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Abstract: - The development of a virtual reality app based on the old English Pantheon, located in the Magic 
Town of Real del Monte, Mexico, is addressed in this text. The purpose of the project is that people can take a 
virtual tour through the pantheon with a smartphone to know the charm and mystery of its tombs, as well as 
digitally preserve the place in spite of its continuous deterioration over time. All the stages of the creation of the 
virtual scenery are described in detail, such as: storyboard, 3D modeling, UV mapping, texturing, lighting, and 
rendering; as well as the stages to realize the application in virtual reality, such as: camera adaptation, plugins’ 
installation, creation of scripts, relation of camera to the character, and creation of the Android APK. This app 
offers new ways of advertising historical places of the region and, at the same time, promoting tourism. 
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1 Introduction 
The use of Information and Communication 
Technologies (ICT) has had a strong impact on 
today's society, covering all areas of daily life, and 
even changing the mechanisms of access, 
development and dissemination of information. 
Tourism hasn’t fell behind in that aspect, and little 
by little, technological programs have appeared to 
encourage entertainment and exploration of places 
through various means of communication. They are 
based on a system of relations between the subject 
(tourist) and the tourist object (location, company or 
tourist organization). The subject is the one who 
receives the services produced by the tourist object 
[1]. This has a great importance since the promotion 
of tourism in the market has a concrete value in 
terms of the economic development of the locality, 
as well as being an identification of the same.  

Technological advances have led to new ways of 
doing tourism. These new forms produce sensations 
in people equal or similar to reality, that is, they 
generate unique experiences regardless of whether 
these come from reality or imagination, from which 
the post-tourism concept arises which is also called 
virtual tourism. Its main characteristic is to generate 
in people tourist experiences without the need of 
physical displacement to the places visited [2]. This 
term tries to generate new ways of tourism by 
applying technologies such as Virtual Reality (VR) 
which, through interactive three-dimensional 
computer simulation, allows the user to feel 

immersed into an artificial environment, generated 
from existing or imaginary data. In this way the user 
can perceive it as real, based on stimuli from 
sensory organs such as sight and hearing [3,4]. 

The use of this technology allows the recreation 
of scenes based on tourist information and data, 
capable of transcending the barriers of time, space 
and communication, promoting the tourist 
possibilities of a place. However, the experiences 
generated from VR in the context of tourism cannot 
substitute the real emotions of being physically in a 
place, independently of the possible inconveniences 
or dangers that the destination may have [5]. 

Recent innovation in VR platforms, devices, and 
content production tools allows for VR to evolve 
from being a field of technology mainly enjoyed 
within the gaming communities into the realm of 
everyday experiences [6]. Since its early conception, 
VR has been described as a computer-simulated 
environment with which, and within which people 
interact [7,8]. Using VR devices, people can 
experience the virtual environment as if he or she 
were part of it. This is modified in real time as the 
device senses user’s reactions and motions, allowing 
him or her to perceive a vivid mental representation 
of the virtual environment, creating the illusion of 
interacting with and being immersed in it [9]. 

Virtual experiences help tourists to prepare and 
motivate to physically visit a destination, besides 
being a support as an advertising medium to 
encourage and awaken interest in the user. So 
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different public and private organizations bet on the 
implementation of technological projects that 
contribute to the mission of attracting tourists [10]. 
Empirical evidence from various fields of studies 
demonstrate that VR experiences lead to positive 
attitudinal and behavioral outcomes, such as 
consumer learning of products [11], brand 
recognition, product recall, and memory of 
experiences [12,13]. Because it is an attractive and 
motivating element, new applications based on VR 
must be proposed for experimenting different 
models, methodologies and experiences.  

