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Abstract:  

Voice shopping is a newly evolving e-commerce channel, which is high in demand among 

consumers. Since factors affecting consumers’ voice shopping adoption in tourism and 

hospitality are still in their infancy, this study aims to investigate the influence of individuals’ 

need for cognition on voice-based travel services acceptance. Based upon an analysis of 215 

survey responses, this study finds perceived technology usefulness and individual-technology 

fit as a causal chain mediates the relationship between need for cognition and intention to adopt 

voice-based travel services. This study provides new insights related to utilizing voice-based 

travel services in the field of consumer behavior. 
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1. Introduction 

Voice technology has changed the way individuals search for information online. This speech 

recognition technology allows users to search through speaking, instead of typing terms in a 

text field (Kraus, Reibenspiess, & Eckhardt, 2019). A user’s commands through voice for 

playing music, setting reminders, placing online shopping orders, and checking information 

can now be interpreted by that technology, which generates an appropriate response for the 

user (Sciuto, Saini, Forlizzi, & Hong, 2018). It is estimated that half of all Internet searches 

will be completed through voice assistants by 2020 (Maney, 2017). Comscore (2017) also 

forecasts that over 50% of all searches will be done by voice by 2020. The statistics show that 

58% online adults have used voice search in early 2019 (Voicebot.ai, 2019). The rise of 

Amazon Alexa, Apple HomePod, Google Home, Alibaba Tmall Genie and many others 

suggests that voice assistants will be the central development of future retail.  

Besides altering consumers’ information search behavior, the advent of voice technology is 

expected to transform consumers’ shopping behavior. Standard desktop searches may show 

that users are simply looking for information by delivering mass results, while voice search 

aspires to allow users to refine the search process based on exactly what they are looking for 

(PhocusWire, 2019). Voice travel services have the power to enhance the overall travel 

experience by providing highly relevant results, and they have already impacted how travelers 

are searching and booking their next holidays. According to OC&C Strategy Consultants 

(2018), voice shopping is expected to grow to a USD 40 billion market by 2022.  
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Defined as the act of purchasing products from online retailers by giving voice commands to 

voice assistants (Mari, 2019), voice shopping method will not only minimize transaction costs 

for consumers but also provide them with unprecedented convenience. A voice assistant can 

help consumers navigate through many alternatives. The algorithms of voice technology can 

learn how to make purchase decisions by analyzing consumers’ choice criteria. Several travel 

retailers have already launched voice-enabled travel services on Amazon Alexa. For example, 

Expedia and Kayak services on Amazon Alexa can now allow consumers to search and book 

flights, hotels and rental cars as well as keep track of flight status updates through voice 

commands. 

As voice shopping is rapidly becoming a focal point in both academic and industry research 

because of its swift adoption and disruptive potential in buying dynamics, researchers call for 

future studies to focus on voice technology (Dawar & Bendle, 2018). However, to the best of 

our knowledge, research on factors affecting the adoption of voice shopping in tourism and 

hospitality is still in its infancy. To fill this knowledge gap, the present study aims to identify 

factors affecting the intention to adopt voice-based travel shopping services. 

Specifically, the purpose of this study is to investigate the influence of individuals’ personality 

in information processing (i.e., level of need for cognition) on the adoption intention of voice-

based travel services. Two influential variables, perceived technology usefulness and 

individual-technology fit, which are firmly proved as determinants in the technology 

acceptance literature (e.g., Parkes, 2013; Speier & Venkatesh 2002) are also added to the 

research model. The relationship of individuals’ need for cognition and voice-based travel 

services adoption intentions will be explained through a mediation model, which includes 

perceived technology usefulness and individual-technology fit as mediators. This study 

introduces the idea that the intention to adopt voice-based travel services should be affected by 

individuals’ need for cognition, the individual-technology fit and perceived technology 

usefulness with the voice technology. 

In the following sections, the direct impact of need for cognition on intention of adopting voice-

based travel services as well as the indirect impact through perceived technology usefulness 

and individual-technology fit will be firstly discussed. The method section will then explain 

the questionnaire design and data collection. The subsequent sections will describe the data 

analysis and the findings. The last two sections will present the conclusions, implication and 

limitation of this study. 

 

2. Literature Review 

2.1 Need for Cognition  

Need for cognition refers to people’s tendency to participate in problem-related information 

processing when forming an attitude toward cognitive tasks (Cacioppo, Petty, & Chuan, 1984). 

