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Abstract 
This paper aims to investigate customer intention to adopt online mobile hotel booking. This 
study integrated perceived cost as moderating effect in the Technology Acceptance Model 
(TAM). A total of 386 valid responses were collected from individuals that use mobile phone 
to book a hotel. Structural Equation Modelling (SEM) through AMOS and PROCESS was 
applied in the data analysis. Results from the analysis confirm that only perceived usefulness 
and perceived enjoyment significantly affect customer behavioural intention to use mobile 
hotel booking. Moreover, only perceived enjoyment was found to be moderated by perceived 
cost toward intention to tested variables. The finding also implied that TAM is still valid to use 
in the research to examine mobile booking technology acceptance in the hotel industry. The 
results could be used as a benchmark for future research in the field of technology. This study 
also provides necessary information for key players in the hospitality industry specifically for 
those that rely upon the mobile platform as their business channel.   
Keywords: Technology Acceptance Model (TAM), Behavioural Intention, AMOS, Mobile 
Booking, Perceived Cost 
 
Introduction 
Mobile phone has brought various changes in the hospitality industry including mobility and 
broad reach function which facilitates customers to engage in the business (Mo Kwon et al., 
2013). Furthermore, the expansion of the mobile application market such as Apple’s app store 
alone which has millions of apps proved that the competitiveness of the market is steadily 
increasing and this number does not include another competitor, Google Play (Khalid, 2014). 
Indeed, advances in technology have changed how individuals conduct daily activities (Latip 
et al., 2022).  
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Through the use of technology, customers have the opportunity to engage in a range of 
options pertaining to travel products and services, such as making a room booking via their 
mobile devices (Ozturk et al., 2015). According to the report published by the China Internet 
Network Information Center, mobile device bookings for travel products had reached 392 
million users, accounting for 49% of all travellers by December 2018 (Tian et al., 2021). 
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The growth of mobile technology is undeniably benefiting market players and 
customers, however, does the shift toward online booking and online application on daily 
activities done conventionally facilitate customer needs and preferences? Correspondingly, 
the situation also illustrated that is it really customer engage in mobile-based services for 
hotel booking because Bakar and Hashim (2008) in their research stated that there are still 
customers that prefer to use the traditional method of room reservation. Consistently, a study 
by Linton Kwortnik (2015); Bae et al (2020), concluded that customers still preferred to use 
the computer to do bookings. Moreover, previous studies indicate that most customers still 
hesitate to use mobile devices and it has been suggested to build a more responsive e-booking 
platform that is optimised for mobile usage (Suki & Suki, 2017). This implied that people are 
reluctant to use mobile devices due for booking due to the challenging nature related to the 
process involved. 

Moreover, Ozturk et al (2015) explained that the existence of a knowledge gap in the 
field of mobile hotel booking and customer preferences is due to the inadequate empirical 
research conducted on this subject. Some of the studies investigated mobile technology 
acceptance that centred on user perception of technology. The study includes variables such 
as perceived ease of use and perceived usefulness (Ha et al., 2007; Yang et al., 2013), trust 
(Ozturk et al., 2015; Shaw, 2016), subjective norm (Kim, 2016) and compatibility (Chen et al., 
2009; Rodzi et al., 2016). Apart from this, very few studies in the same area of study have 
been conducted in developing countries as highlighted by Saw et al. (2015). Considering this, 
it is crucial to analyse the key drivers of customers' adoption of mobile hotel booking, 
particularly their intention to utilize the technology provided. 

To better understand customer intention to adopt mobile services, Moorthy et al. 
(2017) recommended examining the cost factor as the potential barrier, as cost has been 
recognized as a main factor in consumer adoption of online hospitality and travel products by 
previous studies (Yang et al., 2013). Wang et al (2006) outlined that cost comprises several 
components including the initial purchase price of mobile devices, ongoing usage and 
maintenance cost as well as the cost of upgrading. Venkatesh et al (2012) stated that if using 
technology proved to be beneficial and perceived as greater than monetary cost or price value 
can give a positive impact towards user intention. 

