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Abstract. This study investigates the factors influencing customers' intentions to use online 
hotel booking platforms in Jordan by extending the Unified Theory of Acceptance and Use of 
Technology 2 (UTAUT2) model with trust and risk factors. Data were collected from 214 
Jordanian customers who had used booking apps in the past two years through an online 
survey distributed via Facebook. Structural equation modeling was used to test the 
hypothesized relationships between the UTAUT2 constructs, trust, risk factors, and 
behavioral intentions. The results showed that performance expectancy, facilitating conditions, 
and habit were the main predictors of online hotel booking intentions, while social influence, 
price value, trust, financial risk, privacy risk, and fraud risk were not significant. An 
alternative model was proposed, which revealed that habit mediated the effects of effort 
expectancy, hedonic motivation, and trust on behavioral intentions. The findings provide 
insights into the key factors driving online hotel booking adoption in Jordan and offer practical 
implications for hotel managers and booking platform providers. Future research could extend 
the model to other countries or regions and investigate the long-term effects of the identified 
factors on actual booking behavior. 
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1. Introduction 
The hotel sector is one of the contexts where customers are moving toward using various online 
channels as a result of their rising dependence on technology, increased internet connectivity and the 
modernization of e-payment systems. Internet usage is rapidly growing all over the world. In the Middle 
East region, there are over 206 million Internet users. The period from 2000 and 2020 shows an 
outstanding growth of internet usage with a rate of 6,182 % in the region according to Internet World 
Stats. Furthermore, in Jordan, internet users are just a little under 9 million in the year of 2022 compared 
to only 127,300 in 2000, around 7 million of whom are Facebook members. (WIS report, 2024).  

A fiercely competitive online travel market is significantly impacted by the electronic service provided 
by hotels.  Many online channels are now available for customers in the hotel sectors such as: 
Booking.com, Trip Advisor, Trivago, HolidayCheck, online websites and social media. These online 
platforms provide a convenient way for customers to compare prices, read reviews, and find the best 
available deals. Additionally, booking through these platforms often comes with added benefits such as 
loyalty rewards, time and effort saving or exclusive discounts. Trip Advisor.com, for instance, is not 
only an online review site, it also provides hotel managers’ with huge amounts of data regarding 
customers’ experience, which they can then exploit to improve the level of service quality, in order to 
attain customer’s satisfaction (Abdelouahab, 2019). Moreover, Booking.com has approved customer 
services’ ability, ensuring reliability and validity and enabling individuals to distinguish between 
different alternatives (Díaz and Rodríguez, 2017). 

Customers in Jordan are aware of these advantages, they are constantly moving toward adopting 
electronic platforms mainly social media as well as other booking channels, to find and book hotels, 
instead of the traditional sources such as newspapers, radio and brochures. 71% of the citizens use 
Facebook, and 20% of them made a hotel selection decision as a response to advertisement on Facebook. 
(WIS report, 2024). Depending on Facebook, customers can easily compare different hotel alternatives, 
find online reviews about hotels and the best offers due to the information availability. As a result, 
hoteliers are attempting to motivate customers to stay in their hotels by creating effective content and 
offering promotions in their Facebook pages (Abuhashesh, et al., 2019). The main contribution in the 
Tourism Sector in Jordan are online sales, and by 2028, online sales are expected to grow exponentially, 
which will increase sales revenue up to 78%. (Statista, 2024). 

According to the UTAUT2 model, customers' behavioural intention to use technology is positively 
affected by social influence, facilitating factors, habit, hedonic incentive, effort expectancy, 
performance expectancy, and price value. To illustrate, Social influence is the degree to which an 
individual recognizes the importance of others to believe that he or she should use new technology; on 
the other side, facilitating conditions refers to the degree of technical and infrastructure support provided 
by companies to simplify system usage.  Habit refers to the individuals’ ability to use technology 
automatically based on their learning and experience, while hedonic motivation reflects the degree of 
pleasure connected when using a certain technology. How easy it is to use the application is defined by 
effort expectancy, and the performance benefits gained by a system is the performance expectancy. 
Finally, price value is financial cost of using the system compared to the benefits gained by the 
individual. customer’s intention behaviour is measured by the strength of the individual’s disposition 
to use electronic platforms. (Venkatesh et al., 2012).  When digital platform considered the mentioned 
factors, customers moving forward will accept and use the platform for several purposes. 
The present UTAUT2 model was modified from the original model that contains performance and effort 
expectancy only, to include social influence and facilitating conditions. later on, price value, hedonic 
motivation and habit were added to the model forming the present UTAUT2 model (Venkatesh et al., 
2012; Morosan & DeFranco, 2016). These factors underline how crucial it is for anyone working in the 
hotel booking software sector to comprehend and deal with these issues, however there is a paucity of 
research regarding the influence of the proposed factors in the hospitality sector, particularly in Middle 
Eastern countries such as Jordan. For instance, some research targeted internet banking in Jordan rather 
than online hotel booking (e.g., Alalwan et al., 2018), whereas in Egypt other research targeted users’ 
attitude of mobile online shopping rather than electronic hotel reservation (e.g., Bendary & Sahouly, 
2018). Therefore, this study tries to fill this gap. 

https://journals.sagepub.com/doi/abs/10.1177/1356766717706103#con1
https://journals.sagepub.com/doi/abs/10.1177/1356766717706103#con2
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Moreover, there is a need to extend the UTAUT2 Model by examining the effect of more influences on 
people’s behavioural intention to use technology. Thus, this study adds two other factors to the model; 
risk and trust, because these factors are strongly connected with online hotel booking. Especially that 
some researchers investigated the impact of trust and risk on online hotel reservation solely, without 
considering other variables in the UTAUT2 Model. For example, Akhtar, et al., (2022) approved the 
positive connection between trust and customers’ intention to use online hotel platforms on a sample of 
454 Chinese respondents. Baki mentioned in his research conducted in (2020) that Turkish customers 
are using online hotel booking, when they trust the website, their trust is derived from secure payment 
systems and clear information about hotel services available on the hotels’ website. Risk also has a 
significant negative influence on online reservation intention according to (Zhao et al., 2022) research 
results.  
Indeed, there exists little research on the impact of trust on customers' intentions to make online hotel 
reservations.  Recently, (Nusairata, at al., 2023) mentioned trust as a mediator in the relationship 
between website’s quality and the Jordanian citizens’ intention to use travel agency’s website. Moreover, 
(Kilani, et al., 2023) applied a modified UTAUT2 Model on 314 e-wallet Jordanian customers by 
replacing social influence with trust; the result was that trust has a significant connection with customers’ 
intention to adopt mobile wallet. Eneizan et al., (2019) conducted the extended UTAUT2 Model with 
trust and risk on mobile marketing in general in Jordan. 
 Furthermore, up to our knowledge, there is no earlier research that investigated how risk influences 
Jordanian online booking intention behaviour. For instance, Masoud (2013) studied the impact of 
different risk types (financial, product, delivery, and information) on online shopping behaviour in 
Jordan rather than the customers’ intention to book hotel online. Moreover, (Alalwan et al., 2018), 
investigated the link between risk and online behaviour on a sample of a Jordanian banking customer.  
This paper examines the direct and indirect elements of the factors influencing online booking in Jordan.  
The goal is to update the UTAUT2 model and to include more new factors. We can better understand 
the factors influencing online booking behaviour in this particular situation by examining the influence 
of trust and three types of risk (fraud, privacy, and financial risk) as new influencers on behavioural 
intention to use booking apps. this research results may provide practical recommendations for hoteliers 
to understand and predict customers’ behaviours, and to develop marketing plans that can attract more 
customers to reserve hotels electronically instead of the face to face booking. Especially that there is 
still a lack in the number of customers who accept and use hotel mobile apps; for example, 40% of the 
respondents of this research questionnaire were excluded, because they didn’t book hotels online in the 
last two years.  
Moreover, this research will enable decision makers to recognise the significant variables that should 
be considered in order to impact customer’s accepting the idea of a mobile hotel reservation platform; 
electronic platforms must be easy to use, useful, trustable and enjoyable. Customers are generally 
moving toward technology to gain the highest benefits which include spending less time, cost, risk and 
effort and staying consistent with other’s recommendations. (Morosan & DeFranco, 2016; Khumalo-
Ncube, & Motala, 2021). Additionally, research results will contribute to the theoretical background of 
the online hotel booking in Jordan and in the Middle East in general, by providing a nature of 
relationships between the proposed variables and customer’s intention to reserve a room in a hotel, 
giving more attention to the influence of trust and risk, in addition to the high light the connections 
between the variables it selves.  
 
