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Recently, contactless has become one of the biggest 

challenges facing the hospitality industry. Everywhere, the 

pandemic has forced hotel companies to adapt to safer 

measures and to strive to reduce contact points. Mobile hotel 

applications have become one of the most important 

communication channels provided by hotels for booking, and 

services with less staff contact. The purpose of this study is to 

investigate a framework model that integrates the technology 

acceptance model (TAM) model with the antecedents of a 

customer's behavioral intention to reuse the hotel's mobile app 

in the context of hotel reservations and use of services. The 

suggested model has been tested utilising structure equation 

analysis model “SEM”. A descriptive data collected from 204 

customers who used the hotel's mobile app. Study results 

revealed that perceived usefulness (PU) had a significant 

impact on the customer memorable experience (ME) toward 

mobile hotel apps (MHA) technology. Furthermore, the 

memorable experience boosts customer satisfaction and, as a 

result, enhances consumer behavioural intention, resulting in 

increased app reuse and revisit. The findings of the study lead 

to the growth of hotel mobile applications as an engaging tool 

for hotel guest retention as well as a successful marketing tool 

for attracting new visitors in a highly competitive marketplace. 

The study's findings provide useful practical information for a 

variety of stakeholders, including hotel managers and IT 

managers in hospitality and travel industry. 

1- Introduction 

During the early years of the COVID pandemic, many people have become concerned 

about safety, cleanliness, and have gradually become comfortable with human 

interaction outside of their immediate family circles. As people resume their travels, 

they become more conscious of how hotels are implementing new technologies to 

make customers and travelers feel safe and secure. Among the several new 

technologies, MHA has become one of the most important communication channels 

provided by hotels that support and enable contactless service and it could be at the 

frontline of travelers' minds. Mobile apps are software application systems designed 

for mobile device operating system platforms that extend the phone's capabilities by 
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allowing users to perform specific functions (Yang, 2013; Dube & Helkkula, 2015; 

Kim & Ah Yu, 2016). Mobile hotel applications are created to meet specific client 

requirements and can boost the efficiency of a variety of mobile operations. 

Furthermore, because businesses may contribute to the continual improvement of app 

services, this trend gives customers more opportunities to access the smart app's 

features, supporting the hotel industry's rapid expansion. (Dickinson et al., 2014). 

Customer experience with hotel apps may be used to determine whether or not guest 

expectations were met, as well as to assess what is essential to customers, making 

customer experience with hotel apps a beneficial source of information for hotels. 

Hotel customers can generate expectations and impressions of service quality for the 

products and/or services they are considering by seeing hotel rooms, lobbies, and the 

outside appearance of buildings, as well as having access to a range of advanced 

features via hotel applications. According to Carlino (2015), hotel smart apps play a 

significant role in offering hotel app customers the highest process of integrating and 

personalizing a digital universe of personalizing and customizing hotel app consumer 

engagement. By using hotel mobile apps, hotel customers may generate experience 

values in their digital marketplace, which can affect customer satisfaction and 

willingness to revisit. 

Customer behaviour while utilising an innovative technology or tool is determined by 

their impressions of that technology or application, which are influenced by two 

major factors: behavioural intention and perceived usefulness. According to a 

research conducted by Herrero and Martin (2012), the perceived usefulness of modern 

technological influences customers' attitudes and judgments of ease of use. 

Customers' attitudes toward modern technology, according to Kaplanidou and Vogt 

(2006) and Ayeh (2015), can have a significant impact on its acceptance and usage 

during a visit or stay. As a result, it may be claimed that we should consider the 

influence of external variables connected to new technology development on visitors' 

perceptions and convenience of use. 

The online experience was recognized by Pandemic as an important component of the 

actual service encounter. It's essential to consider the online experience as an 

extension of the real-life service experience (Chung et al., 2018; Tussyadiah and Park, 

2018). Memorable experiences are widely regarded as a reliable predictor of actual 

behavior. A memorable experience (ME) is defined as the ability of clients to 

remember and recall past experience (Kim and Chen, 2019; Kim and Ritchie, 2014; 

Tung and Ritchie, 2011). One of the most positive consequences of customer 

experience is memorability, which influences level of customer satisfaction (Jiang et 

al., 2016; Vada et al., 2019). Revisit hotel brands are becoming popular in hospitality 

studies. As a result, additional research is recommended to better understand how 

MHA technologies will improve memorable experience and customer satisfaction as 

the best predictors of subsequent behavior. (Lee et al., 2018; Jeong and Shin, 2019). 

Thus, this study aims to develop a theoretical framework to investigate the 

relationships between the technology acceptance model (TAM) model, memorable 

experience, customer satisfaction, as well as behavioral intent to reuse hotel 
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applications and revisit. In particular, the following research questions were discussed 

in this study: 

Q1. What impact will technology acceptance model have on memorable experiences? 

Q2: Does a memorable experience increase a visitor’s satisfaction and behavioral 

intention to reuse the app and revisit the hotel? 

