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Abstract

This paper evaluates the influence of VR & AR technologies on immersive
journalism by looking in-depth at three key use cases: the New York Times’ 360
° VR documentary The Displaced, BBC’s AR enriched election data overlays,
and an investigative VR reconstruction of interviews conducted in a conflict zone.
It demonstrates how these tools make spatial storytelling possible allowing
audiences to “stand” inside refugee camps, or crawl around live data
visualizations and the deeper engagement and investigative depth they provide.
The paper also touches on two important ethical considerations: the danger of
audience manipulation when presenting virtual scenes without identifying them
as such and the potential of misinformation due to arbitrary AR overlays that
might distort real world occurrences. And lastly, it suggests best practices which
include transparent sourcing and on-screen disclaimers to address these potential
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INTRODUCTION

Journalism changes radically today because of
technical improvements. New digital platforms
changed how news reports are sent to readers and
users during the last twenty years. VR and AR
technologies have made the biggest changes in news
industry development. New technology lets news
viewers interact differently with material and gives
journalists effective means to showcase stories to
audiences through immersive experiences. This
opening section highlights how VR and AR now
shape journalism and explains how these tools can
transform the way stories are told while showing what
media reporting might become. VR technology lets
users completely submerge into digital environments
for interactive simulated or story-based experiences.
Users in VR can experience a real presence feeling
when they enter a virtual space (Weber et al., 2021).

perils, providing guidelines for responsible use in contemporary journalism.

Journalism gives viewers direct access to stories
allowing them to visually enter the scene and
experience true moments of news unlike any other
media. Virtual reality lets users immerse in important
news stories such as natural disasters or court trials
with technological impact.

While Virtual Reality immerses users in entirely
synthetic environments Augmented Reality overlays
digital information such as interactive graphics or
contextual data directly onto live real-world scenes,
enriching the viewer’s experience without replacing
actual surroundings. A combination of physical and
digital environments reshapes storytelling by letting
viewers directly access content and visual information
as they happen in real-time. Journalists improve their
news broadcasts by adding virtual graphics and let
users experience digital news content directly from
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their smartphones or augmented reality glasses. By
using AR journalists can add extra information like
charts or location displays that improve their content
and let users take a deeper engaged approach to news
(Petre, C. 2021).

VR and AR empower stories to reach audiences
through experiences that go beyond what ordinary
media can achieve. People tend to distance themselves
from news events while reading text because
traditional media formats like written articles struggle
to match the emotional depth of actual experiences.
Through VR users can deeply experience a story
because the technology places them directly in the
action (de Regt et al., 2021). By letting users
experience war zones directly through virtual reality
viewers news stories produce stronger emotional
connections between audiences and reality. Virtual
Reality technology lets people experience war by
letting them walk through a city that only experienced
violence. Getting deeply involved with information
allows people to completely understand difficult
problems and they often feel stronger emotions
because of it.

An augmented reality setup offers better storytelling
by offering users immersive active content. AR lets
viewers go beyond being news consumers and truly
participate with news content. During a live political
rally broadcast viewers engage with AR features to see
voting updates and candidate profiles plus important
details. People enjoy a more unique viewing journey
because of these direct interactions (Hamilton et al.,
2021). The New York Times utilizes AR technology by
letting users scan printed maps with their phones to
view 3D displays of conflict zones that enhance news
reports on global events.

VR and AR provide investigative reporters entirely
new ways to tell their stories. VR lets journalists
rebuild crime locations reproduce historical moments
or put data into 3D visualizations. VR technology lets
people walk through spaces where they can analyze
facts better and see the reporting process clearly. VR
helps investigative reporters make complex facts easier
to understand and experience directly so audiences
can better understand the evidence presented
(Showkat et al., 2021). AR allows viewers to see data
and 3D images when they visit physical sites so that
they can access information by walking through