Therefore, two research questions are investigated in this study: 

• RQ1: What are the relationships between the seven factors in the UTAUT2 model and the 
behavioural intention for Jordanian online hotel booking? 

• RQ2: Can more factors be included that affect the behavioural intention for Jordanian online 
hotel booking? 

The first research question investigates the applicability of the UTAUT2 model on Jordanian customers. 
Does each factor have direct impact, indirect impact or no impact on the hotel online booking in Jordan? 
Seven research hypotheses have been tested to answer this question. The second question investigates 
the possible impact of trust and three types of risks on Jordanian intention behaviour. Four research 
hypotheses have been tested in order to address the second research question. The total number of tested 
hypothesis are eleven. The expected result from addressing the above two questions is a modified 
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UTAUT2 model for online hotel booking in Jordan. A detailed study has been conducted and carefully 
analysed to address the research hypotheses, hence answering the research questions.   

The remaining parts of the paper is structured as follows: the second section discusses past studies and 
presents study’s hypotheses. The third section demonstrates research methodology. Section 4 presents 
the analysis and results whereas Section 5 responds to research questions. Section 6 presents and 
analyses the alternative model and section 7 discusses the results of the study in light of past studies. 
Section 8 discusses theoretical and practical implications and section 9 demonstrates limitations and 
directions for future research. Finally, section 10 concludes the study.  

2. Related works and Research Hypotheses 
The interest in understanding what motivates people to adopt new technology has expanded quickly in 
recent years; considering that there were 2.87 billion smart phone users in 2020, and about 258.2 billion 
downloaded apps in 2022 (Saumell et al., 2019), definitely, these numbers are likely to grow by the 
forthcoming years. Hence, factors needed to boost customer’s apps usage should be incorporated and 
tested. 
2.1. The UTAUT2 Model 
The Unified Theory of Acceptance and Use of Technology (well known as UTAUT2 model) is widely 
recognized and employed in the technology acceptance field. Originally, UTAUT Model is the 
integration of many previous acceptance models which are: Theory of Reasoned Action (TRA), 
Technology Acceptance Model (TAM), The Social Cognitive Theory (SCT), Innovation Diffusion 
Theory (IDT), Theory of Planned Behaviour (TPB), The Model of PC Utilization (MPCU), 
Motivational Model (MM) (Venkatesh et al., 2003). This model reveals that customers' intention to use 
apps is impacted by various elements, including performance and effort expectancy, social influence 
and facilitating conditions. Venkatesh et al., (2012) proposed the expanded UTAUT model (UTAUT2 
Model) by incorporating three constructs: hedonic motivation, price value and habit.  
UTAUT2 Model is used in this study, because it represents a more comprehensive model to explore the 
factors that affect online hotel booking intentions which are mentioned above in contrast to other 
alternative models, such as: Technology Acceptance Model (TAM).  Through TAM model, customers’ 
behaviour intention to adopt specific technology as well as actual behaviour are investigated based on 
only two factors: ease of use and usefulness of electronic platforms. Many researchers conducted their 
studies about online hotel booking based on this model, for example, (AlNawafleh et al., 2023) applied 
this model on a sample of four hundred Jordanian customers in order to explore their intentions to use 
hotel mobile apps based on the apps’ ease of use and usefulness. Therefore, UTAUT2 Model includes 
both factors of TAM Model and additional factors such as: habit, social influence, facilitating conditions, 
hedonic motivation and price value. Investigating customers’ online booking intention’s behaviour 
considering more variables, will expand the understanding of customer behaviour and help in making 
an extensive prediction about their future intentions, finally, this gives managers the flexibility to take 
into consideration more alternatives to enhance their electronic booking.  
This model has been used in a variety of service contexts, including restaurants (Saumell, et al., 2019), 
banks (Alalwan et al., 2018), airplanes (Kim et al., 2017), and in online booking (Lata, 2021), and in 
developing countries such as Egypt (Bendary & Sahouly, 2018), Saudi Arabia (Baabdullah et al., 2014), 
and Jordan (Alalwan et al., 2018). The, UTAUT2 model is reviewed in the following sub sections, with 
a focus on the behavioural elements that affect this model in the hotel sector.  
2.1.1 Performance Expectancy and Behavioural Intention 
Performance Expectancy is a key factor in determining why customers have certain intentions under 
the context of UTAUT2.   performance expectancy is the expected enhancement in a customer's 
performance when using specific technology or mobile applications. (Lata ,2021). For example, women 
in Taiwan are more likely to reserve hotel electronically if benefits and support are provided (Chang, et 
al., 2019). There is consensus regarding the significant influence of performance expectancy on 
behavioural intention, hence, hotel managers should include all the useful features needed by customers 
in their mobile apps, to increase their propensity to use them to book a hotel room (Lata ,2021). The 

