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Abstract

Online booking system has come into
human’s life long time ago. People now can order
pants, clothes, books, even cars on the net.
Nowadays, we would like to order hotels or
airline tickets across thousands of miles using
Internet. There may be some risks because you
never know what will happen when you arrive in
the place you plan.

TAM will be used in this research. Some
new variables are be added in this research,
which are in order to find out special issues of
this classic model such as Slogan or
Low-Price-Level are the latent factors probably.

Besides TAM model, Fashion theory will be
another tool to help judge the subjects who think
the online booking system on ordering airline
tickets and hotels which is the fashion behaviors
or not.

There are quite a few surprised results in the
research. Advises will be addressed to those
vendors, and help them make efficient decisions.

Keywords: TAM, Online booking
Fashion theory, Slogan, Low-Price Level.
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1. Introductions

Humans entered into an electronic
commerce century few years ago. People can get
what they want by clicking the mouse this
moment. Then, everything will come out in front
of you. We can do almost everything on the net.
Fro example, that we can order a meal or buy
some products on it. We are able to order our tour
on the net indeed. Ordering the tour includes the
airline tickets, train tickets, car rental, and the
hotel orders. You would hardly imagine that you
can just take one receipt, which was downloaded
on the net and printed out by yourself, attend to
the counter and getting your own products ten
years ago.

People who just change their traditional
habits to order on the net will absolutely feel
strange and are not used to that. Compared with
other goods, the airline tickets and hotel orders
are so expensive and important. After making
their orders on the net, customers will wait until
the expiration date coming. The customers’
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behaviors will be affected by how companies
interact with them, and they will make the final
decisions by their selves. We are just wondering
to know if there are any motivation or reason
makes them decide to order those products or not
on the net. Then we hope we can understand
more about those behaviors, and moreover, we
can analyze them. Some conclusions and
suggestions are addressed in the research. Let
vendors design the appropriate ways making
customers be able to purchase anything on the net
without worrying to be cheated. Maybe the
online booking system will replace the traditional
ordering ways in the near future.

v

v

People TAM |4 | Conclusio

Fashion Theory

Diagram 1 : Construction of the research

Our model will have a major line which
described the TAM model, and imply our
research. Then, there will be a branch line which
is with respect to the fashion theory. We will use
it to illustrate the users’ feelings of online
booking system. There is a chart which shows the
framework of this research below.

2. Research Backgrounds

TAM Fashion Theory

Rational Non-Rational

Diagram 2 : Research backgrounds

The study is about the starting point of
rational and non-rational consumptions. It applies
TAM and Fashion theory as a theoretical basis.
Customers’ consumption behaviors can be
distributed into two forms. One is rational
consumption, and the other is non-rational
consumption.

2.1  Rational consumptions

Because TAM is a mature theory, which
explains user’s acceptance of new technology
system, and it is perceived in public (Davis, 1989
& Shen, 2002). It explains the degree of user’s
acceptance of information technology by rational
motivation. TAM doesn’t consider social
influence in the acceptance (Malhotra, 1999). So
we set TAM to be our theoretical basis of rational
fact.

2.2  Technology Acceptance Model (TAM)

TAM is rooted in the Theory of Reasoned
Actions (TRA) (Fishbein & Ajzen, 1975) which
proves the importance of social norms in
influencing individual behavior by psychology
research. This study is based on the Technology
Acceptance Model (TAM), and researches
consumers’ intentions and acceptance about the
online-order airline ticket and online-order hotel
in travel website.

TAM is information systems’ research; this
research describes the users’ attitude toward
using and the actual usage of a technology is
addressed in the TAM (Davis, Bagozzi &
Warshaw, 1989). Davis found that Perceived ease
of wuse acts primarily through Perceived
usefulness to influence Intentions to use. In the
other way, Perceived ease of use was also
considered to influence Perceived usefulness of
technology. Not only Davis’s study, but also
several other studies provide evidences for TAM.

PU
/'Y

ad A ™ 1 AU

PEOU

Diagram 3 : TAM by Davis et al., 1989.

PU : Perceived of usefulness of technology
PEOU : Perceive easy of use of technology
A Attitude toward using technology

I : Intentions to use technology

AU : Actual use of technology

The more acceptances of the users for a new
information system, the more willingness they
become making changes in their practices, and
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their effort to actually use the new information
system (Succi & Walter, 1999). TAM has been
applied in numbers of studies testing user’s
acceptance of information technology, for
example, word processor (Davis et al., 1989),
spreadsheet applications (Mathieson, 1991),
e-mail (Szajna, 1996), web browser (Morris &
Dillon, 1997), telemedicine (Hu, Chau, Sheng &
Tam, 1999), and websites (Koufaris, 2002) (Yuan,
2005). On the other hand, many new modes were
built upon TAM, too.

Take the theory of planned behavior (TPB),
for example, it thought people’s actions are
determined by their intentions and perception of
control. Their intentions are influenced by
attitudes  toward subjective norms and
perceptions of behavioral control. Therefore,
TPB is usually applied to investigate behavior
prediction using attitude variables (Hung, Chang
& Yu, 2006).

