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Abstract 
This study explores the role of technology readiness in Virtual Reality (VR) exhibitions and its impact on 
audience engagement, satisfaction, and brand loyalty, with a focus on the growing event tourism land-
scape in Asia. While past research has examined visitor experience and purchase intention, limited at-
tention has been paid to the interplay among authenticity, experiential value, satisfaction, and loyalty—
key elements in successful VR event marketing. Using a two-phase design, the study first conducts expert 
interviews with curators, venue managers, and policymakers to develop valid measurement scales. In the 
second phase, a survey of VR exhibition attendees tests the proposed framework through exploratory 
and confirmatory factor analysis. By linking authenticity, experiential value, and technology readiness, the 
study offers actionable insights for enhancing VR event marketing strategies. The findings aim to support 
Asia’s cultural and creative industries in leveraging VR to deepen audience experience, increase satis-
faction, and build brand loyalty. 
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1. Introduction 
With the advancement of globalization, the 

internationalization of curatorial activities has be-

come a core strategy for promoting city marketing 

and brand development. Through curatorial initia-

tives, cities can not only highlight their cultural 

identity but also attract international attention and 

investment, thereby enhancing their global reputa-

tion. As a dual driving force for cultural and eco-

nomic development, curatorial activities integrate 

local characteristics with global trends, offering 

cities a vital platform to showcase their creative in-

dustries and cultural assets. Empirical studies indi-

cate that international curatorial events can con-

tribute to more than a 30% increase in international 

tourist arrivals to host cities. For instance, the Lon-

don Design Biennial underscores the leadership of 

the creative industry on a global scale, while the 

Shanghai Art Fair reinforces the city's brand iden-

tity as the artistic hub of Asia (Kim et al., 2007).  

The rise of digital curatorial technology has 

expanded the possibilities for city marketing. By 

leveraging virtual reality (VR), augmented reality 

(AR), and immersive digital technologies, curato-

rial activities can overcome spatial and temporal 

constraints, enabling broader international audi-

ence participation (Miles & Paddison, 2005). Vir-

tual exhibitions not only reduce the costs associ-

ated with physical visits but also offer highly 

interactive user experiences, allowing global audi-

ences to engage with a city's cultural heritage and 

innovative capabilities in a digital environment. 

Furthermore, digital curation enhances the visibil-

ity and reach of a city's brand while serving as a 

powerful tool for showcasing its creative and cul-

tural strengths on the global stage. However, exist-

ing research primarily focuses on the impact of vis-

itor experience marketing on product purchase in-

tention, with limited attention given to the interac-

tive relationships among exhibition authenticity, 

experiential value, satisfaction, and loyalty.  

With the rapid development of virtual reality 

(VR) technology, VR exhibitions have become a 

significant innovation in the cultural and creative 

industries. VR exhibitions offer visitors a new im-

mersive experience by simulating real-world envi-

ronments and enhancing interactivity (Lee et al., 

2020). However, research on the authenticity and 

experiential value of VR exhibitions remains lim-

ited, particularly regarding their role in enhancing 

visitor loyalty through satisfaction. Furthermore, 

the moderating role of technology readiness—a 

key factor influencing audience acceptance of new 

technologies—in the VR exhibition context has not 

been fully examined. To address these shortcom-

ings, this study develops a comprehensive model 

with authenticity as the independent variable, ex-

periential value and satisfaction as mediating vari-

ables, loyalty as the dependent variable, and 
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technology readiness as a moderator. This study 

aims to complement the existing literature and fur-

ther explore the mechanisms driving audience en-

gagement and brand loyalty in VR exhibitions. 

