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Abstract

ChatGPT has gained increased attention as an artificial intelligence (AI)-based tool in

the field of tourism and hospitality education in recent years. This study investigates

the impact of perceived ease of use, perceived usefulness and authenticity on stu-

dent attitude and intention to use ChatGPT by incorporating the concept of authen-

ticity into the technology acceptance model (TAM) theoretical framework in tourism

and hospitality education. This study found that authenticity had the strongest indi-

rect effect on student intention to use ChatGPT compared with perceived ease of

use and perceived usefulness. This study broadens the applicability of TAM theory in

ChatGPT and provides practical insights into its application.

K E YWORD S

authenticity, ChatGPT, education, TAM theory, tourism and hospitality

1 | INTRODUCTION

ChatGPT is a product of artificial intelligence (AI), and its emergence

not only promotes the development of AI technology but also

changes the learning and lives of users through its generation of infor-

mation and knowledge (Fui-Hoon Nah et al., 2023; Yu, 2023).

ChatGPT can be a valuable tool that helps users deal with tasks and

provides services. For example, ChatGPT can assist users in making

restaurant reservations or searching for information (Bang

et al., 2023). In addition, ChatGPT is used as a study tool that provides

students with personalized learning advice, solves their educational

difficulties and/or facilitates learning of languages (Qadir, 2023). How-

ever, to the best knowledge of us, little is known about the attitudes

and intention to use ChatGPT by hospitality and tourism students.

Previous studies related to user responses to ChatGPT have

focused on antecedents including effort expectancy (Duong, 2024;

Ma & Huo, 2023), social influence (Albayati, 2024; Duong, 2024),

facilitating conditions (Duong, 2024), performance (Ma & Huo, 2023),

knowledge application (Jo, 2023), perceived intelligence (Jo, 2023),

usability (Jo, 2023) and trust (Albayati, 2024). Among the factors,
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perceived ease of use and usefulness of ChatGPT as reliable predicts

remain controversial. Saif et al. (2024) found out that only perceived

ease of use for ChatGPT can increase students' attitude in learning

management but not usefulness. On the other hand, researchers have

noted that both perceived ease of use and perceived usefulness

improve students' attitude (Tiwari et al., 2023). In addition, ChatGPT

has accuracy issues because it can generate generic and repetitive

results (Fui-Hoon Nah et al., 2023) and inaccurate information (Kesha-

varz et al., 2024). Thus, the authentic experience of using ChatGPT

possibly impacts user attitude and use intentions for ChatGPT. To the

best of our knowledge, no empirical studies have elaborated on the

impact of perceived ease of use, perceived usefulness and authentic-

ity on student attitudes, and intention to use ChatGPT in tourism and

hospitality education.

To address the research gaps above, this study aims to integrate

authenticity into the technology acceptance model (TAM) theoretical

model and further investigate the impact of perceived ease of use,

perceived usefulness and authenticity on student responses (attitude

and behaviour intention) to ChatGPT. This study makes several contri-

butions to knowledge. To begin with, this study used a quantitative

approach to explore the TAM theory with the integration of authen-

ticity in ChatGPT. Furthermore, this study helps ChatGPT administra-

tors understand the prospects of improving the application of

ChatGPT in learning and education.

2 | LITERATURE REVIEW

2.1 | ChatGPT and authenticity

The application of ChatGPT is creating huge changes in tourism and

hospitality education given that ChatGPT is an easily accessible tool

for users (Ivanov & Soliman, 2023). For teachers, ChatGPT can be

used to grade student essays, which helps teachers spend more time

on other tasks. For students, ChatGPT also helps build adaptive learn-

ing systems for individual students, so that teaching methods can be

updated and personalized according to student progress and perfor-

mance (Baidoo-Anu & Owusu Ansah, 2023). However, ChatGPT also

has some disadvantages. First, ChatGPT is lacking original reference

sources for the texts with the answers it generates (Pantanowitz &

Pantanowitz, 2023). Second, ChatGPT may provide conflicting

answers sometimes if users' questions are complex and difficult to

understand (Panda & Kaur, 2023). Finally, the accuracy of results is

influenced by the comprehensiveness and relevance of ChatGPT

training data (Panda & Kaur, 2023). Thus, given its relative advantages

and disadvantages and increasing use, it is very important to investi-

gate student responses to ChatGPT.

