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Abstract. In the context of the ongoing digital transformation that characterizes the contemporary 
business landscape, the adoption of advanced technologies has become a strategic imperative for 
organizations. Although such technological investments involve substantial risks, they also present 
significant opportunities for organizational growth and enhanced competitiveness. Failure to keep 
pace with technological innovations may severely undermine a firm’s long-term viability in an in-
creasingly competitive environment. In line with this perspective, the present study investigates how 
tourism employees perceive smart technologies by employing the Technology Acceptance Model 
(TAM) together with the positive dimensions of Technology Readiness. Drawing on data collected 
from a convenience sample of 388 respondents, the findings reveal that the intention to adopt smart 
technologies is positively influenced by perceived usefulness, optimism, and innovativeness. These 
results highlight the critical role of both cognitive and attitudinal factors in shaping employees’ will-
ingness to engage with smart technologies, thereby offering practical and theoretical implications 
for promoting technology adoption in the tourism sector.

Keywords: smart technologies, tourism employees, technology acceptance, technology readiness

Article history. Submited 2025-08-08. Accepted 2025-10-01. Published 2025-10-16.

a

a  Çanakkale Onsekiz Mart University, Ezine Vocational School of Higher Education, Çanakkale, Turkey, https://orcid.
org/0000-0002-4931-7880, seldaegilmezgil@comu.edu.tr

b  Balıkesir University, Faculty of Tourism, Balıkesir, Turkey, https://orcid.org/0000-0002-1911-9066, bsahin@balikesir.edu.tr
c  Balıkesir University, Balıkesir University Institute of Social Science, Balıkesir, Turkey, https://orcid.org/0000-0003-0777-

9646, ozge.bicer3087@gmail.com
d  Balıkesir University, Faculty of Tourism, Balıkesir, Turkey, https://orcid.org/0000-0002-8233-6346, ibrahimmisir@balikesir.

edu.tr

b c d

https://doi.org/10.58683/sp.2114
https://orcid.org/0000-0002-4931-7880
https://orcid.org/0000-0002-4931-7880
mailto:seldaegilmezgil@comu.edu.tr
https://orcid.org/0000-0002-1911-9066
mailto:bsahin@balikesir.edu.tr
https://orcid.org/0000-0003-0777-9646
https://orcid.org/0000-0003-0777-9646
mailto:ozge.bicer3087@gmail.com
https://orcid.org/0000-0002-8233-6346
mailto:ibrahimmisir@balikesir.edu.tr
mailto:ibrahimmisir@balikesir.edu.tr


2	 Selda Guven, Bayram Sahin, Ozge Erdal, Ibrahim Misir	 2114

1.  Introduction

Technology has become a core element of modern tourism, fundamentally reshap-
ing strategic practices across the industry (Gonzalez et al., 2020; Dávid & El Archi, 
2024; Gonzales-Santiago et al., 2024). The increasing adoption of smart technolo-
gies by tourism enterprises is largely driven by continuous digital advancements, 
sector-specific transformations, and evolving consumer demands (Cheng & Cho, 
2011). While these technologies offer considerable advantages, their transfer and 
integration into organizational systems present substantial challenges (Napierała 
et al., 2020). As Marler et al. (2009) argue, realizing the expected returns on such 
investments often requires full-scale adoption. Simply acquiring new technologies 
is insufficient; meaningful outcomes depend on effective implementation (Jeffers, 
2010), which, in turn, requires the commitment and support of individual em-
ployees — even when initiatives are led from the top (Brandon-Jones & Kauppi, 
2018). Darsono (2005) further notes that the true value of technological innovation 
emerges only when end-users actively engage with it in alignment with operational 
and strategic goals.

However, adopting smart technologies is resource-intensive, and requires 
time, financial capital, and employee adaptation. User resistance can increase 
operational costs and hinder expected performance gains (Al-Qaysi et al., 2020). 
Despite these barriers, smart technologies continue to serve as valuable tools 
for managing operational complexity and enhancing service delivery within the 
tourism sector (Oikonomou et al., 2022). This is especially relevant in techno-
logically emerging regions, where understanding how tourism employees adapt 
to innovation is crucial (Cimbaljević et al., 2024). Nevertheless, as Güven and 
Şahin (2023) and Qui et al. (2024) emphasize, rapid technological advancement 
are not automatically accepted by employees or associated with corresponding 
competence development.

To understand technology adoption from an individual perspective, Davis 
(1986) proposed the Technology Acceptance Model (TAM), which explains how 
psychological factors influence decisions to embrace innovation. Building on the 
Theory of Reasoned Action and the Theory of Planned Behavior, TAM highlights 
two core perceptions: perceived usefulness and perceived ease of use (Chau, 1996; 
Marangunić & Granić, 2015; Hasni et al., 2019; Vorm & Combs, 2022). These con-
structs have become foundational in interpreting individual adoption behavior 
(Lu et al., 2003; Aburbeian et al., 2022). As Natasia et al. (2022) note, behavioral 
intention is strongly related to individuals’ beliefs about how beneficial and user-
friendly a technology appears. Specifically, perceived usefulness refers to the belief 
that using a technology will enhance job performance, whereas perceived ease 
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of use denotes the belief that it will be free of physical or cognitive strain (Keni, 
2020; Na et al., 2021).

In parallel, the concept of readiness for change — as introduced by Dalton and 
Gottlieb (2003) — refers to the cognitive and emotional states of organizational 
members, encompassing their beliefs, attitudes, and intentions regarding transfor-
mation. It involves a psychological evaluation of whether individuals are likely to 
support or resist change (Armenakis et al., 1993). Complementing this, the concept 
of technology readiness (TR) reflects users’ general attitudes and predispositions 
toward technology adoption (Parasuraman & Colby, 2015). According to the tech-
nology readiness index (TRI), traits such as optimism and innovativeness facilitate 
adoption, while discomfort and insecurity act as inhibitors (Walczuch et al., 2007; 
Godoe & Johansen, 2012; Shin & Lee, 2014; Chang & Chen, 2021; Chiu & Cho, 
2021). In contrast, discomfort and insecurity capture users’ unease and skepticism 
toward technology, often linked to feelings of lost control or concerns about reli-
ability (Bakırtaş & Akkaş, 2017).

