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Abstract. The purpose of the study is to provide an assessment of both how consumers adopt mobile 
tourism apps and how consumers use those apps to orient customer intentions to visit tourism des-
tinations. The technology acceptance model (TAM) is used to explore customer intentions to adopt 
tourism apps. A survey of 630 tourism respondents found that the e-servicescape environment 
and e-word-of-mouth communication play major roles in determining intentions to adopt tourism 
apps and to visit tourism destinations. Perceived ease of use and perceived usefulness tend to be 
moderators of the effects of the e-servicescape environment and e-word-of-mouth communication 
on attitudes towards using apps. The results may be important references to conduct further valida-
tions, and critical for marketing managers when designing specific criteria to enhance mobile apps 
and their adoption. The different managerial implications – including apps to differential marketing 
tools, improving attitudes towards using tourism apps, and segmenting customers in order to design 
marketing strategies – are considered.

Keywords: mobile tourism app, Technology Acceptance Model (TAM), e-Servicescape environ-
ment, e-Word-of-Mouth communication, perceived ease of use, perceived usefulness, mobile apps.

JEL Classification: M1, M3.

Introduction

In today’s manufacturing business, almost all marketing activities use the results of 
modern technology to replace ineffective traditional marketing activities. Mobile apps 
provide an effective way for travel-related companies to build loyal relationships with 
customers. In today’s business environment, mobile apps help travel-related companies 
provide exciting, interesting, and innovative experiences for their customers (Ukpabi & 
Karjaluoto, 2017).
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In the travel industry, mobile marketing devices help consumers identify and under-
stand more about travel information, products, and services; and travel managers often use 
mobile devices to build marketing strategies for providers. Mobile apps bring huge benefits 
to consumers – but in fact, there have been very few researches on what factors may affect 
the use of consumer mobile apps; although mobile apps attract a lot of interests among a lot 
of people (Lu, Mao, Wang, & Hu, 2015). Besides, few studies have evaluated the impact of 
the relationship between other constructs (e-Servicescape environment, e-Word-of-mouth 
Communication) on tourists’ attitudes towards using tourism apps. In particular, the inter-
relationship between eWOM communication or the e-servicescape environment and tourists’ 
attitudes with the moderating effect of perceived usefulness and perceived ease of use is still 
unexplored. This interrelationship is the gap in the tourism industry that we will fulfill with 
this study by exploring the factors that affect mobile apps users in choosing travel destina-
tions using the technology acceptance model (TAM).

To perform better research on consumer engagement with regards to the use of mobile 
apps, the problem is how to understand the difference between behavior and adoption. Along 
with the development of IT (Information Technology), tourists these days often use mobile 
apps in order to select tourism destinations as the most effective way. So what factors are af-
fecting users’ attitude towards using mobile apps and intention to visit tourism destinations? 
How do e-servicescape environment, eWOM communication, perceived ease of use and 
perceived usefulness affect users’ attitude toward using tourism apps? How do these factors 
influence users’ intention to adopt the apps and to visit tourism destinations?

To answer these questions, this study was first performed to explore the impact of tour-
ism on the selection of destinations using a mobile app. This study was secondly conducted 
to determine the effect of the online environment through mobile apps for travelers. Thirdly, 
this article reviews the theoretical and empirical research on tourism destinations and con-
siders the interaction effects of the e-servicescape environment and eWOM communication, 
based on the relationship between perceived ease of use and perceived usefulness. Fourthly, 
this study also considers the interaction effects of either intention to adopt tourism apps or 
intentions to visit tourism destinations.

This study will be organized as the following. Section 1 presents the research theories 
and hypotheses about the background of mobile marketing apps, Technology Acceptance 
Model (TAM) and our proposed research model. Section 2 presents the methodology while 
the finding in this study is presented in section 3. Section 4 demonstrates the discussion and 
conclusions which are critical for our implications, limitations and future study direction are 
developed in the last section.

1. Research theories and hypotheses

1.1. The background of mobile marketing apps and Technology Acceptance  
Model (TAM)

In today’s marketing environment, mobile marketing is (seen as being) a positive solution in 
the digital age. According to an online survey, the number of global smartphone users has 
neared 17.5 billion on the global (eMarketer, 2014) and the smartphone penetration level had 
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been expected to be close to 50% of the potential global market in 2017 (eMarketer, 2016). 
Smartphone apps are integrated with the navigation system to perform location positioning 
function on personal phones to locate places and orient oneself more easily. Apps are used 
for a variety of purposes (such as catering, entertainment, travel, etc.).

