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Abstract: The coronavirus (COVID-19) pandemic and recent economic recession have been impacting
many people’s mental health. The experience of social distancing created new hardships for people
who already reported symptoms of depression or anxiety. In these circumstances, new technologies,
such as immersive virtual reality (VR) videos, could serve as useful tools for facilitating interac-
tions, emotional sharing, and information processing within a virtual environment. In this study,
researchers aimed to enrich the information processing literature by focusing on the uses and grati-
fications of 360-degree VR videos during the pandemic. Through employing survey research with
1422 participants located in the U.S. and structural equation modeling for data analysis, this study
found that five types of gratification, including utilitarian (i.e., navigation), hedonic (i.e., enjoyment),
sensual (i.e., realism), social (i.e., community), and symbolic (i.e., coolness), significantly motivated
users to use such immersive videos. Simultaneously, data demonstrated that these five types of
gratification could influence users’ cognitive engagement with virtual content. In addition, such VR
engagement facilitated users’ positive attitudes toward immersive videos and continued usage of
them. The findings provided practical implications for COVID-19 global recovery as well.

Keywords: COVID-19; engagement; global recovery; gratifications; immersive videos; virtual reality

1. Introduction

When billions were made to isolate individuals at home during the coronavirus
(COVID-19) pandemic, it gave rise to new technologies, such as virtual reality (VR). VR,
defined as a communication platform that enables audiences to interact with a computer-
generated, three-dimensional virtual environment [1], has helped numerous people to get
through their challenging quarantine lives. For instance, Baker et al. [2] found that VR
not only helped individuals engage with their families via virtual travel, but also created
shared experiences with family members in real life. Meanwhile, VR spurred an economic
recovery during the post-COVID-19 period [3]. Shaped by the COVID-19 crisis, the global
VR market was expected to surge rapidly from $6.30 billion in 2021 to $84.09 billion in
2028 [4]. In 2021, more than 171 million users worldwide had adopted VR, 58.9 million
Americans used it more than once per month in 2021, and the number of active users will
reach 65.9 million in 2023 [5].

With the development of VR and 360-degree platforms, more and more organizations
have started incorporating VR-enabled 360-degree technology in their health promotion,
marketing, and crisis communication campaigns to create engaging information to connect
with their stakeholders [6–8]. For example, the British Broadcasting Corporation (BBC)
recently designed a 360-degree VR video to raise awareness about mental health issues [9].
In this video, the audience could directly experience the main character’s first-person
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perspective (the character had anxiety issues) by dragging the mouse around to get the
desired angle [9].

Researchers found that 360-degree video, as VR-powered production technology,
could enrich immersive storytelling [10], increase transportation in the mediated environ-
ment [11], create visual realism [12], enhance audience engagement [8], and ultimately
generate persuasive outcomes [6]. Engagement here refers to “a mental state that is ac-
companied by active and sustained, even complex, cognitive processing” [13] (p. 923).
In the digitally mediated communication context, engagement has a significant influence
on users’ decision making [7], since such engagement with mediated environments can
provide audiences with opportunities to negotiate the meanings of media information and
create dialogues through new forms of immersive media content [14]. As engagement is
connected to these persuasive effects, scholars have begun to explore the factors that affect
individuals’ engagement with the immersive media content, including users’ authentic VR
experiences [15] and individual personalities, such as an immersive tendency [8]. However,
the antecedents or outcomes of VR engagement were not fully investigated within the con-
text of virtual content during crises before our study. Which gratifications might motivate
users to engage in VR videos remained unknown till now. Few studies have ever focused
on the shared VR experiences during the pandemic and discussed the global recovery via
VR videos.

To address these research gaps, we built upon previous literature [16,17] and applied
uses and gratifications (U&G) theory as a theoretical explanation to examine five types of
gratification sought (i.e., utilitarian, hedonic, sensual, social, and symbolic gratifications)
with the 360-degree VR video. Data were collected through a cross-sectional survey of
1422 nationally representative participants in the United States.

The purposes of this study were threefold. First, we aimed to enhance the U&G
approach in virtual communication by examining how sought gratifications are associated
with users’ engagement with 360-degree immersive videos. Second, we intended to shed
light on the information processing during the COVID-19 pandemic by addressing the
strategic use of the 360-degree immersive videos and promulgating that users’ engagement
with such immersive videos might assist users in forming positive attitudes toward them
and continued use (as shown in Figure 1). Finally, the findings of this research also provide
practical implications for global recovery from the pandemic and offer suggestions for VR
businesses, practitioners, and individuals within the crisis.

Figure 1. The conceptual model.
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2. Literature Review
2.1. Uses and Gratifications Theory

U&G theory has been one of the most applied theories in communication research. It
can explain how individuals use media to fulfill their needs, the motivations for their media
usage, and the functions or outcomes resulting from needs, motivations, and behavior [18].
Individuals’ needs are divided into five categories: cognitive, social integrative, affective,
personal integrative, and tension-release needs [19]. Early U&G studies were mainly
descriptive and focused on identifying motivations of media usage, whereas later research
was more systematic and examined the effects of media usage [20]. The U&G approach
has been widely applied to various media platforms in communication studies, such as
newspapers [21], television [22], the Internet [23], and social media [24].

More recently, building upon Katz et al.’s classification [18], Rauschnabel [16] proposed
a theoretical framework focusing on utilitarian (i.e., cognitive need), hedonic (i.e., tension-
release need), sensual (i.e., affective need), social (i.e., social integrative need), and symbolic
(i.e., personal integrative need) gratifications and applied this framework to augmented
reality (AR) smart glasses. Given that AR and VR share similar operational modes and
development principles [25], a couple of researchers began to use the U&G approach to
study the usage and gratifications of VR technology. For example, Kim and Lee [26] adopted
the U&G approach to examine how and why individuals experience 360-degree VR art
and found that pursuing learning from entertainment is immersive. According to Pantano
and Corvello [27], when travelers derive enjoyment from their VR experiences, their
decisions are affected by their VR tours. Drawing from Rauschnabel’s [16] categorization
of gratifications and previous literature on VR gratifications (see a summary in Table 1),
we adopted the utilitarian, hedonic, sensual, social, and symbolic gratifications as five
dimensions to explore users’ motivations of using VR videos. Relevant literature on these
gratifications and their associations with VR engagement are presented below.

Table 1. Gratifications studied in previous VR research.

Literature VR Applications
Types of Gratifications

Utilitarian Hedonic Sensual Social Symbolic

Alzayat and Lee (2021) [28] VR retail
environment

√ √

Herz and Rauschnabel
(2019) [29] VR glasses

√ √

Kim and Lee (2021) [26] 360◦ VR art
√ √

Kim et al., (2020) [15] VR tourism
√ √

Wreford et al., (2019) [30] VR event
√ √

Zhang et al., (2019) [31] Virtual try-on
√ √

Ball et al., (2021) [32] VR hardware
√

Kim and Hall (2019) [33] VR tourism
√

2.2. VR Engagement

Before the full immersion of digital technologies, scholars used the term “bricolage”
to describe the experience of engagement with an interactive mediated platform, such as
internet surfing [34]. Shih [34] emphasized tinkering and manipulation as two important
aspects of navigating and learning product information in immersive media environments.
Tinkering refers interacting with virtual objects (e.g., web surfers) while the program
processes the information in the immediate environment and surroundings. Manipulation
refers to controlling the media information. Shih [34] (p. 660) labeled this active tinkering
and manipulating in cyberspace “bricolage,” which is the “tinkering and manipulation of
objects around one’s immediate environment to develop and assimilate ideas.” Following
this definition, researchers conceptualized engagement as meaningful interactions that
involve cognitive processing, problem solving, and making sense of narratives [35,36].
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Furthermore, another definition of engagement is “turning on a prospect to a brand
idea enhanced by the surrounding context” [37] (p. 355). This working conceptualization
considered the engagement process as the individuals’ interactive experiences with a brand.
As Wang [37] argued, engagement plays a crucial role in processing information, since
people are motivated to engage with the brand information in media and the immersive
environment surrounding them. For example, active media users could use diverse digital
platforms and features which would allow them to access online content [38]. As Mollen
and Wilson [13] argued, online engagement can be the active interactions between individu-
als and brands, requiring persistent cognitive processing of the narratives and brand values.
In the digital learning environment, Herrington et al. [39] emphasized this cognitive aspect
of the engagement and argued that digital engagement happens when users could give
themselves up to a representative action. From the dialogic perspective, both VR content
creators and viewers are engaged in dialogue creations within the communication pro-
cess [12]. Thus, VR experiences could enhance users’ emotional attachment to a brand [40]
and generate robust narrative engagement [41].

