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Abstract: This study explored the factors influencing Generation Z (Gen Z) customers' intentions to book outbound tourism 

online in Vietnam. Recognizing Gen Z as digital natives and a pivotal demographic, especially within Vietnam's rapidly 

expanding digital and outbound tourism sectors, this research aimed to comprehensively understand their online booking 

behaviors. The theoretical framework was built upon the Technology Acceptance Model (TAM), which was extended to include 

intercultural competence as a crucial external variable. This integration allowed for an examination of how perceived usefulness, 

perceived ease of use, attitude, and intercultural competence collectively shape Gen Z's intentions to book outbound tourism 

online. To achieve this, a structured survey was administered to 312 Vietnamese Gen Z respondents. The collected data 

underwent rigorous analysis using Partial Least Squares Structural Equation Modeling (PLS-SEM). The findings provided 

compelling evidence that all core TAM constructs—perceived usefulness, perceived ease of use, and attitude—exerted a 

significant influence on online outbound booking intentions. Notably, attitude emerged as the strongest predictor, highlighting 

the profound impact of a positive mindset towards online booking platforms, followed closely by perceived usefulness, which 

underscores Gen Z's pragmatic approach to technology. A key contribution of this research lies in demonstrating the significant 

role of intercultural competence. The results revealed that intercultural competence positively impacted perceived ease of use, 

perceived usefulness, and, critically, directly influenced booking intentions. This underscores its pivotal role in facilitating cross-

cultural consumer interactions and enhancing the overall online booking experience for international travel. Theoretically, this 

study enriches the existing literature by extending TAM with intercultural competence, thereby addressing a gap in understanding 

the role of cultural adaptability in technology adoption behaviors, particularly in the context of international services. Practically, 

these findings offer invaluable insights for tourism platforms and marketers targeting the Vietnamese Gen Z demographic. The 

research emphasizes the paramount importance of developing user-friendly interfaces that resonate with digital natives, creating 

culturally adaptive content that acknowledges and caters to cross-cultural nuances, and implementing targeted marketing 

strategies that effectively communicate the benefits and ease of online outbound tourism booking.  
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INTRODUCTION              

The rapid advancement of information technology has revolutionized the global tourism industry. Online booking 

platforms have emerged as indispensable tools for facilitating travel arrangements, offering convenience, accessibility, and 

personalized experiences for consumers worldwide (van der Heijden et al., 2017; Bakos & Treacy, 1986). In Vietnam, the 

increasing adoption of digital platforms has paralleled the burgeoning growth of the tourism sector, particularly among 

Generation Z (Gen Z), a cohort known for its digital fluency and global connectedness. Gen Z, typically defined as 

individuals born between 1997 and 2012, represents a distinct demographic with unique consumer behaviors, 

characterized by their reliance on technology, preference for user-friendly interfaces, and demand for personalized 

services (Ali et al., 2022). As Gen Z matures into an influential consumer group, their online outbound tourism booking 

behaviors warrant scholarly attention. Given Vietnam’s significant economic growth and its embrace of digital 

transformation, the tourism industry has experienced a remarkable shift in consumer booking behavior. The rise of 

online platforms has redefined travel planning, enabling travelers to compare prices, read reviews, and make informed 

decisions with unprecedented ease (Huang & Ha, 2020). However, in the context of outbound tourism, where travelers 

seek international experiences, cultural diversity plays a pivotal role in shaping decision-making. Intercultural competence, 

defined as the ability to navigate cultural differences effectively, has increasingly gained recognition as a critical factor 

influencing consumer behavior in cross-cultural settings (Hammer, 2023). This is particularly relevant for Gen Z travelers, 

who are often exposed to diverse cultural dynamics during the booking process and their travel experiences.  
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The Technology Acceptance Model (TAM), developed by Davis (1989), has been extensively applied to understand 

consumer behavior in adopting technology. TAM identifies two primary constructs—perceived usefulness and perceived 

ease of use—as key determinants of behavioral intention. However, as tourism becomes more globalized and culturally 

diverse, integrating the role of intercultural competence into TAM is essential to capture the complex interplay between 

technology and cultural variables. Intercultural competence not only enhances individuals’ ability to engage with diverse 

online content but also influences their perception of trust and reliability in platforms catering to international travel needs 

(Chen & Hwang, 2019). Therefore, applying an extended TAM model incorporating intercultural competence provides a 

novel perspective on how Gen Z customers in Vietnam approach online outbound tourism bookings (Salem et al., 2024). 

Despite the growing body of literature on the adoption of online booking platforms and intercultural competence, limited 

research exists on the intersection of these areas, particularly within the Vietnamese context. Vietnam's unique cultural and 

economic characteristics, coupled with the distinct preferences of its Gen Z population, present an opportunity to explore new 

dimensions of consumer behavior (Giao et al., 2021). This study aims to bridge the gap by examining the influence of TAM 

constructs and intercultural competence on Gen Z customers’ online outbound tourism booking intention in Vietnam. 

Although the TAM model has been widely utilized in tourism and technology adoption studies, there are two critical 

research gaps in the existing body of literature. First, while TAM provides valuable insights into the factors influencing 

technology adoption, it often neglects the role of cultural variables in shaping consumer behavior. Research on intercultural 

competence has highlighted its significance in cross-cultural interactions, particularly in the context of tourism, where cultural 

diversity is a defining characteristic (Hammer, 2023). However, few studies have attempted to integrate intercultural 

competence into TAM to examine its influence on online booking intentions. For instance, studies such as those by Ali et al. 

(2022); Erjavec & Manfreda (2022) have explored technology adoption in tourism but have overlooked the interplay between 

cultural competence and technology use. This gap underscores the need for a more comprehensive framework that 

incorporates intercultural dimensions to understand consumer behavior in outbound tourism (Muñoz et al., 2025). 

