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Abstract 

The uniqueness of this paper lies in its attempt to discuss augmented reality (AR) and virtual reality (VR) in the creative industry 
and cultural products. Several business lines include crafts, advertising, product design, marketing, tourism, architecture, graphics, 
and fashion. The creative sector also includes film, television, video, visual arts, photography, software, computer services, museums, 
art galleries, and libraries that need innovative and tech-savvy marketing communications. This paper aims to analyze AR/VR 
applications in the tourism and creative industry. The systematic literature review (SLR) method analyzed 98 academic articles. 
Coding used several relevant keywords to analyze AR/VR in each creative sector. This research shows that AR/VR is applied 
to the creative industry to strengthen campaign strategies in reaching the worldwide target market. AR/VR is a strategic choice 
worth considering for companies' sustainability in the tourism and creative industry and communicating Indonesia's new way to 
the digital economy. Research implications and recommendations for future research are also discussed. 
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Доповнена та віртуальна реальність туризму та креативної індустрії: комунікація 
нового шляху Індонезії до цифрової економіки 

Анотація 

Унікальність цієї статті полягає в спробі обговорити доповнену реальність (AR) і 
віртуальну реальність (VR) у творчій індустрії та культурних продуктах. Кілька бізнес-
напрямків включають ремесла, рекламу, дизайн продукції, маркетинг, туризм, 
архітектуру, графіку та моду. Творчий сектор також включає кіно, телебачення, відео, 
образотворче мистецтво, фотографію, програмне забезпечення, комп’ютерні послуги, 
музеї, художні галереї та бібліотеки, яким потрібні інноваційні та технічно підковані 
маркетингові комунікації. Ця стаття спрямована на аналіз додатків AR/VR у туристичній 
та творчій індустрії. Методом систематичного огляду літератури (SLR) проаналізовано 
98 наукових статей. Кодування використовувало кілька відповідних ключових слів для 
аналізу AR/VR у кожному творчому секторі. Це дослідження показує, що AR/VR 
застосовується в креативній індустрії для посилення стратегій кампаній для досягнення 
цільового ринку в усьому світі. AR/VR — це стратегічний вибір, який варто розглянути 
для сталого розвитку компаній у сфері туризму та креативної індустрії та для поширення 
нового шляху Індонезії до цифрової економіки. Також обговорюються наслідки 
дослідження та рекомендації для майбутніх досліджень. 

Ключові слова: Доповнена та віртуальна реальність; Маркетинг штучного інтелекту; 
цифрова економіка; розвиток туризму; Туристична комунікаційна кампанія. 
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1. Introduction 

The world of business and marketing communications is a territory that is closely related to 
growth trends in communications technology. People's lives today are such that separating the 
physical from the virtual is difficult because the two are intertwined and integrated. Augmented 
and virtual reality are part of modern city life. Plus, changes in the context of producers and 
consumers, who were previously separate, have now come together to collaborate as prosumers 
(Toffler, 2022). Prosumers gain experience directly (physically) or through virtual visits that 
share a sense of reality. Meanwhile, media users and participants now find it difficult to separate 
their virtual lives from their physical lives. Apart from the business landscape, communication 
technology itself is a significant business. Various other business lines require AR/VR as a 
channel to communicate the essence of their business to target markets and stakeholders 
(Schiavi et al., 2022). This topic is critical to study in this paper. 

Various previous studies regarding AR/VR have been carried out to examine the application 
of this technology in multiple areas of life and the business world, especially in museum 
management, tourism, and education with immersive interactive technology applications 
(Vishnevskaya et al., 2017; Shehade & Stylianou-Lambert, 2020; Parker & Saker, 2020). AR/VR 
is also used by prisoners to virtually go home and see the atmosphere around their residences 
as entertainment. Likewise, it may not be accessible in sports, and someone can never do it, 
but through AR/VR, everyone can do challenging things (Pan, 2015). However, this paper 
discusses AR/VR technology from a cybernetic communication perspective with a central 
point on human existence in relevant business categories such as the creative industry. 

Previous researchers on "creativity" placed their studies in the context of marketing and 
innovation. For example, creativity is discussed from the perspective of the four "Ps," which 
include people, process, and place (Mallia, 2019; Sasser & Koslow, 2008). This study differs 
from what is discussed in this paper by taking a perspective from information, communication, 
and technology by highlighting the creative industry sector. 

The creative industry highlighted in this paper emerged from rapid advances in media technology, 
which has become a communication channel. The results of tangible and intangible human work 
are a heritage whose values are maintained and passed down across generations. On the one hand, 
media convergence has placed heritage as a cultural product alongside modern contemporary 
products. Therefore, product culture is a concern in the study of this paper.  

Furthermore, a complete understanding of the creative sector includes advertising and marketing 
communications, architecture, product design, handicrafts, graphic design, fashion and 
accessories, films, television programs, video content, radio, photography, information 
technology, software, publishing, museums, art galleries, libraries, music and visual arts (Loumos 
et al., 2019). The diversity of products and services in the creative industry is unique in the 
discussion of this paper. Some sub-sectors above are included at the conventional media level 
whose business may have faded, such as publishing and printing, radio broadcasting, and libraries. 
Therefore, only a few sub-sectors most relevant to AR/VR are selected in the discussion analysis. 

The focus of the discussion is the uniqueness of the technical discussion of AR/VR on the 
specific characteristics of several creative industry product categories. Several questions are 
analyzed in this paper. First, how does the AR/VR concept work in the most relevant subsectors 
in business today? Second, how do creative industry sub-sectors such as museums, cultural arts 
products, architecture, graphic and fashion design, visual arts, music performances, tourism, 
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automotive, and education apply AR/VR? Finally, how will the creative industry sector in the 
future communicate with AR/VR as a marketing effort for the AR/VR product itself? 

2. Brief Literature Review 

Tourism and Creative Industry Concepts 

Tourism is a business that provides goods and services to fulfill tourists' needs and activities. 
Human creativity to produce, distribute, and consume creative products is based on adding 
value to intellectual property. Creativity arises from innovative science and technology 
concerning cultural heritage and natural beauty. Some of the scope of the creative industry 
includes product design, visual communication or fine arts, audio-visual or film, architecture, 
artifacts and heritage, film, animation, and photography. Creativity also produces culinary 
application software for mobile, music, fashion, and game development. Performing arts are 
also considered creative products, followed by graphics and publishing, advertising, television 
and radio streaming, and art performances.  

The definition of culture includes the values of human social conventions along with material 
objects that are integrated with that behavior. Culture, thus, provides language, ideas, beliefs, 
customs, codes, institutions, tools, techniques, works of art, rituals, ceremonies, and other 
elements. The culture industry refers to popular culture, which is similar to a factory that 
produces standard cultural goods such as films, radio, magazines, and so on to be used as 
communication channels that influence and manipulate mass society in various ways (Adorno 
& Horkheimer, 1972; Power & Scott, 2004; Kong, 2014). 

