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I. Introduction

The significance of emerging technology in daily 

life cannot be overstated. Technology has revolutionized 

the way we live, work, play and travel. The widespread 

adoption of technology in almost every industry has 
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now become a necessity (Lee et al., 2022; Islam, 

2023). When it comes to using modern technology, 

the travel industry is no different in terms of adoption 

(Safaeimanesh et al., 2021). These days, technology 

is used by e-commerce companies in customer 

support, customer self-service and online services 

(Feng et al., 2018; Hwang 2022). A rapid increase 

in technology advancement specifically related to 

the internet has contributed towards the growth of 

airline industry by providing better services at lower 
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A B S T R A C T

Purpose: The purpose of the paper is to examine the role of technology paradoxes, including technology anxiety, 

insecurity and forced usage, to understand consumer adoption behavior towards self-service technology. The present 

study also investigates the moderating effect of gender and experience on the relationship between paradoxes and 

adoption attitude towards self-service technology.

Design/methodology/approach: In this study, a quantitative research approach was employed. We tested the re-

search hypotheses using survey data collected from 249 users of self-service technology in the airline sector. Further, 

we tested the structural path relationship using SmartPLS-4.

Findings: The findings have revealed the significant impacts of technology anxiety and insecurity on adoption 

attitude. The findings also reveal the partial moderating roles of gender and experience in the link between para-

doxes and adoption attitude.

Research limitations/implications: This study does not consider other factors influencing consumer adoption of 

self-service technology, such as ease of use, trust, and speed. The present study relies on cross sectional data 

to study consumer attitudes. Longitudinal research is required to examine consumer adoption attitudes towards 

technology in long run.

Originality/value: The present study contributes to literature by investigating the role of paradoxes to understand 

consumer adoption attitudes and also determine the strategies that must be focused upon by service providers to 

enhance the experience of customers using self-service technology.
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costs (Islam, 2023). Self-service technology offers 

advantages for both customers and airlines (Cserdi & 

Kenesei, 2020). Self-service options offer economical 

and faster options for customers as compared to 

traditional service encounters (Castillo-Manzano & 

Lopez-Valpuesta, 2013) and reduce anxiety caused 

by critical service representatives (Cunningham et 

al., 2008). With respect to companies, these options 

have improved productivity and efficiency, led to 

reduced labor costs, and allowed the development 

of a competitive niche market (Castillo-Manzano & 

Lopez-Valpuesta, 2013; Yang et al., 2021). However, 

due to unique personality and assimilation variation, 

not all tourists are keen to adopt self-service 

technologies (Timmor & Katz-Navon, 2008). 

Numerous technological innovations are radical 

to customers and may cause them anxiety. This 

reluctant attitude towards SSTs adoption becomes 

a hurdle for companies' success (Gunasinghe & 

Nanayakkara, 2021). In this technological era, most 

organizations deliberately focus on the customer's 

experience towards the usage of technology (Kaushik & 

Rahman, 2015), while customers also evaluate the 

performance of technology by reacting in a positive 

or negative way (Johnson et al., 2008). Previous 

researchers have mainly focused on the motivators 

of technology adoption (Meuter et al., 2005; 

Safaeimanesh et al., 2021), but have ignored negative 

aspects such as paradoxes (an act or behavior that 

seems contradictory qualities), which need to be 

addressed in order to understand resistance behavior 

of customers (Johnson et al., 2008; Kleijnen et al., 

2009). Tapping this gap, the present study examines 

the impact of paradoxes (technology anxiety, insecurity 

and forced usage) on technology adoption attitude. 

This is because if these contradictions are ignored, 

marketing tactics intended to increase satisfaction 

and loyalty towards self-service technology may be 

unsuccessful.

Drawing from the theoretical perspective in the 

literature of psychology, the psychological reactance 

theory given by Brehm, (1966) states that when 

consumer experiences SSTs in a bondage situation, 

they will never believe in that technology, resulting 

in a doubtful attitude concerning the performance 

of self-service technology (Reinders et al., 2008). 

Based on this theory, we investigate the impact of 

forced usage on adoption attitude, which has rarely 

been studied in the literature. Since the context of 

this research is public transport services (that is airline 

sector), this could be useful for transport companies 

who are planning to carry out technology innovation 

for the first time (Cserdi & Kenesei, 2020). Further, 

based on theoretical perspective objective of this 

research, which is to explore psychological constructs 

such as technology anxiety and forced usage that 

have negative impact on consumer's attitude towards 

self-service technology. This has never been extensively 

discussed in previous literature so far. We emphasize 

these constructs to gain a better understanding of 

resistance attitude of consumers towards technology. 

