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ABSTRACT
Metaverse is a concept that envisions a future where the physical and digital worlds 
merge to form a shared space for people to experience and interact with each other. 
This research aims to study the underlying factors (functional, psychological and 
individual barriers) that build resistance toward metaverse among tourists. The study 
has used innovation resistance theory (IRT) to make the conceptual model. The study 
used a mixed-method approach to investigate the proposed model, with data collected 
from 26 tourists for qualitative analysis and 198 for quantitative analysis. The data were 
analysed using structural equation modelling for path analysis. For moderation, the 
study used process macro model no. 1. The study results showed that the use of 
metaverse experiences requires certain conditions that increase the cost of usage. 
Technology vulnerability, characterized by dependence on technology and anxiety 
about it, was identified as the main cause of innovation resistance also found that 
people who are not inclined to be innovative or inventive are less likely to embrace 
new technology and access to better resources, compatible devices, and user-friendly 
environments can help reduce the barriers that users face in adopting metaverse 
applications. Tourism, which is mainly related to pleasure and happiness, is strongly 
influenced by hedonic motivations.

1.  Introduction

With the erratic development of technology, finding a place with no technology has become diffi-
cult (Jeong & Shin, 2019). According to Poushter (2016), the Pew Research Center recognised a nota-
ble increase in smartphone users with an inclined adoption of the internet and innovative 
technological devices for personal and professional uses. Tourists have become tech-savvy, and their 
utilisation and demands have increased with the increased ICT tools throughout travel activities  
(Li et  al., 2017). The integration of tourism and smart technologies helps tourism destination service 
providers to expand their efficiency, provide better services, utilisation of available resources to the 
maximum for the quality of life of tourists during their visit to the destination (Jeong & Shin, 2019). 
Metaverse has been little discussed since a decade in tourism, hospitality and marketing literature 
(Oh et  al., 2023). Prior studies addressed the conceptual understanding of metaverse applications in 
tourism and their potential uses. Yet, they lack empirical evidence and a theoretical base to support 
the hypothetical benefits (Buhalis et  al., 2023). The metaverse stands as a transformative force in  
the tourism industry, introducing novel opportunities to reshape how individuals experience and 
engage with travel. This digital realm enables virtual exploration of destinations, offering tourists a 
preview of their intended destinations and fostering a deeper connection with places before physi-
cal travel.
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Metaverse describes a virtual world that exists entirely in the digital realm and can be accessed by 
users through the internet. It is often imagined as a collective virtual shared space created by converging 
virtually enhanced physical reality and physically persistent virtual reality (VR). It is a social space where 
users and digital objects interact in a shared environment. The concept of the metaverse is still mainly 
in the realm of science fiction; the term was first used in 1992 in a Neal Stephenson novel titled – Snow 
Crash (Joshua, 2017). Some believe it will significantly impact social life, enabling new forms of commu-
nication, collaboration, and community building. Some examples of metaverse applications currently 
being developed include VR tours, VR gaming, social VR, and virtual work environments (Buhalis 
et  al., 2023).

The metaverse, as a concept of a virtual world that integrates with the physical world, is still in 
its early stages of development and its full potential and implications are yet to be understood 
(Buhalis et  al., 2023). There is a need for more research to better understand the factors that influ-
encing people to resist to engage with this technology and the concerns that the public may have 
about it. Thus, we intend to fill this gap by studying the barriers that resist tourist from immersive 
experiences. Hence, we used Innovation Resistance Theory (IRT) to understand what factors resisting 
tourists not to adopt for new technologies. IRT provides an understanding of why consumers may 
resist or be reluctant to adopt new technology or innovations. This resistance can stem from poten-
tial changes to their current practices or belief system and can greatly impact the success or failure 
of new technologies. The prior research showed that, tourists resist new technologies due to lack of 
experience and comfort (Monaco, 2018), privacy concerns about their personal information 
(Tussyadiah et  al., 2019); no motivation or not willing to try for new technologies (Cai & McKenna, 
2023), also fear of technological failures (Hashemi et  al., 2022). However, on the other hand India is 
the second fastest digital economy among 17 leading economies of the world due to several digital 
initiatives such as Digital India, Make in India, Startup India, and BharatNet (Ministry of Electronics 
& IT, 2019). Studying metaverse barriers in tourism is significant, as it helps identify challenges and 
obstacles hindering the integration of virtual environments into the tourism industry. Understanding 
these barriers enables researchers and industry professionals to develop solutions, fostering the 
seamless incorporation of metaverse technologies. Ultimately, this research contributes to enhancing 
the overall tourism experience, bridging gaps, and expanding opportunities for virtual tourism 
(Figure 1). Based on these contradictory results of the facts, we proposed the following research 
questions

RQ1: What are the various barriers that inhibits tourist’s intention to use immersive experience such as 
metaverse?

RQ2: What are the drivers influencing behavioural intention to use metaverse powered tourism?

The study gives two major contributions to the existing literature. First, the qualitative approach of 
Interpretative Phenomenological Analysis (IPA) was leveraged, which is commonly used in understanding 
human behaviour and experiences in disciplines such as tourism and psychology. In the study, we used 
to understand the functional, psychological and individual barriers that restrict to use metaverse appli-
cations in tourism.

The present study is structured by offering background literature on the emergence of the 
Metaverse and its influence on the barriers that restrict to use in tourism (Table 1). The research 
design was framed to understand how functional, psychological and personal barriers affect the 
tourist resistance to immersive experience. Subsequently, the study was organised by a qualitative 
study followed by a quantitative study. Later data analysis results from analysis and a general dis-
cussion based on the results. The study contribution lies in uncovering nuanced issues such as user 
adaptation, and technological limitations. This knowledge enables the development of targeted 
strategies and solutions, advancing the successful implementation of metaverse technologies in 
tourism. Ultimately, it paves the way for an improved understanding of the intersection between 
virtual experiences and the tourism industry, fostering innovation and enriching the overall travel 
landscape. Finally, the study presented theoretical and managerial implications, limitations & direc-
tions for future research and conclusion.
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Figure 1.  Conceptual model.

Table 1. A  notable journey of technology related contributions in tourism.
S. No Contribution in tourism field Authors Year of publication References

1 Co-create experiences with a range 
of services provided in travel, 
transport and tourism 
organisations

Dimitrios Buhalis 2022 (Buhalis, 2022)

2 Emphasis on the shift of the global 
tourism industry experiences from 
mass to smart tourists.

Gajdošík, Tomáš
Maráková, Vanda
Kučerová, Jana

2021 (Gajdošík et  al., 2021)

3 VR immersive experiences Dimitrios Buhalis 2019 (Buhalis, 2019)
4 Frameworks and e-Tourism Dimitrios Buhalis 2020 (Buhalis et al., 2020)
5 Smart Tourism Development Shafiee, Sanaz

Rajabzadeh Ghatari, Ali
Rajabzadeh Ghatari, Ali
Rajabzadeh Ghatari, Ali

2021 (Shafiee et  al., 2021)

6 Virtual, Augmented and Mixed reality 
3D environment in tourism

Gaberli, Ü 2019 (Gaberli, 2019)

7 Augmented Reality in tourism Yovcheva, Zornitza et  al 2014 (Yovcheva et  al., 2014)
8 Gamification applied in tourism for 

co-creation of experiences
Xu, Feifei et  al 2017 (Xu et  al., 2017)

9 Blend of mixed reality, virtual reality 
and augmented reality in 
effective blend of the physical 
and virtual worlds

Dimitrios Buhalis
Karatay, Nurshat

2022 (Buhalis & Karatay, 2022)

10 The digital transformation 
disruptions value chain structures 
and practices in tourism

Dimitrios Buhalis et  al. 2019 (Buhalis et  al., 2019)
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3.  Theoretical underpinning

3.1.  Innovation resistance theory

The exploration of the metaverse in tourism marks a transformative intersection of technology and travel 
experiences. This evolving digital realm offers immersive, virtual environments that can revolutionize how 
people engage with destinations. By leveraging augmented and virtual reality, metaverse applications in 
tourism provide the potential for virtual exploration, pre-travel experiences, and enhanced storytelling. 
However, challenges such as technological barriers, user adoption, and other considerations must be 
addressed for a seamless integration. As researchers delve into metaverse barriers in tourism, they pave 
the way for innovative solutions, ultimately shaping the future of travel and broadening the horizons of 
destination experiences. The present study used Innovation resistance theory (IRT). IRT was first intro-
duced by Ram (1987), and then it was changed by Ram and Sheth (1989) to explain consumer resistance 
through a number of barriers that hinder it for individuals to adopt innovative ideas. The term 
“innovation-resistance” refers to an attitude against new ideas and practises that leads to a refusal to 
change or adapt, hence preserving the status quo, Lee et al. (2019). IRT gives important information 
about how people react to new things. Researchers have acknowledged that customer resistance is a key 
factor in whether a new technological innovation is successful or not (Kaur et  al., 2020a, 2020b; Talwar 
et  al., 2020a). IRT says that customer resistance can be of two types: i) active and ii) passive (Yu & 
Chantatub, 2016). Active-resistance is created by a direct identification with the characteristics of innova-
tion, whereas passive-resistance is mostly brought about by the innovations’ disagreement with the con-
sumers’ pre-existing views (Yu & Chantatub, 2016). Passive innovation resistance and technology 
vulnerability are two facets that often impede technological adoption. Passive innovation resistance 
refers to subtle reluctance or hesitance individuals exhibit toward embracing new technologies, even 
without overt opposition. On the other hand, technology vulnerability reflects an organization’s or indi-
vidual’s susceptibility to challenges arising from technological advancements. Both concepts highlight 
the importance of addressing psychological barriers and building resilience to change for successful 
technology integration. Understanding and mitigating these factors are crucial for fostering a more adap-
tive and tech-savvy environment. A usage barrier relates to how simple it is for consumers to use the 
service and what adjustments they must make to do so. A value barrier relates to the ratio of perfor-
mance and the price of service in comparison to alternatives. The way things have always been done in 
the past constitutes a barrier known as “tradition barrier”. An image-barrier is created about how easy or 
complicated it is to use the service. A risk barrier indicates economic burden and uncertainty in selec-
tion, whereas a usage barrier implies time investment in the virtual environment (Heinze et  al., 2017).

