Special Issue: Celebrating Hospitality and Tourism Research
Hospitality and Tourism Conference 2017
7 — 8 October 2017, Malaysia

Research Article

Journal of Tourism, Hospitality

Customer’s acceptance, usage and & curay wsoical

2017, Vol. 9 (2) pp 425-442
© The Author(s) 2017

M-Satisfaction of Mobile Hotel Reprns and permisson:

UiTM Press
Submit date: 14t June 2017

Reser\lation Apps (MHRA) Accept date: 28" Aug 2017

Publish date: 30t Sept 2017

Mohd Noor Ismawi Ismail*
Mohamad Abdullah Hemdi
Norzuwana Sumarjan
Mohd Hafiz Hanafiah
Muhammad lzzat Zulkifly

Faculty of Hotel and Tourism Management,
Universiti Teknologi MARA Cawangan Selangor, Malaysia
ismawi@salam.uitm.edu.my*

Proposed citation:

Ismail, M.N.I.,, Hemdi, M.A., Sumarjan, N., Hanafiah, M.H. & Zulkifly, M.I. (2017). Customer’s acceptance,
usage and M-Satisfaction of Mobile Hotel Reservation Apps (MHRA). Journal of Tourism, Hospitality &
Culinary Arts, 9(2), 425-442.

Abstract

This conceptual paper aims to explore the relationship between customer acceptance and the usage of
Mobile Hotel Reservation Apps (MHRA) on Mobile satisfaction (M-satisfaction). The MHRA booking is
the latest booking channel offered by the hoteliers in favor of mobility and service failures exposed by
the traditional method of room booking. Nonetheless, the actual usage and the success of this app have
not been explored yet. The Unified Theory of Acceptance and Use of Technology (UTAUT2) was adopted
as the underpinning theory of this study. The UTAUT2 framework was modified by incorporating M-
satisfaction as the dependent variable. Seven propositions were suggested based on the literature
review.
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Mobile-satisfaction, hotel reservation, mobile applications, Unified Theory of Acceptance and Use of
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1 Introduction

With the fast-growing mobile device market, users have unprecedented access to
an overwhelming amount of product information that can aid them in making
purchase decisions. Travelers are increasingly establishing a dependence on using
mobile devices to explore, compare, research, purchase, and review hospitality
products and services (Buhalis, 2013). In particular, the mobile apps market has rapidly
expanded and is becoming increasingly competitive; there are over one million apps
available in Apple’s App Store alone, not to mention the other major platform, such as
GooglePlay (Khalid, Shihab, Nagappan, & Hassan, 2015). In fact, the impact of this
accelerated adoption of mobile apps has been wide-ranging and has altered the
conventional landscape of marketing and distribution services in the hospitality
industry (Law, Leung, Lo, Leung, & Fong 2015).

2 Issues in the context setting

While travelers are increasingly using smartphones to search, compare and even
purchase hotel accommodations and other tourism related products, the readiness
and engagement of travelers towards mobile-based consumerism has not been
comprehensively studied (Wang, Xiang, Law, & Ki, 2016; Law et al., 2015; Wang &
Wang, 2010). Undeniably, several studies in the marketing literature focused on
company reputation (Chen & Xie, 2008), messaging strategy (Drolet, Williams, & Lau-
Gesk, 2007) and product characteristics (Feiereisen, Wong, & Broderick, 2013), yet
research on how these issues are impacted by the mobile app context and how this
affects consumer attitudes is scarce. In addition, despite an ample number of studies
examining the role of mobile apps at different stages of travelers’ travel planning
process (Dickinson, Ghali, Cherrett, Speed, Davies, & Norgate, 2014; Gretzel & Yoo,
2008; Wang & Fesenmaier, 2013; Xiang, Wang, O'Leary, & Fesenmaier, 2014; Yus,
2013), empirical studies examining consumer preferences towards mobile hotel
bookings is still limited (Fotis, Buhalis, & Rossides, 2012; Ozturk, Bilgihan, Nusair, &
Okumus., 2016). In particular, very little attention has been paid to what exactly
constitutes a customer’s acceptance and usage of mobile booking apps (Wang &
Wang, 2010).