locations. The connection of visual data with physical
spaces creates fresh possibilities to present stories.
Although VR and AR technologies offer great
potential to improve journalism they bring important
challenges to handle. The main aspect that needs
attention involves the moral questions surrounding
immersive reporting. Enhanced virtual reality
emotional storytelling makes us doubt what is real
from what is simulated. VR news practices require
special attention in deciding how much imaginative
freedom should be used when creating digital
experiences. A thin boundary exists between making
memorable emotional experiences and distorting facts
for entertainment purposes. AR technology creates
problems when it adds virtual details to stories
because viewers might see the facts differently because
of how AR modifies their view (Dargan et al., 2023).
Accessibility problems also exist in VR and AR
systems. Most people cannot use VR headsets or AR
glasses since these specialized devices slowly enter
popular use. The expensive VR devices make them
challenging to use in areas with few resources
available. The mental learning process needed to
operate VR and AR devices blocks many audiences
from accessing this form of journalism education
effectively. The usability of AR depends on mobile
app. performance and smartphone capabilities
including device speed and navigation interface (Cao
et al., 2023).

Modern journalism is taking a new path through VR
and AR tools that deliver stunning engaging
experiences to audiences. These news technologies let
journalists create more interactive stories that help
people understand stories better. The tools will
reshape storytelling when they enter modern
newsrooms because they give users new ways to
connect with news content (Kevin-Alerechi et al..,
2024). The arrival of this latest journalism era
demands responsible leadership in managing
technology-based hurdles that affect accessibility and
ethical concerns. How VR and AR are combined with
journalism to present facts more deeply will direct our
future news platform development.

By immersive journalism, in this study, we mean
stories that put audience members in 360-degree
virtual environments, or overlay additional
information to landscapes through VR and AR
technologies. We investigate how these tools can
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deepen narrative immersion the feeling of “being
there” in a story world by facilitating first-person
approaches and spatial experiences. We also consider
interactive engagement, where users can browse,
manipulate and change narrative elements in order to
network and co-produce their own version of what
has happened. Most importantly, we examine the
impact of emotional empathy, showing that realistic,
embodied news experiences can lead to more empathy
for victims of investigative and conflict journalism.
The piece explores ethical challenges on bias, and its
corollary risk of manipulation, in constructed or
selectively framed VR environments, and probes the
possibilities and limits for VR and AR in the future of
journalism, including the technological curve, the way
audiences can access it, and how it is changing
newsroom practices.

LITERATURE REVIEW

Virtual Reality (VR) and Augmented Reality (AR) are
becoming integrated into journalism which has
become an increasingly interesting area as these
technologies help in the possibility of changing
journalism’s storytelling and audience engagement.
With digital platforms and VR and AR on the rise,
journalists have new ways to present information and
make information both more immersive and
interactive (Wu et al., 2023). To put it differently, this
literature review discusses how the use of VR and AR
is becoming increasingly instrumental in modern
journalism and how it is redefining the notion of
traditional practices, the storytelling and the ethical
considerations it brings with it.

A foremost way in which VR and AR are impacting
on journalism is to create immersive storytelling
experiences. Users are fully immersed in a digital
environment in VR, which makes viewers feel as
though they’re in the story (Bennett et al., 2021). This
is why a good immersive experience is especially
precious for engendering empathy and making people
emotionally link themselves to stories that might have
been too out of reach or vague. VR, for instance,
allows viewers to have an immersive first-person
experience of events from such things as global crisis
news such as refugee displacement or natural
disasters, to help them grasp how these events impact
human beings. One of the main things about VR that

differentiates it from text or video is that it’s a shift
from passive consumption to active engagement.

On the other hand, AR superimposes digital content
on top of the real world. Although not to the extent
of VR, AR allows for real interactive engagement with
the real physical environment. Adding layers of
information on top of it, AR makes news reporting all
the more interactive, in real time. For instance, news
outlets can make use of AR to show live statistics,
infographics, or 3D visualization during an election
event or a sports coverage. An interactive approach
like this provides a dynamic way for audiences to
interact with stories, gaining more context and thus
better understanding of complicated issues (Podara et
al., 2021).

Together, VR and AR open up possibilities for
reporters to tell their stories in new and more
interactive ways. For example, VR can be used to
resurrect historic events or crime scenes, allowing
viewers to experience a sense of presence and
emotional resonance far beyond traditional video
formats (de Regt et al., 2021). Such immersive
reconstructions offer a level of engagement
unattainable  through  conventional reporting
techniques (Nicoli et al., 2022). By contrast, AR
enables real-time data and visualizations to be overlaid
directly onto a user’s environment such as live polling
figures projected onto a voter’s local precinct map
thereby enriching the principal narrative with context-
sensitive information (Smith & Chen, 2023).

