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Abstract: Over the past decades, 360-degree virtual tours have been used to provide the public
access to accurate representations of cultural heritage sites and museums. The COVID-19 pandemic
has contributed to a rise in the popularity of virtual tours as a means of engaging with locations
remotely and has raised an interesting question: How could we use such experiences to bring the
public closer to locations that are otherwise unreachable in real life or not considered to be tourist
destinations? In this study, we examine the effectiveness of promoting engagement with a city
through the virtual presentation of unknown and possibly also inaccessible points of interest through
a 360-degree panoramic virtual tour. The evaluation of the experience with 31 users through an
online questionnaire confirms its potential to spark curiosity, promote engagement, foster reflection,
and motivate users to explore the location and its attractions at their leisure, thus enabling them to
experience it from their personal point of view. The outcomes highlight the need for further research
to explore this potential and identify best practices for virtual experience design.

Keywords: 360-degree virtual tours; user engagement; user curiosity; heritage tourism

1. Introduction

The effective promotion of a city as a tourist destination is based on a deep under-
standing of its points of interest (POIs), historical, cultural, or otherwise, that guide the
design of an appropriate promotional strategy. Relevant high-quality digital content can
help convey an attractive image and highlight the POIs, convincing potential visitors of the
diverse and engaging possibilities for their visit. Particularly in the case of cultural tourism,
after the onset of the COVID-19 pandemic and the consequent restrictions to on-site visits,
most museums and cultural heritage sites turned to the digital medium. This urgent need
to support alternative ways of interaction with the content and to become inclusive to
visitors with impeded access to the heritage site foregrounded the need to re-evaluate and
invest in new approaches for digital content and experiences [1].

During the pandemic, virtual tours based on 360-degree panoramic photos were
brought into the spotlight and adopted by many sites and institutions [1]. Virtual tours
of cities are defined as a “simulation of an existing location composed of a sequence of
videos, images, photographic-based media or panoramas that have an unbroken view” [2].
Offering immersion that places the visitors “inside” the destination’s image, virtual tours
enable users to interact with the place, thus being considered to have potential, especially
for heritage sites and heritage tourism.

The term ‘heritage’ has been used to denote a great number of phenomena of various
different natures, such as cultural, archaeological, historical, religious, artistic, scientific,
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military, natural, and scenic [3]. In general, the broader use of the concept is focused on
tangible or intangible monuments and relics inherited from past generations, maintained
in the present, and bestowed for future generations’ benefit [4–6]. Heritage tourism is
a form of special interest tourism that caters to the desire of tourists to learn about and
understand the history and people’s lifestyles at a destination. It essentially caters to
“cultural motivations” expressed through the movements of travelers, such as by visiting
monuments, studying local culture, experiencing local customs, cultural tours, traveling to
festivals and other cultural events, etc. Heritage tourism presents tangible and intangible
cultural assets to tourists [7].

The interdependent relationship between cultural heritage and tourism is well-
documented in the literature [3,4,6,8,9]. Attracting tourists to heritage destinations is
closely related to cultural revival in society and tourism [10]. In this sense, “heritage
tourism exploits both tangible and intangible cultural assets, such as the physical em-
bodiment of cultural values in the form of historic buildings, monuments, archaeological
sites and cultural artefacts, as well as cultural traditions in the form of folklore, arts and
crafts, local ways of life, social customs and cultural celebrations, all of which become the
‘manifestations of heritage”’ [10–12]. The relationship among destination communication,
emotional engagement, and rational engagement is widely reported in tourism literature
as a central component of effective tourism. Nevertheless, how could one promote engage-
ment with a city or other location not considered a tourist destination? Engagement goes
beyond involvement and commitment and comprises a proactive relationship between a
tourist and the object or place of interest [13]. Compared to mega-events that need state
funding, tourism based on or established on genuine events linked to the authenticity and
unique aspects of the place can help preserve and emphasize local characteristics while
promoting tourism progress, which is needed for lesser-known destinations [14].

A necessary condition for understanding a place’s cultural heritage and significance is
having in-depth knowledge of its history. We argue that the virtual representation of its
POIs contributes significantly to exploring and understanding its heritage. A 360-degree
virtual tour seems suitable for promoting a place, especially for its unknown and/or
inaccessible locations and historical aspects.

In this work, we aim to examine how we could promote place attachment and tourist
engagement with a location not considered a popular tourist destination. We explore
this through a virtual tour experience targeted at the lesser-known history of the place.
In other words, we have designed a virtual tour for a city that is not a widely known
tourist attraction to explore how presenting its unknown aspects can spark curiosity and
engagement. Visitors can experience the place at their own pace and from their perspective
through the virtual tour, creating a personal and memorable experience.

Moving away from the common focus on antiquity, we attempt to promote unknown
aspects of the city’s history and POIs that are not well-known or considered touristic
destinations. We also explore the role of pre-existing familiarity of the visitors with the
city and the part promoting curiosity. Finally, we look into how presenting a different,
unknown view or perspective of the city can elicit user interest, curiosity, engagement, and
the desire to delve deeper into its history.

Section 2 presents the background on promoting unknown or inaccessible POIs, the
role of curiosity as a motivation for heritage tourism, and existing 360-degree panoramic
virtual tours. We then focus on the experience that was used in this study (Section 3),
followed by the study methodology (Section 4) and results (Section 5). Section 6 discusses
the results of the study and the limitations of the experience, and Section 7 concludes
the paper.

2. Background
2.1. Curiosity as a Motivation for Heritage Tourism

Travel is most closely associated with tourism and relevant motivations, such as cu-
riosity, discovery, and adventure. Traveling is considered a method for learning about the
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place of interest; while exploring it, the specific location acquires personal meaning for the
visitor. Although numerous studies have investigated factors and impact on tourism and
tourist behavior, very few have analyzed motivations. Especially in the case of tourist be-
havior, studies have rarely analyzed the relationship between the level of the visitor’s inner
motivation to travel and the tendency to visit a place of heritage significance. Among the
numerous motivations or other reasons behind the individual interest in traveling, curiosity
and the curiosity–knowledge gap are undoubtedly considered possibilities. The literature
on curiosity and travel is somewhat limited. However, from a historical and anthropologi-
cal perspective, there have been works investigating the relationship between curiosity and
travel since prehistoric times, to Marco Polo’s travels, to today’s travel tourism, the travel
industry, etc. [15–17]. Pastermark [17] suggests that curiosity is a strong motivation for
traveling. Xu et al. [18] have explored tourists’ motivations through a gamified approach
and identified six basic motivating factors: curiosity, exploring the destination, socialization,
fun and fantasy experience, challenge, and achievement. Curiosity is differentiated into
two types, where individual differences in the potential for curiosity experiences suggest
a trait formulation, while individual differences in curiosity experiences suggest a state
formulation [19]. Curiosity emerged as the most popular factor, especially regarding the
activities available for users in that destination. A recent study focused on the causal
relationship between curiosity as motivation, destination attributes, tourists’ attitudes, and
loyalty toward a specific destination [20]. The study found that curiosity represents the
starting point of the potential tourist’s decision-making process. Curiosity directly and
strongly influences visitor attitude towards a destination, the individual’s response to the
holistic destination attributes, and the willingness to recommend or revisit other places.