Second, there is a dearth of research focusing specifically on Gen Z customers in Vietnam. Most studies on online 

booking intention have centered on broader demographic groups or have been conducted in Western contexts, limiting their 

applicability to Vietnamese Gen Z consumers. Gen Z travelers in Vietnam exhibit unique behaviors, such as their reliance 

on social media for travel inspiration, preference for visually appealing platforms, and sensitivity to cultural nuances in 

international travel (Kdv et al., 2024; Park et al., 2017). Existing studies, such as those by Dragolea et al. (2023); San 

Martín & Herrero (2012), have primarily focused on technological factors without delving into the demographic -specific 

tendencies of Gen Z in Vietnam. Consequently, there is a pressing need to explore the intersection of Gen Z consumer 

behavior, online booking platforms, and intercultural competence in the Vietnamese context.  

Furthermore, while studies like Fitzgerald et al. (2018) have demonstrated the importance of self-awareness and 

reflective thinking in developing intercultural competence, their findings are often limited to educational interventions 

rather than real-world consumer behaviors. In Vietnam, where outbound tourism is rapidly growing, understanding how 

Gen Z customers apply intercultural competence during the online booking process is critical. This research addresses these 

gaps by extending the TAM model to include intercultural competence as a moderating variable and focusing on the unique 

characteristics of Vietnamese Gen Z travelers. This study aimed to investigate the factors influencing Gen Z customers’ 

online outbound tourism booking intentions in Vietnam through the lens of the Technology Acceptance Model (TAM) and 

the role of intercultural competence. By integrating intercultural competence into the TAM framework, this study offered a 

more comprehensive understanding of the dynamics influencing online booking behaviors in a culturally diverse and 

technology-driven environment. This paper is structured as follows: Section 2 reviews the relevant literature on TAM, 

intercultural competence, and Gen Z consumer behavior. Section 3 describes the research methodology, including data 

collection and analysis techniques. Section 4 presents the findings, followed by a discussion in Section 5. Finally, Section 6 

concludes the study with implications, limitations, and recommendations for future research. 

 

LITERATURE REVIEW 

Gen Z and intercultural competences  

Generation Z (Gen Z), born between 1997 and 2012, represents the first cohort of true digital natives, growing up 

immersed in technology and social media (Djafarova & Bowes, 2021). This demographic is characterized by a strong 

preference for online platforms to manage various aspects of their daily lives, including travel arrangements. Their reliance 

on digital tools for travel inspiration, planning, and booking makes them an essential focus for tourism research (Yamagishi 

et al., 2023). Gen Z consumers are known for prioritizing seamless and personalized digital experiences, favoring platforms 

that offer ease of use, convenience, and visually appealing interfaces. 

Vietnam, with its high penetration of mobile internet and growing outbound tourism market, provides an emerging 

context for exploring the behaviors of Gen Z travelers. As outbound tourism involves cross-border travel, Gen Z consumers 

in Vietnam must navigate diverse cultural landscapes, both during the booking process and their international experiences 

(Ho et al., 2024). This intersection of technology-driven behaviors and cross-cultural interactions underscores the 

importance of examining how intercultural competence influences their online booking behaviors. 

Intercultural competence is defined as the ability to effectively navigate and adapt to cultural differences, encompassing 

knowledge, skills, and attitudes that enable individuals to engage constructively in culturally diverse contexts (Hammer, 

2023). In the tourism domain, intercultural competence is increasingly recognized as a critical factor influencing decision-

making, as consumers are exposed to diverse cultural elements during international travel planning. For Gen Z, who are 

often motivated by the desire for unique and authentic cultural experiences, the ability to interpret and engage with various 
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cultural cues plays a significant role in shaping their travel preferences and behaviors (Fitzgerald et al., 2018). Research 

suggests that intercultural competence enhances booking intention in online platforms that cater to diverse audiences, as it 

enables consumers to evaluate information and services from a culturally informed perspective. This is particularly relevant 

for outbound tourism booking, where understanding cultural nuances can influence perceptions of platform reliability and 

the overall user experience. Despite its importance, the role of intercultural competence in shaping online booking 

behaviors remains underexplored, particularly for Gen Z customers in Vietnam’s outbound tourism market. 

 

The Technology Acceptance Model with intercultural competence as an external variable 

The Technology Acceptance Model (TAM), developed by Davis (1989), is one of the most widely used frameworks 

for understanding technology adoption. TAM posits that two key constructs - Perceived Usefulness and Perceived Ease 

of Use - directly influence an individual’s attitude toward using a system, which in turn impacts behavioral inte ntion and 

actual usage (Tran & Khoa, 2025). TAM has been extensively applied in tourism and e-commerce research to examine 

consumer adoption of online booking platforms. For instance, studies by Chishty & Sayari (2024); Khoa et al. (2022) 

have demonstrated the effectiveness of TAM in explaining online shopping and booking behaviors.  

However, these studies often overlook the role of cultural variables in shaping consumer perceptions and attitudes, 

particularly in cross-cultural contexts. To address this limitation, recent research advocates for the inclusion of external 

variables, such as intercultural competence, to enhance TAM’s explanatory power in culturally diverse settings (Zhang 

& Zhou, 2023). Intercultural competence can influence PU and PEOU by shaping how users interpret and engage with 

online platforms that incorporate multicultural content and features. For example, consumers with higher intercultural 

competence are more likely to perceive a platform as useful and user-friendly if it aligns with their cultural expectations 

and facilitates cross-cultural interactions (Fitzgerald et al., 2018). 

In the context of outbound tourism, intercultural competence also directly impacts booking intentions by fostering 

attitude and reducing uncertainty associated with international travel planning. By integrating intercultural competence into 

the TAM framework, this study aims to provide a more nuanced understanding of Gen Z customers’ online booking 

intention, particularly in Vietnam’s outbound tourism market. The research model was proposed as Figure 1. 

 

 
 

Figure 1. Theoretical model 

 

Research hypotheses development 

Attitude, defined as an individual’s positive or negative evaluation of using a system, is a critical determinant of 

behavioral intention (Hung & Khoa, 2022; Ajzen, 1991). For Gen Z customers, a favorable attitude toward online 

booking platforms is shaped by their perception of the platform’s usefulness and ease of use, as well as their overall 

satisfaction with the digital experience (Yadav & Seranmadevi, 2024; Clubbs et al., 2021). Studies have shown that a 

positive attitude toward technology significantly enhances users’ willingness to adopt it, particularly in environments 

where convenience and efficiency are prioritized (Nowacki et al., 2023). In Vietnam, where Gen Z travelers are highly 

engaged with digital platforms, their attitude toward online outbound tourism booking is expected to play a pivotal role 

in shaping their booking intentions. Hence, this study proposed the hypothesis:  

H1: Attitude has a positive impact on the Gen Z customer’s Online Outbound Tourism Booking Intention in Vietnam. 