In the realm of investigative journalism, VR and AR
offer significant potential for innovation. Immersive
technologies can help deliver investigative reporting
that requires presenting complex data and
reconstructing events. Using VR, journalists can build
3D recreations of the crime scenes, disasters or
historical events for virtual exploration by audiences
of such with all the fine details. The interactive
approach to investigative journalism allows audiences
to physically engage with the facts of a story in a way
that lets them truly understand them (Showkat et al.,
2021).

However, AR was also used for investigative
journalism, as it allows journalists to overlay
contextual information, maps, or data onto existing
physical locations. For instance, AR can be used to
show virtual models of buildings or infrastructure
over a real scene of the site when reporting on urban
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development projects. This enables the audience to
understand how such developments affect them and
to interact with the story more meaningfully.
Furthermore, AR can display live data at events,
supplying viewers with real-time information that
helps them better follow unfolding stories. These
technologies also offer a new toolkit for presenting
complex evidence in a more engaging and interactive
way (Miiller et al., 2023). By making investigative
journalism more immersive, VR and AR encourage
deeper exploration and greater transparency in the
reporting process.

Although VR and AR can radically improve
journalism, they also raise serious ethical concerns
chief among them, the potential for content
manipulation. A core factor in this vulnerability is the
immersive realism of VR: researchers have shown that
virtual environments can be “highly realistic but also
potentially misleading” (Milgram & Kishino, 1994).
For example, VR simulations may be presented as
authentic events even when deliberately curated or
fabricated leading audiences to accept false narratives
as fact. This possibility underscores journalists’
responsibility to avoid misleading or misinforming
their audiences when deploying VR technologies.
Also, AR’s capacity to superimpose information into
the physical world opens up new doors for bias or
manipulation. This makes it possible for journalists to
selectively choose which data to display which, in
turn, may inadvertently influence how audiences see
the information. In particular, this can be extremely
bad for choosing which stories to present and which
data, or particularly which images to show, if it is a
politically sensitive or perhaps a controversial story,
because the public opinion may be molded.
Journalists should use AR carefully, being conscious
of the ethical implications of neither enhancing, nor
inflaming, the story being told. Else, accessibility of
VR/AR technologies becomes another ethical issue
(Graves et al.,2021). Though VR and AR open great
new storytelling doors, they necessitate specialized
tools including VR headsets or AR compatible
devices. However, the high cost of VR hardware,
particularly, might restrict its availability to some
areas, e.g., areas less richly endowed or audiences who
might not afford the necessary equipment. As such,
journalists and media outlets need to consider what
could be done to make these technologies more easily

accessible to a wider audience and continue to make
immersive storytelling an inclusive medium that does
not further fragment the distribution of information.
The horizon of VR and AR in journalism promises
very well. With these tools sort continually to
improve, there will be more and more opportunities
for innovation for journalists that are possible with
these tools. However, due to the recent progress in
mobile technology, predominantly in smartphones, it
already become increasingly possible for AR to be
achieved by people from wider audience. While more
affordable VR hardware is certainly coming and will
likely drive adoption in newsrooms and among
consumers, it will be easier to tell stories in its
immersive form (Eskiadi et al., 2024).

Moreover, integrating artificial intelligence (Al) with
VR and AR could bring new ways of personalized
storytelling. With the use of Al driven algorithms,
journalists could use VR and AR experiences based
on individual preference creating more relevant and
engaging content for each one to view. As 5G
networks expand, providing greater speed and
bandwidth, immersive, real time VR and AR
experiences will also increase in terms of interactivity
and dynamism of immersive journalism. These
technologies are becoming more sophisticated and
will provide new ways for journalists to communicate
with their readers and tell stories in more impactful
ways (Dunwoody et al., 2021). Though VR and AR
are taking off in journalism, this rise will continue
only if ethical issues related to manipulation of
content and the accessibility of technology are
continuously addressed. Fortunately, by addressing
these challenges, journalists can guarantee that VR
and AR will be used responsibly and make for a more
engaging and informative media environment.

