Journal of Applied Engineering and Technological Science
Vol 7(1) 2025:356-375

ACCEPTANCE OF CULTURE MOBILE TOURISM AMONG TOURIST: A
MODEL DEVELOPMENT STUDY

Syaifullah', Shamsul Arrieya Ariffin’*, Norhisham Mohamad Nordin’

Computer Science and Digital Technology Department, Faculty of Computing and Meta-
Technology (META), Sultan Idris Education University, Malaysia'*?

Information System Department, Universitas Islam Negeri Sultan Syarif Kasim Riau, Indonesia'
p20221001674@siswa.upsi.edu.my', shamsul@meta.upsi.edu.my?,
Norhisham@meta.upi.edu.my’

Received: 15 April 2025, Revised: 25 October 2025, Accepted: 27 October 2025
*Corresponding Author

ABSTRACT

This research is a preliminary study on the development of a new model by combining and integrating
existing models, namely the Technology Acceptance Model (TAM) and Hofstede's Cultural Dimensions.
This model was developed using IPO (input-process-output) logic and a causal model by combining,
adopting, and adapting previous models. The resulting pathways consist of 31 links and generate 12
variables. These variables will be formed into 57 indicators. This study examines the impact of cultural
values on tourists' perceptions of the usefulness, ease of use, trust, and supportive conditions of mobile
tourism technology. This study presents the Mobile Tourism Cultural Acceptance (MTCA) framework, a
conceptual model that combines the Technology Acceptance Model (TAM) with Hofstede's Cultural
Dimensions to explain tourists' behavioral intentions toward mobile tourism adoption. The MTCA
paradigm offers a more dynamic and context-based understanding of technology adoption in multicultural
tourism environments by reconceptualizing culture as a mediating construct rather than an external
moderator. This study aims to provide critical information for the development and implementation of more
effective and sensitive mobile tourism by integrating cultural dimensions into the TAM framework. The
findings will provide stakeholders with extensive information on tourism development and the importance
of cultural acceptance in adopting mobile tourism.

Keywords: Hofstede’s Culture Dimensions, Mobile Tourism, Technology Acceptance Model (TAM),
Tourism, MTCA Framework.

1. Introduction

Mobile tourism uses mobile devices and applications to enhance the traveler experience
(Liang et al., 2017), Mobile tourism has grown rapidly in the tourism and hospitality sectors (El
Archi & Benbba, 2023; Law et al., 2018). The tourism industry has undergone many
advancements and changes due to integrating information and communication technologies
(ICT), which have given travelers extensive access to information, convenience, and
personalization (Ukpabi & Karjaluoto, 2017).

Advances in information and communication technology (ICT) have drastically
transformed global tourism. For example, mobile tourism allows travelers to use smartphones and
apps to access location-based and personalized services instantly (Law et al., 2018; Liang et al.,
2017). (TravelPerk, 2024) states that smartphone-based travel bookings account for
approximately 70% of all online tourism revenue worldwide. In Southeast Asia, over 80% of
travelers use mobile platforms to plan trips, travel, and make digital payments (Google &
Temasek, 2003). Despite the rapid growth of mobile tourism, adoption remains low, especially in
developing countries. This is due to several factors, such as cultural differences, lack of
localization, and lack of trust in technology (Souhail & Darir, 2023). These challenges underscore
the urgent need for research examining the influence of cultural values on users' behavioral
intentions toward mobile tourism. Therefore, these changes require a deeper understanding of the
factors that influence the acceptance and adoption of mobile tourism (El Archi & Benbba, 2023;
Liang et al., 2017; Syaifullah et al., 2024; Ukpabi & Karjaluoto, 2017).

The Technology Acceptance Model (TAM) has been widely used to explain individual
acceptance of various technologies (El Archi & Benbba, 2023). Technology Acceptance Model
(TAM) states that perceptions of usefulness and ease of use influence technology acceptance
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(Legramante et al., 2023; Scherer et al., 2019). (Venkatesh et al., 2003) refine this model into the
Unified Theory of Acceptance and Use of Technology (UTAUT) model, which includes broader
aspects, such as social impacts and supportive environments. In addition, trust is very important
in technology acceptance, such as in the digital context (Gefen et al., 2003b; Nisa & Solekah,
2022). Integrating trust into the technology acceptance model (TAM) can provide a broader and
more comprehensive understanding of technology adoption (Gefen et al., 2003b), one of which
is that trust can be applied in the context of social influence (Nisa & Solekah, 2022). On the other
hand, facilitating conditions are important factors in technology acceptance, such as the
importance of access to resources, support, and infrastructure (Legramante et al., 2023).
(Venkatesh et al., 2003) organizational and technical infrastructure supports the use of the system
and influences behavioral intentions and technology use.

Various studies have been developed on the technology acceptance model (TAM) by
combining the Information Systems Success Model (Legramante et al., 2023) and the Unified
Theory of Acceptance and Use of Technology (UTAUT) (Baptista & Oliveira, 2015; Venkatesh
et al., 2003). These models have been used in various contexts, such as education (Donaldson,
2011; Scherer et al., 2019), e-commerce (Algatan & Alshirah, 2019; Gefen et al., 2003a; Nisa &
Solekah, 2022), and banking (Almeida et al., 2019; Baptista & Oliveira, 2015; Meijer et al., 2023),
which illustrates its adaptability in technology adoption in various sectors. Although several
models, such as UTAUT (Venkatesh et al., 2003) and Diffusion of Innovations (Rogers, 2002),
have developed TAM, these models mostly emphasize social impacts, performance expectations,
or innovation features, but often ignore cultural drivers. Jan et al. (2024) pointed out that cultural
moderators have not been sufficiently studied in technology adoption studies, especially in
tourism. Furthermore, most studies consider culture as an external element, rather than a
mediating mechanism that shapes technology perceptions and behavioral intentions.

