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Abstract 

Most hotels increasingly emphasize direct web 
bookings, pursuing consumers by promising best rate 
guarantees. Abundant information has indicated that the 
proliferation of wireless Internet via mobile device is 
increasingly important in developing hospitality business. 
Mobile commerce allows consumers and businesses to 
build connectivity by transcending time and place. So, 
we believe that mobile reservation for hotel rooms will 
be popular and proliferous in the near future because of 
its convenience and flexibility. Full bloom of mobile 
reservation services depends on user adoption and 
acceptance. This paper develops a conceptual research 
model by extending technology acceptance model (TAM) 
to explain the factors influencing user adoption of mobile 
reservation for hotel rooms. By revising TAM, we 
propose some important constructs. Theses, in turn, 
indirectly or directly determine user intention and 
willingness to adopt mobile reservation for hotel rooms. 
Seventeen propositions are developed to promote future 
empirical research. 
 
1. Introduction  

Information and computer technology, especially the 
Internet, has changed the socioeconomic context of 
tourism and hospitality industry. Tse [61] highlights how 
direct web distribution may affect the relationship 
between hotels. Most hotels increasingly emphasize 
direct web bookings, pursuing consumers by promising 
best rate guarantees. Kim and Kim [40] point out that 
using the Internet as a reservation method can benefit the 
hospitality firms and also customers by reducing costs 
and providing real-time information to both parties. In 
addition, several papers [27] [12] [67] highlight the 
rapidity with which the hotel industry is adopting the 
Web to sell directly to the customer. These studies show 
that the majority of hotels have adopted e-commerce, use 
the Internet to advertise their services and garner some 
revenues online. Namely, hotels have responded to the 
opportunities offered by e-commerce to take full 
advantage of the practical and creative business uses of 
the Internet. 

Accordingly, as a matter of fact, hospitality firms will 
experience significant transformations because of the 
increased customer base available on the Internet [51]. 

Moreover, on the other hand, wireless Internet via mobile 
device (e.g. mobile phones and personal digital assistants) 
is leading the world into another spectrum of 
communications and means of conducting day-to-day 
business and life activities. Abundant information has 
indicated that the proliferation of wireless Internet via 
mobile device is also creating unparalleled opportunities 
for e-commerce to obtain the benefits of mobility [44]. 
We believe that mobile commerce refers to e-commerce 
activities carried out using a mobile device will soon be a 
part of everyday life. Such commerce will provide the 
ubiquity, convenience, localization, and personalization 
for users participating in mobile communications and 
service activities [19]. 

As mentioned above, mobile commerce allows 
consumers and businesses to build connectivity by 
transcending time and place and increasing accessibility. 
So, mobile reservation as a reservation method should 
much more benefit the hospitality corporations and also 
the customers using the wireless Internet via mobile 
devices by offering temporal/spatial flexibility and 
reducing costs than those using the Internet via 
traditional laptop/desktop computers. According to 
Cobanoglu [21], business travelers still use travel agents 
as their favorite hotel reservation resource. However, 
experts in IT predict within several years the Internet will 
be one of the most important sources for hotel 
reservations and services [20]. Here we believe that 
mobile reservation for hotel rooms will be popular and 
proliferous in the near future because of its convenience 
and flexibility. While the proportion of online 
reservations and wireless mobile activity is increasing, 
little attention has been given in the literature to user 
adoption of mobile reservation. Research on mobile 
reservation will be extremely worthy in providing useful 
information, especially at this early stage of mobile 
reservation systems development and implementation. 
Therefore, the purpose of this study is to develop a 
research model that examines and explains the factors 
influencing user adoption of mobile reservation for hotel 
rooms. 

The major contributions of this study are as follows. 
Hospitality firms or hotels planning to offer mobile 
reservation services must be aware of the primary 
concerns of customers. Such knowledge can help these 
businesses to increase the adoption of mobile reservation 
services and to promote mobile reservation services in 



 

 

the near future. Once the critical factors are known, 
hotels can improve performance to fit customer needs. 
Furthermore, marketing staff can understand the critical 
influences on customer adoption of mobile reservation 
services, and then develop an effective marketing 
strategy to convince customers that mobile reservation is 
a convenient method of reservation for hotel rooms. A 
good pricing strategy can also be developed accordingly. 