While mobile booking has its advantages, cost remains a hindrance for some individuals 
within the age group. For instance, even though many young users, such as fresh graduates, 
have access to mobile phones and the internet, they may face financial limitations that 
prevent them from utilizing mobile booking services life (Yang et al., 2013). These costs may 
include transaction fees, data charges, and other hidden fees associated with the mobile 
booking. As such, it is important to consider the moderating effect of perceived cost when 
examining factors that influence online booking intentions.  

By considering the moderating effect of perceived cost, researchers can gain a better 
understanding of the factors that influence online booking intentions among different groups 
of users. This information can then be used to develop more effective marketing strategies 
that cater to the needs and preferences of diverse user groups. Subsequently, this research is 
expected to provide relevant information into the cost perspective of mobile hotel booking 
including its impact on customers. 

Also, given that the hotel industry anticipates mobile devices to be a key distribution 
channel (Rodzi et al., 2016), it is essential to understand the factors that affect mobile hotel 
booking behaviour. The present study is expected to offer valuable insights into this area 
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which can be beneficial to customers and industry key players. Hence, this has resulted in the 
development of the following research objectives: 

1. To examine factors that influence consumer mobile online hotel booking intention. 
2. To examine the moderating effect of perceived cost on consumer mobile online hotel 

booking intention. 
 

Literature Review 
Technology Acceptance Model (TAM) 

With the increasing advancements and popularity of mobile technologies, mobile 
devices have become ideal companions for travellers, allowing them not only to access 
information and services (Murphy et al., 2016). To understand user acceptance of new 
technology, the Technology Acceptance Model or known as TAM developed by Davis (1989) 
has been the main underlying theory chosen by researchers to conduct the research. TAM 
was established based on the Theory of Reasoned Action (TRA) (Fishbein & Ajzen, 1975), 
which clarifies how a person's beliefs can shape their attitude and lead to the development 
of a behavioural intention towards a particular action. Moreover, the updated TAM includes 
external variables towards perceived ease of use (PEOU), perceived usefulness (PU), in 
addition to PEOU, which is related through the PU, attitudes (A), and behavioural intention 
(BI) towards the person's actual technology acceptance. As mentioned by Ooi and Tan (2016), 
TAM was first introduced as a method to analyze what factors influence the acceptance of 
the use of technology.  
 
Extended Technology Acceptance Model 

In the original TAM, there are two known constructs that may influence user intention, 
which have been mentioned before and are known as PEOU and PU (Davis, 1989). Since TAM 
has been widely used by various researchers in various settings, many of these researchers 
have introduced new external variables to use in conjunction with TAM and extend the model. 
The main reason why they add new constructs to TAM is that researchers want to have a 
better understanding and explanation of user acceptance of new technology (Hahn et al., 
2014). 

Introducing external variables is important as it can influence PEOU and PU to predict 
the demand for information technology, and this is why TAM should be extended (Ooi & Tan, 
2016). Thus, this model seems to be a fitting theory for this study as the only difference is the 
field of study since the researcher intends to focus on the hotel field. Therefore, this study 
adopted this framework to predict the intention to use mobile hotel booking. 
 
Behavioural Intention of Mobile Hotel Booking 

Previous studies on the technology acceptance model have described behavioural 
intention (BI) as an individual's willingness to use a technology system (Venkatesh et al., 
2012). In line with this study, Venkatesh et al (2012) also viewed behavioural intention as the 
individual willingness to use and continue using particular technology, with the individual 
being the technology user in this context. Furthermore, behavioural intention can be 
interpreted as an individual's interest or desire to perform certain behaviours and how long 
they will use the technology (Nelwan et al., 2021). 

Several studies have shown that there is a relationship between the intention to use a 
certain technology and the actual behaviour of using the technology. This construct has 
always been a key predictor of the actual use of technology (Dabholkar & Bagozzi, 2002; 
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Vijayasarathy, 2004) and this is why it has become the foundation of TAM (Ajzen, 1992; Taylor 
& Todd, 1995; Venkatesh et al., 2003). 
 