During its development, there was a shift from the concept of "culture industry" to "cultural 
industry" with a critical analytical perspective, followed by the emergence of the creative 
industry as a moment that marked the current era of the cultural industry. In 1997, the British 
government created the concept of "creative industries" as a sector classification that replaced 
the concept of "cultural industries" above (Kong, 2014; Mommaas, 2009; O'Connor, 2007; 
O’Connor & Gu, 2013; Jung & tom Dieck, 2017). Cultural products are related to the creative 
industry from the perspective of the creation process, which requires innovation and creativity 
(Lee & Cho, 2020; Loumos et al., 2019; Lin et al., 2020). 

Digital Economy Development 

Economic growth with conventional tourism and creative industry development factors will 
produce results using traditional formulas. However, the digitalization process of all supporting 
sectors will accelerate integrated growth in digital economic development. Tourist destinations 
build regional performance in all industries that mutually support local growth in an integrated 
manner. Therefore, every destination region must prioritize the digital economy as an 
acceleration theme. This future development model trend can deepen structural reform on the 
supply side and encourage the implementation of innovation-based development strategies to 
increase competitive advantage (Wei, 2020). Tourist destinations and the creative industries 
within them need to adopt the characteristics of the digital economy to choose fundamental 
indicators from several dimensions focused on development, such as technology, economics, 
and the environment. 

The creative industry must be based on technology, where the adoption of augmented and 
virtual reality is one of the applications to accelerate growth (Adriyanto & Triani, 2015). 
Upgrading strategies for the digital economy can dramatically transform organizations, such as 
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all elements of stakeholders in a region (Sturgeon, 2021). The destination's digital strategy also 
prioritizes communication content with promotional messages that pay attention to the 
customer experience, starting virtually and continuing physically. Digital economic 
development is not limited to producing and marketing products but is much broader, such as 
determining the social development strategy as is done in various countries.  

Digital economy and society cross-sectorally aim to identify practical legal, regulatory, 
economic, and financial infrastructure mechanisms (Zubchyk & Kireev, 2019). All these 
elements aim to develop a “digital society” that will facilitate the rapid development of the 
digital economy. Developing tourist destination areas and creative industries strengthen the 
entrepreneurial spirit in a growth ecosystem strategy with startups and all other digital 
supporting components (Thomas et al., 2019). 

Digital Reality Concept 

The term "reality" is a set of conceptions and perceptions in a person's mind that form an 
integrated understanding of something possible, desired, and actual. Integrated understanding 
is essential because reality consists of many components with different levels of reality. 
Integrating understanding components strengthens understanding new meanings of people's 
experiences in the same context (Baranyi, 2021). A series of possibilities (events, objects, 
circumstances), wishes or desires (in the mind), and actual manifestations the five senses receive 
can significantly influence one another. Therefore, the term "virtual" refers to something real 
but as a manifestation of the natural equivalent. 

Digital media is here to strengthen the term "something real" because it resembles a physical object. 
Therefore, with communication channels, every manifestation is “virtual” with referential meaning 
content—either purely from someone's mind or because of the proposed digital solution. This means 
that reality can be something physically real or something imaginary or characteristic (Baranyi, 2021). 
However, a tangible interface can also be considered a virtual tool if it is linked or in sync with a 
backend system—both digital and physical—even if it is essentially digital (Ishii, 2008; Zhao, 2013). 
Heritage in physical buildings or formations of past social values (which are no longer physically 
possible for people to visit now) constitutes a "virtual" museum. Visiting artifacts in heritage means 
"virtually" going into the past to understand the formation of social values. Thus, natural, artificial, 
and basic reality choices emerge (Zhao, 2013). 

It should be noted that reality does not always mean a visual appearance—similar to an 
equivalent reference—but can be in an abstract form in ideas as long as it has affordances in 
other modalities. Because visuals always have an interpretation to fill realized cognition, even 
though nothing is truly abstract. All ideas and desires begin with experience—a human mind-
body interaction (Glenberg, 2015). So, the issue in AR/VR studies is whether the degree is 
closer or further from physical reality, which is essential to understand (Barsalou, 1999; Mahon 
& Caramazza, 2008). 

Interaction and communication as the experience of media users, both as participants and 
consumers, is valuable information obtained directly through digital channels. Digital reality 
has changed the meaning of each person's physical reality in everyday life because, in 
conception and perception, reality includes what people are possible and want (Serkova, 2020; 
Budanov & Aseeva, 2019). This means that reality can be achieved with or without physical 
presence but through digital channels accompanied by integrated thoughts and actions. Thus, 
digital reality can be defined as integrating high-level virtual reality—including AR, VR, digital 
simulations (DS), and their counterparts. Also, 2D digital environments and artificial 
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intelligence (AI) create a contextual reality for participants and consumers who have 
experienced a different world before (Baranyi, 2021; Kang & Yang, 2020; Li & Zhou, 2016). 

Digital interactivity in communication and transactions allows each participant to increase their 
productivity in various areas of life, both physically and digitally. Digital interactivity between 
networks of users and managers creates new social entities and structures in society. 
Conventional features, such as education, museums, exhibitions, tourism, etc., are transformed 
into virtual worlds in 3D formation (Baran & Baran, 2022; Gong, 2021). 

AR/VR Concept 

AR plays a role in integrating computer-generated virtual objects into the real world, creating 
a new way of seeing and understanding the mixed real and virtual parts (Gatto et al., 2021). 
Meanwhile, VR is produced from a computer connection that is isolated from the natural 
environment by immersing users in the inactivity of several objects (Cisternino, 2019). Based 
on this definition, AR/VR are two points connected in a continuum as the Reality-Virtuality 
continuum (Milgram, 1995). In this continuum, objects on the left are natural objects or 
anything in the real world that can be observed directly through the human eye. Meanwhile, 
the right endpoint is an entirely virtual object, such as a computer-generated graphic simulation 
on a monitor or immersively (Gatto et al., 2021; Gatto et al., 2022; Arayaphan et al., 2022). 

AR integrates digital information with nature to enhance the visuals of graphics, sounds, and 3D 
objects compared to natural ones. Presentation of information that is enriched visually, sound, and 
adding digital content to interact with user actions by touch because it is very responsive (Loumos et 
al., 2019; Krichenbauer, 2017; Kim, 2022). VR is a complex tool that utilizes several low-level 
technologies, from robotics engineering to 3D visual graphics, computing, and art. The resulting 
output is a digital environment that is comfortable and enjoyable to interact with so that users feel 
immersed in watching 3D displays, places, and objects in cyberspace. it (Carrozzino et al., 2009; 
Carrozzino & Bergamasco, 2010; Bruno et al., 2010). Users can discover fantastic worlds by using 
most of their senses precisely as they would in the real world. However, the visual quality obtained 
depends on the ability of computer hardware and software to perform graphic rendering and 
simulation (Loumos et al., 2019). VR is a representation of a “possible world” to create a “sense of 
presence” in the user in a “new world” by experiencing something incredibly new and luxurious but 
at the same time alive and interactive. An artificial world that can change human nature through 
increasing perceptive and cognitive abilities in the trap of technology (Guazzaroni & Pillai, 2019; 
Madary & Metzinger, 2016). 

3. Purposes 

Based on the theoretical framework and relevant concepts on this topic with specific inquiry 
in Indonesia, the research objectives in this article are as follows: first, to analyze the 
development of tourism and creative industries involving virtual reality communication 
channels. Second, to explore the role and techniques of virtual reality on various products in 
the creative industry and tourism destinations. Third, to describe the development of regional 
economic aspects in areas used as tourist destinations in digital economy environment. 