Understanding the attitudes regarding the user adoption of mobile tourism apps, es-
pecially in a developing country like Vietnam, will aid in suggesting new ways to attract 
customers, new ways to develop tourism marketing strategies, and new ways to improve 
customer experience. When it comes to mobile marketing, it is important to differentiate 
between the two different types of mobile marketing apps. These are:

1. The level of understanding of the consumer, and
2. The trigger of communication.
In this study, by using the technology acceptance model (TAM), marketing strategies 

are evaluated through attitudes and intentions regarding using mobile apps. In addition, the 
impact of the factors affecting the attitudes and intentions of using mobile apps for marketing 
purposes will be assessed. The technology acceptance model (TAM) was created by Davis 
(1985), and then adopted by the theory of reasoned action. Its impact on the use of personal 
technology has been considered as involving elements of intent to use the technology, and 
as being a direct determinant of behaviour. Venkatesh, Davis, and Morris (2007) states that 
TAM, which is an information systems theory, is the most basic model to interpret Informa-
tion Technology usage. It was described how new technology is accepted and be used.

Moreover, attitude reflects an individual’s feeling while using technology and the technol-
ogy acceptance model (TAM) determines attitudes by using two beliefs: perceived ease of use, 
and perceived usefulness. The app system is relatively easy to use – consumers easily learn 
how to use it and they ultimately intend to use it. Previous studies have shown that perceived 
ease of use has a positive effect on continued use in the current technology context (Chiu 
& Wang, 2008). In addition, consumers are more likely to improve their performance – and 
this is especially important in the use of technological innovations, particularly in the use of 
mobile apps (Zhang, Abound Omran, & Cobanoglu, 2017). In the mobile device environ-
ment, perceived usefulness is described in terms of how efficiently mobile services can be 
incorporated into daily operations. In general, consumers tend to have a positive intention 
to adopt the benefits provided by mobile apps.

In this study, TAM is used to assess interactions between constructs and also to assess 
the relationship between the factors associated with perceived usefulness and perceived ease 
of use. In addition, perceived ease of use and perceived usefulness are used as moderator 
variables to assess the impact between the external factors affecting customers’ attitudes and 
intentions to use mobile apps.

1.2. E-Servicescape standards for tourism apps

The e-servicescape environment studies have emerged that have shown consumer percep-
tions, emotions, and trends (Huang et al., 2017). According to State Koering’s view, the inter-
net environment evolves positively evolves from the traditional servicescape. It was designed 
to create a better impression and to more effectively help customers have a positive customer 
service experience (Teng, Ni, & Chen, 2018).
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Wu et al. (2017) identified that the e-servicescape environment was inclusive environ-
mental cues that indirectly affected clients. The cues refer to evidence related to customer 
perceptions, satisfaction, purchase intent, and trust (Harris & Goode, 2010). Many studies 
mentioned the relationship between the e-servicescape environment and consumer behavior. 
The e-servicescape environment within the service offered by the provider is comprised of 
the surrounding conditions, functions, and space. Further studies found that color and light 
(as parts of the e-servicescape environment) affect customer attitudes towards using that 
service (Teng, Ni, & Chen, 2018). This also happens in almost exactly the same way in the 
tourism mobile app environment.

Hypothesis 1: The e-servicescape environment will have positively effect on attitudes to-
wards using tourism app.

1.3. Electronic-Word-of-Mouth (eWOM) communication

Electronic word-of-mouth (eWOM) communication is one of the important marketing strat-
egies in the areas of social media. Consumers have the habit of sharing information with 
others on social networks such as Facebook or Twitter. eWOM is considered to be one of 
the traditional marketing methods that bring great business results. Customer reviews of 
products and services are numerous, and they affect attitudes towards potential customers 
(Cantallops & Salvi, 2014). Consequently, companies encourage their customers to write 
reviews of products and online services including those where the use of easy- to- use apps 
is a criterion (Stoyanov et al., 2015).

The change in attitude through the influence of eWOM communication is based on the 
trust of individuals towards its origin. According to Maio, Haddock, and Verplanken (2018), 
there are two dimensions of attitudes: effective and cognitive. An effective attitude is an 
extent to which a person loves an object and the attitudes of perception are the individual’s 
belief in something.

Hypothesis 2: eWOM communication will have positively effect on attitudes towards using 
tourism app use.

