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Given the importance of data safety for psychology, the present study investigated the influence of data leaking scandal on campus customers’ financial consumption behaviors at intelligent tourism platforms in China, and explored the roles that individual characteristics play in this process by focusing on a set of participants from colleges. Data were collected through sending out an online questionnaire, where respondents were asked to finish a series of questions about their background information, their trust, future consuming intention, and defensive behaviors toward intelligent platforms. After they finished these questions, a short description about an online tourism platform leaking customers’ personal information was presented to the respondents, following which they were asked to report about their future consuming intentions and defensive behaviors again. In total, 236 participants of college students and teachers were recruited. Paired samples mean comparison showed that after the stimulus was presented, the respondents had a significant decrease in future financial consumption intention, and a significant increase in defensive behaviors toward online tourism platforms due to risks perceived. Multiple regression analysis was conducted subsequently to investigate individual characteristics that may account for part of the decrease (increase) in consuming intention (defensive behaviors). Results showed that, customers with higher level of trust and monthly income, as well as older customers, tend to experience higher level of decrease in consuming intention, and increase in defensive behaviors. These findings highlighted the importance of online tourism platforms guaranteeing data security of their customers.
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Introduction

In the era of business intelligence, data has been accepted as a new factor of production, and the correlation between personal data holding and business competitiveness has become more and more significant (Müller et al., 2018; Lee et al., 2020). The “big data” environment also intensifies the occurrence of data leakage. At present, mobile applications (APPs) have penetrated into social networking, video, e-commerce, travel and other fields, and the scale of data involved far exceeds that of traditional industries. In order to stimulate the potential commercial value of personal data, the phenomenon of excessive collection of personal data by APPs has repeatedly occurred, and the problem of how to use and whether to protect personal data by apps that excessively collect personal data is closely related to the personal rights and interests of users. In the past few years, the occurrence of information leakage of college students still cannot be eliminated, when serious information leakage will affect the mental health of college students. Zhou (2019) puts forward that as college students’ life practices become closely related to mobile applications, the daily arrangements of Chinese college students are almost full of them. However, every transaction means that we are exposed to risk, and the dynamics and fragmentation of the transmission of personal identity and financial information make leaks frequent. The psychological and mental health impact on students as a result of financial and private data breaches is thought to be significant and is most pronounced in developing countries (Ysseldyk et al., 2019).

In 2020, China’s Ministry of Industry and Information Technology punished 15 APPs for collecting personal information without permission, excessively claiming permission, and sharing it with third parties. Obviously, APP’s improper acquisition and inadequate protection of data result in massive data leakage, which seriously threatens the security of users’ personal information. The issue of online platforms leaking customers’ private data (e.g., credit card information) has attracted increasing attention, as it may cause serious consequences such as reduction in customers’ consumption intentions to continue visiting these platforms (see Baruh et al., 2017 for a meta-analytical review). Among which, leaking of personal data hold by online tourism platforms may be particularly concerning, since these data cover customers’ sensitive financial and personal information such as flight and hotel reservation and price (Cui et al., 2015). As a matter of fact, the scandal that one of the biggest tourism platforms in China leaked customers’ personal data has caused public panic about data security (Cui et al., 2015).

Nevertheless, previous studies rarely looked into how a data leaking scandal of online tourism platforms may affect customers’ financial consumption behaviors. Specific data development of current tourism platforms will be briefly discussed in the literature review. “Smart tourism” is an important development direction in China (Wang et al., 2021). At present, people in Chinese campus, such as college students, have largely relied on smart or intelligent travel platforms such as Ctrip to make travel arrangements. In the process of incorporating business intelligence into intelligent travel platforms, there are often improper push algorithms and data protection methods. In addition, intelligent tourism platforms often need to obtain users’ multiple privacy information and financial information. It has been reported that a large number of users’ bank card information (including cardholder’s name and ID card, bank card number, CVV code) was leaked on a famous smart tourism platform due to no protection in secure payment log. The scandal caused widespread social anxiety and flooded banks with inquiries. It is worth noting that college students are one of the main groups of victims due to their low awareness of prevention. These incidents pose a great threat to students’ spiritual and life safety. The present study therefore aimed to investigate this issue and also explored the role that individual characteristic (e.g., trust toward the platform) play in this process.



