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Lampiran 5. Hasil Olah Data SmartPLS

Hasil Analisis Deskriptif

5991 6. 2,000 .
0 6055 6000 2000  7.000 2,000 7.000 0.904
0 6003 6000 3000 7.000 3.000 7.000 1.051
0 5962 6000 3000 7.000 3.000 7.000 0985
0 6052 6000 3000 7.000 3.000 7.000 1029
0 6000 6000 2000 7.000 2.000 7.000 1016
0 6023 6000 2,000 7000 2000 7.000 1027
0 6046 6000 2000 70000 2000, 7.000 1009
0 6029 6000 3000 7.000 3000 7.000 1044
0/ 5965 6000 8000 7000 3.0001 7.000 1021
0 6003 6000 3000  7.000| 3000 7.000 0991
0 5968 6.000 1.000 7000 -/ 1000 7.000 1034
0 5994|6000 1.000 7.000 1.000 7.000 1109
0 5983 6000 2000 7000 2,000, 7.000 1013
0 5971  6.000 1000 7.000 1.000 | 7.000 1.055
o[ 607 N gl g N 1049
0 5916 6000 2000 7.000 2,000 7.000 1104
0 5896 6000 2000 7.000 2000 7.000 1025
0 5904  6.000 1.000 7.000 1.000 7.000 1077
0 5884  6.000 1.000 7.000 1.000 7.000 1100
0 5719  6.000 1.000 7.000 1.000 7.000 1.329
0 5957  6.000 1.000 7000 1000 7.000 1.058
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Happiness 0.764

Reuvisit Intention 0.593 0.762

Satisfaction 0.5622 0.500 0.728

Smart Tourism Technology 0.397 0.361 0.544 0.719
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Construct Reliability dan Validity

Happiness

Revisit Intention 0.581
Satisfaction 0.530
Smart Tourism Technology 0.517

R-Square

Happiness 0.272 270
Revisit Intention 0.401
Satisfaction 0.296

Uji Hipotesis

Happiness -> Revisit Intention 0.455 0.454 0.061 7.492 0.000
Satisfaction -> Happiness 0.522 0.521 0.073 7.158 0.000
Satisfaction -> Reuvisit Intention 0.263 0.263 0.053 4934 0.000
Smart Tourism Technology -> Satisfaction 0.544 0.547 0.054 10.119 0.000
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Abstract: The rapid advancement oi smart munsm technology brings new opportunities for tourism
More travel i are ing on smart to attract more tourists to visit
and ennch their travel experience. The main puxpose of thns smdy was to explm whether tounsts
are satisfied with their smart tourism tech ie.,
interactivity, personalization, and security). This shldy also investigated the impact of smart
tourism i on tourists” i and revisit intention. This study used a
structural equation method to find the relationshij \g smart tourism 1 ib travel
satisfaction, happiness, and revisit intention. Surveys of a total of 527 participants who traveled to
Macau from Mainland China were used for the analysis. The re:ults showed that accessibility is the

most important factor affecting the smart tourism technol p and p i the least.
Smart tourism technology experience s shown o be signifi iated with travel exp
ion, and travel i ion has a positive effect on both tourists’ happiness and

revisit intention. Finally, tourist happiness is also shown to be positively associated with revisit

intention. This study provides ical and practical signifi for the P of smart

tourism in the future.

Keywords: smart tourism technology experience; tourist satisfaction; h revisit intention
1. Introduction

With the rapid development of i ion and icati (ICT), the

tourism industry has entered an era of smart tourism and smart technologies are now widely used in
the tourism industry. Smart technologic ive ways to create bl for

tourists by extending destination co—cleahon space [1]. From the perspective of tourists, the position
of smart technology i in| travel has become more \mportanl In the initial stage, tourists mainly used
ICT for travel i ing and decisi g [2]. th this trend, many lounsm-mlated

businesses have adopted various smart ies for p and ing their
To develop a smart tourism desti and destinati i izations (DMOs)
often establish an evaluation system according to the policy for smart cities [3]. However, the ultimate
goal of smart tourism is to create amore and enjoyable travel experience for tourists.

as an imp of experience, smart jes play ani role i travel.