According to the elaboration likelihood model (Petty & Cacioppo, 1986), individuals with high 

level of need for cognition may follow the central path and form attitudes on the basis of in-

depth processing of product related information. On the contrary, individuals with low level of 

need for cognition are more susceptible to contextual cues and heuristic information processing 

(Diamantopoulos, Arslanagic-Kalajdzic, & Moschik, 202020; Zhang, Gursoy, & Xu, 2017). In 

other words, consumers who have high level of need for cognition pay close attention to 

relevant alternatives based on reliable evidence (Cacioppo, Petty, & Morris, 1983). 

Traditional desktop search provides a large evaluation set to consumers as its high media 

richness and text efficiency (Hong, Thong, & Tam, 2004). While voice-based travel services 

use auditory interfaces, this kind of shopping method reduces the negative impact of an 
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overwhelming amount of information (Maity & Dass, 2014). Compared with desktop 

shopping, voice shopping provides more relevant and personal recommendations for 

consumers. This shopping method may reduce the risks by providing recommendations with 

high quality.  

Individuals with high level of need for cognition tend to conduct more intensive information 

processing instead of seeing more information. The combination of cognitive operations used, 

rather than the amount of information, determines individuals’ effort (Verplanken, 1993). Since 

consumers with high need for cognition will spend more effort into information processing to 

find relevant evidence and information to support their decisions (Cacioppo et al., 1984) and 

voice shopping can provide more effective, accurate and relevant information to help people 

with high cognition to process information well, it is reasonable to suggests that consumers 

with higher level of need for cognition tend to have more positive attitudes toward intention to 

adopt voice-based travel services. Thus, we assume: 

H1: Need for cognition is positively associated with consumers’ intention to adopt voice-based 

travel services  

 

2.2 Mediating Role of Perceived Technology Usefulness 

Perceived technology usefulness refers to the degree that consumers think voice shopping 

technology will improve transaction performance (Chiu, Lin, Sun, & Hsu, 2009). Ajzen and 

Fishbein (1980) suggests that perceived usefulness is positively related to future behavioral 

intention, directly or indirectly through its impact on people’s attitudes. Reasoned Action 

Theory and Technology Acceptance Model (Davis, 1985; Fishbein & Ajzen, 1977) suggest 

that individuals’ attitude towards technology is an individual’s evaluation of an object. 

Individuals’ positive attitudes will increase the intention to use the technology. Chiu et al. 

(2009) suggest that customers’ perceived usefulness is positively associated with online 

shopping loyalty intention. The findings in the technology acceptance studies indicate there is 

a significantly positive correlation between perceived usefulness and technology acceptance. 

Though no literature directly shows that need for cognition is related to perceived usefulness 

of voice-based travel services, evidence shows that need for cognition is significantly 

associated with online shopping attitude (Marie-Odile & Jean-Charles, 2016). For example, 

Hung, Cheng, and Hsieh (2015) demonstrate individuals’ personalities (e.g., cognitive style, 

computer self-efficacy and involvement) have moderating effects on the relationship between 

incentives and attitudes of online buying. It is, therefore, reasonable to postulate that:  

H2: Perceived technology usefulness has a direct and positive effect on consumers’ intention 

to adopt voice-based travel services 

H3: Need for cognition has an indirect and positive effect on consumers’ intention to adopt 

voice-based travel services through its influence on perceived technology usefulness 

 

2.3 Mediating Role of Individual-Technology Fit 

Individual-technology fit is defined as the extent to which technology features meet the needs 

of individuals’ problem solving (Liu, Lee, & Chen, 2011). This concept/construct was 

developed from task-technology fit theory (Goodhue, 1995), which emphasizes the match of 

the task requirements and the technical capabilities to support task completion (Fuller & 

Dennis, 2009). Individual-technology fit occurs when technology satisfies an individual’s 

needs or preferences. 
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Individual differences are proved to have an impact on technology usage (Burton-Jones & 

Hubona, 2005; McElroy, Hendrickson, Townsend, & DeMarie, 2007). In the context of voice-

based travel services, the logic is that the higher level of individuals’ need for cognition, the 

more likely they will get involved in searching for relevant information and evaluate 

alternatives when making decisions (Cacioppo et al., 1984). Thus, it can be assumed that people 

who have high level of need for cognition are more possible to acknowledge individual-

technology fit. According to the cognitive cost and benefit perspective, individuals are 

influenced by how well technology operates. Individuals can perceive whether a technology is 

fit for their information processing style and choose technology on that basis (Goodhue, 1995). 