3.2.  Hypotheses development

3.2.1.  Usage barriers
Within the realm of online tourism industry, the intention to use is regarded as an important variable 
(Talwar et  al., 2020b). Researchers have found a strong link between the usage- barriers and a person’s 
intention to use e-services like online-sales (Lian & Yen, 2013). Low technical Based on past studies that 
show that ambiguity is a cause of consumer resistance (Laukkanen, 2016), the following hypothesis is 
put forward:

H1a: Usage barriers inhibit the tourist’s intention to use metaverse experience

3.2.2.  Value barriers
A value-barrier emerges when innovation differs from the established value system. The resistance that 
develops when new ideas do not fit in with the established order is called a value barrier (Morar, 2013). 
The value barrier is related to how well a new product works and the amount of money it is worth than 
the old one. It is triggered when the new product falls short on either of those two things (Ram & Sheth, 
1989). Several studies (O’Cass et  al., 2013; Storey et  al., 2016) demonstrate that service innovation is as 
problematic as product innovation. The idea of high-price is the most frequently cited barrier preventing 
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consumers from adopting an invention studies have identified cost as one of the factors which contrib-
utes to the poor adoption rates of smart services (Laukkanen et  al., 2008, 2016). Following Hypothesis 
can be proposed on the basis of above studies:

H1b: Value barriers inhibit the tourist’s intention to use metaverse experience

3.2.3.  Risk barriers
The risk barrier is represented by the burden of financial responsibility and the uncertainty of choice 
(Heinze et  al., 2017). Innovation’s uncertainty and unpredictability are called risk barriers (Chen & Kuo, 
2017). Such barriers might prevent people from adopting technologies (Kleijnen et  al., 2009). An increase 
in resistance to new technologies is observed in the context of digital innovations when users perceive 
an elevated level of risk especially security risk (Mani & Chouk, 2018). Customer’s perceptions of the risk 
they carry, and whether or not this risk is substantial enough to make them reject the innovation. These 
research provides the basis for the following hypothesis:

H1c: Risk barriers inhibit the tourist’s intention to use metaverse experience

3.2.4.  Traditional barriers
A person’s intention to use is influenced by the tradition barrier because any potential contradiction 
results in a powerful backlash (Laukkanen, 2016). Previous research on the adoption of technology sug-
gests that trust is a crucial factor that significantly affects the intention to use. In a number of situations, 
researchers have shown a negative association between tradition barriers and intention to use (Chemingui, 
2013). The following hypothesis is therefore proposed:

H2a: Traditional barriers inhibit the tourist’s intention to use metaverse experience

3.2.5.  Image barriers
An image barrier is the negative perception of the innovation which is developed in the minds of people 
as a result of the invention’s image or nature (Lian & Yen, 2013). Image barrier is resistance associated 
with the perceived complexity and usability of an innovation (Laukkanen et  al., 2008). Trust in 
problem-solving makes people more inclined to act positively or negatively when faced with challenges, 
according to D’zurilla and Nezu (1990). Based on these studies, the following hypothesis can be proposed:

H2b: Image barriers inhibit the tourist’s intention to use the metaverse experience

3.2.6.  Technology vulnerability barriers
People may become more vulnerable to technology (adverse emotions, technostress, technophobia, etc.) 
as its significance in our society increases (Shu et  al., 2011). Additionally, consumers who are unprepared 
for technology may experience anxiety, and those who are unable to manage their use of technology 
may become dependent on it (Chouk & Mani, 2016). On the basis of above studies, we can formulate 
our next hypothesis:

H2c: Technology vulnerability barriers inhibit the tourist’s intention to use metaverse experience.

3.2.7.  Ideological barriers
Robichaud and Dugas (2005) addressed views that indicate doubt about the ability to solve problems 
and a tendency to be pessimistic about results. According to Kleijnen et  al. (2009), consumers may form 
a set of unfavourable notions about innovation if it goes against their values and beliefs. Consumers may 
lose faith in innovation’s ability to deliver on its promises and develop scepticism about it as a result of 
this circumstance, based on Banikema and Roux (2014). With the development of new information and 
communication technologies (which have led to more promotional sources for information) and 
anti-market activist networks, this barrier has become more evident (proliferation of commercial 
counter-discourses).
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The findings of the research lead us to establish our subsequent hypothesis:

H2d: Ideological barriers inhibit the tourist’s intention to use metaverse experience

3.2.8.  Passive innovation resistance
Rogers (1985) identified five distinct groups of persons whose attitudes, levels, and forms of resistance 
to innovation influence the time of its adoption. Due to their risk- and uncertainty-tolerance, innovators 
and early adopters are more receptive to new ideas. Rejection means that the customer has thought 
about the idea and decided not to use it, either because it is new and has not been proven or because 
the customer is naturally conservative (Kleijnen et  al., 2009). Despite this fact, an optimistic attitude at 
first could still not be enough to avoid rejection (Kleijnen et  al., 2009; Szmigin & Foxall, 1998). The above 
studies direct to formulate our next hypothesis:

H3: Passive innovation resistance inhibits the tourist’s intention to use metaverse experience

3.2.9.  Moderating role of facilitating condition
Researches indicates that users of Self-Service Technologies are less resistant to new ideas and less wor-
ried about the potential for loss when they believe they have sufficient personal resources to deal with 
any potential problems that may arise. Researchers Venkatesh and Sykes (2013) highlight the importance 
of the framework for deploying new technologies in their study. Shiferaw and Mehari (2019) argued that 
facilitating conditions have a positive effect on health record systems. Furthermore, Lau et  al. (2019) 
found a favourable correlation between AR technology enjoyment and perceived value. The significance 
of the enjoyment component in the implementation of technology in their proposed model. As a result, 
the following sub-hypothesis has been developed:

H4a: Facilitating conditions antagonize the negative impact of usage barriers on tourist’s intention to use 
metaverse experience.

H4b: Facilitating conditions antagonize the negative impact of value barriers on tourist’s intention to use 
metaverse experience.

H4c: Facilitating conditions antagonize the negative impact of risk barriers on tourist’s intention to use 
metaverse experience.

3.2.10.  Moderating role of hedonic motivation
Hedonic motivation is an important and fundamental aspect in determining whether people adopt new 
technologies. According to earlier studies (Ch’ng et  al., 2020; Herz & Rahe, 2020; Lee et  al., 2019), Hedonic 
motivation (HM) and facilitating conditions (FC) are discussed as important factors that influence an 
individual’s decision to adopt a technology. Lehdonvirta et  al. (2009) used a perspective of sociology to 
investigate why people buy virtual items. Their findings imply that hedonic motivation is a fundamental 
force that may incorporate individual drive elements like the desire to get away from regular routines, 
find excitement or novelty, or interact with people virtually.

On the basis of above studies, we offer the following sub-hypotheses:

H5a: Hedonic motivation antagonize the negative impact of traditional barriers on tourist’s intention to use 
metaverse experience.

H5b: Hedonic motivation antagonize the negative impact of image barriers on tourist’s intention to use 
metaverse experience.

H5c: Hedonic motivation antagonize the negative impact of technology vulnerability barriers on tourist’s 
intention to use metaverse experience.

H5d: Hedonic motivation antagonize the negative impact of ideology barriers on tourist’s intention to use 
metaverse experience.
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3.2.11.  Moderating role of personnel innovativeness
Albaom et  al. (2022) discussed how the innovativeness of the personnel influences visitor’s intentions to 
use new technology. Individual creativity is the way each person reacts to novel concepts and tech-
niques, regardless of what others have done before. Consumers are said to try new products or IT solu-
tions because of their own innovativeness. The distinctive characteristics of individuals may have an 
impact on the decisions they make with relation to initiatives (Simarmata & Hia, 2020). According to 
Rogers (1985) theory of innovation dissemination, researchers have looked at personal inventiveness in 
the context of e-tourism as a risk-taking tendency, since people who go online have to take a chance 
and be uncertain. Personal innovativeness has been used as a mediator in many studies on information 
systems (Lee et al., 2019). Based on above studies, following hypothesis can be formulated:

H6: Personal innovativeness antagonize the negative impact of passive innovation resistance on tourist’s 
intention to use metaverse experience.

4.  Research methodology

4.1.  Qualitative study using interpretive phenomenological analysis (IPA)

The qualitative study is designed based on the established narratives of interpretive phenomenological 
analysis (Dabengwa et  al., 2023). Phenomenological studies offer adequate insights about the behaviour 
of participants and lived experiences of participants about the underlying phenomenon. IPA which 
involves the study of respondent’s consciousness and subjective experiences of the world involved col-
lection of in-depth data for exploring the behavioural structure underlying any given context (Casmir, 
1983). Most commonly used in the disciplines of psychology, sociology and education, here we intend 
to use IPA to understand the initial resistance to use metaverse experience among Indian tourists. One 
of the author has conducted in-depth interview with 26 participants who have experienced metaverse 
based tourism during 2023. The participants were selected on the basis of judgemental sampling. For 
this purpose, the author visited the prominent malls in Mumbai city where the customers can virtually 
experience various tourist places. The author visited four such malls in Mumbai City and interacted with 
the customers who have experienced immersive experiences in tourism. After briefing the research 
requirement and obtaining the informed consent the author initiated in-depth interviews with the par-
ticipants. The interviews were conducted over a span of four days covering one mall in a day and an 
interview lasted for average thirty minutes. The questions at par with the research dilemma were asked 
to understand the various barriers attributing to tourist resistance to immersive experiences (See 
Appendix A for the excerpts). The participants were offered refreshments at the end of each interview 
as a token of gratitude for their support and time. In addition to audio-recording the whole interview, 
the author also scribbled the points in her personal notebook for additional inputs.