The newest model is Unified Theory of
Acceptance and Use of Technology (UTAUT).
UTAUT is noteworthy that facilitating conditions
have impacted on actual usage rather than
attitude and behavioral intentions (Vankatesh,
Morris, Davis & Davis, 2003).

Models Representative Work
Technology Davis, 1989 ; Davis,
Acceptance Bagozzi & Warshaw, 1989 ;
Model (TAM) | Venkatesh & Davis, 2000.
g; Z(Lrgd()f Mathieson, 1991 ;
Behavior (TPB) Taylor & Todd, 1995.
United Theory
of Acceptance Venkatesh, Morris, Davis &
and Use of .

Davis, 2003
Technology
(UTAUT)

Table 1 : TAM, TPB and UTAUT by Sun
& Xiao, 2006, Idea Group Inc.

Because TAM has the strong base in theory, it
was supported by relatively large number of
studies. This model provides the heading point
for setting up our research relating technology
use and performance.

2.3 Non-rational

Humans always live with each other. There is
existing special interactive relationship called

social influence between everybody (Shen, 2002).
When people’s behaviors are affected by the
factor, they may do some non-rational decisions.
The Fashion theory emphasizes the importance of
social influence. We will carry on introducing
Fashion theory.
2.4  Fashion theory

There are many scholars addressed the
definition of fashion. For instance, Reynolds
(1968) ~ Sproles (1979) ~ Holly, et al., (1973)and
Miller , Mcintyre & Mantrala (1993) (Shen,
2002).We synthesize those opinions into our
network environment. “The network constructs
surroundings in which consumers are entertained
as well as their curiosity is highly aroused,
therefore promotes shopping behaviors” (Shen,
2002). Online shopping represents a new
purchasing form in this generation. All people
thought online shopping is the latest and the most
representative behavior so online shopping can
be called one kind of symbols of fashion. When
there are more users who book airline tickets and
hotel on the net, people will get more influences
by this social trend. For this reason, we define
fashion as a symbol of seeking fresh and
following others’ action,so it becomes the

non-rational factor to influence online activities
(Shen, 2002).

In our research model, we will not only
analyze the effect of variables to actual use in
TAM but also distribute the sample into rational
or non-rational behaviors.

3. Definitions and Hypotheses

31 PU

In TAM, perceived usefulness refers to the
degree which the user believes that using the
technology will improve his or her work
performance (Davis, et al., 1989).

No matter what kind of technologies was
used by people, the purpose of our ultimate goal
is order the airline ticket and hotel room. If this
technology can achieve our goal completely, we
will think it is very useful. On the other hand,
when people are able to order their airline tickets
or hotel rooms by surfing Internet smoothly
without going to the on-the-spot companies or
offices by themselves, they may think the
technology can make their work, life, or travel

2007 International Conference on Advanced Information Technologies (AIT)



The research about the acceptance of users ordering airline tickets and booking hotels on the Internet

more efficient.

The using Attitude (A) refers to the users’
attitudes toward using intention (Chen, 2000).
“Finally, attitude is directly affected by beliefs
about the system, which consists of PU and
PEOU. TAM theorizes this
belief-attitude-intention-behavior relationship to
predict user acceptance of technology” (Chen,
2000). In the relationship, Chen addressed PU
directly and indirectly affected behavioral
intention to use (BI).

So we define ‘“Perceived usefulness of
technology” as the degree which user believe that
using the online-subscribe airline ticket and
online-payment in travel website will not only get
their goal but also improve his or her work
performance.

H1: Perceived usefulness is positively
related to Attitude toward using.
H2: Perceived usefulness is positively
related to lintention to use.
3.2 PEOU
Some researchers applied it into the Internet
area (Agarwal & Prasad 1997; Teo, et al.
1999) .We follow the trend and use this
application on the Internet field. Because TAM
was based on TRA, the model had hypothesized
that the actual use of the system is determined by
users’ behavioral intention to use (BI). ”In the
technology acceptance model (TAM), attitudes
towards use are determined by individual
influences only” (Pedersen, 2003) .On the other
hand, adoption models are mostly applied to
explain the initial behavior stage of a
domestication process, so “Intention to use” is
regarded as the important factor of actual
behavior (Mathieson, et al., 2001). PEOU is a
measurement about how does customers feel ease
of use of Internet. PEOU will influence A by the
mechanisms, self-efficacy and instrumentality
(Davis, et al., 1989). Chen (2000) addressed
PEOU only indirectly affected users’ intention to
use (BI) (Chen, 2000). As a result, we can say the
PEOU is a wvariable which characterizes
customers do not need to pay more efforts surfing
on the net.

H3: Perceived ease of use effect on Attitude.
H4: Perceived ease of use effect on
perceived usefulness.

3.3 Slogan

In Wu’s research (Wu, 2004), the author set
the Slogan to be the main structure of her
research, and she analyzed the effects between
Slogans and consumers’ attitude.

It addressed that when consumers accept the
incentive from advertisings, they will generate a
series of thinking process — cognition, interesting,
estimation, trying out, and adoption (Wu, 2004).
Use of Slogans will be treated as a tool which
attracted consumers attention owing to the
Slogan is one of the factors of advertisings
(Burton, 1999). Moreover, Slogans will push
consumers to make a decision.