1.4. Attitudes towards using tourism apps

Smith et al. (2015) suggest that consumers with a positive opinion about their beliefs and inten-
tions will develop trust in their beliefs. Attitudes are an important turning point in understand-
ing the adoption of new technology with TAM theory. Customer attitudes towards the use of 
new technology are also examined by three attitudinal factors: perceived ease of use (PEOU), 
perceived usefulness (PU), and individual intentions to use technology. Kim et al. (2009) sug-
gested that users’ attitudes toward mobile devices are that such devices are good and entertain-
ing and that such attitudes, therefore, affect user intentions. Block, Glavas, Mannor, and Erskine 
(2017) have suggested that attitudes are important when engaging in activities

According to TAM theory, the main factor that affects the intention to use apps is the 
individual’s attitude towards technology (Hong, Lin, & Hsieh, 2017). Attitudes play an im-
portant role in the decision-making process (Manning & DiLollo, 2017). Studies have shown 
that a relationship between attitudes and intentions is formed in the mind, and is used to 
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guess intentions (Yang & Yoo, 2004). A study of mobile app adoption in business suggests 
that attitudes have a positive effect on consumer intentions to continue using the service. The 
results show that attitudes are a strong predictor of the intention to continue using an app 
(Shaikh & Karjaluoto, 2015).

Hypothesis 3: Attitudes towards using tourism apps will have positively effect on tourism 
app adoption intentions.

Hypothesis 4: Perceived ease of use will have (positively) effect on attitudes towards tour-
ism app use.

Hypothesis 5: Perceived usefulness will have (positively) effect on attitudes towards tourism 
app use.

1.5. Intentions to adopt tourism apps

Mobile users accept the use of apps when they perform their first mobile activities. More 
specifically, consumers accept apps when they are downloaded. The increase in the num-
ber of people who use phone apps means that the number of people who accept apps is 
higher than those who do not. Many studies have addressed the adoption of technology 
with theories and models such as the technology acceptance model (TAM), the theory of 
reasoned action (TRA), the unified theory of acceptance and use of technology (UTAUT), 
and the theory of planned behavior (TBA). With TAM, it is determined that when a person 
decides to use technology, their decision is strongly affected by perceived usefulness and 
perceived ease of use. In the field of tourism, information technology apps are successful 
and highly effective in influencing consumers and their intentions to visit destinations 
through tourism apps.

Hypothesis 6: Intentions to adopt tourism apps will positively affect to intentions to visit 
tourism destinations.

1.6. Intentions to visit tourism destinations

In addition, there is a correlation between behavior and intention to visit the destination 
(Prayag, Hosany, Muskat, & Del Chiappa, 2017). Tourism destinations with negative images 
will be excluded from the decision-making process of tourists; and positive image destina-
tions will be selected (Tan & Wu, 2016).

Information technology apps such as augmented reality (AR) apps are an important fac-
tor in the field of tourism. Studies have examined the relationship between information 
technology and tourism because of the use of influence by travel experience and behavioral 
factors (Kim & Yang, 2017). At tourism destinations, when using AR, tourists will express 
positive or negative attitudes towards AR. Destination images are important elements in the 
creation of the intentions of potential visitors to revisit that destination (Papadimitriou, Ka-
planidou, & Apostolopoulou, 2018). In addition, according to H. Kurgun, O. A. Kurgun, and 
Aktaş (2018) the promised use of internet technology apps (such as AR apps) at a destination 
advertised on the website is an important motivation for travel to that destination

Hypothesis 7: e-Servicescape environments for tourism apps will positively affect intentions 
to visit tourism destinations.
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Pizam and Tasci (2018) explain that providing the aesthetics of the e-servicescape envi-
ronment is very important and that traditional services must be adapted to the surrounding 
environment and space/function of the virtual landscape. In addition, other studies also 
mention the positive aspects of the e-servicescape environment in the web system such as 
hospitals and tourism destinations to the intentions of customers. The use of the website is to 
display information and brand image and to increase the positive of the brand and increase 
the intentions to use the service.

Previous studies included the intentions to purchase services and products (Wang, 2018), 
to seek (Braunstein-Bercovitz & Lipshits-Braziler, 2017), to use, to travel (Kaplan, Wrzesin-
ska, & Prato, 2018), to participate in festivals (Ye, Zhang, & Yuan, 2017), and to follow the 
advice of the online travel community (Casalo, Flavián, & Ibanez-Sanchez, 2017).

Hypothesis 8: eWOM communication for tourism apps will positively affect intentions to 
visit tourism destinations.