Currently, much of the relevant research tends to focus on technology innovation
and user characteristics rather than customers’ actual usage of mobile hotel booking
apps (Kim & Kim, 2004; Morosan & Jeong, 2008). The existing studies have tried to
explain mobile technology adoption based on user perceptions of technology, such as
the perceived usefulness and perceived ease of use (Aldas-Manzano, Ruiz-Mafe, &
Sanz-Blas, 2009; Jung, Perez-Mira, & Wiley-Patton, 2009; Ha, Yoon, & Choi, 2007),
relative advantage, compatibility (Chen, Yen, & Chen, 2009; Hsu, Lu, & Hsu, 2007; Wu
& Wang, 2005) and interactivity (Kim, Lee & Taylor, 2015). However, simply focusing
on user perceptions of technology may be not enough to understand the actual
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behavior in using the mobile booking apps. For example, it is entirely plausible that
while users may perceive technology as being advanced, they do not necessarily adopt
it, especially if they believe it does not align with their task(s) and cannot improve their
performance (Junglas, Abraham, & Watson, 2008; Lee, Cheng, & Cheng, 2007).
Moreover, while the literature shows that customers are willing to make online
transactions (Au & Kauffman, 2008; Chung & Shin, 2010), most of these transactions
seem to be made via web-based booking websites (Kim, Mirusmonov, & Lee, 2010;
Schierz, Schilke, & Wirtz, 2010). Thus, while the literature explaining the adoption of
online booking systems is increasing in size and scope (Law et al., 2015), to date, it
does not provide any insight into customers’ actual usage of mobile hotel booking

apps.

Mobile hotel booking apps tend to fall into two categories. First, there are the
apps offered by third-party organisations that aggregate information on different
hotels for the convenience of travelers and provide general travel-related information
(expanding beyond that of just hotel specifics); examples of these apps include Agoda,
TripAdvisor, VisitBritain and etc. (Wang et al. 2016). Second, there are the apps offered
by the hotels themselves; these are known as Mobile Hotel Reservation Apps (MHRA)
and they allow customers to check hotel locations, room rates, promotions, as well as
provide access to membership information, such as a customer’s loyalty points (Anuar,
Musa, & Khalid, 2014).

However, in spite of many hotel businesses offering MHRA, their customers were
not always aware of and/or did not utilise them (Mo Kwon, Bae, & Blum, 2013).
According to Buhalis (2000), the connection between a hotel and its customer is
weakening, as there is an increase in competition among hotel communication
channels, aggregators, and alternative channels (e.g., online travel agents)). In
particular, alternative channels tend to be much preferred by consumers, due to
benefits of social connectivity, perceived value, and personalisation (Liu & Zhang,
2014; Qi, Law, & Buhalis, 2013). The widespread availability of these various
applications has resulted in the hotels themselves being left out of these transactions
almost entirely. Even the major hotel companies that have invested millions of dollars
into global mobile strategies, including hospitality mobile apps, the customer
engagement levels on these apps continue to be very low, with only 3% of target
consumers using them to make hotel bookings (Martensson, 2015). Their low
engagement with the apps might be affected by low awareness and low satisfaction
level, in which lead to undesirable post purchase behavior.

For long, the hotel industry relies heavily on the conventional booking channel
(walk-in, phone booking and travel agents) where human interaction is at the utmost
important. The MHRA booking however is said to be the latest approach considering
the changes among customers and issues regarding mobility and service failures
exposed by the traditional method of room booking. Therefore, it is interesting to
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investigate the satisfaction level of this MHRA booking experience especially focusing
on the mobile satisfaction (m-satisfaction) (Choi, Seol, Lee, Cho, & Park, 2008).

Investment in MHRA should not only create the revenue opportunities but also
lead to customer satisfaction (Venkatesh, 2000). It is nice to have this kind of
technology adopted by the hoteliers but the MHRA experience on the customers’
behalf is yet to be examined. To date, there is still a lack of research that has
considered the effect of customers’ acceptance and usage on m-satisfaction associated
(MHRA) leading to a hotel booking decision(s) (Yieh, Chen & Wei, 2012).