The objective of this work is not to make an 
argument in favor of VR, but to enter into its 
knowledge, since the development of this 
technology opens up multiple possibilities in the 
tourist field. For this reason, the purpose is to design 
and develop a virtual scenario of the English 
Pantheon, located in the Magic Town of Real del 
Monte in the State of Hidalgo, Mexico, where users 
can observe and experiment with the objects that are 
presented there, as well as creating an app based on 
VR that serves to encourage tourism not only at the 
regional level, but also at the national level. This 
leads to having a 3D digital copy of the place which, 
despite of constantly receiving maintenance, has 
been deteriorating over time. Another goal of this 
study is to investigate the sense of presence during a 
virtual walkthrough of a tourist destination and how 
this sense of presence influences a post-VR attitude 
change toward the destination 
 

2 ICT and Mexican Tourism 
The use of ICT in the environment related to 
tourism within the Mexican territory has increased 
exponentially in recent years. Along with the 
Internet, they have become indispensable tools to 
drive tourists to visit different places that are 
promoted on the web, since they provide them with 
information regardless of the region where they are 
and when they require it [14]. Also, through web 
pages, mobile applications, social networks, digital 
magazines, electronic commerce, among other 
means, ICTs have facilitated commercial 
transactions in the industry by establishing contacts 
with commercial partners, the distribution of 
products and the provision of information. [15]. 

According [16], the arrival of international 
tourists to Mexico in 2018 was 41.4 million, 2 
million 156 thousand tourists higher than that 
observed in 2017 and equivalent to an annual 
growth of 5.5%, locating the country in the sixth 
place worldwide for the arrival of international 
tourists. The income of foreign currency from 
international travelers amounted to 22.51 billion 

dollars, which represented an increase of 5.5% 
compared to 2017. It should be noted that the main 
tourist destinations in the country are: Cancun, 
Riviera Maya, Los Cabos, Puerto Vallarta and 
Mexico City, which represent 80% of the trips of 
foreign tourists. However, the arrival of national 
tourists to hotel rooms in 2018 was much higher, 
reaching 60 million 875 thousand tourists (73.6% of 
the total), while 21 million 850 thousand were 
international tourists (26.4% of the total). According 
to data from the National Institute of Statistics and 

Geography [17], in 2016 the tourist activity 
contributed with 8.7% of the Gross Domestic 
Product (GDP) of the total of the country. The 
previous figures have been achieved largely thanks 
to the fact that with the Internet and new 
technologies tourists can plan, book and pay for 
their trip from anywhere in the world, even without 
the need for intermediaries. 

Given the previous facts, it is difficult for an 
international tourist to visit little-known places, so it 
should be sought that the national tourist is the one 
who first visits these places. For this reason, in 2001 
the Ministry of Tourism created the Magical Towns 

Program in collaboration with various 
governmental entities and state and municipal 
governments. The program contributes to revaluing 
a group of towns in the country that have managed 
to preserve the cultural and historical wealth they 
contain, and that represent fresh alternatives for 
visitors [18], in addition to seeking to promote the 
charms of the country, emphasizing the symbolic 
attributes, legends, history, important events, daily 
life, magic, among many other particularities, which 
emanate in various socio-cultural manifestations. 
Today, the advertising of the 121 Magical Towns is 
mainly based on web pages, digital magazines and 
mobile applications, making it easy to find 
information about them. 
 
3 Virtual Reality 
VR has one goal: to convince the user that he/she is 
somewhere else. It does this by tricking the human 
brain, specifically, the visual cortex and parts of the 
brain that perceive motion. A variety of 
technologies conspire to create this illusion, 
including: stereoscopic display, motion tracking 
hardware, input devices, and desktop and mobile 
platforms [19]. The definition ties VR to 
technology, in this way it is possible to generate in 
the viewer the sensation of interaction and 
immersion, so that he/she feels part of that world 
[20]. However, VR is more than a computer 
application. VR requires an intuitive, nonliteral 
system that represents something that is not there, 
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something beyond oneself, something unseen. It 
requires an immersive interactivity that holds the 
tension between knowledge and the “unknown”, and 
it requires one first person, that works like one sense 
derived from hidden sensory forces [21]. 

