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ABSTRACT

	This thesis 
integrates the research on the financial management of tourist attractions under the background of "the Belt and Road Initiative" with the study on the impact of Virtual Reality Technology (VRT) on tourism experience, aiming to comprehensively explore the key elements in the development of tourist attractions in the new era. The research indicates that while "the Belt and Road Initiative" promotes the development of the tourism industry, tourist attractions are faced with problems such as insufficient internationalization of financial management and weak risk
 - response capabilities. Meanwhile, the application of VRT technology can significantly enhance the quality of eco - tourism experience and behavioral intentions of college student tourists. Through a combination of qualitative
 and quantitative research methods, this paper analyzes the current situation and existing problems of the financial management of tourist attractions, and explores the impact mechanism of VRT technology on tourism experience. The research results not only enrich the theoretical framework in the field of tourism management but also provide practical guidance for tourist attractions in financial management innovation and technological application, which is of great significance for promoting the sustainable development of the tourism industry.
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1. INTRODUCTION 

Since the proposal of "the Belt and Road Initiative" in 2013, it has emerged as a powerful catalyst, significantly propelling international tourism exchanges and cooperation to new heights. This far - reaching initiative, spanning across multiple continents and countries, has fostered closer economic and cultural ties, thereby opening up vast opportunities for the global tourism industry. According to the World Tourism Organization (WTO
) statistics, in the years following the launch of the initiative, the number of international tourists traveling along the Belt and Road routes has witnessed a remarkable annual growth rate of approximately 8%, much higher than the global average
. This growth trend vividly demonstrates the positive impact of the initiative on international tourism.​

One of the key driving forces behind the booming tourism development is the implementation of visa - free policies among many countries along the routes. These policies have effectively reduced the travel barriers for tourists, facilitating smoother cross - border travel. For instance, countries like Thailand, Indonesia, and Russia have introduced or relaxed visa - free or visa - on - arrival policies for Chinese tourists, which has not only increased the number of outbound tourists from China but also boosted the development of the tourism service industry and other related sectors. The tourism service industry, in particular, has seen a significant expansion, with the emergence of more travel agencies, hotels, and transportation providers catering to the growing demand. As a result, the economic benefits brought by tourism have become increasingly significant, highlighting the crucial role of financial management in tourist attractions.​

However, despite the promising opportunities, many tourist attractions in China are currently grappling with a series of challenges in financial management. A recent industry report indicates that a large proportion of Chinese tourist attractions still operate with a relatively low level of internationalization in their financial management practices
. For example, in terms of financial reporting and accounting standards, they often fail to fully comply with international norms, making it difficult for them to attract foreign investment and conduct international business transactions. Moreover, the management means employed are 
often outdated and inefficient. Many attractions still rely on manual accounting and traditional financial management models, lacking the ability to effectively manage financial risks and make informed decisions in a rapidly changing market environment. These issues have become major obstacles hindering the development of Chinese tourist attractions in the international tourism market.​

Simultaneously, in the realm of tourism technology innovation, the application of Virtual Reality Technology (VRT) has been gradually making its mark in the tourism industry. VRT technology, with its immersive and interactive features, has the potential to revolutionize the way tourists experience attractions. It allows tourists to explore virtual replicas of tourist destinations, historical sites, and natural landscapes, providing a new form of travel experience
. However, a comprehensive review of the existing literature reveals that empirical research on the impact of VRT on tourism experience and tourist behavior remains relatively scarce. Most of the current studies focus on the technical aspects of VRT application or the conceptual discussion of its potential in tourism, lacking in
 - depth empirical analysis based on real - world data.​

This gap is even more evident in the research on tourism in the Yellow River Basin. Traditional research in this area predominantly centers around resource assessment, ecological protection, and historical and cultural heritage research. While these aspects are undoubtedly important, insufficient attention has been paid to tourist perception and the application of new technologies such as VRT. Understanding how tourists perceive and interact with these attractions through emerging technologies can provide valuable insights for improving the quality of tourism services and enhancing the competitiveness of tourist destinations.​

Against this backdrop, this study aims to bridge these research gaps by integrating the research
 in these two distinct but interrelated fields. By conducting an in - depth analysis of the current situation and problems of the financial management of tourist attractions, and exploring the impact mechanism of VRT technology on tourism experience and tourist behavior, this research endeavors to provide both theoretical support and practical guidance for the sustainable development of tourist attractions under the background of "the Belt and Road Initiative". It is hoped that the findings of this study can contribute to the improvement of financial management practices in tourist attractions and the promotion of the innovative application of VRT technology, thereby driving the high - quality development of the tourism industry in the new era.
2. Theoretical Basis
2.1 "the Belt and Road Initiative" and Financial Management