From the above discussion, one can deduce that mobile hotel booking via apps has
yet to ‘catch on’ nor has it been empirically examined to a great extent. Accordingly, in
order to gain an in-depth understanding of the problem, it is essential to examine the
determinant of customer’s acceptance and use of MHRA towards MHRA m-
satisfaction, particularly as they pertain to hotel booking experiences realised via
mobile apps. Understanding the relationship between these aforementioned
constructs will not only contribute to the relevant body of knowledge, but may also
help hoteliers understand how to implement a mobile system that can benefit their
customers, sales, the industry, and even their nation’s economy. Addressing the
above-mentioned research gap, this study explores the available technology-based
model that examines the propensity for customers to use mobile hotel booking apps.
Specifically, this study revisits the Unified Theory of Adoption and Use of Technology
(UTAUT2) (Venkatesh, Thong, & Xu, 2012) by augmenting it to better capture specific
MHRA dynamics in hotel bookings.

3 Literature Review

3.1 Mobile Satisfaction

Review of literatures on consumer behavior in the mobile apps research has
shown that post purchase behavior is an antecedent from customer satisfaction.
Customer satisfaction in this research context however only concentrates on the
satisfaction on the experience of using the mobile apps (MHRA). Worth mentioning
again that the booking process via MHRA triggers other functions in the hotel
operation hence the contribution from the process should be prioritized. First of all, it
is pivotal to look at the concept of customer satisfaction as a whole before going
further discussing on the m-satisfaction construct. Generally, customer satisfaction
refers to ‘an affective state based on the overall judgment or emotional reaction to a
service experience (Spreng, MacKenzie, & Olshavsky, 1996). Consumer satisfaction is
also recognized as an adequate measure of service quality and which leads to the
continuation of relationships with service providers (Rust & Chung, 2006) as well as
dominating technology adoption success (Chen, Chen, & Chen 2009). Similar to any
other studies, Wang, Tang and Tang (2001) has contended that the conceptual
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definition of customer satisfaction is very much ambiguous, and the standard
definition of customer satisfaction is yet to be developed.

The above discussion on customer satisfaction however talked about the
encounter with service personnel rather than technology-mediated service, which is
obviously dissimilar in nature. A ‘high touch, low tech’ traditional service is now being
replaced by a ‘high tech, low touch’ sort of technologies gradually. Therefore, the
effectiveness measure of technology-mediated service and marketing must
incorporate the unique aspects of customer satisfaction to become an analytical
instrument for practical and theoretical use (Wang et al., 2001). The mobile
satisfaction (m-satisfaction) is the most appropriate construct in this regard replacing
the traditional ‘user information satisfactions’” (UIS) and ‘end user computing
satisfaction” (EUCS) on technology (Doll & Torkzadeh, 1988; Ives, Olson, & Baroudi,
1983; Wang et al.,, 2001) rather than focusing on generic customer satisfaction
measurements.

Though m-commerce has penetrated everyday life, customer satisfaction in using
mobile apps (m-satisfaction) has rarely been studied (Choi et. al, 2008). As an initiating
stage of m-commerce, most of the researches paid attention to the customer’s
intention to accept m-Internet, rather than customer satisfaction in m-commerce.
Though customer satisfaction is different from customer acceptance, in some
researches on success of e-commerce, measuring intent to adopt e-commerce was
also proposed as a method to evaluate the success of e-commerce indirectly as well as
customer satisfaction (Lee et al.,, 2007). In addition, customer acceptance leads
customers to use m-Internet or m-commerce, and then customer satisfaction is built.
Thus, it is meaningful to review those studies, and this study reorganized effect of
customers’ acceptance and use of MHRA on m-satisfaction. Furthermore, the effect
from the experience of using MHRA in making booking towards the overall customer
satisfaction on the mobile booking experience should be tested.

