The connection with positively contributing
to over and undertourism issues, in this case, is key to proceed towardgainable development

of the tourism industry (UNWTO, 2020a). Business tourism, having such a significant role in the
overall tourism industry, proceeds to become more sustainable in thé @U$D-19 world.

Business tourism was the first type ofiiem to start the recovery process, as some countries, such

as Denmark, allowed only essential travel, which business tourism belongs to, in the early stages of
re-opening after COVIBL9. All travel, however, was recommended to be avoided and execution of
business meetings was suggested to be e.g. via video conferencing. The extreme change from face
to-face into remote also meant that many companies became interested in experimenting the new
ways to allow the maximum level of productivity under such cir¢antes (Nichols, 2020). This led

to dramatic increase in the implementatio® othe previously unpopular alternatige VR in work

and business communications. At the time of writing, the pandemic is still ongoing, and the above
mentioned recommendationeatill relevant in many countries across the world. Although business
tourism was the first to begin the recovery process, it has been anticipated that the recovery will take
the longest for business tourism, e.g. due to the replacement of meetingsciwitblogy (Curley,

Garber, Krishnan & Tellez, 2020). However, Curley et al. (2020) argue that business tourism will
return but it will happen in phases (see Figure 4). It is yet to see, whether technological solutions are

appealing enough to substitutavel for meetings in some sectors.
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2.3VIRTUAL REALITY TECHNOLOGY

As discussed previously, the concept of VRusiness communications has gotten attention in media
to a great degree lately, yet the technology itself and the phenomenon of virtual envirghiashts

are not new inventions. Indeed, the early forms of virtual reality began already approximately 50
years ago (Slater & Sanch®wves, 2016). During these decades, VR has been an unknown
phenomenon before reaching the attention of the public in the 1980<986s and being declared

a sthefbeginning of a new era, when VR would soon change the world for thébetei b i d . |,
Soon after, VR vanished from the public and did not appear again until recently (ibid.). Moreover,
the hardware needed for the use/R has changed over the decades, and today, the most common
hardware required includes a highrformance computer, the VR headset, touch controllers, as well
as sensors. A further description of which equipment was used in the data collectiomesfetish

will be presented in the methodological cha3tdr. 1
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Nevertheless, what has not changed during the entire existence of VR, is the conceptual framework
of presence experienced in the virtual environment. VR provides -amimérsive experience
allowing the user to isolate themselves from the physical world and experience a 3D virtual
environment frequently replicating the physical world (Slater & Sanbfvas, 2016). Although the

user often appears in tMEsin the form of an avatar, VR is alilereplicate the body movement, as

well as the voice of the user raahe. The term presence is said to distinguish VR from other types

of technology and hardware, as it is more concerned with the human experience (Stauer, 1992).
According to Stauer (129) |, p r e s edefined ag thensenbeeof b@ing in an environment
wher eas t el eprtheseparience of gresence tinham renviidnment by means of a
communication mediuin ( p-P)..In othdr words, presence would refer teparson faceo-face
meetings, as well as virtual reality, and telepresence to communications e.g. through video
conferencing. Although in VR, interactions happen through a medium, many studies show that the
experi ment makes one tthergd eie irtualleevitodment (Slater &e pr
SanchezVives, 2016; Stauer, 1992). This feeling can be achieved in all use cases of VR regardless

whether it is for gaming, education or remote collaboration.

Numerous recent studies have focused on the opportunities of téRrism industry, particularly in

the times of the coronavirus pandemic. For instance, the ability of replacing travel and sightseeing
experiences during the global travel restrictions has been researched to a large extent, perhaps, due tc
many leisure etivity providers are offering remote virtual services, e.g. several museums provide
people staying at home with virtual tours. Nevertheless, researching the connection between VR and
leisure tourism is no& focus on this paper, and hence will not be theorised further. Instead, this
research is concerned with the implementation of VR in business purposes, which the next chapter

will give a background for.

2.3.1 THE USE OFVR IN BUSINESS PURPOSES

Alongwitht he devel opment of VR, virtual r ocmsg and
togethed i1 nshaved spaaé ( R eeta.s2007, p. 134). The purpose behind this development
was to allow remote meetings while still having the feeling of being together. Indeed, the virtual
environment meeting attendees are not required to be in the same physical space, but irestead, tak
part in the meeting remotely through a communication media, which in this case, are the VR devices
and the application allowing the sharing of the virtual space. According to Reidsma et al. (2007) such
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fulfils the criteria of a meeting, which can be deé d am@ @rgariised process of people coming
together focusing on a common topic or task. ( p . 134) When conductin
technol ogi cal me d i communicatioreand language,l haman penceptooh andi
social interactiom a r alerad @ascsucial (ibid., p. 134), as these would be present in a physical
in-person meeting as well. Such translations allow thatmmdee to interpret the behaviour of the

other, which in turn, has an influence in forming a personal relationship eitbthler, as discussed

in chapter 2.1.2.

When it comes to the usage of virtual meeting rooms in different industries, some parts of architecture
and design could be improved with VR, e.g. interior design could more easily be customised in the
virtual spae without having to use actual materials for the interior planning (Turnage, 2020). VR has
also been implemented in engineering. To further explain thisn8dels, e.g. of a building or a
specific product, presented in a virtual environment allow peopfedan immersive mannetew a
realscale design in the middle of the space, as well as plan and comment on it together (Appendix 4,
[l. 38-43). In addition to this, the use of VR for teaching and training purposes has become an
important asset in the Héacare industry, e.g. in terms of international meetings and teaching students
remotely (Slater & SancheéZives, 2016). In such purposes, itis also possible to learn about operating
the patient virtually instead of operating an actual person, whicloteourse, be debatable whether

the virtual version is realistic and accurate enough.

The use of avatars in VR meetings has been both criticised, as well as praised. Factors, such as eye
contact and expressive behaviour are considered as values thatnwttesds of remote
communication fail to transmit (Slater & Sanchérzes, 2016). However, the lack of facial
expressions, as well as being in the shared space rather with an avatar than a realistic human being,
are described as disadvantages of virtuating rooms. As explained by Slater and Sandfiges

( 2 0 1ab )deal farm of shared VR would require rtiahe full facial capture, eye tracking, real

time rendering of subtle emotional changes such as blushing and sweating, subtle facial muscle
movemets such as almost imperceptible eyebrow raising, the possibility of physical contact such as
the ability to shake hands, or embrace, or even push, and&o of.p . 27) Such addit
VR meetings superior to video conferencing and would moreylédiw the substitution of physical
faceto-face meetings that require travel (ibid.). This has directly to do with the authenticity of the

experience.
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Rather than focusing on objectivelated authenticity, looking at activitglated authenticity seesm

more appropriate when studying the authenticity during the usage of avatMSsfWwang, 1999).

Although the experience happens through an object, the authenticity is more involved with the
immersive experience that one enters when using the devibeedn existential authenticity is
concer nedstatwofbdingd heh ér e t he s e ns-persandl relatiortiships,nt i ¢
sensations, feelings and kinesthetics are considered significant (ibid., p. 359). This type of
authenticity is distingwshed into intrgpersonal and intgpersonal concepts, where the first one has
todowithsei dent i t vy, badily sealibgpbo 6 $ badd, 6 p. 361) . Fur 1
fisearch for authenticity of the Otleer (i bi d. |, p . 3 6 drijicisrw of avathrs. The s e €
l atter i s r atsénserof authemtic togetherness iarnd fan afithentielatonship 0

whi ch can be enh anntehdmab rglatianshiph esnu d Jwrasdrsge (o 864). A

The abovementioned additions order to make the experience more realistic, i.e. by facial capture

and eye tracking, raise peopledbs concerns rel
Henri ksson (2018) recogni s e snecassitate theccaittion amds , a
processing of mord and more intimat® personal data than any othermedia ( p. 57) . Su

is been collected during the entire use of the device. In addition to this, as any modern application on
any type of device, virtual reality games and applications collect data during the use of the application.
Although Henriksson (2IB) mentions that the EU General Data Protection Regulation (the GDPR)

i shighly relevant to most anyone active within the field ocbVRand i s particul ar |
the protection of biometric data (p. 57), the VR devices are still able to callgctdsita from the

u s e Irisar retina scans, fingerprints, face geometry, handprints, and voice prints are needed to
experience the realism of virtual and augmented reality.( For t al e z a, 2019) S
recognition of the user and incombina@ n wi t h what can be fowlhd on
further increase the level of detail with which an individual can be analyse A1 | en & Over
p. 3). As data protection regulations vary in different areas around the world (Henr&3%8}), it

may be hard to establish crassrder collaboration in VR.

As mentioned previously, after the outbreak of the coronavirus, the virtual meeting rooms reached
popularity as a medium of business and work communications due to the ability to na@et in
immersive shared space and limit the disruption of COW®Nichols, 2020). When it comes to the

future of VR, it has been estimated that VR will be used for both leisure and professional purposes,
and that the industry will only keep growing (So&@19). Understandably, there is a lack of research

on the future of business meetings, as nothing definitive can be said. The analytical chapter 4.2 sets
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out to comprehend the business professional so

communications.

2.4 CONCLUDING REMARKS ON THE LITERATURE REVIEW

The literature review chapter has reviewed the concepts relevant to build a case around the impact of
the application of VR on travel for business, where at the moment, a gap of knowledge exists. The
key understandings are the basis of business tourisiorebeind after the development of
communication technologies, sustainable considerations in business tourism, the emerging of
COVID-19, as well as the use of virtual reality in business communications. By combining these
theoretical insights with the primadata collected during the research process (further explained in
the methodology chapter), the purpose is to contribute to the comprehension of the state of VR in the

context of business tourism widffocus on sustainability.
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SSMETHODOLYOG

This chapter comprises the subchapters that are necessary to comprehend the methodological
processes implemented throughout the thesis. Firstly, ontological and epistemological considerations
within the philosophy of science will be presented in ordeustify the research perspective. This

will be followed by an explanation of the case study model, as well as choice of the approach. The
third section of the methodological chapter will define how the data was gathered through the
description of the expeme nt pr oces s, as wel |l as the interyv
interview structure and ethical considerations. Lastly, a chapter regarding the limitations throughout

the research process, particularly during the pandemic, will be presented.

3.1 PHILOSOPHY OF SCIENCE

This segment will compromise both the ontological, epistemological and methodological overview
of the research paper. In orderitgpect and fully understand these concepts, several researchers
identified different paradigms. As mentioned bycoln, Lynham and Gub#2011) in fsocial
research, the term Aparadigmo i s usedbasiceetr ef e
of beliefs that guide the actions and define the worldview of the researebkg@ited irkKaushik and

Walsh 2019,p. 1). Thus, the notion of paradigm is the basis to understand and define the point of
view of the research that will be conductedhe paper. Various are the paradigms identified by the

researchers throughout the last decades; among these the most relevant have been identified:

1 Rynes and Gephardt (2004) refer to positivism, postpositivist, interpretive paradigms
and critical posmodernism.

1 Creswell et al. (2007) point to the positivist, postpositivist, constructivist, critical and
feministpost structural approaches.

1 Blusteinet al. (2005) refer to logical positivism (denoting positivism), postpositivism,
and social constructionism.

1 Ponterotto (2005) categorises to positivism, postpesm, constructivism
interpretivism, and critical theory or the critical ideological sten¢ O6 N& i | |
Koekemoer2016, p. 3)

Although each researcher has its own paradigm defined a common cluster can be acknowledged, such
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a spoditivism, postpositivism, interpretivism, constructivism, critical theory, postmodernism and
pragmatisnd (i bid., p. 3). The constructivism par ac
thesis, as it fits the characteristics of the main topic, the analysis and interpretation of the research
guestion. The constructivism paradigm viiéthen conequently further analysed in three different
points, the ontological, epistemological and methodological sections (Guba and Lincoln, 1994, p.
108).

3.1.1 ONTOLOGICAL CONSIDERATIONS

Ontol ogy, as mentioned by Gu bwhatasrhd formianmdoaiuren ( 1
of reality and, therefore, what is there that can be known aboat it p . 108), there
understand the notion of reality, with the identification of its features. Nonetheless, everything has to
regard the concept odalness, whether other concepts that cannot be directly conducted to this notion
are to be considered outside the ontological framework (ibid.). As previously mentioned, the
paradigm that will be analysed is the constructivist one. As discussed in Guh&aeoln (1994),

the ontological aspect of the constructivism paradigm implies a relativism facet, whose reality is
entirely defmmmadeomteit coof t hkefipeople directly 1in
the reality (p. 110). This relativismspect relates to the thesis, in terms of shaping the content,
considering the views of the business professionals and the people working in the field of VR to
respond to the research question. Furthermore, such view is confirmed also by Kaushik and Walsh
(2019), whom mention that the researchers have to comprehend and discuss the opinions of the
parti ci pant s, subjeativeaneahiags of tthe phgnantena ( fip . 2) , t hus,

rel evance of othersd vi ewsectvereatht ai n an over a

3.1.2 EPISTEMOLOGICAL CONSIDERATIONS

In this subchapter, the concept of epistemology has twonsidered, in order to have a full analysis.
The concept natuke efshe ielgtianshegpHetviednghe Knower or wdngddknower and

what can be known ( Gu b a g 1084, . 109),cthiud implying he necessity of a connection
between the individual and the findings that the latter can gather. In terms of epistemological
considerations, the tersubjectivismimplies that the data gathered is subjective, meaning that the
latter is created at the same time as the research is proceeding (ibid.). Consequently, it entails that the

necessary findings are not concepts that are alreaeyxmtent, but rather they will be created and
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further understood throughout the continuoesearch. This notion consistently corresponds to the
inquiry of the thesis, implicating the use of sestiuctured interviews, which allow the researchers

to gain new findings about the topics presented together with the collaboration of the participants
(ibid.).