Individuals may weigh costs and benefits before choosing a strategy for processing information 

in decision making.  

The fit between technology and individuals may affect individuals’ attitudes toward that 

technology (Parkes, 2013). Individual-technology fit is proved positively influence technology 

usage (Speier & Venkatesh, 2002). A study conducted by Wu and Chen (2017) proves that 

individual-technology fit has a positive impact on perceived ease of use, which then has a 

positive impact on perceived usefulness and technology usage. Accordingly, the literature 

about individual-technology fit proves that people who are fit with the technology features will 

have a higher acceptance intention than people who are less fit. Therefore, it is reasonable to 

argue that people who perceive a good fit with the voice-based travel services will be motivated 

to use this technology. Therefore, this study posits the following hypotheses: 

H4: Individual-technology fit has a direct and positive effect on consumers’ intention to adopt 

voice-based travel services 

H5: Need for cognition has an indirect and positive effect on consumers’ intention to adopt 

voice-based travel services through its influence on individual-technology fit 

 

2.4 Perceived Technology Usefulness and Individual-Technology Fit as a Causal Chain 

The assumptions regarding H3 and H5 are limited, in that need for cognition indirectly 

influences adoption intention through its impact on either individual-technology fit or 

perceived technology usefulness in isolation. The following question is whether one mediator 

affects the other. It may be more reasonable to say that the individual-technology fit depends, 

at least in part, on the perceived usefulness of the technology. That is, individuals with a high 

level of need for cognition is more likely to perceive usefulness with the technology. When the 

perceived usefulness with the voice-based travel services is high, they will be more likely to 

peruse a fit with voice-based travel services, which in turn has a positive impact on the intention 

to adopt voice-based travel services. Technology acceptance literature and individual-

technology fit literature are not competing with each other to understand technology adoption. 

Instead, they represent serial influences in a causal chain to explain consumers’ technology 

usage.  

As described above, perceived technology usefulness and individual-technology fit are both 

implicated in the relationship between need for cognition and voice-based travel services 

adoption intention. Research shows that these two factors are interrelated. This argument is 

supported by the study of Speier and Venkatesh (2002), in which indicated that perceived fit is 

related to technology perception. Thus, we postulate H6 and explore a multiple mediation 

model (see Figure 1): 

H6: Need for cognition has an indirect and positive effect on consumers’ intention to adopt 

voice-based travel services through its influence on perceived technology usefulness and 

individual-technology fit in serial.   
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Figure 1. Conceptual model 

 

 

Note: NFC=Need for cognition; PTU=Perceived technology usefulness; ITF=Individual-technology fit; 

ITA=Intention to adopt voice-based travel services; Dotted lines denote effects; Solid lines denote direct effects. 

 

3. Methodology 

3.1 Questionnaire design 

This study developed a questionnaire with three sections to collect the data for testing the 

hypothetical model. The first section introduces what voice-based travel shopping services is 

and how voice-based travel shopping services work to the participants. The second section of 

the questionnaire designs questions about the main constructs of the hypothetical model. The 

third section includes questions soliciting demographic information about the participants. The 

items measuring need for cognition, perceived technology usefulness, individual technology 

fit and intention to adopt voice-based travel services were adapted from the existing literature. 

Need for cognition was measured based on the scale of Zhang et al. (2017) were used. Eight 

items were assessed on a 7-point Likert-scale (1: strongly disagree – 7: strongly agree; 

α=0.916). Perceived technology usefulness was measured using a four-item scale adapted from 

Kraus et al. (2019). Participants had to rate the items on a 7-point Likert scale (1: strongly 

disagree – 7: strongly agree; α=0.844). 

Individual technology fit was measured using two items borrowed from Kraus et al. (2019) and 

Yu and Yu (2010). Participants had to rate the items on a 7-point Likert scale (1: strongly 

disagree – 7: strongly agree; α=0.868). To measure intention to adopt voice-based travel 

services, the scale as described by Agag and El-Masry (2016) was used. The scale consists of 

three items, measured on a 7-point Likert scale (1: strongly disagree – 7: strongly agree; 

α=0.928). 

3.2 Data collection 

Before the main data collection, a pretest was conducted to check the clarity of wording used 

in the survey. Based on the results of the pretest, the questionnaire was revised accordingly. 

The main data collection was conducted in December 2019, and the participants were recruited 

via Amazon Mechanical Turk. The target respondents were those who have purchased at least 

one travel product online in the past.  A total of 215 participants provided valid responses. 