2- Theoretical background 

2.1 Technology Acceptance Model (TAM) 

The theoretical basis and research design of this study are based on “the Technology 

Acceptance Model (TAM)” by (Davis, 1989). Davis (1986) proposed that two 

variables might explain a user’s desire to explore new technology: “perceived ease of 

use and perceived usefulness”. The first antecedent is PU, which is described as the 

degree to which potential users believe that the use of technology will improve their 

performance (Davis, 1989). Rather, PEOU refers to the extent to which potential 

users believe that the use of new technologies will be effortless (Davis, 1989). 

However, the final version of TAM only contains “PU and PEOU” because it is more 

concise. For example, Meuter et al. (2000) indicated that simplicity of use and 

convenience influence consumer satisfaction with self-service technology. Since then, 

TAM has been used in numerous researches to investigate the use of mobile 

technologies in the accommodation sector. (Kim and Qu, 2014; Kim, 2016; Kwon et 

al., 2013; Wang and Wang, 2010). 

TAM is essential in the hospitality context because it describes how people learn to 

embrace and employ technology. TAM proposed that when customers are exposed to 

a different technology (such as a mobile hotel app), the PEOU of that technology 

should affect their decision whether or not to use it. The impact of PEOU on 

technology adoption has been extensively researched. However, initial role of 

technology does not guarantee that it will be used in the future (Hong et al., 2006; 

Hsieh et al., 2008). As a result, even if users initially intend to use the technology, 

they can stop using it at any time if they think it is difficult to use and needs more 

time. Therefore, the following hypothesis was tested. 

Hypothesis 1: Perceived ease of use has a positive and direct effect on perceived 

usefulness. 

2.2 Memorable experience (ME) 

Despite past research into the identification of applications, concepts, and impact of 

mobile hotel apps, the value of experience derived from guest experience on hotel 

apps has been given little attention. It is essential to focus on the customer experience 

that hotel guests perceive with hotel apps, as this experience can have a significant 

role to play in hotel choice (Wang, Xiang, 2016). To enhance the customer 

experience, hotel mobile apps can associate to other services and facilities. Hotels 

provided guests with a single hub they can use at any time (Lin, 2015). 

Some recent studies have investigated the link between provided satisfaction and, 

service experience and have reported significant results (Bravo et al., 2019; Ali et al., 

2016). This research model based on the experience of the service provided has been 
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increasing in magnitude and complexity, solving dependent structures other than 

simple satisfaction. Various service experience models have been tested and verified, 

leading to satisfaction, price acceptance, willingness to visit again, etc. (Ali et al., 

2016). Furthermore, the previous research by Dickinson et al. (2014) has shown that 

mobile hotel apps play an important role in improving customers' experience 

nowadays. As a result, the popularity and utilization of mobile hotel apps have 

increased massively in recent years and will likely remain a major interest in the 

hospitality industry in the future. 

The inherent characteristics of tourists can affect the way a tourist perceives and uses 

technology, while different experiences are motivated by location and trip aspects 

(Femenia-Serra, 2018). Also, a memorable travel experience is considered an 

important predictor of future behavior. The ability of visitors to recognize and 

recollect activities that have occurred is referred to as memorable experiences (Kim 

and Chen, 2019; Kim and Ritchie, 2014; Tung and Ritchie, 2011). In this section, one 

of the most important outcomes of a tourist experience is memorability, which 

influences tourist satisfaction (Vada et al., 2019). The new concepts related to the 

satisfaction and behavioral intentions of customers have received increasing attention 

in tourism and hospitality research. As a result, more research is urged in order to 

gain a deeper understanding of how smart tourism technology will create a 

memorable travel experience (Lee et al., 2018). Several studies investigated the effect 

of theme park guests' experiences on tourists' behavioral intentions. The findings 

suggest that experience influences behavioral intention indirectly through satisfaction 

and memory (Jeong and Shin, 2019; Lee et al., 2018; Manthiou et al. 2016). 

Benur and Bramwell (2015) stated that "travel products are fundamental experiences", 

and the experience is considered the core of tourist choice and satisfaction. Travel 

experiences are not only influenced by tangible products and experiential services, but 

to a certain extent, specific experiences are unforgettable and therefore memorable 

(Cornelisse, 2014). According to Chandralal et al.  (2015), the importance of the 

Memorable Experiences theory derives from the notion that memories of previous 

consumer experiences often have a substantial influence on consumer decision-

making circumstances. Kim et al. (2012) explained the aspects of the experience 

identified by various researchers to aid in understanding the travel experience. 

“Participation, hedonism, happiness, pleasure, relaxation, stimulation, refreshing, 

social interaction, spontaneity, meaning, knowledge, challenge, sense of separation, 

eternity, adventure, personal relevance, novelty, avoidance of stress, and intellectual 

development” are some of these components. Memorable Experiences (MEs) are 

experiences that may be remembered and recalled after a journey that is selectively 

created from tourist encounters. MEs are more essential since only remembered 

experiences affect future visitor decisions (Kim et al. 2010). Tourists make decisions 

based on prior experiences and recollections to plan future visits (Lehto et al., 2004; 

Wirtz, et al., 2003). 