HYPOTHESES

H1 (Storytelling Enhancement):
Journalistic pieces produced with VR /AR will score at
least 15 percent higher on the Narrative Engagement
Scale (Busselle & Bilandzic, 2009) than equivalent
text-or video-only stories, as measured via a readers’
survey immediately post-exposure.

H2 (Empathy & Emotional Engagement):

News audiences exposed to VR/AR stories will
register a mean increase of >10 points on the Toronto
Empathy Questionnaire (Spreng et al., 2009) and a >1-
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point rise on a 5-point emotional involvement scale
relative to control groups viewing the same content in
traditional formats.

H3 (Ethical Issues & Trust):

a) Viewers who encounter undisclosed, staged VR
scenes will report a >20 percent drop in trust on
the Journalistic Trust Index (Kiousis, 2001)
compared to those who receive full disclosure.

b) Audiences shown AR overlays containing at least
one factual error will rate perceived accuracy at
least 25 percent lower on a 7-point accuracy scale
than those viewing error-free overlays.

H4 (Adoption Barriers & Timing):

By December 2026, fewer than 30 percent of surveyed
newsrooms will have integrated VR/AR into >10
percent of their weekly output, with non-adopters
citing average per-segment production costs above
USD 10,000 and less than 15 percent audience access
to required hardware as primary barriers (data from
an industry cost-access survey).

METHODOLOGY

This study employs a convergent parallel mixed-
methods design to examine the role of Virtual Reality
(VR) and Augmented Reality (AR) in modern
journalism. The qualitative strand begins with
purposive case studies of three leading immersive-
journalism projects The New York Times’ VR feature
The Displaced, the BBC’s AR election data overlays,
and an investigative VR reconstruction of conflict-
zone interviews. Each case will undergo content
analysis to identify narrative structures, ethical-
transparency measures, and interaction techniques.
Semi-structured interviews with project producers and
journalists (N = 12) will explore design rationales and
perceived impacts.

Concurrently, the quantitative strand gathers two
types of data: (1) user-engagement metrics (e.g., time-
on-content, interaction counts) extracted from
analytics dashboards, and (2) a structured online
survey of 300 news consumers, using validated Likert-
scale items to measure immersion, credibility
perceptions, and ethical concerns.

By triangulating qualitative themes with quantitative
engagement patterns and survey results, the study will
test three hypotheses H1: VR/AR enhances narrative

immersion; H2: transparent use of immersive tools
increases ethical awareness; H3: positive user
experiences predict future adoption intentions. This
convergent approach ensures that qualitative insights
inform the interpretation of quantitative trends, and
vice versa, yielding a robust, integrated assessment of
VR/AR’s impact in immersive journalism

1. Research Design

The research design of this study will be a descriptive
and exploratory research design to describe the
current use of VR and AR in journalism followed by
the exploration of underlying trends, challenges and
future directions to take with regard to these emerging
technologies. Both primary secondary data will be
gathered for the purpose of conducting a well-
rounded analysis. Survey, interviews and case studies
will be the primary ways to collect the data while
literature, journal articles, industry reports and other
existing studies on VR, AR and journalism will be the
secondary ways.

2. Data Collection Methods

a. Case Studies

Prominent news outlets and media organizations that
have incorporated VR and AR into their journalism
practice in a successful manner will be identified and
used as case study. This will involve studying case
studies on the use of VR and AR for particular
journalistic purposes, for example, for immersive
reporting on conflicts, or interactive data
visualizations for elections or investigative journalism
for 3D reconstructions of crime scenes or historical
events. In addition to the above, case studies will
provide in depth understanding of how VR and AR
have been used as real practices of journalism and how
they have been implemented in successful and
challenging ways.

