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Abstract

Purpose — Following the speedy development of the smart
phone industry, tourism companies started to increase their
brand recognition and sales volume by adopting mobile
applications. However, applications for tourism industries are still
insignificant. This study tries to analyze empirical evidence from
Korean and Chinese consumers who have used mobile tour
applications. By using an expansion of the technology accept-
ance model (TAM), this study will find what factors have effects
on user intention for mobile tour applications. The findings will
be helpful for the development of mobile tour applications and
the tourism industries.

Research design, data, and methodology — This study uses
the TAM, which was presented by Davis in 1989. This study
uses consumer acceptance level, consumer choice attitude, and
use intention as the basic variables to fit to the TAM, and
adopts choice content quality, brand value, and usage motiva-
tion as additional variables to analyze. This study has devel-
oped several hypotheses and collected data from 620 users
who used mobile applications for tourism during April 1 to April
30, 2015. A total of 612 valid questionnaires were collected and
used in the data analysis. The data was analyzed with struc-
tural equation modeling using SPSS Win/pc and Amos 22.0.

Results — The findings can be summarized as follows: First,
the content quality affects the consumer acceptance degree and
choice attitude. Second, the brand value has a directly positive
effect on the consumer acceptance degree and choice attitude.
It is clear that the content quality and brand value play im-
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portant roles in raising consumer acceptance and choice
attitude. Third, usage motivation has no effect on the consumer
acceptance degree and choice attitude. Fourth, the acceptance
degree does not have any effect on the consumer choice
attitude. Fifth, the acceptance degree affects the use intention.
Last, the consumer choice attitude affects the use intentions.
This indicates that consumer acceptance and choice attitude
must both be achieved to induce use intention among
consumers. Finally, the effects of the mobile tour application
content quality and brand value on consumer acceptance de-
gree and choice attitude were confirmed. Additionally, the effects
of the consumer acceptance degree and choice attitude on use
intentions were analyzed.

Conclusion — It is not meaningful for tourism marketing to
launch tour applications in the mobile market without under-
standing tourism consumer characteristics. When developing mo-
bile tour applications, companies should focus on the characters
of consumer choice attitudes as high quality, high brand value,
usefulness, and ease of mobile tour applications. This study has
limitations in that it did not consider negative factors such as
perceived risks or analyze whether there are differences be-
tween Korean and Chinese consumers. In the future, we will
consider equipping the same mobile tour applications commonly
used by both Korean and Chinese consumers, and then exam-
ine negative factors as well as the differences in mobile tour
applications between Korean and Chinese consumers.
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<Table 1> Confirmatory Factor Analysis

Mean
Construct | Dispersion
Reliability | Extraction
Index

Factor Measure Items S.C.| S. E

The tourist app
provides the latest |[0.705| 0.342
information.

The tourist app
provides the most |0.815| 0.242
Contents | accurate information.

Quality 0.867 0.621

The tourist app
provides a variety of | 0.672| 0.375
information.

The tourist app
provides valuable |0.718| 0.338
information.

| know the tourist

Brand app

Value | The tourist app what 0.829 0.549

| used is very 0.667 | 0.386
famous.

0.685| 0.440
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| trust the tourist app

what | used 0.707/ 0.300
It's easy to use the 0.669 | 0.404
tourist app
The tourist app is
very usefully in my |0.766 | 0.233
life
| think the tourist
Acceptan | @pp is very usefully |0.784| 0.249
ce in_general 0.873 0.635
Degree ,
I'm accustomed to 07181 0.337
use the tourist app
It's easy to use the
tourist app at any |0.636| 0.403
time, and anywhere.
| want to get the
satisfaction to travel | 0.715| 0.320
by using tourist app.
| want to get the
real-time information | 0.697 | 0.370
by using tourist app.
oeage 0832 | 0553
otvation | want to get
discount coupon by |0.667 | 0.371
using tourist app
| want to use
reserved points by |0.656 | 0.450
using tourist app.
| will recall the
tourist app when | |0.700 | 0.295
buy some service
Consumer
s’ Choice | get to like the 0.876 0.702
Attitude tourist app. 0.825) 0.220
| thln_k the tot_Jrlst 07911 0.246
app is very fine.
| will try to learn the
use procedure of the|0.812| 0.238
tourist app.
I will recommend the
tourist app to the |0.786| 0.241
Use surrounding people. 0.909 0714
Intentions - -
I will use the_ tourist 08011 0.225
app again.
I will talk positively
about the tourist app | 0.756 | 0.292

with other people.

x* =T791.987, RMR=0.031, GFI=0.898, NFI=0.894, CFI=0.920,
RMSEA=0.067, n=621
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T4 7HE 2t QlaRRtAof Chet 24 ZAAE EfiE 7HdE A3
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<Table 2> Factors’ Mean Dispersion Extraction Index and Correlation Coefficient

Factor AVE Contents Quality| Brand Value | Acceptance Degree | Usage Motivation Consu;\ntﬁ:j deChO'CG Use Intentions
Contents Quality 0.621 1
Brand Value 0.549 0.735 1
Acceptance Degree 0.635 0.631 0.779 1
Usage Motivation 0.553 0.696 0.666 0.740 1
Consumers’ Choice | 70, 0.595 0.731 0.747 0.805 1
Attitude
Use Intentions 0.715 0.516 0.637 0.716 0.733 0.836 1
<Table 3> Summary of Hypothesis Testing Results
Hypothesis(course) S. C. S. E. t-value S. P. Result
H1-1 Contents Quality Acceptance Degree 0.641 0.087 7.288 o Adopt
H1-2 Contents Qualit Consumers’ Choice 0.563 0.113 4556 Adopt
y Attitude : : : P
H2-1 Brand Value Acceptance Degree 0.350 0.077 4.187 e Adopt
H2-2 Brand Value , | Consumers’ Choice 0.247 0.076 2781 0.005 Adopt
Attitude
H3-1 Usage Motivation > Acceptance Degree -0.086 0.072 -1.189 0.234 Dismissed
H3-2 Usage Motivation , | Consumers’ Choice -0.061 0.069 -0.812 0.417 Dismissed
Attitude
H4 Acceptance Degree , | Consumers’ Choice 0.118 0.099 1.107 0.268 Dismissed
Attitude
H5 Acceptance Degree > Use Intentions 0.206 0.073 3.340 i Adopt
He Consumers’ Choice > Use Intentions 0.681 0.090 9.593 Adopt
Attitude
Q(x*/df: 839.056/216)=3.885, p=.000, GFI=0.893, NFI=0.888, CFI=0.914, RMR=0.033, RMSEA=0.069
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