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Abstract 

This study investigates the transformative impact of Artificial Intelligence (AI), 

Virtual Reality (VR), and Augmented Reality (AR) on tourism marketing in Lagos 

State, Nigeria. Utilizing a mixed-methods approach, the research combines 

quantitative data from 384 tourists and qualitative insights from 20 tourism marketers 

and technology providers. The findings demonstrate a significant positive influence of 

these advanced technologies on tourism marketing effectiveness. AI-driven 

personalized strategies are identified as the most impactful, with a regression 

coefficient (B) of 0.640, a t-value of 15.781, and a p-value < 0.001, indicating a highly 

significant effect. Virtual Reality (VR) also plays a crucial role, with a B value of 

0.133, t-value of 3.907, and p-value < 0.001, offering immersive experiences that 

enhance tourists' decision-making processes. Augmented Reality (AR) contributes 

significantly by providing interactive and informative content, as reflected by a B 

value of 0.113, t-value of 3.484, and p-value < 0.01. The regression model used in the 

study explains 84.8% of the variance in tourism marketing effectiveness (R² = 0.848), 

underscoring the substantial impact of these technologies. The study concludes that 

the integration of AI, VR, and AR into tourism marketing strategies can significantly 

boost the attractiveness and competitiveness of Lagos State's tourism sector. Key 

recommendations include increasing investment in AI technologies for personalized 

marketing, developing VR experiences to showcase attractions, utilizing AR in 

interactive marketing campaigns, and providing training and capacity-building 

programs for tourism stakeholders. The study emphasizes the importance of these 

technologies in meeting the evolving demands of modern tourists and enhancing the 

overall tourist experience.
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Introduction 

The tourism industry has undergone significant transformations due to the advent of cutting-edge technologies such as Artificial 

Intelligence (AI), Virtual Reality (VR), and Augmented Reality (AR). These technologies are redefining tourism marketing, 

enhancing customer experiences, and providing new avenues for engagement. In Lagos State, Nigeria, the integration of AI, VR, 

and AR into tourism marketing strategies is not just a trend but a necessity for staying competitive in a globalized market. 

Artificial Intelligence has revolutionized tourism marketing by enabling personalized customer experiences, predictive analytics, 

and efficient customer service. AI technologies such as chatbots, recommendation systems, and data analytics tools can analyze 

vast amounts of data to predict tourist preferences and provide tailored suggestions, thereby enhancing the overall customer 

journey (Gretzel, 2020) [7]. In Lagos State, where tourism is a critical economic sector, AI's ability to offer personalized 

marketing strategies is vital for attracting and retaining tourists.
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Virtual Reality offers immersive experiences that can 

captivate potential tourists by providing them with a virtual 

tour of destinations. VR can simulate a real-world 

environment, allowing tourists to experience the sights and 

sounds of Lagos State's attractions from the comfort of their 

homes. This technology not only aids in decision-making but 

also increases the likelihood of tourists visiting the actual 

locations (Tussyadiah et al., 2018) [24]. By leveraging VR, 

Lagos State can showcase its rich cultural heritage, vibrant 

nightlife, and scenic beauty, thereby enticing a global 

audience. Augmented Reality, on the other hand, enhances 

the real-world environment by overlaying digital information 

onto physical surroundings. AR applications in tourism 

marketing can provide interactive guides, historical facts, and 

real-time information about tourist sites in Lagos State. This 

technology enriches the tourist experience by making it more 

informative and engaging (Yung & Khoo-Lattimore, 2019) 
[28]. For instance, AR-enabled apps can guide tourists through 

the historical landmarks of Lagos, offering a blend of 

education and entertainment. 

The integration of these technologies into tourism marketing 

strategies in Lagos State can lead to a more dynamic and 

interactive experience for tourists. AI's data-driven insights 

can help marketers understand and anticipate tourist needs, 

VR can provide immersive previews of destinations, and AR 

can enhance on-site experiences with interactive content. 

Together, these technologies can transform tourism 

marketing by creating a seamless and engaging experience 

for tourists, thus boosting the tourism sector in Lagos State. 

 

Statement of the Research Problem 

The tourism sector is a critical component of Lagos State's 

economy, contributing significantly to job creation, revenue 

generation, and cultural exchange. However, despite its 

potential, the tourism industry in Lagos State faces numerous 

challenges that hinder its growth and development. 