One of the areas of play literature that appears to have the most direct applica-
bility to pleasure travel is that associated with ‘novelty’, ‘curiosity’, and ‘exploration’.
Crompton [21], Bello and Etzel [22], and Lee and Crompton [23] have all noted the impor-
tance of novelty, while Mayo and Jarvis [24] recognized the significance of exploration as
a motivation for pleasure travel. For example, Crompton [21] found that when investi-
gating motives, “two primary cultural motives were expressed. They were novelty and
education”. Lee and Crompton [23] further suggested that, in seeking novelty, pleasure
travelers exhibited “exploratory behaviour”, which could be seen as “an overt expression
of curiosity that is aroused by an environment perceived to be novel”.

2.2. Promoting a Destination for Heritage Tourism

The level of tourism interest and engagement in a specific place depends, apart from
curiosity and other relevant motivations of the visitors, on a combination of both physical
and human geography that comes together, making certain locations more attractive than
others. Therefore, according to Cook et al., it may be curiosity or a combination of natural
and developed features and attractions of the location that meet visitor wants, needs, and
expectations [25].

Hillier [26] describes the term settlement, “whether urban or suburban, as consisting
of three interacting sets, the material complex, its people, and the intangible networks of
relationships and actions”. Creating a strong and legible place-identity based on a thorough,
pluralistic, inclusive understanding of the place’s cultural heritage is important in the
promotion of its specific features and the attraction of visitors according to Tsakiri et al. [27].
They state that: “Place identity is neither a management tool nor an exportable product but
the (tangible and intangible) expression of the collective memory and sense of continuity
shared by members of a community” [27].

Several practices have been identified regarding the promotion of a place in the context
of heritage tourism. These usually include mapping and representation by visual and other
means to encourage exploration, curiosity, and understanding of the unknown aspects of
an urban environment or cultural landscape to the extent that it highlights emotional and
experiential consonances [27].
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Traveling is closely associated with narration and, therefore, storytelling, as traveling
acquires a starting phase, high points, troubles, and finally, a resolution [28]. Visiting a
place may be important for the tourism industry and for the dissemination of cultural her-
itage. However, many places of cultural and archaeological significance remain physically
inaccessible. In this case, a conventional approach to tourism development might not be
sufficient, thus creating the need for a more experience-centered approach that draws upon
“creative tourism”. According to Sharma [29], the major emphasis of this framework is on a
“holistic tourism development approach which uses four pillars of sustainability (social,
cultural, ecological and economic) together to create projects that work with, as well as
within, an environment and lead to the growth of strong, integrated, healthy communities
in every sense”. It creates an interactive connection between the people and the environ-
ment, which emphasizes the regional history and culture. Commonly, inaccessible places
often become accessible through the means of technology.

2.3. Engaging with a Destination through 360-Degree Panoramic Virtual Tours

Virtual tours can be considered a possible action “that can improve the tourist attrac-
tiveness of a city, especially in the case of interesting unknown or inaccessible aspects” [10]
as well as a common practice to address inaccessibility. Virtual tourism can be interpreted
as “a digital presentation of the actual tourist attraction, where geometric properties of
three-dimensional space are communicated to virtual tourists (also called tele-tourists) in
such a way that they can provide immersion and telepresence from tourist objects that
seem to be real” [30].

In the past decades, and especially after the outbreak of the COVID-19 pandemic,
tourist attractions, archaeological sites, and museums all over the world have reached for
new methods and technologies to promote the engagement of users from the comfort of
their homes, creating a new, more sustainable direction for tourism as a sector: virtual
tourism [31–33]. Platforms for virtual tours and experiences can bring cultural heritage
closer to the public, utilizing the practical advantages of online technology and the virtual
representation of space.

In their most basic form, virtual tours for cultural heritage and tourism are imple-
mented with low-end technologies such as web applications or tailored to smart devices
(mobile phones, tablets) to deliver content that enhances the virtual visitor engagement.
These tours usually include photographs of the places, along with carefully curated and
selected content about historical (information about figures, events, artifacts) or other types
of information about the place (geographical, natural history, etc.) as well as other helpful
material such as maps and guides. 360-degree panoramic tours are a type of low-cost
virtual tour.

From a technical standpoint, according to studies, tours that use 360-degree panoramas
can be an inexpensive and efficient solution for creating engaging virtual experiences with
a sense of presence, without requiring special technical skills or expertise [34]. Since user
engagement is unavoidably intertwined with users’ emotional investment in the experience,
we also looked at studies exploring the emotional effect of 360-degree environments on
users. A comparison by Higuera-Trujillo et al. [35] of 360-degree panorama photography,
plain photography, and virtual reality environments showed that users tend to have better
psychological reactions to immersive virtual environments developed using 360-degree
panoramas, since they feel that they create the most realistic experience out of all compared
methods. Additionally, a study by Chirico and Gaggioli [36] suggested that such virtual
environments are capable of causing emotional responses that closely resemble the ones
observed in users who experience the environment in real-life. Several studies have
attempted to assess the physiological and psychological impact of immersive 360-degree
video tours specifically, producing a wide range of results. One study by Wagler and
Hanus [37] indicated that 360-degree video tours are capable of generating results equal
to real-world experiences in regards to spatial presence and the emotional engagement of
users. Other studies report that experiences with higher levels of immersion make users
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respond better physiologically in terms of telepresence [38]; their psychological response
and emotional engagement, however, do not seem to be necessarily related to the level of
immersion as long as the experience carries a strong, well-developed narrative [38–40].

One aspect of virtual tourism is the creation of experiences designed around cities,
catered to offering access to popular, high-profile tourist hotspots and more secluded,
unreachable locations. For example, virtual tours of Rome [41], Italy, and Austin [42],
Texas, offer access to the corresponding cities’ most popular spots. The virtual tour of the
Forbidden City of China [43] gives us a preview of the palace complex in the center of the
Imperial city of China. In terms of content, users can access information in the form of text
or audio as well as a gallery of related media for each panorama they visit. Other tours,
such as the virtual walk across the city of Krakow [44], Poland, attempt to offer a complete
overview of the city, providing access to multiple smaller tours of towns, neighborhoods,
universities, museums, buildings, parks, and other tourist attractions. Sub-tours might
include informational videos related to the site the user is currently viewing. These tours
are not guided, as the user can explore the available viewpoints and hotspots at their own
pace and in the order they want. They also do not have a particular narrative.

However, apart from these more “traditional” types of virtual tours, we can also find
tours that present the locations of interest more unconventionally. One example is the
virtual trekking experience of Khumbu [45], Nepal, where users can take a self-guided tour
of the Everest region, exploring villages they would probably never have the opportunity
to visit in real life. In terms of content, there is a stylized animated map with the available
points of interest for every village, each of which leads to a panorama. Even though the tour
is not guided, there is narrative-based audio for most panoramas, where a villager gives
information about the location from their point of view. Another example is the Virtual
Angkor project [46,47]. This uses 360-degree videos of 3D animated models recreating the
Cambodian metropolis of Angkor around 1300 CE. The structure of this experience differs
from experiences examined so far in that there are no informational hotspots reachable
from within the 360-degree panoramas. There are, however, thematic sections that provide
information and media related to different aspects of ancient Angkor.

