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Abstract:  The study focused on the intention to adopt and actual use of virtual 
reality (VR) glasses to determine tourist destinations amongst Generation Y in 
South Africa. This study considers the direct influence of perceived usefulness, 
perceived ease of use and perceived credibility on attitudes towards use of 
virtual reality glasses, intention towards use of virtual reality glasses and actual 
use of virtual reality glasses. In addition, the possible moderating effect of 
perceived performance and perceived enjoyment on the nexus between the 
intention and actual use of virtual reality glasses is also examined. The study 
used a quantitative methodology and cross-sectional research methods to col
lect data from 550 Generation Y consumers. Data were then analyzed using the 
Smart PLS 4 computer software. The results indicate that perceived usefulness 
and ease of use had a positive and significant impact on the attitude towards 
using virtual reality glasses. Perceived credibility had an insignificant impact on 
attitude towards use of virtual reality glasses. In addition, attitude towards use 
of virtual reality glasses had a positive and a significant impact on intention 
towards the use of virtual reality glasses. There was also a positive association 
between intention towards use of virtual reality glasses and the actual use of 
virtual reality glasses. Moreover, perceived performance and perceived enjoy
ment proved to be the key moderators on the connection between the intention 
and actual use of virtual reality glasses.Although there are many studies on the 
use of virtual reality in tourism, studies that have examined the factors that 
influence how Gen Y consumers use virtual reality glasses to choose travel 
destinations have several shortcomings. As a result, this study seeks to comple
ment existing tourism-related literature, particularly in the African context. 
Tourism organisation marketers could spend some time exploring the potential 
of using virtual reality glasses to increase awareness of destinations.

Subjects: Internet & Multimedia - Computing & IT; Computer Graphics & Visualization; 
Information & Communication Technology (ICT); 

Keywords: perceived usefulness; perceived ease of use; attitudes; perceived credibility; 
intention; perceived performance; perceived enjoyment

1. Introduction
In recent years, the development of information and communication technology (ICT) has had 
a major impact on many economic sectors, including tourism as a result of the impact of the 
Fourth Industrial Revolution (4IR). The rapid spread of ICT is impeding various aspects of travel 
(McLean et al., 2023; Onderdijk et al., 2023; Shao et al., 2016). In addition, Shehade and Stylianou- 
Lambert (2020) argue that ICT will affect how tourism products and services are managed, 
positioned and advertised in the market, and how visitors plan and book their holidays. In recent 
years, innovative immersive technologies such as Virtual Reality (VR) have attracted attention. 
These immersive virtual environments are changing the way tourism operators interact with 
travelers before, during and after their trip (Ali, 2020; Hannam et al., 2014; Lemon & Verhoef,  
2016; McLean et al., 2023; Woo et al., 2015). According to Guttentag (2010), VR uses computer- 
generated three-dimensional environments called virtual environments. Virtual environments 
allow you to navigate and possibly interact with your senses to achieve real-time simulation. 
Many scholars emphasize that the intangibility, indivisibility, and perceived dangers associated 
with vacation experiences make virtual reality devices a robust and important tool for improving 
tourism (Cheong, 1995; Gumpo et al., 2020; Guttentag, 2010). Jayawardena et al. (2023) argue that 
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virtual reality will enable product customization, behavioral tracking, and a better visitor 
experience.

Additionally, Golja and Paulišić (2021) found that modern visitors, especially younger genera
tions, are highly receptive to new activities and opportunities that help shape their tourism 
experience. Technological developments have changed the way travellers perceive vacations and 
have shifted decision-making authority to them. Despite the growing interest in ICT and virtual 
reality research, there are significant gaps in the current empirical literature on virtual reality 
glasses in tourism that require further academic investigation. Most of the international research is 
conducted in countries such as the UK, Finland, Taiwan, UK, Italy and Portugal. For example, 
Neuburger et al. (2018) investigated augmented and virtual glasses for destination marketing in 
the UK. Pasanen et al. (2019) evaluated the use of virtual reality goggles in a Finnish nature 
tourism video. Jung et al. (2016) conducted a study that focused on the impact of virtual reality 
glasses on the overall experience of UK visitors.

In contrast, Jou and Wang (2013) examined the effect of virtual reality glasses on the learning 
performance of Taiwanese college students. Also, Pencarelli et al. (2020) found the experience of 
young tourists using virtual reality glasses in Italy. Against this background, this topic is largely 
unknown in the developing regions of the world. In the context of South Africa, previous research 
on virtual reality glasses has been conducted in a variety of contexts. For example, in 2020, Kim, 
Lee, and Jung used enhanced stimulus bio responses in South Africa to modify customer behaviour 
in virtual reality tourism. Another study conducted by Loureiro et al. (2019) investigated how 
virtual reality could be used as a marketing tool in South Africa. Similarly, Kang et al. (2020) 
examined how virtual reality influences customer purchasing decisions through informative and 
gamified features in South Africa.

The aforementioned studies indicate a dearth of research investigating the impact of perceived 
usefulness, perceived ease of use, and perceived credibility on attitudes, intention, and actual 
usage of virtual reality glasses in South Africa. In the context of this research, a young consumer is 
operationally defined as an individual whose age is in the range of 18 to 24 years. Assuming 
a priori that results observed in developed countries are universally applicable to developing 
countries such as South Africa is a simplistic and imprudent approach. Therefore, it is imperative 
to recognize this exclusion and justify its separate consideration. The conceptual model put forth in 
this study possesses a noteworthy degree of distinctiveness; this research makes a valuable 
contribution to the existing literature by reviewing the proposed framework in the context of 
a developing country. The Technology Acceptance Model (TAM) has made significant advances 
over time, resulting in its ability to predict user acceptance of technology accurately. This has been 
shown by the works of Davis (1989) and Venkatesh and Davis (2000). The Theory of Reasoned 
Action (TRA) states that a correlation can be made between ideas, intentions and actions (Ajzen & 
Fishbein, 1975). As a result, Davis (1989) formulated a statement of perceived usefulness and ease 
of use that the TAM later adopted. Hence, this contemporary research endeavours to extend the 
TAM by incorporating moderator variables such as perceived performance and perceived enjoy
ment. This work is composed as follows. First, the research background is presented, followed by 
a literature review, conceptual model, and hypothesis formulation. Then the study design and 
methods are presented, the results are presented, and the discussion begins. Conclusions, limita
tions, and future research directions are discussed in the final sections of the article.

2. Contexualisation of the study

2.1. The use of virtual reality glasses in the tourism industry
Virtual reality (VR) is a system that, by stimulating many senses, transports people to new worlds 
that they feel they are in rather than physically being there (Bordnick et al., 2011; Guttentag, 2010; 
McLean et al., 2023; Onderdijk et al., 2023). Virtual reality can take many forms, from watching 
360-degree videos on a desktop computer to using mobile VR applications to wearing VR glasses, 
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also known as head-mounted displays (HMDs) like the Samsung Gear VR (Gumpo et al., 2020; 
Pasanen et al., 2019). According to Pestek and Sarvan (2020), many travel destinations have 
already adopted VR technology as a marketing strategy to offer travelers a preview of hotel 
properties, cruise ships and travel experiences. The marketing potential of virtual reality in the 
tourism industry rests on its ability to provide potential travelers with rich sensory data (Onderdijk 
et al., 2023; Pantano & Servidio, 2011; Vitaliev, 2016). This capability is helpful for the tourism 
industry as many tourism offerings are products and services that consumers cannot test before 
purchasing, and only rely on the available descriptive information (Gumpo et al., 2020; Pasanen 
et al., 2019; Wiltshier & Clarke, 2017). Therefore, the immersive nature of virtual reality in tourism 
makes it an excellent tool for providing accurate targeting information to potential customers.