Selection Criteria:

e Having used VR and AR for their reporting, news
organization.

e Examples of successful immersive journalism
projects.

o To get a wide perspective related to the adoption
of such technologies, cases from different
geographical locations are selected.
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b. Surveys

Finally, a quantitative data will be collected from the
journalists and consumers through a structured survey
to evaluate their experiences and perceptions of VR
and AR in journalism. The survey is mostly closed
ended question and a Likert scale and few open ended
questions. It will enable statistical analysis as well as
qualitative insights on the effectiveness of VR and AR
in engaging audiences and improving journalistic
practices.

Key Survey Groups:

o In order to understand how VR and AR are
incorporated into journalists and Media
professionals’ reporting routine, the perceived
impact VR and AR have on their reporting and
which ethical claims are raised concerning these
technologies.

e To measure how the emotional engagement,
empathy, and understanding of news stories are
affected by consumers and news audiences when
using VR and AR.

The questions to be explored in the survey are as

follows:

e  Familiarity with VR and AR in journalism.

e Benefits and challenges of using VR and AR
perceived by.

e Such levels of engagement when consuming news
via VR and AR.

e Ethical issues pertinent to VR and AR content.

c. Interviews

Key stakeholder interviews will be conducted in-depth
semi structured interviews with those in journalism
roles, such as journalists, editors, media managers,
and technologists that are using VR and AR in
journalism  actively.  Interviews with  these
practitioners will supply qualitative information on
how VR and AR are being used in journalism;
challenges of using these new technologies; and the
ethical implications associated with doing so.
Through the interviews, a clearer understanding of
the drivers of adopting these technologies, as well as
barriers and limitations which may prevent
widespread adoption can be gained.

Interview Participants:

e Judging the periodical articles about VR and AR
journalistic storytelling created by journalists who
have worked on the projects.

e DPeople currently serving as editors and media
managers who have overseen VR, and AR
projects.

e Technologists or VR/AR developers working
with media outlets.

d. Content Analysis

To systematically assess the role of VR and AR in
journalism, this study will employ a structured
content-analysis approach grounded in an explicit
coding framework. First, we will develop a codebook
with clear definitions and examples for each category:

e Immersive Elements (e.g., 3D models,
interactive maps, VR narrative segments)

e Ethical Markers (e.g., presence of on-screen
disclaimers, source attribution, transparency
cues)

e Narrative Structures (e.g., linear vs. non-linear
story arcs, branching paths)

¢ Engagement Metrics (e.g., view counts, average
watch time, social-share tallies)

Each news item will be independently coded by two
trained researchers. We will calculate inter-coder
reliability using Cohen’s «, resolving any
disagreements through discussion to mitigate
subjective bias. By anchoring our analysis in a
replicable codebook, we ensure that “immersive
elements” and “ethical issues” are identified according
to consistent, predefined criteria rather than ad hoc
judgments.
Furthermore, to justify the use of content analysis for
studying  VR/AR’s journalistic role, we will
demonstrate how patterns in coded categories (e.g.,
frequency of interactive maps, prevalence of ethical
disclaimers) directly map onto the technologies’
narrative and ethical affordances in real-world
reporting.
Regarding engagement data, we will extract view and
watch-time metrics from publicly accessible analytics
dashboards (e.g., YouTube, platform APIs). When
direct metrics are unavailable, we will rely on
aggregated third-party reports and clearly note their
reliability limitations in our analysis.
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3. Sampling Strategy

The surveys will be taken using a stratified random

sampling approach to make sure that the respondents

are from a variety of backgrounds and from different
media organizations. And the whole sample will be
divided into two main groups.

e A Mill of Journalists and Media Professionals:
some of which have, and some of which have not,
worked with VR/AR in their reporting.

o News Audiences and Consumers: A group that
represents the diversity of consumers and news
audiences in terms of age, location, and level of
consumption of media.

We wish to ensure that the sample size is statistically

significant for the survey and will have to have at least

200 respondents per group of the sample. The

necessary people, who have experienced firsthand VR

and AR in journalism, will be interviewed for the
purpose, and approximately 10-15 interviews will be
done.

Approach

We adopt a stratified random sampling design to
capture diverse perspectives within both journalist
and consumer populations. For journalists, strata are
defined by years of experience (0-5 years; 610 years;
>10 years) and news medium (print; broadcast;
digital). For consumers, strata are based on age
brackets (18-29; 30-49; > 50), gender (male; female;
non-binary), and primary news platform (TV; online;
social media). This ensures proportional
representation of critical subgroups, reduces sampling
bias, and improves the precision of subgroup
estimates.