Literature review

The diversified functions and convenience offered by the online tourism platforms makes it a priority for most potential customers planning to travel to get more help from the Internet when buying airline tickets, booking accommodation or researching attractions (Qinghao, 2022; Yuan et al., 2022). Therefore, Song and Liu (2017) points out that enterprises in the online tourism industry are increasingly using “big data” to generate new methods of decision-making, opportunities, and overall performance. This is reflected in a wide range of information technology tools that generally connect disparate information from different systems to each other to improve decision making (Niu et al., 2021). For example, Kim et al. (2021) points that the current big data technology and the support provided by Record Data can reduce the load bearing pressure and advance preparation of scenic spots by understanding the user’s preference for travel time. However, Höpken et al. (2020) points out that these original data are often processed by various clustering technologies through thresholds. In some cases, the data also involves photos and GPS tags to identify points people are interested in and learn about users’ preferences. This means that information about latitude and longitude locations, as well as personal privacy, is at risk if not kept properly, despite the best intentions of such data (Vu et al., 2018). In addition, Kovács et al. (2021) also mentions that similar data acquisition approaches include travel activity records using mobile social media data. Data created in certain social media platforms about check-ins can be analyzed to identify travel patterns of visitors (Hasnat and Hasan, 2018). Available data generally contains a wealth of information about location, activities, and time spent. Therefore, by reconstructing site registration data, practitioners can analyze visitor movements (Li et al., 2019). Some scholars concern about the privacy risks on personal mobility (Masseno and Santos, 2018), however, it hasn’t raised much attention.

This paper argues that the financial risks of tourism platforms are underestimated in China. At present, with the continuous development of Internet and communication technology in China, the way of tourism information processing and transaction has changed from traditional face-to-face to electronic, a large number of financial traces related to tourism transactions therefore have been left. Shrestha et al. (2020) points out that these financial traces are reflected in a variety of tourism information, such as planning, information search and booking before a trip, and booking and post-trip experience sharing. In addition, it is worth mentioning that Marzouk (2022) added that the process of these financial activities is also accompanied by recommendations, and the information of photo uploading and other social media interactive activities should also be paid attention to. Volo (2020) points out that for online tourism platforms, these large, unstructured and complex electronic traces, or “tourism big data,” constitute the basis for mining user behaviors. Qiu and Qi (2020) believes that through data integration and analysis, hidden patterns and mutual relations in the tourism field can be found. For example, Xie et al. (2021) used big data analysis to reveal the behavioral economic model of tourism consumption. Jia et al. (2022) created a financial platform of smart tourism based on big data platform, and proposes the construction mode and path to maximize the benefits of “smart tourism.” However, the risk of financial information disclosure and the risk of privacy disclosure mentioned above have been neglected in the current research. Pencarelli (2020) points out that with the popularity of the Internet, more and more citizens have changed their trading and consumption habits, from customizing travel products in travel agencies to more inclined to trade online. At present in China, tourism complaints easily become hot spots on the Internet during holidays, among which young people, especially college students, are one of the victims. However, there is a lack of research on these phenomena in China. But it is not limited to China, there are similar situations in western countries. Travel company Carnival Corporation, for example, had a data leakage. Hackers had accessed the travel company’s employees’ electronic accounts without authorization, obtaining private data such as names, addresses, social security numbers, passports, driver’s licenses, and health information, as well as financial data such as credit cards and financial accounts. Considering that there is still a lack of research on this aspect, this paper conducts a pilot discussion on the impacts of data leakage about tourism platform.