A Memorable Experience (ME) requires a personal assessment of the travel 

experience (Kim et al., 2012). ME refers to the memorable experiences of tourists, 

especially the feelings and emotions they experience during tourist activities (Lee, 
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2015). However, none of the previous studies considered the influence of TAM 

factors on user satisfaction in mobile hotel applications (MHA). Therefore, the 

following hypotheses were proposed in this study: 

Hypothesis 2: Perceived ease of use of MHA has a positive and direct effect on 

memorable experiences. 

Hypothesis 3: Perceived usefulness of MHA has a positive and direct effect on a 

memorable experience. 

2.3 Customer Satisfaction  

Many studies have identified the link between customer satisfaction and experience. 

This relationship is highlighted as a predictor for better understanding future behavior 

of customers (Gallarza & Saura, 2006; Lee et al., 2007 Jin et al., 2015). Customer 

satisfaction is the most critical cornerstone of the hospitality industry. Customer 

satisfaction results from a positive experience following the purchase of a product or 

the use of a service that meets expectations (Bogicevic et al., 2016).  To attain 

consumer satisfaction, businesses must increasingly concentrate on the usefulness and 

dependability of their products and services. According to Chu (2002), Customer 

satisfaction is a major goal for most businesses because it is linked to company sales 

growth. A happy customer is an important part of a company's business plan for 

lowering the marketing budget. Unlike classical face-to-face assistance, 

MHA improves service delivery through speed, detail, and customization, resulting in 

higher client satisfaction (Pantano & Viassone, 2015). The usage of branded 

applications minimizes any delay that customers could experience while waiting for 

support. A study by De Cannière et al., (2010) shows that disconfirmation of beliefs 

and confirmation of expectations have a direct impact on satisfaction. The positive 

effect of using branded apps is the ability to stimulate a satisfying emotional response. 

Consumers who have had a positive experience with the branded applications are 

more likely to exhibit positive continuation intention, which leads to repeat 

consumption. 

Satisfaction is seen as the key to establishing and maintaining the foundation of long-

term consumer loyalty. When people perceive their real experience to their initial 

expectations and discover that the expected service or quality of the experience has 

been confirmed, they will be satisfied (Chen et al., 2012; Fang et al., 2017). Boo and 

Busser (2018), on the other hand, discovered that if guest expectations are reliable 

with the implied performance of hotel services provided, the post-satisfaction with 

these services is considerable. Chen et al. (2012) showed that expectations directly 

affected perceptions of real experience and satisfaction. Therefore, the following 

hypothesis was proposed. 

Hypothesis 4: A memorable experience has a positive and direct effect on 

satisfaction. 

2.4 Behavioral Intention 

The hotel industry has demonstrated a positive correlation between satisfaction and 

behavioral intention (Han and Ryu, 2009; Martín-Consuegra et al., 2007). It has been 

shown that higher levels of satisfaction lead to higher levels of behavioral intention, 
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which leads to the possibility to price tolerance and repurchase (Huber et al., 2001). 

Previous research indicated that dominant opinions believe that customer satisfaction 

has positive effect on behavioral intention (Flavián et al., 2006; Veloutsou, 2015; Kao 

and Lin, 2016). If customers think that a product has delivered on its promises, they 

are more likely to repeat the behavior in the future (Flavián et al., 2006). Yi (1990) 

also examined the impact of customer satisfaction on customer loyalty, asserting that 

"customers’ satisfaction influences both purchase intentions and post-purchase 

behavior. Therefore, consumer participation in brand applications may increase 

customer intention to revisit the hotel. This can be ascertained by exploring the 

relationship between brand application interaction and consumer perception. 

Similarly, Chandralal and Valenzuela (2013) studied the causes and behavioral 

consequences of memorable tourism experiences (MEs) from the standpoint of 

Australian visitors. The study's findings indicated that memorable experiences affect 

future intention, namely the desire to refer to others. Satisfaction has been found to be 

a strong predictor of subsequent positive behavior. Customers who are dissatisfied 

complain, switch service providers, and spread negative word of mouth; pleased 

customers, on the other hand, are more likely to stay loyal, engage in useful 

conversations, and return whenever the conditions permit. While customer 

satisfaction may not be the most important technique for increasing customer return, 

it tends to be the greatest place to start (Tung et al., 2016). 

Satisfaction and continuation intention have a direct impact on behavioral intention. 

Customers who are impressed with a branded app will enhance brand recognition of 

that app, and this behavior enables businesses to build customer retention (Gamboa et 

al., 2014). As a result, one could argue that customer interaction with mobile hotel 

apps is likely to increase behavioral intention toward a brand hotel. The findings of 

this study have shown significantly how successful hotel companies could use mobile 

applications as a lead to enhance satisfaction and upsurge the intention to reuse MHA 

and revisit again. This study provided (should be in the past tense; your study is 

already done) useful insights into what drove behavioral intention research, especially 

in the hotel business that lacked literature mentioning the relationship between 

experience, memory and customer behavioral intention. Therefore, based on the 

previous empirical findings, the following hypotheses were proposed: 

Hypothesis 5: memorable experience has positive and direct effect on behavioral 

intention to re-use the app and revisit the hotel. 