3.1.3 M ETHODOLOGICAL CONSIDERATIONS

Last subchaptemn the phlosophy of sienceregards the methodological aspect of the analysed
paradi gm. The met hhowlcar the qquirec (ovouhthe knomer)gge aboufiinding

out whatever he or she believes catkbewn®d , meani ng t hat there are ¢
in order to obtain the data needed for the rese@ala and Lincoln1994 p. 108. Among these

the use of qualitative or quantitative patterns, which will be further explained in the net@rchap
Nonet hel ess, the specific met hodol tanyenelitical t hi
and dialecticab ( ,phllld the investigation puts particular emphasis between the interaction of
researchers and participants, which would alli tlevelopment of more complex and unique
findings throughout the research.

3.2 CASE STUDY RESEARCH

According to the social research pattern, the identification of a case study is needed, due to the nature
of the research. A case studgasidered as an important part of the methodology since the research

is focused on a specific topic (Brym&®12).Furthermore, case study meth@tsuseful when the
research gquest i dinowdbd nasn daté wahnysdw esroi nmeg $fion c2008,I p h e
p. 4). This research is concerned wititperson business meetings in a virtual environment with a
focus on sustainabilitylhis specific topicdue to the pioneering research questions and areagthas

been studied thoroughly, thukis research paper will be exploring a new topic in a different way.

This is a characteristic of revelatory case design, wihich i n v o |layphembmenopteviousty

inaccessible to scientific investigatiflin, 2009, as cited in Bryman, 2012, p. 70).

3.3 THE CHOICE OF THE QUALITATIVE MODEL

There are two different types of models that have to be considered for the research methods:

guantitative and qualitative; for this specific research paper the qualitative model has been chosen, as
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it fits better the aim of this thesis. As defined by Bryma ( 20 1 2) in his book
Me t h o Qualdative fesearch is a research strategy that usually emphasizes words rather than
quantification in the collection and analysisofdata. (p. 380) I ndeed, for t
focus has been ipninted in the quality of the interviews rather than collecting large aggregates of
interviews. Furthermore, a qualitative approach involves the understanding of the thinking design and
the views of the people involved in the research, also called partisipHammiberg Kirkman &

de Lacey2016). As mentioned by Hamnh@rget al.( 2 0 1e&periencé, meaning and perspeaiive

from the participants are of relevance in the choice of the qualitative model (p. 499). Thus, the main
aim of the research is to identify patterned opinions and responses that would help the researchers
comprehend and analyse the research questions aiBn®nedSuch seeking for patterns resulted

in constructing a thematic analysis, discovering similarities and diffegfigctions.Finally, as
mentioned by Baxter and Jack (20@8¢ qualitative model represents a more reliable choice as it
fiensureshat the issue is not explored through one lens, but rather a variety of lenses which allows
for multiple facets of the phenomenon to be revealed and undetstood.p . 544), thus,

researchers to get more discerning and insightful data regdinéitgpic.

3.4 DATA COLLECTION

Another important step towards the final outcome of the research is the data collection. As mentioned
by Kabir (2016)suchiis the process of gathering and measuring information on variables of interest,

in an established systematic fashion that enables one to answer stated research questions, test
hypotheses, and evaluate outcomes | n f act , ,the marioushmethods im@emented to
gather data will be explained, ranging from the experiment to the interviews, the selection of

participants and secondary data.

As for qualitative research, the trustworthiness of the research needs to be mentionetpastant
pillar of the methodology section. In order to understand the reliability of the methods and data used,

four criteria have been chosen:

1. credibility, which parallels internal validity;

2. transferability, which parallels external validity;

3. dependability, which parallels reliability;

4. confirmability, which parallels objectivitygBryman 2012,p. 390)
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The notion of credibility corresponds to how the collected data can be further enhanced using different
techniques (Patton2002 Stumpfegger, 2037 In order to ensure credibilitythe method of
triangulation is usedvhere data i.e. from multiple theoretical perspectarss$ sourcearebrought
together. Forinstance,ar i ous | i terature is employed toget
i ndust r yreflacbonskTeanste@bility, instead, regard legitimacy that can be attained
through the outside context and hypotheses (Stumpfe2@&r; Trochim 2016). Transferability is
supported by providing detailed descriptions which enable the reademioare the case to other
cases (Bryman, 2012pependability is required as it needs to be a proper substitute for reliability,

as there is the necessity to prove the findings achieved in the experiments and within the sphere of
the gathered data (Lincoln & Guld#85; Stumpfegger, 20)7The ensuringf dependability is done

by properly documentingverything included in the research process, such as audio recokaisigs.

but not least, confirmability represents one of the most important concepts, as it is attainability
through a full detachment arabjectivity in regards to everything related to the provided data,
secondary and primary, as well as interviews, recordings or any material provided within the research
(ibid.). While objectivity is hard to avoid due to poteryabiased opinions of theusiness
professionalsand the VR industry workerdlifferent viewswill be contrasted in the process of

analysing the empirical data.

3.4.1VIRTUAL REALITY EXPERIMENT

The experiment was held in the-called MElab, the Multisensory Experience Lé&ee Figure 5)

located at Aalborg University Copenhagen, between the beginning anrsdiAdigust, where 16
participants took part in the process. The researchers decided to pair the participants based on the fac
that they already knew each other inl tda to give them a smoother experience throughout the test.

The experiment was then followed by an interview, where both participants are interviewed at the
same time, in order to get a better insigid the thoughts and opinions of the participaotsards

the various themes. There was no fixed schedule throughout the experiment although, as a wide
raging track, the participants were directed to experience the VR headset and app following these

general guidelines:

1. Participants choose the guest@aut;

2Participants can change their avatarsa?o

26



3. The patrticipants start exploring one of the virtual rooms;

4. They can try a variety of options, from writing on the tablet, i.e. taking notes, to
interacting with the other participant;

5. Partcipants can also switch seats in the various virtual roants;

6. Participants can also have a look at the presentations through the main board present

in every virtual room.

These steps were generally followed, but liberty towards how to use the device was given to the
participants, in order for them to fully experience every aspect of the app. At the end of the VR
session, interviews were arranged, pairing the two partigpaatthat they could answer a series of
guestions related to the topic.

Figure 5 The Multisensory Experience Lab. Source: Authors.

THE DEVICE AND THE APPLICATION

As the experiment was held at the MBb located inside the university, the researchers were able to

use a variety of devices to proceed with a successful experiment. Fundamental were the use of the
virtual reality headset, scalled Oculus. As mentioneg Bardi(2019)i n hi s articl e @YV
Reality? [Definition and Examples|iivi r t u a | Real i t ydcagnizaddessompaonenme d i
is the heaegmounted display (HMD). Human beings are visual creatures, and display technology is
often the singléiggest difference between immersive Virtual Reality systems and traditional user
interfacesd Thus implying how the headset itself is the most important feature towards a full
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immersion within the virtual reality (ibid.). Moreover, Baf@dD19)emphasies the importance of the

audio while using the virtual reality headset; in fact, in order for the user to be fully immerged within
the virtual reality world and has a better regactowards the environment that the participant can see

in front of him. In addition to this, the headset is composed of different pieces that are necessary for
the full functionality of the virtual reality; among these there are the two sensors, ngdestae
calibration and movement reading, the two touch controllers, generally for hand movements and the
headset, which allow the users to dive inside the virtual reality. Last but not least, the computer used
is also important, as the system and preceseed to be u-date and able to run the program on

the virtual reality (MELab, n.d.).

In regards to the app, the researchers have been collaborating with the company MeetinVR, a
company that works within the business industry andcheeted an app, where the users can meet
reattime using avatars and have virtual meetings through the use of virtual rooms (Meetid)/R

The app itself has several different options in terms of virtual rooms for business meetings, ranging
from a smallroom with limited number of seats for defined topics to discuss to the rooms for
brainstorming ideas and debate more freely, the area dedicated for bigger events and the standard

room for usual meetings (MeetinVR.d).

Figure 6 Example of a VRsession: Author using the device and application. Source: Authors.
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ENCOUNTERED ISSUES THROUGHOUT THE EXPERIMENTS

Throughout the experiments, there has been a fair amount of issues that the researchers have tackled
in order for the experience to becomerendruitful and integral. Among these, some of the most

evidentwere:

The internet functionality in certain computers that was not working properly.
Issues related strictly to the app, like the necessity to get a security code from the
provider,which was initially impeding the connection between the computer and the
headset.

1 The app crashed several times, as the computer probably could not handle the app
functionality running for a long time.

1 The controllers had some problems and were not ghrfegnchronized with the
computer, thus having a delay in terms of manoeuvrability and compatibly.

1 Minor issues were related also to the headset with one of the earphones not working

fully, but it did not impede a proper full immersion throughout theegrpents.

Understandablysuch issues encountenech y have i mpact ed t impresbans i ne s
on the technology. Henceéssues during the experiment were discussed during the interviews
following the experiment, and tlaaalyticalchapterd.1.4 takes a further look into this.

3.4.2 SAMPLING AND SELECTION OF PARTICIPANTS AND INTERVIEWEES

For this research pattern, the concept of the purposive sampling has been followed, in order to gain
useful data for the thesi $hegod sf punposive samplirgds tob y  E
sample cases/participants in a strategic way, so thatettsasnpled are relevant to the research
guestions that are being posed. Very often, the researcher will want to sample in order to ensure that
there is a good deal of variety in the resulting sample, so that sample members differ from each other
in terms ofkey characteristics relevant to the research question( Br y ma n . Thu}s 1h2 | 41
sampling of the participants did not follow a specific pattern as the ages of the participants ranged
from 24 to 59 years old and they were not working within the very same field. More relevance was
put on their knowledge of each other as this woaldehhelped t@asethe experiment procesthe

selection of the participants, in this case, was based, as previously mentioned, on the fact that they
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knew each other beforehand, as it would help render both the experiment and the interview a smoother
transtion and would allow the participants to discuss between each &hekground information
on the participants can be found on Table 3.

None of the business professionals had prior experience in remote collaboration in VR, which can be
a limitation, however, that is why people working in the field of VR were also intervieled.
selectionfor interviews with VR industry workers was also based on purposive sampling, indeed,
interviewees were required to have knowledge of the context sfutlgd remote collaboration in

VR 0 in order to provid&kknowledgefrom the field Background information on people working in

the field of VR is summarised in Table 4.

Table 3
Background information on the business professionals.
Participants Age  Industry Business meetings  Business meetings
before COVID19 during COVID-19
Participant1 | 31 Education In-person Video conferencing
Participant 2 | 29 Events and Hospitality In-person Video conferencing
Participant 3 | 25 Fashion In-persomand phone In-person and phone
Participant4 | 24 Manufacturing In-person Video conferencing
Participant5 | 25 Human Resources  In-person In-person
Participant 6 | 26 Engineering In-person In-person and video
Participant 7 | 30 IT In-person Video conferencing
Participant 8 | 26 Manufacturing In-person and phone Video conferencing
Participant9 | 24 Communication N/A N/A
Design
Participant 10 | 59 Manufacturing In-person Phone and video
Participant 11 | 31 Engineering In-person In-person andideo
Participant 12 | 29 Marketing N/A N/A
Participant 13 | 28 Copywriting N/A Video conferencing
Participant 14 | 34 Human Resources In-person andideo Phoneconversations
Participant 15 | 29 Communications and In-person Video conferencing
Travel
Participant 16 | 30 Hospitality and Sport In-person Video conferencing

SourceAuthors. Data based dkppendices 714.
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Table 4

Background information on the people working in the field of VR.

Providers Occupation

Intervieweel Co-founder and CEO at MeetinVR
Interviewee2 Marketing and Communications at MeetinVR
Interviewee3 VR content creator

Intervieweed VR application provider

Source:Authors. Data based dkppendices 2, 4.

3.4.3 SEMI -STRUCTURED IN-DEPTH INTERVIEWS

As menti oned b yhe Bsegrcharimas @ Bs0ofl qugstioris or fairly spetifics to

be covered, often referred to as an interview guide, but the interviewee has a great deal of leeway in
how to reply. Questions may not follow on exactly in the way outlined on the schedule. Questions that
are not included in the guide may beedlas the interviewer picks up on things said by interviewees.
Given this definition, the choice of the sestiuctured interviews fits the current research, as it gives

the participants more freedom towards the responses that they need to give. mdagtptt the
interview process, the interviewers were able not only to interact with the participants, but also to ask
further questionsand therefore, expand the theme inviting the participant to give more input for the
research (Bryman, 2012, p. 478k a typical feature of serstructured interviews, they are based

on a beforehand prepared interview guides, which is also the case in this research; interview guides

for all three types of interviews are included in Appendices 1, 3 and 6.

All the interndews, the oneconducted withthe application providegs well asoth the participants

and providers, have been recorded and transcribed, in order to obtain clear and proper data that can
be later used towards the development of the research. The interviews were conducted in a quiet
location, to avoid undesired backgnaunoise andluring the experiment interviewthie participants

were kept together as a pair, in orderhve themforming adiscusson with each otherThe
instruments usedere phones, which were fundamental to record the inteimi@nderto transcribe

the interviews latefThe transcriptions fotiwed theconversationdiowever, better comprehensibility

was provided. In other words) the process of transcriptiomielevantissues, such as stuttering,
repetition of words, as wel |l as the intteer vi ew

participants havesads uch as fAokayo) have been eliminate
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3.4.4 ETHICAL CONSIDERATIONS

The ethical considerations are another important part of the methodology section, as they enunciate
which are the protocols to follow, in order to maintain a proper relationship between the participants
and researcher. First and foremost, anonymity fopaticipants has been attained as no names or
company detailbave been revealed the transcriptionn order toprotect their identities. The only
exception has been made for one interview with one of the providers, MeetinVR, which is one of the
collaborators of the experiment, thnames were necessary to be provided in this case. Nonetheless,
the level of confiéntiality has been respected among the participants, providers and researchers
Thus no information, except for the necessary ones for the data collection, willlideshed
Furthermoreall the interview participants gave consent to recording of tleevieiv and publishing

the transcripts.