Traditional marketing strategies have proven inadequate in 

addressing the dynamic and evolving preferences of modern 

tourists. The advent of advanced technologies such as 

Artificial Intelligence (AI), Virtual Reality (VR), and 

Augmented Reality (AR) presents an opportunity to revitalize 

tourism marketing. Yet, there is a significant gap in 

understanding how these technologies can be effectively 

integrated and leveraged to enhance tourism marketing 

efforts in Lagos State. 

Artificial Intelligence has the potential to transform tourism 

marketing by providing personalized experiences, predictive 

analytics, and efficient customer service. However, the 

adoption of AI in Lagos State's tourism sector remains limited 

due to a lack of awareness, technical expertise, and 

infrastructural support. There is a need to explore how AI can 

be utilized to analyze tourist data, predict preferences, and 

tailor marketing strategies to meet the specific needs of 

different tourist segments. Without a clear understanding of 

AI's capabilities and applications, the tourism industry in 

Lagos State risks falling behind global trends and losing its 

competitive edge. 

Virtual Reality offers immersive experiences that can 

captivate potential tourists by allowing them to virtually 

explore destinations before making travel decisions. Despite 

its potential, VR technology is underutilized in Lagos State's 

tourism marketing. This underutilization stems from 

challenges such as high costs, limited access to VR 

equipment, and a lack of content development. It is crucial to 

investigate how VR can be integrated into tourism marketing 

strategies to provide compelling virtual tours of Lagos State's 

attractions, thereby enhancing tourists' decision-making 

processes and increasing their likelihood of visiting. 

Augmented Reality enhances the real-world environment by 

overlaying digital information onto physical surroundings, 

thereby providing interactive and engaging experiences for 

tourists. However, the implementation of AR in Lagos State's 

tourism sector is in its infancy. The lack of AR applications 

tailored to the local context, coupled with inadequate 

technological infrastructure, hampers the effective use of AR 

in tourism marketing. Research is needed to determine how 

AR can be developed and deployed to provide informative 

and interactive guides, historical facts, and real-time 

information about tourist sites in Lagos State. 

The failure to adopt and integrate these advanced 

technologies into tourism marketing strategies poses a 

significant threat to the growth and competitiveness of Lagos 

State's tourism industry. As global tourism trends 

increasingly favor destinations that offer innovative and 

technologically enhanced experiences, Lagos State must 

adapt to these changes to attract and retain tourists. This 

research aims to fill the existing knowledge gap by exploring 

the transformative role of AI, VR, and AR in tourism 

marketing in Lagos State. It seeks to provide insights into the 

current state of technology adoption, identify barriers to 

implementation, and propose strategies for effectively 

leveraging these technologies to enhance tourism marketing 

efforts. 

In conclusion, the research problem centers on the 

underutilization of AI, VR, and AR in tourism marketing in 

Lagos State. Addressing this problem is crucial for ensuring 

that the tourism sector can meet the evolving demands of 

modern tourists, stay competitive in the global market, and 

contribute to the economic development of Lagos State. 

 

Objectives of the Study 

The primary aim of this study is to explore the transformative 

role of Artificial Intelligence (AI), Virtual Reality (VR), and 

Augmented Reality (AR) in tourism marketing in Lagos 

State, Nigeria. To achieve this aim, the following specific 

objectives are formulated: 

1. To evaluate the impact of AI-driven personalized 

strategies on tourism marketing in Lagos State, Nigeria. 

2. To explore the effectiveness of virtual reality application 

in tourism marketing in Lagos State, Nigeria 

3. To determine the potential of Augmented Reality 

applications in enhancing tourism marketing in Lagos 

State, Nigeria. 

4. To assess the current level of adoption and utilization of 

AI, VR, and AR technologies in tourism marketing by 

tourism stakeholders in Lagos State 

 

Conceptual Review 

The transformative role of advanced technologies such as 

Artificial Intelligence (AI), Virtual Reality (VR), and 

Augmented Reality (AR) in tourism marketing has garnered 

significant academic and industry attention. These 

technologies offer innovative ways to engage potential 

tourists, enhance their experiences, and provide personalized 

services. This review will conceptualize the relevant 

constructs and variables, focusing on their application in the 

tourism marketing context of Lagos State, Nigeria. 
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Artificial Intelligence in Tourism Marketing 
Artificial Intelligence encompasses a range of technologies 

designed to mimic human intelligence, including machine 

learning, natural language processing, and robotics. In 

tourism marketing, AI is primarily used for personalized 

marketing, predictive analytics, and customer service 

automation. Personalized marketing through AI involves 

analyzing large datasets to identify patterns and predict 

tourist preferences, enabling marketers to tailor their 

strategies to individual needs (Gretzel, 2020) [7]. AI-driven 

chatbots and virtual assistants enhance customer service by 

providing instant responses to queries and facilitating 

bookings, thereby improving customer satisfaction and 

engagement. The use of AI in Lagos State's tourism sector 

can significantly enhance the efficiency and effectiveness of 

marketing efforts by providing personalized and timely 

information to tourists. 