The main purpose of using Slogans by
sellers is that they want consumers to be able to
accept the information from sellers and be
touched them, then, they will come into the
purchasing intention.

The Slogan is the best way to present the
advertising, but will strengthen the series of
thinking process. The attitude of adverting is a
degree of how consumers preferred the
advertising (Wu, 2004). The Attitude was
combined by three factors — cognition component,
affective component, and cognitive component
( Baker and Chruchill, 1977). By ways of the
tight correlations between Attitude and
advertising, we can sum up that the Slogan
always affect customers’ attitude.

H5: Slogans positively affects his or her
Attitude toward buying an airline ticket
or booking the hotel.

3.4 Low-Price level

According to the online purchasers’ opinions,
the three most important factors that contribute to
a successful website are ‘“‘secure payment
methods,”  “different price ranges for
products/services,” and “user-friendly system.”
(Law and Wong, 2003) Furthermore, Law and
Leung (2000) and Lang (2000) identified Internet
security, price range, and user-friendliness as the
most critical factors for consumers choosing to
order airline tickets on the net. Therefore, price is
a key factor for users when they book hotel
accommodations (Law and Chung, 2003; Liang
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and Law, 2003) and tourism products online
(Law, 2003). Law and Wong (2003) found that an
important factor effecting purchasers’ perception
of booking a hotel on the net is price level. Hence,
we know that different price level for
products/services is an important factor effect
online purchasers’ intention while they make the
decision to book a hotel on the net.

In this study, price level refers to the price
range of a hotel or an airline ticket. Ma, Buhalis,
and Song (2003) found that among 3~5-star
hotels, 3-star hotels generate the highest sales
percentage, and 5-star hotels generate the lowest
sales percentage from the Internet in China. From
what we brought up above, the lower of price
level, the higher of intention that people book the
hotel on the net. It indicates that people have low
intention about booking the high price level hotel
on the net. Thence, we presume that people will
mainly order economy class when they order the
airline tickets on the net.

According to the concept of TAM and TPB
model, Attitude will directly affect Intention, so
we don’t make the hypothesis between
Low-Price level and Attitude. However, we will
still verify that whether Low-Price level surly
affects Intention and Attitude or not, when we
analyze Regression.

H6: Low-Price level positively affects his or

her intention toward buying an airline
ticket or booking the hotel.

4. Research Methodology

4.1  Sample and Procedures

Slogan Low-Price

Level

/HG

—>

H5
PU +~H2

» T \H1

PEOU 7
H3

Diagram 4 : Modified TAM model.

A |—| 1

AU

We followed Davis’s Technology

Acceptance Model. Besides original variables PU,
PEOU, Attitude, and Intention, we added Slogan,
and Low-Price level. On other ways, we put
Fashion theory into our research. After collecting
the questionnaire, we use SPSS 11.0 to analyze
the data. We will count the Reliability and the
Validity and pick the significant questions.
Moreover, we use Regression to run the data,
hope our assumptions will be proved and
subjected some suggestions for the companies.

The data were collected through online
survey, and almost came from BBS or our
relatives and friends. We totally delivered 350
questionnaires and there were 305 questionnaires
after excluding unreasonable data. The sample in
this research consisted of Internet users who have
used online booking system to order airplane or
hotel. We would like to believe all of
respondents’ answers were trusty. The personal
data of this questionnaire were divided into 5
parts. The respondents’ characteristics are
summarized below.

In the first part, Gender, female (168, 55%)
is more than male (137, 45%). In the second part,
“Which ways did users order tickets on the
internet?” personal (270, 66%) is the most
percentage. In the third part, Age, 21 to 30 (273,
90%) is the most percentage. In the fourth part,
Degree of education, college (175, 57%) is the
most percentage. In the last part, Occupation,
student (194, 64%) is the most percentage.

4.2  Reliability

In statistics, reliability is the consistency of a
set of measurements or measuring instrument.
Reliability does not imply wvalidity. In
experimental sciences, reliability is the extent to
which the measurements of a test remain
consistent over repeated tests of the same subject
under identical conditions. Because Cronbach's a
(alpha) has an important measure of the
reliability of a psychometric instrument, we
analysis reliability by it.

Inter-item Inter-item
Covariances Correlations
Variance(Mean) | Variance(Mean)

PU 0.2635 0.4677

PEOU 0.4233 0.6271

Slogan 0.4510 0.4938
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Price 0.2821 0.3351
level

Attitude | 0.3453 0.6112
Intention | 0.2384 0.6156

Table 2 : Inter-item Covariances Variance
and Correlations Variace.

The higher Cronbach Alpha means the
higher inter consistent. All variables’ Cronbach
Alpha is over 0.65, so we infer those data have
fine reliability of a psychometric instrument. We
also know whether we delete which questionnaire
item from this table; the Alpha value will be
lower. Thence we had got the fittest Alpha value
in the analysis.