Additionally, virtual reality technology usage in tourism allows customers to immerse themselves 
in a product or service, enabling an experiential encounter that can be used to tailor marketing 
strategies (Balogun et al., 2010; Sinciya et al., 2023; Solmaz et al., 2023; Wirth et al., 2018). Moreover, 
VR technology can showcase the various landmarks and tourist attractions of a given destination, 
showcasing what travellers can expect upon arrival. VR technology in tourism can also give people 
a sense of connection to the destination and help build relationships and loyalty. This can be 
especially beneficial for hard-to-reach targets or those with limited resources. In addition, VR also 
offers tourism companies the opportunity to reach potential tourists in a cost-effective way, thereby 
attracting new customers and building their brand. By providing virtual experiences of tourism 
destinations, VR can also help reduce crowding at popular attractions and help protect the environ
ment in these areas (Mashapa & Dube, 2023; Solmaz et al., 2023).

Conversely, with the increasing accessibility of virtual reality technology to Generation Y consumers, 
it is expected to become a pivotal destination marketing aspect in the coming years (Balogun et al.,  
2010; Wirth et al., 2018). By offering an immersive experience, VR can leave a lasting impression on 
potential travelers. Likewise, it can serve as a means to impart knowledge to individuals regarding the 
attractions of a particular destination and its cultural heritage. Therefore, knowing the interests of this 
tech-savvy generation in adopting VR glasses for travel experiences will help destination marketers 
improve their content production and modify their sales strategies, as virtual reality glasses are 
anticipated to become a larger part of people’s personal and professional lives (McLean et al., 2023). 
While young travelers love using virtual reality glasses, certain questions concerning the devices 
remain unresolved. These include perceived factors that affect young consumers’ attitudes toward 
the usage of virtual reality (VR) glasses, their intentions to do so, and their actual use of VR glasses to 
choose their vacation destinations, which warrants the aim of this investigation. A consumer utilizing 
virtual reality glasses is depicted as an example in (Figure 1).

Buhalis et al. (2019) stated that young consumers are technologically aware and a visually 
sophisticated generation, which makes it easy for them to adapt to the usage of tourism technol
ogy since they are born into the technological age. There is a suggestion that his cohort have 
grown up in an era in which technology has been and continues to be ubiquitous, and as a result, 
they may be more technologically savvy than others. Additionally, they desire diversity in adver
tising message, are more active and engaged in trip preparation than prior generations and are 
open to use a range of means to get travel information (Xiang et al., 2015). As a result, Gen Y is 
likely to be early adopters of new and creative promotional technologies, such as VR glasses when 
it comes to planning their vacations.

3. Theoretical lens

3.1. The Technology Acceptance Model (TAM)
The theoretical background required for this study is derived from the TAM (Davis, 1989) illustrated 
in Figure 2. The Technology Acceptance Model (TAM) has factors which influence the adoption of 
technology, which has been viewed as an important agenda for changing the qualities of a given 
technological service in order to make it more attractive towards its adoption. Over the years, the 
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Technology Acceptance Model (TAM) has developed, and substantial progress has been achieved in 
forecasting user adoption of technology (Davis, 1989; Nyagadza et al., 2022; Venkatesh & Davis,  
2000). It is predicated on the Theory of Reasoned Action (TRA), which postulates that causal links 
between ideas, intentions, and behaviours may be established (Ajzen & Fishbein, 1975). The TAM 
made statements about perceived utility and perceived ease of use (Davis, 1989). The TAM model 
by Davis (1989) provides a better explanation and fit to the current research study as it depicts 
behavioural intentions and technology use than the prior model(s). The TAM was developed based 
on the extensions of the TRA which explains how people intend to adopt technology and show 
related behaviours based on assumed consequences of the adopted technology. The TAM as 
applied in the current study is meant to anchor the notion that behaviours of young consumers 
is as a result of the assessment (positive or negative) of the adoption of new digital 4IR technol
ogies (Nyagadza et al., 2022) such as the virtual reality glasses to determine their tourism 
destination enjoyment. In conjunction with prior research, the added moderating variables 
(Perceived performance and perceived enjoyment) have been viewed as a very important factors 
in determining perception and intention to adopt smart technology, like the virtual reality glasses 
in the current study. Justification for the use of TAM in the current research study is based on its 
application in technology adoption such as digital applications in services industry areas 
(Melián-González et al., 2021). While the TAM has been viewed to be with some weaknesses 
(Wallace & Sheetz, 2014), it provides a useful general framework fit for the current study and is 

Figure 1. A consumer using vir
tual reality glasses to deter
mine a tourist destination. The 
rationale and significance of 
choosing Generation 
Y consumers.

Source: Author’s own 
compilation

Figure 2. Original technology 
acceptance model (TAM).

Source: Davis (1989)
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consistent with several factors. In line with this, our current study goes beyond earlier studies by 
investigating on the use of virtual reality glasses as a platform for generation Y consumers to 
determine tourists’ destinations.

4. The conceptual model: an extension of TAM
In spite of its significance, TAM is an evolving model where it is modified to fit for context (Lok,  
2015). Figure 3 illustrates the modified TAM developed for this study to understand the intention 
and actual use of virtual reality glasses when determining travel destinations. The current study 
extends the TAM model by including perceived credibility, perceived enjoyment and perceived 
performance of virtual reality glasses for identifying travel destinations. Perceived credibility has 
a long history of being viewed as a trust dimension (Doney & Cannon, 1997; Nyagadza, 2021) and 
has been viewed as the extent to which a receiver considers believability of information (Wathen & 
Burkell, 2002). Research over the past years has extended the concept of perceived credibility to 
the other constructs such as source credibility (Filieri, 2015, 2016) and message credibility (Filieri,  
2016; Kim & Song, 2020; Tormala & Petty, 2004). Under normal circumstances, online review, travel 
and tourism consumers can easily make distinction to these credibility issues.

Perceived credibility plays a role in authenticating authenticity in virtual reality glasses for 
identifying travel destinations, for example the government has the power to authenticate tourists 
attracting destinations, based on scientific or history and facts (Cohen & Cohen, 2012; Holdack 
et al., 2020). Further to this, local communities are there to give a credibility role to authenticating 
tourists’ virtual glasses and the related objects (this is a result of the fact that it has the freedom to 
authenticate tourism outlets online and offline through word-of-mouth) (Lugosi, 2016; Nyagadza 
et al., 2022). Therefore, perceived credibility is an integral extending element to the TAM model. In 
line with this, perceived enjoyment of virtual reality glasses for identifying travel destinations could 
be as a result of aiming to create an exciting and pleasant customer experience in providing 
advanced product visualisation and interaction possibilities during the shopping processes and 
decision making for tourism (Holdack et al., 2020; Kim & Forsythe, 2008).

Therefore, perceived enjoyment functions as a direct influencer for customers’ attitude and in 
strength even exceeds perceived credibility, and perceived performance (Holdack et al., 2020). The 

Figure 3. Conceptual model.

Source: Authors’ own concep
tion (2023)
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knowledge about what pushes the customers to use and re-use virtual reality glasses for identify
ing travel destinations is particularly significant in the early diffusion stage and needs to increase 
in order to support or speed up the technology adoption (Poushneh, 2018; Rauschnabel & Ro, 2016; 
Spreer & Kallweit, 2014). Customers’ acceptance and perceived enjoyment of the new Fourth 
Industrial Revolution (4IR) technologies (Nyagadza et al., 2022) such as virtual reality glasses for 
identifying travel destination are a critical element for tourism selection and adoption (Pantano,  
2014), and can improve conversions by maximising revenues for more future customer reactions 
(Jung et al., 2015).

The conceptual model (Figure 3) reflects the distinct paths and connections between the 
constructs under investigation. The subsequent sections will then provide the formulation of the 
hypotheses for the present research.