Table 1 summarizes respondents’ profiles. 

 

  

PTU ITF

NFC ITA
H1

H4

H2H5

H6

H3
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Table 1. Respondents’ profiles 

  Frequency Percentage 

Gender Male 132 61.4% 

 Female 83 38.6% 

Age 20-29 90 41.9% 

 30-39 82 38.1% 

 40-49 28 13.0% 

 50-59 10 4.7% 

 60 or above 5 2.3% 

Education Level High school 15 7.0% 

 Diploma/Higher diploma 19 8.8% 

 Bachelor’s degree 117 54.4% 

 Master’s degree or above 64 29.8% 

Voice-based services experience Yes 190 88.4% 

 No 25 11.6% 

 

4. Results 

A mediation analysis was performed to test the relationship between need for cognition and 

voice-based travel service adoption intention and both the role of perceived technology 

usefulness and individual-technology fit as mediators. The model was estimated using the 

PROCESS macro for SPSS (Hayes, 2017).  

As predicted, the direct effect of need for cognition on voice-based travel service adoption 

intention was significant (H1 was supported). H4 stated that individual-technology fit has a 

direct and positive effect on voice-based travel services adoption intention. As shown in Table 

2, the standardized regression coefficients between individual-technology fit and voice-based 

travel services adoption intention were significant. Therefore, H4 was supported.  

H2 stated that perceived technology usefulness has a direct and positive effect on voice-based 

travel services adoption intention. However, the results presented in Table 2 do not support this 

hypothesis. Thus, H2 was rejected. 

 

Table 2. Regression results 

 Model 1 ITA  Model 2 PTU  Model 3 ITF  Model 4 ITA 

 B t  B t  B t  B t 

NFC 0.48 7.96***  0.43 6.87***  0.19 3.85***  0.07 1.99** 

PTU       0.65 13.09***  0.07 1.60 

ITF          0.80 17.22*** 

R2 0.22  0.18  0.57  0.80 

F 63.43  47.24  139.92  283.72 

Note:  p<0.01***; p<0.05 ** 
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NFC=Need for cognition; PTU=Perceived technology usefulness; ITF=Individual-technology fit; ITA=Intention 

to adopt voice-based travel services 

 

The indirect effect was tested using bootstrapping procedures with 5000 estimations. 

According to Hayes (2017), an indirect effect is considered significant if the bootstrapping 

confidence interval does not include zero. The total effect is 0.62, the direct effect is 0.09. As 

shown in Table 3, individual-technology fit was a significant mediator for the relationship 

between need for cognition and voice-based travel services. As such, H5 was supported.  

Table 3 also shows that need for cognition has an indirect and positive effect on consumers’ 

intention to adopt voice-based travel services through its influence on perceived technology 

usefulness and individual-technology fit in serial. H6 was accepted. However, we found no 

evidence of perceived technology usefulness mediating the relationship between need for 

cognition and voice-based travel services (H3 was rejected). 

 

Table 3. Bootstrapping mediation test results 

 
Effect Boot SE 

Bootstrap 95%CI 
Relative effect 

 LL UL 

Indirect Effect 0.53 0.08 0.38 0.69 85.94% 

NFC à PTU à ITA 0.04 0.04 -0.04 0.13 6.49% 

NFC à ITF à ITA 0.20 0.07 0.06 0.33 32.43% 

NFC à PTU à ITF à ITA 0.29 0.07 0.17 0.44 47.02% 

Note: NFC=Need for cognition; PTU=Perceived technology usefulness; ITF=Individual-technology fit; 

ITA=Intention to adopt voice-based travel services 

 

5. Discussion and Conclusion 

5.1 Discussion 

A direct relationship was found between need for cognition and voice-based travel services 

adoption intention. The relationship between need for cognition and voice-based travel services 

adoption intention was partially explained by the extent to which consumers feel the individual-

technology fit and perceived technology usefulness. This finding confirms literature on the 

importance of need for cognition in determining consumers’ intention to adopt voice-based 

travel services. These results have made an important contribution to the technology 

acceptance literature, as they point out the potential reasons for the relationship between need 

for cognition and voice-based travel services adoption intention. 