Park and Zhang (2022), who highlight a significant link between generalized 
technology beliefs and actual acceptance, further support the connection between 
technological readiness and adoption. While TAM focuses on attitudes toward spe-
cific systems, TRI captures broader predispositions (Lin et al., 2007; Ferreira et al., 
2014). To reconcile these perspectives, the technology readiness and Acceptance 
Model (TRAM) was developed (Kampa, 2023). This integrated framework allows 
researchers to explore how psychological traits interact with perceived useful-
ness and ease of use, offering a more comprehensive understanding of adoption 
behavior (Chung et al., 2015). For instance, high TR scores are associated with 
stronger intention to adopt due to positive cognitive evaluations (Buyle et al., 
2018), while also facilitating more seamless integration into daily work routines 
(Chen & Lin, 2018).

Behavioral intention, as conceptualized in the Theory of Planned Behavior 
(TPB), stems from individuals’ expectations regarding the consequences of their 
actions (Chen & Li, 2010). Teo (2012) emphasizes that individuals are more likely 
to exert effort toward behaviors they already intend to perform — intention thus 
serves as a reliable predictor of actual use. Within TAM, intention is largely shaped 
by perceived usefulness and ease of use (Ajzen, 2020), though structural dimen-
sions of TR also contribute to overall adoption levels (Na et al., 2021).

Although rapid technological progress offers significant potential for service 
innovation — enhancing speed, connectivity, and user experience — service in-
dustries remain particularly vulnerable to disruption due to the concurrent nature 
of production and consumption (Parasuraman & Colby, 2015; Clausing & Hol-
mes, 2010). This makes timely adaptation imperative for tourism organizations 
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(Sun et al., 2019). In this context, employees’ preparedness becomes a determining 
factor, reflecting their awareness that technological systems must be embedded 
within suitable organizational structures (Wiastuti et al., 2024). As Cimbaljević 
et al. (2024) argue, tourism professionals must continually update their skills and 
technological competencies to stay aligned with sectoral transformation

Accordingly, this study investigates behavioral intentions of tourism employees 
regarding the adoption of smart technology by integrating TAM and the positive 
dimensions of TRI (i.e. optimism and innovativeness). Specifically, the study ad-
dresses the following research questions:

RQ1:  How do optimism and innovativeness (as positive dimensions of technol-
ogy readiness) influence perceived usefulness, perceived ease of use, and tourism 
employees’ intention to use smart technologies?

RQ2:  Does perceived usefulness mediate the relationship between positive 
technology readiness and the intention to use smart technologies?

RQ3:  Does perceived ease of use mediate the relationship between positive 
technology readiness and the intention to use smart technologies?

This study explores how key psychological and perceptual factors — name-
ly technological optimism, innovativeness, perceived usefulness, and perceived 
ease of use — influence employees’ intention to adopt smart technologies. The 
theoretical model focuses exclusively on the positive dimensions of technology 
readiness (TR), namely optimism and innovativeness, due to their demonstrated 
relevance in capturing affirmative attitudes toward technological change. Prior 
research supports this conceptual focus. Ismail et al. (2011) emphasize that these 
positive TR traits play a crucial role in determining users’ readiness to embrace 
emerging technologies. Optimism, in particular, has been found to significantly 
predict both intention to use and actual adoption (Zhao et al., 2025), as it reflects 
a belief in technology’s capacity to improve quality of life, often shaped by prior 
positive experiences and familiarity (Krier & Gillette, 1985). This favorable orienta-
tion is aligned with broader societal trends that frame technology as a progressive 
force with minimal downside risks (Clark et al., 2016; Danaher, 2022). Similarly, 
innovativeness reflects a proactive disposition to explore and manage the uncer-
tainties associated with new technologies (Yi et al., 2006; Thakur et al., 2016). 
Importantly, the decision to exclude the negative dimensions of TR — discomfort 
and insecurity — was theoretically informed and supported by empirical evidence. 
Ekşioğlu and Ural (2022) found that these inhibiting factors did not significantly 
affect perceived usefulness or perceived ease of use. Blut and Wang (2020) further 
argue that motivational dimensions of TR are generally more influential than in-



2114	 Perspectives of Tourism Employeeson the Implementation of Smart Technologies 	 5

hibiting ones in shaping technology-related perceptions and behavioral intentions. 
Furthermore, in an era of rapid technological development, users tend to adapt 
quickly, which may diminish the influence of negative predispositions. As such, 
the exclusion of discomfort and insecurity is consistent with recent literature and 
does not compromise the conceptual validity or explanatory power of the model.

To complement these psychological predispositions, the Technology Accept-
ance Model (TAM) is employed due to its theoretical clarity and parsimony. Its two 
central constructs — perceived usefulness and ease of use — offer a streamlined yet 
effective means of explaining user behavior, particularly in studies where sample 
sizes are moderate or where expanding the model may risk analytical complexity 
(Holden & Karsh, 2010). By integrating positive TR with TAM, which involves com-
bining dispositional traits with cognitive appraisals, one can gain a more holistic 
understanding of technology acceptance. This approach helps to overcome the 
limitations of relying on either model in isolation and provides a more compre-
hensive framework for assessing technology adoption (Lin et al., 2023).