Furthermore, the study acknowledges the impact of 

gender difference on adoption attitudes towards 

technology. There are numerous studies available in 

the literature which have reported that gender 

influences adoption behavior (Hsiao & Tang, 2015; 

Arifin et al., 2022). Meanwhile, little research has 

been conducted to find the role of gender on adoption 

of technology at airports. Accordingly, this research 

contributes towards the better understanding of how 

men and women distinguish self-service technology 

adoption in the context of a developing country. 

Further, this research explores the moderating impact 

of experience on relation between paradoxes and 

adoption attitude by applying multi-group analysis. 

The remainder of the paper is organized in the 

following manner. The first section includes an 

introduction, theoretical background and research 

hypotheses. The next section delineates the research 

methodology and results. Finally, the paper concludes 

with discussion of the results, including the 

implications and limitations of the study.
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II. Literature Review

A. Theoretical Background 

A technology's effectiveness depends on a user's 

readiness to adopt it. In addition, the success of novel 

technologies also depends on firm's ability to convince 

consumers regarding its benefits (Cserdi & Kenesei, 

2020). However, restrictions in service delivery 

options develops resistance behavior which stimulate 

a negative mindset towards technology. Festinger, 

(1962) cognitive dissonance theory as a theoretical 

framework, posits that people experience contradictory 

beliefs, values or ideas after a stressful experience. 

This theory has been widely used in information 

technology research in order to describe reactions, 

with distinctions between pre and post services 

performance (Marikyan et al., 2020). With a positive 

experience, users appreciate the benefits of technology, 

and with a negative experience, they become anxious. 

This research holds significance as it identifies 

negative aspects such as technology paradoxes which 

have an adverse effect on firm's performance. 

Furthermore, the present study also draws upon 

technology readiness framework proposed by 

Parasuraman (2000) to understand the two technology 

inhibitors: technology anxiety and insecurity. 

Parasuraman's theoretical framework (TRI) has been 

used by the researchers to understand mental 

complexities while adopting self-service technology. 

The present study also draws from the psychological 

reactance theory given by Jack Brehm to describe 

the unwilling nature of users towards SSTs. This 

theory explains the unpleasant motivational reaction 

that eliminates specific behavioral freedom. 

Resistance behavior can be affected by psychological 

barriers (Kim & Bae, 2020). Moreover, negative 

association of technology anxiety and SST usage 

is an important psychological aspect which has been 

discussed in prior studies (Cobelli et al., 2021; Liu 

2012). Technology anxiety further helps to explain 

the forced usage concept that we consider in our 

study. The psychological reactance theory suggests 

that users lose trust in technology when they are 

forced to use it, and this leads to performance 

ambiguity (Feng et al., 2018), which further develops 

negative attitudes towards technology.

B. Adoption Attitude 

An attitude is defined as "a psychological tendency 

that is expressed by evaluating a particular entity 

with some degree of favor or disfavor" (Eagly & 

Chaiken, 1993, p.1). It reflects the feeling of auspicious 

or inauspicious towards technology usage (Hsiao & 

Tang, 2015). Attitude helps in evaluating objects, 

people, activities, events, environment or ideas either 

in positive or negative way (Kaushik et al., 2015). 

It becomes very difficult to evaluate the attitude of 

customers towards technology which is erratic with 

advancement in technology (Curran et al., 2003). 

On the basis of the above discussion, the present 

study has determined that the following constructs 

have adverse impacts on consumer attitudes.

C. Development of Research Hypotheses

1. Technology Anxiety and Adoption Attitude 

The concept of technology anxiety is acquired from 

the computer anxiety literature (Tsai et al. 2020). 

Technology anxiety is one of the most influential 

factor that affects a consumer's decision to use or 

not to use SSTs (Cobelli et al., 2021; Liu, 2012). 