Most tourists use smart technologies such as location queries, local restaurant reviews, or mobile payments
through smart phones during their travel. Smart technologies are used throughout the whole travel process,

2020, 12, 6592; doi:10.

www.mdpi.conjournal/sustainability

259

Sustainability 2020, 12, 6552 20614

including DMOs websites, tourism apps, social media, and virtual reality for tourists to arrange and enrich
!harmps mmm@mhp@wdmﬁmd\wsmm&ukﬂemﬂ
diversified [). Especially with the popularity and development

of tourists can use travel-related apps to plan their travel anytime and anywhere [5].
Tourism development can improve quality of life and travel as a source of happiness [6-8].
The pursuit of novelty and high-quality tourism has become a new kind of life experience, often
consldemd an important way to pursue happiness. Most studies on happiness and tourism focus on

g the infl

uence of on value and tourist interaction on tourists’ happiness [9-13]
A few scl\olm have explored the relationship between smart tourism experience and happiness. Lee,
Lee, Chung, and Koo [14] found that tourists in South Korea are likely to place more value on what
they perceive from their destination travel experiences than what they perceive from their experiences
with smart tourism technology (STT) services when they evaluate their overall happiness. Kim and
Hall [15] investi the hedonic motivation adoption of virtual reality (VR) tourism and
found that perceived enjoyment deeply affects subjective wellbeing.
Despite these findings, little is known about how smart tourism experiences boost happiness.
To date, no studies have built a holistic conceptualization about perceived smart tourism experience
and happiness in the Chinese population. In order to fillthis gap, this paper aims to develop and
ive model on STT attributes, travel satisfaction, happiness, and
rzvmt intention. Thenefon, the main purpose of this paper is to explore tourists” experiences of smart
tourism and then, to study whether the smart tourism experience can boost tourists’ happiness.
Three aspects were identified as the objectives of this study:

(1) To investigate the main attributes affecting the use of STT by Chinese tourists and the relative
importance of these fmon to the satisfaction of Chinese tourists’ experu_-nce,

2 T ine whether travel ion towards each STT attribute aff ists”

(3) To demonstrate the influence of Chinese tourists’ perception of STT on their revisit intention
through their satisfaction and happiness with the tourism experience.

2. Literature Review
2.1. Smart Tourism

Smart, as a new concept, often involves practical devices in the context of economic and
social mcludmg mart TVs, and smart cars. Smart here means intelligent,
eco-friendl i d, and ubiquitous [16]. The term of smart has been applied to tourism
based on the way in which integrated technologies, real-time data, and physical infrastructure have
been combined into a single complex environment much like a city, thus, making great achievements.
The practical applications of smart tourism develop faster than academic work because they are
initiated as marketing strategies and government projects. However, there is a lack of agreement in the
literature about the definition of smart tourism; the term can variously refer to a type of management,
atrend, or an information service.

Zhang, Li, and Liu [17] defined smart tourism as a systematic and intensive management
transformation. They believed that smart tourism could lead to resource optimization am:l value
co-creation between tourists and providers. Thus, they a ties-attribute

of smart tourism, which provides market strategies for DMOs and private companies to achieve public
welfare and profit. According to Gretzel, Sigala, Xiang, and Koo [15], smart tourism s a new trend in the
tourism mdush'y with three components and ]ayers smart i smart i and
smart experience, all of which are based on data collection, exchange, and processing. Li, Hu, Huang,
and Duan [19] intended that the essence of smart tourism s the ubiquitous tour with information service.

ized that the i ¥ and can exist in any part of the travel process,
allowing tourists to access it freely. However, smart tourism is not only a simple application of ICT but
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also an ecosystem that enables tourists, DMOs, and other tourism stakeholder interactions, thus, creating
more value, especially the co-creation value generated by tourists. It is a mobile information system that

bined with i ion and physical i to create a new for tourists [20].
2.2. Benefits of Smart Devices in Tourism
With the of i hnology (IT), all havei

new technologies or experienced thEHEER I puris- S HOL RN ENee iRt [ IR Srriicatioet
of smart devices in the context of the tourism industry is becoming increasingly extensive, which
maximizes the value of tourism resources and produces enormous social and economic benefits.
Examples of smart devices include wearable and portable devices—smartphones, smart glasses, smart
watches. In addition, all venues and departments in the tourism industry tap into smart devices, such
as self-service check-in kiosks in hotels, flight check-in service machines in airports, self-service ticket
machines, and tour guide systems in travel attractions. Tourists benefit from convenient and efficient
services by adopting these smart devices.

