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ABSTRACT

Smartphoneshavechangedconsumerbehaviorbyprovidingnewmobiletechnologyapplications.
Inorder tounderstand the intention tousemobile applications, this studyhighlights the factors
ofusability,loyalty,andtrustbasedontechnologyacceptancemodelsandrelationshipmarketing
byusingmobile restaurantguides.This research fillsagap regarding thecomparisonofmobile
applicationusers’behaviorinFranceandRussia.Theauthorstestedthemodelbyatotalsampleof244
respondents(123fromParisand121fromMoscow)andanalyseditwithSmartPLS.Thecomparison
ofsubgroupsindicatesthatRussianusersaresensitivetowardthevariableoftrust,whileFrenchusers
aremoreimpactedbymobileapplicationusability.Thisstudycanberelevantforpractitionerswho
workinternationally,developersofmobileapplications,andrestaurantmanagers.
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INTRodUCTIoN

Smartphonesandtheirapplicationshaveinvadedpeople’slife.Mobilebanking,gaming,booking,
shopping,areavailablethroughmobileapplications(MAs),installeddirectlyonusers’devices.
Mobilefood/restaurantguides,includingthefunctionoftablebooking,arepartoftouristcity
guides,suchasTripAdvisororindependentservices,suchasJust eatorTablein.Nevertheless,
independent services areoftenbetterknownandusedby localusers rather thanby tourists.
Severalstudieshaveattemptedtoinvestigatetechnologyacceptanceindevelopedcountries(Al-
Otaibi,Aljohani,Hoque,&Alotaibi,2018;Bansal,Zahedi,&Gefen,2016;Belanche,Casaló,&
Guinalíu,2012;Davis,1993;Venkatesh,Morris,Davis,&Davis,2003).Atthesametime,the
growthregardingtheuseoftechnologyhasarousedinteresttowarddevelopingandemerging
countries(Al-Otaibietal.,2018;Li&Yeh,2010).
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Thedigitalizationof people’s life brought issues topractitioners of all industries, including
restaurantmanagers.Therelationshipbetweenarestaurantandaclienthasbeenpersonalforlong
time.Word-of-mouthisoneofthemostpowerfulmarketingtoolstoacquirenewclients,tomakeand
tokeepthemloyal(Balasubramanian&Mahajan,2001;Trusov,Bucklin,&Pauwels,2009).Today,
therestaurantshouldusenewtechnologies.Oneofthewaysistoparticipateinthedigitalmobile
restaurants’guides,wheretheusercanfindinformation(menusandcontactsdetails).Inaddition,
restaurantscanusesocialmediatoolstoprovideuserswiththecapabilitytoreview,comment,rate,
andbookatablewithoutpersonalcontacts.MAsproposeusefulfunctionalitiesthatcandrastically
influencetheconsumer’schoice,astheyareconsideredasindependent.Theaimofthisresearchis
mainly(1)toidentifythereasonswhyuserscoulddecidetouseMAsand(2)tomeasurethecultural
impactonusers’behavior.ThestudyfocussesontwopopularMAsinFranceandRussiawithsimilar
functionalitiesanddevelopedtocoverthelocalusers’needsorexpectations.Bothcountrieswere
impactedbytherecessionintherestaurantindustry.Affectedbythedeclinelinkedtotheterrorist
attacks,theFrenchrestaurantindustryshowedalossinturnoverbetween3%and4.5%in2015.Paris
andtheCôted’Azurarethemostaffectedareas.Inquarterlyeconomicreports,the“Groupement
National des Indépendants de l’Hôtellerie” reported adecreaseof around4.5% in restaurateurs’
turnoverin2016,aswell,withastabilizationbeginningof2017.Bytheendof2014,thetotalRussian
foodservicedecreasedby8%.Oneofthemainreasonswastheweakconsumerpurchasingpowerof
thepopulation.Withafallingeconomyanddepreciationruble,consumersratherpreferredtosave
money.Moscowrestaurateursnoticedadropofaveragecheckby20-25%.Midrangerestaurantswith
averagepriceat2,000rubles(€27)aretheoneshavingthebiggestdropinclientele,whilelower
costrestaurants(i.e.,fastfood)werereportinggoodsales(Rosstat,2017).Thenumberofrestaurants
inParisandMoscowareasisquitesimilar,with16,683inParis(Keyfigures,2018)and11,087in
Moscow(Rosstat,2018).

