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Abstract 

 

This study begins by explaining the tourism industry during and after COVID-19 and 

explaining the metaverse concept, including how it transforms the tourism industry and 

MSMEs. This study proposes a literature method to provide a rationale for the issue. The 

data was collected mainly through written evidence such as documents, journal articles, 

scholarly books, research reports, and online websites. Then the content analysis was used 

for analysing the data. Despite research’s expansion on metaverse attributes, the notion of 

metaverse related to the tourism industry and MSMEs need to be observed more. This study 

notes that the use of metaverse in the tourism industry and MSMEs has many benefits. It 

revolutionises the tourism industry and offers new sales channel for small business owners. 
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INTRODUCTION 

COVID-19 Pandemic impacts the economy and tourism industries. In 2021, there 

was a significant loss in the arrival of international tourists at around seven-tenths (72%) 

(Go & Kang, 2022). It reflects in the number of tourists visiting Indonesia. According to 

the data collected from EGSA UGM (2021), there was a significant decrease in local and 

foreign tourists. The total number of foreign tourists visiting Indonesia in 2020 was around 

4.02 million visits, which decreased by 75.03 percent compared to 2019. Similarly, the 

number of local tourists fell to around three-fifths (61%) in 2020 than 2019. The significant 

decline in tourist numbers impacts economic environments because tourism contributes 

enormously to national income, foreign exchange, and employment (EGSA UGM, 2021). 
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Undeniably this situation has also affected Micro, Small, and Medium Enterprises. Surveys 

from several institutions (BPS, Bappenas, and the World Bank) showed that in the 

aftermath of the pandemic, many MSMEs have been unable to pay off their loans, 

electricity, gas, and employee salaries (Kemenko Perekonomian, 2021). Some of them had 

to do layoffs (Kemenko Perekonomian, 2021).  

In addition, many MSMEs have faced obstacles to obtaining raw materials, capital, 

a decline in the number of customers, and difficulty in distribution and production 

processes (Kemenko Perekonomian, 2021). However, as the pandemic subsides, efforts are 

needed to recover tourism industry after the COVID-19 pandemic. Indonesia's government 

is trying to develop its digital ecosystem to support the tourism industry and sustain 

MSMEs, called WonderVerse Indonesia. WonderVerse Indonesia is a digital interactive 

channel for promoting tourism and Indonesia's creative economy (Tempo, 2022). A 

growing focus and investment in the metaverse are closely related to the advancement of 

internet technology made the tourism sector start to adapt and glance at the potential of 

metaverse space (Pratt, 2022). Metaverse is an opportunity to create a sustainable and 

adaptive tourism industry with digitalization development (Pratt, 2022). 

Currently, several papers on the metaverse have been published. Um et al. (2022) 

issued a study about the use of metaverse as a tool to develop smart-tourism cities. This 

article introduced how the concept of metaverse supports the creation of a smart-tourism 

city by considering the connection between smart-tourism and this digital sphere. Go and 

Kang (2022) proposed a study defining metaverse tourism for sustainability development. 

This paper showed that the use of metaverse in the tourism industry may increase 

profitability for tourism destinations. Metaverse products and experiences can contribute 

to sustainable tourism by providing alternative and profitable resources for tourists. The 

above-mentioned articles certainly explain the concept of the metaverse and its link to 

tourism and guide subsequent metaverse research. However, little study has shed light on 

the details of Metaverse development as a tool to strengthen the tourism industry and 

MSMEs post-COVID-19. Therefore, focusing on the above situation, this article aims to 

review the importance of Metaverse for the improvement of the tourism industry and the 

sustainability of Micro, Small, and Medium Enterprises after COVID-19. 

  

METHODOLOGY 

This study has the objective of understanding the use of Metaverse. This study 

investigated the potential of the metaverse for sustaining the tourism industry ecosystem 

and MSMEs through the literature review method. A literature review is a study that uses 

materials such as documents, journal articles, scholarly books, research reports, online 

sources, media release, and government report to search and gathers information and then 

report the findings (Chirisa et al., 2020; de Falco et al., 2018; Gegung, 2021; Supriyanto, 

2022; Xiao & Watson, 2019). The purpose of the literature reviews is to provide an 

overview of an issue or research problem and to provide a rationale for the issue (Snyder, 

2019).  

The data was collected mainly through written evidence such as documents, journal 

articles, scholarly books, research reports, and online websites which highlighted the idea 
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of Metaverse and tourism and the use of this artificial intelligence during and post-COVID-

19 as well as the use of metaverse for strengthening MSMEs. Then the content analysis 

method was used for analysing the data. A content analysis aims to organize and interpret 

data collected to draw realistic conclusions (Bengtsson, 2016). Qualitative data can be 

analysed using content analysis to determine the presence of certain words, themes, or 

concepts (Elo et al., 2014). The purpose of content analysis is to quantify the presence, 

meaning, and relationships among specific words, themes, or concepts in the text. 