Perceived Usefulness and Behavioural Intention Online Mobile Hotel Booking 

PU refers to the degree to which an individual perceives that using a particular 
technology will improve their job performance (Davis, 1989). From the mobile perspective, 
perceived usefulness refers to the extent to which users expect technology to increase work 
effectiveness (Su et al., 2018). In addition, mobile perceived usefulness also leads to the 
perception of increased usability given to users when adopting technology (Al-Debei et al., 
2015). 

In the context of this study, PU refers to a person's belief that mobile hotel booking 
is useful for them. If it is perceived as useful for them, then it will positively 
influence their job performance, which can lead to improvement in terms of user 
productivity. Many previous studies have revealed that perceived usefulness is an 
important determinant of individual acceptance of information technology 
(Ibrahim et al., 2017; Le & Cao, 2020; Mohamad et al., 2021; Saad & Ehsan Rana, 
2019). In TAM, individuals accept information technology if they believe in its 
positive performance. As a result, the perceived usefulness of mobile hotel booking 
could directly influence behavioural intention. Therefore, the following hypothesis 
is formulated 

 
H1: Perceived usefulness will have a positive influence towards behavioural intention to adopt 
online mobile hotel booking. 
 
Perceived Ease of Use and Behavioural Intention of Online Mobile Hotel Hooking 

Within the scope of mobile hotel booking, PEOU denotes an individual's perception 
of the effort involved in adopting the technology. Previous studies have shown that 
customers are more likely to adopt online hotel booking if they perceive it as easy 
to use (Abdullah et al., 2016). The perception of ease of use also influences the 
willingness of individuals to learn and continue to use the technology (Saadé & 
Bahli, 2005). PEOU, along with PU are primary predictors of behavioural intention 
to use in the TAM (Davis, 1989). 
Several previous studies in the hospitality industry have shown the importance of 
PEOU and the adoption of mobile technology (Mohamad et al., 2021; Mohd Suki 
& Mohd Suki, 2017; Morosan, 2014). Subsequently, perceived ease of use plays a 
critical role in consumer adoption of technology and for this study, the following 
hypothesis is formulated: 

 
H2: Perceived ease of use will have a positive influence towards behavioural intention to adopt 
online mobile hotel booking. 
 
Perceived Enjoyment and Behavioural Intention of Online Mobile Hotel Booking 

Adams et al (1992) provided the definition of perceived enjoyment (PE) as the level to 
which the activity associated with technology usage is considered enjoyable, irrespective of 
any performance outcomes that may arise. Other researchers have defined PE as intrinsic 
motivation that emphasizes the usage process and reflects the pleasure and enjoyment 
associated with using a system (K, 2014). Moreover, the user's intention to use a new 
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application is predominantly influenced by the development of enjoyment towards a new 
technology (Adams et al., 1992; Davis et al., 1992; Latip et al., 2022). When some users use a 
new application or technology, they are induced by a particular feeling of enjoyment and 
delight that leads them to switch to these new technologies (Nguyen, 2015). According to Gao 
et al., 2014) individuals with strong personality characteristics that include perceived 
enjoyment may strongly boost customers' perceptions and are most likely to have the 
intention to use mobile services. In this study, PE was incorporated to investigate its effect on 
BI for utilizing mobile hotel booking and to determine whether this impact is statistically 
significant.  

Several studies have examined the factors that affect the adoption of mobile 
applications or services and have found that enjoyment has a positive impact on the intention 
to use a particular technology (Gurtner et al., 2014; Jun et al., 2022; Nguyen, 2015). Also, 
earlier research that integrated perceived enjoyment as a variable was found to have a very 
important role in the adoption of various information systems (Thong et al., 2006) and this 
factor has been included in the extended versions of the TAM model (Ko & Kim, 2011). 
Therefore, the hypothesis for perceived enjoyment is proposed as follows 
 
H3: Perceived enjoyment will have a positive influence towards behavioural intention to adopt 
online mobile booking hotel booking. 
 