Thepaper isorganizedas follows.The first section introducesa literature reviewonall the
constructs of the research model. The second section illustrates the methodology the authors
selected.Then,thethirdsectionpresentsanddiscussestheresults.Finally,thelastsectionincludes
theconclusionandfutureresearch.

BACKGRoUNd

Intention to Use a Mobile Application
Thecentralconceptof thisstudyis the“intention touse,”which isadeterminantof technology
adoption(Davis,1993;Im,Hong,&Kang,2011).Severalframeworksandmodelsweredevelopedto
explainthebehavioralintentiontousetechnology,suchasthetechnologyacceptancemodel(TAM)
(Davis,1985), itsextensionTAM2(Venkatesh&Davis,2000), theunifiedtheoryofacceptance
anduseoftechnology(UTAUT)(Venkateshetal.,2003),andtheextendedUTAUT2(Venkatesh,
Thong,&Xu,2012).Behavioralintentionisdefinedastheindividual’sdecisionabouttheuseof
technology.Strongintentiontousecanbedevelopedbasedon:(1)Thefinancialandnonfinancial
benefitsorpricevalue(Hsu&Lin,2015;Venkateshetal.,2012);(2)theuseoftrustedbrandsof
MAs(Li&Yeh,2010);(3)thetechnicalsupportorfacilitatingconditions(Venkateshetal.,2012);
(4)theappropriatefunctionalityanddesignorMAusability(Hoehle&Venkatesh,2015);(5)the
loyaltyprograms(Balakrishnan&Griffiths,2018).Forthepurposeofthisresearch,threevariables
weremobilizedtomeasuretheirimpactonintentiontouse:usability,trust,andloyalty.

Usability
MAscaninfluencecustomers’experiencesbyprovidingthemwithinformationtoanswertheirneeds.
System/informationqualityandinterfacedesignareshowntoinfluencetheintentiontouseaMA
(Hoehle&Venkatesh,2015).Thus,usability impactsuserbehaviorboth in technologyadoption
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andcontextofusebyproviding thebasis for standardization,whichmighteliminateboundaries
betweencountries.MAusabilityisdefinedas“theextenttowhichamobileapplicationcanbeused
by specifiedusers to achieve specifiedgoalswith effectiveness, efficiency, and satisfaction in a
specifiedcontextofuse”(Hoehle&Venkatesh,2015,p.437).ThisresearchfocusesonMAsusers
inParisandMoscow(specifiedusers),usingtheapplicationtosearcharestaurantand/ortobooka
table(specifiedgoals)inrestaurants(specifiedcontext).RestaurantguidesonMAsaretask-oriented
(tablebooking)andcanbeconsideredasutilitarian.Therefore,usabilitymightbekeyfortheuser,
suchaseasystart,automaticregistrationwithemailorsocialnetworkaccount,andlocation-based
technology.Userscanevaluatethesedesignelementswithintwoseconds;longerusageisneededto
evaluatethestructureofinformation,andperceivedusabilityimpactsusers’preferenceforoneMA
comparedtoanotherone,orotherbookingorsearchingtools,suchasWebsiteandphone(Ryan&
Gonsalves,2005;Venkatesh&Ramesh,2006).

Iftheusersdeveloppositiveattitudetowardthetechnology,itsusabilityisastrongpredictorof
loyalty(Hoehle&Venkatesh,2015).Featuressuchasalocalization,datastorageorinstantstartnot
onlyimpacttheintentiontouse,butalsoinducetheintentiontouseitagainbydevelopingloyalty.
MAloyaltyiskeyforpractitioners,especiallyinacompetitiveindustry,iftheMAisfreeofcharge
(Wang,Lai,&Lin,2016).Theauthorspostulatethat:

H1:UsabilityimpactspositivelytheintentiontousetheMA.
H2:Usabilityimpactspositivelyloyalty.