Addressing this research gap is of great sig-

nificance for advancing the field of curatorial re-

search. Authenticity, experiential value, satisfac-

tion, and loyalty are not only core elements of the 

audience's subjective experience but also directly 

impact the long-term vitality and competitiveness 

of curatorial activities in both physical and virtual 

contexts. This study fills this gap by extending the 

S-O-R theoretical framework to the emerging field 

of virtual curation, revealing in depth how techno-

logical readiness influences the process of trans-

forming authenticity into experiential value, satis-

faction, and loyalty. This not only advances 

knowledge development at the theoretical level, 

but also includes: (1) refining the relationship be-

tween constructs and variables in the context of 

digital cultural experience; (2) providing more ac-

curate market segmentation and marketing strategy 

basis for different audience groups; and (3) propos-

ing empirical guidance for immersive exhibition 

design. Overall, these results not only strengthen 

the academic discussion on event marketing and 

VR cultural experience, but also establish a closer 

connection between theoretical innovation and in-

dustrial practice. Exploring this interactive rela-

tionship will help curatorial research understand 

how to enhance cultural brand value and audience 

loyalty through virtual exhibition design. 

2. Literature Review and Hypotheses 

2.1 Stimulus-Organism-Response Model and 

Conceptual Framework 

The Stimulus-Organism-Response (S-O-R) 

paradigm, originally articulated by Mehrabian and 

Russell (1974), provides a robust theoretical foun-

dation for examining how external stimuli (S) 

shape individuals’ internal states (O), which subse-

quently inform behavioural responses (R). Over 

the years, this framework has been widely adopted 

across disciplines such as consumer behaviour, 

psychology, and marketing, owing to its 

explanatory power in capturing the intricate path-

ways through which environmental cues elicit hu-

man reactions. Central to the model is the notion 

that individuals’ perceptions and interpretations of 

external stimuli influence their affective, cognitive, 

and psychological states, which in turn determine 

behavioural tendencies including engagement, sat-

isfaction, and loyalty. 

Against the backdrop of rapid digitalisation in 

tourism, and particularly the growing prominence 

of Virtual Reality (VR) exhibitions, the S-O-R 

framework is especially pertinent. VR environ-

ments provide immersive and multifaceted stimuli 

that profoundly shape perceptions of experiential 

value, influence levels of satisfaction, and guide 

subsequent behavioural responses. Within this 

study, the S-O-R model serves as the theoretical 

anchor to investigate how perceived authenticity, 

experiential value, and satisfaction jointly cultivate 

consumer loyalty. This lens offers a nuanced un-

derstanding of the dynamic processes underpin-

ning customer engagement in digitally mediated 

tourism contexts. 

Extending the model further, this study inte-

grates technological readiness as a moderating var-

iable, thereby enhancing the explanatory depth of 

the S-O-R framework. Technological readiness 

shapes the extent to which audiences perceive au-

thenticity and experiential value in VR exhibitions, 

ultimately influencing satisfaction. Individuals 

with high technological readiness are more adept 

at adapting to and engaging with virtual environ-

ments, resulting in heightened experiential percep-

tions and stronger satisfaction, which in turn rein-

force loyalty. Conversely, those with lower techno-

logical readiness may encounter barriers or re-

duced immersion, leading to weaker experiential 

evaluations and diminished loyalty. By conceptu-

alising technological readiness as a moderator, this 

study advances the S-O-R paradigm, refining our 

understanding of the interrelationships among au-

thenticity, experiential value, satisfaction, and loy-

alty in VR exhibitions, while also offering theoret-

ical insights and practical implications for the dig-

ital transformation of the tourism sector (see Fig-

ure 1). 

 

 
Figure 1: Concept Framework 

Source: Mehrabian and Russell (1974) 
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2.2 Relationship Between Existential Authentic-

ity and Experiential Value 

The concept of authenticity has evolved be-

yond the realm of art and has been widely applied 

in marketing. Wang (1999) identified two forms of 

authenticity in his foundational research: the au-

thenticity of tourist objects and existential authen-

ticity. While these two forms can coexist, Wang ar-

gued that existential authenticity more effectively 

explains tourists' experiences without relying on 

the intrinsic authenticity of objects themselves 

(Steiner & Reisinger, 2006). Therefore, under-

standing the nature of existential authenticity is es-

sential for analyzing the tourist experience. Exis-

tential authenticity is a socially constructed con-

cept that emerges over time. It emphasizes that au-

thenticity is not an inherent property of an object 

or environment but is instead shaped by the inter-

play of cultural context and individual perception 

(Cohen, 1988; Hughes, 1995; Wang, 1999; Waitt, 

2000). In this context, the integration of digital 

technology has begun to transform people's per-

ceptions of authenticity, influencing its manifesta-

tion in tourism and museum experiences (Li et al., 

2024). The content generated through online exhi-

bitions is becoming increasingly significant, as it 

plays a crucial role in shaping perceptions of au-

thenticity (Gao et al., 2022) and, consequently, en-

hancing perceived value (Chen et al., 2020). Con-

sumers' evaluations of experiential value may be 

particularly influenced by the content presented in 

online exhibitions (Sigala, 2016).  

