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Abstract

In recent years, the behaviors of self-help tourists booking travel products through mobile phones
have grown up to be a hot research issue. Combining technology acceptance model and planned
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behavior theory, this paper explores the influence model of technology factors and consumer fac-
tors on consumers’ use of mobile phone to order travel products. This paper conducts empirical
research by means of a network survey. The results show that consumers’ perceived usefulness,
compatibility, personal trust tendency, subjective norms and consumer innovation have signifi-
cant positive effects on their willingness to book travel products through mobile phones, and
consumers’ attitude plays a mediating role in the above relationships. Compared with technology
factors, consumer factors play a major role in consumers’ use of mobile phones to book travel
products. The results of this study show that enterprises should mainly promote consumer factors
to enhance consumers’ willingness to book travel products with mobile phones.
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Figure 1. The influence of individual factors on consumers’ online pur-
chase intention
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Figure 2. Online travel booking intention model based on technology acceptance model
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Figure 3. Research model of this paper
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Table 1. Items sources and reliability and validity test results of the scales
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Table 2. Basic characteristic statistics of the sample
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Table 3. Results of regression analysis for mediating effect
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Figure 4. Modified research model of this paper
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