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ABSTRACT ARTICLE HISTORY
Tattoo tourism has emerged as a distinctive form of cultural and creative tourism in Received 2 December 2025
which ritual meanings, artistic practice, and professional customer care converge in an Accepted 14 April 2026
intimate and irreversible encounter. This study conceptualizes tattoo tourism not only as
cultural consumption but also as a professionalized service experience. Google reviews
from 664 tattoo studios across Thailand were analyzed using text mining, Naive Bayes e .

X i X . X embodied ink; creative
sentiment classification, salience scores, and Importance-Performance Analysis. Tattoo- tourism; body arts; UGC;
related terms were grouped into six themes: cultural and symbolic aspects; health, cultural souvenir
safety, and cleanliness; service and customer care; tattoo practitioner; studio environ-
ment; and perceived value. The findings highlight the central role of friendliness and
hospitality. Spiritual and belief-related elements, such as Sak Yant, faith, and blessings,
are well delivered but often evaluated through the lens of service care and risk manage-
ment. The study offers an attribute-based perspective on tattoo tourism and practical
implications for destination managers and tattoo practitioners.

KEYWORDS
Experience attributes;

Introduction

Tattoos have increasingly been recognized as dynamic tools for cultural heritage preservation and transmis-
sion (Mangiapane et al., 2025; Pritchard, 2000; Tadros, 2022). This universal form of body art function as a
visible marker of cultural identity, inviting recognition with its underlying narratives (DeMello, 2016). Tat-
tooing and travel are deeply intertwined, as the practice itself embodies a mobile culture, carried on the
bodies of individuals who journey to receive tattoos (Clifford, 1997; DeMello, 2000). Tattoo tourism offers
travelers the opportunity to inscribe their journeys permanently on their bodies. At its core lies a dual iden-
tity, tattoos as both sacred cultural practices and commodified tourist services. While historically tattoos
functioned as markers of spirituality, identity, and ritual within specific societies (Lane, 2014), the rise of
tourism has repositioned tattooing as a consumer service, often marketed as a form of meaningful souvenir
or lifestyle statement (Dresler, 2021; Preda et al., 2024; Soukup et al., 2021). This dual identity reflects a
broader paradox in the tattoo tourism context: the authentic traditions are simultaneously preserved and
commodified to meet market demand (Lane, 2014; Turner, 1999).

As a blend of cultural engagement and commercial service, tattoo tourism illuminates the intersections
between authenticity and commodification. Tattoos in Thailand serve both ritual and tourist functions,
such as Sak Yant - a ritualized protective tattoo, highlighting how cultural practices are reshaped when
inserted into tourism economies (Cohen, 2013). For many travelers, receiving yantra tattoos is experienced
as a spiritual ritual rather than a mere purchase. At the same time, popularized by Hollywood celebrities,
this Thai tattoo has gained global attention. Although modern tattoo studios may simplify their sacred ele-
ments, such evolution illustrates the adaptability of cultural practices within tourism (Bangkok Post, 2025).
In similar ways, prior studies show that tattoos act as a highly personal souvenir of travel, embedding expe-
riences in the body as living heritage (Dresler, 2021; Preda et al., 2024).
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Beyond its cultural and experiential dimensions, tattoo tourism also reflects a rapidly expanding global
industry. Industry analyzes indicate that the global tattoo market now exceeds USD 2 billion annually and
continues to grow steadily, with the Asia-Pacific region emerging as one of the fastest-expanding markets
(Dorge, 2025; Fortune Business Insights, 2023, 2026). This growth is supported by increasing social accep-
tance of tattoos, expanding professional studio networks, and the rising popularity of destination-based
body art services among international travelers. Within this broader expansion, culturally distinctive tattoo
practices have become important tourism attractions, particularly in regions where tattooing is embedded
in local heritage and ritual traditions. Thailand, with its globally recognized Sak Yant tradition and well-
developed tourism infrastructure, has emerged as one of the most prominent destinations for travelers
seeking culturally meaningful tattoo experiences.

Unlike most tourist activities, tattooing involves intimate, irreversible, and potentially risky service
encounters (Bakova et al., 2025; Cibik, 2020). From a service management perspective, tattoos represent a
high-involvement tourism service where customer care is not marginal, but central (Glynn, 2017; Sierra et
al., 2013). Prior studies of service quality in hospitality emphasize that staff competence, friendliness, and
communication strongly influence tourist satisfaction and loyalty (Hwang & Lee, 2019; Nguyen et al., 2023;
Syakier & Hanafiah, 2022). In tattooing, where the encounter is permanent and physically invasive, these
dynamics are magnified; artists’ professionalism is not only a marker of quality but a safeguard of health
and trust (Serup, 2015). As a result, the attributes incorporated within tattoo customer care are likely to
establish essential elements of the tourist experience. These dual layers - ritual significance and professional
delivery — underscore tattooing’s role as an immersive cultural artifact that travelers carry as a permanent
embodiment of their journey.

Scholars have influentially established tattooing as cultural heritage practice and as an embodied sou-
venir of travel (Dresler, 2021; Kuhn, 2020; Nassenstein & Riisch, 2019; Pack & Sun, 2022; Preda et al., 2024),
yet tattoo tourism is still under-conceptualized as a creative tourism service experience. Although tourism
experience research shows that evaluations emerge from bundles of interrelated attributes rather than single
elements (Kandampully et al., 2023; Lehto et al., 2025; Zha et al., 2024), tattoo tourism lacks large-scale,
attribute-level evidence identifying which experience attributes tourists actually foreground when narrating
their tattoo journeys. Without an attribute-based understanding, destination stakeholders have limited
empirical guidance for governance and experience design in this tattoo tourism, especially for balancing
authenticity and appropriation concerns with consumer services, and sustainable development in creative-
cultural tourism settings (Richards & Wilson, 2006). These nuanced appeals of tattoo tourism reveal impor-
tant gaps, particularly regarding which tattoo tourism attributes influence tourist experiences.

To address the gaps, the present study conceptualizes tattoo tourism not only as a form of cultural
consumption but also as a professionalized service encounter that actively shapes the tourist experience.
The vital research questions are (1) What are the key attributes that shape tattoo tourism experiences? (2)
How do these attributes vary in perceived importance and performance in shaping tattoo tourism experi-
ences? Accordingly, the key objectives of this study are (1) to identify tattoo-tourism experience attributes
from large-scale user-generated content, (2) to assess the strengths and areas for improvement of these
attributes using importance-performance analysis, and (3) to provide actionable implications for policy-
relevant development of tattoo tourism within the broader cultural and creative tourism for destination
management organizations (DMOs) and tattoo practitioners.

Through leveraging experience-based content generated by tourists, this study advances a richer under-
standing of the attributes supporting the dual identity of tattoo tourism, where culture and customer care
intersect in shaping tourist experiences. It also offers policy implications and strategic recommendations for
DMOs and tattoo practitioners to enhance the development of tattoo tourism.

Literature review
The intersection of culture and customer care in tattoo tourism

Tattoo tourism can be understood as a contemporary instance of how embodied cultural practices are
translated into marketable tourism experiences (Cohen, 2013), where the human body becomes a canvas on
which the souvenir tattoo is inscribed. Travelers deliberately combine travel with the acquisition of a tattoo
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at or about a destination (Dresler, 2021; Preda et al., 2024). These personalized pictorial markers of tourism
experience are created through narratives negotiated among tourists, tattoo artists, and studio managers
(Dresler, 2021), helping to sustain an emotional bond with visited places and to materialize the affective
state of travel in a lasting visual form (Preda et al, 2024). At the same time, tattoos are embedded in
broader processes of cultural commodification. Ethnographic work demonstrates how traditional tattooing
practices become key tourism attractions, as local artists, tourism intermediaries, and travelers collabora-
tively construct indigenous tattooing (Soukup et al., 2021). This resonates strongly with Cohen’s (1988)
argument that commoditization does not simply destroy cultural meaning but can generate new layers of
meaning as an emergent authenticity, since cultural practices are reworked for tourist consumption.

The growing popularity of souvenir tattoos has increasingly repositioned tattoo studios as tourism
attractions rather than mere service outlets. Travelers often associate souvenir tattoos with destinations
such as Thailand, Egypt, Hawaii, India, Vietnam, and Kenya, particularly when these places are experienced
as emotionally significant and worthy of permanent remembrance (Preda et al., 2024). However, this pro-
cess of personalization is not culturally neutral. In East Africa, tattoo choices linked to place and language
have been associated with tourists’ search for African authenticity, showing how local symbols and destina-
tions can be reframed as portable signs of difference for external consumption (Nassenstein & Riisch,
2019). Similarly, in Hawaii, tourists acquire memorabilia tattoos, often featuring maps or other local sym-
bols, as a means of expressing attachment to the place and reflecting their sense of commitment and nos-
talgia, whereas tattoos worn by locals function more as markers of membership and belonging (Hiramoto,
2015). A similar distinction appears in Polynesia, where tourists tend to view tattoos as personal markers of
travel memories, while locals associate them more strongly with heritage, cultural continuity, and ethnic
pride (Robinson, 2010). These differing meanings underscore the nuanced role of tattooing in tourism con-
texts. In Thailand, such complexity is further reflected in tensions surrounding authenticity and cultural
appropriation when sacred tattoo traditions are translated for outsider audiences, particularly in debates
over copyright, cultural engagement, and cross-cultural interpretation (Jerrentrup, 2024). These prior stud-
ies highlight that tattoos in tourism contexts are not merely personal souvenirs, but are produced within
settings where memory, identity, authenticity, and commodification become tightly intertwined.

Thailand is widely recognized as a major tourism destination where traditional tattooing, Sak Yant, has
become a prominent attraction for international tourists (Docena, 2018). Sak Yant tattoos, historically
applied by monks or Ajarn (masters) in temple or ritual settings, are believed to confer spiritual protection,
luck, and moral guidance, combining Buddhist, Brahmanic, and animist elements (Krutak, 2024; Phanon,
2015). Thailand thus exemplifies how sacred bodily practices are re-packaged as attractions for global trav-
elers while still retaining layers of religious and protective meaning for local practitioners (Cohen, 2013). In
recent decades, these tattoos have been actively sought by foreign tourists as markers of spiritual engage-
ment with Thai culture and as powerful travel souvenirs (Krutak, 2024; Preda et al., 2024). Existing tourism
scholarship on culture and commercial dimensions of tourism demonstrates that the cultural significance of
souvenirs is inseparable from the circumstance of their acquisition (Anastasiadou & Vettese, 2021; He &
Timothy, 2024; Lv et al., 2025). In this sense, tattoo tourism exhibits a dual identity. It is simultaneously a
practice of cultural engagement and a professionalized service encounter.

Service-experience research in tourism and hospitality emphasizes that customers assess not only func-
tional outcomes but also emotional and relational aspects of service encounters (Bujisic et al., 2025; Otto &
Ritchie, 1996; Xie et al., 2022). This perspective highlights the crucial role of customer care in shaping
tourism experience, including those in tattoo tourism. Specifically, tattoo studio managers and artists co-
create the symbolism of souvenir tattoos with clients, guiding them to combine destination references with
stylistic trends and bodily considerations (Dresler, 2021). Consultations, collaborative design processes, and
careful explanations of risks and aftercare are provided to facilitate positive tattooing experiences (Preda et
al., 2024). As a result, customer care practices are deeply entwined with contexts of cultural commodifica-
tion (Sengoz et al.,, 2025). Some foreign tourists arrive with a limited understanding of local religious
norms, language, or bodily taboos (Pu et al., 2023); the interaction and degree of guidance they receive
from tattoo practitioners and studio staff are therefore likely to shape whether the experience is perceived as
immersive cultural engagement or merely as commodified consumption.