Due to the i and i of ICT and p ility with wearable and
portable devm are favored by tvurms It h wonh mmtimlng that smartphones play key roles in
I ¥ [22]. d with mobil rks, the internet of things (IoT),

and near field communication (NR:) technologies have generated various tourism-related applications,
changing the whole industry. With smart devices, more tourists plan travel on their own instead of
through third parties such as travel agencies. Smart technologies enable people to book airline tickets,
hotels and other tounsm products on O.he phﬁonnofmobll:uh [23] and easily obtain information on

their when they need it. More
specifically, tourists use smart phones toblvwg websites, malnelworh, and service platforms, which
not only supply the updates and real-time i ctly

with other tourists and mumnmkzhmbm:kzbﬁtzrmvddm\l[ﬂl. Moreover, tourists can
connect to WiFi services and make mobile payments (such as for bus tickets) by scanning a QR code at the
destination. Smart devices with new ies bring new ities for tourism.

P PP
2.3. Smart Tourism and Perceived STTs

ICTis the key factor, both the carrier and manifestation, of ism. STTs i smar
devices but also, for instance, social platforms, cloud computing, big data, [T, artificial intelligence (AI),
virtual reality (VR), augmented reality (AR), mixed reality, NFC, and radio-frequency identification (RFID),
which are related to tourism activities. Especially, VR and AR are emerging STTs. These technologies
have become popular in recent years in the context of tourism. Park and Stang] [25] investigated
the AR experience from the p ive of sensation-seeking and identified exp king and
boredom-susceptibility as two key elements in the AR experience. STTs rely more on the value created by
tourists than on the technology itself. The rescarch on STTs can be divided into two themes: traditional
online information channels and other new’ Online i on is d by tourists,
and social media is one popular platform for secking travel information. No and Kim [26] identified
four types of online tourism information sources: blogs, public websites, company websites, and social
media websites. Noand Kim [26] also identified five features of online information: accessibility, security,

andp ization. Their results showed that security is the dominant
atmbule for puhhc websnles Huang, Goo Nam, and Yoo [27] summarized the attributes of STT as
and P
24. Perceived STTSs
24.1. Informativeness
of the quality, and accuracy of i

received from STTs at tourism inations [27]. i is i

to STTs and can directly
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ml'lumce tourists” attitudes toward khem When STTs pravuie relevant, sufficient, and accurate

fon on activities, and the time and effort in searching the
information is reduced, and tourists are satisfied wnh their
tourists’ rational judgement about the destination and helps them make efficient decisions.

24.2. Accessibility

Accessibility represents the extent to which travelers can easily access and use the information
offerd at the destination by using diferent types of TTS 27]. Accessbility determines the usabilty of
STTs at the desti tend to explore more i ion about the destination when STTs
are highly accessible.

24.3. Interactivity

Interactivity is defined as a facilitator that promotes travelers’ real-time feedback and active
communications when using STTs [27]. This affects tourists” responses to STTs. In social media services,
when tourists perceive a high level of interactivity, they tend to adopt the service and communicate
‘more with tourism suppliers through purchasing behavior, commenting, and feedback [28].

24.4. Personalization

Personalization refers to the ability of a traveler to obtain specific information to suit his or
her personal trip planning needs by using various types of STTs [4,26]. According to their previous

\g behavior, p and tourists can receive suitable recommendations
through big data or cloud computing.

24.5. Security

Security is defined as the safety of personal information while using various types of STTs [27].
Tourists tend to use STTs at the destination when they feel their personal information is safe. Many
previous studies consider security as a core attribute of perceived STTs [26,27].