Technology anxiety is defined as complex emotions 

such as fear, nervousness and insecurity associated 

with technology usage (Troisi et al., 2022). Innovation 

research demonstrates that initial trial of something 

new develops strong emotions, and anxiety is part 

of this (Evanschitzky et al., 2015). In a study of 

the e-learning environment, Gunasinghe & Nanayakkara 

(2021) reported the negative influence of technology 

anxiety on adoption attitude. Prior literature provides 

more evidence that fearful emotions towards 

technology create anxiety, resulting in negative 

attitudes (Cobelli et al., 2021). Based on previous 
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arguments, we also anticipate that technology anxiety 

will negatively influence adoption attitude and 

hypothesize as below.

H1: Technology anxiety has negative impact on 

user's adoption attitude towards SSTs.

2. Insecurity and Adoption Attitude

Insecurity reflects the customer's "distrust of 

technology and skepticism about its ability to work 

properly" (Parasuraman, 2000). Insecurity is a 

negative feeling that triggers the negative attitude 

of a potential adopter (Kaushik et al., 2015). Because 

of this unfavorable attitude, consumers might distance 

themselves from technology because they assume 

that the innovation might be harmful for them 

(Kleijnen et al., 2009). In support to above, Mandina 

& Matsikain (2021) found insecurity to be key factor 

in predicting negative attitudes in the self-service 

life insurance context. Also, in the context of 

self-service bag drop technology, consumers with 

feelings of risk and fear are less likely to explore 

innovation resulted in negative attitude (Park et al., 

2021). Hence, based on previous studies, it has been 

concluded that insecurity strongly predicts the 

resistance attitude of consumer towards technology. 

Therefore, we propose:

H2: Insecurity has a negative impact on a user's 

adoption attitude towards SSTs. 

3. Forced Usage and Adoption Attitude 

Forced usage means that customers have no other 

options other than on-site SSTs to choose service 

delivery mode (Reinders et al., 2008; Liu, 2012). 

Complete replacement of staff interaction with SSTs 

can lead to resistance behavior lead to negative 

outcomes (Feng et al., 2018). According to psychological 

reactance theory, when a consumer feels a loss of 

freedom, they become more interested in interacting 

with frontline employees and less interested in using 

SST. This results in negative attitude towards 

technology which leads to performance ambiguity 

(Johnson et al., 2008). Similarly, when the service 

provider forces the customer to use SST, this may 

make the customer feel exploited and develop 

negative feelings towards SSTs (Reinder et al., 2008; 

Liu, 2012). Thus, we propose a hypothesis based 

on theoretical background that suggests negative 

relation between forced usage and customer attitude.

H3: Forced usage has negative impact on user's 

adoption attitude towards SSTs. 

4. Moderating Effect of Gender

In the technology adoption context, gender 

differences have attracted the attention of researchers 

over the decades. Numerous studies in the literature 

have put emphasis on gender differences in 

technology adoption (Baker et al., 2007; Hsiao & 

Tang, 2015). Amin (2006) claimed that male customers 

have more positive attitudes towards technology than 

females in the banking SMS context. Na et al., (2021) 

argued that males are more open towards new 

innovations. Males have also found to have more 

favorable attitudes towards e-commerce than females 

(Pijpers et al., 2001), who are more conscious about 

the security aspects (Amin et al., 2006). Based on 

the above discussion, we propose the following 

hypotheses:

H4: Gender has a significant moderating role in 

the relationship between technology anxiety 

and adoption attitude. Specifically, the 

relationship will be stronger for female 

customers than for male customers. 

H5: Gender has a significant moderating role in 

the relationship between insecurity and 

adoption attitude. Specifically, the relationship 

will be stronger for female customers than 

for male customers.

H6: Gender has a significant moderating role in 

the relationship between forced usage and 

adoption attitude. Specifically, the relationship 

will be stronger for female customers than 

for male customers.
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5. Moderating Effect of Experience

According to Schmitt (1999) experience is defined 

as "sensory, emotional, cognitive, behavioral and 

relational values that replace functional ones". In 

simple words, people's engagement with the services 

over a longer period of time leads to the development 

of experience (Pine & Gilmore, 1998). As customer 

experience using technology increases, there is 

reduction in insecurity towards technology (O' Cass 

Fenech, 2003). Previous studies in e-commerce have 

indicated that the past experience motivates and 

influence the individual to adopt technology (Kwak 

et al., 2002; Tripathi, 2018). Therefore, experience 

acts as an important moderator in technology context 

because experience may change the preferences of 

users over time (Alshehri et al., 2020). More 

experience towards self-service technology develops 

favorable attitude towards it which further helps to 

set off the outcomes related to forced usage (Curran 

et al., 2003). Drawing from the discussion above, 

it is proposed that experience acts as an important 

moderator, with the potential to modify the relations 

in the research model (see Figure 1). Therefore, we 

postulate the following hypotheses:

H7: Experience has a significant moderating role 

in the relationship between technology anxiety 

and adoption attitude. Specifically, the 

relationship will be stronger for less 

experienced than more experienced customers.