Cronbach Alpha (> 0.65)

Constructors Cronbach | Standardized
Alpha item alpha

PU
(5 questions) 0.8140 0.8146
P . 0.8343 0.8346
(3 questions)
Slogan 0.8316 0.8298

(5 questions)
Price Level

(4 questions) 0.6638 0.6685
Attltude. 0.8278 0.8250
(3 questions)

Intention 0.8786 0,889

(5 questions)
Table 3 : Cronbach Alpha

43 Validity

In research, degree to which a statistical
technique accurately measures or predicts a
value-a valid sample will exhibit the
characteristics of the population. First, we
would like to use factor analysis and
principle component analysis to ensure that
each part of questionnaires only can be
extracted one component, and mach with the
extracted variable. The Correlation Matrix can
be look as the first step to inspect whether the
data is suited to analyze by factor analysis or not.
Generally when the determinant is zero, we can’t
get correlation inverse matrices and compute
eigenvalues. Then we can’t do factor analysis
(Wang, 2006). We know all the variables’
determinants are not equal to zero, so our data is
suited to do factor analysis. On the other hand,
we should give up the correlation coefficients

which value is not between 0.3-0.85 to avoid
ill-condition, (Wang, 2006).

SPSS will retain the factors which value is
over one.

Total Variance Explained
Total Extraction
Constructors Sums of Squared
Loadings
PU(5 questions) 2.889
PEOU(3 questions) 2.256
Slogan(5 questions) 2.992
Price Level
(4 questions) 2.013
Attitude(3 questions) 2.222
Intention(5 questions) 3.468

Table 4 : Total Variance Explained

Second, we calculate the KMO value. The
Kaiser-Meyer-Olkin measure of sampling
adequacy tests whether the partial correlations
among variables are small. KMO should be over
0.7, which means the variable has middle value
and the questions can represent the variable. We
got our KMO between 0.700-0.828. Only
Low-Price level’s KMO just reach the threshold.
Appropriately our variables have good measure
of sampling adequacy tests. KMO nearly
approaches to one, which means the partial
correlation is lower and has better result on factor
analysis (Wang, 2006)

Constructors KMO
PU 0.794
PEOU 0.713
Slogan 0.828
Price Level 0.700
Attitude 0.721
Intention 0.749
Table 5 : KMO

4.4  Regression

In this part, we separately run regression
between two variables, and Window’s Excel is
calculated the Regression. We can see that we
divide it into two sections. In the section 1, we
would like to test and verify the TAM model. On
the other hand, we use regression testing the new
variables between Low-Price level, Slogan, and
TAM model. We hope we are able to find out
characteristics of consumers who use online
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booking system to order airline tickets and hotels.

4.4.1 Section 1;

a. PEOU 22PU:

B=0.32099, P-Value= 0, R square= 0.16150
It shows that PEOU will affect PU. And there is a
significant relationship between them.

b. PEOU 2Attitude:

= 0.45786, P-Value= 0, R square= 0.25
It shows that PEOU will affect Attitude. And
there is a significant relationship between them.

c. PU 2Attitude:

B=0.67645, P-Value= 0, R square= 0.35290
It shows that PU will affect Attitude. And there is
a significant relationship between them.

d. PEQU 2Attitude

= 0.45768, P-Value= 0, R square= 0.25322
It shows that PU will affect Intention. And there
is a significant relationship between them.

4.4.2 Section 2:

a. Low-Price level =2Intention
B=0.235, P-Value= 0, R square= 0.064

It shows that Low-Price level will affect
Intention. And there is a significant relationship
between them. We prove the previous literature
which found out that Low-Price level affects
users’ intention. In this study, we even prove that
Low-Price level affects the intention of users who
have experience on the net. So we know that
Low-Price level will influence users who make
decision of purchasing online.

b. Low-Price level 2Attitude
B=0.26662, P-Value= 0, R square= 0.072

It shows that Low-Price level will affect
Attitude. There is a significant relationship
between them. We set that the low price as the
basement, so we have a conclusion that
Low-Price level will really affect consumers’
attitude. That means consumers always notice or
have the concept in mind when they contact with
the products. It shows that online stores may use
some strategic products to attract consumers’
attention and buy their products after all.
However, we collect most of our data from
students who most are college students, and it is

an inevitable population limit. For students, the
price is often the first importance for them. If we
collect the data from variety resource, there may
have some surprising differences in the
conclusion. We hence add a new hypothesis here:

H7: Low-Price level, positively affects his or
her Attitude toward buying an airline
ticket or booking the hotel.

c. Slogan 2Attitude:
B=0.058317, P-Value= 0.216057, R square=
0.0051

It shows that Slogan will not affect Attitude.
There is no significant relationship between
them.

On the other hand, we find out the R
square of this relationship is really tiny, 0.51%, it
will hardly explain the relationship between
Slogan and Attitude. Besides, we find out the
relationship between Slogan and Intention is also
almost not existence.