3. Experience Design
3.1. The Use Case of the City of Eleusis

Eleusis is a small city of about 25,000 inhabitants located 18 km northwest of Athens,
Greece. Its history dates back to several centuries BCE, and in ancient times it had a
strong participation in Greece’s political and religious life. Its recent history is also diverse,
including its recent industrial past. Having become a point of fusion between different
cultures and the center of controversy concerning its complex environmental issues, Eleusis
has a lot to offer a visitor interested in the distant and recent past.

Eleusis is a city where the effects of development on the environment are very promi-
nent. The environmental pollution caused by the factories in the area has even affected
the important archaeological site in the center of the city. Eleusis has a rich history, being
a sacred city where the Eleusinian Mysteries took place every year during the Greek and
Roman antiquity and initiations were held for the cult of Demeter and Persephone. This
rich history and important site have been overshadowed by the industrial character of
the city and the environmental destruction of the past decades, with a significant impact
on tourism[48]. From the 1960s to the 1980s, the natural environment of Eleusis suffered
major degradation. This resulted, on the one hand, in the population becoming particularly
involved in matters regarding the environment. On the other hand, the city has been stig-
matized as an industrial zone with little to offer a potential visitor. In recent years and while
the city is gradually coping with the aftermath of intense and thoughtless industrialization,
there has been an attempt to improve conditions for the citizens of Eleusis, overcome the
established bias, and develop the city as a touristic destination to promote its rich heritage.

The research project Pros-Eleusis (Personalized ROuteS in Eleusis: https://proseleusis.
com/, accessed on 20 November 2022) has explored ways to engage visitors with Eleusis

https://proseleusis.com/
https://proseleusis.com/
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both on-site and remote. It focused on the design and implementation of software tools,
content, and methodologies to facilitate the exploration of the numerous points of interest
(POIs) in a city where the past and the present meet, attempting to provide a path toward
a sustainable future for the area. The creation of a 360-degree panoramic virtual tour has
been among the project outcomes. The virtual tour aims to engage the visitor with the city
and the mostly unknown part of its modern history, namely, the environmental history. It
attempts to present this history while highlighting unknown or inaccessible POIs of the
city related to its environmental issues.

In this study, we use this virtual tour as our case study to explore the effectiveness
of promoting engagement with a city through the virtual presentation of unknown and
inaccessible points of interest.

3.2. Interface and Technology of the Web App

The virtual tour experience is designed to utilize 360-degree panorama photography
for the representation of the different POIs in the city. These may be selected either from
the map available on the bottom left of the screen in Figure 1a or directly from within
the panorama the user is currently located in, by clicking on the corresponding arrow
indicators in Figure 1b. Information hotspots can be found on each 360-degree panorama
image (Figure 1b) and accessed by clicking on the corresponding “i” icons, which offers
detailed information as well as a focused image view of each hotspot. Information regarding
the selected hotspot is provided via the digital storytelling window located on the bottom
right of the screen. Regarding the user experience, the application’s interface is designed
to offer maximum flexibility during the virtual tour. Users can explore the available POIs
at their own pace and choose to view as many as they wish and in the order they like.
The digital storytelling window works parallel to the user’s navigation, giving users the
freedom to control the progress of the storytelling.

(a) (b)
Figure 1. 360-degree virtual tour. (a) The map and narration window are visible; (b) The “i” icons can
be used to view content relevant to the image’s details, whereas the arrow moves towards another
POI.

From a technical standpoint, the application is a client-side web application based on
the model-–view-–controller (MVC) architectural pattern. It is a single-page app, developed
with widely used web technologies such as HTML, CSS, JavaScript, AngularJS, jQuery,
Bootstrap, as well as other plugins and extensions. Apache CouchDB, an open-source
document-oriented NoSQL database, is used for the storage, processing, and retrieval of
data. REST API is used for the communication between the application and the database.

3.3. Narrative Content

The content of the experience encompasses the social, cultural, and economic life
of Eleusis in relation to the possibilities and limitations imposed by the industrial de-
velopment, landscape, and nature. The central objective of the content narrative is to
communicate the impact of the industrial development of the area in the environment
of Eleusis and the lives of its people. The content contains information about several
POIs closely related to the subject of industrial development and environmental changes.
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Throughout the narrative, the virtual tour takes visitors to routes that intertwine with the
environmental battles fought between the urban fabric, the industrialization of the area,
and the natural landscape.

The tour starts with an introductory text at the Monument of Fallen Soldiers of
Eleusis, located at one of the city’s central historical squares. Then users are given a list
of 14 monuments and locations to visit at their own pace and sequence; they can skip at
any time and end the experience. Users can choose which locations to visit and what type
of information they will listen to. The experience surrounding the environmental issues
of Eleusis covers an intricate network of POIs, including both old and active industrial
sites, mines, and natural landmarks, telling the story of a region shaped by the forces of
industrial progress, its residents, as well as nature.

The approximate experience duration is 40 min if the user visits all POIs and listens to
the full content of each POI.

4. Evaluation Methodology

For the evaluation of the virtual tour of the city of Eleusis, we organized a user study
with invited participants who provided their feedback in an online questionnaire. In this
section, we present the process, questionnaire, and participant profile.

4.1. Process

We circulated an invitation to the authors’ personal and professional contacts via social
media, in which we briefly presented the virtual tour application, the project and study
objectives, and the process the participants would have to follow. More specifically, those
interested in participating would have to: (a) follow the experience, explore different POIs,
and listen to the relevant content as they wished, skipping parts if they felt they were not
interesting enough; (b) stop the experience when they wished; and (c) record how much
time they spent with the experience and then fill in the online questionnaire. It was clarified
to the users that the study was anonymous, and they were asked to complete an online
consent form.

Questionnaire

The questionnaire consists of open- and closed-ended questions grouped in two main
parts, (a) participant profile and (b) captivation, as well as affective engagement and reflection
questions.

The first part, which records the participant’s profile, contains 18 questions, including:

• Demographics (age, gender);
• Interest in history and archaeology. We decided to record this information to examine

if it affects in any way the general user experience and time spent with the virtual
tour;

• Connection with the city of Eleusis. As above, pre-existing interest in the city may
be a factor in engagement and the general user experience, so it was included in our
analysis.

The second part consists of 20 questions designed to record general user experience
aspects, captivation, and engagement with the concept and content of the experience as
well as affective aspects, reflection, and perspective-taking in relation to the broader topics
presented with emphasis on the crucial environmental issues of the city. For the purpose of
our analysis, these questions are divided into three main categories, curiosity, engagement,
and reflection, as also shown in Table 1. The participants were asked to record the time
spent with the experience in the questionnaire, comment on any issues they encountered,
and offer suggestions for improvements in the relevant open-ended questions.
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Table 1. Summary of results (average and standard deviation) for the questionnaire statements on
visitor engagement. The statements were Likert-scale from completely disagree (1) to completely
agree (5).