Specifically, focusing on interpreting and understanding the idea of a metaverse in the 

realm of the tourism industry. Hence, using this method may nuance the notion of 

Metaverse tourism as a promising future to sustain the tourism industry and strengthen 

MSMEs post-COVID-19 pandemic. 

 

FINDINGS AND DISCUSSION 

Metaverse 

The term "metaverse" combines the meaning "beyond" and the word "verse" 

(meaning universe), denoting the next-generation Internet in which users or avatars can 

interact with others in three-dimensional (3D) virtual spaces in a way that is similar to the 

physical world (Duan et al., 2021; Gursoy et al., 2022). The statement is emphasised by 

Dwivedi et al. (2022) and Um et al. (2022), who said that people experience the same social 

and economic environments as in the real world by using the Metaverse 3D virtual world. 

It allows people to express themselves through avatars, a new self that differs from their 

physical selves. This platform does not meet a basic human need for social interaction and 

provides a sense of connection. By using Metaverse, people can connect in meaningful and 

engaging, creating a virtual world that is just as vibrant and alive as the real one (Dwivedi 

et al., 2022; Um et al., 2022). Metaverse may also provide a hybrid environment where 

consumers can enjoy tourism products and services physically and virtually (Buhalis et al., 

2023). The metaverse is expanding the next web technology and commencing boundless 

opportunities.  

It considers a continuum that spans the range of virtual reality experiences and 

business structures (Srivastava, 2023). This advancement of technology has reached all 

aspects of business and industries. From reality to virtual. Although metaverse was founded 

in 1992, there seemingly has no agreement on its universal definition (Buhalis et al., 2023). 

Metaverse is defined as “an immersive three-dimensional virtual world” in which visitors 

may act as avatars and interact with others and software agents without its bodily 

limitations.  

According to a study done by Buhalis and Karatay (2022), Metaverse is a 

continuous merging of the digital and bodily universe that utilizes ambient details in 

enhancing the physical sphere, products, and services. A similar statement came from 

Damar (2021), Sparkes (2021), and Moy and Gadgil (2022) who said that Metaverse seems 

like as “a seamless convergence” or perhaps “the layer between you and reality”. It is 

because the metaverse can project three-dimensional graphics both on a screen or in virtual 

reality where all activities can be carried out with the help of virtual and augmented reality. 

Generating a merged, virtual community where visitors can work, play, relax, transact, and 
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socialize. Furthermore, it is explained in most metaverse definitions that the metaverse 

stimulates the world and provides space to interact with other virtual visitors in a significant 

environment (Dwivedi et al., 2022). Existing definitions mostly conceive Metaverse as the 

confluence of the virtual and physical universe (Buhalis et al., 2023). 

 

Metaverse Development in the Tourism industry during and Post-COVID-19 

Seeking long-lasting solutions for the tourism industry may bring a sense of 

adaptability and acceptability that can be useful for the tourism industry itself (Budeanu et 

al., 2016). Changing the tourism system without understanding wider societal 

transformations is not feasible, and new challenges must meet with innovative solutions 

(Budeanu et al., 2016). Recent phenomena such as the COVID-19 pandemic can be a notion 

for the tourism industry to combine its practices with digital transformations. The pandemic 

situation has increased the use of the Internet globally. Global internet users have climbed 

to 4% in 2022 (Kemenparekraf, 2022). More than three-fifths (62.5%) population of the 

world has reportedly been active internet users (Kemenparekraf, 2022). Our society has 

already transitioned into an Infinite Enterprise world (Coleman, 2022). Inadvertently, 

digitalization is becoming increasingly important for business growth in the tourism sector 

(WTTC & Microsoft, 2022, as cited in Kemenparekraf, 2022). 

The pandemic has contributed to a broad acceptance of virtual environments and 

mixed reality experiences or Metaverse (Go & Kang, 2022). Bloomberg projects that the 

metaverse will be the future of the internet, with an estimated value of USD 800 billion by 

2024. Then it is projected by 2026, almost a third (25%) of the world's population will 

spend at least one hour a day on the metaverse (Arfiansyah, 2022).  

Seem like the scope of businesses has changed as it evolved from offline to 

website-based online. It is again expanding from website to metaverse (Um et al., 2022). 

For instance, many museums’ websites offer metaverse tours by using 360-degree videos 

and augmented reality (Go & Kang, 2022). Furthermore, some tourism stakeholders have 

incorporated metaverse technologies into their business, like escape rooms and metaverse 

theme parks (Go & Kang, 2022). 