The Moderating Effect of Perceived Cost toward Behavioural Intention of Online Mobile Hotel 
Booking 
Cost is essential when it comes to the delivery of mobile commerce. Mobile hotel booking is 
a part of mobile commerce since it involves the purchase of services using remote devices 
and in this research, services refer to the hotel room to be booked by the customer. According 
to Ko and Kim (2011), one of the important criteria that influence internet usage in online 
tourist-related transactions is cost. (Luarn & Lin, 2005) explained that costs include initial 
purchase price, ongoing usage cost, maintenance cost and upgrade cost. In correspondence 
with Moorthy et al (2017), they explained that perceived cost was adopted in the studies 
because the variable can be considered as a hindrance for an individual to adopt new 
technologies. Previous studies suggest that providing lower costs in online transactions 
positively affects the online purchase behavioural intention (Vijayasarathy, 2004) and in 
mobile commerce study, cost also is considered one of the predictors of intention to use 
particular technology (Wu & Wang, 2005). 
Saito et al (2019) explained that many hotel customers book a hotel room through an online 
channel as it enables them to compare prices. Since cost is related to price, it can be explained 
that price can be a determinant of purchase intention and an essential characteristic of a 
product or service (Xue, 2019). Given the cost factor was utilised as it can influence the online 
hotel booking (Özbek et al., 2015) cost can be employed as the moderating variable towards 
perceived usefulness, perceived ease of use, and perceived enjoyment on online mobile hotel 
booking. Hence, the following hypotheses were proposed 
 
H4: The moderating effect of perceived cost will have a positive influence towards the 
relationship between perceived usefulness and behavioural intention of online mobile hotel 
booking. 
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H5: The moderating effect of perceived cost will have a positive influence towards the 
relationship between perceived ease of use and behavioural intention of online mobile hotel 
booking. 
H6: The moderating effect of perceived cost will have a positive influence towards the 
relationship between perceived enjoyment and behavioural intention of online mobile hotel 
booking. 
 
Methodology 
Research design 

In this study, a correlational research design was adopted to examine the relationship 
between perceived usefulness, perceived ease of use, perceived enjoyment, and mobile 
hotel booking intention, and to investigate the moderating effect of perceived cost. 

The data was collected through a survey questionnaire that was distributed to a 
sample of mobile phone users who had made hotel bookings through their mobile devices. 
The survey included questions on the perceived usefulness, perceived ease of use, perceived 
enjoyment, perceived cost, and intention to use mobile booking services in the future. 

The collected data was then analyzed using various statistical techniques, including 
IBM SPSS statistics, Structural Equation Modelling (SEM) through IBM AMOS software, and 
PROCESS by Andrew F. Hayes. These tools were used to examine the relationships between 
the variables, to test the hypotheses, and to investigate the moderating effect of perceived 
cost. 
 
The study population and sampling 

The study was conducted in Malaysia and carried out in the capital city of Kuala 
Lumpur, Malaysia's most developed city. The study's target population was consumers with 
experience in mobile hotel booking, as this group of population attempted mobile hotel 
booking before. A data from the Department of Statistics Malaysia revealed that 91.0 per 
cent of Malaysian household have access to a smartphone in 2019 compared to 89.0 per 
cent in 2018. Moreover, there is 87.1 per cent. Moreover, 84.2 per cent of Malaysian 
household use the internet in the year 2019 compared to 81.2 per cent in 2018 (Department 
of Statistics Malaysia, 2020). To ensure a generalised finding, the minimum sample size of 
the targeted population is a must (Sekaran & Bougie, 2016). A minimum of 170 sample size 
was required based on 17 items tested by the study as supported by (Hair et al., 2010). For 
each 1 of item tested, 10 sample size are needed. Thus, 170 sample size is required. The 
study employed a purposive sampling technique to obtain a correct respondent because no 
sampling frame can access this group of population. The data was collected using an online 
survey parallel with the context of the study. Pilot data was conducted involving 30 
respondents to get an insight from the respondent point of view of the items tested. There 
are a total of 386 valid responses were received and fulfil the minimum sample size (Hair et 
al., 2017). 