4.1.1.  Results of qualitative analysis
The qualitative data collected were analysing systematically as per the recommendations of literatures 
(Smith et  al., 2022). The first process involves transcription of all the audio recordings. After transcrip-
tion we thoroughly went through the data to understand its structure and relevance. The second 
process pertaining to horizontalization of data was done by assigning equal weightage to all the state-
ments. Further, we carefully extracted all the non-overlapping and non-repetitive statement to obtain 
a comprehensive data structure with 26 distinct themes. These sub-themes were encapsulated into 
nine discrete innovation barriers based on the commonalities observed in the participants responses 
(Table 2). The initial face validity of the themes was pronounced by cross checking with the original 
notes and observed that these themes adequately reflect the eloquent quotes and expressions describ-
ing the present context. We established the reliability and validity of these results by following the 
standard procedures of the literatures (Miles & Huberman, 1994). To ensure reliability we asked two 
independent researchers apart from the interviewer to extract themes from the transcripts. It was 
observed that these researchers obtained 84% and 79% agreement respectively with the explored 
main themes. This level of congruence is considered sufficient since it is higher than the standard 
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threshold of 70%. The minor discrepancies between these independent researchers and authors were 
settled based on mutual discussions. To establish validity, all the other authors and co-authors of this 
present study read and reread the transcripts and explored similar themes congruent to the inter-
viewer. Thus, we ensured that the prior knowledge and psychological disposition of the interviewer 
does not affect the results of this phenomenological analysis.

4.1.2. Ethics or institutional committee statement. There was no ethics or institutional committee in place 
at our institution at the time the study was conducted. However, the reliability and validity of the scales 
used are established and included in the manuscript.

4.1.3. Research ethics statement.  Before collecting the data, the oral consent was obtained from the 
participants. the researchers assured about the confidentiality of the collected data.

4.2.  Quantitative study

4.2.1.  Methods and materials
The study designed as descriptive research focuses to analyse the impact of various innovation barriers 
on tourist resistance to use immersive experiences in tourism. We entrusted the data collection process 
to a market research agency in India to cover respondents of diverse demographics easily. At par with 
the qualitative data, the quantitative data were also centred in Mumbai City, where the tourist have 

Table 2. E xploring the barriers leading to tourist resistance to immersive experience.
Barriers Sub-themes Contextual meaning Examples of verbatims

Usage barriers Inconvenient, ambiguity This barrier indicates the user’s resistance 
to innovation due to its inconvenience 
and unclear contents. This type of 
barriers occurs when learning a 
technology consumes much time.

“I am not properly aware of the use of 
metaverse in tourism…the technology is 
more ambiguous to understand and 
use…these experiences are too much 
time consuming…”

Value barriers Costly High cost of using technology is 
considered as a major barrier here. This 
barrier reflects the lack of value 
creation for the price paid by the users.

“I feel metaverse experiences are more 
costly to explore…I don’t get any value 
for the money am spending on 
metaverse…it is very costly to try 
metaverse tourism”

Risk barriers Risk, hacking, lack of trust This barrier reflects the threats and safety 
issues faced by the users due to the 
use of latest technologies.

“I feel the personal details can be 
compromised through these platforms…
there are many threats of using 
metaverse…I don’t trust these services 
of metaverse in tourism…”

Traditional barriers Poor services, unpleasant 
experience

These barriers reflect the resistance to 
move from the traditional experiences. 
In the present context it reflects the 
user’s intention to physically visit a 
place rather than using assisted 
technologies such as metaverse

“What this technology can offer in tourism, 
nothing. One should visit places directly 
than experiencing in this way…this will 
not replace the physical visits surely… I 
don’t think metaverse will be effective in 
tourism…”

Image barriers Difficulty, complicated This barrier indicates the resistance to 
technological innovation when those 
platforms are more complicated and 
difficult to use

“I feel it more complex to use metaverse 
based platforms…. this technology is 
not user friendly in nature…the options 
are more confusing to me…”

Technology 
vulnerability 
barriers

Technology anxiety, 
technology dependence

This indicates the resistance due to the 
fear of becoming addicted to 
technology. The indicate the fear that 
user’s life will be controlled by 
metaverse which will affect their social 
and personal life.

“I feel metaverse experiences are addictive 
in nature…the more I use it I am less 
connected to people…I am more 
dependent on metaverse which is 
affecting my social and personal life…
this form of tourism is an addiction…”

Ideological barriers Sceptic, unsuccessful This indicate the user resistance where 
they are doubtful about the 
performance and success of metaverse 
in experiencing various tourist places.

“I feel that metaverse based tourism won’t 
exist in long run…normally people will 
feel to visit places directly rather than 
these technologies…I don’t think this 
will be successful in tourism due to 
more pleasure in actual visits…”

Passive innovation 
resistance

Uncomfortable, lack of 
excitement

This indicates the individual level barriers 
due to user’s uncomfortableness and 
lack of excitement towards a particular 
technology. This indicates the individual 
intention to stay in their comfort zone 
with the traditional methods.

“I am quite happy with directly visiting the 
places rather than using metaverse… 
Visiting places are more thrilling and 
exciting than assisted technologies…I 
don’t think I will be using any 
technology-based tourism due to this…”
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experienced metaverse tourism. Since the penetration of metaverse based tourism experience are at its 
initial level and not accessible to larger section of the society we received total of 238 responses from 
the online survey. We have included two screening questions in the survey to ensure better reliability 
and consistency of the data. For instance, we included questions such as “Do you know about the appli-
cation of metaverse in tourism? and “Have you ever experienced metaverse based tourism?” Those 
respondents who have answered no to any of these questions were outrightly rejected from the data 
set. After filtering for the missing responses and data inconsistencies we were left with 198 useful data 
for further analysis. The participants of the study were from varied demographics. It was noticed that 
79% of the respondents were male, 83% who have used immersive experiences were from Gen Z group 
aged between 16 and 26 years. It was quite interesting to note that even though participants have tried 
and experienced metaverse based tourism experiences they were highly resistant for actual visit inten-
tions (72%). We also observed that most of the participants (67%) found these metaverse experiences 
unaffordable and costly.

4.2.2.  Measures
The items used in the study were adapted from well-established scales of previous studies. The five item-scale 
indicating usage barriers, three items of value barriers, five items of risk barriers and two items of image 
barriers were adapted from the study of Laukkanen (2016). Two items indicating traditional barriers were 
measured using the items modified from (Kaur et  al., 2020a, 2020b) and two items were adapted from 
(Laukkanen, 2016). The eight-item-scale measuring technology vulnerability barriers were modified from the 
literature of Charlton (2002) and Meuter et  al. (2005). Four items measuring individual barriers were modified 
from the works of Heidenreich and Spieth (2013) and both items of ideological barriers were adapted from 
Morel and Pruyn (2003). Three items measuring hedonic motivation and five items reflecting facilitating con-
ditions were modified from the research of Venkatesh et  al. (2012) and personal innovativeness measured 
using five-item scale was adapted from the items of Agarwal and Prasad (1998). Finally, the outcome variable 
tourist resistance to metaverse experience was measured using the adapted items of Kleijnen et  al. (2009).

4.2.3.  Measurement model and psychometric properties
The essential properties of the measurement model were pronounced through CFA results. It was 
observed that all the factor loadings were significantly higher than 0.40 (Table 3). Convergent validity 
was confirmed through the AVE values (Table 3). We observed that all the AVE values were higher than 
0.50 confirming the presence of convergent validity (Bagozzi & Yi, 1988; Henseler et  al., 2015; Tavakol & 
Dennick, 2011). The presence of divergent validity was reflected by using square root of AVE values and 
inter-correlation between the constructs. It was noticed that all the off-diagonal values are less than the 
diagonal values (Table 4) indicating the distinctiveness of the study constructs. In addition, we also used 
Heterotrait–Monotrait ratio for reinforcing discriminant validity (Table 5). It was found that all these ratios 
were less than 0.90 indicating distinctiveness among constructs. Internal consistency was assessed using 
Cronbach Alpha and composite reliability (Table 3). We found that both these statistics were found sat-
isfactory as per the recommendations of previous studies. Finally, the omnibus assumptions of normality 
was confirmed using the measures of skewness and kurtosis whereas the collinearity diagnostics using 
Variance Inflated Factor (VIF) and tolerance level were used to portray the absence of multi-collinearity 
issues in the model (Diamantopoulos & Siguaw, 2006).

4.2.4.  Common method bias
The potential pitfalls of CMB were ousted by adhering to the peripheries of related literatures (Hulland 
et  al., 2017). First, we conducted this research using mixed-method approach using two different narra-
tives. The respondents of both these studies were anonymous to each other to reduce the biases. Further, 
the results of exploratory factor analysis confirmed the recommendations of Harman Single Factor test. 
We also did not observe any general factor in the explored factor structure (MacKenzie & Podsakoff, 
2012). Then, we introduced a single unmeasured latent variable to the existing factor structure. It was 
observed that all the path coefficients remain significant marking the absence of issues related to CMB. 
As a measure of prudence, we have randomized the items in research instruments to avoid sequential 
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Table 3.  Results of confirmatory factor analysis.
Constructs Statement Label Loading Cronbach α C.R AVE

Usage barriers Metaverse based tourism is more 
complicated

USB1 0.73 0.76 0.67 0.51

In my opinion immersive experiences 
using metaverse are not much 
convenient

USB2 0.71

I feel using metaverse in tourism 
consumes my time

USB3 0.69

The metaverse features are not clear 
to me

USB4 0.74

I feel difficult to use metaverse in 
tourism

USB5 0.7

Value barriers I feel metaverse based tourism is 
more costly

VAB1 0.79 0.72 0.65 0.62

The use of metaverse tourism 
increased my spending

VAB2 0.77

I feel that metaverse experience does 
not offer any advantages than the 
alternatives

VAB3 0.8

Risk Barriers I feel using metaverse is riskier in 
tourism

RSB1 0.79 0.75 0.64 0.61

I fear that when I am using 
metaverse in tourism, I may tap 
on unnecessary contents

RSB2 0.76

I feel that my personal credentials 
can be misused

RSB3 0.78

I feel that when I am using 
metaverse, I may spend more 
money on tourism

RSB4 0.8

I feel that hacking personal details 
through metaverse is easy

RSB5 0.77

Traditional 
barriers

When I use metaverse, I miss the 
actual visit experience

TRB1 0.81 0.78 0.65 0.63

I find difficult to get proper 
information of various places using 
metaverse experience

TRB2 0.78

In my opinion the metaverse services 
offered in tourism are not pleasant

TRB3 0.8

I feel the metaverse services are not 
good in tourism

TRB4 0.79

Image barriers I feel that metaverse is too 
complicated to be useful

IMB1 0.82 0.74 0.61 0.66

I feel that metaverse platforms are 
difficult to handle

IMB2 0.8

Technology 
Vulnerability 
Barrier

I feel I can get addicted to metaverse 
based tourism

TVB1 0.83 0.78 0.62 0.69

My social life is suffered due to 
metaverse experiences in tourism

TVB2 0.81

I feel like neglecting other important 
things due to metaverse 
experiences

TVB3 0.79

I feel metaverse experience may 
interfere with my work schedules

TVB4 0.8

I feel apprehensive about using 
metaverse in tourism

TVB5 0.84

The options in metaverse tourism are 
confusing to me

TVB6 0.87

I prefer to avoid metaverse 
experiences because it is 
unfamiliar to me

TVB7 0.82

I hesitate to use metaverse due to 
fear of technology

TVB8 0.88

Passive 
Innovation 
Resistance

I don’t feel metaverse based tourism 
is so exciting to use

PIR1 0.8 0.76 0.64 0.66

I feel uncomfortable to use new 
technological products

PIR2 0.79

I don’t feel like switching to 
metaverse tourism experiences

PIR3 0.81

I am more satisfied with traditional 
methods of visiting tourist places

PIR4 0.84

Ideological 
barriers

I am sceptical about metaverse 
services

IDB1 0.82 0.77 0.62 0.65

I don’t think that metaverse tourism 
will be success

IDB2 0.79

(Continued)
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biases and psychological dispositions of the respondents. In addition, detailed instructions to fill out the 
questionnaire reduced ambiguity and related biases. To strengthen our confidence, we also tested the 
inter-correlation between the constructs and found it within the threshold limits (Bagozzi et  al., 1991) 
(Table 4). By systematically following these series of steps, we confirm that the current study is free from 
the concerns of common method variance.