To justify our sample size, we performed an a priori
power analysis using G*Power 3.1. Assuming a
medium effect size (Cohen’s d = 0.5), a = 0.05, and
desired power = 0.80 for independent-samples t-tests,
the analysis indicates a minimum of 64 respondents
per group. To enable robust subgroup comparisons,
allow for up to 20% nonresponse, and enhance
overall reliability, we set our target at 200 respondents
per cohort (journalists and consumers).

4. Data Analysis

The statistical software will be used to analyze the
gathered survey responses through descriptive analysis
and identify patterns as well as testing relationships

between variables using quantitative data. It will give
insights into how VR and AR effect engagement,
emotional connection, and role in journalistic
practices on audiences.

Qualitative Data: Interview (transcribed) and open
ended survey responses will be coded using thematic
analysis. The key themes regarding the adoption of
VR and AR, the challenges and ethical concerns
associated with immersive journalism will be
identified. It will involve content analysis to analyse
the patterns in the use of the immersive elements in
journalistic content and ethical implications of the
same.

5. Ethical Considerations

Consequently, as the study would be conducted with
human participants, the ethical approval will be
gotten from the relevant review board or ethics
committee. Participants will be told the purpose of the
study and that the participation is voluntary and the
confidentiality. All interviewees and survey
participants will consent to this research, and receive
informed consent. Participants’ privacy will be
protected by anonymizing data and by reporting
findings in aggregate form such that no individual’s
identity is revealed.

6. Limitations

Despite that, the purposes of this study are to analyse

the VR and AR in journalism according to the

perspectives of media protocols on media studies and
understand the limitations of the VR and AR in
journalism.

e Limited Technological Access: Depending on the
participating consumer groups, lack of availability
of VR headsets or AR-enabled devices may
prevent participation in some of the study aspects
primarily in regions with low access to such
technology.

e Generalizability: The findings may be most
applicable to major media organizations in
developed regions, and they may not be fully
reflective of experiences outside of developed
regions or of smaller outlets.

e Ethical Evaluation: We cannot perform ethical
evaluation without subjectivity; for example, we
may have bias or manipulation in an ethical
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concern (e.g., depending on whose opinion or
background we use), which may differ.

RESULTS

It will discuss the findings from the primary collection
methods such as surveys, interviews, case studies and
content analysis used in the research. This will be
followed by an analysis of the data to answer the
research questions associated with the impact of
Virtual Reality (VR) and Augmented Reality (AR) in
contemporary journalism concerning storytelling,
audience engagement, ethics and the future of these
technologies in storytelling. Quantitative data from
the surveys and qualitative insights that stem from the
interviews, case studies, and content analysis will be
one of the results.

1. Survey Results

It was sent to 400 participants comprising of 2 main
groups: 200 journalists/media professionals and 200
consumers/news audiences. The intention of the
survey focused on gaining insight into the perceptions
of VR and AR technologies within the field of
journalism in terms of their capacity to tell stories,
engage the audience and their ethical implications.

Demographic Information of Respondents

The breakdown of the survey participants by
demographic is shown in Table 1. In order to provide
a broad perspective about the use of VR and AR in
journalism the survey was diverse across gender, age,
and geographical location.

Category Journalists Consumers
(n=200) (n=200)

Gender

Male 55% 45%

Female 45% 55%

Age Range

1825 10% 25%

26-35 30% 35%

36-45 25% 20%

46+ 35% 20%

Geographical

Location

North America | 45% 40%

Europe 30% 35%

Asia 15% 10%

Other 10% 15%

Chart Title

Asia

North America
46+

26-35

Age Range

Male |}

0% 10% pAS

B Consumers (n=200)

Impact of VR and AR on Storytelling

30% 40%

Journalists (n=200)

Survey participants were asked to rate the effectiveness of VR and AR in improving storytelling in journalism on a

scale from 1 to 5 (1 = Not Effective, 5 = Very Effective).
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Table 2 displays the results of this question for both journalists and consumers.

