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Abstract: The purpose of this study is to develop a theoretical model that investigates the determinants that
influence users’ loyalty intentions toward mobile hotel booking (MHB) technology. A Web survey will be
used to collect the data of the study. The data of this study will be collected from US travelers and US tra-
velers who booked a hotel room through a mobile device at least once in the last six month will be the tar-
get population of the study. A marketing company will be contacted to distribute the link for the online
questionnaire. The data of the study will be analyzed with AMOS 22.0 utilizing the two-step approach. In
the first step, confirmatory factor analysis (CFA) will be performed to test the validly of the scales. In the
second step, structural equation modeling (SEM) analysis will be used to test the study hypotheses.

Introduction

Online distribution of services, including hotel rooms,
flights, travel packages, attraction tickets, cruises, and
car rentals has been on the rise due to the benefits that
both travelers and companies perceive. The Internet is
amongst the most important channel for hotel room
distribution. Therefore, adopting an effective e-co-
mmerce strategy is a key matter for the lodging in-
dustry [1]. Lately, the scene of e-commerce is chan-
ging globally and shifting towards mobile commerce
(m-commerce) as more consumers use the Internet
for shopping by using their mobile devices such as
Smartphones. More than 70 percent of people own a
Smartphone in the U.S. [2].Smartphones have be-
come the staple of everyday life of US consumers and
nine out of ten Smartphone users use their devices
daily [3].

Mobile devices have introduced both convenience
and easiness to contemporary travelers. Nowadays, it
is possible to complete tasks such as banking,
scanning documents, reading a restaurant’s rating and
shopping on-the-go without the need of computer.
One of the facilities provided is the convenience to
book hotel rooms via mobile devices. Hotel mobile
applications (app) and mobile websites are means,
which travelers discover and book their rooms. First

generation hotel mobile sites and mobile apps provi-
ded hotel information such as location, amenities and
facilities; now hotel mobile sites and mobile apps not
only allows travelers to access hotel information and
services but also enables travelers to book their room
while they are on-the-go. Mobile apps and mobile
websites generate a small portion of total hotel boo-
kings, but their acceptance and popularity are incre-
asing exponentially as more people are moving away
from desktops and getting comfortable booking their
travel reservations on mobile devices. Mobile apps
and websites no longer are new, but the current round
of investments increasingly are shifting the initial fo-
cus from basic mobile self-service tools to online
booking engines. In other words, they are shifting
from an added amenity to an online distribution cha-
nnel. In this study, mobile hotel booking (MHB) is
defined as “a location based online distribution infor-
mation system that enables customers to reserve hotel
rooms anytime, anywhere through the use of the wi-
reless Internet, GNSS, GIS, GPS and mobile pho-
nes/devices.”[4].

The lodging industry had experienced a remarkable
increase in mobile channel booking revenue from
$753 million to $1,368 billion [5]. Hotel brands are
optimistic about the future of mobile booking and
they believe that more travelers will turn to their mo-
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bile devices to make their hotel reservations. In 2011,
mobile travel bookings in the US accounted for just
over $2 billion, which was approximately 2% of all
online bookings. In 2013, the number increased signi-
ficantly to $13 billion and was estimated to increase
to around $40 billion by 2015 [6]. A more recent stu-
dy conducted by HeBs Digital (2014) indicated that
15% of hotel bookings came from mobile devices in
the first quarter of 2014. Furthermore, last year des-
ktop bookings declined by 5% while booking through
mobile devices increased by 84% [7].

All these statistics clearly illustrate that in order to
stay competitive and increase revenues, hospitality
practitioners need to focus on m-commerce by offe-
ring effective mobile booking [4] and they need to
ensure customer loyalty from this important channel
[8]. In the lodging industry customer loyalty is shrin-
king. Hotels need to take advantage of the strategic
opportunities that MHB technology offers by keeping
customers loyal. [8]call to action by stating more
insight should clarify the effect of mobile channels on
customer loyalty and lists the “impact of mobile Web
solutions and app experiences on customer loyalty”
(p- 401) as a research priority for the lodging indus-
try. Furthermore, [4]state that it is critical for both
practitioners and academics to understand the factors
that influence the usage of MHB.