5.  Results of hypotheses testing

5.1.  Impact of various barriers on tourist intention to use metaverse experience

The negative impact of various innovation resistance barriers on tourist intention to use metaverse 
is illustrated below using covariance-based SEM (Table 6). It was observed that all the three forms 
of functional barriers inhibits the tourist intention to use metaverse experience. It was observed that 
value barriers had the highest significant negative impact (β = −0.33, H1a, p < 0.05) followed by 

Constructs Statement Label Loading Cronbach α C.R AVE

Tourist intention 
to metaverse 
experience

I am likely to oppose using metaverse 
based tourism services

IME1 0.73 0.76 0.60 0.53

I am likely to be opposed to the 
discourses extolling the benefits of 
metaverse tourism services

IME2 0.71

I feel that metaverse based tourism is 
not meant for me

IME3 0.74

Hedonic 
motivation

Using metaverse in social media 
platforms are fun

HEM1 0.72 0.78 0.63 0.54

Using metaverse is more enjoyable HEM2 0.75
Using metaverse is very entertaining HEM3 0.73

Personal 
innovativeness

I think I will use metaverse in social 
networking

PEI1 0.76 0.77 0.65 0.58

I believe I am ready and capable of 
using innovative technologies such 
as metaverse

PEI2 0.74

When I hear about new information 
technology, I would look for ways 
to experiment with it

PEI3 0.78

I like to experiment with new IT 
products

PEI4 0.77

Among my peers, I am usually the 
first to try IT products

PEI5 0.75

Facilitating 
conditions

I have the resources necessary to 
metaverse experiences

FAC1 0.72 0.73 0.67 0.52

I have the knowledge necessary to 
use metaverse based immersive 
experiences

FAC2 0.7

Metaverse experience is compatible 
with other technologies I use

FAC3 0.74

I can get help from others when I 
have difficulties using metaverse 
based tourism

FAC4 0.71

Using metaverse is compatible with 
other technologies I use

FAC5 0.70

Table 3.  Continued.

Table 4.  Divergent validity using Fornell–Lacker method.
Variables USB VAB RSB TRB IMB TVB PIR IDB IME HEM PEI FAC

USB 0.71
VAB 0.23 0.79
RSB 0.27 0.31 0.78
TRB 0.28 0.23 0.22 0.80
IMB 0.31 0.29 0.27 0.24 0.81
TVB 0.32 0.26 0.24 0.28 0.25 0.83
INB 0.29 0.21 0.24 0.22 0.20 0.28 0.81
IDB 0.24 0.20 0.19 0.27 0.25 0.22 0.18 0.81
IME 0.27 0.29 0.17 0.26 0.23 0.20 0.19 0.26 0.73
HEM 0.28 0.25 0.21 0.24 0.32 0.29 0.34 0.28 0.26 0.73
PEI 0.27 0.31 0.30 0.29 0.25 0.26 0.30 0.29 0.33 0.20 0.76
FAC 0.22 0.25 0.21 0.24 0.28 0.27 0.29 0.31 0.34 0.23 0.34 0.72



12 S. G ET AL.

usage barriers (β = −0.29, H1b, p < 0.05) and risk barriers (β = −0.22, H1c, p < 0.05) leading to accep-
tance of all three hypotheses (Table 6). Subsequently, it was observed that only image barrier and 
technologically vulnerability barrier had significant negative impact since the p values for the path 
coefficients of traditional barriers (β = −0.12, H2a) and ideological barriers (β = −0.10, H2d) were 
greater than 0.05. It was noted that among the psychological barriers, technological vulnerability 
barriers had the highest negative impact on tourist intention to use metaverse. Both the hypotheses 
H2b and H2c where supported; however, H2a and H2d were rejected (Table 6). Finally, it was observed 
that passive innovation resistance also had significant negative impact on tourist intention to use 
metaverse experience (β = −0.36, H3, p < 0.05) hence supporting the acceptance of concerned 
hypothesis (Table 6). We have observed the model fit indices in congruences with the literatures 
related to SEM (Bagozzi & Yi, 1988).

5.1.1.  Moderating role of facilitating condition
Table 7 depicts the results of moderating role of facilitating conditions in antagonizing the negative 
impact of functional barriers on tourist intention to use metaverse experience. It was found that interac-
tion coefficient was significant for both usage barriers (β = 0.39) and value barriers (β = 0.31) confirming 
the presence of moderation for these two variables. It can be observed that the direct negative impact 
of these two functional barriers were significantly reverse in the presence of moderator (Table 7). In 
other words, higher and efficient the facilitating conditions the tourist intention to metaverse experience 
will be comparatively higher than lower facilitating mechanism. These results are further supported by 
the unparallel parsimonious measures (Figure 2).

5.1.2.  Moderating role of hedonic motivation
The results portraying the moderating role of hedonic motivation between the psychological barriers and 
intention to use metaverse in tourism is given below (Table 8). It was observed that hedonic motivation 
act as a significant moderator between three types of psychological barriers namely traditional barriers 
(β = 0.35, H5a, p < 0.05), image barriers (β = 0.37, H5b, p < 0.05) and technological vulnerability barriers 
(β = 0.42, H5c, p < 0.05) whereas, the interaction coefficient was found insignificant for the ideological bar-
riers (β = 0.09, H5d, p > 0.05). Hedonic motivation was found to have higher level of conditioning the 

Table 5.  Divergent validity using HTMT ratio.
Variables USB VAB RSB TRB IMB TVB PIR IDB IME HEM PEI

USB
VAB 0.44
RSB 0.56 0.70
TRB 0.59 0.44 0.41
IMB 0.70 0.63 0.56 0.47
TVB 0.74 0.53 0.47 0.59 0.50
INB 0.63 0.39 0.47 0.41 0.36 0.59
IDB 0.47 0.36 0.34 0.56 0.50 0.41 0.31
IME 0.56 0.63 0.29 0.53 0.44 0.36 0.34 0.53
HEM 0.59 0.50 0.39 0.47 0.74 0.63 0.82 0.59 0.53
PEI 0.56 0.70 0.66 0.63 0.50 0.53 0.66 0.63 0.78 0.36
FAC 0.41 0.50 0.39 0.47 0.59 0.56 0.63 0.70 0.82 0.44 0.82

Table 6. I mpact of innovation resistance on intention to use metaverse experience.
Relationships β S. E C.R p value Hypothesis Decision

Functional barriers
USB  IME −0.29 0.02 −14.50 0.01** H1a Supported
VAB  IME −0.33 0.07 −4.71 0.01** H1b Supported
RSB  IME −0.22 0.10 −2.20 0.01** H1c Supported
Psychological barriers
TRB  IME −0.12 0.28 −0.43 0.08 H2a Rejected
IMB  IME −0.37 0.18 −2.06 0.01** H2b Supported
TVB  IME −0.42 0.12 −3.50 0.01** H2c Supported
IDB  IME −0.10 0.31 −0.32 0.06 H2d Rejected
Individual barriers
PIR  IME −0.36 0.11 −3.27 0.01** H3 Supported
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technological barriers compared to other forms of psychological barriers (Table 8). Similarly like the pre-
vious results of moderation, we found that hedonic motivation reverses the negative impact of innova-
tion resistance factors on tourist intention to use metaverse. Hence hedonic motivation is considered as 
an antagonizing moderator implying that at higher levels of hedonic motivation tourist intention to use 
metaverse experience will be high. The parsimonious test of moderation also confirmed the presence of 
significant moderation (Figure 3).

5.1.3.  Moderating role of personal innovativeness
The moderating role of personal innovativeness between individual barrier and tourist intention to use 
metaverse experience is illustrated below in Table 9. It was found that personal innovativeness significantly 
moderates the negative impact of passive innovation resistance on tourist intention to use metaverse expe-
rience in such a way respondents with higher levels of personal innovativeness will have more intention to 
use the technology. The positive interaction coefficient (β = 0.39, H6, p < 0.05) depicts the presence of signif-
icant moderation in addition (Table 9) to the parsimonious measure (Figures 4 and 5).

6.  General discussions

This study provides a pathbreaking approach to metaverse tourism experience among Indian users. 
Modelled using mixed method approach our research offers numerous insights about the acceptance of 
metaverse based tourism experience among the respondents. Deliberations about the potential applica-
tion and possibilities of metaverse in tourism are still in nascent stage. Our study offers empirical 

Table 7.  Conditional role of facilitating condition.

Path
Interaction 
coefficient t-statistics p LLCI ULCI Hypothesis Sig Nature

USB  IME 0.39 14.76 0.01 0.1268 0.1782 H4a Yes Antagonizing
VAB  IME 0.31 10.29 0.01 0.1341 0.1669 H4b Yes Antagonizing
RSB  IME 0.09 1.12 0.08 −0.1245 0.1755 H4c No NA

Figure 2.  Parsimonious measure of moderation – FAC.