https://www.sciencedirect.com/science/article/pii/S221509862034252X#s0010
https://www.sciencedirect.com/science/article/pii/S221509862034252X#s0040
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impact of performance expectancy on online hotel booking intention is confirmed by Morosan and 
DeFranco (2016), who found that performance expectancy is the strongest predictor for customers' 
inclinations to utilize mobile payment hotels. This conclusion is limited to the hotel industry, as well as 
to the American citizens. Furthermore, Malaysian clients used mobile hotel reservation apps to book 
hotels, if reservation via these apps is easy, quick and cheap. (Ismail et al., 2020). researchers not only 
agree that performance expectancy is one of the key elements in explaining customers’ usage of online 
hotel platforms, they also agree that findings could be limited to specific countries, due to the 
differences in cultures and customers’ preferences. (Lata ,2021). 
2.1.2 Effort Expectancy  
Initially called "ease of use" by Davis (1989), it refers to the amount of energy expended by a person to 
complete a given task while utilizing a specific type of technology (Morosan & DeFranco, 2016). 
Inconsistencies exists between results regarding the relationship between effort anticipation and 
customers' online hotel reservations. These contradictory results reflect the differences in individual’s 
skills level within different countries.  Ismail et al., (2017) contributed to the hotel industry by indicating 
the strong positive connection between effort expectancy and online customer behaviour, and 
recommending hotel managers to develop easy hotel booking applications. Information availability on 
the website, high quality and good visual appearance, will enhance customer experience to use a website 
for hotel booking (Khumalo-Ncube, & Motala, 2021). On the other hand, mobile app’s easiness is not 
certified as a main contributor on customer’s intention toward using hotel applications, this conclusion 
could not be generalizing, as it reflects U.S. individual’s behaviour only (Morosan and DeFranco, 2016). 
Additionally, online Indian’s customers booking is also not affected by effort expectancy, so hotel 
managers in India may considered other factors to influence their online booking intentions rather than 
easiness (Lata, 2021). 
2.1.3 Social Influence  
Social impact is a crucial factor that influences customers' use of technology together with other 
important factors. The decision to book a hotel stay online may be supported or opposed by family 
members, close friends, and even hotel brands (Ismail et al., 2017).  Anyone who has a Facebook, 
Instagram or YouTube account could be an influence on customer’s online booking decision; according 
to a survey conducted by Trip Advisor, about 96% of hoteliers depends on online reviews and ratings 
before they reserve a room in a hotel online (Nafi & Ahmed, 2019). Numerous studies have emphasized 
the beneficial connection between social influence and internet hotel reservations. customers are more 
likely to adopt mobile hotel reservation apps, when considering other’s positive reviews (Ismail et al. 
(2017). Lata (2021) enhances the theoretical base of the positive impact of the recommendation from 
others on consumers' behavioural intentions for hotel booking. To explain the adoption of online mobile 
booking from a social perspective, customers’ intentions to use specific platforms will increase, if this 
will boost their status in a group or when they gain support from others. This explanation may be 
constrained by the differences between national and international customers’ behaviour patterns (Chang 
et al., 2019). As a result, Policy makers and advertisers should emphasize on the extroverted individuals; 
those who like to provide feedback or introduce their reviews about online hotel booking, by providing 
them with the added benefits to use electronic hotel’s platforms and considering their feedback, since 
those individuals are considered strong influencers (Morosan and DeFranco, 2016). 
2.1.4 Facilitating Conditions  
Facilitating Conditions (FC) refers to a customer’s perception of the availability and accessibility of 
resources such as tools, information, and assistance required to work with particular technology; they 
may include technical support or training (Venkatesh et al. ,2012). Companies usually provide 
customers with mentioned resources freely or within low cost (Alalwan et al., 2018), because they are 
essential for customers to use technology (Boonsiritomachai & Pitchayadejanant, 2019; Twum et al., 
2021). Continuous facilitation and real - time help must exist instantly, to enforce customers’ intention 
to reserve hotels, especially for older individuals who usually need more external facilitating resources. 
Hence, information technology companies are recommended to provide customers with appropriate 
applications upon request (Chang et al., 2019). Hotels must also design their booking applications based 
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on familiar technologies to mitigate barriers of electronic platform usage (Morosan and 
DeFranco ,2016). 
Ismail et al., (2020) enriches literature by revising one of the essential variables of the UTAUT2 model 
and conclude that facilitating conditions were seen as a strong predictor of customers' intentions to use 
technology, therefore it is important to ensure the availability of necessary conditions to utilize 
technology effectively, particularly in the online hotel context. Nevertheless, social and cultural 
differences have restricted research result’s generality. 
2.1.5 Habit 
Habit (H) refers to the extent to which people acquire the ability to do behaviours on their own (Chang 
et al., 2019). People tend to carry out specific actions automatically based on their knowledge, education 
and experience (Aliane and Silem, 2024). Habit is served as intrinsic advantage for the hotel visitor who 
is depending on technology frequently, once they are delighted with their earlier experience and 
favourite content. Enhancing the experience of using a technology could be a viable strategy to 
potentially increase the habitual use of mobile internet, which can be done by providing personalized 
services according to the customer’s needs and preferences and giving discount vouchers to users who 
are using technology regularly. (Cheng et al.,2020). The outcomes of UTAUT2 provide an explanation 
of customer intention toward the use of technology through the direct and indirect effects of habits; 
though, to increase the habitual use of hotel apps, managers may advertise the applications of mobile 
hotel services in different occasions, like sharing the experience of others, taking photos by hotel 
workers and sending greeting cards to families (Venkatesh et al., 2012). The impact of age in habitual 
implementing of technology is obvious, as it is difficult for older people to change their habits regarding 
using new or upgraded technology (Venkatesh et al., 2012).  
Aliane and Silem, (2024) shed light on how habit leads to users’ adoption and usage of the hotel booking 
apps in Algeria. Even though, this research is conducted on 303 hotel users in the east of Algeria, it 
provides strong contributions to the hotel’s field in the Middle East, and it serves as a basic for future 
investigations in other countries in the region. This study is consistent with Morosan and DeFranco 
(2016) who approved that stronger habit will lead to significant consumer purchase intention, but, to 
imitate the current results, further investigation of the deployment of Mobile applications in hotels must 
be conducted. 
2.1.6 Hedonic Motivation  
The concept hedonic motivation (HM) refers to the feeling of pleasure, joy and entertainment that 
derives from exploiting technology, regardless of any expected performance concerns (Brown & 
Venkatesh, 2005; Venkatesh et al., 2012). Hedonic motivation is connected with fun and emotional 
benefits the customer experiences, while taking a virtual tour in the hotel’s website and seeing pictures 
of its rooms and facilities’ for example (Tuti and Saputra, 2022). This study implicated to hotel 
industries by directing hotels to integrate their website, Facebook page and apps with dynamic 
appearance, such as: animation, colours, images and sounds. Hedonistic drive has been cited by various 
academics as significant predictor of behavioural intention (e.g., Chang et al., 2019; Lata, 2021; 
Morosan & DeFranco, 2016). Entertaining apps will motivate customers to use the hotel’s online 
platform for reservation purposes, so, hoteliers and mobile application developers are recommended to 
design enjoyable and attractive online platforms.  (Ismail et al., 2020). (Aliane and Silem (2024) 
occupies an exceptional position in the technology adoption literature, by giving evidences on the 
significant role of hedonic motivation to ensure the optimal use of hotel apps. Moreover, they provide 
strategies to attract customers to visit their online platform depending on entertainment-related 
applications that conclude music, videos, games, and promoting offers. 
2.1.7 Price Value  
Price value describes the amount of money paid to book a room in a hotel through bookings apps (Syed 
& Suroso, 2018). It is the cognitive exchange made by the customer between perceived paybacks and 
financial cost (Saumell et al., 2019). It should come as no surprise that pricing value is seen as a driving 
force for customer's decision to book a room in a hotel electronically, especially for individuals who 
have price sensitivity. An electronic reservation of a hotel is worthwhile, if the consumer considers the 
pricing to be fair, affordable, and acceptable and believes that the hotel provides high expected value 
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(Lien et al.,2015). What distinguishes this study is that it investigates the impact of price value on 
purchase intention directly as well as indirectly; mediation effect through value. Chang et al., (2019) 
provides a vigorous base for the systematic examination of electronic hotel platforms, by considering 
the marital status effect; they concluded that married individuals are more interested in finding 
Inexpensive, appropriate and acceptable price using online hotel booking systems. As a result, hotel 
managers can promote a variety of reasonable room types to enhance the use of booking apps. However, 
it is important to consider cultural and attributive differences between local and global environment.  
In short, hotels are recommended to consider the pricing of online booking in comparison with 
traditional booking, since gaining much more reasonable prices, discounts and promotions will enhance 
the optimal use of this type of booking (Mohamad et al., 2021). Results of this current study are 
significant to strengthen the past conclusions, even so generalization is not applicable due to differences 
in ages and time context. Another important recommendation is the customization of hotel promotions 
according to the customer’s income to allow them to gain the highest value of their money during 
electronic bookings (Aliane and Silem, 2024). 
 