This technology allows researchers to define 
explicitly and exhaustively the sensory cues that 
carry information about the virtual world. In real-
world experiments, it is not possible to control all 
sensory cues. For example, when studying the 
contribution of visual cues to navigation, 
confounding information could be provided by 
unmeasured smells, sounds, textures and vestibular 
stimuli (internal information about balance and 
spatial orientation). VR offers the means to add or 
remove sensory cues to test the contribution of each 
one to a neural code, and to build up a ‘minimal’ set 
of stimuli needed to produce a given behavior or 
neural activity pattern [22]. 

It is known that there are two types of VR: the 
immersive VR is one that occurs in a 3D 
environment with which the user can interact 
through helmets, gloves and other accessories for 
the body; the other one is a non-immersive VR in 
which the user interacts with the virtual world more 
easily with the use of a keyboard and a mouse. 
Technically, the immersive VR is an advanced 
human-machine interface that allows to experiment 
in a multisensory form, a computer simulation in an 
interactive way and in real time. It consists of 
equipment, facilities, software, hardware and 
applications designed for that purpose.  

Immersive VR applications are those that are 
experienced with several senses, especially vision, 
audition and touch [23]. Its primary effect is to place 
a person into a simulated environment that looks 
and feels to some degree like the real world. A 
person in this synthetic environment has a specific 
sense of self-location within it, can move her or his 
head and eyes to explore it, feels that the space 
surrounds her or him, and can interact with the 
objects in it [24]. In VR the effect of entering the 
world begins with physical, rather than mental, 
immersion. The state of being mentally immersed is 
often referred to as having “a sense of presence” 
within an environment [25]. Presence is defined in 
literature as the psychological state where a user is 
feeling lost or immersed in the mediated 
environment, the degree to which he or she feels 
physically “present” in a virtual environment, thus, 
the key concept that explains the effectiveness of 
VR in various use contexts [26]. 

VR has typically been portrayed as a medium 
[27]. As a communication medium, VR shares some 
characteristics with more traditional media, 

especially those with which it has a common 
heritage. It is important for the VR developer (and 
users) to realize the importance of understanding the 
deeper aspects of the medium in which they are 
working. Some virtual worlds are designed with a 
particular device in mind, and some are designed to 
be experienced through more than one device. Some 
virtual worlds are especially suited for and designed 
to be implemented using a VR interface [25]. In this 
way, it must be considered from the beginning to 
what type of audience the product is directed and 
what the desired message is.  

Virtual 3D worlds offer opportunities for tourist 
marketing companies to target specific markets by 
offering an innovative environment for potential 
visitors to explore tourist destinations [28]. As the 
use of VR increases, its applications within tourism 
also increases, planning and administration, 
marketing, entertainment, education, accessibility 
and preservation of heritage stand out [29]. Despite 
the above, there is little understanding of how to 
market these tourist services and the economic 
impact that they generate in the industry. 
 

4 English Pantheon of Real del Monte 
Located at the top of one of the mountains of the so-
called Magic Town of Real del Monte in the State of 
Hidalgo, Mexico, it was built in 1851 and donated 
by the Englishman Thomas Straffon (1824-1862) 
who, during this time, was working as an official of 
the mining companies engaged in exploitation of the 
region. Various celebrities of the entity and even 
from other countries such as Ireland, Scotland, 
China, Netherlands, Germany and England have 
been buried in this pantheon. To this day, it has 758 
fine tombstones with the names of those 
Englishmen that were important for local mining, 
some with small statues, all surrounded by plants 
and shaded by trees, as shown in Figure 1. 
 

 
Figure 1. English Pantheon of Real del Monte. 
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The gate that protects this pantheon was built in 
1869 and it has an interesting legend: "Blessed are 
the dead who die in the lord". At the entrance to the 
cemetery there is a Masonic platform, because some 
of the English who are buried there were 
Freemasons. The rest of the deceased buried there 
belonged to the Protestant religion. The symbols of 
Freemasonry in the form of sarcophagi, four-
cornered stars, obelisks and chains represent the 
union of Freemasons; the well-known five-cornered 
star in the pantheon means death and light. The 
tombs are perfectly aligned from west to east, as if 
they were heading towards Great Britain, where the 
blood of most of those who lie there came from. 
One of the most famous tombs in the world is that 
of the English clown, named Richard Bell, who 
cheered the country for a long time with Circus 