Statement Average and Standard Deviation

Reflection S1. The experience made me reflect on issues I would normally not think about. AV = 3.6, SD = 1.2%
Reflection S2. The experience changed my view of the city of Eleusis. AV = 3.3, SD = 1.2%

Engagement S3. The experience made me observe more closely the points of interest. AV = 3.7, SD = 1.2%
Reflection S4. I learnt about the city of Eleusis, something that I would like to remember. AV = 4.2, SD = 0.9%
Curiosity S5. The experience inspired me to want to learn more about Eleusis. AV = 3.9, SD = 1.1%

Engagement S6. I enjoyed the experience. AV = 3.4, SD = 1.2%
Engagement S7. I had the sense that time passed quickly. AV = 2.9, SD = 1.0%
Engagement S8. The content of the experience was related to issues that are relevant to me. AV = 3.7, SD = 1.0%
Engagement S9. I would like to talk to others about this experience. AV = 3.3, SD = 1.3%

Curiosity S10. I felt curious about the topics presented in the experience. AV = 3.7, SD = 1.1%

For the construction of the questionnaire, we drew on the methodology applied in
previous studies to create an evaluation instrument that would help us explore our research
questions about the behavior and attitudes of our participants in relation to the virtual tour.
For the reflection and engagement aspects, we adapted questionnaires used to measure
historical empathy, mainly the one used in [49,50]. Historical empathy [51] is a model
focusing on facilitating a cognitive process leading to affective engagement with history. It
starts with critical reflection on historical facts (historical contextualization), then moves to a
deeper understanding of different perspectives of the people of the past (perspective taking)
and, ultimately, establishes an affective connection with these people, prompting users
to understand them as individuals with their own emotions, values, and worldview [52].
For curiosity, we relied upon the state-trait curiosity inventory [19] to select and adapt
questions that would help us record the state curiosity level induced by the tour. The
complete questionnaire can be found at https://osf.io/n2bxh, accessed on 22 March 2023.

4.2. Participants

Thirty-one users participated in the study, eighteen of whom were women, twelve
were men, and one preferred not to disclose. In terms of age distribution, the majority of
the participants were between 26 and 55 years old (Table 2).

Table 2. The age distribution of the study participants.

Age Group Number of Participants Percentage of Participants

<25 2 6%
26–35 8 26%
36–45 11 35%
46–55 8 26%
56–65 2 6%
>65 0 0%

4.2.1. Cultural Site Visiting Habits

Most of the study participants reported that visiting a cultural site is something they do
“often” (52%) or “sometimes” (42%), with only 2 reporting “rarely”). 84% of the participants
visit museums or other cultural sites while traveling, and 82% do so also around their
location of residence. In terms of the aspects that are interesting to them when visiting
a new place, as shown in Table 3, the history of its people is of interest to 94% of the
participants, followed by the natural environment (74%) and the local cuisine (65%).

https://osf.io/n2bxh
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Table 3. Aspects of interest when visiting a new location.

Number of Participants Percentage of Participants

The history of its people 29 94%
The natural environment 23 74%

The local cuisine 20 65%
Other: The urban environment 2 6%

Other: Archaeological remains and the
history of the place 2 6%

Seventeen participants (55%) reported that they visit cultural sites online somewhat
regularly (23% “often” and 32% “sometimes”). Another 32% “rarely” visit online, whereas
13% never do. The reasons for visiting online are shown in Table 4. Interestingly, none of the
users said they visit this type of online resource to prepare for the visit. They visit primarily
because they are interested in the topic or cannot access the site for a physical visit. Two
participants mentioned professional reasons, with one specifying that they would like to
regularly see the technology progress in this sector.

Table 4. Reasons for visiting a virtual museum or cultural site.

Number of Participants Percentage of Participants

Because I am interested in the topic 13 42%
To prepare for the physical visit 0 0%

Because a physical visit is not possible 10 32%
All of the above 12 39%

(Other) Because it is relevant to my work 2 6%

4.2.2. Connection with the City of Eleusis

In terms of their connection to the city of Eleusis, we note a variety of responses.
Except for one participant who has never visited Eleusis, the rest have visited it “once”
(32%), “a few times” (26%), “several times” (26%), and “every day” (13%). As also shown
in Figure 2, most participants reported a medium degree of familiarity with the history
of Eleusis, with some being slightly more knowledgeable about its ancient history. More
specifically, in the three relevant statements, the average score (AV) and standard deviation
(SD) in a Likert scale from 1 (completely disagree) to 5 (completely agree) was:

• “I am familiar with the history of ancient Eleusis”: AV = 3, SD = 1;
• “I am familiar with the history of modern Eleusis”: AV = 2.5, SD = 0.9;
• “I am familiar with the issues the citizens of Eleusis face”: AV = 2.7, SD = 1.1 (Figure 3).

Eleusis is more well-known for its ancient history and less for its recent history.
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(a) Familiarity with the ancient history of the city.

(b) Familiarity with the modern history of the city.
Figure 2. Responses concerning the participants’ familiarity with the ancient and the modern history
of the city of Eleusis.
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Figure 3. Responses in relation to the participants’ familiarity with the current issues of the city.

5. Analysis and Results

The analysis of the results included both quantitative and qualitative results. For the
quantitative results of the questionnaire, the average score and standard deviation for the
Likert-scale statements have been calculated and are available in Table 1. Appropriate
statistical tests were performed to examine the effect of certain aspects of the participants’
profile with user engagement, as presented in the remainder of this section.

5.1. Curiosity

Our results suggest that the experience motivated curiosity about Eleusis. Users felt
“curious about the topics presented in the experience” (S10 in Table 1) and inspired to learn
more (S5 in Table 1), as also shown in Figure 4.

(a) (b)
Figure 4. Questionnaire statements related to curiosity. (a) Results for Statement 5 of curiosity
questionnaire; (b) Results for Statement 10 of curiosity questionnaire.
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Curiosity was also one of the strongest feelings evoked by the experience, as stated by
61% of the participants (Figure 5).

Figure 5. Feelings evoked by the experience as reported by the participants.

Results from the open questions also supported curiosity as a motivator for engage-
ment with the content, as a user stated, “I chose not to follow the map linearly, but chose any
point of interest that piqued my curiosity, at random”. This seems to point to curiosity as
the underlying reason for interest in specific locations and learning more about the subject.

5.2. Engagement

Approximately half of the users (15) stated that they completed the experience in the
sense that they passed by all the POIs on the map. The remaining 16 mentioned that they
did not, giving different reasons:

• They did not have enough time to complete (4);
• They found the narrator’s voice tiring or annoying (3);
• The narration was too long (7);
• There was not enough visual content at each POI (3);
• Connection of the narrative content to the POI (2).

Figure 6 presents the experience duration as self-reported by the participants. Consid-
ering that the approximate duration to listen to the content of each POI entirely is about
40 min, 6 users (19%) seemed to have stayed in the virtual tour longer, possibly to explore
the panoramic views more after the end of the narration. Most participants (46%) spent
20–40 min with the experience. Only 2 (6%) spent under 10 min. The questionnaire state-
ment “S7. I had the sense that time passed quickly”, with an average AV = 2.9 (Figure 6),
on the whole, reflects the sense that the experience was too long for some users.
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Figure 6. Experience duration as reported by each participant.

Even though half the users did not complete the virtual tour by visiting all the POIs,
taking into account the significant length of the experience and amount of audio content, the
fact that the majority did dedicate significant time to exploring is indicative of engagement.