The "Belt and Road Initiative", since its inception, has been a cornerstone for fostering 
economic cooperation and cultural exchanges among countries along its routes, with the ultimate goal of promoting regional economic integration. In the context of the tourism industry, this initiative has had a profound impact, serving as a catalyst for the growth of cross - border tourism. For example, countries such as Kazakhstan and Uzbekistan, which are key nodes along the Belt and Road, have witnessed a significant increase in the number of international tourists. Official statistics show that in the past five years, Kazakhstan's inbound tourism revenue has grown at an average annual rate of 12%, largely due to enhanced connectivity and cooperation under the initiative
. This growth trend not only brings more development opportunities for tourist attractions but also intensifies the competition in the international tourism market.​

Financial management, as the core of enterprise operation and management, plays an indispensable role in helping tourist attractions navigate the challenges and capitalize on the opportunities presented by the "Belt and Road Initiative". Financial risks are omnipresent throughout the entire life cycle of tourism projects. Externally, political risks can emerge in the form of sudden changes in government policies, such as the alteration of tax regulations or visa policies, which can directly impact the financial inflows of tourist attractions. Legal risks may arise from differences in international laws and regulations. For instance, in some countries, there are strict environmental protection laws that require tourist attractions to invest a large amount of capital in environmental protection facilities, increasing operational costs. Cultural risks also pose a threat, as misunderstandings or conflicts in cultural values between tourists and local operators can lead to a decline in tourist satisfaction and negative word - of - mouth, ultimately affecting financial performance.​

Technological risks are becoming more prominent with the rapid development of information technology. Outdated payment systems or data security breaches in tourist attractions can cause financial losses and damage their reputation. Market risks, such as fluctuations in exchange rates and changes in consumer preferences, also need to be carefully monitored. Internally, operational risks, including inefficient management processes and poor cost - control mechanisms, and strategic risks, such as incorrect investment decisions, can further exacerbate financial difficulties. To ensure the smooth implementation of tourism projects and the sustainable development of enterprises, tourist attractions must adopt effective financial management strategies to systematically identify, assess, and respond to these diverse risks.
2.2 Smart Tourism and Virtual Reality Technology

Smart tourism represents the outcome of the deep integration of information technology and the tourism industry. It leverages cutting - edge information technologies, such as the Internet, big data, and artificial intelligence, to revolutionize traditional tourism business models. The Internet of Things (IoT), for example, enables tourist attractions to collect real - time data on visitor flow, environmental conditions, and facility usage, facilitating more efficient management and resource allocation. Big data analytics can help tourism enterprises understand consumer preferences and behavior patterns, allowing them to develop targeted marketing strategies and personalized tourism products.​

Virtual Reality Technology (VRT), as a key component of smart tourism, has the potential to redefine the way tourists experience travel. By creating immersive virtual environments, VRT can transport tourists to destinations that may be difficult or impossible to reach in person, such as historical sites that have been damaged or natural landscapes in remote areas. For example, the Terracotta Army Museum in Xi'an, China, has used VRT to recreate the ancient battlefield and the construction process of the Terracotta Army, providing tourists with a more vivid and in - depth understanding of the historical heritage.​

In the field of tourism marketing, VRT has proven to be an effective tool for influencing consumer attitudes. A study conducted by a leading tourism research institute found that consumers who experienced a destination through VRT were 30% more likely to consider visiting that destination compared to those who only saw traditional promotional materials
. VRT enhances the pre - visit experience by allowing potential tourists to explore attractions in advance, reducing uncertainty and increasing anticipation. It also helps tourists make more informed travel decisions by providing a comprehensive view of the destination's features and facilities.​

The key elements of VRT, namely immersion, ecological effectiveness, and user participation, work in concert to enhance the quality of tourists' travel experiences and shape their behavioral intentions. Immersion refers to the degree to which tourists are engaged and feel present in the virtual environment. High - quality graphics, realistic sound effects, and interactive elements contribute to a more immersive experience. Ecological effectiveness emphasizes the positive impact of VRT on environmental protection. By reducing the need for physical travel to certain fragile or overcrowded destinations, VRT can help alleviate environmental pressure. User participation allows tourists to actively interact with the virtual environment, such as choosing their own routes, exploring hidden areas, and sharing their experiences on social media, which not only enriches the travel experience but also promotes the spread of tourism information.