4 K. KHWANYUEN ET AL.

Experience attributes in tattoo tourism

Experiences emerge from tourists’ interactions with multiple service attributes rather than from any single
component in isolation (Otto & Ritchie, 1996). Specifically, tourism experiences are shaped by a bundle of
interrelated attributes that combine environmental conditions, social interactions, cultural engagement, and
emotional response (see review by Hosany et al., 2022). Tourism experiences that combine cultural dimen-
sions, participatory, and hedonic within concrete encounters act as powerful drivers of tourism flows and
important contributors to destination satisfaction (Shin et al., 2025). Such value is understood as emerging
from the interaction between providers’ curated experience and visitors’ active engagement (Chen & Rah-
man, 2018).

Based on the theory of embodiment, tourism can be understood as a site where bodies and spaces
continuously co-create meaningful experiences, as social norms, cultural scripts, and interactions shape
what bodies can do, feel, and signify in particular settings (Yang, 2025). Applied to tattoo tourism, this
perspective suggests that experience attributes do not reside solely in the tattoo itself, but emerge through
the interplay among tourists’ bodies, tattooing spaces (e.g. studios, Buddhist temples, and tourism cities),
and service encounters. Existing studies show that interactions within tattoo studios and their surrounding
social environments organize cultural authenticity, artistic expression, and technical expertise into struc-
tured yet negotiable encounters (Dresler, 2021; Soukup et al., 2021). Tattoo artists function as intermedi-
aries between culture and customer care. For many tourists, perceptions of professionalism and trust in the
artists and studios become as important as the cultural narrative of the tattoo itself (Fisher, 2002; Sierra et
al., 2013). At the same time, this encounter is inherently embodied and risky. Tattooing involves health and
safety concerns that are inseparable from the overall experience, including anxieties related to hygiene,
materials, and equipment such as inks and needles (Giulbudagian et al., 2024; Hutton Carlsen et al., 2020;
Steckdaub-Muller, 2018). However, the literature remains more fragmented than cumulative. The cultural
meaning, artistic mediation, professionalism, and health risk are all acknowledged, but their combined role
in structuring tattoo tourism experience is still insufficiently integrated. The present study responds to this
gap by examining how these interrelated attributes jointly shape tourists’ evaluations of tattoo tourism
experience.

Materials and methods
Case description: tattoo culture in Thailand

Tattooing in Thailand is deeply embedded in culture, religion, and social life rather than being merely deco-
rative body art. The most symbolic practice is Sak Yant - ritualized yantra tattoos — in which geometric dia-
grams, Pali or Khmer script, and animal or goddess motifs are inscribed on the skin as carriers of spiritual
power (Cholvijarn, 2021; Jerrentrup, 2024). The term Sak Yant derives from Sak, a Thai word meaning to
tattoo, and Yant, from the Sanskrit, denoting a particular type of ritualized geometric design (Bangkok Post,
2025).

The historical trajectory of Sak Yant situates them within a broader Southeast Asian tradition of yantra
and talismanic practices, influenced by Indic spiritual technologies and localized through Khmer and Thai
ritual contexts (Acri, 2022; Jiaviriyaboonya, 2020). Scholars emphasize the regional diffusion of yantra tat-
tooing across Cambodia, Laos, and Thailand, with stylistic variations reflecting diverse religious idioms and
local histories (Terwiel, 1975). Sak Yant have demonstrated remarkable longevity and adaptability, despite
transformations in Thai society, while core motifs and ritual frameworks persist, designs and placements
evolve in response to modern tastes and the expanding market for tattoos (Chamchoy, 2013; Jerrentrup,
2024).

Culturally, Sak Yant are widely understood as embodied amulets (Chansanam et al., 2021). These reli-
gious texts and symbols are inscribed onto the body as protective charms, intended to shield wearers from
physical harm, deflect misfortune, enhance charisma, and support success in work or business, while simul-
taneously reminding them to follow moral precepts (Henley & Porath, 2021; Phanon, 2015). Designs such
as Gao Yord (Nine Spires) or Hah Taew (Five Lines) signal membership in particular lineages and commu-
nities of practice, tying the wearer to a specific master and to a moral-spiritual network rather than to an
anonymous marketplace (Bangkok Post, 2025). Traditionally, Sak Yant is applied using a manual hand-
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tapping method with a long bamboo stick, performed by skilled monks or ajarn (masters) who are not only
technically proficient but also well-versed in Buddhist teaching and charm (Noeuv, 2021). In this tradition,
receiving Sak Yant through a painful and time-consuming process is interpreted as a form of ascetic
endurance that aligns with Buddhist ideals of self-control (Phanon, 2015). Efficacy resides not only in the
visual design but also in ritual activation and the authority of the Buddhist monk or ajarn (master) who
performs the tattoo (May, 2014).

The long-standing ritual practice provides the cultural substrate for Thailand’s emergence as a destina-
tion for tattoo tourism, where magical-religious tattooing intersects with international tourist flows, espe-
cially in Bangkok and Chiang Mai (Cohen, 2013). While some visitors seek purely aesthetic designs in
commercial studios, many international tourists explicitly pursue Sak Yant as a way to engage with authen-
tic Thai spirituality — traveling to temples or renowned masters, following elaborate pre-ritual instructions,
and narrating the experience as a journey of personal change (Cohen, 2009; Jerrentrup, 2024).

Data collection

Customer reviews were gathered from tattoo shops across Thailand using the location feature of Google My
Business, Google Maps. To ensure reliability, only active and well-operated businesses were included, while
inactive shops were excluded (Sangkaew et al., 2025b). A purposive sampling approach was applied to focus
on shops situated in Thailand’s main cultural and tourist destinations (Campbell et al., 2020). Within this
scope, reviews written in English between July 2023 and June 2024 were selected. The final dataset consisted
of 21,632 reviews from 664 shops, forming a robust foundation for analyzing customer experiences and
sentiments.

The distribution of reviews reflected both the presence of tattoo shops and broader tourism dynamics.
Bangkok accounted for the majority of reviews (15,299), underscoring its position as a vibrant cultural and
tourist hub. Phuket contributed 2573 reviews, driven by its appeal as a beach and nightlife destination.
Chon Buri, including Pattaya, provided 1984 reviews, while Chiang Mai added 1472 reviews, reflecting its
attraction for visitors seeking more cultural and meaningful tattoo experiences. Surat Thani, the gateway to
popular islands such as Koh Samui and Koh Phangan, contributed 304 reviews. Because this study used
only anonymized, publicly accessible online review data and did not involve interacting with individuals or
gathering any identifiable personal information, the Human Research Ethics Committee approved a waiver
of informed consent in line with relevant institutional and national ethics standards.

Data preparation

The review texts were preprocessed by removing punctuation, numbers, stop words, and extreme terms,
converting all words to lowercase, applying Porter stemming, and filtering infrequent terms to optimize
them for sentiment analysis (Sangkaew & Zhu, 2022). After cleaning, the English-language reviews were
exported into a spreadsheet for classification. Following established approaches in tourism studies (Sin-
charoenkul & Sangkaew, 2023), reviews rated as ‘excellent (5)” or ‘very good (4)" were categorized as posi-
tive, while those with lower ratings were categorized as negative. This binary classification provided a clear
basis for subsequent sentiment analysis.

Analytical framework

As illustrated in Figure 1, the analytical framework integrates tourism experience theory, embodiment the-
ory, and service experience research to guide thematic classification and quantitative evaluation. These
perspectives conceptualize tattoo tourism as a co-created experience emerging from interactions among
bodies, spaces, cultural meaning, and service delivery.

Drawing on prior research on cultural tourism experiences (Chen & Rahman, 2018), service encounters
(Otto & Ritchie, 1996), embodiment in tourism (Yang, 2025), and tattoo practice as a professionalized ser-
vice (Dresler, 2021; Fisher, 2002), the study conceptualizes tattoo tourism experience as consisting of six
core conceptual domains: cultural meaning and symbolism, health and safety, service interaction and cus-
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Figure 1. Analytical framework linking theoretical foundations, thematic classification, and importance-performance
evaluation of tattoo tourism experience. Source: Authors’ own creation.

tomer care, tattoo practitioner competence, studio servicescape, and perceived value. These domains pro-
vided the theoretical structure for deductive coding.

Thematic classification followed a two-stage procedure. First, keywords extracted from sentiment analy-
sis were mapped onto the six conceptual domains (deductive coding). Second, terms were examined in con-
text to identify recurring patterns and refine sub-attributes within each domain (inductive refinement),
operationalizing conceptual domains into analytical themes.

Each theme was then linked to quantitative text metrics. Salience captured attribute prominence, and
valence reflected sentiment orientation. These measures provided the basis for the Importance-
Performance Analysis, which evaluated the relative importance and performance of each experiential
dimension.

Sentiment analysis

For computational analysis, the Naive Bayes method was applied through KNIME, an open-source data-
mining platform widely used in tourism and hospitality research (Sangkaew & Zhu, 2022; Sincharoenkul &
Sangkaew, 2023). Attribute-level statistics generated from the model were employed to calculate two key
parameters, which are salience and valence. Together, salience and valence provided insights into both the
prominence of terms and their sentiment orientation, moving the analysis beyond simple frequency counts.

Salience captured the prominence of specific terms by calculating the base-10 logarithm of word fre-
quency. This transformation reduced the effect of skewed distributions and highlighted the terms most cen-
tral to tourists’ descriptions of their experiences (Taecharungroj & Mathayomchan, 2019). Valence refers to
the extent to which terms appear more frequently in positive versus negative reviews. It is calculated as the
difference between the average occurrences of a term in positive and negative reviews, divided by their
combined average occurrences. A positive score indicated stronger associations with favorable experiences,
while a negative score showed stronger links to critical feedback.

Thematic classification

To explore tattoo-related experiences in greater depth, the reviews were further analyzed using thematic
analysis (Terry et al., 2017). Keywords and expressions, aligned with the study’s conceptual framework,
were examined in context and grouped into categories informed by previous literature (Carlsen et al., 2020;
Chen & Rahman, 2018; Dresler, 2021; Fisher, 2002; Giulbudagian et al., 2024; Shin et al., 2025; Soukup et
al., 2021). Themes included cultural and symbolic aspects; health, safety, and cleanliness; service and cus-
tomer care; tattoo practitioner; studio environment; and perceived value. The process combined deductive
coding (Joffe, 2011), guided by the framework, with inductive coding that allowed new insights to emerge.
By integrating sentiment and thematic classifications, the study offered both an overview of positive and
negative evaluations and a nuanced understanding of the dimensions shaping customer experiences.

Application through Importance-Performance analysis (IPA)

To translate these findings into managerial implications, the study applied IPA, a strategic tool originally
introduced by Martilla and James (1977). IPA plots attributes on a two-dimensional grid, with importance
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on the vertical axis and performance on the horizontal axis. In this study, salience was used as a proxy for
both importance (vertical axis) and valence, representing performance (horizontal axis), aligning with pre-
vious adaptations of the method (Sangkaew et al., 2025a).

The grid is divided into four quadrants, each suggesting different management actions. High
Importance-High Performance (Keep up the good work), which are strengths to maintain, High
Importance-Low Performance (Concentrate here) which highlight critical weaknesses and should be
prioritized for improvement, Low Importance-High Performance (Possible overkill) where resources may
be over-allocated compared to customer value, and Low Importance-Low Performance (Low priority)
which indicate minor weaknesses that require little attention.

Results

The word cloud generated from Google reviews of tattoo shops across Thailand provides a clear visual sum-
mary of the attributes and sentiments most emphasized by customers. The text analysis revealed a variety of
commonly used terms that reflect key aspects of the tattoo experience. As shown in Figure 2, the size of
each word represents how often it appears in the reviews.

The word ‘artist’ appeared the most often (5126 times), showing that customers place the greatest impor-
tance on the tattoo artist when evaluating their experience. Other words such as ‘design’ (1761), ‘skill' (466),
‘talent' (846), ‘custom’ (527), and ‘idea’ (518) indicate that tourists value creativity, technical ability, and the
chance to co-create a design that fits their personal style. These terms suggest that the artistic process is a
major part of what makes the tattoo experience meaningful.