4. Research Methodology 

A systematic literature review (SLR) collected 98 academic papers published in various 
international journals. Selected papers were collected with related keywords such as 
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"augmented reality," "virtual reality," "digital virtual," "digital reality," "artificial intelligence," 
"culture industry," "cultural product," "creative industry," "tourism industry," "virtual 
tourism,""AR/VR museum," "AR/VR architecture," "AR/VR tourism," "AR/VR visual arts," 
"AR/VR marketing," and other relevant matters. Some research articles are displayed in the 
list of references. 

The SLR procedure is as follows (Xiao & Watson, 2019): First, the research problem is 
formulated in research questions. Second, a research protocol was developed and validated. 
Next, searching and collecting literature, especially from previous research. Fourth, literature 
verification and screening only consist of papers published in journals and papers disseminated 
at international conferences. Fifth, the quality of the article is verified again according to its 
relevance to the topic. Sixth, extracting data and findings from previous research. Seventh, 
analyze and synthesize data. Finally, eighth, write and report the results of secondary data 
analysis. In SLR, various and different reviews are found, so skills are needed to sort out 
context, analyze, and summarize data for presentation in this paper. 

5. Result and Discussion 

Tourism Destination and Creative Industry Development as Digital Economy 

Tourism destinations and creative industries are the main sectors of the present and future 
economy. The tourism concept developed following significant technological changes, 
eliminating space and time barriers. Indonesia, an archipelagic country in the equatorial region, 
has great potential for regional economic development in tourism and creative industries. 
Tourism destinations need better management in the current digital era (Morrison, 2013). 

Tourism and creative industries are highly prioritized in Indonesia's regional economic 
development. The government has specifically issued Presidential Instruction Number Six of 
2009 and the Indonesian government regulation for developing the creative economy—
including the digital economy—under the Ministry of Tourism and Creative Economy. 
Tourism and creative industry have unique and specific characteristics, considering that 
Indonesia is an archipelagic country located on the equator, affecting resources, production, 
and consumption (Presidential Instruction No. 6 of 2009). 

The digital economy is growing along with increasingly open opportunities for every person and every 
family to participate. The economic sector previously controlled by large corporations has been 
distributed as a process of economic democratization to young entrepreneurs as digital entrepreneurs 
(Holle et al., 2023; Bakker & Twining-Ward, 2018; Mosedale & Voll, 2017). Until the end of 2022, the 
creative economy's largest subsector will be the culinary business sector, at 43.60 percent, followed by 
the crafts subsector at 18.68 percent. In third place is the fashion subsector with 18.08 percent, followed 
by the publishing subsector with 4.04 percent, and fifth, organizing entertainment and recreation 
activities with 3.02 percent. Striking growth occurred from 2011 to 2018 in the tourism industry and 
creative economy by 36.05 percent. Previously, from 2001 to 2010, the creative economy grew 33.40 
percent, and from 1991 to 2000, it rose 17.59 percent. Meanwhile, similar businesses that had started 
operating before 1991 grew 11.75 percent (Rufiadi et al., 2020). This data reflects that in the digitalization 
era, the development of the creative economy has accelerated compared to before digitalization. 

The creative economy sector in Indonesia contributed seven percent to the country's gross domestic 
product (GDP), or US$46,930 billion, in 2013. With a workforce absorption capacity of 11.8 million 
people, its growth will double by the end of 2020—the growth of the creative economy with a 
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significant contribution to the growth of the Indonesian national economy. In 2013, the creative and 
tourism sector employed 11.8 million people in the fashion industry and its accessories. 3.8 million 
people are in the workrafts subsector, 167,000 are used in industry, and 43,000 are experts in 
architecture (Rufiadi et al., 2020). Accelerated growth occurred with the adoption of digital technology 
in marketing communications and expanded distribution. Collaboration with startups greatly 
influences increasing sales in the creative industry, which includes small and medium-sized restaurants, 
bakeries, catering, food streets, confectionery, cafes, and coffee shops. 

Matching AR/VR Characteristics and Creative Economics 

AR/VR applications have become a necessity in contemporary businesses due to the various 
benefits gained in these applications. Some of these include generating new business 
opportunities and personalization, and efficiency by reducing product development costs—
goods and services. In the field of training and education, AR/VR helps efforts to reduce 
teaching operational costs (Xiao & Watson, 2022; Ruan, 2022). This application has been 
proven to increase sales with 3D visualization in marketing. Digitization allows marketing and 
communications operations, resulting in 7/24 non-stop transactions regarding time freedom 
and eliminating geographical boundaries.  

Accelerated transaction execution and significant time savings to achieve business efficiency in 
addition to saving time in information transfer. AR/VR also has advantages in project 
visualization and makes it easier for messages to be conveyed through new types of more 
engaging and lively presentations. Participants in two-way communication because of 
interactivity between participants, which accelerates the achievement of understanding. 
AR/VR displays simple exhibits with high mobility, information available in real-time, ease of 
operation, and simultaneously reduces service costs to customers (Vishnevskaya et al., 2017; 
Hagl & Duane, 2020). 

In a business context, consumer experience is critical for building business continuity (Li et al., 2003). 
Therefore, user experience is the starting point for adopting and developing AR/VR in business. To 
attract customer engagement and create content, virtual customer interaction can be provided on all 
online communication channels, starting from websites, social media, and YouTube. All relevant 
outlets and digital displays to attract customers are placed at various levels of shopping centers and 
public spaces. Table 1 shows the characteristics of AR/VR for creating 3D content and 360 photos 
that are believable and explorable, which are the simplest for users who only use VR devices. The 
experience with AR is more integrated with content and access. 

Table 1. Characteristics of Immersive Technologies  
 User’s Experience Content Access 

VR 

Believable and explorable 3D models360 photos VR headsets 

Lively & interactive movements High quality analysis 
High speed Internet 

connection 

Integration with human senses 
(sight, hearing, touch) 

Level of design detail depending 
on device 

Mid to low priced equipment 

AR 

Similar to mobile UX 
methodology 

Images, sound, 3D models & 
holograms 

Mobile devices & hi-tech AR 
headsets 

Simple but impressive, emphasis 
on visual aspect 

Information and visual 
representations 

Average speed Internet 

Need of sensors and cameras 
Augment the physical object on 

camera 
Mit to extremely high priced 

equipment 

Source: (Loumos et al., 2019). 
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Fig. 1. Wearable Computer for Recording Experience (Hirose, 2006). 

Placing AR/VR facilities in shopping centers will help introduce this application to the 
company's business lines. People will gain experience, knowledge, and insight into the products' 
benefits. Figure 1 shows the performance of a visitor to an AR/VR facility for a product with 
a complete wearable computer. The jacket has GPS, glasses, a CCD camera, and a microphone 
on his shoulder. Meanwhile, the belt is equipped with a CPU board, DV in the form of a 
recorder, and a Windows machine, apart from a thermometer on the left waist. The hands are 
wrapped around a super sensitive sensor, the Heart Beat Sensor and the footwear is equipped 
with a Flat Switch. 

