Virtual farm tours and agrotourism choices in sri lanka: the power of trust
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[bookmark: _Hlk218087730]In the Tourism industry, agrotourism has gained more attention as a form of sustainable tourism and this helps to rural development, culture heritage preservation, enhancing the tourist knowledge about agricultural lifestyle. Sri Lanka can provide opportunities for tourists to engage with tea plantations, spice gardens, organic farms, and traditional rural communities. Potential tourist can experience farm environments before making travel decisions by using virtual farm tours, including video-based tours and interactive digital content. Limited research has explored how virtual farm tours shaping agrotourism destination selection, the present study proposes trust as a key moderating factor. The objective of this study is to analyze the effect of virtual farm tours on tourists’ agrotourism destination selection and to determine whether trust moderate this relationship in the Sri Lankan context. A quantitative research design was adopted. Domestic and international tourists who has interest in agrotourism experiences in Sri Lanka was the target population. Respondents were shown a short virtual farm tour video before completing the questionnaire. Virtual farm tours experiences show a moderate positive relationship with agrotourism destination selection (r = .459, p < .01), while trust is strongly related to virtual farm tours experiences (r = .621, p < .01) and moderately related to agrotourism destination selection (r = .364, p < .01). Furthermore, moderation analysis confirms that trust significantly strengthens the relationship between agrotourism destination selection and virtual farm tours experiences (β = .098, p < .05), with the model explaining 64.4% of the variance in virtual experiences. Virtual farm videos experience is a good method for marketing agrotourism destinations in Sri Lanka. Trust also works as important part in this relationship. 
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