2.2. The Research Hypotheses for RQ1 
Based on the factors of the UTAUT2, we hypothesize the following seven hypotheses that lead to 
address the first research question: 
H1: Performance expectancy is positively associated with Jordanian customer’s behavioural intention 
to book hotels online. 
H2: Effort expectancy is positively associated with Jordanian customer’s behavioural intention to book 
hotels online.  
H3. Social Influence is positively associated with Jordanian customer’s behavioural intention to book 
hotels online. 
H4. Facilitating conditions is positively associated with Jordanian customer’s behavioural intention to 
book hotels online. 
H5. Habit positively is positively associated with Jordanian customer’s behavioural intention to book 
hotels online. 
H6: Hedonic motivation is positively associated with Jordanian customer’s behavioural intention to 
book hotels online. 
H7: Price value is positively associated with Jordanian customer’s behavioural intention to book hotels 
online. 
 
2.3. More Influential Factors 
Trust and risk are two main new factors proposed to be included as influential factors. Three types of 
risk are investigated. These types are financial risk, privacy risks and fraud risk. These factors have 
been selected for inclusion for many reasons; first; to expand the UTAUT2 Model by investigating the 
effect of more influences on customer’s behavioural intention to use technology, in order to provide 
additional strategies to be used in the hotel industry. Inclusion risk in the expanded UTAUT2 model 
was one of the recommendations of a recent research conducted in the Middle East by (Aliane and 
Silem, 2024) .Moreover, these factors are strongly connected with online hotel booking as well as, they 
are expected to impact the online hotel booking in Jordan in similarly to what approved in the literature.; 
for instance, Masoud (2013) research on 2013 highlighted the negative connection between financial 
risk, product risk, delivery risk, and information security risk and online shopping behaviour in general 
in Jordan rather than hotels. Furthermore, Kim et al., (2017) discovered that customers’ trust in hotels 
affect their intention to book a room in this hotel. Finally, some researchers investigated the impact of 
trust and risk on online hotel reservation solely, without considering their connection with other 
variables in the UTAUT2 Model. Such as the study of (Baki, 2020) which investigated the effect of risk 
and trust in Turkey without considering the whole variables in the UTAUT2 model, thus, the new 
relationships may provide new theoretical implications.  
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2.3.1 Risk  
Risk experienced by potential customers prior to making a purchase since there is ambiguity and 
unknown outcome (Komalasari et al., 2021). Electronic purchase may increase customer’s tension 
because of the probability of unsuccessful transactions, difficulty in usage and high insecurity about 
new technology (Delgado et al., 2020). Risk is a negative predictor of booking intentions; the higher 
the risk level, the less likely an individual is going to book a hotel room online, as a result, it is a 
necessity to provide a secure and convenient reservation system (Zhao et al., 2022). Hotels must also 
reduce any difficulty of use, insecurity connected with personal information and money to attain 
customer satisfaction which results in high usage of electronic hotel platforms (Delgado et al.,2020). 
Researchers have related the behavioural intention toward online booking in the hotel context to various 
sorts of risks mentioned by various researchers. The following types of risks will be investigated:   
Financial Risk (FinR) is one of the key variables influencing consumers' decisions about spending 
money on the internet. It refers to the conviction that a particular amount of money could be lost or 
needed to create a product or particular functions as intended; it may reflect a feel of insecurity while 
using credit card for instance (Masoud, 2013). Financial risk is viewed as a bad precedent for online 
shoppers' intentions for services in Iraq, nevertheless, the level of education may be considered in future 
studies, as it could decrease this feel of risk (Younusa & Jarallah, 2020). A conclusion that was proved 
by (Komalasari et al., research in (2021) has not only there is a negative impact of financial risk on 
online electronic customer’s intention behaviour in general, but is that this result may be applied in 
different contexts, such as; hotels at different locations. Meanwhile, limitation related to time and 
respondent differences must be considered. In general, managers are advised to recommended managers 
to follow a security strategy regarding customers’ payment details to decrease the financial risk 
(Masoud, 2013). 
Privacy Risk (PR) is the potential for companies to obtain personal information about customers and 
utilise it incorrectly; when individuals use specific apps, their personal information such as address, 
phone number and interests, will be available for companies before making an online purchase. 
Companies may misuse this sensitive information, so it is recommended to esteem the customer’s 
privacy (Nyshadham, 2000). Reducing privacy risk is the task for hotel managers by considering the 
customer’s concern, as it plays a crucial role in encouraging customers to purchase goods online 
(Naiyi ,2004). Furthermore, privacy risk has a negative and indirect impact on customers' online 
booking decisions through its effects on perceived value and customer satisfaction, therefore, this type 
of risk needs to be mitigated in order to improve positive behaviour toward online hotel 
accommodations (Kim et al., 2019). This conclusion is limited to the Korean individuals, rather it 
provides a base for further research interconnected with the threats of customers’ privacy. 
Fraud Risk (FR) is about customer's assessment of the reliability of the merchant, which is strongly 
linked with the precision of the available information about online companies, available support and 
after-sale services, it is among the key reasons why people hesitate to make purchases online (Naiyi, 
2004). Through adopting this study’s recommendations, managers will be able to understand customers’ 
perception toward fraud risk and to predict their online shopping behaviour’ intentions. Vague refund 
program and the absence of purchase guarantees increased customers’ mistrust toward online shopping 
(e.g., Akhtar et al., 2022). Due to this connection, fraud risk may be a significant factor in forecasting 
people's online intended behaviour, hence, it is necessary to ensure the trustworthiness in electronic 
transactions (Pappas, 2016).  
Based on the literature, it is predicted to have a negative connection between financial, privacy and 
fraud risk and the Jordanian customers’ intention to book hotel online. 
2.3.2 Trust  
Trust (T) is described as a view of someone or something’s trustworthiness and dependability, higher 
trust in a company is connected with lower risk and increasing online booking behaviour ‘s intention, 
this could be explained by the effect of trust on value (Lien et al., 2015).  In online reservation, trust is 
not only the confidence in the hotel website itself, rather, it is the reliability in the third party hotel 
booking websites, it is usually measured based on individual online reviews. When consumers trust 
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hotels' online channel information, this will improve their booking decision’s experience (Kim et al., 
2017). 
The study of Lata in (2021), contributed to the literature by extending the UTAUT2 Model with trust 
and cited it as a vital element in determining consumers' intention to use mobile apps for booking. 
According to this study, to sustain customers’ trust, correct up-to-date and dependable information must 
be provided by hotels.  However, customers’ perception differences and personal judgement may be 
considered to increase the generalization possibility (Lata ,2021). Building the customer’s trust is a 
critical issue, not only as a result of its effect  on customers' intention to use electronic channels for 
hotel bookings as mentioned earlier, but through its further influence on the usefulness and easiness of 
the use of the electronic channel,  which are connected significantly to online reservation intentions 
(Lai et al., 2013). 
In Jordan, it is expected that trust will have a positive impact on electronic platforms usage, this is 
justified  by a conclusion of (Aliane and Silem, 2024), this study tries to fill a gap in the theoretical 
literature of Hotels in the Middle East by expanding the UTAUT2 model with trust. It acknowledges 
the importance of the compatibility between what hotels are offering through their electronic platforms 
and the actual situation to win the customers’ trust. 
2.4. The Research Hypotheses for RQ2 
The following four hypotheses are provided based on the proposed new factors. Testing these 
hypotheses will address the second research question. The four hypotheses are:  
H8: Trust is positively associated with Jordanian customers' behavioural intention to book hotels online. 
H9: Financial Risk is negatively associated with Jordanian customer’s behavioural intention to book 
hotels online. 
H10: Privacy Risk is negatively associated with Jordanian customers' behavioural intention to book 
hotels online. 
H11: Fraud Risk is negatively associated with Jordanian customer’s behavioural intention to book 
hotels online.  