Trust
Astheuseofmobiletechnologyofteninvolvesthedisclosureofpersonaldata,manyresearchers
haveinvestigatedtrustasarelevantconstructfortechnologyadoptionmodels(Bansaletal.,2016;
Venkatesh,Thong,Chan,Hu,&Brown,2011).TheconceptualizationoftrustontheInternet
emerged in studies of e-commerce, when the user is obliged to disclose private information
(creditcardnumbers).Nevertheless,theimportanceoftrustdependsoncontext;forexample,
trustiskeyfortheacceptanceofmobilebankingapplications.Inmobilerestaurantguides,the
importanceof trust isdirectly linked to the levelof the required information, suchasname,
e-mailaddress,andphonenumber,andtothelocalizationapplicationwhichisused.Therefore,
theusercanperceiverisksthathis/herdatacouldbeusedinaninappropriateway(e.g.,spam
andrentofemaillist tothirdparty),orhis/heraccounthacked.Thispaperconsiderstrustin
thecontextofthecommitment-trusttheoryinrelationshiptomarketing(SirdeshmukhSingh,
&Sabol,2002;Vivek,Beatty,&Morgan,2012),inwhichtrustisdefinedas“confidenceinan
exchangepartner’sreliabilityandintegrity”(Morgan&Hunt,1994,p.23).TheuseofaMAinthe
restaurantindustryfortablebookinginvolvesmultilevelrelationships(Palmatier,2008):interfirm,
individual-to-firm,andinterpersonal.Theuseraddressesfourdifferentlevelsoftrust,trustin:
thesmartphone,serviceproviders,otherclients,andrestaurantmarketers(Yadav,Sharma,&
Tarhini,2016).TrustabouttheMAwillusuallyexpandtoalltherestaurantswhicharelistedin
theapplication(i.e.,theusersbelievethatthereviewsarefair,andtheratingsareindependent).
Conversely,userscanlosetrustintherestaurant,iffalseinformationispublished,oriftheservice
receivedispoor.Gefen(2000)pointedouttheimportanceoftrustanditsinfluenceonbehavioral
intentionasuserswillselectanapplicationonwhichtheyrely.Loyaltyasanattitudinalconcept
dependsonusers’trustinaproductorservice(Cossío-Silva,Revilla-Camacho,Vega-Vázquez,
&Palacios-Florencio,2016).Manystudieshavefocusedontherelationshipbetweentrustand
loyalty (Balogluetal.,2014), twosignificantpredictorsof intention touse.Trust isadirect
antecedentofloyaltybehavior(Balogluetal.,2014)andasignificantpredictorofintentionsto
revisitandspreadpositiveword-of-mouthmessages(aboutusers’experienceinarestaurant)
(Han&Jeong,2013).Thus,theauthorspostulate:
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H3:TrustimpactspositivelythebehavioralintentiontousetheMA.
H4:Trustimpactspositivelyonloyalty.

Loyalty
Loyaltyisacomplexconcept.Itinvolvesrelationshipsbetweenauserandatechnology,betweenauser
andaspecificbrand,andevenbetweenauserandrestaurantestablishments.Loyaltyisconceptualized
asbehavioralorattitudinal,orasacombinationofboth(Almeida-Santana&Moreno-Gil,2018).
Behavioralloyaltyisfoundinrepeatedpurchasesandrecommendations.Astonewtechnologies,
researchersconsidere-loyaltyaskeytodriverevisitstoaWebsite/MAorrepurchasesfrome-or
m-vendors(Ozturk,Nusair,Okumus,&Singh,2017).ThecontextofMAusagecanalsoinfluence
behavioralloyalty(Balakrishnan&Griffiths,2018;Gupta,Pansari,&Kumar,2018).Hoehleand
Venkatesh(2015)defineloyaltyasthedegreetowhichauserhasadeeplyheldcommitmenttore-
patronizeaMA.Inthesituationofbookingatableinarestaurant,auserhasseveralwaystodoit
bygoingtotherestaurant,phone,usingsearchengineonmobiledevices,orusingaMA.Iftheuser
hasdevelopedloyaltytowardonetool,his/herintentiontousethistoolwillbehigher.AsHoehle
andVenkatesh(2015)recommend,theresearchwillfocusontheintentiontouseaMA,andnotto
measurethebrandimpactofaMA.Theauthorspostulatethat:

H5:LoyaltyimpactspositivelythebehavioralintentiontousetheMA.

Moderating effect of Culture
Cultural backgrounds are relevant when determining how consumers meet their needs and their
expectations (Ko,Seo,&Jung,2015;Monga&John,2008).Traditionally, researcherscompare
WesternandAsiancultures.Russiasitsinthemiddleofthetwomajorstreamsofworldhistory–the
EastandtheWest(Berdyaev&Bamford,1992).Therefore,Russiansocietyisoftencharacterized
byacombinationofthevaluesofbothWesternandAsiancultures.However,aphilosophywhich
isknownasthe“specialway,”aparticularlyRussiannationalidea(Belyaev,2012),hasemergedto
replaceperceptionsofthecountryasbackward,botheconomicallyandpolitically(Miller,2012).
Asatouristdestination,theimageandreputationofthecountryarekey,particularlywhenitcomes
todestinations such asRussia,which is in crisis or recovering fromcrisis,with limitedofficial
informationmadeavailabletopotentialvisitors(Andrades&Dimanche,2017).