Hypothesis 6: satisfaction has positive and direct effect on behavioral intention to re-

use the app and revisit the hotel. 

Based on previous research, the author suggests a conceptual framework model in 

which PU, PEOU, ME, and satisfaction influence BI's behavior toward mobile hotel 

apps (see Figure 1). 
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Fig.1. Conceptual model. 

3- Methodology 

This research proposes an incorporated model based on the TAM model, memorable 

experience, and satisfaction into the conceptual framework adapted from Kim (2018) 

describing customer behavioral intention formation. Specifically, this conceptual 

model predicts that the intention of hotel customers to re-use hotel apps is a result of 

satisfaction based on the perceived experience from perceived ease of use and 

perceived usefulness.  The model's purpose is to see what hotel customers faced when 

using their hotel apps, as well as if memorable experiences gained through hotel apps 

influenced customer satisfaction and customer behavioral intention. The two 

fundamental principles TAM attributes are perceived usefulness (PU) and perceived 

ease of use (PEOU). This is adapted from Davis (1986) to clarify how major factors 

influence customers' acceptance of mobile hotel apps (Serenko and Bontis, 2004). 

Davis (1986) claimed that clients' inspiration to attempt another innovation can be 

clarified by two factors: perceived ease of use and perceived usefulness. Davis (1989) 

characterized perceived usefulness as the level of an individual's should believe that 

the use of a mobile app would be beneficial to their lives; otherwise, they would not 

use them. Perceived ease of use is defined as the level of a person's belief that new 

technology would be easy to use and can lessen the client's endeavors. The 

memorable experience (ME) consisting of three variables was adapted by utilizing the 

one-dimensional concept suggested by Kim et al. (2018) and Jeong and Shin (2019). 

Four variables on a memorable experience, three variables on customer satisfaction, 

and three variables on customer behavioral intention were developed from Kim 

(2018) and Jeong and Shin (2019).  This model reveals how these various components 

influence customer satisfaction and behavioral intention. 

3.1 Questionnaire development 

A survey design (online questionnaire) was selected to investigate the influence of the 

hotel's mobile app on customer behavioral intention at the selected hotel. A five-point 

Likert scale from "strongly disagree" (1) to "strongly agree" (5) was used to measure 

the perceived usefulness (PU), perceived ease of use (PEOU), memorable customer 
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experiences, and customer behavioral intention dimensions. In addition, the concept 

of satisfaction was measured on a five-point scale from "strongly dissatisfied" (1) to 

"strongly satisfied" (5). The survey included four sections: 

• In section one, the customers were asked to indicate if their selected hotel 

already had a mobile app or not. 

• Section two consists of the demographic questions that would help better 

understand the respondents' profiles. 

• In section three, the customers were asked to indicate the level of usefulness 

and the ease of use from the hotel mobile app. 

• Section four includes questions about memorable customer experience, 

satisfaction, and customer behavioral intention constructs. 

In total, 204 out of 280 customers completed the survey, which corresponds to a 

response rate of 73%. 

3.2 Method of collecting data. 

The study's target population consists of domestic and international visitors who stay 

in hotel chains in Cairo and Alexandria from August 2020 to April 2021. Only 

customers who checked-in, and used the hotel's services by using the hotel's mobile 

app will be considered for this study. Twenty pretest questionnaires were distributed 

among domestic and international tourists who stayed at five-star hotel chains. The 

questionnaire was modified slightly, and the results of the pilot test were not utilized 

in any subsequent study. In five-star hotel chains, a genuine survey was performed 

utilizing the sampling technique to provide questionnaires to the suitable 

respondents., namely, Hilton, Four Seasons, Fairmont, Marriott, and Kempinski. 

3.3Data Analysis 

To determine the cause and influence of the specified model, as well as the 

conceptual model's goodness of fit, the data was analysed using structural equation 

modelling (SEM). The data was analysed using AMOS 23. A two-step technique was 

employed based on Anderson et al. (1988). A confirmatory factor analysis (CFA) was 

used to test the validity and reliability of the construct measures. Hypothetical 

theoretical relationships and the suitability of the conceptual framework were then 

tested using the SEM. 

4- Results 

4.1 Characteristics of the participants 

Study respondents were those customers who use mobile hotel apps for booking, 

check-in, services during stay, and check out process in five-star hotel chains in 

Egypt. Of the total 204 respondents, females represented 84 (41%) and males 120 

(59.1%). A large number of the respondents fell into the 25 to 35 years old category 

represented 66% (n=135); 22% (n=45) were 36 to 45 years old; and 12% (n=24) were 

46 to 66 years old. In terms of nationality composition, most of the respondents were 

Egyptian – 81% (n=165), and the rest represented 19% (n=39) were foreigners. 
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The highest percentage was undergraduate degree holders (70%, n=142), followed by 

Master's degree (20%, n=41) and Ph.D. holders (10%, n=21). Educational attainment 

indicated that they were cultured and knowledgeable. The majority of the respondents 

were professionals 135 (66%), followed by executives 69 (34%).  In addition to 

capturing the general profile of respondents, the collected data provided information 

about mobile hotel app usage, frequency of use, and the number of uses reported. 