Employee engagement is critically important for successful digital trans-
formation, particularly in environments characterized by high uncertainty. As 
emphasized by Doll et al. (1998), one of the central challenges in technology 
adoption research is understanding why employees accept some systems while 
resisting others. Even when technological innovations are consistent with strate-
gic objectives, individual responses can vary widely. Previous studies have shown 
that positive traits associated with technology readiness — such as optimism 
and innovativeness — generally support favorable attitudes toward technology 
adoption. However, these traits may not always fully eliminate negative emo-
tional reactions, such as frustration, confusion, or stress, during the adaptation 
process (Ramayah & Lo, 2007). In such cases, resistance behaviors may emerge 
(Wang et al., 2017). Therefore, gaining a deeper understanding of how positive 
technology readiness influences technology acceptance is essential for ensuring 
successful integration.

While smart technologies are becoming essential to tourism operations, re-
search has predominantly centered on managerial and consumer perspectives 
(Baltaci et al.; 2024; Khan & Khan, 2025). As a result, there is a knowledge gap 
regarding how employees perceive and respond to technological change. This study 
addresses this gap through the TRAM framework, focusing on tourism workers in 
Antalya, a globally significant destination in Turkey, and a national leader in digital 
tourism transformation. As a region with extensive infrastructure and strategic 
importance, Antalya offers an ideal setting for exploring how innovation is expe-
rienced at the employee level (Napierała et al., 2020). The study’s contextual focus 
strengthens both the practical and policy relevance of its findings.
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2.  Theoretical Framework and Hypothesis Development

2.1.  Perceived Usefulness and Perceived Ease of Use

Building on the foundational constructs of the Technology Acceptance Model, 
prior research highlights a consistent relationship between perceived ease of 
use and perceived usefulness. While both factors contribute to users’ evalua-
tions, studies suggest that ease of use often serves as a cognitive precursor to 
perceived usefulness — shaping the extent to which users believe the technology 
will improve their performance (Henderson & Divett, 2003; Bakı et al., 2018). 
When a system is considered simple and intuitive, users are more likely to rec-
ognize its practical value. This relationship is further supported by evidence 
suggesting that user-friendly technologies enhance task efficiency and promote 
greater acceptance (Saade & Bahli, 2005; Ramayah & Lo, 2007; Letchumanan 
& Muniandy, 2013; Chen & Aklikokou, 2020; Gupta et al., 2021; Chiu & Cho, 
2021; Peng & Yan, 2022; Raza et al., 2017). Based on these findings, the following 
hypothesis is proposed:

H1:  Perceived ease of use has a positive impact on perceived usefulness

2.2.  Technology Readiness Index (TRI)

Optimism reflects confidence in technology’s ability to enhance efficiency, flex-
ibility, and control, thereby shaping perceptions of usefulness. Innovativeness, as 
a trait, reflects a willingness to engage with new technologies, which may lower 
perceived complexity and increase ease of use (Lin & Chang, 2011). According 
to Peng and Yan (2022), higher levels of technology readiness — particularly its 
positive dimensions — are associated with more favorable evaluations of both the 
usefulness and ease of use of technological systems. However, empirical findings 
on the specific effects of optimism and innovativeness remain somewhat mixed. 
For example, Buyle et al. (2018) found that while optimism did not significantly 
influence either perceived usefulness or ease of use, innovativeness showed a posi-
tive relation with both constructs. In contrast, Kim and Chiu (2019) reported that 
both optimism and innovativeness were positively related to perceptions of useful-
ness and ease of use. Similarly, Larasati et al. (2017) observed that optimism was 
positively linked only to perceived usefulness, whereas innovativeness influenced 
both TAM dimensions. Supporting this pattern, Mahgfiroh et al. (2024) identified 
a significant relationship between positive technology readiness and perceived use-
fulness alone. Drawing upon this literature, the following hypotheses are proposed:
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H2:  Optimism has a positive impact on perceived usefulness.
H3:  Innovativeness has a positive impact on perceived usefulness.
H4:  Optimism has a positive impact on perceived ease of use.
H5:  Innovativeness has a positive impact on perceived ease of use

2.3.  Intention to Use

The likelihood of a person adopting smart technologies is often reflected in 
their behavioral intention to engage with such tools (Suki & Suki, 2011). Within 
the Technology Acceptance Model (TAM), perceived usefulness and perceived ease 
of use are widely recognized as core antecedents of behavioral intention, exerting 
either direct or indirect effects on adoption decisions (Abdullah et al., 2016; Chen 
& Aklikokou, 2020; Hong et al., 2021; Gupta et al., 2021; Chiu & Cho, 2021; Aleassa 
et al., 2022). Nonetheless, not all findings are consistent. For instance, Larasati et 
al. (2017); Alshammari & Babu (2025) found no significant relationship between 
perceived ease of use and behavioral intention. Furthermore, prior research sug-
gests that perceived usefulness tends to be a more influential factor in shaping 
intention compared to perceived ease of use (Saade & Bahli, 2005; Kucukusta et 
al., 2015; Kim & Chiu, 2019).

H6:  Perceived usefullness has a positive impact on intention to use.
H7:  Perceived ease of use has a positive impact on intention to use.

According to Flavian et al. (2022), individuals with an optimistic outlook gen-
erally exhibit a balanced and trusting perspective toward technological develop-
ments. Innovativeness is often seen as a precursor to adoption, as innovative indi-
viduals are more inclined to embrace new technologies — even when the outcomes 
remain uncertain. Godoe and Johansen (2012) also emphasize the importance of 
technology readiness in influencing actual usage intention. However, findings on 
the individual impact of optimism and innovativeness remain mixed. Seong and 
Hong (2022), for instance, found no significant relationship between optimism and 
the intention to use technology, while innovativeness was shown to have a positive 
effect. In contrast, Negm (2023); O’Hern and Louis (2023) highlighted the role of 
optimism in encouraging technology engagement. Similarly, Ahmed et al. (2024) 
linked innovativeness with a higher intention to adopt technology. Drawing on 
these insights, the following hypotheses are proposed.