The results of serial mediation framework prove that need for cognition influences voice-based 

travel services adoption intention through its influence on perceived technology usefulness and 

individual-technology fit in the causal chain. It should be noted that perceived technology 

usefulness alone does not mediate the relationship between need for cognition and consumers’ 

intention to adopt voice-based travel services. This finding is in line with the idea that 

consumers’ feeling fit is associated with perceived technology usefulness (e.g., Speier & 

Venkatesh, 2002) and suggests that consumers who satisfy with the technology demonstrate 

more willing to perceive a good fit with technology as a result of increased intention to adopt 

voice-based travel services. This finding is significant because previous studies have shown 

that individual-technology fit and perceived technology usefulness are related and have an 
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important impact on the willingness to adopt voice-based travel services, although no prior 

research has considered the joint role of these two factors in this relationship. 

An additional major finding is that perceived technology usefulness mediating the relationships 

between need for cognition and voice-based travel services is not significant. We speculate that 

the non-significant relationships found can be explained as follows. It is possible that voice-

based travel services are new to consumers at this stage and many consumers may have not 

used this technology to buy travel products yet. Though consumers feel the technology is easy 

to use and the results provided by the technology are useful for them, they may still do not feel 

this voice-based travel services fit their habits and personality to search information and make 

travel products purchase decisions. Because voice shopping only provides consumers with 

several recommendations based on the algorithm and consumers stated needs, while desktop 

shopping provides large amount of information to consumers and consumers can make trade 

off by themselves. For example, though the recommendations provided by the voice-based 

travel services are good or the transaction process of the services fluently, consumers are still 

not likely to use voice-based travel services in the future, they think how voice-based travel 

services work is not fit for their need for cognition style for searching information and 

evaluating choices. Then, they will not be willing to use voice-based travel services. 

Overall, the findings of this study shed light on the potential role of perceived technology 

usefulness and individual-technology fit as a serial causal mechanism for some technology 

acceptance related literature, while indicating that (a) adoption intention of voice-based travel 

services may vary depending on individuals’ need for cognition and (b) the relationship is 

perhaps more complex than previously identified mechanism explaining technology adoption, 

as both perceived technology usefulness and individual-technology fit can be two mediators to 

explain technology acceptance mechanism in serial. 

 

5.2 Implications and limitations 

This study generates new insights related to the utilization of voice-based travel services in the 

realm of tourism and hospitality. Understanding the underlying mechanism of voice-based 

travel services adoption will suggest ways in which suppliers can best utilize voice shopping. 

For example, the findings would suggest whether consumers think voice shopping method is 

fit for their consumers’ information search and decision making processes. If this is true, 

suppliers should consider ways to enhance the feeling of individual-technology fit when using 

voice-based travel services in decision scenarios. 

This study has limitations that could be addressed in future research. First, this study mainly 

focuses on the influence of consumers’ personality on voice-based travel services, while other 

adoption models consider the factors from different aspects (e.g., social influence). Future 

research may consider integrating other adoption models and exploring consumers’ adoption 

intention further. Second, the generalizability of the study results may have been limited due 

to the small sample size and sample characteristics. For example, considering the sample 

characteristics, whether respondents have past experience of voice technology usage may 

influence their attitudes on voice shopping. Future studies may consider exploring the impact 

brought by consumers’ past voice technology experience. 

 

  



APacCHRIE 2020 Conference (27-28 October 2020) 

 
 

431 

References 

Agag, G., & El-Masry, A. A. (2016). Understanding the determinants of hotel booking 

intentions and moderating role of habit. International Journal of Hospitality Management, 

54, 52-67.  

Ajzen, I. and Fishbein, M., 1980. Understanding attitudes and predicting social behavior. 

Englewood Cliffs, New Jersey: PrenticeHall. 

Burton-Jones, A., & Hubona, G. S. (2005). Individual differences and usage behavior: 

Revisiting a technology acceptance model assumption. ACM SIGMIS Database: the 

DATABASE for Advances in Information Systems, 36(2), 58-77.  

Cacioppo, J. T., Petty, R. E., & Chuan, F. K. (1984). The efficient assessment of need for 

cognition. Journal of Personality Assessment, 48(3), 306-307.  

Cacioppo, J. T., Petty, R. E., & Morris, K. J. (1983). Effects of need for cognition on message 

evaluation, recall, and persuasion. Journal of Personality and Social Psychology, 45(4), 805-

818.  

Chiu, C. M., Lin, H. Y., Sun, S. Y., & Hsu, M. H. (2009). Understanding customers’ loyalty 

intentions towards online shopping: an integration of technology acceptance model and 

fairness theory. Information Technology & Tourism, 28(4), 347-360.  

Comscore. (2017). The future of voice from smartphones to smart speakers to smart homes. 