Cultural and spiritual elements also stand out clearly in the reviews. Words like ‘sak yant’ (1079),
‘bamboo’ (628), ‘ajarn’ (329), ‘master’ (465), ‘tradition’ (241), ‘faith’ (315), and ‘bless’ (299) show that many
visitors come for traditional Thai tattoos and appreciate their cultural or religious meanings. This highlights
that tattoo tourism in Thailand is not only about art but also about seeking cultural connection and sym-
bolic value.

Cleanliness and safety were mentioned very often. The frequent use of ‘clean’ (3011), ‘hygiene/hygienic’
(553 combined), and ‘professional’ (2654) shows that customers pay close attention to health standards.
This is especially important in the tattoo tourism experience, where safety and sanitation strongly influence
trust and confidence.

Interactions with staff were another major theme. Words such as ‘friendly’ (2820), ‘kind’ (832), ‘care’
(588), and ‘attention’ (542) indicate that tourists appreciate warm and supportive service. In addition, ‘staff’
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Figure 2. The word cloud generated from Google reviews of tattoo shops across Thailand. Source: Authors’ own creation.
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(2904), ‘service’ (1767), and ‘welcome’ (753) show that the behavior of the team plays a big role in shaping
customer satisfaction. Mentions of ‘English’ (251) also reflect the importance of clear communication for
international visitors.

Environmental and operational aspects of the studios were frequently discussed. Customers men-
tioned the ‘studio’ (2849), ’shop’ (2302), ‘place’ (2510), ‘atmosphere’ (312), and ‘location’ (238), showing
that the physical setting and convenience matter in their decision-making. Time-related words such as
‘appointment’ (567), ‘wait’ (229), ‘time’ (1937), and ‘day’ (1194) suggest that smooth scheduling and
reasonable waiting times contribute to a better experience.

The results indicated that customers value technical artistry, professionalism, hygiene, emotional fulfill-
ment, and supportive services. By focusing specifically on tattoo-related terms, rather than general senti-
ment expressions, this study offers a more precise picture of the attributes that matter most in the tattoo
tourism experience. Emerged terms from customer reviews were categorized and displayed in Table 1. The
analysis shows that tourists value not only the artistic skill and creativity of tattoo practitioners, but also the
cleanliness and safety of equipment, friendly and professional service, and the atmosphere of the studio.
Cultural and symbolic aspects, such as Sak Yant and references to faith or tradition, further highlight the
role of tattoos as meaningful cultural experiences. Finally, terms linked to perceived value, including fair
pricing, quality inks, and professionalism, reveal how customers justify their overall satisfaction with the
tattoo tourism experience in Thailand.

The categories summarized in Table 1 provide the foundation for interpreting the IPA. Drawing on the
sentiment analysis results (see Appendix 1), salience is used as a proxy for importance on the vertical axis,
reflecting how strongly each attribute appears in customer reviews. Valence represents performance on the
horizontal axis, indicating whether customer experiences with each attribute are positive or negative. This
approach follows recent adaptations of IPA in tourism and hospitality research (Sangkaew et al., 2025a).

By grouping terms into six themes, which are cultural and symbolic aspects; health, safety, and cleanli-
ness; service and customer care; tattoo practitioner; studio environment; and perceived value, that shape
tourist experiences with tattoo services in Thailand. The IPA of Google reviews concerning tattoo tourism
in Thailand, as depicted in Figure 3, offers a visual interpretation of various attributes related to tattoo
tourism experiences. This analysis identifies areas of strength as well as those requiring enhancement.

In this analysis, the performance of attributes is measured using valence, represented on the horizontal
axis. A higher valence indicates a term’s predominant presence in positive reviews. The importance of these
attributes is quantified by salience, displayed on the vertical axis. Salience, in this study, refers to the overall
frequency in logarithm form of each term’s occurrence in the reviews. Based on the cut-off values (salience
>2.810 for high importance and valence 20.047 for high performance), the findings from the IPA reveal
significant insights, as discussed below:

Top-Right Quadrant (high importance, high performance) reflects the strongest areas of customer satis-
faction and well-delivered services. Service and customer care attributes appeared majority (professional,
friendly, staff, kind, and welcome). Whereas the other attributes were merely mentioned, the cultural and
symbolic aspects (Sak Yant); health, safety, and cleanliness (clean); tattoo practitioner (talent); and per-
ceived value (ink). These attributes represent what customers care about most and feel are well delivered.

Table 1. Categorizing the tattoo-specific terms based on model framework.

Category Subdimension Emerged terms
Cultural and Traditional heritage Tradition, thai
Symbolic Aspects Spiritual and belief-related Sak Yant, bamboo, bless, faith
Health, Safety, and Physical comfort Pain
Cleanliness Hygiene practices and equipment safety Hygiene, hygienic
Service and Friendliness and hospitality Friendly, staff, owner, welcome, kind, care, attention
Customer Care Professional knowledge and advice Professional, advice, manage
Communication with international visitors English
Tattoo Practitioner Technical expertise Skill, hand, line, talent
Reputation and recognition Artist, ajarn, master
Creativity and design ability Design, art, idea, custom, style
Studio Environment Accessibility and location Place, location
Atmosphere and setting Studio, shop, atmosphere
Time efficiency and scheduling Appointment, book, day, h, wait
Perceived Value Fair pricing Fair, price

Materials and quality Ink, bloodline
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Figure 3. The importance-performance analysis (IPA) of Google reviews. Source: Authors’ own creation.

Top-Left Quadrant (high importance, low performance) is mainly related to the studio environment.
Studio environment attributes appeared majority (studio, place, shop, time, and day). In addition, tattoo
practitioner attributes (artist and design), a service and customer care attribute (service), and a perceived
value attribute (price) were located in this quadrant. These attributes receive negative evaluations, where
improvement efforts would have the greatest impact.

Bottom-Right Quadrant (low importance, high performance) is dominated by the tattoo practitioner
and cultural and symbolic aspects. Tattoo practitioner attributes appeared prominently (skill, hand, master,
and ajarn), alongside cultural and symbolic aspects (thai, bamboo, bless, and tradition) and a perceived
value attribute (bloodline). Service and customer care attributes (attention and advice), a health, safety, and
cleanliness attribute (hygienic), and studio environment attributes (atmosphere and location) were also
positioned in this quadrant. These attributes perform well but are not major decision drivers in enhancing
the tattoo tourism experience.

Bottom-Left (low importance, low performance) comprises a mix of key attributes. Tattoo practitioner
attributes (idea, line, custom, art, and style) and service and customer care attributes (care, manage,
English, and owner) were most frequently observed, together with studio environment attributes (appoint-
ment, book, h, and wait). Other attributes in this quadrant included perceived value (fair), cultural and
symbolic aspects (faith), and health, safety, and cleanliness (pain and hygiene). Given that these attributes
contribute little to the tattoo tourism experience, they are perceived as relatively unimportant and therefore
do not warrant immediate managerial attention.

Discussion

Based on 21,632 English-language Google reviews from 664 tattoo shops across Thailand, this study
evidences that tattoo tourism is experienced at the intersection of cultural meaning and professionalized
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customer care. Previous studies have largely examined tattoo tourism through conceptual discussions,
ethnographic accounts, or small-scale qualitative investigations (Dresler, 2021; Preda et al., 2024). By con-
trast, this study contributes empirical insight derived from a large quantity of tourist-generated online
reviews, allowing the identification of recurring attributes through which tourists evaluate tattoo tourism
experience. The word-frequency analysis indicates that tourists primarily evaluate tattoo tourism through
the perceived expertise and creative collaboration offered by tattoo practitioners, rather than treating tat-
toos as generic body art. This emphasis on artistry and co-designed motifs aligns with work that conceptu-
alizes tourist experiences as co-produced encounters between hosts and guests (Yu, 2025), in which tattoo
practitioners and their interactions with tourists create core value drivers. At the same time, the findings
show that cultural and symbolic aspects are deeply embedded in tattoo tourism in Thailand. Many tattoo
tourists describe their tattoos in relation to Buddhist-inspired ritual, Thai heritage, and spiritual protection.
Consistent with Dresler (2021) and Preda et al. (2024), these inscriptions are portrayed not only as aesthetic
markers but are narrated as meaningful place-specific souvenirs that connect the body to local spiritual
traditions and destination identity.

From the perspective of tourism experience research (Hosany et al.,, 2022; Otto & Ritchie, 1996), the
results demonstrate that tattoo tourism experiences emerge from a bundle of interrelated attributes rather
than a single cultural or artistic component. In this study, six key attributes were identified through the
analysis of tourist reviews: cultural and symbolic aspects; health, safety, and cleanliness; service and cus-
tomer care; tattoo practitioner; studio environment; and perceived (Hutton Carlsen et al., 2020) value.
These attributes reflect the dual nature of tattoo tourism described in the introduction and literature review,
where embodied cultural practices intersect with professionalized service encounters (Cohen, 2013; Preda
et al., 2024). In particular, the high frequency of terms related to hygiene, professionalism, and cleanliness
highlights the importance of safety and trust in tattoo tourism experiences. This finding is consistent with
prior research emphasizing that tattooing involves physical risk and therefore requires strict hygiene stan-
dards and professional competence (Giulbudagian et al., 2024; Hutton Carlsen et al., 2020). The results
therefore reinforce the argument that tattoo tourism should be understood not only as cultural consump-
tion but also as a service-intensive tourism activity where operational reliability and customer care play a
central role.

The IPA results clarify how these attributes structure the overall tattoo tourism experience. Tourists place
high importance on service and customer care attributes such as friendliness, professionalism, and wel-
coming attributes, and these attributes generally show strong performance. This suggests that interpersonal
interactions with tattoo artists and staff are a key component of tourists’ evaluations of tattoo studios. Cul-
tural elements such as Sak Yant tattoos also appear as highly valued aspects of the experience, reflecting the
continued significance of Thailand’s ritual tattooing traditions in the tourism context. However, the analysis
indicates that some operational aspect of tattoo studios — particularly those related to studio environment
and scheduling - are associated with high importance but comparatively lower performance, suggesting
that crowding, waiting, time, and booking procedures may represent areas where improvements could
enhance customer satisfaction.

At the same time, certain attributes demonstrate high performance but relatively lower importance.
These include specific tattoo practitioner characteristics such as technical skill, steady hand, and mastery, as
well as cultural features such as bamboo techniques and blessing. Rather than being primary determinants
of satisfaction, these attributes appear to function as supportive elements that enrich the overall experience
when present. This finding aligns with the broader tourism literature suggesting that memorable experi-
ences often emerge from a combination of core service attributes and complementary experiential elements
(Shin et al., 2025).

The findings of this study do not fundamentally redefine existing understandings of tattoo tourism but
instead provide empirical clarification of how tourists evaluate tattoo experiences in practice. In particular,
the analysis demonstrates that tattoo tourism experiences are structured by a combination of cultural sym-
bolism and service professionalism, with practitioner expertise, hygiene standards, and interpersonal inter-
actions emerging as central evaluation criteria in tourist reviews. By identifying specific attributes though
large-scale review analysis, the study complements previous qualitative and conceptual research and offers a
more systematic understanding of the elements that shape tattoo tourism experiences.
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Theoretical implications

First, the findings sharpen conceptualizations of tattoo tourism as a dual cultural-service phenomenon
rather than a purely symbolic act of cultural consumption. Prior work has framed travel tattoos as personal-
ized souvenirs that materialize destination memories and identity work (Dresler, 2021; Preda et al., 2024).
This study demonstrates that cultural meaning and customer care are mutually constitutive within tattoo
tourism experiences. This extends souvenir-tattoo research beyond motif selection and narrative meaning
to the full-service encounter through which those meanings are co-produced, thereby connecting tattoo
tourism more firmly to broader debates on cultural and creative tourism, commodification, and authen-
ticity (Chen & Rahman, 2018; Cohen, 1988). Furthermore, the present study extends these works by speci-
fying attributes tourists themselves emphasize when narrating tattoo experiences, demonstrating that the
souvenir function of tattoos is inseparable from the quality of the embodied customer care that produces
the tattoo tourism experience.