Detailed user performance must be part of the augmented reality hand illusion (Figure 2). The 
Kinect Camera device has become dominant for recording all user movements and desires. 
The AR mask is equipped with thick glasses, which are an extension of the function of the 
human body, a Head-mounted Display, and a Camera. The Kinect Camera responds to the 
physical movements of the hands, feet, and body and produces a Virtual Hand on the screen. 

 
Fig. 2. An Augmented Reality Hand Illusion (Madary & Metzinger, 2016) 

AR/VR uses main features with the 4-I principles, such as immersion, interactivity, 
imagination, and integration. In the computer-mediated communication perspective (Rafaeli et 
al., 2007), interactivity is a central concern in online communication as a meeting point between 
mass and interpersonal communication and an energy of fusion of traditional and innovative 
media channels. Interactivity and imagination are essential characteristics that differentiate VR 
from other communication channels and as a human-computer interface. The human sensory 
world simulates reality and combines it with new imaging realities (Zhao et al., 2023). 
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Human-computer interactivity with 3D is a virtual environment that requires various sensory 
stimuli. In this case, media users looking for information and entertainment or consumers of a 
product try to use sensor and control devices to enter an environment that presents objects 
and views or whatever they want in their minds to realize a 3D model as a virtual world created. 
The real world also goes hand in hand with the control of sensors and to provide feedback. 
Users directly create the virtual world by referring to the modeling module (Figure 3). 

 
Fig. 3. Conceptual Model of Virtual Reality (Zhong Et Al., 2021). 

AR/VR for Creative Industry 

Marketing communication for cultural products, creative industries, automotive, sports, 
tourism, etc., is the goal of AR/VR applications in a significant business context. Content 
related to these products distributed on the web or hosted in permanent installations on display 
in museums exhibition, modern shopping centers, and other public spaces is a space for user 
interactivity (Innerhofer et al., 2018; Jung et al., 2016; Puig et al., 2020). Various creative 
industry products, in particular, can be classified according to the strengths and weaknesses of 
each creative industry subsector or product category (Figure 4). 

Several cultural products have a relatively high degree of immersion, such as museums, art 
galleries, visual arts and photography, heritage and tourism, and craft design. However, the 
interaction aspects are highest, such as museums, architectural and art galleries, mainly 
sculptures and reliefs or artifacts. Apart from that, several product categories have low 
immersion but have a medium level of interaction, such as film, television, video, advertising, 
and marketing. The high interactivity becomes an opportunity for the fashion product category. 

 
Fig. 4. The Presented AR/VR Systems in the Proposed Classification of Creative Industry 
(Adapted from Carrozzino & Bergamasco, 2010). 
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A low level of immersion but still a moderate level of interactivity can be found in the graphic, 
library, and other publishing product categories that implement 2D and 3D. Meanwhile, 
creative products such as software and computer services do not have interactivity and 
immersion. Based on this mapping and classification for creative industry products, various 
AR/VR marketing communication activities can be proposed to provide impressive experience 
and knowledge for potential and existing customers. 

Specifically for the creative industry, AR/VR systems can be categorized, as can 
applications in various other sectors. Classification is based on the level of abstraction 
of the virtual environment (VE), starting from entirely abstract VEs, then to non-realistic 
VEs when abstract and realistic are present together, then to realistic VEs (either 
modeled or digitally derived), to photo VEs realistic ones that may be difficult to 
distinguish from the original VE (Table 2). 

Table 2. Classification of VR Devices on the Interaction Axis of Creative Industry  

Line of business 
AR/VR Devices classification and characteristics 

Desktop 
Devices 

Wired sensors Wireless sensors No sensors 

Advertising and 
marketing, Film, 

television and video 

Mouse 
keyboard, 

Joystick, Touch 
screen 

Brain computer 
interfaces, 

desktop haptics 

Wearable haptics, 
Wearable 

MoCap, Optical 
MoCap 

Gesture 
recognition, 

Speech 
recognition 

Architecture, Heritage 
tourism, Museums and 
art galleries, Visual arts 

and photography, 
Crafts and design 

product 

Mouse 
keyboard, 

Joystick, Touch 
screen 

Brain computer 
interfaces, 

desktop haptics 

Encountered 
heptics, real 

objects 

Gesture 
recognition, 

Speech 
recognition 

Fashion 

Mouse 
keyboard, 

Joystick, Touch 
screen 

Brain computer 
interfaces, 

desktop haptics 

Encountered 
heptics, real 

objects 

Gesture 
recognition, 

Speech 
recognition 

Graphic, libraries, 
publishing 

Mouse 
keyboard, 

Touch screen 

Brain computer 
interfaces, 

desktop haptics 
Desktop haptics 

Gesture 
recognition, 

Speech 
recognition 

Software and computer 
services 

Mouse 
keyboard, 

Touch screen 

Brain computer 
interfaces, 

desktop haptics 
Desktop haptics  

Source: Adapted from Carrozzino & Bergamasco (2010). 

The classification and characteristics of AR/VR devices are divided into interactivity and 
immersiveness (Roussou, 2001; Lee et al., 2020; Pallud & Straub, 2014; Huang & Han, 2014). 
On the interaction axis, AR/VR systems for creative industries can be grouped into three 
classifications: 1) non-interactive, 2) mediated interaction, and 3) using natural interaction. 
Furthermore, for AR/VR devices on immersivity in the orthogonal axis, the classification 
includes 1) non-immersive, such as desktop systems, 2) more immersive systems based on 
reduced levels of invasiveness, and 3) high immersion (Table 3). 



5896 The Augmented and Virtual Reality of Tourism and Creative Industry: Communicating Indonesia's New Way to … 

www.KurdishStudies.net 
 

Table 3. Classification of VR Devices on the Immersion Axis of Creative Industry  

Line of business 
Non-immersive 

Low 
immersion 

High 
immersion 

Visual Accoustic Haptics Motion 

Advertising and marketing, 
Film, television and video 

HMD, Retinal 
display 

Headphones 
Wearable 
haptics 

Whole body, 
motion 

interface 

Architecture, Heritage 
tourism, Museums and art 
galleries, Visual arts and 
photography, Crafts and 

design product 

Powerwell, 
panoramic 
powerwell. 

CAVE 

Multichannel 
speakers 

Encountered 
heptics, real 

objects 

Motion 
platform 

Fashion 

Powerwell, 
panoramic 
powerwell. 

CAVE 

Multichannel 
speakers 

Encountered 
heptics, real 

objects 

Motion 
platform 

Graphic, libraries, publishing 
Monitor, 

Workbench 
Desktop 
speakers 

Desktop haptics  

Software and computer 
services 

Monitor, 
Workbench 

Desktop 
speakers 

Desktop haptics  

Source: Adapted from Carrozzino & Bergamasco (2010). 

Tourism and Creative Products Communication Campaigns with AR/VR 

The acceleration of regional economic growth in Indonesia is related to developing tourism 
destinations and creative industries as its prominent supporters. Digitalization in business planning, 
production, distribution, and marketing has positively contributed to regional economic growth. 
Augmented and virtual reality are advanced developments in marketing communication activities that 
introduce destinations and creative industry products so that tourists visit physically after enjoying 
tourism virtually (Idris et al., 2021). It has become mandatory for marketing communications for the 
tourism industry and creative economy to be carried out online or using social media such as 27.88 
percent by placing billboards, including digital banners at 15.47 percent. Likewise, the distribution of 
digital leaflets was 4.06 percent, and through local conventional media, 1.70 percent. Customer 
experience is one of the mainstays of electronic word-of-mouth (e-WOM), so travel experience 
content on YouTube always becomes a reference for future consumers. However, Augmented and 
virtual reality have become inseparable from destination marketing campaign activities and creative 
industries. E-WOM tourism has achieved a channel for introducing new destinations in Indonesia by 
62.92 percent (Rufiadi et al., 2020). 