Retrieved from https://www.comscore.com/Insights/Presentations-and-

Whitepapers/2017/The-Future-of-Voice-From-Smartphones-to-Smart-Speakers-to-Smart-

Homes 

Davis, F. D. (1985). A technology acceptance model for empirically testing new end-user 

information systems: Theory and results. (Unpublished doctoral dissertation). Massachusetts 

Institute of Technology. 

Dawar, N., & Bendle, N. (2018). Marketing in the age of Alexa. Harvard Business Review, 

96(3), 80-86.  

Diamantopoulos, A., Arslanagic-Kalajdzic, M., & Moschik, N. (2020). Are consumers’ minds 

or hearts guiding country of origin effects? Conditioning roles of need for cognition and need 

for affect. Journal of Business Research, 108, 487-495 

Fishbein, M., & Ajzen, I. (1977). Belief, attitude, intention, and behavior: An introduction to 

theory and research. Retrieved from https://philarchive.org/archive/FISBAI 

Fuller, R. M., & Dennis, A. R. (2009). Does fit matter? The impact of task-technology fit and 

appropriation on team performance in repeated tasks. Information Systems Research, 20(1), 

2-17. 

Goodhue, D. L. (1995). Understanding user evaluations of information systems. Management 

Science, 41(12), 1827.  

Hayes, A. F. (2017). Introduction to mediation, moderation, and conditional process analysis: 

A regression-based approach. New York: Guilford Publications. 

Hong, W., Thong, J. Y. L., & Tam, K. Y. (2004). Designing product listing pages on e-

commerce websites: An examination of presentation mode and information format. 

International Journal of Human-Computer Studies, 61(4), 481-503.  

Hung, S. W., Cheng, M. J., & Hsieh, S. C. (2015). Consumers’ satisfaction with online group 

buying-an incentive strategy. International Journal of Retail Distribution Management, 

43(2), 167-182.  

Kraus, D., Reibenspiess, V., & Eckhardt, A. (2019). How voice can change customer 

satisfaction: A comparative analysis between e-commerce and voice commerce. Retrieved 

from https://aisel.aisnet.org/wi2019/specialtrack01/papers/7/ 

Liu, Y., Lee, Y., & Chen, A. N. (2011). Evaluating the effects of task-individual-technology 

fit in multi-DSS models context: A two-phase view. Decision Support Systems, 51(3), 688-

700.  



APacCHRIE 2020 Conference (27-28 October 2020) 

 
 

432 

Maity, M., & Dass, M. (2014). Consumer decision-making across modern and traditional 

channels: E-commerce, m-commerce, in-store. Decision Support Systems, 61(1), 34-46.  

Maney, K. (2017, September 22). Alexa, please save the world. Newsweek, 14-15.  

Mari, A. (2019). Voice Commerce: Understanding shopping-related voice assistants and their 

effect on brands. Paper presented at the IMMAA Annual Conference. Northwestern 

University in Qatar, Doha. 

Marie-Odile, R., & Jean-Charles, C. (2016). Modeling online consumer behavior: Preeminence 

of emotions and moderating influences of need for cognition and optimal stimulation level. 

Journal of Business Research, 69(2), 541-553.  

McElroy, J. C., Hendrickson, A. R., Townsend, A. M., & DeMarie, S. M. (2007). Dispositional 

factors in internet use: Personality versus cognitive style. MIS Quarterly, 31(4), 809-820.  

OC&C Strategy Consultants. (2018). Voice shopping set to jump to $40 billion by 2022, rising 

from $2 billion today. Retrieved from https://www.prnewswire.com/news-releases/voice-

shopping-set-to-jump-to-40-billion-by-2022-rising-from-2-billion-today-300605596.html 

Parkes, A. (2013). The effect of task-individual-technology fit on user attitude and 

performance: An experimental investigation. Decision Support Systems, 54(2), 997-1009.  

Petty, R. E., & Cacioppo, J. T. (1986). The elaboration likelihood model of persuasion. In R. 

E. Petty & J. T. Cacioppo (Eds.), Communication and persuasion: Central and peripheral 

routes to attitude change (pp. 1-24). New York: Springer. 

PhocusWire. (2019). Why voice is the travel marketers’ next destination. Retrieved from 

https://www.phocuswire.com/voice-for-marketers 

Sciuto, A., Saini, A., Forlizzi, J., & Hong, J. (2018). Hey Alexa, What’s Up?: A mixed-methods 

studies of in-home conversational agent usage. Paper presented at the 2018 Designing 

Interactive Systems Conference. Hong Kong, China. 