It is important to reiterate that m-satisfaction construct is used in this study to
differentiate the nature of information system and processing for digital products and
services with traditional marketing. This study only examines the satisfaction of the
MHRA booking experience instead of looking at the overall customer satisfaction with
the hotel.

3.2 Customer Acceptance and Usage of MHRA

Two models, particularly the TAM and UTAUT, have been widely applied to
examine the adoption of technology in the tourism and hospitality field (e.g. Kim, Park,
& Morrison, 2008; Morosan, 2011; Panagopoulos, Kanellopoulos, Karachanidis, &
Konstantinidis, 2011). As this study is interested in booking decisions, the UTAUT
framework was adopted, as it is believed to explain high variance when it comes to
purchase decisions. Moreover, the UTAUT has compared empirical and conceptual
differences of eight prominent models (Venkatesh, Morris, Davis, & Davis, 2003), while
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the TAM has only tested two (perceived usefulness and ease of use) dimensions.
Moreover, TAM has been criticized by Chuttur (2009), who asserts that it has “a
limited explanatory” and weak “predictive power, triviality, and lack of any practical
value” (p. 16-17). In an effort to reduce any inaccuracies in the predictions associated
with behavioral intention, the UTAUT constitutes a suitable substitute model for the
TAM, which seems to overcome some of its noted downsides.

In 2012, Venkatesh and colleagues extended the UTAUT model to pay specific
attention to the consumer-use context rather than its original purpose, i.e., technology
acceptance and use among employees. This resulted is the UTAUT2, which
incorporated three new dimensions: Hedonic Motivation, Price Value and Habit in
addition to the original three dimensions (i.e. Performance Expectancy, Effort
Expectancy, Social Influence and Facilitating Conditions). Following these new
additions, Ventakesh et. al. (2012) proposed that the UTAUT2 improved the variance
of behavioral intention by 18% and the use of technology by 12% among mobile
internet consumer. According to Lewis, Fretwell, Ryan and Parham, (2013), the UTAUT
model acts as a baseline, this has been applied to research on many organizational
technologies. Ventakesh (2012) identified seven dimensions of customer acceptance
and use of technology: Performance Expectancy, Effort Expectancy, Social Influence,
Facilitating Conditions, Hedonic Motivation, Price Value and Habit. Following section
will further discuss the research proposition develop from the issue of this study.

4 Proposition Development

4.1 Performance expectancy

Performance expectancy has been deemed one of the strongest predictor of
customer behaviour when it comes to technology usage (Ariaeinejad & Archer, 2014;
Escobar-Rodriguez & Carvajal-Trujillo, 2014; Raman & Don, 2013; Venkatesh et al.,
2012). Performance expectancy, in this context, refers to “the degree to which using a
technology will provide benefits to consumers in performing certain activities”
(Venkatesh et al. 2012, p.159). Therefore, when it comes to technology, consumers are
(at least in part) extrinsically motivated to use it, given its utilitarian value (i.e.
perceived usefulness and outcome expectations) (Venkatesh et al., 2003).

As it relates to hospitality, performance expectancy denotes the hotel-related
activities that consumers can utilize by using the MHRAs. Several researchers have
used these theories to predict consumer behavior when it comes to hospitality
decisions (Filieri, Alguezaui & Mcleay, 2015; Buhalis, 2013). Based on this concept, it
can be assumed that the satisfaction and continuous usage intention of MHRASs rises if
a customer recognizes benefits in MHRAs. Therefore, the first proposition is
formulated as follows:

Proposition 1: Performance expectancy from using MHRAs positively affects m-
satisfaction.
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4.2 Effort expectancy

Effort expectancy denotes the ease of using a technology (Venkatesh et al., 2012).
With the advancement of smartphones, comes the inclusion of increasingly higher-
tech features. Graphic interfaces, touchscreen displays, and size offerings of touch
pads are amongst the many elements that shapes the ‘ease-of-use’ as experienced by
a consumer (Mroz, 2013). In the context of this study, effort expectancy signifies the
ease associated with using a MHRAs and is therefore, important for the initial as well
as continuous usage intention.