Previous research did not investigate the post adop-
tion behaviors of MHB users, customer loyalty in
particular. Customer loyalty is central to marketing
research [9]. Creating and maintaining loyalty helps
firms to develop long-term, mutually beneficial rela-
tionships with customers [10]. Loyal customers exhi-
bit attachment and commitment toward the firm, and
show resistance to competitors offerings’ [11]. Also.
it is known that loyal customers are willing to pay
more, express higher purchase intentions, and resist
brand switching [12]. Therefore, considering the cru-
cial importance of retaining customers, this study ai-
med to develop a theoretical model that investigates
the determinants that influence users’ loyalty inten-
tions towards MHB technology.

Concepts such as self-efficacy, perceived ease of use,
compatibility and perceived convenience are deve-
loping relevance in mobile booking due to the critical
role they play in technology adoption. By integrating
aforementioned constructs with loyalty, current
research fills an important research gap. The majority
of the prior studies have used instrumental beliefs
(e.g., perceived ease of use, perceived complexity,
service quality, and technical barriers) as the ante-
cedents to mobile services loyalty. In this study, ho-

wever, in addition to perceived ease of use, personal
differences such as compatibility and self-efficacy
and system characteristics including convenience we-
re also included in the research model. Then this mul-
tidisciplinary integrated model can help us explain
why self-efficacy, compatibility and convenience is
important in MHB.

1. Literature Review
1.1. Self-efficacy

Self-efficacy is defined as the “generative capability
in which cognitive, social and behavioral sub-skills
must be organized into integrated courses of action to
serve innumerable purpose” [13.p. 391]. Self-efficacy
is the belief an individual maintains as to how well
he/she can perform a task [14]. It is a key concept of
social cognitive theory [15], and affects what
behaviors people choose to perform, the amount of
effort they are ready to use, and the amount of time
they will persist to overcome obstacles [15].
According to Bandura's theory, individuals with high
self-efficacy are more likely to view difficult tasks as
something to be mastered rather than something to be
avoided.

Self-efficacy in general is related to actual behavior
[16]. Technology self-efficacy is the personal belief
that the person has the adequate and accurate
aptitudes and skill set to succeed when dealing with a
technology related task [17]. Based on [18]’s mobile
banking service study, current research focuses on
whether individuals believe that they have the
necessary knowledge, skill or ability to use MHB
technology.

1.2. Perceived Convenience

Convenience is amongst the most common incentives
for consumers to shop online [19] and it is even a
more important motivation for m-commerce. Custo-
mer perceived online shopping convenience is one of
the crucial determinants of success of online busi-
nesses [20]. In tourism context, by using Internet,
purchasers of tourism products and services enjoy
convenience by comparing rates, accessing more fle-
xible rates, saving time, and reducing both costs and
negotiation time in front of their screens [21]. Recen-
tly, more travelers are trading in their desktops and
laptops for the ease and convenience of booking trips
on-the-go. When similar products and services exist,
convenience can be an important factor in users’
acceptance because the basic technology and service
have already been tested and standardized [22]. In the



THE 3 INTERNATIONAL ACADEMIC CONFERENCE ON SOCIAL SCIENCES 297

case of online booking, travelers can choose from si-
milar products (e.g. hotel website, OTA, mobile app,
etc.), therefore convenience should be an important
factor for MHB. Enabling users to make reservations
quickly and easily on a mobile device yields to a high
perceived convenience and this is expected to incre-
ase the loyalty towards mobile booking.

The concept of convenience has distinct dimensions
including time (i.e. product may be provided at a time
that is more convenient for the customer), place (i.e.
product may be provided in a place that is more con-
venient for the customer), acquisition (i.e. firms may
make it easier for the customer, financially and other-
wise, to purchase their products), use (i.e. product
may be made more convenient for the customer to
use) and execution (i.e. the most obvious convenience
is simply having someone provide the product for the
consumer) [23].

Even though [23] proposed five dimensions for the
concept of convenience in the marketing area, based
on the perspective provided by [24], perceived con-
venience in the present study was defined as a level
of convenience toward time, place and execution.
This is because acquisition convenience is not nece-
ssarily relevant to using technology, and it is not easy
to distinguish use of convenience from ‘ease of use’
that has been not been considered it the context of
this study.