Although there are many adoptions and acceptances of technology in various aspects, the
impact of culture on technology adoption is an important factor and cannot be ignored (Hung &
Chou, 2014; Jan et al., 2024; McCoy et al., 2005). Individual perceptions and behaviors are
significantly influenced by cultural factors, which are shared value systems, beliefs, and norms
(Divine Agodzo, 2015; Sunny et al., 2019). Hofstede's cultural dimensions consist of power
distance, individualism, masculinity, uncertainty avoidance, and long-term orientation, which
have been widely used in measuring cultural gaps between countries (Eringa et al., 2015; Jan et
al., 2024; Rinuastuti et al., 2014). These dimensions can basically influence how individuals view
social acceptance, simplicity of use, and usefulness of new technologies (Sunny et al., 2019). such
as research on the adoption of online banking (Baptista & Oliveira, 2015; L. K. Huang, 2017),
mobile payments (Zhao & Pan, 2023), and mobile shopping applications (Chopdar & Sivakumar,
2019) which are influenced by cultural values.

Recent studies on technology adoption have largely utilized a functional perspective
through the Technology Acceptance Model (TAM) (Davis, 1989; Venkatesh et al., 2003).
Although the Technology Acceptance Model (TAM) efficiently explains the impact of perceived
usefulness (PU) and perceived ease of use (PEOU) on behavioral intention (BI), it neglects
sociocultural and contextual aspects that influence individuals' trust, motivation, and continued
engagement. In multicultural environments, travelers' choices are influenced not only by system
functionality but also by cultural notions, social expectations, and value orientations (Hung &
Chou, 2014; McCoy et al., 2005). Therefore, mobile travel apps often struggle to attract users if
they do not conform to local cultural standards, which can lead to users' rejection or even
cessation.

In addition, ICT can also facilitate how culture transforms by forming self-perceptions and
values (Hansen et al., 2012). These cultural values influence tourists' views on the field of tourism
technology (Coves-Martinez, 2022). Understanding the subtleties of culture is essential in
formulating a more efficient mobile tourism strategy (Richards, 2018; Souhail & Darir, 2023).
Culture can basically be a mediating variable in various situations and forms of behavior
(Aggarwal & Singh, 2022; ALmahasneh et al., 2022; Im & Chen, 2020; Irigat, 2016; Paz et al.,
2019; Redmond, 2000; Siswadi et al., 2023). Cultural distance can also mediate the level of stress
in communicating across cultures (Redmond, 2000), or, organizational culture can mediate the
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relationship between leadership models and performance levels (ALmahasneh et al., 2022), and
trust can also mediate the relationship between cultural dimensions and favoritism (Im & Chen,
2020). This proves that cultural values and norms can influence the relationship between various
or many factors and outcomes, including technology adoption (Jirui, 2023; Mert & Tengilimoglu,
2023). This study seeks to create a model incorporating cultural factors (Hofstede) as a mediator
within the TAM framework to elucidate the adoption of mobile tourism. This study will
investigate the mediating function of culture, elucidating how cultural values influence the
relationship between perceived usefulness, perceived ease of use, perceived trust, facilitating
condition, and the actual adoption of mobile tourism technology, thereby enhancing our
comprehension of tourist behavior. This study is guided by two research questions to facilitate
the exploring process.

RQI1: How is the relationship between the adoption of cultural dimensions as a mediator
and the acceptance of mobile tourism among tourists?

RQ2: How can the adoption of cultural dimensions as a mediator be developed in the
context of the acceptance of mobile tourism among tourists?

This article comprises five sections, commencing with the study's context and the aims to
be attained. The subsequent section of the literature review elucidates the theoretical framework
and pertinent research. The technique elucidates the methodological aspect of the study. The
subsequent section encompasses the results and commentary. The Conclusion section completes
the summary of the research findings and implications for mobile tourism among tourists.

2. Literature Review

The rapid development of Information and Communication Technology (ICT) has
significantly transformed the tourism sector, particularly through mobile technology, which has
changed the way tourists plan, book, and interact with various destinations (El Archi & Benbba,
2023; Law et al., 2018; Liang et al., 2017). While technological advancements in tourism have
been widely recognized, their impact on culture and behavior remains inadequately theorized.
This research review critically integrates previous research on technology acceptance
frameworks, including TAM, UTAUT, Hofstede's Cultural Dimensions, trust, and facilitating
conditions, while identifying unresolved challenges that led to the creation of the Mobile Tourism
Cultural Acceptance (MTCA) model.

The Technology Acceptance Model (TAM), originally formulated by Davis, resulted in the
recognition of perceived ease of use and perceived usefulness as key determinants of technology
adoption that are important to users (Legramante et al., 2023; Scherer et al., 2019). Many studies
have refined the Technology Acceptance Model by integrating various characteristics, such as
trust and facilitating conditions as a form of discussion of recent arguments regarding the
technology acceptance model, and to elicit questions for further research(B.U. et al., 2021; Gefen
et al.,, 2003b). The Technology Acceptance Model (TAM) has also been used in the tourism
industry to analyze travelers' intentions to utilize mobile applications and smart technologies that
enhance the traveler's hotel experience (Han et al., 2021).

The Technology Acceptance Model (TAM) (Davis, 1989) has long been a fundamental
theory for understanding why people adopt information technology. This model focuses on two
key constructs: Perceived Usefulness (PU) and Perceived Ease of Use (PEOU). Meta-analyses
(Legramante et al., 2023; Scherer et al., 2019) have validated the TAM's predictive validity across
a variety of settings. However, several authors have highlighted its functional bias, arguing that
the TAM ignores sociocultural, emotional, and trust variables that are essential to digital tourism
(El Archi & Benbba, 2023; Han et al., 2021).

Recent studies (Albayrak et al., 2023; Assaker, 2020) expand the Technology Acceptance
Model (TAM) to include trust and contextual adaptation, demonstrating that visitors' behavioral
intentions are influenced not only by perceived usefulness but also by perceived credibility and
cultural fit. Consequently, cognitive models alone fail to capture the complexity of mobile tourist
adoption, which functions in cross-cultural, experiential, and emotionally charged contexts.