Perceived Usefulness reflects the extent to which users believe that using a system will enhance their performance or 

achieve desired outcomes (Venkatesh & Davis, 2000). In the context of online outbound tourism booking intention, 

perceived usefulness encompasses factors such as convenience, time savings, and access to comprehensive information 

(Tran & Khoa, 2025; Madi et al., 2024). For Gen Z travelers in Vietnam, online platforms that provide user-friendly 

interfaces and reliable information are perceived as highly useful, thereby increasing their intention to book. Existing 

research highlights the strong relationship between perceived usefulness and behavioral intention, particularly in 

technology-driven industries like tourism (Wong et al., 2023). Perceived usefulness not only influences behavioral intention 

directly but also shapes users’ attitudes toward technology (Wang et al., 2015). When Gen Z customers perceive an online 

platform as useful, they are more likely to develop a positive attitude toward using it. This relationship has been validated in 

multiple studies, which indicate that perceived usefulness significantly enhances users’ overall satisfaction and willingness to 
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engage with technology (Khoa, 2024). In the context of outbound tourism booking, platforms that meet Gen Z’s expectations 

for efficiency and personalization are likely to foster favorable attitudes. Consequently, this study posited the hypotheses: 

H2: Perceived Usefulness has a positive impact on the Gen Z customer’s Online Outbound Tourism Booking Intention 

in Vietnam. 

H3: Perceived Usefulness has a positive impact on the Gen Z customer’s Attitude toward Online Outbound Tourism 

Booking. 

Perceived Ease of Use refers to the degree to which a user perceives a system as easy to navigate and interact with 

(Anifa & Sanaji, 2022). For Gen Z travelers, who value seamless and intuitive digital experiences, Perceived Ease of Use is 

a critical determinant of their attitude toward online booking platforms. Research indicates that systems with high 

Perceived Ease of Use are more likely to elicit positive attitudes, as they reduce the cognitive effort required for interaction 

(Arifah & Juniarti, 2021). Perceived ease of use also influences perceived usefulness by shaping users’ perceptions of the 

system’s efficiency and reliability. When a platform is easy to use, users are more likely to perceive it as useful, as it 

facilitates the achievement of their goals with minimal effort (Kim et al., 2021). For Gen Z customers in Vietnam, 

platforms that combine ease of use with functionality are likely to be perceived as highly beneficial, enhancing their overall 

booking experience (Khoa & Huynh, 2024; Hur et al., 2017). Therefore, this investigation proposed the hypotheses: 

H4: Perceived Ease of Use has a positive impact on the Gen Z customer’s Attitude toward Online Outbound Tourism 

Booking. 

H5: Perceived Ease of Use has a positive impact on the Perceived Usefulness of Online Outbound Tourism Booking 

systems. 

Intercultural competence directly influences booking intentions by fostering trust and reducing uncertainty in cross-

cultural interactions (Zhang & Zhou, 2023). For Vietnamese Gen Z travelers, who engage with diverse cultural content 

during the booking process, higher intercultural competence enhances their confidence in using online platforms for 

outbound tourism. Intercultural competence also contributes to perceived ease of use by enabling users to navigate 

culturally diverse content more effectively. Consumers with higher intercultural competence are better equipped to interpret 

and engage with platform features tailored to international audiences, thereby enhancing their perception of ease of use 

(Fitzgerald et al., 2018). Finally, intercultural competence influences perceived usefulness by enabling users to appreciate 

the value of culturally adaptive features in online booking platforms. For Gen Z travelers, platforms that cater to diverse 

cultural preferences are perceived as more useful, as they align with their expectations for personalized and inclusive digital 

experiences (Chen & Hwang, 2019). Consequently, this study posited the hypotheses: 

H6: Intercultural Competences have a positive impact on the Gen Z customer’s Online Outbound Tourism Booking 

Intention in Vietnam. 

H7: Intercultural Competences have a positive impact on the Perceived Ease of Use of Online Outbound Tourism 

Booking systems. 

H8: Intercultural Competences have a positive impact on the Perceived Usefulness of Online Outbound Tourism 

Booking systems. 

 

METHODOLOGY 

Measurement scale 

The constructs in this study were measured using a structured questionnaire based on established scales, adapted to the 

context of Gen Z customers’ online outbound tourism booking intentions in Vietnam. The questionnaire was designed to 

assess five main constructs: Perceived Usefulness (USE), Perceived Ease of Use (EOU), Attitude (ATI), Intercultural 

Competences (ICO), and Online Outbound Tourism Booking Intention (OTB). Each item was measured on a five-point 

Likert scale ranging from 1 (“Strongly Disagree”) to 5 (“Strongly Agree”), ensuring that the scales captured nuanced 

perceptions and behaviors of the respondents. The development of the measurement scales was guided by prior research 

and validated instruments in technology acceptance, tourism behavior, and intercultural competence. USE, EOU, was 

measured with three items adapted from previous studies (Davis, 1989). ATI was measured with three items derived from 

prior research on technology acceptance and consumer behavior (Kirkpatrick et al., 2024). OTB was measured with three 

items adapted from tourism and technology adoption literature (San Martín & Herrero, 2012). Intercultural Competences 

represent the ability to effectively navigate and adapt to cultural differences, particularly in cross-cultural settings such as 

international tourism (Hammer, 2023; Fitzgerald et al., 2018). This construct was measured with four items adapted from the 

Intercultural Development Inventory (IDI) and research on intercultural competence in tourism. Each scale was pre-tested for 

clarity with a small group of Gen Z respondents to ensure that the items were contextually relevant and understandable. 