5. Perceived usefulness, perceived ease of use, perceived credibility of virtual reality 
glasses and attitudes towards the use of virtual reality glasses
To create hypotheses on the applicability of the TAM on virtual reality, it was important to consult 
prior studies. According to Tait et al. (2019) perceived usefulness (PU) is the extent to which 
a person believes that using a technology device will improve their satisfaction; this refers to the 
user’s subjective probability that using a technology will enhance their job performance. In con
trast, Davis (1989) ascertains that perceived ease of use (PEOU) refers to the extent to which 
a person feels that utilising a certain technology would be effortless. Nikhashemi et al. (2021) 
studied virtual reality predictors of continuance use. There is a finding that the attitude towards 
virtual reality moderated the association between subjective norms, PU and PEOU, and the desire 
to utilise virtual reality. Thus, this offered support for adopting the TAM for the study at hand, and 
the presented hypotheses are deficient in the literature that has identified the relationship 
between the PU, PEOU, and perceived credibility (PC) of virtual reality glasses and attitudes 
regarding attitudes regarding actual usage. Credibility relates to the perception that a marketer 
can produce trustworthy, high-quality content (Chakraborty, 2019). According to Herz and 
Rauschnabel (2019), whereas PC is the degree to which a customer believes that system usage 
poses no security or privacy risks. Moreover, Ryan (2020) postulates that credibility is closely 
related to the concept of trust, which relates to individual confidence or reliance. In the context 
of this study, the word credibility refers to the impression of the legitimacy of the information 
received by generation Y consumers using virtual reality glasses, as opposed to a direct assess
ment of the material’s practical quality. Vishwakarma et al. (2020) hypothesised that intention and 
actual system use are closely related.

For instance, Tamilmani et al. (2022) established that the PU of new technology affects the 
attitudes of visitors. In line with immersive technologies, Jayawardena et al. (2022) proposed that 
the external factors of the TAM influence both the PU and PEOU. In addition, authors suggest that 
behavioural intentions and attitude regarding virtual reality directly impact their inclination to use 
these sites, which eventually leads to their adoption (Jayawardena et al., 2022). Conversely, Chang 
et al. (2020) hypothesised that virtual reality glasses PEOU directly impacts attitudes about virtual 
reality glasses usage. Moreover, perception of the usefulness of virtual reality glasses is positively 
correlated with attitudes toward their actual use (Lo & Cheng, 2020). Furthermore, Marino et al. 
(2020) used virtual reality to examine the credibility and bias of perceived ethnicity in suburban 
environments. Based on the aforementioned, the following hypotheses are postulated:

H1: Perceived usefulness of virtual reality glasses positively impacts attitudes towards use of 
virtual reality glasses

H2: Perceived ease of use of virtual reality glasses positively impacts attitudes towards use of 
virtual reality glasses
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H3: Perceived credibility of virtual reality glasses positively impacts attitudes towards use of 
virtual reality glasses

6. Attitudes towards use of virtual reality glasses and intention towards use of virtual 
reality glasses
Conforming to the TAM (Davis, 1989; Talwar et al., 2022), PEOU has a direct influence on 
behavioural intention and actual use of technology. It is important to note that perceived ease 
of use effects both behavioural intention and actual usage independently and separately (Baby & 
Kannammal, 2020). While PC is a key predictor of behavioural intentions, as consumers are more 
likely to use and continue to use products and services that they view as credible. In addition, 
Gursoy et al. (2019) applied TAM to explain why consumers accept or reject information technol
ogy, and they observed that attitude toward usage was correlated with behavioural intention to 
use. While Syakier and Hanafiah (2022) maintain that influence and attitude are crucial factors in 
determining the behavioural intentions of visitors. Attitude relates to the consumer’s favourable 
or negative attitude and appraisal of a product (Davis, 1989). Therefore, positive views of gen
eration Y consumers about virtual reality glasses will improve their desire to use virtual reality 
glasses. This corroborates with the works of de Kervenoael et al. (2020), who established that 
positive attitudes had a favourable impact on perceived value, which is a combination of eco
nomic, social, personal, and functional aspects. Considering this, the following hypothesis is 
proposed:

H4: Attitudes towards use of virtual reality glasses have a positive impact on intention towards use 
of virtual reality.

7. Intention towards use of virtual reality glasses and actual use of virtual reality glasses
It is crucial to understand the connection between the intention to use and actual usage of virtual 
reality glasses. Previous research has shown a significant correlation between the two variables; 
for instance, Melián-González et al. (2021) found that consumers’ intentions to adopt or use 
a technology led to their actual adoption or usage of that technology. In their study, Kim and Ko 
(2019) established a direct and statistically significance association between behavioural intention 
and actual virtual reality use. It is believed that the desire to pay for virtual reality glasses is 
directly related to the perceived usage and value of virtual reality glasses (Marino et al., 2020). 
Hence, the following hypothesis is suggested:

H5: Intention towards use of virtual reality glasses positively impacts actual use of virtual reality 
glasses.

8. Perceived performance of virtual reality glasses and actual use of virtual reality glasses
This research includes the variable perceived performance (PP), which is not included in the TAM. 
This variable was introduced as an external variable for this study. Performance is seen as a broad 
concept, and collecting the PP created by specific features help consumers to optimize their 
consumption experience (Sharma et al., 2021). In light of technology adoption, PP refers to how 
rapidly a software feature seems to carry out its intended function (Molino et al., 2020). In 
addition, Dabholkar (1996) proposed an attribute-based strategy centred on service quality. This 
technique was unique in that it sought to comprehend how an individual’s cognitive evaluation of 
attributes affected their expectations of perceived performance and actual use. Similarly, Zhang 
et al. (2019) highlighted that success from the consumer’s viewpoint included customer orienta
tion, process evaluation and improvement, service quality, and service performance in tourism. In 
accordance with this study, the general perception of generation Y customers’ PP of virtual reality 
glasses will be based on the technology linked to devices and service delivery. As such, consumers 
may have a more positive view of the performance of virtual reality glasses if they are efficient, 
simple to use, reliable, handy, and under the user’s control, given the continual advancements and 

Maziriri et al., Cogent Business & Management (2023), 10: 2246745                                                                                                                                 
https://doi.org/10.1080/23311975.2023.2246745

Page 8 of 31



widespread adoption of innovative technology in our society. Based on the above, the following 
hypothesis was deduced:

H6: Perceived performance of virtual reality glasses positively impacts actual use of virtual reality 
glasses

9. Perceived enjoyment of virtual reality glasses and actual use of virtual reality glasses
Actual use of a particular technology can be viewed as the users’ frequency of usage (Gumpo 
et al., 2020; Rauniar et al., 2014). In the current study, actual use of virtual reality glasses by 
generation Y consumers is directly related to the perceived enjoyment. However, the TAM reflects 
that the actual use of a novel technology is heavily dependent on the user’s attitude towards the 
technology, and the perceived enjoyment results from the benefits associated with the same 
technology (Gumpo et al., 2020). The actual use of the virtual glasses by the generation 
Y consumers immersive virtual environments transform how tourism operators engage with 
tourists before, during, and after their trip (Ali, 2020). However, what matters the most in 
adoption and actual use of the virtual glasses by the generation Y consumers is lesser imple
mentation complexity, ease of understanding and lesser frustration (Wallace and Sheetz, 2012). 
This is so because of the intangibility, inseparability, and perceived danger associated with holi
day experiences making virtual reality devices such as the enhanced glasses, a solid and critical 
tool for enhancing virtual tourism (Guttentag, 2010; Hyun et al., 2009). Therefore, it is more 
priceless and valuable to have an intuitively easy technology for actual usage to avoid general 
misconceptions and inconveniences associated (Nyagadza, 2021). Therefore, it is hypothesised 
that:

H7: Perceived enjoyment of virtual reality glasses positively impacts actual use of virtual reality 
glasses

10. Moderating effects
Apart from the suggested associations shown in the conceptual model, direct and indirect asso
ciations between the variables under examination are plausible. This is why, Figure 1 includes 
perceived performance and perceived enjoyment as moderating variables. Although the hypoth
esis statements (H1, H2, H3, H4 and H5) established basic relationships between the research 
variables, a better understanding of the multifaceted associations could shed light on this phe
nomenon. Empirical research into the role of perceived performance and perceived enjoyment as 
moderators has been lesser explored (Dewar & Kavussanu, 2011; Dorothea-; Brack & Benkenstein,  
2014; Franque et al., 2021). A gap in literature is the lack of research identifying moderators of the 
“intention—actual use” relationship as indicated by previous studies. This study aims to address 
this research gap, by investigating how perceived performance of using virtual reality glasses for 
identifying travel destinations, and perceived enjoyment of using virtual reality glasses for identi
fying travel destinations moderate the relationship of “intention towards the use of virtual reality 
glasses for identifying travel destinations—actual use of virtual reality glasses for identifying travel 
destinations” in the extended TAM model.