Virtual reality in marketing communications is the culmination of applications in each business 
line described because these virtual and online channels convey significant messages to the 
public, potential customers, and stakeholders. Customer experience is very determined in the 
purchasing decision-making process, both virtual and physical experiences. The virtual 
experience is a psychological state of prospects and customers in their minds and behavior to 
actively and effectively interact with product objects in the 3D format in a computer-mediated 
environment (Alcañiz, 2019; Klein, 2019; Throsby, 2001, 2007). 

The AR/VR application in marketing communication or virtual experience marketing (VEM) 
(Chen & Liu, 2007) aims to provide a simulation of natural or physical experiences that occur 
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in a computer-mediated environment (computer-mediated communication) developed to 
differentiate between direct experiences, such as product trials and indirect ones, such as 
advertising and other brand activation to consumer and social learning processes, likewise for 
long-term business sustainability (Luhita & Rosiana, 2021; Youn, 2012; Bhadauria et al., 2022). 

 
Fig. 5. Classification for contents in VEM (Alcañiz, 2019). 

By watching television commercials, for example, or other types of advertisements on 
YouTube, viewers have actually been brought by the sender of the message to follow a "Reality-
Virtuality" continuum. Subliminal advertising is a persuasive approach in advertising stories 
that engages the emotional side of viewers so that their thoughts and feelings are carried away 
(Luo et al., 2011; Chen et al., 2008). Along with advertising, AR/VR strengthens customer 
experience factors in marketing communication strategies for cultural products and tourist 
destinations (Figure 5). 

The left side illustrates AR/VR users' direct observation of the natural world (direct consumer 
experience) through conventional and online media channels, then moves to the right as 
traditional indirect consumer experience. The far right, as the remainder of the continuum, 
shows the different situations in the virtual experience, ranging from AR scenarios where VR 
is superimposed on real-life scenes to VR scenarios where everything is virtual through AR. At 
the right end of this virtual product, the virtual context is augmented or enriched with real-life 
information. 

The application of AR/VR in digital marketing communication strategies is necessary and 
cannot be postponed now. Every corporation that targets competitive advantage in its industry 
must be able to meet the demands of the latest technology. Meanwhile, customers have more 
interaction space to gain experience subscribing to a product. Therefore, experiential marketing 
in the digital era must be aimed at building sustainable customer relationships while building 
sustainable businesses that are in synergy with technology (Urdea et al., 2021; Subawa et al., 
20201. Increasing customer engagement by providing social experiences and education will 
ensure customer loyalty melalui kanal digital heritage platforms (Permatasari et al., 2020; 
Shobeiri et al., 2014).  
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6. Conclusion 

AR/VR are two essential components of communication and information technology 
applications and must be applied in many business fields today especially for tourism 
destination and creative economy marketing campaigns. Increasing organizational performance 
is an urgent, more realistic target for every business organization. 

The creative industry is a group of business sectors with various goods and services. AR/VR 
is important in planning, business processes, and marketing communications to the public. 
Public service sectors such as museums, heritage and tourism, and cultural products such as 
visual arts, architecture, music performance, film, video, graphic design, education, and fashion 
are business and service sectors synergistic with AR/VR applications. Marketing 
communications for tourism and creative industry products must reflect the AR/VR 
application so that the public and customers have a virtual marketing experience and become 
a social learning process in a broader context. 

AR/VR is one of the objective strategies that can be pursued to achieve synergy and 
efficiency in corporation operations. The application of technology is also an effort to 
ensure that the business sector and technological developments are in line and 
sustainable. 

The implications of implementing AR/VR require the harmony of all organizational functions 
so that support for achieving a competitive advantage is completed and maintained 
continuously. The creative industry is a group of business sectors proliferating and requires 
AR/VR applications internally in business processes and communication campaigns to 
stakeholders. 

Recommendations for future research indicate the importance of a more empirical research 
approach to examine stakeholder responses, especially customers and potential customers who 
are friendly to technology. A more integrated study is needed in several industries, sports, and 
entertainment fields. 

Acknowledgements and Funding: The authors thank our institution because this research 
would not have been possible without the extraordinary support as an international research 
scheme from Bina Nusantara University, including the Quantitative and Decision Science 
(Q&DS) Research Interest Group (RIG). We are also grateful for this journal's insightful 
comments from anonymous peer reviewers.  

Contribution: The authors contributed equally to this work.  

Data Availability Statement: The dataset is available from the authors upon request. 

DOI: https://doi.org/10.21003/ea.V203-05 

References 

1. Adorno, T. W., & Horkheimer, M. (1972). The culture industry. na. 
2. Adriyanto, A. R., & Triani, A. R. (2015). 360Â Virtual Reality Panorama Of Indonesia 

Tourism. Bandung Creative Movement (BCM), 2(1). 
3. Alcañiz, M., Bigné, E., & Guixeres, J. (2019). Virtual reality in marketing: a framework, 

review, and research agenda. Frontiers in psychology, 10, 1530. 
https://doi.org/10.3389/fpsyg.2019.01530. 

https://doi.org/10.3389/fpsyg.2019.01530


Hidayat, et.al 5899 

Kurdish Studies 
 

4. Arayaphan, W., Intawong, K., & Puritat, K. (2022). Digitalization of ancient fabric using 
virtual reality technology at the Wieng Yong House Museum: The FabricVR project. Digital 
Applications in Archaeology and Cultural Heritage, 26, e00233. 
https://doi.org/10.1016/j.daach.2022.e00233. 

5. Bakker, M., & Twining-Ward, L. (2018). Tourism and the Sharing Economy. 
http://hdl.handle.net/10986/30452. 

6. Baranyi, P., Csapo, A., Budai, T., & Wersényi, G. (2021). Introducing the concept of 
internet of digital reality-part i. Acta Polytechnica Hungarica, 18(7), 225-240. 

7. Baran, Z., & Baran, H. (2022). The future of digital tourism alternatives in virtual reality. 
In Handbook of Research on Digital communications, internet of things, and the future of cultural 
tourism (pp. 58-84). IGI Global. https://doi.org/10.4018/978-1-7998-8528-3.ch004. 

8. Barsalou, L. W. (1999). Perceptual symbol systems. Behavioral and brain sciences, 22(4), 577-
660. 

9. Bhadauria, A. R. T. E. E., Rajwanshi, R., Agarwal, R., & Kaushik, H. (2022). Examining 
the Interlinkages among the Virtual Experiential Technique’s Influencing Factors in the 
eCommerce Industry: An ISM and MICMAC Approach. Ramanujan International Journal of 
Business and Research, 7(2), 67-82. https://orcid.org/0000-0001-8311-7279. 