The remainder of this paper is organized as follows. 
Section 2 reviews the related literature, especially on 
technology acceptance model, innovation diffusion 
theory, and the theory of planned behavior. Section 3 then 
presents the research model and propositions. Finally, we 
present conclusions, as well as discussing the related 
implications of this study.  
 
2. Theoretical Background 

2.1. Technology acceptance model (TAM) 
Numerous studies have applied TAM in different 

research fields over the past decade. Based on the theory 
of reasoned action (TRA) and the theory of planned 
behavior, the TAM has been validated as a powerful and 
parsimonious framework to explain the adoption of IT by 
the users. According to TRA, individual’s belief 
influences attitude, which in turn shapes behavioral 
intention. Previous research has demonstrated the 
validity of TAM across extensive applications of IT [17] 
[34] [26] [30] [15] [68] [31] [29]. TAM posits that 
perceived usefulness and perceived ease of use are two 
primary determinants in explaining the variance in the 
user’s intention. The former is defined as the extent to 
which a person believes that using a particular system 
will enhance his or her job performance, while the latter 
is defined as the extent to which a person believes that 
using a particular system will be free of effort. Both 
perceived usefulness and perceived ease of use influence 
the individual’s attitude toward using an IT system. 
Additionally, perceived ease of use is hypothesized to be 
a predictor of perceived usefulness. 

Although TAM has been applied to a wide range of IT, 
none has investigated the adoption behavior of mobile 
reservation for hotel rooms using the TAM framework. 
Some of the prior studies were targeted at computer 
applications or systems in the traditional or Internet 
context, such as bulletin board system [48], groupware 
[46], virtual store [16], Internet [58], electronic tax filing 
systems [68], and on-line games [29]. However, Pedersen 
[52] develops a model using extended TAM and tests 
relevant theory on the adoption and use of mobile 
services, and the author emphasizes the importance of 
both determinants and perceived concepts may vary 
between mobile services. Furthermore, Pedersen [52] 
advocate others to conduct more research on the 
importance of the determinants and perceived concepts 
across various mobile services. Thus, this suggestion 
encourages us to investigate the adoption behavior of 
mobile reservation for hotel rooms to disclose the 
important factors affecting individual’s adoption of 
mobile reservation. 

2.2. Theory of planned behavior (TPB) 
The theory of planned behavior is an extension of the 

theory of reasoned action [3] [24]. TPB has been applied 
to explain the adoption of many diverse information and 
communication systems as spreadsheets [47], computer 
resource centers [57], virtual banking [43], electronic 
brokerage services [6], electronic commerce services [7], 
telemedicine technology [15], and recently, WAP services 
[31]. According to TPB, individuals’ actions are 
determined by their intentions and perceptions of control, 
where their intentions are influenced by attitudes towards 
behavior, subjective norms and perceived behavioral 
control. Moreover, Ajzen [4] indicate the ability of TPB 
to provide a very useful theoretical framework for 
understanding and predicting the acceptance of new 
information technology. 
2.3. Innovation diffusion theory (IDT) 

Rogers [53] tries to explain the observed adoption by 
characteristics of the technology being introduced. He 
first defined innovation diffusion theory as the process by 
which innovation is communicated through certain 
channels over time among the members of a social 
system. Innovation, communication channels, time, and 
social system are the four key elements of innovation 
diffusion theory. Prior research has pointed out that key 
constructs in the innovation-decision process include the 
perceived attributes of an innovation, people’s attributes 
and beliefs, and socioeconomic communications [38]. In 
this way, innovation diffusion theory characterizes the 
social system by categorizing users and the demographic 
and socioeconomic groups of it. In addition, innovation 
diffusion theory also focuses on the communication 
channels of social systems and individual innovativeness. 
 
3. Conceptual framework and propositions 

The conceptual framework proposed in this study is 
shown in Fig. 1. This model was constructed based on 
TAM, TPB and IDT. Subsequently, we will briefly 
review the major antecedents to adoption of mobile 
reservation in this study. 