Overall, the study's methodology was well-designed and executed, using appropriate 
techniques and sample sizes to ensure accurate and reliable results. The use of a purposive 
sampling technique allowed for the selection of a specific target population, ensuring the 
relevance and validity of the study's findings 
 
Respondents’ profile 

Based on the descriptive analysis conducted, most of the respondents were female 
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(56.2 per cent) with a total of 208 respondents, while 162 respondents were male (43.8 per 
cent). The majority of the respondents were aged between 20 to 30 years old (81.4 per cent), 
followed by 14.6 per cent aged between 31 to 40 years old. Meanwhile, 3.2 per cent of 
respondents were aged between 41 to 50 years old, 0.5 per cent were aged between 51 to 
60 years old, and 0.3 per cent were aged 61 years old and above. 

Regarding education, the majority of respondents were bachelor's degree holders 
(64.1 per cent), followed by master's degree holders (17.6 per cent) and diploma holders 
(14.6 per cent). In terms of income level, 40.5 per cent of respondents earned between 
RM2,001.00 to RM3,000.00 monthly, followed by 26.2 per cent earning below RM2,000.00 
monthly. Additionally, 20.3 per cent of respondents earned between RM3,001 to RM4,000 
monthly, and 13.0 per cent earned a monthly income of RM4,000.00 and above. 

 
Data Analysis and Results 

A minimum and maximum analysis is a crucial step in any data analysis process. It helps 
identify any missing values and ensure that data is decoded accurately. This analysis involves 
checking the minimum and maximum values of each variable to ensure that there are no 
errors in data entry or data processing. 

After conducting the minimum and maximum analysis, an outlier analysis through 
Mahalanobis analysis was conducted through AMOS. The Mahalanobis distance measures the 
distance between an observation and the mean of the sample in a multidimensional space. 
Any observations that have a Mahalanobis distance greater than a critical value is considered 
outliers. 

Outliers and extreme responses can have a significant impact on the results of statistical 
analyses, and therefore, it is essential to remove them prior to analysis. Outliers can skew the 
data and lead to inaccurate results. Extreme responses, on the other hand, can create bias 
and reduce the accuracy of the results. 

By removing outliers and extreme responses, the researchers can ensure that the 
results are valid and reliable. The removal of outliers is a standard practice in data analysis, 
and it is done to ensure that the results accurately represent the population being studied as 
supported by (Hair et al., 2017) 
 
Data Analysis and Finding 
Full measurement model 

The Confirmatory Factor Analysis (CFA) together with scores of model fitness, can be 
accessed in Figure 1. The CFA reported a good model fit score with minimum discrepancy 
(CMIN/DF) = 2.566; comparative fit index CFI = .963; goodness of fit index (GFI) = .918 and the 
root mean square error of approximation (RMSEA) = .064 (Awang et al., 2018). 
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Figure 1. Full measurement model 
 

The validity of the construct in Table 1 indicates a good validity and composite reliability 
(CR). CR of all construct achieved a minimum requirement of 0.60 and above that measure a 
good internal consistency of the items. Meanwhile, the AVE of all constructs achieved a 
minimum score required of 0.50 and above (Awang et al., 2018). Thus, convergent validity is 
achieved. 

Heterotrait-monotrait (HTMT) been used to access the discriminant validity of the 
construct (Table 2). The HTMT value close to 1 indicates a lack of discriminant validity (Ab 
Hamid et al., 2017). Table 2 showed no discriminant validity problems based on HTMT<0.85 
criteria and no collinearity problems are detected. 
 