The UTAUT model (Venkatesh et al., 2003) combines several concepts, such as TRA,
TPB, and TAM, by adding performance expectancy, social influence, and enabling factors. While
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this theory enhances understanding of technology adoption, academics have yet to examine its
universality. Cultural values, for example, significantly influence individuals' perceptions of
social pressure and anticipated performance (Baptista & Oliveira, 2015).

In tourism, research by Ahmad et al. (2021) and Tan (2017) explains that conducive
conditions such as network reliability, system support, and social support impact tourists'
propensity to use mobile tourism apps. However, UTAUT still views culture as an external factor
influencing other factors, rather than as part of the system. This conceptual constraint underscores
its shortcomings, suggesting that tourism technology models should move towards an integrative
framework of culture that encompasses both structural and value-oriented impacts.

Hofstede's Cultural Dimensions Theory (G. H. Hofstede, 2001a) remains one of the most
popular ways to understand how people in different cultural contexts perceive and act. These
dimensions, such as power distance, collectivism, uncertainty avoidance, masculinity, long-term
orientation, and self-indulgence, provide significant insights into individuals' evaluations of and
interactions with technology (Hung & Chou, 2014; Matharu et al., 2024). Critics argue that
Hofstede's model is static and too general, ignoring intra-national heterogeneity and cultural
advancements in the digital age (Eringa et al., 2015; Shaiq et al., 2011). Recent research (Jan et
al., 2024; Jolly & Shivani, 2024) underscores the need to recontextualize Hofstede's dimensions
through individual application and integration with contemporary concepts such as cultural
intelligence (Coves-Martinez, 2022) and digital trust. Therefore, the research in this research
study does not simply accept Hofstede's model, but rather integrates and modernizes it to explain
how culture influences the perception of technology in mobile tourism.

However, technology adoption does not happen spontaneously, cultural values greatly
influence individual perceptions in technology adoption (Sunny et al., 2019). Hofstede's cultural
dimensions such as power distance, individualism, uncertainty avoidance, masculinity, long-term
orientation, and indulgence offer a framework for understanding cultural subtleties (Divine
Agodzo, 2015; G. H. Hofstede, 2001a). A number of studies have been conducted to investigate
the moderating and mediating effects of culture on technology acceptance (Baptista & Oliveira,
2015; Hung & Chou, 2014; Jan et al., 2024), emphasizing the importance of cultural variables in
technology adoption, such as cultural values that influence consumers in technology adoption in
neo banks (Meijer et al., 2023), cultural dimensions on online impulsive buying behavior (Zahid
Kamal & Sahar Qabool, 2024), and cultural values in mobile commerce (Hung & Chou, 2014).
(Rinuastuti et al., 2014) In tourism, mediation refers to assistance for tourists in their travel
(Souhail & Darir, 2023). (Jan et al., 2024) suggested examining organizational culture in TAM
and it is interesting to use the mediation effect. (Rinuastuti et al., 2014)investigated the assessment
of individual-level cultural dimensions for application in traveler behavior research studies. A
number of studies have tested the application and validation of Hofstede's approach (Blodgett et
al., 2008; Eringa et al., 2015; Shaiq et al., 2011).

In addition, trust is a very important variable in technology acceptance, especially
in the online context (Gefen et al., 2003b; Nisa & Solekah, 2022). Collaborating the trust variable
into the Technology Acceptance Model (TAM) can improve the understanding of technology
adoption (Gefen et al., 2003a) and can also be combined with research related to social influence
(Nisa & Solekah, 2022). Research has further developed the Technology Acceptance Model
(TAM) by combining the Information Systems Success Model (Legramante et al., 2023) and also
the Unified Theory of Acceptance and Use of Technology (UTAUT) (Baptista & Oliveira, 2015;
Venkatesh et al., 2003). In the tourism sector, understanding cultural intelligence (Coves-
Martinez, 2022) and cultural values(Chopdar & Sivakumar, 2019), is very important because these
factors can affect satisfaction with mobile travel applications and the continued use of mobile
purchasing applications.

Trust is a crucial prerequisite for technology adoption, particularly in online and
mobile environments (Dickinson et al., 2018; Gefen et al., 2003a). Research on mobile payments
and digital tourism (Mohd Suki & Mohd Suki, 2020; Palos-Sanchez et al., 2021) demonstrates that
trust reduces perceived risk and increases behavioral intentions. Supportive conditions, including
infrastructure, accessibility, and technical support, drive adoption (AlHadid et al., 2022; Man et
al., 2022). However, limited research has incorporated trust and conducive factors through a
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cultural perspective. In mobile tourism, perceptions of trust are related to local notions of
reliability, collectivism, and ambiguity avoidance (Souhail & Darir, 2023). Therefore, this study
utilizes these two constructs as culturally mediated mechanisms linking individual cognitive
evaluations to sociocultural impacts.

The implementation of cross-cultural mobile tourism is influenced by various
factors, including cultural context (McCoy et al., 2005), trust (B.U. et al., 2021; Gefen et al.,
2003a), security (Nisa & Solekah, 2022), facilitating condition (B.U. et al., 2021; Man et al., 2022)
This also includes integrating new technologies, including augmented reality, in the context of
cultural heritage tourism (Wen et al., 2023), and support for online mapping technology on
supporting sites (Man et al., 2022). Recent literature shows a concurrent but disjointed effort to
explain technology adoption in the tourism sector. Research focusing exclusively on TAM or
UTAUT neglects deeper cultural and psychological factors, while cultural studies often fail to
quantitatively model technology-specific behaviors. Therefore, a conceptual synthesis is essential.

This study introduces an integrative framework of Mobile Tourism Cultural Acceptance
(MTCA) that combines the cognitive structure of TAM (usefulness and ease of use), Hofstede's
cultural mediators (values influencing perceptions), and trust/facilitation conditions
(environmental enablers). This integration aligns with a recent meta-analysis by Jan et al. (2024),
which advocates combining cognitive and cultural dimensions to enhance explanatory efficacy. To
understand how these two dimensions will influence the final product, it is crucial to conceptualize
a mobile tourism model that integrates them. The MTCA framework offers a culturally adaptive
paradigm that explains the disparities in mobile tourism adoption across communities.