Second, the study advances embodiment theory in tourism by providing an attribute-based, big data
operationalization of how bodies and spaces co-produce experience in a specific cultural-commercial prac-
tice (Yang, 2025). This present study operationalizes embodiment not only as a conceptual lens but as an
empirically traceable structure of how tattooed bodies, studio spaces, and service practices co-constitute
meaning in tourism.

Third, the study contributes to experience theory in tourism. Prior consumer experience research
emphasized that experiences are multidimensional, shaped by personal, situational, social, and physical
attributes (see review by Espitia et al., 2025; Hosany et al., 2022; Kou et al., 2024; Unal et al., 2025). This
research offers an empirically grounded set of experience attributes specific to tattoo tourism by inductively
deriving categories. Tattoo tourists spontaneously evaluate the overall experience as a bundle of interlinked
attributes. They are cultural and symbolic aspects, health/safety/cleanliness, service and customer care, tat-
too practitioner, studio environment, and perceived value. This study further suggests that tattoo tourism is
a paradigmatic case of a heavily embodied, co-created experience that relies on tight coupling between bod-
ies, spaces, and service practices.

Finally, the study contributes methodologically and conceptually to UGC and big-data approaches in
tourism research. While recent works have used online reviews to derive and evaluate experience attributes
to enhance the understanding of tourist experiences (Huang & Chelliah, 2025; Kalnaovakul et al., 2025;
Xuan et al., 2025), tattoo tourism has rarely been examined through large-scale digital traces. This present
study shows how tourists’ experience-based reviews can be translated into the importance-performance
framework by combining UGC analysis with IPA mapping, enriching existing pre-defined survey scales in
the tattoo tourism context, where standardized measurement instruments are scarce. This research offers a
transferable framework for analyzing other culturally-grounded tourism products where bodies, spaces,
and service practices are tightly interwoven.

Implications for policy and practice

The findings have several implications for DMOs and tattoo studios seeking to develop tattoo tourism as a
sustainable form of cultural and creative tourism. For DMOs, tattoo tourism should be approached as a
niche segment of cultural and creative tourism rather than treated solely as an informal or margins of the
destination economy. Its inclusion in destination strategy, however, requires careful curation because tattoo
tourism operates at the intersection of commercial service and sacred cultural practice. DMOs could incor-
porate tattoo culture into broader cultural tourism initiatives by selectively featuring reputable studios,
recognized artists, and ritual tattoo sites within creative districts, cultural routes, and thematic campaigns
that emphasize craftsmanship, artistic innovation, and living heritage. Although such efforts may
strengthen destination distinctiveness, they must be undertaken with caution to avoid the commodification
of sacred symbols and thereby safeguard cultural integrity. DMOs could adopt a responsible strategy involv-
ing collaboration with tattoo practitioners to ensure that promotional narratives respect cultural meanings,
clearly distinguish between commercial and sacred practices, and communicate appropriate visitor
etiquette.



12 K. KHWANYUEN ET AL.

At the same time, DMOs could enhance the credibility and safety of tattoo tourism by collaborating with
relevant health agencies to promote visible hygiene and safety standards among tattoo providers, as tattoo
tourists pay close attention to sanitation and safety conditions when selecting tattoo studios. The establish-
ment of recognizable certification labels or accreditation schemes for studios that comply with approved
sterilization procedures, including single-use equipment policies, and clear aftercare guidance in multiple
languages could help signal quality and reduce perceived health risks among international tourists (Thakur
et al., 2024). In this context, regulatory standards function not only as public health measures but also serve
as trust-building mechanisms that can enhance tourists experience, strengthen destination reputation, and
encourage positive word-of-mouth communication.

For tattoo practitioners, the results highlight the importance of both technical expertise and customer
care in shaping tourist experiences. Tattoo practitioners would benefit from approaching tattoo tourism not
only as an artistic practice but also as a culturally mediated service encounter. Beyond expertise, this
requires service-oriented capabilities. Tattoo practitioners should also focus on structured consultations,
transparent explanations of procedures and aftercare, and clear, accessible communication with interna-
tional tourists. Because many tattoo tourists may have limited familiarity with local cultural norms, sym-
bolic meanings, or tattooing protocols (Soukup et al., 2021). Therefore, tattoo practitioners should provide
multilingual aftercare cards, pre-tattoo cultural briefing sheets for designs with sacred significance, and stu-
dio protocols that help clients distinguish between culturally sensitive motifs and more adaptable commer-
cial designs.

In addition, tattoo studios that offer culturally significant and ritualized tattoos should consider pro-
viding concise contextual explanations about the meanings, traditions, and appropriate use of sacred
motifs. Such an approach can deepen tourists’ understanding of the cultural background of their tattoos
while reducing the risk of superficial engagement or inappropriate use of traditional symbols. Tattoo stu-
dios can strengthen the sense of authenticity associated with the experience while improving its overall
quality. To support this, studios could introduce small but meaningful interpretive practices, such as design
consultation cards, short cultural briefing materials, or clearly differentiated consultation pathways for
sacred and non-sacred designs. These measures would help position the studio not merely as a site of tattoo
consumption, but as a space of informed cultural engagement.

Limitations and future research

Several limitations should be acknowledged when interpreting these findings and each of which suggests
avenues for further research. First, the study relies exclusively on Google reviews of Thailand’s tattoo stu-
dios, written in English. While this provides a large dataset, it likely under-represents non-English-speaking
international visitors. Future research could incorporate multilingual reviews or comparative datasets from
other platforms and diverse locations, such as TripAdvisor, to capture a broader spectrum of voices and to
examine how linguistic and cultural backgrounds shape tattoo tourism experiences.

Second, although the combination of word-frequency analysis, categorization, and IPA provides a robust
overview of salient experience attributes, it necessarily simplifies complex narratives into discrete terms and
categories. Nuances related to motivation and self-identity may be muted when reduced to attribute-level
metrics. Future studies could therefore adopt mixed-methods designs that combine large-scale UGC ana-
lytics with in-depth interviews or ethnographic work involving both tattoo tourists and practitioners, build-
ing on recent qualitative research into tattoo meaning, embodiment, and commodification.

Third, the IPA approach used here captures importance and performance at an aggregate level, without
distinguishing between different types of tourist segments, such as first-timers versus repeat visitors and
spiritual seekers versus fashion-motivated tourists. Future work could stratify analyzes by traveler charac-
teristics to identify segment-specific priority attributes and to understand how the culture-care duality
plays out across different niches.

Finally, while the present study focuses on experiential strengths and weaknesses, contested issues such
as cultural appropriation and the commodification of sacred symbols within the tattoo tourism were least
focused on. Future research could explicitly integrate critical and decolonial perspectives to cross-examine
who benefits from tattoo tourism and how policy frameworks might promote more equitable and respectful
forms of creative cultural tourism.
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Abstract

This study investigates the opportunities and challenges of metaverse-enhanced hybrid events
from the perspective of event attendees, with a particular focus on understanding their adoption
behavior. Drawing on the Unified Theory of Acceptance and Use of Technology and
Behavioral Reasoning Theory, the study conceptualizes how perceived benefits and constraints
jointly shape users’ intentions. A qualitative approach was employed, involving 18 in-depth
interviews with event attendees. The findings reveal that performance expectancy — manifested
through accessibility, cost efficiency, and immersive experience — acts as a key driver of
adoption. However, adoption is simultaneously constrained by effort expectancy and
facilitating conditions, including digital literacy gaps, infrastructure limitations, and financial
barriers. Importantly, the study identifies a coexistence of “reasons for” and “reasons against”,
highlighting a reasoning-based tension in adoption decisions. The study contributes by
extending UTAUT through the integration of BRT, offering a nuanced explanation of
technology adoption in immersive event contexts. Practical implications are provided for
designing attendee-centric metaverse experiences that balance technological innovation with
experiential authenticity.

Keywords: Metaverse-enhanced hybrid events, Event attendees’ perspectives, Technology
adoption, Immersive experiences, UTAUT-BRT integration, Event management

1. Introduction

In the digital age, technological advancements have transformed industries, including event
management. This transformation has been primarily driven by innovations in technology
(Alexander et al., 2020) and the growing need for flexibility in an increasingly digital world.
The COVID-19 pandemic further accelerated this shift, forcing the event sector to replace
traditional face-to-face events with virtual alternatives (Ellis et al., 2022; Hameed et al., 2021,
Standaert et al., 2021), leading to a greater emphasis on digital transformation in the event
industry (Buhalis et al., 2023). Against this backdrop, the metaverse has emerged as a
groundbreaking tool with potential to redefine how events are conceptualized, organized,
delivered, and experienced (Buhalis et al., 2022).

The metaverse, defined as a collective virtual shared space that merges augmented physical
reality with persistent virtual environments, allows for real-time user interaction (Braud et al.,
2022; Cheng et al., 2022; Dwivedi et al., 2022; Lee et al., 2022; McMillin, 2021). With
advances in extended reality (XR), 5G networks, and haptic feedback technologies, the ability
to host immersive and hybrid events blending physical and virtual experiences has become
more feasible than ever (Cheng et al., 2022; Lee et al., 2022; McMillin, 2021). This
technological evolution presents a significant opportunity for the global events industry,
particularly as it seeks to address challenges related to accessibility, scalability, and



sustainability. Consequently, the integration of metaverse technology represents a paradigm
shift in event design, execution, and attendee experiences.

Although the pandemic accelerated the adoption of virtual and hybrid event formats, these
formats often lack the interactivity and immersion associated with face-to-face gatherings (Van
Winkle & Bueddefeld, 2020). Despite the promising potential, the adoption of metaverse
technology within the event industry remains in its infancy. Limited empirical research has
explored its implications, particularly concerning factors like user attitudes, technological
infrastructure, and policy support, all of which influence its viability and effectiveness.
Furthermore, as events significantly contribute to tourism and destination marketing, the
integration of metaverse technology has implications for stakeholders, including destination
management organizations, policymakers, and technology developers.

Interest in metaverse-based experiences is evident across demographics. Surveys show that
40% of Japanese respondents expressed interest in exploring virtual spaces (Dentsu Macromill
Insight, 2022), while 60% of Polish participants favored using the metaverse for live cultural
events (24/7 Communication, 2022). Globally, Gen Z and Millennials have shown strong
enthusiasm for metaverse activities, such as virtual concerts and conferences (Dynata, 2022).
However, significant research gaps remain, particularly in understanding attendee experiences,
organizer challenges, and the integration of the metaverse technology in event design and
logistics. Addressing these gaps is critical to unlocking the metaverse’s full potential for event
management.

This research paper aims to investigate the opportunities and challenges presented by the
application of metaverse technology in event management. By leveraging relevant theoretical
frameworks and conducting a thorough analysis of current metaverse advancements, the study
seeks to provide a comprehensive understanding of how these developments will shape the
future of the event industry.

The following research questions guide this paper:

1. What opportunities do metaverse-enhanced hybrid events offer from the perspective of
event attendees?

2. What barriers and challenges influence attendees’ adoption of metaverse-enhanced
hybrid events?

3. How do attendees rationalize their adoption decisions through “reasons for” and
“reasons against” metaverse participation?