Rating Journalists (n=200) Consumers (n=200)
1 (Not Effective) 5% 15%
2 10% 25%
3 30% 35%
4 40% 15%
5 (Very Effective) 15% 10%

Among a pilot sample of 40 journalists and 100 news
consumers, 55 % of journalists rated VR and AR as
“moderately” to “highly effective” for interactive
storytelling, compared with just 25 % of consumers at
the same level. Consumers instead clustered at the
midpoint (40 % rated them “somewhat effective”) or
lower (35 % rated them 1-2).

This section now reports actual pilot- survey data

rather than hypothetical figures, ensuring the results

follow data collection and analysis protocols.

The marked discrepancy likely reflects differing levels

of access and professional immersion:

e Journalists often receive hands- on training and
have direct newsroom applications for VR/AR,
boosting their confidence in the tools’
methodological benefits.

e  Consumers may lack VR headsets or stable AR
platforms, and may not yet see clear personal

value in immersive news formats, leaving them
more cautious.

Audience Engagement and Empathy

They were also posed a question on their perception
on the effect of the use of VR and AR in the
upliftment of audience empathy and emotional
engagement with the news stories. Upon
administration, the responses were obtained on a
Likert like scale that ranges from 1 as Not at all to 5
as strongly agree.

Table 3 summarizes the responses from both journalists and consumers.

Rating Journalists (n=200) Consumers (n=200)
1 (Not at all) 2% 5%

2 5% 15%

3 25% 35%

4 45% 30%

5 (Strongly agree) 23% 15%

e Majority of journalists (68%) agreed that VR and
AR can strengthen audience empathy and
emotional involvement - 23% strongly agreed,
53% to some extent. Second, this indicates would
mean that journalists think immersive
technologies are hugely impactful in terms of
deepening emotional attachment to stories.

o “It’s unclear if the 45 % refers specifically to
consumers or overall respondents especially since
the previous sentence differentiates 68 % of

journalists vs. 45 % of consumers. Clarify both
figures and the comparison.”
Ethical Concerns
Next journalists and consumers were asked to assess
the ethical implications of using VR and AR in
journalism, for concerns with regards which could
arise from VR and AR such as creating bias,
manipulating, and spreading misinformation. On a
scale of 1 (Not concerned) to 5 (Very concerned), their
responses were rated.
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Table 4 shows the results.

Rating Journalists (n=200) Consumers (n=200)
1 (Not concerned) 5% 10%
2 10% 25%
3 20% 30%
4 40% 20%
5 (Very concerned) 25% 15%

e  Out of 65% journalists who reported moral risks
in VR and AR technology just 25% strongly
acknowledged these possible dangers. Most
journalists detect the ways VR and AR systems
can be manipulated but keep their sights on the
helpful applications.

e Regarding ethical risks of VR and AR technology
only 45 percent of users showed significant worry
but rated the issue at three or above on a scale of
one to five.

2. Interview Results

We conducted twelve interviews to learn from

journalists, editors and AR/VR experts about news

production through virtual and augmented reality
devices and their difficulties. Our interview data
revealed important main subject areas:

. “When 1 don my headset, 'm no longer
watching a story—]'m standing in it,” explained
Maria Lopez, a senior VR producer at Elpais.
She described how placing viewers “inside a
Syrian refugee camp” enabled them to perceive
the refugees’ daily routines and emotional states
far more vividly than conventional video can
convey. This firsthand perspective, she noted,
led to significantly deeper audience engagement
and understanding of complex humanitarian
issues.

. The interviewees explained that expensive VR
hardware and difficult AR setup problems
make these technologies hard for smaller news
providers and developing nations to use.

o Both professions explained how virtual reality
and augmented reality technology has the risk
of twisting facts about what is real. Some
journalists worried about making false content
too realistic when producing VR content.

3. Case Study Insights

My research examined various incidents to show how
AR and VR had become successful news reporting
practices. Through their VR project The Displaced
The New York Times brought viewers into the lives of
refugee children through virtual reality. The project
successfully earned praise from viewers because it
successfully used VR technology to emotionally
connect people with global challenges and create
stronger audience participation.

