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Abstract With the development of information and communication technology, the size of the online
market is increasing, and with it, the mobile shopping market utilizing smartphones is also growing day
by day. This indicates that the effective use of mobile apps can be a strategic choice for businesses, and
this is also true in the tourism and travel industry. In particular, the continuous growth of the OTA
(Online Travel Agency) industry based on platforms has accelerated with With Corona, and due to its
importance, this study aims to investigate the impact of perceived quality factors of mobile
accommodation apps on reuse intention through emotional responses. To test the hypotheses, 260 users
of mobile accommodation apps were analyzed, and the results showed that information quality has a
positive impact on pleasure and dominance, and service quality has a positive impact on arousal and
dominance, and pleasure and dominance have a positive impact on reuse intention. Through these
findings, this study clarifies the relationship between mobile accommodation app quality factors and
reuse intention, and effective marketing strategies were suggested by providing basic data for improving
app quality.
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