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Abstract 

 

The rise in Muslim travelers and the swift evolution of virtual reality (VR) 

technology is fundamentally transforming the global tourism industry. This 

convergence underscores the immediate need for further academic exploration 

into the potential uses of virtual reality in the domain of Muslim tourism, creating 

a promising avenue for future research. In this vein, our study aims to evaluate 

how Generation Y perceives the concept of participating in virtual reality mosque 

tourism, considering both cognitive and emotional responses from this 

demographic's perspective. The primary goal of our research is to uncover 

Generation Y's genuine experiences in virtual reality mosque tourism. Our 

quantitative research methodology involved 100 Muslim travelers aged between 

29 and 41 years. Data analysis was conducted using the IBM Statistical Package 

for Social Science (SPSS), encompassing both descriptive and Pearson 

correlation analyses. The findings of our analysis, which indicate that a 

significant majority of participants found the 360-degree Virtual Reality Mosque 

Tour enjoyable and captivating, have significant implications for understanding 

cognitive and emotional responses related to the intention to visit mosques in the 

tourism context. These findings could potentially shape the future landscape of 

mosque tourism, making our research a crucial contribution to the field. 
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INTRODUCTION 
Mosque tourism in Malaysia has witnessed a noteworthy surge, highlighting an 

emerging trend combining religious and cultural exploration with contemporary 

travel preferences (Azizan et al. 2023). Malaysia, celebrated for its abundant 

Islamic heritage and architectural wonders (Sukiman, 2023), has gained 

increasing popularity among tourists seeking a distinctive fusion of spirituality, 

history, and tourism. Additionally, Malaysia has witnessed a surge in curated 

mosque tour packages that provide comprehensive insights into religious sites' 

cultural and historical significance. These packages often include guided tours, 

informative sessions, and cultural performances, offering tourists a holistic 

understanding of Islamic heritage. Such curated experiences contribute to mosque 

tourism's appeal by providing visitors with a structured and educational context. 

The Malaysian government's efforts to promote religious tourism have also 

played a pivotal role in the upward trajectory of mosque tourism. Initiatives to 

improve infrastructure, enhance accessibility, and facilitate a welcoming 

environment for visitors have contributed to Malaysia's position as a preferred 

destination for those seeking spiritual enrichment. 

One significant trend is integrating technology, particularly virtual 

reality (VR), to enhance the mosque tourism experience. Several mosques in 

Malaysia have begun integrating VR elements, enabling virtual tours that allow 

individuals to explore these sacred spaces remotely (Xian, 2019). Besides, the 

global pandemic heightened this innovation and has appealed to tech-savvy 

travelers, including the younger demographic, who seek immersive and 

interactive encounters. Digital media management, particularly Virtual Reality 

(VR), significantly enhances mosque tourism, offering immersive experiences 

that engage and captivate visitors in novel ways. The progress in digital media 

has transformed how tourists behave, making it the favored approach for travelers 

to plan, research, and make bookings for their journeys (Dewi et al., 2023).  

In the past year, extensive research has primarily focused on the impact 

of mosque virtual reality on Generation Z's cognitive and affective responses, 

particularly regarding behavioral intention, as demonstrated by Sawari, Hussin, 

and Rahman (2021). This research investigates Generation Y's cognitive and 

affective responses toward their intention to visit virtual reality mosques for 

tourism purposes. Additionally, there is a significant focus on the use of virtual 

reality technology in the context of historical monuments, as exemplified by the 

development of a virtual reality use case for an interactive and multi-platform 

visit to the historical monuments of the city of Fez, mentioned by Maach et al. 

(2018). 

Hence, this study aims to identify the characteristics of an authentic 

virtual mosque experience and analyze Generation Y's cognitive and affective 

responses concerning their intentions to visit. Furthermore, a recent study has 

explored the relationship between authentic experience, cognitive response, 
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affective response, and the intention to travel to the mosque. This academic 

discourse contributes to the growing body of knowledge regarding the application 

of virtual reality technology in various contexts and its potential implications for 

individual well-being and tourism industry practices." 
 

METHODOLOGY 
This research employs a quantitative approach involving a larger sample size and 

a quicker data collection process. It often captures data on a surface level, 

overlooking a test-taker’s emotional and interpretive aspects (Rahman, 2016). 