 

Sample and data collection 

The target population for this study was Gen Z customers in Vietnam, defined as individuals born between 1997 and 

2012. This demographic was chosen for its digital fluency, reliance on online platforms for decision-making, and 

increasing participation in outbound tourism. Data were collected using an online survey administered through social media 

platforms and online travel communities popular among young Vietnamese travelers, such as Facebook, Instagram, and 

Zalo. A purposive sampling method was employed to ensure that the respondents met the following criteria: 

1. They were Gen Z consumers residing in Vietnam. 

2. They had prior experience using online platforms for tourism-related activities. 

3. They had either booked or intended to book outbound tourism services in the near future. 
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The survey was conducted over a six-months period (from June 2024 to December 2024), and a total of 550 responses 

were received. After removing incomplete and invalid responses, a final sample of 312 valid responses was retained for 

analysis, achieving a response rate of approximately 56.72%. The sample size exceeded the recommended threshold for 

Partial Least Squares structural equation modeling (PLS-SEM) analysis, ensuring adequate statistical power (Hair Jr et al., 

2016). To enhance data reliability, the survey incorporated attention-check questions to identify and exclude respondents 

who provided inconsistent or random answers. Ethical considerations were observed, including obtaining informed consent 

and ensuring respondent anonymity. The data were securely stored and analyzed using SPSS and SmartPLS software. 

The final sample of 312 respondents consisted entirely of Gen Z individuals in Vietnam. Figure 2 provides a 

demographic breakdown of the sample, highlighting key characteristics such as gender, age, area, and education level. The 

majority of the participants were female (57.69%), with males constituting 42.31% of the sample. Geographic distribution 

was balanced, encompassing participants from urban areas such as Hanoi (32.05%), Ho Chi Minh City (48.72%), and Da 

Nang (19.23%), reflecting the urban-centric nature of online booking adoption in Vietnam. 
 

Gender       Age  

Location   

Education level 

 
Figure 2. Demographic profile of respondents 

 

RESULT 

Measurement model assessment 

The assessment of the measurement model involved examining the reliability, convergent validity, and discriminant 

validity of the constructs used in this study. The analysis was conducted using SmartPLS software, with results meeting the 

thresholds for reliability and validity based on prior methodological recommendations (Hair Jr et al., 2016). To ensure 

internal consistency, Cronbach’s Alpha (α) and Composite Reliability (CR) values were assessed in Table 1.  

 
Table 1. Reliability and convergent validity 

 

Construct α CR AVE OL (Min - Max) 

Perceived Usefulness (USE) 0.88 0.93 0.76 0.81 - 0.89 

Perceived Ease of Use (EOU) 0.84 0.9 0.74 0.80 - 0.88 

Attitude (ATI) 0.87 0.91 0.78 0.84 - 0.91 

Intercultural Competence (ICO) 0.92 0.94 0.79 0.83 - 0.92 

Online Outbound Tourism Booking Intention (OTB) 0.89 0.94 0.8 0.85 - 0.92 

 
Table 2. Fornell-Larcker Criterion 

 

Construct USE EOU ATI ICO OTB 

Perceived Usefulness (USE) 0.87 
    

Perceived Ease of Use (EOU) 0.61 0.86 
   

Attitude (ATI) 0.58 0.55 0.88 
  

Intercultural Competence (ICO) 0.52 0.49 0.61 0.89 
 

Online Outbound Tourism Booking Intention (OTB) 0.67 0.62 0.7 0.66 0.89 
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Both metrics surpassed the recommended threshold of 0.7, indicating adequate reliability. Convergent validity was 

examined using the Average Variance Extracted (AVE), with all constructs achieving AVE values above the 0.5 

threshold, confirming that the items adequately explained their respective constructs (Fornell & Larcker, 1981). Outer 

loadings (OL) for all items exceeded 0.7, further evidencing convergent validity. Discriminant validity was assessed 

using the Fornell-Larcker criterion. The Fornell-Larcker criterion in Table 2 indicated that the square roots of AVE for each 

construct were higher than their correlations with other constructs. 

 

Structural model assessment 

The structural model was assessed to evaluate the relationships between constructs and test the hypotheses. The analysis 

included examining the R², f², Q², path coefficients, variance inflation factors (VIFs) for multicollinearity, and the 

significance of the structural paths. 

The R² values in Table 3 indicated substantial explanatory power for the model, with Online Outbound Tourism 

Booking Intention achieving an R² of 0.62, Attitude achieving an R² of 0.54, Perceived Usefulness achieving an R² of 0.49, 

and Perceived Ease of Use achieving an R² of 0.26. Predictive relevance (Q²) in Table 3 was assessed using the 

blindfolding procedure, with all Q² values exceeding zero, confirming the model’s predictive relevance. 

 
Table 3. R² and Q² values 

 

Construct R² Q² 

Perceived Usefulness (USE) 0.49 0.31 

Perceiveed Ease of Use (EOU) 0.26 0.15 

Attitude (ATI) 0.54 0.36 

Online Outbound Tourism Booking Intention (OTB) 0.62 0.38 

 

Variance inflation factors (VIFs) were calculated to assess multicollinearity. All VIF values  in Table 4 were the 

recommended threshold of 5.0, indicating no multicollinearity issues. Path coefficients (β) and their significance levels 

were evaluated using a bootstrapping procedure with 5000 subsamples. All hypothesized paths were significant, supporting 

the acceptance of all hypotheses. Effect sizes (f²) were also calculated, with values above 0.02 indicating small effects, 0.15 

medium effects, and 0.35 large effects (Cohen, 2013). 

 
Table 4. Path coefficients and effect sizes (f²) 

 

Hypotheses β t-value p-value f² VIF Result 

H1: ATI → OTB 0.41 5.87 <0.001 0.21 1.92 Accepted 

H2: USE → OTB 0.32 4.92 <0.001 0.18 1.67 Accepted 

H3: USE → ATI 0.38 6.21 <0.001 0.20 1.72 Accepted 

H4: EOU → ATI 0.29 4.45 <0.001 0.14 1.62 Accepted 

H5: EOU → USE 0.36 5.78 <0.001 0.19 1.68 Accepted 

H6: ICO → OTB 0.27 3.89 <0.001 0.12 1.89 Accepted 

H7: ICO → EOU 0.31 4.78 <0.001 0.17 1.85 Accepted 

H8: ICO → USE 0.33 4.84 <0.001 0.18 1.78 Accepted 

 

DISCUSSION 

This study investigated the factors influencing Gen Z customers’ online outbound tourism booking intentions in 

Vietnam, using an extended Technology Acceptance Model framework that incorporated intercultural competence as an 

external variable. The research findings provide significant insights that align with and extend existing literature, offering a 

nuanced understanding of Gen Z consumer behavior in tourism technology adoption. 