Astoculturaldifferencesintechnologyacceptance,Gefen(2000)discusseddifferentperceptions
ofWebsitequality.Inthedomainoftourism,Websitesfromvarioussectorshavebeenanalyzedin
depth,particularlyintherestaurantindustry(Johnson&Vanetti,2005;Moreoetal.,2007).Daries,
Cristobal-Fransi,Ferrer-Rosell,andMarine-Roig(2018)foundfewdifferencesbetweenrestaurantWeb
sitesinItaly,Spain,andFrance.Intheirstudy,Italianrestaurantsstoodoutmoreforservices,suchas
theannouncementofnewsandevents,whereasSpanishrestaurantsprovidedmoreinformation(e.g.,
locationandparking).Frenchestablishmentsfocusedonpricesandtouristinformationforthelocal
area(Dariesetal.,2018).CultureimpactsMAusability,asithasaninfluenceonusers’expectations
aboutMAstructureanddesign.

Hypothesis One of Moderating Effect: Culture impacts the relationship between trust (Hm1),
usability(Hm2),andloyalty(Hm3)ontheintentiontouse.

Hypothesis Two of Moderating Effect:Cultureimpactstherelationshipbetweentrust(Hm4)and
usability(Hm5)onloyalty.

Figure1illustratesallthehypotheses.
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MeTHodoLoGy

Theauthorscollecteddataintwocapitals:Paris(France)andMoscow(Russia).Thechoiceofsurvey
destinationswasbasedonthecontextanalysisofrestaurantindustryinthesetwoareas.Theauthors
foundsomesimilaritiesanddifferencesthatcanhelpunderstandtheusers’behavior.

Sample
Forthesamplingstrategy,theauthorsusedanonprobabilityconveniencesample.Theresearchers
collecteddataincooperationwithMAprovidersinParis,forFrance,andinMoscow,forRussia.
InordertoreachtheusersoftheMA,theauthorsincludedaself-administeredonlinesurveyinthe
newslettersofbothcompaniesandpublisheditonFacebookandVK(aRussiansocialnetwork).In
Spring2017,theauthorscollectedasampleof244responsesfromMAusers(123fromParis/Paris
areaand121fromMoscowanditssuburbs)foranalysis.Table1detailsthesocialcharacteristicsof
thesample.Mostrespondents(around55%)weredigitalnatives,bornafter1980andemployed(close
to70%).Theresearchersconductedaquantitativeresearchwiththepartialleastsquaresstructural
equationmodelingapproach(Hair,Ringle,&Sarstedt,2011), toanalyzetherelationshipsof the
model,usingtheSmartPLS3software(Ringle,Wende,&Becker,2014).TheSmartPLS3software
enablesanalysisoftheglobalmodelandofsubgroups,evenincaseofsmallsamplesizes,usingthe
multigroupanalysis.Twosubgroupswereidentifiedbycountry(FranceandRussia).

Measurement Items
The authors adopted measurement items from prior research to build the model (Table 5). The
researchers mobilized Venkatesh et al.’s (2012) scale to measure intention to use, Hoehle and
Venkatesh’s(2015)scaleforusability,andMorganandHunt’s(1994)andVenkateshetal.’s(2011)
studiesfortrust.ThemeasurementitemswereadaptedtothecontextoftheMAuseintherestaurant

Figure 1. Global research model
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business.TheitemsweretranslatedintoRussianandFrench.Thequestionnaireusedtwotypesof
scales:(i)Afive-pointLikertagreementscale(stronglyagree-stronglydisagree);(ii)afive-point
Likertfrequencyscale.Griffin,Babin,andChristensen(2004)indicatedthattheimportantissueof
measurementitemsincross-culturalstudiesisinthetranslationequivalence.Questionswerechecked
by bilingual researchers specialized in marketing for each country:English/French and English/
Russian.Inaddition,academicresearchersprecheckedthemeasurementitems.

ReSULTS ANd FINdINGS

Reliability
Theauthorschecked the reliabilityof theoutermodelbyverifying that theCronbach’salpha is
abovetherecommendedthresholdof0.7and,asFornellandLarcker(1981)recommended,thatthe
compositereliabilityvaluesareallabove0.5(Table2).