Table1 
CR, AVE, and MSV of the constructs 

Construct CR AVE MSV 

Perceived usefulness (USE) 0.894 0.679 0.725 

Perceived ease of use (EASE) 0.833 0.557 0.725 

Perceived enjoyment (ENJOY) 0.840 0.637 0.617 

Behavioural intention (BI) 0.856 0.666 0.568 

Perceived cost (COST) 0.952 0.869 0.010 

 
Table 2 
HTMT analysis for validity 

 USE EASE ENJOY BI COST 

USE 1     

EASE 0.843 1    

ENJOY 0.704 0.782 1   

BI 0.679 0.749 0.686 1  

COST 0.094 0.088 0.096 0.100 1 
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Structural Equation Modelling (SEM) Analysis 
SEM was used to examine the direct relationships of the study.  As illustrated in Figure 

2, the result of model fitness shows a good fitted model. The minimum fitness required was 
achieved with CMIN/DF =2.224; CFI=.976; GFI .941 and RMSEA = .058 (Awang et al., 2018). 
Therefore, further analysis can be administered using the structural model. 

 
Figure 2. Structural model of the study 
 
Direct hypothesis of the study 

The summary of the can be accessed in Table 3. The results revealed that perceived 
usefulness had not statistically significant toward the behavioural intention of mobile hotel 
booking as the p-value is more than 0.05 (β = -.013; C.R = -.1441; p = .888). Thus, H1 is not 
supported. Meanwhile, the results of the analysis show a positive and statistically significant 
effect of perceived ease of use toward mobile hotel booking (β = .527; C.R = 4.720; p = .001). 
When perceived ease of use went up by 1 standard deviation, mobile hotel booking went up 
by .527. Thus, H2 was supported. H3 of the study also supported (β = .307; C.R = 1.165; p = 
.001). When perceived enjoyment went up by 1 standard deviation, mobile hotel booking 
rose by .481. 
 
Table 3. 
Direct hypothesis testing 

H Relationship tested Std. est. S.E. C.R. p 

1 Perceived usefulness 🡪 Behavioural intention -.013 .085 -.141 .888 

2 Perceived ease of use 🡪 Behavioural intention .527 .094 4.720 .001 

3 Perceived enjoyment 🡪 Behavioural intention .307 .052 1.165 .001 

 
The hypothesis testing of the moderation effect 

Moderation implied an interaction effect, as well as changes the direction of the 
relationship between two variables. In order to carry out the moderating analysis, the 
dependent and independent variables must be significant. Therefore, based on the finding in 
Table 3, H4 is not supported as there is no statistically significant relationship between 
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perceived usefulness and mobile hotel booking. Thus, there is no moderating effect of 
perceived cost between perceived usefulness and behavioural intention. 

The summary outcome of the moderating analysis can be accessed in Table 4. PROCESS 
analysis was used for moderating analysis (Hayes, 2013, 2018). Based on the finding, only 
perceived enjoyment had a moderating effect as the p-value of interaction effect is less than 
0.05 (at 0.041). Meanwhile, perceived ease of use does not moderate the relationship 
between perceived ease of use and purchase intention as the p-value score on the interaction 
effect is more than 0.05 (at 0.223). Therefore, H5 is not supported. 
 
Table 4 
Summary of moderating analysis 

Summary of Moderating Analysis 

 
Perceived ease of 
use 

Model summary R-sq df1 df2 p-value 

0.414 3.00 326.00 0.000 

Interaction effect Coeff. LLCI ULCI p-value 

0.060 -0.036 0.156 .223* 

Perceived 
enjoyment 

Model summary R-sq df1 df2 p-value 

0.378 3.00 326.00 0.000 

Interaction effect Coeff. LLCI ULCI p-value 

0.095 0.004 0.186 0.041 

Note: *The p-value of interaction effect is more than 0.05, thus no moderation effect 
 

Examining the interaction plot of perceived cost on the relationship between perceived 
enjoyment and mobile hotel booking intention showed an enhancing effect (Figure 4). The 
moderating analysis concluded that the behavioural intention to perform mobile hotel 
booking is increasing corresponded to perceived enjoyment at the low, moderate and high 
perceived cost. However, there are significant differences in the behavioural intention of 
mobile hotel booking related to low perceived enjoyment in responding to the perceived cost. 
At low perceived enjoyment, when the perceived cost is high, the behavioural intention of 
mobile hotel booking even lowest compared to moderate and low perceived cost. 
 