The results confirmed that attitude has a significant positive impact on online outbound tourism booking intention (β = 

0.41, p < 0.001). This finding supports prior studies emphasizing the influence of attitude on behavioral intention (Nowacki 

et al., 2023; Venkatesh & Davis, 2000; Davis, 1989). Specifically, for Gen Z travelers in Vietnam, attitude is shaped by their 

positive evaluation of online booking platforms, aligning with Park et al. (2017), who highlighted that favorable attitudes 

significantly enhance technology adoption in tourism. The study further corroborates the argument made by Zhao et al. (2015) 

that a positive attitude is driven by seamless digital experiences and contributes directly to behavioral intention. 

Perceived Usefulness demonstrated a strong positive effect on booking intention (β = 0.32, p < 0.001), consistent with 

TAM’s foundational propositions (Davis, 1989). This outcome aligns with Erjavec and Manfreda (2022), who observed 

that usefulness reflects the functional benefits of online systems, such as convenience and efficiency. In the Vietnamese 

context, Gen Z customers perceive online platforms as indispensable tools for comparing travel options, accessing real-time 

information, and ensuring efficient trip planning. Additionally, this result confirms the findings of Chen & Hwang (2019), 

who argued that perceived usefulness is a key motivator in technology adoption across culturally diverse markets. 

The study found that Perceived Ease of Use significantly influenced attitude (β = 0.29, p < 0.001). This outcome aligns 

with Madi et al. (2024), who emphasized that intuitive and user-friendly interfaces are critical for fostering positive consumer 

attitudes. Gen Z’s demand for seamless navigation and minimal cognitive effort while using online platforms mirrors findings 

by Park et al. (2017), particularly in the context of visually appealing and easy-to-use systems. This reinforces the importance 

of tailoring platform designs to Gen Z’s expectations in Vietnam’s burgeoning outbound tourism market. 
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The inclusion of intercultural competence as an external variable enriched the TAM framework, providing novel 

insights into Gen Z’s cross-cultural interactions during the booking process. Intercultural competence significantly 

influenced booking intention (β = 0.27, p < 0.001), perceived ease of use (β = 0.31, p < 0.001), and perceived usefulness (β 

= 0.33, p < 0.001). These findings align with Hammer (2023), who emphasized the importance of intercultural competence 

in navigating culturally diverse contexts. The study validated assertion of Fitzgerald et al. (2018) that intercultural 

competence enhances trust in online platforms catering to international audiences. For Vietnamese Gen Z travelers, 

intercultural competence fosters confidence in interpreting and engaging with culturally diverse content, thus reducing 

uncertainty and enhancing overall platform reliability (Chen & Hwang, 2019). The integration of intercultural 

competence into the TAM framework addresses a critical research gap identified in the literature.  

While Salem et al. (2024) explored TAM in tourism and technology adoption, they neglected cultural variables. By 

incorporating intercultural competence, this study advances the understanding of how cultural adaptability interacts with 

technological constructs like Perceived Usefulness and Perceived Ease of Use. The findings align with Song and Sahid 

(2025), who argued that intercultural competence is vital for interpreting and engaging with multicultural content, 

especially in globalized contexts like outbound tourism. Unlike prior studies that primarily focused on Western contexts, 

this research highlights the unique characteristics of Vietnamese Gen Z customers, such as their reliance on so cial media 

for travel inspiration and their sensitivity to cultural nuances. The findings also align with Muñoz et al. (2025), who 

emphasized Gen Z’s preference for visually appealing platforms tailored to their digital fluency. Importantly, this study 

extends the work of Fitzgerald et al. (2018) by demonstrating that intercultural competence not only enhances cross-

cultural interactions but also influences technology adoption in tourism. 

 

CONCLUSION 

Theoretical contributions 

By incorporating intercultural competence as an external variable, this research provides a more comprehensive 

framework for understanding technology adoption in cross-cultural contexts. Traditional Technology Acceptance Model 

studies have largely focused on the constructs of perceived usefulness, perceived ease of use, and attitude as predictors of 

behavioral intention, often overlooking the cultural dynamics that influence decision-making in digital environments. 

Intercultural competence involves the ability to adapt and navigate effectively in culturally diverse interactions, which is 

particularly relevant in the context of online tourism booking platforms that cater to international and multicultural 

audiences. By integrating intercultural competence into TAM, this study addresses the limitations of traditional models that 

fail to account for the role of cultural adaptability in technology adoption decisions. The study significantly contributes to 

the growing body of knowledge on Gen Z, particularly in emerging markets like Vietnam. Gen Z customers, characterized 

by their digital fluency and global outlook, are not only adept at adopting technology but also exhibit a heightened 

sensitivity to cultural representation and diversity in online platforms. This research highlights the interplay between digital 

fluency, cultural adaptability, and technology adoption, offering a nuanced understanding of how these factors shape the 

behaviors of this influential demographic. Gen Z’s ability to engage with culturally diverse content on online platforms 

further solidifies the importance of intercultural competence as a critical determinant of their booking intentions. 

The findings of this study reinforce the relevance of TAM constructs in predicting online booking intentions, as 

demonstrated by foundational research by Davis (1989) and subsequent validations by Chen & Hwang (2019). Perceived 

usefulness remains a core determinant of behavioral intention, reflecting the functional benefits and efficiency offered 

by online booking platforms. Similarly, perceived ease of use significantly influences attitude by reducing cognit ive 

effort and enhancing user experience. The inclusion of intercultural competence bridges the gap between TAM and 

cultural variables, demonstrating their combined explanatory power in predicting booking intentions.  