Orrín. 
Crossing the entrance gate means entering a 

dense but attractive atmosphere, a disturbing scene, 
with a certain beauty, though. Walking in this 
pantheon, so different from the typical Mexican 
pantheons, make people feel the icy cold that blows 
in those heights and see the immense trees move 
with the wind. Listening to the scandalous rumor of 
nothingness, gives the feeling of being observed 
while one reads foreign names accompanied by 
dates of death from the previous century inscribed in 
the grave. 

Both the English Pantheon and Real del Monte 
are tourist destinations par excellence in the region. 
However, few advertising strategies have been 
developed to advertise the place. The strategies are 
mainly based on triptychs distributed on the roads 
that surround the community, as well as television 
reports from regional, and sometimes national, 
channels. But those strategies are not novel and they 
are directed mainly to the local public that already 
has knowledge of the site. Hence the importance of 
generating multimedia applications that reach more 
people around the country through the Internet. 
 

5 Virtual Scenario Development 
The idea is to create a VR app about the English 

Pantheon to enhance the tourist attraction of this 
place. To do this, the creation of a virtual scenario 
using various types of software is proposed. This 
allows the final product to be experienced in a more 
real, willing and attractive way, with the sole 
objective that the user becomes an active subject, 
and explorer of information [10]. So, in order to 
have a good organization, it is better to realize a top 
plane of the English Pantheon, as seen in Figure 2. 
This allows the app makers to know the exact 
position of the tombs and the elements around them. 

 
Figure 2. Scheme of the English Pantheon. 

 
After making the sketches and storyboards of 

what the scenario is like, another important point is 
to create all 3D models of tombs, trees, fences and 
other objects that are in the designs of the Pantheon. 
The basic steps to achieve a 3D object are: 
modeling, UV mapping, texturing, lighting and 
rendering, using specialized software like Maya, 
ZBrush, Photoshop and Blender.  

Modeling consists on shaping individual objects, 
based on a reference image. The UV mapping 
represents the coordinates of the texture in the 
model, which in 3D view coincide with the position 
of the vertex but have an independent movement in 
its unfolded form. Texturing is made to increase the 
detail and realism of the models by incorporating 
textures, it is an image that is placed on the faces of 
the polygon. Lighting or shading defines how the 
faces of a polygon will behave when illuminated by 
virtual lights. Rendering generates an image from a 
model, that is, it is the complex calculation 
developed by a computer designed to generate a 3D 
image. Figure 3 shows the comparison between the 
real tombs and those generated by 3D modeling.  
 

 
Figure 3. 3D modeling of tombs. 
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In general, the digitalization methods used in this 
text comply with the following steps: presentation 
of the needs, choice of techniques to be applied, 
acquisition of field data, data processing, quality 
control and delivery [30]. 

Once all 3D models of buildings and objects 
have been created, they are exported to the virtual 
environment, which is made in Unity, a software 
that provides the tools for developing and creating 
virtual environments. In Unity, all the development 
of the English Pantheon is done, and the objects are 
placed in the correct position according to the 
storyboard. Also, the programming of some objects 
is carried out so that they have movement capacity, 
as well as the background music and the sounds are 
set for certain elements. Finally, the sky is added to 
the scene, as well as fog and other weather effects. 
The programming scripts are made in C# language. 
This software allows to see the simulation in motion 
to check its correct operation. Figure 4 shows the 
virtual environment created. 
 

 
Figure 4. Virtual scenario. 