ChatGPT is believed to have the ability to complement and

increase users' creativity in a virtual network (Zhou, 2023). However, as

mentioned above, ChatGPT also has authenticity and accuracy issues

as ChatGPT can generate generic and repetitive results (Fui-Hoon Nah

et al., 2023), and inaccurate information (Keshavarz et al., 2024).

Authenticity plays an important role in shaping users' perception of

technology (Vo et al., 2024) and intention to use the technology

(Kim et al., 2020a, 2020b). Studies on the effects of authentic

experiences have been emphasized in tourism research (Chen

et al., 2022; Coşkun, 2021). Previous studies noted the importance of

authenticity of AI technology in users' co-creation of value and

increased loyalty to technology (Pandey & Rai, 2024; Vo et al., 2024).

Šlapeta (2023) claimed that ChatGPT cannot provide authentic experi-

ences during use, but this suggestion lacks empirical support. There-

fore, there is a need for empirical research on perceptions of

authenticity in ChatGPT.

2.2 | Theoretical foundation

The TAM was created by Davis (1989) in social psychology to mea-

sure users' willingness to utilise a new technology. Users employ the

new technology when it helps them achieve their goals and needs;

otherwise, they will give up using the new technology (Copeland

et al., 2023). The TAM model included four constructs: perceived use-

fulness, perceived ease of use, attitude and behaviour intention

(Davis, 1989; Koutromanos et al., 2024; Liesa-Orús et al., 2023; Liu &

Ma, 2024; Papakostas et al., 2023).

Perceived usefulness is the extent to which individuals perceive

that using the new technology is helpful in finishing tasks, while per-

ceived ease of use is the extent to which individuals perceive that

using the new technology will save physical and mental energy (Cope-

land et al., 2023). Behavioural intention is impacted by users' attitudes

toward new technology and its perceived usefulness. Individuals' atti-

tudes are impacted by perceived usefulness and perceived ease of use

(Alateeg & Alhammadi, 2023; Arachchi & Samarasinghe, 2024; Hua &

Wang, 2019; Sinha & Bag, 2023), while other external variables can

also impact attitudes toward new technology based on TAM (Hua &

Wang, 2019), such as hedonic motivation (Shen et al., 2022), per-

ceived enjoyment (Arachchi & Samarasinghe, 2024), perceived cost

(Alateeg & Alhammadi, 2023), technological barriers (Alateeg &

Alhammadi, 2023); subjective norm (Alshurafat et al., 2021), and per-

ceived trust (Himel et al., 2021). Perceived usefulness and perceived

ease of use are particularly important in explaining behavioural

intention to use new technologies (Copeland et al., 2023; Shen

et al., 2022).

TAM has been widely accepted and applied in studies related to

the application of technology (Alassafi, 2022). According to the model,

perceived usefulness and perceived ease of use are important con-

structs to understand users' responses to technology (Castiblanco

Jimenez et al., 2020). The TAM model has been recognised for its

capacity in explaining intention to use technology because of the

strong empirical support the model has received (Shen et al., 2022).

Therefore, the TAM model is operationally attractive, since it was cre-

ated based on a solid theoretical foundation (reasoned action theory

and planned behaviour theory), with many measurement scales

applied in different industries (Suhartanto et al., 2020). Although some

scholars (e.g., Blut et al., 2022) have used UTAUT theory to explain

and predict users' intentions for technologies, the TAM model is more

2 of 9 ZHU ET AL.
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widely applied (Alassafi, 2022). Therefore, given its application to dif-

ferent technologies and its capacity to predict users' usage intentions,

this study selects TAM as a theoretical framework to explore beha-

vioural intentions towards ChatGPT.

It has been suggested that TAM is too general and limited in pre-

dicting users' intentions for some specific technologies (Shen

et al., 2022; Ukpabi & Karjaluoto, 2017). However, in tourism and hos-

pitality education research, TAM has been updated by adding other

important elements and increasing the explanatory capacity of usage

intention for technological systems (Yung & Khoo-Lattimore, 2019).