Methods


Procedure and participants

An online survey questionnaire was prepared and conducted in Wenjuanxing1 which is a Chinese popular survey platform. Finally, 236 participants from colleges in Heilongjiang and Guizhou Provinces were recruited. This sample size is decided beforehand by using G*power, that the sample size to detect an effect of 0.2 with 90% power in t-tests is 207. The sample was balanced in gender (104 male, 44%), was diverse in age, with participant from age groups (1) under 19 (N = 5), (2) between 19 and 30 (N = 90), (3) between 30 and 40 (N = 61), (4) between 40 and 50 (N = 57), and (5) above 50 (N = 23) years old. The sample also includes participants with different levels of monthly income, such as (1) below 3,000 (N = 33), (2) between 3,000 and 6,000 (N = 70), (3) between 6,000 and 9,000 (N = 70), (4) between 9,000 and 12,000 (N = 34), (5) between 12,000 and 15,000 (N = 18), and (6) above 15,000 yuan (N = 11). In the questionnaire, the respondents were firstly asked to finish questions about their demographic information, and several questions about their trust toward online tourism platforms, intention to continue consuming in online tourism platforms, and defensive behaviors due to perceived risks toward online tourism platforms. After finishing these questions, the respondents were presented a description about an online tourism platform leaking customers’ personal data (e.g., name and credit card information). After this stimulus was presented, the respondents were asked to answer questions about their future intention and defensive behaviors toward online tourism platforms again. Such process design was inspired by Chen and Zhang (2021) and Zhang et al. (2022).



Measurements

Customers’ Future Consuming Intention was measured with five items tapping customers’ willingness to use tourism platforms in the future, such as, In the future, I am willing to continue consuming in online tourism platforms. These items are adapted from Questionnaire measuring Customers’ Promotion-focused Behavior from Lwin et al. (2015), and the reliability and validity of this questionnaire have been proved in previous research (Lwin et al., 2015). These items also showed high reliability (Cronbach’s alpha = 0.94) and construct validity (standardized factor loadings ranging from 0.85 to 0.90) in the present study. Customers’ Defensive Behaviors toward online tourism platforms was measured by five items reflecting their requests and actions to prevent tourism platforms from getting further contact with them, such as, In the future, I will ask online tourism platforms to stop using my personal information. These items were adapted from the questionnaire measuring Customers’ Prevention-focused Behaviors by Lwin et al. (2015). The original questionnaire showed adequate statistical properties (Lwin et al., 2015), and in the present study, these items also showed high reliability (Cronbach’s alpha = 0.95) and construct validity (factor loadings ranging from 0.87 to 0.90). The respondents’ Trust toward Online Tourism Platforms was measured with five items about their positive beliefs about the reputation of the tourism platform, such as I believe online tourism platforms are honest and trustworthy. These items were developed based on the questionnaire measuring customers’ Trust in Online Retailing from Mukherjee and Nath (2007). One item is reversely worded and was recoded so that a higher score on this scale reflecting customers’ higher level of trust on tourism platforms. The original questionnaire had good reliability and validity in previous research (Mukherjee and Nath, 2007). These items also showed high reliability (Cronbach’s alpha = 0.94) and construct validity (factor loadings ranging from 0.85 to 0.90) in our sample. For all the items, the respondents needed to indicate to what extent they agree with the statements on a 5-point scale, from one (No, I totally disagree) to five (Yes, I totally agree). Therefore, a higher score on the construct reflect a higher level of the measured traits.



Analysis

Data were analysis in SPSS 25. As respondents were asked to finish all the questions, no missing values was present in our data. To investigate the influence of the data leaking scandal on customers’ consuming behaviors, we conducted paired sample t-tests, to compare the mean scores on Future Consuming Intention and Defensive Behaviors before and after the stimulus was presented. Cohen’s d was reported to indicate whether a significant effect was small (> 0.2), medium (> 0.2 and < 0.5), or large (> 0.8; Cohen, 1988). To further investigate the roles of customers’ individual characteristics in shaping their responses to the stimuli, multiple regression analysis was used, taking customers’ trust toward tourism platforms, gender, age, and monthly income as independent variables. The difference score in Future Consuming Intention (Defensive Behaviors) before and after the stimuli was calculated and taken as the dependent variables. Regression coefficients were all standardized to indicate whether significant effects were small (> 0.1), medium (> 0.1 and < 0.3), or large (> 0.5; Cohen, 1988). Based on the theoretical model proposed by Lwin et al. (2015), we developed the models as follows:
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where consuming behaviors refers to customers’ future consuming intention or defensive behaviors toward online tourism platforms.