2.5. Happiness and Tourists’ Travel Satisfaction

Happiness is usually interpreted as a quality of life or level of hedonic happiness [6,3]. Subjective
wellbeing or life satisfaction can be identified as an indicator of happiness. Empirical studies have
shown that tourism or travel is a process of seeking hedonic experience, and tourists’ happiness varies
according to their personality, destination types, and types of travel activities [13,29,30]. Travel prolongs
happiness by reducing hedonic adaptation, especially in terms of expectation and serendipity [31].
A positive experience during a trip can increase people’s overall happiness, and interaction can be
identified as one of the most important factors that enhances happiness [32). Lee et al. [14] investigated
the tourists’ value-seeking processes and concluded that tourists’ happiness can be increased through
travel exp ion and

Smart tourism involves all aspects of lourlsm, including transportation, accommodation, and
attractions. When tourists have positive emotions and attitudes toward STTs, their experience in the
destination will be satisfied. As a result, travel pmduces tourist

This study focuses on p d STTs in travel sati: therefore, the
are proposed:

Hypothesis 1 (H1). Perceived STT are positively associated with tourist travel satisfaction.

Hypothesis 2 (H2). Tourist travel satisfaction is positively associated with tourist happiness.
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2.6. Tourists’ Travel Satisfaction and Revisit Intention

In the field of tourism studies, tourists’ playsan essential role in
intention. Behavioral intention, also known as loyalty, refers to recommendation intention and revisit
intention toward the destination. Tourists’ reviit intention reflects the degree of the willingness
of tourists to revisit the ination. Tourists” produce intention to revisit
the destination [33]. Meng and Han [34] found that working-holiday tourism satisfaction with the
destination can positively and significantly influence intention to revisit and word-of-mouth intention.

In summary, many scholars have attempted to create constructs that can increase tourists”

satisfaction and revisit intention. Previous studies have found that satisfaction has a positive
association with revisit intention [35-37]. Thercfore, this study proposes the following hypotheses:

is 3 (H3). Tourist travel

positively associated with tourist revisit intention.
Hypothesis 4 (H4). Tourist happiness is positively associated with revisit intention.

3. Research Design
3.1. Research Architecture

The main purpose of this study is to understand Chinese tourists’ perceived STT experience and
how perceived STT affects overall travel experience satisfaction. Therefore, this study investigated
how tourists” travel satisfaction affects happiness and revisit intention to the destination, based on five
perceived STT attributes. For this purpose, we selected tourists who traveled Macau since Macau local
government has announced smart tourism as an official development strategy. In addition, Macau is a
popular cultural and leisure destination attracting many tourists from China.

3.2. Research Hypotheses
Tourists’ perceived STT was sclectzd and dass:fwd acmrdlng to the hleralurc review, which

identified five and security.
The perceived STT experience of Chinese tourists was assumed (o have an impact on tourists’ travel
i and tourist happiness from travel Finally, revisit intention was

posited to identify the relationships between travel
The research hypothesis model is shown in Figure 1.

and tourist h

3.3. Questionnaire Design

The measurement items were adopted from the previous literature and modified for this
study. The measures of the eight constructs consist of perceived STT experience, travel satisfaction,
happmss, and revisit mkenmm We P STT exp for our study based
oni and security. The five items related
to informativeness were adapted from Luo [38], No and Kim [26], Lee et al. [14], and Yoo et al. [20].
The five items related to accessibility were adapted from No and Kim [26] and Lee et al. [14]. The four
items related to interactivity were adapted from No and Kim [26], Yoo et al. [20], and Lee et al. [14].
The four items related to personalization were adapted from No and Kim [26], Huang et al. [27], and
Lee et al. [14]. Finally, the five items related to security were adapted from Mills and Morrison [39),
No and Kim [26], and Huang et al. [27]. For the construct of overall travel experience satisfaction, six
items were adapted from Neal, Sirgy, and Uysal [40], Lee et al. [14], Kim, Woo, and Uysal [41], and Su,
Huang, and Chen [42). The four items related to happiness were adapted from Neal et al. [40], Su et
al. [42], and Lee et al. [14], and the four items related to revisit intention were adapted from Kim et
al. [41] and Kim, Lee, Uysal, Kim, and Ahn [43].
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Travel

Experience

Figure 1. Research Hypotheses.