More external factors have been added to extend the TAM model to

explain the usage intention of technology and investigate the relation-

ship among variables, such as perceived trust (Muflih, 2023), per-

ceived behavioural control (Bano & Siddiqui, 2022), subjective norm

(Castiblanco Jimenez et al., 2020), computer self-efficacy (Castiblanco

Jimenez et al., 2020) and cognitive and emotional engagement (Gao

et al., 2020). Empirical studies have also confirmed that the TAM

model has high capability and can successfully integrate other vari-

ables. Alassafi (2022) added information quality, technological fit, self-

efficacy, knowledge quality, social influence and academic motivation

to the TAM model to study their effects on usage intention. Mailizar

et al. (2021) also focused on E-learning systems and added experience

to the TAM model. Both attitude and E-learning experience were

found to be the most important variables for increasing usage inten-

tion, but the effects of perceived usefulness and perceived ease on

usage intention were not significant.

Previous studies (Carlos Roca et al., 2009; Lai, 2017) stated that

attitude should be omitted from TAM because perceived usefulness

and perceived ease of use have more significant impacts on beha-

vioural intention towards new technology since attitude cannot signif-

icantly impact behavioural intention. Attitudes have been shown to

have a weak mediating function for the constructs of TAM and beha-

vioural intention (Lai, 2017). Nevertheless, attitudes toward using

ChatGPT are complex. It is possible, for instance, teachers focus more

on cheating and plagiarism (Khalaf, 2024), while students use

ChatGPT for writing assessments and learning language (Barrot, 2023).

Therefore, different purposes of use and population samples may

result in different findings. Students' attitude for AI technology, can

impact students' usage willingness and intention (Gado et al., 2022).

Positive attitude stimulates users to explore and use the new technol-

ogy, while negative attitude results into resist usage AI technology

(Acosta-Enriquez et al., 2024). However, ChatGPT also has authentic-

ity issues because of the likelihood of repetitive results, plagiarism

and lack of critical thinking and synthesis that may create negative

attitudes among users (Khalaf, 2024). Thus, attitude is needed to

focus on students' perspectives.

Overall, the TAM model has been regarded as a suitable theoreti-

cal model for exploring the intention of technology. In the context of

tourism and hospitality education, the TAM model can therefore be

used to potentially enhance the use intention of new technology

(Shen et al., 2022). Then, the TAM model can also be extended by

incorporating authentic experiences as the mechanism that shapes

attitude, which may impact the intention to use ChatGPT.

2.3 | Hypothesis development

2.3.1 | Perceived usefulness, perceived ease of use
and attitude

According to TAM, perceived usefulness and perceived ease of use can

positively impact attitude, while attitude and perceived usefulness can

positively impact behavioural intention (Hua &Wang, 2019). In the study

of Bano and Siddiqui (2022), all relationships in TAM were confirmed in

the use of smart technologies. However, the relationship has not been

confirmed when scholars only focused on a single smart technology.

Khalil et al. (2023) revealed that there was no positive effect of perceived

ease of use on attitude towards augmented reality (AR) in museums, with

the same conclusions also drawn by Shen et al. (2022) in the usage inten-

tion of AR and VR in tourism. Therefore, different results may also

emerge in the TAM model when the study only focuses on the intention

to adopt ChatGPT. Thus, the following hypotheses were developed:

Hypothesis 1. Students' perceived usefulness posi-

tively affects their attitudes toward ChatGPT.

Hypothesis 2. Students' perceived ease of use posi-

tively affects their attitudes toward ChatGPT.

Hypothesis 3. Students' attitudes positively affect their

intentions to use ChatGPT.

2.3.2 | Authentic experience and attitude

There is argument over whether ChatGPT can provide authentic expe-

riences during use (Elkhatat, 2023; Vaccino-Salvadore, 2023). How-

ever, in related studies of immersive technology, Kim et al. (2020b)

revealed that authentic experience can positively impact cognitive and

affective responses, which means authentic experience may result in

tourists' cognitive and affective evaluations, such as attitude. In

immersive technology studies, scholars have similarly found that

authenticity can influence tourists' attitude (Zhu, Hall, et al., 2023).

F IGURE 1 Research model.

ZHU ET AL. 3 of 9
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Hypothesis 4. Students' authentic experience posi-

tively affect their attitudes toward ChatGPT.

Based on the previous literature review and hypotheses, a

research model is proposed (see Figure 1).