3.4.5 SECONDARY ANALYSIS OF DATA

According to Bryman (2012), secondaayn al ysi s of d aleanaljss of ddteoby d o
researchers who will probably not have been involved in the collection of datsefor purposes

that in all likelihood were not erséiged by those responsible for the data colleaiion.( p . 312
Secondarydata provides part of the crucial data in the research, and thessfooedananalysis of

data s a method used in the studue to the uniqueness of the topic and pioneering ideas in this
area, the secondary data gathered is limited compared torelearch papers. Nonetheless, some
relevantresearch on the fieldas been collected and fully uséid in order to further interpret and

give an added examination on thesearchtopic. Secondary data wdasirther scrutinged in the

literature review, witra comprehensive overview of the main themeaggard tahe topic.

3.5LIMITATIONS

Several are the delimitations that need to be cited, as they were limiting the further extrapolation of
data for the research. Firstly, the topiovfual reality and its annexed themes were limiting in their
own ways, as the analysis could nofigher than the presented case stlaythermore, the lacking
research on the connection of business tourism andu¥fed out as a limitatiorSecondly, there

were difficulties in arranging the interviews with several providers and participants, gevéugy
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schedules and the issues with their different working hdinis.resulted irgaining less participants,
and therefore, gathering less dataother limitation worth noticing, was the language barrier in
certain cases, as some of the participamtievacking in expressing complex thoughts using English.

Since COVID19 is not onlyone of the researchemirs of the thesis but also the reason why the
researclnas been postpongabaragrapthas been dedicated to this issue. Due to the lockdaving

the spring of2020, all theAAU facilities were shut downand therefore, the lalvhere the
experiments were supposed to remainedclosal. Therefore, the experiments were delayedl
mid-August, setting a limited amount of time for the researchers to complete the data collection.
Another issue that ansed throughout the COVIEL9 pandemic was the lack of participants that were
able to participate to the experimehte to concerns ohe virus Nonetheless, these were not major
issues, as in the enthe researchers were able to collect enaugficientdata to proceed with the

analysis of theubject of the study
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4 ANALYSI S

The following analytical chapters are divided by the previously statedwsestions, which they aim
at providing answers for. More precisely, instead of using our data quantitatively and presenting how
many would and would not implement VR, the first deag4.1) will qualitatively look into the
experi ment participantsd motivations inlnadop"
combination with relevant literature, it aims at comprehendiingat ar e t he Dbusi nes
reflections and indusy provider insights concerning MICE in virtual reality

The second chapter (4.2) will seek to understamd the COVIB19 pandemic has impacted MICE
travel, and what could be expected regarding the future of work and business msetogining
the qualitative experiment data with relevant literature.

Based on the findings from the two analytical chapters in combination with the empirical data and
relevant literature, the final discussion (4.3) aimexgioring VR in the context of business tourism
withaf ocus on sustainability from the different

4.1 BUSINESS PROFESSIONALSREFLECTIONS IN RELATION TO ADOPTING VR

IN WORK AND BUSINESS COMMUNICATIONS

The first analytical chapter will present the data collected during the VR experiments: the business
professi onad f$obusing erf ddwtages amdsdisadvantages, as well as pointing out
motivations, possibilities and barrie® in adopting virtué reality in work and business
communications. The reflections are discussed together with literature introduced in chapter 3., while
finding patterns on where the literature and the primary data support and confront eachhether.

chapter is divided inteix parts, of which

1 the first one (4.1.1linvestigateseflections related to the cegaluerelationship,
1 the second one (4.1.2) scrutinises reflections in terms of time, preparation and change
management,

1 the third one (4.1.3) takes a lowito the reflections related to authenticity and sensations,
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T the fourth one (4.1.4) presents problems to do with communication and the technology (the
devices as well as the application) aroused during the experiment and aims to find out whether
these caimnfluence the adoption of the technology,

T the fifth one (4.1.5) examines whether potential data privacy concerns impact the business
professional sé motivations, and

1 the last one (4.1.6) discusses business tourism leisure experiences in relation to Y from
perspective of business professionalso6 ref

Finally, at the end of chapter, concluding re
presented, as well as findings regarding opportunities and obstacles in imihgméR in MICE
will be identified.

Before getting into the analysis, we want to mention that we acknowledge that VR meetings and video
conferencing are two entirely different topics, as also indicated by the application providers
(Appendix 2,11.889). Whil e in the business professional s
find out obstacles and opportunities in VR alternating-tadace physical MICE that requires travel

for shorter or longer distances, the chapter will be adding vidderemting in that comparison. The

reason why meetings in virtual reality and video conferencing are contrasted and elements within
these ways of conducting meetings are compared, is that most of the consumers, especially during
the times of the pandemiaeadoing meetings over video conferencing, and they compare these two
when identifying the opportunities and obstacles in implementing VR in work and business

communications.

4.1.1 REFLECTIONS RELATED TO COSTS AND VALUE

Many of the experimergarticipants mentioned the price of the device and application as a probable
obstacle in including VR as a way of work and business communications (e.g. Appendix # Il. 139
41; Appendix 12, Il. 13%, 3579; Appendix 13,l. 346). Indeed, an article compag video
conferencing with VR meetings lists the costs of hardware and software needed for setting up a virtual
me e t iheagset pér user (Oculus, HTC Vive, Windows Mixed Reality, etc.), equipment with
processing power, team to program the space fromderar through a platform (App from Stem,
Windows Mixed Reality, etc.) ( St achi w, n.d. ). It I s, howeve
headsets require higherformance PCs to run the VR technology, as different sources give different
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information (ibid.).Furthermore, it has been expressed that purchasing the technology for numerous
employees to use will turn out costly. Nevertheless, technology providers are aware of this, and mixed
technol ogies (XR) ar e becomsomapnemso & neobilp,thp athera r ,
one is on a VR headset, and other guys could have AR headsets, and another one is alive in front of
acamer® (Il nterviewee 46). AMgxagmple dfiaxompany ptoviding udhSs
VRtuoso, which we tried to get an inteaw with, but unfortunately, they did not have time. Despite

that, what is clear, is that implementing VR for work and business purposes is expensive
(Chakraberty, 2019). Thus, as interviews with people working in the VR industry identify, the current
companies adopting VR for work and business communications are most often larger companies that
c a rafford to do a pilot test to try if VR works forthem r at her t han i ndivid
(Interviewee 3, Appendix 4, |. 29). Neverthelesgeriment participants recognise that implementing

VR and executing meetings in t&s instead of travelling can save a company a lot in travel costs

in the long term (e.g. Appendix 7, Il. 1&1 Appendix 10, |. 266). On top of that, immersive
computingexpert Singh (2020) mentions that due to the current pandemic, the future of business
travel can become considerably more expensive, in which case, purchasing the costly technology

might turn out to be a cheaper way of doing business meetings (as ditietiats, 2020).

Especially due to the high price of the VR technology, Interviewee 3 points out that in substituting
other methods of meeting, VR needs to provide value for the company to have them spending money
on the devices and the application, aslvasl to spend time on learning about the functionality
(Appendix 4, Il. 556). In industries, such as architecture and design, the value is evident in terms of

making collaboration easier and saving costs:

[...] in those cases, in the building and arcltigre industry, the value is very clear, that
youdre able to see the buil @temigwvea 3nApperdi | sc
4, 1l. 57-9)

Also prototyping. Normally, or at least traditionally [...] when you want to make a prototype,

you haveo invest 20, 30, 50,000 euros on a thermally moulded prototype, you know, when
you have to melt plastic to give ita shapedArh en, t hey see it i ke
what, c¢change this and that, o0 you Xganput how
my headset in Milan, Kenji can put Hisadset in Tokyo, he can show me the design, | can
tell him AKenj i, I dondét I ike this, |l dond
ther e, put more | ightilintgd d-fileeSopidaginehonwdmuehh at 6
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ti me and money youbve saved. S o(Intenoelweei4o u s |
Appendix 5, Il. 1607)

The possibility of drawing in the air and showing-8iddels was also indicated as an advantage of
VR compared to other types of meetings by the experiment participants (Appendix 113;ll. 42
Appendix 12, Il. 1488; Appendix 14, Il. 99102). While it is possible to create dPawings in the

air in VR, taking notes and typing in general are designatea eisaamous problem, as it is slow and
difficult in the virtual environment (Appendix 14, Il. 1€R) . Bei ng writhgipnaan@dd t o
type machine 6 Partici pant he5nméet  woms i nigatredl |y ki
important for udo, like with all the brainstorming, all the ideas, all the tasks that we kind of give out
to each other. |l tds super O mphppgeamdi xt o-BY,usltl
Interestingly, typing and writing texts in VR is not noted atraliterature nor by people working in

the industry, although it should be one of the key values in work and business meetings.

Another value that VR provides is the possibility to concentrate better and avoid getting distracted by
otherissues,aswherevar i ng t he VR heads et ,ForexampleevithpZzeomj e n c
you can get easily distracted, because you can just have it on your camera and | know that | was like
noh, vyeah, they will talk fi ve emaildoihseard dathao u t
and get a coffeeo. But here, youbreoreRBattyi ¢in
1, Appendix 7, Il. 1244). Hence, although VR meetings have to be short, as the technology should
not be used for more than hour at a time, it can be argued that meetings in VR could be more
productive compared to other types of meetings due to the fact that everyone is fully concentrated
during the immersive experience and trying to make the most out of the brief time.

Although advantages of VR and values brought By mentioned by the experiment participafits

cover many features, many of the participants say that VR would not bring anything extra and Zoom
is covering everything necessary for now in terms of work aminbss communications (e.g.
Appendix 7, Il. 1323; Appendix 10, Il. 128 ) . Neverthel ess, at the sz
advantages compared to video conferencing are brought up, of which many are related directly to the
setting of video conferencing.or i nst ance, values with VR havi
brought up: a camera constantly filming one
(Appendix 10, Il. 9€2), and the fact that one does not have to care what they look ikeadthey

wear when participating in a VR meeting, as no one is able to see the real life appearance, is described

as an advantage (Appendix 9, Il. 105 . However, also being linked
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facial expressions and seeingtheofhexr t i ci pant 6s face are 4{dondi ca
face or via video (e.g. Appendix 9, I. 96; Appendix 12, |. 157; Appendix 14, |. 95). Other advantages
of VR, when comparing to video conferencing, are people interrupting each other lessabami

meetings (Appendix 8, Il. 118), as well as less of monologue from one participant and passivity
from others happening (Appendix 10, ll.-ZL This indicates a higher participation in the meeting,
which again reflects the productiveness during rtteeting in VR. Meetings in th€Es are also
described as more fun than in normal video conferencing (Appendix 7,41, 1E85; Appendix 9, I.

151), e.g. due to the possibility to change the location and background of the meeting room (Appendix
9, I. 151, Appendix 14, I. 124). Howevereth f un aspect has al sdheleeen
are fun things you can do, so, I didnoét feel
me , i tds std |(IPaar tpilcaiypgar notu it wab @iso distuksed thaktck | |

of seriousness may blef dweu tlondwey ewnrni womhkne @ n

going to feel more obliged to use if more serioasly.( Par t i ci pant -, Appendi

In terms of VR replacing fae®-face meetings, most of thparticipants mention that the meetings

that require business travel are already cut to the crucial or most important ones (at least in the times
of the global pandemic) and cannot be substituted with any virtual tool. Reasons behind this are e.g.
that

The meetings would become less personal and could result in losing business due to cultural
differences, and the lack of personal touch may be being considered rude:

| think, maybe culture again [can be a disadvantage in VR]. Sometimes, there can be an
aspet, one thing is if you can add to it, you can do something like this. You can shake hands

[ in VR], but, | 6ve never been in a meeting
cheeks(Participant 4, Appendix 8, Il. 178)

Disadvantages [nVRAr e regarding the per sofParticipaats p e ct
5, Appendix 9, I. 153)

[...] the physical meetings with suppliers [... are] good for team morale, getting to know
people. [...] what happens is we have a foHggvmeeting beforehandnd then, a deep dinner
meeting afterwards where youdd continue ta
along with networking, | i ke woeings &igble opBomt p e
at the momen(Participant 8, Appendix 10, Il. D31, 1347)
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I dondt think ités going to be as efficier
pl aces, so youob6ére going to | ose. |l donodot w
that things are not going to get done with {Raticipant 7, Appendix 10, Il. 392)

The meetings are organised for finding new suppliers or customers:

[...] for us, when we go to China, we, sometimes, need to find new sup(stentsipant 3,
Appendix 8, Il. 12930)

[...] it is substantial to havehte r e a | contact with a person,
with sales, or in general with [...] commercial negotiatigRsirticipant 10, Appendix 11, II.