Approximately 80% (n= 163) of the respondents had been using the app for one time 

a month; 20% (n= 41) for over 3 times a month. 

4.2 Measurement  

A set of absolute and relative fit indices were used to evaluate the overall 

measurement model fit. The chi-square statistics were significant since the ratio of 

chi-square value to degree of freedom was less than 3 (1.49=253.411, df = 170). The 

computed Root Mean Square Error of Approximation (RMSEA) was 0.049, which 

was much lower than the suggested limit of 0.08. (Browne & Cudeck, 1993). Figure 2 

also demonstrated that various goodness-of-fit indicators, such as the Comparative Fit 

Index (CFI = 0.97), Tucker-Lewis Index (TLI = 0.96), Normed Fit Index (NFI = 

0.92), Relative Fit Index (RFI = 0.90), and Incremental Fit Index (IFI = 0.97), 

suggested that the model fit was satisfactory (Hair, Anderson, & Tatham, 1998). 

 
Fig.2. Confirmatory factor analysis (CFA) 
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To assess the reliability of the measurement scales, composite reliability (CR) 

estimates were used. Table 1 shows that the CR values were above 0.70, indicating 

that construct reliability was supported (Fornell & Larcker, 1981). Average Variance 

Extracted was used to assess convergent validity (AVE) and maximum shared 

variance (MSV) values were used.  

Table 1 

Validity and Reliability of Measurement Model 

Constructs Standardize

d Loadings 

α CR AVE MSV 

Perceived Usefulness (PU) 

1- Creates a more effective guest loyalty 

program 

2- Increases staff efficiency 

3- Eliminates Waiting in Long Check-In 

Lines 

4- Reduces Human-Related Errors 

5- Increases Customer Engagement 

6- data is secure because these types of 

check-ins use advanced technology to 

provide safe registration 

 

.914 

.891 

.863 

.796 

.624 

.462 

0.89 0.88 0.56 0.057 

Perceived Ease Of Use (PEOU) 

1- My interaction with Mobile Hotel App is 

clear and understandable 

2- I find it easy to get the Mobile Hotel App 

to do what I want it to do 

3- Mobile Hotel App was enjoyable 

4- I find mobile hotel app to be very user-

friendly. 

5-I find the Mobile Hotel App to be 

sufficiently flexible in terms of 

interaction. 

 

.860 

 

.759 

 

.634 

.625 

 

.401 

0.84 0.84 0.54 0.162 

Memorable Experience 

1- Personalize Customer Experiences 

2- Has always responded to my needs 

3- The establishment and all its services are 

easily accessible 

 

989 

.939 

.848 

0.94 0.94 0.85 0.162 

Satisfaction 

1- Mobile Hotel Apps are a better way to 

improve service quality and create 

positive hotel memories. 

2- Increase Customer Engagement and 

Improve communication 

4- The service provided by the hotel mobile 

app fulfills hotel guest expectations 

 

.882 

 

 

.765 

 

.513 

0.73 0.76 0.54 0.123 

Continued 
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Behavioral Intention  

1- By offering apps that allow location 

service, check in/out service, 

reservations, at the speed and 

convenience of a smartphone, allows the 

hotel to build a strong brand connection 

2- In the future, I plan to utilize the hotel's 

mobile application when I stay there. 

3-Mobile Hotel Apps significantly raise 

customer attention and commitment to 

hotels by focusing on direct booking with 

the best room rate guarantee and allowing 

customers to reward their earned reward 

points. 

4-Increase brand commitment and maintain 

brand awareness for your hotel 

 

.800 

 

 

 

.769 

 

.766 

 

 

 

 

.497 

0.79 0.80 0.52 0.045 

1)Cronbach’s alpha, 2) Composite Reliability, 3) Average Variance Extracted, 4) 

Maximum Shared Variance. 

Additionally, to ensure the discriminant validity, the researcher utilized the square 

root of AVE to test the inter-correlation amongst the tested variables (Chin, 2010). 

(See Table 2) 

Table 2 

Discriminant validity. 

 PU PEOU ME Satisfaction BI 

PU 0.746     

PEOU 0.238** 0.732    

ME 0.114 0.403*** 0.922   

Satisfaction 0.041 -0.351*** 0.229** 0.732  

BI 0.081 0.213* 0.202* 0.135 0.718 

Note: Construct correlations below the diagonal by taking the 

square root of AVE. 

 

The AVE value varies from 0.52 to 0.85, which was higher than the recommended 

value of 0.5, indicating that the construct was valid (Fornell & Larcker, 1981). 