3. Research Methods

In the initial stage, a literature evaluation was conducted by examining materials related to
the case study in this study (Subiyakto & Ahlan, 2014). A systematic assessment of Scopus-
indexed papers from 2014 to 2024 was conducted to identify relevant constructs within the TAM,
UTAUT, and Hofstede's cultural framework. Variables and indicators were extracted,
synthesized, and refined to ensure theoretical coherence.

The next stage detailed the development of the model, which was based on the concept of
the Technology Acceptance Model (TAM) and Hofstede's Cultural Dimensions. Twelve variables
and 57 indicators were developed from previously validated instruments (Davis, 1989; G. H.
Hofstede, 2001a; Venkatesh et al., 2003; Yoo et al., 2011). Indicators for the cultural dimension
were adapted (Ariffin, 2017; Yoo et al., 2011) to the individual level, instead of using national
averages, to ensure contextual suitability for mobile tourism users. The variables included were
Perceived Ease of Use (PEOU), Perceived Usefulness (PU), Behavioral Intention (BI), and
Cultural
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Fig. 1. Research Procedure

Dimensions (UA, CO, LT, and IR) (Aggarwal & Singh, 2022; Baptista & Oliveira, 2015;
Coves-Martinez, 2022; Im & Chen, 2020; Venkatesh et al., 2003) along with the inclusion of two
Research Procedure additional variables: Perceived Trust (PT) and Facilitating Conditions (FC)
(B.U. et al., 2021; Gefen et al., 2003a; Man et al., 2022). The model stage design is executed by
evaluating the model literature, resulting in the formulation of a draft model. The research
ultimately established indicators and instruments. Subsequently, data collection is proposed
during the reporting phase concerning applied research that will be published later. The research
steps are illustrated in the research framework depicted in Figure 1(Subiyakto & Ahlan, 2014).

4. Results and Discussions

The conceptual model proposed in this study, namely, Mobile Tourist Cultural Acceptance
(MTCA), refines the original Technology Acceptance Model (TAM) by incorporating Hofstede's
cultural dimensions in the form of mediating variables that contextualize behavioral intentions in
a multicultural tourism context. This integration attempts to overcome the limitations of the
universal premise of TAM by incorporating cultural diversity that influences tourists' perceptions
of usefulness (PU), ease of use (PEOU), trust (PT), and enabling conditions (FC). The TAM
paradigm implies that each person makes decisions based on their own logic and self-interest. On
the other hand, the MTCA framework adds collective and normative elements (such as power
distance, collectivism, and uncertainty avoidance) to explain why people from different cultures
have different levels of acceptance of mobile tourism.

Figure 2 illustrates the model development design, which is the outcome of prior research
efforts. This indicates that, in numerous instances, Information System study often utilizes
established models instead of performing empirical investigations (Sani et al., 2019, 2020). The
design of this model was formulated by integrating, adapting, and modifying the technology
acceptance model and Hofstede's cultural dimensions, while incorporating trust and facilitating
condition variables (Gefen et al., 2003a; Nisa & Solekah, 2022). The adopted model integrates
TAM, UTAUT, and Hofstede, incorporating variables such as PEOU, PU, BI, and CD (UA, CO,
LT, and IR) (Aggarwal & Singh, 2022, 2022; Baptista & Oliveira, 2015; Coves-Martinez, 2022;
Im & Chen, 2020; Venkatesh et al., 2003) along with two additional variables, PT and FC (B.U.
et al., 2021; Gefen et al., 2003a; Man et al., 2022).

Prior research utilizing the Input — Process — Output (IPO) framework (Sani et al., 2019;
Subiyakto & Ahlan, 2014) in development studies indicates that the formulation of information
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system models can similarly be analyzed through an analogous IPO structure. Regarding the
attributes of the information system development model (Delone & McLean, 2003), specifically
in regard to the process and outcome components of the IPO framework. The amalgamation of
creative processes and utilization systems is considered a unified process, particularly related to
the product life cycle (Jugdev & Miiller, 2005).

The proposed Mobile Tourism Cultural Acceptance Model (MTCA) is a refinement of the
Technology Acceptance Model (TAM) by integrating beliefs and facilitating conditions as
precursors to perceived usefulness (PU) and behavioral intention (BI), which were previously
considered secondary factors in previous TAM studies (Davis, 1989; Venkatesh & Davis, 2000).
Cultural aspects also essentially act as a mediating layer that changes the strength and direction of
the main TAM pathway. In the conventional Technology Acceptance Model (TAM), technology
acceptance is primarily influenced by cognitive assessments, particularly perceived ease of use and
perceived usefulness. The MTCA model positions culture as a contextual filter that shapes the
interpretation of these beliefs. In civilizations characterized by high power distance, support from
authority significantly strengthens the impact of perceived usefulness. Conversely, in
individualistic societies, ease of use has a clearer and more pronounced influence on one's intention
(Jan et al., 2024; McCoy et al., 2005). This improvement makes TAM adaptable to various cultural
forms, which solves the existing problem of cross-cultural invariance (Hung & Chou, 2014).

