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ABSTRACT 
Purpose of the study: The link between African language radio stations (ALSs) and the Technology 
Acceptance Model (TAM) has not been investigated. The exploration of TAM’s applicability in the usage of ALSs 
may help guide marketers and media entities in attaining a competitive edge over other forms of media. ALSs 
enjoy almost 75% of the radio market in South Africa; however, they are faced with increased competition from 
digital media, which in turn augments the media consumption patterns among young consumers such as 
Generation Y. 
Design/methodology/approach: A quantitative research was conducted wherein a sample of 500 South 
Africans was drawn using convenience sampling, out of which 494 responded. A self-administered 
questionnaire was used to collect data from Generation Y individuals between the ages of 18 and 36, and data 
cleaning resulted in 350 questionnaires that were regarded as usable. 
Findings: Positive relationships were found between TAM constructs that include intention to use and actual 
usage, attitude and intention to use, perceived usefulness and intention to use, perceived usefulness and 
attitude, perceived usefulness and perceived ease of use, perceived ease of use and attitude, subjective norms 
and perceived usefulness, and subjective norms and perceived ease of use. The outcome of the study indicated 
that TAM is applicable to Generation Y's usage of ALSs in South Africa. 
Recommendations/value: This study is one significant contribution in the least explored area of ALSs and 
indigenous language media in South Africa and similar markets, while it also capacitates ALSs in an 
environment of continued digital media penetration. 
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Managerial implications: Programmes managers and marketers of ALSs need to ensure that ALSs integrate 
with new media and factors TAM constructs to ensure their relevance within the technology-driven media 
environment. 
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1. INTRODUCTION 

African language radio stations’ (ALSs) 26 million consumers make these broadcasting 

platforms the most consumed forms of media in South Africa (BRC, 2023). While these media 

enjoy more than 70% of the country’s radio market, their digital media presence remains low, 

and this results in newer media being seen as threats rather than modes to use in enhancing 

ALSs’ prowess. Traditional media tend to be seen as outdated, and consumer cohorts such 

as Generation Y, which are individuals who were born between 1986 and 2005, prefer to 

engage through non-traditional digital media, while the internet and smartphones have 

become an important extension of their existence (Escandon-Barbosa et al., 2021:2). 

Generation Y constitutes more than 35% of the population in South Africa (Statistics South 

Africa, 2020). The economic power of  Generation Y, coupled with this market’s materialism, 

makes this a lucrative consumer group for marketers (Tolani, 2020). The usage of ALSs by 

this cohort, together with the revenue potential that ALS media stand to generate from this 

consumer segment, warrants a study that appreciates the collaboration of consumer 

behaviour and  Technology Acceptance Model (TAM). This study aims to explore the 

applicability of TAM in the usage of ALSs by Generation Y in South Africa. 

2. LITERATURE REVIEW 

2.1 African Language Radio Stations (ALSs) in South Africa 
African language radio stations (ALSs) are media outlets that are under the South African 

Broadcasting Corporation’s (SABC) Public Broadcasting Service (PBS) division (South African 

Broadcasting Corporation, 2020). While ALSs enjoy the majority of radio consumers in South 

Africa, these radio stations – which are part of the African language media network – have not 

been fully studied in the country (Gunner, 2017). The need to explore ALSs, considering that 

they constitute an ensemble of radio stations that target young and old South Africans who 
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speak and understand any South African official language that was previously (South African 

Broadcasting Corporation, 2023), is significant. 

South Africa’s broadcasting system was established in 1930 and was driven by English and 

Afrikaans, which are the only recognised official languages (Nyamnjoh, 2005). Ten years later, 

the loudspeaker system for broadcast was introduced with the aim of reaching Black African 

audiences based in mining areas, hostels, and townships (Wiederroth, 2012). The colonial 

government’s motivation behind this broadcasting system was necessitated by the state’s 

desire to ‘encourage’ Black Africans to participate in the Second World War (WWII) while also 

influencing the type of content Africans consumed about the warfare (Mhlambi, 2019). 

K.E Masinga then presented a proposal to the SABC in December of 1941 to be given 

permission to present news in the indigenous language of isiZulu, which would be the first 

African language broadcast (Gunner, 2017). Masinga’s request was granted because it 

presented a solution to the government’s concerns about the lack of support and loyalty from 

Black people towards WWII. Even though the SABC started broadcasting in the African 

languages of isiZulu, with Southern Sotho and isiXhosa following, radio stations in these 

languages were established on the basis of separatism that was deemed by the government 

as a fair representation of the tribal groupings in the country (Carver, 1995) In 1960, the SABC 

introduced a more structured African language broadcasting system through a vernacular 

radio service called Radio Bantu (Lekgoathi, 2009). The Afrikaner Broederbond, as a result, 

was indirectly given powers by the government to oversee the SABC and make decisions that 

were to the benefit of the regime (Lekgoathi, 2012).  