Speier, C., & Venkatesh, V. (2002). The hidden minefields in the adoption of sales force 

automation technologies. Journal of Marketing, 66(3), 98-111.  

Verplanken, B. (1993). Need for cognition and external information search: Responses to time 

pressure during decision-making. Journal of Research in Personality, 27(3), 238-252. 

Voicebot.ai. (2019). New data on voice assistant SEO is a wake-up call for brands. Retrieved 

from https://voicebot.ai/2019/07/09/new-data-on-voice-assistant-seo-is-a-wake-up-call-for-

brands/ 

Wu, B., & Chen, X. (2017). Continuance intention to use MOOCs: Integrating the technology 

acceptance model (TAM) and task technology fit (TTF) model. Computers in Human 

Behavior, 67, 221-232.  

Yu, T. K., & Yu, T. Y. (2010). Modelling the factors that affect individuals’ utilisation of 

online learning systems: An empirical study combining the task technology fit model with 

the theory of planned behaviour. British Journal of Educational Technology, 41(6), 1003-

1017.  

Zhang, H., Gursoy, D., & Xu, H. (2017). The effects of associative slogans on tourists’ attitudes 

and travel intention: The moderating effects of need for cognition and familiarity. Journal of 

Travel Research, 56(2), 206-220.  


	The difference in emotional exhaustion, cynicism and diminished professional efficacy among employees with different sleeping quality in Macao hospitality industry
	Hotel housekeepers’ perceptions of their jobs
	Have hospitality employees become more extrinsically motivated?
	Customer-related social stressors, self-esteem and tourism involvement for frontline-service employees in integrated resorts
	Effects of psychological empowerment and job characteristics on job embeddedness in hotels: The mediating role of positive psychological capital
	Linking abusive supervision surface acting and emotional exhaustion on service quality and customer loyalty in hospitality
	Will hotel’s online picture affect the purchasing intention of potential customers?
	3.1 Data collection
	5.2 Theoretical implications
	5.4 Limitations and future research