Table 1. Professional occupation and age of the responders

Social 
Characteristics Type France % Russia % Total %

Age

18-24 20 16 21 17 41 17

25-34 46 38 50 41 96 39

35-49 28 23 48 40 76 31

>50 29 23 2 2 31 13

Total 123 100 121 100 244 100

Occupation

Manager/
Entrepreneur 21 17 69 57 90 37

Employee 67 54 14 11 81 33

Student 21 17 23 19 44 18

Noactivity 2 2 6 5 8 3

Other 10 8 11 8 21 9

Total 123 100 121 100 244 100

Table 2. Reliability

Cronbach’s Alpha Composite Reliability

Global 
Model France Russia Global 

Model France Russia

IntentiontoUse 0.790 0.806 0.762 0.904 0.912 0.888

Loyalty 0.909 0.898 0.908 0.933 0.925 0.932

Trust 0.870 0.830 0.896 0.939 0.919 0.951

Usability 0.902 0.849 0.940 0.953 0.929 0.971
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Validity
Theaveragevaluesextractedcoefficient,allabovethethresholdof0.5,confirmedtheconvergent
validityoftheoutermodel(Table6).AsHair,Sarstedt,Ringle,andMena(2012)recommended,
theauthors-controlleddiscriminantvaliditybyverifyingthatnoindicatorsareloadinghigheronan
oppositevariableandbyusingtheFornell-Larckercriterion(1981)(Table7).Resultsconfirmthe
validityandreliabilityoftheoutermodel.

Inner Model
Inordertotesttheinnermodel,theR2,f2,andQ2valuesofthevariablesarecontrolled.Therelationship
betweenthevariablesareestimatedbyanalyzingthatthepathcoefficients(β)areabove0.200,t-values
are>at1.96,andp-valuesbelow0.05(Figure2).Themodelexplainsthat55.1%ofintentiontouse

isdeterminedbyloyalty(β=0.660,t=9.895,p=0.000),butnotbytrust(β=0.038,t=0.569,p=0.570)
andusability(β=0.086,t=1.193,p=0.234).Thesizeeffectvaluef2at0.502confirmsthehugeimpact
ofloyaltyonintentiontouse.Therefore,H5isvalidated,andH1andH3arerejected(Table3).

TheR2(0.483)indicatesthatthemodelexplainsasignificantamountofthevarianceofloyalty
whichisdeterminedbytrust(β=0.502,t=7.744,p=0.000)andusabilityconstructs(β=0.242,t=3.438,
p=0.001).Nevertheless,theimpactoftrustishigher(f2=0.245)thanthatofusability(f2=0.057).
H4andH2arebothvalidated.ThevaluesofQ2,allabove0(Henseler,Ringle,&Sinkovics,2009),
confirmthegoodpredictiverelevanceofthemodelintentiontouse(0.426)andloyalty(0.330).The
qualityofthehypotheticalmodelisbothconfirmedbythestandardizedrootmeansquareresidual
at0.056,belowtherecommendedthresholdof0.1(Henseler,Hubona,&Ray,2016)andbythe
goodnessoffitat0.66(Latan&Ghozali,2012).

Onthefivehypotheses,threearevalidatedandtwoarerejected.Thehypothesesregardingthe
moderatingeffectarediscussedbelow.

Figure 2. Results of the global model
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Moderating effect of Country
Theauthorsused thebootstrappingprocedure tomeasure the impactofacountryonall the
relationshipsofthemodel.Table4summarizestheresults.Theimpactofloyaltyonintention
touseispositive,direct,andsignificant,eveniftheβishigherinFrance(0.856)thaninRussia
(0.319).Therefore,Hm3isrejected.Theimpactofusabilityonintentiontouseisrejectedby

bothcountries,astheβandthet-valuesarebelowtherecommendedthresholds,andthep-values
areabove0.05 (France:β=0.042, t=0.791,p=0.429;Russia:β=0.015, t=0.115,p=
0.909).Thus,Hm2isrejected.Trusthasapositive,significant,anddirectimpactonloyaltyfor
France(β=0.327,t=3.677,p=0.000)andRussia(β=0.682,t=5.703,p=0.000),therefore
thehypothesisHm4isrejected.TheβinRussia(0.682)ishigherthaninFrance(0.327).The
researchersidentifieddifferencesinresults:(1)Theimpactoftrustonintentiontouseispositive,
direct,andsignificantinRussia(β=0.425,t=2.961,p=0.003),buthasbeenrejectedinFrance
(β=-0.044,t=0.687,p=0.492);thus,Hm1isvalidated;(2)theimpactofusabilityonloyalty
ispositive,direct,andsignificantinFrance(β=0.362,t=3.608,p=0.000),butnotinRussia,
wheretheβ(0.083)isbelow0.200,thet-value(0.640)below1.96,andthep-value(0.523)is
above0.05.Therefore,Hm5isvalidated.