Ever since the Jabulani – Freedom of the Airwaves Conference that took place in the 

Netherlands in 1991, the SABC has been tasked with the responsibility to provide redress and 

by having the other indigenous official South African languages that include IsiNdebele, 

SiSwati, IsiXhosa, SePedi, SeTswana, TshiVenda, XiTsonga, IsiZulu and SeSotho, be 

afforded a similar level of importance as English and Afrikaans (Horwitz, 2001). While almost 

all ALSs were founded prior to 1994 and were given names that are in line with their languages 

of broadcast, such as Radio Zulu, Radio Ndebele, Radio Xhosa, Radio Tsonga, Radio Venda, 

Radio Sesotho, Radio Swazi and Radio Tswana, post-1994 they had to be rebranded as part 

of the SABC’s continued repositioning from a state to a public broadcaster. Since 1994, ALSs 

have formed an integral extension of South Africa’s free-to-air broadcasting system that aims 

to provide social, political and cultural expression to the majority of the country’s population in 

a language of their choice (Nyembezi et al., 2019). According to the Broadcast Research 
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Council of South Africa (BRC), by the end of February 2023, ALSs commanded the following 

listenership: 

Table 1: Listenership of African language radio stations of the SABC 
RADIO STATION (ALSs) LANGUAGE LISTENERSHIP (‘000s) 

Ukhozi FM IsiZulu 7,686 

Umhlobo Wenene FM IsiXhosa 4,219 

Lesedi FM SeSotho 3,611 

Motsweding FM SeTswana 3,114 

Thobela FM SePedi 2,628 

Ikwekwezi FM IsiNdebele 1,193 

Ligwalagwala FM SiSwati 1,284 

Phalaphala FM TshiVenda 1,239 

Munghana Lonene FM XiTsonga 1,412 

XK FM Xủntali (!Xủ), Khwedam (Khwe) 

and Afrikaans 

0.006 

TOTAL  26,386 

Source: (BRC, 2023)  

ALSs currently operate within regulated guidelines, which are embedded in their licence 

conditions that prescribe the language of broadcast to be used, the type of content to be 

broadcast, and the quotas of local music to be played (Boshoff & Jaarsveld, 2019). These 

media platforms’ provision of quality free-to-air programming in all official languages is, 

however,  proving to be commercially unsustainable (Bronstein & Katzew, 2018), and the need 

for more revenue-generating options needs to be explored with intensity.  

2.2 Technology Acceptance Model (TAM) 
The origin of the Technology Acceptance Model (TAM) is located in Fishbein and Ajzen’s 1975 

Theory of Reasoned Action (TRA) (Rafdinal & Senalasari, 2021). TAM models how consumers 

accept and use technology-driven products and posits that the usage of technology is 

influenced by factors that are both internal and external to the consumer. This model comes 

from the need to predict how individuals accept technological innovation within a work 

environment (Schiffman et al., 2014). TAM has been found to be a model better suited to the 
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prediction of behaviour and the actual usage of technological products (Alsaleh, 2017). 

Fishbein and Ajzen’s TAM hypothesis suggests that actual usage is influenced by the 

combination of behavioural elements: the attitude of an individual towards acting in a particular 

manner, beliefs associated with acting out in line with the said beliefs and the assessment of 

the results (Bianchi & Andrews, 2018). With TAM, individuals’ intention to use and actual 

usage are factors of the perceived ease of use and perceived usefulness of the product (Roy 

et al., 2018).  

TAM’s accuracy in explaining actual usage was evident in Schepers and Wetzel (2007), Chen 

and Huang (2016) and Lim et al. (2021), where it was integrated with the Uses and 

Gratification theory and Theory of Planned Behaviour (TPB) (Fishbein & Ajzen, 2011). TAM, 

however, has hardly been tested within the context of mass communication media such as 

radio. It has become necessary to understand TAM from a media consumption perspective 

and develop an understanding of the effects of external variables that manifest in subjective 

norms (SN) on both perceived usefulness (PU) and perceived ease of use (PEOU). These 

constructs’ effect on consumer attitude (AT) and how that is converted to intention to use (IU) 

and ultimately to actual usage (AU) of technological products becomes significant. This study, 

therefore, aims to explore the adaptation of TAM, as reflected in Figure 1, within consumer 

behaviour in a manner that contextualises its applicability in the usage of ALSs by the 

Generation Y consumers in South Africa.  
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Figure 1: Technology Acceptance Model (TAM) 

 
Source: Davis et al. (1989) 