1.7. The Moderating effect of perceived ease of use on the relationship of 
e-servicescape communications for tourism apps and attitudes towards  
using tourism apps

According Hakim and Deswindi (2015) argued that the e-servicescape environment is de-
signed to impress the online environment when a customer experiences service. The e-servic-
escape environment is also defined as an atmospheric environment in virtual space when es-
tablishing a relationship between customers and suppliers (Wu et al., 2017). Hopkins, Grove, 
Raymond, and LaForge (2009) stated that attitudes towards using application with respect 
to what it offers was directly and/or indirectly affected by the design of the e-servicescape 
environment. Karjaluoto, Shaikh, Saarijärvi, and Saraniemi (2018) have determined that the 
perceived ease of use of online apps contributes to the impression of the customer and thus 
affects attitudes positively effects attitudes when customers are using mobile apps. Lindberg, 
Salomonson, Sundström, and Wendin (2018) showed that the e-servicescape environment 
on apps ought to be designed to ensure the aesthetics, layout, and functions suitable for con-
sumers. The e-servicescape environment design ensures that an app is easy to use and this 
implies that the users’ attitudes are already positive. Alternatively, it has a positive impact on 
users’ attitudes regarding, and intent to use, the apps.

Hypothesis 9: Perceived ease-of-use characteristics moderate the influence of the e-services-
cape environment of tourism apps and attitudes towards using tourism apps.

1.8. The moderating effect of perceived usefulness in the relationship between 
e-servicescapes of tourism apps and attitudes towards using tourism apps

According to Huang, Mou, and Liu (2017a), the e-servicescape affects consumers’ attitudes 
towards using apps and to meet their needs. Hopkins et al. (2009) stated that all the dimen-
sions of the e-servicescape environment affected customers’ attitudes towards using technol-
ogy, yet ambient conditions had a huge impact. This virtual environment helps customers ob-
serve and experience potential products or services before consuming them. Davis, Bagozzi, 
and Warshaw (1989) showed that “perceived usefulness” is considered as being the degree 
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of confidence that the use of mobile apps will enhance individuals’ performance, and they 
showed that it impacts on attitudes through the use of apps.

Consequently, perceived usefulness is considered (o be a very important factor in provid-
ing a value between the e-servicescape environment and consumers’ attitudes. Mobile apps 
are increasingly becoming popular and have been identified as being perceived as useful. It 
serves as a determining factor for influencing consumers’ attitudes towards the use of in-
novations; and it serves to provide customers with more efficient and convenient apps while 
using services (Chen & Sundar, 2018, April). The design of the e-servicescape environment 
ensures the perceived usefulness the apps and that perceived usefulness has a positive impact 
on users’ attitudes and intent to use the apps.

Hypothesis 10: The perceived usefulness of characteristics moderates the influence of the 
e-servicescape environment for tourism apps and attitudes towards using tourism apps.

1.9. The moderating effect of perceived usefulness in the relationship  
between eWOM communication for tourism apps and attitudes towards  
using tourism apps

eWOM communication is an important and useful source of information for travelers seek-
ing destination information and choosing suitable destinations online (Pesonen & Pasanen, 
2017). eWOM communication has a positive impact on shaping attitudes by using mobile 
apps when deciding which tourism destination to choose. Mobile apps will be a useful tool 
for travelers to make the right decision. Perceived usefulness is an important factor and 
determines the attitudes of travelers and the intentions to use an app for tourism purposes 
(Choi, Wang, & Sparks, 2018).

User trust in the advice given through eWOM communication has a significant influ-
ence on people’s attitudes towards using apps (Chu, Lien, & Cao, 2018). Ayeh, Au, and 

Perceived ease
of use

E-Servicescape
Environment

E-Word – of Mouth
Communication

Perceived 
usefulness

Attitude toward
using tourism apps

Intention to adopt 
tourism apps

H3 H6 Intention to visit 
tourism destination

H8

H7

H4

H5H11

H10

H2

H1

H9

Figure 1. Research model
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Law (2013) also suggested that there is a positive impact of attitudes to eWOM communi-
cation, which has a positive impact on future travel plans. At the same time, the perception 
of usefulness has a major impact through eWOM communication and attitudes through 
using such apps.

Hypothesis 11: Perceived usefulness characteristics moderate the influence of eWOM com-
munication for tourism apps and attitudes towards using tourism apps.

2. Research procedure

2.1. Research space

Our survey was conducted from the middle of November 2018 to the middle of December 
2018 in Ho Chi Minh City (HCMC), Vietnam. HCMC conveniently borders with many 
provinces in the Southwestern and Southeastern regions, creating favorable conditions for the 
development of economic and tourism sectors. In order to perform this research, this study 
has chosen three of the most attractive tourism destinations of HCMC: (1) Notre-dame Ca-
thedral Basilica of Saigon, (2) Ben Thanh market, (3) Reunification Palace. They are famous 
structures with the great value of art and history. These three destinations have been chosen 
for this research because they attract a large number of foreign tourists. The three tourism 
operators have been contacted for permissions for this research.