Table 8.  Conditional role of hedonic motivation.

Path
Interaction 
coefficient t statistics p LLCI ULCI Hypothesis Sig Nature

TRB  IME 0.35 20.15 0.01 0.1241 0.1759 H5a Yes Antagonizing
IMB  IME 0.37 15.23 0.01 0.1342 0.1668 H5b Yes Antagonizing
TVB  IME 0.42 9.67 0.01 0.1421 0.1579 H5c Yes Antagonizing
IDB  IME 0.09 1.02 0.08 −0.1329 0.1671 H5d No NA
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evidence to understand the initial resistance among the users regarding metaverse experience in tour-
ism. Grounded on extended version of Innovation Resistance Theory (IRT) the findings of our study por-
tray clearcut insights about the various barriers inhibiting tourist intention to use metaverse experience. 
By incorporating interpretive phenomenology and quantitative analysis, specifically structural equation 

Figure 3.  Parsimonious measure of moderation – HEM.

Table 9.  Conditional role of personal innovativeness.

Path
Interaction 
coefficient T statistics p LLCI ULCI Hypothesis Sig Nature

PIR  IME 0.39 18.23 0.01 0.1321 0.1689 H6 Yes Antagonizing

Figure 4.  Parsimonious measure of moderation – PEI.
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modelling (SEM), the study seeks to offer a nuanced understanding of tourists’ perceptions and potential 
barriers in adopting metaverse experiences. This pioneering investigation contributes significantly to the 
literature by filling the gap in understanding the intersection of metaverse and tourism, laying the foun-
dation for future research and practical implications within the burgeoning field of virtual tourism 
experience.

The results of in-depth interviews using interpretive phenomenological analysis revealed the underly-
ing barriers of tourist resistance to metaverse. The systematic analysis of the qualitative data revealed 
three functional barriers (usage barrier, value barrier, risk barrier), four psychological barriers (traditional 
barrier, image barrier, technology vulnerability barrier, ideological barrier) and one individual barrier (pas-
sive innovation resistance). Further the quantitative evidences were used to develop pragmatic insights 
about the underlying phenomenon.

The results of structural equation modelling signify the negative impact of various barriers on tourist 
intention to use metaverse experiences. H1a, H1b and H1c testing the impact of functional barriers on IME 
shows that all three functional barriers significantly and negatively impact the outcome variable. It was 
observed that value barriers had highest negative impact comparatively. Using metaverse experience 
requires more robust facilitating conditions which increases the usage cost. The additional hardware and 
infrastructure requirements to experience such technology inhibits the user intention to adopt a tech-
nology. The initial phases of metaverse are more ambiguous with various options unclear to the users. 
Also, the perceived threat due to hacking and theft of personal credentials were found as the major 
impediments affecting intention to use metaverse in tourism. The hypotheses H2a, H2b, H2c and H2d test-
ing the negative impact of psychological barriers revealed that only image barrier (H2b) and technology 
vulnerability barriers (H2c) had significant impact on the outcome variable. Technology vulnerability char-
acterized by technology dependence and technology anxiety were the major reason for innovation resis-
tance. Like any other technology, the perception that increased use of metaverse also can lead to 
addiction is the major reason for the user’s resistance to immersive experiences in tourism. We found 
that individual barriers reflected through passive innovation resistance (H3) also had significant negative 
impact on users’ intention. When the respondents are neither inventive nor innovative, the intention to 
use latest technology will be negative. Previous studies have showed that Indian users are relatively 
sceptic and non-adaptive to emerging technologies. The fear of losing self-control and being addiction 
are on upfront leading to innovation resistance.

Figure 5.  Results of the conceptual framework.
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A series of moderation test was conducted to examine the conditional role of facilitating conditions, 
hedonic motivation and personal innovativeness in amplifying the negative impact of innovation resis-
tance barriers regarding metaverse. The hypotheses testing the moderating role of facilitating conditions 
H4a, H4b and H4c between the functional barriers and outcome variables proved that higher level of facil-
itating conditions significantly antagonizes the negative impact of value and usage barriers whereas the 
presence of moderation is insignificant between risk barriers and the outcome variable. These results 
indicate that access to better resources facilitating technology adoption, compatible devices and user 
friendly environment significantly reduces the usage and value barriers the users face in metaverse appli-
cations. Innovative technologies such as metaverse requires robust mechanism and compatible assis-
tance which enables easy adoption of the technology. The second test of moderation using hedonic 
moderation hypothesized between psychological barriers and outcome variable (H5a, H5b, H5c and H5d) 
shows that higher level of users seeks for pleasure and happiness significantly antagonized the negative 
role of all forms of psychological barriers except ideological barriers. Tourism, which is mainly related to 
pleasure and happiness, is largely driven by levels of hedonic motivations. Our results confirms that users 
with higher levels of hedonic motivation negates the resistances caused due to traditional, image and 
technology vulnerability barriers. Users with higher level of HEM seeks for more pleasure and happiness 
from technology adoption ultimately leading to increased intention to use metaverse experience. The 
final set of test of moderation depicted the significant conditional effects of personal innovativeness in 
strengthening the tourist intention to use metaverse experience (H6). We found that at higher levels of 
personal innovativeness the negative impact of passive innovation resistance on the outcome variable 
was significantly antagonized. Personal innovativeness which depicts the thirst for being more inventive 
and innovative is a prerequisite to embrace any latest technologies. Individual with higher levels of per-
sonal innovativeness can easily accept and adapt latest technology in their life. Our results are more 
interesting considering the demographics and diversity of Indian population. The country with higher 
number of younger populations will witness more dramatic changes in tourism with the advent of 
metaverse. The researchers, academicians and practitioners have to patiently wait to understand the 
future consumer dynamism in metaverse powered tourism industry.

The present study builds up on a rich foundation of literature encompassing various domains such as 
virtual reality immersive experiences, e-tourism frameworks, smart tourism development, gamification in 
tourism, augmented reality in tourism to name a few. Our findings on the barriers to metaverse adoption 
among tourists resonate with the observations of Suanpang et  al. (2022), who explored the implications of 
an extensible metaverse for a smart tourism city. They highlighted the potential of the metaverse in 
enhancing tourist experiences through immersive and interactive environments. However, our study extends 
this understanding by identifying specific functional, psychological, and individual barriers that tourists face 
in embracing metaverse technologies. Addressing these barriers is crucial for realizing the full potential of 
the metaverse in smart tourism cities, as suggested by Suanpang et  al. (2022). By synthesising findings 
from these diverse strands of literature, the present study likely identified the key barriers to metaverse 
tourism adoption such as technological complexity, concerns about privacy and security and cultural or 
behavioural resistance. This comprehensive approach not only enables a nuanced understanding of the 
challenges an opportunity associated with metaverse tourism but also underscores the interdisciplinary 
nature of research in this field, highlighting the importance of integrating insights from various domains to 
inform theoretical frameworks and practical applications in tourism management and marketing (Figure 6).

6.1.  Theoretical implications

The study presents three key theoretical implications. Firstly, it applies the crucial theoretical framework 
of IRT within the context of the metaverse in the tourism industry. This approach not only offers new 
avenues for future research on this topic but also addresses a gap in prior studies, which primarily 
focused on conceptual understanding without empirical evidence or a solid theoretical foundation, while 
overlooking perspectives of resistance.

Secondly, this research contributes to the existing literature by delving into the relationship between 
various functional, psychological, and personal barriers and tourists’ intention to use metaverse experi-
ences. Additionally, it examines the moderating effects of facilitating conditions, hedonic motivation, and 
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personal innovativeness. This expansion of knowledge enriches our understanding of the metaverse in 
the tourism industry.

Thirdly, the study sheds light on significant issues regarding tourists’ intention to use metaverse expe-
riences, with a specific focus on a group of Indian metaverse users, a demographic that has received 
limited attention despite India’s ongoing digital revolution and anticipated growth in the tourism market. 
The conceptual model proposed in this study provides valuable insights for stakeholders, offering a 
clearer understanding of the potential of the metaverse in the tourism sector and its implications for 
various stakeholders.

Fourthly, Service providers and developers ought to prioritize enhancing facilitating conditions, encom-
passing the guarantee of access to superior resources, compatible devices, and a user-friendly environment.

By addressing facilitating conditions, stakeholders can create new opportunities for future research in 
the field of metaverse tourism, particularly in addressing the lack of empirical evidence and theoretical 
bases to support the hypothetical benefits. Moreover, understanding and mitigating psychological barriers, 
such as image and technology vulnerability, including passive innovation resistance, can further contribute 
to overcoming resistance and fostering a positive reception of metaverse tourism experiences among users.

By incorporating these insights, stakeholders can contribute to overcoming barriers and fostering a 
more positive reception of metaverse tourism experiences among users, ultimately advancing the field 
and driving its growth and innovation.

6.2.  Managerial implications

The study has three managerial implications. Firstly, the findings of the study will assist service providers in 
enhancing their knowledge of customer behavior and attitudes towards metaverse experiences. In addition, 
they will help us to understand the different functional, psychological and personal barriers to tourist IME. 
Service providers can enhance their services by addressing any existing service gaps in the tourism metaverse. 
For instance, they can concentrate on reducing value, image, and technology vulnerability barriers, as these 
have direct relationships with tourists’ IME. This will allow them to offer improved services to their customers.

For example, (1) The tourism industry can overcome barriers to increase consumer access to this inno-
vative technology. (2) The tourism industry can offer customers a user-friendly environment. (3) The tour-
ism industry can focus on hedonic motivation, as tourism is predominantly driven by pleasure and 
contentment. (4) Service providers can use the findings of the study to create and enhance their mar-
keting approaches, aiming to more effectively target their end-users.

As a result, the negative effects of passive innovation on the intention of tourists to enjoy a metaverse 
experience were significantly antagonized by higher levels of personal innovation. Higher-level 

Figure 6. O verview of the findings of the study.
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innovators are more likely to accept and adapt the latest technologies in their lives, so service providers 
in the tourism metaverse should consider this as well.

In addition, our results are more interesting in light of the demographics and diversity of Indians. The 
country with a higher number of younger populations will witness more dramatic changes in tourism 
with the advent of the metaverse. To understand the future consumer dynamism in the tourism industry 
powered by the metaverse, researchers, academicians, and practitioners have to wait patiently. We can 
utilize the findings of our current study to understand user adoption behaviour, expectations, and facil-
itating mechanisms to take metaverse tourism to the next level.