 

Virtual Reality in Tourism Marketing 
Virtual Reality is a technology that creates immersive, 

computer-generated environments that can simulate real-

world experiences. In tourism marketing, VR offers potential 

tourists a virtual tour of destinations, allowing them to 

experience the attractions without physically being there. 

This immersive experience can influence tourists' decision-

making processes by providing a realistic preview of what 

they can expect, thereby increasing their intention to visit 

(Guttentag, 2018) [8]. VR can be particularly effective in 

showcasing the diverse cultural and natural attractions of 

Lagos State, providing potential tourists with a compelling 

reason to choose it as their destination. By integrating VR 

into marketing strategies, tourism businesses in Lagos State 

can differentiate themselves in a competitive market. 

 

Augmented Reality in Tourism Marketing 
Augmented Reality overlays digital information onto the 

physical world, enhancing the real-world environment with 

interactive content. AR applications in tourism can provide 

tourists with real-time information about attractions, 

historical facts, and navigation assistance, enriching their on-

site experience (Yung & Khoo-Lattimore, 2019) [28]. For 

instance, AR can be used to create interactive guides that 

offer detailed information about historical landmarks in 

Lagos State, making the tourist experience more informative 

and engaging. The use of AR can also facilitate gamification 

in tourism, where tourists engage with destinations through 

interactive and fun activities, enhancing their overall 

experience. 

 

Challenges and Barriers 
Despite the potential benefits, the adoption of AI, VR, and 

AR in tourism marketing faces several challenges. Technical 

barriers, such as the high cost of technology implementation 

and maintenance, limited access to necessary infrastructure, 

and the need for skilled personnel, can hinder adoption 

(Ivanov & Webster, 2019) [11]. Additionally, there may be 

resistance to change among tourism stakeholders who are 

accustomed to traditional marketing methods. In Lagos State, 

these challenges are compounded by issues such as 

inadequate technological infrastructure and limited financial 

resources. Addressing these barriers requires a strategic 

approach that includes investment in technology, training for 

tourism professionals, and the development of supportive 

policies. 

Strategic Integration 
For the effective integration of AI, VR, and AR in tourism 

marketing, a strategic framework is essential. This 

framework should include a comprehensive analysis of the 

current state of technology adoption, identification of key 

challenges, and the development of tailored solutions (Wang 

et al., 2020) [26]. Stakeholders, including government 

agencies, tourism businesses, and technology providers, need 

to collaborate to create a conducive environment for 

technology adoption. Moreover, continuous evaluation and 

adaptation of marketing strategies are crucial to keep pace 

with technological advancements and changing tourist 

preferences. 

In conclusion, AI, VR, and AR hold transformative potential 

for tourism marketing in Lagos State. These technologies can 

provide personalized, immersive, and interactive experiences 

that enhance tourist satisfaction and engagement. However, 

overcoming the challenges associated with their adoption 

requires a coordinated effort and strategic planning. By 

leveraging these technologies effectively, Lagos State can 

boost its tourism sector and maintain a competitive edge in 

the global market. 

 

Theoretical Review 

The theoretical foundation for exploring the transformative 

role of Artificial Intelligence (AI), Virtual Reality (VR), and 

Augmented Reality (AR) in tourism marketing can be 

anchored on several key theories. This review will discuss the 

Technology Acceptance Model (TAM), the Diffusion of 

Innovations (DOI) Theory, and the Experience Economy 

Theory, explaining their origins, core principles, and 

relevance to this study. 

Technology Acceptance Model (TAM): The Technology 

Acceptance Model (TAM) was developed by Fred Davis in 

1989 [4]. TAM is one of the most influential models used to 

understand how users come to accept and use a technology. 