H8:  Optimism has a positive impact on intention to use.
H9:  Innovativeness has a positive impact on intention to use.
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2.4.  Mediation role of perceived usefulness and perceived ease of use

Chen and Aklikokou (2020) identify perceived usefulness as a fundamental factor 
influencing end-user satisfaction. Complementarily, Widiar et al. (2023) point out 
that perceived ease of use significantly contributes to shaping behavioral intentions, 
especially when users possess the necessary competencies to operate technological 
systems. Previous research suggests that such perceptions act as mediators between 
external influences — such as individual user characteristics — and behavioral 
intentions related to technology adoption (Lin & Chang, 2011).

Positive technology readiness

Innovativeness

Optimism

Intention to use

Perceived  
ease of use

Perceived  
usefulness

H3

H4 H1

H8 H9

H6

H10

H12
H13

H11

H7

H2

H5

Fig. 1. Theoretical model
*Arrows in the model represent hypothesized directional relationships, 

while mediation effects are indicated with dashed lines.
Source: Authors’ elaboration

Within the framework of the Technology Acceptance Model (TAM), technol-
ogy readiness is believed to strengthen perceptions of both usefulness and ease 
of use, thereby enhancing the likelihood of adoption (Blut & Wang, 2020). This 
mediating effect has been further supported by empirical findings from Lin et al. 
(2007), Damerji and Salimi (2021), and Cimbaljević et al. (2024), who observed 
indirect pathways linking readiness to adoption through these perceptual con-
structs. In a similar vein, Almaiah et al. (2022) argue that individual predispositions 
and system-specific features may influence usage intentions either directly or via 
mediating mechanisms. Based on this theoretical and empirical groundwork, the 
following mediation hypotheses are proposed:

H10:  Perceived usefulness mediates the relationship between optimism and 
intention to use

H11:  Perceived usefulness mediates the relationship between innovativeness 
and intention to use
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H12:  Perceived ease of use mediates the relationship between optimism and 
intention to use

H13:  Perceived ease of use mediates the relationship between innovativeness 
and intention to use

3.  Research Method

3.1.  Data Collection Method

The study sample included 388 employees from the tourism sector in the Antalya 
region. Antalya was selected because of its strategic importance within the tour-
ism industry and its ongoing efforts towards digital transformation, making it 
an ideal context for examining technology adoption among tourism employees 
(Napierała et al., 2020). To ensure anonymity, no personal identifying information 
was requested from participants. Respondents were given a link to a Google Forms 
questionnaire with no imposed time constraints for survey completion. The data 
collection period spanned from July 27 to December 28, 2024. Responses were 
measured on a five-point Likert scale (1 = Strongly Disagree to 5 = Strongly Agree) 
across five distinct dimensions.

3.2.  The Questionnaire

The measurement instruments utilized in this study were adapted from those used 
in previous studies. The constructs of perceived usefulness and perceived ease of 
use were operationalized using scales developed by Davis (1989), with each con-
struct comprising 14 items. The measures for optimism and innovativeness were 
drawn from the work of Parasuraman and Colby (2015), consisting of 10 items as-
sessing optimism and 7 items evaluating innovativeness. Additionally, the intention 
to use was assessed using four items adapted from the study by Schierz et al. (2010).

3.3.  Respondent Characteristics

The sample consisted of 388 employees from accommodation establishments and 
travel agencies.



10	 Selda Guven, Bayram Sahin, Ozge Erdal, Ibrahim Misir	 2114

Table1. Sample demographic statistics (n=388)

Variables n % Variables n %

Gender
Male 222 57.2

Education

High School 6 1.5

Female 166 42.8 Associate’s Degree 49 12.6

Age

19–30 age group 170 43.8 Bachelor’s Degree 270 69.6

31–50 age group 191 49.2 Postgraduate Degree 63 16.2

51–64 age group 27 7.0

Income

Low 43 11.1

Field of Activity
Accommodation 193 49.7 Moderate 278 71.6

Travel 195 50.3 High 67 17.3

Source: Authors’ elaboration

3.4.  Common Method Variance

Method variance refers to a systematic error that stems from the measurement 
method itself rather than the constructs being examined (Baumgartner et al., 2021). 
A specific type of this bias, known as common method variance (CMV), can occur 
when both predictor and outcome variables are collected from the same source, 
potentially leading to artificially inflated correlations (Cooper et al., 2020). Prior 
research has suggested that such inflation may result in misleading conclusions, 
as part of the correlation may reflect methodological artifacts rather than genuine 
associations (Kline et al., 2000). One commonly used approach for detecting CMV is 
Harman’s single-factor test, which involves conducting an exploratory factor analy-
sis to assess whether a single latent factor dominates the variance among items (Teo, 
2011). CMV is considered problematic if all measurement items load onto a single 
factor or if the first factor explains more than 50% of the total variance (Bozionelos 
& Simmering, 2021). In the current study, the first unrotated factor accounted for 
28.09% of the total variance, indicating that CMV is unlikely to be a serious concern.

4.  Assessment of the Measurement Model

Assessing the normality assumption is crucial for selecting the appropriate statisti-
cal test, whether parametric or non-parametric (Orcan, 2020). Additionally, the 
mean value should only be reported when the data meet the criteria for normal 
distribution; otherwise, the mean may not accurately reflect the dataset (Mishra 
et al., 2019). A violation of normality is indicated when skewness and kurtosis 
coefficients exceed ±2 (Demir, 2022). Table 2 presents skewness and kurtosis coef-
ficients, their standard errors, means (X), and standard deviations (SD) for items 
corresponding to each factor (subscale).
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Table 2. Descriptive statistics of the items corresponding to each subscale