                                                                                                                                                                                                                                                                                                                                                                                                                                                                                 
6 Virtual Reality App 
To develop the application, a methodology that 
defines in detail all the elements that make up the 
3D environment through VR techniques is used. It is 
based on determining a general panorama of the 
simulated environment by performing an 
instructional analysis of its characteristics and 
needs. Then the modular interpretation of the goals 
and objectives is elaborated, determining the 
specifications of the application, which could be 
considered as the specifications and functions of the 
virtual world. Finally, the realization of technical 
specifications is carried out, where physical 
behaviors, navigation mechanisms and the insertion 
of multimedia components that complement the 

virtual environment are assigned. With all this, the 
virtual world can be stored in a mobile device as a 
standardized application that has stereoscopic 
effects and is navigable through the kinematics of 
the human body through the accelerometer and 
gyroscope [31]. 

Once the virtual scenario is done, the application 
in VR can be used by means of the Google 

Cardboard platform, which works from mounting a 
smart mobile phone with an Android or IOS 
operative system in a folding cardboard base cut out 
and with two lenses. For the correct use of the 
platform a flexible architecture based on a graphical 
interface for mobile devices is needed, which uses a 
set of application programs and programming 
languages that are standardized to interact with the 
Google Cardboard SDK, taking advantage of the 
capacity of the phones.  

The development of this process is summarized 
in the need in the application for the camera to move 
by means of a joystick, in which a series of scripts 
are programmed. This is because the original plugin 
only contains the script to convert it to VR, but does 
not provide the movement of the character or 
camera. For this reason, the Unity main camera is 
used, adapting the scripts and objects for their 
movement. The hierarchical structure of the VR 
camera is as follows: the main object used as 
"Father" is called VR_GENERAL, this being just an 
empty object that performs the function of joining 
the two "Children" objects, called “Cardboard 
Main” and “Overlay Canvas”. The children, in turn, 
contain objects and scripts, being the most important 
within the "Cardboard Main" operation, in its 
structure there are five objects: 

1. First Person Controller: Contains scripts that 
make the movement function for the character 
and the 360º movements of the camera, 
allowing the camera to rotate. 

2. Main Camera: Contains a pair of objects 
called "MC_Left" and "MC_Right", which 
are the two eyes, dividing the screen with a 
parallax element, to achieve the effect of VR. 

3. Walk Pointer: It is the object that serves as a 
support to make the camera move using the 
joystick. 

4. Graphics: It is the capsule object that serves 
to connect everything, pretending to be the 
character. 

5. Stereo render: Contains two elements that 
provide the project render, giving the final 
appearance of the project called "Pre-Render" 
and "Post-Render". 

The other "Child" of VR_GENERAL is "Overlay 
Canvas", which only contains the FPS that acts as 
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the screen that allows the user to configure the VR 
part, this being a Google Cardboard plugin. With the 
above changes it is possible to make the VR app, as 
well as move the camera on stage using a joystick. 

Before installing the final application, it is 
necessary to install several plugins and libraries. 
The first is the JDK, which provides development 
tools for the creation of programs in Java. It has a 
compiler that allows to convert source code into 
bytecode of the Java virtual machine. Then, the 
installation of the NDK is done, which is a set of 
tools that allows to implement parts of the 
application in native code. For certain types of 
applications, this can help to reuse code libraries 
written in those languages. The SDK is also 
installed, which consists of a set of software 
development tools that allows the creation of 
applications for a certain computer system. With all 
this, it is possible to develop the app on Android 
using Java language. Afterwards, it is transferred to 
the mobile device where it is successfully executed 
as shown in Figure 5. 
 

 
Figure 5. Virtual reality app 

 
Finally, testing is performed to find and solve the 

problems that exist in the implementation of the 
application, as well as to verify various aspects, 
such as: reliability, efficiency, portability, 
scalability, maintainability, compatibility, usability 
and capacity. Once the previous steps are done, the 
beta version of the app is performed, which means 
that it is practically finished. 

The app has a high degree of interaction with the 
user, who can move in all directions on the stage 
with the help of the joystick. When standing in front 
of a grave, information of the person buried there is 

displayed. Simulated objects appear solid and have 
an egocentric location much like real objects in the 
real world, they can be picked up and examined 
from all sides. The weather is also represented with 
the typical fog and cold wind of the region, which 
causes the trees and shrubs to move constantly. 
Additionally, the sound makes the tour look more 
real, with the sound of the wind and the birds that 
live there, as well as the footsteps in the grass and 
dirt when walking. This to place a person into a 
simulated environment that looks and feels to some 
degree like the real world. 