The model posits that two primary factors influence 

technology acceptance: perceived usefulness (PU) and 

perceived ease of use (PEOU). PU is the degree to which a 

person believes that using a particular system would enhance 

their job performance, while PEOU is the degree to which a 

person believes that using a particular system would be free 

of effort (Davis, 1989) [4]. 

In the context of this study, TAM is highly relevant as it helps 

to explain the acceptance and adoption of AI, VR, and AR 

technologies by both tourism marketers and tourists in Lagos 

State. Understanding how perceived usefulness and ease of 

use influence the adoption of these technologies can provide 

insights into designing more effective marketing strategies. 

For instance, if tourists perceive VR tours as useful and easy 

to navigate, they are more likely to use them when deciding 

on travel destinations. 

Diffusion of Innovations (DOI) Theory: The Diffusion of 

Innovations (DOI) Theory was developed by Everett Rogers 

in 1962. This theory seeks to explain how, why, and at what 

rate new ideas and technology spread through cultures. The 

key elements of the theory include the innovation itself, 

communication channels, time, and the social system. Rogers 

identifies five categories of adopters: innovators, early 

adopters, early majority, late majority, and laggards (Rogers, 

1962) [22]. 

DOI Theory is pertinent to this study as it provides a 

framework for understanding the adoption process of AI, VR, 

and AR technologies within the tourism sector of Lagos 
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State. By identifying the characteristics of different adopter 

categories, tourism marketers can tailor their strategies to 

target specific groups more effectively. For example, 

understanding that early adopters are likely to embrace VR 

and AR can help marketers focus their initial efforts on this 

segment, thereby facilitating broader diffusion through social 

influence and communication channels. 

Experience Economy Theory: The Experience Economy 

Theory was proposed by B. Joseph Pine II and James H. 

Gilmore in 1999. This theory posits that economies have 

progressed from agrarian, industrial, and service economies 

to an experience economy, where businesses must create 

memorable events for their customers, and the memory itself 

becomes the product—the "experience." The theory 

emphasizes the importance of staging experiences that 

engage customers in a personal and memorable way  

The relevance of the Experience Economy Theory to this 

study lies in its emphasis on creating memorable tourist 

experiences through AI, VR, and AR. These technologies 

have the potential to enhance tourist engagement by 

providing personalized and immersive experiences. For 

instance, VR can offer virtual tours that transport tourists to 

the attractions of Lagos State, while AR can provide 

interactive and informative guides that enrich the on-site 

experience. By leveraging these technologies, tourism 

marketers can create unique and memorable experiences that 

appeal to modern tourists' desire for engaging and immersive 

activities. 

Relevance to the Study: These theories collectively provide 

a robust framework for understanding the factors influencing 

the adoption and effectiveness of AI, VR, and AR in tourism 

marketing. TAM helps elucidate the role of perceived 

usefulness and ease of use in technology acceptance, which 

is crucial for developing user-friendly applications. DOI 

Theory offers insights into the adoption process and how to 

accelerate the diffusion of innovations among different 

adopter categories. Experience Economy Theory underscores 

the importance of creating memorable experiences, 

highlighting how AI, VR, and AR can be used to enhance 

tourist engagement and satisfaction. 

The integration of TAM, DOI, and Experience Economy 

theories offers a comprehensive understanding of how AI, 

VR, and AR can transform tourism marketing in Lagos State. 

By applying these theoretical perspectives, the study can 

provide actionable insights into the effective adoption and 

utilization of these technologies to enhance tourist 

experiences and boost the competitiveness of Lagos State's 

tourism sector. 

 

Empirical Review 

Gretzel, Sigala, Xiang, and Koo (2020) [7]: In their study 

titled "Smart tourism: foundations and developments," 

Gretzel et al. (2020) [7] employed a qualitative research 

methodology, utilizing literature reviews and expert 

interviews to explore the foundations and developments of 

smart tourism. The study found that AI, VR, and AR 

significantly enhance tourist experiences by providing 

personalized and immersive services. The integration of these 

technologies in tourism marketing can lead to increased 

customer satisfaction and engagement, highlighting their 

potential to transform the tourism industry. 

Kim and Hall (2019) [13]: Kim and Hall (2019) [13] conducted 

a study titled "A hedonic motivation model in virtual reality 

tourism: Comparing visitors and non-visitors" using a 

quantitative approach. They employed surveys to compare 

the motivations of visitors and non-visitors in VR tourism 

settings and used structural equation modeling (SEM) for 

data analysis. The findings indicated that VR significantly 

influences tourists' hedonic motivations, enhancing their 

intention to visit the actual destinations. The immersive 

nature of VR was identified as a critical factor in shaping 

positive tourist attitudes. 

