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Iepiinyn

H évta&n g teyvoroyiog tng Euwcovikng Ipaypoatikdmmrag oTig 16T06eMOEG TmV
Eevodoyeimv, Yo KaAOTtepn TPOPOAT| TOV YDPWOV TOVS, £xel NON apyicel va
YPNOUOTOIEITAL GE UEYAAO TTOCOGTO GE TOLVPIGTIKA KATAADLOTO avd TOV KOGpo. H
eENYNo1 aVTOV TOL YEYOVOTOG EVIAGGETOL GTNV TTAPOYT TOLOTIKOTEPTG EELMNPETNONG
TPOG TOVG TEAATES, KAODG EYovV TN duvatdHTNTO v AAPOVV TEPIOCOTEPEG TANPOPOPIES
v 70 £EEVOS0YEIO TOV TOVG EVOLAPEPEL, EVAD TTEPIYOVVTOL NAEKTPOVIK( OTIG
EYKOTAOTAGELS TOV. 'ETG1, Himopovv va Tapovy TV amd(poct Yol TO 100VIKO KatdAvuo
Yo EKEIVOVG, pEIdVOVTAG TO pioko g emhoyns. E&attiag tng eAMMmoig Epguvag Yo
xp1on ¢ VR teyvoroyiog avagopikd pe Tov eAANVIKO Eevodoyelokd KAAOO Kot TIC
GUVETIEIEG TTOV QLTI EYEL OTIG KPOUTNOELS OMUATIOV, 1| TAPOVCH LEAETT GTOYEVEL VAL
AVOKOADYEL KATA TOGO 1) TPOGON KN NG EMAOYNG Va TepinynOet o mBavog mehdtng
NAEKTPOVIKE KO O10LOPAGTIKA GTOVG YDPOVG TOL KATAADLATOS KT TNV avalntnon
TOV Y10l TO PEPOG T®V dlakom®V Tov oty EALGSa Ba avéncet | oyt Tig kpatnoets. o
TNV QIEVTNOT) TOL TOPATAVE® EPOTIUATOS KOl TNV EE0YOYN TOV ACPAAECTEP®V
SUVATAOV ATOTEAEGUATMV, LOPAGTNKE EPOTNUOTOAOYIO GE AVOPDOTOVS TOV
ovvnBilovv va TePVOLV 1} GTOXEVOLV VO TEPAGOVV TIG OKOTES TOVG 6TV EALGSL,
TPOKELEVOD VO OTTOVTIIGOVY GE EPMTIOELS GYETIKA LE TO BENA, QPOV TPOT YOV UEVOS
emokEQPONKAV TNV 16T0GEMO0 EVOC TPayUATIKOD EAANVIKOD EEvodoyeiov Kot
TepMYNONKAY NAEKTPOVIKA GTOVG XDPOLE Tov, uécm tov Virtual Reality Tour. Xt
GULVEYELD, O OTTAVTIOELS TOL EPMTNUATOA0YIOV TEOMKAY GE OVAAVOT| HECH TOV
povtédov SPSS. Ta anoteAéopato VTOJEIKVOOVY OTL LITAPYEL AUEST) GYECT LeTAED
NG NAEKTPOVIKNG EIKOVIKNG TEPYNONG Kol TN Tpdheom kpdtnong doupatiov. [apdia
aVTA, COLPOVO LLE TIG ATAVTNOELG QaiveTal 0Tt Yo va vrdpéel mpdOeom kpdnong oe
éva Egvodoyelo mov ypnotponotel v mepiynon Euwovikng [paypatikdmrog, mpénet
Vo TANPOLVTOL OPIGUEVES TPOVTOOEGEIS TPOKEYEVOD VAL OTOPAGIGOLV 01 XPTCTES VO
emoke@HoHV T0 GVuYKeKPLUEVO KaTaAvpa. Avtég etvan 1 Epapuooiun Teyxvoroyia
"‘Epyov, n AvtiAnyn Xpnowdtmrog g texvoroyiag, n Ikavomoinon amd t ypnom tov
Kot 1 TpoOBEcT VoL LOPAGTOHV TNV EUTEPIN TOVG AAAA KOt VOL TNV TPOTEIVOLY GE
dArlovg avBpmdTovs. OG0 o TOAD aVEAVOVTOL Ol TIHEG TV TAPOUTAVE UETARANTAOV,
1660 o TOAD awEdvetan kat 1 TpdOeom kpdnong dwpatiov. Ta tapamdve

EVPNUATO, UTOPOVV VO EPUNVEVOOVV 1 TPOTAGELS TNG TAPOVSOS LEAETNG TTPOG TAL



Eevoodoyeia e EALGSac, dote va evta&ovv v texvoroyio Virtual Reality Tour otig
10TOGEAIDEC TOVG, AAUPAVOVTAG OU®S LTOYT) VO TNPOVV TOL TOPOTAV® dEOOUEVA, LE
oKOTd TN SIUOPPMOT) OETIKNG EVTOTOONG GTOVG SLYNTIKOVG TEAATES, SNULOVPYADVTOG
TOVG, KOTA AVTOV TOV TPOTO, TNV ML VO TEPAGOVV TIG SLUKOTES TOVG GTO €V AOY®

KOTAALLLOL.

Aé&Eerg khewod: Eeappooiun Texvoroyia Epyov, AvtiAnyn ypnoipndmrag,
Ixavomoinon, [IpdOeon petdooong and otdpa oe otdpa, [IpdBeon kpdtnong,

[Tepmynon Ewovumg [paypatikdtnrog



Abstract

The integration of Virtual Reality technology on the webpage of the hotels, in order to
present their facilities in a better way, has already started to be used in a large
percentage of touristic accommodations around the world. The explanation of that is
to provide customer service with higher quality, customers receive more information
regarding the hotel of their interests, while they can technically browse in to hotel’s
facilities. Thus, they decide the best accommodation for them, reducing the risk of
choosing poorly. Due to the lack of research onto VR technology application
regarding to Greek hotels and the consequences regarding accommodation booking,
this research is aiming to discover about how much the additional choice to a possible
customer; to browse electronically, and interactively to the facilities of the hotel
accommodation, while he is doing research in order to find the best accommodation
and planning his vacation in Greece, will affect positively and increase the number of
bookings. In order to ensure the answer of the prior questions and extract the best
possible results, a questionnaire was given to people who are used to plan or thinking
of planning their vacations in Greece, in order to answer the questions given regarding
this subject, since they were previously browsing in the facilities electronically, in the
webpage given of a Greek hotel using Virtual Reality Tour service. Subsequently, the
answers given from the questionnaire were analyzed with the SPSS model. The
results are showing there is a correlation between Virtual Reality Tour and booking
intention. Therefore, the answers seem to show about booking intention in a hotel
which uses Virtual Reality Tour application, firstly certain conditions are met, in
order for users to decide to visit the specific hotel or room. As much as the numbers
of the constructs are increasing, that much booking intention is increasing too. The
following findings, can be valued as suggestions of the present research to the Greek
hotels, in order for them to apply the Virtual Reality Tour technology to their
webpages considering the following data, and purposely adjust the positive
impression to the upcoming customers, creating for them, in such a way, the desire to

spend their vacations to the hotel.

Keywords: Task — Technology Fit, Perceived Usefulness, Satisfaction, Word of
Mouth Intention, Booking Intention, VR