2.3 Related Theoretical Models

This study is grounded in the Stimulus - Organism - Response (S - O - R) theory and the
 Pleasure - Arousal - Dominance (PAD) model. The S - O - R theory posits that external stimuli, such as the application of VRT technology in tourism, act on the internal psychological states of tourists (organisms). These psychological states, which include emotions, attitudes, and cognitive evaluations, then trigger corresponding behavioral responses. For example, when a tourist is exposed to a highly immersive VRT experience of a tourist destination, it may arouse positive emotions and a sense of curiosity, leading to the behavioral response of choosing that destination for an actual visit or sharing the experience on social media platforms.​

The PAD model, from an emotional perspective, delves into the three fundamental dimensions of tourists' emotions during the tourism experience: pleasure, arousal, and dominance. Pleasure refers to the degree of enjoyment and satisfaction that tourists feel. Arousal represents the level of excitement and energy, while dominance reflects the sense of control and influence that tourists perceive in the travel situation. Research has shown that these emotional states have a significant impact on tourists' behavioral intentions and decisions. For instance, a high level of pleasure and arousal can increase the likelihood of tourists recommending a destination to others, while a strong sense of dominance can influence their choice of travel activities and the duration of their stay. By applying these theoretical models, this study aims to systematically analyze and understand the complex relationships between external stimuli, tourists' psychological states, and their behavioral responses in the context of the "Belt and Road Initiative" and the application of VRT technology in tourism.

3. Current Situation and Problems of Financial Management of
 Tourist Attractions

3.1 Current Situation of Financial Management​

. Low perfection of tourist attraction quality and route planning
: 
The “Belt and Road Initiative” has indeed spurred an influx of high - end passenger flow, but it has also laid bare the flaws in the quality and route planning of many tourist attractions. A recent survey conducted by the China Tourism Academy revealed that approximately 35% of tourist attractions along the Belt and Road routes in China still suffer from non - standard management practices
. For example, some smaller - scale attractions lack proper staff training, leading to service inefficiencies and inconsistent quality. In terms of hygiene, many scenic areas struggle to maintain high standards, especially during peak tourist seasons. Reports from tourist satisfaction surveys show that complaints regarding unclean restrooms, littered areas, and unhygienic food stalls account for a significant portion of negative feedback.​

Price supervision also remains a weak point. In certain popular tourist destinations, cases of price gouging for accommodation, dining, and souvenirs have been frequently reported. This not only undermines the trust of tourists but also damages the overall image of the tourist attraction. Moreover, the restrictions on the activity areas of transit passengers in related countries pose a significant challenge. For instance, in some border regions, complex visa regulations and limited transit areas prevent tourists from fully exploring nearby attractions, thus reducing the potential for destination development and selection. These issues collectively indicate that there is an urgent need to enhance the overall quality and optimize route planning to better meet the demands of the growing international tourism market.
. Inadequate transportation hubs and supporting services of tourist attractions
:
Transportation and supporting services are the lifeblood of tourist attractions, yet many still face significant inadequacies. In remote or less - developed tourist areas, inconvenient transportation is a major deterrent. Poorly maintained roads, limited public transportation options, and infrequent flight or train connections make it difficult for tourists to reach the attractions. A study on rural tourist destinations in China found that due to subpar
 transportation infrastructure, the average travel time for tourists increased by 2 - 3 hours compared to well - connected areas, leading to a decline in tourist satisfaction.​

The lack of supporting services further exacerbates the problem. Insufficient accommodation options, especially in the mid - to - high - end segment, can force tourists to stay in substandard facilities or travel long distances to find suitable lodging. Additionally, the scarcity of quality dining, medical, and emergency services in many attractions not only affects the travel experience but also poses potential risks to tourists' safety and well - being. From a financial perspective, these deficiencies increase the operating costs of tourist attractions. For example, attractions may need to invest more in shuttle services to compensate for the lack of public transportation, and they may also face higher customer acquisition costs due to negative word - of - mouth resulting from poor service quality.​