Various studies have shown that effort expectancy is an important determinant of
user adoption and behavior (Ariaeinejad & Archer, 2014; Escobar-Rodriguez &
Carvajal-Trujillo, 2014; Raman & Don, 2013; Venkatesh et al., 2012). Thus, it can be
argued that the easier MHRAs are to use, the more likely consumers are to use them
(i.e. increased usage intention). In fact, hotel experts agree that such services to be
consumer-friendly and consequently meet certain international standards (e.g.
language, layout, connectivity and etc.) (Bai, Law, & Wen, 2008). This means, MHRAs
need to be aligned with the technical understanding of their users and also meet the
hotel system’s literacy. If this cannot be achieved, MHRAs will be perceived as too
complex, which could negatively impact the purchase decision. Hence, the second
proposition is suggested as follows:

Proposition 2: Effort expectancy while using MHRA positively affects m-satisfaction.

4.3 Social influence

Social influence has been proven to be a significant predictor of the acceptance
and use of technologies across different contexts (Venkatesh et al., 2012), including
health care (Ariainejad & Archer, 2014; El-Wajeeh, Galal-Edeen, & Mokhtar, 2014),
mobile banking (Zhou, Lu, & Wang, 2010), education (Raman & Don, 2013) and
hospitality (Wang & Wang, 2010). Social influence has primarily been defined as
“important others” who influence others around them to engage/disengage with
certain items, beliefs, ideas etc. (Venkatesh et al., 2012, p.159). As it pertains to the
present research context, those “important others” signify different sources that
influence ideas, thoughts and/or behaviour that relate to hotel mobile apps (Wang et
al., 2016). These include friends and relatives, who are believed to have a positive
impact on the initial and continuous usage of MHRAs (El-Wajeeh et al., 2014; Muzaffar,
Chapman- Novakofski, Castelli, & Scherer, 2014). According to the Theory of Reasoned
Action (TRA) and Planned Behaviour (TPB), the notion of social influence stems from
subjective norms, more specifically, “the perceived social pressure to perform or not
to perform [a] behavior” (Ajzen, 1991, p.188). Accordingly, friends, parents and other
family members often serve as important influencers (Gass & Seiter, 2015).

In addition to family and friends, a hotel brand itself can also have a significant
influence on consumers’ initial and continuous usage intention. This is particularly true
when considering how intertwined MHRAs are with their hotel systems, service
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agendas and other hotel-related departments. In fact, a recent study conducted by So,
King, Sparks, and Wang (2013) revealed how hotel brands serve a credible source
when re-booking and making recommendations. Social influence, as defined in this
study, refers to the extent to which consumers perceive their (1) friends and relatives,
as well as a (2) hotel brand(s) as persuasive or influential in their decision to use (or
not use) MHRAs to make their hotel bookings. Hence, the third proposition is
suggested as follows:

Proposition 3: Social influence in using MHRA positively affects m-satisfaction.

4.4 Facilitating conditions

Facilitating conditions “refer to consumers’ perceptions of the resources and
support available to perform a behavior” (Venkatesh et al.,, 2012, p.159). This
construct is known to be a significant predictor of user adoption and behaviour across
a wide spectrum of research, particularly in healthcare (Ariaeinejad & Archer, 2014;
Zhou et al., 2010) mobile tour guide (Lai, 2013) and internet banking (Foon & Fah,
2011). In the context of this study, facilitating conditions represent the resources and
support available to consumers using MHRAs. These can vary “significantly across
application vendors, technology generation, [and] mobile devices [...]” (Venkatesh et
al., 2012, p.162).

For instance, a smartphone operating on Wi-Fi, 3G or 4G will influence the speed
of data transfer (Mroz, 2013) and, therefore, will determine how well the app
functions. Facilitating conditions thus include everything from phone specifications
(e.g. type of phone, its operating system, size of display, graphical features), to the
MHRA (e.g. how compatible it is with the other technologies used by the customer,
how much help and/or support is offered in cases of troubleshooting), to the customer
him- or herself and the knowledge they possess.