Figure 1 about here. 
3.1. Prior computer experience 

Previous research has provided findings regarding the 
relationship of prior computer experience to computer 
literacy. For example, Brock et al. [11] found that nearly 
any type of computer experience, especially video game 
experience, increased the computer literacy levels of 
individuals to some degree. Karsten and Roth [39] chose 
to operationalize computer literacy using a measure of 
computer self-efficacy, and the results showed that actual 
computer experience should enhance one’s personal 
self-efficacy with computers. Because this study is 
targeted at adoption of mobile reservation, we assert that 
individual with more prior computer experience will 
have higher mobile computing self-efficacy. Moreover, 
Braak [9] manifested that prior computer experience 
contributed to the prediction of computer competence. 
Thus, individuals with more self-perceived computer 
competence will feel more easy to use new technology. 



 

 

The following inferences are made: 
P1: Prior computer experience will have a significant 

effect on individual’s mobile computing self-efficacy. 
P2: Prior computer experience will have a significant 

effect on perceived ease of use of mobile reservation 
systems. 
3.2. Perceived information satisfaction 

Jeong et al. [37] investigated consumer perceptions of 
hotel web sites and the results indicated that information 
completeness and currency were two of crucial factors 
for increasing sales via the Internet. Out of the key 
factors of online transaction intentions, information 
completeness was the most important for online 
customers’ satisfaction with web site information. In 
addition, Jeong and Lambert’s [36] empirical results 
showed that consumer’s perceived quality information 
about products and services on the web was the most 
crucial factors in predicting the customers’ purchase 
behavior. Also, Szymanski and Hise [56] determined that 
consumer’s perceptions of product information were the 
dominant factors in consumer assessments of satisfaction. 
Accordingly, we infer the following proposition: 

P3: Perceived information satisfaction will have a 
significant effect on perceived usefulness of mobile 
reservation systems. 
3.3. Perceived accessibility 

Above all, unlike traditional telecommuting that 
typically uses the home as a fixed alternative worksite, 
mobile telework facilitates the “anytime, anyplace office” 
[25]. Klobas [41] included the measurement scale, 
accessibility, in a study that examined the potential 
influences on the use of electronic information resources. 
The dimension of accessibility contains such attributes as 
ease of access, availability, and convenience. Jeong and 
Lambert’s [36] addressed that perceived accessibility was 
one of the dominant factors in predicting their 
decision-making. Furthermore, Szymanski and Hise [56] 
manifested that online convenience was a main 
determinant in predicting consumers’ satisfaction. So, 
this study conducts the following proposition: 

P4: Perceived accessibility will have a significant 
effect on perceived usefulness of mobile reservation 
systems. 
3.4. Facilitating condition 

To understand information technology usage, Taylor 
and Todd [57] found that individual perceived facilitating 
resources, such as time and money, influence perceived 
behavioral control toward information technology 
adoption. This variable was tested in a number of 
technology acceptance studies, and Bhattacherjee [6] 
found that facilitating resources are an important 
predictor of perceived behavioral control. Behavior 
cannot occur if the facilitating conditions make the 
behavior difficult [59]. Policies, regulations, and legal 
environment are therefore all conditions critical to 
technology acceptance. Wireless digital devices rely on 
radio frequency spectra allocated. Standardization of 
protocols and other regulations is still a goal to strive for 
in the near future for the growth of wireless 

communication systems and digital network markets 
around the world [13] [54]. Hence, we have the 
following proposition: 

P5: Facilitating condition will have a significant 
effect on perceived behavioral control towards mobile 
reservation systems use. 
3.5. Mobile computing self-efficacy 

Compeau and Higgins [22] claim that computer 
self-efficacy refers to a judgment of one’s capability to 
use a computer. It is not concerned with what one has 
done in the past, but rather with judgments of what could 
be done in the future. Davis [23] and Mathieson [47] 
proposed that there is a relationship between computer 
self-efficacy and perceived ease of use. Besides, there 
also exists empirical evidence of the causal link between 
computer self-efficacy and perceived ease of use [33] [63] 
[64]. On the other hand, according to TPB model, 
perceived behavioral control is defined as individual 
perceptions of how easy or difficult it is to perform a 
specific behavior. Perceived behavioral control thus 
reflects individual perceptions of internal and external 
behavioral constraints [3]. So, regarding internal 
constraints, increasing computer self-efficacy will 
influence much more one’s perceived behavioral control 
on the behavior [31].  