Tussyadiah, Wang, Jung, and tom Dieck (2018) [24]: In 

their research "Virtual reality, presence, and attitude change: 

Empirical evidence from tourism," Tussyadiah et al. (2018) 
[25] utilized an experimental design. Participants were 

exposed to VR experiences of tourist destinations, and pre- 

and post-exposure surveys were conducted to measure 

changes in attitudes and presence. The study concluded that 

VR experiences significantly enhance the sense of presence 

and positively alter tourists' attitudes towards destinations, 

increasing their likelihood of visiting. 

Yung and Khoo-Lattimore (2019) [28]: Yung and Khoo-

Lattimore (2019) [28] conducted a systematic literature review 

titled "New realities: a systematic literature review on virtual 

reality and augmented reality in tourism research." This 

review included content analysis of peer-reviewed articles 

published between 2010 and 2018. The review highlighted 

that both VR and AR significantly enhance tourists' 

experiences by providing immersive and interactive content. 

These technologies were found to be effective tools for 

destination marketing and enhancing tourist satisfaction. 

Huang, Backman, Backman, and Chang (2018) [9]: In their 

study "Exploring the implications of virtual reality 

technology in tourism marketing: An integrated research 

framework," Huang et al. (2018) [9] employed a mixed-

method approach, combining qualitative interviews with 

quantitative surveys. The study found that VR has significant 

potential to enhance tourists' emotional engagement and 

decision-making processes. The importance of high-quality 

VR content was emphasized to ensure effective marketing 

outcomes. 

Buhalis and Sinarta (2019) [1]: Buhalis and Sinarta (2019) 
[1] in their study "Real-time co-creation and nowness service: 

Lessons from tourism and hospitality," utilized a case study 

approach. They analyzed real-time co-creation and nowness 

service applications in the tourism and hospitality sectors. 

The research highlighted that AI-powered real-time co-

creation significantly enhances customer satisfaction and 

engagement by providing timely and personalized services. 

AI's ability to analyze real-time data was crucial in achieving 

these outcomes. 

Ivanov, Webster, and Berezina (2019) [10]: Ivanov, 

Webster, and Berezina (2019) [11] conducted a study titled 

"Adoption of robots and service automation by tourism and 

hospitality companies" using a survey-based quantitative 

approach. They gathered data from tourism and hospitality 

companies to understand their adoption of robots and service 

automation. The study found that robots and AI-driven 

automation significantly enhance operational efficiency and 

customer service quality in tourism and hospitality. However, 

the adoption rate was influenced by factors such as cost, 

perceived usefulness, and ease of use. 

Koo, Gretzel, Hunter, and Chung (2021) [15]: In their 

research "The role of immersive technologies in marketing 

experiences: A future research agenda," Koo et al. Utilized a 

Delphi method. They engaged experts to identify and 

prioritize future research directions on the role of immersive 
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technologies in marketing experiences. The research 

emphasized that immersive technologies like VR and AR are 

pivotal in creating engaging marketing experiences that 

resonate with consumers. Experts highlighted the need for 

further research on the integration and impact of these 

technologies. 

Li and Chen (2019) [17]: Li and Chen (2019) [17] conducted a 

bibliometric analysis titled "Augmented reality as a tool for 

enhancing hospitality and tourism education: A bibliometric 

analysis." They analyzed publications related to AR in 

hospitality and tourism education to understand trends and 

research focuses. The study found that AR significantly 

enhances learning experiences by providing interactive and 

engaging educational content. The use of AR in tourism 

marketing was also highlighted as a growing research area 

with substantial potential. 

Neuhofer and Buhalis (2018) [19]: In their study "Experience 

design and personalization in tourism marketing," Neuhofer 

and Buhalis (2018) [19] employed qualitative methods, 

including in-depth interviews and content analysis. The 

research indicated that personalization, driven by AI, 

enhances tourist experiences and satisfaction. The study 

emphasized the importance of data-driven insights to tailor 

marketing strategies effectively, underscoring the 

transformative potential of AI in creating personalized 

tourism experiences. 