As in any project, the measurement and 
evaluation processes seek to identify the effects and 
impacts. To measure VR enjoyment, this research 
refers to the [32] definition of perceived enjoyment, 
which is the extent to which the activity of using VR 
technology to experience a tourist destination is 
enjoyable in its own right. Consequently, to 
demonstrate the enjoyment and efficiency of the 
app, it was tested on 50 tourists who arrived at Real 
del Monte. For this, the complete kit of the app was 
installed in an information kiosk located at the 
Magic Town’s downtown. It is a place with a great 
tourist flow, as it provides information on places to 
visit, restaurants, hotels, tours, etc.  

Of the total number of people who used the 
application, half were from the state of Hidalgo and 
half were from other states in the country; 29 were 
men and 21 women; 14 were between 11-30 years 
old, 26 were between 31-50 years old, and 10 were 
over 50 years old; 6 were in high school, 15 were in 
college, 22 finished college, 2 completed graduate 
school, and the rest had incomplete studies; 19 had 
previously visited the site and 31 were for the first 
time. However, a large part of them did not know 
the English Pantheon or had not planned to visit it. 
Among the reasons to visit the place were mines, 
nature and adventure. Some even mentioned that 
they knew about the place when Prince Charles of 
England visited it. 

The results were positive, mainly in young 
people, since they accepted with pleasure and 
interest the use of new technologies to promote the 
pantheon; they also managed to handle the joystick 
and camera movements more quickly, because its 
characteristics are based on video games. On the 
other hand, adults had certain difficulties to master 
the VR, although they recognized that it was an 
innovative idea. People from the state of Hidalgo 
loved having a place so known to them in VR, while 
people from other states were surprised to learn that 
such a wonderful place was hidden in the mountains 
of the community. Figure 6 illustrates the use of the 
app among visitors.  
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Figure 6. Tests on people of the app. 

 
Also, a brief questionnaire was given to the 

people who used the app to know their opinion 
about its development. The results are in Table I. 
With the information gathered, it is shown that the 
VR app of the English Pantheon fulfills its purpose 
of encouraging people to visit it. This can be 
affirmed because people showed interest in visiting 
the place by observing how unique the pantheon is 
and the majesty inside. They considered the 
importance of using new ways to promote little 
known tourist places, even more, nowadays that 
there is more openness and information spreads 
easily on the media. They also asked for reports to 
acquire not only the application, but historical 
information about the English Pantheon and the 
characters buried there. 

 
Table I quiz about the app. 

Question Yes 
(%) 

No 
(%) 

Had you ever experienced a 
3D immersion? 62 38 

Did you enjoy the virtual tour? 96 4 

Did you like the virtual 
environment of the English 
Pantheon? 

96 4 

Do you think the background 
music is adequate? 90 10 

Do you think that this app 
helps to attract tourists to the 
town? 

86 14 

Was it easy for you to use the 
accessories for the RV? 80 20 

Would you be willing to 
download the app? 84 16 

Would you recommend the 
app to your friends? 86 14 

Do you agree on the use of 
technology to promote places? 100 0 

Suggestions: 
You should put more information about the 
people buried. 
The virtual tour should be of all Real del Monte. 
You should insert animations to make it more 
interactive. 
The night tour would look amazing with sounds 
and lights. 

 
The table shows that a large part of the people 

had used a VR-based application, so they were 
familiar with the subject. Almost all the people were 
satisfied using the application and enjoyed the tour 
for about 5 minutes, considering that it is easy to 
handle. In general, they thought that the use of 
technology to advertise small tourist destinations is 
striking and could help increase the number of 
visitors. Most of the people would be willing to 
download the application on their smartphones to 
have more information about the place, although 
they would not pay for it. 