The same approach is in Indonesia. Indonesia's government is trying to develop its 

digital ecosystem. Using the increasingly trending Metaverse technology namely 

WonderVerse Indonesia (Tempo, 2022).  

WonderVerse Indonesia is divided into four parts or called land. It is a 

representation of Indonesia as an archipelagic country. In this land, there is a variety of 

diversity that can be enjoyed by visitors (Tempo, 2022). In the Lobby, users/visitors can 

interact with endemic animals and galleries of paintings from Indonesian artists. Then 

WonderFun Land contains various games typical of Indonesia, such as puppet shows and 

Indonesia’s traditional dances. At WonderGoods Land, visitors can see and shop for 

Indonesian goods such as arts and crafts or Indonesian souvenirs and gift products, which 

will be marketed by tourism and creative economy players (Sasongko, 2022). Finally, 

WonderReal Land is where users can buy flight tickets and book hotel tickets and 

accommodations for various tourist sites in Indonesia (Tempo, 2022). Every WonderVerse 

visitor will become an avatar who can see things happening in the digital world (Susanti, 

2022).  
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It can be seen that Metaverse has key benefits for Tourism. Metaverse may 

encourage visitors to try out virtual visits to some destinations on their bucket lists. For 

instance, travellers may obtain some beneficial information about destinations before 

bodily visiting those places. A single, shared, immersive, and interactive 3D virtual space 

can closely reproduce a physical world setting. Potential travellers may use metaverse 

experiences to afford information regarding prospective destination facilities and what are 

significant attractions available around the destination. It then may trigger their motivation 

to complete a reservation or perhaps purchase the product (Srivastava, 2023). With the help 

of Metaverse, virtual tourists may explore the world, either as a substitute for an in-person 

visit or as an opportunity to prepare for an upcoming trip (Gegung, 2021; Revfine, n.d.).  

Furthermore, metaverse may simplify the booking procedure. In this case, 

metaverse tourism may significantly enhance the booking experience through some 

beneficial information offered. For example, hotels or attraction places may use virtual 

reality tours for enabling tourists to bodily roaming around hotel facilities. Giving visitors 

a clear or complete idea regarding the hotel’s layout, room sizes, and other facilities 

available (Srivastava, 2023). The same can be said to travel and tour operators. A 3D virtual 

world can give clients a true sense of place for triggering their desire to visit. Undeniably, 

there is a higher possibility for a client to complete the booking instead of cancelling it 

(Srivastava, 2023).  

The metaverse may also induce a growing number of bookings to destinations. 

Metaverse inspires and encourages tourists for taking a time out and become virtual 

visitors. The experience of the booking process through metaverse may become 

informative and amusing for visitors. When the customers feel good about the whole 

process, these people can purchase those packages and increase the booking volume 

(Srivastava, 2023). This statement by a study done by Yang et al. (2017) said that if a 

customer is happy with the whole process of the purchase experience, it may enhance a 

positive direct effect on their satisfaction and brand loyalty. Customers may continue 

engaging and purchasing the product. 

Moreover, the metaverse offers historical travel experiences. It is possible for the 

metaverse in imitating the restoration of historical monuments or prehistoric architectures 

to their former gorgeousness. It enables travellers for experiencing historical life, and they 

might learn something from it (Srivastava, 2023). Incheon Open Port has developed its 

smart-tourism city with Metaverse (Um et al., 2022). According to the data collected by 

Um et al. (2022), Incheon Open Port introduces a metaverse service known as ‘Incheon 

Easy’ smart tourism application consisting of two main services. The first one is a Real-

Based Metaverse – ‘AR Incheon’ and the second one is a virtual-based Metaverse 

(Incheoncraft).  

AR Incheon is an artificial technology that will provide users with Augmented 

Reality navigation, including historical maps. Providing extended reality experience, such 

as environment-related historic figures (Um et al., 2022). Meanwhile, ‘Incheoncraft’ will 

assist visitors with virtual time travel in Incheon. Users can interact with other players as 

avatars in this virtual world. In ‘Incheoncraft’, virtual tourists might be able to experience 

historic events with historic figures and learn educational facts (Um et al., 2022). This 
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technological device feeds users with brand new sensations through travelling and 

exploring the world destination back in time with ease (Aïdi, 2022; Alonso, n.d.).  