4.5  Fashion theory

The average score of women is 2.81, and the
men’s is 2.92. It is clear that men’s score is
higher than women’s. We infer to that men are
more fashion than women generally. Besides,
men will focus on the new technology more than
women. We can bring out the conclusion that
men will take more care than women in new
technology. However, we still can’t make sure is
it true that men like fashion more than women
does, we will use t-test to test it again. T-TEST is
the test of two averages of matrix
differentiations:

Ho = the degree of fashion for men and
women are the same

T-Value = -1.81169 > -1.96

We accept the null hypothesis, because the P
value is in the acceptation region. It means the
degree of fashion for men is the same as women.
In the traditional image, we will think the degree
of men caring about fashion is bigger than
women’s. In this test, we bring out a conclusion
that the degree of fashion for men is the same to
women’s. Even that men’s average score of
Fashion theory is bigger than women. Both of
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men and women don’t think online booking
system is a fashion way booking airline tickets
and hotels.

5. Conclusions and Limitations

5.1 Conclusions
Low Price
Level
H2 Y7
PU H6
\Hl
H4 T N L,
— 1 AU
PEOU -l
H3

Diagram 5 : New TAM model.

1. The Slogan doesn’t affect users’ attitude.

There is no significant relationship between
them. We can barely deduct a conclusion which
Slogan has some positive impact on Attitude
because the degree is very small. That means
when consumers ordering airline ticket and hotel
online, they will not take account of the Slogan.
Maybe the reason is that the Slogan is always
exaggerated the real condition of the product too
much. It will become an interesting but real result
for us. As online shoppers feel like to attract
consumers by Slogan, they have to build the
confident of their Slogan first. Just like what
Fisher (2005) said “Maybe you feel, as I do, that
most company Slogans are insipid, forgettable
self-indulgences.”

Because the R square of this relationship is
really tiny, it hardly explains the relationship
between Slogan and Attitude, and the relationship
between Slogan and Intention, too. We will
recommend future’s researchers can adopt variety
resources but only students group. It will help the
data presenting more significant results.

2. The
intention.

Low-Price level affects users’

In this study, we prove that Low-Price level
positively affects users’ intention toward buying
airline tickets or booking the hotels. Internet
users usually will decrease the probabilities of

purchasing risk in whole purchasing process
through reducing the exchange cost and security
mechanism (Huang, 2000). Users are more
attracted by the Low-Price level products; hence
we consider that low-price airline tickets and
hotels will reduce users’ probabilities of
purchasing risk. We know that Low-Price level
will be one of the key factors to influence users
who make decision of purchasing on the net.

3. The
attitude.

Low-Price level affects users’

Our original framework only shows that
Low-Price level will affect intention, but
otherwise we find that Low-Price level affects
attitude more significant after running the
regression. That means Low-Price level not only
affects Intention but also affects Attitude. Hence,
we know that Low-Price level is one of the
important factors influencing users’ thinking, it
will affect their attitude of treating the products
inside on the net. From above, we revise our
framework and present it below.

Fashion theory which explained the subjects
are objective or not. We found out men or women
whom we questioned are not that kind of persons
chasing the fashion. There is another cause that
maybe they think ordering online is not a fashion
behavior. Hence, either the first reason or second
one conducts the conclusions, we could try to
explain why people want to buy cheap products
but make decisions by Slogans. When people
order hotels or airline tickets on the net, they
should be educated. It is the bottom why they
could make a smart decision without attracting by
something gimcrack.

5.2  Limitations

We try to reach the rigorous during the
study, but our study still is limited by some
factors:

1.  Research subject

Online airline tickets or hotels are one
kind of products in online booking system
There are another products such as movie
ticket, theme park tickets, and restaurants etc.;
nevertheless, we only focus on airline tickets
and hotels to be our research subject, The
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reason is that there were too many study
about using online booking system to
purchase goods, but we want to discuss more
detail effect on certain items. Different
research rang may have different results, so
our research only can explain small subject.

2.  Research framework

Our research wants to understand
online users’ perceived of using online airline
tickets and hotels, and the degree of the
acceptance toward the Intention. We talk
over whether the two new variables have
some relationship with the acceptance of line
airline tickets and hotels. However we didn’t
discuss the concepts about the structure and
building of the system, which might ignore
the influence on whole research framework.

On other ways, when we discuss the
price, we didn’t consider the effects about
discount or other sales promotions in
Low-Price level. We wish to simplify our
research, but that may not illustrate the entire
phenomenon.

3. Sample

We collect most of our data from
students who are college students mostly.
Because students usually don’t have strong
earning capabilities, the price is often the
first consideration for them. If we can collect
the data from variety resource, the conclusion
may be different.

Furthermore, we mostly delivered our
questionnaires on the Internet. Obviously
respondents had wusually surfed Internet,
know lots of new information, and saw many
special Slogans, so the effect from the Slogan
to Attitude or Intention maybe is not so
directly. The other reasons for the sample
could be the country culture. Taiwanese are
more rational than other countries when they
buy goods.

6. Contributions

Dahlen & Rosengren(2004) said: ”Slogan
uniqueness is ~ more  important  than
attractiveness.” Just check the internet, we will be
easy to find out most Slogans of online booking
systems for airline tickets or hotels are alike and
common. When people use this system for more
than one times, they will ignore the Slogan more
and more often. It is really remarkable. People
may finally feel the substantial Slogans just like
nothing.