It is evident that all people have different 
interests, which depend on many factors such as: 
where they live, what they studied, how old they 
are, their life experiences, etc. So, the main utility of 
the app is to describe and analyze a set of 
characteristics of the place to show the tourist, 
through skills such as: perception, attention, 
understanding, thought, representation of 
knowledge, memory and language [33]. This is 
because in today's world many people are 
consumers of digital technologies, mainly 
smartphones. The use of these devices allows them 
to search several touristic places, obtain 
information, compare places, book tours, among 
other things; so, this RV app offers an innovative 
way to reach people, excelling over other 
advertising media. This encourages tourism and 
consequently a possible economic and social growth 
in the region.  

The relationship between technology and social 
development is an important challenge posed by 
various organizations worldwide. The proposal of 
social technologies represents a recent movement 
that seeks to provide technological and material 
support to the strategies that benefit society in 
various areas. This consists of a system where a 

WSEAS TRANSACTIONS on ENVIRONMENT and DEVELOPMENT 
DOI: 10.37394/232015.2020.16.78 Yair Olvera, Mario Gea, Amílcar Vargas

E-ISSN: 2224-3496 760 Volume 16, 2020



technological artifact goes through a process of 
adaptation to the interests of relevant social groups 
different from those that gave rise to it [34]. This is 
the idea of the app, to take an innovative technology 
and apply it to tourism to promote a community 
with great cultural and social contributions. 

Practically all the existing VR applications 
promote famous tourist destinations, known 
museums, popular events, or are just video games. 
Therefore, generating a high-quality technological 
product aimed at promoting a small community has 
great value for society, since it is a development that 
can hardly be obtained with its own resources. The 
idea is to create a digital platform where people can 
view content based on virtual reality and augmented 
reality to promote places that are little known but 
have great historical or cultural significance that no 
other place has. This could help people become 
more interested in so-called Magical Towns and 
visit them in the future.  

With this app it is shown that the development of 
VR opens multiple possibilities in the tourism and 
marketing field. Since the use of these media has 
been increasing, reaching practically the entire 
society, especially children and adolescents. Hence 
the importance of understanding how valuable and 
important the proposal to introduce virtual models, 
virtual reality and even augmented reality is in 
promoting tourism in various locations. Despite the 
fact that various related apps already exist on the 
market, the valuable thing about this proposal is that 
little-known or visited places are promoted, contrary 
to the other proposals. This new form of user 
interaction allows for a greater experience with the 
place. In addition, the fact that the user interacts 
with their environment and with virtual elements, 
promote the surprise factor that makes them 
remember the action and, therefore, the place. This 
technique applied to marketing not only serves to 
attract the attention of the consumer, but also 
provides personalized content, of value and with 
greater creativity. 

Currently, the app is in the hands of the 
government of Real del Monte. The idea is to first 
show the app in all the tourist information modules 
for visitors who arrive to town. Then, they plan to 
make the app available on the Android and IOS 
stores, so that anyone can download it. 
 

7 Conclusion 
The design, development and implementation of a 
virtual reality application to promote the English 
Pantheon located in the Magic Town of Real del 
Monte, Mexico, is described in detail. The purpose 
is that people can go on a tour of the pantheon 

through a smartphone to know the beauty of its 
interior, and thereby encourage tourism in the area. 
At the same time, it aims to digitally conserve the 
pantheon in its entirety since it has been 
deteriorating little by little as time goes by despite 
the constant maintenance that it receives. The 
creation process is very slow and complex, because 
modeling the 3D objects and developing the virtual 
scenarios require a very detailed work. Also, the 
files must be light in size so that the application 
loads fast and does not take up too much space in 
the installation. When testing the application with 
people who were in the locality of Real del Monte, 
the majority agreed that it is an interesting and 
pleasant way to promote a tourist destination, and 
they considered going to visit the place. So, the 
application meets its goal of being a new means of 
dissemination of tourist information, and it provides 
empirical evidence to confirm the effectiveness of 
VR in consumers. Results of this study provide 
tourist suppliers with validation that VR can be an 
effective marketing tool. 
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