In the context of VR films, Chen and Wang [40] discovered that participation with
product placement in the VR environment reflected the allocation of cognitive resources and
the co-creation of meaningful experiences. According to Gruenewald and Witteborn [42],
VR engagement could also create a personalized experience for users in a computer-
simulated virtual world that would allow them to engage with global issues. Specifically,
such immersive humanitarian VR videos could satisfy the needs of users through the
details of the virtual environment and create engagement with people who have suffered
in a refugee camp or rural Afghanistan [42]. Grounded in the prior research above, this
current study conceptualized VR engagement as an interactive experience where users
actively engage in cognitive information processing and develop meaningful personalized
connections in a VR video-mediated environment.

2.3. Gratifications and VR Engagement
2.3.1. Utilitarian Gratification

A few researchers have explored the relationship between utilitarian gratification (i.e.,
navigation) and VR engagement [28]. Utilitarian gratification is conceptualized as “the
gratification related to enhanced effectiveness and efficiency of social activities” [43] (p. 211).
As a specific type of utilitarian gratification, navigability is defined as “the affordance
that allows user movement through the medium” [44] (p. 516). Information science
scholars have used utilitarian constructs to differentiate information systems, rationalize
user experience concepts, and study the outcomes of technology usage [45–47]. According
to Alzayat and Lee [28], customers who interacted with products in VR were engaged in
their shopping experiences. Similarly, we assume that individuals who access effective
visual aids and interfaces provided by 360-degree VR videos are more likely to think about
what is presented in such videos. Thus, we posited the following hypothesis.

H1a. Using 360-degree VR videos for navigation has a positive effect on VR engagement.

2.3.2. Hedonic Gratification

Hedonic gratification refers to “the pleasure, relaxation, self-determination, and ful-
fillment of socio-psychological needs” due to the use of communication technology [43]
(p. 211). Hedonic gratification affects individuals’ decisions on technology usage [48].
According to Sledgianowski and Kulviwat [49], individuals use social media mainly to
satisfy their hedonic needs. In particular, this study focuses on enjoyment as a hedonic
gratification based on the U&G framework [20]. Enjoyment refers to “the idea of distracting
oneself from everyday activities by consuming entertaining media” [16] (p. 561).

Enjoyment gratification is a major reason for individuals to use VR technology, such
as VR tourism [50]. According to Kim and Hall [33], tourists have engaged in VR tourism
activities for enjoyment gratification. Furthermore, tourists’ enjoyment desire leads to
the intention to visit travel destinations in VR [51]. Thus, we argue that individuals
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who consume a VR-powered 360-degree video for enjoyment tend to imagine the world
presented in that video. Therefore, the following hypothesis was posed.

H1b. Using 360-degree VR videos for enjoyment has a positive effect on VR engagement.

2.3.3. Sensual Gratification

Sensual gratification refers to the “benefits derived from the stimulation of various
human senses” [16] (p. 561). This type of gratification has been used to explain audiences’
media (e.g., television and the Internet) selection and consumption behavior [26]. For
instance, it can explain why audiences may consume specific media content [52]. According
to Lin and Tsai [53], a user with higher sensual gratification is more likely to depend on
the Internet. Kim and Lee [26] examined the motivations for users viewing 360-degree
VR art and found that their sensation-seeking tendency influenced their motivation for
viewing VR art, including learning from entertainment. Given that realism is a type of
sensual gratification, we assume that if a person integrates a VR video realistically into
his/her perception of the real world [54], he/she is more likely to consider whether the
presentation in that video has personal meaning for himself/herself. Thus, the following
hypothesis was proposed.

H1c. Using 360-degree VR videos for realism has a positive effect on VR engagement.

2.3.4. Social Gratification

Social gratification refers to social presence and social interaction [5]. Researchers
have connected this gratification to digital media technologies, such as social media [55],
AR-smart glasses [16], and VR [56]. For example, AR users may connect and form online
communities to share their experiences [16]. Gruenewald and Witteborn [42] indicated that
social gratification could explain users’ motivations for watching VR movies. VR game
users’ social gratification influenced their psychological dependency on such games [56]
and led to an interactive, engaging experience. Similarly, we argue that users of VR
videos who connect with other users tend to perceive an interactive experience where they
establish meaningful connections with the content. Accordingly, the following hypothesis
was posited.

H1d. Using 360-degree VR videos for social community has a positive effect on VR engagement.

2.3.5. Symbolic Gratification

Symbolic gratification covers coolness, self-expression, promoting oneself, and posi-
tion [16]. It could be assessed based on personal integrative needs [16]. Audiences’ media
consumption may hint at symbolic behavior that expresses them externally and recognizes
their personalities [57,58]. According to Kim and Lee [26], audiences’ symbolic gratification
(i.e., self-expression) influences their motivations for viewing 360-degree VR art. Given
that coolness is an important sub-category of symbolic gratification [16], we assumed that
if audiences consume VR videos to fulfill their coolness gratification, they are more likely
to engage with such videos. Thus, the hypothesis below was produced.

H1e. Using 360-degree VR videos for coolness has a positive effect on VR engagement.

2.4. VR Engagement and User Attitude

Attitudes, positive or negative feelings toward certain subjects, reflect an individuals’
standards of good and bad, right and wrong, etc. [59]. In the literature on VR communi-
cation, users’ attitudes toward VR-powered videos have been explored as a dimension of
users’ evaluations [8]. User attitudes toward the VR video refer to “outcomes of perceived
congruence of self with the message or cognitive evaluations” [8] (p. 7).

As engagement represents the cognitive processing of information via VR videos, it
is expected that the higher the levels of engagement users develop, the more likely are
stronger desires to process the information and subsequently generate positive responses
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toward the VR videos. As VR and 360-degree films provide media richness and greater
user control over the media contents, such immersive VR features can increase the presence
of feelings in the computer-mediated environment and lead to more favorable persuasion
outcomes [60]. Further, prior research has found that immersive media such as VR and
360-degree films could positively affect attitude formation [7]. Hence, we proposed the
following hypothesis:

H2. Users’ engagement with the 360-degree VR video has a positive effect on their attitudes
toward it.

2.5. VR Engagement and Continued Use

We focused on users’ subjective intentions to continue using VR-assisted immersive
videos within this study. These intentions are defined as users’ intentions to use certain
products or services continuously, an important concept that has attracted heated dis-
cussions. Particularly concerning VR engagement and continued use in the context of
immersive VR communication, very few scholars have explored the effects of VR engage-
ment on users’ behaviors, such as continued use. As Mollen and Wilson [13] (p. 923) argued
that the construct of online engagement plays a vital role in explaining optimal consumer
behavioral outcomes, since the engagement process can help consumers find “utility and
emotional congruence with the ‘whole’ of the educational message or narrative or brand.”
Likewise, in Markowitz and Bailenson’s [61] recent paper on VR and climate issues, they
pointed out that individuals would be more likely to change attitudes and behaviors when
the immersive media was more interactive and more personally connected. In line with the
above literature, we assumed that VR engagement would positively affect the continued
use of 360-degree VR videos.