The multi-measurement items were used to prevent measurement errors. All items in this study
‘were measured on a seven-point Likert scale, ranging from strongly disagree (1) to strongly agree (7).
The survey was written in English and translated mmchinese A pilot test was conducted to check
face validity. When the study questi ires were were asked to read an
introductory paper on STT before filing out the questionnaires.

The questionnaires were divided into two parts, with a seven-point Likert scale used in the first
part. All questions were adopted from tourism and technology studies and modified for the context of
STT. The second part collected the P ion of the dents, including gender, age,

income level, city of residence, frequency of travel,
and length of time the respondents had been using STTs.

3.4. Sample Collection

To select an appropriate sample, we asked the screening question: “Have you ever used
smart tourism technologies in Macau?” Those who answered that they had not used smart tourism
technologies in Macau were excluded.

A total of 150 pretest questionnaires were distributed, and 127 valid copies were collected.
The statistics indicated that the « value of each item was between 0.802 and 0.92, which was greater
than 0.8. Therefore, the questionnaire was considered highly reliable. In addition, after the distribution
and communication process of the pretest, the wording of some questions was adjusted to avoid vague
sentences before the final questionnaires were officially released. The official distribution sites of the
questionnaires were tourist attractions in Macau, and all respondents were Chinese tourists visiting
Macau. A total of 587 copies were distributed by a simple random sampling method, and the valid
response rate (N = 527) was high, at 89.77%.

4. Data Analysis and Results

4.1. Descriptive Analysis

According to th iptive analysis of ic data, 52.8% of the subjects were women
aged between 21 and 30 years (47.1%), and 49.7% of the total subjects had a university education
background and a monthly salary between 40,001 and 80,000 RMB (34.9%). Among all the respondents,
129 worked in the service industry, and most came from mainland China. A total of 310 (58.8%) had
been involved in leisure and travel activities once or twice per year. Regarding their history of smart
tourism technologies usage, 43.1% had been using such technologies for three to four years, and 41.1%
for more than four years. The demographic information of the sample is presented in Table 1.




Sustainability 2020, 12, 6592 7of14

Table 1. Demographic information (N = 527).

Variables N Variables N %)
Gender STT wsage time
Male 249 472) Below 1 year 15028
Female. 278 (528) 1-2years 67027
33 years 227 (431)
Age Aboved years 28419
o Average travel
Under20 (66 For
20 2847 1-2times. 310(588)
3140 17964) 34 times us@25)
4150 61(116) Above 7037)
Above 51 408 Career
Student 109207)
Education Housewife neyn
Junior
Ngh 2008 Service industry 12945
High school 4178 Civilservant 262
College 130(247) Teacher 56(106)
262497 Business 85061)
Postgraduste 7409 Manufacturing 51097)
‘Own business. s3(10)
Income/Month (RMB) Other ney
Below 4000 91073
4001-8000 184049)
8001-12,000 132 25)
12001 £157)
above 16,000 (2]

4.2. Reliability Analysis

Reliability is an important factor in testing whether the questionnaire results have internal
consistency [44]. According to Koufteros [45], Cronbach’s alpha and composite reliability (CR) are two
common methods to test the reliability level. Cronbach [46] proposed the reference criteria: when ais
less than 0.6, it reflects low reliability; when the « coefficient is between 0.6 and 0.8, || mdu:amthat
the reliability is acceptable; when the & 0.8, it indicates th
excellent. Nunnally [47] also suggested that when ais than 0.7, reliability is considered mgv.
In addition, the recommended value of composite reliability (CR) should exceed 0.6, and the higher
the value, the better the reliability [48,49].

Therefore, this study used Smart PLS 3.0 to calculate Cronbach’s alpha and CR. The results
showed that the & values of the eight variables in this study were between 0.847 and 0.920, while the
CR values were between 0.897 and 0.940. In other words, the « and CR values reached the standard
‘value requirements.