In this research, we focus on the user’s
feeling of booking airline tickets or hotels online.
Although our subjects are most college or
graduate school students, the conclusion may be
deficient in proving the public. Generally
speaking, students always have the most chances
of contacting the Internet. Their perception will
be close to the really condition. Moreover, we
find out that people ordering airline tickets or
hotel on the net think Slogan does not effect their
decisions.

There had a report said “the Slogan will
become the focal point of marketing campaigns
that they hope will attract high-spending tourists
and businesses.” It is totally not work on this
condition, booking airline tickets or hotels online.
We thought the majority problem is the Slogan is
always bombastic. Venders couldn't increase
people's motivation to order the tickets or hotels
without believing Slogans As we mentioned
before, Slogans will only be success because of
the unique. If bosses want to use Slogans to make
more order, the only way is they have to build the
confidence of the description of Slogans for
customers. They have to design the Slogans at
pains. The Slogans may be able to work after
those works.

From the samples of this study, we know
that most of Internet users who have experience
of using online booking system are between 21
and 30 years old. Because Low-Price level has
some effects on users’ attitude and intention, that
means they will accept more Low-Price level
airline tickets and hotels than high-price-level
airline tickets and hotels in their minds and then
make their purchasing decisions. The group is in
the age 21-30 such like students, usually request
the price of airline tickets and hotels lower, so
they can put their budget on planning their travel
and make it more variety. Consequently, we
recommend the travel firms to put the
information of Low-Price level airline tickets and
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hotels on their website. It definitely will attract
more Internet users who are in the age 21-30, so
the travel firms can focus on this age group to
design some special projects for them. There are
some suggestions for businesses to reach the goal
below.

a. Find the way lowers the cost is benefit
for the businesses to sell the goods.

b. They could try to narrow down the
serving, and only provide the service
they need.

c. Planning an exclusive project from
different groups, and investigating what
do they care about?

d. They may use some tricks: for instance,
they might raise the sticker price fist,
and then use few promotions such s the
discount or big sale to reduce the price.

We combine the variables’ conclusions
with Fashion theory, and find out people will not
be affected by others and change their mind
adopting the online booking systems. No matter
what is the reason, it also reminds vendors should
provide the substantive and acceptable products
to customers. Perhaps it is one of the evidences
which customers get smarter day by day.

7. Reference:

1. Agarwal, R. and Prasad, J., “The Role of
Innovation Characteristics and Perceived
Voluntariness in the Acceptance of
Information Technologies,” Decision
Sciences, Vol. 28, No. 3, pp. 557-581, 1997.

2. Allen, M.J. and Yen, W. M., Introduction to
Measurement Theory, Long Grove, IL:
Waveland Press, 2002.

3. Baker, J. M. and Gilbert A. Churchill Jr.,
“The Impact of Physically Attractive Models
on Advertising Evaluations,” Journal of
Marketing Research, Vol. 14, No. 4, pp.
538-555, 1977.

4. Bartlett, M. S., “Properties of Sufficiency and
Statistical Tests,” Proceedings of the Royal
Statistical Society Series A 160, pp. 268-282,
1937.

5. Buhalis, D., Ma, J.X. and Song, H.Y., “ICTs

10.

11.

12.

and Internet Adoption in China's Tourism
Industry,” International Journal of
Information Management, Vol. 23, No. 6,
pp. 451-467, 2003.

Burton, P. W., Advertising Copywriting, 7™
ed., Lincolnwood, Illinois: NTC Business
Books, 1999.

Carlsson, C., Carlsson, J., Hyvonen, K.,
Puhakainen, J. and Walden, P., “Adoption of
Mobile Devices/Services: Searching for
answers with the UTAUT,” Proceedings of
the 39th Hawaii International Conference
on System Sciences, 2006.
0-7695-2507-5/06/$20.00 (C) 2006 IEEE.
Chang, S. E., Hsieh, Y. J., Chen C. W., Liao
C. K. and Wang, S. T., “Location-based
Services for Tourism Industry: An Empirical
Study,” J. Ma et al. (Eds.): UIC 2006, LNCS
4159, pp. 1144-1153, 2006. ©
Springer-Verlag Berlin Heidelberg 2006.
Chen, L. D., “Consumer Acceptance of
Virtual Stores: A Theoretical Model and
Critical Success Factors for Virtual Stores,”
The University of Memphyis, Doctor of
philosophy degree, May 2000.

Cronbach, L. J., “Coefficient Alpha and the
Internal Structure of Tests,” Psychometrika,
Vol. 16, No.3, pp. 297-333, 1951.

Dahle'n, M. and Rosengren, S., “Brands
Affect Slogans Affect Brands? Competitive
Interference, Brand Equity and the
Brand-slogan Link,” Brand Management,
Vol. 12, No. 3, 2005.

Davis, F. D., Bagozzi, R. P. and Warshaw, P.
R., “User Acceptance of Computer
Technology: A Comparison of Two
Theoretical Models,” Management Sciences,
Vol. 35, No. 8, pp. 982-1003, 1989.

2007 International Conference on Advanced Information Technologies (AIT)



13.

14.

15.

16.

17.

18.

19.

20.

The research about the acceptance of users ordering airline tickets and booking hotels on the Internet

Davis, F., “Perceived Usefulness, Perceived
Ease of Use, and User Acceptance of
Information Technology,” MIS Quarterly,
Vol. 13, No. 3, pp. 319-335, 1989.

