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ABSTRACT 

 

Smart tourism technologies are increasingly shaping tourism experiences, particularly 

among young consumers who are digitally proficient. In Malaysia, the Smart Tourism 4.0 

initiative highlights the importance of digital transformation; however, young users’ 

intention to adopt smart tourism technologies does not arise automatically and depends 

on value-based evaluations. This study examines the mediating role of perceived value in 

the relationships between perceived usefulness, perceived ease of use, trust in technology, 

perceived AI competence, and behavioural intention to use smart tourism technologies 

among Malaysian youth. A quantitative research design was employed, and data were 

collected via an online questionnaire administered to university students aged 15–30 years 

across Malaysia using a non-probability convenience sampling technique. A total of 407 

valid responses were analysed using Partial Least Squares Structural Equation Modelling 

(PLS-SEM). The findings indicate that perceived value significantly mediates the 

relationships between perceived usefulness, trust in technology, perceived AI 

competence, and behavioural intention. These results highlight the central role of 

perceived value in driving the adoption of smart tourism technologies among Malaysian 

youth. 

 

Keywords: Perceived Usefulness, Perceived Ease of Use, Trust in technology, Perceived 

AI competence, Behavioural Intention, Smart Tourism. 
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ABSTRAK 

Teknologi pelancongan pintar semakin membentuk pengalaman pelancongan, khususnya 

dalam kalangan pengguna muda yang celik digital. Di Malaysia, inisiatif Smart Tourism 

4.0 menekankan kepentingan transformasi digital; namun, niat pengguna muda untuk 

menerima pakai teknologi pelancongan pintar tidak berlaku secara automatik dan 

bergantung kepada penilaian berasaskan nilai. Kajian ini meneliti peranan pengantara 

nilai yang dirasai dalam hubungan antara kegunaan yang dirasai, kemudahan penggunaan 

yang dirasai, kepercayaan terhadap teknologi, kecekapan AI yang dirasai, dan niat tingkah 

laku untuk menggunakan teknologi pelancongan pintar dalam kalangan belia Malaysia. 

Reka bentuk kajian kuantitatif digunakan, dan data dikumpul melalui soal selidik dalam 

talian yang diedarkan kepada pelajar universiti berumur 15 hingga 30 tahun di seluruh 

Malaysia menggunakan teknik persampelan bukan kebarangkalian secara mudah 

(convenience sampling). Sebanyak 407 respons yang sah dianalisis menggunakan 

Pemodelan Persamaan Berstruktur Kuasa Dua Terkecil Separa (PLS-SEM). Dapatan 

kajian menunjukkan bahawa nilai yang dirasai memediasi secara signifikan hubungan 

antara kegunaan yang dirasai, kepercayaan terhadap teknologi, kecekapan AI yang 

dirasai, dan niat tingkah laku. Keputusan ini menegaskan peranan utama nilai yang dirasai 

dalam mendorong penerimaan teknologi pelancongan pintar dalam kalangan belia 

Malaysia. 

Kata Kunci: Persepsi kebergunaan, persepsi kemudahan penggunaan, kepercayaan 

terhadap teknologi, persepsi kecekapan kecerdasan buatan, niat tingkah laku, pelancongan 

pintar. 
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CHAPTER ONE 

INTRODUCTION 

 

1.1 Introduction 

 

The first chapter covers seven important sections: the background of the study 

(international and Malaysian), problem statement, research questions, research objectives, 

scopes of the study, significance of the study, definitions of key terms, and organization 

of the thesis.  

 

1.2 Background of Study 

 

Tourism has been one of the most vibrant and powerful sectors of the global economy, 

generating significant socioeconomic returns and livelihoods worldwide. The industry has 

demonstrated remarkable resilience in the aftermath of COVID-19. According to the 

United Nations World Tourism Organization (2025), international tourist arrivals reached 

approximately 1.4 billion in 2024, equivalent to 99% of pre-pandemic levels and an 11% 

increase over 2023. This rapid recovery has intensified global competition among 

destinations, prompting national governments to invest in digitalisation and innovation to 

enhance the visitor experience, operational efficiency, and safety. 