A comparative analysis shows that previous integrations, particularly TAM + ISSM
(Legramante et al., 2023) and TAM + UTAUT (Baptista & Oliveira, 2015) place greater emphasis
on technical performance and success. Meanwhile, MTCA adds cultural mediation as a new
theoretical extension. MTCA recognizes that behavioral goals in tourism are not solely utilitarian,
but rather based on values, conventions, and manifestations of identity (Coves-Martinez, 2022;
Sunny et al., 2019).
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Fig.2. The proposed model
Table | - Explanation of Research Variables
Variable Definition Authors
(Davis, 1989;
PEOU The extent to which an individual views the use of a Delone & McLean,
particular system as effortless. 2003; Jugdev &

Miiller, 2005).
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(Davis, 1989; Davis

PU The extent to which an individual perceives that adopting a et al., 1989;
particular system would enhance their job performance. Venkatesh & Davis,
2000).
(Buetal., 2021;
Dahlberg et al.,
2015; Gefen et al.,
PT Trust is the conviction that the behaviors of an individual or 2003b; Hanafiah et
group align with their stated ideals. al., 2022; Kathuria et
al., 2022; Suh &
Han, 2002; Yoon,
2009).
(AlHadid et al.,
The extent to which an individual recognizes the 2022% Hew et al.,
o L. . 2015; Man et al.,
FC accessibility of organizational and technological resources to ; i
nable th £ technol 2022; Tan, 2017;
¢ ¢ the use ot technology. Venkatesh et al.,
2003)
(Davis, 1989; Davis
BI Users' purpose concerning the ongoing utilization of the etal., 1989;
information system. Venkatesh & Davis,
2000).
Important tool for understanding cultural differences across (G. Hofstede, 1983;
cD countries and for understanding how business is conducted G. Hofstede et al.,
across cultures and its impact on the achievement of 1990, 1990)
individual, organizational, and societal goals.
The degree of inequality among individuals that a country's (C?III_I&H]?)};O;% 2008;
PD p)(zpulz‘ilori derelms Eﬁormal ranges from relatively equal to 2001b: Yoo et al.,
exceedingly unequal. 2011).
Preference of individuals in a nation for organized versus (Ali & Brooks, 2008,
L. . G. H. Hofstede,
UA unstructured situations: from moderately pliable to .
ceedinely inflexibl 2001b; Yoo et al.,
exceedingly inflexible. 2011).
Reflects consumers' intent to employ IT on a daily basis. A (Ali & Brooks, 2008;
. G. H. Hofstede,
CO strong purpose, shaped by factors like Performance )
. . 2001b; Yoo et al.,
Expectancy and Effort Expectancy, drives adoption. 2011)
The values associated with the long-term pole included
perseverance, frugality,  hierarchical  relationship (Ali & Brooks, 2008;
LT management, and a sense of shame. In contrast, the short- G. H. Hofstede,
term pole emphasized the reciprocation of social obligations, 2001b; Yoo et al.,
reverence for tradition, preservation of one's reputation, and 2011).
personal stability.
The extent to Whlch masculine Value§, such as assprtweness, (Ali & Brooks, 2008;
performance, achievement, and rivalry, dominate over
P . . . . G. H. Hofstede,
MA feminine’ values like the quality of life, nurturing human .
. . L . 2001b; Yoo et al.,
connections, service, care, and solidarity, varies from gentle
2011).
to harsh.
Human ambitions for the enjoyment of life and leisure. (Ali & Brooks, 2008;
R Restraint denotes a society that regulates the satisfaction of G. H. Hofstede,
wants by rigorous social norms. 2001b; Yoo et al.,
2011).
Table 2 - Explanation of Research Indicator
Indicator Definition Authors
Easy to Learn (PEOU1) User expectations for the ease of learning mobile

tourism.
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Clear and Easy to Users' confidence in mobile tourism is clear and easy to

Understand (PEOU2) understand.

Easy to Master (PEOU3) User. expect?ltlons about skills that are easy to master in
mobile tourism.

Easy to Use (PEOUA4) Consumer perception of the ease of use of mobile

tourism

(Albayrak et al.,
2023; Assaker,
2020, 2020;
Chong et al.,
2010; Davis,
1989; Lee et al.,
2013).

Convenience (PU1) The convenience that users feel about the benefits of (Albayrak et al.,
mobile tourism. 2023; Assaker,
Effectiveness (PU2) User. expectations for task effectiveness Through mobile 2020, 2020;
tourism Chong et al.,
. User expectations for productivity efficiency through 2010; Davis,
Efficiency (PU3) mobile tourism 1989; Lee et al.,
i i 2013
Benefits (PU4) User. expectations about the benefits of services through )
mobile tourism
Trust (PT1) User trust in mobile tourism. (Chang & Shen,
. . ; . . . 2018; Dicki
Commitment (PT2) User trust in mobile tourism commitments if needed. e‘?alg ’ 201 ;Jg.mson
Reliability (PT3) User trust about the reliability of mobile tourism Mohd Suki &
transactions. Mohd Suki,
Stability (PT4) User trust about mobile tourism security. 2020; Palos-
Confidence (PT5) User expectations for the importance of the best action ~ Sanchez et al.,
on mobile tourism. 2021; Suh &
. Han, 2002;
Competent (PT6) User trust about the competence and effectiveness of
. . Yoon, 2009)
mobile tourism.
Behavior Control (FC1) User expectathns for the control of mobile tourism
resource behavior.
Facilitated Condition (Ahmad et al.,
(ngZ) ca o ons Consumer trust in the ease of use of mobile tourism. 2021; Tan, 2017;
User expectations for the activity guide using Mobile . chatesh etaal,
Social Guidelines (FC3)  — o cxpectations forthe activity guide using MIobLie 5403,
Tourism.
Practical Support (FC4) User. expect?ltlons for support if it is difficult to use
mobile tourism.
Future Use (BI1) The user's intention to use mobile tourism in the future. ~ (Le-Hoang,
. . . . - . 2021), (Davis,
Intent to Use (BI2) The user's intention to continue using mobile tourism. 021), (Davis

Intention to Adopt (BI3)

The user's intention to actively adopt mobile tourism.

1989; Lee et al.,
2013; Venkatesh
etal.,

2003),(Venkatesh
etal.,, 2012)

Suitable content for local Mobile tourism content reflects the aesthetic values of

culture (CD1) local culture.

Suitable content for local Cultural content that reflects local aesthetic values is

culture (CD2) easier to learn.

Aesthe.t ic value Local aesthetic values guide culturally appropriate text

according to local .

culture (CD3) presentation.

Aesthetic value Local aesthetic values in culturally respectful graphic (Ariffin, 2017)

according to local
culture (CD4)

presentation.

Aesthetic value
according to local
culture (CD5)

Audio presentations that follow local cultural norms
reflect local aesthetic values

Aesthetic value
according to local
culture (CD6)

Culturally-based aesthetics are reflected in local-style
animations
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Authoritarianism (PD1)

A leadership system in which decisions are made
unilaterally by superiors without consulting
subordinates.