Factors Skewness SE1 Kurtosis SE2 X SD

Perceived Usefulness −1.294 0.124 1.856 0.247 4.578 0.4814

Perceived Ease of Use  1.011 0.124 0.290 0.247 2.187 0.9859

Optimism −0.893 0.124 0.627 0.247 4.452 0.5353

Innovativeness −0.690 0.124 0.103 0.247 3.849 0.7610

Intention to Use −1.399 0.124 1.829 0.247 4.526 0.6290

1standard error of skewness (  6/n), 2standard error of kurtosis (  24/n), where n denotes sample size
Source: Authors’ elaboration

When evaluating the suitability of a dataset for exploratory factor analysis, both 
sample size and the strength of inter-variable correlations must be taken into ac-
count (Hadi et al., 2016). In this context, the Kaiser-Meyer-Olkin (KMO) measure 
of sampling adequacy should exceed 0.7, and Bartlett’s test of sphericity, which as-
sesses the appropriateness of factor analysis by examining the correlation matrix, 
should yield a significance level below 0.05 (Rossoni et al., 2016). Based on these 
criteria, the dataset was considered appropriate for conducting factor analysis.

Table 3. KMO and Bartlett’s test results

KMO Measure of Sampling Adequacy 0.925

Bartlett’s Test of Sphericity

Mean chi-square 10874.606

Df 1176

Sig. 0.000

Source: Authors’ elaboration

The process of factor analysis and reliability testing was conducted in line with 
well-established criteria in the literature. To ensure discriminant validity, items 
displaying cross-loadings greater than 0.10 on multiple factors were eliminated, as 
recommended by Guvendir and Ozkan (2022). Furthermore, following the guide-
line by Howard (2016), items were retained only if the difference between their 
primary and secondary loadings was at least 0.20. In accordance with Sigudla and 
Maritz (2023), items with factor loadings below 0.40 were also excluded from fur-
ther analysis. Factor loadings represent the strength of association between each 
item and its underlying construct, and loadings above 0.30 are generally considered 
to indicate a moderate relationship (Tavakol and Wetzel, 2020).

Based on the results of factor analysis, 16 items were eliminated, including 
4 items relating to perceived usefulness, 7 relating to perceived ease of use, 4 relat-
ing to optimism, and 1 relating to innovativeness. Consequently, the final measure-
ment model consisted of 33 items.
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To evaluate the reliability and internal consistency of the constructs, both Cron-
bach’s alpha and composite reliability (CR) were calculated. According to Hair et al. 
(2019), Cronbach’s alpha values above 0.60 are acceptable, while Kissi et al. (2022) 
suggest a higher threshold of 0.70 for satisfactory internal consistency. Construct 
reliability was established for CR values of 0.60 or higher and average variance 
extracted (AVE) values of at least 0.50, as recommended by Ahmad et al. (2016). 
Although the AVE values for perceived usefulness, innovativeness, and optimism 
were slightly below 0.50, their CR values exceeded 0.60. According to Huang et al. 
(2013), in such cases, convergent validity can still be considered acceptable.

Table 4. Diagnostics of the measurement model

Items Factor 
Loading

Cronbach’s 
Alpha (α) CR AVE

Perceived Usefulness 0.903 0.907  0.496 

Using smart technologies increases my job performance. 0.801

Using smart technologies enhances my effectiveness on the job. 0.792

Using smart technologies increases my productivity. 0.776

Overall, I find the smart technologies useful in my job. 0.775

Using smart technologies saves me time. 0.758

Smart technologies address my job-related needs. 0.755

Smart technologies enable me to accomplish tasks more quickly. 0.741

Using smart technologies improves the quality of the work I do. 0.696

Using smart technologies gives me greater control over my work. 0.696

Using smart technologies reduces the time I spend on unproductive activities. 0.628

Perceived Ease of Use 0.909 0.912  0.604 

I make errors frequently when using smart technologies. 0.893      

Interacting with the smart technologies is often frustrating. 0.888

I often become confused when I use the smart technologies. 0.866

I find it cumbersome, to use the smart technologies. 0.837

I need to consult the user manual often when using smart technologies. 0.774

Interacting with the smart technologies requires a lot of my mental effort. 0.748

Smart technologies are rigid and inflexible to interact with. 0.638

Innovativeness 0.820 0.848  0.483 

I can usually figure out new high-tech products 
and services without help from others 0.780

In general, I am the first among my colleagues to 
acquire smart technology when it appears 0.746

I enjoy the challenge of figuring out high-tech 
gadgets (systems and applications) 0.746

Other people come to me for advice on smart technologies 0.745
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Items Factor 
Loading

Cronbach’s 
Alpha (α) CR AVE

I find I have fewer problems than other people 
when using smart technologies at work 0.735

I keep up with the latest technological developments 
in the business I am engaged in 0.639

Optimism 0.846  0.826 0.444 

Technology makes me more efficient in my occupation. 0.784

I like computer programs that allow me to tailor things to fit my own needs 0.766

Products and services that use smart technologies 
are much more convenient to use. 0.757

Learning about technology can be as rewarding as the technology itself 0.687

I prefer to use the most advanced technology available. 0.659

Technology gives me more freedom of mobility 0.611      

Intention to Use 0.895 0.889  0.672 

I am willing to use smart technologies in the near future. 0.909

I am likely to use smart technologies in the near future. 0.890

I intend to use smart technologies when the opportunity arises. 0.889

Given the opportunity, I will use smart technologies. 0.798      

Source: Authors’ elaboration

The assessment of model fit in structural equation modeling involves analyzing 
various fit indices (Marsh and Balla, 1994), which are used to conduct confirma-
tory factor analysis (CFA). The fit indices along with their corresponding standard 
thresholds are presented in Table 5.