 

In addition, smart tourism in dynamic environments has become a key paradigm shaping 

modern travel behaviours. Smart tourism refers to the application of modern information 
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APPENDICES 

 

Appendix A: Questionnaire  

 

Questionnaire: Smart Tourism Among Malaysian Youth Survey 

 

Dear Participant, 

 

You are invited to take part in a study on Smart Tourism Adoption among Malaysian 

Youth. The purpose of this survey is to understand how Malaysian youth perceive and 

adopt smart tourism technologies such as mobile travel apps, AI chatbots, and smart 

booking platforms. Your participation is voluntary, and all responses will remain strictly 

confidential and used for academic purposes only. Completing the questionnaire should 

take about 10–15 minutes.  

By proceeding, you consent to participate in this research. 

Thank you for your valuable time and insights. 

_______________________________________________________________________ 

SECTION A: Demographic Information 

  Please tick (✔) the appropriate answer.   

1. Gender  

o Male 

o Female 

 

2. Age 

o Below 20 

o 21-25 

o 26-30 

o 31 & above 

 

3. Education Level 

o Diploma/ certification 

o bachelor's degree 

o master's degree/higher 
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4. Ethnicity 

o Malay 

o Chinese 

o Indian 

o Other 

_______________________________________________________________________ 

SECTION B: Smart Tourism Constructs 

Smart tourism technologies (STTs) include mobile travel apps, AI chatbots or 

recommendation features, online travel platforms, digital payments, and AR/VR guides 

used for planning or during travel. Answer the next sections thinking about your typical 

planning or travel use of such tools.Read the statement carefully and provide the best 

answer based on a 5-point Likert scale provided. 

 

Response scale: 

 

1 = Strongly disagree, 

2 = Disagree 

3 = Neutral/Uncertain 

4 = Agree 

5 = Strongly agree 

_______________________________________________________________________ 

SECTION C: Perceived Usefulness (PU) 

1. Learning to use smart tourism tools is easy for me. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

2. Interacting with smart tourism tools is clear and understandable. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

3. It is easy for me to become skilled at using smart tourism tools. 

 1 2 3 4 5  
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Strongly disagree      Strongly agree 

4. I find smart tourism tools easy to use during planning or traveling 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

_______________________________________________________________________ 

SECTION D: Perceived Ease of Use (PEOU) 

1. Using smart tourism tools helps me plan trips more efficiently. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

2. Smart tourism tools improve the quality of my travel decisions. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

3. Smart tourism tools save me time during trip planning or while traveling. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

4. Overall, smart tourism tools enhance my travel experience. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

_______________________________________________________________________ 

SECTION E: Trust in Technology (TRU) 

1. I trust smart tourism platforms to keep my personal data secure. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

2. I believe smart tourism tools provide reliable and accurate information. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

3. I can depend on smart tourism tools to work properly when I need them. 
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 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

4. Overall, I feel safe using smart tourism tools for travel-related tasks. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

5. I worry that my personal data could be misused. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

_______________________________________________________________________ 

SECTION F: Perceived AI Competence (AIC) 

1. AI features in travel tools understand my questions and needs accurately. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

2. AI recommendations for travel (routes, places, prices) are competent and helpful. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

3. AI features respond efficiently and appropriately to my queries. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

4. Overall, the AI in travel tools seems knowledgeable and capable. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

_______________________________________________________________________ 

SECTION G: Perceived Value (PV) 

1. Using smart tourism tools gives me good value for my effort. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 



206 

 

 

2. The benefits I receive from smart tourism tools outweigh any costs or risks. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

3. Using smart tourism tools is worthwhile for my travel needs. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

4. Overall, smart tourism tools provide me with valuable advantages. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

_______________________________________________________________________ 

SECTION H: Behavioural Intention (BI) 

1. I intend to use smart tourism tools for my next trip. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

2. I will frequently use smart tourism tools when planning or travelling. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

3. I will recommend smart tourism tools to my friends or family. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 

 

4. I am likely to rely on smart tourism tools in the near future. 

 1 2 3 4 5  

Strongly disagree      Strongly agree 
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