Exclusivity (PD2) gil:i ;t(‘;ﬁ}lrtrilzlilirrllnts the involvement of subordinates in
g.
Alienation (PD3) A situation in which the boss distances himself from
social interaction with the subordinate.
Hicrarchy (PD4) A submissive attitude without opposing the decisions of

superiors.

Ineffectiveness (PD5)

The result of delegating important tasks to less
competent subordinates.

(Ali & Brooks,
2008; G. H.
Hofstede, 2001b;
Matharu et al.,
2024; Yoo et al.,
2011).

Submission of detailed instructions so that task

Clarity (UAT) expectations can be clearly understood. .
Compliance with instructions and procedures to achieve (Ali & Brooks,
Accuracy (UA2) i P 2008; G. H.
the desired results. .
- - - Hofstede, 2001b;
. The clarity provided by the rules and regulations
Certainty (UA3) . : Matharu et al.,
regarding the expectations that must be met. .
‘Achicvine bett ts by using standardized K 2024; Yoo et al.,
Efficiency (UA4) chieving better results by using standardized wor 2011).
procedures.
Compliance (UA5) Protectlpn achieved by following the operating
instructions correctly.
Collectivism (CO1) Values that put group interests above personal interests.
S The willingness of individuals to stay with the group
Solidarity (C02) despite difficulties. (Ali & Brooks,
The attitude of prioritizing the welfare of the group over  2008; G. H.
Togetherness (CO3) personal rewards. Hofstede, 2001b;
. The attitude prioritizes group success over personal Matharu et al,,
Cooperation (CO4) SUCCESS. 2024; Yoo et al.,
P ; bei 2011).
Sacrifice (COS) Individuals are supposc?d to c9n51der the well-being of
the group before pursuing their personal goals.
Fidelity (CO6) A supportive attitude to the group even if personal goals
are disturbed.
Save (LT1) Manage money wisely and efficiently.
Persistence (LT2) Determination to continue despite the challenges.
Balance (LT3) The state is stable in both personal and emotional
aspects.
Planning (LT4) The process of planning steps for long-term goals.
- : : G. H. Hofstede
. Giving up temporary pleasures in order to achieve ( _ ’
Sacrifice (LTS) future SUCCess. Zfollbi(l;/zlth;ru
Hardwork (LT6) The ability to work hard for future success. Zt :1" 201 13 ©0
. The view that it is more important for men to have a ’ '
Inequality (MA1 .
professional career than women.
Preconception (MA2) A view that assumes men solve problems with logic,
while women use intuition.
Characteristics (MA3) An a.ctlve. and powerful approach that men often use in
solving difficult problems.
Discrimination (MA4) The view that men are always better able to do certain
jobs than women.
The right of individuals to enjoy everything without )
Freedom (IR1) restrictions. (Heydari et al.,
A view that considers the satisfaction of desires and 2021; G. H. )
Respect (IR2) feelings as something that needs to be appreciated in Hofstede, 2001b;
society. Matharu et al.,
A view that resists the emphasis on desire, especially as 2024; Yoo et al,,
fulfillment (IR3) ) ’ 2011)
it relates to sensual pleasure.
Satisfaction (IR4) The fulfillment of desires that should not be postponed.
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Table 3 - Research Indicator Statement

Indicator Definition Authors
?}?]?(])t[? II;earn How to use Mobile Tourism can be learned easily. (Albayrak et al.,
- - - — 2023; Assaker,
Clear and Easy to Interaction with Mobile Tourism is presented clearly
. 2020, 2020;
Understand (PEOU2)  and easily understood. Chone of al
Easy to Master Being skilled in using Mobile Tourism can be easily .g .7
. 2010; Davis,
(PEOU3) achieved. .
Mobile Tourism i ved : 1989; Lee et al.,
Easy to Use (PEOU4) thi(; > e Tourism is perceived as an easy-to-use 2013).
Convenience (PU1) The benefits of using Mobile Tourism can be felt. (Albayrak et al.,
: p - 2023; Assaker.
. Completing tasks can be assisted more quickly ’ ’
Effectiveness (PU2) through the use of Mobile Tourism. é(fo, 20t201’
— - ong et al.,
Efficiency (PU3) Prodgctlwty can be increased through the use of 2010: Davis
Mobile Tourism. ’ ’
Tuabl i - 1989; Lee et al.,
Benefits (PU4) Valuable services can be provided through the use 2013)
of Mobile Tourism.
Trust (PT1) Mobile Tourism can be trusted. (Chang & Shen,
. Mobile Tourism will be tried as much as possible if ~ 2018; Dickinson
Commitment (PT2) assistance is needed. etal, 2018;
T Mobile Tourism can be relied on to carry out Mohd Suki &
Reliability (PT3) transactions. Mohd Suki,

. Mobile Tourism in tourism is believed to rarely 2020; Palos-
Stability (PT4) experience technological errors. Sanchez et al.,
Confidence (PTS) Mobile Tourism is believed to act in the best 2021; Suh &

interests of tourists. Han, 2002;
Mobile Tourism is believed to be competent and Yoon, 2009)
Competent (PT6) .. e . .
effective in providing tourism services .
Behavior Control I possess the requisite resources to utilize Mobile
(FC1) Tourism.
Facilitated Conditions . . (Ahmad et al.,
(FC2) I know that the use of Mobile Tourism is necessary. 2021: Tan, 2017
Social Guidelines Friends or family members guide me in tourism Venkatesh et al.,
(FC3) activities using Mobile Tourism. 2003, 2012)

Practical Support
(FC4)

I can ask for help from others when I have
difficulties using Mobile Tourism.