2.2.1  Actual usage (AU) 

The actual usage of a product happens as a result of the intention to use it and is also a 

consequence of the product’s perceived usefulness coupled with perceived ease of use, given 

the effect of external variables such as subjective norms (Tripathi et al., 2022). Actual usage 

implies an individual’s willingness to make use of a particular technology at a given moment 

(Rad et al., 2022). This construct has been found to be directly connected to individuals’ 

intention to use technological products (Ajzen, 1991; Venkatesh et al., 2003), and usage 

culminates from the existence of positive relationships between TAM constructs. For the 

purpose of this study, relationships that are formulated by intention to use (IU), attitude (AT), 

perceived usefulness (PU), perceived ease of use (PEOU) and subjective norms (SN) ought 

to be aligned for actual usage (AU) of African language radio stations by Generation Y 

individuals in South Africa to be realised. With the interconnection of the TAM constructs 

above, this study presents the following hypothesis: 

H1 -  The usage of African language radio stations is driven by a five-factor TAM 

structure comprising intention to use, attitude, perceived usefulness, perceived ease 

of use and subjective norms.  
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2.2.2 Intention to use (IU) 

Intention denotes the degree to which an individual plans to act in a given manner (Ahmad & 

Abdulkarim, 2019). Behavioural intention to use is influenced by both attitude and perceived 

usefulness, with attitude having a more direct effect on the intention to use (Chen et al., 2015). 

Scholars have concluded that intentions ought to be regarded as an integral component of 

actual usage because the stronger the intentions, the higher the possibility of an individual 

displaying behaviour that is reflective of them (Bianchi & Andrews, 2018). Essentially, in the 

event that the intention to use is accurately predicted, actual usage may be deduced with a 

great degree of certainty. It is on this basis that intentions are regarded as psychological 

precursors to behaviour (Fishbein & Ajzen, 2011). Intention to use is more directly connected 

to actual usage than any other construct (Dakduk et al., 2017), and with respect to this study, 

this construct represents Generation Y’s direct predisposition to use ALSs. 

H2: Intention to use has a positive relationship with Generation Y individuals’ actual 

usage of African language radio stations in South Africa. 

2.2.3 Attitude (AT) 

Attitude is defined as the comprehensive positive or negative evaluation of an item from an 

individual’s subjective outlook (Fishbein & Ajzen, 2005). This outcome is presented after one 

assesses the product within the context of  

“good-bad, harmful-beneficial, pleasant-unpleasant, and likable-dislikable”  

(Ajzen, 2001:27). The attitude developed by consumers is influenced by direct and indirect 

interaction with the product (Schiffman & Wisenblit, 2015). Attitude becomes an influential 

attribute to consumers’ intention to use. In the context of this study, attitude is regarded as a 

component that would influence South African Generation Y individuals’ intention to use 

African language radio stations. This study, therefore, proposed the following hypothesis: 

H3: Attitude has a positive relationship with Generation Y individuals’ intention to use 

African language radio stations in South Africa. 

2.2.4 Perceived usefulness (PU) 

Perceived usefulness (PU) is defined as the degree to which an individual believes that the 

usage of a technological product will result in a positive impact on them (Amin et al., 2014). 

PU is further regarded as consumers’ sentiments regarding the ability of this newer form of 

technology to enhance usage (Wilson et al., 2021). This construct, resultantly, has a direct 
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bearing on the manner in which consumers use technological products (Jain, 2021). 

Generation Y individuals perceive the usefulness of listening to ALSs as beneficial to their 

daily lives. The perceived usefulness of a product is seen as a contributory factor in the attitude 

developed by the consumers about the product. The perceived usefulness of ALSs in the 

context of this study is thought to have an influence on individuals’ attitudes towards ALSs and 

their intention to use them. Therefore, this study presents the following hypotheses: 

H4: Perceived usefulness has a positive relationship with Generation Y individuals’ 

intention to use African language radio stations in South Africa. 

H5: Perceived usefulness has a positive relationship with Generation Y individuals’ 

attitude towards African language radio stations in South Africa. 