69-71)

The meetings have to do with material matters, i.e. checking the quality of the supglier an

the working facilities, having to install hardware:

[...] we also need to see which quality they are capable of doing, how are the working
facilities, how is everything, and they ca
we need to med#tem in person(Participant 3, Appendix 8, . 13D)

It depends on what it is about, do we need to have the product, is it enough to just send it, or
is it about a shipment wedve sent. Wedbdbve ac
on distance, somehow, but they need more calibration. [...] we still need to go there and help
them a bit(Participant 4, Appendix 8, Il. 144)

The examples above describe why personatfadace meetings are crucial in some cases, and why

no virtual option ould substitute them. Findings present that when working globally, the cultures
may differ, and therefore, implementing VR in meetings across borders can turn out problematic
sometimes due to the lack of personal touch. In addition to that, industri@sgdedh actual
materials can find virtual meetings difficult. People working in the VR industry also recognise
wor king with certain mat eroi,alf amati toenr so rp rdoebsliegr
selling furnitur e, oddhatissvéryopariicalay, orjeativer naaketsythaterelyo f

not only on the visual side, but also on the touching feéling( | nt er vi ewee ), App

While participants recognise lots of the value that VR meetings could provide, it still Jedral t
the values are not enough to implement the technology. As suggested by people working in the
industry, this may be due to the high costs of even conducting a pilot test: the value is not enough for

certain industries, so that people are willingpiarchase the devices and workforce to get the
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technology set up. Another challengienot mentioned by the business professionals but recognised
by scholarsd is the frequently temporary state of technology; as it keeps constantly developing,
many are afra to invest in it in order to not own a setmbe outdated product (Swarbrooke &
Horner, 2001).

4.1.2 REFLECTIONS RELATED TO TIME , PREPARATION AND CHANGE MANAGEMENT

When comparing the effort needed to set up the meeting in virtual reality versudem
conferencing, it was mentioned frequently that setting up the VR experience is quite a lot more time
consuming (Appendix 10, Il. 18892, Appendix 12, ll. 11B) and with requiring all the device

cannot easily be done e.g. on phone or outside didbee (Appendix 7, Il. 1381). In addition to

the required time to set everything up, a bit of preparation is needed. For instance, documents and
files have to be uploaded in advance in order to be able to access them in the virtual meeting
e nvi r o Amothar tisadvdntage that just came to my mind is that it kind of requires a bit of
preparation to put in the files versus in all the others, Adobe Connect, Google Hango(t® ar t i ci
1, Appendix 7, ll. 1542). Furthermore, users trying it for thest time need guidance and practice on

how to use all the functions before taking part in the actual meeting (Appendix 9, I. 71; Appendix 12,
. 51), for instanceiflwlsto doihis,ilije a real meetthg witk this, 1 on s
would practice the features beforehand, because, if not, | think it will make the meeting a lot longer

[ .. . ] I wi || send out a memo saying fApractice
doingd ( Ap p e n d i6x6370%People varking ib th¥R industry can also recognise the

issues of setting up the technology and learning how to use the application and devices:

[T]here are some companies that already have a hard time with understanding Zoom and
scheduling a Zoormeeting. So, this is liken times more difficult to manage and to set up.
[...] setting up a virtual call should be as easy as setting up a Z@bdimand, at the moment,

i t 6 qIntervietvee 3, Appendix 4, Il. 70)

However, what was not recognised by most of the participasritsat VR meetings, when compared

to faceto-face meetings requiring travel, save a lot of time in long term even when taking into account
all the time needed to set up the virtual environment and learn how to use the device. Bringing up
suchtimesavings one of the most used marketing techniques of numerous VR meeting providers, as

well as identified as the most prominent reason for remote business communications (see Table 2).
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Some of the participants working currently or having worked in largewocatipns (read: potential
target customers of VR providers), mention that understanding the technology, as well as learning the
necessary skills to use the devices and the application, might turn out problematic especially for the

elderly that may have tHeader positions in the corporation:

| also dondét see [...] the people | work w
| just know that for a fact. [...] And | mean, we have people who are older, they are more of

| eader s, tyhedyo dtohniontg sr enailtlh computers. For e
and things I|ike that, thatdos not their rol
within the virtual reality room will be hard for them to learn. [...] And that would glstv

down meetings even further, | could imagifiarticipant 8, Appendix 10, IIl. 148 14851,

153).

In such cases, meeting in the virtual environment could be less of saving time. Furthermore,

|l nterviewee 3 menti ons ggaessandlacking matiaton tegamiego p |
confronting new difficult challenges, which learning how to set up and onboard virtual reality
meetings is an example of (Appendix 4, Il.-#3 This could even more be the case with older
generations being used toidg everything in a certain way and being unmotivated to face the change
management and update the traditional way of working. Nevertheless, Interviewee 3 mentions that
most of the companies providing virtual reality applications or equipment aim at ntla&ipgocess

as comfortable as possible by providing guidance and onboarding (Appendix %)ll. 75

Another challenge faced by VR industry can be that people might see it as a trend, which will pass
by. What makes it seem as a trend, is the media waltitigjes that downgrade the already familiar

ways of meeting and suggest that if one wants to keep up with the trends, they should implement VR,
as it i s tlbertud redlity the futureeaf gdeo cinferencilg? ( Houser , 20
fivirtual Reality Meetings Are the New Zoom ( Sandr e, 2020) . VR has
especially after the outbreak of the pandemic, when the use cases of it increased significantly. While
Interviewee 4 (working in the VR industry) admits that VR is brought up tasnd at the moment
(Appendix 5, I. 337), Interviewee 3 argues that companies interested in finding alternative ways of
meeting are more concéernaddnWwi peopbst ssoantd Vak
they rather listen to numbers andt ROI . They can do a tiny pilo

money in it until they see a return of investment and they see very positivegdesulitAp p e nd i X
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13941) Interviewee 3 continues by mentioning that nonetheless, the hype created bysmetlia
harmiaoalds fery useful, that the media is shari
very rational deci sions when it comes to0o mone
hype, it needs to be something powedful. ( A pxpdelln Idt13) This could be a reason for the
previously discussed cesgtluerelationship and why companies are so careful about implementing

VR in their work and business communications.

4.1.3 REFLECTIONS ON AUTHENTICITY AND SENSATIONS

Although not directly mentioned by the experiment participants, it can be seen that they are seeking
for authenticity in the virtual experience by comparing it to real life-fadace work and business
meetings, listing advantages and disadvantages.elisasvopportunities and obstacles of the VR
meetings, and consideringthefaodd ace meeti ngs as the authentic
be compared to. Motivations of participants r
(1999)teory of existential aut heswatebfbeingy athedshnSec h i
of authenticselff06 i n ot her words, focused on relati ons
kinesthetics (p. 359). Wang (1999) recognises two dimengiths existential authenticity: intra

personal and intgoersonal authenticity, of which the first concept is rather concerned with the self
and oneb6s own feelings, whereas the | atter
authenticity of theother.

Linked to the abstract of int@ersonal authenticity, the physical aspect of having to wear the
equipment is mentioned as a disadvantage (Appendix 10, |. 186). Wearing the tethered headset,
holding the touch controllers in hands, as well as bémged in movements within the zone
designated by the sensors, are involved with bodily feelings, and it can be argued that due to the fact
that one has to carry and be aware of all the equipment during the experience, it can result in a sense
of existen i a | i nauthenticity when comparing to a Or
however, that the devices are developing continuously, and for instance, at the time of writing, less
than a year ago, a new tetlier e ein-oonad d O c uHeadset wuhanttacking was launched
(Chakraberty, 2019). This means that the head
any touch controllers, so that one can move and use their own hands more efficiently in VR (ibid.).

Thus, the develung VR technology could enable even more authentic experiences in the future.
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Bodily feelings are also directly linked with sensations, and as brought up by one of the participants,
some of the senses are not involved in the virtual exper{@mmendix 10, |. 251), however, it did

not seem to be a common concern, as it was not mentioned by anyone else. The application providers
al s o c o nittwill naver ¢coim@etely feplace personal meetings because it will never be quite
the same. It cabe absolutely crazy hard to integrate, for example, touch, feelings, and things like
thiso (I nterviewee 130). PArficipants chthexr ex@essed the. VR tn@efing to feel
more personal compared to video conferencing due to the opportumsiakihg hands with each

other (e.g. Appendix 9,11.138) and being able to feel it i nc
starts to vibrate when the participantsodé hand

asense of existentialut henti city, as the experience is cl

When considering intgpersonal authenticity, authenticity can be felt in the other participant present
in the experience, as wadahlerhseha®s (i Wid981yp.e364). &vangt i o n
(1999) rather focuses on the authenticity in tersonal relationships, however, in this case, it can

also be intriguing to look at the search of authenticity in the @h@rmore common concern was

that one is in a meeting rather with an avatar than with a real person:

Of course, i1itdéds not so personal i n terms o
expressions, and from expressions, you can really understalod of things. You can
understand, maybe, sometimes, things that
human interaction. [...] But the voice is your voice, so, in that aspect, we were listening to

someone speakin(Rarticipant 5, Appendi®, ll. 96-100)

For me a big thing is the avatar, it just freaks me out. Becausetddeee meeting and
reading someonebs f ac e,-to-facetl doubatiat youwgl eweribé h s
able to substitute that with a virtual reality room.uWalso have that to a certain extent in
video conferences, so just | ooking at somel

downside of virtual meeting@articipant 7, Appendix 10, Il. 183)
[...] for me, like for as a nature person, lagse body language and facial movements. So, |

think t hat 6s really i mportant for me in a me
(Participantl4, Appendix 13]I. 67-9)
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One thing that was kind of also a first impression, maybe, was seeing all the avatars.
Obviously, because now, he [Participant 16] chose a very different kind of looking avatar.
But thereds just a thick, ki nd todoémethythatne f
[ .. . ] usually when we | o0og into Zoom, peopl

one of the challenges also [.(Rarticipant 15, Appendix 14, II. 7&)

The abovedescribed lack of authenticity in terms of limited facigbeessions and rather being in a
meeting with avatars than humans is a huge drawback of VR meetings. Some of the participants,
however, believe that these feature can be added later to improve VR (Appendix 12, |. 157), and also
the application providers met i on t hat the avatar[ls]inacoplecobnst a
years, there will be technology to make them identicalto huinans | nt er vi ewee -1, Aj
3) . Il nterviewee 1 continues t hwhether ytuwanithator d e p e
not because if you scan a person, they might not like how the scan looks like and they might start
feeling seHconscious about how their virtual avatar looks like. [...] but I think, in enterprise, most
people would be interested in havingplistic avatarsd  ( Ap p e n d-b,834RSomel other 7 3
similar remote collaboration applications, e.g. Spatial, have the option of uploading a picture of
oneself, which will be transferred into an H@bking avatar (Sandre, 2020), so the authemgtici

the looks of the avatar is not impossible to achieve in VR.

Furthermore, the lack of facial expressions can impact the search of authenticity in the relationship
bet ween the participants, as one i,asPartcipantdb | e
described above. Taking into account this and the current state of the avatars (reaehlstit),

search of authenticity in the other participant can be better achieved in video conferencing. On the
other hand, it was also mentiontb@t in comparison to video conferencing, the bodily movement of

t he avat ar s Yoskinoof fed like tieegpérdorsid cloger.[...] Because you see and avatar
standing there, which behaves and does what the other person [participant iréliaghdoes
(Participant 7, Appendix 10, Il. 68) Indeed, one of the advantages of VR is described to be the
ability to havefia virtual body with arms that swing around as you move your limbs in real life, a
mouth that moves when you talk, and eyestiliako ( S a n d MTherefor@, @ 2dng extent, the

authenticity of the other can be better achieved in virtual reality than in video conferencing.

In terms of analysing the search of authenticity in the encounter in VR betwegartibgants, the
collected data from the experiments shows that the VR experience enhanced the feeling of

ftogetherness i n t he relationships between the part.
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was widely agreed that when meeting in théwal environment, the participants would have the
feeling of being in the same room while working remotely (Appendix 9, [F2t&Appendix 12, II.

86-91), and the VR meetings enable people to come together to the same working space even if being
locatedaround the world in different time zones (Appendix 7, I.-B08 Appendix 12, Il. 118). In

more details, the sense of togetherness was achieved by

The ability to handshake other meeting attend@ds: | i ke t hi s whol e ide
or high fve someone. It had a more of, if you compare a Zom®@ting or Skypeeeting, this

felt more personadb. ( Parti ci pant -5, Appendix 9, | 1. i

Better participati on [b]yhatahing wherd\vedeommenterericingg a't
might be a bit pasive and a monologue going on, because you can kind of just sit back and

not participate, maybe that gets mitigated [[nMR]. ( Par t i ci pant -3), Appe

Meeting attendees will 1 nterr uplofterefidovhenot h e
| sit in the Zoormmeetings, and people, they tend to jump in between each other and kind of
interrupt each other, because OinotGnserruptmg a s
[..] © (Participant-84, Appendix 8, Il . 116

The possibilityt o have more intimate conj.pyosat i ons

interact individually with one other individual, because on a video conferencing, if you share

a screen, for example, everyoneds havekindg t o
of a private interaction with one individual or however many.( Par t i ci pant 8,
Il. 101-4)

Based on the aboweentioned responses, the feeling of togetherness, the sensuousness and the

realness of the experience arhanced, resulting in greater inparsonal authenticity. The feeling

of togetherness and the social experience could be even further enhanced, as some VR providers are
able to provide companies with virtual replicas of their already familiar officesewbree can

virtually meet the already familiar emorkers (Deighton, 2020). The arguments above also show that

the VR experience can in terms of relationships between the meeting participants be more authentic

and cl oser to the g ®adoitts mehtianed abdvalagealsocclosely lmkeed n ¢

to and overlapping with the discussion of values brought by VR.
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Nevertheless, what one of the participants mentioned as lacking in thisensenal communication,

was the ability to have and shdood (Appendix 9, I. 161). The other participant present in that
precise interview suggested that one could eat food at home while being in the experiment, but
Participant 6 mentioned the aspect of sharing it with the other meeting attendees as important
(Appendix 9, Il. 1623). This, of course, comes to different cultures and what each one considers as
important, so to better understand the opinions of all experiment participants, a question regarding
their personal habits and opinions on what businesstings should include was asked in the
beginning of each interview. Regarding the nmd@ring, it would be extremely difficult to
implement such in the virtual environment, so one could also sense the shared meal, e.g. by sensing

the scent or taste.