By highlighting the interconnected roles of these constructs, this research provides a more holistic view of 

technology adoption in contexts where cultural diversity plays a central role.  Unlike most studies conducted in Western 

settings, this research contextualizes TAM within Vietnam’s unique cultural and economic landscape. Vietnam’s 

growing digital economy, coupled with an increasing interest in outbound tourism, presents a distinctive environment 

for examining the applicability of TAM. Vietnamese Gen Z customers, as digital natives, a re not only familiar with 

online technologies but are also influenced by local socio-cultural factors that differentiate their behavior from those in 

Western contexts. This study underscores the importance of tailoring global frameworks like TAM to specifi c cultural 

and regional settings, providing insights that are both locally relevant and globally applicable. By situating the research 

within Vietnam, this study advances the understanding of how TAM constructs and intercultural competence interact in 

an emerging market, offering implications for both academia and industry stakeholders.  

 

Managerial Implications 

Tourism platforms targeting Vietnamese Gen Z customers should prioritize user-friendly interfaces, personalized 

recommendations, and features that reflect cultural diversity. Technologies such as multilingual support and culturally 

adaptive content can enhance ICO and overall booking experiences. Marketers should leverage social media and influencer 

collaborations to capture Gen Z’s attention. Highlighting intercultural features and promoting trustworthiness can resonate 

with this demographic’s preferences. Tourism companies should invest in training programs to enhance intercultural 

competence among employees, ensuring culturally sensitive customer interactions and improved service delivery. 

Policymakers can promote digital transformation in the tourism sector by supporting initiatives that integrate cultural 

diversity into online platforms. This aligns with Vietnam’s broader goals of economic growth and internationalization. 
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Limitation and further research 

Despite its contributions, this study has several limitations. The study focused exclusively on Gen Z customers in Vietnam, 

which may limit the generalizability of the findings to other demographics or regions. The cross-sectional nature of the research 

limits the ability to capture changes in consumer behavior over time. A longitudinal approach could provide deeper insights. The 

reliance on self-reported data may introduce social desirability bias, potentially affecting the accuracy of the results. 

Cross-cultural comparisons or age group sampling can solve these constraints in future investigations.  

This study only examined Gen Z customers in Vietnam, but include older generations or consumers from different 

cultures could improve our understanding of online booking behaviour. Researchers can evaluate how cultural values, 

technology infrastructure, and societal norms affect online tourism booking platform adoption through cross -cultural 

comparisons. This broader approach may uncover considerable differences in perceived usefulness, ease of use, and 

intercultural competency, revealing the TAM framework's universal and context-specific features.  

Moreover, longitudinal research would be useful in analyzing Gen Z's behavior over time, especially as technology 

advances and new tourism features or platforms emerge. A longitudinal approach could reveal changes in preferences, 

attitudes, and booking patterns, revealing technology adoption trends. Further research could incorporate external 

elements like perceived risk, trust, and social influence to the TAM framework.  

For instance, perceived risk may influence online booking behavior, especially for overseas travel. Social influence, 

including peer recommendations and online evaluations, may also reveal how Gen Z makes decisions in a social and 

digital ecology. Adding these variables to the model might improve i ts explanation and application. 

 

Author Contributions: Conceptualization, A.V.T.; methodology, B.T.K.; software, B.T.K.; validation, B.T.K. and 

A.V.T.; formal analysis, B.T.K.; investigation, A.V.T.; data curation, B.T.K.; writing - original draft preparation, B.T.K. 

and A.V.T.; writing - review and editing, B.T.K. and A.V.T.; visualization, B.T.K.; supervision, B.T.K. ; project 

administration, A.V.T.  All authors have read and agreed to the published version of the manuscript. 
 

Funding: Not applicable.   
 

Institutional Review Board Statement: Not applicable. 
 

Informed Consent Statement: Not applicable. 
 

Data Availability Statement: The data presented in this study may be obtained on request from the corresponding author. 
 

Acknowledgments: We thank respondents, editors, and reviewers who contributed to this research. 
 

Conflicts of Interest: The authors declare no conflict of interest. 

 

REFERENCES 
Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision Processes, 50(2), 179-211. 

https://doi.org/10.1016/0749-5978(91)90020-t 

Ali, M. B., Tuhin, R., Alim, M. A., Rokonuzzaman, M., Rahman, S. M., & Nuruzzaman, M. (2022). Acceptance and use of ICT in 

tourism: the modified UTAUT model. Journal of Tourism Futures, 10(2), 334-349. https://doi.org/10.1108/jtf-06-2021-0137 

Anifa, N., & Sanaji, S. (2022). Augmented Reality Users: The Effect of Perceived Ease of Use, Perceived Usefulness, and Customer Experience 

on Repurchase Intention. Journal of Business and Management Review, 3(3), 252-274. https://doi.org/10.47153/jbmr33.3462022 

Arifah, I. D. C., & Juniarti, R. P. (2021). Interface Aesthetic, Perceived Value, Perceived Ease of Use, and Perceived Usefulness on 

Purchase Intention of Smartwatch Consumers. Paper presented at the International Conference on Business and Engineering 

Management (ICONBEM 2021).https://doi.org/10.2991/aebmr.k.210522.005. 

Bakos, J. Y., & Treacy, M. E. (1986). Information Technology and Corporate Strategy: A Research Perspective. MIS Quarterly, 10(2), 

107-119. https://doi.org/10.2307/249029 

Chen, P. Y., & Hwang, G. J. (2019). An empirical examination of the effect of self-regulation and the Unified Theory of Acceptance and 

Use of Technology (UTAUT) factors on the online learning behavioural intention of college students. Asia Pacific Journal of 

Education, 39(1), 79-95. https://doi.org/https://doi.org/10.1080/02188791.2019.1575184    

Chishty, S. K., & Sayari, S. (2024). An empirical assessment of online shopping behavior among Saudi college students: applying SEM. 