Drawing from the above, as much as few studies have examined the moderating role of 
perceived performance and perceived enjoyment, it is, however, important to mention that there 
have been no accurate empirical estimates of how perceived performance and perceived enjoy
ment may influence intention towards the use of virtual reality glasses and actual use of virtual 
reality glasses for identifying travel destinations in ways that go beyond linear relationships. This 
leads to the following research questions:
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RQ1. Does perceived performance of using virtual reality glasses for identifying travel destinations 
moderate the relationship between intention towards the use of virtual reality glasses for identify
ing travel destinations and actual use of virtual reality glasses for identifying travel destinations.

RQ2. Does perceived enjoyment of using virtual reality glasses for identifying travel destinations 
moderate the relationship between intention towards the use of virtual reality glasses for identify
ing travel destinations and actual use of virtual reality glasses for identifying travel destinations.

By addressing these research questions, a better theoretical understanding is gained of the 
relationship between intention towards the use of virtual reality glasses for identifying travel 
destinations and the actual use of virtual reality glasses for identifying travel destinations, and 
some empirical insights are provided into whether perceived performance and perceived enjoy
ment of using virtual reality glasses for identifying travel destinations moderately influences these 
relationships. Therefore, based on the previous elucidations, the following hypothesis is proposed:

H8: Perceived performance of using virtual reality glasses and significantly moderates the rela
tionship between intention towards the use of virtual reality glasses and actual use of virtual 
reality glasses for identifying travel destinations.

H9: Perceived enjoyment of using virtual reality glasses positively and significantly moderates the 
relationship between intention towards the use of virtual reality glasses and actual use of virtual 
reality glasses for identifying travel destinations.

11. Methodological aspects
This study was based on a positivism philosophy, using a quantitative approach. It used 
a deductive approach where the hypothesis was deduced from theory and then expressed in 
operational terms—many samples were drawn and tested, and the hypothesis were then accepted 
or rejected. If required, modification was made in the theory. The quantitative research design was 
appropriate for requesting the necessary data on perceived usefulness of virtual reality glasses, 
perceived ease of use of virtual reality glasses, perceived credibility of virtual reality glasses, 
attitudes towards use of virtual reality glasses, intention towards use of virtual reality glasses, 
actual use of virtual reality glasses, perceived enjoyment of virtual reality glasses and perceived 
performance of virtual reality glasses. Furthermore, the strategy allows one to investigate the 
relationships with the constructs used in the research.

11.1. Sample and data collection
The respondents who took part in this research were university students in higher education who 
had previous exposure to virtual technologies like virtual reality (VR). These participants were 
especially suitable for helping the researchers achieve the study’s objective. The selection process 
involved identifying students from public universities in the Gauteng Province of South Africa. The 
Gauteng province was selected as it has the largest share of the South African student population 
(Lues & Klerk, 2017). The researchers used a method called judgmental sampling, which is also 
referred to as purposive or subjective sampling. This method involves recruiting participants based 
on specific screening criteria and their expertise or familiarity with the topic being investigated 
(Palinkas et al., 2015). In this study, judgmental sampling was employed to recruit Generation 
Y participants who had experience using technologies related to virtual worlds. Additionally, 
judgmental sampling was used to ensure that the sample included students from different types 
of university campuses, such as a traditional university, university of technology, and 
a comprehensive university within the South African Context. The sample size was determined 
using past studies on Generation Y consumption behaviour. The sample size is consistent with that 
used in other studies (Maziriri et al., 2022; Mdletshe et al., 2023; Ntshangase & Ezeuduji, 2022). 
Field workers were enlisted to distribute self-administered surveys among Generation Y students at 
three campuses. They were tasked with distributing the surveys among the students, ensuring that 
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a representative sample of Generation Y students was reached. During the collection process, the 
field workers stationed themselves at strategic locations within the campuses, such as entrances 
or common areas, to engage with the students directly and encourage their participation in the 
study. This method allowed for face-to-face interaction between the field workers and the stu
dents, ensuring a higher response rate and providing an opportunity for any clarifications or 
queries regarding the survey. Participation in the study was voluntary and no incentives were 
offered, as this would yield undue influence. Consequently, 550 valid responses out of 600 
participants were obtained from the three public universities (refer to Table 2).

11.2. Measurement instrument and questionnaire design
To ensure the reliability of the study, the scales adopted in this study were from mature scales that 
have been verified in relevant literature. Modifications to the scales were made to reflect the study 
context of virtual reality glasses. The measurement scales, items used, sources, and the 
Cronbach’s alpha values for the scales are indicated in Table 1. The scale indicators were affixed 
to a strongly disagree (1) to strongly agree (5) Likert-scale continuum. For the actual use of virtual 
reality glasses scale the indicators were affixed as (1) to no extent, (2) to little extent, (3) to some 
extent, (4) to a large extent and (5) to a very large extent.

11.3. Respondent profile
Fieldwork at the three universities yielded 550 completed questionnaires, a 91.6 percent response 
rate. The description of the sample is given in Table 1. Descriptors of the sample included gender, 
institution, age and province of origin which included students from a traditional university campus 
(A), a university of technology (B), and a comprehensive university (C). The demographic informa
tion in Table 1 indicates that the sample respondents fit the target population definition. The 
sample comprised female (64%) and male (36%) participants from each of the seven age cate
gories specified, with most participants falling into the 18-year-old age and 19-year-old age 
category (19% and 18% respectively). There was a relatively even spread of respondents between 
the three main types of public universities, with 240 from the traditional university (A) (44%), 155 
from the university of technology (B) (28%) and 155 from the comprehensive university (C) (28%) 
campuses. Moreover, each of South Africa’s nine provinces were representative in the sample.

12. Statistical analysis procedure
The investigator used the Statistical Package for Social Science (SPSS) version 28 to evaluate the 
data pertaining to the demographic profile of the respondents, while the latest software version of 
SMART-PLS 4 was used to analyse the data captured. PLS-SEM incorporates path coefficients, 
multi-linear regression, and confirmatory factor analysis (CFA), a second-generation multivariate 
research technique. This describes the variability in dependent variables by using structural tem
plate analysis (Hair et al., 2011). PLS SEM works for complex models involving moderation and 
small samples and is less prone to ordinary multivariate data (Vlačić et al., 2019). This research 
study adopted a reflective measurement model in which measurements represent latent variables 
and the direction of the connection is from the construct or latent variable to the measure 
(Diamantopoulos & Winklhofer, 2001). The statistical analysis performed in this study includes 
measures such as: (1) measurement model—testing of reliability analysis and validity analysis, and 
(2) structural model analysis—examining the path coefficients between observed coefficients.

12.1. Reliability analysis
Table 3 specifies the different measures that were used to assess the reliability and validity of the 
constructs for the study.

12.2. Measurement model assessment
The outer model was assessed first by values of composite reliability (to assess internal consis
tency), outer loadings (to assess indicator reliability), and average variance extracted (to assess 
convergent validity). Composite reliability is an appropriate measure of internal consistency relia
bility because it accounts for the different outer loadings of the indicator variable. In contrast, 
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Cronbach’s alpha assumes all indicators to be equally reliable (Hair et al., 2019). It is vital to 
indicate that on perceived ease of use of virtual reality glasses one item was deleted, which is 
PEOVRG3 and on perceived performance of virtual reality glasses three items were also deleted, 
which are PPOVRG4, PPOVRG5 and PPOVRG5, because the outer loadings were less than 0.5 
(Anderson & Gerbing, 1988). All the remaining individual item loadings surpassed the recom
mended value of 0.5 (Anderson & Gerbing, 1988). This shows that all measuring instruments are 
satisfactory and reliable as all items showed convergent validity, with more than 50% of the 
variance of each item shared with their respective construct (Fraering & Minor, 2006). As shown in 
Table 2, the Cronbach’s alpha test results ranged between 0.741 and 0.846, which is above the 
0.70 benchmark for acceptable internal consistency reliability (Lucas et al., 1996). As revealed in 
the Table 3 results, the lowest composite reliability (CR) value of 0.823 is well above the suggested 
value of 0.6 (Hulland, 1999), while the lowest obtained average variance extracted (AVE) value of 
0.659 is also above the recommended value of 0.4 (Anderson & Gerbing, 1988). This shows the 
accomplishment of convergent validity, and further confirms the excellent internal consistency 
and reliability of the measuring instruments used. As such, a sufficient level of discriminating 
validity was revealed by all the variables. These results have generally provided evidence of 
acceptable levels of reliability of the research scale (Chinomona & Chinomona, 2013). Lucas 
et al. (1996) states that discriminant validity refers to items measuring different concepts. 
Table 4 presents the results of the discriminant validity analysis.