H1: The authenticity of online exhibitions has a 

positive and significant impact on experience 

value. 

2.3 Relationship Between Existential Authentic-

ity and Satisfaction 

Satisfaction is defined as consumers' overall 

cognitive evaluation of their consumption experi-

ence (Chang et al., 2014). Research on satisfaction 

has expanded beyond the marketing domain to in-

clude curated tourism (Zhang et al., 2010; Cai et al., 

2023). From a tourism perspective, tourist satisfac-

tion is a critical concept, often regarded as the ulti-

mate goal of participation in tourism activities 

(Cho, 2012). In the context of virtual reality (VR) 

tourism, the authenticity of the VR experience has 

been shown to positively influence tourist satisfac-

tion (Sharma et al., 2024). Choi and Nam (2024) 

further demonstrated that perceived authenticity in 

VR experiences significantly enhances tourists’ 

overall satisfaction. Authenticity has been widely 

recognized as a key determinant of customer satis-

faction (Muskat et al., 2019). Specifically, existen-

tial authenticity—shaped through interpersonal in-

teractions—plays a crucial role in influencing 

emotional experiences and satisfaction (Chen et al., 

2022). Moreover, existential authenticity affects 

both cognitive and emotional dimensions, which in 

turn contribute to overall satisfaction in VR expe-

riences (Atzeni et al., 2022). Based on these find-

ings, this study posits that authenticity has a direct 

and positive impact on satisfaction. 

H2: The authenticity of the online exhibition has a 

positive and significant impact on satisfaction. 

2.4 Relationship Between Authenticity and Loy-

alty 

Loyalty is generally categorized into behav-

ioral loyalty and attitudinal loyalty. Behavioral loy-

alty refers to a customer's repeated purchase be-

havior and their intention to continue purchasing a 

brand in the future, whereas attitudinal loyalty en-

compasses a customer’s psychological commit-

ment and emotional attachment to a brand 

(Chaudhuri & Holbrook, 2001). In this context, ex-

istential authenticity is recognized as a key factor 

influencing consumer loyalty. Bryce et al. (2015) 

provided empirical evidence demonstrating that 

existential authenticity positively affects loyalty. 

Similarly, Yi et al. (2018) highlighted that consum-

ers’ perceptions of existential authenticity in both 

tangible and intangible heritage play a significant 

role in shaping destination loyalty. Based on these 

findings, this study posits that existential authen-

ticity has a direct and positive impact on loyalty. 

H3: The authenticity of the online exhibition has a 

positive and significant impact on loyalty. 

2.5 Relationship Between Experience Value and 

Satisfaction 

Experience value refers to a product's ability 

to generate meaningful experiential feelings and 

emotions for customers (Smith & Colgate, 2007). 

Marketing research suggests that experience value 

can function as an environmental stimulus that in-

fluences tourists' emotional states (Hung et al., 

2019; Lee et al., 2017). Additionally, it provides 

valuable insights for stakeholders in designing 

tourism experiences to achieve competitive ad-

vantages (Van Niekerk, 2017). Empirical studies 

have demonstrated the positive relationship be-

tween experience value and customer satisfaction. 

Wu and Liang (2009) found that higher experience 

value leads to more favorable satisfaction evalua-

tions, as customers with greater perceived experi-

ence value tend to report higher satisfaction levels. 

Similarly, Yuan and Wu (2008) argued that compa-

nies can optimize environmental and procedural 

factors to enhance customers' perceived experience 

value, thereby increasing satisfaction. This rela-

tionship is also significant in virtual environments. 