2.2. Data collection

The questionnaire assessed respondent levels of agreement or disagreement with all the con-
structs (with a statement for the measurement in the study and the questionnaires) using a 
five-point Likert scale ranging from “1 = strongly disagree” to “5 = strongly agree” (Casaló 
et al., 2011). All respondents completed a questionnaire after they had read an explanation 
about how to share information. The questionnaire consisted of eight parts.

Twenty students at Ho Chi Minh City University of Culture voluntarily helped the au-
thors to deliver the printed questionnaires to appropriate participants and then collect their 
responses. These students were divided into three groups. Six of them went to the Notre-
dame Cathedral, eight to Ben Thanh market, and the other six to the Reunification Palace. 
They also had been trained before they performed the research for appropriate methods. 
After filling the survey, every tourist would be offered a small notebook of appreciation for 
their participation.

650 questionnaires were sent to tourists who had known about tourism mobile apps or 
had been using them for seeking information on the smartphone. Eventually, 630 question-
naires were successfully collected for analysis. A response rate of 96.9% was obtained. In 
order to achieve the purposes of this research and test the hypotheses, SPSS 23.0 and partial 
least squares (SmartPLS) software analysis and choose using SmartPLS 3.0 software will be 
employed to analyze the collected data.
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3. Findings

3.1. Profiles of the respondents

Concerning the respondent’s profile in Table 1, the frequency analysis indicated that 364 
(58%) of the respondents were male, and 266 (42%) were female. The age groups were as 
follows: 168 (26.6%) of the respondents were aged 20–29, followed by 30–39 (163, 25.9 %), 
40–49 (138, 21, 9%), and >50 (161, 25.6%). The monthly income of respondents was USD 
<300 (103, 16.3%), 301–600 USD (169, 26.8%), 601–900 USD (113, 17.9%), 901–1200 USD 
(214, 34%) and > 1200 USD (31, 5%). Most respondents were from Vietnam (48%), followed 
by Singapore 14.6%), Thailand (12%), China (10.4%), Indonesia (10%) and Taiwan (5.0%).

Table 1. Demographic information for the sample

Characteristics Frequency %

Gender Male
Female

364
266

58
42

Age 20–29
30–39
40–49

>50

168
163
138
161

26.6
25,9
21,9
25.6

Income (USD/
month)

<300
301–600
601–900

901–1200
>1200

103
169
113
214
 31

16.3
26.8
17.9
34
 5

Nationality Vietnam
Indonesia
Singapore
Thailand

China
Taiwan

302
63
92
76
66
31

48
10

14.6
12

10.4
 5

Total 630

3.2. Reliability and validity

The reliability and validity of the measurement model in Figure 1 was estimated. The main 
variables were eWOM communication and the e-servicescape environment. In addition, two 
moderators’ variables are perceived ease of use and perceived usefulness; these were also 
analyzed to clarify the impact on the primary variables. A summary of the factor analysis 
structure is presented in Table 2. Reliability analysis is a method for checking the consistency 
of measurement variables The items to achieve internal consistency must be worth more 
than 0.7 with 0.5 being the lowest acceptable value (Sekaran & Bougie, 2010). According to 
Sekaran and Bougie (2016), the closer the Cronbach’s alpha is to the value 1, the higher the 
internal consistency is. Table 2 shows all Cronbach’s alpha values for the study variables are 
greater than 0.70. All results showed in Table 2:
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Table 2. Construct of factor analysis and reliability analysis

Construct No. of 
Items Factor Loading Cronbach’s 

Alpha

e-Servicescape environment for tourism apps 11 .910–.967 .988
e-Word-of-Mouth Communication for Tourism Apps 7 .950–.986 .989
Perceived Usefulness 4 .936–.975 .972
Perceived Ease of Use 4 .967–.985 .982
Attitude towards Using Tourism Apps 4 .975–.991 .990
Intention to adopt Tourism Apps 3 .968–.983 .976
Intention to Visit Tourism Destinations 3 .964–.969 .959

3.3. Evaluation of the measurement model

According to Hair, Hult, Ringle, and Sarstedt (2011), there are several criteria in the evalu-
ation study for measuring the reliability and validity of the measurement model. The first 
criterion is the determinant R2, which is used to measure the level of interpretation of each 
latent variable.