3. Research Methodology 
3.1 Sampling and Procedures  
In this quantitative study, the data were gathered via an online survey that was distributed randomly, 
mainly in Facebook groups and pages in Jordan with many followers. This method enabled the authors 
to target a wider population and save time and effort. An overview of the study and its purposes was 
introduced with the questionnaire link to motivate people to participate in the study. A filtering question 
was employed to guarantee that participants have had an experience with booking apps so they can 
answer the study's questions. The filtering question was "During the past two years, have you used 
booking apps for hotel reservations?” A total of 356 respondents replied to the survey; 142 responded 
that they had not used booking apps during the past two years whereas 214 did. Therefore, 214 responses 
were pertained for the analysis. 

3.2 Measures 
The UTAUT2 technology Adoption theory was employed in this research. The measures of UTAUT2 
were borrowed from Alalwan et al., (2017) and Mahmoud (2017), which they produced depending on 
the instrument designed by Venkatesh et al. (2012). The initial elements of the UTAUT2 model are 
performance expectancy, effort expectancy, price value, habit, facilitating conditions, social influence, 
hedonic motivation, and behavioural intention. The Likert-scale format was selected for the 
questionnaire due to its widespread usage and reputation for being a straightforward structure (Alzyoud, 
2019). A five-point scale was utilised in this study due to its potential to enhance response rate and 
quality, as well as alleviate participants' frustration (Babakus and Mangold, 1992; Sachdev and Verma, 
2004). Furthermore, the implementation of a five-point scale may facilitate the participants' recitation 
of the entire set of scale descriptors (1 = strongly disagree, 5 = strongly agree) (Dawkes, 2008). On the 
contrary, the utilisation of more rigorous point scales, such as a seven-point scale, may impose 
additional cognitive load on the participants, thereby increasing the likelihood of incomplete responses 
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(Alzyoud, 2019). Therefore, A five-point Likert scale was employed in this research where the possible 
responses ranged from 1: strongly disagree to 5: strongly agree. 

The element performance expectancy was measured in three items such as “Using hotel booking apps 
helps me accomplish  tasks more quickly", and ''Using hotel booking apps increases my productivity". 
Cronbach's alpha for this scale was 0.94. Four scale items were employed to measure effort expectancy. 
An example of these items is ''Learning how to use hotel booking apps is easy for me". Cronbach's alpha 
for this scale was 0.95. Trust was measured through four measurement items such as ''I believe that 
hotel bookings apps are trustworthy". Cronbach's alpha for this scale was 0.91. Also, four items 
measured the construct behavioural intention to use hotel booking apps. An example of the scale items 
is: ''I will always try to use hotel booking apps in my daily life". Alpha reliability for this construct was 
0.96. Additionally, four items were used to measure facilitating conditions such as ''I have the resources 
necessary to use hotel booking apps". Alpha reliability for this construct was 0.93. 

Three items were adopted to measure hedonic motivation such as "Using hotel booking apps is 
entertaining". Cronbach's alpha for this scale was 0.93. Likewise, three items were measuring price 
value such as "hotel booking apps offer good value for money". Cronbach's alpha for this scale was 
0.93. Three items were measuring social influence such as ''People who are important to me think that 
I should use hotel booking apps". Cronbach's alpha for this scale was 0.90. Habit was measured through 
three items such as: “The use of hotel booking apps has become a habit for me". Alpha reliability for 
this construct was 0.85. 

The construct fraud risk was measured via four items borrowed from Naiyi (2004). An example of these 
items is "I am afraid that online information about the product is not true." Cronbach's alpha for this 
scale was 0.88. Privacy risk was measured through three items that were adopted from Naiyi (2004). 
An example of this scale items is "I feel worry about that my personal address, telephone number could 
be misused by others." Cronbach's alpha for this scale was 0.93. Finally, the element financial risk was 
measured through four items that were adopted from the work of Masoud (2013). An example of this 
measure is "I feel that my credit card number may not be secure". Alpha reliability for this construct 
was 0.92. 

3.3 Data Analysis  
Structural Equation Modelling (SEM) analysis technique is employed in this work, performed through 
SPSS AMOS software version 26. A two-step approach to SEM is conducted, as recommended by 
Anderson and Gerbing (1988), in which Confirmatory Factor Analysis (CFA) is performed first to 
assess the constructs' validity, and then a structural model is performed to test the research's hypotheses. 
This two-step process is commonly used technique that enables an in-depth analysis of intricate 
interactions and hidden variables inside the study framework (Alzyoud et al., 2024). Various indices 
were utilized to assess model goodness of fit. As suggested by Hair, Black, Babin, and Anderson (2014), 
these fit indices with cut-off values were employed: Chi-square divided by degree of freedom 
(preferable to be under 3); Tucker-Lewis Index (TLI) and Comparative Fit Index (CFI), both to be 
greater than .90; Root Mean Square Error of Approximation (RMSEA), ought to be less than 0.80. Paths 
were drawn from each one of the exogenous variables to the endogenous variable to specify the 
proposed relationships. Maximum Likelihood Estimation was used as a default model estimation. 

4. Research results 
4.1 Preliminary Analysis 
A total of 214 valid responses were used in the analysis. Table 1 demonstrates the profile of participants. 
As shown in the table, the sample for this study is sex-balanced, with males making up 50.5% of the 
population and females 49.5%. In terms of age, around a third of the participants (31.1%) were 25 years 
old and below, whereas about 61.7% were over 36. Generally, the vast majority of the respondents are 
considered educated people as just over half of them had a bachelor's degree (53.3%), and about 36.4% 
had masters and Ph.D. degrees. Furthermore, the overwhelming majority of participants make 1 to 2 
hotel reservations per year (83.6%), and the rest make more than two per year. 
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Table 1. Participants' Characteristics (N = 214) 
Characteristics Frequency (n) Percentage (%) 

Sex 
Male 
Female 

 
108 
106 

 
50.5% 
49.5% 

Age (Year) 
25 and below 
26-35 
36-44 
45 and above 

 
67 
15 
71 
61 

 
31.3% 
7% 
33.2% 
28.5% 

Education Level  
High school and less 
Diploma 
Bachelor 
Masters and above 

 
8 
14 
114 
78 

 
3.7% 
6.5% 
53.3% 
36.4% 

Number of reservations per year 
1-2 times 
3-5 times 
6 times and more 

 
179 
27 
8 

 
83.6% 
12.6% 
3.7% 

The normality of the data was assessed through the values of skewness and kurtosis, as suggested by 
Pallant (2016). For SEM analysis, Kline (2005) and West et al. (1995) recommended that skewness 
values should fall below 3 whereas the value of kurtosis not exceed 8. As demonstrated in Table 2, the 
values of skewness and kurtosis are well under their cut-off, which indicates that the assumption of 
normality was not violated.  
 