Verhagen et al. (2011) found that in virtual experi-

ences, users' perceived experience value has a 

strong and positive impact on satisfaction. 

H4: The experiential value of online exhibitions 

has a positive and significant impact on satis-

faction. 
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2.6 Relationship Between Experience Value and 

Loyalty 

High levels of satisfaction and loyalty are de-

rived from the experience value that customers ac-

cumulate through interactions with retailers 

(Foroudi et al., 2020). Similarly, Yang and Peterson 

(2004) demonstrated that when sellers offer prod-

ucts or services that genuinely meet customers' 

needs, they enhance customer experience value, 

which in turn fosters customer loyalty. Building on 

insights from the existing literature, this study an-

ticipates a causal relationship between experience 

value and loyalty, as outlined in the following 

framework. 

H5: The experiential value of online exhibitions 

has a positive and significant impact on loy-

alty.  

2.7 Relationship Between Satisfaction and Loy-

alty 

Early studies have identified customer satis-

faction as a key predictor of customer loyalty 

(Hume & Mort, 2010; Kim et al., 2015; Sweeney 

et al., 1999). Jeong and Kim (2020) examined the 

relationship between tourist satisfaction and loy-

alty, while Hernández-Lobato et al. (2006) also 

found that tourist satisfaction has a significant pos-

itive effect on destination loyalty. Similarly, Ben-

nett and Rundle-Thiele (2004) provided empirical 

evidence supporting this relationship, demonstrat-

ing that satisfied customers are more likely to rec-

ommend a brand to others and exhibit repeat pur-

chase behavior rather than switching to alternative 

brands. Additionally, perceived quality has been 

shown to have a positive influence on satisfaction, 

thereby further enhancing customer loyalty (Ab-

basi et al., 2024).  

H6: Satisfaction with online exhibitions has a pos-

itive and significant impact on loyalty. 

2.8 Adjustment: Technology Readiness 

The digital transformation of the arts and cul-

tural industry, particularly through immersive tech-

nologies such as virtual reality (VR), is driving an 

unprecedented shift in visitor experiences (Han et 

al., 2019; Olya et al., 2020). These technologies, 

with their unique capacity to create immersive ex-

periences, significantly enhance visitors' sensory 

perceptions, sense of presence, and behavioral in-

teractivity (Flavián et al., 2019). Within this 

context, technological readiness—an essential in-

dicator of an individual's ability to adopt new tech-

nologies—has become increasingly relevant in vir-

tual environments. 

Seong and Hong (2022) found that visitors 

who are open to technological innovation are more 

likely to explore the full potential of VR technol-

ogy actively. Technological readiness plays a criti-

cal role in shaping audience perceptions of authen-

ticity and experience depth in VR exhibitions. In-

dividuals with higher technological readiness 

demonstrate a stronger ability to comprehend the 

technical aspects of VR exhibitions, allowing them 

to perceive authenticity more profoundly. They ef-

fectively leverage the interactivity and immersion 

of VR technology to enhance their exhibition ex-

perience. In contrast, audiences with lower techno-

logical readiness often struggle to perceive authen-

ticity due to unfamiliarity with new technologies 

and potential psychological resistance, leading to 

lower evaluations of the exhibition’s experiential 

value. 

Building on this framework, we propose that 

audiences with higher levels of technological read-

iness are more likely to be captivated by the real-

ism of VR exhibitions, thereby enhancing their 

overall satisfaction. This is because they can fully 

utilize VR technology to achieve a more authentic 

and immersive exhibition experience. Conversely, 

individuals with lower technological readiness 

may encounter difficulties in fully engaging with 

the exhibition due to technological barriers, which, 

in turn, negatively impacts their perception of au-

thenticity and satisfaction. Therefore, we assume 

the following hypotheses:  

H7a: Technological readiness for online exhibi-

tions moderates the relationship between ex-

istential authenticity and experiential value. 

H7b: Technological readiness for online exhibi-

tions moderates the relationship between 

presence authenticity and satisfaction. 