. Huge potential of the international tourism market, and urgent need for transformation and upgrading of financial management
: 
The international tourism market presents vast opportunities, especially in the context of the “Belt and Road Initiative.” According to the World Tourism Organization, the number of international tourists traveling between Belt and Road countries is expected to reach new heights in the coming years, with an estimated annual growth rate of over 10%. However, the current financial management practices of many tourist attractions in China are ill - equipped to capitalize on this potential.​

The development of new - generation information technology, such as cloud computing, blockchain, and artificial intelligence, offers new avenues for financial management innovation. For example, blockchain technology can enhance transparency and security in financial transactions, while artificial intelligence can provide more accurate financial forecasting. Unfortunately, the long - standing management mode that prioritizes business volume over financial efficiency has become a major obstacle. Many tourist attractions still rely on manual financial record - keeping and basic accounting software, lacking the ability to analyze financial data comprehensively. This makes it difficult to identify cost - saving opportunities, manage cash flows effectively, and make strategic financial decisions, ultimately hindering their competitiveness in the international tourism market.

3.2 Problems Existing in Financial Management​

Lack of internationalized management: The financial management of tourist attractions in China lags far behind international standards in multiple aspects. Conceptually, many domestic attractions still adhere to traditional financial management concepts, focusing primarily on short - term profit maximization rather than long - term strategic financial planning. In terms of methods, they often lack advanced financial management tools and techniques used in international practice, such as risk - adjusted return on investment (RAROI) analysis and enterprise resource planning (ERP) systems for financial management.​

In terms of criteria, the accounting and financial reporting standards employed by Chinese tourist attractions do not fully comply with international financial reporting standards (IFRS). This lack of alignment makes it difficult for these attractions to attract foreign investment, as international investors often require financial statements that are prepared in accordance with globally recognized standards. As a result, Chinese tourist attractions struggle to integrate into the international financial market, limiting their ability to raise capital and expand their business on a global scale.

Weak risk - The mechanisms for identifying, assessing, and responding to financial risks in tourist attractions are severely lacking. As mentioned earlier, tourist attractions are exposed to a wide range of external and internal risks. However, most attractions lack a systematic approach to risk management. For example, many fail to conduct regular risk assessments, leaving them ill - prepared to deal with sudden changes in the market, such as currency devaluations or shifts in tourist demand.​

In the face of political and legal risks, such as changes in local regulations or international trade disputes, tourist attractions often have no contingency plans in place. Internally, operational risks, such as mismanagement of inventory or overspending on marketing campaigns, are also poorly controlled. The absence of effective risk - response strategies not only increases the vulnerability of tourist attractions to financial losses but also undermines their long - term stability and growth prospects.

Non -The financial management processes in tourist attractions are often characterized by a lack of standardization and normalization. There is no unified set of procedures for financial transactions, from revenue collection to expense reimbursement. This lack of standardization leads to inconsistent financial record - keeping, making it difficult to ensure the accuracy and integrity of financial data.​

For example, in some attractions, different departments may use different methods to record
 and report financial information, resulting in discrepancies and confusion. Delays in financial reporting are also common, as the lack of streamlined processes means that it takes longer to collect, collate, and analyze financial data. These issues not only affect the timeliness of financial decision - making but also make it challenging for management to obtain a clear and accurate picture of the attraction's financial health, thereby hindering the formulation of effective financial strategies.

4. Research on the Impact of Virtual Reality Technology on Tourism Experience

4.1 Research Methods
This study employs an exploratory sequential mixed - methods approach, which combines the
 strengths of qualitative and quantitative research to comprehensively explore the impact of Virtual Reality Technology (VRT) on tourism experience. The sequential nature of this approach allows for a more in - depth understanding, where the qualitative phase lays the foundation for the quantitative phase.​

In the initial qualitative research stage, semi - structured in - depth interviews were conducted with 10 college students who had prior experience using VRT in Zhengzhou and Luoyang. These two cities were selected due to their rich tourism resources and the relatively high penetration of VRT technology in local tourist attractions. The semi - structured interview format was chosen to provide flexibility, enabling the interviewer to explore emerging themes while still maintaining a focused line of inquiry.​

The interview guide was designed with open - ended questions aimed at understanding the participants' perceptions, experiences, and behavioral responses related to VRT in tourism. For example, questions such as "How did the VRT experience make you feel during your virtual tour?" and "In what ways did the VRT experience influence your decision - making regarding actual travel?" were posed. The data collected were then analyzed using thematic analysis. This involved transcribing the interviews verbatim, coding the text, and identifying recurring themes and patterns. Through this process, relevant variables were determined, a hypothesis framework was established, and supplementary research questions were proposed. This qualitative exploration helped to uncover nuanced insights and generate hypotheses that would be further tested in the quantitative phase.​