Table 2. Measurement Items Skewness and Kurtosis 
Kurtosis Skewness Item Construct 
1.090 -1.197 PE1 Performance Expectation (PE) 
1.882 -1.498 PE2 
1.698 -1.418 PE3 
1.264 -1.184 EE1 Effort Expectation (EE) 
0.833 -1.004 EE2 
0.836 -1.094 EE3 
1.113 -1.106 EE4 
-0.474 -0.173 SI1 Social Influence (SI) 
-0.422 -0.266 SI2 
0.019 -0.670 SI3 
0.433 -1.010 FC1 Facilitating Conditions (FC) 
0.255 -0.858 FC2 
0.469 -0.903 FC3 
0.062 -0.758 FC4 
0.039 -0.684 H1 Habit (H) 
-0.657 -0.379 H2 
0.814 -0.965 H3 
-0.146 -0.624 HM1 Hedonic Motivation (HM) 
-0.536 -0.478 HM2 
0.168 -0.830 HM3 
-0.379 -0.606 PV1 Price Value (PV) 
1.646 -1.078 PV2 
0.858 -0.808 PV3 
0.528 -0.931 BI1 Behavioral Intention (BI) 
0.604 -0.978 BI2 
0.740 -1.011 BI3 
0.767 -0.989 BI4 
0.238 -0.735 Tr1 Trust (Tr) 
-0.298 -0.419 Tr2 
1.107 -1.005 Tr3 
-0.209 -0.498 Tr4 
-0.734 -0.037 FR1  

Fraud Risk (FR) -0.736 -0.011 FR2 
-0.788 -0.072 FR3 
-0.869 -0.164 FR4 
-0.754 0.205 PR1 Privacy Risk (PR) 
-0.880 0.140 PR2 
-0.654 0.196 PR3 
-0.558 0.342 FinR1 Financial Risk (FinR) 
-0.965 0.152 FinR2 
-0.929 0.026 FinR3 
-1.004 0.027 FinR4 

 
The preliminary analysis included the assessment of Common Method Bias (CMB). Following 
Podsakoff et al. (2003) guidelines, Harman's single-factor test was conducted to evaluate CMB for all 
the constructs and scale items. The output showed that all the scale items account for only 43.82% of 
the variance and that is less than the cut-off value of 50%. Consequently, it can be concluded that CMB 
is not an issue in this research. 
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4.2 Confirmatory Factor Analysis 
Confirmatory Factor Analysis (CFA) was performed to ensure the validity of the research's constructs 
in which the measurement items would provide a significant load to the scales they were connected to. 
The outcomes of the CFA indicated an acceptable fit with the data as CMINI/DF = 1.743, IFI = 0.940, 
TLI = 0.927, CFI = 0.939, and RMSEA = 0.059 and they met the recommended guidelines of Byrne 
(2010) and Hair et al. (2014). Likewise, factor loadings were assessed using the weights of standardized 
regression. According to Byrne (2010) and Hair et al. (2014), the minimum acceptable value of factor 
loadings is 0.50, otherwise, the measurement item should be considered for extraction. The outputs in 
Table 3 demonstrate that the loadings of the measurement items ranged from 0.69 to 0.94, and these 
values are well above the cut-off value. As such, the data can be pertained for further analysis. 
Furthermore, the constructs' reliability and validity were evaluated through Composite Reliability (CR) 
and Average Variance Extracted (AVE), respectively. CR values above 0.70 denotes sufficient 
reliability whereas AVE values greater than 0.50 indicate adequate validity. Table 3 also demonstrates 
the values of CR, AVE, and correlations amongst the study constructs. The results revealed that the CR 
and AVE values are well above their threshold, which denotes that the reliability and validity of all the 
constructs are confirmed. 

Table 3. Constructs' Reliability, Validity and Factor loadings 
Construct CR AVE Measurement items Loadings 
Performance Expectancy .948 .858 PE1 .890 

PE2 .951 
PE3 937 

Effort Expectancy .957 .847 EE1 .915 
EE2 .940 
EE3 .922 
EE4 .903 

Social Influence  .910 .771 SI1 .919 
SI2 .909 
SI3 .802 

Facilitating Conditions .934 .781 FC1 .869 
FC2 .951 
FC3 .942 
FC4 .759 

Habit .860 .674 H1 .905 
H2 .694 
H3 .850 

Hedonic Motivation  .937 .831 HM1 .924 
HM2 .904 
HM3 .907 

Price Value .931 .817 PV1 .896 
PV2 .907 
PV3 .909 

Behavioural Intention .964 .871 BI1 .925 
BI2 .945 
BI3 .960 
BI4 .902 

Trust .911 .720 Tr1 .910 
Tr2 .760 
Tr3 .918 
Tr4 .795 

Frud Risk .883 .655 FR1 .827 
FR2 .776 
FR3 .759 
FR4 .870 

Privacy Risk .939 .837 PR1 .874 
PR2 .937 
PR3 .933 

Financial Risk .936 .787 FinR1 .784 
FinR2 .930 
FinR3 .884 
FinR4 .941 

 
4.3 Hypotheses Testing 
The hypothesized model was tested where paths were drawn from twelve exogenous constructs to one 
endogenous construct.  Maximum Likelihood Estimation was used as a default model estimation. 
Confidence Intervals (CI) for significant relationships are reported. According to Hair and Alamer 
(2022), confidence intervals that do not include a zero indicate statistical significance. Furthermore, f-
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squared and effect size are reported for significant relationships. Following the recommendations of 
Aiken and West (1991), f-squared values above 0.02 and under 0.15 denotes small effect size, values 
above 0.15 and less than 0.35 indicates medium effect size whereas values greater than 0.35 denotes 
large effect size. The results are illustrated in Figure 1. Contrary to expectations, the results supported 
only three hypotheses: H1, H4, and H5, whereas the hypotheses H2, H3, and H6-H11 were rejected. 
For instance, a positive association was found between performance expectancy and behavioural 
intention to use hotel booking apps (0.310, P < .01), which supports Hypothesis 1 (H1). However, the 
results did not support the proposed association between effort expectancy and behavioural intention (-
0.151, P=.228) nor the hypothesized relationship between social influence and behavioural intention 
(-.045, P=.459), which led to the rejection of hypotheses H2 and H3 respectively. 

The findings support hypothesis H4, which proposed that there would be a significant positive 
association between facilitating conditions and behavioural intention to use hotel booking apps (0.193, 
P < .05). Furthermore, the outcomes support hypothesis H5, which posited that there would be a positive 
and significant association between habit and behavioural intention to use hotel booking apps (0.420, P 
< .001). Conversely, no significant relationship was found between hedonic motivation and behavioural 
intention to use hotel booking apps (-0.021, P= .788), which led to the rejection of hypothesis H6. In 
addition, no significant relationship was found between price value and behavioural intention to use 
hotel booking apps (0.006, P= .946), and that led to the rejection of hypothesis H7. Moreover, the 
posited association between trust and behavioural intention to use hotel booking apps was not supported 
as no significant relationship was found (0.155, P= .160), which denotes the rejection of hypothesis H8. 
The output did not support the proposed relationships between the exogenous variables: fraud risk, 
privacy risk and financial risk and the endogenous variable behavioural intention as the paths from the 
exogenous variables to the endogenous variable were not significant (0.083, P= .263; -0.057, P=.435; 
0.109, P=.201, respectively), which led to the rejection of the hypotheses H9, H10, and H11. 

4.4 Addressing Research Questions 
Based on the results of the tested hypotheses, the two questions can be answered as follows: 

RQ1: What are the relationships between the seven elements in the UTAUT2 model and the behavioural 
intention for Jordanian online hotel booking? 

Answer: Only Performance Expectancy and Habit have direct effect on the behavioural intention for 
Jordanian online hotel booking. On the other hand, both Effort Expectancy and Hedonic Motivation 
have indirect impact via Habit.    

RQ2: Can more factors be included that affect the behavioural intention for Jordanian online hotel 
booking?  
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Answer: Yes; Trust can be included as an indirect factor via Habit.  