10. Bruno, F., Bruno, S., De Sensi, G., Luchi, M. L., Mancuso, S., & Muzzupappa, M. (2010). 
From 3D reconstruction to virtual reality: A complete methodology for digital 
archaeological exhibition. Journal of Cultural Heritage, 11(1), 42-49. 
https://doi.org/10.1016/j.culher.2009.02.006.  

11. Budanov, V., & Aseeva, I. (2019). Manipulative marketing technologies in new digital 
reality. Economic Annals-XXI, 180. 

12. Carrozzino, M., & Bergamasco, M. (2010). Beyond virtual museums: Experiencing 
immersive virtual reality in real museums. Journal of cultural heritage, 11(4), 452-458. 
https://doi.org/10.1016/j.culher.2010.04.001. 

13. Carrozzino, M., Evangelista, C., & Bergamasco, M. (2009). The Immersive Time-machine: 
A virtual exploration of the history of Livorno. In Proceedings of 3D-Arch Conference (pp. 198-
201). 

14. Chen, J. S., & Liu, J. C. C. (2007, June). Virtual experiential marketing practices: An 
examination of the moderating effects. In 2007 International Conference on Service Systems and 
Service Management (pp. 1-6). IEEE. https://doi.org/10.1109/ICSSSM.2007.4280122.  

15. Chen, J., Ching, R. K., Luo, M. M., & Liu, C. C. (2008, January). Virtual experiential 
marketing on online customer intentions and loyalty. In Proceedings of the 41st Annual Hawaii 
International Conference on System Sciences (HICSS 2008) (pp. 271-271). IEEE. 
https://orcid.org/10.1109/HICSS.2008.495. 

16. Cisternino, D., Gatto, C., D’Errico, G., De Luca, V., Barba, M. C., Paladini, G. I., & De 
Paolis, L. T. (2019). Virtual portals for a smart fruition of historical and archaeological 
contexts. In Augmented Reality, Virtual Reality, and Computer Graphics: 6th International 
Conference, AVR 2019, Santa Maria al Bagno, Italy, June 24–27, 2019, Proceedings, Part II 6 (pp. 
264-273). Springer International Publishing. 

17. Gatto, C., D’Errico, G., Paladini, G. I., & De Paolis, L. T. (2021). Virtual reality in Italian 
museums: a brief discussion. In Augmented Reality, Virtual Reality, and Computer Graphics: 8th 
International Conference, AVR 2021, Virtual Event, September 7–10, 2021, Proceedings 8 (pp. 306-
314). Springer International Publishing. https://doi.org/10.1007/978-3-030-87595-4_22. 

18. Gatto, C., Liaci, S., Corchia, L., Chiarello, S., Faggiano, F., Sumerano, G., & De Paolis, L. 
T. (2022, July). Extended reality technologies and social inclusion: the role of virtual reality 
in includiamoci project. In International Conference  

https://doi.org/10.1016/j.daach.2022.e00233
http://hdl.handle.net/10986/30452
https://doi.org/10.4018/978-1-7998-8528-3.ch004
https://orcid.org/0000-0001-8311-7279
https://doi.org/10.1016/j.culher.2010.04.001
https://orcid.org/10.1109/HICSS.2008.495
https://doi.org/10.1007/978-3-030-87595-4_22


5900 The Augmented and Virtual Reality of Tourism and Creative Industry: Communicating Indonesia's New Way to … 

www.KurdishStudies.net 
 

19. on Extended Reality (pp. 335-346). Cham: Springer International Publishing. 
https://doi.org/10.1007/978-3-031-15546-8_28. 

20. Glenberg, A.M. (2015). Few believe the world is flat: How embodiment is changing the 
scientific understanding of cognition. Canadian Journal of Experimental Psychology/Revue 
Canadienne de Psychologie Experimental , 69 (2), 165. 

21. Gong, Y. (2021). Application of virtual reality teaching method and artificial intelligence 
technology in digital media art creation. Ecological Informatics, 63, 101304. 
https://doi.org/10.1016/j.ecoinf.2021.101304. 

22. Guazzaroni, G., & Pillai, A. S. (Eds.). (2019). Virtual and augmented reality in Education, Art, 
and Museums. IGI Global. 

23. Hagl, R., & Duane, A. (2020). Exploring how augmented reality and virtual reality 
technologies impact business model innovation in technology companies in 
Germany. Augmented Reality and Virtual Reality: Changing Realities in a Dynamic World, 75-84. 
https://doi.org/10.1007/978-3-030-37869-1_7. 

24. Hidayat, A. R., & Asmara, A. Y. (2017, June). Creative industry in supporting economy 
growth in Indonesia: Perspective of regional innovation system. In IOP Conference Series: 
Earth and Environmental Science (Vol. 70, No. 1, p. 012031). IOP Publishing. 
https://doi.org/10.1088/1755-1315/70/1/012031. 

25. Hirose, M. (2006). Virtual reality technology and museum exhibit. International journal of 
virtual reality, 5(2), 31-36. https://doi.org/10.20870/IJVR.2006.5.2.2686. 

26. Holle, M. H., Toatubun, M., Pellu, A., & Karanelan, M. (2023). The Global Digital 
Economy and the Spirit of Indonesian "Product" Nationalism. Entrepreneurship and Small 
Business Research, 2(1), 1-11. https://doi.org/10.55980/esber.v2i1.70 

27. Huang, Y. C., & Han, S. R. (2014). An immersive virtual reality museum via second life: 
Extending art appreciation from 2D to 3D. In HCI International 2014-Posters’ Extended 
Abstracts: International Conference, HCI International 2014, Heraklion, Crete, Greece, June 22-27, 
2014. Proceedings, Part I 16 (pp. 579-584). Springer International Publishing. 
https://doi.org/10.1007/978-3-319-07857-1_102.  

28. Idris, I., Adi, K. R., Firmansyah, R., Nadhianty, A., Mobaroq, M. H., Putri, P. G., ... & 
Wahono, E. R. (2021). Developing smart tourism using virtual reality as a tourism 
promotion strategy in Indonesia. Geo Journal of Tourism and Geosites, 35(2), 332-337. 

29. Innerhofer, E., Pechlaner, H., & Borin, E. (2018). Entrepreneurship in culture and creative 
industries. FGF Studies in Small Business and Entrepreneurship, Springer International Publishing 
AG. 

30. Ishii, H. (2008). The tangible user interface and its evolution. Communications of the 
ACM, 51(6), 32-36. 

31. Jung, T., tom Dieck, M. C., Lee, H., & Chung, N. (2016). Effects of virtual reality and 
augmented reality on visitor experiences in museum. In Information and Communication 
Technologies in Tourism 2016: Proceedings of the International Conference in Bilbao, Spain, February 2-
5, 2016 (pp. 621-635). Springer International Publishing. https://doi.org/10.1007/978-3-
319-28231-2_45. 

32. Jung, T. H., & tom Dieck, M. C. (2017). Augmented reality, virtual reality and 3D printing 
for the co-creation of value for the visitor experience at cultural heritage places. Journal of 
Place Management and Development, 10(2), 140-151. https://doi.org/10.1108/JPMD-07-
2016-0045. 