Doll, W. J., Hendrickson, A. and Deng, X.,
“Using Davis’s Perceived Usefulness and
Ease-of-use Instruments for Decision Making:
A Confirmatory and Multi-group Invariance
Analysis,” Decision Science, Vol. 29, No. 4,
pp- 839-869, 1998.

Fishbein, M. and Ajzen, 1., “Belief Attitude,
Intention and Behavior: An Introduction to
Theory and Research,” Reading, MA,
Addison-Wesley, 1975.

Fisher, J., “Slogan’s Heroes”, Sell,
Entrepreneur, August, 2005.

Hadaya, P., Talbot, J. and Cadieux, J., “B2C
Web Site Quality and Emotions during
Online Shopping Episodes: An Empirical
Study,” Information & Management, Vol.
43, No. 5, pp. 627-639, 2006.

Heinemann, A. and Mollers, T. M. J.,
“Private Remedies in Competition Law,”
Common Core of European Private Law,
2002.

Hung, S.Y., Chang, C. M. and Yu, T. J.,
“Determinants of User Acceptance of the
E-Government Services: The Case of Online
Tax Filing and Payment System,”
Government Information Quarterly, Vol. 23,
No. 1, pp. 97-122, 2006.

Huang, C.-C., “An Empirical Study of
Internet Shopping Intention-Using Computer
and Communication Products as an
Example,” Master Thesis (in Chinese),
Department of Information Management,
National Taiwan University of Science and
Technology, Taipei, Taiwan, 2000.

21.

22.

23.

24.

25.

26.

27.

28.

29.

http://findarticles.com/p/articles/mi_qa3713/i
s_199904/ai_n8835897/pg_2

Hyokjin, K., Fox, R. and Zinkhan, G.. M.,
“What Products Can be Successfully

Promoted and Sold via the Internet?,”
Journal of Advertising Research, Vol. 42,
No. 1, pp. 23-38, 2002.

Horton, R. P., Buck, T., Waterso, P. E. and
Clegc C. W., “Explaining Intranet Use with
the Technology Acceptance Model,” Journal
of Information Technology, Vol. 16, No. 4,
pp. 237-249, 2001.

John, E. A. and Paul, H. S., “SME Adoption
of Wireless LAN Technology: Appling the
UTAUT Motel,” Proceedings of the 7th
Annual Conference of the Southern
Association for Information Systems, 2004.
Keller, K. L., “Strategic Brand Management:
Building, Measuring, and Managing Brand
Equity,” Upper Saddle River, NJ, Prentice
Hall, 2003.

Klenosky, D. B. and Gitelson, R. E.,
“Characteristics of Effective Tourism
Promotion Slogans,” Annals of Tourism
Research, Vol. 24, No. 1, pp. 235-251, 1997.
Lang, T. C., “The Effect of the Internet on
Travel Consumer Purchasing Behavior and
Implications for Travel Agencies,” Journal
of Vacation Marketing, Vol. 6 No. 4, pp.
368-385, 2000.

Laaksonen, P., “Consumer Involvement:
Conceptual and Research,” NY: Routledge,
1994.

Law, R. and Wong, J., “Successful Factors
for a Travel Web Site: Perceptions of On-line
Purchasers in Hong Kong,” Journal of
Hospitality and Tourism Research, Vol. 27,
No. 1, pp. 118-124, 2003.

2007 International Conference on Advanced Information Technologies (AIT)


http://findarticles.com/p/articles/mi_qa3713/is_199904/ai_n8835897/pg_2
http://findarticles.com/p/articles/mi_qa3713/is_199904/ai_n8835897/pg_2

30.

31.

32.

33.

34.

35.

36.

37.

The research about the acceptance of users ordering airline tickets and booking hotels on the Internet

Law, R. and Leung, R., “A Study of Airlines’
On-line Reservation Services on the
Internet,” Journal of Travel Research, Vol.
39, No. 2, pp. 202-211, 2000.

Lapointe, L. and Rivard, S., “A Multilevel
Model of Resistant to Information
Technology Implementation,” MIS
Quarterly, Vol. 29 No. 3, pp. 461-491, 2005.
Lee, G., Cai, L.A. and O’Leary, J. T.,
“WWW. Branding.States. US: An Analysis
of Brand-building Elements in the US State
Tourism Websites,” in press, 2005.

Legris, P., Collerette, P. and Schneider, R.,
“Managing Organizational Change Part 3
Implementation of Information Technology:
From the Laboratory to Practice,” 1SO
Management Systems, September-October,
2002.

Lucas, H. C., Jr and Spitler, V. K.,
“Technology Use and Performance: A Field
Study of Broker Workstations,” Decision
Sciences, Vol. 30, No. 2, pp. 291-311, 1999.
Ma, J. X., Buhalis, D. and Song, H., “ICTs
and Internet Adoption in China’s Tourism
Industry,” International Journal of
Information Management, Vol. 23, No. 6,
pp. 451-467, 2003.