H3. VR engagement with the 360-degree VR video has a positive effect on users’ continued
use intentions.

2.6. User Attitude and Continued Use

Scholars in the past have identified antecedents of continued use, such as the user’s
attitude toward the field of communication in general and new media in particular [62–64].
For instance, studies found that positive attitudes strongly affected their intentions to
continue using the applications [65–67]. Pertami and Sukaatmadja [68], in their research,
stated that if a person had positive feelings toward TikTok, they would like to continue
using this social media tool. Kosa et al. [69] indicated that players’ positive attitudes toward
VR gaming would influence their intentions to play those games. Therefore, we developed
the following hypothesis to examine the relationship between user attitude and continuous
usage of immersive videos.

H4. Users’ attitudes toward the 360-degree VR video positively influence continued use intentions.

3. Method
3.1. Data Enrollment

After obtaining approval from the Institutional Review Board (IRB), we collected data
and enrolled respondents located in the U.S. via Qualtrics, a third-party survey platform.
We used stratified and quota random sampling strategies to obtain a representative sample
based on percentages of demographic variables from the U.S. census data and sent anony-
mous links randomly to all participants in September 2020. A total of 4940 participants
volunteered to join this study, and 1422 of them fully completed all questions and were
ultimately included in the data analysis process.

To ensure the quality of this study, we executed the following two steps. First, we
launched a pretest with the first 100 participants; they were asked specific qualitative
questions about their gratifications achieved when using 360-degree immersive videos.
Then, based on the feedback gathered from the pretest, researchers finalized all the survey
questions. At the start of the questionnaire, respondents were given a concise introduction
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to 360-degree immersive videos. The survey also provided an example of 360-degree
immersive video, which used VR technology to empower the public to be informed about
mental health problems during the COVID-19 pandemic. Participants were required to
watch this 360-degree immersive video for at least five minutes before they could move
forward to the following questions on gratifications sought when using immersive videos,
their engagement with and attitudes toward such videos, and continued use intentions.
Second, during the data collection, we adopted a filter question to ensure all participants
had experiences with 360-degree VR videos before joining this study, and we also applied
attention-check questions, which included, “If you are showing attention, kindly please
choose ‘strongly agree’ to pass.” A total of 3518 participants who neither passed the quality
control questions nor completed the questionnaire were excluded from the sample.

3.2. Characteristics of Respondents

Among the 1422 participants, 50.1% of them were male (n = 712), whereas 49.9% were
female (n = 710). We discovered that 269 respondents (19%) were between 18 and 35;
540 were 36–50 (38%); 336 were 51–65 (23.6%); and 277 were aged 66 and above (19.4%).
Regarding ethnicity, 1098 participants (77.2%) were Caucasian/White, 124 were Black
or African American (8.7%), 92 were Latino/Hispanic (6.5%), 79 were Asian (5.6%), 15
were American Indian (1.1%), and 14 considered their race as “other” (0.9%). In terms of
education, 886 respondents were shown to hold a bachelor’s degree or higher (62.3%). In
regard to income, we found that 477 participants (33.5%) had annual household earnings of
$100,001 and higher (USD), followed by 242 (17%) who earned between $40,001 and $60,000,
228 (16%) who earned between $20,001 and $40,000, 184 (13%) who earned between $60,001
and $80,000, 146 (10.3%) who earned $20,001 and under, and 145 (10.2%) who earned
between $80,001 and $100,000.

3.3. Measures

This study adopted a five-point Likert-type scale for all survey questions/statements,
ranging from 1 (“strongly disagree”) to 5 (“strongly agree”). In the pretest, researchers
checked the reliability and validity of each measurement item. Cronbach’s alpha for the
measure of each variable ranged from 0.87 to 0.95. As a result, we kept the original measures
and continued with the main study.

3.3.1. Gratifications Sought

Utilitarian gratification (i.e., navigation) was gauged by using items from
Wang et al. [17]. Specifically, based on the user’s most recent experience with a 360-degree
VR video, he/she was asked to respond to statements such as, “It allows me to link to
other pieces of information”; “It offers a number of visual aids for more effective use”; and
“The interface helps me every step of the way.” Hedonic gratification (i.e., enjoyment) was
measured by using three items from Rathnayake and Winter [70]: “It is fun to explore”; “It
lets me play”; and “I enjoy escaping into a virtual world.” To measure sensual gratification
(i.e., realism), we adopted three items from Wang et al. [17]. Sample statements were “I
know the content is real and not made up”; “It is like communicating face-to-face”; and
“The VR experience is very much like real life”. For the measurement of social gratifica-
tion (i.e., community), we chose three items from Wang et al. [17]: “I can connect with
other followers”; “It allows me to expand my social network”; and “It makes me realize
that I am part of a community.” Finally, we applied three statements from Rathnayake
and Winter’s [70] scale to capture symbolic gratification (i.e., coolness): “It is unique”;
“It is innovative”; and “It is different”. We also conducted reliability tests and generated
the Cronbach’s alpha value for each of these variables: navigation (α = 0.90), enjoyment
(α = 0.90), realism (α = 0.88), community (α = 0.93), and coolness (α = 0.87).
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3.3.2. VR Engagement

Based on Von der Pütten et al.’s scale [71], we measured users’ engagement with
360-degree immersive videos using the following three questions: “I thought most about
things having to do with the 360-degree VR video”; “I imagined precisely what it must
be like to further explore the world presented in the 360-degree VR video”; and “I kept
wondering whether the presentation in the 360-degree VR video could have personal
meaning for me.” The Cronbach’s alpha of VR engagement was 0.92.

3.3.3. User Attitude

Following previous literature on attitudinal evaluation [72], researchers adopted three
items to measure users’ attitudes toward immersive videos. Statements included “The
360-degree VR video is appealing to me,” “[ . . . ] attractive to me,” and “[ . . . ] interesting
to me.” The Cronbach’s alpha value was 0.93.

3.3.4. Continued Use

To measure participants’ intentions of continuing to use immersive videos, this study
applied Cheng and Jiang’s [62] scale. It included three questions: “I would like to recom-
mend others to watch 360-degree VR videos”; “I will increase my use of 360-degree VR
videos”; and “Continuing to use 360-degree VR videos is something I would do in the
future.” The Cronbach’s alpha value was 0.93.

3.3.5. Control Variables

Past studies have indicated that demographic variables (e.g., gender and age) of users
and the frequency of using 360-degree VR videos might influence users’ attitudes and
intentions to continue using such media [15,62]. We thus measured these variables and
controlled them in the final data analysis.

4. Findings
4.1. Descriptive Statistics

In the Likert scale, options were “low” (1.00–1.99), “moderately low” (2.00–2.99),
“neutral” (3), “moderately high” (3.01–3.99), and “high” (4.00–5.00). The scale allows
the presentation of descriptive data, such as the mean and standard deviation of each
variable. According to the data, respondents generally reported “moderately high” re-
garding their perceived five types of gratification sought from the 360-degree VR video,
which included navigation (M = 3.63, SD = 1.05), enjoyment (M = 3.87, SD = 1.04), realism
(M = 3.71, SD = 1.08), community (M = 3.54, SD = 1.16), and coolness (M = 3.96, SD = 0.94).
Simultaneously, the data demonstrate moderately high levels of VR engagement (M = 3.80,
SD = 1.08), positive attitude toward immersive videos (M = 3.90, SD = 1.11), and positive
attitude toward continued use (M = 3.79, SD = 1.12). As shown in Table 2, all examined
variables were significantly associated with each other, and the coefficient values were
between 0.62 and 0.81.