 

Fig 1: Results of the tested hypothesis 

4.5     Alternative Model 

The development of regular use among users (habit) is still an essential component for the ongoing use 
of hotel bookings platforms. Past studies argued that habit is considered among the most significant 
factors that influence how often people use new technologies (e.g., Cheng et al, 2020). Furthermore, 
there are compelling evidence in the literature that users’ feeling of pleasure that results from utilizing 
technology (known as Hedonic motivation), effort expectancy and trust can encourage users to develop 
a habit for using new technology (e.g., Alzyoud et al., 2024; Lata, 2021; Morosan & DeFranco; 2016). 
Therefore, this study sough to propose an alternative model where the focus is on habit as a mediator 
in the association between effort expectancy, hedonic motivation and trust as independent variables and 
behavioural intention as dependent variable. In addition, performance expectancy, habit and facilitating 
conditions were proposed to directly influence behavioural intention. 
The output regarding the alternative model revealed that the data fit the model as CMINI/DF=1.756, 
IFI=0.997, TLI=0.971, CFI=0.997, and RMSEA=0.062. Maximum Likelihood Estimation was used as 
a default model estimation. As demonstrated in the previous section, Confidence Intervals (CI) are 
reported, where values that do not include a zero indicate statistical significance (Hair and Alamer, 
2022).  In addition, f-squared and effect size are reported. Following the recommendations of Aiken 
and West (1991), f-squared values above 0.02 and under 0.15 denotes small effect size, values above 
0.15 and less than 0.35 indicates medium effect size whereases values greater than 0.35 denotes large 
effect size. Figure 2 illustrates the results of the proposed alternative model. The results demonstrated 
that performance expectancy is positively related to behavioural intention to use hotel booking apps 
(.454, P < .001, CI .104-767, f-squared .0346, small effect). In addition, facilitating conditions were 
found to be associated with behavioural intention (.115, P < .05, CI .061-356, f-squared .1054, small 
effect). The construct habit was also found to be associated with behavioural intention (.316, P < .001, 
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CI .017-.533, f-squared .0798, small effect). Furthermore, the results revealed that effort expectancy is 
related to habit (.233, P < .001, CI .134-.338, f-squared .1054, small effect) and habit is mediating the 
relationship between effort expectancy and behavioural intention. Moreover, a significant positive 
relationship was found between hedonic motivation and habit (.236, P < .001, CI .118-.400, f-
squared .0703, small effect). In turn, habit was showed to mediate the association among hedonic 
motivation and behavioural intention. The outputs also indicated a positive association between trust 
and habit (.172, P < .01, CI .035-.278, f-squared .0515, small effect), and that habit to mediate the paths 
between trust and behavioural intention. The study tested the influence of some control variables (age, 
sex and education) on the exogenous variables habit and behavioural intention. The findings revealed 
that no one of these control variables significantly affect habit or behavioural intention. For instance, 
age was not significantly influencing habit (0.100, P= .354) nor behavioural intention (0.052, P= .704). 
Similarly, sex was not significantly impacting habit (-0.393 P= .130) nor behavioural intention (-0.023, 
P= .944). Likewise, education was not significantly affecting habit (-0247, P= .220) nor behavioural 
intention (0.174, P= .506). 
 
 

 
Fig. 2: The Proposed Alternative Model 

 
5. Discussion 
This paper investigates the impact of several factors on consumers’ behavioural intentions to adopt 
hotel booking applications in Jordan such as trust, fraud risk, privacy risk and financial risk in addition 
to the original components of the UTAUT2 model that were discussed by Venkatesh et al., (2012). The 
findings of the study indicated that performance expectancy, habit and facilitating conditions are 
significant to the customer’s online booking intention, whereas customers' use of technology are not 
influenced by social influence, price value and risk. Furthermore, effort expectancy, hedonic motivation 
and trust have no direct impact on customer’s intention toward using hotels’ apps, even though they 
affect customers’ intention indirectly through habit.  
The output of the study showed that the most influential aspect toward a customer's willingness to book 
hotel rooms online is performance expectancy. This is in line with the many previous research done in 
different countries such as the study of Ismail et al., (2020) in Malaysia and (Chang et al., (2019) study 
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in Taiwan. It seems to have an agreement between researchers that customers will increase their online 
hotel booking when hotel booking apps are useful, quick and cheap. This conclusion is also approved 
in Jordan by (AlNawafleh, et al., 2023). Regarding Facilitating conditions, it was found that it is 
positively associated with online booking intention, similar to Morosan and DeFranco (2016), Chang 
et al., (2019) and Ismail et al., (2020). This result is also consistent with the researchers’ expectations, 
Jordanian customers will move towards electronic hotels platforms usage, if the needed resources, 
information and support are available. Results above confirmed what was revealed by past literature 
and introduced insight to researchers to consider these variables in other contexts related to technology 
use, as the importance of these factors are obvious even with differences in cultures. 
Unexpected conclusion revealed by this study is that customer’s intention to reserve hotels online in 
Jordan is not impacted by the recommendation of friends and family members (social influence) nor 
the value of money paid to reserve a room in a hotel (price value). This may be due to the higher income 
for customers who already reserve hotels, and to the Jordanian attitudes to have their own experiences 
of online hotel booking, regardless the opinions of others. This conclusion is consistent with the results 
of Morosan and DeFranco (2016) research which considered social influence as an insignificant 
predictor of customer’s intention to make online reservations. It also similar to a recent conclusion 
discovered by Şeker et al., (2023) who mentioned that price or the financial advantage is not one of the 
reasons for using hotels ‘mobile applications. However, Ismail et al. (2017) stated social impact and 
Lien et al. (2015) considered price value as a factor that influences customers' use of technology, but 
their impact is lesser than other factors in the UTAUT2 Model. So, no generalization is applicable 
regarding the importance of price value and social influence, then there is opportunity to explore their 
impact in other countries and other contexts and within the customers’ attitudes, differences and 
financial capabilities.  
 Despite the negative connection between customer’s evaluation of hotel trustworthiness and their 
intention to book hotels online, which were approved by Akhtar et al., (2022) and Naiyi (2004), no 
relationships were found in this research between the three types of risk (fraud, privacy, and financial 
risk) and the customer's intention booking behaviour. Such conclusion is considered very interesting, 
especially that other research conducted in Jordan mentioned that different types of risk reduced online 
shopping in general (Masoud, 2013). To explain this conclusion, it may be a result of the trust that exists 
in the mind of Jordanian customers toward online services provided by hotels and the strong influence 
of their habitual use of such services on online booking behaviour’s intention. Of course, similar studies 
supported the lack of connection between financial risk and online hotel booking are existing, such as 
(Ahmed et al., 2020). It is worth for future studies to consider the connections between all the factors 
in the extended UTAUT2 Model, to explore new connections that may exist or to find logical 
explanations between inconsistent studies. 
Regarding habit's, it is the second essential determinants for online customers' behavioural booking 
intention after performance expectancy. Normally, customers will use technology automatically over 
constant practice depending on their experience and training. This finding is similar with the findings 
of Venkatesh et al. (2012) and Morosan and DeFranco (2016), but contradicts the outcomes of other 
studies (e.g., Lata, 2021), that may be due to the differences in the level of customers’ technology usage 
between different countries. In other countries in the Middle East, such as Algeria, habit is considered 
a significant predictor for online booking (Aliane and Silem, 2024). Adopting technology as a part of 
daily life style, will facilitate and encourage individuals to depend on apps instead of traditional 
channels, especially with the growing dependence on technology by hotels, this is the situation facing 
Jordanian hotel visitors.   