When technological readiness is higher, the 

positive impact of satisfaction on loyalty is 

stronger. These hypotheses form the theoretical 

framework of this study, which aims to examine 

the causal relationships, as well as the mediation 

and moderation effects among the variables. This 

framework provides new insights into both theoret-

ical advancements and practical applications in the 

context of online VR exhibitions (see Figure 2). 

 

 
Figure 2: Conceptual Model 
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3. Methodology 

3.1 Instruments 

The first part covers the main research dimen-

sions, including existential authenticity, experien-

tial value, satisfaction, technological readiness, 

and loyalty. The existential authenticity scale was 

adapted from Yi et al. (2017), widely used in tour-

ism and exhibition research. It effectively 

measures existential authenticity in immersive ex-

periences and is particularly suitable for VR exhi-

bition contexts. The experiential value scale was 

adapted from Ding et al. (2021), covering both af-

fective and cognitive dimensions, comprehen-

sively reflecting participants' feelings during vir-

tual interactions. The satisfaction scale uses items 

from Lee et al. (2012), which has been extensively 

validated in the service and tourism sectors, ensur-

ing comparability with existing research. The loy-

alty scale, based on Yoon et al. (2010), captures au-

diences' propensity to continue participating in and 

recommend an exhibition. The technological read-

iness scale was adapted from Li et al. (2024), em-

phasizing individual attitudes and tendencies to-

ward adopting new technologies. It effectively re-

flects audience differences in VR exhibition con-

texts and serves as an important basis for the mod-

eration effect of this study. 

The second part collected demographic data 

on participants, including age, gender, and educa-

tion level. All measurement items are listed in Ta-

ble 2 and utilize a seven-point Likert scale. The 

questionnaire was originally designed in Chinese, 

then translated into English and revised using a 

back-translation process to ensure semantic clarity 

and cultural equivalence. 

Before the questionnaire was officially dis-

tributed, this study conducted a pilot test with a 

sample of 150 participants. Participants were re-

quired to have prior experience with online exhibi-

tions. Based on participant feedback and statistical 

testing results, the research team made several re-

visions: First, item wording was adjusted to avoid 

overly technical descriptions (e.g., terminology re-

lated to VR user interfaces) to enhance comprehen-

sion for general participants; second, some transla-

tion discrepancies were corrected through back-

translation to ensure semantic consistency; and 

third, items with low factor loadings or ambiguous 

meanings were removed to enhance content valid-

ity and construct reliability. Following these revi-

sions, the final questionnaire possesses both theo-

retical rigor and contextual relevance, making it 

suitable for effective behavioral research in VR ex-

hibition settings. 

3.2 Sampling 

When conducting research related to online 

exhibitions, the respondents need to have a certain 

degree of awareness of online exhibitions. There-

fore, this study selected visitors who visited online 

exhibitions in Taiwan as the respondents. The sur-

vey was jointly conducted by the research author 

and the online exhibition company, using the con-

venience sampling method, and finally collected 

350 valid questionnaires (see Figure 3). 

 