Using the above criteria, the validated reliability of the measurement model is clearly veri-
fied. The results showed the coefficient of determination R2 for 7 endogenous latent variables 
being as follows: 0.9 for the “attitude towards using tourism apps” factor and “intentions to 
visit destinations” factor; 0.8 for the “intention to adopt tourism apps” factor; and 0.9 for the 
“intention to adopt tourism apps” factor. According to Schroer and Herterl (2009), the coef-
ficients for determining R2 are considered as being significant. The AVE structure is much 
higher than the 0.5 indicator as suggested and this proves the relevance and rationality of 
the research. The Cronbach’s alpha coefficients satisfy the predefined requirement of 0.7 and 
confirm the internal consistency of the items. The CR coefficients are sorted higher than 0.8 
and show the difference between relatively strong indicators. With the above conclusions, it 
can be concluded that the reliability and validity of the research model are appropriate and 
allows for the evaluation of the structural model.

Table 3. Evaluation of structural model and hypothesis testing

Hypo. Path Standardize 
Estimate t-Value p-Value Results

H1 e-Servicescapes for app  Attitude towards 
tourism app use

0.0 1.1 – Not 
Supported

H2 eWOM communication for an app  Attitude 
towards using tourism apps

0.3 6.4 *** Supported

H3 Attitude towards using an app  Intention to 
adopt tourism apps

0.9 71.7 *** Supported

H4 Perceived ease of use  Attitude towards 
tourism app use Intention to adopt tourism 
apps  Intention to visit destination

0.3 9.0 *** Supported



870 T.-S. Kuo et al. Adoption of mobile applications for identifying tourism destinations by travellers...

Hypo. Path Standardize 
Estimate t-Value p-Value Results

H5 Perceived usefulness Attitude towards 
tourism app use

0.4 26.3 *** Supported

H6 Intention to adopt tourism apps Intention 
to visit destinations

0.7 15.5 *** Supported

H7 e-Servicescape environments for tourism apps 
 Intention to visit destinations

0.1 2.2 *** Supported

H8 eWOM for tourism apps  Intention to visit 
destinations

0.2 6.3 *** Supported

H9 Perceived Ease of Use moderates the 
e-servicescape environment for tourism apps 
 Attitude towards tourism app use

0.1 2.4 *** Supported

H10 Perceived usefulness moderates the 
e-servicescape environment for tourism apps 
 Attitude towards tourism app use

–0.1 1.9 – Not 
Supported

H11 Perceived usefulness moderates eWOM 
communication for tourism apps  Attitude 
towards tourism app use

0.1 2.8 *** Supported

*** p<0.001, ** p<0.01, * p<0.05.

Continue of Table 1

Perceived ease
of use

E-Servicescape
Environment

E-Word – of Mouth
Communication

Perceived 
usefulness

Attitude toward
using tourism apps

Intention to adopt 
tourism apps

Intention to visit 
tourism destination

H8

H7

0.3***

0.3***

0.9*** 0.7***

0.4***0.1***

0.1***

–0.1

0.0

Figure 2. The measurement model of this research

4. Discussion

Structural models with research hypotheses were tested using partial least squares (PLSs) 
analysis and choose using SmartPLS 3.0 software and bootstrapping technique (Table 3). 
Using a sample of 630, a non-parametric bootstrapping procedure was used; with 5,000 
additional samples being used to obtain meaningful statistics for hypothesis testing. The 
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goodness-of-fit (GOF) index is used to measure all the matches overall between the data and 
research models. The GoF of this research model is 0.91; it is considered as being large. The 
results confirm that the research model structure is consistent with high predictive power. 
Figure 2 shows the direct path for the structural model.

Hypothesis 1 was tested by examining the path coefficient between the e-servicescape 
environment for tourism apps and attitudes towards using tourism apps (β = 0.0, t-value = 
1.1). The results showed that the e-servicescape environment for tourism apps did not nec-
essarily have a positive attitude towards tourism app use. The meaning that even a quality 
e-servicescape environment did not necessarily result in a positive attitude towards the apps. 
For instance, maybe the app was loaded with so many quality features that it took extra time 
to load, thus resulting in both positive and negative attitudes.

Hypothesis 2 was tested by examining the path coefficient between e-WOM for apps and 
attitude towards tourism app use (β = 0.3, t-value = 6.4). The results showed that eWOM 
communications for apps were likely to result in positive attitudes towards using tourism 
apps. Therefore, the findings of this study show that eWOM communication affects choosing 
tourism destination while using mobile apps and the impact of these two relationships are 
particularly positive. Besides, the impact of eWOM communication and the e-servicescape 
environment on users’ choices has existed.