3 | RESEARCH METHOD

3.1 | Questionnaire design and measurements

The questionnaire design section of the current study was divided into

three parts. In the first part, we included two screening questions, the

research background and introduction. The second part consists of

measurable items of the constructs. Three measurable items related to

perceived usefulness and three measurable items related to perceived

ease of use were adopted from Mailizar et al. (2021). The three mea-

surable items of authenticity were borrowed from Kim et al. (2020b),

while the measure of attitude has three items borrowed from Mailizar

et al. (2021), and the measure of behavioural intention has three items

borrowed from Bae and Han (2020) and Mailizar et al. (2021). The

questions of the study have been translated and proofread by tourism

and hospitality experts who are proficient in Chinese and English, since

the respondents of the study are Chinese students majoring in tourism

and hospitality. Seven-point scales were used to measure each of the

questionnaire items. The last section requested socio-demographic

information from participants. A pilot test was used first before formal

data collection, which aims to improve the readability and quality of

the survey. Respondents from pilot test were clear with the survey.

Thus, the pilot data were excluded from current data analysis.

3.2 | Data collection

Online survey (Tencent questionnaire: https://wj.qq.com/) was used

for data collection in this study. The veracity of the data based on the

Tencent questionnaire has been used in education studies (Zhou

et al., 2023). In the current questionnaire collection process, we provide

two screening questions in the first part of the questionnaire: (1) Are

you a student of tourism or hospitality management? (2) Have you ever

applied ChatGPT in your studies? These two questions were used to

solicit qualified participants. Finally, we completed the questionnaire

collection at the end of July 2023, and a total of 198 valid surveys has

been collected for the analysis of this study. Partial least squares struc-

tural equation modelling (PLS-SEM) is proper for small sample data.

Therefore, based on the recommendations of previous studies (Hair

et al., 2014), SmartPLS Version 3 was used for data analysis.

3.3 | Data analysis

To reduce the possible common method bias, this study firstly

informed the participants the purpose of the study and divides the

questionnaire into three parts. These practices can effectively reduce

the common method bias during the data collection process (Kim

et al., 2020b; Zhu, et al., 2023b). Based on Kock's (2015) suggestion

regarding the analysis of possible common method bias issue based

on PLS-SEM model, we also evaluated it by variance inflation factor

(VIF) values to avoid multicollinearity (Lin et al., 2021), and found that

all VIF indicators were below 3.3 (See Table 4). Therefore, the current

study does not have any significant common method bias issue.

4 | FINDINGS

4.1 | Participants' background

Table 1 shows the profiles of 198 participants in this study. Among

them, there were 82 male participants and 116 female participants.

Most of the participants were in the field of hospitality manage-

ment (61.5%).

4.2 | Reliability, validity and correlation

Tables 2 and 3 present the factor loadings, composite reliability, Cron-

bach's alpha and average variance extracted (AVE) for the 15 measure-

ment items. Table 3 also shows the Fornell–Larcker metrics. PLS with

5000 samples was used for data analysis. It was found that all factor load-

ings, composite reliability and Cronbach's alpha were above 0.7; and AVE

was above 0.5; the square-root of the construct's AVE was greater than

its correlations with other constructs. Therefore, this research model

received a good reliability and discriminant validity (Hair et al., 2014).

4.3 | Structural model assessment

Bootstrapping with 5000 samples was applied to the data analysis.

Table 4 shows the results of the current study. It was found that all

the hypotheses were supported. Authenticity had the most significant

impact on the students' attitudes. The path coefficients from per-

ceived ease of use, perceived usefulness and perceived authenticity

on attitude are 0.141*, 0.283*** and 0.458***, respectively. Further-

more, attitude has a significant effect on behavioural intention

(0.706***). To evaluate the predictability of the model, R2 has been

used to test the predictability of the model and the data showed that

TABLE 1 Participants' background (N = 198).

Frequency Percentage

Gender

Male 82 41.4%

Female 116 58.6%

Subject background

Tourism management 96 48.5%

Hospitality management 102 61.5%
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the attitude and behavioural intention were 0.511 and 0.498, respec-

tively, which exceeded 0.26, showing that the current research model

is a good predictive model (Hair et al., 2014).