2.2.5  Perceived ease of use (PEOU) 

Davis et al. (1989) define Perceived ease of use (PEOU) as the extent to which users believe 

the usage of a product or system would happen without difficulty. PEOU has been found to 

have a positive contribution to the loyalty consumers develop towards a product and may 

present itself as the reduced time, effort and cost of acquiring and operating the product 

(Wilson et al., 2021). When there is a perception that the usage of a product may come with 

a degree of complexity, people’s natural instinct would be to distance themselves from it and 

opt for alternatives that have a perceived ease of use (Usman et al., 2022). This indicates that 

there is a directly proportional relationship between a product’s perceived ease of use and its 

acceptance by the market (Ismail & Razak, 2011). Having a radio medium perceived to be 

easily accessible to consumers through modes that include digital has a propensity to attract 

users. The resultant effect of consumers’ perceived ease of use is satisfaction with the product 

(Rezaei & Amin, 2013). For this reason, it is further deduced that the perceived ease of use of 

a technological system has a direct influence on its perceived usefulness (Mullins & Cronan, 

2021). Similarly, perceived ease of use has been found to have a positive effect on the attitude 

consumers have about a technological product (Hong et al., 2008). As a result, it may be 

argued that upon consumers perceiving brands and products as easy to use, they tend to 

develop a positive attitude towards them and further regard those products as useful in their 

lives. Given this background, the following hypotheses were formulated: 

H6: Perceived ease of use has a positive relationship with Generation Y individuals’ 

attitude towards African language radio stations in South Africa. 
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H7: Perceived ease of use has a positive relationship with Generation Y individuals’ 

perceived usefulness of African language radio stations in South Africa. 

2.3 Subjective norms (SN) 
Fishbein and Ajzen defined subjective norms as a person’s inclination to either act or not act 

in response to social pressure (Harb et al., 2021). Subjective norms posit that individuals are 

more likely to engage in behaviours that are perceived as acceptable to members of their 

esteemed social circle (Usman et al., 2022). Essentially, while decision-makers may develop 

a motivation to act in a particular behaviour, the pressure exerted by important social peers’ 

perception of rightfulness is not negated in the process of decision-making (Slaton & 

Pookulangara, 2022). External variables such as subjective norms not only ensure that the 

usage of technological products is understood but that they further assist in providing an 

understanding of the reasons that may lead to products not being used (Abdullah et al., 2016). 

Numerous studies have also revealed that subjective norms are an integral component in 

determining perceived usefulness (Choi & Chung, 2013). Recognising that there may be 

external factors that include people whose opinion may be regarded as significant that have a 

positive effect on the acceptance, perceived usefulness and perceived ease of use of African 

language radio stations by Generation Y, the following hypotheses were developed: 

H8: Subjective norms have a positive relationship with Generation Y individuals’ perceived 

usefulness of African language radio stations in South Africa. 

H9: Subjective norms have a positive relationship with Generation Y individuals’ perceived 

ease of use of African language radio stations in South Africa. 

2.4 Generational theory and South Africa’s Generation Y market 
Generational theory is premised on developing an understanding of the differences between 

one generation of individuals and another (Wolf et al., 2005). Using demographics as a basis 

for segmentation, marketers break down consumer markets using shared commonalities such 

as age (Holbrook & Schindler, 1996) to develop knowledge into generational groupings. The 

segmentation of markets based on generational groupings is stereotypical in nature due to the 

camaraderie that is perceived to be shared by members of each particular segment (Jones et 

al., 2018). Stereotypes are founded on the assumption that by being born within a particular 

period, individuals would have innate similarities in their beliefs, attitudes, ideas and values 

(Brosdahl & Carpenter, 2011). These internal common traits would be a product of external 

influences that emanate from political, economic, social and technological macro-

environmental factors (Özkan, 2017).  
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South Africa’s Generation Y constitute 35% of the total population of the country and forms 

54% of the country’s working populace (Statistics South Africa, 2020). Statistics South Africa 

revealed that almost 50% of the Generation Y market in the country were employed, and 16 

million of these individuals had access to credit funding (Statistics South Africa, 2020; CNBC, 

2023). The magnitude of Generation Y makes this market more than twice the size of the 

generational groupings that precede it, and this, by extension, presents this cohort as an 

attractive prospect to marketers (Huntley, 2006). The BRC (2023) indicates that even though 

music streaming and podcast consumption are on the increase amongst younger consumers, 

an estimated 22 million South African individuals between the ages of 18 and 36 remain ardent 

listeners of the radio medium. Scholars have argued that Generation Y continues to prefer the 

radio medium for music and information. However, common Generation Y literature 

emphasises that this market prefers to engage through non-traditional digital media such as 

Twitter and Facebook; as such, marketers would also need to follow them on those platforms 

(Ave et al., 2015). Nonetheless, considering Van Schalkwyk's (2019:56) assertion that  

“South African Generation Y also grew up in one of the most unequal societies in the 

world, and they are not yet free from poverty and inequality”  

it requires scholars to recognise that this market’s unavoidable exposure to ALSs and their 

usage of media that are as easily available and richly supported in this manner presents a 

dichotomy worth exploring. 

