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A Study on Continuous Use Intention of Travel Platform in
China: Application of Extended Technology Acceptance
Model
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Abstract: Recently, travel platform companies are growing by combining advanced ICT technology
with the travel industry. The growth of these companies reflects consumers” high interest in the platform.
It will be necessary to understand the consumer’s acceptance process for new technologies such as
platform. This study aimed to study variables that affect consumers' continuous intention to use
Xiaohongshu, a Chinese travel platform company. To this end, the ETAM(extended technology
acceptance model) was applied to identify the structural relationship between variables that affect the
intention to continue use. The survey method was collected through a convenience sampling method
through a Chinese online survey company in consideration of the COVID-19 situation. An online survey
was conducted on Chinese consumers who had experience using the Xiaohongshu service, and a total
of 334 questionnaires were collected. As a result of empirical analysis, first, the user's personal
innovation had a significant positive effect on perceived ease of use, perceived usefulness, and perceived
enjoyment. Second, perceived ease of use had a significant positive effect on perceived usefulness and
perceived enjoyment. Third, perceived ease of use, perceived usefulness, and perceived enjoyment were
all found to have a positive effect on continuous use intention. Finally, based on the analysis results, this
study aims to present implications that can improve the intention to use of travel platforms.

Keywords: ETAM, Personal Innovativeness, Perceived Ease of Use, Perceived Usefulness, Perceived
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Azbel fr&7dol 892, AZE E7Hol 896, AEKH AREOmTE 896% EF 0.8
oo ® 7|FEA(=NE Wt SAEE Y AFE AFE 42=367.309(df=268, p<.01),
CMIN/df=1.371, GFI=.923, NFI=.929, TLI=.977, CFI=.980, RMSEA=.0333 H.o], W% 7]FX]d]
LAY S5 Aow yEhyal JTH35]. 8- AL T751-8302 VIEA(=5)E

W AtF%(average variance extracted: AVE)E .553-597S0.2 7|A|

Z3}8ta, P c5HE
=35, 7l AlZ] X (composite reliability: CR)&=  .861-.881% 7|TX[(=7)E X343
JFegg e sus e,

[ 1] =14 2054

[Table 1] Confirmatory Factor Analysis

Construct Measurement items Stapdard AVE CR Cronbach's
Estimate o
When a new service comes out, | tend to try it before 77
others. ’
[ will use the most up-to-date service possible 774
Person_al I'm using the new service a lot more than others. 816 553 861 897
Innovation — - -
I am active in using new services. 812
I tend to voluntarily find or try new services without ]11
anyone asking for them. ’
Using Xiaohongshu is easy and simple. 788
Through Xiaohongshu, I can easily find the information I 795
want. '
Perceived Xiaohongshu is easy to learn how to use this service. .805 585 876 893
Ease of use ’ ’ '
Xiaohongshu is easier and simpler than using tourist
. . 796
information search methods.
Understanding the functionality of Xiaohongshu is easy. 773
The tourist information obtained through Xiaohongshu is 798
useful. ’
It saves time and effort when searching for tourist 754
information through Xiaohongshu . ’
Perceived Xiaohongshu provides various search and payment
Usefulness methods. 830 395 880 892
Xiaohongshu is more effective than other tourist
. . 751
information search methods.
The efficiency of tourism information obtained through
. L 815
Xiaohongshu is high.
[ think xiaohongshu is fun. 788
[ think the process of using Xiaohongshu will be pleasant. .800
Perceived
Enjoyment I don't think using Xiaohongshu will be boring. 798 597 881 896
I don't know if time passes when using Xiaohongshu. 799
I always feel happy when using Xiaohongshu. 797
[ intend to continue to actively use Xiaohongshu. 797
I intend to continue using Xiaohongshu. 778
Continuous I would recommend Xiaohongshu to others. 810
Use .556 .862 .896
Intention I'intend to use Xiaohongshu to search for tourism 778
information in the future. ’
I do not intend to stop using Xiaohongshu. 814
¥2=367.309, df=268, P=.000, CMIN/df=1.371, GF1=.923, NF1=.929, TLI=.977, CFI=.980, RMSEA=.033
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TAEtGA S HAFsr] Se AuEARAes AAEd. WA g 3k
FIATE AHEH B {5 vebst $HErGA S 1587 sk wmg 3t
BE A8AGT7E AVEY Al gt WX s 1 vh36]. [ 2] M =
FBAT ghol AZE ol AEHH ARG E P 54830, 7W we AVEQ
A g 1 HY 5E 7442 YeERY IHEEAS grEdn ghE 2 AT
dolH+ SHA7E 222 AAdsts A77|9A o2 FHEJAY] e sdEEde]
¥ °](common method bias)”} $-#& 4 Utt. old A W 3o GFqAAVE AA R
dgoietA FHE 5 doh olEd R 5 @9lstzl  91siA  Harman®
G Qo1 BAS AAFITH36]. HA AT 42=2740.462(df=275, p<.01), CMIN/df=9.965,

CFI=497, GFI=.491, TLI=451, RMSEA=.164% #A3% X7} wj$ A e
ok Ako]l Hol= uho Ao 7 gust 4= Qi)

[ 2] 770 Rhe] A

[Table 2] Correlations among Constructs

Constructs 1 2 3 4 5
1. Personal Innovativeness 744
2. Perceived Ease of Use A419%* .765
3. Perceived Usefulness 494 425%* 771
4. Perceived Enjoyment .395** 460** .387** 773
5. Continuous Use Intention A49** .548** .398** AL17** 746

*p<.05, **p<.01, The square root of AVEs are bold along the diagonal.