Results

Descriptive statistics and correlations between studied variables are present in Table 1. As it can be seen, there was a drop in the mean scores in Future Consuming Intention before and after presenting the stimulus, and the two scores were moderately correlated (r = 0.33, p < 0.01). On the contrary, there was an increase in the mean scores of Defensive Behavior before and after the stimulus is presented, also with a moderate correlation between the two scores (r = 0.33, p < 0.01).


TABLE 1    Descriptive statistics and correlations between studied variables.
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Results of mean comparisons and regression analysis are presented in Table 2. After the data leaking scandal was presented, the respondents’ Future Consuming Intention decreased significantly (Mean difference = 1.37, p < 0.001), with a larger effect size (Cohen’s d = 0.96). On the contrary, the customers’ Defensive Behavior increased significantly after the stimuli was presented (Mean difference = 1.29, p < 0.001), with a large effect (Cohen’s d = 0.91).


TABLE 2    Results of mean comparisons and regression analysis.
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To further investigate factors affecting the decrease in customers’ Future Consuming Intention and the increase in their Defensive Behavior, the difference scores were made by subtracting lower scores from higher scores, and were included in multiple regressions as dependent variables. The results showed that customers Trust toward tourism platforms had significantly positive effects on the decrease in Future Consuming Intention (Beta = 0.39, p < 0.001), and the increase in Defensive Behavior (Beta = 0.43, p < 0.001). Customers’ age also had significantly positive effects on the decrease in Future Consuming Intention (Beta = 0.13, p = 0.026), and the increase in Defensive Behavior (Beta = 0.12, p = 0.037), indicating that older customers are more tended to decrease their intentions and increase their defensive behaviors after knowing the scandal. In addition, customers’ Monthly Income had significantly positive effects on the decrease in Future Consuming Intention (Beta = 0.23, p < 0.001), and the increase in Defensive Behavior (Beta = 0.20, p < 0.001), indicating that customers with higher income are more likely to reduce their intention and take defensive actions toward data leaking. These models explained 23.6% of the variances in Decrease in Consuming Intention, and 24.3% of the variances in Increase in Defensive Behaviors.



Discussion

The present study investigated the influence of a data leaking scandal on campus people’s consuming behaviors at online tourism platforms in China. Two major findings came out of the present study. First, customers in campus reduced their intentions to continue using online tourism platforms and increased defensive attempts toward these platforms after a stimulus about a data leaking scandal was shown. Second, in the process of decreasing intentions and increasing defensive behaviors, campus customers’ individual characteristics such as trust toward tourism platforms play important roles.

The decrease in future consuming intentions and increase in defensive behaviors confirmed the seriousness of the negative effect of data leaking scandals on tourism platforms. This finding is in line with findings from previous studies that when customers feel concerned about security in online purchasing, their purchasing loyalty tends to decline (Cui et al., 2015). Considering that presenting a vignette can already produce such large effects, this study highlights the importance of data security to keep customers. Therefore, online tourism platforms should pay close attention to prevent data leaking, such as developing a detailed data security working manual (Liu et al., 2018). Otherwise, they may face severe credit crisis and substantial losses of profits.

In addition, the present study found that customers with higher trust toward tourism platforms tend to act more strongly toward the data leaking scandal. This finding confirms the argument made by Yun et al. (2014) that some individual characteristics may moderate the relationships between privacy risk and customers’ willingness to transact or provide personal information. A plausible reason is that customers with a higher trust may feel more offended and betrayed, and as a result, they would feel more disappointed about tourism platforms and take more harsh actions. This result indicates that, online tourism platforms may need to take good care of loyal customers that are more attached to their services. In face of data leaking, these customers may take more intense reactions and therefore may bring dramatic losses to online tourism platforms. Moreover, customers with higher income also tend to reduce their intentions and conduct defensive behaviors to a higher degree. This might be that customers with higher incomes often care more about their privacy, such as information about their credit card. This finding again warrants online tourism platforms, as customers with higher income usually tend to spend more and therefore losing this group of customers brings more economic losses. Similarly, older customers are more tempered to reduce their intentions and take defensive actions after reading about the data leaking scandal. A possible explanation is that older customers are often more conservative about online shopping, and therefore tend to refrain from consuming online once they are informed of the risk of data leaking. Taken together, these findings address an important issue that some groups of people may have stronger opinions about data leaking and therefore online tourism platforms may particularly take care of data security to win their trust.