33. Kang, Y., & Yang, K. C. (2020). Employing digital reality technologies in art exhibitions 
and museums: A global survey of best practices and implications. In Virtual and augmented 
reality in education, art, and museums (pp. 139-161). IGI Global. 

https://doi.org/10.1007/978-3-031-15546-8_28
https://doi.org/10.1016/j.ecoinf.2021.101304
https://doi.org/10.1007/978-3-030-37869-1_7
https://doi.org/10.1088/1755-1315/70/1/012031
https://doi.org/10.20870/IJVR.2006.5.2.2686
https://doi.org/10.1007/978-3-319-28231-2_45
https://doi.org/10.1007/978-3-319-28231-2_45
https://doi.org/10.1108/JPMD-07-2016-0045
https://doi.org/10.1108/JPMD-07-2016-0045


Hidayat, et.al 5901 

Kurdish Studies 
 

34. Kim, Y., & Lee, H. (2022). Falling in love with virtual reality art: A new perspective on 3D 
immersive virtual reality for future sustaining art consumption. International Journal of Human–
Computer Interaction, 38(4), 371-382. https://doi.org/10.1080/10447318.2021.1944534.  

35. Klein, L. R. (1998). Evaluating the potential of interactive media through a new lens: Search 
versus experience goods. Journal of business research, 41(3), 195-203. 
https://doi.org/10.1016/S0148-2963(97)00062-3. 

36. Kong, L. (2014). From cultural industries to creative industries and back? Towards 
clarifying theory and rethinking policy. Inter-Asia cultural studies, 15(4), 593-607. 
https://doi.org/10.1080/14649373.2014.977555. 

37. Krichenbauer, M., Yamamoto, G., Taketom, T., Sandor, C., & Kato, H. (2017). 
Augmented reality versus virtual reality for 3d object manipulation. IEEE transactions on 
visualization and computer graphics, 24(2), 1038-1048. https://doi.org/ 
10.1109/TVCG.2017.2658570. 

38. Lee, H., & Cho, C. H. (2020). Digital advertising: present and future prospects. International 
Journal of Advertising, 39(3), 332-341. https://doi.org/10.1080/02650487.2019.1642015.  

39. Lee, H., Jung, T. H., tom Dieck, M. C., & Chung, N. (2020). Experiencing immersive 
virtual reality in museums. Information & Management, 57(5), 103229. 
https://doi.org/10.1016/j.im.2019.103229. 

40. Li, H., Daugherty, T., & Biocca, F. (2003). The role of virtual experience in consumer 
learning. Journal of consumer psychology, 13(4), 395-
407.https://doi.org/10.1207/S15327663JCP1304_07. 

41. Li, L., & Zhou, J. (2016, December). Virtual reality technology based developmental 
designs of multiplayer-interaction-supporting exhibits of science museums: taking the 
exhibit of" virtual experience on an aircraft carrier" in china science and technology 
museum as an example. In Proceedings of the 15th ACM SIGGRAPH Conference on Virtual-
Reality Continuum and Its Applications in Industry-Volume 1 (pp. 409-412). 
https://doi.org/10.1145/3013971.3014018. 

42. Lin, C. L., Chen, S. J., & Lin, R. (2020). Efficacy of virtual reality in painting art exhibitions 
appreciation. Applied Sciences, 10(9), 3012. https://doi.org/10.3390/app10093012. 

43. Loumos G. E., Kargas, A. N., Varoutas, D.I. (2018). Augmented and virtual reality 
technologies in cultural sector: Exploring their usefulness and the perceived ease of 
use. JMC, 4, 307-322. 

44. Luhita, T., & Rosiana, M. (2021). How Virtual Experiential Marketing Designs Customer 
Intention?. Sustainable Competitive Advantage (SCA), 11(1). 

45. Luo, M. M., Chen, J. S., Ching, R. K., & Liu, C. C. (2011). An examination of the effects 
of virtual experiential marketing on online customer intentions and loyalty. The Service 
Industries Journal, 31(13), 2163-2191. 

46. Madary, M., & Metzinger, T. K. (2016). Real virtuality: A code of ethical conduct. 
Recommendations for good scientific practice and the consumers of VR-
technology. Frontiers in Robotics and AI, 3, 3. https://doi.org/10.1016/j.chb.2014.07.025. 

47. Mahon, B. Z., & Caramazza, A. (2008). A critical look at the embodied cognition 
hypothesis and a new proposal for grounding conceptual content. Journal of physiology-
Paris, 102(1-3), 59-70. 

48. Mallia, K. L. (2019). Leadership in the creative industries: Principles and practice. John Wiley & 
Sons. 

49. Mommaas, H. (2009). Spaces of culture and economy: Mapping the cultural-creative 
cluster landscape. In Creative economies, creative cities: Asian-European perspectives (pp. 45-59). 
Dordrecht: Springer Netherlands. 

https://doi.org/10.1016/S0148-2963(97)00062-3
https://doi.org/10.1080/14649373.2014.977555
https://doi.org/10.1016/j.im.2019.103229
https://doi.org/10.1145/3013971.3014018
https://doi.org/10.3390/app10093012
https://doi.org/10.1016/j.chb.2014.07.025


5902 The Augmented and Virtual Reality of Tourism and Creative Industry: Communicating Indonesia's New Way to … 

www.KurdishStudies.net 
 

50. Morrison, A. M. (2013). Marketing and managing tourism destinations. Routledge. 
51. Mosedale, J., & Voll, F. (2017). Social innovations in tourism: Social practices contributing 

to social devt. Social entrepreneurship and tourism: Philosophy and practice, 101-115. 
https://doi.org/10.1007/978-3-319-46518-0_6. 

52. O'Connor, J. (2007). The cultural and creative industries: a review of the literature. Arts Council 
England. 

53. O’Connor, J., & Gu, X. (2013). Developing a creative cluster in a postindustrial city: CIDS 
and Manchester. In Creative Industries and Urban Development (43-55). Routledge. 

54. Pan, H. (2015, June). Research on application of computer virtual reality technology in 
college sports training. In 2015 Seventh International Conference on Measuring Technology and 
Mechatronics Automation (842-845). IEEE. https://doi.org/10.1109/ICMTMA.2015.207. 

55. Pallud, J., & Straub, D. W. (2014). Effective website design for experience-influenced 
environments: The case of high culture museums. Information & Management, 51(3), 359-
373. https://doi.org/10.1016/j.im.2014.02.010. 

56. Parker, E., & Saker, M. (2020). Art museums and the incorporation of virtual reality: 
Examining the impact of VR on spatial and social norms. Convergence, 26(5-6), 1159-1173. 
https://doi.org/10.1177/1354856519897251. 

57. Permatasari, P. A., Rech, M., Qohar, A. A., & Faizal, A. (2020). From web 1.0 to web 4.0: 
the digital heritage platforms for UNESCO’s heritage properties in Indonesia. Virtual 
Archaeology Review, 11(23), 75-93. https://doi.org/10.4995/var.2020.13121. 

58. Power, D., & Scott, A. J. (Eds.). (2004). Cultural industries and the production of culture (Vol. 
33). Routledge. 

59. Presidential Instruction No. 6 of 2009 concerning the Development of the Creative 
Economy in Indonesia. 

60. Puig, A., Rodríguez, I., Arcos, J. L., Rodríguez-Aguilar, J. A., Cebrián, S., Bogdanovych, 
A., ... & Piqué, R. (2020). Lessons learned from supplementing archaeological museum 
exhibitions with virtual reality. Virtual Reality, 24, 343-358. 
https://doi.org/10.1007/s10055-019-00391-z. 