7.  Conclusion

Prior literature studying various aspects with Tourist intention towards the metaverse was in its infancy, 
but today, experts from all over the world are demonstrating a growing interest in gaining a deeper 
grasp of the metaverse’s application in tourism. This study aimed to address two questions: What are the 
various barriers that inhibits tourist’s intention to use immersive experience such as metaverse? What are 
the drivers influencing behavioural intention to use metaverse powered tourism? To address Research 
Question 1, we conducted a qualitative study utilizing interpretive phenomenological analysis and 
in-depth interviews. Our findings revealed three functional barriers - the usage barrier, the value barrier, 
and the risk barrier - as well as four psychological barriers - the traditional barrier, the image barrier, the 
technology vulnerability barrier, and the ideological barrier - and one individual barrier of passive inno-
vation resistance that hinder the adoption of IRT in the context of tourism in the Metaverse experience. 
IRT was utilised to analyse the association between various barriers and IME. This study contributed to 
the growing metaverse experience literature in tourism, which is currently limited. By analysing tourist 
intention to metaverse experience barriers, it expands metaverse experience in tourism knowledge. To 
answer RQ2, we analysed data collected from 198 users in India and tested association between the 
different barriers toward IME. The study findings suggested a significant negative impact of various bar-
riers on tourist intention to use metaverse experiences. It was also observed that value barriers had 
highest negative impact comparatively. A series of moderation test proved that higher level moderating 
variables: significantly antagonised the negative impact of various barriers. Impact of value and usage 
barriers were negatively antagonized by the moderating variable facilitating conditions. Whereas hedonic 
motivation significantly antagonized the negative role of all forms of psychological barriers except ideo-
logical barriers, and finally personal innovativeness. significantly antagonized negative impact of passive 
innovation resistance on the outcome variable, i.e IME.

Highlighting the benefits and unique features of metaverse tourism can also play a pivotal role in 
overcoming resistance rooted in perceived value. By showcasing how metaverse experiences align with 
users’ desires for pleasure and happiness, and by considering innovative ways to engage users with vary-
ing levels of personal innovativeness, stakeholders can enhance the attractiveness of metaverse tourism 
offerings. Additionally, exploring the relationship between different functional, psychological, and per-
sonal barriers, as well as their interaction with facilitating conditions, hedonic motivation, and personal 
innovativeness, expands upon existing literature and provides valuable insights into the dynamics influ-
encing tourists’ intention to use metaverse experiences.

Moreover, the focus on a group of Indian metaverse users, who have received limited attention in 
prior research, is significant. Given India’s ongoing digital revolution and the expected growth of its 
tourism market, understanding the unique challenges and opportunities presented by metaverse appli-
cations in this context is crucial. The conceptual model presented in this study not only assists stake-
holders in gaining a better understanding of the logic, flow, and potential of the metaverse in the 
tourism sector but also emphasizes the importance of collaborations involving experts from various fields 
to comprehensively address the challenges and opportunities presented by metaverse applications. The 
results of the study have significant implications for various stakeholders in the market.

8.  Limitations and future directions

The research work studied the qualitative data gathered from tourists in India. However, the study sam-
ple only consisted of a limited group of Indian tourists and travelers, making it difficult to apply the 
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results to the larger tourist population. To overcome this limitation, a more diverse research sample 
should be chosen, including tourists from various backgrounds and demographics, to achieve a better 
representation of the tourist community.

In addition, the study used judgmental sampling methods, which can result in a limited sample from a 
small segment of the research population. It is recommended to use alternative sampling methods to 
encompass a larger portion of the research population. Currently, the study only focuses on the tourism 
industry and could benefit from including additional industries like communication, education, health, etc. 
Furthermore, the study only collected data from 26 tourists for qualitative analysis and 198 for quantitative 
analysis. In the future, collecting more data could provide a more comprehensive understanding.

Although the Metaverse is still in its early stages of development for real-world applications, it offers 
many prospects for future research that involves interdisciplinary teams.

Disclosure statement

No potential conflict of interest was reported by the author(s).

Author contributions

Dr. Sowmya G has contributed in model development and Research Methodology. Dr. Aruna Polisetty has contrib-
uted in introduction and literature review part. Dr. Rimjhim Jha has contributed in theoretical concept and hypoth-
esis development and Dr. Sarika Keswani has contributed in findings, conclusion implications and limitations.

Funding

Dr. Rimjhim Jha will get funding from Symbiosis International University Pune.

About the authors

Dr. Sowmya G. is a dedicated academic with two years of experience, specializing in technology adoption, talent 
management, multigenerational differences, and sustainable development. With a strong research background, she 
has authored nine Scopus indexed articles and two book chapters (Scopus & Taylor and Francis). Her contributions 
include three articles in ABDC-A category and one in B category. Dr. Sowmya is passionate about teaching and 
excels in fostering positive relationships with students. Additionally, she possesses expertise in SPSS, AMOS, and 
Process Macros, enhancing her capabilities in research and analysis.

Dr. Aruna Polisetty is an Associate Professor at VIT Business School, Vellore Institute of Technology, Vellore, Tamilnadu. 
With a Ph.D. in Finance, she has a unique and simple style of teaching complex business and management topics 
that spark several young minds. She guides management students at UG, PG and Research levels. An avid researcher, 
her research works are published in reputed ABDC ‘A’ journals. Her case studies are published in ICMR India (Asia’s 
largest case repository) and The Case Study Center (the World’s largest management case repository). Her research 
interests include Tourism studies, Consumer Behavior, Technology adoption and Case writing. She is also a chair and 
convener of several national and international conferences. She is a prolific author of several books of use for aca-
demics and practitioners.

Dr. Rimjhim Jha is working as an Assistant Professor in Symbiosis Institute of Business Management, Nagpur, 
(Symbiosis International (Deemed) University Pune). She has done MBA with dual specialization in Human Resource 
Management and Marketing Management. Her area of interest is HR and other management related topics. She has 
published in National and International Journals, some publications are listed in SCOPUS/ABDC and she has also 
reviewed papers in International Journal.

Dr. Sarika Keswani is an Assistant Professor of ‘Finance and Accounting’ at Symbiosis Centre for Management Studies, 
Nagpur, Maharashtra. She holds a Ph.D. in Finance from Symbiosis International (Deemed) University Pune. Her 
research interests are in the areas of ‘Stock Market’, ‘Behavioral Finance’, and ‘Mutual Fund’. She has also presented 
papers at several international and national level professional conferences. She has published more than 15 research 
articles in reputed journals and conferences in the domain of Accounting, Finance, and Economics. She has contrib-
uted in idea conceptualization, contributed data or analysis tools, and performed the analysis.



20 S. G ET AL.

Data availability statement

The data that support the findings of this study are available on request from the authors.

References

Agarwal, R., & Prasad, J. (1998). A conceptual and operational definition of personal innovativeness in the domain of 
information technology. Information Systems Research, 9(2), 204–215. https://doi.org/10.1287/isre.9.2.204

Albaom, M. A., Sidi, F., Jabar, M. A., Abdullah, R., Ishak, I., Yunikawati, N. A., Priambodo, M. P., Nusari, M. S., & Ali, D. 
A. (2022). The moderating role of personal innovativeness in tourists’ intention to use Web 3.0 based on updated 
Information Systems Success Model. Sustainability, 14(21), 13935. https://doi.org/10.3390/su142113935

Bagozzi, R. P., & Yi, Y. (1988). On the evaluation of structural equation models. Journal of the Academy of Marketing 
Science, 16(1), 74–94. https://doi.org/10.1007/BF02723327

Bagozzi, R. P., Yi, Y., & Phillips, L. W. (1991). Assessing construct validity in organizational research. Administrative 
Science Quarterly, 36(3), 421. https://doi.org/10.2307/2393203

Banikema, A. S., & Roux, D. (2014). Consumers’ propensity to resist: A contribution to the study of the disposition to 
oppose market influence attempts. Recherche et Applications en Marketing (English Edition), 29(2), 32–56. https://doi.
org/10.1177/2051570714533475

Buhalis, D. (2019). Technology in tourism-from information communication technologies to eTourism and smart tour-
ism towards ambient intelligence tourism: a perspective article. Tourism Review, 75(1), 267–272. https://doi.
org/10.1108/TR-06-2019-0258

Buhalis, D. (2022). Encyclopedia of tourism management and marketing (Vol. 3). JR. Edward Elgar Publishing. https://
doi.org/10.4337/9781800377486

Buhalis, D., Harwood, T., Bogicevic, V., Viglia, G., Beldona, S., & Hofacker, C. (2019). Technological disruptions in ser-
vices: lessons from tourism and hospitality. Journal of Service Management, 30(4), 484–506. https://doi.org/10.1108/
JOSM-12-2018-0398

Buhalis, D., & Karatay, N. (2022). Mixed Reality (MR) for Generation Z in cultural heritage tourism towards metaverse. 
Information and Communication Technologies in Tourism, 2022, 16–27. https://doi.org/10.1007/978-3-030-94751-4_2

Buhalis, D., Leung, D., & Lin, M. (2023). Metaverse as a disruptive technology revolutionising tourism management 
and marketing. Tourism Management, 97, 104724. https://doi.org/10.1016/j.tourman.2023.104724

Buhalis, D., López, E. P., & Martinez-Gonzalez, J. A. (2020). Influence of young consumers’ external and internal vari-
ables on their e-loyalty to tourism sites. Journal of Destination Marketing & Management, 15, 100409. https://doi.
org/10.1016/j.jdmm.2020.100409

Cai, W., & McKenna, B. (2023). Power and resistance: Digital-free tourism in a connected world. Journal of Travel 
Research, 62(2), 290–304. https://doi.org/10.1177/00472875211061208

Casmir, F. L. (1983). Phenomenology and hermeneutics: Evolving approaches to the study of intercultural and inter-
national communication. International Journal of Intercultural Relations, 7(3), 309–324. https://doi.
org/10.1016/0147-1767(83)90035-4

Charlton, J. P. (2002). A factor-analytic investigation of computer ‘addiction’ and engagement. British Journal of 
Psychology (London, England: 1953), 93(Pt 3), 329–344. https://doi.org/10.1348/000712602760146242