Conclusion

Through investigating Chinese college students and teachers’ reactions toward a data leaking scandal of an online tourism platform, the present study found that when informed of the potential risk of data leaking, customers tend to decrease their intentions to continue consuming in online tourism platforms, and increase their defensive behaviors toward these platforms, such as disallowing these platforms to use their personal information. Furthermore, individual characteristics play a role in shaping their reactions toward the data leaking scandal. College students and teachers with higher trust toward online tourism platforms, as well as older participants and participants with higher monthly income, tend to reduce future consuming intentions to a higher degree, and display higher level of defensive behaviors. Altogether, these findings address an important issue that data leaking can cause seriously negative effects to online tourism platforms. It is also found people on campus are one of the most vulnerable groups, especially college students. Given the stress of past data breaches, the present study advocate tourism platforms should think highly of data safety. This especially applies to specific groups of customers, as they tend to react even more strongly toward data leaking issues.

The present study is one of the first few studies to explore the influence of data leaking on campus customers’ behaviors at online tourism platforms, and this study shed light on the importance of promoting data security in campus. However, several limitations still need to be accounted and future research may further explore related issues based on our findings. First, we examined the influence of a data leaking scandal by presenting a stimulus to campus customers and mainly focused on campus customers’ instant reactions toward the information, and were not able to investigate the long-term effect of a data leaking scandal. Future research may therefore conduct longitudinal study to track how customers may react to a data leaking scandal in a long run. Second, although we already included customers’ individual characteristics such as trust toward tourism platforms, some other interesting characteristics were not discussed in the present study (e.g., customers’ privacy concern), future research may therefore include these characteristics as well and discuss their roles in shaping customers’ reactions toward a data leaking scandal.



Data availability statement

The original contributions presented in the study are included in the article/supplementary material, further inquiries can be directed to the corresponding author/s.



Author contributions

MF and BH performed material preparation, data collection, and analysis. MF and HW wrote the first draft of the manuscript. YT drafted and edited the revised manuscript. All authors read and approved the final manuscript and contributed to the study conception and design and all authors commented on previous versions of the manuscript.



Funding

This work was supported by academic funding project for Heilongjiang philosophy and social science planning project: Research on the path of the integration of ice and snow tourism and cultural industry in Heilongjiang Province (Project No. 19JYC123).



Acknowledgments

This research thanks for the comments from reviewers.


 
Conflict of interest

The authors declare that the research was conducted in the absence of any commercial or financial relationships that could be construed as a potential conflict of interest.



Publisher’s note

All claims expressed in this article are solely those of the authors and do not necessarily represent those of their affiliated organizations, or those of the publisher, the editors and the reviewers. Any product that may be evaluated in this article, or claim that may be made by its manufacturer, is not guaranteed or endorsed by the publisher.


Footnotes

1     www.wjx.cn


References

Baruh, L., Secinti, E., and Cemalcilar, Z. (2017). Online privacy concerns and privacy management: a meta-analytical review. J. Commun. 67, 26–53. doi: 10.1111/jcom.12276

Chen, M., and Zhang, W. H. (2021). Purchase intention for hydrogen automobile among Chinese citizens: the influence of environmental concern and perceived social value. Int. J. Hydrog. Energy 46, 18000–18010. doi: 10.1016/j.ijhydene.2020.11.099

Cohen, J. (1988). Statistical Power Analysis for the Behavioral Sciences, (2nd Edn). Hillsdale, NJ: Lawrence Erlbaum Associates, Publishers

Cui, F., Lin, D., and Huang, Y. (2015). “The impact of perceived security on consumer E-loyalty,” in 2015 IEEE First International Conference on Big Data Computing Service and Applications, (Washington, DC: IEEE Computer Society), 314–322. doi: 10.1109/BigDataService.2015.41

Hasnat, M. M., and Hasan, S. (2018). Identifying tourists and analyzing spatial patterns of their destinations from location-based social media data. Transp. Res. C Emerg. Technol. 96, 38–54. doi: 10.1016/j.trc.2018.09.006