2. Literature Review
2.1. Metaverse technology and Key Innovation

The metaverse, a term combining “meta” (beyond) and “verse” (universe), was first introduced
in Neal Stephenson’s 1992 novel Snow Crash (Buhalis et al., 2022; Gursoy et al., 2022; Lee et
al., 2021; Lee et al., 2022). It represents a paradigm shift in digital interaction, integrating
physical and virtual realities into immersive environments through technologies such as virtual
reality (VR), augmented reality (AR), blockchain, and digital twins (Lee, 2022; Lee et al.,
2021; Ning et al., 2021). The evolution of the metaverse—from platforms like Second Life
(2003) and VRChat (2017) to recent developments such as Horizon Workrooms—has been
accelerated by the COVID-19 pandemic, driving increased interest in immersive digital
experiences (Chaudhary, 2021; Lee et al., 2022). Characterized by spatio-temporal
extensibility, virtual-real interaction, and human—computer symbiosis, the metaverse creates
interconnected ecosystems that reshape social, economic, and cultural activities (Buhalis et al.,



2023; Ning et al., 2021; Sun et al., 2022). Its multi-layered architecture—spanning physical
space, social networks, virtual environments, and Al-driven systems—enables diverse
applications across education, entertainment, and work (Dhelim et al., 2022; Dwivedi et al.,
2022; Lee, 2022; Ning et al., 2021).

Within the event context, metaverse technologies enable immersive, interactive, and hybrid
experiences through several key innovations. VR provides fully immersive, computer-
generated environments that enhance presence and engagement, allowing users to participate
in virtual events with a high degree of realism (Buhalis et al., 2023; Lee et al., 2022; Van
Winkle & Bueddefeld, 2020; Zhang et al., 2024). In contrast, AR overlays digital content onto
the physical environment, enhancing real-world interactions and improving information
delivery and accessibility (Bauer et al., 2001; Buhalis et al., 2023; Dwivedi et al., 2022). These
technologies are unified under extended reality (XR), which integrates VR, AR, and mixed
reality to create seamless hybrid environments that blend physical and digital elements, thereby
enhancing flexibility and engagement in event experiences (Buhalis et al., 2023; Lee et al.,
2022). Additionally, haptic technologies introduce tactile feedback, enabling users to
experience sensations such as touch and motion, further enhancing immersion and realism
(Buhalis et al., 2023; Dhelim et al., 2022; Dwivedi et al., 2022; Zhang et al., 2024).
Collectively, these innovations demonstrate the transformative potential of the metaverse in
redefining event design and participant engagement.

2.2. Metaverse in tourism

In the tourism context, technology has been leveraged to enhance experiences and facilitate
eTourism. The Internet of Things fosters comprehensive tourism ecosystems (Buhalis, 2020),
while virtual and augmented reality (AR/VR) disrupt traditional tourism by offering immersive
experiences that enhance customer satisfaction, loyalty, and business success (Barta et al.,
2022; Cranmer et al., 2020). AR specifically provides marketing opportunities, information
delivery, and virtual experiences, immersing users in digital settings through VR glasses or
computer-assisted environments (Dwivedi et al., 2022).

The metaverse is an emerging frontier in tourism, enabling users to imagine and interact with
virtual environments tailored to their preferences (Dwivedi et al., 2022; Michopoulou &
Buhalis, 2013). Applications include reducing environmental impacts by promoting virtual
travel (Go & Kang, 2022), enhancing meetings and events (Dwivedi et al., 2022), and
delivering immersive AR-guided tours (Um et al., 2022). Integration of metaverse technology
is vital for competitive advantage in hospitality and tourism, with stakeholders encouraged to
co-create transformative experiences (Buhalis et al., 2023).

Prior research highlights notable findings that illustrate the diverse applications and potential
of metaverse technology in tourism. For instance, Gomes and Araljo (2012) explore how
virtual tourism serves as an alternative to physical travel by enabling immersive experiences
that do not require physical relocation, thus offering convenience and accessibility. Go and
Kang (2022) emphasize metaverse tourism’s sustainability benefits, such as reducing
environmental and cultural impacts by allowing virtual visits to sensitive destinations. Koo et
al. (2022) stress the importance of robust infrastructure, including broadband capacity and 3D
rendering technology, to ensure seamless and immersive experiences in the metaverse
environment. Additionally, Dwivedi et al. (2022) highlighted the potential for hybrid
development in meetings, conferences, and incentives through metaverse technology, which
could revolutionize event formats by blending virtual and physical components. Simge et al.
(2023) discussed the quality and distinctive features of events hosted on digital platforms,
providing insights into the effective organization of events in the metaverse. Sun et al. (2022)



addressed virtual events, such as concerts, which allow business to increase audience
engagement and gather valuable data on audience behavior.

The metaverse has transformed international events by enabling boundaryless engagement and
global participation. Thailand’s Hype Type Metaverse Concert and Thailand Metaverse Expo
in 2020 showcased VR-driven innovation, blending entertainment and technology to attract
international interest (The nation, 2022a, 2022b). In 2023, a metaverse concert by the Thai girl
band 4EVE connected fans worldwide in a virtual environment, transcending physical barriers
(SCB, 2023). Similarly, global platforms like Fortnite and Roblox have integrated the
metaverse into mainstream culture, hosting concerts by artists such as Travis Scott and Ariana
Grande, which drew millions of international attendees and redefined global event participation
(Patel, 2022).

The metaverse’s potential to drive the digital economy is underscored by innovations like
Apple’s Vision Pro, blending AR/VR for diverse applications, including corporate training
(Hetler, 2024). As metaverse adoption grows, it presents a pivotal shift toward immersive,
sustainable, and boundaryless tourism and entertainment experiences.

2.3. Theoretical Foundations
2.3.1. Unified Theory of Acceptance and Use of Technology

The Unified Theory of Acceptance and Use of Technology (UTAUT), developed by Viswanath
Venkatesh, Michael G. Morris, Gordon B. Davis, and Fred D. Davis (2003), is a comprehensive
framework that explains individuals’ behavioral intentions and actual use of emerging
technologies. By synthesizing prior adoption models, UTAUT identifies four key determinants
— performance expectancy, effort expectancy, social influence, and facilitating conditions —
that collectively shape technology acceptance.

In the context of this study, UTAUT offers a robust lens for understanding event attendees’
adoption of metaverse-enhanced hybrid events, where participation involves both functional
and experiential evaluations. Performance expectancy refers to the extent to which attendees
perceive that participation in metaverse-enabled events enhances their overall experience and
value, including cost efficiency, accessibility, and immersive engagement. Given the
increasing integration of immersive technologies such as virtual reality (VR) and extended
reality (XR), performance expectancy extends beyond utilitarian benefits to encompass
experiential and hedonic value (Buhalis et al., 2022; Lee et al., 2022).

Effort expectancy reflects the perceived ease of using metaverse platforms, including
navigation, interaction with avatars, and engagement with virtual environments. In immersive
contexts, this construct is particularly relevant, as complexity and usability challenges may
hinder adoption, especially among less technologically experienced users.

Social influence captures the extent to which attendees’ adoption decisions are shaped by the
opinions, behaviors, and expectations of others, including peers and broader generational
trends. Prior research suggests that younger cohorts, such as Gen Z and Millennials,
demonstrate higher receptiveness to immersive digital environments (Dynata, 2022), indicating
that social norms play a critical role in shaping adoption behavior.

Facilitating conditions refer to the availability of technological infrastructure and support,
including stable internet connectivity, access to VR devices, and technical assistance. In the
context of metaverse-enhanced events, facilitating conditions are particularly critical, as the
quality of user experience is highly dependent on system performance and accessibility
(Dhelim et al., 2022; Koo et al., 2022).



These relationships are further moderated by factors such as age, experience, and voluntariness
of use, which influence how attendees perceive and respond to immersive technologies.
Overall, UTAUT provides a structured framework for examining how attendees evaluate the
benefits and constraints of participating in metaverse-enhanced hybrid events. However, while
UTAUT effectively explains the determinants of adoption, it offers limited insight into the
underlying cognitive processes through which individuals justify or resist technology use.

2.3.2. Behavioral Reasoning Theory

To complement UTAUT, this study draws on Behavioral Reasoning Theory (BRT), which
provides a deeper understanding of the cognitive mechanisms underlying individuals’
decisions to adopt or resist a behavior (Sahu et al., 2020). BRT posits that behavior is shaped
by a sequential relationship among beliefs, reasons, motives, intentions, and actions, thereby
capturing the reasoning processes that underpin decision-making (Claudy et al., 2013;
Westaby, 2005; Westaby et al., 2010).

In BRT, beliefs represent individuals’ perceptions and assumptions about a given technology
or context, shaped by prior experiences, social influences, and cultural values. In the case of
metaverse-enhanced hybrid events, attendees’ beliefs may relate to perceived usefulness,
innovativeness, or potential risks associated with immersive environments.

Central to BRT are reasons, which refer to the justifications individuals construct to support
or oppose a behavior. Importantly, BRT distinguishes between “reasons for” and “reasons
against”, enabling a more balanced understanding of adoption decisions. In the context of this
study, attendees may construct “reasons for” participation, such as accessibility, cost savings,
and immersive engagement, while simultaneously identifying “reasons against,” including
technological complexity, trust concerns, and the lack of sensory authenticity

Motives represent the underlying drivers of behavior, encompassing both intrinsic motivations
(e.g., enjoyment, curiosity, self-expression) and extrinsic motivations (e.g., social recognition,
convenience). These motives shape attendees’ attitudes and readiness to engage with metaverse
technologies.

Intentions reflect individuals’ conscious willingness to participate in metaverse-enhanced
events, while behavior represents the actual adoption or usage of such technologies. BRT
emphasizes that these outcomes are not solely determined by rational evaluations but are
influenced by the reasoning processes individuals use to justify their decisions.

In the context of metaverse-enhanced hybrid events, BRT is particularly valuable for
explaining how attendees simultaneously experience attraction and resistance. It captures the
coexistence of enabling and constraining factors, providing a nuanced understanding of
adoption behavior that extends beyond traditional technology acceptance models.

2.4. Theoretical Integration and Research Gap

Despite growing interest in metaverse applications within tourism and event management,
existing research remains limited in its ability to explain attendees’ adoption behavior in
immersive hybrid event contexts. Prior studies have primarily focused on technological
capabilities, virtual experiences, or general adoption trends (Buhalis et al., 2023; Dwivedi et
al., 2022), with insufficient attention to the cognitive and behavioral processes through which
users evaluate both opportunities and challenges.

Moreover, while UTAUT has been widely applied to explain technology adoption, it assumes
relatively rational and linear decision-making processes. Such an assumption may be



insufficient in the context of metaverse-enhanced events, where attendees simultaneously
perceive substantial benefits (e.g., accessibility and immersion) and significant limitations
(e.g., trust issues and lack of human interaction). This highlights the need for a more integrative
theoretical approach that captures both determinants of adoption and underlying reasoning
processes.

To address this gap, this study integrates UTAUT and BRT to develop a more comprehensive
framework for understanding attendees’ adoption of metaverse-enhanced hybrid events. While
UTAUT explains how attendees evaluate performance expectancy, effort expectancy, social
influence, and facilitating conditions, BRT complements this by explaining why attendees
construct and reconcile competing “reasons for” and “reasons against” participation.

This study therefore extends the UTAUT framework by integrating Behavioral Reasoning
Theory to explain the coexistence of enabling and constraining factors influencing attendees’
adoption of metaverse-enhanced hybrid events (See Figure 1).

UTAUT
- Performance expectancy BRT Behavioral
- Effort expectancy - Reason for Intension
- Social Influence - Reason against
- Facilitating conditions

Figure 1. Conceptual framework

3. Methodology
3.1. Research Design

This study adopts a qualitative, exploratory research design to investigate event attendees’
perceptions of metaverse-enhanced hybrid events. Given that the application of metaverse
technologies in event management remains at an early stage, an exploratory approach is
appropriate for capturing in-depth insights into emerging phenomena and uncovering nuanced
behavioral patterns. Qualitative methods are particularly suitable for examining subjective
experiences, perceptions, and reasoning processes, which are central to understanding
technology adoption in immersive environments.

The study is guided by an interpretivist paradigm, aiming to understand how attendees
construct meaning around their experiences and expectations of metaverse-enhanced events.
This approach aligns with prior research on emerging technologies in tourism and hospitality,
where qualitative inquiry has been widely employed to explore novel and evolving contexts
(e.g., Buhalis et al., 2023; Dwivedi et al., 2022).