The questionnaire results, as presented in Table 1, provide insight into the participants’
outlook on the experience. As shown in Figure 7, 48% of the users enjoyed the experience
(48%), 23% were neutral, and 21% did not enjoy it (Figure 7c). However, only 2% did
not consider the experience relevant to them (Figure 7d). The narrative content of the
experience, referring to challenging social and environmental issues of the recent past,
resulted in some participants having feelings of sorrow (65%), disappointment (32%),
or anger (13%) (Figure 5). Some participants reported, as already mentioned, curiosity
(61%), satisfaction and excitement (14%), or nostalgia (26%). Negative or positive emotions
indicate an affective connection with the experience, which strongly indicates that it was
engaging for them. Smaller percentages of the participants reported indifference (10%),
boredom (13%), or neutrality (10%). According to the responses to statement S3, 58% of
the users felt that the experience made them observe the POIs more closely, and 26% were
neutral (Figure 7a).

(a) (b)
Figure 7. Cont.
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(d)(c)
Figure 7. Selected questionnaire statements related to participant engagement. (a) Results for
Statement 3 of questionnaire; (b) Results for Statement 7 of questionnaire; (c) Results for Statement 6
of questionnaire; (d) Results for Statement 8 of questionnaire.

5.3. Reflection

As already discussed in the previous section, the experience content focusing on the
recent history of Eleusis and tackling complex environmental and social issues had an
emotional impact on the participants. 65% reported feelings of sorrow, 32% disappointment,
and 13% anger (Figure 5). Disappointment and sorrow were among the most prominent
reported feelings, along with curiosity. This affective reaction indicates a more profound
reflection on the presented issues. The questionnaire statement S1 confirms this. Figure 8a
shows that more than 50% of the participants felt that the experience made them reflect on
issues they did not usually think about, whereas 29% were neutral and 15% were negative.
Similarly, many users felt that the experience changed their view of the city of Eleusis (45%)
(Figure 8b), and the vast majority (81%) felt that they learned something memorable about
the city (Figure 8c).

These indications of reflection resulting from the experience are also confirmed by
the analysis of the open question results. Users were able to reflect on issues regarding
environmental destruction by heavy industry. “The industrial history of the city led to en-
vironmental destruction, which had a negative impact on the quality of life of the citizens”.

(a) (b)
Figure 8. Cont.
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(c)
Figure 8. Questionnaire statements related to participant reflection. (a) Results for Statement 1 of
questionnaire; (b) Results for Statement 2 of questionnaire; (c) Results for Statement 4 of questionnaire.

This type of mental engagement with the content in the form of perspective-taking
and reflection on issues that the participants may not have considered in the past is a strong
indication that the participants will remember the city, will form a deeper connection with
it, and most probably will seek to visit and explore it further.

5.4. The Effect of Curiosity on Engagement

As part of the analysis process, we examined possible correlations between the par-
ticipants’ self-reported curiosity about the tour content with engagement. To this end, we
performed the following tests:

• Kruskal–Wallis non-parametric tests to examine whether there was a difference in the
score for engagement-related statements between those participants who reported
feeling curiosity during the experience vs. those who did not (see Figure 5). These
tests revealed no significant difference between the groups regarding self-reported
engagement and reflection.

• Pearson correlation tests to examine the effect of the Curiosity-related statements S5
and S10 on the Reflection and Engagement-related statements of the questionnaire.

As shown in Table 5, those that felt that the experience inspired them to learn more
about Eleusis (S5) reported higher scores in all the other statements related to engagement
and reflection. However, this is not the case for the statement, “I felt curious about the
topics presented in the experience”.

Users experiencing curiosity were more eager to learn about the city of Eleusis and
expressed emotional connection. Curiosity-oriented users were more likely to engage with
the content and extend their experience. This seems to be similar to the type of curiosity
demonstrated in travel. As also discussed in Section 5.3, learning about the unknown
aspects of Eleusis seemed to expand users’ levels of curiosity, which can result in greater
motivation to engage with the content and explore information that would result in intrinsic
rewards, such as memory of the place and reflection.
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Table 5. Pearson correlation tests between curiosity-related statements and those related to engage-
ment and reflection. The table presents the significant results.

Pearson Coefficient (Z) and Asymptotic
Significance (p)

S5. The experience inspired me to want to
learn more about Eleusis.

S1. The experience made me reflect on
issues I would normally not think about. Z = 0.429, p = 0.016%

S2. The experience changed my view of
the city of Eleusis. Z = 0.406, p = 0.024%

S3. The experience made me observe
more closely the points of interest. Z = 0.561, p = 0.001%

S4. I learnt about the city of Eleusis,
something that I would like to remember. Z = 0.562, p = 0.001%

S6. I enjoyed the experience. Z = 0.459, p = 0.009%
S7. I had the sense that time

passed quickly. Z = 0.556, p = 0.001%

S8. The content of the experience was
related to issues that are relevant to me. Z = 0.456, p = 0.011%

S9. I would like to talk to others about
this experience. Z = 0.468, p = 0.008%

S10. I felt curious about the topics
presented in the experience.

S4. I learnt about the city of Eleusis,
something that I would like to remember. Z = 0.457, p = 0.015%

5.5. The Effect of Familiarity with the City on Engagement

In this study, we attempted to examine the effect of pre-existing familiarity of the users
on user experience and engagement. The participant profile recorded the user’s familiarity
with the history of ancient Eleusis, modern Eleusis, and the city’s current issues in separate
Likert-type statements with scores 1 to 5 (see Section 4.2.2). For the analysis, we performed
Pearson correlation tests between these three statements and the questionnaire statements
related to user engagement. We also used Kruskal–Wallis non-parametric tests to examine
if familiarity with the city has any effect on the experience duration, whether the users
completed the experience, or whether they reported feeling curiosity during the experience.
The previous tests did not reveal any effect of familiarity on any of the four examined
aspects. The only exception was the following four questionnaire statements, the scores for
which are correlated with specific aspects of familiarity as follows:

• “S1. The experience made me reflect on issues I would normally not think about”
is correlated with “familiarity with ancient Eleusis”, with asymptotic significance
p = 0.004 and Pearson coefficient Z = 0.499.

• “S4. I learnt about the city of Eleusis, something that I would like to remember” is
correlated with “familiarity with ancient Eleusis”, with p < 0.05 and Z = 0.392.

• “S9. I would like to talk to others about this experience” is correlated with “familiarity
with ancient Eleusis”, with p < 0.05 and Z = 0.359.

• “S8. The content of the experience was relevant to issues that are relevant to me” is
correlated with “familiarity with Eleusis issues”, with p = 0.017 and Z = 0.432.

Users were more familiar with ancient history than with modern history, which is
typical, since monuments of antiquity are promoted more. Familiarity with the place,
however, seemed to play little to no effect on the engagement with the experience. This
could be due to the familiarity principle affecting decisions and preferences. Since partic-
ipants were familiar with Eleusis as an urban city, their attention was more focused on
historical information.

6. Discussion

Considering the evaluation methodology and results presented in Sections 4 and 5,
respectively, this section discusses some of the most prevalent tendencies observed among
participants and some of the most common comments submitted during the evaluation.
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According to Table 4, 32% of participants seem to take virtual tours of cultural sites and
museums due to not being able to pay them a physical visit. This percentage suggests
that a significant number of users are looking for an experience resembling the real one as
closely as possible, which, according to previous research [35,36], 360-degree panoramas
are capable of doing by offering a photorealistic representation of the site.