 
Figure 3: Interaction plot of moderating analysis of the study 
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Discussion 
The finding revealed an insignificant relationship between perceived usefulness and 

behavioural intention of online mobile hotel booking. Based on the respondent’s profile, 
majority of the respondents (81.4 per cent) aged between 20 to 30 years old which can be 
classified as a savvy user of technology. Thus, online platform and transaction had been norm 
and it is no longer perceived as useful due to daily interaction with online and digital 
transaction. Thus, it is probably justified the finding. 

Meanwhile, perceived ease of use was found to be statistically significant toward 
behavioural intention of online mobile hotel booking. The finding supported previous 
research conducted within the same area (Abdullah et al., 2016). When individuals believe 
that the online hotel booking is easy to use, the tendency for the use of the online booking 
tends to be high. The barriers such as difficulty to use and understand the online booking 
website or apps, minimize the tendency of users to use the platform. The effect theoretically 
to be stronger for elderly group of consumers which technology use is not their daily routine. 
Thus, it is justified the finding. Additionally, as most of the respondents are Millennials 
generation range between 20 and 30 years old, their fluency and comfort with technology 
strengthen their use of technology in hotel booking. 

Additionally, perceived enjoyment significantly influences behavioural intention of 
online mobile hotel booking. The notion that people are inclined towards enjoyable activities 
was supported by Suki and Suki (2017), who also noted that adopting recent technology that 
provides a pleasant experience can result in positive outcomes for the user. The more 
enjoyable, pleasant, and useful the process of online mobile hotel booking, the higher 
consumer likely to use the mobile hotel booking. The attractiveness of websites and apps 
interface contributes towards the enjoyment of website and apps experience. Thus, the 
tendency for the users to use mobile hotel booking are increasing significantly. 

Lastly, perceived cost found to be only moderate the relationship between perceived 
enjoyment and behavioural intention. Behavioural intention to perform mobile hotel booking 
is increasing corresponded to perceived enjoyment at the low, moderate, and high perceived 
cost. Interestingly, the effect is stronger when the consumer perceived the cost to be low. 
Besides, 40.5 percent of respondents had an income level between RM2,001.00 to 
RM3,000.00, followed by 26.2 percent earned below RM2,000.00 monthly. Thus, it can be 
concluded that majority of the respondent are earn below RM3,000.00 which considered as 
medium low-income consumers. The figures probably justified the finding. 

 
Limitation 

It is important to acknowledge that the scope of this research is limited to examining 
the influence of perceived ease of use, perceived usefulness, perceived enjoyment and cost 
as moderating variables on mobile hotel booking intention. Therefore, other variables that 
may affect customer intention to book hotels using mobile phones have not been considered. 
Future studies could explore additional variables, such as social influence, trust, or customer 
satisfaction, to gain a more comprehensive understanding of the factors that influence mobile 
hotel booking intention. 

Another limitation of this study is that it was conducted solely in Kuala Lumpur, which 
may not be representative of other cities or regions in Malaysia. Therefore, caution should be 
taken when generalizing the findings to the larger population. Future studies could expand 
the scope of the research to include other cities or regions to provide a more accurate 
representation of the Malaysian population. 
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Furthermore, it should be noted that the majority of the participants were from the 
younger generation, and this may not accurately reflect the opinions and behaviours of other 
age groups. It is possible that older individuals may have different perceptions and attitudes 
towards mobile hotel booking, which were not captured in this study. Future research could 
explore the perceptions and attitudes of different age groups to gain a more comprehensive 
understanding of the factors that influence mobile hotel booking intention across different 
age groups. 