4.2. CFA Results

Based on Hu and Bentler’s [73] joint model testing criterion, either comparative
fit index (CFI) ≥ 0.96 and standardized root mean square residual (SRMR) ≤ 0.10 or
root mean square error of approximation (RMSEA) ≤ 0.06 and SRMR ≤ 0.10, the CFA
model obtained a good fit (χ2 = 809.755, df = 214, χ2/df = 3.784, CFI = 0.98, TLI = 0.98,
NFI = 0.98, SRMR = 0.02, RMSEA = 0.044 (90% CI = 0.041–0.048), n = 1422). As shown in
Table 3, factor loadings of all survey questions reached an acceptable range (0.77 to 0.95).
Composite reliability (CR) (ranged from 0.85 to 0.95) and the average variance extracted
(AVE) (ranged from 0.66 to 0.87) of the measures were calculated as well, confirming that
these measurements were valid and reliable. Fornell and Larcker’s [74] method was also
adopted to check the discriminant validity of the measurement model. Data from Table 2
found that the square root of each AVE value of the latent variable (0.81–0.93) is higher
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than the correlation between any other latent variables. Thus, discriminant validity has
been supported.

Table 2. Inter-correlation between the constructs and the square root of AVEs (Fornell–Larcker criterion).

Variables Navigation Enjoyment Realism Community Coolness VR
Engagement

User
Attitude

Continued
Use

Navigation 0.86
Enjoyment 0.79 ** 0.85

Realism 0.80 ** 0.73 ** 0.83
Community 0.81 ** 0.70 ** 0.77 ** 0.89

Coolness 0.72 ** 0.74 ** 0.72 ** 0.67 ** 0.82
VR Engagement 0.74 ** 0.74 ** 0.72 ** 0.72 ** 0.65 ** 0.81

User Attitude 0.68 ** 0.71 ** 0.66 ** 0.64 ** 0.62 ** 0.71 ** 0.91
Continued Use 0.79 ** 0.78 ** 0.77 ** 0.74 ** 0.72 ** 0.78 ** 0.74 ** 0.93

** Correlation is significant at the 0.01 level (2-tailed). Values in the diagonal bolded are the square roots of AVE,
and the off-diagonals are correlations. VR means virtual reality.

Table 3. Results of the measurement model.

Factor (Cronbach’s α) Measurement Item Factor
Loadings a AVE/CR

Utilitarian gratification:
Navigation
(α = 0.90)

It allows me to link to other pieces of information. 0.87 AVE= 0.74
It offers a number of visual aids for more
effective use 0.88 CR = 0.90

The interface helps me every step of the way 0.83

Hedonic gratification:
Enjoyment
(α = 0.90)

It is fun to explore 0.85 AVE = 0.72
It lets me play 0.82 CR = 0.88
I enjoy escaping into a virtual world 0.87

Sensual gratification:
Realism

(α = 0.88)

I know the content is real and not made up. 0.77 AVE = 0.69
It is like communicating face-to-face. 0.88 CR = 0.87
The VR experience is very much like real life. 0.89

Social gratification:
Community

(α = 0.93)

I can connect with other followers. 0.88 AVE = 0.79
It allows me to expand my social network. 0.88 CR = 0.92
It makes me realize that I am part of a community. 0.90

Symbolic gratification:
Coolness
(α = 0.87)

It is unique. 0.89 AVE = 0.68
It is innovative. 0.81 CR = 0.86
It is different. 0.77

VR Engagement
(α = 0.92)

I thought most about things having to do with the 360-degree
VR video. 0.80 AVE = 0.66

I imagined precisely what it must be like to further explore the
world presented in the 360-degree VR video. 0.86 CR = 0.85

I kept wondering whether the presentation in the 360-degree VR
video could have personal meaning for me. 0.77

User Attitude
(α = 0.93)

The 360-degree VR video is appealing to me 0.92 AVE = 0.82
The 360-degree VR video is attractive to me. 0.91 CR = 0.93
The 360-degree VR video is interesting to me 0.88

Continued Use
(α = 0.93)

I would like to recommend others to watch 360-degree VR videos. 0.95 AVE = 0.87
I will increase my use of 360-degree VR videos. 0.93 CR = 0.95
Continuing to use 360-degree VR videos is something I would do
in the future. 0.93

Notes: a All factor loadings are significant at the level of p < 0.001.

4.3. Hypothesis Testing

To test the proposed hypotheses, we performed a structural analysis, and the re-
sults indicated that the structural model achieved a satisfactory model fit: χ2 = 918.891,
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df = 253, χ2/df = 3.632, CFI = 0.98, TLI = 0.98, NFI = 0.97, SRMR = 0.02, RMSEA = 0.043
(90% CI = 0.040–0.046), n = 1422. As shown in Figure 2, data support the first set of hypothe-
ses (H1a–d) as well, and demonstrate that the five types of gratification sought, navigation
(β = 0.14, p < 0.05), enjoyment (β = 0.30, p < 0.001), realism (β = 0.20, p < 0.001), community
(β = 0.12, p < 0.001), and coolness (β = 0.09, p < 0.01), were significantly related to VR en-
gagement. In other words, the higher the level of utilitarian (i.e., navigation), hedonic (i.e.,
enjoyment), sensual (i.e., realism), social (i.e., community), or symbolic gratification (i.e.,
coolness) that users sought from immersive videos, the more likely they would cognitively
engage in thinking and learning from such videos.

Figure 2. The results of the structural equation model. Note: *** p < 0.001; ** p < 0.01; * p < 0.05.

In addition, H2 was supported when our findings reflected that VR engagement
could positively affect users’ attitudinal evaluations of the VR video (β = 0.90, p < 0.001).
Specifically, the higher the level of cognitive thinking invested in immersive VR videos, the
higher the likelihood that users would find such videos appealing, interesting, or attractive.

Meanwhile, the data are consistent with H3′s suggestion of VR engagement having
a positive influence on continued use intentions (β = 0.80, p < 0.001). Lastly, our findings
support H4 by displaying the relationship between user attitude and intentions of continued
use: user attitude significantly impacted the latter (β = 0.26, p < 0.001).

4.4. Indirect Effects

To test indirect relationships between the current variables in the structural model, we
applied Amos 20 and followed its bias-corrected (BC) bootstrapping procedure
(n = 5000 samples). The data first demonstrated that users’ attitudes toward VR videos sig-
nificantly mediated the association between VR engagement and continued use
(β = 0.24, p < 0.001, BC 95% CI= [0.14, 0.34]). Furthermore, the findings highlighted the
important mediating roles of VR engagement on enjoyment and user attitude (β = 0.27,
p < 0.001, BC 95% CI= [0.14, 0.42]); community and user attitude (β = 0.11, p < 0.05,
BC 95% CI= [0.02, 0.20]); and realism and user attitude (β = 0.18, p < 0.001, BC 95%
CI= [0.08, 0.29]). In addition, indirect effects between gratifications sought and continued
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use existed: enjoyment and continued use (β = 0.31, p < 0.001, BC 95% CI= [0.16, 0.48]);
community and continued use (β = 0.13, p < 0.05, BC 95% CI= [0.03, 0.23]); and realism and
continued use (β = 0.21, p < 0.001, BC 95% CI= [0.09, 0.34]).

5. Discussion

This study focused on users’ shared experience with 360-degree VR videos during the
COVID-19 pandemic. We surveyed 1422 participants located in the United States and ana-
lyzed data through structural equation modeling. We found that five types of gratification
sought, utilitarian (i.e., navigation), hedonic (i.e., enjoyment), sensual (i.e., realism), social
(i.e., community), and symbolic (i.e., coolness), could positively motivate users to engage
with 360-degree VR videos. VR engagement maintained positive relationships with users’
attitudes toward and continued intentions to use such VR videos. The attitudes of users
further exerted a positive impact on continued use intentions. Theoretical implications and
practical suggestions for global recovery are discussed below.