In terms of discriminant validity, all the correlation coefficients of this study fell below 0.70, 
thereby confirming the theoretical uniqueness of each variable in this research (Lucas et al., 1996). 
In addition, discriminant validity was evaluated using the heterotrait-monotrait ratio (HTMT) 
criterion (Table 4), despite recommendations from previous studies (Henseler et al., 2016; 
Verkijika & De Wet, 2018) indicating that HTMT is more suitable to evaluate discriminant validity 
than Fornell—Larcker’s commonly used criteria. When taking a more conservative position, 

Table 2. Sample demographic characteristics
Demographic Variables Frequency (n) Percentage (%)
Gender Male 200 36

Female 350 64

University A 240 44

B 155 28

C 155 28

Age 18 105 19

19 100 18

20 50 9

21 75 14

22 70 13

23 66 12

24 84 15

Province of origin Limpopo 75 14

Free state 66 12

Kwazulu-Natal 84 15

Mpumalanga 50 9

North West 50 9

Gauteng 160 29

Eastern Cape 5 1

Northern Cape 50 9

Western Cape 10 2
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discriminant validity is reached when the HTMT value is below 0.9 or 0.85 (Neneh, 2019; Verkijika & 
De Wet, 2018). Table 4 reveals that the highest obtained HTMT value is 0.791, which is below the 
conservative value of 0.85. As such, all the constructs meet the criteria for discriminant validity.

12.3. Structural model assessment
Inner model (structural model) (Figure 2) was assessed to test the relationship between the 
endogenous and exogenous variables. The path coefficients were obtained by applying a non- 
parametric, bootstrapping routine (Vinzi et al., 2010). Precisely, a consistent bootstrapping 

Table 3. Reliability and validity
Research 
constructs

Variable Cronbach’s 
test 

α

CR AVE λ VIF (outer) 
values

PUOVRG - 0.754 0.859 0.669 - -

PUOVRG1 0.830 1.497

PUOVRG2 0.817 1.494

PUOVRG3 0.808 1.552

PEOVRG - 0.773 0.823 0.699 -

PEOVRG1 0.869 1.192

PEOVRG2 0.802 1.190

PCOVRG - 0.761 0.855 0.663 - -

PCOVRG1 0.830 1.316

PCOVRG2 0.740 1.948

PCOVRG3 0.868 2.234

ATUVRG - 0.741 0.852 0.659 - -

ATUVRG1 0.845 1.725

ATUVRG2 0.769 1.441

ATUVRG3 0.819 1.433

ITUVRG - 0.847 0.898 0.688 - -

ITUVRG1 0.897 2.809

ITUVRG2 0.856 2.227

ITUVRG3 0.766 1.652

ITUVRG4 0.793 1.734

AUOVRG - 0.778 0.867 0.686 - -

AUOVRG1 0.861 1.984

AUOVRG2 0.740 1.552

AUOVRG3 0.876 1.584

PENOVRG - 0.845 0.904 0.760 - -

PENOVRG1 0.891 2.774

PENOVRG2 0.898 2.859

PENOVRG3 0.823 1.385

PPOVRG - 0.846 0.907 0.765 - -

PPOVRG1 0.773 1.619

PPOVRG2 0.928 2.368

PPOVRG3 0.915 2.843

Note: λ =factor loadings; CR= Composite reliability; PUOVRG= Perceived usefulness of virtual reality glasses; PEOVRG= 
Perceived ease of use of virtual reality glasses; PCOVRG= Perceived credibility of virtual reality glasses; ATUVRG= 
Attitudes towards use of virtual reality glasses; ITUVRG= Intention towards use of virtual reality glasses; AUOVRG= 
Actual use of virtual reality glasses; PENOVRG= Perceived enjoyment of virtual reality glasses; PPOVRG = Perceived 
performance of virtual reality glasses 
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approach was used because of its reflective—reflective nature. The subsamples selected to run the 
bootstrapping were 5000, as seen in Figure 2 and Table 6. The fitness of the model was assessed 
using the goodness of fit (GoF) and the standardised root mean square residual (SRMR). These 
indices will be elucidated in the subsequent sections.

12.4. Assessment of the goodness of fit (GoF)
Overall, R2 for attitudes towards use of virtual reality glasses, actual use of virtual reality glasses 
and intention towards use of virtual reality glasses in Figure 2 indicate that the research model 
explains 63.2%, 80.3% and 66.1% respectively, of the variance in the endogenous variables. The 
following formulae was given by Tenenhaus et al. (2005) and the global GoF statistic for the 
research model was calculated using the equation:

Where AVE represents the average of all AVE values for the research variables while R2 represents 
the average of all R2 values in the full path model. The calculated global GoF is 0.69, which exceeds 
the threshold of GoF > 0.36 suggested by Wetzels et al. (2009). Therefore, it can be concluded that 
the research model has a good overall fit.

12.5. Common method bias (CMB)
For PLS-SEM, common method bias (CMB) is detected through a full collinearity assessment 
approach (Kock, 2015). VIF values should be lower than the 3.3 threshold (Hair et al., 2011; 
Kock, 2015). This is indicative that the model is free from common method bias. Any value greater 
than 3.3 means the model is affected by CMB. Therefore, following standard procedures in business 
research, the variance inflation factor (VIF) values were computed instead of reporting the colli
nearity issues in this work. As shown in Table 3, multicollinearity was evaluated by looking at the 
variance inflation factor (VIF) and the findings showed that VIF values of all constructs were less 
than 3.3 (Kock & Lynn, 2012). The outcome thus supported the notion that CMB does not seem to 
be a problem in the investigation.

12.6. The standardised root mean square residual (SRMR)
The SRMR is an index of the average standardised residuals between the observed and the 
hypothesised covariance matrices (Chen, 2007). The SRMR is a measure of estimated model fit. 
When SRMR = <0.08, then the study model has a good fit (Hu & Bentler, 1998); with a lower SRMR 
being a better fit. The theoretical model’s SRMR was 0.07, which revealed that the model had 
a good fit, whereas the Chi-Square was equal to 1918.087 and NFI equal to 0.900 was also 
measured, meeting the recommended threshold for NFI (Maziriri et al., 2023).

12.6.1. Coefficient of determination (R2) 
The coefficients of determination, or R2 values, were used to assess the research model’s expla
natory power. The R2 values for attitudes towards use of virtual reality glasses (R2 = 0.632),

actual use of virtual reality glasses (R2 = 0.803) and intention towards use of virtual reality 
glasses (R2 = 0.661) were greater than the recommended criterion benchmark of 0.10 (Xu & Li,  
2008). Thus, the results showed that the exogenous constructs in the research model accurately 
explained the endogenous constructs.

12.6.2. Predictive relevance (Q2) 
In addition to R2 as a predictive criterion, Sarstedt et al. (2021) recommend that researchers 
examine Q2 to assess the predictive relevance of the structural model. Predictive applicability of 
constructs must be positive and with values greater than zero (Hair et al., 2019). The size of the Q2 
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effect (in Table 6) allows evaluating how an exogenous construct contributes to an endogenous 
latent construct Q2 as a measure of predictive relevance, which can be small (0.02), medium (0.15) 
or large (0.35). The Q2 values are explained in Table 5. The study obtained a Q2 of 0.347 for 
attitudes towards use of virtual reality glasses, 0.293 for Actual use of virtual reality glasses and 
0.254 for Intention towards use of virtual reality glasses, which is within the required limit and 
supports that the path model’s predictive relevance was adequate for the endogenous construct.