According to Pallud and Straub (2007), links between the authenticity of a VR experience and the
adoption of technology exiét when one considers the experience authentic, they are more likely to
adopt the technology into use, and in the same way, in induthem and déarti fici al
likelihood of rejection increases (p. Blthough the research done by Pallud and Straub (2007) is
rather involved with VR experiences in museums, the theory goes in line with our data as well; the
business travellee comparing meetings in the virtual environment to regulaitéaface meetings

and looking for patterns between these. The additional elements (e.g. the ability to draw 3D in the
air), as well as the elements that can be substituted in the VR meetiegse the value of the virtual

option and can result in wider adoption of the technology. Vice versa, the inauthentic sensations

during the experience can turn out fatal for the technology.

4.1.4 PROBLEMS ENCOUNTERED DURING THE EXPERIMENTS IN RELATION TO

COMMUNICATION AND THE TECHNOLOGY

As mentioned in theirtual reality data collection chapter 3.4nlthe methodolog, certain problems

were encountered during the virtual reality experiment. Such problems were noted down during the
data colletion and will be taken into account when analysing the user motivations, as they can

possi bly become obstacles or barriers in the

of work and business communications.

As described in the methoagy, the application crashed on one of the computers during several

experiments. Other problems in relation to the devices pointed out were blurry view in the headset if
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it was not perfectly positi-8& Amehdix 14, |183)ntedkiag h e a c
problems with the hand controllers (Appendix 8, |. 98; Appendix 10, |. 85; Appendix 12, |. 68), as
well as problems with the headphones (Appendix 10, I. 85). The participants did not experience
problems related to the devices as obstaclesmsidering virtual reality meetings as an alternative

to other types of meetings. They were rather understanding and pointed out that technical problems
can occur with other devi But gou aso thaveatipem I[teclenigal i o n
problens ] with Skype. They [video conferencing to
hear me, 0 and 0s o( Poarr t wicti Ip a 8 k y d &20). Hopeues, itdvasx 1 2
mentioned that such problems show that it is easier to use other types of communication, software

e.g. videoconferencing:

If you have a really well set up conference room with cameras andestabllished
applications, l i ke, you just hit a button
conference room in another country or continent, and you have a bunch of cameras, and you
just sit there without putting something on your head [the VR leetds . For me, I
the big difference, the big upside of having that in a virtual rad@rarticipant 7, Appendix

10, Il. 13842)

Some of the experiments went perfectly without any issues related to the application nor the devices,
and in these casgethe participants did not comment on any problems with the technology and
communication with the other participant. It is also intriguing that in the experiments without
technical problems, the participants were more positive about adopting VR afoa toeétings and

work communications. For instance, when been asked whether VR meetings could be successful in
the participants industries as a way of substituting-fadace meetings and videoconferencing, some

of the following responses from experimemtithout or with minor technical issues were received:

| think sometimes yes, when | work internationgRarticipant 1, Appendix 7, |. 132)

| mean, definitely, in my previous company, we had a virtual reality display for one of our

projects, it waghe wind turbine project [...J(Participant 6, Appendix 9, Il. 1320)

|l mean, webdbve seen it with Corona that the
in person. And that is just meetings via Skype or whatever. So, if you, actually, $&ad the

virtual meetings, | think they could replace a lot of the meetings and make it easier for people
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to meet, also, from different countries and time zones and g®@anicipant 11, Appendix
12, 1I. 1136)

As it was the first time for most of the expeént participants to try meeting in virtual reality, and,

for some, the first time trying VR at all, it can be argued that the first impression, especially with such
new and relatively unknown technology, sdan m;
(Kulviwat, Bruner Il & Al-Shuridah, 2009). Furthermore, Interviewee 2 mentions that a general
probl em wi t hthaiyourhave ta wait rmpeople to diart trusting it [...] The more people

do that, the more people explore and try to experimegth itd0 ( Ap p e n d i2%X) ArRissuel |

with the experiment might be that, even though the participants got to try a real business meeting
setting, the content of the meeting was not real in terms of them e.g. not meeting customers but rather
another participant and not discussing business. Therefore, the participants may have not
experimented with it in real purposes, and their motivations could change if they participated an
authentic business meeting i n VR.vatBnstn,thiswhen
experiment, two types of attitudes can be s@ethe early adopters and the ones doubting it. This
goes 1in |line with [./bome¢ aretnome repistant voiclidarge & they arg very i
accustomed to their way of working. Blugéte are some who are naturally early adopters, and those
ones also find it easier to make the transition. ( | nt er vi ewee 27)Itcapleendi
concluded that the use of virtual reality in work and business purposes is still a new phenomenon,
hence, a small percentage is ready to adopt it currently, and it will yet to be seen whether the

development of the VR technology will bring the product to the mainstream acceptance.

4.1.5 REFLECTIONS ON CONCERNS ABOUT DATA PRIVACY IN VR

The rapiddevelopment of the immersive virtual reality environments and the entire process of change
management into a new technology have risen concerns of the safety and privacy in the use of such
new technology (Fortaleza, 2019). Being connected to the 0T, ViRedecan collect lots of different

types of data, which can, then, be accessed e.g. by the software developer. Such data includes, for
instance, bi ometric dat a,ris ovhetina Bcanj fegerpriots, daeer n e d
geometry, handprints,na voiceprints [which] are needed to experience the realism of virtual and
augmentedrealitp. ( Fort al ez a, 2019) Il n addition to bi
the touch controllers, and tracking systems, can record conversations aswiaglos during the VR
experience (Fineman & Lewis, 2018), which 1in
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give detailed descriptions of the individual (Allen & Overy, 2016). Furthermore, users of the device
may submit personal informatioo the software or the VR gear provider in the process of registering
or entering payment details (McGee, 2016).

Nevertheless, VR is not the only technology gathering data during the use. Fortaleza (2019) explains
that all types of technological devices,awe | | a s nawagalsicdlectour datasas welfias
digital footprints for businesses and other industries to incorporate that data to improve their
processe8. Such technologies include devices oused
aiming at improving the user experience, data can be collected for advertising purposes. In the recent
years, many of us have become more aware of smart phones and applications following clicks, as
well as listening to conversations. However, it mayb®tommon knowledge that VR can capture
similar data. According to All en and Qetaledy ( 2C
data on how you interact with a virtual world, how long you look at a certain object, and your facial
expression wen doing so, [which] could effectively be used for product placement purposes, for
exampled ( p . 7) The bednbomrmedsabootsiicld data taptarey (£id.), however, an
issue can be that users do not always understand what is written inviey peirms (Appendix 14,

I. 219). Moreover, a common opinion is that even if an application or device did not comply with all
the data protection rules, users will not be bothered by it for the sake of being able to use the software

or device:

The functimality, sadly, always comes above the data protection and everything. So, you
know, if it can solve a problem or an issue that you have, you will use it no matter the data
thing. Although, | mean, it is important and when you look at some of these baskiash

the public that they get into and different documentaries, it is quite scary with all the data that
they collect. But, in the end, | mean, when you need something here and now, you just say
fine, whatever. So, it has to be really bad, | think, fromwy side at least, to not use it.
(Participant 15, Appendix 14, II. 2288)

When been asked, whether data privacy and seamitgernthe participants and if these issues can
influence their choices between choosing a meeting executed in VR versus other types of remote

meetings, following responses were received:

[...] whenever youbre using anyoapplubedt Go

Hangouts and Zoom and | édm not 100% comfor
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something that you have to give away to get
complying with GDPR, tParadpantl2tApperdiap b £34X) o g o

I think itds the same; it doesnot matter if

whatever it is(Participant 1, Appendix 7, . 248)

To me, itds the same ri sk #cmdsdoanto mayeerass o f
well, do you trust Microsoft more than you trust the makers of VR soft{Ragficipant 8,
Appendix 10, Il. 3461)

[...] for exampl e, | don6t trust Sony, bec
that the VR copany had a data leak before, then | would probably stay away from it. It is
really something that i f a big company do
necessarily trust it. But | mean, viruses [would not influence my decision], no. Anddiacke
you canot | (Paticipadtd, Agpendixld,dl.IB43)

| mean, a real physical meeting is harder to be hacked, | guess, or a different way to be hacked
than virtual meetings. But, | meangslike, dono
over Skype or Teantalls. The same risk, | would sgfarticipant 11, Appendix 12, Il. 269

71)

These responses compare virtual reality to other types of software providing the opportunity for
remote meetings. Responses indicate that the m$&ed to privacy and security, when using VR,
are not of the participantsd concern. Further
video conferencing when it comes to privacy and security, unless proven wrong, e.g. with data leaks.
Techndogy attorney Teppler (2016) mentions about the risks of hackers getting access to the payment
and personal information submitted by the VR user, as the technology is relatively new and still
evolving (as cited in McGee, 2016). However, video conferertoinlg are being developed as well,

and cases of hacking and selling personal data further have been registered, for example, with Zoom
(Schroeder, 2020). As also mentioned by many of the experiment participants, the ones afraid of the
potential privacy andecurity threats should rather rely on in person-tadace meetings with a
minimal risk of being listened to. This would also apply for meetings handling sensitive or secret

topics:
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[...] @ meeting where [privacy concerns and hacking] would influence, [...] you have it in

person. So, you know (Rafticgpant 4, AppeadixB,4.t288g oi ng t

[...] i f you talk about, | i katignonsametbimgehen e al i
| think there might, actually, be in person meetings required sometimes for the purpose of not

having it go through some technolog@articipant 7, Appendix 10, Il. 32%)

However, when comparing the security in all possible vedyseeting, the threat of being hacked

even in an in person fade-face meeting exists. Such can happen, for instance, through surveilling a
web camera on a laptop present in a meeting, or hacking and listening to a smart phone, which many
of the attendesetend to have with them on the table (Appendix 8, Il-&7Bortaleza, 2019). It was

also pointed out that different types of data can be legally collected even if meetiig-face,

especially if travelling for the meeting:

[ .. . ] overakl , thadopdatahprivacy in VR] wt
really, meetings that require secrecy. But
meeti ng, and wedre just talking abowbso norn
give a | ot of dat a. I me an, you fly by pl

recorded on a lot of cameras. It might be different data, but overall, | think the amount of data

collected is similar when you travéPRarticipant 7, Appetix 10, Il. 3305)

Even if not travelling for MICE, it is important to note that lots of buildings where such meetings
discussing sensitive topics are held, often have CCTV. Interestingly, surveillance through
consumption (e.g. credit cards) and CCTV aot frequently pointed out as privacy or security
concerns in |literatur el.]iRysuwanitgkeeps teeretorlif you Waatr t i
it to be protected from any surveillance, you have to go out, read something on a paper, and then,
burnitdo ( Ap p e nd i-I¥Y In atder woildd, comdete Becurity is extremely difficult to ensure,
especially in the modern world, where different types of technology have a crucial role. Furthermore,
coming into an agreement globally regarding ontia¢éa protection policies can be a challenge, as
policies vary in different states (Henriksson, 2018). Hence, this can make international meetings

between two states with different views on data protection policies hard (Appendix 5;1).494

To concludein contrast to what has been mentioned in the literature on the subject of data privacy

concerns in VR, the experiment participants?o
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hacking, during the use of VR are minimal, and thus, cannairimdered as an obstacle for choosing
virtual reality meetings over meetings done elsewhere. Nevertheless, it is important to specify that
participants did not consider VR as a O0saferd
level of saé t vy . Hence, virtual reality meetings wou
into account discussions dealing with trustworthy and sensitive topics, neither VR nor video
conferencing could not substitute an in person-tadace meeting, as theye highly involved with
technology and could potentially be hacked.

4.1.6 REFLECTIONS ON VR AND LEISURE EXPERIENCES DURING BUSINESS TRAVEL

As described in the literature review chapter 3.1.1, the role of leisure activities in business tourism
andduring business trips has increased and even become vital. According to Lawson (1982), the
motivation for a business trip can be principally to take part in a business orelatdd meeting,

but business travellers frequently tend to combine leisunesitein between the business activities.

Mor eover, as mentioned previously, I n the re
owor kcationd have become popular, as many mi X
trip (AThbe RBbei odre Traveller, o n.d.). Ther
perspective in business trips and the userséo

(or doing them virtually) if business meetings are to be in the virtwalogrment in the future.

It is worth mentioning that COVID might impact the current state and the future of leisure activities

in between business meetings, as some places are closed and people should in general avoid going
outside or travel and stay atrhe as much as possible. For instance, typical leisure activities during
business trips mentioned by Swarbrooke and Horner (2001), such as incentive travel, leisure activities
between meetings or conference sessions, as well as the business traveifey faninidy members

on business trips, are likely to be reconsidered under the current circumstances. Furthermore, the
current global pandemic can potentially change the general perception of travel in a way that more
activities are done virtually. For irstce, numerous museums haveupegrtual tours and online
exhibits, so that people can still visit such places even if the place is physically closed (Google Arts
& Culture, n.d.) It is worth considering whether such circumstances could change thefftitavel

into more activities being done virtually even after the pandemic or entirely switching into virtual

tourism.
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The connection of COVIEL9 and the future of tourism will be further discussed in chapter 4.2.2,
instead this chapter considers thenmection of user perspectives on virtual tourism and the
importance of leisure experiences in business tourism in order to scrutinise the potentiality of business
tourism as a whole in becoming virtual. We acknowledge that the experiment participantsaseuld

been interviewed more precisely on their leisure habits during business trips, so this is where our data
collection has a shortage. Nevertheless, the analysis will be done by combining general data on the
role of leisure activities in business tounis wi t h t he wusersdé6 motivatio

tourism purposes.

