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Abstract: Mobile application has changed the world and day to 

day lives of people. It has also changed our travel experience by 
making it more reasonable, useful and effective. Acknowledging 
the tremendous influence of travel mobile applications towards 
the travel industry, it made the scholars to know the aspects that 
influence the traveller’s aim to use the mobile travel apps 

.Moreover the UTAUT are among the user’s intention model and 

used limitedly in tourism sector. Thus, the main purpose of the 
paper is to identify the intention of travellers to use the travel 
mobile app by using the UTAUT model. This study will come up 
with different perception of consumer’s adoption and preferences 

of travel mobile apps.  

Keywords: UTAUT model, Travel apps, Mobile  

I. INTRODUCTION 

The change in the urban travel patterns and transportation 

policy goals require that the transportation researcher has to 
improve their plan and forecast the demand for travel. The 
advancement in the internet based technologies and universal 
use of web to get information have enforced the tourism 
industries to develop new structure to face various market 
dispute and to boost their position in a highly ruthless sector 
(Boyd, D. & Ellison, N; 2007, Leor Dana Pi Pietro & 
Eleonara Pantano; 2013). The increased amount of 
information available has changed the travel behaviour of 
tourists (Buhalis & Law, 2008; Sigala 2001; Nina enter & 
Eleni Michopoulou).  
 Mobile applications are forecasted to create various chances 
for business as it provides benefits to the mobile users (Wong, 
Tan, Ooi & Lin, 2015) combination of mobiles along with 
mobile application has created a development in consumer 
industry (Teo, Tan, Ooi, & Yew, 2012; Lau Kah Yan, Lee 
Sook Yan, Looi Lee Kheng, Tan Yee Ler ;2015). These 
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applications must be developed in such a way that it fulfil 
consumer’s  wants, preferences and the condition of usage to 

confirm it is beneficial ( Arhippainen  & Tahti, 2003; Lau Kah 
Yan, Lee Sook Yan, Looi Lee Kheng, Tan Yee Ler). 
The usage of travel  apps are mainly for the logistical purpose, 
to maintain contact with people, it also helps in planning the 
travel and to seek information on hotels and also to know 
reviews (TripAdvisor, 2015; Dickinson et. al. , 2015; 
Nurzehan Abu Bakar, Roslizawati Che Aziz, Marlisa Abdul 
Rahim, Nor Maizana Mat Nawi, Abdullah Mohammed 
Yusoff, Hazi Hafizah Usolludin, 2019). Even though there is 
an increase in reputation and eminence of these travel apps it 
was known that around 50% among travellers are not attracted 
to use these travel apps (AARP real responsibilities, 2017). 
Therefore, it’s important to study the usage of travel apps 

amongst the tourists. Likewise, it is identified that the issued 
works exploring the tourist’s purpose of usage and adoption 

of travel apps are less.  Majority of researches have only 
concentrated on user behaviour leaving an undetermined area 
of research. Therefore, the aim of the research is to identify 
the factors affecting the usage of mobile apps among the 
tourists. 

II. PROBLEM STATEMENT 

The organisation has to make sure that the mobile application 
technology obtainable matches both internally and externally 
with the existing technology capabilities (GSI, 2008).Many 
researches has been done on the mobile application 
technology adoption in tourism industry but there are very 
less researches conducted with respect to the factor that 
causes the acceptance of travel application in tourism 
industry. Tourism industry is one of the major providers to the 
increased economic growth (Alqatan, Singh, & Ahmad, 
2011). Therefore, the use of travel application amongst 
tourism industry may set off the Indian economy. Since 
mobile perforation rate increases, it is a scope for 
organisations to use mobile application as a major tool for 
promotion in increasing the image of the organisation (Anuar, 
Musa, & Khalid, 2014). 

III. OBJECTIVES 

    1. To investigate the variables and their influences on 
destination and accommodation choice of consumers while 
planning the trip. 

2. To study the variables and their influence on continuous 
purchase intention on travel app uses. 

3. To study the variables and its influences on the original 
travel holiday plans of   
consumers. 
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IV. LITERATURE REVIEW 

Mobile application 

Mobile application can be defined as software application that 
needs a movable device which delivers definite utilities to the 
consumers to make their life more easy (Li, Chen & Shi, 2014 
and  Lau Kho yan, Lee sook Yan, Looi Lee Khung, Tan yee 
Ler, 2015). Mobile apps played a significant part in growth of 
tourism organisations (Bethapudi, 2013;   Lau kah yan, Lee 
sook Yan, Looi Lee Khung, Tan yee, Ler, 2015). 