  
Figure 3: An Example of VR-based Tour Service Website 

3.2.1 Data Analysis 

This study's data analysis involved several 

steps. First, the returned sample was pre-screened 

to eliminate incomplete or invalid questionnaires, 

resulting in a valid sample of 350. Structural equa-

tion modeling (SEM) was then employed for anal-

ysis. Because it can simultaneously test both the 

measurement and structural models and control 

measurement error, it is particularly suitable for 

studies examining multiple latent constructs. Reli-

ability was tested using Cronbach's α and compo-

site reliability, with a criterion of 0.70. Convergent 

validity was tested using factor loadings and aver-

age variance extracted (AVE), with AVE values re-

quired to be greater than 0.50. Discriminant valid-

ity was tested using the method of Fornell and 

Larcker (1981), comparing the square root of the 

AVE of each facet with the squared correlation co-

efficient between facets. In addition to SEM, this 

study also employed the PROCESS framework de-

veloped by Hayes (2015) to examine the moderat-

ing effect of technological readiness. PROCESS 

uses bootstrapping to establish confidence inter-

vals for indirect effects and interactions, providing 

more robust inferences than traditional regression 

methods. Because technological readiness was 

designated as a key moderator in this study, using 

PROCESS allowed for a more precise examination 

of its moderating role in the relationship between 

existential authenticity, experiential value, and sat-

isfaction. 
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4. Results 

4.1 Demographic Results 

According to the survey, 56.3% of the re-

spondents were female, while 43.7% were male. In 

terms of educational background, the majority held 

a college degree (70.3%), followed by a master’s 

degree (12.6%) and a college degree (8.3%). Re-

garding prior experience with online exhibitions, 

27.4% of respondents reported using an online ex-

hibition for the first time, whereas 75.6% had pre-

vious experience. 86.6% of the respondents were 

Chinese speakers. In terms of age distribution, 

26.6% (n = 93) of the respondents were over 45 

years old, 18% (n = 63) were between 25 and 44 

years old, and 55.4% (n = 194) were under 24 years 

old. 

4.2 Measurement Model 

First, the measurement model was evaluated. 

The conceptual model was analyzed, and the fol-

lowing fit indices were obtained, which were con-

sidered acceptable: chi-square value (χ²) = 

4555.693, degrees of freedom (df) = 517, chi-

square to degrees of freedom ratio (χ²/df) = 8.812, 

comparative fit index (CFI) = 0.749, Tucker-Lewis 

index (TLI) = 0.728, and root mean square error of 

approximation (RMSEA) = 0.150. In addition to 

assessing model fit, the reliability and validity of 

the measurement scale were examined, including 

composite reliability, Cronbach’s α, convergent va-

lidity, and discriminant validity. Both Cronbach’s 

α and composite reliability exceeded the recom-

mended threshold of 0.70, indicating strong inter-

nal consistency. Convergent validity was assessed 

based on factor loadings and average variance ex-

tracted (AVE), with the recommended thresholds 

being factor loadings above 0.50 and AVE no less 

than 0.50. All factor loadings were significantly 

above 0.50, and AVE values ranged from 0.616 to 

0.836, demonstrating strong convergent validity. 

These results confirm that the selected indicators 

adequately represent the underlying constructs.  

Therefore, the discriminant validity of each 

construct was subsequently assessed. Discriminant 

validity was evaluated by comparing the average 

variance extracted (AVE) with the squared correla-

tion coefficients between each pair of latent con-

structs (Fornell & Larcker, 1981). The relevant re-

sults are presented in Table 1. The results indicated 

that all latent constructs in this study demonstrated 

adequate discriminant validity, as the AVE for each 

construct exceeded the corresponding squared cor-

relation values.  

Table 1: Correlation Matrix, AVE Values, and Squared Correlations for Discriminant Validity Assessment 

Dimension Items Authenticity Experiential Value Satisfaction Loyalty Technology Readiness 

Authenticity 0.835     
Experiential Value 0.661 

(0.437) 

0.785    

Satisfaction 0.723 

(0.523) 

0.712 

(0.507) 

0.871   

Loyalty 0.543 

(0.295) 

0.512 

(0.262) 

0.523 

(0.274) 

0.843  

Technology Readiness 0.553 

(0.306) 

0.552 

(0.305) 

0.543 

(0.295) 

0.853 

(0.728) 

0.914 

Note: Diagonal elements (in bold) are AVE values. Off-diagonal elements are correlations, and squared correlations are 

reported in parentheses. For discriminant validity, AVE should be larger than the squared correlations (Fornell & 

Larcker, 1981). Parameter estimates were obtained using maximum likelihood estimation, with one parameter 

fixed at 1.0 for model identification. 

 

4.3 Structural Model 

Structural equation modeling (SEM) was em-

ployed to examine the causal relationships pro-

posed in the first phase of this study. The SEM re-

sults indicated that the model fit indices were ac-

ceptable. The analysis revealed that existential au-

thenticity (ER) had a positive and significant effect 

on experiential value (PV) at a significance level 

of 0.001, with a corresponding t-value of 16.051 (γ 

= 0.87). However, ER did not have a significant ef-

fect on SAT (γ = 0.11, t = 1.644, p > 0.05) or loy-

alty (LY) (γ = -0.04, t = -0.624, p > 0.05). Addi-

tionally, SAT did not exhibit a significant effect on 

LY (γ = 0.062, t = 0.762, p > 0.05). In contrast, PV 

had a strong and significant effect on both satisfac-

tion (γ = 0.82, t = 11.420, p < 0.001) and loyalty (γ 

= 0.923, t = 8.424, p < 0.001). Based on these find-

ings, Hypotheses 1, 4, and 5 were supported, 

whereas Hypotheses 2, 3, and 6 were not supported. 