3. METHODOLOGY 

A quantitative research approach was adopted for this study, and a survey was the preferred 

method of data collection. The target population was South Africans of all genders who were 

born between 1986 and 2005 and were exposed to radio media. A non-probability 

convenience sample of 500 Generation Y South Africans that are between the ages of 18 and 

36 years was performed, and self-administered questionnaires were sent to respondents 

using social media and connectivity platforms that include Facebook, Twitter and WhatsApp 

to ensure that the study represents a wide geographic market that consumes the radio medium 

while also preferring to engage through newer digital media. The conveniently selected 

participants are social media relations, colleagues and friends of the researcher, while others 

were referred by virtue of fitting the profile of the population under investigation. Considering 

that the Protection of Personal Information Act (POPIA) guarantees persons a right to privacy 

and the safeguarding of personal information, participants’ consent to partake in the study was 

requested prior to being sent the link to the questionnaire. The research instrument was then 
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distributed as an online link, and respondents were then given the opportunity to complete the 

survey electronically. The furnished questionnaire was automatically returned to the 

researcher through the online-based data collection platform called SurveyMonkey. From the 

494 completed questionnaires, 350 were found to be usable. 

The structure of the questionnaire ensured that different elements of data would be collected 

using the multi-item Likert scale that has questions with responses ranging from strongly 

disagree (1) to strongly agree (5). Demographic information that included the respondents’ 

province of origin, gender, race, age, first language and highest educational qualification was 

gathered using Section A. The TAM constructs were measured using Section B to Section G.  

Section B collected data on actual usage in AU1 – AU4 (Al-Rahmi et al., 2022), Section C 

focused on intention to use through IU1 – IU4 (Nysveen, 2005; Shin, 2009), attitude was 

measured in Section D from AT1 – AT4 (Marakarkandy et al., 2017), Section E assessed 

perceived usefulness on PU1 – PU4 (Liu & Luo, 2022; Nysveen, 2005; Wang, 2015), Section 

F was used for perceived ease of use with PEOU1 – PEOU4 (Marakarkandy et al., 2017; 

Venter et al., 2012) and subjective norms were measured in Section G through SN1 – SN4 

(Jin, 2014; Yoon & Rolland, 2015).  

3.1  Reliability and validity of the measurements 
3.1.1  Reliability analysis 

Reliability analysis was conducted to ascertain the quality of the measurement model through 

the testing of its stability and consistency using Cronbach alpha and composite reliability. The 

results are presented in Table 2.  

Table 2: Reliability analysis and Composite reliability analysis 

Items Number of items Cronbach’s 
Alpha 

Composite reliability 
(rho_a) 

Actual usage 
Intention to use 
Attitude 
Perceived usefulness 
Perceived ease of use 
Subjective norms 

4 
4 
4 
4 
3 
4 

0.928 
0.939 
0.914 
0.911 
0.602 
0.885 

0.930 
0.940 
0.918 
0.919 
0.827 
0.888 

Statistically significant at 
p<0.05 
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Source: Own compilation 

All the scales indicate reliability by presenting Cronbach’s alpha values that are above Wiid 

and Diggines’ (2013) 0.60 minimum. Recommended composite reliability values need to be 

higher than 0.70, and satisfactory to good internal consistency is derived from composite 

reliability values that are above 0.7 but below 0.95 (Hair et al., 2011). Composite reliability 

(rho_a) is presented in Table 2 above, wherein its calculation with respect to all constructs 

returned values that are below 0.95. Internal consistency and the reliability of the 

measurement model were thus ascertained. 

3.3.2 Validity analysis 

Convergent validity and discriminant validity were used to assess the effectiveness of the 

measurement instrument (Souza et al., 2017). Convergent validity was presented as a method 

of analysis that compared its similarities with other tests which measure similar constructs 

(Saunders et al., 2015). This validity test was conducted using the Average Variance Extracted 

(AVE), wherein only values that are above 0.50 were considered acceptable (Hair et al., 2014). 

AVE is regarded as a standard estimator of validity as it reflects the amount of variance in 

suppressed constructs (Fornell & Larcker, 1981). The convergent validity analysis of this study 

returned above-average AVE values for actual usage (0.824), intention to use (0.846), attitude 

(0.796), perceived usefulness (0.789), and subjective norms (0.744). The analysis produced 

a lower AVE value for one of the constructs, namely, perceived ease of use (0.389). However, 

according to Fornell and Larcker (1981), even though a minority of constructs may have an 

AVE that is lower than 0.5, for as long as all the Cronbach’s alpha and the composite reliability 

values of the measures are above the acceptable minimum levels, the measurement items 

should be seen as having strong internal reliability. Considering the latter point together with 

the results reflected above, it was deduced that the measurement model passed the 

convergent validity test. 