H8: Experience has a significant moderating role 

in the relationship between insecurity and 

adoption attitude. Specifically, the relationship 

will be stronger for less experienced than more 

experienced customers.

H9: Experience has a significant moderating role 

in the relationship between forced usage and 

adoption attitude. Specifically, the relationship 

will be stronger for less experienced than more 

experienced customers.

III. Methods

A. Choice of Industry

India's aviation industry is one of its fastest 

growing. It is expected that in the year 2024, it will 

be the 3rd largest aviation industry in the world (Civil 

Aviation, 2023). In the modern era, demand for 

self-service technology has increased tremendously, 

and about 80% of airlines worldwide have focused 

on investing in technological equipment (Gures et 

al., 2018). Thus, the present study has been conducted 

on the aviation sector.

B. Structure of Questionnaire and Data 
Collection

The present research used self-administered 

questionnaire to collect data. Convenience sampling 

was used for data collection. The study's sample 

consisted of business class travelers, who travel often. 

Business travelers prefer self-check-in over leisure 

travelers in order to save time (Wittmer 2011). The 

questionnaire had two sections. The first section 

included demographics related to gender, age, 
Figure 1. Conceptual model
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qualification and experience, and the second section 

was related to four constructs, namely technology 

anxiety, insecurity, forced usage and adoption 

attitude. In this study we employed 7-point Likert 

scale as a survey instrument ranging from 1 

(Completely disagree) to 7 (Completely agree). We 

defined the dependent and independent variables by 

considering the previous literature. Table 1 shows 

the measures of constructs used in our study.

The data was collected from 300 respondents out 

of them, 249 valid responses were obtained, which 

is an acceptable sample as per Wittmer, 2011 in 

transport research. The questionnaire was distributed 

to those respondents who had experience of buying 

ticket and collecting boarding pass using either one 

or all the mentioned ways such as airline websites, 

mobile apps and self-service kiosks at airports. Detail 

description of sample is in Table 2.

Construct Indicators

Technology anxiety 

Meuter et al., (2005);

Reinders et al., (2008); 

Lee et al., (2012)

TA1: I avoided the technology because of unfamiliarity.

TA2: I feel nervous to use technology because of making mistakes.

TA3: I fear that I might damage it in some way.

TA4: Technical/ difficult terms on system confuse me.

TA5: I rarely/seldom use technology related services.

Insecurity 

Meuter & Bitner (1998); 

Lee et al., (2012);

Kaushik & Rahman, (2015)

INS1: I do not feel secure while providing personal information over Kiosks/websites/apps.

INS2: I feel worried that information seen by others.

INS3: I do not feel safe to provide credit/debit card number over computer.

INS4: I do not feel confident doing transactions using self-service technology.

INS5: I feel trouble if something go wrong while using self-service technology.

Forced usage

Reinder et al., (2008); 

Liu, (2012)

FU1: When I need services only self-services facilities are available.

FU2: I have less freedom to choose a service delivery mode.

FU3: Service provider forced me to use Self-Service technology.

FU4: No choice of interaction with service employees is available.

Adoption Attitude

Kaushik et al., (2015); 

Hsiao & Tang, (2015)

ADATT1: I feel that using self-service technology is good idea.

ADATT2: I have positive perception of using self-service technology.

ADATT3: I like to use self-service technology.

ADATT4: I intend to use self-service technology in future.

ADATT5: I would recommend my friends/ relatives to use self-service technology.

Table 1. Variables and indicators

Gender Count Percentage% Qualification Count Percentage%

Male 111 44.6 Primary education 4 1.6

Female 138 55.4 High School 6 2.4

249 100 Bachelor Degree 83 33.3

Postgraduate Degree 156 62.7

249 100

Table 2. Demographic characteristic
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IV. Results

A. Data Analysis

SmartPLS-4 software was used for analysis 

purpose (Ringle et al., 2015). Further multi-group 

analysis was performed to find the effects of gender 

and experience as moderators. Before applying 

multi-group analysis, there is requirement to establish 

measurement invariance; for that purpose, the 

MICOM (Measurement invariance for composite) 

approach was used (Rasoolimanesh et al., 2017). 