Mobile application in tourism 

Wang, Xiang & fesenmair,(2014) and Moritze Christian, 
(2015)  argued that the information available through mobile 
devices are mainly used for checking the status of flights and 
searching restaurants , which will make feel travellers more 
comfortable during their journey, to avoid early planning  and 
to have a good informative travel experience. 
Performance expectancy or perceived usefulness refers to the 
belief of an individual that the technology will helps them to 
simplify their task performance (Venkatesh et al, 2003; Soek 
Kang, 2014). Increase in performance expectancy, will lead to 
the continuous use of mobile apps (Kang, 2014; Nurzehan 
Abu baker & Abdullah Muhammed Yusoff, 2019). Various 
studies have found that the Performance expectancy is a 
relevant factor for the use technology across many areas 
including mapping apps  (Gupta & dogra,2017; Nurzehan 
Abu baker & Abdullah Muhammed Yusoff,2019),travel apps 
(Gupta & dogra,2017; Nurzehan Abu baker & Abdullah 
Muhammed Yusoff,2019),website of rural accommodation 
(Guiterrez & Herrero,2012; Nurzehan Abu baker & Abdullah 
Muhammed Yusoff,2019),low cost website ( 
Escobarrodriguize  & Carvajal Trujillo,2014; Nurzehan Abu 
baker & Abdullah Muhammed Yusoff,2019) and payment 
through mobile (Slade,Williams,Dwivedi & Piercy,2014;  
Nurzehan Abu baker & Abdullah Muhammed Yusoff,2019). 
Based on the above study, researchers suggest following 
Hypothesis 
 H1: Perceived usefulness influences the usage of app in 
destination choice 
 H2: Perceived usefulness influences the usage of app in 
accommodation choice 
 H3: Perceived Usefulness has a significant impact on 
continuous purchase intention of users of travel mobile apps 
Effort expectancy or perceived ease of use can be defined as 
the degree of individuals effort to use an information system 
(Miadinovic & xiang, 2016; Nurzehan Abu baker & Abdullah 
Muhammed Yusoff, 2019). Higher effort expectancy will 
gain spontaneous acceptancy by the user as very less effort on 
learning is required (Evon & Lau, 2016; Nurzehan Abu baker 
& Abdullah Muhammed Yusoff, 2019). 
The studies using UTAUT disclosed that the effort 
expectancy has positively affected the purpose of technology 
use in several areas especially travel mobile application 
(Gupta et al, 2018; Nurzehan Abu baker & Abdullah 
Muhammed Yusoff, 2019). Since many researchers found out 
the effort expectancy has strongly influenced the behavioural 
intention. Therefore the following hypothesis: 
H4: Ease of use influences the usage of app in 
accommodation choice. 
H5: Ease of use influences the usage of app in destination 
choice. 

H6: Ease of Use has a significant impact on continuous 
purchase intention of users of travel mobile apps. 
H7: Usage of app in destination choice will lead to changes in 
travel holiday plans. 
H8: Usage of app in accommodation choice will lead to 
changes in travel holiday plans. 
 
Proposed hypothetical model 
 

              
 

                            
                                           

                                          

V. RESEARCH METHODOLOGY 

Descriptive and exploratory design has been used for this 
study. This study is based on a survey of the respondents. For 
that 150 samples were selected and purposive sampling is the 
technique used and are scored on a 5- point Likert scale. 
Primary and secondary data was used. Questionnaire was 
used to collect primary data and these are analysed through 
Statistical package for Social Sciences (SPSS). The relation 
between the variables were analyzed through regression 
analysis. While secondary data consist of various journals, 
articles, and information from websites.  
From extensive literature review it is understood that 
“Perceived usefulness” and “Ease of Use” were the two 

relevant factors that play a key role in the travel app consumer 
decision making process. The scales to measure these 
variables were taken from previous research works (John 
Fortis, Dimitruos Buhalis, Nicolas Rossides (2012), Seok 
Kang (2014). A ‘4’ item scale was used to measure 

“Perceived usefulness” and ‘4’ item scale was used to 

measure “Ease of Use”. 