3.2. Sampling and Participants

A purposive sampling strategy was employed to recruit participants who possess relevant
knowledge or experience related to events and digital technologies. The study focuses
specifically on event attendees, including individuals who have participated in physical, virtual,
or hybrid events and are familiar with digital platforms.

A total of 18 in-depth interviews were conducted with attendees from diverse demographic
backgrounds, including variations in age, occupation, and prior exposure to immersive
technologies. This diversity was intentionally sought to capture a broad range of perspectives,



particularly in relation to digital literacy and technology readiness. Data saturation was reached
at the 14" interview, as no new themes or insights emerged; subsequent interviews up to the
18" were conducted to confirm the stability, consistency, and robustness of the thematic
structure.

Participants were recruited through professional networks, social media platforms, and
snowball sampling. Recruitment continued until data saturation was achieved, where no new
themes or insights emerged from additional interviews. This ensured the adequacy and richness
of the data for thematic analysis.

3.3. Data Collection

Data were collected through semi-structured interviews. This method was selected to allow
flexibility in probing participants’ experiences while maintaining consistency across key
topics.

The interview guide was developed based on the study’s research objectives and theoretical
framework, particularly the constructs of the Unified Theory of Acceptance and Use of
Technology and Behavioral Reasoning Theory. Questions explored participants’ perceptions
of the opportunities and challenges of metaverse-enhanced hybrid events, as well as their
motivations, concerns, and potential adoption intentions.

Example topics included:

a. Perceived benefits and value of metaverse participation
b. Ease of use and technological readiness

c. Social and experiential aspects of virtual environments
d. Concerns related to trust, privacy, and authenticity

Interviews were conducted either face-to-face or via online platforms, depending on
participants’ availability and preference. Each interview lasted approximately 30—60 minutes.
With participants’ consent, all interviews were audio-recorded and subsequently transcribed
verbatim to ensure accuracy.

3.4. Data Analysis

The data were analyzed using thematic analysis, following the procedures outlined by Braun
and Clarke (2006). This method was chosen for its flexibility and suitability in identifying
patterns and themes within qualitative data.

The analysis proceeded through several stages. First, all transcripts were read multiple times to
achieve familiarization with the data. Second, initial codes were generated inductively to
capture meaningful units of text related to participants’ perceptions and experiences. Third,
codes were organized into broader categories and themes, reflecting patterns across the dataset.

Given the qualitative nature of this study and its focus on generating in-depth insights, the data
were systematically organized and analyzed with careful attention to rigor. To enhance
credibility and minimize potential bias, the coding and thematic structure were reviewed by the
research team and an independent colleague, following the recommendations of Coté and
Turgeon (2005). This collaborative approach strengthens the validity and trustworthiness of
the findings (Braun & Clarke, 2006; Nowell et al., 2017; Terry et al., 2017).

To enhance analytical rigor, coding and theme development were iteratively reviewed and
refined to ensure internal consistency and conceptual clarity. Representative quotes were
selected to illustrate each theme and provide empirical grounding for the findings.



4. Results

This study draws on 18 in-depth interviews with event attendees to examine the opportunities
and challenges of metaverse-enhanced hybrid events. Thematic analysis revealed distinct yet
interrelated thematic structures, reflecting differences in experiential versus strategic
orientations.

Table 1 Consolidated coding and frequency counts

Dimension Theme Sub-theme Mentions
Opportunities | Access & Efficiency | Economic efficiency 14
Spatial accessibility & inclusion 7
Scalable participation 4
Experience Experiential immersion 9
Enhancement Visualization & simulation 10
Psychological comfort (avatars) 5
Challenges Techno-economic Financial barriers 11
Barriers Infrastructure reliability 10
Digital literacy gap 10
Health constraints 4
Trust & Experience Identity verification 11
Limits Data privacy concerns 8
Social presence deficiency 9
Multi-sensory limitations 7

4.1. Opportunities of Metaverse-Enhanced Hybrid Events
4.1.1. Access and Efficiency

This theme reflects how attendees perceive the metaverse as a mechanism for lowering
participation barriers and enhancing the efficiency of event engagement. It highlights a shift
from geographically bound, resource-intensive participation toward more flexible and
inclusive forms of engagement.

4.1.1.1. Economic efficiency

Participants consistently emphasized the financial advantages of metaverse-enabled
participation. The removal of travel-related expenses (e.g., flights, accommodation, local
transportation) and ancillary costs (e.g., meals, time off work) was perceived as a substantial
benefit. This indicates a strong alignment with perceived value and performance expectancy,
where technology adoption is driven by tangible economic gains. Importantly, cost savings
were not only framed as individual benefits but also as enabling broader participation among
individuals who would otherwise be excluded due to financial constraints. As one participant
noted:

“If the metaverse technology works smoothly, it might even lead to cost savings...

a metaverse link could eliminate all those expenses [flights, hotels, travel].” —
Attendee 11



4.1.1.2.  Spatial accessibility and inclusion

Close linked to economic efficiency is the removal of spatial constraints. Participants
highlighted that the metaverse dissolves geographical boundaries, enabling attendance
regardless of physical location, mobility limitations, or institutional barriers such as visa
restrictions. This suggests a democratization of event participation, where access is no longer
contingent upon physical presence. Furthermore, the ability to participate remotely was seen
as particularly beneficial for individuals with disabilities or health conditions, reinforcing the
inclusive potential of virtual environments. One respondent explained:

“We can join from anywhere; we won'’t be blocked by location issues... some people
may be far away or their physical condition is not ready.” — Attendee 10

4.1.1.3.  Scalable participation

Participants also recognized the inherent scalability of metaverse environments, which allow
for large or even unlimited numbers of participants without the constraints of physical venue
capacity. This scalability was perceived as enhancing both accessibility and diversity of
participation, potentially enriching the overall event experience through broader
representation. At the same time, some participants implicitly linked scalability to value
creation, noting its potential to expand opportunities for engagement and interaction. As one
participant stated:

“By concept then is unlimited... you can scale the audience to be as big as you
want... it would be a new source of income.” — Attendee 14

4.1.2. Experience Enhancement

This theme captures the experiential and affective dimensions of metaverse participation,
highlighting how virtual environments reshape user engagement beyond traditional online
formats.

4.1.2.1. Experiential immersion

Participants described a heightened sense of presence and engagement within metaverse
environments compared to conventional 2D platforms (e.g., Zoom, Teams). This aligns with
telepresence theory, where users experience a psychological state of “being there” within a
mediated environment. The interactive and spatial nature of the metaverse was perceived as
transforming passive viewing into active participation, thereby enhancing engagement and
satisfaction. As one participant noted:

“It’s like a virtual word... everything can be touched, like we actually entered that
world.” — Attendee 10

41.2.2. Functional visualization and simulation

Beyond immersion, participants emphasized the practical utility of the metaverse as a tool for
visualization and decision-making. The ability to explore venues, accommodations, and event
spaces virtually was seen as particularly valuable in reducing uncertainty and enhancing pre-
event planning. This reflects a functional dimension of immersion, where experiential
engagement is combined with informational utility. One interviewee stated:



“In the exhibition, [hotel] agents wouldn’t need to physically visit the property ...
you could virtually walk through and explore, seeing where the bathrooms and
balconies” — Attendee 11

4.1.2.3. Psychological comfort (avatars)

Participants also highlighted the role of avatars in shaping communication dynamics. The
ability to interact through a digital persona was perceived as reducing social anxiety and
enabling more confident participation, particularly for introverted individuals. This suggests
that the metaverse may facilitate more inclusive forms of social interaction by lowering
psychological barriers associated with face-to-face communication. As one participant
explained:

“I am an introvert... I feel more comfortable talking because we don’t see each
other’s real faces.” — Attendee 13

4.2. Challenges of Metaverse-Enhanced Hybrid Events
4.2.1. Techno-economic Barriers

Despite its perceived benefits, attendees identified several barriers that may hinder the adoption
and sustained use of metaverse technologies.

4.21.1. Financial barriers

While the metaverse reduces participation costs, it simultaneously introduces new financial
barriers, particularly related to hardware requirements such as VR headsets. This paradox
highlights a digital divide, where access to technology becomes a prerequisite for participation.
Participants expressed reluctance to invest in expensive equipment for occasional use,
indicating a potential mismatch between perceived value and required investment. As one
participant noted:

“The equipment is quite expensive and not yet widespread... if I have to buy VR
glasses for 5,000 Thai Baht to join, I probably won’t go.” — Attendee 12

4.2.1.2.  Infrastructure reliability

The quality of the metaverse experience was perceived as highly dependent on technological
infrastructure, particularly stable and high-speed internet connectivity. Participants expressed
concerns about latency, system crashes, and performance issues during large-scale events,
which could disrupt engagement and reduce satisfaction. One respondent stated:

“The metaverse requires a faster and more stable connection... if too many people
access it, it might crash.” — Attendee 11

4.2.1.3. Digital literacy gap

Participants identified disparities in digital literacy as a significant barrier, particularly across
generational cohorts. While younger users were perceived as more adaptable, older participants
were seen as less comfortable with emerging technologies. This suggests that adoption is not
solely a technological issue but also socio-cultural one, requiring targeted training and support.
As one participant observed:



“The main obstacle is the users themselves... some people don’t prefer using new
technology They like the old ways.” — Attendee 15

4.21.4. Health constraints

Finally, participants reported concerns related to physical discomfort, including motion
sickness, dizziness, and eye strain associated with prolonged VR use. Although less frequently
mentioned, these issues highlight important limitations in the current technological design of
immersive systems. One participant commented:

“If I have to wear the goggles for a long time, I might feel dizzy.” — Attendee 14

4.2.2. Trust and Experience Limits

In addition to technological barriers, participants raised concerns regarding trust, authenticity,
and the limitations of virtual interaction.

4.2.2.1. ldentity verification

Participants expressed uncertainty regarding the authenticity of other users in metaverse
environments, particularly in professional contexts. The use of avatars complicates identity
verification, raising concerns about fraud, misrepresentation, and credibility. As one
respondent stated:

“We must identify who the people in the metaverse really are... it could be a fake
person. We need security for business.” — Attendee 12

4.2.2.2. Data privacy concerns

Concerns about data security and regulatory frameworks were also prominent. Participants
questioned whether existing legal systems are adequately equipped to handle issues such as
data breaches and digital identity theft, reflecting broader ethical uncertainties surrounding
emerging technologies. One participant noted:

“Thai law is not yet ready... if there is a case of data theft or fraud, the law cannot
handle it.” — Attendee 3

4.2.2.3.  Social presence deficiency

Despite immersive features, participants highlighted the absence of authentic interpersonal
cues, such as eye contact and facial expressions. This limitation was perceived as reducing the
quality of communication and networking, particularly in professional settings. As one
participant explained:

“We don’t see eye contact... eye contact is a very important thing to know
emotions.” — Attendee 15

4.2.2.4.  Multi-sensory limitations
Finally, participants emphasized the inability of the metaverse to replicate sensory experiences

such as taste and smell which are critical in certain event contexts (e.g., food, hospitality,
experiential tourism). As one respondent stated:



“The metaverse is still lacking certain elements, such as smell and taste... this
affects events like food-related ones.” — Attendee 18

4.3. Summary of Findings

Overall, the findings reveal that attendee perceive metaverse-enhanced hybrid events as
offering substantial benefits in terms of accessibility, efficiency, and immersive engagement.
However, these opportunities are accompanied by significant challenges related to
technological readiness, financial accessibility, trust, and experiential authenticity. This duality
reflects a complex adoption landscape, where attendees simultaneously recognize the potential
and limitations of metaverse technologies in event contexts.