Table 5. Goodness-of-fit indices and references obtained from CFA

Index χ2/df RMSEA1 NFI2 CFI3 GFI4 AGFI5

Value 2.016 0.051 0.874 0.932 0.861 0.838

Reference range 2 ≤ x ≤ 5 0.05 ≤ x ≤ 0.08 0.83 ≤ x ≤ 0.95 0.90 ≤ x ≤ 0.97 0.80 ≤ x ≤ 0.95 0.80≤ x ≤ 1

* Reference ranges come from Schermelleh-Engel et al., 2003; Gupta 
and Singh, 2014; Wang et al., 2020; Firat et al.,2021

1Root Mean Square Error of Approximation, 2Normed Fit Index, 3Comparative 
Fit İndex, 4Goodness of Fit, 5Adjusted Goodness of Fit

Source: Authors’ elaboration

To confirm discriminant validity, the correlations between constructs should 
not exceed 0.85. (Ahmad et al., 2016). Discriminant validity was assessed using 
the Fornell–Larcker criterion by comparing the square root of the Average Vari-
ance Extracted (AVE) for each construct with the correlations between constructs. 
According to this criterion, the square root of the AVE for each construct (on the 
diagonal) should be greater than its correlations with other constructs (off-diagonal 
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values) (Hamid et al., 2017). As shown in Table 6, most constructs meet this re-
quirement, indicating adequate discriminant validity. While the square root of 
AVE for Optimism (0.666) is somewhat lower than its correlation with Usefulness 
(0.828), this difference is relatively small and may not pose a significant concern 
for the discriminant validity of the model.

Table 6. Discriminant validity assessment

Factors AVE 1 2 3 4 5

Innovativeness (1) 0.483   0.695      

Usefulness (2) 0.496  0.364  0.704    

Ease of Use (3) 0.604 −0.144 −0.324  0.777   

Optimism (4) 0.444  0.506  0.828 −0.406 0.666 

Intention to Use (5) 0.672  0.406  0.531 −0.269 0.625 0.820

Source: Authors’ elaboration

4.1.  Key Findings

Regression analysis is a commonly used statistical technique to assess the relation-
ship between independent variables and a dependent variable (Lio & Liu, 2020). 
Regression statistics for the hypotheses tested in the study are presented in Table 
7. Taking into account values of R², which expresses the proportion of variance 
in the dependent variable that is explained by the independent variables, it can be 
concluded that the strongest association exists between optimism and perceived 
usefulness (R² = 0.479, p < 0.05), while the weakest was observed between innova-
tiveness and perceived ease of use (R² = 0.015, p < 0.015). Additionally, perceived 
ease of use was found to be negatively correlated with all other variables, which 
means that the findings provide only partial support for the proposed hypotheses 
(see Fig. 1).

Table 7. Regression analysis results

Hypotheses Independent 
variable

Dependent
variable β1 p R² Adjusted 

R² F-Value Hypothesis 
status

H1 Ease of use Usefulness −0.291 0.000 0.085 0.082 35.670 not supported

H2 Optimism Usefulness  0.692 0.000 0.479 0.477 354.222 supported

H3 Innovativeness Usefulness  0.316 0.000 0.100 0.097 42.756 supported

H4 Optimism Ease of use −0.332 0.000 0.110 0.108 47.774 not supported

H5 Innovativeness Ease of use −0.121 0.017 0.015 0.012 5.747 not supported

H6 Usefulness Intention to use  0.492 0.000 0.242 0.240 123.001 supported
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Hypotheses Independent 
variable

Dependent
variable β1 p R² Adjusted 

R² F-Value Hypothesis 
status

H7 Ease of use Intention to use −0.232 0.000 0.054 0.051 21.876 not supported

H8 Optimism Intention to use  0.555 0.000 0.308 0.307 172.103 supported

H9 Innovativeness Intention to use  0.383 0.000 0.147 0.145 66.397 supported

1standardised coefficients are regression estimates showing how many standard deviations the dependent 
variable is expected to change when the independent variable changes by one standard deviation

Source: Authors’ elaboration

Mediation analysis is conducted to understand and explain how an independ-
ent variable (X) influences a dependent variable (Y) through a mediating variable 
(M). The mediator acts as the mechanism through which X affects Y, establishing 
a causal pathway between them (Igartua and Hayes, 2021). According to Hayes’ 
criteria, the fact that the confidence interval does not include zero indicates a sig-
nificant mediation effect (Molina-López et al., 2020). Based on this criterion, hy-
potheses H10, H11, and H13 are supported, while hypothesis H12 is not. Specifi-
cally, optimism exerts a direct effect on the intention to use, which is not mediated 
by perceived ease of use.

Table 8. Mediation effect of perceived usefulness and perceived ease of use

Hypothesis Mediator X and Y β SE BootLLCI1 BootULCI2 Hypothesis 
status

H10 Usefulness Optimism (X) 
Intention to use (Y)  0.1675 0.0656  0.0436 0.3050 supported

H11 Usefulness Innovativeness (X) 
Intention to use (Y)  0.1074 0.0235  0.0644 0.1557 supported

H12 Ease of use Optimism (X) 
Intention to use (Y) −0.0207 0.0173 −0.0120 0.0566 not supported

H13 Ease of use Innovativeness (X) 
Intention to use (Y)  0.0188 0.0096  0.0028 0.0403 supported

1bootstrap lower limit confidence ınterval, 2bootstrap upper limit confidence ınterval
Source: Authors’ elaboration

5.  Discussion

This study, guided by the technology readiness and Technology Acceptance Model 
frameworks, explored these dynamics among tourism employees. In addressing 
RQ1, which investigated how optimism and innovativeness affect perceived useful-
ness, ease of use, and behavioral intention, the findings present a mixed picture. 
Optimism and innovativeness were found to be positively associated with both 
perceived usefulness (H2, H3) and intention to use (H8, H9), aligning with prior 
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research (Walczuch et al., 2007; Rahman et al., 2017). These traits appear to en-
hance employees’ openness to engage with technology and recognize its value in 
their work lives, consistent with earlier findings on the benefits of high technology 
readiness (Amoroso & Lim, 2015; Alkawsi et al., 2021).