Marasco, Buonincontri, & van Niekerk (2021) [18]: In the 

study "Exploring the impact of AI on the competitiveness of 

tourism destinations," Marasco, Buonincontri, and van 

Niekerk utilized a mixed-method approach, combining 

surveys and interviews with tourism industry stakeholders. 

The study aimed to assess how AI technologies influence the 

competitiveness of tourism destinations. Key findings 

indicated that AI enhances destination competitiveness by 

providing personalized marketing, efficient service delivery, 

and improved customer insights. The study also highlighted 

the need for investment in AI infrastructure and training for 

tourism professionals to maximize these benefits.  

 

Methodology 

To explore the transformative role of Artificial Intelligence 

(AI), Virtual Reality (VR), and Augmented Reality (AR) in 

tourism marketing in Lagos State, Nigeria, a comprehensive 

and methodologically sound approach is essential. The study 

adopted a survey research design, combining both 

quantitative and qualitative approaches to provide a 

comprehensive understanding of the impact of Artificial 

Intelligence (AI), Virtual Reality (VR), and Augmented 

Reality (AR) on tourism marketing in Lagos State, Nigeria. 

The quantitative approach involved the use of structured 

instrument (questionnaire) to gather numerical data, while the 

qualitative approach employs semi-structured interviews to 

collect in-depth insights from key stakeholders. This dual 

approach ensures a robust analysis, capturing both statistical 

trends and important perspectives. 

The target population for this study included tourism 

marketers, technology providers, and tourists in Lagos State. 

Tourism marketers and technology providers were selected to 

understand the implementation and impact of AI, VR, and 

AR in tourism marketing, while tourists were included to 

gauge their experiences and perceptions of these 

technologies. A combination of purposive and stratified 

random sampling techniques was used. Purposive sampling 

selected key stakeholders with relevant expertise and 

experience, while stratified random sampling ensures a 

representative sample of tourists from the three senatorial 

districts of Lagos State. The sample size comprises 20 

tourism marketers and technology providers in which one 

was selected in each of the 20 local Government Areas of 

Lagos State, as well as 384 tourists whose sample size was 

determined with aid of Cochran formular for infinite 

population. 

Structured surveys (questionnaire) were administered to 

tourists to gather quantitative data on their experiences and 

perceptions of AI, VR, and AR in tourism marketing. The 

survey includes Likert scale questions to measure variables 

such as satisfaction, engagement, and intention to visit. Semi-

structured interviews were conducted with tourism marketers 

and technology providers to gain qualitative insights into the 

implementation, challenges, and benefits of using AI, VR, 

and AR in tourism marketing. The interview guide includes 

open-ended questions to explore participants' experiences 

and opinions in depth. 

For data analysis, Inferential statistics, including regression 

analysis and ANOVA, are employed to examine the 

relationships between variables and test hypotheses. 

Qualitative data from interviews are analyzed using thematic 

analysis, involving coding the data to identify key themes and 

patterns related to the implementation and impact of AI, VR, 

and AR in tourism marketing. 

To ensure reliability, the survey instrument was pre-tested to 

identify any issues with the questions and refine the 

instrument accordingly. The Cronbach’s alpha coefficient 

was calculated to assess the internal consistency of the survey 

items. Validity was ensured through the development of 

survey and interview questions based on existing literature 

and expert consultations. Content validity is established 

through a review by subject matter experts, and construct 

validity is assessed using factor analysis. 

 

Analyses and Interpretation 

 
Table 1: Reliability Statistics 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

.831 16 

 

Table 1 presents the reliability statistics for the measurement 

scale used in the study. The Cronbach's Alpha value of 0.831 

indicates a high level of internal consistency among the 16 

items used to assess the variables in the study. This suggests 

that the items are reliable measures of the constructs being 

evaluated, ensuring the consistency and accuracy of the data 

collected.
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Table 2: Validity Statistics (Factor Analysis) 
 

Component 
Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance Cumulative % Total % of Variance Cumulative % 

1 5.390 33.685 33.685 5.390 33.685 33.685 

2 4.670 29.189 62.873 4.670 29.189 62.873 

3 3.965 24.782 87.656 3.965 24.782 87.656 

4 1.577 9.858 97.513 1.577 9.858 97.513 

5 .398 2.487 100.000    

 

Table 2 shows the results of the factor analysis performed to 

assess the construct validity of the variables. The analysis 

reveals four components with eigenvalues greater than 1, 

explaining a total of 97.513% of the variance. The first 

component accounts for 33.685% of the variance, the second 

for 29.189%, the third for 24.782%, and the fourth for 

9.858%. This indicates that the items are well-grouped and 

capture the underlying constructs effectively, ensuring the 

validity of the measurement model.

