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Abstract

Purpose — This study aims to explore the factors affecting customers’ attitudes to the adoption of robots in
hotels and travel agencies.

Design/methodology/approach — Structural equation modelling was used to test the extended
technology acceptance model based on data collected from 570 customers of hotels and travel agencies.

Findings — The findings revealed that hotel customers have more positive attitudes to service robots than
their peers in travel agencies.

Originality/value — This research contributes to the literature on robots in tourism and responds to the
call to investigate customers’ attitudes to the adoption of robots in developing countries.
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Introduction

The main use of technologies, including robotics, is to serve and facilitate human social life
(Severinson-Eklundh et al., 2003). According to Breazeal ef al. (2016), social robots interact
interpersonally with people to achieve positive outcomes in various aspects of life. The sales
of service robots in service industries, including tourism and hospitality, will probably
increase in the foreseeable future (Belanche ef al, 2020). They are used and studied in such

el ol pospity and sectors of tourism and hospitality as restaurants (Fusté-Forné, 2021), hotels (Choi et al., 2020;
Vol 12 N0 2021 ” Vatan and Dogan, 2021; Luo et al, 2021) and travel agencies (Ivanov and Webster, 2019).

© EmemldPuiing Limied Consequently, by 2030 they are predicted to constitute around 25% of the workforce in the

pol 00T 020025 hotel industry (Bowen and Morosan, 2018).
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