Contrary to theoretical expectations based on the Technology Acceptance Mod-
el (Davis, 1989), the study revealed negative associations between perceived ease 
of use and several key variables, including optimism, innovativeness, perceived 
usefulness, and intention to use (H1, H4, H5, H7 — all not supported). These 
inverse relationships suggest that individuals with higher levels of optimism and 
innovativeness may have encountered greater difficulty or dissatisfaction when 
interacting with smart technologies, particularly during early adoption stages.

A possible explanation for this unexpected pattern lies in the operationaliza-
tion of the ease of use construct. The measurement included negatively worded 
items that emphasized frustration, confusion, and mental effort (Chen et al., 2022), 
which may have shaped participants’ responses toward perceptions of difficulty 
rather than ease. According to Grevet et al. (2023), ease of use is closely linked to 
the concept of effort expectancy, reflecting the perceived effort required to interact 
with a system. In this context, the findings of Gunavan et al. (2019), who reported 
a negative relationship between ease of use and both attitude and behavioral inten-
tion, provide supporting evidence for the above result.

Moreover, the negative phrasing of the items (e.g., “I make errors frequently”; 
“Interacting is often frustrating”) may have heightened respondents’ sensitivity to 
system challenges, especially among those with limited prior exposure or inconsist-
ent experiences with similar technologies. As a result, perceived ease of use may 
have functioned more as an indicator of perceived difficulty, thereby reversing the 
expected direction of its relationships.

These findings highlight a broader issue: smart technologies, despite their func-
tional benefits, are not always perceived as intuitive or user-friendly in the early 
stages of use. Prior studies have shown that ease of use perceptions tend to im-
prove as users gain familiarity and confidence through repeated interaction (Saade 
& Kira, 2007). Similarly, Krier and Gillette (1985) note that technological optimism 
is often rooted in direct experience rather than abstract expectations. From this 
perspective, continued engagement and hands-on use may be essential for reduc-
ing initial barriers and fostering more favorable perceptions over time (Clark et 
al., 2016; Jokisch et al., 2020).

Finally, the positive link between perceived usefulness and intention to use 
(H6 — supported) underscores that utility remains a strong driver of adoption, 
even when ease of use is lacking. This aligns with Godoe & Johansen (2012); Als-
hammari & Babu (2025), who emphasize that users are often willing to tolerate 
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complexity if the technology offers clear benefits. As seen in this study, younger, 
educated tourism employees (93% of those aged 19–50 and 85.8% of those hold-
ing higher education degrees) may be particularly inclined to engage with smart 
technologies when they recognize functional value, even if usability falls short

The results provide empirical support for hypotheses H10 and H11, confirming 
that perceived usefulness mediates the relationship between optimism, innovative-
ness, and intention to use. Additionally, hypothesis H13 was supported, indicating 
that perceived ease of use serves as a mediator between innovativeness and inten-
tion to use. However, hypothesis H12 was not supported, since perceived ease of 
use was not found to have a statistically significant mediator between optimism 
and intention to use. Prior research (Lin et al., 2007; Jin, 2020; Khashan et al., 
2025) has emphasized that constructs from the Technology Acceptance Model 
often act as mediators between individual characteristics — such as technology 
readiness — and technology adoption behaviors. Consequently, a strong associa-
tion between optimism and intention to use is expected, since optimism can help 
reduce perceived barriers to adoption. Employees with positive attitudes tend to 
recognize the practical benefits of technology in their work, facilitating acceptance 
despite potential usability challenges. Lin and Chang (2011) note that optimistic 
individuals generally focus more on the advantages of technology rather than its 
limitations, while Cimbaljević et al. (2024) argue that optimistic users maintain 
favorable perceptions of technology regardless of its complexity or ease of use. Ad-
dressing RQ2 and RQ3, the mediation analyses found perceived usefulness to be 
a statistically significant mediator between both optimism and innovativeness — 
key dimensions of technology readiness — and intention to use smart technologies. 
This suggests that employees who are optimistic and innovative are more likely to 
adopt smart systems when they perceive these technologies as functionally ben-
eficial for their professional tasks. Conversely, perceived ease of use was found to 
mediate only the relationship between innovativeness and intention to use, with 
no significant mediating effect observed for optimism.

6.  Conclusion and Recommendations

The rapid adoption of technology in the tourism sector has been largely driven 
by evolving consumer expectations and the operational challenges recently en-
countered by tourism enterprises. The successful development of a smart tour-
ism ecosystem depends not only on the presence of skilled personnel but also on 
the implementation of cohesive and well-structured organizational frameworks. 
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However, managerial support for technological initiatives does not automatically 
ensure quick or effective adoption by employees. At this point, individual user 
characteristics and the inherent attributes of the technology itself become critical, 
as the effective integration of intelligent systems is contingent upon employees’ 
readiness and willingness to engage with innovation.

Although the adoption of advanced technological systems entails considerable 
financial investment, in a highly competitive tourism market smart technologies 
can offer a decisive strategic advantage. These innovations enable more personal-
ized service experiences and support sustainable operational practices. Particularly 
during periods of high demand, such technologies assist employees by streamlin-
ing routine tasks, reducing workload-related stress, and ultimately contributing 
to increased job satisfaction and overall well-being. Given the complexity and 
susceptibility to error inherent in tourism operations, the integration of technology 
presents an opportunity to enhance both efficiency and service quality. Therefore, 
tourism organizations must invest in robust technological infrastructure while cul-
tivating an internal culture that encourages and supports employees in effectively 
utilizing such innovations.

How smart technologies are received and implemented within tourism organiza-
tions also depends on cultural context. Perceptions of technology are deeply embed-
ded within cultural norms and influenced by a society’s broader level of techno-
logical advancement. The extent to which a community is accustomed to engaging 
with digital tools significantly affects employees’ levels of readiness and acceptance. 
Consequently, technology adoption extends beyond individual preferences and is 
shaped by collective societal values and stages of socio-technological development. 
Furthermore, the growing integration of smart technologies across various organi-
zational departments highlights the need for future research to include a more 
diverse array of participants in order to capture the full scope of influencing factors.