12.7. Effect size (f2)
Effect size (f2) is a measurement that tells the impact of change in the R2 value when a specified 
exogenous construct is ignored in the model (Hair et al., 2019). An effect size f 2 �0.30, 0.3 < f 2 �

0.50 and f 2 >0.50 is thought to represent a weak, moderate and strong effect, respectively.

Effect size is calculated using the following equation:

where, R2 is the coefficient of determination.

From Table 5, f 2 values for attitudes towards use of virtual reality glasses, actual use of virtual 
reality glasses and intention towards use of virtual reality glasses are considered strong.

12.8. Path model
The PLS estimation path coefficients values and the item loadings for the research construct, are 
shown in Figure 4.

12.9. Hypotheses testing results
After evaluating and concluding the hypothesised measurement and structural model, the next 
action was to evaluate the cause-and-effect relationships among latent variables through path 
analysis (Nusair & Hua, 2010). In addition, Nusair and Hua (2010) observe that SEM states that 
specific latent variables directly or indirectly influence other specific latent variables with the 
model, causing estimation results that depict how these latent variables are associated. For this 
study, estimation results obtained through hypothesis testing are illustrated in Table 6. The table 
demonstrates the proposed hypotheses, path coefficients, t-statistics and whether a hypothesis is 
rejected or supported. According to Beneke and Blampied (2012), t-values indicate whether 
a significant relationship exists between variables in the model and path coefficients, demonstrat
ing the strength of the relationships in the model. In addition, Chin (1998) also suggests that t >  
1.96 indicates a relationship significance and that higher path coefficients indicate strong relation
ships among latent variables. Drawing from the results in Table 6, H1 (β = 0.555; t-stat =8.073), H2 

(β = 0.262; t-stat =5.278), H4 (β = 0.813; t-stat =13.969), H5 (β = 0.150; t-stat = 2.173), H6 (β = 0.493; 
t-stat = 6.937), H7(β = 0.664; t-stat = 9.134), H8 (β = 0.241 t-stat = 4.975) and H9 (β = 0.123 t-stat =  
1.997), are supported significantly because the t-statistics are greater than 1.96. However, H3 (β =  
0.047; t-stat = 1.174) was rejected as the relationship between perceived credibility of virtual 
reality glasses and attitudes towards use of virtual reality glasses was insignificant. The reason 
behind an insignificant relationship perceived credibility of virtual reality glasses and attitudes 
towards use of virtual reality glasses could be as a result of general nature of beliefs held by 
customers towards adoption of new emerging technologies in the African context (Kim et al.,  
2020). Further to this, the African continent, specifically in South Africa, desires diversity, is more 
active and engaged in “physical” trip preparation than prior generations, and is open to use 
a range of means to get travel information (Xiang et al., 2015). This is so because perceived 
credibility is closely related to the concept of trust, which relates to individual confidence or 
reliance (Ryan, 2020). It is also imperative to note that all the hypothetical relationships presented 
in the Table 6 found support from the empirical results. Referring to the Chin’s (1998) criterion, 
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model is rated as moderate and is generally considered strong effect size, with variance R2 =  
63.2 per cent in ATUVRG, R2 = 66.1 per cent in ITUVRG, and R2 = 80.3 per cent in AUOVRG.

12.10. Discussion of results
This study presents a valuable and unique contribution to the field by expanding upon the well- 
established TAM (Awal et al., 2023). By investigating the moderating roles of perceived enjoyment 
and perceived performance, the study delves into unexplored territory regarding the intention and 
actual use of virtual reality glasses for identifying travel destinations among Generation Y students 
in South Africa. The inclusion of perceived enjoyment as a moderating factor offers insights into 
the pleasure and satisfaction derived from using virtual reality glasses, the intention to use them 
for travel destination identification. Similarly, the examination of perceived performance as 
a moderator explores the perception of virtual reality glasses’ effectiveness in accurately and 
efficiently fulfilling this task. These unique moderating roles shed light on the nuanced dynamics 
of Generation Y consumers in South Africa, enhancing our understanding of the factors influencing 
their adoption and usage of virtual reality glasses in the context of travel planning.

Statistical analysis showed that the perceived usefulness of virtual reality glasses has a positive 
and significant impact on attitudes towards the use of virtual reality glasses. These results propose 
that virtual reality is a useful tool for Generation Y users and promotes effective destination 
marketing. By recognizing the perceived usefulness of virtual reality glasses, millennials can 
harness the power of VR technology to enrich their lives, for instance the exploration of new 
destinations. Perceived usefulness is the key predictor positively influencing attitudes towards and 
intention to use VR glasses.

It was also shown that the perceived ease of use of virtual reality glasses had a significant and 
substantial effect on attitudes towards the use VR glasses. The statistical analysis reveals that 
when Generation Y individuals perceive virtual reality glasses as easy to use, they positively 
influence their attitudes towards using them to determine tourist destinations. This indicates 
that the level of ease associated with operating VR glasses plays a significant role in shaping 
their perception of this technology and its potential benefits for selecting travel destinations. Also, 
businesses in the tourism industry could consider incorporating VR technology and promoting the 
ease of use of VR glasses to target Generation Y travellers. By emphasizing the simplicity and user- 
friendliness of these devices, they may be able to attract and engage this demographic. The link 
between perceived ease of use and attitude toward utilising the technology are consistent with the 
findings of Faqih (2022) and Kim et al. (2021), who found that perceived ease of use had 
a substantial and favourable influence on attitude and behavioural intention. This is consistent 
with Pottle’s (2019) statement that VR glasses users would be more amenable to embracing 
technology if they had a higher appreciation for the programme. Moreover, the results align with 
the contention of Egger and Neuburger (2020) that consumers who find the use of technology 
(both mental and physical) effortless are likely to be more inclined to rely heavily on the use of VR 
glasses than they do to rely on the traditional way of destination marketing.

Table 5. Coefficient of determination (R2), effect size (f2) and predictive relevance (Q2)
Variables R Square Q2 Effect size
Attitudes towards use of 
virtual reality glasses

0.632 0.347 3.423

Actual use of virtual 
reality glasses

0.803 0.293 2.824

Intention towards use of 
virtual reality glasses

0.661 0.254 2.937

Source: Field data (2022) 
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The study also found that the relationship between perceived credibility of virtual reality glasses and 
actual use of virtual reality glasses is insignificant. This means that the Generation Y participants’ 
perception of how trustworthy or reliable virtual reality glasses are does not have a significant impact 
on their actual usage of the technology. In other words, even if they believe the glasses to be credible, 
it does not necessarily translate into increased adoption or usage. This result is refuted by the work of 
Vuong and Khanh (2020) who found that perceived credibility significantly impacts attitudes towards 
use. Similarly, this discovery differs from the research conducted by Rahaman et al. (2022), which 
demonstrated that credibility of information is a predictor that helps individuals assess the usefulness 
of the information when choosing a product or service. In addition, the finding is rebutted with the 

Table 6. Results of structural equation model analysis
Hypothesis Proposed 

hypothesis 
relationship

Beta 
coefficients 

(β)

T-statistics P-values Decision

H1 PUOVRG- 
>ATUVRG

0.555 8.073 .000 Supported

H2 PEOVRG- 
>ATUVRG

0.262 5.278 .000 Supported

H3 PCOVRG-> 
ATUVRG

0.047 1.174 .113 Rejected

H4 ATUVRG- 
>ITUVRG

0.813 13.969 .000 Supported

H5 ITUVRG -> 
AUOVRG

0.150 2.173 .010 Supported

H6 PPOVRG -> 
AUOVRG

0.493 6.937 .000 Supported

H7 PENOVRG- 
>AUOVRG

0.664 9.134 .000 Supported

H8 Moderating 
effect

PPOVRG 
x ITUVRG 
->AUOVRG

0.241 4.975 .000 Supported

H9 Moderating 
effect

PENOVRG 
x ITUVRG 
->AUOVRG

0.123 1.997 .030 Supported

Note: *p < 0.05; **p < 0.01 
Source: Calculated from survey results. Note: Arrows signify the relationships between each construct to indicate the 
proposed hypothesis. 