In the context of MHRAs specifically, hotels can also contribute to the long list of
facilitating conditions. For example, hotels may increase awareness towards their own
MHRA by highlighting certain discounts, keyless systems, rewards and active
promotions consumers can take advantage of by using the app. Furthermore, unique
feature of m-payment which embedded in the MHRA will also encourage direct
booking transaction between customer and the hotels. As a consequence, these
measures are likely to positively affect the attitudes, and in turn, on customer
satisfaction and behavior (Venkatesh et al.,, 2012). Hence, the fourth proposition is
suggested as follows:

Proposition 4: Facilitating conditions in using the MHRA positively affect m-
satisfaction.

4.5 Hedonic motivation

As one of the first three new factors added to the original UTAUT, hedonic
motivation is “defined as the fun or pleasure derived from using a technology”
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(Venkatesh et al., 2012, p.161). Stemming from motivation theory, it complements the
current model’s emphasis on extrinsic motivation (i.e. associated with performance
expectancy) by endowing it with intrinsic motivation (Venkatesh et al., 2012). Hedonic
motivation has been deemed a key predictor in a variety of studies related to
consumer technology acceptance and use (Lewis et al., 2013; Venkatesh et al., 2012;
Magni, Taylor, & Venkatesh, 2010; To, Liao & Lin, 2007), signifying its importance in
technology acceptance models. Therefore, it is assumed that this construct will
similarly play a significant role in predicting consumers’ initial and continuous usage
intention in the case MHRAs.

In the context of this study, hedonic motivation entails aspects of MHRAs that
consumers perceive as fun, enjoyable and/or entertaining. These include, integrated
app features that encourage users to achieve their rewards points, as well those
features that allow them to share these on either social networking sites, like
Facebook, or within the app communities themselves (Ahtinen, Isomursu, Mukhtar,
Mantyjarvi, Hakkila, & Blom,, 2009). Even the 360-degree views of the rooms and
facilities can be classified as hedonic, as they provide information about a hotel in a
creative, vivid and interactive manner (Ahtinen et al., 2009). Hence, the fifth
proposition is suggested as follows:

Proposition 5: Hedonic motivation in using the MHRA positively affects m-satisfaction.

4.6 Price value

The price for using technological devices and services has been proven to affect
consumers’ usage adoption (Escobar-Rodriguez & Carvajal- Trujillo, 2014; Chong, 2013;
Prata, Moraes, & Quaresma, 2012; Toh et al., 2009; Munnuka, 2004). Price value can
be understood as a cognitive tradeoff between the perceived benefits of a product
and/or service and the monetary costs for using them (Venkatesh et al., 2012, p.161)
Venkatesh et al. (2012) stated that price value is positive “when the benefits of using a
technology are perceived to be greater than the monetary cost” (p.161). Within the
context of this study, the benefits of using a MHRAs should be perceived as additional
perks by the customers, given that the apps are available for free. Indeed, the free-to-
download aspect of the MHRAs is believed to play a significant role in influencing
usage intention.

Looking at this concept from a marketing perspective, price has often has been
defined together with the quality of a product or service as a way to measure its
perceived value (Zhou et al., 2008). The free-to-download MHRAs will play a significant
role in influencing usage intention. Considering the infinite options of MHRAs and their
available features (Mroz, 2013), these complementary apps could function as a validity
pointer and help prospective users to assess their value. Hence, the sixth proposition is
suggested as follows:

Proposition 6: Price Value from using MHRA positively affects m-satisfaction.
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4.7 Habit