In the context of MHB, time and place dimension re-
fers to the degree of perception held by someone that
he/she can use MHB technology to accomplish their
booking at a time and place that is more convenient
for them. And execution dimension refers to the deg-
ree of perception held by someone that he/she finds
MHB convenient in the process of booking a hotel
room.

1.3. Compatibility

Compatibility is the degree to which an innovation is
perceived to be consistent with the potential users’
existing values, previous experiences, and needs.
High compatibility leads to preferable adoption of
mobile systems [25]. Compatibility is an important
under-studied attribute in the TAM [19]. Com-
patibility has effects on both behavioral intention to
use through perceived usefulness, and actual use
through behavioral intention to use [25]. According to
Technology Task Fit Theory. the technology’s com-
patibility with users’ existing values and beliefs, pre-
viously introduced ideas, and needs are important
[23,26]. Thus, the inclusion of compatibility construct

in the research model is reasonable. Greater compa-
tibility results in a faster rate of technology adoption.

1.4. Perceived Ease of Use

Perceived ease of use is a key component of techno-
logy adoption and usage behavior [27, p. 320].defined
perceived ease of use as “the degree to which a per-
son believes that use of a particular system would be
free of effort (i.e. easy to comprehend or operate [28,
29]. It is associated with users’ evaluation of the
effort involved in the progression of utilizing a tech-
nology [30]. Perceived ease of use positively affects
the intention to use mobile apps [3]. In this study,
perceived ease of use refers to the degree to which an
individual considers that using MHB technology is
free from effort [27].

1.4. Loyalty

Loyalty is conceptualized as customers' favorable
attitude towards a brand [31].Creating and maintain-
ning customer loyalty helps companies develop long-
term, mutually beneficial relationships with cus-
tomers [10]. Loyal customers exhibit attachment and
commitment toward the company, and are not attract-
ted to competitors offerings [11]. The notion of e-loy-
alty extends traditional brand loyalty to the techno-
logy-mediated online consumer experience [32, 33].
The term e-loyalty is specified as consumers' inten-
tion to revisit a website or purchase again from an on-
line vendor [33, 34]. Traditionally, e-loyalty is deri-
ved from the ease of ordering, product information
and selection, on-time delivery, customer confidence,
adequate privacy policies, online resources, e-co-
mmerce quality, trust, and commitment [1, 35].In
alignment with the studies in the context of e-com-
merce, mobile loyalty (m-loyalty) also depends on
consumers' intention to revisit a mobile website
resulting in repeat purchasing behavior [36]. Howe-
ver, as mentioned previously, with the increased po-
pularity of mobile apps in the hotel industry, custo-
mers are now able to book their hotel rooms not only
through mobile websites but also through mobile
apps. In this study, loyalty was defined as users’ be-
havioral intentions to continuously use MHB
technology and recommend it to other users.

2. Research Model and Hypotheses

Self-efficacy affects users” system anxiety which
eventually affects the perceived ease of use and per-
ceived usefulness of the system [37].Prior research
focused on examining the effects of self-efficacy on
perceived ease of use [38, 30, 39].[40]. highlight the
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strong relationship between self-efficacy and ease of
use. This designates that users regard the system ea-
sier to use when their conviction in their own efficacy
regarding the target system. Consequently, we relate
MHB specific self-efficacy to ease of use in the
model and hypothesize that:

H1: There is a positive relationship between self-effi-
cacy and perceived ease of use.

The ‘ease of use’ is a determinant of the convenience
[24]. Convenience is a key advantage of online sho-
pping, and difficulties with site navigation and the
checkout process are the factors that consumer aban-
don shopping online. Therefore, perceived ease of use
is expected to have a positive influence on user’s per-
ception of convenience in their interaction with the
mobile booking site. Therefore we posit:

H2: There is a positive relationship between per-
ceived ease of use and perceived convenience.

Previous research support that compatibility has a
positive influence on attitudes towards online sho-
pping and on perceived usefulness and on ease of use
of online purchasing [41].High compatibility leads to
preferable adoption and research shows that com-
patibility positively and directly influences both per-
ceived usefulness and behavioral intention to use
[25]. Compatibility was found to be a primary deter-
minant of consumer attitude towards using online sto-
res [29]. [43] found that that compatibility is a signi-
ficant indicator for the adoption of mobile banking.
Compatibility is also an important antecedent for per-
ceived ease of use [44]. Based on the arguments abo-
ve we posit the following hypotheses:

H3: There is a positive relationship between compa-
tibility and perceived ease of use.