3.3.3 Correlation analysis 

The performance of correlation analysis was used to test the strength and direction of the 

relationship between variables (Saunders et al., 2015). Correlation coefficient values are 

considered adequate when they lie between -1 and 1, and a positive correlation between two 

variables implies that when the value of one variable increases, so does the value of another 

(Wiid & Diggines, 2013). The Pearson’s Product-Moment correlation coefficient was applied 

to construct the correlation matrix, and the results are outlined in Table 3. 
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Table 3: Correlation analysis and discriminant validity 

Construct 1 2 3 4 5 6 

1. Actual usage 
2. Intention to use 
3. Attitude 
4. Perceived usefulness 
5. Perceived ease of use 
6. Subjective norms 

0.907 
0.754** 
0.641** 
0.678** 
0.162** 
0.647** 

 
0.919 
0.798** 
0.713** 
0.233** 
0.681** 

 
 
0.892 
0.784** 
0.159** 
0.688** 

 
 
 
0.888 
0.133** 
0.712** 

 
 
 
 
0.623 
0.192** 

 
 
 
 
 
0.862 

**Correlation is significant at the 0.05 level (2-
tailed) 

      

Source: Own compilation 

Correlation coefficient values which are greater or equal to (≥) 0.5 indicate a strong to perfect 

correlation, and those that returned values smaller than 0.5 demonstrate medium to small 

correlations. The results of the study, as presented above in Table 3, demonstrate the 

existence of positive correlations between all the TAM sets of constructs that were tested at a 

significance level of 0.05. The outcome of the correlation analysis test between tested 

variables was thus proven, and the model was rendered fit for the performance of structural 

equation modelling (SEM). Furthermore, the discriminant validity test was performed to 

establish the extent to which latent variables differ from one another (Rönkkö & Cho, 2022). 

In order to attain discriminant validity, a latent variable ought to account for bigger variance 

when placed against associated indicator variables, more than it would if placed against any 

other construct within the same model (Fornell & Larcker, 1981). Table 3 presents the 

discriminant validity, and with all variables accounting for the sought variances, the 

measurement model’s discriminant validity was proven. 

4. FINDINGS AND DISCUSSION 

The study’s gender representation was unevenly split: more females (68.6%) than males 

(30.6%) participated, and participants who fall under the ‘other’ category were in the minority 

(0.9%). The collected data revealed that participants’ ages ranged from between 18 to 24 

(43.1%), 25 to 29 (28.9%) and 30 to 36 (28%). The study had a wide representation of race, 

with Black at 77.7%, Coloured at 4.3%, Indian/Asian at 9.7% and White at 8.3%. All eleven 

official languages of South Africa had a form of representation in the study; however, the 

majority of responses indicated the four most common first languages among the participants: 
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English (24.29%), isiNdebele (20.57%), Sepedi (12.57%) and isiZulu (12.29%). Participation 

was also drawn from first-language speakers of SiSwati (6.00%), isiXhosa (5.71%), Xitsonga 

(5.43%), Setswana (5.14%), Sesotho (2.86%), Tshivenda (2.86%) and Afrikaans (2.29%). A 

bigger proportion of participants originated from the provinces of Gauteng (33.7%) and 

Mpumalanga (28.6%), with a minority originating from Limpopo (16.9%), Kwazulu-Natal 

(8.9%), Eastern Cape (4.9%), Free State (3.1%), Western Cape (2.3%), North-West (1.1%) 

and Northern Cape (0.6%). All Generation Y respondents in the study had some form of basic 

formal education, with high school education being something that almost every participant 

possessed. Participants indicated that they had completed high school (34.3%), some 

possessed a university degree (27.1%), and a significant proportion had completed a 

postgraduate degree (17.7%). Some respondents completed a college diploma (11.7%) and 

a university diploma (8.0%), and a minority did not complete high school (1.1%). 

4.1 Confirmatory Factor Analysis (CFA) 
Confirmatory Factor Analysis (CFA) is necessary for confirming the theoretical model (Alavi et 

al., 2020), and in the context of this study, it was performed through construct validity and 

model fit indices. IBM Analysis of Moment Structure (AMOS) version 28 was used to conduct 

CFA, and the CFA model fit indices are presented in Table 4. Model fit indices are used to 

determine the overall model fit while also establishing how it is compared to a given theoretical 

model (Schermelleh-Engel et al., 2003). Indices that were tested include the Chi-square, root 

mean square error and approximation (RMSEA), standardised root mean square residual 

(SRMFieldR), goodness-of-fit statistic (GFI), Tucker-Lewis index (TLI), comparative fit index 

(CFI), normed fit index (NFI), relative fit index (RFI) and incremental fit index (IFI).  