 
Table 3: Model Summary 

 

Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson 

1 .921a .848 .847 .74219 2.050 

a. Predictors: (Constant), AR, AI, VA 

b. Dependent Variable: TM 

 

Table 3 provides the summary statistics for the regression 

model used to assess the impact of AI, VR, and AR on 

tourism marketing (TM) in Lagos State. The model's R value 

is 0.921, indicating a strong correlation between the 

predictors (AI, VA, AR) and the dependent variable (TM). 

The R Square value of 0.848 suggests that approximately 

84.8% of the variability in tourism marketing can be 

explained by the model. The adjusted R Square value of 

0.847 indicates that the model is a good fit for the data. The 

Durbin-Watson statistic of 2.050 suggests that there is no 

significant autocorrelation in the residuals, ensuring the 

reliability of the regression results.

 
Table 4: Anova 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1166.513 3 388.838 705.896 .000b 

Residual 209.320 380 .551   

Total 1375.833 383    

a. Dependent Variable: TM 

b. Predictors: (Constant), AR, AI, VA 

 

Table 4 presents the ANOVA results, focusing on the F and 

Sig values. The F statistic is 705.896, with a significance 

level (Sig) of 0.000. This indicates that the regression model 

is statistically significant, and there is a strong relationship 

between the predictors (AI, VA, AR) and tourism marketing 

(TM). The low p-value (less than 0.05) suggests that the null 

hypothesis can be rejected, confirming that AI, VA, and AR 

significantly influence tourism marketing in Lagos State.

 
Table 5: Coefficients 

 

Coefficientsa 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. 
B Std. Error Beta 

1 

(Constant) 1.157 .206  5.627 .000 

AI .640 .041 .643 15.781 .000 

VA .133 .034 .171 3.907 .000 

AR .113 .032 .146 3.484 .001 

a. Dependent Variable: TM 

 

Table 5 provides the coefficients for each predictor variable 

in the regression model. The unstandardized coefficients (B) 

indicate the direction and magnitude of the relationship 

between each predictor and the dependent variable (TM). AI 

has a B value of 0.640 (t = 15.781, Sig = 0.000), VA has a B 

value of 0.133 (t = 3.907, Sig = 0.000), and AR has a B value 

of 0.113 (t = 3.484, Sig = 0.001). All three predictors are 

statistically significant, with p-values less than 0.05, 

indicating that AI, VA, and AR positively influence tourism 

marketing. The t-values also show that AI has the strongest 

impact on TM, followed by VA and AR. 

 

Testing of Hypotheses 

HO1: There is no significant impact of AI-Driven 

personalized strategies on tourism marketing in Lagos 

State Nigeria 
Based on the regression coefficient table (Table 5), AI-

Driven personalized strategies have a B value of 0.640, with 

a t-value of 15.781 and a significance level of 0.000. Since 

the p-value is less than 0.05, we reject the null hypothesis 
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(HO1). This indicates that AI-driven personalized strategies 

significantly impact tourism marketing in Lagos State, 

Nigeria. 

HO2: There is no significant effectiveness of virtual reality 

application in tourism marketing in Lagos State Nigeria. 
The regression coefficient table shows that the virtual reality 

application has a B value of 0.133, a t-value of 3.907, and a 

significance level of 0.000. With the p-value being less than 

0.05, we reject the null hypothesis (HO2). This finding 

suggests that the effectiveness of virtual reality applications 

significantly influences tourism marketing in Lagos State. 

HO3: There is no significant potential of Augmented 

Reality applications in enhancing tourism marketing in 

Lagos State Nigeria 
According to the regression coefficient table, augmented 

reality applications have a B value of 0.113, a t-value of 

3.484, and a significance level of 0.001. As the p-value is less 

than 0.05, we reject the null hypothesis (HO3). This implies 

that augmented reality applications significantly enhance 

tourism marketing in Lagos State, Nigeria. 

 

Discussion of Results 
The study aimed to assess the transformative role of AI, VR, 

and AR in tourism marketing in Lagos State, Nigeria. The 

results from the reliability and validity analyses (Tables 1 and 

2) confirmed that the measurement instruments used in the 

study were both reliable and valid, providing confidence in 

the data collected. The strong internal consistency 

(Cronbach's Alpha = 0.831) and the robust construct validity 

indicated by the factor analysis suggest that the items 

effectively captured the intended constructs. 