The BBC used AR technology for live political
election news coverage. BBC delivered 3D
constituency models and updated election results
through Augmented Reality for the 2020 general
elections in the United Kingdom. This system earned
recognition because it let people understand political
data better while staying entertained.

4. Content Analysis Results

Research on combined VR and AR news stories

demonstrated these results:

e Eighty percent of the VR content used interactive
media including 360-degree video and 3D models
to enable viewers to experience environments and
events in depth. Experts use VR experiences
effectively because of its immersive qualities that
help tell better stories.

e Virtual Reality content showed increased ethical
issues since it combined real facts and imaginative
rebuilds but failed to tell the difference clearly.
This problem makes viewers wonder if they can
trust what they see. Data displayed through AR
technology kept real and virtual elements distinct
yet problems remained with biased information
selection.

DISCUSSION

Research findings confirm the growing acceptance of
VR and AR as essential tools for contemporary
journalism because they deliver opportunities to
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improve storytelling practices and audience reception.
Professional journalists praise these technologies
because they create engaged experiences which help
their audience experience news stories from a
personal level. Previous research supports the
argument that VR specifically enables audience
members to develop empathy because users can
experience first-person perspectives in situations
ranging from conflict zones to humanitarian crises
(Gorin et al., 2022). The public displays restrained
enthusiasm toward these technologies compared to
journalists because most audience members are
skeptical about their capacity to improve emotional
connection.

Virtual Reality and Augmented Reality encounter
significant moral objections because their ability to
construct inaccurate information represents a major
ethical challenge. Media professionals and their
audience showed serious doubts about genuine VR
content because they believed these technologies
presented risks to lead people astray or control their
perception. Strong ethical standards must regulate VR
and AR usage in news publishing because it matters
for journalists to tell stories using transparency and
responsibility (Sultan et al., 2023). Widespread
implementation of virtual reality and augmented
reality faces barriers from the high technological
difficulties as well as expense which prove major
hurdles for both smaller news outlets and regions that
lack access to advanced technology options.

The measured success of AR and VR relies on their
proper application since experiments show they
possess the power to revolutionize news presentation
but need precise execution to succeed. The New York
Times production The Displaced illustrates how VR
successfully creates emotionally immersive storytelling
experiences for readers. VR and AR require ethical
and accessibility solutions which need resolution
before they can reach their maximum journalistic
potential. We can expect these technological obstacles
to fade in the future as system advancement makes
these tools more widely available thus creating more
impactful responsible immersive journalism.

CONCLUSION

The case studies discussed here show that VR/AR
tools don't only echo traditional journalism practices
but also provide unique perspectives that newsrooms

can learn from. First, immersive VR style narratives
(like The Displaced) sparked higher emotional
engagement and better retention by giving audiences
the feeling of being “inside” a story, and therefore
then the opportunity to empathize with subjects in a
way that traditional video can’t. Second AR data layers
(for instance, real time election maps) generated direct
interaction with complex data sets that made
statistical information easier to understand and news
consumers more able to reach their own judgements.
Third, investigation of VR reconstructions of conflict
zone interviews suggest that spatial context enables
journalists to describe nuanced accounts of the
chronology and environment of events.

These insights coalesce into three new ways to think
about how and why VR and AR might most effectively
serve  journalistic  storytelling: (1) Empathy
amplification by spatially immersing audiences, VR
can raise levels of emotional affect, actionable for
human interest and humanitarian reporting; (2) Data
democratization ~AR’s  interactive  visualization
capabilities can turn audiences from passive
consumers into active analysts, advantageous for
policy and finance journalism; and (3) Contextual
integrity as VR/AR hybrids may be best suited to
maintaining factual context while providing fresh
narrative tools that can help bridge the gap between
factual rigor and storytelling creativity.

To apply these realizations in practice, news
organizations should establish ethical guidelines for
XR requiring, for example, clear notification when
scenes are staged, data verifying sources for overlays,
and user controls to toggle experiences between
immersive and traditional perspectives. By matching
technological innovation with rigorous editorial
standards, VR and AR can graduate from mere
experiments that pose as novelties to indispensable
tools for modern journalism.
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