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The Impact of Tourists’ Attitudes toward Technology on Decision
Speed: Trust, Persuasiveness, and Helpfulness of Online Reviews
as Mediators

Zhao, Zhonggqi; Cheng, Vincent Tingpong

(School of Hospitality and Tourism Management, Macau University of Science and
Technology)

Abstract: Tourists hold different attitudes towards technology, and the different
perceptions and subsequent impacts of these attitudes on online reviews are topics worthy
of discussion. Therefore, this study focuses on how tourists’ attitudes toward technology
affect their decision speed, by developing a model of the relationship between tourist
attitudes toward technology and decision speed. The study used the Technology Adoption
Propensity (TAP) scale to measure the tourists’ attitudes toward technology and test the
influence on decision speed mediated by trust, persuasiveness, and helpfulness.
Respondents are invited to complete the questionnaire after reading genuine hotel online
reviews. The findings show that tourists’ attitudes toward technology positively affect
tourist perceptions (trust, persuasiveness, and helpfulness) and decision speed through the
mediating role of persuasiveness and helpfulness. The originality and value of this study
lie in exploring the decision-making process of tourists from a new perspective and
innovatively exploring the internal mechanism of its impact on the decision speed of

tourists from the perspective of tourists’ attitudes toward technology.

Keywords: Attitudes toward technology; Online reviews; Trust; Helpfulness;

Persuasiveness; Decision speed
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T4 SN B e R R s R A 569 |0.909 | 0618 4.156
T5 AP ek RGO 523 | 1.039 | 0.62 3.521
T6 AAp A SR el 4 o 517 | 1.069 | 0.607 3.274

M4%3 ~ 3 F L AL W

3 A
L. $H4 b 3E LFYE 0 S R 52 25.62%
fEARR - fE 118 58.13%
- 4x 29 14.29%
s f% 3 1.48%
EAE o I £ 1 0.49%
2. BF S AR Agoda % ¥ £ 61 30.05%
Brh(%iE) Booking 4 % 87 42.86%
Expedia i % {7 11 5.42%
TripAdvisor # #Jf 28 13.79%
Trivago 12 5.91%
Ctrip #4% 164 80.79%
Long $ 3¢ 51 25.12%
Fliggy # 7 100 49.26%
Qunar 2 %52 105 51.72%
His 13 6.4%
3. 4w g 66 32.51%
il £ 137 67.49%
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4. ## 18-25 31 15.27%
26-35 114 56.16%
36-45 28 13.79%
46-55 16 7.88%
AT 55 14 6.9%

5. %7 % B FPEUT 11 5.42%
L/ E 151 74.38%
Lz 41 20.2%

6. ¥ fi PR 170 83.74%
e 1 0.49%
B 24 11.82%
ey 2 0.99%
His 6 2.96%
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