Figure 4. Structural model.

Source: Calculated from survey 
results
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outcomes by Ying et al. (2022) who highlighted that consumers prefer to emphasize the effectiveness 
of information if they think it to be highly reputable. Therefore, the observations from the results 
indicate that the non-significant findings of perceived credibility and actual usage suggest that 
a specific number of positive or negative crucial occurrences must be present for the use of virtual 
reality glasses. This observation pattern is demonstrated in research conducted by Su et al. (2020), 
who discovered that the stronger effect of perceived credibility is due to the fundamental role of trust 
mediated by perceived credibility.

In addition, the study found that attitudes towards use of virtual reality glasses have a positive 
and a significant impact on intention towards use of virtual reality. Firstly, the positive impact 
suggests that individuals within the Generation Y cohort generally hold favourable attitudes 
towards virtual reality glasses. This could be attributed to various factors, such as their familiarity 
with technology and their inclination towards adopting new and innovative experiences. It indi
cates that they view virtual reality glasses as appealing and potentially valuable tools for immer
sive experiences. Secondly, the significant impact suggests that attitudes towards virtual reality 
glasses play a crucial role in shaping the intention to use them. In other words, the more positive 
the attitudes held by individuals within the Generation Y cohort, the more likely they are to express 
an intention to use virtual reality. This finding underscores the importance of understanding and 
influencing attitudes when it comes to promoting the adoption and usage of virtual reality 
technology among this specific group. These results align with Crofton et al. (2019) who found 
that attitudes towards using VR glasses were directly and positively influenced by both perceived 
usage and perceived usability of that technology.

Intention towards use of virtual reality glasses has also been found to enhance actual use of virtual 
reality glasses. In other words, the study found that when members of the Generation Y cohort 
expressed a stronger intention to use virtual reality glasses, they were more likely to follow through 
with their intentions and use the glasses. This finding is significant because it highlights the impor
tance of understanding users’ intentions and motivations when studying the adoption and use of 
virtual reality technology. It suggests that if organizations or developers want to increase the actual 
use of virtual reality glasses among Generation Y individuals, they should focus on strategies that 
enhance their intention to use the technology. The results provide valuable insights for researchers, 
marketers, and developers interested in understanding the factors influencing the adoption and use of 
virtual reality glasses, particularly within the Generation Y cohort. By considering and promoting 
factors that drive intention, such as highlighting the benefits, convenience, or novelty of virtual reality 
experiences, organizations can potentially increase the usage and acceptance of virtual reality glasses 
among this specific demographic. These results mirror the work of Dangi et al. (2021), who also 
suggests that BI of third generation (3 G) cellular services positively impacts AU behavior. 
Furthermore, this supports the findings of Hanafi et al. (2020) who explicate that intention to use 
multimedia teaching materials was significantly reinforced by attitudes towards using multimedia 
teaching materials. In addition, the findings are in harmony with the results of Wu et al. (2020) who 
echoed that intention is a key element in technology use. The results suggest that generation 
Y consumers are inclined to have positive opinions about wearing virtual reality glasses.

It was also found out that perceived performance of virtual reality glasses positively and signifi
cantly impacts actual use of virtual reality glasses. The findings suggest that the Generation Y cohort’s 
beliefs about the effectiveness, capabilities, and overall quality of virtual reality glasses play a crucial 
role in determining their adoption and usage patterns. When they have positive perceptions of the 
glasses’ performance, they are more inclined to engage with the technology and incorporate it into 
their daily lives. This implies that in order to promote the usage of virtual reality glasses among 
Generation Y individuals, it is important to focus on enhancing their perception of the device’s 
performance. This could involve highlighting its features, capabilities, and potential benefits through 
effective marketing, user testimonials, or demonstrations. These results agree well with the observa
tions by Tortorella et al. (2019) as well as Zhu and Deng (2020) who discovered that perceived 
performance based on certain attributes is the most important predictor of customer attitudes in 
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the tourism industry. Conversely, the results are congruent with the work of Lin and Yeh (2022) and 
Buhalis et al. (2019), who found that VR glasses in the tourism industry empower customers to enable 
meaningful, personalized, richer experiences. Indeed, the wider use of state-of-the-art technology 
improves the perceived performance of VR glasses and how generation Y customers perceive its 
quality in providing services (Noohani & Magsi, 2020) Therefore, these findings suggest that generation 
Y consumers prefer technology-enabled service encounters because they perceive better performance 
as more convenient, efficient, and user-friendly.

This study also found that the perceived enjoyment of virtual reality glasses positively and 
significantly influences the actual use of virtual reality glasses. These results suggest that 
among the Generation Y cohort, the level of enjoyment experienced when using virtual reality 
glasses strongly and significantly impacts their actual usage of these devices. In other words, if 
individuals within this demographic find virtual reality glasses enjoyable, they are more likely to 
use them regularly. In the tourism field, these findings are replicated in recent studies, which 
found that experiencing an entertaining virtual tour and developing awareness of a tourism site 
aids future travel decision-making (Karim et al., 2020; Lekgau et al., 2021; Shaukat et al., 2022; 
Zhang et al., 2022). This implies that Generation Y consumers are more willing to interact with VR 
glasses if the system is user-friendly and entertaining. Indeed, the results of this analysis are 
consistent with the fact that fun usually acts as a positive stimulus to increase users’ intention to 
play mobile games (Saleem et al., 2022).

The statistical analysis showed that the perceived performance of using virtual glasses for 
identifying travel destinations moderates or strengthens the relationship between intention 
towards the use of virtual reality glasses for identifying travel destinations and the actual use of 
virtual reality glasses for identifying travel destinations. The results of the statistical analysis 
indicate that if Generation Y individuals perceive the virtual glasses to be effective in identifying 
travel destinations, it will likely strengthen their intention to use the glasses for this purpose, 
ultimately leading to an increased likelihood of using the virtual reality glasses for travel destina
tion identification. This finding aligns with few international studies (Brack & Benkenstein, 2014; 
Dewar & Kavussanu, 2011) that have determined the moderating effect of the perceived perfor
mance variable in different contexts. As there are gaps in research on the moderating effect of 
perceived performance of using virtual reality glasses for identifying travel destinations on the 
nexus between intention towards the use of virtual reality glasses for identifying travel destina
tions and the actual use of virtual reality glasses for identifying travel destinations, this study adds 
a fresh understanding or adds new theoretical knowledge by broadening our understanding of 
perceived performance as a factor that can stimulate the potential tourist’s intention towards the 
use of virtual reality glasses for identifying travel destinations. Understanding how the moderating 
variable (perceived performance of using virtual reality glasses for identifying travel destinations) 
interacts with the nexus between intention towards the use of virtual reality glass for identifying 
travel destinations and the actual use of virtual reality glasses for identifying travel destinations is 
important. For instance, the practical implication of the findings of this study is that if potential 
tourists perceive the performance of virtual reality glasses positively, their intention to use virtual 
reality glasses for identifying travel destinations will be positive. Therefore, this will result in using 
virtual reality glasses to identify travel destinations.

The relative influence of intention towards the use of virtual reality glasses for identifying 
travel destinations on the actual use of virtual reality glasses for identifying travel destinations is 
contingent upon the perceived enjoyment of using virtual reality glasses for identifying travel 
destinations. H9 was statistically significant (p < 0.05) and therefore supported. These results 
indicate that among the Generation Y cohort, the level of enjoyment experienced when using 
virtual glasses to identify travel destinations significantly impacts the relationship between their 
intention to use virtual reality glasses for this purpose and their actual usage. In other words, if 
Generation Y individuals find the experience enjoyable, it will likely enhance their intention to use 
the virtual reality glasses and ultimately increase their likelihood of actually using them to 

Maziriri et al., Cogent Business & Management (2023), 10: 2246745                                                                                                                                 
https://doi.org/10.1080/23311975.2023.2246745

Page 22 of 31



identify travel destinations. In a study entitled “Will virtual reality be a double-edged sword? 
Exploring the moderation effects of the expected enjoyment of a destination on travel intention”, 
Li and Chen (2019) found out that the relationship between tourists’ perceived ease of use and 
the usefulness of virtual reality on their travel intention is significantly moderated by expected 
enjoyment of the enjoyment. As there are gaps in research on the moderating effect of perceived 
enjoyment on the relationship between intention towards the use of virtual reality glasses for 
identifying travel destinations and the actual use of virtual reality glasses for identifying travel 
destinations, this study adds new insights to the body of literature. For instance, the practical 
implication of the findings of the study is that when the expected enjoyment of the destination is 
high, higher perceived enjoyment of virtual reality glasses for identifying travel destinations 
leads to high travel intention and actual use of virtual reality glasses for identifying travel 
destinations. Therefore, the findings of this study provide evidence that virtual reality glasses 
for identifying travel destinations will encourage tourists’ travel intention and actual use under 
certain conditions. 