4.4 Mediation Effect 

The mediating effect of perceived value is sig-

nificant within the 95% confidence interval (LLCI 

= 0.5600, ULCI = 0.7289), as the interval does not 

include zero, indicating a significant mediating ef-

fect of 0.6462. After controlling for the mediating 

variable, the direct effect of online exhibition au-

thenticity (independent variable) on loyalty (de-

pendent variable) is not significant (LLCI = -

0.0305, ULCI = 0.1445). Therefore, perceived 

value fully mediates the relationship between au-

thenticity and loyalty.  
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The mediating effect of satisfaction is signifi-

cant within the 95% confidence interval (LLCI = 

0.3788, ULCI = 0.5791), as the interval does not 

include zero, indicating a significant mediating ef-

fect of 0.4839. After controlling for the mediating 

variable, online exhibition authenticity (independ-

ent variable) significantly affects loyalty (depend-

ent variable) (LLCI = 0.1249, ULCI = 0.3137). 

Therefore, satisfaction partially mediates the rela-

tionship between authenticity and loyalty.  

The mediating effect of perceived value is sig-

nificant within the 95% confidence interval (LLCI 

= 0.5288, ULCI = 0.6899), as the interval does not 

include zero, indicating a significant mediating ef-

fect of 0.6094. After controlling for the mediating 

variable, online exhibition authenticity (independ-

ent variable) significantly affects satisfaction (de-

pendent variable) (LLCI = 0.1021, ULCI = 0.2613). 

Therefore, perceived value partially mediates the 

relationship between authenticity and satisfaction. 

4.5 The Moderating Role of Technology Readi-

ness 

The moderation effect was analyzed using 

Hayes' (2015) PROCESS macro in SPSS (Model 

1). Participants were categorized into high techno-

logical readiness (TR ≥ 6.2, n= 245) and low tech-

nological readiness (TR < 6.2, n = 105) groups 

based on the sample mean. The analysis first ex-

amined the moderating effect of technological 

readiness on the relationship between existential 

authenticity and perceived value. When technolog-

ical readiness was low, the interaction between ex-

istential authenticity and perceived value was sig-

nificant (F = 67.10733, p = 0.0344), supporting 

Hypothesis 7a. 

Further analysis assessed the moderating ef-

fect of technological readiness on the relationship 

between existential authenticity and satisfaction. 

For participants with high technological readiness, 

the interaction between existential authenticity and 

satisfaction was significant (F = 7.637882, p = 

0.0030). Similarly, for those with low technologi-

cal readiness, the interaction was also significant 

(F = 46.1005, p = 0.0005). These findings indicate 

a significant moderating effect, with a more pro-

nounced effect observed in the low technological 

readiness group, thereby supporting Hypothesis 7b. 

4.6 Discussion and Implications 

This study has two primary purposes: first, to 

examine the relationships among authenticity, ex-

periential value, visitor satisfaction, and brand loy-

alty within virtual experiences; and second, to in-

vestigate the moderating role of technology readi-

ness between authenticity and experiential value, 

as well as between authenticity and satisfaction. 

The findings offer valuable insights into enhancing 

user experience and satisfaction in virtual exhibi-

tions. Additionally, the study highlights the critical 

role of technology readiness in boosting user 

acceptance and loyalty toward virtual exhibitions. 

These results not only inform the design and im-

plementation of virtual exhibitions in the cultural 

and creative industries but also provide guidance 

for future applications of virtual technology to en-

hance user interaction and brand influence. Fur-

thermore, the study's outcomes can assist practi-

tioners in the cultural and creative sectors, as well 

as virtual exhibition designers, in understanding 

the pivotal role of technology readiness in improv-

ing user experience, satisfaction, and brand loyalty. 