This study has several limitations that should be acknowledged when interpret-
ing the findings. First, it was conducted within a specific geographic and sectoral 
context — namely, tourism employees working in travel agencies and accommoda-
tion services in the Antalya region. This focus may limit the generalizability of the 
results, as employee perceptions and experiences with smart technologies could 
vary across different industries, organizational structures, and cultural settings. 
The scope of future research in this field should be extended by including diverse 
sectors, regions, and organizational types within and beyond the tourism industry 
to enhance external validity.

Second, the questionnaire did not contain questions about organizational de-
tails, such as hotel size, chain affiliation, or travel agency classification (e.g., tour 
operators vs. intermediaries). These contextual factors are likely to influence the de-
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gree and nature of smart technology adoption. Their omission restricts the depth of 
analysis regarding how organizational characteristics shape employees’ acceptance 
of technology. Subsequent studies could benefit from incorporating such variables 
to offer more nuanced insights.

Third, only the positive dimensions of technology readiness — optimism and 
innovativeness — were included in the model, while the negative dimensions — 
discomfort and insecurity — were excluded. Although this decision was theoreti-
cally informed and supported by prior empirical research, it may have limited the 
model’s ability to capture the full range of users’ psychological responses to tech-
nology. Including negative readiness traits in future studies could provide a more 
balanced understanding of both acceptance and resistance, particularly in environ-
ments where skepticism toward technology is more prevalent.

Although the original Technology Acceptance Model (TAM) provided a suitable 
and parsimonious framework for this study, future research could benefit from 
employing extended models such as TAM2 or TAM3. These enhanced frameworks 
incorporate additional external factors, such as social influence, cognitive instru-
mental processes, and facilitating conditions, which may provide further insight 
into the complex dynamics influencing technology adoption in tourism contexts. 
These extended models may also help to uncover the moderating effects of or-
ganizational and socio-cultural variables, particularly as the sector continues to 
undergo digital transformation.

7.  Theoretical and Practical Implications

This study makes substantial theoretical contributions by extending recent empiri-
cal research in smart tourism, particularly by supporting the TRAM framework with 
new evidence from tourism employees. Consistent with Cimbaljević et al. (2024), 
our findings demonstrate that technological readiness — especially optimism and 
innovativeness — not only bolster perceived usefulness but also have an effect on 
perceived ease of use. Additionally, our results are consistent with the meta‐analytic 
findings on personal innovativeness (Ciftci et al., 2021) that individual disposition 
plays a significant role in predicting behavioral intention. By showing the mediat-
ing effects of perceived usefulness (and in some cases perceived ease of use), the 
study contributes a more nuanced understanding of how readiness traits map onto 
acceptance outcomes in real workplace settings.

On the practical side, the implications are multifold. First, organizations — 
especially tourism firms in regions undergoing rapid smart tourism transforma-
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tion — should implement differentiated onboarding and training programs that 
not only teach technical skills but also explicitly manage expectations around us-
ability. For example, as seen in the study of the Vietnamese Gen Z (Loan et al., 
2022), attributes like optimism and resilience can uplift intention to use only if 
negative emotions (e.g., anxiety) are also addressed. Second, as Pizam et al. (2022) 
indicate, technology managers should consider moderating factors such as inno-
vativeness to tailor support and communication strategies — innovative employees 
might require different usability aids than their less innovative counterparts. Third, 
according to Ahmad and Rasheed (2024), SMEs and regional destination stakehold-
ers need policy and support structures that reduce barriers such as technological 
anxiety, complexity, and resource constraints, through incentives, infrastructure, 
and digital literacy programs. In addition, studies on smart technologies can serve 
as valuable guidance in identifying both the barriers and motivating factors that 
influence employee adoption (Truant et al., 2024). Finally, local stakeholders from 
the Antalya region can use these findings as a benchmark to understand which 
readiness traits are prevalent in their employee pool and design interventions ac-
cordingly.
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Opinie pracowników branży turystycznej dotyczące 
wdrażania inteligentnych technologii

Streszczenie. Wobec trwającej transformacji cyfrowej, która kształtuje współczesny krajobraz biz
nesowy, wdrażanie zaawansowanych technologii stało się strategiczną koniecznością dla wielu or-
ganizacji. Pomimo znacznego ryzyka, inwestycje technologiczne tego typu stwarzają istotne moż-
liwości rozwoju i poprawy konkurencyjności. Zaniedbania w tym zakresie mogą poważnie osłabić 
długoterminową rentowność firmy w coraz bardziej konkurencyjnym otoczeniu. W związku z tym, 
w opisanym w artykule badaniu autorzy wykorzystują Model Akceptacji Technologii (TAM) w połą-
czeniu z pozytywnymi wymiarami gotowości technologicznej do analizy opinii pracowników branży 
turystycznej na temat inteligentnych technologii. Dane uzyskane za pomocą ankiety internetowej 
z udziałem 388 respondentów wskazują, że na zamiar korzystania z inteligentnych technologii pozy-
tywnie wpływają ich subiektywna użyteczność, pozytywne nastawienie do technologii oraz innowa-
cyjność pracownika. Wyniki te podkreślają kluczową rolę czynników poznawczych i determinujących 
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postawy w kształtowaniu gotowości pracowników do korzystania z inteligentnych narzędzi. Tym 
samym badanie dostarcza teoretycznych i praktycznych wniosków, które można wykorzystać do 
szerszego wdrażania technologii w sektorze turystycznym.

Słowa kluczowe: inteligentne technologie, pracownicy branży turystycznej, akceptacja technologii, 
gotowość technologiczna
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