Because there are so many differences between 
palmtop and desktop computers, computer self-efficacy 
developed for traditional computers context may no 
longer be appropriate for the mobile context. Thus, 
mobile computing self-efficacy may be distinguished 
from computer self-efficacy as the beliefs that one can 
successfully perform a distinct set of behaviors required 
to establish, maintain and utilize effectively the wireless 
Internet via a mobile device and all the basic personal 
computer skills. Therefore, based on the theoretical and 
empirical support from prior literature, this study 
postulate the following propositions: 

P6: Mobile computing self-efficacy will have a 
significant effect on perceived behavioral control toward 
mobile reservation systems use. 

P7: Mobile computing self-efficacy will have a 
significant effect on perceived ease of use of mobile 
reservation systems. 
3.6. Perceived ease of use 

Perceived ease of use is one of the major 
determinants of attitude toward use in the TAM. This 
internal belief ties to an individual’s assessment of the 
mental effort involved in using a system [23]. Extensive 
research over the past decade provides evidence of the 
significant effect perceived ease of use has on attitude 
toward use (e.g. [31], [5], [45], [49], [64]). Venkatesh [63] 
believes that for any emerging IT/IS, perceived ease of 
use is an important determinant of users’ acceptance of 
information technology. On the other hand, 
Improvements in perceived ease of use may lead to 
improved performance, thus contributing to perceived 
usefulness. Clarke [18] found perceived ease of use is 
among the top five factors in order of significance for 
determining use of wireless handheld devices. 
Consequently, we propose the following propositions: 



 

 

P8: Perceived ease of use will have a significant 
effect on attitude towards mobile reservation systems 
use. 

P9: Perceived ease of use will have a significant 
effect on perceived usefulness of mobile reservation 
systems. 
3.7. Perceived usefulness 

Perceived usefulness in the TAM model, originally 
referred to job related productivity, performance, and 
effectiveness [23]. Similarly, we find extensive research 
provides evidence of the significant effect of perceived 
usefulness on the usage intention [32] [31] [68] [2] [66] 
[35] [63] [65] [64] [30] [62]. So, many previous studies 
have manifested that perceived usefulness is an important 
determinants of individual acceptance of information 
technology. This study thus propose the following 
proposition: 

P10: Perceived usefulness will have a significant 
effect on attitude towards mobile reservation systems 
use. 
3.8. Perceived credibility 

The usage attitude towards mobile reservation for 
hotel rooms could be affected by users’ perceptions of 
credibility in terms of security and privacy issues. All 
business transactions require an element of trust, 
especially those conducted in the uncertain environment 
of electronic commerce [42]. There are two key 
ingredients of a wireless trust environment: security and 
privacy [44]. Compared to wired Internet, wireless 
Internet is exposed to greater danger of insecurity 
because interception of wireless transmission is much 
easier in the open air. So, the wireless Internet threatens 
the privacy of user information in new and extreme ways. 
Therefore, perceived fears of divulging personal 
information and users’ feelings of insecurity provide 
unique challenges to planners to find ways in which to 
develop users’ perceived credibility of mobile reservation 
systems. This study thus makes the following inference: 

P11: Perceived credibility will have a positive 
significant on attitude towards mobile reservation 
systems use. 
3.9. Personal innovativeness 

Many researchers have explored information system 
adoption problems using the innovation diffusion theory 
[38] [10] [1] [49] [31]. Agarwal and Prasad [1] presented 
a conceptual and operational definition of personal 
innovativeness and noted that personal innovativeness 
can moderate the effects of perceptions on information 
technology related adoption decisions. Furthermore, 
Hung et al. [31] indicate that resistance to adoption of 
new IT includes the general propensity of individuals to 
adopt particular innovations, or their innovativeness. 
Therefore, the greater the utility an individual perceives 
based on past adoption behavior, the greater the 
willingness that individual risks in trying an information 
technology innovation. Hence we propose the following: 

P12: Personal innovativeness will have a significant 
effect on attitude towards mobile reservation systems 
use. 