This understanding is essential for optimizing user 

interaction and strengthening brand influence in 

virtual curation. 

4.7 Theoretical Implications 

This study extends the Stimulus-Organism-

Response (S-O-R) model (Mehrabian & Russell, 

1974) to the context of online VR exhibitions by 

identifying authenticity as the key external stimu-

lus influencing experiential value and satisfaction 

(organism), which in turn drives loyalty (response). 

This application provides a theoretically grounded 

explanation for audience behavior in digital cul-

tural experiences, aligning with prior tourism re-

search (Chen et al., 2020). A major theoretical con-

tribution lies in integrating technological readiness 

as a moderating variable, revealing its role in shap-

ing how audiences perceive authenticity and expe-

riential value. Individuals with higher technologi-

cal readiness report stronger satisfaction and loy-

alty, while those with lower readiness face greater 

barriers—echoing findings by Leroi-Werelds et al. 

(2022). This enhances the S-O-R model’s explan-

atory power for digital environments. Finally, this 

study advances the concept of technological readi-

ness beyond e-commerce and mobile apps (Par-

asuraman, 2000), applying it to VR cultural exhi-

bitions. By doing so, it offers new theoretical in-

sights into user segmentation and digital strategy 

design in the context of cultural digital transfor-

mation. 

4.8 Practical Implications 

This study underscores the importance of in-

corporating technological readiness into curatorial 

design and strategy. Users with higher technologi-

cal readiness expect sophisticated digital experi-

ences and may show lower satisfaction when un-

met, while those with lower readiness are generally 

more accepting (Parasuraman, 2000). Curatorial 

organizations should adopt tiered exhibition for-

mats (e.g., basic and advanced versions), ensure in-

tuitive interfaces, and offer simplified instructions 

to accommodate diverse user needs. Initial assess-

ments of technological readiness can guide service 

segmentation, while multi-platform compatibility 

(e.g., 2D web or simplified 3D displays) and inte-

grated technical support enhance accessibility. 

Marketing efforts should highlight ease of use and 

compatibility to reduce user anxiety, aligning with 
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the Technology Acceptance Model (TAM), which 

emphasizes perceived usefulness and ease of use. 

To foster satisfaction and loyalty, VR and AR tech-

nologies—such as 360° views, multisensory feed-

back, and real-time guided tours—can deepen im-

mersion and engagement. Personalized content, 

virtual lectures, and social interaction features fur-

ther enrich the visitor experience. As Kotler and 

Keller (2016) points out, addressing varying tech-

nological readiness is essential to inclusive digital 

marketing and improved audience participation. 

To further enhance visitor satisfaction and 

loyalty, curatorial companies should prioritize the 

authenticity and immersive value of their exhibi-

tions. Integrating Virtual Reality (VR) and Aug-

mented Reality (AR) technologies can signifi-

cantly augment the realism and engagement of 

online exhibitions. For instance, employing 360-

degree panoramic views and immersive interactive 

experiences allows visitors to virtually explore ex-

hibits, fostering a deeper connection with the con-

tent. High-resolution images, multisensory ele-

ments such as sound and haptic feedback, and real-

time guided tours can strengthen emotional bonds 

with the audience, enhancing interactivity and par-

ticipation. 

4.9 Limitations and Future Directions 

This study is limited by its use of cross-sec-

tional questionnaire data, which restricts causal in-

ference due to the absence of temporal sequencing. 

The sample may also reflect regional or cultural bi-

ases, limiting the generalizability of findings to 

broader global audiences. Additionally, the focus 

on VR technology excludes other immersive for-

mats such as AR and MR, which may influence ex-

periential outcomes differently. Future research 

should adopt alternative theoretical models to ex-

amine how cultural backgrounds shape perceptions 

of authenticity and experiential value in virtual ex-

hibitions (Yang et al., 2021; Yin et al., 2021; Zou 

et al., 2022). Deeper analysis of group differences 

is needed. Moreover, this study does not address 

long-term changes in loyalty, which may evolve 

with market dynamics or technological advances. 

Longitudinal studies are recommended to explore 

how satisfaction and loyalty develop over time. 
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