1. Common Method Bias

For evaluating common method biasness, the 

values of variance inflation factor (VIF) inner model 

were assessed through PLS-SEM. In the present study, 

all the values of VIF are below 3.33 (ref. table 3), 

which suggests the absence of common method 

biasness (Hair et. al., 2011; Kock, 2015; Islam, 2023).

2. Measurement Model 

Using SmartPLS4 software, we evaluated the 

validity of constructs in proposed model. Initially 

we validate the model for whole sample (249 cases), 

then Multi-group partial least square analysis was 

run to make comparison between groups such as: 

males, females, high and low experience. Table 3 

shows the Cronbach's Alpha ( ), composite reliability α

(rho_a) of all constructs which is above the 

recommended cut off value of 0.7, thus indicate good 

reliability (Hair et al. 2010). Convergent validity was 

measured through the values of AVE (Average 

Variance Extracted), which is well above the threshold 

limit of 0.5 (Hair et al., 2016). So we confirm 

convergent validity. According to Henseler et al., 

(2015), Heterotrait-Monotrait (HTMT) criterion is 

more reliable as compared to Fornell and Larcker 

criterion in PLS-SEM. Therefore, this study applies 

HTMT criterion (see Table 3). All HTMT values 

of constructs were observed to be below the limit 

0.90, which confirms the discriminant validity under 

study (Hair et al., 2020).

3. Measuring Invariance of Composites (MICOM)

The moderating impact of gender and experience 

of the customer on the conceptual model was 

examined through PLS multi-group analysis. Multi- 

group analysis can be run only if the 2 out of 3 

conditions of MICOM (measuring invariance of 

composites) are successful. So, according to Henseler 

et al., (2016) testing for composites the MICOM 

process involves three steps: configural invariance, 

compositional invariance, and mean and variance 

invariance. Table 4 shows the results of MICOM 

to fulfill the pre-requirements of multi-group analysis. 

The initial step of configural invariance was satisfied 

by asserting the fact that same constructs, same 

algorithm and similar scale was applied for males, 

females and experience. Further, second step 

compositional invariance was established through 

permutation, and the correlation was observed to fall 

under the acceptance region of confidence intervals 

at 5%. Last step of mean and variance difference 

was not fulfilled under the study. Therefore, partial 

invariance was established, and we justify the two 

conditions for application of multi-group analysis 

Age Experience

18-25 18 7.2 Last six months 71 28.5

26-35 118 47.4 Six months to one year 81 32.5

36-45 90 36.1 One to two years 36 14.5

Above 45 23 9.2 More than two Years 61 24.5

249 100 249 100

Table 2. Continued
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by MICOM (Henseler et al., 2016).

4. Structural Model 

After confirming reliability and validity, we 

accessed the structural model outcomes. Table 5 

shows the path coefficients resulting from running 

bootstrapping procedure with 249 cases and 5000 

sub samples. Out of three, two hypotheses (H1, H2) 

were confirmed by bootstrapping, and one hypotheses 

(H3) was rejected. Results show negative impact of 

technology anxiety, insecurity (H1, H2) on adoption 

attitude with the P-value less than 0.05. Further, forced 

usage was found to have insignificant relation with 

adoption attitude, with a P-value above 0.05. 

To investigate the moderating effect of gender, 

multi group analysis was run using PLS-4. Table 

6 shows the moderating effect and indicated that 

Constructs Configural invariance
Compositional 

invariance (Gender)

Compositional 

invariance (Experience)

Partial measurement

invariance established

Technology Anxiety Yes 0.995 0.997 Yes

Insecurity Yes 0.995 0.995 Yes

Forced Usage Yes 0.994 0.990 Yes

Adoption Attitude Yes 0.998 0.999 Yes

Table 4. Results of invariance measurement testing using permutation (Gender and Experience)

Paths β SD T-values P-values Result

TA->ADATT -0.398 0.085 0.096 0.000 S

INS->ADATT -0.221 0.084 2.629 0.009 S

FU-> ADATT -0.008 0.087 4.668 0.924 NS

Notes: - Original Sample; S.D. denotes standard deviations; t-values signifies critical ratio, TA-Technology anxiety, INS- Insecurity, FU- β
Forced usage, ADATT- Adoption attitude; NS-Not Supported; S- Supported