Onthefivehypothesesmeasuringmoderatingeffectofcultureonallrelationshipsofthemodel,
threearerejected,asnodifferencehasbeenidentified(Hm2,Hm3,andHm4),andtwovalidated
(Hm1andHm5).

Table 3. Test of the hypotheses (O = rejected, X = validated)

Construct Predictor R2 f2 β t-Value p-Value Q2 H

Intentiontouse

0.551 0.426

Loyalty 0.502 0.660 9.895 0.000 X

Trust 0.001 0.038 0.569 0.570 0

Usability 0.008 0.086 1.193 0.234 0

Loyalty

0.483 0.330

Trust 0.245 0.502 7.744 0.000 X

Usability 0.057 0.242 3.438 0.001 X

Table 4. Moderating effect of country

France Russia

Path 
Coefficient t-Values p-Values H Path Coefficient t-Values p-Values H

Loyalty->IntentiontoUse 0.856 17.829 0.000 X 0.319 2.343 0.019 X

Trust->IntentiontoUse (-0.044) 0.687 0.492 O 0.425 2.961 0.003 X

Trust->Loyalty 0.327 3.677 0.000 X 0.682 5.703 0.000 X

Usability->IntentiontoUse 0.042 0.791 0.429 O 0.015 0.115 0.909 O

Usability->Loyalty 0.362 3.608 0.000 X 0.083 0.640 0.523 O
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dISCUSSIoN

ThispaperaddressesthetheoreticalbackgroundofaMAintherestaurantindustry,mainlyrelated
tousers’intentiontouse.Fewstudieshaveexaminedtheadoptionofmobiletechnologyindifferent
contexts(Kim,Kim,&Wachter,2013;Silic&Back,2016).Oneofthepredictorsoftheintention
tousetheauthorsdiscussedisusability,consideredkeyforthesuccessofaMA(Shitkova,Holler,
Heide,Clever&Becker,2015).Usabilityallowsindividualstouseproductsandservicesmoreeasily.
Poorusabilityreducestheuser’sproductivityandenjoyment(Shitkovaetal.,2015).Eventhemost
loyaluserwillstopusingaMAinthecaseofpoorusabilityordesignissues(Hoehle&Venkatesh,
2015).HoehleandVenkatesh(2015)foundthepositiveeffectofusabilityoncontinuedintentionto
use.Someauthorsfoundthatusabilitywillnotnecessarilyresultinapositiveimpactonintentionto
use(Chen&Yen,2004),dependingoncomplexityanddesign.Thispaperconfirmsthatusability
doesnotinfluenceintentiontouseaMAfortheglobalsample.Applicationsaresimpletouseand
obvious.Nevertheless,theauthorsfoundadirectlinkbetweenusabilityandloyalty,confirmingHoehle
andVenkatesh’s(2015)study.Anonsignificantrelationship,betweenusabilityandintentiontouse
impliesthatintentiontouseaMA,mightdependonotherfactorsthanusability(Belancheetal.,2012).

Manyresearchersindifferentcontexts(i.e.,m-bankingandm-commerce)testedandconfirmed
theimpactoftrustontechnologyadoptionanduse(Bansaletal.,2016;Venkateshetal.,2011).The
developmentofmobiletechnologyhasresultedinprivacyconcernsaboutthedisclosureofpersonal
data(Bansaletal.,2016).However,thebookingofatableusingmobiledevicesrequiresaminimum
ofpersonaldata.Therefore,theimpactoftrustontheintentiontouseisnotsignificant;indeed,users
perceivelittleriskwhenusingtheMA,asnofinancialtransactionisrequired(Hillman&Neustaedter,
2017).Ontheotherhand, thisstudyconfirms the impactof truston loyalty, inaccordancewith
previousstudies(Hong&Cho,2011;Hong,2018).Furthermore,thepositiveeffectofloyaltyon
intentiontouseisconfirmed,thus,astheauthorsexpected,loyalusersintendtouseaproductor
servicemorelikely(Balakrishnan&Griffiths,2018).Researchers,whohaveempiricallyexamined
the relationshipbetween trust and loyalty, found that trust is akeydeterminantofbrand loyalty
(Chaudhuri&Holbrook,2001;Flavián,Guinalíu,&Gurrea,2006;Lin&Wang,2006).Inlinewith
m-commercestudies,priorresearchinm-bookingsuggestedthatuserswillnotbecomeinvolvedinthe
useofMAs,iftheydonottrustthem,andthattrustplaysamajorroleinusers’attitudesandloyalty
(Ozturketal.,2017).Thispaperalsopresentsananalysisofthemoderatingroleofculture.Indeed,
theoriginalityofthisresearchliesinthecross-culturalcomparisonofFrenchandRussianusers.The
twocountriesaredifferentbytheireconomicdevelopment,purchasingpowerofpopulation,number
ofsmartphoneusers,andnumberofrestaurants,buttheapplicationsproposesimilarfeatures.