Höpken, W., Müller, M., Fuchs, M., and Lexhagen, M. (2020). Flickr data for analysing tourists’ spatial behaviour and movement patterns: a comparison of clustering techniques. J. Hosp. Tour. Technol. 11, 69–82. doi: 10.1108/JHTT-08-2017-0059

Jia, Q., Cui, Y., Liu, E., Young, J., Polly, Y., Sun, W., et al. (2022). Construction and Design of a Smart Tourism Model Based on Big Data Technologies. Mob. Inf. Syst. 2022:1120541. doi: 10.1155/2022/1120541

Kim, S., Filimonau, V., and Dickinson, J. E. (2021). Tourist perception of the value of time on holidays: implications for the time use rebound effect and sustainable travel practice. J. Travel Res. 00472875211064636. doi: 10.1177/00472875211064636

Kovács, Z., Vida, G., Elekes, Á, and Kovalcsik, T. (2021). Combining social media and mobile positioning data in the analysis of tourist flows: a case study from Szeged, Hungary. Sustainability 13:2926. doi: 10.3390/su13052926

Lee, M., Cai, Y. M., DeFranco, A., and Lee, J. (2020). Exploring influential factors affecting guest satisfaction: big data and business analytics in consumer-generated reviews. J. Hosp. Tour. Technol. 11, 137–153. doi: 10.1108/JHTT-07-2018-0054

Li, Y., Yang, L., Shen, H., and Wu, Z. (2019). Modeling intra-destination travel behavior of tourists through spatio-temporal analysis. J. Dest. Mark. Manage. 11, 260–269. doi: 10.1155/2021/6323357

Liu, Y., Wang, J., Shao, X., and Li, J. (2018). The current situation and development trend of China’s tourism e-commerce. Int. J. Tour. Sci. 18, 312–324. doi: 10.1080/15980634.2018.1551316

Lwin, M., Wirtz, J., and Stanaland, A. J. S. (2015). The privacy dyad: antecedents of promotion- and prevention- focused online privacy behaviors and the mediating role of trust and privacy concern. Internet Res. 26, 919–941. doi: 10.1108/IntR-05-2014-0134

Marzouk, A. M. (2022). Egypt’s image as a tourist destination: an exploratory analysis of DMO’s social media platforms. Leisure/Loisir 46, 255–291. doi: 10.1080/14927713.2021.1971554

Masseno, M. D., and Santos, C. (2018). Smart tourism destinations privacy risks on data protection. Revista Eletrônica Sapere Aude 1, 125–149.

Mukherjee, A., and Nath, P. (2007). Role of electronic trust in online retailing: a re-examination of the commitment-trust theory. Eur. J. Mark. 41, 1173–1202. doi: 10.1108/03090560710773390

Müller, O., Fay, M., and Vom Brocke, J. (2018). The effect of big data and analytics on firm performance: an econometric analysis considering industry characteristics. J. Manag. Inf. Syst. 35, 488–509. doi: 10.1080/07421222.2018.1451955

Niu, Y., Ying, L., Yang, J., Bao, M., and Sivaparthipan, C. B. (2021). Organizational business intelligence and decision making using big data analytics.Inf. Process. Manag. 58:102725.

Pencarelli, T. (2020). The digital revolution in the travel and tourism industry. Inf. Technol. Tour. 22, 455–476. doi: 10.1007/s40558-019-00160-3

Qinghao, Y. (2022). Research on Consumer Behavior in Tourism e-Commerce in the Post-Pandemic Era–Based on the AISAS Model. Tour. Manag. Technol. Econ. 5, 16–23.

Qiu, L., and Qi, L. (2020). E-learning assessment for tourism education LISREL assisted intercultural tourism perception and data integrated satisfaction perspectives. J. Comput. High. Educ. 32, 89–108. doi: 10.1007/s12528-019-09223-0

Shrestha, D., Wenan, T., Khadka, A., and Jeong, S. R. (2020). Digital tourism security system for Nepal. KSII Trans. Internet Inf. Syst. 14, 4331–4354.