As reported in Section 5.2 and Figure 5, the majority of users seem to have developed
negative or positive emotions while taking the virtual tour. Even though the experience
did not offer high levels of immersion, the narrative content of the experience was able to
promote the participants’ affective connection with the city and get them to engage with its
social and environmental issues, a fact which is also supported by previous research [38–40].
Curiosity seemed to play a crucial role as an intrinsic motivation that led to the spontaneous
exploration of the points of interest and the seeking of information, with 61% of participants
reporting to feel curious about the topics introduced during the experience (Figure 5). To
get information, users engaged in exploratory behaviors that resulted in acquiring such
information. Regarding user engagement, user feedback suggests that the experience was
quite effective in sparking participants’ curiosity in the city. It was a motivational factor
in encouraging them to explore the content offered in the virtual tour thoroughly. The
participants’ familiarity with the city did not seem to affect user engagement significantly.
It did, however, appear to influence the set of hotspots users chose to interact with based
on their content being related to either contemporary Eleusis or historical Eleusis.

Even though the experience performed well in terms of user engagement, several
suggestions for improvements were made by users, especially regarding the informational
content’s structure and design. Considering participants’ reports about the informational
text and audio at each POI being quite long and disconnected from their accompanying
visuals, it is necessary to focus on designing the tour’s content more carefully. More
specifically, when it comes to variety, adding a larger photo gallery at each POI and
enriching and restructuring the textual information into more detailed sections would
provide users with a wider set of options, making the experience more versatile. Regarding
the tour’s design, there is room for improvement at a conceptual level as well. Designing
and incorporating linking mechanisms that connect POIs, locations, and the narrative could
drastically improve the user experience, adding a clearer intent and purpose to the user’s
exploration. Moreover, since users follow the tour virtually on their personal computers,
access to content sources and related material can be offered via links to external web
pages. Anyone who wants to dive deeper into a topic or get to know different aspects of
the location better can do so in a separate tab. These are only a few ideas we can implement
to enhance users’ interaction with the available content, thus making the overall experience
more engaging.

Limitations

This study used only one 360-degree virtual tour context for the survey: the city
of Eleusis. Further testing of other use cases is needed, as results and outcomes may
differ in different contexts. Different people may have different interests in different
360-degree virtual tour contexts. The experience content itself, as well as the content
production, may have affected the outcomes. As an example, several users commented
negatively on the narrator’s voice. Additionally, the lack of observations while users
viewed the tour experience did not allow us to analyze user reactions and behavior. Data
collection through observation of the users during the experience can greatly contribute to
a more comprehensive and in-depth understanding of how they might have perceived the
virtual tour.

7. Conclusions and Future Work

In conclusion, in this paper, we presented our approach to promoting user engagement
and stimulating users’ interest in locations that are typically not popular tourist destinations,
using a virtual tour that utilizes 360-degree panoramas and a non-guided narrative. Despite
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being around for decades in multiple contexts and formats, virtual tours are yet to be
considered a good alternative to the real cultural heritage and tourist sites they represent.
However, in the aftermath of the global pandemic of COVID-19, most cultural heritage
sites and tourist attractions have already acquired some type of online virtual tour. These
were regarded as a cost-effective and convenient solution to offer potential visitors access
to the site while the actual sites remained closed. In the case of our virtual experience,
the evaluation results indicate that, despite its weaknesses, it was able to spark curiosity
among users and activate their inner motivation to explore the city of Eleusis and its
unknown aspects. With the implementation of a few improvements, we are confident that
our proposed tour approach combining 360-degree photography with a narrative shows
true potential to create beautiful and engaging experiences capable of captivating users
who might be up for an “adventure” from the comfort of their homes.

The outcomes of the study presented in this work are promising for the use of virtual
tours combining 360-degree panoramas and narratives to promote visitor engagement.
There is a need to further explore the potential of this genre through more studies to
identify design elements and best practices when designing content. The interactivity of
the 360-degree photographs as well as the flexibility to combine other multimedia elements,
including 2D photos, videos, or audio as part of hotspots, supports versatility in design
and the possibility of experimenting with different approaches that maximize the potential
of the medium. Sociality may be an additional factor to intensify the engagement with the
experience. Cultural visits are mostly social experiences, as tourists rarely visit a destination
alone [53,54]. Supporting group visits for virtual tours of this type and adding user-to-
user interaction in the experience design is, consequently, another promising direction of
research. Virtual tours based on 360-degree panoramas are a cost-effective medium, the
potential of which has not yet been fully explored, and we hope our work will become an
incentive for additional future studies on this topic.

Author Contributions: Conceptualization, D.P. and A.K.; methodology, M.B. and D.P.; software,
C.L. and L.K.; validation, M.R. and A.K.; formal analysis, A.K.; investigation, D.P., M.B. and L.K.;
resources, Y.I. and M.R.; data curation, A.K. and D.P.; writing—original draft preparation, D.P.,
A.K. and L.K.; writing—review and editing, M.R.; visualization, A.K.; supervision, M.R.; project
administration, Y.I.; funding acquisition, Y.I. All authors have read and agreed to the published
version of the manuscript.

Funding: This research was co-funded by the European Regional Development Fund of the Eu-
ropean Union and Greek national funds through the Operational Program Competitiveness, En-
trepreneurship and Innovation, under the call RESEARCH—CREATE—INNOVATE (project code:
T1EDK-04277).

Institutional Review Board Statement: The study was conducted in accordance with the Declaration
of Helsinki and approved by the Ethics Committee of the Department of Informatics and Telecommu-
nications of the National and Kapodistrian University of Athens (protocol code DIT_220520_01 and
date of approval 20 May 2022).

Informed Consent Statement: Informed consent was obtained from all subjects involved in the study.

Data Availability Statement: The data presented in this study are available on request from the
corresponding author. The data are not publicly available due to the fact that the informed consent of
the evaluation participants has not been explicitly requested, and they have been informed that their
data will be used to inform the study results and not made public as they are.

Acknowledgments: We would like to thank the company “MENTOR” (https://mentorinculture.
com/) for the collaboration in the context of the Pros-Eleusis project to develop the content for the
virtual tour.

Conflicts of Interest: The authors declare no conflict of interest. The funders had no role in the design
of the study; in the collection, analyses, or interpretation of data; in the writing of the manuscript; or
in the decision to publish the results.

https://mentorinculture.com/
https://mentorinculture.com/


Multimodal Technol. Interact. 2023, 7, 51 19 of 20

References
1. Vayanou, M.; Katifori, A.; Chrysanthi, A.; Antoniou, A. Cultural Heritage and Social Experiences in the Times of COVID 19. In

Proceedings of the AVI2CH Workshop on Advanced Visual Interfaces and Interactions in Cultural Heritage co-located with 2020
International Conference on Advanced Visual Interfaces (AVI 2020), Island of Ischia, Italy, 29 September 2020.

2. Osman, A.; Abdul Wahab, N.; Ismail, M.H. Development and Evaluation of an Interactive 360 Virtual Tour for Tourist Destinations.
J. Inf. Technol. Impact 2009, 9, 173–182.