Hypothesis 3 was tested by examining the path coefficient between attitudes towards 
tourism app use and the intention to adopt tourism apps (β = 0.9, t-value = 71.7). The results 
showed that attitudes towards using tourism apps were likely to result in positive intentions 
to adopt tourism apps. Hypothesis 4 was tested by examining the path coefficient between 
perceived ease of use and attitude towards using tourism apps (β = 0.7, t-value = 15.5). The 
results showed that perceived ease of use will positively affect attitudes towards tourism app 
use. A study by Gefen, Karahanna, and Straub (2003) suggested that the perceived ease of 
use has a positive effect on the continued use of some other form of technology in the cur-
rent technological context.

Hypothesis 5 was tested by examining the path coefficient between perceived usefulness 
and attitude towards using tourism apps (β = 0.1, t-value = 2.2). The results showed that 
perceived usefulness will positively affect attitudes towards tourism app use. Hypothesis 6 
was tested by examining the path coefficient between the intention to adopt tourism apps 
and the intention to visit tourism destinations (β = 0.2, t-value = 6.3). The results showed 
that intentions to adopt tourism apps will positively affect intentions to visit tourism destina-
tions. Hypothesis 7 was tested by examining the path coefficient between the e-servicescape 
environment for tourism apps and intentions to visit tourism destinations (β = 0.3, t-value = 
9.0). The results showed that the e-servicescape environment for tourism apps will positively 
affect intentions to visit tourism destinations. Hypothesis 8 was tested by examining the path 
coefficient between eWOM communication for tourism apps and intentions to visit tourism 
destinations (β = 0.4, t-value = 6.3). The results showed that eWOM communication for 
tourism apps will positively affect intentions to visit tourism destinations. Hypothesis 9 was 
tested by examining the path coefficient between perceived ease of use characteristics which 
moderate the effect of tourism apps on the e-servicescape environments for tourism apps 
and the attitude towards using tourism apps (β = 0.1, t-value = 2.4). The results showed that 
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perceived ease of use characteristics are moderate and will positively affect/influence both 
the e-servicescape environments for tourism apps and attitudes towards tourism app use. 
Hypothesis 10 was tested by examining the path coefficient between the moderating effect 
of perceived usefulness on the relationship of the e-servicescape environments for tourism 
apps and attitude towards tourism app use (β = –0.1, t-value = 1.9). The results showed that 
perceived usefulness characteristics moderate but will not positively affect/influence both the 
relationship with the e-servicescape environments for tourism apps and attitudes towards 
using tourism apps.

Hypothesis 11 was tested by examining the path coefficient between the moderating ef-
fect of perceived usefulness on the relationship of eWOM communication for tourism apps 
and attitude towards tourism apps (β = 0.1, t-value = 2.8). Hypothesis 11’s result showed 
that perceived usefulness characteristics moderate and will positively affect/influence both 
eWOM communication for tourism apps and attitudes towards tourism app use.

Conclusions

The study examines how consumers adopt mobile tourism apps and use tourism apps to 
orient customer intentions to visit tourism destinations. It also uses key factors such as 
perceived usefulness, perceived ease of use and attitudes towards using apps to clarify the 
extent to which the user is affected by apps. This study found that there are many factors 
that determine the impact of mobile users on tourism – factors such as perceived useful-
ness, perceived ease of use, e-servicescape environment, and eWOM communication. This 
result is consistent with previous studies using TAM models (Hsu et al., 2011). Consumers 
accept mobile apps because they are more likely to accept apps if they are perceived as 
useful and easy to use. In this study, perceived usefulness and perceived ease of use had a 
positive effect on attitudes towards using tourism apps – and this is also the study’s con-
tribution. It reaffirms the positive relationship and impact between perceived usefulness 
and perceived ease of use. The study also evaluates the relationship between eWOM com-
munication and the e-servicescape environment in their tourism products (such as apps) 
or tourism services, affecting attitudes towards using tourism apps. These are the two main 
factors that directly affect consumer attitudes towards using tourism apps, with the pecu-
liarity that mobile apps were made for smartphones. In addition to the necessary factors 
such as perceived usefulness and perceived ease of use, external factors – such as eWOM 
communication and the e-servicescape environment – also create attitudes that affect the 
use of apps for travel purposes. This is one of the factors that greatly affect the attitudes 
of consumers. The study also demonstrates that the impact of eWOM communication on 
tourism apps is strongly affected by attitudes towards using mobile tourism apps. Factors 
such as experience in the use of mobile apps, working in combination with elements of 
eWOM communication, are an issue that app providers and marketers should pay atten-
tion to in order to better understand the customer. In this study, however, the effect of the 
e-servicescape environment for tourism apps on the attitudes towards using tourism apps 
was not significant even at a low level of impact. Previous studies have shown that this is 
also an important factor in influencing attitudes towards using tourism products (such as 
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apps) or tourism services (Hanafizadeh, Behboudi, Koshksaray, & Tabar, 2014). The main 
thing that can be concluded is that consumers still tend to choose mobile apps, even if 
those the e-servicescape environments of those apps are unattractive.