I want to persist in use Mobile Tourism in the

Future Use (BI1) f (Davis, 1989;
uture.
I will continue to strive to use Mobile Tourism in Lee et al,, 2013;
Intent to Use (BI2) my daily life Venkatesh et al.,
Intention to Adopt . . . 2003),(Venkatesh
(BI3) I plan to use Mobile Tourism often in the future. etal., 2012)
Suitable content for Mobile tourism content is in accordance with local
local culture (CD1) culture.
Suitable content for Cultural content is easy to learn.
local culture (CD2)
Aesthetic value
according to local Text presentation is in accordance with local culture.
culture (CD3) (Ariffin, 2017)

Aesthetic value
according to local
culture (CD4)

Graphic presentation respects local culture.

Aesthetic value
according to local
culture (CD5)

Audio presentation follows local culture.
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Aesthetic value
according to local

Animation follows local culture.

culture (CD6)
Authoritarianism People whg occupy higher positions should make
(PDI) most decisions without consulting the person
occupying a lower position.
People who occupy high positions should not often
Exclusivity (PD2) ask for the opinion of people who occupy low (Ali & Brooks
positions. 2008 G. H ’
Alienation (PD3) Peo.ple. who ogcupy.hlgh positions should avoid Hofstede, 2001b:
social interaction with people who occupy lower Matharu of al
positions. _ 2024; Yoo et al.,
People who are in a lower position should not 2011)
Hierarchy (PD4) disagree with decisions made by people in a higher ’
position.
People who occupy high positions should not
Ineffectiveness (PD5)  delegate important tasks to people who occupy
lower positions.
Clarity (UAT) Provide comprehensive instructions to ensure tasks
are clearly understood. .
Complying with instructions and processes is (Ali & Brooks,
Accuracy (UA2) . .. . 2008; G. H.
essential to achieving the desired results. Hofstede. 2001b:
Certainty (UA3) Rules anq regulat10n§ are very important because Matharu et al.,
they provide clear guidance. 2024 Yoo ot al
Efficiency (UA4) Standardlzed work practices significantly enhance 2011).
task efficiency.
Compliance (UAS) The operating instructions are very important to
follow.
Collectivism (CO1) Inleldua.ls must prioritize group interests over
personal interests.
S Each individual must stay with the group despite
Solidarity (CO2) facing difficulties. (Ali & Brooks,
Individuals should prioritize group well-being over ~ 2008; G. H.
Togetherness (CO3) personal reward. Hofstede, 2001b;
. Individuals should prioritize group success over Matharu et al.,
Cooperation (CO4) personal success. 2024; Yoo et al.,
. ivi i -bei 2011).
Sacrifice (COS) Individuals are supposed j[O consllder the well-being )
of the group before pursuing their personal goals.
Individuals should be encouraged to show loyalty to
Fidelity (CO6) the group, even if their personal goals are
compromised.
Save (LT1) Careful management of money.
Persistence (LT2) Going on resolutely in spite of opposition.
Balance (LT3) stability in personal and emotional aspects. (G. H. Hofstede,
Planning (LT4) The need for long-term planning. 2001b; Matharu
Sacrifice (LTS) Giving up today’s fun for success in the future. Z:E :{" ;8?% Yoo
Hard work (LT6) Work hard to succeed in the future. ’
. Men are more important to have a professional .
Inequality (MAT) career than Women. (Ali & Brooks,
Men usually solve problems with logical analysis, 2008; G. H. )
Preconception (MA2)  while women usually use intuition to solve Hofstede, 2001b;
problems. Matharu et al.,
Characteristics (MA3) Men usually solve difficult problems with an active 2024; Yoo et al.,
and strong approach, which is their hallmark. 2011).
Discrimination (MA4)  Men can always do some jobs better than Women.
Freedom (IR1) There should be no limits to individual enjoyment.
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Respect (IR2) §0<i%ety should value the desires and freedom of (Heyfiari etal,
celngs. : 2021; G. H.
Fulfillment (IR3) Desires, especially those related to pleasure, should  Hofstede, 2001a;
not be suppressed. Matharu et al.,
Satisfaction (IR4) Craving gratification should not be delayed. 2024)

Hofstede's approach, while fundamental, has faced criticism for its static national focus and
inadequate validation at the individual level (Eringa et al., 2015; Shaiq et al., 2011). The MTCA
model addresses these challenges by incorporating individual-level cultural indicators such as
personal power distance (PD1-PD5) and collectivist tendencies (CO1-CO6), which facilitate
intracultural variance among users. This micro-level adaptation is expected to enhance Hofstede's
broader generalizability and make his work more applicable to real-life situations in modern
digital environments such as mobile tourism.

This study provides a concept of model development by combining the Technology
Acceptance Model (TAM) and Hofstede's Cultural Dimension Theory, adjusting the variables
used, indicators, and questions that will build the concept of the mobile tourism acceptance culture
model as a new model. Using combinations, assumptions, and adaptation processes, definitions
and statements are compiled based on appropriate references to produce a detailed and
comprehensive work format. This study examines the determinants influencing the intention to
adopt mobile tourism using the Technology Acceptance Model (TAM) and Hofstede's Theory of
Cultural Dimensions. In this study, perceived ease of use (PEOU), perceived usefulness (PU),
trust (PT), and facilitating conditions (FC) are identified as the main determinants of behavioural
intention (BI). In addition, the most important thing is to investigate the mediating function of
cultural dimensions, such as power distance (PD), uncertainty avoidance (UA), collectivism
(CO), long-term orientation (LT), masculinity (MA), and indulgence (IR) on behavioural
intention to use mobile tourism, which is more effective and provides future prospects based on
the two approaches.

Previous studies have proven the importance of Perceived Ease of Use (PEOU) and
Perceived Usefulness (PU) in influencing technology adoption, following the recognized
literature on the Technology Acceptance Model (TAM) (Davis, 1989), (Venkatesh & Davis,
2000), In the field of mobile tourism, users are more likely to embrace mobile tourism applications
if they feel easy to learn (PEOU1), clear and easy to understand (PEOU2), easy to master
(PEOU3), and generally friendly to use (PEOU4). From the perspective of Perceived
Convenience (PU1), effectiveness (PU2), efficiency (PU3), and service benefits (PU4) related to
mobile tourism, the tendency to use it increases; this finding is followed and proven in previous
studies in the field of tourism(Albayrak et al., 2023; Assaker, 2020) which emphasizes the
importance of the usefulness of value propositions in the use of technology.