Table 4: Model fit indices  

Absolute and Relative Fit 
Indices 

Recommended 
Values 

References 

Ac
tu

al 
Us

ag
e 

In
te

nt
io

n 
to

 
Us

e 

At
tit

ud
e 

Pe
rc

eiv
ed

 
Us

ef
ul

ne
ss

 

Pe
rc

eiv
ed

 
Ea

se
 o

f U
se

 

Su
bj

ec
tiv

e 
No

rm
s 

Chi-Square p-value >0.05 (Barret, 2007) 0.805 0.957 0.540 0.664 0.011 0.096 

Root Mean Square Error of 
Approximation (RMSEA) 

<0.07 (Steiger, 2007) 0.000 0.000 0.000 0.000 0.125 0.062 

Standardised Root Mean 
Square Residual (SRMR) 

<0.08 (Hooper et al., 
2008) 

0.002 0.000 0.002 0.004 0.035 0.017 

Goodness-of-Fit Statistic 
(GFI) 

>0.95 (Shevlin & Miles, 
1998) 

1.000 1.000 0.999 0.999 0.991 0.993 
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Tucker-Lewis Index (TLI) >0.90 (Schumacker & 
Lomax, 2004) 

1.005 1.005 1.004 1.004 0.894 0.989 

Comparative Fit Index (CFI) ≥ 0.95 (Hu & Bentler, 
1999; West at al., 
2012) 

1.000 1.000 1.000 1.000 0.982 0.996 

Normed Fit Index (NFI) ≥0.95 (Hu & Bentler, 
1999) 

1.000 1.000 1.000 0.999 0.980 0.994 

Relative Fit Index (RFI) >0.90 (Bollen, 1989) 1.000 1.000 0.998 0.997 0.877 0.981 

Incremental Fit Index (IFI) >0.90 (Bollen, 1989) 1.001 1.001 1.001 1.001 0.983 0.996 

Source: Own compilation 

The chi-square test requires that a construct attain a p-value statistic that is higher than 0.05 

for a good model fit to be achieved (Barrett, 2007). This study’s measure for actual usage had 

a p-value > 0.05 (p = 0.805), intention to use achieved p > 0.05 (p = 0.957), attitude computed 

a p-value >0.05 (p = 0.540), and perceived usefulness returned a p-value > 0.05 (p = 0.096). 

The chi-square for the perceived ease of use construct demonstrated a poor fit with a p-value 

< 0.05 (p = 0.011). The Root Mean Square Error of Approximation (RMSEA) indicates how 

well the model would fit the population covariance matrix when using carefully chosen 

estimates (Byrne, 2013), and a value of less than 0.07 represents a close model fit. The results 

of the study for actual usage (0.000), intention to use (0.000), attitude (0.000) and perceived 

usefulness (0.000) presented values that are below the recommended 0.07 cut-off and 

represent a perfect fit. The three-item perceived ease of use generated a value higher than 

the cut-off threshold (0.125), and subjective norms returned an acceptable value (0.062). For 

the Standardised Root Mean Square Residual (SRMSR) index to be acceptable, computed 

values need to range between 0 and 0.1 and calculations demonstrate acceptable indices. 

The Goodness-of-Fit statistic (GFI) is an alternative to the chi-square test that ranges between 

0 and 1, with values that are greater than 0.95 regarded as adequate (Shevlin & Miles, 1998; 

Tabachnick & Fidell, 2013). In this study, values were found to be within the 0 to 1 range and 

above 0.95. The Tucker-Lewis Index (TLI) computes the reduction of misfit per degree of 

freedom, with values greater than 0.90 being the most desired (Schumacker & Lomax, 2010). 

The results of this index in the study centred on the sought 0.9 figure, and this outcome 

indicates an acceptable fit. A good model fit needs to produce a Comparative Fit Index (CFI) 

greater than 0.95, and, as expected, CFI values represent a good model fit. The computation 

of the Normed Fit Index (NFI) resulted in actual usage (1.000), intention to use (1.000) and 

attitude (1.000) representing the highest values. Perceived usefulness (0.999), perceived 

ease of use (0.980) and subjective norms (0.994) returning smaller values. These values 
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exceeded the good-fit test because NFI statistic values need to be between 0 and 1, where 

values exceeding 0.95 would indicate a good fit and below 0.90 would indicate a poor fit. The 

relative fit index (RFI) represents the adjusted Tucker-Lewis Index (TLI) measure (Jöreskog & 

Sörbom, 2001). The RFI is regarded as being a good fit when individual constructs produce 

values that are greater than 0.90 (Bollen, 1989). Individual constructs in this study returned 

adequate results, while perceived ease of use returned an RFI value that demonstrated a 

marginal fit.  

