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Abstract

This work proposes the first model to examine the moderating effect of the COVID-
19 syndemic on the acceptance and use of smartphones during the tourist shopping
Jjourney. The model was tested with 1800 tourists, 900 non-COVID-19 (i.e. prior to
COVID-19) and 900 during the COVID-19 period. The results showed that: 1) the
model has better fit for the COVID-19 period as its explanatory capacity for that
stage is greater (R?=0.773) than for the non-COVID-19 period (R2=0.691); 2) tourists
have increased their intention to use smartphones, especially to make payments for
purchases; and 3) there are statistically significant differences in the impact of four
of the six model variables (performance expectancy, effort expectancy, social
influence, and arousal). This research advances knowledge of the impact of COVID-
19 on the technological behaviour of tourists, has important practical implications,
and raises new research questions about the future of tourism.

5. Conclusions

The COVID-19 syndemic has dealt heavy human and economic blows. Onie of the
sectors most particularly affected is tourism, which has seen the cancellation of the
vast majority of activities, and forecasts predict that its recovery will be slow and
complex (UNWTC, 2020b). Other crises have affected the tourism sector, but none
have done so at a global level or at a time of technological development as advanced
as the present day (Géssling et al., 2020). While it is true that digital developments.
were already changing tourist behaviours, the coronavirus syndemic may
profoundly influence the way they travel and behave (Zenker & Kock, 2020). No
studies have, as yet, analysed the possible changes in the technological behaviour of
tourists that COVID-19 has caused, and may yet cause. For this reason, the present
study develops a theoretical model that compares tourists’ intention to use
smartphones on their TSJs in their destinations before, and during, the syndemic.
The main contributions of the present study are: 1) the developing and testing of
the first model to examine the moderating effect of the COVID-19 context on the
use of smartphones in tourist purchases; 2) the incorporation into the model of the
level of emotional activation (arousal) evoked by the use of smartphones on the T'SJ;
3) the study into how the antecedents of acceptance and use of 2 mobile technology
have changed in a new context; and 4) the clarification of the role of the smartphone
in the new COVID-19 scenario.

(Resource: Alba Garcia-Milon, A., Olarte-Pascual, C., Juaneda-Ayensa. E. (2021). Assessing the moderating effect of
COVID-19 on intention to use smartphones on the tourist shopping journey. Tourism Management, 87, 104361.)
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