	Exploring the role of human images on hotel websites
	Management response to restore online company image
	A cross-cultural study of tourists’ perceptions on smart tourism applications and information search behavior
	Challenge stressors versus hindrance stressors: A daily diary study of hotel employees
	Dining in the sharing economy: A comparison between private social dining and restaurant
	The effect of perceived error stability and relationship norm on consumers reaction towards data breach
	In the post COVID-19 era, will Chinese outbound tourists still luxuriously buy or consume rationally?
	The effect of aesthetics on customers’ behavioral intentions in restaurants
	Food waste in vegetarian restaurant: An exploration of consumer perceptions in China
	Customer responses to robot vs. human employees’ apologies
	Customer acceptance of contactless service in the hotel industry
	Artificial intelligence and hotel marketing: A case study
	Antecedents and consequences of cybersickness during HMD VR tour: Findings from a mixed-methods approach
	Rethinking the existential authenticity for tourists in using virtual and augmented reality technologies
	The influence of cultural distance on tourism demand in Hong Kong: A study of key source markets
	A multilevel study on green equity
	The rapidly changing tax-free shopping environment in Japan: An analysis of a major financial newspaper
	Destination selection attributes of long-stay tourism in rural China
	Understand the consumer behaviour of hotel robot use
	Does commercial hospitality service in the Philippines reflect cultural values?
	“Enjoy the present moment”: Present orientation, attitude towards new tourism experience, and the mediating effect of prevention focus
	Female tourists’ safety and security perceptions in Phuket, Thailand
	Do airline apps enhance travel experience?
	Robots in tourism: Tourists’ perceptions over the use of anthropomorphic and other types of robots in services
	Consumer socialization of children in tourism: The role of family, individual, and consumer characteristics
	Resident’s discriminatory actions against tourists
	Role challenges in sharing economy employment: A study of food delivery persons
	Can tour leader likeability enhance tourist value co-creation behaviors?
	What is holding back Macao’s development into a smart tourism destination?
	Perceptions of Caribbean cuisine and willingness to patronize
	Identification of vegan restaurant customers’ experiences using text analysis
	Exploring message strategy effectiveness and customer engagement on Facebook: A study of cruise lines
	Exploring the culinary application of hog plum (Spondias pinnata) leaves as functional food ingredient
	A case study of hotel management response to negative online reviews: An application of Tripe A typology
	Longitudinal and cross-cultural perspectives of constraints to cruising
	Exploring students’ reflection and evaluation of employability in hospitality programme in Fujian, China
	The role of time pressure in driving tourist impulsive buying propensity
	Exploring winery visitors profiles and satisfaction in the emerging wine state of Missouri USA
	Does MICE improve hotel profitability in Asia? Comparative analyses of MICE event effects in major Asian cities
	Testing mediating role of job satisfaction, autonomy and idea generation on resource support and creative performance
	Length of industry immersion as a measure of knowledge and skills of the faculty: Basis for a hospitality management training plan
	Competencies required for hospitality employees: A review of the past decade
	Hotel employees’ perceptions of stress under the COVID-19 pandemic
	The innovation process of tourism/hospitality enterprises--Under the internet celebrity era
	Do you still want to work in hotels? A quantitative analysis of hotel and tourism undergraduate students in Hong Kong
	Teaching and learning interpersonal communication: Perspectives of hospitality students
	Understanding hospitality and tourism students’ online learning experience through the lens of the 3P model – The love and hate
	Antecedents of dedication-constraint based trust for knowledge adopted in hospitality-related virtual communities
	Outcome vs. process: The impact of food photo type in restaurant online reviews on consumers’ purchase intention
	Travel mobility motifs: Application of network science
	Research on the pictorial review in hospitality
	Investigating the emotional contagion between employees and guests: Evidence from online reviews in COVID-19 pandemic
	Social media sites and nightlife tourism: an empirical study of tourist decision making on nightlife entertainment consumption
	The impact of social media content on purchase intentions – The role of telepresence and social presence
	The effect of mobile phone adoption in responses to service failure
	Does need for cognition matter in voice shopping adoption? Testing the mediating role of perceived technology usefulness and individual-technology fit
	Mobile payment adoption in Hong Kong’s hotels
	Customer-centric e-payment factors: An exploratory study for dining establishments in Hong Kong
	Developing smart tourism in Hong Kong: The perspective of some stakeholders
	An exploratory study on students’ emotional intelligence and psychological capital, and their influence on academic achievement and job intent in hospitality industry
	Exploring the impact of internship job characteristics on hospitality students’ job satisfaction and job performance: Students and employers perspectives
	Hospitality workplace sexual harassment, organizational affective commitment and proactive customer service performance: The moderating role of Chinese cultural values
	Linking empowering leadership to proactive work behavior among hotel employees: A serial mediation model
	The role of locality in Cause-Related marketing: A study of Taiwanese tourism company
	Residents’ perceptions towards China inbound tourism in Hong Kong
	Rethinking the relationships among residents’ perceived tourism impacts, life satisfaction and support for tourism development
	Cooperation between tourism enterprises and schools in China: Motivation and the pursuit of value
	Balancing up ecotourism in Labangan channel Philippines: A mangrove rehabilitation program
	Developing and validating an innovative entrepreneurship scale for Taiwan’s hospitality and tourism sector
	Cross-cultural adjustment of foreign hotel workers: Influence of hospitality job experience
	The development of rural tourism cooperatives in tourism poverty alleviation: The experience of Qinba mountain area in Sichuan province
	Incorporating arts into tourist retention – The future of art tourism in the 2020 era
	Sustainable tourism development in the traditional craft village festival in Hue
	The adoption of augmented reality technologies in hotels: From the managers’ perception
	Effects of innovative entrepreneurship strategies instruction on hospitality undergraduate students
	Climb the hotel loyalty program ladder: Does progress framing matter?
	If you can’t beat them, join them: Diversification as a means for competitive advantage in the accommodation sector
	Smart service experience in smart hotels: Conceptualization and measurement
	Critical impact and strategic response to manage crisis of COVID-19
	Consumer behavioural intention in green hotel development: Tainan city
	How consumers react to personalized recommendation? The effect of activated awareness of information blindness
	Does hotel class matter? The research of online complaints in low- and high-class hotels
	Bounded rationality, decision-making inertia and revisit choice: A proposed conceptual framework
	Influence factors of customer satisfaction in coffee industry in Klang Valley
	The influence of social media on tourist’ decisions to purchase sightseeing and tour: The Heckman sample selection approach
	How does culture of origin determine online complaining behavior?
	Strategies to increase Generation Y’s customer awareness of using sustainable materials in the coffee retail industry
	Sustainable strategies enhancing consumers’ willingness to pay at coffee shops based on green practices
	Impact of digitalization on development of tourism: Developing economies perspective
	Service quality measurement of spa services: A case of Indian Himalayan Spa Resorts