 However, some might naturally argue whether this metaverse will replace the 

human touch. Undeniably, using the metaverse may keep customers well-informed about 

the destination offers, yet many things still cannot be communicated thoroughly through 

this platform (Alonso, n.d.). According to Schaal Skift's senior editor, as cited in Setiawan 

(2022), the concept of "Metaverse" has existed for a long time. Even in recent years, 

companies such as Amazon and Airbnb have launched online virtual travel services to cope 

with the pandemic. However, still, this technology can only partially replace tourist 

activities in the physical sphere. Artificial intelligence enhances tourism experiential 

services but cannot replace the human touch, which is a key determinant of an experiential 

vacation. Though it will certainly change travelers’ way spend on tourism products (Gursoy 

et al., 2022). As supported in the study by Buhalis et al. (2023) and Srivastava (2023), it is 

important to remember that this artificial intelligence may only partially replace travel and 

tourism. If used well, this tool can improve reality by presenting mesmerising experiences 

that allow people to experience tourism from a more diverse perspective.  

 

The Use of Metaverse in Strengthening MSMEs in Indonesia 

Not only having a positive impact on the prospects of the tourism industry. The use 

of metaverse may also carry benefits, especially for MSME players. MSMEs can 

participate in the metaverse. Quoting a statement from Gani (CEO of Grant Thornton 

Indonesia) as cited in Hadi (2022), “With a relatively large population in Indonesia familiar 

with the digital world, if only 30% are active in the Metaverse world, then there will be a 

high economic turnover”. 

MSME players who already have products in physical form can turn them into 

digital ones and sell those products on a Metaverse platform. It means there will be supply 

and demand opportunities that will not only cover digital products but also products in 

physical stores. MSME players may leverage their digital stores in a virtual world to 

promote their products and services. MSMEs that offer accommodation can arrange virtual 

tours and experiences while participating in real-time-conversation. Metaverse provides a 

powerful avenue to promote local’s products and services. 

Metaverse may also inspire the cocreation of virtual event experiences. Metaverse 

may facilitate the accessibility of online events. Various activities, such as tours, concerts, 

and tournaments carried out virtually may also create opportunities for MSMEs. Business 

players may supply merchandise, arts and crafts, and other needs products to digital ones 

(Hadi, 2022). It then facilitates smart shopping for potential customers (Alonso, n.d.; 

Buhalis et al., 2023).  

Furthermore, many business players starting to offer experiences for consumers 

through metaverse technology. Consumers who come to a cafe, for instance, may enjoy the 

mountain or lake views through Virtual reality technology while sipping their coffees or 

teas without physically travelling to that lake or mountain (Arfiansyah, 2022). This 

experience may increase customer value towards the products or services offered by 

tourism players. Leading to an increase in visitors' purchases and brand loyalty. They can 

even spread positive word of mouth about how well a company's product or service meets 
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their expectations (Barantum, 2022; Firdiansyah, 2021). The metaverse may propose users 

with distinctive, personalised, and engaging experiences that significantly increase their 

travel experiences while at the same time may facilitate numerous activities for people that 

tangibly detached from events or sites. By developing significant brand experiences. Small 

businesses may enhance their exposure, and unforgettable experiences while remain 

competitive in the physical and digital markets. Small businesses around prospective 

destination areas can be marketed and promoted in front of a massive market of multi-

millions of virtual visitors (Foo, 2022; Revfine, n.d.).  

From the small businesses’ standpoint, the metaverse may support MSMEs to 

enrich their knowledge about their consumer’s needs, wants and preferences. As metaverse 

supports market intelligence and facilities research and development. MSMEs may use 

website browsing, travel blog writing, and photo uploading by travellers to enrich their 

knowledge about their consumers’ preferences and needs and then provide consumers with 

the appropriate product at the right time and place (Stylos et al., 2021). 

This technological advancement is crucial as it can transform how, when, and 

where companies may interact with their potential buyers (Pratt, 2022). Some people 

believe to optimize the function of Metaverse in Indonesia. It is indispensable to have 

collaboration from various parties. Starting from MSME players to governments. As (Hadi, 

2022) mentioned in his study, MSME players may transform their physical products into 

digital ones. Meanwhile, Governments may provide various supporting facilities with 

appropriate legal foundations to increase digital literacy for the wider community then more 

MSMEs may benefit from the metaverse. 

 

CONCLUSION 

Although some may argue the Challenges and threats emerging through Metaverse, 

the use of this technology in the tourism industry and MSMEs may carry more benefits to 

some extent. Virtual tourists may explore tourist destinations, either as a substitute for an 

in-person visit or perhaps this technology can be used as an opportunity for preparing for 

an upcoming visit to tourist attractions. Furthermore, in MSMEs, the metaverse can be seen 

as an instrument for inspiring selling and buying activities virtually. It expects that supply 

and demand opportunities will not only be available for products in physical stores and for 

digital ones. Metaverse may also enhance customer experiences and increase customers’ 

purchases and loyalty.  

The future of metaverse tourism seems bright and fascinating. This technological 

advancement is crucial as it can transform how, when, and where companies may interact 

with their potential buyers. This extended reality platform allows MSME players to deliver 

new experiences and offer information in innovative approaches. 
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