On the other hand, Jordanian customers' intention to book a hotel online was not directly influenced by 
effort expectancy, hedonic motivation, or trust in the current study. In contrast to Rodríguez et al., 
(2014), a study that claimed hedonic motivation and effort expectancy were basics for regular online 
hotel booking. Nevertheless, the result was similar to the conclusions of Morosan and DeFranco (2016) 
who eliminated effort expectancy from the factors that encourage customer to reserve hotel online. And 
similar to the work of Lien et al. (2015) who revealed that trust has no significant impact on online hotel 
booking, unless perceived value is taken into consideration. To conclude, it is not the highest necessity 
for Jordanian hotel visitors to use easy electronic platforms or interesting ones for booking purposes, 
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moreover, they couldn’t even include trust within their online hotel reservation decisions. This may be 
because the majority of Jordanian customers have high skills to deal with technology. In addition, they 
are not making online booking, unless they have the needed skills, otherwise they will book hotels 
traditionally. This conclusion advances our understanding to explain and predict customers’ intention 
toward electronic hotel booking by depending on the significant factors only and according to 
customer’s evaluation, which vary in different locations and situations. 

However, when habit is taken into account as a mediator, it becomes apparent that effort expectation, 
hedonic motivation, and trust have an indirect impact on customer online booking behaviour. This 
conclusion was corroborated by earlier researchers; for instance, Khatimahet al., (2019) further 
supported the significant link between hedonic motivations and electronic behavioural intention 
payments through habit as a mediator.  Moreover, Agaga and El-Masry (2016) found that the impact of 
trust on online booking will only be substantial in the situation of low habit, when examining the triple 
interaction between trust, habit, and online booking intention.  Habit may also eliminate the connection 
between effort expectancy and online booking behaviours’ intention (Chang et al., 2019). Other 
contradictory result stated that habit has not moderated the link between effort expectancy and 
customers switching their intentions towards online apps (Iranmaneshet al., (2022).   Inconsistencies 
between past research provide evidences on the differences of the importance of different variables in 
different countries and based on customers’ attitudes, skills and even their personalities. Moreover, the 
interrelationship between variables may expand our understanding on the real predictors behind 
electronic booking behaviour intention. It is worth here to highlight the significant position of Habit as 
an influential factor for online booking to Jordanians; when people in Jordan have the technology-
related information and experience, they will not only deal with electronic reservation enthusiastically 
and frequently, they will also feel more confident about these electronic platforms, an easier and a 
higher degree of entertainment. 

 

6. Conclusion, Limitations and Directions for Future studies  
This study extends the UTAUT2 model with trust and risk factors to investigate the determinants of 
customers' intentions to use online hotel booking platforms in Jordan. The findings highlight the 
importance of performance expectancy, facilitating conditions, and habit in driving online booking 
adoption, while social influence, price value, trust, and risk factors were not found to be significant 
predictors. The alternative model suggests that habit may mediate the effects of effort expectancy, 
hedonic motivation, and trust on behavioural intentions, offering a more nuanced understanding of the 
relationships between these constructs.  
The study contributes to the literature by providing empirical evidence on the applicability of the 
extended UTAUT2 model in the context of online hotel booking in Jordan, and by identifying the key 
factors influencing customers' intentions to use these platforms. This research is amongst the first 
attempt to provide a comprehensive model for the elements that can motivate customers to use phone 
apps for hotel bookings in Jordan. At first, the UTAUT2 model is expanded by adding trust and three 
types of risk to investigate their connection with customer’s online booking intention. Moreover, the 
role of habit in supporting the impact of effort expectancy, trust and hedonic motivation on customer’s 
behavioural intention was approved. The limited research on the impact of trust reveals that trust is 
important in influencing online booking behaviour but indirectly, through habit. Furthermore, studying 
the influence of fraud, privacy and financial risk on online booking intention behaviour in a developing 
country is significant, because it can provide insights into the particular aspects impacting consumer 
behaviour in this specific setting. Especially, that fraud, privacy and financial risk are combined with 
other factors in the UTAUT2 Model, in comparison to most researchers who have studied the impact 
of risk in the hotel context in general and without considering other variables in the UTAUT2 Model. 
This combination ends to a unified model on the acceptance of technology for customers, and helps in 
expanding the understanding of the interrelationships between different factors, which contributes to 
comprehensive explanations and solid backgrounds to future research concerning electronic booking 
effectiveness. 
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The findings also offer practical implications for hotel managers and booking platform providers. First 
and foremost, electronic hotel platforms must be carefully designed to be easy to use to save customers’ 
time and effort. Additionally, harnessing mobile applications with specific benefits such as quick 
service and low cost is key to better satisfy customers. Fostering continuous connections between Hotels 
and customers are essential to provide clients with technical support, assistance and facilitation 
immediately. The study underscores the pivotal role of habit in improving electronic booking’s intention; 
increasing the habitual use of mobile internet could be a viable strategy to potentially enforce customers’ 
intentions to reserve hotels, which can be achieved by providing customized services to customers, 
encouraging them to use electronic platforms instead of traditional platforms as a daily life style through 
discounts and promotions. Moreover, to enhance the habitual use of electronic platforms, they must be 
leveraged to be entertainment-related, useful, up to date and contain accurate information to create a 
sense of excitement and trust. If customers feel more trusting of hotels, and touch pleasure when using 
smartphone apps, their usage of such apps for hotel bookings will become a regular habit. Hotel 
managers can also use the study results to forecast client behaviour, set objectives and prepare suitable 
plans for future requirements needed by customers regarding their online reservation experience as an 
alternative of traditional booking channels.  
However, the study has several limitations that should be acknowledged and addressed in future 
research. First, the cross-sectional design of the study does not allow for causal inferences or the 
examination of long-term effects. Longitudinal or experimental studies could provide stronger evidence 
on the directionality and stability of the relationships between the constructs.  
Second, the reliance on self-reported measures and a convenience sample of Facebook users may 
introduce biases or limit the generalizability of the findings. Future studies could use more objective 
measures (e.g., actual booking data) and probability sampling methods to enhance the validity and 
representativeness of the results. Another limitation is the sampling size, only 214 valid responses were 
used in the analysis process. It can be argued that results may change if the size of the sample was very 
large. Unfortunately, there is no available statistics regarding users of online booking customers in 
Jordan, which can influence the representative of the study.  As such, it is recommended for future 
research to gather a larger sample to enhance confidence in the study findings 
Third, the study focuses on a single country (Jordan) and a specific type of online booking platform 
(hotel apps), which may limit the applicability of the findings to other contexts or countries. Initially, 
this study may provide an indicator to customers’ intention behaviours in the Middle East. However, 
Future research are advocated to build on the result of the study to develop a more comprehensive model 
that underscores the cultural nuances and extend to different regions or booking platforms (e.g., airline 
tickets, vacation packages). Moreover, this study may be a reference for preparing a country- specific 
model of electronic hotel booking intentions worldwide. Finally, the study does not consider the 
potential moderating effects of individual characteristics (e.g., age, gender, travel experience) or 
situational factors (e.g., travel purpose, booking complexity) on the relationships between the constructs. 
Incorporating these variables as moderators could provide a more nuanced and context-specific 
understanding of the factors influencing online hotel booking intentions.  
Despite these limitations, the study makes a valuable contribution to the literature on online hotel 
booking and technology adoption, and provides a foundation for future research in this area. By 
extending the UTAUT2 model with trust and risk factors and testing its applicability in the Jordanian 
context, the study offers insights into the key drivers and barriers of online booking adoption, and 
suggests avenues for further theoretical and empirical investigation. 
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