The third construct added to the original UTAUT by Venkatesh et al. (2012) is
habit. Habit plays an important role in predicting technology usage behaviour
(Escobar-Rodriguez & Carvajal-Trujillo, 2014; Lewis et. al., 2013; Pahnila, Siponen &
Zheng, 2011; Liao, Palvia & Lin, 2006). There are two distinct theoretical viewpoints
that explain how habit influences technology usage (Kim, Kim, Gautam, & Lee, 2005;
Limayem, Hirt, & Cheung, 2007; Venkatesh et al.,, 2012). The first is the
“habit/automaticity perspective” (HAP), which asserts that the use of technology is an
automatic response to routinized behaviour rather than a conscious process (Kim et
al.,, 2005; Limayem et al., 2007; Venkatesh et al., 2012). The second is the “instant
activation perspective” (IAP), which explains habit as a result of cognitive processing
(Kim et al., 2005); this implies that with continuous technology usage, the desire to use
technology is fixed (at least temporarily) in the minds of consumers and is
strengthened by continuous usage (Kim et al., 2005; Venkatesh et al., 2012).

The difference between these two perspectives “is whether conscious cognitive
processing for the makeup of intention is involved between the stimulus and the
action” (Venkatesh et al., 2012, p.164). Thus, these two underlying theories of habit
(i.e. HAP and IAP) can conceivably function together. Within the scope of this study,
habit can be viewed as an acquired behavioral pattern that suggests the need to
regularly use the MHRA. As this factor becomes redundant for initial usage intention, it
will act as a distinguishing determinant between the two models of investigation.

It is assumed that once a consumer is ‘routinized’ in using the MHRA (e.g. to make
reservation), automaticity will take over to predict the customer’s continuous usage
intention. Furthermore, it is plausible to assume that when consumers engage with
MHRAs (i.e. checking room availability), initial usage intentions will be re-activated, so
that continuous usage intentions are positively affected. Hence, the seventh
proposition is suggested as follows:

Proposition 7: Habit in using MHRA positively affects m-satisfaction.

5 Proposed Conceptual Framework

Based on the above arguments and propositions, a conceptual framework has
been developed. The framework comprises of seven dimensions of Venkatesh (2012)
UTAUT2, in which had been suggested by previous literatures (past studies). The
hypotheses relationship between the seven dimensions of customer acceptance and
use of MHRA and M-satisfaction were developed based on the propositions by the
preceding researchers. Thus, the conceptual framework is presented below.
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Figure 1: Proposed theoretical framework

Grounded by the selected paradigm and the context of the study, a quantitative
approach is considered the most appropriate method. This study proposes to use the
cross-sectional research design to explore the relationships between the predictor
variables: the determinants affecting MHRA acceptance and usage, and M-satisfaction.
Survey for this research should be derived from the survey questionnaires taken by
individual customers who have experience booking a hotel room(s) and making a
reservation(s) using MHRA.

6 Conclusion

This study plan to empirically develop and validate a model that conceptualizes the
influence of determinants of customer’s acceptance and use of MHRA on customer
mobile satisfaction. This study offers several notable theoretical and managerial
contributions by addressing critical gaps in the current literature.

6.1 Academic Contribution

From an academic perspective, this study will contribute additions to the existing
body of knowledge on technology acceptance through extending the UTAUT2 model
by adding the factor of Mobile Satisfaction (M-satisfaction) and further relating the
findings to extant empirical evidence. This study will contribute to the literature of
mobile technology and application adoption in the particular context of hotel booking
transactions as well as tourism in general. The findings of this study will open the
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floodgate for other researchers or scholars to embark on this field of interest probably
with extended framework and much wider population in the future.

6.2 Practical Contribution

By examining consumer behavior as it pertains to mobile app usage, this research
will benefit industry practitioners, such as hotel marketers, hotel investment decision
makers and not to forget the hotel apps developer, by providing them with a glimpse
into the workings of a mobile apps return on investment (ROI). In general, this study
will foster a better understanding of customer adoption and preferences with regard
to hospitality mobile apps that can be integrated into companies’ current marketing
and product distribution models; such is particularly important given the advantages of
mobile app initiatives, whereby hospitality companies can reduce costs and provide
real time information about their offerings by communicating with customers via
mobile technology. This study will also provide hotel managers with deeper insight
into the features of mobile apps that their customers are most likely to use, thus
ensuring relevant content that will ultimately maximize the number of users
progressing to make final bookings.
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