Chemingui, H., & Ben Lallouna, H. (2013). Resistance, motivations, trust and intention to use mobile financial services. 
International Journal of Bank Marketing, 31(7), 574–592. https://doi.org/10.1108/IJBM-12-2012-0124

Chen, P. T., & Kuo, S. C. (2017). Innovation resistance and strategic implications of enterprise social media websites 
in Taiwan through knowledge sharing perspective. Technological Forecasting and Social Change, 118, 55–69. https://
doi.org/10.1016/j.techfore.2017.02.002

Ch’ng, E., Li, Y., Cai, S., & Leow, F. T. (2020). The effects of VR environments on the acceptance, experience, and ex-
pectations of cultural heritage learning. Journal on Computing and Cultural Heritage, 13(1), 1–21. https://doi.
org/10.1145/3352933

Chouk, I., & Mani, Z. (2016, July). Why consumer resist to smart products? [Paper presentation]. Global Marketing 
Conference (p. 80), Hong Kong. https://doi.org/10.15444/GMC2016.01.06.01

Dabengwa, I. M., Young, S., & Ngulube, P. (2023). Rigour in phenomenological and phenomenography studies: A 
scoping review of library and information science research. Library & Information Science Research, 45(1), 101219. 
https://doi.org/10.1016/j.lisr.2022.101219

Diamantopoulos, A., & Siguaw, J. A. (2006). Formative versus reflective indicators in organizational measure develop-
ment: A comparison and empirical illustration. British Journal of Management, 17(4), 263–282. https://doi.
org/10.1111/j.1467-8551.2006.00500.x

D’zurilla, T. J., & Nezu, A. M. (1990). Development and preliminary evaluation of the Social Problem-Solving Inventory. 
Psychological Assessment: A Journal of Consulting and Clinical Psychology, 2(2), 156–163. https://doi.
org/10.1037/1040-3590.2.2.156

Gajdošík, T., Maráková, V., & Kučerová, J. (2021). From mass tourists to smart tourists: a perspective article. Tourism 
Review, 76(1), 47–50.

Gaberli, Ü. (2019). Tourism in digital age: An explanation for the impacts of virtual, augmented and mixed reality 
technologies on tourist experiences. Journal of Tourism Intelligence and Smartness, 2(2), 61–69.

https://doi.org/10.1287/isre.9.2.204
https://doi.org/10.3390/su142113935
https://doi.org/10.1007/BF02723327
https://doi.org/10.2307/2393203
https://doi.org/10.1177/2051570714533475
https://doi.org/10.1177/2051570714533475
https://doi.org/10.1108/TR-06-2019-0258
https://doi.org/10.1108/TR-06-2019-0258
https://doi.org/10.4337/9781800377486
https://doi.org/10.4337/9781800377486
https://doi.org/10.1108/JOSM-12-2018-0398
https://doi.org/10.1108/JOSM-12-2018-0398
https://doi.org/10.1007/978-3-030-94751-4_2
https://doi.org/10.1016/j.tourman.2023.104724
https://doi.org/10.1016/j.jdmm.2020.100409
https://doi.org/10.1016/j.jdmm.2020.100409
https://doi.org/10.1177/00472875211061208
https://doi.org/10.1016/0147-1767(83)90035-4
https://doi.org/10.1016/0147-1767(83)90035-4
https://doi.org/10.1348/000712602760146242
https://doi.org/10.1108/IJBM-12-2012-0124
https://doi.org/10.1016/j.techfore.2017.02.002
https://doi.org/10.1016/j.techfore.2017.02.002
https://doi.org/10.1145/3352933
https://doi.org/10.1145/3352933
https://doi.org/10.15444/GMC2016.01.06.01
https://doi.org/10.1016/j.lisr.2022.101219
https://doi.org/10.1111/j.1467-8551.2006.00500.x
https://doi.org/10.1111/j.1467-8551.2006.00500.x
https://doi.org/10.1037/1040-3590.2.2.156
https://doi.org/10.1037/1040-3590.2.2.156


Cogent Business & Management 21

Hashemi, S. S., Amoozad Mahdiraji, H., Azari, M., & Razavi Hajiagha, S. H. (2022). Causal modelling of failure fears for 
international entrepreneurs in tourism industry: A hybrid Delphi-DEMATEL based approach. International Journal of 
Entrepreneurial Behavior & Research, 28(3), 602–627. https://doi.org/10.1108/IJEBR-03-2021-0193

Heidenreich, s., & Spieth, P. (2013). Why innovations fail—The case of passive and active innovation resistance. 
International Journal of Innovation Management, 17(05), 1350021. https://doi.org/10.1142/S1363919613500217

Heinze, J., Thomann, M., & Fischer, P. (2017). Ladders to m-commerce resistance: A qualitative means-end approach. 
Computers in Human Behavior, 73, 362–374. https://doi.org/10.1016/j.chb.2017.03.059

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in variance-based 
structural equation modeling. Journal of the Academy of Marketing Science, 43(1), 115–135. https://doi.org/10.1007/
s11747-014-0403-8

Herz, M., & Rahe, V. (2020). Virtual reality becoming part of our lives—Assessing consumers’ perceived applicability 
of virtual reality supported tasks and a critical reflection on the development. In: Jung, T., tom Dieck, M.C., & 
Rauschnabel, P.A. (Eds.), Augmented Reality and Virtual Reality. Progress in IS. Cham: Springer. https://doi.
org/10.1007/978-3-030-37869-1_10

Hulland, J., Baumgartner, H., & Smith, K. M. (2017). Marketing survey research best practices: Evidence and recom-
mendations from a review of JAMS articles. Journal of the Academy of Marketing Science, 46(1), 92–108. https://doi.
org/10.1007/s11747-017-0532-y

Jeong, M., & Shin, H. H. (2019). Tourists’ experiences with smart tourism technology at smart destinations and their 
behavior intentions. Journal of Travel Research, 59(8), 1464–1477. https://doi.org/10.1177/0047287519883034

Joshua, J. (2017). Information bodies: Computational anxiety in Neal Stephenson’s snow crash. Interdisciplinary Literary 
Studies, 19(1), 17–47. https://doi.org/10.5325/intelitestud.19.1.0017

Kaur, P., Dhir, A., Ray, A., Bala, P. K., & Khalil, A. (2020a). Innovation resistance theory perspective on the use of food 
delivery applications. Journal of Enterprise Information Management, 34(6), 1746–1768. https://doi.org/10.1108/
JEIM-03-2020-0091

Kaur, P., Dhir, A., Singh, N., Sahu, G., & Almotairi, M. (2020b). An innovation resistance theory perspective on mobile 
payment solutions. Journal of Retailing and Consumer Services, 55, 102059. https://doi.org/10.1016/j.
jretcons-er.2020.102059

Kleijnen, M., Lee, N., & Wetzels, M. (2009). An exploration of consumer resistance to innovation and its antecedents. 
Journal of Economic Psychology, 30(3), 344–357. https://doi.org/10.1016/j.joep.2009.02.004

Lau, C. K. H., Chui, C. F. R., & Au, N. (2019). Examination of the adoption of augmented reality: a VAM approach. Asia 
Pacific Journal of Tourism Research, 24(10), 1005–1020. https://doi.org/10.1080/10941665.2019.1655076

Laukkanen, P., Sinkkonen, S., & Laukkanen, T. (2008). Consumer resistance to internet banking: postponers, opponents and 
rejectors. International Journal of Bank Marketing, 26(6), 440–455. https://doi.org/10.1108/02652320810902451

Laukkanen, T. (2016). Consumer adoption versus rejection decisions in seemingly similar service innovations: The 
case of the Internet and mobile banking. Journal of Business Research, 69(7), 2432–2439. https://doi.org/10.1016/j.
jbusres.2016.01.013

Lee, J., Kim, J., & Choi, J. Y. (2019). The adoption of virtual reality devices: The technology acceptance model inte-
grating enjoyment, social interaction, and strength of the social ties. Telematics and Informatics, 39, 37–48. https://
doi.org/10.1016/j.tele.2018.12.006

Lehdonvirta, V., Wilska, T. A., & Johnson, M. (2009). Virtual consumerism. Information, Communication & Society, 12(7), 
1059–1079. https://doi.org/10.1080/13691180802587813

Li, Y., Hu, C., Huang, C., & Duan, L. (2017). The concept of smart tourism in the context of tourism information ser-
vices. Tourism Management, 58, 293–300. https://doi.org/10.1016/j.tourman.2016.03.014

Lian, J. W., & Yen, D. C. (2013). To buy or not to buy experience goods online: Perspective of innovation adoption 
barriers. Computers in Human Behavior, 29(3), 665–672. https://doi.org/10.1016/j.chb.2012.10.009

Ma, L., & Lee, C. S. (2018). Understanding the barriers to the use of MOOCs in a developing country: An innovation 
resistance perspective. Journal of Educational Computing Research, 57(3), 571–590. https://doi.
org/10.1177/0735633118757732

MacKenzie, S. B., & Podsakoff, P. M. (2012). Common method bias in marketing: Causes, mechanisms, and procedur-
al remedies. Journal of Retailing, 88(4), 542–555. https://doi.org/10.1016/j.jretai.2012.08.001

Maddux, J. E., & Rogers, R. W. (1983). Protection motivation and self-efficacy: A revised theory of fear appeals and 
attitude change. Journal of Experimental Social Psychology, 19(5), 469–479. https://doi.
org/10.1016/0022-1031(83)90023-9

Mani, Z., & Chouk, I. (2018). Consumer resistance to innovation in services: Challenges and barriers in the internet 
of things era. Journal of Product Innovation Management, 35(5), 780–807. https://doi.org/10.1111/jpim.12463

Meuter, M. L., Bitner, M. J., Ostrom, A. L., & Brown, S. W. (2005). Choosing among alternative service delivery modes: 
An investigation of customer trial of self-service technologies. Journal of Marketing, 69(2), 61–83. https://doi.
org/10.1509/jmkg.69.2.61.60759

Miles, M. B., & Huberman, A. M. (1994). Qualitative data analysis: An expanded sourcebook. Sage.
Ministry of Electronics & IT. (2019). Report on India’s Trillion-Dollar Digital Opportunity.
Monaco, S. (2018). Tourism and the new generations: Emerging trends and social implications in Italy. Journal of 