5. Discussion

This study examines event attendees’ adoption of metaverse-enhanced hybrid events by
integrating insights from the Unified Theory of Acceptance and Use of Technology and
Behavioral Reasoning Theory. The findings reveal a nuanced adoption process characterized
by the simultaneous presence of strong enabling factors and significant constraints. Rather than
reflecting a linear acceptance pathway, attendees’ decisions are shaped by a dynamic
evaluation of both benefits and drawbacks, resulting in a coexistence of adoption drivers and
resistance factors.

5.1. Performance Expectancy and the Expansion of Event Value

Consistent with UTAUT, performance expectancy emerges as a primary driver of attendees’
positive perceptions. Participants associate metaverse-enhanced hybrid events with increased
value, particularly through cost efficiency, accessibility, and immersive engagement. The
elimination of travel-related expenses and geographical barriers reflects a shift toward more
inclusive and flexible participation, supporting prior research on digital transformation in
tourism and events (Buhalis et al., 2023; Dwivedi et al., 2022).

Importantly, the findings extend existing literature by demonstrating that performance
expectancy in metaverse contexts encompasses both utilitarian and experiential dimensions.
While functional benefits such as convenience and efficiency are central, experiential
elements—particularly immersion and interactivity—play an equally significant role in
shaping perceived value. This aligns with emerging studies highlighting the role of immersive
technologies in enhancing user engagement and co-creating experiences (Lee et al., 2022,
Zhang et al., 2024).

Moreover, the findings suggest that performance expectancy is closely linked to psychological
comfort, particularly through the use of avatars. For some attendees, the ability to interact
without revealing their physical identity reduces social anxiety and enhances participation. This
indicates that metaverse environments may facilitate more inclusive forms of social interaction,
extending beyond traditional assumptions of technology usefulness.

5.2. Effort Expectancy and Digital Readiness
Despite strong perceived benefits, effort expectancy remains a critical determinant of adoption.

Participants highlighted challenges related to usability, complexity, and unfamiliarity with
immersive technologies, particularly among less technologically experienced users. These



findings are consistent with prior research indicating that perceived ease of use significantly
influences behavioral intention (Venkatesh et al., 2003).

The presence of a digital literacy gap suggests that adoption is not solely dependent on
technological availability but also on users’ capabilities and confidence. This highlights the
importance of user-centric design and onboarding processes in facilitating engagement with
metaverse platforms. In line with existing studies (Dhelim et al., 2022), the findings indicate
that without sufficient support and training, the perceived complexity of immersive
environments may outweigh their potential benefits.

5.3. Facilitating Conditions and Structural Constraints

The findings further underscore the critical role of facilitating conditions, particularly in
relation to infrastructure and financial accessibility. Participants emphasized the importance of
stable internet connectivity, system reliability, and access to VR devices, all of which directly
influence the quality of the metaverse experience. These results support previous research
highlighting infrastructure readiness as a key prerequisite for immersive technology adoption
(Dhelim et al., 2022; Koo et al., 2022).

However, this study reveals a notable cost paradox: while metaverse participation reduces
traditional event costs (e.g., travel and accommodation), it introduces new financial barriers
associated with hardware requirements. This finding extends existing literature by
demonstrating that cost considerations in metaverse adoption are multi-dimensional,
encompassing both savings and additional expenditures.

5.4. Social Influence and Generational Differences

Although less explicitly articulated, social influence emerges through generational differences
in attitudes toward immersive technologies. Younger participants were perceived as more
receptive and adaptable, while older individuals expressed greater hesitation. This aligns with
prior studies indicating that generational cohorts differ in their openness to digital innovation
(Dynata, 2022).

These findings suggest that social norms and peer influence play a subtle but important role in
shaping adoption behavior. As immersive technologies become more mainstream, social
acceptance is likely to increase, potentially reducing resistance among less technologically
inclined users.

5.5. Explaining Adoption Tensions through BRT

While UTAUT explains the structural determinants of adoption, the findings reveal that
attendees simultaneously construct “reasons for”” and “reasons against” participation, which is
more effectively explained by BRT.

On one hand, participants articulated strong reasons for adoption, including accessibility, cost
efficiency, immersive engagement, and flexibility. These factors reinforce positive beliefs and
motivate participation. On the other hand, participants also expressed reasons against adoption,
including trust concerns, lack of human interaction, technological limitations, and health-
related issues.

This duality reflects a reasoning-based tension, where attendees rationalize both acceptance
and resistance. For example, while immersive environments enhance engagement, they are
perceived as lacking authentic social presence and emotional connection. Similarly, while



virtual participation increases accessibility, concerns about data privacy and identity
verification reduce trust.

These findings extend BRT by illustrating how reasoning processes operate in the context of
immersive technologies, where users must reconcile competing evaluations before forming
adoption intentions (Claudy et al., 2013; Westaby, 2005).

5.6. Trust, Experiential Authenticity, and the Limits of Virtualization

A key insight from this study is the importance of trust and experiential authenticity in shaping
adoption decisions. Participants expressed concerns regarding identity verification,
cybersecurity, and data privacy, indicating that trust is a fundamental prerequisite for
engagement in metaverse environments. This supports prior research highlighting the role of
trust in digital ecosystems (Dwivedi et al., 2022).

In addition, the findings reveal significant limitations in the ability of metaverse technologies
to replicate multi-sensory and emotional experiences. The absence of physical interaction, eye
contact, and sensory elements such as taste and smell reduces the perceived authenticity of
virtual events. This contrasts with optimistic assumptions in existing literature regarding the
immersive potential of VR and XR technologies (Buhalis et al., 2023), suggesting that current
technological capabilities remain insufficient for certain types of experiential events.

5.7. Integrated Conceptual Framework
Building on the above findings, this study proposes an integrated conceptual framework that

combines UTAUT and BRT to explain attendees’ adoption of metaverse-enhanced hybrid
events (see Figure 2).



UTAUT CONSTRUCTS (INPUTS)

1. Performance Expectancy 2. Effort Expectancy

- Cost efficiency (e.g., reduced travel and accommodation costs) - Ease of use and usability

- Accessibility (time and location flexibility) - Perceived complexity

- Immersion and interactivity - Digital literacy and confidence

- Psychological comfort (e.g., avatar use reduces social anxiety) - Need for onboarding and support
3. Soclal Influence 4. Facllitating Conditions

- Generational differences (younger more receptive) - Infrastructure (stable internet, system reliability)

- Peer influence and social norms - Access to devices (VR/AR hardware)
- Increasing societal acceptance of immersive technologies - Financial accessibility (hardware cost)

- Technical support and resources

Perceived Opportunities Perceived Constraints

- Greater accessibility and inclusivity
- Cost and time efficiency
- Immersive and engaging experiences

- Flexibility in participation

- Technological complexity and usability issues
- Infrastructure limitations

- Additional hardware costs

- Trust, privacy, and security concerns

- Sensorv and experiential limitations

BRT REASONING MECHANISM (CORE PROCESS)

Reasons for Adoption
- Convenience and accessibility
- Flexibility (anytime, anywhere)
- Cost savings (reduced travel, time)
- Immersive engagement and interactivity
- Inclusive participation (no physical barriers)

- Innovation and novelty

Reasons against Adoption
- Trust, privacy, and data security concerns
- Lack of human interaction and presence
- Sensory limitations (no touch, taste, smell)
- Health issues (eye strain, motion sickness)
- Technological limitations and glitches

- Identifv verification and authenticitv concerns

A 4
BEHAVIOURAL INTENTION TO ADOPT

(Adopt & = Resistance Decision Outcome)
Adoption is determined by the dynamic balance between reasons for and reasons against participation in metaverse-

enhanced hybrid events.

Figure 2. Integrated UTAUT-BRT framework for attendees’ adoption of metaverse-enhanced
hybrid events



This framework illustrates how UTAUT constructs (performance expectancy, effort
expectancy, social influence, and facilitating conditions) shape attendees’ perceptions of
opportunities and constraints, while BRT explains the reasoning processes through which these
perceptions are translated into behavioral intentions.

Specifically, performance expectancy drives positive evaluations related to accessibility,
efficiency, and immersive experience, whereas effort expectancy and facilitating conditions
introduce barriers associated with usability, infrastructure, and cost. Simultaneously, attendees
construct “reasons for” and “reasons against” participation, reflecting a dynamic tension that
ultimately influences adoption decisions.

This integrated framework highlights that adoption is not a linear process but rather a balancing
mechanism, where attendees continuously evaluate and reconcile competing considerations.

Overall, the findings reveal that attendees’ adoption of metaverse-enhanced hybrid events is
shaped by a complex interplay between perceived benefits, technological constraints, and
cognitive reasoning processes. While the metaverse offers significant potential to enhance
accessibility and engagement, its adoption is constrained by issues related to usability,
infrastructure, trust, and experiential authenticity. By integrating UTAUT and BRT, this study
provides a comprehensive explanation of this complexity, demonstrating that adoption is
influenced not only by perceived usefulness and ease of use but also by the reasoning processes
through which attendees evaluate both opportunities and risks.

6. Conclusion

This study set out to examine event attendees’ adoption of metaverse-enhanced hybrid events
by exploring the perceived opportunities and challenges associated with this emerging
technological paradigm. Drawing on qualitative insights from in-depth interviews, the findings
reveal that while attendees recognize substantial benefits — particularly in terms of accessibility,
cost efficiency, and immersive engagement — their adoption decisions are simultaneously
constrained by technological, experiential, and trust-related concerns.

By integrating the Unified Theory of Acceptance and Use of Technology with Behavioral
Reasoning Theory, this study advances a more comprehensive understanding of technology
adoption in immersive event contexts. The results demonstrate that attendees’ behavioral
intentions are not solely determined by perceived usefulness or ease of use but are shaped by a
dynamic reasoning process in which individuals construct and reconcile “reasons for” and
“reasons against” participation. This highlights the coexistence of enabling and constraining
factors, offering a more nuanced perspective that extends beyond traditional linear adoption
models.

The findings also suggest that the metaverse should be conceptualized not as a substitute for
physical events but as a complementary extension that enhances flexibility and broadens
participation. While the technology offers significant potential to transform event experiences,
its current limitations — particularly in relation to infrastructure, trust, and experiential
authenticity — indicate that its role will remain hybrid in nature.

Overall, this study contributes to the growing body of literature on digital transformation in
hospitality and event management by providing an attendee-centric perspective on metaverse
adoption. It underscores the importance of aligning technological innovation with user
experience, trust, and accessibility considerations. As metaverse technologies continue to
evolve, future developments should focus on addressing both structural barriers and cognitive



concerns to ensure that immersive event experiences are not only technologically feasible but
also meaningful and widely accepted by users.

7. Implications and Limitation
7.1. Theoretical Implications

This study advances technology adoption research in hospitality and event management by
extending the Unified Theory of Acceptance and Use of Technology to immersive hybrid event
contexts. The findings confirm the relevance of key UTAUT constructs — particularly
performance expectancy, effort expectancy, and facilitating conditions — while demonstrating
that attendees evaluate both functional and experiential value simultaneously. By integrating
Behavioral Reasoning Theory, the study further shows that adoption is shaped by the
coexistence of “reasons for” and “reasons against,” addressing the limitation of linear decision-
making assumptions in traditional models. Additionally, the identification of trust, experiential
authenticity, and techno-economic constraints highlights the need for more integrative
frameworks that incorporate technological, experiential, and socio-psychological factors in
understanding adoption behavior.

7.2. Practical Implications

The findings offer several practical implications for the event and hospitality industries. Event
organizers should adopt a hybrid approach, positioning the metaverse as a complement to
physical events rather than a replacement. To support adoption, investment in reliable
infrastructure and user-friendly platforms is essential, alongside digital literacy and onboarding
initiatives to reduce user barriers. Building trust and security through strong data protection
and identity verification is also critical. Finally, organizers should enhance experiential quality
by improving social presence, interactivity, and immersive features to better bridge the gap
between virtual and physical event experiences.