Cogent Business & Management, 11(1), 2377374. https://doi.org/10.1080/23311975.2024.2377374    

Clubbs, B. H., Gray, N., & Madlock, P. (2021). Using the theory of planned behavior and the technology acceptance model to analyze a 

university employee fitness tracker program with financial incentive. Journal of Communication in Healthcare, 14(2), 149-162. 

https://doi.org/10.1080/17538068.2020.1864614 

Cohen, J. (2013). Statistical Power Analysis for the Behavioral Sciences. Hoboken: Taylor and Francis. doi: 10.4324/9780203771587 

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information Technology. MIS Quarterly, 

13(3), 319-340. https://doi.org/10.2307/249008 

Djafarova, E., & Bowes, T. (2021). ‘Instagram made Me buy it’: Generation Z impulse purchases in fashion industry. Journal of 

Retailing and Consumer Services, 59, 102345. https://doi.org/10.1016/j.jretconser.2020.102345 

Dragolea, L. L., Butnaru, G. I., Kot, S., Zamfir, C. G., Nuţă, A. C., Nuţă, F. M., & Ştefănică, M. (2023). Determining factors in shaping 

the sustainable behavior of the generation Z consumer. Frontiers in Environmental Science, 11, 1096183. https://doi.org/ 

10.3389/fenvs.2023.1096183 

Erjavec, J., & Manfreda, A. (2022). Online shopping adoption during COVID-19 and social isolation: Extending the UTAUT model with 

herd behavior. Journal of Retailing and Consumer Services, 65, 102867. https://doi.org/10.1016/j.jretconser.2021.102867 

Fitzgerald, E. A., Marzalik, P. R., & Kue, J. (2018). Assessing Intercultural Development Pre- and Post Education Abroad. J Nurs Educ, 

57(12), 747-750. https://doi.org/10.3928/01484834-20181119-08 

https://doi.org/10.1016/0749-5978(91)90020-t
https://doi.org/10.1108/jtf-06-2021-0137
https://doi.org/10.47153/jbmr33.3462022
https://doi.org/10.2991/aebmr.k.210522.005
https://doi.org/10.2307/249029
https://doi.org/https:/doi.org/10.1080/02188791.2019.1575184
https://doi.org/10.1080/23311975.2024.2377374
https://doi.org/10.1080/17538068.2020.1864614
https://doi.org/10.2307/249008
https://doi.org/10.1016/j.jretconser.2020.102345
https://doi.org/10.1016/j.jretconser.2021.102867
https://doi.org/10.3928/01484834-20181119-08


Generation Z Customers’ Online Outbound Tourism Booking Intention in Vietnam: Extending the Technology Acceptance Model with ... 

 

 1127 

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement Error. 
Journal of Marketing Research, 18(1), 39-50. https://doi.org/10.1177/002224378101800104 

Giao, H. N. K., Vuong, B. N., Phuong, N. N. D., & Dat, N. T. (2021). A Model of Factors Affecting Domestic Tourist Satisfaction on Eco-Tourism 
Service Quality in the Mekong Delta, Vietnam. GeoJournal of Tourism and Geosites, 36(2spl), 663-671. https://doi.org/10.30892/gtg.362spl14-696 

Hair Jr, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M. (2016). A primer on partial least squares structural equation modeling (PLS-
SEM). Washington DC: Sage publications.  

Hammer, M. R. (2023). The Intercultural Development Inventory. In Student Learning Abroad, 115-136, Routledge. 
Ho, P. T., Ho, M. T., & Huang, M. L. (2024). Understanding the impact of tourist behavior change on travel agencies in developing countries: 

Strategies for enhancing the tourist experience. Acta Psychol (Amst), 249, 104463. https://doi.org/10.1016/j.actpsy.2024.104463 
Huang, R., & Ha, S. (2020). The effects of warmth-oriented and competence-oriented service recovery messages on observers on online 

platforms. Journal of Business Research, 121, 616-627. https://doi.org/10.1016/j.jbusres.2020.04.034 
Hung, N. P., & Khoa, B. T. (2022). Examining the Structural Relationships of Electronic Word of Mouth, Attitude toward Destination, 

Travel Intention, Tourist Satisfaction and Loyalty: A Meta-Analysis. GeoJournal of Tourism and Geosites, 45(4 supplement), 1650-
1660. https://doi.org/10.30892/gtg.454spl15-986 

Hur, K., Kim, T. T., Karatepe, O. M., & Lee, G. (2017). An exploration of the factors influencing social media continuance usage and 
information sharing intentions among Korean travellers. Tourism Management, 63, 170-178. https://doi.org/10.1016/j.tourman.2017.06.013 

Kdv, P., Shyamsunder, C. S., & Soni, H. (2024). Relationship  Between Green Finance Availability and Purchase Intentions in Generation Z and 
Millennials: Moderating Role of Consciousness. Qubahan Academic Journal, 4(3), 412-425. https://doi.org/10.48161/qaj.v4n3a987 

Khoa, B. T. (2024). Improving the Tour Booking Intention in Tourism Through Digitalizing Cultural Intangible Heritage: Evidence from 
Vietnam. Paper presented at the 2024 2nd International Conference on Sustaining Heritage: Embracing Technological Advancements 
(ICSH).https://doi.org/10.1109/ICSH62408.2024.10779947. 

Khoa, B. T., Ha, N. M., & Ngoc, B. H. (2022). The Accommodation Services Booking Intention Through the Mobile Applications of 
Generation Y: An Empirical Evidence Based on TAM2 Model. Paper presented at the International Econometric Conference of 
Vietnam.https://doi.org/10.1007/978-3-030-77094-5_43. 

Khoa, B. T., & Huynh, T. T. (2024). How to Improve the Destination Choice in Heritage Tourism Through Tourism Digitalization: Case 
of Vietnam. Paper presented at the 2024 2nd International Conference on Sustaining Heritage: Embracing Technological 
Advancements (ICSH).https://doi.org/10.1109/ICSH62408.2024.10779832. 