12.11. The interaction plot for the perceived performance of virtual reality glasses 
moderating variable
To assess the moderating role of perceived performance, this study used a product-indicator- 
method (PIM) using PLS-SEM (Chin, 2010). PIM was used because the suggested moderating 
construct was continuous (Rigdon et al., 1998). Cohen’s (1988) rules were used to assess the 
moderating effects. Regarding H8 (perceived performance moderates the intention—actual use of 
virtual reality glasses’ relationship), the interaction terms (β = 0.241, p = 0.000) were significant 
(Table 6, Figure 2). Hence, H8 was supported.

The interaction plot in Figure 5 presents a better understanding of this association. The slope for the 
link between intention and actual use moderated by perceived performance of virtual reality glasses 
showed that the relationship became stronger when there was high perceived performance 
(Figure 5). More specifically, as illustrated in Figure 5, when perceived performance is high, the impact 
of intention on actual use of virtual reality glasses tends to be stronger. Figure 5 shows that actual use 
of virtual reality glasses increases with an increase in intention towards use of virtual reality glasses. 
However, the increase is more pronounced for individuals (Generation Y consumers) with a high level 
of perceived performance compared to those with a low level of perceived performance.

12.12. The interaction plot for the perceived enjoyment of virtual reality glasses moderating 
variable
Moreover, the study proposed and empirically supported the view that a perceived enjoyment 
would be beneficial for the establishment of intention towards use of virtual reality glasses and 
actual use of virtual reality glasses. This was supported by the significance of the interaction term 
PENOVRG x ITUVRG ->AUOVRG (β = 0.123, p = 0.030), thus supporting hypothesis H9. The nature of 
this interaction is presented in Figure 6.

From Figure 6, it is observed that as intention towards use of virtual reality glasses increases, its 
influence on the actual use of virtual reality glasses is more pronounced for individuals with a high 
level of perceived enjoyment of virtual reality glasses than for those with low levels of perceived 
enjoyment of virtual reality glasses.

12.13. Theoretical implications
This study contributes theoretically to the domain with the assistance of extending the original 
TAM. By extending the TAM model and incorporating perceived enjoyment and perceived perfor
mance, this study contributes to the literature by providing a more comprehensive and contex
tually relevant framework. To the best of the authors’ knowledge, no significant study was 
conducted earlier by incorporating actual use of virtual reality glasses and perceived performance 
and perceived enjoyment of virtual reality glasses in TAM model together to extend and modify the 
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existing original research paradigm as well as to predict Generation Y consumers’ actual use of 
virtual reality glasses for identifying travel destinations especially in an emerging economic 
context.

The present study’s theoretical framework uses an extended TAM model which provides 
a comprehensive framework for understanding the factors that influence Generation 
Y consumers’ intentions to adopt and use virtual reality glasses for identifying travel destinations. 
By incorporating perceived enjoyment as a moderating factor, the study seeks to explore how the 
pleasure and satisfaction experienced by Generation Y consumers when using virtual reality 
glasses can influence their intention to use them for identifying travel destinations. It is hypothe
sized that if perceived enjoyment is high, it will strengthen the positive relationship between 
intention and actual use of virtual reality glasses for identifying travel destinations, indicating 
that the more enjoyable the experience, the more likely Generation Y consumers in South Africa 
will use virtual reality glasses for identifying travel destinations. Rosli et al. (2023) stated that the 
uses of an extended TAM by incorporating some sorts of individual features of the study respon
dents to develop theoretical framework of the study accelerate the application of a robust theory 
in the field of social science research. Thus, this study has noteworthy theoretical contribution 
especially in the IT domain which will create opportunity for future re-extension and re- 
modification of originality developed TAM to ensure more rigorous study.

12.14. Practical implications
The findings from this study will not only advance theoretical knowledge but also offer practical 
implications for marketers, destination management organizations, and technology developers 
seeking to understand and cater to the needs and preferences of Generation Y consumers in South 
Africa when it comes to utilizing virtual reality glasses for travel destination determination. Firstly, 
understanding the role the role of perceived enjoyment can guide marketers and destination 
management organizations in designing virtual reality experiences that are engaging, immersive 
and enjoyable for Generation Y consumers. By enhancing the pleasure and satisfaction derived 
from using virtual reality glasses, practitioners can increase the likelihood of these consumers 
intention to use them for identifying travel destinations. Additionally, the study’s focus on per
ceived performance offers practical insights into the effectiveness and efficiency of virtual reality 
glasses in accurately showcasing tourism destinations. Practitioners can leverage this information 
to highlight the reliability and credibility of virtual reality experiences in helping users make 
informed decisions about their travel plans. By emphasizing the perceived performance of virtual 
reality glasses, practitioners can build trust and confidence among Generation Y consumers, 
leading to a higher likelihood of actual usage for travel destination identification. Furthermore, 
the study underscores the benefits of virtual reality glasses in determining tourism destinations. 
Practitioners can emphasize these advantages in their marketing efforts, highlighting how virtual 
reality glasses provide a realistic and immersive experience that allows Generation Y consumers to 
explore and evaluate different destinations before making travel decisions. By showcasing the 
benefits of virtual reality glasses, practitioners can attract Generation Y consumers by offering 
them a unique and interactive way to engage with tourism offerings. Overall, the practical 
implications of this study revolve around enhancing the design and promotion of virtual reality 
experiences for tourism destination identification. By considering the factors of perceived enjoy
ment and perceived performance, practitioners can create more engaging more engaging and 
effective virtual reality solutions, ultimately leading to increased adoption and usage of virtual 
reality glasses among Generation Y consumers in the context of travel planning.

12.15. Limitations and directions for future research
As with all previous studies, the current research has some limitations. First, it is a cross-sectional 
investigation that does not illustrate how users’ Intention towards use and actual use of virtual 
reality glasses behavior can be changed over time, as this research represents only a particular 
time frame. Therefore, it is recommended to conduct longitudinal research. The study also has 
limitations which may affect the generalisability of the results, since they can only be applied to 
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the population studied. Complementary research studies can be done in other parts of the world to 
be able to come up with cross-cultural comparisons, as well as methodological validation. Despite 
the current study’s limitations, the results have contributed to the better understanding of the 
factors influencing the intentions to use virtual reality glasses and the actual use of virtual reality 
glasses. The results hopefully may influence further future research study inquiries.

13. Conclusion
This research introduces a fresh look related to 4IR technology precisely virtual reality glasses by 
the extended TAM model. The study was also carried out in a field that has received little attention: 
the utilization of virtual reality within the tourism industry. The study was carried out in an 
emerging country such as South Africa, where the Generation Y cohort’s use of virtual reality 
glasses has received limited research efforts. The results of this study may be useful given the 
existing literature on the subject, which will lead to a better understanding of the link between the 
use of virtual reality glasses and their perceived performance and enjoyment. In addition, 
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implications of the expanded theory can clarify how Generation Y interacts with virtual reality 
glasses and assist in designing and marketing VR glasses more effectively for this generation. This 
could help tourism destinations optimize their virtual reality technology and increase customer 
loyalty. Furthermore, it could also help shape the future of the tourism industry as virtual reality 
technology is increasingly being integrated into the customer experience. As a result, this could 
lead to the creation of tailored adoption strategies for VR technology among the Generation 
Y cohort.
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