H4: There is a positive relationship between compa-
tibility and perceived convenience.

HS: There is a positive between compatibility and lo-
yalty.

Users that believe that a technology is easy to operate
are more likely to have a favorable attitude towards
the technology, which in return increases users’ wi-
llingness to utilize it in the future [42, 27]. In TAM,
technology use is determined by behavioral intention.
Perceived ease of use positively influences the atti-
tude toward intended action, which in this study is
loyalty. Therefore we propose the following hypo-
thesis:

H6: There is a positive relationship between percei-
ved ease of use and loyallty.

With advancement the Internet and mobile techno-
logies, travelers can gain unlimited access to the in-
formation they require and enjoy a wider range of
choices. Then, sustaining a high level of online sho-
pping convenience has increasingly become a key
driving force for brands, with the aim of enhancing
customer loyalty [20].Hence:

H7: There is a positive between perceived conve-
nience and loyalty.

3. Methodology
3.1. Instrument

After an extensive literature review, an online ques-
tionnaire will be developed and a pilot test will be
conducted to ensure clarity and face validity of the
questionnaire. All scales will be measured using exis-
ting scales that had been validated. All responses will
be based on a 7-point Likert-type scale ranging from
l-strongly disagree to 7-strongly agree. The scales
will be modified slightly to reflect the MHB context.
The questionnaire will be distributed to industry ex-
perts to identify if there are any problems with the de-
sign of the questionnaire and to make sure that res-
pondents understand the directions and questions. Re-
quired modifications will be made as a result of the
pilot test.

3.2. Sampling and Data Collection

An online questionnaire will be used to collect the da-
ta of the study. The data of this study will be collec-
ted from US travelers. US travelers who booked a ho-
tel room through a mobile device at least once in the
last six month will be the target population of the
study. A screening question will be used and partici-
pants will be excluded from the survey if they had not
booked a hotel room in the last six months through a
mobile device. A marketing company will be con-
tacted to distribute the link for the online ques-
tionnaire.

3.3. Data Analysis

In the initial stage, univariate analyses will be con-
ducted on all variables. Descriptive statistics will be
used to calculate means and standard deviations for
all variables. All demographic information of MHB
technology users will be developed by using the par-
ticipants’ age, gender, education, and income. In the
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second stage of data analysis, multivariate analyses
will be conducted. The data of the study will be ana-
lyzed with AMOS 22.0 utilizing the two-step appro-
ach recommended by [45]. In the first step, confir-
matory factor analysis (CFA) will be performed to
test the validly of the scales. In the second step, struc-
tural equation modeling (SEM) analysis will be used
to test the study hypotheses.

4. Implications

Mobile booking is changing the marketing and distri-
bution landscapes of the lodging industry [5]. It is
expected that mobile booking will become the predo-
minant distribution channel for the lodging industry.
In addition, MHB could be a powerful tool to drive
loyalty. Through proprietary apps, brands can offer
travelers convenient ways to book hotel rooms while
on-the-go. Within the lodging context, understanding
the current capabilities of mobile booking and the
antecedents of loyalty to mobile booking can help the
lodging industry develop more user friendly mobile
websites and applications and effective distribution
strategies via mobile channels. New technologies,
mobile technology in particular, grant customers po-
werful influences in the world of business. It is
expected that the mobile platform will play a key role
not only in the distribution of the rooms but also in
establishing and strengthening customer relationships
and brand loyalty [46].

MHB technology can be used as a marketing tool to
increase repeat bookings and create word of mouth
recommendations. In this regard, the findings of the
study will provide useful information to travel sup-
lies, OTAs and hotel operators in identifying the fac-
tors affecting customers’ decision making process in
adopting MHB technology. Equipped with this infor-
mation, hotel operators and OTAs will be able to best
utilize MHB technologies in their organizations and
will be able to come up with effective marketing stra-
tegies to attract more customers, thereby creating
continuous competitive advantage.
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