Furthermore, discriminant validity was measured by comparing the square roots of 

AVE scores to construct correlations. Because the squared correlations between pairs 

of constructs were less than the AVE values, the results supported discriminant 

validity (Table 2). 

4.3. Structural Equation Modeling 

The proposed conceptual model was tested using structural equation modeling. The 

goodness of fit statistics demonstrated that the model fitted the data satisfactorily chi-

square, (2= 1.631= 287.004, df = 176 (p.001), RMSEA =.056, CFI =.957, IFI =.960, 

NFI=.905, AGFI=.85GFI=.883). Table 3 and Fig. 2 reveal that the proposed 
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theoretical model has a high predictive potential for hotel mobile app reuse intentions. 

According to our model, using hotel mobile apps accounted for 16% of the overall 

variation in memorable experiences. The suggested model also accurately predicted 

guest satisfaction, accounting for 36% of the total. Four study factors, PEOU, PU, 

ME, and Satisfaction, explained around 36% of the variance in behavioral intention to 

re-use hotel mobile applications and revisit. 

 

 Fig.3. SEM-Path Analysis 

4.4 Structural model test 

Further path analysis was utilised to assess the hypothesised link in the model among 

variables, as shown in Table 3 and Figure 3. The results in Table 3 showed that five 

of the six hypotheses were significant and supported. SEM results shown that the 

influences of PEOU of mobile hotel apps on perceived usefulness were positive and 

significant (β= .201, p <.05). Thus, hypothesis 1 was confirmed. 

The relationship between PEOU and memorable experience was insignificant. (β = 

.020, p >.05). Accordingly, Hypothesis 2 was not supported. On the other hand, the 

strongest relationship was noticed to be Hypothesis 3, which examined the 

relationship between the perceived usefulness and memorable experience. (β = .416, p 

<.05). This result indicated that customer perceived usefulness from using branded 

mobile apps has a strong positive influence on a memorable experience. Memorable 
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experiences had a significant impact on satisfaction (β = .260, p <.05). These results 

supported Hypothesis 4, as well as supporting findings of a study conducted by De 

Oliveira and Mayer (2014), who found that "perceived usefulness" refers to tourists' 

belief that using mobile hotel apps will improve their experience.  

Results supported Hypotheses 5 indicating a fairly strong relationship between 

memorable experience and behavioral intention (β = .229, p <.05). Further 

investigation of the study was performed on the sixth proposed hypothesis on whether 

there is a significant relationship between satisfaction and memorable experience 

towards BI. Findings in Table 3 confirmed that satisfaction and memorable 

experience (β = 0.139; β = 0.229, p <.05) respectively were significantly related to BI. 

Accordingly, H5 and H6 were verified and supported. 

This finding emphasizes the significance of perceived usefulness, and memorable 

experience in constructing customer satisfaction and behavioral intention to re-use the 

mobile hotel app and revisit the hotel. This finding is consistent with previous 

research conducted by (Chen and Rahman, 2018; Eid et al., 2019; Seyfi et al., 2019) 

which showed that when a tourist has an outstanding memorable experience, he or she 

will be satisfied and have the behavioral intention to revisit. In addition, this finding is 

supported by Hsiao et al. (2016), who indicated that customer satisfaction, when 

combined with consistent service use, may be a critical component of a solid and 

loyal association among a hotel and its guests, as well as having a beneficial effect on 

future behavior intention. Individuals who are more satisfied are also more likely to 

demonstrate a strong desire to use apps on a frequent basis and reconsider their 

decision. 

Table 3 

Indicators of hypothesis evaluation. 
  Description Estimate p-values Results 

PU               <--- PEOU .201 .003 Accepted 

ME <--- PEOU .020 .767 Rejected 

ME <--- PU .416 *** Accepted 

Satisfaction <--- ME .260 .003 Accepted 

BI <--- ME .229 .002 Accepted 

BI <--- satisfaction .139 .019 Accepted 

5- Conclusion and discussion 

This study aims to investigate how technology acceptance variables in mobile hotel 

apps and tourist experience will elevate customer satisfaction and customer intention 

behavior to re-use the app in the hospitality industry. Furthermore, previous research 

on mobile hotel apps has not investigated the relationship between Technology 

Acceptance Model (TAM), and Memorable Experience (ME) model as drivers of 

satisfaction and customer behavioral intention in the hospitality field. As a result, this 

research developed an integrated model for predicting and interpreting customer 

intention in the context of mobile hotel apps. The model incorporates TAM, ME, and 

satisfaction customer behavioral intention formation, and thus addresses both the 
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technical and behavioral aspects of mobile tourist apps. The findings of this study 

indicate that the TAM-based conceptual framework offers a comprehensive 

understanding of customers' behavior and intent to revisit and re-use mobile hotel 

apps. 