According to Bollen (1989), the Incremental Fit Index (IFI) measure needs to exceed 0.90, 

with values of zero indicating the worst possible model and values of one reflecting the best 

possible model. All values computed in this study are centred on 1. The overall performance 

of the IFI measure indicated a good model fit. While five of the six chi-square results returned 

values that demonstrate good model fit, the chi-square is not the only measure that is critical 

in the model fitness test. Indices that include RMSEA, SRMR, GFI, TLI, CFI, NFI, RFI and IFI 

also presented values that are indicative of a marginal to good model fit. Marsh et al. (2004) 

caution against over-adhering to the minimum threshold fitness values as this may result in 

Type I error and, subsequently, in the incorrect rejection of an acceptable model. In order to 

minimise the occurrence of errors and improve model fitness, individual constructs are 

modelled in conjunction with each other in order to establish whether discriminant validity has 

been achieved (Coughlan et al., 2008).  

4.2 Structural Equation Modelling (SEM) 
The assessment of the structural model was conducted to evaluate the structural relationship 

between measured variables and compressed ones. The t-values, path coefficients and 

coefficients of determination (R2) were used in the assessment of the structural equation 

model. The results of the relationship between the constructs are presented as part of the 

structural equation model in Figure 2. 
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Figure 2: Structural Equation Model 

 
Source: Own compilation  

The measurement model demonstrated an acceptable model fit, together with acceptable 

levels of Cronbach’s alpha, composite reliability, convergent validity and discriminant validity. 

The performance of the assessment model produced positive relationships and strong path 

coefficients between the following TAM constructs: intention to use (IU) and actual usage (IU 

-> AU = 0.757), attitude and intention to use (AT -> IU = 0.621), perceived usefulness and 

intention to use (PU -> IU = 0.228), perceived usefulness and attitude (PU -> AT = 0.69), 

perceived ease of use and perceived usefulness (PEOU -> PU = 0.339), perceived ease of 

use and attitude (PEOU -> AT = 0.149), subjective norms and perceived usefulness (SN -> 

PU = 0.521), and subjective norms and perceived ease of use (SN -> PEOU = 0.571). The 

positive relationships that are evident in the measurement model of the South African 

Generation Y study indicate the applicability of the Technology Acceptance Model in the usage 

of African language radio stations, and this usage is driven by a five-factor structure 

comprising of intention to use, attitude, perceived usefulness, perceived ease of use and 

subjective norms. 

5. CONCLUSION 

This study’s objective was to determine the applicability of the Technology Acceptance Model 

(TAM) (Davis et al., 1989) in the usage of African language radio stations by Generation Y in 

South Africa. Using path coefficients, the direct effect of one construct over another was 

determined and the magnitude of these values assisted in establishing the synergy of the TAM 

constructs and the model as a whole. The influence that tested constructs have on one 
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another, together with the positive relationships that have moderate to strong path coefficients, 

reflect the applicability of the Technology Acceptance Model (TAM) in explaining the usage of 

ALS by Generation Y in South Africa. This investigation has proven that TAM may be used in 

areas that pertain to the consumption of African language radio stations (ALSs) in South Africa 

and possibly in other researches that investigate the consumption of indigenous language 

radio media in similar markets. The TAM framework is a product of interconnected constructs 

whose synergised functioning is tested and supported by positive relationships that are 

evidenced through path coefficients. The tested TAM comprised of constructs that include 

actual usage, intention to use, attitude, perceived usefulness and perceived ease, with 

subjective norms being part of an enhanced model that recognises the effects of external 

factors. 

5.1 Managerial implications 

Marketers need to use the outcomes of this study to make ALSs attractive media options to 

both advertisers and consumers. With the outcomes of this study, managers can ensure that 

ALSs  compete for a bigger proportion of the expenditure that is attributed to the more than 

22 million Generation Y consumers in South Africa. This study has indicated that this cohort 

has formal education and possesses degrees and postgraduate qualifications, therefore ALS 

media needs to positioned by managers to compete for a bigger proportion of the Generation 

Y consumers’ attention and spending power. Given that the biggest form of currency ALSs 

have is the audience share they possess,  managers need to stabilise the Generation Y 

consumer segment of ALS media in order to  take advantage of this consumer cohort’s current 

and future economic potential from an audience growth and consumer expenditure 

perspective. This investigation has drawn marketers and programmes managers to the South 

African Generation Y’s intention to use, attitude, perceived usefulness, perceived ease of use 

and subjective norms with respect to the usage of African language radio stations. This study 

further provided valuable contribution in addressing Teer-Tomaselli's (2019) contention about 

how limited radio media research is in Africa while also assisting marketers in recognising the 

consumer behavioural components that form part of Generation Y’s usage of African language 

radio stations in South Africa. 
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