Tourism Futures, 4(1), 7–15. https://doi.org/10.1108/JTF-12-2017-0053

https://doi.org/10.1108/IJEBR-03-2021-0193
https://doi.org/10.1142/S1363919613500217
https://doi.org/10.1016/j.chb.2017.03.059
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1007/978-3-030-37869-1_10
https://doi.org/10.1007/978-3-030-37869-1_10
https://doi.org/10.1007/s11747-017-0532-y
https://doi.org/10.1007/s11747-017-0532-y
https://doi.org/10.1177/0047287519883034
https://doi.org/10.5325/intelitestud.19.1.0017
https://doi.org/10.1108/JEIM-03-2020-0091
https://doi.org/10.1108/JEIM-03-2020-0091
https://doi.org/10.1016/j.jretcons-er.2020.102059
https://doi.org/10.1016/j.jretcons-er.2020.102059
https://doi.org/10.1016/j.joep.2009.02.004
https://doi.org/10.1080/10941665.2019.1655076
https://doi.org/10.1108/02652320810902451
https://doi.org/10.1016/j.jbusres.2016.01.013
https://doi.org/10.1016/j.jbusres.2016.01.013
https://doi.org/10.1016/j.tele.2018.12.006
https://doi.org/10.1016/j.tele.2018.12.006
https://doi.org/10.1080/13691180802587813
https://doi.org/10.1016/j.tourman.2016.03.014
https://doi.org/10.1016/j.chb.2012.10.009
https://doi.org/10.1177/0735633118757732
https://doi.org/10.1177/0735633118757732
https://doi.org/10.1016/j.jretai.2012.08.001
https://doi.org/10.1016/0022-1031(83)90023-9
https://doi.org/10.1016/0022-1031(83)90023-9
https://doi.org/10.1111/jpim.12463
https://doi.org/10.1509/jmkg.69.2.61.60759
https://doi.org/10.1509/jmkg.69.2.61.60759
https://doi.org/10.1108/JTF-12-2017-0053


22 S. G ET AL.

Morar, D. D. (2013). An overview of the consumer value literature–perceived value, desired value. Marketing from 
Information to Decision, (6), 169–186.

Morel, K. P., & Pruyn, A. T. H. (2003). Consumer skepticism toward new products. ACR European Advances.
O’Cass, A., Song, M., & Yuan, L. (2013). Anatomy of service innovation: Introduction to the special issue. Journal of 

Business Research, 66(8), 1060–1062. https://doi.org/10.1016/j.jbusres.2012.03.002
Oh, H. J., Kim, J., Chang, J. J., Park, N., & Lee, S. (2023). Social benefits of living in the metaverse: The relationships 

among social presence, supportive interaction, social self-efficacy, and feelings of loneliness. Computers in Human 
Behavior, 139, 107498. https://doi.org/10.1016/j.chb.2022.107498

Poushter, J. (2016). Smartphone ownership and internet usage continues to climb in emerging economies. Pew 
Research Center, 22(1), 1–44.

Ram, S. (1987). A model of innovation resistance. ACR North American Advance, 14(1), 208.
Ram, S., & Sheth, J. N. (1989). Consumer resistance to innovations: the marketing problem and its solutions. Journal 

of Consumer Marketing, 6(2), 5–14. https://doi.org/10.1108/EUM0000000002542
Robichaud, M., & Dugas, M. J. (2005). Negative problem orientation (Part I): Psychometric properties of a new mea-

sure. Behaviour Research and Therapy, 43(3), 391–401. https://doi.org/10.1016/j.brat.2004.02.007
Rogers, R. W. (1985). Attitude change and information integration in fear appeals. Psychological Reports, 56(1), 179–

182. https://doi.org/10.2466/pr0.1985.56.1.179
Shafiee, S., Rajabzadeh Ghatari, A., Hasanzadeh, A., & Jahanyan, S. (2021). Smart tourism destinations: a systematic 

review. Tourism Review, 76(3), 505–528. https://doi.org/10.1108/TR-06-2019-0235
Shiferaw, K. B., & Mehari, E. A. (2019). Modeling predictors of acceptance and use of electronic medical record system 

in a resource limited setting: Using modified UTAUT model. Informatics in Medicine Unlocked, 17, 100182. https://
doi.org/10.1016/j.imu.2019.100182

Shu, Q., Tu, Q., & Wang, K. (2011). The impact of computer self-efficacy and technology dependence on 
computer-related technostress: A social cognitive theory perspective. International Journal of Human-Computer 
Interaction, 27(10), 923–939. https://doi.org/10.1080/10447318.2011.555313

Simarmata, M. T., & Hia, I. J. (2020). The role of personal innovativeness on behavioral intention of Information 
Technology. Journal of Economics and Business, 1(2), 18–29. https://doi.org/10.36655/jeb.v1i2.169

Smith, J., Braithwaite, J., O’Brien, T. A., Smith, S., Tyrrell, V. J., Mould, E. V. A., Long, J. C., & Rapport, F. (2022). 
Re-imagining the data collection and analysis research process by proposing a rapid qualitative data collection 
and analytic roadmap applied to the dynamic context of precision medicine. International Journal of Qualitative 
Methods, 21, 160940692211030. https://doi.org/10.1177/16094069221103097

Storey, C., Cankurtaran, P., Papastathopoulou, P., & Hultink, E. J. (2016). Success factors for service innovation: A meta‐
analysis. Journal of Product Innovation Management, 33(5), 527–548. https://doi.org/10.1111/jpim.12307

Suanpang, P., Niamsorn, C., Pothipassa, P., Chunhapataragul, T., Netwong, T., & Jermsittiparsert, K. (2022). Extensible 
metaverse implication for a smart tourism city. Sustainability, 14(21), 14027. https://doi.org/10.3390/su14042176

Szmigin, I., & Foxall, G. (1998). Three forms of innovation resistance: The case of retail payment methods. Technovation, 
18(6-7), 459–468. https://doi.org/10.1016/S0166-4972(98)00030-3

Talwar, S., Dhir, A., Kaur, P., & Mäntymäki, M. (2020a). Barriers toward purchasing from online travel agencies. 
International Journal of Hospitality Management, 89, 102593. https://doi.org/10.1016/j.ijhm.2020.102593

Talwar, S., Dhir, A., Kaur, P., & Mäntymäki, M. (2020b). Why do people purchase from online travel agencies (OTAs)? 
A consumption values perspective. International Journal of Hospitality Management, 88, 102534. https://doi.
org/10.1016/j.ijhm.2020.102534

Tavakol, M., & Dennick, R. (2011). Making sense of Cronbach’s alpha. International Journal of Medical Education, 2, 
53–55. https://doi.org/10.5116/ijme.4dfb.8dfd

Tussyadiah, I., Li, S., & Miller, G. (2019, January 30–February 1). Privacy protection in tourism: Where we are and 
where we should be heading for. In Information and Communication Technologies in Tourism 2019: Proceedings of 
the International Conference in Nicosia, Cyprus (pp. 278–290). Springer.

Venkatesh, V., Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information technology: Toward a 
unified view. MIS Quarterly, 27(3), 425. https://doi.org/10.2307/30036540

Venkatesh, V., & Sykes, T. A. (2013). Digital divide initiative success in developing countries: A longitudinal field study 
in a village in India. Information Systems Research, 24(2), 239–260. https://doi.org/10.1287/isre.1110.0409

Venkatesh, V., Thong, J. Y., & Xu, X. (2012). Consumer acceptance and use of information technology: extending the 
unified theory of acceptance and use of technology. MIS Quarterly, 1, 36, 157–178. https://doi.org/10.2307/41410412

Xu, F., Buhalis, D., & Weber, J. (2017). Serious games and the gamification of tourism. Tourism Management, 60, 244–
256. https://doi.org/10.1016/j.tourman.2016.11.020

Yovcheva, Z., Buhalis, D., Gatzidis, C., & van Elzakker, C. P. (2014). Empirical evaluation of smartphone augmented 
reality browsers in an urban tourism destination context. International Journal of Mobile Human Computer Interaction, 
6(2), 10–31. https://doi.org/10.4018/ijmhci.2014040102

Yu, C. S., & Chantatub, W. (2016). Consumersâ€™ resistance to using mobile banking: evidence from Thailand and 
Taiwan. International Journal of Electronic Commerce Studies, 7(1), 21–38. https://doi.org/10.7903/ijecs.1375

https://doi.org/10.1016/j.jbusres.2012.03.002
https://doi.org/10.1016/j.chb.2022.107498
https://doi.org/10.1108/EUM0000000002542
https://doi.org/10.1016/j.brat.2004.02.007
https://doi.org/10.2466/pr0.1985.56.1.179
https://doi.org/10.1108/TR-06-2019-0235
https://doi.org/10.1016/j.imu.2019.100182
https://doi.org/10.1016/j.imu.2019.100182
https://doi.org/10.1080/10447318.2011.555313
https://doi.org/10.36655/jeb.v1i2.169
https://doi.org/10.1177/16094069221103097
https://doi.org/10.1111/jpim.12307
https://doi.org/10.3390/su14042176
https://doi.org/10.1016/S0166-4972(98)00030-3
https://doi.org/10.1016/j.ijhm.2020.102593
https://doi.org/10.1016/j.ijhm.2020.102534
https://doi.org/10.1016/j.ijhm.2020.102534
https://doi.org/10.5116/ijme.4dfb.8dfd
https://doi.org/10.2307/30036540
https://doi.org/10.1287/isre.1110.0409
https://doi.org/10.2307/41410412
https://doi.org/10.1016/j.tourman.2016.11.020
https://doi.org/10.4018/ijmhci.2014040102
https://doi.org/10.7903/ijecs.1375


Cogent Business & Management 23

Appendix A 

List of questions asked in the in-depth interviews (excerpts only)

1.	 How do you feel about the metaverse-based tourism experience?
2.	 Do you think that metaverse will revolutionize the tourism experience drastically?
3.	 Do you think that metaverse experience will lead to actual visit intentions?
4.	 What are the common issues you think are in metaverse-based tourism? Among those what are the issues you 

faced?
5.	 What are the various security threats you faced in using metaverse tourism?
6.	 Will you recommend the use of metaverse experience to others? Who are the users you think metaverse usage 

will be more common?
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