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How is 360 video used for the 
purpose of increased presence? 

In relation to the tourism industry, Guttentag (2010) suggests that VR and 360 video can 

be used to plan and manage destinations, in the sense of allowing developers and 

authorities to use it for the ‘formulation of tourism policy and in the planning process’ as 

this ‘permits the creation of realistic, navigable VEs (virtual environments) that tourism 

planners can analyse when considering possible developments’1 

Furthermore, VR can facilitate marketing purposes within the tourism industry as it 

provides sensory information to prospective tourists (ibid). Guttentag described tourism 

products as ‘confidence goods’ as users are unable to test out experiences and location 

before purchase. In relation to ideas around walking, users can preview locations, areas 

of interests and inclines before investing time in walking or doing any other form of 

physical activity. Additionally, VR enabled a platform for conversation between tourists 

themselves. Online forums and chat services are ‘gradually becoming incredibly 

influential in tourism as consumers increasingly trust better their peers, rather than 

marketing messages’. The personal sensation that VR provides in addition to online 

communication platforms, users will have a greater sense of trust in the destination. 

 1 Guttentag, D., 2010. Virtual reality: Applications and implications for tourism. Tourism Management, 
31(5), pp.637-651.
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‘Besides being used in such ways to educate tourists, VR also can 

function as a unique and valuable investigative tool permitting 

researchers to gain greater knowledge about the sites and objects that 

tourists visit. VR provides numerous advantages for researchers, such as 

the ability to test theories or evaluate virtual restorations without 

disturbing actual objects (e.g. Chalmers & Debattista, 2005; Rizvic ́ , 

Sadzak, Buza, & Chalmers, 2008), the ability to observe objects from 

otherwise impossible viewpoints (e.g. Bernardini, Rushmeier, Martin, 

Mittleman, & Taubin, 2002), and the ability to re-create environments 

and lighting to observe how a site or object would have appeared in the 

past (e.g. Sundstedt, Chalmers, & Martinez, 2004)’ (ibid) 

Presence is defined by many factors, but being present in a 360 VR environment proves 

to be effective particularly when the environment is not accessible in any other way, 

whether it be ‘too remote, too expensive, too inhospitable, too dangerous, too fragile, or 

simply no longer exist’ (ibid). Whereas some people may feel disadvantaged by not 

being physically present in an environment, if providing a virtual experience is more 

viable, or in some cases the only way of accessing an environment (disabled users, etc.), 

users might accept a virtual environment as a suitable replacement. 

Personal reflections 

There have been countless times that I have personally walked along the many costal 

highlands paths throughout the UK and observed inaccessible beaches. Being able to 

see these beaches from both above and through a captured 360 environment (obviously 

captured by a professional rock climber) would make future walks much more 

interesting. 

Similarly, there is only so much one can achieve in one day. After already walking for 

miles, sometimes the final stretch may not seem worth it. Or maybe, mid-pandemic, 

there is a lovely beach that is just far too busy to even consider entering. Both of these 

are personal experiences where I would’ve loved to have a companion in my pocket 

where I can view these points of interests, close enough to the location itself, but 

without feeling like I am missing out.