The findings indicated that the mobile hotel apps construct, which consists of five 

variables, has adequate reliability for measuring mobile hotel apps. Perceived ease of 

use (PEOU) and perceived usefulness (PU) in particular have made significant 

contributions as key driving forces of acceptance and use of technology. Satisfaction 

and customer behavioral intention played crucial roles as key drivers of the tourist 

memorable experience (ME).  The findings concurred with (Lin et al.,2012, Kim et 

al., 2011; Yuan et al., 2014; Hsiao et al., 2016). 

This study found that PEOU had a significant positive impact on PU as predicted by 

TAM and supported by the results of the study (β = 0.201; p < 0.003), which is 

consistent with previous studies (Kulviwat et al., 2007; Moon and Kim, 2001). In 

other words, customers are more likely to decide that mobile applications were useful 

if they were simple to use and effortless. In addition, according to the findings of this 

study, introducing simple mobile hotel apps will not be enough to attract more 

customers to use the app. They must also develop a belief in the app's usefulness. 

Furthermore, hotels must create mobile hotel apps that are simple to use, effortless, 

secure, and private for their customers. As a result, management must concentrate on 

the development of such beliefs on the part of technology acceptance. 

The study results related to H2, which states that perceived ease of use has a positive 

and direct effect on the memorable experience, were not significant. Accordingly, the 

results showed that there was no relationship between perceived ease of use and 

memorable experience in the mobile hotel app. Thus, hypothesis 2 was not supported 

(β = .020, p >.05). In other words, customers' perception of how easy mobile hotel 

apps will be to use does not affect their experience. This result contradicted the results 

of previous studies conducted by Hong et al., 2006; Hsieh et al., 2008. In contrast, 

perceived usefulness had a positive and direct impact on memorable experience (β = 

0.416; p < 0.001). This finding highlights the fact that customers use mobile hotel 

apps because of the advantages they provide over other booking and service channels 

in the hotel. The findings support the notion that high-level smart tourism technology 

infrastructure will have a significant impact on memorable tourism experiences. 

Accordingly, the use of technology by customers may raise the level of memorable 

tourism experience. This finding is parallel with the previous studies conducted by 

Chung & Kwon, (2009) and Alsamydai et al., (2014); they found that the use of the 

mobile app is determined by the technical support provided by the company as well as 

the level of experience of the customers who use it. The limited prior experience by 

the customer with mobile app services will contribute positively to the perceived 

usefulness. On the other hand, the mobile app experience is related to perceived 

usefulness. The experience influences consumers' attitudes, intentions, and use of 

mobile app services.  
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The results show that a memorable tourism experience has a positive and direct effect 

on satisfaction and customer behavioral intention to re-use the app and revisit. This 

means that customers who have an exceptional experience will have significantly 

higher levels of satisfaction and behavioral intention to re-use the app and revisit the 

hotel. In other words, the tourist experience is a factor that directly mediates the 

relationship between technology acceptance of the mobile hotel app and resulting 

customer satisfaction, which, indirectly influences customer behavioral intention. 

This finding agreed with a study conducted by Kim (2018) about hotel smartphone 

apps. The study indicated that customers who experienced mobile hotel apps prior to 

arrival and during the stay are more likely to be satisfied with the hotel's contactless 

service and their post-stay relationship with the hotel may improve. Furthermore, the 

current findings confirm that customers' experience while using a Mobile hotel app is 

an important factor in determining their overall level of satisfaction and intention with 

the app. This conclusion is consistent with Wu and Liang's (2009) findings, which 

found substantial links between experiencing value, customers’ satisfaction, and 

behavioral intention. Customers encounter and recognize numerous hotel services 

through experiential modules in hotel smartphone applications, and a positive 

experience with their experiential values may influence repurchase intentions. 

The findings show that customer satisfaction influences customer intention to re-use 

the app and revisit in a positive and significant way (β = 0.139, p 0.019), supporting 

hypothesis 6. with the harmony between customer satisfaction and customer 

experience. Thus, the findings revealed that client experience and consumer 

satisfaction had a critical impact on customers' intention to re-use the app and revisit 

the hotel. This finding agreed with Hsiao et al. (2016), who explained that Customers’ 

satisfaction, along with continued use of services, may help a hotel build a strong and 

loyal engagement with its clients, as well as influence future behavior intentions. 

Implications 

As the COVID pandemic continues to have a significant effect on the hospitality and 

tourism industry, hotel companies are considering what they can do now and what 

they will do as regulations gradually ease. In most countries, restrictions will be 

progressively raised, and most customers will be concerned about issues such as 

excessive contact with hotel staff and other customers. Technologies such as mobile 

technology are already ingrained in the hotel industry, but they can be leveraged 

much further to develop business and customer satisfaction. 

This study proposes strategies for competitiveness in the hospitality industry by 

utilizing mobile hotel apps. Understanding how and why a mobile app is used is 

important because it is a popular communication channel. Customers' engagement has 

an important influence on service businesses seeking to gain a competitive advantage 

(Tsiotsou, 2015). Considering the possible benefits of using this technology, more 

businesses have embraced branded apps (Jan and Contreras, 2011). Marriott, for 

example, includes a mobile request function in its app, allowing customers to request 

service before, during, or after their hotel stay (Wolf, 2017).  
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According to the findings of this study, customers' perceptions and attitudes of ease of 

use are influenced by the perceived usefulness of new technology. The findings 

suggest that customers' behaviors toward new technology may have a significant 

impact on its usage and adoption during a stay. As a result, hotels should take into 

account the impact of external variables associated with new technological 

developments on customers' perceptions of usefulness and ease of use. 