5.1. Theoretical Implications

We first enriched the U&G theoretical approach by investigating the five types of grat-
ification sought from VR videos and their relationships with users’ VR engagement during
the pandemic. In previous studies, communication scholars intensively examined different
types of traditional and social media and developed different categories of gratification
based on each type of media [23,24]. For instance, Stafford et al. [75] studied the three kinds
of user gratification received from the Internet: process, content, and social motivations.
Gan and Li [76] focused on users’ gratification from WeChat, a smartphone application,
and proposed four types, hedonic, social, utilitarian, and technology, in their theoretical
framework. Cheng et al. [77] identified that people used social media tools on mobile
devices during crises because of technological convenience, cognition and recognition
needs, affection, entertainment, and fashion/status.

In recent years, some scholars [26,27] found that people were motivated to experience
VR art or tourism because of entertainment needs. Other studies supported the social func-
tion of VR tools, helping users share their experiences and establish social connections [42];
researchers also investigated the navigability of 360-degree immersive videos [78]. How-
ever, the research attention on the gratification of watching 360-degree VR videos was still
limited. A comprehensive theoretical framework on varieties of gratification sought from
using 360-degree VR videos within the post-pandemic context is lacking. Results of this
study filled the research gap and advanced previous literature by integrating five main
categories of gratification sought, utilitarian, hedonic, sensual, social, and symbolic, in
one theoretical model, and confirmed their significant correlations with VR engagement
as well. Interestingly, this study identified sensual gratification (i.e., realism) as a unique
motivation for using VR videos that could facilitate users’ engagement. Specifically, if
people find immersive videos realistic and like face-to-face communication, then they will
likely have a high level of engagement with the virtual content. This study also confirmed
that the perceived hedonic (i.e., enjoyment) gratification could serve as a critical precursor
to VR engagement. This finding offers additional empirical evidence regarding hedonic
gratification and its impact in the VR technology context, supplementing previous literature
on the effects of enjoyment in the VR tourism industry [51].

Second, the findings of this research shed light on information processing during
the COVID-19 pandemic within the context of VR communication. In the VR-mediated
communication environment, engagement closely relates to the persuasive effects; scholars
have explored how factors such as users’ authentic VR experiences or immersive tenden-
cies [8,15] might affect their engagement with the immersive media content. However, few
studies ever explored both antecedents and outcomes of VR engagement in the context
of crises. This study filled the gap by fully supporting the positive influence of gratifica-
tions on VR engagement during the pandemic; we also found strong associations between
VR engagement, user attitude, and continued use. Specifically, we found that users’ VR
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engagement largely influenced their positive attitudes toward such tools and their inten-
tions to continue to use these VR videos, broadening prior studies on the outcomes of VR
engagement [61].

The results demonstrate the predominant mediating role of VR engagement between
the three types of gratification sought (i.e., enjoyment, community, and realism) and user
attitudes; and between these three above-mentioned types (i.e., enjoyment, community,
and realism) and continued use. Specifically, for users with a low level of engagement
with virtual content, the perceived enjoyment, community, and realism from VR videos
are less likely to influence their continued use and a positive attitude toward VR videos.
However, this research also provides initial evidence that when VR videos emphasize
entertainment, social communities, and immersion, they could have a positive effect on
users’ attitudes and intentions toward continued use if people display a high level of
cognitive information processing of virtual content. These findings further highlight how
user attitude or continued use could operate differently between people with different
levels of cognitive engagement with virtual content, which extends previous literature on
user experience in different digital settings [79,80].

5.2. Implications for Global Recovery

As the world is starting to recover from the COVID-19 pandemic, it is necessary to
review and examine the shared VR experience and summarize what we could do to advance
the recovery of global well-being using such virtual technology. The findings of this study
indicate that users were motivated to use 360-degree VR videos because of five major
types of motivation (i.e., utilitarian, hedonic, sensual, social, and symbolic gratifications),
which further facilitated users’ cognitive information processing in relation to these VR
videos. To recover from the pandemic, it is imperative for VR businesses and practitioners
to concentrate more on users’ psychological motivations. For instance, in the tourism
industry, practitioners could design and offer updated information to increase the coolness
and enjoyment of using VR for remote travel. It is beneficial for the reignition of the tourism
industry to create and cultivate a sense of community for vacationists, add navigation aids,
and enhance the immersive experience. In addition, researchers have found that 360-degree
VR videos could provide psychological resources and positive affective experiences, which
allow individuals to effectively mitigate the adverse outcomes of mental health issues [81].
Thus, individuals who are in quarantine can use such VR products to fulfill their social
gratification by connecting with other VR users, which is healthy for their psychological
well-being during the pandemic.

Implications of this current research also offer guidance for improving users’ continued
use of immersive videos during this or future unknown pandemics. Since the impacts of
attitudes and VR engagement both played significant roles in users’ continued use of VR,
practitioners should cultivate users’ subjective positive attitudes toward such immersive
videos through intriguing, appealing, and interactive virtual content. Meanwhile, it is
extremely critical for the VR industry to provide engaging experiences by designing VR
platforms or content targeting specific groups of population and connecting closely to these
users’ education, ethnicity, or socio-cultural background.

5.3. Limitations and Future Research

Although the results of this study have pertinent theoretical and practical contribu-
tions, several limitations must be mentioned. First, this current study was only conducted
in the U.S. Since COVID-19 is a global health crisis, future studies could apply this proposed
model to other cultures or countries to determine any potential cultural impact on the uses
of and gratification achieved with VR technologies. For instance, future work might carry
out analyses and comparisons using Bayesian networks between the U.S. and China. Sec-
ond, this study only focused on the cognitive aspect of engagement. As engagement could
include both emotional and cognitive dimensions, scholars could examine users’ emotional
engagement and explore its impact on their attitudes and behaviors. The potential different



Int. J. Environ. Res. Public Health 2022, 19, 5056 13 of 16

relationships between gratifications and cognitive and emotional engagement deserve
further exploration as well through experimental study. Last but not least, this current
research only describes the different response data obtained for each gratification. In this
sense, it would be interesting for future scholars to explore the reasons why participants
use 360-degree VR videos in a certain way. Extending the current framework by exploring
how demographic variables (e.g., age and gender), perceived trust, or risk might influence
users’ gratifications and engagement in the context of VR campaigns might serve as a
fruitful area for further research.

6. Conclusions

When the pandemic impacted global well-being, VR technology provided a new
opportunity for users to experience reality and virtually reconnect with each other. Previous
interdisciplinary research in the field of communication, management information system,
computer science, and marketing has identified the importance of 360-degree VR videos.
However, updated research on the motivations behind using such immersive videos within
the context of post-pandemic is lacking. How to facilitate users’ engagement and continued
use remains unknown. A major contribution of this study is to identify five types of
gratification, systematically examine the reasons people use VR technologies, and test
the different influences of gratifications on VR engagement in one theoretical framework.
Furthermore, the results provide implications for global recovery and illustrate how to
improve users’ engagement and continued use of immersive videos.

Author Contributions: Conceptualization: Y.C.; data collection: Y.C.; data analysis: Y.C.; writing—or-
iginal draft & editing, Y.C., Y.W. and W.Z.; writing—review & editing, Y.C.; funding acquisition: Y.C.
All authors have read and agreed to the published version of the manuscript.

Funding: This research was supported by the 2020 Faculty Research Fellowship, North Carolina
State University.

Institutional Review Board Statement: The study was conducted according to the guidelines of the
Declaration of Helsinki, and approved by the Institutional Review Board (or Ethics Committee) of
North Carolina State University (protocol code: 22333 and date of approval: 26 August 2020).

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

Data Availability Statement: The data are not publicly available due to privacy or ethical restrictions.

Conflicts of Interest: The authors declare no conflict of interest.

