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Investigating the Recormmendation Intention of Customers on the Mobile App and
KIOSK: Focused on the Mediating Effect of Untact Service Image

Key Words

This study investigates customers” perceptions of untack services in the hospitality and
foodservice industries based on the Technology Acceptance Model (TAM). The study first
identifies Perceived Ease of Use, Perceived Usefulness, and Image as antecedents of
customers’ Behavioral Intention and Recommendation Intention. Second, the structural
relationships among them are established and tested. The study adopts a self-administered
survey method, uses SmartPLS 4.0, and applies a two-stage approach. After testing the
reliability and validity of customers’ 429 data on hospitality and foodservice, hypotheses
were tested. The results showed that Perceived Ease of Use significantly affects Perceived
Usefulness and Image. Perceived Usefulness significantly also affects Image and Behavioral
Intention. The Image of untact services also significantly affects Behavioral Intention and
Recommendation Intention. And Behavioral Intention significantly affects Recommendation
Intention. Finally, the mediation effects are also all significant. The study’s findings suggest
that researchers and practitioners should consider the management of Image and
Recommendation Intention in the untact service environment.

. Recommendation Intention, Behavior Intention, Image of Untact Service, Perceived Ease
of Use, Perceived Usefulness, Mediation Effects, Technology Acceptance Model
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