VI. DATA ANALYSIS AND INTERPRETATION 

The objective of this paper is to study the factors that lead to 
the use of mobile application in tourism industry. The relation 
between various variables has been identified through 
regression analysis. 
In this study, the first hypothesis states that the perceived 
usefulness influence the destination choice of consumers. 
Table 1 shows the result of the study 
 

Changes 
made in 

travel 
holiday 
plans 
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Table 1. INFLUENCE OF PERCIEVED USEFULNESS 
IN USAGE OF APP IN DESTINATION CHOICE 

 
A linear regression established that the perceived usefulness 
of the app could statistically significantly predict the usage of 
app in destination choice, F (1, 148) = 23.736, p = .000 Table 
1) and the perceived usefulness of the app accounted for 
13.2% of the explained variability in the usage of App in 
destination choice. The regression equation was: predicted 
usage of App in destination choice = 2.185 + 0.588 x 
(perceived usefulness of the app). Thus, hypothesis one is 
accepted. 
 
Table 2: INFLUENCE OF PERCIEVED USEFULNESS 
IN USAGE OF APP IN ACCOMODATION CHOICE 

  Unstandardized 
Coefficient of B 

 
   Sig. 

R2 0.115              -      - 
Adjusted R2 0.109              -      - 
F 19.320              - 0.000 
Constant     -         2.491 0.000 
Perceived 

Usefulness of 
the respondent 

    -          0.507 0.000 

 
As per the linear regression, the perceived usefulness of the 
app could statistically significantly predict the usage of app in 
accommodation choice, F (1, 148) = 19.320, p=.000 (Table 2) 
and the perceived usefulness of the app accounted for 10.9 % 
of the explained variability in the usage of App in 
accommodation choice. The regression equation was 
predicted usage of app in accommodation choice = 2.491 + 
0.507 x (perceived usefulness of the app). Thus, hypothesis 
two is proved. 
 
Table 3: INFLUENCE OF PERCIEVED USEFULNESS 

ON CONTINUOUS PURCHASE   INTENTION 
  Unstandardized 

Coefficient of B 
 
   Sig. 

R2 0.289              -      - 
Adjusted R2 0.284              -      - 
F 60.235              - 0.000 
Constant     -         1.194 0.000 
Perceived 
Usefulness of 
the respondent 

    -          0.496 0.000 

 

It is clear from the linear regression, that the perceived 
usefulness of the app could statistically significantly predict 
the purchase intention, F (1, 148) = 60.235, p=.000 (Table 4) 
and the perceived usefulness of the app accounted for 28.4 % 
of the explained variability in purchase intention of app. The 
regression equation was predicted the purchase intention of 
app = 1.194+.496 x (perceived usefulness of app). Hence, 
hypothesis three is supported. 
 
Table: 4 INFLUENCE OF EASE OF USE IN USAGE OF 

APP IN DESTINATION CHOICE 

  Unstandardized 
Coefficient of B 

 
   Sig. 

R2 0.070              -      - 
Adjusted R2 0.064              -      - 
F 11.133              - 0.001 
Constant     -         2.397 0.000 
Ease of Use     -          0.443 0.001 

 
As per the linear regression conducted, the Ease of use of the 
app could statistically significantly predict the usage of app in 
destination choice, F (1,148) =11.133, p=.001 (Table 4) and 
the ease of use of the app accounted for 6.4 % of the explained 
variability in choice of destination of app. The regression 
equation was predicted the choice of destination of app 
=2.397+.443 x (ease of use).So hypothesis four is accepted. 
 
Table: 5 INFLUENCE OF EASE OF USE IN USAGE OF 

APP IN ACCOMODATION CHOICE 
  Unstandardized 

Coefficient of B 
 
   Sig. 

R2 0.101              -      - 
Adjusted R2 0.095              -      - 
F 16.560              - 0.000 
Constant     -         2.267 0.000 
Ease of Use     -          0.501 0.000 

 
According to linear regression conducted it is clear that the 
ease of use has significant influence on usage of app in 
accommodation choice, F (1,148) =16.560, p=.000(Table 5) 
and the ease of use of the app accounted for 9.5 % of the 
explained variability in choice of accommodation of app. The 
regression equation was predicted the choice of 
accommodation of app =2.267+.501 x (ease of use). Hence, 
hypothesis five is accepted. 
 