Lastly, this study did not have an exact figure for the Malaysian population that utilizes 
mobile phones, making it difficult to determine the representativeness of the sample. Future 
research could include a more representative sample to ensure that the findings can be 
generalized to the larger population. Despite these limitations, this study provides valuable 
insights into the factors that influence mobile hotel booking intention in Kuala Lumpur, which 
can inform the development of strategies and interventions to promote mobile hotel booking 
among customers. 
 
Future Research Direction 

It is suggested that future research examine other variables that may influence mobile 
hotel booking intentions such as trust, social influence, and brand image. The effect of cultural 
differences on the variables should also be explored, as cultural differences may influence the 
perception of variables and the decision-making process. 

Furthermore, future research can explore other types of accommodations such as 
homestays, vacation rentals, and hostels to see if the framework can be applied in those 
contexts. It is also recommended that future research use a larger sample size and more 
diverse sample to increase the external validity of the study. 

Thus, it is suggested that future research explore the potential of integrating technology 
such as virtual reality and artificial intelligence in mobile hotel booking and see if it affects the 
framework in any way. This is important as technology advances rapidly and it is crucial to 
understand how it influences customer behaviour and intentions. 
 
Implication 

This study offers several implications for future research in the field of mobile hotel 
booking. To expand the generalizability of the research findings, future studies could apply 
the same framework in different cities in Malaysia to explore the moderating effect of cost 
on the relationship between independent variables and behavioural intention. Furthermore, 
it is recommended that future research distribute responses evenly among different age 
groups to achieve more generalized outcomes since perceptions may differ throughout 
generations. 

Additionally, future research should consider determining the exact population that 
utilizes mobile phones to ensure an appropriate sample size and generalized findings. A 
longitudinal study design could also be beneficial as perceptions and behavioural intentions 
may eventually change over time. As a result, conducting a longitudinal study could yield 
different results, allowing researchers to explore the evolution of perceptions and 
behavioural intentions. 

In terms of practical implications, the results of this study are valuable for hotel 
businesses that offer mobile booking platforms. The findings suggest that hotels need to 
embrace mobile booking as a platform for hotel booking, as it is the current trend. Hotel 
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stakeholders should take full advantage of this technology in their business to enhance 
customer satisfaction and increase revenue. 

Overall, this study provides a valuable contribution to the field of mobile booking and 
technology adoption in the hotel industry. The extended TAM framework proposed in this 
study could be utilized to explain the behaviour of customers and could be beneficial for 
stakeholders in the hotel industry to improve their business strategies. 
 
Conclusion 

In conclusion, this study contributes to the existing literature on mobile hotel booking 
adoption by introducing perceived enjoyment and cost as moderating variables in the TAM 
framework. The results show that perceived ease of use and perceived enjoyment 
significantly influence consumers' behavioural intention to use mobile hotel booking, 
whereas perceived usefulness does not. Furthermore, cost was found to moderate the 
relationship between perceived enjoyment and behavioural intention. 

The practical implications of this study are significant for stakeholders in the hotel 
industry who operate in the mobile hotel booking market. The findings suggest that the hotel 
industry should focus on enhancing the ease of use and perceived enjoyment of their mobile 
booking platforms to encourage customers to use them. Additionally, cost is a crucial factor 
that should be considered when promoting the usage of mobile hotel booking. Therefore, 
hotel key players can use the insights from this study to develop strategies that increase the 
adoption of mobile hotel booking and ultimately achieve their business goals. 

However, this study has some limitations, such as the sample size and the geographical 
scope of the study. Therefore, future research could expand the sample size and include 
participants from various age groups and locations to enhance the generalisability of the 
findings. Furthermore, a longitudinal study could be conducted to observe changes in 
perceptions and behavioural intentions over time. Overall, this study provides valuable 
insights for researchers and practitioners in the hotel industry to understand and promote 
the adoption of mobile hotel booking. 
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