3. Prentice, R. Community-driven tourism planning and residents’ preferences. Tour. Manag. 1993, 14, 218–227. [CrossRef]
4. Ashworth, G.J. Heritage planning: An approach to managing historic cities. In Managing Historic Cities; International Cultural

Centre, Krakow 1993; pp. 27–53.
5. Ashworth, G.J.; Voogd, H. Marketing of tourism places: What are we doing? J. Int. Consum. Mark. 1994, 6, 5–19. [CrossRef]
6. Ashworth, G.J.; Dietvorst, A.G.J. Tourism and Spatial Transformations; Implications for Policy and Planning; CAB International, Oxon,

1995.
7. Poria, Y.; Butler, R.; Airey, D. The core of heritage tourism. Ann. Tour. Res. 2003, 30, 238–254. [CrossRef]
8. Herbert, D. Literary places, tourism and the heritage experience. Ann. Tour. Res. 2001, 28, 312–333. [CrossRef]
9. Poria, Y.; Airey, D.; Butler, R. Challenging the present approach to heritage tourism: Is tourism to heritage places heritage

tourism? Tour. Rev. 2001, 56, 51–53. [CrossRef]
10. Fonseca, F.P.; Ramos, R.A. Heritage tourism in peripheral areas: Development strategies and constraints. Tour. Geogr. 2012,

14, 467–493. [CrossRef]
11. Chhabra, D.; Healy, R.; Sills, E. Staged authenticity and heritage tourism. Ann. Tour. Res. 2003, 30, 702–719. [CrossRef]
12. Poria, Y.; Ashworth, G. Heritage attractions—A resource for conflicts. Ann. Tour. Res. 2009, 36, 522–525. [CrossRef]
13. Loureiro, S.M.C.; Sarmento, E.M. Place attachment and tourist engagement of major visitor attractions in Lisbon. Tour. Hosp. Res.

2019, 19, 368–381. [CrossRef]
14. Ezeuduji, I.O. Strategic event-based rural tourism development for sub-Saharan Africa. Curr. Issues Tour. 2015, 18, 212–228.

[CrossRef]
15. Leask, N. Curiosity and the Aesthetics of Travel-Writing, 1770–1840: ’From an Antique Land’; OUP: Oxford, UK, 2002.
16. Stagl, J. A History of Curiosity the Theory of Travel, 1550–1800; Routledge: London, UK; Taylor and Francis Group: New York, NY,

USA, 1995.
17. Pasternak, C. Biological Perspectives on Travel. In Why Travel? Bristol University Press: Bristol, UK, 2021; pp. 13–32.
18. Xu, F.; Tian, F.; Buhalis, D.; Weber, J. Marketing tourism via electronic games: Understanding the motivation of tourist players. In

Proceedings of the 2013 5th IEEE International Conference on Games and Virtual Worlds for Serious Applications (VS-GAMES),
Poole, UK, 11–13 September 2013; pp. 1–8.

19. Naylor, F.D. A state-trait curiosity inventory. Aust. Psychol. 1981, 16, 172–183. [CrossRef]
20. Ciasullo, M.V.; Tommasetti, R.; Troisi, O.; Vesci, M. Curiosity as Brazilian tourist motivation in visiting Europe. Rev. Bras. Pesqui.

Tur. 2019, 13, 140–160. [CrossRef]
21. Crompton, J.L. Motivations for pleasure vacation. Ann. Tour. Res. 1979, 6, 408–424. [CrossRef]
22. Bello, D.C.; Etzel, M.J. The role of novelty in the pleasure travel experience. J. Travel Res. 1985, 24, 20–26. [CrossRef]
23. Lee, T.H.; Crompton, J. Measuring novelty seeking in tourism. Ann. Tour. Res. 1992, 19, 732–751. [CrossRef]
24. Mayo, E.J.; Jarvis, L.P. The Psychology of Leisure Travel. Effective Marketing and Selling of Travel Services; CBI Publishing Company,

Inc.: Boston, MA, USA, 1981.
25. Cook, R.A.; Hsu, C.H.C.; Taylor, L.L. Part 1: The Traveling Public and Tourism Promoters. In The Business of Hospitality and Travel,

6th ed.; Pearson: Upper Saddle River, NJ, USA, 2017; Volume 6.
26. Hillier, B. The genetic code for cities: Is it simpler than we think? In Complexity Theories of Cities Have Come of Age: An Overview

with Implications to Urban Planning and Design; Springer: Berlin/Heidelberg, Germany, 2012; pp. 129–152.
27. Tsakiri, E.; Markou, M.; Moraitis, K.; Haniotou, H. Local development and cultural landscapes: Getting to know the inaccessible

villages of the greek war of independence. In Proceedings of the E3S Web of Conferences, Kazan, Russia, 21–28 April 2021; EDP
Sciences: Les Ulis, France, 2021; Volume 274, p. 01033.

28. Woodside, A.G.; Megehee, C.M. Travel storytelling theory and practice. Anatolia 2009, 20, 86–99. [CrossRef]
29. Sharma, A. Exploring Heritage of a Hill State-Himachal Pradesh, in India. Almatour.-J. Tour. Cult. Territ. Dev. 2015, 6, 35–62.
30. Bafadhal, A.S.; Hendrawan, M.R. Exploring the immersion and telepresence in gamified virtual tourism experience toward

tourist’s behaviour. In Proceedings of the Annual International Conference of Business and Public Administration (AICoBPA
2018); Atlantis Press: Dordrecht, The Netherlands, 2019; pp. 53–56.

31. Ioannides, D.; Gyimóthy, S. The COVID-19 crisis as an opportunity for escaping the unsustainable global tourism path. Tour.
Geogr. 2020, 22, 624–632. [CrossRef]

32. Resta, G.; Dicuonzo, F.; Karacan, E.; Pastore, D. The impact of virtual tours on museum exhibitions after the onset of COVID-19
restrictions: Visitor engagement and long-term perspectives. SCIRES-IT-Sci. Res. Inf. Technol. 2021, 11, 151–166.

33. El-Said, O.; Aziz, H. Virtual tours a means to an end: An analysis of virtual tours’ role in tourism recovery post COVID-19. J.
Travel Res. 2022, 61, 528–548. [CrossRef]

34. Brivio, E.; Serino, S.; Negro Cousa, E.; Zini, A.; Riva, G.; De Leo, G. Virtual reality and 360 panorama technology: A media
comparison to study changes in sense of presence, anxiety, and positive emotions. Virtual Real. 2021, 25, 303–311. [CrossRef]

http://doi.org/10.1016/0261-5177(93)90023-E
http://dx.doi.org/10.1300/J046v06n03_02
http://dx.doi.org/10.1016/S0160-7383(02)00064-6
http://dx.doi.org/10.1016/S0160-7383(00)00048-7
http://dx.doi.org/10.1108/eb058358
http://dx.doi.org/10.1080/14616688.2011.610147
http://dx.doi.org/10.1016/S0160-7383(03)00044-6
http://dx.doi.org/10.1016/j.annals.2009.03.003
http://dx.doi.org/10.1177/1467358418761211
http://dx.doi.org/10.1080/13683500.2013.787049
http://dx.doi.org/10.1080/00050068108255893
http://dx.doi.org/10.7784/rbtur.v13i3.1596
http://dx.doi.org/10.1016/0160-7383(79)90004-5
http://dx.doi.org/10.1177/004728758502400104
http://dx.doi.org/10.1016/0160-7383(92)90064-V
http://dx.doi.org/10.1080/13032917.2009.10518897
http://dx.doi.org/10.1080/14616688.2020.1763445
http://dx.doi.org/10.1177/0047287521997567
http://dx.doi.org/10.1007/s10055-020-00453-7