Subsequently, the quantitative research phase was initiated. Stratified random sampling was utilized to select 525 college students from Luoyang and Zhengzhou. Stratification was based on factors such as academic major, grade level, and frequency of travel, ensuring that the sample was representative of the diverse college student population in these areas. Online questionnaires were employed to collect data, which was a practical and efficient method considering the large sample size and the digital - native nature of college students.

The questionnaire was carefully developed based on the variables identified in the qualitative phase. It included Likert - type scales to measure constructs such as immersion, ecological effectiveness, participation, Pleasure - Arousal - Dominance (PAD), visit intention, and social media participation. To ensure the reliability and validity of the questionnaire, a pre - test was conducted with a small sample of 30 college students, and necessary adjustments were made based on their feedback.​

For data analysis, the Partial Least Squares Structural Equation Model (PLS - SEM) was employed
. PLS - SEM is well - suited for this study as it can handle complex relationships between latent variables and does not require a large sample size to achieve reliable results. It also allows for the simultaneous estimation of measurement and structural models, enabling a comprehensive assessment of the relationships between variables. The use of PLS - SEM in this study aimed to verify the results obtained from the qualitative research, providing empirical evidence for the hypothesized relationships.

4.2 Research Results
Reliability and validity of measurement scales: The reliability analysis shows that the scales measuring constructs such as immersion, ecological effectiveness, participation, PAD, visit intention, and social media participation have high internal consistency, with Cronbach’s α coefficients all exceeding 0.9. The validity analysis indicates that the data are suitable for factor analysis, and the questionnaire has good construct validity, convergent validity, and discriminant validity.

Relationships between variables: The correlation analysis shows that there is a significant positive correlation between social media participation and PAD, as well as between immersion and visit intention. The structural equation model analysis shows that immersion, ecological effectiveness, and participation significantly predict PAD, explaining 35.9% of the variance; PAD significantly affects visit intention and social media participation. This indicates that the relevant elements of VRT technology can significantly affect tourists' emotional experiences, and then influence tourists' travel behavioral intentions and social media participation.
5.  Strategies for the Transformation and Upgrading of Financial Management of Tourist Attractions

5.1 Establishing an intelligent system

Utilize information technology to build an intelligent financial management system to achieve real - time collection, analysis, and sharing of financial data, and improve the efficiency of financial management and the scientificity of decision - making.

5.2 Revenue management through intelligent platforms

With the help of intelligent platforms, conduct refined management of the revenues of tourist attractions, analyze the laws of revenue fluctuations, optimize the revenue structure, and increase revenue levels.

5.3 Improving the comprehensive quality of financial staff

Strengthen the training and education of financial personnel, enhance their professional knowledge and skills, and cultivate financial management talents with an international perspective and innovative abilities.

5.4 Standardizing the financial management processes of enterprises

Establish and improve standardized and normalized financial management processes, clarify the responsibilities and authorities of each link, and ensure the accuracy and timeliness of financial information.

6. Conclusions and Prospects

This study integrates the research on the financial management of tourist attractions and the impact of virtual reality technology on tourism experience, analyzes the current situation and problems of the financial management of tourist attractions, explores the impact mechanism of VRT technology on tourism experience and tourist behavior, and proposes strategies for the transformation and upgrading of financial management. The research shows that under the background of "the Belt and Road Initiative", tourist attractions need to strengthen financial management innovation, improve the level of internationalized management, and enhance risk - response capabilities. At the same time, VRT technology can effectively improve the quality of tourism experience and tourists' behavioral intentions, providing new opportunities for the development of tourist attractions. Future research can further expand the research scope, deeply explore the application of other emerging technologies in the tourism industry, and strengthen interdisciplinary cooperation to provide more theoretical support and practical guidance for the sustainable development of the tourism industry.
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This article primarily evaluates China’s tourism industry and gives insufficient attention to other BRI countries. While some discussions are overly general, lacking country-specific references, it clearly elaborates the impact of virtual reality technology (VRT) on tourism experiences and proposes effective strategies to upgrade financial management systems. I have pasted my other comments in bellow.
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