References
1. Kandaurova, M.; Lee, S.H. The effects of Virtual Reality (VR) on charitable giving: The role of empathy, guilt, responsibility, and

social exclusion. J. Bus. Res. 2019, 100, 571–580. [CrossRef]
2. Baker, S.; Waycott, J.; Robertson, E.; Carrasco, R.; Neves, B.B.; Hampson, R.; Vetere, F. Evaluating the use of interactive virtual

reality technology with older adults living in residential aged care. Inf. Process. Manag. 2020, 57, 102105. [CrossRef]
3. Pillai, A. How Virtual Tourism Can Rebuild Travel for a Post-Pandemic World. 21 May 2021. Available online: https://www.

weforum.org/agenda/2021/05/covid-19-travel-tourism-virtual-reality/ (accessed on 9 March 2022).
4. Fortune Business Insights. Virtual Reality Market Size, Share, and COVID-19 Impact Analysis. 2021. Available online: https:

//www.fortunebusinessinsights.com/industry-reports/virtual-reality-market-101378 (accessed on 10 March 2022).
5. Statista. Number of Virtual Reality (VR) and Augmented Reality (AR) Users in the United States from 2017 to 2023. 2021.

Available online: https://www.statista.com/statistics/1017008/united-states-vr-ar-users/ (accessed on 8 March 2022).
6. Feng, Y.; Xie, Q.; Lou, C. The Key to 360-Degree Video Advertising: An Examination of the Degree of Narrative Structure.

J. Advert. 2019, 48, 137–152. [CrossRef]
7. Fraustino, J.D.; Lee, J.Y.; Lee, S.Y.; Ahn, H. Effects of 360◦ video on attitudes toward disaster communication: Mediating and

moderating roles of spatial presence and prior disaster media involvement. Public Relat. Rev. 2018, 44, 331–341. [CrossRef]
8. Lee, Y.-J.; Zhao, W.; Chen, H. Consumer Response to Virtual CSR Experiences. J. Curr. Issues Res. Advert. 2021, 42, 102–122.

[CrossRef]
9. BBC. Inside Anxiety-A 360 Degree VR video Drama|BBC Scotland Video. YouTube. 2019. Available online: https://www.

youtube.com/watch?v=Pa7eX5BPt3Q&t=320s (accessed on 10 March 2022).

http://doi.org/10.1016/j.jbusres.2018.10.027
http://doi.org/10.1016/j.ipm.2019.102105
https://www.weforum.org/agenda/2021/05/covid-19-travel-tourism-virtual-reality/
https://www.weforum.org/agenda/2021/05/covid-19-travel-tourism-virtual-reality/
https://www.fortunebusinessinsights.com/industry-reports/virtual-reality-market-101378
https://www.fortunebusinessinsights.com/industry-reports/virtual-reality-market-101378
https://www.statista.com/statistics/1017008/united-states-vr-ar-users/
http://doi.org/10.1080/00913367.2019.1585305
http://doi.org/10.1016/j.pubrev.2018.02.003
http://doi.org/10.1080/10641734.2020.1734119
https://www.youtube.com/watch?v=Pa7eX5BPt3Q&t=320s
https://www.youtube.com/watch?v=Pa7eX5BPt3Q&t=320s


Int. J. Environ. Res. Public Health 2022, 19, 5056 14 of 16

10. Scott, T. The Truth about Virtual Reality and Crisis Communication. 31 January 2017. Available online: https://www.forbes.com/
sites/forbescommunicationscouncil/2017/01/31/the-truth-about-virtual-reality-and-crisis-communications/?sh=60723e812
356 (accessed on 1 March 2022).

11. Ma, Z. Effects of immersive stories on prosocial attitudes and willingness to help: Testing psychological mechanisms. Media
Psychol. 2020, 23, 865–890. [CrossRef]

12. Slater, M. A note on presence terminology. Presence Connect. 2003, 3, 1–5.
13. Mollen, A.; Wilson, H. Engagement, telepresence and interactivity in online consumer experience: Reconciling scholastic and

managerial perspectives. J. Bus. Res. 2010, 63, 919–925. [CrossRef]
14. Tan, S. Modelling engagement in a web-based advertising campaign. Vis. Commun. 2010, 9, 91–115. [CrossRef]
15. Kim, M.J.; Lee, C.-K.; Preis, M.W. The impact of innovation and gratification on authentic experience, subjective well-being, and

behavioral intention in tourism virtual reality: The moderating role of technology readiness. Telemat. Inform. 2020, 49, 101349.
[CrossRef]

16. Rauschnabel, P.A. Virtually enhancing the real world with holograms: An exploration of expected gratifications of using
augmented reality smart glasses. Psychol. Mark. 2018, 35, 557–572. [CrossRef]

17. Wang, R.; Yang, F.; Zheng, S.; Sundar, S.S. Why Do We Pin? New Gratifications Explain Unique Activities in Pinterest. Soc. Media
Soc. 2016, 2, 2. [CrossRef]

18. Katz, E.; Blumler, J.; Gurevitch, M. Utilization of mass communication by the individual. In The Uses of Mass Communications:
Current Perspectives on Gratifications Research; Blumler, J.G., Katz, E., Eds.; SAGE Publications: Beverly Hills, CA, USA, 1974;
pp. 19–32.

19. Katz, E.; Haas, H.; Gurevitch, M. On the Use of the Mass Media for Important Things. Am. Sociol. Rev. 1973, 38, 164. [CrossRef]
20. Rubin, A.M. Uses-and-gratifications perspective on media effects. In Media Effects: Advances in Theory and Research, 3rd ed.; Bryant,

J., Zillmann, D., Eds.; Routledge: New York, NY, USA, 2008; pp. 165–184.
21. Elliott, W.R.; Rosenberg, W.L. Media Exposure and Beliefs about Science and Technology. Commun. Res. 1987, 14, 164–188.

[CrossRef]
22. Patino, A.; Kaltcheva, V.D.; Smith, M.F. Adolescent Motivations for Reality Television Viewing: An Exploratory Study. Psychol.

Mark. 2012, 29, 136–143. [CrossRef]
23. Ko, H.; Cho, C.-H.; Roberts, M.S. Internet uses and gratifications: A Structural Equation Model of Interactive Advertising.

J. Advert. 2005, 34, 57–70. [CrossRef]
24. Chung, D.S.; Kim, S. Blogging activity among cancer patients and their companions: Uses, gratifications, and predictors of

outcomes. J. Am. Soc. Inf. Sci. Technol. 2008, 59, 297–306. [CrossRef]
25. Velosa, J.D.; Cobo, L.; Castillo, F.; Castillo, C. Methodological proposal for use of virtual reality VR and augmented reality AR in

the formation of professional skills in industrial maintenance and industrial safety. In Online Engineering & Internet of Things;
Auer, M., Zutin, D., Eds.; Springer: Berlin/Heidelberg, Germany, 2018; pp. 987–1000.

26. Kim, Y.; Lee, H. Falling in Love with Virtual Reality Art: A New Perspective on 3D Immersive Virtual Reality for Future Sustaining
Art Consumption. Int. J. Hum. Comput. Interact. 2021, 38, 371–382. [CrossRef]

27. Pantano, E.; Corvello, V. The impact of experience on companies’ reactions to negative comments on social networks. J. Direct
Data Digit. Mark. Pract. 2013, 14, 214–223. [CrossRef]

28. Alzayat, A.; Lee, S.H. Virtual products as an extension of my body: Exploring hedonic and utilitarian shopping value in a virtual
reality retail environment. J. Bus. Res. 2021, 130, 348–363. [CrossRef]

29. Herz, M.; Rauschnabel, P.A. Understanding the diffusion of virtual reality glasses: The role of media, fashion and technology.
Technol. Forecast. Soc. Chang. 2019, 138, 228–242. [CrossRef]

30. Wreford, O.; Williams, N.L.; Ferdinand, N. Together Alone: An Exploration of the Virtual Event Experience. Event Manag. 2019,
23, 721–732. [CrossRef]

31. Zhang, T.; Wang, W.Y.C.; Cao, L.; Wang, Y. The role of virtual try-on technology in online purchase decision from consumers’
aspect. Internet Res. 2019, 29, 529–551. [CrossRef]

32. Ball, C.; Huang, K.-T.; Francis, J. Virtual reality adoption during the COVID-19 pandemic: A uses and gratifications perspective.
Telemat. Inform. 2021, 65, 101728. [CrossRef]

33. Kim, M.J.; Hall, C.M. A hedonic motivation model in virtual reality tourism: Comparing visitors and non-visitors. Int. J. Inf.
Manag. 2019, 46, 236–249. [CrossRef]

34. Shih, C. Conceptualizing consumer experiences in cyberspace. Eur. J. Mark. 1998, 32, 655–663. [CrossRef]
35. Kearsley, G.; Shneiderman, B. Engagement theory: A framework for technology-based teaching and learning. Educ. Technol. 1998,

38, 20–23.
36. Mathwick, C.; Rigdon, E. Play, Flow, and the Online Search Experience. J. Consum. Res. 2004, 31, 324–332. [CrossRef]
37. Wang, A. Advertising Engagement: A Driver of Message Involvement on Message Effects. J. Advert. Res. 2006, 46, 355–368.