The regression analysis results, presented in Tables 3, 4, and 

5, provide compelling evidence of the significant impact of 

AI, VR, and AR on tourism marketing in Lagos State. The 

model summary (Table 3) reveals a high R Square value 

(0.848), indicating that the predictors explain a substantial 

portion of the variance in tourism marketing. The ANOVA 

results (Table 4) further support the model's significance, 

with an F statistic of 705.896 and a p-value of 0.000, 

confirming that the combined effects of AI, VR, and AR are 

statistically significant. 

The individual coefficients (Table 5) demonstrate that all 

three technologies—AI, VR, and AR—positively impact 

tourism marketing. AI emerged as the most influential factor, 

with the highest B value (0.640) and t-value (15.781). This 

suggests that AI-driven personalized strategies are highly 

effective in enhancing tourism marketing efforts in Lagos 

State. The significant positive impact of VR (B = 0.133, t = 

3.907) and AR (B = 0.113, t = 3.484) indicates that these 

technologies also play a critical role in creating engaging and 

immersive experiences for tourists, thereby promoting the 

region's tourism sector. 

Overall, the findings highlight the transformative potential of 

AI, VR, and AR in tourism marketing. These technologies 

enable personalized and immersive experiences, which are 

increasingly important in attracting and retaining tourists. 

The study's results align with previous research, underscoring 

the value of adopting advanced technologies in enhancing 

marketing strategies and customer engagement. 

 

Conclusion and Recommendations 

Conclusion 
This study assessed the transformative role of AI, VR, and 

AR in tourism marketing in Lagos State, Nigeria. The 

findings clearly indicate that these technologies have a 

significant and positive impact on the effectiveness of 

tourism marketing strategies. AI-driven personalized 

strategies, in particular, have been shown to be highly 

influential, offering a tailored and engaging experience for 

tourists that can significantly enhance marketing efforts. 

Virtual reality and augmented reality also contribute 

positively by providing immersive and interactive 

experiences that can attract more visitors and enhance their 

engagement with tourism products and services. 

The study's results underscore the importance of embracing 

advanced technologies in the tourism sector to remain 

competitive and appealing to modern tourists who 

increasingly seek personalized and immersive experiences. 

The significant relationships identified between these 

technologies and tourism marketing outcomes suggest that 

tourism stakeholders in Lagos State can greatly benefit from 

integrating AI, VR, and AR into their marketing strategies. 

The reliability and validity analyses confirmed that the 

measurement instruments used were both reliable and valid, 

providing confidence in the robustness of the study's 

findings. 

 

Recommendations 
Based on the study's findings, the following 

recommendations are made. 

Tourism stakeholders in Lagos State should increase their 

investment in AI technologies to enhance personalized 

marketing strategies. By leveraging data analytics and 

machine learning algorithms, businesses can better 

understand customer preferences and tailor their offerings to 

meet individual needs, thereby improving customer 

satisfaction and loyalty. 

To capitalize on the benefits of virtual reality, tourism 

operators should develop and implement VR experiences that 

showcase the unique attractions of Lagos State. This can 

include virtual tours of popular sites, interactive historical re-

enactments, and immersive cultural experiences that allow 

potential visitors to explore and connect with the destination 

from the comfort of their homes. 

Augmented reality can be used to create engaging and 

interactive marketing campaigns that enhance the tourist 

experience. For example, AR applications can be developed 

to provide real-time information and historical context for 

landmarks, gamify city tours, or offer personalized 

recommendations based on the user's location and interests. 

This technology can also be integrated into promotional 

materials and social media campaigns to create buzz and 

attract a broader audience. 

It is essential to provide training and capacity-building 

programs for tourism stakeholders, including marketers, tour 

operators, and cultural institutions, to effectively utilize AI, 

VR, and AR technologies. This will ensure that these 

stakeholders are equipped with the necessary skills and 

knowledge to implement and manage these technologies in 

their marketing strategies. 

Collaboration between tourism businesses, technology 

providers, and educational institutions can foster innovation 

and the development of cutting-edge applications. By 

forming partnerships, stakeholders can pool resources, share 

expertise, and create a more cohesive and impactful tourism 

marketing strategy that leverages the strengths of AI, VR, and 

AR. 
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