Quantitative research focuses on collecting data from individuals during the data-

gathering stage, helping establish baseline information and reduce potential elitist 

bias. During the data analysis stage, quantitative data can aid in assessing the 

generalizability of qualitative findings and shedding new light on them (Johnson 

& Onwuegbuzie, 2007). 

According to Xu and Felicen (2021), the quantitative approach offers 

the advantage of providing researchers with complex, objective data, which can 

be crucial in arriving at definitive conclusions. This method boasts several 

benefits, contributing to its popularity in research projects. Additionally, this 

research adopts a cross-sectional study design. As Kesmodel (2018) noted, a 

cross-sectional study examines a population at a specific time by gathering data 

from individuals within that population. This approach involves collecting data 

on various variables of interest from different individuals or groups within the 

population without following them over time (Hassandra et al., 2015). While 

cross-sectional studies have limitations in establishing causal relationships 

between variables, they serve a valuable purpose in research. In this study, the 

cross-sectional design will determine the influence of various variables on tourist 

visit intentions in 360-degree virtual reality mosque tourism. 

 

Sample 

To ascertain the appropriate sample size, the initial step is to identify the 

population, focusing here on Malaysian Muslim tourists from Generation Y. The 

Generation Y population in Malaysia is of paramount interest due to its 

significant influence on various societal aspects. Unfortunately, specific data on 

the exact size of Generation Y in Malaysia is limited. Nevertheless, available 

sources suggest that Generation Y constituted a substantial segment, amounting 

to 13.44 million people or 42% of Malaysia's total population in 2018 (Memon 

et al., 2019; Jiang et al., 2022). 

For data collection, researchers utilized a non-random sampling 

strategy, distributing an online questionnaire via Google Forms due to time 

constraints. This study seeks to assess the adequacy of a sample size of 100 

responses for data analysis, aligning with Comrey and Lee's assertion that a 

sample size of up to 100 respondents, while considered weak, can still offer 
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valuable insights when analyzing extensive and informative data (Kubicová & 

Záhumenská, 2017). Determining an appropriate sample size is critical in 

research studies as it directly influences the validity and generalizability of 

finding.  
 

FINDINGS 
Descriptive Analysis 

The data analysis in this part aims to identify Generation Y's authentic experience 

with virtual reality mosque tourism. The description is based on percentage mean 

values for each item underlying each specified variable. 
 

Table 1: The percentages for the authentic experience 
Items Mean Std. Deviation 

Using the 360-degree VR Mosque Tour provided me with an authentic 

experience.  

5.04 .909 

Using the 360-degree VR Mosque Tour provided me with a genuine 

experience  

5.02 1.004 

Using the 360-degree VR Mosque Tour provided me with an 

exceptional experience  

4.79 .945 

Using the 360-degree VR Mosque Tour provided me with a unique 

experience  

5.06 .972 

Using the 360-degree VR Mosque Tour provided me with an 

interactive experience  

5.07 1.056 

 
In accordance with the data presented in Table 1 shows the mean value 

and standard deviation for each item under authentic experience. The item “using 

the 360-degree VR Mosque Tour provides me with interactive experience” was 

recorded as the highest with a mean of 5.07. 

Subsequently, the item pertaining to “using the 360-degree VR Mosque 

Tour provide me with unique experience” ranks second, with a mean score of 

5.06. Additionally, both items signifying “using the 360-degree VR Mosque Tour 

provide me with genuine experience” and “using the 360-degree VR Mosque 

Tour provide me with authentic experience” have garnered mean scores of 5.02 

and 5.04, respectively. Lastly, it is discernible from the table that the item “using 

the 360-degree VR Mosque Tour provides me with exceptional experience” 

exhibits the lowest mean score of 4.79. Using the 360-degree VR Mosque Tour 

can provide tourists with an interactive experience.  
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Table 2: Cognitive response of Generation Y toward virtual reality mosque tourism 