Al t hough Dewailly (1999) suggest edvirtuahrealityiiss pap
becoming more important in the world of tourism [...] both as a tool for toupimmotion and as a

tourist destination itsetf ( p . 41) , none of the experi ment
activities to be substituted by virtual tourism, unless virtual reality adds something to the experience.
For instance, time travel toghistoryd fif you want to see Copenhagen 20 years ago, that would

be something nice, boe c(aPuasret iyca up acna n &Y, or esspigy eintd i n
places in VR with unrealistic features, such as zombid#naybe | could look at Amalienborg with
zombies or add something to it, whichonly VR camdo Par t i ci pant B,238Appen
Moreover, most of the participants would not use virtual tourism solutions to visit places, as it cannot

provide all the sensations and the experience would not be realistic enough:

I dondédt know i f in tourism it [ARgstfmmey be
when | go to see a place, | also want to feel the vibe, because every city has another vibe. So,
|l dondot think it would be an option for me
Although | really enjoyed that during thearantine, some museums did that [virtual tours].

So, that was cool, because then itds maybe

or some art. But for visiting a place, | want to be th¢Rarticipant 5, Appendix 9, Il. 88)

I dohdnhk you can replace it [traveljwise | th
if you were doing, |l et s say, an exhibitio
be in a place [ .. .] But i t 6 ygom@td theseophaees. h i n ¢
Because, | mean, thereds so man(Participaatdi® | e x

Appendix 14, Il. 1783)

53



[ .. . ] in general, no, it [VR] can never re
Like, meetinghe locals in person and all these facial expressions and human elements.
(Participant 16, Appendix 14, Il. 183

Virtual real ity tr av el referiop360t IRdoursra wdeos madd fereV® , f
headses ( AVR f or T dhaughitsvas painted outcby liferaturA (e.y. Gaberli, 2019) and
many experiment participants that VR could work in museum tours, as seen in the interview quotes
above, many consider leisure travel activities to be much more than seeing attractionsinggn ge

touch with the locals is considered important. Going in line with our findings, some research has been
done on VR for tourism purposes, and the results also point out that VR would not be an adequate

substitute for tourism experiences:

Morethant hr ee quarters (81%) of adults said VI
said they would not consider visiting a destination in virtual reality to equate having been to
that destination. The majority (90%) said VR lacks the sensory experien@asebhg. More

than three quarters (77%) cited local food and almost as many (69%) said meeting new
people, according to the study. Other potential downsides of VR cited include smells, sounds

and general atmospher@Martin, 2017)

The abovementionedspports the experiment participantso
replace the real. However, participants ment.i
to making travel plans as an advantage (Appendix 9, k&2 Eppendix 12]l. 186-7). Such tourism
marketing with the use of VR has already been adopted by larger companies, e.g. Thomas Cook and
Lufthansa (Campbell, 2017; Chen, 2020). Furthermore, virtual travel has been embraced for giving
the ability to travel to remote desd#tions that are hard to access or cannot be visited by everyone,
such as the top of Mount Everest (Martin, 2017). Nevertheless, it can be argued, whether gaining
access to the destination is part of the overall experience, and therefore, the expeniesicbeca

whole if there is an easy way to it, e.g. Participant 1 mentioning climbing the mountain being part of

the Mount Everest visit instead of just seeing the view from the top (Appendix 7,-6)195

Leisure travel experiences are not availableeeeryone, for instance, some of the participants
mention that VR travel can be an opportunity for those incapable of practicing physical travel, e.g.
the elderly or the disabled, who may have obstacles with actual travel (Appendix 10-2l. 240
Appendix 1, |. 81; Appendix 14, ll. 184). This is also supported by the findings in VR for tourism
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research (Martin, 2017). Some VR providers are aware of such obstacles, and, as an example,
Silverwear (https://silverwearvr.com/en) provides immersive 360 expesdor retirement homes

and the elderly to make interactive travel experiences possible for those who cannot experience the
real. However, people with such obstacles are rarely business travellers or doing leisure activities
during their business tripsposto avoid turning aside from the main subject of attention, this

potentiality of VR travel will not be further discussed in this paper.

Taking into account the ongoing global pandemic, based on the interviews with experiment
participants and literaturend/R tourism experiences in general, as mentioned above (e.g. Chen 2020;
Martin, 2017), it can be argued that leisure activities have not been put on hold for long enough, so
that virtual alternatives for such activities could have become popular. Peopleh not &égot t
tod virtual |l ei sure activities, and therefore
pandemic, if not already. Therefore, it can be difficult for virtual leisure travel experiences to take
over the real experienceaking also into account the abereentioned, as well as the recent increase

in leisure activities in business tourism (Expedia Group Media Solutions, 2018; Reid, 2019), it can
be argued that most business travellers would prefer actual business toatead of virtual reality

meetings, as virtual reality cannot substitute the leisure aspect in business tourism.

4.1.7 CONCLUDING REMARKS ON THE BUSINESS PROFESSIONALSOREFLECTIONS

On the one hand, most business professionals were posisivglyised and considered virtual
meetings as an alternative for remote meetings, as it adds tad#we conferencingxperience.
However, it may not add enoughlue in ordeto be adopted by most companies when considering

the expenses of this type of technology and the required technical knowledge to run the meetings
effortlessly. On the other hand, business professionals were not convinced that virtual meetings would
be adequia enough to replace fateface business comumications nor physically visiting places.

While the cepresence in the virtual environment adds to the authenticity of the experience, which is
also sensed in physical fateface meetings, business professils are still concerned about the

lack of personal contact due to being in the form of avatar and not being able to interpret the co
attendeesd thoughts when missing facial expre
the abovementionedactors can be crucial in meeting (potential) partners for the first time but may
not matter later on when a personal connection is formed. As mentioned in the previous sections of

this chapter, the current state of the wdrldvith the COVID-19 outbreald may impact the future
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of work and business communications, which will be opened up in the following part of the research.
These considerations wi | | be brought t o t he
articulations on MICE in VR witlafocuson sustainability will be explored.

4.2 THE IMPACT OF COVID -19 ON BUSINESS TOURISM

The recent outbreak of the newly found viBARSCoV-2, also called COVIB19, has left the world

with a longlasting impact, not only at a soeezonomic ground, but aseveral other levels. Among

those, the tourism sector has been the most hit with the restrictions imposed at a global level, such as
travel bans, requirements for quarantine when returning from other countries and the shutting down
of restaurants, bars ahdtels to avoid large gatherings (Géssling et al. 2020, p. 2). As referenced by
the UNWRI3,0% decline in 2020 international ar |
tourism receipts of US$304b0 billiondo (as ci ted i n GO9whdreasnVgITGEt al
declared that there might be a loss of US$2.1 trillion (Gdssling et al. 2020, p. 10).

Al t hough many countries were first opening fo
yet to see whether business tourism will recover to the same level, as it was before the pandemic. Our
data shows that most of the users think there has & evident shift, due to the development of the
corona pandemic in these months. Even the interviews with virtual reality providers suggest that due
to the outbreak of the COVHDO and the remote ways of workidg the future of business tourism
hascknged. Accor di nppople gotusedtoeravel less, arel theyhave bhecome more

|l azy, so to say. So, they wil!l prefer to trav
travel a | ot and donod{( Ae p gloogs) Eurttienmeré, Infermiggvees3o0 mu
points out that once having the right technology to minimise the amount of travel, people and
companies will hold on to it even after the pandemic (ibid., H9R8Although this does not refer

only to virtual realiy itself, but also to other types of technologies, such as Zoom, Skype, Google

Hangouts, etc. The following chapter prospects the future of work in more detail.

4.2 1 REFLECTIONS ON THE FUTURE OF WORK AND BUSINESS COMMUNICATIONS

It is difficult to project a possible future regarding the decision of maintaining online business
meetings or a return to the previous normality, with physical meetings. With the changes due to
COVID-19 and the virus bei ngmannhave heereforcecctmswitcloimo t o
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video conferencing and utilise the online meetings. This has formed divisive opinions on the future
of work; some see it as an opportunity to make communications easier, and perhaps, to experiment
with new technologywhile others prefer to go back to regularp@rson meetings. For instance,
according to Sandre (2020);

On one side, companies are considering going fully remote. This week, for example, Twitter
informed their team t hey ceandFacebodk Gdogleohave h o m

announced theyoére going work from home unt

Such remote work has also increased compani e
solutions to make the ways of meeting more productive. The Agarawala (2020), the Ggadialf

(a software providing meaboutiab@8% inceadd R)n, tdced ar ibl
due to the pandemic (as cited in Houser, 2020). This high number of requests indicate that companies
are interested to use VR, perhaps due tartimersive benefit of being more physically present at
the office and in a meet i Mfogpeople toshdtitowWR éammeZeom3 a |
there needs to be sometdi A/pp drad 8} Asdper cuitdealn 6 1 1 7
aspet, people would need to physically meet, in order to establish a meaningful relationship.
However, given a specific context where it is impossible to meet, i.e. a global pandemic, VR
represents a solution to compensate, given its features to replicate faatuaes and behaviour, as

it was further discussed in chapter 4.1.3.

Furthermore, as also many of the business professionals have mentioned throughout the interviews,
virtual reality might be a possible solution for performing woelated tasks, givethe current

i mpossibility to travel. As mentioned by Chen
after the pandemic subsides?06, virtual realit
it has developed furtherdh expected due to the advancement of new technologies. Virtual reality
still holds countless possibilities, as a support for both at leisure and business level. The participants

throughout the different interviews have also expressed different viewgardr this topic:
| think as business purpose, VR will be used more and more also after this pandemic situation.

Also, because in the future it may cost less for the businesses to buy of VR instead of sending
all over the world employee@articipantd, Appendix 11, Il. 13-0)
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Pandemic has changed everybody's life and | do not believe that everything will turn normal
for both social and business aspects. Anyhow, multimedia gear will be used more and more
in the future(Participant 10, Appendix 11, [140-2)

Participants 9 and 10 both agree on the fact that not only VR, but also other types of gears will become
more and more used throughout the next years, even when the pandemic will not represent a threat
anymore. Possible solutions also for theokery plans might vary from incentives to visit different

cities as participant 9 suggests, whereas participant 10 thinks that finding a vaccine is the only
possible solution. Moreover, it is interesting to see how change management plays a role here; with
the intervention to the énormal , & peopl e havce

effort. As expressed by participant 1 and 2:

But in terms of the permanency of the meetings, | think, it has shifted the mindset of
introducing the concept of online meetings and working from home to a lot of people, so, in
the future, there will be a lot more these meetinggperson meetings, itds also opened
peopl ebdbs minds to thi nki(Pagicipar 2, Appendixe/dll3B8y n e .
46)

And, do | really need to fly around the whole world for this meeting. Yeah, that might change.
Not sur e, Il 't hi nk, rbusingsspurposes, sd itmeets stdl a litthmbitrof y e
ti me, but i1itds possible. Because, now, eve
do it. So, yeah, that will change a little bit, how we do meetings in general, | would say.
(Participantl, Appendix 7, Il. 34%50)

As regarding for participants 2 and 1, both agree on the fact that there would not be an extreme
necessity to fly for a compulsory meeting, but rather this pandemic allowed the population, as well
as the companies, te-think the role of meetings and its necessities, evaluating alternatives, such as

Zoom, VR, XR, etc. According to Interviewee 4:

So, one of the funny aspects of COVID, if there could be one, is that everyone was forced to

use online services. So, a tohfields have been totally disrupted, because all of a sudden,

especially, people of a certain age and al
that they werendét given a choice. | tsdys al |
home, I donét need to go iIinto traffic, I d
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who doesndét want to do his job, and | get
the saying goes, y ou ¢ a nlbhappen mVR mgoma fieldse | |
(Appendix 5, Il. 24552)

As seen above, Interviewee 4 believes in the permanency of remote collaboration, as people would
realise that it is saving time and resources without cutting on the productivity. Regarding the
permarency of VR implemented in some companies, participant 15 believes that the new technology

could be a permanent solution rather than people going back to normal ways of meeting:

I, definitely, think that it [VR] will stay. Not in the same extent, as ibleas during pandemic,
because you didn't have a choice. But, as we could see in our company, although we have all
the opportunities to meet physically and do the meetings as we could before the pandemic, we
still do it online just to include everybody agive people this opportunity. So, | definitely,

think you could see some of the same trends with the virtual reality as well, because it has
some... fordele [advantages]. [...] because you save time and you can save money. So, once
in a while, you would ge that option instead of traveling the world just for a meeting or a

conference or somethinfRarticipant 15, Appendix 14, Il. 365 3146)

Participant 15 also agrees with the other participants in terms of adopting new measures for meetings
instead 6 travelling, has currently more advantages than disadvantages. Although these measures
seem to have become quite established due to the recent events, such as the pandemic and the
introduction of smartvorking, most people still remain within the ideatthias type of technology

will not last much longer, in particular after the pandemic will come to an end in a few years. An
example is Participant 12 that mentionist t hi nk peopl e tend to forge
have another pandemic,an year of t wo, everytAppendx1ayll.351 go
352) The fact that people have always been behaving a certain way, as a rule of habit, seems to have
a peculiar influence on the choice between the virtual meeting and a physic¢2bssibly, the strong

desire to return to the old customs, to give back a sense of normality seems to be a recurrent thought
among the participants. Another example are participants 5 and 6, who discuss théhootked

VR becoming a permanent solutifor business communications:

In this [pandemic], that we are facing now, no. Because, of course, it was something serious

and has changed the way we do things, but
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something even more serious with more strctre s maybe. But , in th
so.(Participant 5, Appendix 9, Il. 313)

| think the same, | mean, implementing VR as a permanent solution in the pandemic, no.
(Participant 6, Appendix 9, Il. 31B)

These responses further fuel the thetbgt people want to go back to the old way of doing business
and meet that is ingrained as a cultural and societal archetype. Thus, given the very different views
from both the providers and participants, it is indeed difficult to identify a common rpédtier
business communications in the future. However, the divisive opinions on the future of work indicate
that there are business professionals willing to remain remote, especially if the meeting is not
considered important. Some of these professionasatso intrigued to experiment with new
technology in order to make the meetings more productive, which is also indicated by the growing
number of collaboration VR purchases. But, there are also ones that prefer to go bgodrsomn
faceto-face interaton and do not see remote collaboration as a permanent solution. These
concluding remarks bring us to the next chapter, which will discuss the sustainable considerations on

business tourism and the impact of VR business meetings on sustainability.