Multimodal Technol. Interact. 2023, 7, 51 20 of 20

35. Higuera-Trujillo, J.L.; Maldonado, J.L.T.; Millán, C.L. Psychological and physiological human responses to simulated and
real environments: A comparison between Photographs, 360 Panoramas, and Virtual Reality. Appl. Ergon. 2017, 65, 398–409.
[CrossRef]

36. Chirico, A.; Gaggioli, A. When Virtual Feels Real: Comparing Emotional Responses and Presence in Virtual and Natural
Environments. Cyberpsychol. Behav. Soc. Netw. 2019, 22, 220–226. [CrossRef]

37. Wagler, A.; Hanus, M.D. Comparing virtual reality tourism to real-life experience: Effects of presence and engagement on attitude
and enjoyment. Commun. Res. Rep. 2018, 35, 456–464. [CrossRef]

38. Bindman, S.W.; Castaneda, L.M.; Scanlon, M.; Cechony, A. Am I a bunny? The impact of high and low immersion platforms and
viewers’ perceptions of role on presence, narrative engagement, and empathy during an animated 360◦ video. In Proceedings
of the 2018 CHI Conference on Human Factors in Computing Systems, Montreal, QC, Canada, 21–26 April 2018; pp. 1–11.
[CrossRef]

39. Slater, M.D.; Johnson, B.K.; Cohen, J.; Comello, M.L.G.; Ewoldsen, D.R. Temporarily expanding the boundaries of the self:
Motivations for entering the story world and implications for narrative effects. J. Commun. 2014, 64, 439–455. [CrossRef]

40. Johnson, B.K.; Ewoldsen, D.R.; Slater, M.D. Self-Control Depletion and Narrative: Testing a Prediction of the TEBOTS Model.
Media Psychol. 2015, 18, 196–220. [CrossRef]

41. Experience Rome in Virtual Reality. Available online: https://www.youvisit.com/tour/rome (accessed on 16 November 2022).
42. Experience Austin, Texas in Virtual Reality. Available online: https://www.youvisit.com/tour/austin/81272 (accessed on 15

November 2022).
43. Experience the Forbidden City in Virtual Reality. Available online: https://www.youvisit.com/tour/chinatour/100444 (accessed

on 16 November 2022).
44. Miasto KRAKÓW—WOJ. MAŁOPOLSKIE|Prezentacja Panoramiczna. Available online: https://wirtualnyspacer.krakow.pl/

html5/index.php?id=52619 (accessed on 16 November 2022).
45. The Khumbu, Nepal. Available online: https://www.google.com/maps/about/behind-the-scenes/streetview/treks/khumbu/

(accessed on 10 November 2022).
46. Chandler, T.; Clulow, A. Modeling Virtual Angkor: An evolutionary approach to a single urban space. IEEE Comput. Graph. Appl.

2020, 40, 9–16. [CrossRef]
47. Virtual Angkor. Available online: https://www.virtualangkor.com/ (accessed on 16 November 2022).
48. Eleusinian Mysteries: The Secret Rites No One Dared Talk About. Available online: https://www.thecollector.com/the-

eleusinian-mysteries-ancient-greece/ (accessed on 11 May 2023).
49. Petousi, D.; Katifori, A.; Servi, K.; Roussou, M.; Ioannidis, Y. History education done different: A collaborative interactive digital

storytelling approach for remote learners. In Frontiers in Education; Frontiers Media SA: Lausanne, Switzerland, 2022; Volume 7,
p. 942834.

50. Petousi, D.; Katifori, A.; McKinney, S.; Perry, S.; Roussou, M.; Ioannidis, Y. Social bots of conviction as dialogue facilitators
for history education: Promoting historical empathy in teens through dialogue. In Proceedings of the Interaction Design and
Children, Athens, Greece, 24–30 June 2021; pp. 326–337.

51. Endacott, J.; Brooks, S. An updated theoretical and practical model for promoting historical empathy. Soc. Stud. Res. Pract. 2013,
8, 41–58. [CrossRef]

52. McKinney, S.; Perry, S.; Katifori, A.; Kourtis, V. Developing digital archaeology for young people: A model for fostering empathy
and dialogue in formal and informal learning environments. Commun. Past 2020, 12, 179.

53. Falk, J.H. The learning tourist: The role of identity-related visit motivations. Tour. Mar. Environ. 2011, 7, 223–232. [CrossRef]
54. Bond, N.; Falk, J. Tourism and identity-related motivations: Why am I here (and not there)? Int. J. Tour. Res. 2013, 15, 430–442.

[CrossRef]

Disclaimer/Publisher’s Note: The statements, opinions and data contained in all publications are solely those of the individual
author(s) and contributor(s) and not of MDPI and/or the editor(s). MDPI and/or the editor(s) disclaim responsibility for any injury to
people or property resulting from any ideas, methods, instructions or products referred to in the content.

http://dx.doi.org/10.1016/j.apergo.2017.05.006
http://dx.doi.org/10.1089/cyber.2018.0393
http://dx.doi.org/10.1080/08824096.2018.1525350
http://dx.doi.org/10.1145/3173574.3174031
http://dx.doi.org/10.1111/jcom.12100
http://dx.doi.org/10.1080/15213269.2014.978872
https://www.youvisit.com/tour/rome
https://www.youvisit.com/tour/austin/81272
https://www.youvisit.com/tour/chinatour/100444
https://wirtualnyspacer.krakow.pl/html5/index.php?id=52619
https://wirtualnyspacer.krakow.pl/html5/index.php?id=52619
https://www.google.com/maps/about/behind-the-scenes/streetview/treks/khumbu/
http://dx.doi.org/10.1109/MCG.2020.2982444
https://www.virtualangkor.com/
https://www.thecollector.com/the-eleusinian-mysteries-ancient-greece/
https://www.thecollector.com/the-eleusinian-mysteries-ancient-greece/
http://dx.doi.org/10.1108/SSRP-01-2013-B0003
http://dx.doi.org/10.3727/154427311X13195453163010
http://dx.doi.org/10.1002/jtr.1886

	Introduction
	Background
	Curiosity as a Motivation for Heritage Tourism
	Promoting a Destination for Heritage Tourism
	Engaging with a Destination through 360-Degree Panoramic Virtual Tours

	Experience Design
	The Use Case of the City of Eleusis
	Interface and Technology of the Web App
	Narrative Content

	Evaluation Methodology
	Process
	Participants
	Cultural Site Visiting Habits
	Connection with the City of Eleusis


	Analysis and Results
	Curiosity
	Engagement
	Reflection
	The Effect of Curiosity on Engagement
	The Effect of Familiarity with the City on Engagement

	Discussion
	Conclusions and Future Work
	References