Items Mean Std. Deviation 

I gain knowledge from using the 360-degree VR 

Mosque Tour  

4.98 .974 

Using the 360-degree VR Mosque Tour is useful for 

collecting information  

4.86 .910 

Using the 360-degree VR Mosque Tour sparked my 

imagination  

4.80 1.005 

Using the 360-degree VR Mosque Tour allows me to 

explore new Mosque destination  

5.04 .983 

 
Based on Table 2, “Using the 360-degree VR Mosque Tour allows me 

to explore new Mosque destination,” shows the highest mean of 5.04. Next, the 

item “I gain knowledge from using the 360-degree VR Mosque Tour” recorded 

4.98. Moreover, the items “Using the 360-degree VR Mosque Tour is useful to 

collect information” and “Using the 360-degree VR Mosque Tour spark my 

imagination” with mean scores of 4.86 and 4.80 respectively.  This shows that 

the 360-degree VR Mosque Tour allows tourists to explore new mosque 

destinations and gain knowledge.  
 

Table 3: Affective response of Generation Y toward virtual reality mosque tourism 

Items Mean Std. Deviation 

I am completely involved in the 360-degree VR Mosque 

Tour  

4.66 1.224 

I am deeply impressed by the 360-degree VR Mosque 

Tour  

4.96 .886 

I feel spiritually connected with the 360-degree VR 

Mosque Tour  

4.96 1.145 

I am closely related to the content when using the 360-

degree VR Mosque Tour  

4.79 1.056 

I am attached to using the 360-degree VR Mosque Tour  4.63 1.069 

Using the 360-degree VR Mosque Tour is part of my 

life  

4.63 1.268 

Using the 360-degree VR Mosque Tour is essential to 

me  

4.57 1.174 

Using the 360-degree VR Mosque Tour makes me 

forget where I am  

4.42 1.182 

Using the 360-degree VR Mosque Tour is enjoyable for 

me  

5.00 1.063 

Using the 360-degree VR Mosque Tour is pleasurable 

for me  

5.06 1.135 

Using the 360-degree VR Mosque Tour keeps me 

relaxing  

4.69 1.021 
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Items Mean Std. Deviation 

Using the 360-degree VR Mosque Tour keeps me 

happy  

4.88 1.165 

When I am using the 360-degree VR Mosque Tour, I 

feel totally captivated  

5.00 1.005 

When I was using the 360-degree VR Mosque Tour, I 

forgot all the concern  

4.77 1.013 

When I am using the 360-degree VR Mosque Tour, time 

seems to pass very quickly  

4.68 1.171 

 
Table 3, “Using the 360-degree VR Mosque Tour is pleasurable for me 

where I am,” shows the highest mean of 5.06. Then, with a mean of 5.00, it was 

recorded for “Using the 360-degree VR Mosque Tour is enjoyable for me,” 

followed by “When I am using the 360-degree VR Mosque Tour, I feel totally 

captivated” with a mean of 5.00. Furthermore, “When I am using the 360-degree 

VR Mosque Tour, I forgot all concern” and “When I am using the 360-degree 

VR Mosque Tour, time seems to pass very quickly” recorded the mean of 4.77 

and 4.68, respectively. Moreover, “I am attached to using the 360-degree VR 

Mosque Tour” and “Using the 360-degree VR Mosque Tour is part of my life” 

share the same mean of 4.63. Lastly, “Using the 360-degree VR Mosque Tour 

makes me forget where I am” recorded the least mean with 4.42. Based on the 

result, using the 360-degree VR Mosque Tour is more pleasurable and enjoyable. 

 
Pearson Correlation 

 
Table 4: Pearson Correlations between mosque tourism 

Variable  n M SD 1 2 3 

Intention to travel to Mosque  100 4.996 .892 -   

Authentic experience 100 4.920 .889 .868** -  

Cognitive response 100 4.780 .956 .784** 812** - 

Affective response 100 4.774 .996 .893** 868** 818** 

 
A Pearson correlation coefficient was calculated to assess the 

relationship between authentic experience and the intention to travel to the 

mosque. There was a significant strong positive relationship between the 

authentic experience and the intention to travel to the mosque, r (98) = .889**, p 

= 0.000. A Pearson correlation coefficient was computed to assess the linear 

relationship between cognitive response and the intention to travel to the mosque. 