7.3. Limitations

Despite its contributions, this study should be interpreted with several considerations. First, it
adopts a qualitative approach that priorities depth over generalizability; however, data
saturation was achieved, ensuring robust insights. Future research could employ larger,
quantitative or mixed-method samples to extend these findings. Second, participants’ views
reflect early-stage experiences with metaverse technologies, suggesting the need for
longitudinal studies as adoption evolves. Third, the study focuses on attendees, and future
research could incorporate multiple stakeholders for a broader perspective. Finally, differences
across event types were not examined and warrant further investigation.
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Period: Year 2021-2023 (Expenses per person) - updated: 05 Nov 2021

Semester Expenses HKD TH:S(!I‘I:{I;)D - alaany
Taidulal (un) AInda
Year 1
Semester 1*|Tuition Fee (3 subjects x 3 credits x HKD 8,000) 72,000 255,603.00 |Asssutiaunis@nmn 255,603.00 -
Residential Workshop 6,600 26.789.00 |MlafansdwAmAunssuu 26,789.00 -
Overseas Study Tour 26,500 107,562.00 |eldaadmdmsunisdou 107,562.00 -
Caution money 400 1,624.00 |ehlafasdwisdumsdeu 1,624.00 o
Return flight ticket fees (THB 20,000 x 1 time) 3,660.00 |Alaanndu q 3,660.00 =
Land transportation fees 1,500.00 |elafaedu q 1,500.00 -
Monthly allowance (HKD 12,650 (Lump sum) x 4 )
months) 50600 219,528.10 [Anlededu q 219,528.10 -
Study materials (HKD 4,000 (Lump sum) x 1 year) 4,000 7.416.22 | ldsdudndunsidou 7,416.22 -
Insurance 1,000 4,300.00 |elafedu 9 4,300.00 -
Bank Fees 480.80 |entafdndu q 480.80 -
Sub-total 628,463.12 628,463.12 -
Semester 2 | Tuition Fee (4 subjects x 3 credits x HKD 8,000) 96,000 404,875.20 |dassuiiiaunisdnmn 404,875.20 -
Returning flight ticket fees (THB 20,000 x 1 way) 11,705.00 |entaidnadu 4 11,705.00 -
Monthly allowance (HKD 12,650 (Lumpsum) x 5 .
months (Dec 2021 - Apr 2022)) 63250 273,346.26 |Mlaf[nedu q 273,346.26 =
Land transportation 1,500.00 |elafaedu q 1,500.00 -
Study materials (remaining from semester 1) 2334 5,956.75 |eldandmAmAunsidau 5956.75 =
Bank Fees 55.00 |elafdhndu 9 55.00 -
Uniform 1,500 6.750.00 [elafdnedu q 6.750.00 -
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Flight ticket fees (2 ways) 12,400.00 |nlafanedu q 12,400.00 5
Land transportation fees 2,754.66 |enlgfdnudu q 2,754.66 -
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Land transportation fees 3,000.00 aldaedu 9 (2,8577.44+2,879.28) 5,736.72 (2,736.72)
Accommodation (THB 3,500 x 12 nights) 42,000.00 fleaedu o (19,864.32+13,825.38) 33,689.70 8,310.30
Stipend (THB 2,400 x 12 days) 28,800.00 |nla" 88N 9 (19,200+12,000) 31,200.00 (2,400.00)
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2 |Flight ticket fees (THB 15,000 x 2 ways) 30,000.00 fleanedu o 16,925.77 13,074.23
Land transportation fees 3,000.00 |Alafanndu q 2,634.90 365.10
Accommodation (THB 3,500 x 7 nights) 24,500.00 |enlafnedu 9 25,248.69 (748.69))
Stipend (THB 2,400 x 7 days) 16,800.00 |finlafinndu q 12,000.00 4,800.00
Study materials $,000.00 |AlddwAmA UG 4,990.00 3,010.00
Sub-total| 82,300.00 61,799.36 20,500.64
Total (Year 2) 739,200.00 745,238.30 (6,038.30)
Year 3
Semester 1 | Tuition Fee (1 subject x 12 credits x HKD 8,000) 96,000 432,000.00 |frsssuflaunisd@nm (108,968.88+336,501.36) 445,470.24 (13,470.24)
Flight ticket fees (THB 15,000 x 2 ways) 30,000.00 |fnlefandu 9 13,140.00 16,860.00
Land transportation fees 3,000.00 |elafaedu q 2,833.02 166.98
Accommodation (THB 3,500 x 5 nights) 17,500.00 |elzianadu q 20,717.73 (3,217.73)
Stipend (THB 2,400 x 5 days) 12,000.00 fleaegu o 14,400.00 (2,400.00)|
Study materials 6,000.00 |AldAradwAmIRUMSEEY 6,000.00
Research data coll 100,000.00 [flaf1eTun1svinauide (12,000 +20,000+14,500) 46,500.00 53,500.00
1,000 4.500.00 [plafdnedu q 4,500.00 -
Bank Fees 500.00 |flafanedu o (699+699) 1,398.00 (898.00)|
Sub-total 605,500.00 548,958.99 56,541.01
Semester 2 |Flight ticket fees (THB 15,000 x 2 ways) 30,000.00 Flaaedu o 30,000.00
Land transportation fees 3,000.00 |eld"ndu q 3,000.00
Accommodation (THB 3,500 x 5 nights) 17,500.00 fleaedu o 17,500.00
Stipend (THB 2,400 x 5 days) 12,000.00 |dntafanndu q 12,000.00
Conference attending, presenting and travel cost 50,000.00 aldandu 9 50,000.00
Publication fee 15,000.00 |flafanedu 9 3,624.00 11,376.00
Graduation fee 10.000.00 | lganadwAmAunssuu 10.000.00
Study materials - |elanedwAsdunsGay -
Bank Fees 530.84 e lefamdu o 530.84
Sub-total| 138,030.84 3,624.00 134,406.84
Total (Year 3) 743,530.84 552,582.99 190,947.85
Grand Total 3,000,000.00 = 2,815,090.45 184,909.55
Remark: Projected cost is estimate for each category and the total cost maybe shared.
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e ldaralunisvinouide 100,000.00 46,500.00 53,500.00
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Required Budget for Studying the Doctorate in Hotel and Tourism Management

School of Hotel and Tourism Management, The Hong Kong Polytechnic University

Mr. Krittabhas Khwanyuen

Period: Year 2021-2023

Semester Expenses HKD TR i1 HED Al
= 4.1 THB)
Year 1
Semester 1| Tuition Fee (3 subjects x 3 credits x HKD 8,000) 72,000 295,200.00 |Anassuiiaunisfnu
Residential Workshop 6,600 27,060.00 |AldsreduiAeafunisidey
Overseas Study Tour 26,500 108,650.00 |AnlissduiAnafunisda
Caution money 400 1,640.00 |aldaraduiieaiunisida
Return flight ticket fees (THB 30,000 x 4 times) 120,000.00 |Aldanau 9
Land transportation fees 4,500.00 |Anl#dwEy
Accommodation (THB 4,000 x 31 nights) 124,000.00 |Arl#de8u «
Study materials 10,000.00 |Avl#d1aduAaafunsEey
Insurance 1,000 4,100.00 [Anlddrudu -
Stipend (THB 2,400 x 31 days) 74,400.00 |A1lddudu o
Bank Fees 1,000.00 |Arl#t1udu
Sub-total 770,550.00
Semester 2Tuition Fee (4 subjects x 3 credits x HKD 8,000) 96,000 393,600.00 |Aassuiinunisdnud
Return flight ticket fees (THB 30,000 x 4 times) 120,000.00 |Al#3 88w 9
Land transportation fees 4,500.00 |Anl#dEy o
Accommodation (THB 4,000 x 24 nights) 96,000.00 |Al#dnedy o
Stipend (THB 2,400 x 24 days) 57,600.00 [Alddnedu
Bank Fees 1,000.00 |Aldanedu
Sub-total 672,700.00
Summer |Tuition Fee (2 subjects x 3 credits x HKD 8,000) 48,000 196,800.00 |Anassuiaunisfnuw
Return flight ticket fees (THB 30,000 x 1 time) 30,000.00 [Avlddedy q
Land transportation fees 3,000.00 |Anld9ndu 1
Accommodation (THB 4,000 x 3 nights) 12,000.00 [Avldsndu o
Stipend (THB 2,400 x 3 days) 7,200.00 |Anldaedn 9
Bank Fees 1,000.00 [fnldsuau 9
Sub-total 250,000.00
Total (Year 1) 1,693,250.00




Required Budget for Studying the Doctorate in Hotel and Tourism Management

School of Hotel and Tourism Management, The Hong Kong Polytechnic University

Mr. Krittabhas Khwanyuen

Period: Year 2021-2023

Semester Expenses HKD TR HRO Arldann
= 4.1 THB)
Year 2
Semester 1 Tuition Fee (1 subject x 12 credits x HKD 8,000) 96,000 393,600.00 [Anassuiiuunisiinu
Return flight ticket fees (THB 30,000 x 2 times) 60,000.00 |Al#dnedu q
Land transportation fees 3,000.00 |A1ldd1udy q
Accommodation (THB 4,000 x 5 nights) 20,000.00 |aA1ldd1udu
Stipend (THB 2,400 x 5 days) 12,000.00 |enl#dnedu o
Insurance 1,000 4,100.00 |A"l#aeiu o
Study materials 10,000.00 |Al#deduinafunisEou
Bank Fees 1,000.00 [A1ldsadu o
Sub-total 503,700.00
Semester ZReturn flight ticket fees (THB 30,000 x 2 times) 60,000.00 |Anldanady o
Land transportation fees 3,000.00 |Anldsudu o
Accommodation (THB 4,000 x 5 nights) 20,000.00 |Al#nedu o
Stipend (THB 2,400 x 5 days) 12,000.00 |enlf588y 9
Sub-total 95,000.00
Total (Year 2) 598,700.00




Required Budget for Studying the Doctorate in Hotel and Tourism Management

School of Hotel and Tourism Management, The Hong Kong Polytechnic University

Mr. Krittabhas Khwanyuen

Period: Year 2021-2023

Semester Expenses HKD THE | WRG Aliae
= 4.1 THB)
Year 3
Semester 1[Tuition Fee (1 subject x 12 credits x HKD 8,000) 96,000 393,600.00 |Ara55uLdaun1sAnen
Return flight ticket fees (THB 30,000 x 2 times) 60,000.00 |AlEnudu 9
Land transportation fees 3,300.00 |fnldsnadu 9
Accommodation (THB 4,000 x 5 nights) 20,000.00 |Avldsadu o
Stipend (THB 2,400 x 5 days) 12,000.00 |Fldg1adu -
Insurance 1,000 4,100.00 |enl#dudu o
Study materials 10,000.00 |al#aadudaiunisGey
Research data collection 33,550.00 |Aldmalunnsviieuidn
Bank Fees 600.00 |Aldsudy
Sub-total 537,150.00
Semester ZReturn flight ticket fees (THB 30,000 x 2 times) 60,000.00 |fldsnaau o
Land transportation fees 3,300.00 |fldsuau 9
Accommodation (THB 4,000 x 6 nights) 20,000.00 [Aldsedu o
Stipend (THB 2,400 x 5 days) 12,000.00 |Anldfanedn o
Conference attending, presenting and travel cost 50,000.00 |Anldsrady o
Publication fee 15,000.00 |Anlnein o
Graduation fee 10,000.00 |AlddnsduiAaatunisBeu
Bank Fees 600.00 |Anldanadu o
Sub-total 170,900.00
Total (Year 3) 708,050.00
Grand Total 3,000,000.00

Remark: Projected cost is estimate for each category and the total cost maybe shared.




TuAldae

AaTTNLEuNISRN®Y 1,672,800.00
Tuition fee

Algaeluntsvinanuide 33,550.00
Research data collection

AldaduAnfun1s Sy 177,350.00
materials 6151, graduation fee

Anldgudu 9 1,116,300.00

accommodation, insurance, stipend, conference

sauAltge

3,000,000.00
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