Table 5. Results of hypotheses testing (Complete)

Constructs

Construct Reliability and 

Validity
Discriminant validity

Common 

Method 

Biasness

α rho_a AVE ADATT FU INS TA VIF

Adoption Attitude (ADATT) 0.868 0.875 0.654 -

Forced Usage (FU) 0.865 0.874 0.711 0.352 1.431

Insecurity (INS) 0.916 0.936 0.748 0.563 0.608 2.398

Technology Anxiety (TA) 0.888 0.893 0.691 0.630 0.528 0.799 2.156

Table 3. Measurement Model

Paths
Male Female

( )β SD T-values P-values Result ( )β SD T-values P-values Result

FU->ADATT -0.059 0.122 0.488 0.626 NS 0.114 0.083 1.366 0.172 NS

INS->ADATT -0.150 0.118 1.271 0.204 NS -0.228 0.111 2.058 0.040 S

TA-> ADATT -0.330 0.117 2.833 0.005 S -0.568 0.103 5.542 0.000 S

Table 6. Results of hypotheses testing (Gender)
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forced usage does not have significant impact on 

adoption attitude in context of both males and females. 

This signifies that H6 is not supported. Moreover, 

the impact of insecurity on adoption attitude is not 

significant in the case of males, but in the case of 

females it has significant and negative impact (β

=-0.228, p-value= 0.040) which means when females 

feel insecure, they have negative attitude towards 

technology adoption. Hence, H5 is supported. Further, 

it was also found that technology anxiety has 

significant impact on adoption attitude in both cases, 

but females feel more anxious than males ( = -0.568, β

p-value= 0.000). Consequently, H4 is fully supported. 

Regarding experience as a moderator, whole data 

was divided into 2 subgroups of less than 1 year 

and more than 1 year (Tripathi 2018). The findings 

of multi-group analysis showed the significant impact 

of technology anxiety on adoption attitude for both 

more and less experienced customers but less 

experienced feel more anxious. Hence, H7 is 

supported. Moreover, forced usage does not have 

a significant impact on adoption attitude in both cases. 

Therefore, H9 is not supported. Furthermore, the 

results show that the impact of insecurity on adoption 

attitude is insignificant for more experienced 

customers, but for less experienced it has significant 

and negative impact ( = -0.295, p-value= 0.000). β

Which means when less experienced customers feel 

insecure their adoption towards technology decreases. 

Consequently, H8 is also supported. Table 7 shows 

the moderating results of experience.

V. Discussion and Conclusion

In an SST setting, the present study developed 

an empirical model that demonstrates relation 

between technology anxiety, insecurity and forced 

usage with adoption attitude. We found a negative 

association between technology anxiety and adoption 

attitude. The findings are congruent with previous 

literature (Cobelli et al., 2021; Liu, 2012). Consistent 

with findings of other studies, our results support 

that insecurity has a negative impact on adoption 

attitude (Kaushik et al., 2015). Conversely, we found 

a positive relation of forced usage with adoption 

attitude. In the mobile banking context, authors found 

that forcing the customers to use m-banking helps 

in controlling capital withdrawals, which leads to 

positive attitude towards technology adoption 

(Patsiotis et al., 2022). Moreover, customers respond 

that they never feel forced at the airport because 

of human contact facility remaining available along 

with self-service kiosks (Castro et al., 2010). The 

concept of forcing consumers to adopt self-service 

technology could be further explored. 

The findings of multi-group analysis revealed that 

gender does not impact the relationship between 

forced usage and adoption attitude. The findings 

support the notion that innovation diffusion has 

vanished the effect of gender in technology adoption 

context (Zhou et al., 2007). On the contrary, gender 

has moderating impact on relation of insecurity and 

anxiety with adoption attitude. Congruent with the 

findings of Hui & Wan., (2007) and Assaker., (2020), 

this study found that females feel more insecure and 

anxious as compared to males, because males 

associated e-commerce activities with saving time, 

Paths
Experience: less than 1 year Experience: more than 1 year

β SD T-values P-values Result β SD T-values P-values Result

FU->ADATT -0.027 0.080 0.337 0.736 NS -0.087 0.249 0.351 0.726 NS

INS->ADATT -0.295 0.082 3.586 0.000 S 0.076 0.228 0.336 0.737 NS

TA-> ADATT -0.361 0.091 3.991 0.000 S -0.459 0.219 2.096 0.036 S

Table 7. Results of hypotheses testing (Experience)
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while females held strong emotions and are more 