43 7HAHS A3

BN 44 ATEIYS 7Fer] 9ske]l Ho)$ =8 (Maximum Likelihood:
ML)E o] §ste] FxRWAFA RARAS AASGt WA, A A4 Az H4,
y2=322.463(df=267, p<.01), CMIN/df=1.208, GFI=.931, NFI=938, TLI=987, CFI=.989,
RMSEA=.0252 F3] G877l 2oz Yetwth3s]. 7Mdds Adad= [3% 3]
el ZAAH WA, A AL XztE folAe Fod A+ JFS HAE
Ao 7 Yeht} HIS AEEATHP=527, p<.01). M A A9 F&A4 93
AHY 9GS mAE Aew YeEly H2E AYEATHB=.297, p<01). /M FAAHL
A7tE AR Fogt A dFES vA= AR e H3S A HE I THB=.320,
p<.01). XZte &olde Xztd F&dol Fod HAH &S A= Aoz e
H4: 29 = QL oh(p=.232, p<.01). 7%‘% g0l AZ4H ZAR e A dIFS
2= Ao® YERY H5S A EATHP=235, p<.01). HF, A" &o]dL A&HH
ARG e Folgh F(hel FEFS HA = ZAo®E LERY} He> A E E ATH(P=.247, p<.01).
A7t 8 AEA AREo e Folgk B(he FEFS WA= AeE YEY HIE
A = ATHP=.326,p<.01). PRA O = XZtE AR AEHA ARG Fod A+
FeFS A= Ao Ve H8L A B 1 t(B=.176, p<.01).

v
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[ 3] 714 % A%

[Table 3] Hypotheses Results

. Standardized
Hypothesis Path Coefficient Standard Error | t-value Result
H1 Innovativeness | — Ease of Use 527 .056 8.530** Accepted
H2 Innovativeness | — Usefulness 297 .061 4.266** Accepted
H3 Innovativeness | — Enjoyment .320 .063 4.618** Accepted
H4 Ease of Use — Usefulness 232 .068 3.357** Accepted
H5 Ease of Use - Enjoyment 235 .069 3.437** Accepted
H6 Ease of Use — Cor:tlnuoys Use 247 .070 3.848** Accepted
ntention
Continuous Use o
H7 Usefulness — Intention .326 .068 5.377 Accepted
H8 Enjoyment | — CO”I“”UO‘.’S Use 176 064 2.969%* Accepted
ntention
¥?=322.463(df=267, p<.01), CMIN/df=1.208, GF1=.931, NFI=.938, TL1=.987, CF1=.989, RMSEA=.025

Note: “p<.05, “p<.01

5. 48
ATE B AAPIPOR JAYRE ATSHn Qb ZPFEA ALERE
o2 aHAe A&H AHgemel vXE WSS Teldqth Ed olF
Welel A9 M, AR gold, AZE K84, A7H FAS 1) JFRAS
shoich. A7 AN eoku thed 2ok A, A ANHe AzE Fol4,

S 2 do XN odooHr o 2
Y
oo
2,
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o
o
o
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H
i)
tlo
ot
o
ol
ol
347
=
S,
3,
Y
N
dd,

e Y8 N e pE X oo DN oo 1 o ox rie
[
)
o

, A7) 172 2ARe BE ASE Agomd Ame 9w
Aow UEut oAy 7 Amael 4 #AE T feld Aow ehl

FhAel die) A AFE Aa Aol ARE A s Aow veptt)
ATNAE FFAFA A FAAe] AR AZE Fold, F84 2
=Age BF §o9 Ao 9Te WAL Aoz gt add BE AT
Asn, A4 DMB AN AE ddew @ A7k A Ha4e] A74H o4
AzkE ZAgelE ol Ame G MAY, AzE F840 vl o e
e A%E wolw Jti37). #E wue 4% ez @ ATdA: Al
Ha4ol Azw goldelut fold A AL, UnA 2] WiE wgoHom
Gebkehssl olsh 2ol il Hadel gE AEsgEdel Adwusse v
Jge e 717) 7] W] A17]%e FRel whe Aue] Fgage

5% o Ame 4%e WAe WA o 3
ARRES O eRE g AT [31] = 2
BoE  ATE9ISE tha e 2 uehgth OTT 75 AH 2 o] g3
rulAte] ASE A7
A AL Az G4 vaoHe

Wa 77 e QdERAs wely] wiEd Aze A7Ee ddom BA 37
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