4.3 DISCUSSION: THE CONTRIBUTION OF VR IN THE CONTEXT OF BUSINESS

TOURISM TO SUSTAINABILITY

To begin with, it is important to clarify that our data supported by already existing research shows
that virtual reality meetings do not seem to radically changétisiness tourism industry in the near
future. As mentioned previously, the early adopters of the technology are less than ten percent
(Appendix 5, Il. 5423), and it is important to take into account that VR will not be a solution for all
industries, adiscussed in detail in chapter 4.1.1, e.g. when dealing with new customers and suppliers,
or new products and materials. Therefore, the current percentage of companies substituting meetings
requiring travel with VR is small. However, people working in\iiReindustry are positivealthough

potentially biased that the industry will keep growing slowly:

| dondét think VR meetings are going to bec

progressivVve, l' i ke ITittle by little, an exp
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VR meetings are still tiny, they have just been born and wW glowly until the product is

compelling enough. So, it will still take some yefdrgerviewee 3, Appendix 4, Il. 1282)

T h e ragedysteady growth, so although people think that there was a hype and now people

are not that interested anymor e, i tds not
very steady growth now. [ .. . ] Dferdesprispsrwéld i c t
be experimenting with XR but itds not for

20% or 25% will have already deployed some kind of XR to production. So, companies are
adopting VR and AR very rapidinterviewee 1, Appadix 2, ll. 13032, 2403)

In addition to these views regarding the growth of VR, as discussed in chapter 4.2.2, people working
in the VR industry believe that those, who have adopted VR during the pandemic, will not be going
back to normal ways of meegjreven whenever the current extraordinary situation is over. Data
presented in the first chapter shows that the experiment participants find lots of opportunities in VR
and they are not completely against the idea of VR meetings becoming relevant for tthefature,
however, it just does not seem to be compelling enough yet to make a switch. To conclude from all
this and to bring to the following discussion, VR meetings can be expected to slowly increase,
especially with the restrictions and higher etsosts due to COVIEL9. Thus, the following chapters

will discuss the contribution of business tourism to sustainability and propose how the increasing use
of VR for work and business purposes (read: a world with less business tourism) would impact
sustanability. Furthermore, social and economic sustainability in the context of factatentified

by different stakeholder§ | mpacti ng compani esd cthrface wikbeb et we

discussed.

4.3.1 SUSTAINABILITY IN THE GLOBAL CONTEXT

SOCIAL AND ECONOMIC SUSTAINABILITY

Business tourism has a positive influence on the global economy. In fact, business tourism spending
is in average a | ot hi gher ¢ o mpuaimessdourisio [...pisy e r a ¢
seen to be the most@omically beneficial form of tourism. [...] business tourists, and particularly
conference delegates, spend between two and four times as much money as tourists aé a whole.

(Swarbrooke & Horner, 2001, p. 75) Therefore, reduction in business touristimegaltively impact
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economic sustainability. The experiment participants mention the following regarding the impact in

global employment in the tourism industry:

There are pros and cons with it. So?byof c
travelling around, but, in the other way, you can support some societies and some tourism
industries that need it. And some countries are really dependent on those kind of economy
boosts in that wayParticipant 3, Appendix 8, Il. 368)

Definitely alot of jobs lost in many place@articipant 4, Appendix 12, |. 299)

[...] that would, of course, be a big hit [for the global tourism industry] if everyone now starts
to do virtual reality meetings i ngecalsted of
(Participant 11, Appendix 12, Il. 3aD

To articulate the significance of ltowofevergd® i nd
jobsintheworld 6 as well as 10% of worl d GDP, and t he
women and young people worldwide (UNPD, n.d., p. 14). It is also important to note that as
mentioned in the literature review, many business travellers bring their family members on business
trips and these family members count as leisure travellers (8w&e& Horner, 2001). Therefore,

if these business trips are alternated by VR meetings, the tourism industry will lose some leisure
travellers (the family members coming along on a business trip) as well. Interviewee 3, however,
suggests that less timedaaffort spent on business travel could result in business travellers willing
and being able to travel more for leisure purposes (Appendix 4, H6)191his would also make

sense considering the substantiality of leisure activities in business trighisS@puld mean that

overall international travel would not be reduced due to decrease in business travel. Nevertheless, as
mentioned above, the spending of business and leisure tourists are not comparable, so even if what

Interviewee 3 suggested was tlase, the economic contribution would still be of negative kind.

SOCIAL AND ENVIRONMENTAL SUSTAINABILITY

As mentioned previously, the terms overtourism and undertourism are highly subjective and
debatable, for instance, in terms of how many touristaretich or too little, and which places can

be considered as overcrowded. What was also discussed previously in the analytical part about the

authenticity of leisure experiences in virtual reality, we can comprehend that VR could not replace
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tourism expeences. The following discussion between participants happened during one of the

interviews:

Par t i c {.pyoucouldiake half of the Nyhavn [touring] people and put them in a box
and show them Nyhavn in a VR headset.

Par t i c iYegal Buthengt:miglit not stop them wanting to go there.
Particlpdond?7: thRd nk it does, no.

ParticBpant hé&n @agai n, i f people are satisf
need to go and see ito.
Par t i ciVYeanmayb& they aré. woul dnot be. That odeper

(Appendix 10, Il. 40713)

In summary, the participants doubt whether the VR tourism experience would be satifying enough.
Research conducted on VR in tourism indicates the same results (e.g. Chen, 2080204}, as

di scussed in chapter 4. 1. @Glmasball(©@2%) daid they waukl sot | e i
consider visiting a destination in virtual reality to equate having been to that destigatioh.Ma r t i n
2017) Hence, virtual reality could hdirectly make a positive impact on overtourism, and therefore,

the society and environment, by substituting the real experience and reducing the number of tourists
visiting the actual spot . Ivirtual freality tseemsat@ranmte d i n ¢
tourism, rather than discourageét. ( p. 41) I ndeed, one of the pot
the ability to present a preview of a tourism destination, and therefore, work as a destination marketing

tool. For instance, the following weediscussed during the experiment interviews:

| guess, you could let people experience the places that have undertunNgR), and then,
persuade them to go there. Maybe countries could use virtual reality as a marketing tool.
(Participant 8, Appendix 10, Il. 408

[ ...] you can use it as advertisement for
know, hav you would keep away people from overtouristic places with virtual reality. [...] it
can be part of advertisement for, or against the pl@earticipant 11, Appendix 12, Il. 319

21, 328)

[...] | think it would be a cool way to, actually, promote sonaees, and maybe even increase

tourism in some places. And, to be able to maybe take people to more remote places, where
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they donét go much and dondét hear much [ al
experience like this, where you get the feelihgatually being there, and they might think,

well, 1 would really love to go to this super small isolated Greek island somewhere.
(Participant 15, Appendix 14, Il. 2812)

As suggested in the quotes above, VR could succeed as a destination marketiW@ toolld
potentially showcase, for instance, some areas within a city, and, in this way, distribute the tourism.
Some DMOs are already using VR as a way for visitors to find out more about possible points of
interest to visit in the city. As an exampfgppenhagen Visitor Centre provides free 360 tours in
virtual reality in order to inspire the traveller and showcase e.g. the different neighbourhoods
(AWel come to Wonder ful Copenhagen 360U,0 n.d.
as Lufthasa, are providing virtual previews of some of the destinations that they offer trips to
(Campbell, 2017; Chen, 2020).

Again, this could be topic for a paper on its own, however, it is extremely relevant to business tourism,
as business travellers tenddo leisure activities between busineskted events (Lawson, 1982;
Swarbrooke & Horner, 2001), and the modern business traveller considers leisure activities in
business trips important (Litteljohn, 2001; Reid, 2019). Dewailly (1999) suggests thaiking li
virtual reality with reality sustainability could be better achieved in tourism. Such possibility to view
places before making the decision of travelling could positively contribute to the issue of
undertourism, if undertouristic destinations prod@e360 preview. However, on a larger scale, when
considering entire cities or countries, this may not be extremely relevant to business tourism, as the
business traveller rarely decides the destination, and it rather comes to where treatedpurpos

for travel is based on. But, when it comes to undertouristic spots in a city, where MICE travel takes
place, VR could potentially attract business travellers to visit eklessn attraction. Therefore, by
incentivising people to visit an attraction, \éBuld positively contribute to environmental and social
sustainability by advancing smarter and greener cities for both locals as well as tourists (UNWTO &
UNDP, n.d.). However, the contribution could also be negative if showcasing an already overtouristic

place sinc&/R could suggest people to visit there.

When considering sustainability, the most prominent positive contribution of VR meetings is on the
environmental aspect. Without a doubt, the production of f@®n methods of transportation will
be rediced when using VR to substitute travel for meetings. This is also one of the selling arguments

of the application producer:
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[...] thereds |Ii ke three billion doll ars s
itds Just grsoswitnrgav eli kies beuxstirneemel y expensi
into reducing some of this business travel and carbon footprint that it produces, by having
some of the unnecessary business travel done in virtual reality. [...] Big corporations were
startingto have travel bans, for example, they are not allowed to take the plane as much as

they wanted to, because of carbon footpf(imterviewee 1, Appendix 2, Il. 268, 2157)

The experiment participants also recognise the environmental value of VRyitg saCC in the

use of virtual meetings is pointed out in many of the interviews (e.g. Appendix 7,-b; 28pendix

11, I. 11720; Appendix 12, Il. 22:8). Moreover, the ability to avoid pollution from travelling by
airplane, train or car is frequéyntlisted as one of the advantages of using VR in business

communications (Johansson, n.d.).

In terms of sustainable consumption and production patterns business tourism contributes negatively.
Not o ntHe yourisns sedbor [...] aignificant consumer of natural materials and producer of
carbon footprint- directly and indirectly through services of accommodation, transport and
consumption of foad ( UNWTO & UNDP, n. d., p. 29) but al
sustainable aopared to other forms of tourism in terms of consumption (Gracan, Sander &
RudancieL ugar i ¢, 2 [bjusihgéss meketimgs faral other orgénised events may often exploit
the environment in terms of excessive energy consumption and waste produotiendoeing and

after the events [...] by using large amounts of disposable material, [...] spend[ing] huge amounts of
electricity and other energy resources to meet the needs of meeting attendees. All this leaves a large
amount of waste that negativelygacts the environment. ( Gr ac an, S alugagcr & R
2010, pp. 33B) Due to such unsustainable consumption during business tourism events, there is no
doubt that using VR for business purposes, and therefore, reduction in business tourism, would

pasitively contribute to responsible consumption.

However, many patrticipants confronted the degree of sustainability in the production and the use of

the VR technology:

[...] you need all this technology for the virtual reality, which have to be prodyocedyeed
the electricity. [ .. . ] I think, I f you hav

probably a better one to use, and then, vyo

65



lot of resources to create this device itself andhtive a new one, or have an update.
(Participant 1, Appendix 7, Il. 285, 28992)

[...] given the sector [| am] working in, | would ask first, how do they produce them and where

do they produce them, like, everything that goes in{@étrticipant 4, Apendix 8, Il. 288)

| mean, everything that you produce is the trash and the productioha@electricity.
That 6s t he f o ¢Parficipanin7t Apmemndix L0hle38® hi n g .

Neither producers nor people working in the VR industoypnmented on the sustainability on
production of the devices in the interviews. Furthermore, no literature on the production process of

t he devices coul d be accessed. Agreeing wi t
sustainability in the productioof the VR devices is questionable. What we know, however, is that
using the technology for meeting purposes consumes a lot of energy due to being run by a high
performing computer and requiring a proper network as well as hardware. On top of the above
menti oned statements, padohéitpanbwlbhomemuicbanegn
a meeting, but i1itds certainly | ess thanotrave
(Appendix 12, Il. 285) In this way, in terms of environmih sustainability, VR can enable

sustainability in business meetings when compared to travel for such meetings.