interested in interacting with employees. In case of 

experience as a moderator, negative impact of 

insecurity on adoption attitude is stronger for less 

experienced persons. This result is very similar with 

the findings of Tripathi, (2018) which showed 

insecurity/risk reduces as experience increases over 

time. Further, it was also found that person with 

high experience with technology also feel anxious. 

These results are well agreeing with the outcomes 

of study given by Rosen, Sears & Weil, (1987). Chien, 

(2008) highlighted that both experienced and less 

experienced users feel same level of anxiety, because 

anxiety does not depend upon the amount of 

technology usage, but positive experience tends to 

reduce anxiety.

The findings provide important theoretical and 

practical implications. First, the results contribute to 

existing literature by providing a novel outlook into 

the key paradoxes of technology that give rise to 

negative attitude against SST. Although previous 

research has examined positive aspect of technology, 

relatively few works have highlighted the paradoxes 

that limit its application in airline settings. The 

primary theoretical contribution is development of 

conceptual framework to identify psychological 

factors that inhibit adoption of technology. This study 

also highlights the relevance of paradoxes in 

explaining resistance behavior and the need for 

marketing tactics to address this issue. Interestingly, 

in contrast to earlier research, our findings related 

with experience moderator suggest that persons with 

more experience also feel anxious while using 

technology. This outcome makes intuitive sense, as 

enjoyable experience reduces anxiety rather than 

excessive technology usage. Finally, a majority of 

work related to paradoxes have been done in Western 

countries (Johnson, Bardhi & Dunn 2008), and our 

research is focused on a developing country (India).

The findings of our study also provide certain 

implications for service providers. This research deals 

with initial phase of adoption process in which 

consumers are using SST in public for first time. 

Getting consumers ready to innovation is challenging 

situation for managers of corporate sector. With no 

choice, the service providers may force consumers 

to adopt technology that creates anxiety, resulting 

in a negative attitude. While designing the self-service 

kiosks, technical complexities must be avoided and 

customer's suggestions should be welcome during 

the design process. Results of the paper further suggest 

the managers to provide choice to customer regarding 

service delivery methods to reduce anxiety among 

them and consumers never feel like forceful. 

Moreover, airline authorities must focus on enhancing 

positive experience among users to reduce anxiety. 

Taking it a step further, service employees can educate 

people by demo-presentation regarding how to use 

technology or provide a fallback option to interact 

with service employees in case of any doubts or 

machine failure, which will definitely develop 

positive attitudes towards SST. Additionally, findings 

suggest that the training programs for females should 

emphasize ease and the secure usage of technology, 

while for males, training programs must be given 

on usefulness of technology instead of human contact 

to reduce anxiety. Apart from technology anxiety, 

we further discuss the consumer resistance behavior 

due to risk factors. Due to insecurity, consumers 

may avoid technology, and this will impact the failure 

of innovation. Additionally, the results suggest that 

managers can implement risk reduction strategies like 

security alerts to attract consumers.

VI. Limitations and Future Scope 

In addition to its contributions, this study suffers 

from some limitations. First of all, this study focuses 

on the paradoxical side of technology adoption. Future 

research can consider positive constructs also (such 

as ease of use and enjoyable) that develop habit among 

users to adopt self-service technology (SST) in near 

future. Further researchers can evaluate the role of 

age as a moderator in the association between the 

constructs (technology anxiety, insecurity, forced 



Harsandaldeep Kaur, Parmeet Kaur

11

usage) and adoption attitude. Another constraint of 

the research is that it focuses on business class only, 

while the other class of customers (travelers) are 

ignored in the present work. Furthermore, the 

frequency of using airline self-service technology 

may be perceived differently based on education 

background. So future study could address this issue. 

Finally, we centered on a specific industry, namely 

airlines. Future studies could test the framework in 

different contexts utilizing longitudinal research. 

Moreover, researchers could run the conceptual model 

in other service context as well. The findings of the 

study can be serve as a launching pad for future 

research into innovation in the aviation industry.
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