This study reveals a strong positive correlation between cognitive response and 

the intention to travel to the mosque, r (98) > .956**, p = 0.00. A Pearson 

correlation coefficient was computed to assess the linear relationship between 
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affective response and the intention to travel to the mosque. This study indicates 

a robust positive correlation between affective response and the intention to travel 

to the mosque, with a correlation coefficient of r (98) > .996** and p = 0.00. This 

study's results show a relationship between authentic experience, cognitive 

response, affective response, and the intention to travel to the mosque. 
 

DISCUSSION 
The results obtained from the survey concerning the VR Mosque Tour indicate 

that most respondents have expressed agreement with using the 360-degree VR 

Mosque Tour to offer them an interactive experience. Additionally, these findings 

carry significant implications for the application of VR technology in the realm 

of tourism and its potential applications in various therapeutic and immersive 

contexts. These results are consistent with earlier research efforts that have 

demonstrated the potential of VR technology in providing vivid and immersive 

experiences (Fan et al., 2022), exemplified by using 360-degree tours in 

healthcare settings to alleviate preoperative anxiety (Surducan, 2023). These 

findings strongly suggest that integrating virtual reality technology into mosque 

tours can enhance visitor experiences and facilitate the dissemination of 

knowledge about religious sites. 

Furthermore, this study shows that the 360-degree VR Mosque Tour 

allows tourists to explore new mosque destinations and gain knowledge. 

Incorporating the 360-degree VR Mosque Tour signifies a transformative avenue 

for tourists, offering the opportunity to explore previously inaccessible mosque 

destinations while acquiring fresh knowledge. This immersive experience 

transcends traditional boundaries, allowing visitors to engage with diverse 

cultural and historical aspects (Škola et al., 2020). Visually navigating these 

sacred spaces, tourists gain a deeper understanding of religious architecture, 

rituals, and the rich heritage associated with mosques. This novel approach 

enriches the tourism experience by providing unique insights and serves as an 

educational tool (Bell & Fogler, 1995), fostering cross-cultural understanding 

(Shadiev et al., 2021) and appreciation. Ultimately, the 360-degree VR Mosque 

Tour emerges as a catalyst for immersive and enlightening travel experiences. 

Moreover, the study's findings suggest that employing the 360-degree 

VR Mosque Tour elicits a more pleasurable and enjoyable experience for 

participants. This positive response underscores virtual reality's immersive 

nature, enhancing users' engagement and satisfaction (Sann et al., 2023). The 

technology's ability to simulate a comprehensive exploration of mosque 

environments contributes to a heightened sense of enjoyment, surpassing 

traditional modes of engagement. As a result, the 360-degree VR Mosque Tour 

emerges as a compelling tool for its educational value and its capacity to elevate 

the overall tourism experience, providing users with a more gratifying and 

immersive encounter with mosque destinations. 
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The study's outcomes reveal a compelling interconnection between 

authentic experience, cognitive response, affective response, and the travel 

intentions of Generation Y toward mosques. This implies that the younger 

demographic's inclination to visit mosques is influenced by both genuine 

experiences and cognitive (Côté & Bouchard, 2009) and emotional responses 

(Gorini et al., 2009). The findings underscore the importance of creating authentic 

and meaningful encounters for Generation Y in mosque tourism initiatives. It is 

imperative that policymakers incorporate sustainable social elements into the 

planning procedure to ensure that these initiatives align with broader societal 

goals and values Taiwo, Samsudin, & Ayodele, 2021). Ultimately, these results 

contribute to a nuanced comprehension of the multifaceted factors shaping the 

travel intentions of Generation Y in the context of religious and cultural 

exploration. 
 

CONCLUSION 
In summary, the confluence of rising Muslim travelers and the swift evolution of 

virtual reality (VR) technology are reshaping global tourism. This convergence 

emphasizes the imperative need for extensive scholarly exploration into the 

potential applications of VR in Muslim tourism, opening avenues for future 

research. This study, targeting Generation Y, scrutinizes their cognitive and 

affective responses to virtual reality mosque tourism. The quantitative 

methodology involving 100 Muslim participants reveals a noteworthy consensus, 

expressing admiration for the 360-degree Virtual Reality Mosque Tour as an 

enjoyable and captivating experience. These findings have substantial 

implications for understanding the cognitive and affective aspects influencing 

mosque tourism intentions, potentially shaping the future of this tourism domain. 
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