61. Rafaeli, S., Ariel, Y., Joinson, A. N., McKenna, K. Y. M., Postmes, T., & Reips, U. D. (2007). 
Assessing interactivity in computer-mediated. Oxford handbook of Internet psychology, 71-88. 

62. Regulation of President No. 92 Year 2011 about Nomenclature Change from Minister of 
Tourism (Kemenpar) to Minister of Tourism and Creative Economy.  

63. Roussou, M. (2001). Immersive interactive virtual reality in the museum. Proc. of TiLE 
(Trends in Leisure Entertainment). 

64. Ruan, Y. (2022). Application of immersive virtual reality interactive technology in art 
design teaching. Computational Intelligence and Neuroscience, 2022. 
https://doi.org/10.1155/2022/5987191. 

65. Rufiadi et al., R. (eds.) (2020). Tourism Industry and Creative Economy Statistics 2020. Ministry 
of Tourism and Creative Economy of the Republic of Indonesia. 

66. Sasser, S. L., & Koslow, S. (2008). Desperately seeking advertising creativity: Engaging an 
imaginative" 3Ps" research agenda. Journal of Advertising, 37(4), 5-20. 
https://doi.org/10.2753/JOA0091-3367370401. 

67. Schiavi, B., Havard, V., Beddiar, K., & Baudry, D. (2022). BIM data flow architecture with 
AR/VR technologies: Use cases in architecture, engineering and construction. Automation 
in Construction, 134, 104054. https://doi.org/10.1016/j.autcon.2021.104054.  

68. Serkova, V. (2020, September). The digital reality: Artistic choice. In IOP Conference Series: 
Materials Science and Engineering (Vol. 940, No. 1, p. 012154). IOP Publishing. 
https://doi.org/10.1088/1757-899X/940/1/012154. 

https://doi.org/10.1007/978-3-319-46518-0_6
https://doi.org/10.1109/ICMTMA.2015.207
https://doi.org/10.1016/j.im.2014.02.010
https://doi.org/10.1177/1354856519897251
https://doi.org/10.4995/var.2020.13121
https://doi.org/10.1007/s10055-019-00391-z
https://doi.org/10.1155/2022/5987191
https://doi.org/10.2753/JOA0091-3367370401
https://doi.org/10.1088/1757-899X/940/1/012154


Hidayat, et.al 5903 

Kurdish Studies 
 

69. Shehade, M., & Stylianou-Lambert, T. (2020). Virtual reality in museums: Exploring the 
experiences of museum professionals. Applied sciences, 10(11), 4031. 

70. Shobeiri, S., Mazaheri, E., & Laroche, M. (2014). Improving customer website involvement 
through experiential marketing. The Service Industries Journal, 34(11), 885-900. 
https://doi.org/10.1080/02642069.2014.915953. 

71. Spie. Milgram, P., Takemura, H., Utsumi, A., & Kishino, F. (1995, December). Augmented 
reality: A class of displays on the reality-virtuality continuum. In Telemanipulator and 
telepresence technologies (Vol. 2351, 282-292). Spie. 

72. Sturgeon, T. J. (2021). Upgrading strategies for the digital economy. Global strategy 
journal, 11(1), 34-57. https://doi.org/10.1002/gsj.1364. 

73. Subawa, N. S., Widhiasthini, N. W., Astawa, I. P., Dwiatmadja, C., & Permatasari, N. P. I. 
(2021). The practices of virtual reality marketing in the tourism sector, a case study of Bali, 
Indonesia. Current Issues in Tourism, 24(23), 3284-3295. 
https://doi.org/10.1080/13683500.2020.1870940. 

74. Thomas, A., Passaro, R., & Quinto, I. (2019). Developing entrepreneurship in digital 
economy: The ecosystem strategy for startups growth. Strategy and Behaviors in the Digital 
Economy, 1-20. 

75. Throsby, D. (2001). Economics and culture. Cambridge university press. 
76. Throsby, D. (2007, January). Modelling the creative/cultural industries. In paper at New 

Directions Research: Substance, Method and Critique, ESRC/AHRB Cultural Industries Seminar 
Network, Royal Society of Edinburgh, Scotland (pp. 11-12). 

77. Toffler, A. (2022). The third wave: The classic study of tomorrow. Bantam. 
78. Urdea, A. M., Constantin, C. P., & Purcaru, I. M. (2021). Implementing experiential 

marketing in the digital age for a more sustainable customer 
relationship. Sustainability, 13(4), 1865. https://doi.org/10.3390/su13041865. 

79. Vishnevskaya, E. V., Klimova, T. B., Slinkova, O. K., & Glumova, Y. G. (2017). The 
influence of virtual information spaces on tourism development. Espacios, 38(49), 22. 

80. Wei, L. (2020). Research on quality evaluation and promotion strategy of digital economy 
development. Open Journal of Business and Management, 8(02), 932. 
https://doi.org/10.4236/ojbm.2020.82058. 

81. Youn, S. J. (2012). A Study of virtual experiential marketing factors in the Internet 
shopping mall (Focused on the Schmitt's experiential marketing factors). Journal of Digital 
Convergence, 10(9), 151-158. 

82. Xiao, Y., & Watson, M. (2019). Guidance on conducting a systematic literature 
review. Journal of planning education and research, 39(1), 93-112. 
https://doi.org/10.1177/0739456X17723971.  

83. Zhao, Y., Qin, Y., Liu, Y., Liu, S., & Shi, Y. (2013, October). QOOK: A new physical-
virtual coupling experience for active reading. In Adjunct Proceedings of the 26th Annual ACM 
Symposium on User Interface Software and Technology (pp. 5-6). 

84. Zhao, W., Su, L., & Dou, F. (2023). Designing virtual reality based 3D modeling and 
interaction technologies for museums. Heliyon, 9(6). 
https://www.cell.com/heliyon/pdf/S2405-8440(23)03693-9.pdf. 

85. Zhong, H., Wang, L., & Zhang, H. (2021). The application of virtual reality technology in 
the digital preservation of cultural heritage. Computer Science and Information Systems, 18(2), 
535-551. https://doi.org/10.2298/CSIS200208009Z. 

86. Zubchyk, O., & Kireev, D. (2019). Development of digital economy as an element of the 
social development strategy in Ukraine. International Journal of Economics and Financial 
Issues, 9(6), 151. 

https://doi.org/10.1080/02642069.2014.915953
https://doi.org/10.1002/gsj.1364
https://doi.org/10.1080/13683500.2020.1870940
https://doi.org/10.3390/su13041865
http://www.scirp.org/journal/Paperabs.aspx?PaperID=99217
https://www.cell.com/heliyon/pdf/S2405-8440(23)03693-9.pdf
https://doi.org/10.2298/CSIS200208009Z


5904 The Augmented and Virtual Reality of Tourism and Creative Industry: Communicating Indonesia's New Way to … 

www.KurdishStudies.net 
 

Received 10.08.2023 
Received in revised form 22.09.2023 
Accepted 26.10.2023  
Available online 30.12.2023 