[CrossRef]
38. Loureiro, S.M.C.; Lopes, J. How Corporate Social Responsibility Initiatives in Social Media Affect Awareness and Customer

Engagement. J. Promot. Manag. 2019, 25, 419–438. [CrossRef]
39. Herrington, J.; Oliver, R.; Reeves, T.C. Patterns of engagement in authentic online learning environments. Australas. J. Educ.

Technol. 2003, 19, 19. [CrossRef]

https://www.forbes.com/sites/forbescommunicationscouncil/2017/01/31/the-truth-about-virtual-reality-and-crisis-communications/?sh=60723e812356
https://www.forbes.com/sites/forbescommunicationscouncil/2017/01/31/the-truth-about-virtual-reality-and-crisis-communications/?sh=60723e812356
https://www.forbes.com/sites/forbescommunicationscouncil/2017/01/31/the-truth-about-virtual-reality-and-crisis-communications/?sh=60723e812356
http://doi.org/10.1080/15213269.2019.1651655
http://doi.org/10.1016/j.jbusres.2009.05.014
http://doi.org/10.1177/1470357209352949
http://doi.org/10.1016/j.tele.2020.101349
http://doi.org/10.1002/mar.21106
http://doi.org/10.1177/2056305116662173
http://doi.org/10.2307/2094393
http://doi.org/10.1177/009365087014002002
http://doi.org/10.1002/mar.20510
http://doi.org/10.1080/00913367.2005.10639191
http://doi.org/10.1002/asi.20751
http://doi.org/10.1080/10447318.2021.1944534
http://doi.org/10.1057/dddmp.2013.3
http://doi.org/10.1016/j.jbusres.2021.03.017
http://doi.org/10.1016/j.techfore.2018.09.008
http://doi.org/10.3727/152599519X15506259855625
http://doi.org/10.1108/IntR-12-2017-0540
http://doi.org/10.1016/j.tele.2021.101728
http://doi.org/10.1016/j.ijinfomgt.2018.11.016
http://doi.org/10.1108/03090569810224056
http://doi.org/10.1086/422111
http://doi.org/10.2501/S0021849906060429
http://doi.org/10.1080/10496491.2019.1557819
http://doi.org/10.14742/ajet.1701


Int. J. Environ. Res. Public Health 2022, 19, 5056 15 of 16

40. Chen, H.; Wang, Y. Product Placement in Virtual Reality Videos from the Perspective of Dialogic Engagement. J. Interact. Advert.
2019, 19, 1–42. [CrossRef]

41. García-Orosa, B.; Pérez-Seijo, S. The Use of 360◦ Video by International Humanitarian Aid Organizations to Spread Social
Messages and Increase Engagement. Volunt. Int. J. Volunt. Nonprofit Organ. 2020, 31, 1311–1329. [CrossRef]

42. Gruenewald, T.; Witteborn, S. Feeling good: Humanitarian virtual reality film, emotional style and global citizenship. Cult. Stud.
2020, 36, 141–161. [CrossRef]

43. Xu, C.; Ryan, S.; Prybutok, V.; Wen, C. It is not for fun: An examination of social network site usage. Inf. Manag. 2012, 49, 210–217.
[CrossRef]

44. Sundar, S.S.; Limperos, A.M. Uses and Grats 2.0: New Gratifications for New Media. J. Broadcast. Electron. Media 2013, 57, 504–525.
[CrossRef]

45. Cyr, D.; Head, M.; Larios, H.; Pan, B. Exploring human images in website design exploring human images in website design: A
multi-method approach. MIS Q. 2017, 33, 539–566. [CrossRef]

46. Turel, O.; Serenko, A.; Bontis, N. User acceptance of hedonic digital artifacts: A theory of consumption values perspective. Inf.
Manag. 2010, 47, 53–59. [CrossRef]

47. Yang, X.; Li, Y.; Tan, C.H.; Teo, H.H. Students’ participation intention in an online discussion forum: Why is computer-mediated
interaction attractive? Inf. Manag. 2007, 44, 456–466. [CrossRef]

48. Wakefield, R.L.; Wakefield, K.L.; Wang, L.C.; Baker, J. How website socialness leads to website use. Eur. J. Inf. Syst. 2011, 20,
118–132. [CrossRef]

49. Sledgianowski, D.; Kulviwat, S. Using social network sites: The effects of playfulness, critical mass and trust in a hedonic context.
J. Comput. Inf. Syst. 2009, 49, 74–83.

50. Huang, Y.C.; Backman, K.F.; Backman, S.J.; Chang, L.L. Exploring the Implications of Virtual Reality Technology in Tourism
Marketing: An Integrated Research Framework. Int. J. Tour. Res. 2016, 18, 116–128. [CrossRef]

51. Tussyadiah, I.P.; Wang, D.; Jung, T.H.; Dieck, M.T. Virtual reality, presence, and attitude change: Empirical evidence from tourism.
Tour. Manag. 2018, 66, 140–154. [CrossRef]

52. Lu, J.; Liu, C.; Yu, C.-S.; Wang, K. Determinants of accepting wireless mobile data services in China. Inf. Manag. 2008, 45, 52–64.
[CrossRef]

53. Lin, S.S.J.; Tsai, C.-C. Sensation seeking and internet dependence of Taiwanese high school adolescents. Comput. Hum. Behav.
2002, 18, 411–426. [CrossRef]

54. Javornik, A. It’s an illusion, but it looks real! Consumer affective, cognitive and behavioural responses to augmented reality
applications. J. Mark. Manag. 2016, 32, 987–1011. [CrossRef]

55. Sheldon, P. The Relationship between Unwillingness-to-Communicate and Students’ Facebook Use. J. Media Psychol. 2008, 20,
67–75. [CrossRef]

56. Chen, K.; Chen, J.; Ross, W. Antecedents of online game dependency: The implications of multimedia realism and uses and
gratifications theory. J. Database Manag. 2010, 21, 69–99. [CrossRef]

57. Simonson, I.; Nowlis, S.M. The Role of Explanations and Need for Uniqueness in Consumer Decision Making: Unconventional
Choices Based on Reasons. J. Consum. Res. 2000, 27, 49–68. [CrossRef]

58. Sirgy, M.J. Self-Concept in Consumer Behavior: A Critical Review. J. Consum. Res. 1982, 9, 287–300. [CrossRef]
59. Hussein, Z. Leading to Intention: The Role of Attitude in Relation to Technology Acceptance Model in E-Learning. Procedia

Comput. Sci. 2017, 105, 159–164. [CrossRef]
60. Shen, J.; Wang, Y.; Chen, C.; Nelson, M.R.; Yao, M.Z. Using virtual reality to promote the university brand: When do telepresence

and system immersion matter? J. Mark. Commun. 2019, 26, 362–393. [CrossRef]
61. Markowitz, D.M.; Bailenson, J.N. Virtual reality and the psychology of climate change. Curr. Opin. Psychol. 2021, 42, 60–65.