FewresearchesdiscusstheacceptanceoftechnologyinRussia(Ivanov,Webster,&Garenko,
2018),despitetheabilityoflocaldeveloperstocreatedifferentlow-costMAs.Intermsoftechnology,
Russiarepresentsspecificmarketsbyhavingitsownsearchingengineandsocialnetworks(Gokhberg
&Sokolov,2017).Onlytworelationshipsofthemodelareimpactedbyculture:(1)Trustandintention
touse(validatedinRussia,rejectedinFrance),and(2)usabilityandloyalty(validatedinFrance
andrejectedinRussia).Cultureisviewedfromseveraldifferentperspectivesintechnologyuseand
adoptionresearch(Hofstede,2001;Hofstede&Minkov,2010).Theimpactoftrustonintentionto
useiscloselyconnectedwithattitudestoprivacythatdifferfromcountrytocountry(Lee&Rha,
2016;Wu,Huang,Yen,&Popova,2012).Smith,Milberg,andBurke(1996),byinvestigatingcultural
influencesonattitudestoprivacy,foundthatitdependsoncountry’sprivacyregulation.Asaresult,
in countries with noprivacy regulation, but with high government involvement, concerns about
privacyareatalowlevel.Thus,notrustisinvolvedinthedisclosureofpersonaldata.Whenprivacy
regulationincreases,privacyconcernsalsoincrease,uptothepointwhereprivacyregulationisat
thehighestlevel.PrivacyregulationintheEuropeanUnion(Hodges,2018)andFrance(Gauzente,
2003)confirmstheresultsregardingtherelationshipbetweentrustandintentiontouse.Ontheother
hand,Russianprivacyregulation(Gudkov,Dedkova,&Dudina,2018)leavesacertainamountof
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roomfor interpretation,meaning thatahigh levelof trust isneeded toreduceprivacyconcerns,
eveniftheuseofaMAdoesnotinvolveafinancialtransaction.Inthisresearch,theauthorsused
twoMAs.Thedifferenceindesign,functionality,andbranding(Stoll,Pina,Gary,&Amresh,2017)
significantlyinfluencedattitudestowardMAusabilityand,consequently,therelationbetweenusability
andm-loyalty(Hoehle&Venkatesh,2015;Shitkovaetal.,2015).Thestrongeffectidentifiedinthe
FrenchgroupmightdependonthegreaterusabilityoftheMA(Malik,Suresh,&Sharma,2017).
Nevertheless,aculturalmoderatingeffectliesinthedifferentleveloftheimportanceofusability–high
inFranceandlowinRussia–inrelationtoMAloyalty.Frenchusers’loyaltycorrelateswithlevelof
satisfactionwithanapplicationandisinlinewithpriorstudies(Belancheetal.,2012;Kim&Eom,
2002).TheauthorsfoundthatnoeffectofusabilityonloyaltyintheRussiangroupcorrelateswith
trusttransfer(Yadavetal.,2016).Inotherwords,attitudestowardaMAwerepositivebecauseof
generallypositiveattitudestowardthebrandoftheMAasawell-knownbrandforrestaurantservices.