Kim, S. E., Kim, H., & Yang, S. B. (2021). Why not this destination? The effects of travel constraints of independent travelers on 
destination image formation. International Journal of Tourism Research, 23(6), 1073-1085. https://doi.org/10.1002/jtr.2463 

Kirkpatrick, R., Kirkpatrick, J., & Derakhshan, A. (2024). An investigation into the motivation and attitudes of Japanese students toward 
learning English: A case of elementary and junior high school students. Asian-Pacific Journal of Second and Foreign Language 
Education, 9(1), 23. https://doi.org/10.1186/s40862-023-00243-z 

Madi, J., Al Khasawneh, M., & Dandis, A. O. (2024). Visiting and revisiting destinations: impact of augmented reality, content quality, 
perceived ease of use, perceived value and usefulness on E-WOM. International Journal of Quality & Reliability Management, 
41(6), 1550-1571. https://doi.org/10.1108/ijqrm-10-2023-0314 

Muñoz, K. E., Roma, M., & Almiñe-Catacutan, M. (2025). Enhancing tourism students’ intercultural skills with design thinking. 
Anatolia, 1-15. https://doi.org/10.1080/13032917.2025.2451902 

Nowacki, M., Kowalczyk-Anioł, J., & Chawla, Y. (2023). Gen Z’s Attitude towards Green Image Destinations, Green Tourism and 
Behavioural Intention Regarding Green Holiday Destination Choice: A Study in Poland and India. Sustainability, 15(10), 7860. 
https://doi.org/10.3390/su15107860 

Park, K., Ha, J., & Park, J. Y. (2017). An Experimental Investigation on the Determinants of Online Hotel Booking Intention. Journal of 
Hospitality Marketing & Management, 26(6), 627-643. https://doi.org/10.1080/19368623.2017.1284631 

Salem Islam, E., El‐Said Osman, A., El Gamil, R., Afifi Mohamed, F., & Attallah Nashwa, F. (2024). How Tourism Cultural Events 
Influence Multicultural Competence, Tourism Destination Image, and Visit Intentions: Evidence From the Pharaohs' Golden Parade. 
International Journal of Tourism Research, 26(5). https://doi.org/10.1002/jtr.2740 

San Martín, H., & Herrero, Á. (2012). Influence of the user’s psychological factors on the online purchase intention in rural tourism: Integrating 
innovativeness to the UTAUT framework. Tourism Management, 33(2), 341-350. https://doi.org/10.1016/j.tourman.2011.04.003 

Song, Z., & Sahid, S. (2025). Exploring factors shaping intercultural competence among China's college students to seize global business 
opportunities: A systematic literature review. Social Sciences & Humanities Open, 11, 101190. https://doi.org/10.1016/j.ssaho.2024.101190 

Tran, A. V., & Khoa, B. T. (2025). The Impact of Mobile Augmented Reality on Green Experience and Destination Choice Intention in 
Green Tourism in Vietnam. GeoJournal of Tourism and Geosites, 58(1), 136-145. https://doi.org/10.30892/gtg.58112-1397 

van der Heijden, H., Verhagen, T., & Creemers, M. (2017). Understanding online purchase intentions: contributions from technology and 
trust perspectives. European Journal of Information Systems, 12(1), 41-48. https://doi.org/10.1057/palgrave.ejis.3000445 

Venkatesh, V., & Davis, F. D. (2000). A Theoretical Extension of the Technology Acceptance Model: Four Longitudinal Field Studies. 
Management Science, 46(2), 186-204. https://doi.org/10.1287/mnsc.46.2.186.11926 

Wang, L., Law, R., Guillet, B. D., Hung, K., & Fong, D. K. C. (2015). Impact of hotel website quality on online booking intentions: 
eTrust as a mediator. International Journal of Hospitality Management, 47, 108-115. https://doi.org/10.1016/j.ijhm.2015.03.012 

Wong, E. Y., Hui, R. T., & Kong, H. (2023). Perceived usefulness of, engagement with, and effectiveness of virtual reality environments in learning 
industrial operations: the moderating role of openness to experience. Virtual Real, 27(3), 1-17. https://doi.org/10.1007/s10055-023-00793-0 

Yadav, G. N. S., & Seranmadevi, R. (2024). The Digital Transformation. In Digital Technologies, Ethics, and Decentralization in the 
Digital Era, 80-98, IGI Global. 

Yamagishi, K., Canayong, D., Domingo, M., Maneja, K. N., Montolo, A., & Siton, A. (2023). User-generated content on Gen Z tourist 
visit intention: a stimulus-organism-response approach. Journal of Hospitality and Tourism Insights, 7(4), 1949-1973. https://doi.org/ 
10.1108/jhti-02-2023-0091 

Zhang, X., & Zhou, M. (2023). Factors affecting university students’ intention to use mobile apps for intercultural competence development: A 
mixed-method approach. Education and Information Technologies, 29(6), 6991-7026. https://doi.org/10.1007/s10639-023-12106-8 

Zhao, X., Wang, L., Guo, X., & Law, R. (2015). The influence of online reviews to online hotel booking intentions. International 
Journal of Contemporary Hospitality Management, 27(6), 1343-1364. https://doi.org/10.1108/ijchm-12-2013-0542 

 

 
Article history: Received: 25.01.2025 Revised: 08.05.2025 Accepted: 02.06.2025 Available online: 30.06.2025 

 

https://doi.org/10.1177/002224378101800104
https://doi.org/10.30892/gtg.362spl14-696
https://doi.org/10.1016/j.actpsy.2024.104463
https://doi.org/10.1016/j.jbusres.2020.04.034
https://doi.org/10.30892/gtg.454spl15-986
https://doi.org/10.1016/j.tourman.2017.06.013
https://doi.org/10.48161/qaj.v4n3a987
https://doi.org/10.1109/ICSH62408.2024.10779947
https://doi.org/10.1007/978-3-030-77094-5_43
https://doi.org/10.1109/ICSH62408.2024.10779832
https://doi.org/10.1002/jtr.2463
https://doi.org/10.1186/s40862-023-00243-z
https://doi.org/10.1108/ijqrm-10-2023-0314
https://doi.org/10.1080/13032917.2025.2451902
https://doi.org/10.3390/su15107860
https://doi.org/10.1080/19368623.2017.1284631
https://doi.org/10.1002/jtr.2740
https://doi.org/10.1016/j.tourman.2011.04.003
https://doi.org/10.1016/j.ssaho.2024.101190
https://doi.org/10.30892/gtg.58112-1397
https://doi.org/10.1057/palgrave.ejis.3000445
https://doi.org/10.1287/mnsc.46.2.186.11926
https://doi.org/10.1016/j.ijhm.2015.03.012
https://doi.org/10.1007/s10055-023-00793-0
https://doi.org/10.1007/s10639-023-12106-8
https://doi.org/10.1108/ijchm-12-2013-0542