This study also emphasizes the importance of trust in mobile tourism adoption. As online
transactions and information exchanges increase, trust in reliability (PT3), stability (PT4), and
competence (PT6) make this platform concept important. With the belief that mobile tourism
serves the best interests of tourists (PT5) and demonstrating dedication (PT2) significantly
increasing trust, these findings validate previous studies [(Chang & Shen, 2018; Dickinson et al.,
2018)]that emphasize the need to build trust in mobile tourism services in terms of increasing user
adoption.

In Facilitating Conditions, Accessibility of organizational and technological resources is
essential for mobile tourism adoption. Access to essential resources (FC1), understanding of the
importance of mobile tourism (FC2), social support from peers and family (FC3), and practical
assistance during challenges (FC4) collectively form a supportive environment for mobile tourism
adoption. This fits within a comprehensive understanding of the favourable conditions for
technology adoption(Venkatesh et al., 2003) and demonstrates the need and importance of
providing adequate assistance and resources to enhance mobile tourism adoption.

This study supports the possible impact of cultural elements on the acceptance of mobile
tourism. In cultures characterized by six elements, such as high-power distance (PD), individuals
may be more likely to accept mobile tourism solutions recommended by authorities or experts
(PD1, PD2). Whereas in cultures characterized by strong uncertainty avoidance (UA), individuals
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may prefer mobile tourism systems that offer clear and organized information, which guarantees
accuracy (UA2) and security (UAS). In collectivist cultures (CO), the tendency is to emphasize
mobile tourism alternatives that allow group travel coordination and communal experiences
(CO1, CO3). Long-term orientation (LT) may encourage users to value mobile tourism platforms
that provide benefits, such as financial savings or access to offers (LT1, LT4). Masculinity (MA)
and indulgence (IR) may influence user preferences, with individuals from more masculine
cultures tending to prioritize mobile tourism platforms that provide more competitive benefits
(MA1, MA3). In contrast, tourists from more indulgent cultures may prefer platforms that
increase their pleasure and autonomy (IR1, IR2).

The combination of TAM and Hofstede provides us with three new insights, one of which
is Contextual Behavioral Intention. Cultural values alter tourists' cognitive and emotional
evaluations of mobile tourism services. Furthermore, the Cultural Dynamic Mediation mechanism
functions as a cognitive filter, transforming cognitive beliefs (PEOU, PU, PT) into affective and
behavioral outcomes (BI). As for the Cross-Cultural Strategic Implications, Developers and
practitioners can modify mobile tourism design patterns (such as language, interface look and
feel) to fit local cultural norms, ensuring that people will continue to use them.

This finding can be seen in previous research studies in the context of the influence of
cultural dimensions on technology acceptance and extends to mobile tourism. Cultural values are
important in shaping individual perceptions and behaviours toward technology. These values
ultimately shape a society's spiritual and material expressions, including society's attitude toward
technology (Trang, 2024). The role of culture and its values in shaping the acceptance and use of
technology cannot be ignored or overstated. Cultural dimensions, such as power distance,
individualism, and uncertainty avoidance, influence how individuals view and adopt technology.
By considering the cultural context, companies with technological ideas can develop appropriate
strategies and fit with various user group profiles, which ultimately drives the centralization of
new technologies(Divine Agodzo, 2015; L. K. Huang, 2017; S. (Sam) Huang & Crotts, 2019;
Jolly & Shivani, 2024; Tushar Chaudhari et al., 2023). Culture in the context of
mediators(ALmahasneh et al., 2022; Im & Chen, 2020; Jirui, 2023; Redmond, 2000; Souhail &
Darir, 2023) is implemented in various contexts, such as organizational and employee culture,
individual and organizational favourites, and the mediating role of trust, organizational
commitment, electronic and household goods purchasing, compulsive buying, personal well-
being and organizational quality of life, stress and intercultural communication competence,
learning organizations and organizational commitment, tourism in online promotional travel
guides.

This approach integrates the cognitive-behavioral framework of the Technology
Acceptance Model (TAM) with Hofstede's sociocultural perspective, facilitating a more
comprehensive understanding of technology acceptance in tourism at multiple levels. It redefines
culture as a dynamic mediator that influences the cognitive and perceptual relationships between
perceived technical elements and behavioral intentions. It proposes 31 conceptual relationships
among 12 variables and 57 indicators, providing structured causal pathways for future empirical
studies.

5. Conclusion

This study offers a comprehensive working solution to understand the determinants influencing the
intention to utilize mobile tourism. This study integrates two models, namely, the Technology Acceptance
Model with Hofstede's Cultural Dimensions Theory, which provides valuable knowledge and insight into
the interaction of individual perceptions, contextual factors, and cultural values. The proposal in this model
is to combine five variables from the Technology Acceptance Model and four from Hofstede's Cultural
Dimensions Theory. Clarity of the relationship between variables coherently and as a mediation
between variables, indicators with their statements are also provided in this research study. Taking
assumptions that refer to previous studies is used to determine indicators and statements of the
indicator questionnaire. Previous research studies show that perceived ease of use, perceived
usefulness, trust, and supportive conditions are important factors influencing mobile tourism
adoption. Cultural dimensions can influence this relationship, including power distance,
uncertainty avoidance, collectivism, long-term orientation, masculinity, and indulgence.
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Overall, the MTCA model offers a more theoretically and practically robust framework
linking the cognitive-behavioral concept of technology acceptance to the sociocultural aspects of
global tourism. This study incorporates culture as a mediating factor, enhancing the
multidimensional understanding of cultural acceptance of mobile tourism and establishing a
foundation for evidence-based policymaking, culturally responsive technology design, and
sustainable tourism innovation.

Some of the limitations shown will be considered in future research in the proposed model,
and the resulting instrument will be continued to the validity and reliability testing stage until the
evaluation of the indicator instrument to produce a final model that is ready to use.
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