3.10. Subjective norm 
Subjective norms directly determine behavioral 

intentions [3] [24] [4]. Fishbein and Ajzen [24] pointed 
out that subjective norm refers to perceptions of the 
preferences of significant others regarding the worth of 
engaging in a specific behavior. Also, Ajzen [3] proposed 
that subjective norm refers to individual perceptions of 
social pressure regarding whether or not to perform a 
particular behavior. In discussing subjective norm, 
Bhattacherjee [6] classified social influence into two 
types, namely external influence and interpersonal 
influence. Additionally, the author noted that external 
influence includes mass media reports, expert opinions 
and other non-personal information, while interpersonal 
influence includes word-of-mouth influence by friends, 
colleagues and superiors. Much empirical support for the 
relationship between subjective norms and behavior can 
be found (e.g. [60], [65]). Considering the possible 
subjective norm on the mobile reservation systems users, 
the following propositions are developed: 

P13: Peer influence will have a significant effect on 
subjective norm toward mobile reservation systems use. 

P14: External influence will have a significant effect 
on subjective norm toward mobile reservation systems 
use. 
3.11. Intention to use 

Much research has conducted information technology 
adoption from the perspective of TPB application [43] 
[15] [57] [6] [47] [31]. Although it is now widely 
recognized that attitudes, subjective norms, and 
perceived behavioral control are important for 
understanding and predicting intentions and behavior in 
specific contexts, numerous empirical question continue 
to surround mobile reservation systems adoption. 
Consequently, the following propositions originated from 
the theoretical framework of TPB: 

P15: Perceived behavioral control towards mobile 
reservation systems use will have a significant effect on 
intention to use mobile reservation systems. 

P16: Attitude towards mobile reservation systems use 
will have a significant effect on intention to use mobile 
reservation systems. 

P17: Subjective norm towards mobile reservation 
systems will have a significant effect on intention to use 
mobile reservation systems. 
 
4. Conclusions 

In this study, we propose a conceptual framework for 
understanding, explaining and predicting factors that 
influence individual adoption of mobile reservation 
services. The integration of common TAM determinants 
should be helpful for confirming the existing results in a 
new situation. Also, the results of the proposed model 
can be compared to other relevant models and hopefully 
can add to the existing knowledge of user acceptance. A 
major difference in the present model, compared with 
other TAM-related research, is the addition of some 
specific constructs – perceived information satisfaction, 
perceived accessibility, mobile computing self-efficacy, 



 

 

perceived credibility, and perceived innovativeness. Our 
literature review reveals that this framework is an 
innovative system with strong potential to support mobile 
reservation services. 

In addition, inclusion of the factors such as 
facilitating condition, peer influence, external influence, 
subjective norm, prior computer experience, and the 
proposed relationships also elevates the proposed 
framework up to a more comprehensive level to promote 
and facilitate future research concerning adoption of 
mobile reservation services. However, attention should 
be called to the fact that the proposed framework does 
not include all factors influencing the actual adoption of 
mobile reservation services. Therefore, this conceptual 
framework can be modified and improved through 
studies. To operationalize the proposed framework, some 
recommendations are put forward for consideration: 
 The proposed framework is designed to predict 

adoption of mobile reservation among individuals in 
general. Empirical testing the theoretical validity and 
applicability of this framework should be a must for 
prediction purposes. 

 A general survey research design will be appropriate 
for acquiring self-reported data on each of the model 
constructs. 

 In terms of instrument selection, a number of 
instruments which have been validated and which 
have won strong empirical support for reliability and 
validity in prior studies can be adopted for testing 
the present framework. 

 Structural equation modeling procedures can be used 
to test the model fitness, and explore the possible 
relationships between the model constructs. 

Finally, we hope that such empirical studies utilizing 
the proposed model will provide adequate predictive and 
explanatory power for adoption of mobile reservation 
services, and yield insights into improving general user 
acceptance. 
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Figure 1. The conceptual framework. 
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