Table: 6 INFLUENCE OF EASE OF USE ON 
CONTINOUS PURCHASE INTENTION 

  Unstandardized 
Coefficient of B 

 
   Sig. 

R2 0.127              -      - 
Adjusted R2 0.121              -      - 
F 21.601              - 0.000 
Constant     -         1.459 0.000 
Ease of Use     -          0.349 0.000 

 
 
 
 

  Unstandardized 
Coefficient of B 

 
   Sig. 

 R2 0.138              -      - 
Adjusted 

R2 
0.132              -      - 

F 23.736              - 0.000 
Constant     -         2.185 0.000 
Perceived 

Usefulness of 
the 
respondent 

    -          0.588 0.000 
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Ease of use of the app could statistically significantly predict 
the purchase intention as per the linear regression, F (1,148) 
=21.607, p=.000 (Table 6) and the ease of use of the app 
accounted for 12.1 % of the explained variability in purchase 
intention of app. The regression equation was predicted the 
purchase intention of app =1.459+.349 x (ease of use). Thus, 
hypothesis six is proved.  
 
Fig 7: INFLUENCE OF CHOICE OF DESTINATION 

ON ORIGINAL HOLIDAY TRAVEL PLAN CHANGES 
  Unstandardized 

Coefficient of B 
 
   Sig. 

R2 0.059              -      - 
Adjusted R2 0.053              -      - 
F 9.292              - 0.003 
Constant     -         4.838 0.000 
Choice of 
Destination 

    -          -0.407 0.003 

 
The choice of destination has a significant impact on changes 
that made on original travel plans according to the linear 
regression, F (1,148) =9.292, p=.003 (Table 7) and the 
changes made in the original travel plan accounted for 5.3 % 
of the explained variability in choice of destination of app. 
The regression equation was predicted the choice of 
destination of app =4.838+ (-.407) x (changes made in 
original travel app). Thus, hypothesis seven is proved. 
 
Table 8: INFLUENCE OF ACCOMODATION CHOICE 

ON ORIGINAL HOLIDAY TRAVEL PLANS 
  Unstandardized 

Coefficient of B 
 
   Sig. 

R2 0.052              -      - 
Adjusted R2 0.046              -      - 
F 8.154              - 0.005 
Constant     -         4.861 0.000 
Choice of 
Accommodation 

    -          -0.406 0.005 

 
A linear regression recognized that the Changes made in the 
original travel plan could statistically significantly predict the 
choice of Accommodation, F (1,148) =8.154, p=.005 (Table 
8) and the changes made in the original travel plan accounted 
for 4.6 % of the explained variability in choice of 
accommodation of app. The regression equation was 
predicted the choice of accommodation of app = 4.867 + 
(-.406) x (changes made in original travel app). Hence, 
hypothesis eight is accepted. 

VII. IMPLICATIONS 

The study conducted using the UTAUT for travel apps use 
proposes that the perceived usefulness and ease of use are the 
key variable which influences the choice of destination, 
accommodation and continuous purchase intention. In 
practical context, these variables help in providing the current 
status of the usage of mobile apps. Mobile app dealers and 
mobile application developers should consider ease of use 
and purpose. The mobile application creators must increase 
the potential of mobile app for performing task so that there 
will be continuous usage among the users. 
 

VIII. CONCLUSION 

The main purpose of this paper is to study the factors that 
influence the use of mobile applications amongst the tourists. 
The model used in this study was UTAUT model. In this 
research, Perceived usefulness and Ease of Use are the key 
variables that significantly affect the destination choice, 
accommodation choice, continuous purchase intention of 
mobile app and changes made in the original travel plan 
among the tourists. This paper explains how the UTAUT 
model affects the travelers’ intention in the use of mobile 
travel applications. This research paper will thus benefit the 
industry players such as the organisations, app developers, 
and tourism businesses by providing them with knowledge 
regarding the preferences of consumers and travel mobile app 
usage. This knowledge will help to develop more mobile 
travel apps which will attract more consumers and thus 
increases profit. Thus, This research paper able to  deliver a 
basic knowledge which is essential for the future research 
purposes, the software developers and government who wants 
to bring development to the tourism industry in India. 
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