Song, H., and Liu, H. (2017). “Predicting Tourist Demand Using Big Data,” In Analytics in Smart Tourism Design, (eds) Z. Xiang and D. Fesenmaier (Cham: Springer). 13–29.

Volo, S. (2020). Tourism statistics, indicators and big data: a perspective article. Tour. Rev. 75, 304–309. doi: 10.1108/TR-06-2019-0262

Vu, H. Q., Li, G., Law, R., and Zhang, Y. (2018). Tourist activity analysis by leveraging mobile social media data. J. Travel Res. 57, 883–898. doi: 10.1177/0047287517722232

Wang, X., Zhen, F., Tang, J., Shen, L., and Liu, D. (2021). Applications, experiences, and challenges of smart tourism development in China. J. Urban Technol. 2021, 1–26. doi: 10.1080/10630732.2021.1879605

Xie, G., Qian, Y., and Wang, S. (2021). Forecasting Chinese cruise tourism demand with big data: an optimized machine learning approach. Tour. Manag. 82:104208. doi: 10.1016/j.tourman.2020.104208

Ysseldyk, R., Greenaway, K. H., Hassinger, E., Zutrauen, S., Lintz, J., Bhatia, M. P., et al. (2019). A leak in the academic pipeline: identity and health among postdoctoral women. Front. Psychol. 10:1297. doi: 10.3389/fpsyg.2019.01297

Yuan, Y., Chan, C. S., Eichelberger, S., Ma, H., and Pikkemaat, B. (2022). The effect of social media on travel planning process by Chinese tourists: the way forward to tourism futures. J. Tour. Futures [Epub ahead of print]. doi: 10.1108/JTF-04-2021-0094

Yun, H., Lee, G., and Kim, D. (2014). “A meta-analytic review of empirical research on online information privacy concerns: antecedents, Outcomes, and Moderators,” in Thirty Fifth International Conference on Information Systems, (Auckland, New Zealand: Association for InGformation Systems).

Zhang, W. H., Chou, L. C., and Chen, M. (2022). Consumer perception and use intention for household distributed photovoltaic systems Sustain. Energy Technol. Assess. 51:101895.

Zhou, B. (2019). Fear of missing out, feeling of acceleration, and being permanently online: a survey study of university students’ use of mobile apps in China. China. J. Commun. 12, 66–83. doi: 10.1080/17544750.2018.1523803



OPS/images/fpsyg-13-968271-t002.jpg
Paired samples mean comparisons

Future consuming intention Defensive behavior
Before(T1) After (T2) T (df) Before (T1) After (T2) T (df)
3.83 2.46 14.82 (235)+ 212 341 ~13.94 (235)*
Regression analysis
Decrease in intention (T1-T2) Increase in defensive behaviors (T2-T1)
Beta S.E P Beta S.E P
Trust 0.39%* 0.75 <0.001 0.43* 0.07 <0.001
Gender 0.06 0.17 0.285 0.03 0.16 0.645
Age 0.13* 0.08 0.026 0.12* 0.08 0.037
Monthly Income 0,234+ 0.06 <0.001 0.20%* 0.06 <0.001
R? 23.6% 24.3%

*p < 0.05, **p < 0.001.





OPS/images/fpsyg-13-968271-t001.jpg
Dependent variables

1. Future consuming intention T1
2. Defensive behavior T1

3. Future consuming Intention T2
4. Defensive behavior T2
Individual characteristic

5. Trust

6. Gender

7. Age

8. Monthly income

Mean (SD)

3.83 (1.09)
212 (1.11)
246 (1.36)
3.92 (1.10)

1.00
—0.95**

0.33**
—0.32**

0.95%*
0.01
0.04
0.01

1.00
—0.33**
0.33**

—0.94**
0.02

—0.06

—0.03

1.00
—0.96**

0.34**
—0.08
—0.16*
—0.23**

1.00

—0.33**
0.01
0.13*
0.17**

1.00
0.02
—0.01
—0.02

6 7 8
1.00
0.04 1.00
0.07 0.09 1.00

As Gender (0 = male, 1 = female) is a dummy variable, and Age and Monthly Income are ordinal variables, spearman correlations are presented for these variables.

*p < 0.05, **p < 0.01.
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