4.4 | Testing indirect effects

As a post-hoc test, the current study also tested the indirect effects of

perceived usefulness, perceived ease of use and perceived authenticity

on behavioural intention (see Table 5). PLS-SEM with 5000 samples

revealed that perceived authenticity had the strongest effect on beha-

vioural intention (0.323***).

5 | CONCLUSION AND DISCUSSION

5.1 | Discussion

Tourism and hospitality education is gradually gaining attention

among scholars (Adeyinka-Ojo et al., 2020; Kırlar-Can et al., 2021),

the current study integrates authenticity into TAM theory. The find-

ings show that authenticity has the strongest impact on students' atti-

tudes and behavioural intentions. As previous scholars have pointed

out that ChatGPT complements and enhances users' creativity in vir-

tual networks (Zhou, 2023), the need for unique experiences in virtual

networks also increases with the number of users. Authenticity is at

the core of understanding AI-based technology experiences (Vo

et al., 2024). ChatGPT, as a new technological experience from a theo-

retical perspective, is in line with the perception of authenticity in vir-

tual information experiences as pointed out by previous research,

which explains why authenticity has a stronger effect on attitudes

(0.458***) and intentions (0.323***).

In addition to this, the study verified that perceived usefulness

and perceived ease of use significantly enhance users' attitudes

(0.283*** and 0.141*) and behavioural intentions (0.200** and 0.100*).

As previously mentioned, from a conceptual point of view, perceived

usefulness is the extent to which individuals perceive that using the

new technology can help to finish tasks, perceived ease of use is the

degree to which individuals perceive that using the new technology

will save physical and mental energy (Copeland et al., 2023). In

ChatGPT, because of the algorithms developed through AI, users only

need to input some simple instructions, and the rest of the work can

be done by ChatGPT. Therefore, ChatGPT well ensures the character-

istics of perceived usefulness and perceived ease of use.

5.2 | Theoretical contributions

Our work also provides some potential theoretical contributions. First,

although scholars have recently used qualitative research to compare

TABLE 2 Measurable items.

Measurable items
Factor
loading

Perceived usefulness (PU)

PU1: The use of ChatGPT helps me access learning

resources in learning.

0.786

PU2: The use of ChatGPT increases my productivity

in learning.

0.846

PU3: The use of ChatGPT is beneficial for my

learning activities in learning.

0.803

Perceived ease of use (PEU)

PEU1: Learning to use ChatGPT is easy 0.809

PEU2: It is easy to navigate ChatGPT in learning 0.817

PEU3: The use of ChatGPT is flexible in learning. 0.861

Authenticity (AU)

AU1: Using the ChatGPT provided me with genuine

experiences

0.823

AU2: Using the ChatGPT provided me with

exceptional experiences

0.904

AU3: Using the ChatGPT provided me with unique

experiences

0.818

Attitude (AT)

AT1: I like the use of ChatGPT in learning. 0.879

AT2: The use of ChatGPT is good in learning. 0.872

AT3: I think the ChatGPT is a trend in learning. 0.827

Behavioural intention (BI)

BI1: I will use ChatGPT with no hesitation in learning. 0.795

BI2: I will use ChatGPT if it is available in learning. 0.776

BI3: I will recommend using ChatGPT in the future

learning.

0.875

TABLE 3 Reliability, validity and correlations.

Constructs Cronbach's alpha CR AVE

Fornell–Larcker

AT BI AU PEU PU

Attitude (AT) 0.823 0.894 0.739 0.859

Behavioural intention (BI) 0.748 0.857 0.666 0.706 0.816

Authenticity (AU) 0.805 0.885 0.721 0.642 0.608 0.849

Perceived ease of use (PEU) 0.776 0.868 0.688 0.432 0.388 0.385 0.829

Perceived usefulness (PU) 0.741 0.853 0.659 0.55 0.472 0.457 0.403 0.812

Note: Italic font represents square-root of the AVE.

Abbreviations: AVE, average variance extracted; CR, construct reliability.
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and identify teachers and students towards ChatGPT in work and

learning by applying the TAM theoretical foundation (Iqbal

et al., 2022; Shoufan, 2023), empirical studies involving ChatGPT and

tourism and hospitality management are still in their infancy. There-

fore, our study bridges this first research gap by empirically validating

the theoretical model of TAM in using ChatGPT.