The research has discovered how eWOM communication, the e-servicescape environ-
ment affect attitude while using tourism apps, intention to adopt and intention to visit tour-
ism destination in the relationship with perceived usefulness and perceived ease of use.

Theoretically, this study attempted an empirical explanation of intent to visit destinations 
with a TAM model using moderating factors such as not only perceived usefulness itself, but 
also perceived usefulness in the relationship with eWOM communication, the e-servicescape 
environment, and attitudes towards using tourism apps. Most significantly, the initial assump-
tions of this study support the important factors (eWOM communication, the e-servicescape 
environment) affecting attitudes towards using tourism apps. Huang et al. (2017) argue that 
the use of information technology makes the experience of travelers better. Factors like eWOM 
communication and e-servicescape are two important factors that are thought to have a great 
impact on customer behavior. This study considers the two factors in providing mobile apps 
in the field of tourism for clients. The research evaluates the impact of two factors – perceived 
ease of use and perceived usefulness – with regards to attitudes towards apps in the field of 
tourism. The impact of these factors on travelers intending to visit destinations is very impor-
tant. Research indicates that perceived ease of use and perceived usefulness have a positive 
effect on behavioral patterns through the use of tourist apps. Besides, we also evaluate two 
factors – eWOM communication and the e-servicescape environment for tourism apps – that 
have a positive impact on intentions to visit tourism destinations. This research has shown that 
travelers are easily affected by mobile apps with eWOM communication elements and travel-
ers highly rate apps which include such elements. Therefore, eWOM communication and the 
e-servicescape environment are two important factors that affect the attitudes and intentions 
to visit tourist destinations. These two factors have been clearly examined by TAM and are 
completely consistent with the original research model.

Practically, the study points out that eWOM communication and e-servicescape environ-
mental factors are very important in influencing customer attitudes. Therefore, app providers 
need to have new effective marketing strategies such as controlling customer psychology or 
increasing positive feedback from users of the apps. Moreover, the customers will be influ-
enced by factors such as eWOM communication, the e-servicescape environment, the per-
ceived ease of use, and the perceived usefulness of mobile apps. Therefore, app providers need 
to understand the positive and negative effects of these factors in order to build and create 
the right apps. For these travel company, in building systems for customers, travel agencies 
should be aware that the customers may see the active app, the two factors of perceived ease 
of use and perceived usefulness both directly and indirectly affect the attitudes of app users. 
Moreover, some implications provide application designers with basic ideas for more effective 
applications designing in the future. The contribution of this study shows that an application 
needs to be built with an online feedback mechanism as strong support for more effective 
updates. Therefore, besides the implication of word-of-mouth, an application should display 
information attractively, and also display comparing information to help mobile users to 
make a decision easily.
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The primary limitation of this study is that the developed scale should be checked against 
more diverse samples using tourism apps from different countries and regions. Future re-
searchers need to check the scale in wider and comparatively more diverse contexts to iden-
tify the impacts of perception and behaviours regarding tourism apps’ consumption value on 
customers who use the apps. The study examined the role of perceived ease of use and the 
perception of perceived usefulness as background in moderating the relationships between 
attitudes, using tourism apps constructs and the identified constructs.

Future research needs to determine how perceived ease of use and perceived usefulness 
affect the relationship between tourism apps and intention to adopt apps and other con-
structs. The study focused on how customers adopt mobile apps in destination selection – 
but did so without considering the factors involved in their use of mobile apps and their 
motivations for travel. Future studies need to find out more about the satisfaction of mobile 
apps users both before and after usage and the experience-sharing factor in other fields such 
as food and beverage, sport, technology, and business. Finally, future research should do so 
by testing a variety of apps and expanding the demographics model in theory and practice 
to see whether targeting this demographic would result in an increase in higher-priced sales.
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