Malhotra, Y., “Extending the Technology
Acceptance Model to Account for Social
Influence: Theoretical Bases and Empirical
Validation,” Proceeding of the 32" Hawaii
international Conference on System
Sciences, 1999.

Mathieson, K., Peacock, E. and Chin, W.W.,
“Extending the Technology Acceptance
Model: The Influence of Perceived User
Resources,” Database for Advances in
Information Systems, Vol. 32, No. 3, pp.

38.

39.

40.

41.

42.

43.

44,

45.

86-112, 2001.

Mathieson, K., “Predicting User Intentions:
Comparing the Technology Acceptance
Model with the Theory of Planned Behavior,”
Information Systems Research, Vol. 2, No. 3,
pp-173-191, 1991.

Melissa, J. S. and Zhiping, D. W., “Theory of
User Acceptance of Information
Technologies: An Examination of Health
Care Professionals,” Proceedings of the
32nd Hawaii International Conference on
System Sciences, 1999.

Pedersen, P. E. and Nysveen, H., “Usefulness
and Self-expressiveness: Extending TAM to
Explain the Adoption of a Mobile Parking
Service,” Norwegian School of Economics
and Business Administration, Norway, 16th
Bled eCommerce Conference
e-Transformation, Bled, Slovenia, June 9-11,
2003.

Richardson, J. and Cohen, J., “The Case of
the Missing USP,” Journal of Travel &
Tourism Marketing, Vol. 2, No.2/3,
pp-91-109, 1993.

Shen, J.-L., “The Influence Factors of
On-line Shopping-Study from Rational and
Non-rational Views,” Master Thesis (in
Chinese), Department of Business
Administration, Soo Chow University,
Taipei, Taiwan, 2002.

Sherif, M. and Cantril, H., “The Psychology
of Ego-involvements,” JSTOR journal by
American Sociological Review, Vol. 13, No.
2, pp- 231-232 doi:10.2307/2087040, 1948.
Snedecor, G. and Cochran, W., Statistical
Methods, Eighth Edition, Iowa State
University Press, 1989.

Succi, M. J. and Walter, Z. D., “Theory of

2007 International Conference on Advanced Information Technologies (AIT)



46.

47.

48.

49.

50.

51.

52.

53.

54.

The research about the acceptance of users ordering airline tickets and booking hotels on the Internet

User Acceptance of Information
Technologies: An Examination of Health
Care Professionals,” Paper presented at the
32nd Hawaii International Conference on
System Sciences, Hawaii, USA, 1999.

Sun, H. and Xiao, X., “User Acceptance of
Virtual Technology,” Copyright - Idea Group
Inc, 2006.

Teo, T. Lim, V. and Lai, R., “Intrinsic and
Extrinsic Motivation in Internet Usage,”
OMEGA, Vol. 27, No. 1, pp. 25-37, 1999.
The associated press, “Utah Prepares to
Brand State with New Slogan”, Marketing
News, March, 1, 2006.

Venkatesh, V., Morris, M.G., Davis, G. B.
and Davis, F.D., “User Acceptance of
Information Technology: Toward a Unified
View,” MIS Quarterly, Vol. 27, No. 3, pp.
425-478, 2003.

Wikipedia, The free encyclopedia.
http://en.wikipedia.org/wiki/Technology_acc

eptance_mode
Wong, J. and Law, R., “Analysing the

Intention to Purchase on Hotel Websites: A
Study of Travellers to Hong Kong,”
International Journal of Hospitality
Management, Vol. 24, No. 3, pp.311-329,
2005.

Wu, Y.W., “The Impact of Advertising
Slogan on Consumer’s Attitude-An
Application of Rhetorical Classification,”
2004.

Yuan, G., “Applying the Technology
Acceptance Model (TAM) to Educational
Hypermedia: A Field Study,” JI. of
Educational Multimedia and Hypermedia,
Vol. 14, No. 3, pp. 237-247, 2005.
Zaichkowsky, J. L., “Measuring the

Involvement Construct,” Journal of
Consumer Research, Vol. 12, No. 3, pp.
341-352, 1985.

55. 2 %2 (Wang B.J.) » @ <z & 4K SPSS £*

7 AL < TLADRAL 5 2006 ¢

56. FhiEE s FIp4E o SPSS 11. 0 #7447/

o RFTRREG P 020020

2007 International Conference on Advanced Information Technologies (AIT)


http://en.wikipedia.org/wiki/Technology_acceptance_mode
http://en.wikipedia.org/wiki/Technology_acceptance_mode

	Abstract
	1. Introductions
	2. Research Backgrounds 
	2.1 Rational consumptions 
	2.2 Technology Acceptance Model (TAM)
	2.3 Non-rational 
	2.4 Fashion theory 
	3. Definitions and Hypotheses 
	3.1 PU 
	3.2 PEOU 
	3.3 Slogan 
	3.4 Low-Price level
	4. Research Methodology
	4.1 Sample and Procedures
	4.2 Reliability
	4.3 Validity
	4.4 Regression
	4.4.1 Section 1:
	4.4.2 Section 2: 
	4.5 Fashion theory
	5. Conclusions and Limitations
	5.1 Conclusions
	5.2 Limitations
	6. Contributions