4.3.2 SUSTAINABILITY IN THE COMPANY CONTEXT

When diving deeper into the discussion of how sustainable VR would in comparison-to-face
meetings end up being, it is crucial to note that it has to do with much more than the technology,
environment,and economic benefits. Furthermore, there ihmmore in consideration in the
adoption of VR than the technology and environmental benefits. Focusing on the importance of the
social aspect in business meetings, this discursive chapter aims towdtialfy are the factors

i mpacti ng ¢ o mpeen YRasdfacw-facemeetmgsb e t

On one hand, VR could improve crdssrders collaboration, as it enables and makes it easier to meet
stakehol ders | ocated dispersedly arounf]ift he w
you,actually, had these virtual meetings, | think they could replace a lot of the meetings and make it

easier for people to meet, also, from different countries and time zones and soorAp pendi X
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114-6) This is consistent with what one of the intewvees working in théeld of VR s Rp..ythis
solution is very helpful in the time of COVID, because they can share presentations, insights,
trainings, modifications to projects with simply putting on the headset, communicate from one office
totheote r . And I 6m not talking about physical di:
Boston, the other one is in London and the other one is in Paris, they can all commumicate
(Interviewee 4, Appendix 5, Il. 180) Based on these examples, ihdze argued that VR could
enhance international collaboration by making meetings across different time zones possible
regardless of the current pandemic situation. Thus, meetings in VR could positively contribute to

social and economic sustainability doghe ability to grow the business across borders.

On the other hand, Denst adolpliesercaaso signalsganmineent ( 2 0
0 by travelling and meeting fade-face one is investing time and money in the relatiomship( p .
217),ad he meeting participants are required at a
international world the place can be anywhere globally. Thereforetddeee business meetings
prove the meeti ngntheathetand up a b taeas farWéeci@onenaking,
executing procedures, building and strengthening friendship, judging commitment arid sq o r r vy
2002, as cited in Denstadli & Gripsrud, 2010, p. 217). Such social relationships go hand in hand with

economic resilience, as also discussed in one of the experiment interviews:

Particilpamwmno6é?: kimow itd-face meetings avithlVR] evould gavef adat e
of money, because what if your competitor goes there in person and leaves a pett&sion

than you and your crummy VR room? Then you lost mbney.

Particivypaht &hafi | mean is, the money that
Business class flights. |l know itdés a big
Particlpans$ @:hdédge expense. But then, weobd

as going there, and, for me, video conferencing and VR are on the same level. So, we already
have a solution and people are still travelling, we could just g@fedeo conference. So,

VR has to add something on top of that. And be kind of equal to physical meetings in order to
Ssubstitute it. But yes, itb6bs massive,0ol me
(Appendix 10, Il. 27534)

The discussn above emphasises the significance gfeénson meetings and compares the ability to
conduct meetings in the virtual environment to video conferencing. Interestingly, Denstadli and

Gripsrud (2010) aongnunicationitezhnologidse s an eidee comferedcing,
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and today6s prwide nsarytof thensgame, featlires as personal meetingé p . 217
Al t hough such solutions are abl e -timevideo, aswslimi t

a sdata collaboratio® i n c | natidris neg screem sharing (ibid., p. 217), and the adoption of
video conferencing, as well as VR, have increased to a significant extent during the -C®VID
pandemic, it is still argued that there are certain social obligations to mett-face. Lassn (2010)

ex pl ai ocogpresentaid stillithe fundamental mode of human interaction and socialisation in
modern society 0 ( p . 183) As gi ven ad..]bhusinessxnaatnys oftenb y |
begin with preliminatragl kn@ ewh enrges p aarvtoil ovii ppagn t6 s ML
work and | eisure. l tems such as 6Just sent yo
yesterdaydé6 are interwoven with informal remar |

family news,et6. (p. 183) Such i mportance of small tal

Partic[pan} whafi |1 6ve | earned as well is 1t
| lived in Mexico and had meetings, the first 15 minutes,ni mum, had t o be
kind of chilling, we were just talking. And it was just like a must. If you just jumped to it, they
would just be annoyed. They woul dnét deal

| nt er viSeoweri tl1o:s A i ke, k itheredandodéal wittmtpedousings®that | u s
actually should be the focus?

Par t i c ivgal exactly4[..] S@, very culturally definitve. ( Append34)x 8, ||

The logic behind the significance of small talk is, according to Boden and Molotoch (e84,
prepares one for the following business meeting, as it gives hints on what type of person the other
attendee is (as cited in Lassen, 2010). Such could be associated with the establishment of trust and
partnerships. Trust together with connectivatyd dependence are often classified as vital elements

to have in a business meeting in order to reach a business agreement and transactions, and such ca
be best achieved in fate-face meetings (Boden & Molotoch, 1994, as cited in Lassen, 2010}. Face

tof ace meetings ar e des tanamh eqdivodalanfoimatioreand bluilel a a b i
personal atmospheye6 whi ch are significant in the proc
Gripsrud, 2010, p. 217). What is also identified as cruciat, Is @bilitii to access the other
participants eyes, since eye contact enables the establishment of intimacy and trust, as well as fear,
power and controb (i bi d. |, p . 217) Based on these def
business relationship, tablishing trust in the virtual environment can be extremely difficult due to
the use of avat ar girtual &ehhiquesfalto cofpensate fa theenged fokface i

to-face meetings when complex interactions are involved and whevenaai clues are importand.
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(p. 120) As presented in chapter 4.1.3, many of the business professionals were concerned about inter
personal inauthenticity in terms of the lack of facial expressions, as well as the inability to see the co
attendeebdbsuadf achee adruchspekend words based on tt
continues by explaining thatfatef ace setti ngs a rtle earlystageiobalcliente s p €
relationship, when there are high levels of uncertainty on both,sides wif aftentthe case, for
instance, in transactions or establishing contracts (p. 120). Along the lines, Participant 3 explains
about their expeitwoeld deknitely,rbe moredrustsvartbytfar us todhave ailook

into the eyes of, whoevere are transferring this moneydo ( Ap p e n d 5)xThi, baskdlon 1 3 -
the arguments above, establishing a trusting relationship with-sagg partners can be

tremendously challenging, if not impossible.

However, after a trusting relationship igrfied and once dealing with an already familiar business
partner, it could be possible to have business communications in the virtual environment. Participant
4 s uggeBk.tVR has]hpeobablyfimore advantages, when you already have the [business]
relationship. [...] when you have already met them, then you can just take some of these [VR] meetings
from time to time except when itds a big deal
thathumantouch. ( Append-V)PartRipatl 13 cldOMt i nues L. .hsamallerVR f i
basic meetings. If you have to discuss bigger things, then you need to meet in person again, and use
the personal connection that you already have established to your advantageAp pe nd4i x 8,
2). Therefore, it can be argued that VR is not an appropriate procedure to make first impressions but
could be used as a way of communication in maintaining business. However, this would be in contrast
with the statement by Beaverstock, Derudder, Faulconbridgd Witlox (2010) regarding
compul sions of b u s i n enairgainingrvarious Iforms wof hstretched, sooia | u d

management practices, control and relationships.( p. 2)

It is yet to see how the future of business meetings and business tuullismok like due to the

current COVID19 situation and its unpredictable future. Although many have expressed the benefits

of remote work and meetings, as presented in chapter 4.2.1, it seems clear that certain parts of business
cannot go virtual. Fornistance, Participant 3 emphasises the importance of maintaining a good

business relationship, which goes in line with what Beaverstock et al. (2010) explained above:

il ...] we normally do a trip to Chinlatllonce
keep doing that [after the outbreak of COVID] in order to keep a good relationship and
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see how things are, and kind of, to look at the fabrics as well, and see how it is done and if

everything is working righd. ( Par ti ci pan4253, Appendix 8, |

So, even the outbreak of the COVID virus will not in all cases change in person meetings to virtual
ones. In addition to that, the statement above would indicate that advanced communication
alternatives, e.g. VR and video conferencing are nougim to keep good relations to the already
established business partner. This compliments the previously done research by Orlikowski (2002)
and Jones (2007), who discard the conception that remote collaboration saiwiaresubstitute

faceto-face meetigs and end the necessity for business tourism (as cited in Beaverstock et al., 2010).

Another question regarding the ability of VR to create a complete experience concerns the quality of
life of the meeting attendee. As discussed in the analytical chddes, business tourism is
frequently invol ved wi nhobhonlgattached to thatiaditiorlalevorklifler e a
(Denstadli & Gripsrud, 2010, p. 235). Beaverstock et al. (2010) confirm that in addition to the
importance of cgpresencemany do not want t o §.Qpadhbecauseaod b u s
the blurring of motives and the indistinct boundary between business and leisure involved in that
formoftraveld ( Beaver st ock, Derudder, Faungiotoacdouni dge
the significance of leisure activities, this would mean that meetings WBRecompared to facto-

face encounters, would not be able to provide the complete experience nor to enable people to connect
on the same level. Thisisalsbe nt i oned by one of t[l.h]¢hose sofisof i mer
things are just impossible to replicate. [...] if you close a nice deal, you might want to grab a beer
afterwards, like, celebrate withthend ( Par t i ci p ant -5)4oming pupheparsbnak 8 ,
relationships with business partners would be limited in the virtual environment. However, in terms

of work-life balance, switching to meetings in VR could have a positive impact, as it can be easier to
define the distinction between spdime and ofduty hours. When having dinner or celebrating with

a new partner, the distinction is not so evident.
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SCONCLUSI ON

This research set out to explorgtual reality in the context of business tourism walfocus on
sustainability bycollecting qualitative data througfR experimentsvith business professionasd
VR industry pr olh@hersvordstheiritial éesearch gjuestitievesloped is

fiHow do different stakeholderidentifythe use oW¥R in the context of business tourem

In order to reach conclusions on the initial reskajuestion,hte sub-questiors ths researclaims at
providing a comprehension &oe:
fiWhat are the businegsr of essi onal s6 reflections and i ndu
in virtual reality2
and
fiHow has the COVIEL9 pandemic impacted MICE travel, and what could be expected regarding

the future of work and business meetirgs?

The coronecrisisoffered the uniquepportunity taobservehe influence ofeducedusiness tourism

and increasd use ofirtual meetingsn MICE purposesas well as how fast people can switch from

one to another withoutneenormous oss of producti vity. Business
future of work indicate that remote meetings are functional for some of them, whereas part of the
professionals prefer to go back tepgarson meetings. According to the interviewees workirnte

field of VR, the ones deploying the technology are hardly going back to regular ways of meeting.

As of now, sustainability in business tourism is not impacted on a large scale due to business meetings
being executed in virtual reality. Insteadyathas both positive and negative impact on sustainability,

is the current pandemic, as all travel is restricted and cut to minimum. It is yet to see how the future
of business tourism industry will look like, and whether business travellers are gokip bagular

ways of meeting or taking advantage of numerous online tools available, as people working in the
field of VR and some of the experiment participants suggest. If this will be the case, or if VR will
become compelling enough for a significantgemtage of the companies to adopt it for business

communications, there will be contributions to sustainability:

1 Business tourispby estimationcovered 1330% of the overall international tourism before
the outbreak of the COVH29 (Sharma, 2004; UNWTQ019) Particularly, the economic
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benefits of this type of tourism are substantial. Therefore, the financial losses due to VR
replacing meetings requiring travel can turn out to be significantly negative.

1 In terms of social contribution, reduction in busss travel would evidently result in less
employment in the tourism industry. Nevertheless, introducing more efficient ways of global
collaboration may result in more interest in interaction across borders and, perhaps, working
towards a more sustainalfleéure together.

1 The environmental aspect in sustainability will rather face positive contributions than
negative. Although the production of all the required equipment uses resources and
participating in the VR meetings consumes e.g. energy to a highejegyiot of C®and

materials will be saved with reduction in business tourism.

The empirical data indicates that business professionals are hesitant to adopt the VR technology for
work and business communicatiomfe initial expenses and knowledge required outweigh the added
value provided by VRThe role of cepresence is emphasised in business settings and can be argued
to be one of the most important factors in making business successfully. Whikesence dgeved

in the immersive virtual environment adds to the authenticity of the virtual experience, which is
considered significant in business meetings, concerns of the lack of personal contact still exist due to
the attendees being in the form of avatarsyels as not being able to interpret neerbal feelings
from each otherodés faces. These sensations of
forming new business relationships where personal connection establishes trust. Moreover, there are
cetain social obligations to meet fat®face, which VR fails to fulfil. Such are, for instance, the
investment of time and money on travelling for the meeting, which signals commitment and interest
in being there (Denstadli & Gripsrud, 2010). Anotherfgature present in fae®-face encounters

is small talk before getting into the business in order to build a personal atmosphere and trust (Lassen,
2010). These social obligations amicialin establishing business partnerships, particularly in the
ealy stage of the relationship when both parties feel uncertainty, which frequently happens in
transactions or when signing contracts (Salt, 2010).

At a later stage of a business partnership, some of the business professionals consider meetings in VR
as a appropriate solution to reconnect with already existing business partners. Previous research
done on the ability of remote collaboration to substitute business tourism (e.g. Beaverstock et al.,
2010), however, denies the idea, as arguably, maintainiggoa business relationship is a
compulsion for business travdlherefore, virtual reality would ndite a socially and economically

sustainable solution for companiegim businesd\evertheless, it is vital to mention that the way of
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meetingdoesnat e e d t edthetdo& sitaation,&hoosing between remote and physical, but rather
a healthy combination of different methods of meeting providing variation, appropriate to the industry
and the (already established) business relationship.

5.1 RECOMMENDATIONS FOR FURTHER RESEARCH

As mentioned throughout the research, virtual reality meetings aratstié early stage. Hence,

further research could be done later on when the fate of VR meetings in work and business purposes
is more defined and when it can be seen whether the industry has indeed grown, as people working
in thefield predict. Furthermorayhen the times of the pandemic are a bit more certain and it will be
easier to articulate anything more definitive about the future of work and business tourism, it could
be intriguing to look at how business meeting habits have changed, if at all. Ohtlap, further
research could be done on different age grou
regarding the adoption of VR differ according to their generation, as suggested in Appendix 5 (ll.

551-2). Suchastudy would be of importaecwhen considering the future of VR.
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