CoNCLUSIoN

Theimportantapproachofthisresearchisacross-culturalcomparisonbetweenFranceandRussia
intherestaurantindustry.Indeed,thisisthefirststudycomparingRussiawithaWesterncountry.
Thepurposeoftheresearchwasmainlytoanalyzeifculturaldifferencescouldaffecttherelationship
betweenthevariablesofthemodel.Findingsareusefulforboththeorydevelopmentandpractice.
Thestudyinvestigated:(1)Trustasanimportantvariablefortechnologyadoption;(2)loyalty,that
isadesiredmarketingoutcome;(3)usability,whichisamajorelementofaMA.Eachresultwas
expressed for three groups: Global sample, and Russian and French groups to explore possible
differences.Fromatheoreticalpointofview,theauthorshighlightedkeyroles,suchaseconomic
development,purchasingpower,politic stabilityor the respondent’sprofile (older inRussiaand
withmanagementposition).Resultsconfirmthattrustimpactsintentiontouse(Bansaletal.,2016;
Hillman&Neustaedter,2017),butonlyfortheRussiangroup,andnotfortheglobalsampleandfor
theFrenchgroup.Thus,strongerlegalregulationinFrancedecreasedtheconcernsandsignificance
oftrust,ontheotherhandlessclearlegislationinRussiarequirestrustintechnology.Ontheopposite,
usabilityimpactsloyalty,asotherresearchesconfirmed(Belancheetal.,2012;Kim&Eom,2002)for
theglobalsampleandtheFrenchgroup,butnottheRussianone.Fromamanagerialpointofview,
theunderstandingofusabilityconstructscouldhelpdeveloperstoimproveMA.Culturalcomparison
showedthesimilaritiesanddifferencesof intention touseaMA,whichmightbe interestingfor
internationalMAproviders.However,thisresearchhassomelimitations.First,inordertobeconsistent,
theauthorsdecidedtosubmitthequestionnairetousersfromtwomajorMAs(oneinFranceand
oneinRussia)withidenticalfunctionalities,toguaranteethatrespondentswouldusethesimilartool
intheirlocalcountry.Nevertheless,somespecificdesign,characteristics,andpromotionsofeach
MAcaninfluencetheuser’sperceptionoftheMA.Second,respondentsarerepresentativesofthe
middleandupper-middleclassesinbothcountriestheauthorssurveyed,andtheyarethereforenot
representativeoftheglobalpopulation.Finally,thestudyfocusedononlytwocountriesandthetwo
capitals,soresultscoulddifferinothercountrieswithdifferentculturesorinsmallercities.

FUTURe ReSeARCH

Itwouldbeusefultotest themodelinotherdomains,suchastourism(e.g.,museumsbooking),
hospitalityindustry(e.g.,hotelsbooking),oraccompanyingservices(e.g.,taxi).Otherresearchcould
alsoreplicatethemodelusingotherMAforrestaurants.Inaddition,themodelshouldbetestedin
countrieswithadifferentculture,suchastheAsianculture(China/Japan/SouthKorea)ortheAnglo-
Saxonculture(UnitedStatesofAmerica/UnitedKingdom).
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APPeNdIX

Table 5. Measurement items

Construct Item Question Theoretical 
Justification

Intentiontouse
ITU1 1.Iwillalwaystrytouseamobileapplicationinmydaily

life. Venkatesh,Thong,
andXu(2012)

ITU2 2.Iplantocontinuetouseamobileapplicationfrequently.

Usability

USABILITY1 1.Overall,Ithinkthemobileapplicationisdesignedwell. Hoehleand
Venkatesh(2015);
Venkateshand
Ramesh(2006)

USABILITY2 2.Overall,Ithinkthemobileapplicationstructures
informationeffectively.

Trust
TRUST1 1.Theinformationamobileapplicationprovidesisalways

honest. Palmatier(2008)
TRUST2 2.Themobileapplicationistrustworthy.

Loyalty

LOYALTY1 1.Imakemorethan50%ofmyrestaurantreservationsusing
amobileapplication.

Hoehleand
Venkatesh(2015);
Sirdeshmukhetal.
(2002).

LOYALTY2 2.Iuseamobileapplicationtheverynexttimetochoosea
restaurant.

LOYALTY3 3.Iencouragefriendsandrelativestobecustomersofthe
mobileapplication.

LOYALTY4 4.Iwillusemoreservicesthemobileapplicationoffersinthe
nextfewmonths/years.

LOYALTY5 5.Iconsiderthemobileapplicationtobemyfirstchoice.

Table 6. Average value extracted

Average Value

IntentiontoUse 0.825

Loyalty 0.735

Trust 0.884

Usability 0.910

Table 7. Fornell-Larcker criterion

Intention to Use Loyalty Trust Usability

IntentiontoUse 0.908

Loyalty 0.737 0.857

Trust 0.543 0.673 0.940

Usability 0.507 0.596 0.705 0.954
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