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Abstract Recently, tourism and leisure related VR contents have gained attention of potential tourists.
Therefore, this study aimed to analyze investigate the effects of 360—degree VR tourism contents
motivations, flow, continuance usage intention on visit intention for Chinese student in Korea. This
study found that hedonic benefit and personal benefit exerted a positive influence on visit intention
of contents users. However, vividness and usability did not influence on visit intention. Moreover, flow
exerted a significant influence on visit intention but continuance usage intention did not influence on
visit intention. The study is significant in shedding light on whether the motivations, flow, continuance
usage intention of 360—degree VR tourism contents influences visit intention. It is suggested that the
consumption of 360—degree VR tourism contents can be a useful marketing tool for strength of
intention to visit.
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Table 1. Demographics of respondents

Demographics Frequency Percentage(%)
Gender
Male 70 34.7
Female 132 65.3
Age
10—-19 7 3.5
20—29 159 78.7
30—-39 36 17.8
Education
High school 3 1.5
College 17 8.4
University 112 55.4
Graduate school and 70 34.7
above
Period of studying abroad
less than a year 28 13.9
1 year—less than 2 years 56 27.7
2 year—less than 3 years 55 27.2
more than 3 years 63 31.2
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