Furthermore, this study contributes to authenticity research in

AI-based ChatGPT through integrating the TAM model. Previous

research noted that authenticity has been increasingly applied to the

interpretation of digital tourism experiences (Chen et al., 2022; Coş-

kun, 2021). Meanwhile, recent studies have pointed out that authen-

ticity is central to the understanding of AI-based technology

experiences (Pandey & Rai, 2024; Vo et al., 2024). There are scholars

who argue that users fail to produce authenticity when using

ChatGPT (Šlapeta, 2023). Our work addressed this research gap by

empirically demonstrating that the effect authenticity in ChatGPT and

found authenticity provided the strongest effect on student responses

to ChatGPT compared to perceived usefulness and perceived ease

of use.

5.3 | Practical contributions

Our work also provides several practical implications. To begin with,

the current study provides an empirical basis for tourism and hospital-

ity education to understand students' responses to ChatGPT. The

study found that students' attitudes and use intentions toward

ChatGPT were generally welcoming. Therefore, tourism and hospital-

ity education administrators should properly guide students to use

ChatGPT in their learning. For example, administrators can set up

ChatGPT training seminars to instruct students on how to use

ChatGPT in their professional classes. Before attending classes, for

example, students can use ChatGPT to preview relevant professional

knowledge and compare it with literature to achieve better preview

results, thus allowing the potential of ChatGPT to be leveraged in

learning.

Despite ChatGPT's strong role as a learning aid, it is inevitable

that there may still be students who use ChatGPT inappropriately, for

example, by using ChatGPT's AI writing to help with coursework.

From these perspectives, educational administrators need to establish

a set of testing rules, that is, detecting whether there is a portion of

students who use ChatGPT for manual writing while ignoring their

own writing and thinking. Moreover, for the developers of ChatGPT,

authenticity is an important concept affecting students' attitudes and

intentions to use it. This places new demands on ChatGPT's coding

and algorithms, as well as better demands on educational administra-

tors to be more precise and effective in producing the information

that student users need.

Finally, the emergence of ChatGPT brings opportunities for tour-

ism and hospitality education. For example, ChatGPT can help

teachers to better prepare their lessons and help students to prepare

and understand what they are learning in advance. In addition to

applications in education, ChatGPT can also be used for travel plan-

ning and decision making. Therefore, it is important for teachers or

students to properly embrace new technologies to continuously

improve education and teaching reforms.

5.4 | Limitations and future study

Despite some potential contributions presented above, there are still

some research deficiencies. First, from a theoretical perspective, our

work only focuses on integrating authenticity into TAM theory, and

some other important concepts, such as ChatGPT's perceived trust

and system quality's effect on tourists' intention to use, still need to

be empirically verified. Future research's effort on investigating these

factors will extend our theoretical framework. Furthermore, from a

research methodology point of view, the research on ChatGPT in

TABLE 5 Testing indirect effects.
Total indirect effect T statistics p values

Perceived authenticity ! behavioural intention 0.323*** 5.418 0.000

Perceived of ease of use ! behavioural intention 0.100* 1.994 0.046

Perceived usefulness ! behavioural intention 0.200** 3.45 0.001

***p < 0.001. **p < 0.01. *p < 0.05.

TABLE 4 Analysis of partial least squares structural equation modelling.

Path coefficient f-square VIF Supported

H1: PU ! AT 0.283*** 0.120 1.369 Yes

H2: PEU ! AT 0.141* 0.032 1.271 Yes

H3: AT ! BI 0.706*** 0.994 1.000 Yes

H4: AU ! AT 0.458*** 0.319 1.346 Yes

Abbreviations: AT, attitude; AU, authenticity; BI, behavioural intention; PEU, perceived ease of use; PU, perceived usefulness.

***p < 0.001. *p < 0.05.

6 of 9 ZHU ET AL.

 15221970, 2024, 4, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/jtr.2727 by C

ochrane M
acao, W

iley O
nline L

ibrary on [12/08/2024]. See the T
erm

s and C
onditions (https://onlinelibrary.w

iley.com
/term

s-and-conditions) on W
iley O

nline L
ibrary for rules of use; O

A
 articles are governed by the applicable C

reative C
om

m
ons L

icense



tourism and hospitality management remains insufficient. Mixed

method research should be applied in future study. Finally, exploring

student responses to ChatGPT in other countries using the current

research model is also of interest.
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