The positive relationships found between perceived usefulness, and memorable 

experiences show that perceived usefulness has critical, significant potential and 

offers opportunities for the hospitality industry to improve the customer experience 

and contribute to the overall experience. 

Customers who had memorable moments after using the mobile hotel app and were 

satisfied at a specific brand hotel are more likely to return, re-use the app and 

recommend this hotel to their friends and other tourists. As a result, hotels must 

ensure that their customers' expectations are being met in a timely and appropriate 

manner. For instance, if a customer has a bad experience with mobile hotel app 

facilities, the customer may decide not to re-use the app and not to return and may not 

recommend this hotel to other tourists. Mobile hotel app structure is the primary 

factor influencing customers' experience and, as a result, increasing customer 

satisfaction and behavioral intention to re-use the app and revisit the hotel. 

The findings could also help hospitality managers and app developers better realize 

the effects of mobile hotel apps on user satisfaction and behavioral intention. 

However, satisfaction may be contextual for app users. Thus, marketers should 

develop strategies that are appropriate for both actual and potential users. 

6- Study limitations and future research 

The study's findings highlight has been focused on customers who visited two major 

Egyptian cities namely, Cairo and Alexandria; thus, obtained results cannot be applied 

to all Egyptian hotels. As a result, expanding the study to include more cities and 

sample sizes may yield different findings and conclusions. 

Unfortunately, the app system is not used in all hotels, and the majority of those that 

do are chain hotels. Because this is a quantitative study, using a mixed-method 

approach in a future research study with various demographic samples will work on 

improving the findings' reliability. Furthermore, MEs were measured as a single 

construct, so the findings cannot be generalized to the comprehensive perspective of 

MEs. As a result, future research should focus on measuring MEs as 

multidimensional constructs and their mediating role. 
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 للعملاء لإعادة الاستخدام والزيارة ية كية بالفنادق على النية السلو كآثار تطبيقات الهواتف الذ
 ماهر حسني

 دارة الفنادق، معهد القاهرة العالي للسياحة والفنادق. إقسم 
 الملخص معلومات المقالة          

 الكلمات المفتاحية 

ية  كتطبيق الهواتف الذ
 ؛تجربة ؛بالفنادق

 ية. كنية سلو  ؛رضا
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واحدة من أكبر التحديات التي اللاتلامسي  أصبحت تقنية التعامل    الأخيرة،في الآونة  
شركات الفنادق على    وباء كوروناحيث أجبر    مكان،في كل    .تواجه صناعة الضيافة 

تطبيقات  أصبحت  الاتصال.  نقاط  من  للحد  والسعي  أمانًا  أكثر  تدابير  مع  التكيف 
الفنادق   توفرها  التي  الاتصال  قنوات  أهم  من  بالفنادق  الذكية    ، للحجزالهواتف 

بالموظفين. الاتصال  فيها  يقل  التي  التحقق   والخدمات  الدراسة هو  الغرض من هذه 
التقنيةنممن نموذج إطار يدمج   العميل السلوكية    (TAM)وذج تقبل  مع سوابق نية 

التطبيق   استخدام  الفنادق  لإعادة  حجز  سياق  باستخدام الخدمات  واستخدامفي   .
من   جمعها  تم  التي  التجريبية  تطبيق    204البيانات  استخدموا  الذين  العملاء  من 

الهيكلية   المتنقلة،الفنادق   المعادلات  نمذجة  خلال  من  المقترح  النموذج  اختبار  تم 
SEM تجربة على  كبير  تأثير  لها  كان  المدركة  الفائدة  أن  الدراسة  نتائج  كشفت   .

العميل التي لا تنسى تجاه تكنولوجيا تطبيقات الهواتف الذكية بالفنادق بالإضافة إلى  
تُنسى تعزز رضا    ذلك، التي لا  التجربة  العميل   لاء،العمفإن  نية  تزيد من  وبالتالي 

الزيارة.    السلوكية، وإعادة  التطبيق  استخدام  إعادة  من  أعلى  مستوى  إلى  يؤدي  مما 
نمو   في  الدراسة  نتائج  في   الهواتف تطبيقاتتساهم  تفاعلية   الذكية  كأداة  الفنادق 

الضياف في سوق  نزلاء جدد  لجذب  ناجحة  تسويقية  وكأداة  الفنادق  بنزلاء  ة  للاحتفاظ 
المصلحة   أصحاب  لمختلف  مفيدة  عملية  معلومات  الدراسة  نتائج  توفر  التنافسي. 

 . صناعة الضيافة والسفرومديري الفنادق ومديري تكنولوجيا المعلومات في 
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