4.3. Validity Test

Fornell and Larcker [48] suggested that the validity test should consist of convergent validity
(CV) and discriminant validity (DV) to reflect the authenticity and accuracy of the questionnaire. CV
measures the correlation of different measurements of the same variable, while DV measures the
nm-conehhon between items with dlﬁum vu'hblu Amdhgw Anderson and Gerbing [50], to
dq idity, the fi lized load on each variable. If
the Imdcoefﬁdentugreaterﬂun07 Mh\d!uluhthvﬂ!dﬂyﬂ‘eachcﬂlmdhml
‘The second step is to cal d (AVE). This should generally be greater
than 0.5. DV can b degn ion between the square root value of
AVE and the latent variables [458]. When the measurement results show that the square root value of
AVE of each variable is greater than that of the correlation coefficient and the value at least 0.5, the
questionnaires have high DV.

The load coefficients of all the questions in the questionnaires were between 0.751 and 0.904,
‘which is greater than the suggested value of 0.7, and the AVE of each variable was between 0.687 and

'ge
d by ing the di f
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0795, which is greater than th value of 05. In all variables in this research
‘model featured high CV. Table 2 presents the results of the load factor and AVE.

Table 2. Load factor and average variance extracted (AVE) results.

Factor

Items Lodimg  AVE SO

Informativencss
ams 52
‘dentination and the trip. o o
s O s

ogy
entination anc the trip. s 510
Lestination and the trp ome 7
Accessivility.
s )
T ) w
Technology. om arss 4%
s 3
asss e
Interacticity.
[ s
a2 7
ans

asel 500
[ [

Persoualization.
[ [0
) -
my needs. om W Ty
specifc neods. s o

Security.

Tourisen sk s
iacy is protecied. o83 a7
ity of sensitive information. s oy an

Tourisen Texhrelogy one o
‘Semart Tourim o [ A
s sz
[ sz
ays. 0308 oy S0
asse 535
asst 52
Overall osn )
[ 528
‘During Macau tourtsen deal state. o 5®
s 517
asst 513
Revist Intention
Tvell revsit Macas. a0t 55t
e isting Macau would be worthwhsle asse 58
Twwould postively recommend this city 10 other people [
1 would ke o stay more often in Macau. asor 54

*_

InTable2, is larger than the correlati
value at the lower left comer o the dngoml ‘This indicates adequate discriminant validity between
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the latent variables. In conclusion, the analytical results of CV and DV confirm that this questionnaire
was satisfactory. Tble 3 shows unnlysls of discriminant validity and all diagonal values exceed the

Table 3. Analysis of discriminant validity:

1 2 3 4 5 6 7 8
1LPER 0829
2INT 0771 084
3.INF 0617 0624 0841
4.ACC 0651 069 0641 0871
5.SEC 0575 0598 0539 0545 0847
6. TES 0575 0486 0618 0.666 0507 0.838
7.TH 0571 0508 0554 0598 0515 0.804 0.86
8 RI 0401 0401 053 0539 0333 0737 0761 0892
Note. PER: INT—i INF AC SEC—security;

4.4. Structural Model and Hypotheses Test

There are eight variables in this study, including five first-order variables used as indicators
to create a second-order variable, pamved Sl'l'experknoe 'l'hls study first analyzed whether the
first-order variables are related to STT i then tested the
hypotheses model by using Smart PLS 3.0. First,  bootstrapping technique was used to determine the
path estimates and t-statistics for the relative importance of the five first-order variables to perceived
STT experi All five vari ived STT i Among
these five paths, ibility was the most signi variable (path ient is 0.285, T value
is 35.093), followed by informativeness (path coefficient is 0.254, T value is 31.044), security (path
coefficient is 0.239, T value is 30.062), interactivity (path coefficient is 0212, T value is 36.293), and
personalization (path coefficient is 0.207, T value is 35.359).

Then, the proposed hypotheses were analyzed with SEM adapting the bootstrapping tcchmquc
with a sample size of 5000. In addition, in order to the power and p
relevance of the variables in the research model, the explanatory variance R? value was. calculated
using the PLS algorithm to measure th
using the blindfolding method. When the Q2 value of the variables is greater than 0, it indicates that
the model has predictive relevance [51] (pp. 193-221).