[CrossRef]
62. Cheng, Y.; Jiang, H. How Do AI-driven Chatbots Impact User Experience? Examining Gratifications, Perceived Privacy Risk,

Satisfaction, Loyalty, and Continued Use. J. Broadcast. Electron. Media 2020, 64, 592–614. [CrossRef]
63. Kim, M.J.; Chung, N.; Lee, C.-K.; Preis, M.W. Dual-route of persuasive communications in mobile tourism shopping. Telemat.

Inform. 2015, 33, 293–308. [CrossRef]
64. Papacharissi, Z.; Rubin, A.M. Predictors of Internet Use. J. Broadcast. Electron. Media 2000, 44, 175–196. [CrossRef]
65. Datta, P.; Peck, J.A.; Koparan, I.; Nieuwenhuizen, C. Entrepreneurial continuance logic: The interplay between climate, commit-

ment, and entrepreneurial responsiveness. Manag. Decis. 2020, 58, 1247–1282. [CrossRef]
66. Ghazali, E.; Mutum, D.S.; Woon, M.-Y. Exploring player behavior and motivations to continue playing Pokémon GO. Inf. Technol.

People 2019, 32, 646–667. [CrossRef]
67. Sibona, C.; Cummings, J.; Scott, J. Predicting social networking sites continuance intention through alternative services. Ind.

Manag. Data Syst. 2017, 117, 1127–1144. [CrossRef]
68. Pertami, N.; Sukaatmadja, P. The role of user’s attitude mediating the effect of perceived ease of use and social influence towards

the continuance usage intention of TikTok. SSRG Int. J. Econ. Manag. Stud. 2021, 8, 98–104.
69. Kosa, M.; Uysal, A.; Eren, P.E. Acceptance of virtual reality games: A multi-theory approach. Int. J. Gaming Comp. Mediat. Simul.

2020, 12, 43–70. [CrossRef]

http://doi.org/10.1080/15252019.2019.1596850
http://doi.org/10.1007/s11266-020-00280-z
http://doi.org/10.1080/09502386.2020.1761415
http://doi.org/10.1016/j.im.2012.05.001
http://doi.org/10.1080/08838151.2013.845827
http://doi.org/10.2307/20650308
http://doi.org/10.1016/j.im.2009.10.002
http://doi.org/10.1016/j.im.2007.04.003
http://doi.org/10.1057/ejis.2010.47
http://doi.org/10.1002/jtr.2038
http://doi.org/10.1016/j.tourman.2017.12.003
http://doi.org/10.1016/j.im.2007.11.002
http://doi.org/10.1016/S0747-5632(01)00056-5
http://doi.org/10.1080/0267257X.2016.1174726
http://doi.org/10.1027/1864-1105.20.2.67
http://doi.org/10.4018/jdm.2010040104
http://doi.org/10.1086/314308
http://doi.org/10.1086/208924
http://doi.org/10.1016/j.procs.2017.01.196
http://doi.org/10.1080/13527266.2019.1671480
http://doi.org/10.1016/j.copsyc.2021.03.009
http://doi.org/10.1080/08838151.2020.1834296
http://doi.org/10.1016/j.tele.2015.08.009
http://doi.org/10.1207/s15506878jobem4402_2
http://doi.org/10.1108/MD-05-2017-0537
http://doi.org/10.1108/ITP-07-2017-0216
http://doi.org/10.1108/IMDS-04-2016-0153
http://doi.org/10.4018/IJGCMS.2020010103


Int. J. Environ. Res. Public Health 2022, 19, 5056 16 of 16

70. Rathnayake, C.; Winter, S.J. Carrying Forward the Uses and Grats 2.0 Agenda: An affordance-driven measure of social media
uses and gratifications. J. Broadcast. Electron. Media 2018, 62, 371–389. [CrossRef]

71. Von Der Pütten, A.M.; Klatt, J.; Broeke, S.T.; McCall, R.; Krämer, N.C.; Wetzel, R.; Blum, L.; Oppermann, L. Subjective and
behavioral presence measurement and interactivity in the collaborative augmented reality game TimeWarp. Interact. Comput.
2012, 24, 317–325. [CrossRef]

72. Lee, Y.H. Manipulating Ad Message Involvement through Information Expectancy: Effects on Attitude Evaluation and Confidence.
J. Advert. 2000, 29, 29–43. [CrossRef]

73. Hu, L.T.; Bentler, P.M. Cutoff criteria for fit indexes in covariance structure analysis: Conventional criteria versus new alternatives.
Struct. Equ. Model. Multidiscip. J. 1999, 6, 1–55. [CrossRef]

74. Fornell, C.; Larcker, D.F. Evaluating structural equation models with unobservable variables and measurement error. J. Mark. Res.
1981, 18, 39–50. [CrossRef]

75. Stafford, T.F.; Stafford, M.R.; Schkade, L.L. Determining Uses and Gratifications for the Internet. Decis. Sci. 2004, 35, 259–288.
[CrossRef]

76. Gan, C.; Li, H. Understanding the effects of gratifications on the continuance intention to use WeChat in China: A perspective on
uses and gratifications. Comput. Hum. Behav. 2018, 78, 306–315. [CrossRef]

77. Cheng, Y.; Liang, J.; Leung, L. Social network service use on mobile devices: An examination of gratifications, civic attitudes and
civic engagement in China. New Media Soc. 2015, 17, 1096–1116. [CrossRef]

78. Van Damme, K.; All, A.; De Marez, L.; Van Leuven, S. 360◦ Video Journalism: Experimental Study on the Effect of Immersion on
News Experience and Distant Suffering. J. Stud. 2019, 20, 2053–2076. [CrossRef]

79. O’Brien, H.L.; Arguello, J.; Capra, R. An empirical study of interest, task complexity, and search behaviour on user engagement.
Inf. Process. Manag. 2020, 57, 102226. [CrossRef]

80. O’Brien, H.; Cairns, P. (Eds.) Why Engagement Matters: Cross-Disciplinary Perspectives of User Engagement in Digital Media; Springer:
Berlin/Heidelberg, Germany, 2016.

81. Browning, N.; Lee, E.; Park, Y.E.; Kim, T.; Collins, R. Muting or Meddling? Advocacy as a Relational Communication Strategy
Affecting Organization–Public Relationships and Stakeholder Response. J. Mass Commun. Q. 2020, 97, 1026–1053. [CrossRef]

http://doi.org/10.1080/08838151.2018.1451861
http://doi.org/10.1016/j.intcom.2012.03.004
http://doi.org/10.1080/00913367.2000.10673607
http://doi.org/10.1080/10705519909540118
http://doi.org/10.1177/002224378101800104
http://doi.org/10.1111/j.00117315.2004.02524.x
http://doi.org/10.1016/j.chb.2017.10.003
http://doi.org/10.1177/1461444814521362
http://doi.org/10.1080/1461670X.2018.1561208
http://doi.org/10.1016/j.ipm.2020.102226
http://doi.org/10.1177/1077699020916810

	Introduction 
	Literature Review 
	Uses and Gratifications Theory 
	VR Engagement 
	Gratifications and VR Engagement 
	Utilitarian Gratification 
	Hedonic Gratification 
	Sensual Gratification 
	Social Gratification 
	Symbolic Gratification 

	VR Engagement and User Attitude 
	VR Engagement and Continued Use 
	User Attitude and Continued Use 

	Method 
	Data Enrollment 
	Characteristics of Respondents 
	Measures 
	Gratifications Sought 
	VR Engagement 
	User Attitude 
	Continued Use 
	Control Variables 


	Findings 
	Descriptive Statistics 
	CFA Results 
	Hypothesis Testing 
	Indirect Effects 

	Discussion 
	Theoretical Implications 
	Implications for Global Recovery 
	Limitations and Future Research 

	Conclusions 
	References