Table 4 and Figure 2 shows that each path coefficient is greater than 0.2, the T value is greater
than 3.29, and the P value is less than 0.001, which means these paths are significant. The results
indicate that perceived STTs are positively associated with tourists travel satisfaction, which supports
H1. The study also found that tourists’ travel sati: was with tourist
happiness, supporting H2. Regarding the relationship with tourist revisit intention, there was a positive
relationship between tourists’ travel satisfaction and happiness, which supports H3 and H4 (See Table 5
and Figure 3). Moreover, the total effect (0.737) of tourists’ travel satisfaction on revisit intention is
greaterthan the value of path coefficent (0356), indicaing that as an intermediary variable, tourists

the effect of ion, all hyp were supported in

tlus nsealch model.

Sustainability 2020, 12, 6592
Table 4. First-order path analysis.

Path Path Coefficient T P
INF-Perceived STT experience 0254 304 0
ACC-Perceived STT experience 0285 35098 0
INT-Perceived STT experience 0212 3629 0
PER-Perceived STT experience 0207 35359 0
SEC-Perceived STT experience 0239 30062 0

Perceived
Smart Tourism Technology

Experience

Figure 2. Structure model analysis of first-order variables.
Table 5. Summary of hypothesis results.

10014

. Path
Hypothesis Total  oucton T P Result
H: Perceived STT
Experience_vSatista 069 069 19.682 0 Supported
H2: Satisfaction—Happiness 0504 0504 23697 0 Supported
H3: Satisfaction—Revisit Intention 0737 0356 5607 0 Supported
Hd: Happiness—Revisit Intention 0475 0475 7297 0 Supported

Tourist Happiness

*p<0001

Figure 3. Hypothesis path analysis.

263
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5. Discussion and Conclusions
5.1. Conclusions

The results of this study enriched the theoretical implications of smart tourism. The study adopted
the attributes of STT proposed by Huang et al. [27] and added a new attribute, security. In other

words, this study transformed smart tourism into a measurable model and identified the importance
of these five attributes (i ion, and security).

The results showed that ibility was the to tourists’ perceived STT

experience. The reasons may be that tourists can easily use STTsat the destination at any time when

they are highly accessible. With easy access to STT, tourists spend less time and effort

how to use these technologies, which enables them to enjoy based travel experis tthe
other highly is to perceived STT experience

followed by When embracing STTs at tourists can find information on

food and transportation at the destination. STTs enable tourists to have more opportunities to engage
in a wide range of activities and events. Moreover, tourists displayed relatively low satisfaction
with p in th of STT experience. Most of the Chinese tourist participants were
familiar with STTs and had used them for more than three years. Therefore, for Chinese tourists, the
ordinary technology used in tourism might not be affected since they pursued unique and novelty
technology-based travel experiences. In this regard, STT may ignore their personal requirements.

5.2. Theoretical Implications

Based on th lts, several i of this research were found.
First, the findings of this study provided a deeper ing of the relationship between two
concepts (STT experience and tourist happiness) and developed a research model for the relationship
among p ived STT travel and revisit intention.

Based on the empirical analysis results,this study revealed that tourists intend to revisit the destination
when they are satisfied with the smart tourism experience. Second, this study emphasized the

ip between STT i d tourist Mppmnsl ngh satisfaction with STT experience can
create high travel i isfaction, thus, i

5.3. Practical Implications, Limitations, and Future Research

This study offers practical implications for DMOs. It revealed that most tourists have a positive
intention to use STTs, and DMOs can create specifi d for tourists by
STTs, especially in terms of personalization. For instance, when tourists want to find a restaurant,
technology can recommend the nearest restaurant according to their preferences and guide them on a
suitable route to the restaurant.

Although the study has many useful theoretical and practical implications, there are also some
limitations. First, the sample is limited and may not be ive of the whole
Although this study did not aim at young adults, targeted samples were mostly under 50 years old. In

addition, since many older adults h with smart tech these age groups need
tobe explored with future research. Second, this study was conducted in Macau, which may have a
unique tourist type and city envi The research may not be appli to other

destinations, and the results arising from it may be different. Thus, an extended comparative study of
multiple cities is needed. Third, this study added :ecu.myu an attribute to measure perceived STT
experience, and five attributes in total were exami ility of these indicators remains
to be investigated. Future studies can investigate whether there are any other factors affecting the
STT experience for better understanding of current STT. In addition, to generalize the research, more
diverse samples from other cities or countries are needed since this study was only conducted on
Chinese tourists who visited Macau.
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