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Extended Abstract

The present working paper intends to explore how tourists and intelligent virtual
assistants may relate to each other in order to create love ties. The following research
objectives will be pursued: (i) exploring attachment and perceived value as antecedents
of love toward the intelligent virtual assistants, (ii) understanding loyalty intentions as
outcomes of love toward the intelligent virtual assistants.

The data was collected through an online survey to test the proposed relationships.
In total, we collected 124 responses from participants who frequently use intelligent
virtual assistant for the purpose of tourism issues. The scales were adapted from previous
studies. Among those participants, 44% of them were female, where the average age was
in the range of 20 to 40 years old, and most of them have obtained graduate education

Partial Least Squares-Structural Equation Modeling (PLS-SEM) approach was
employed to analyze the data. First, the measurement model was built to analyze the
reliability and validity of the measures. Next, the discriminant validity was also verified
by analyzing the HTMT ratio scores. The second order level weights were also significant
and there were no multicollinearity effects. Lastly, the hypotheses test shows that all of
the proposed relationships are supported.

The findings seem to point out that the attachment process is very effective in
developing the love toward the intelligent virtual assistant. Yet, tourists’ values and
believes also help with the development of the relational love toward the intelligent virtual
assistant. The findings also show that loyalty toward a certain intelligent virtual assistant
will be possible when tourists develop a love relationship with it.

The current study will put forward several valuable insights about the relationship
between tourists and intelligent virtual assistants. These findings will also provide
insights for those who are designing Al systems. These results are preliminary findings
since we are in the process of collecting more data and further developing the model.

Acknowledgments: The authors gratefully acknowledge the financial support of the
Universidad de Malaga, Andalucia Tech (Plan Propio de Investigacion y Transferencia)
(Spain).



References

Azarian, B. (2016). A Neuroscientist Explains Why Artificially Intelligent Robots Will
Never Have Consciousness Like Humans. Raw Story, March 31 (accessed January
19, 2018), [available at
http://www.rawstory.com/2016/03/aneuroscientistexplainswhyartificiallyintellige
ntrobotswillneverhaveconsciousnesslikehumans/].

Ahuvia, A. C. (2005). “Beyond the extended self: Loved objects and consumers' identity
narratives”, Journal of Consumer Research, 32 (1), 171-184.

Bagozzi, R., Batra, R., and Ahuvia, A. (2017). “Brand Love: Development and Validation
of a Practical Scale”, Marketing Letters, 28, 1-14.

Batra, R., Ahuvia, A. and Bagozzi, R.P. (2012). “Brand love”, Journal of Marketing,

76(2), 1-16.
BBC News (2016). Artificial Intelligence: Google’s AlphaGo Beats Go Master Lee Se-
Dol. (accessed December 4, 2018), [available at

http://www.bbc.com/news/technology35785875]

Caprino, K. (2012). What You Don’t Know Will Hurt You: The Top 8 Skills Professionals
Need to Master. (Forbes, April 27) (accessed January 24, 2018), [available at
http://www.forbes.com/sites/kathycaprino/2012/04/27/whatyoudontknowwillhurty
outhetop8skillsprofessionalsneedtomaster/print/]

Chaplin, N. and John, D.R. (2005). “The Development of Self-Brand Connections in
Children and Adolescents”, Journal of Consumer Research, 32 (1), 119-29.

Goleman, D. (1996). Emotional Intelligence: Why It Can Matter More than 1Q. London,
UK: Bloomsbury Publishing

Hair, J., Black, W., Babin, B., and Anderson, R. (2010). Multivariate data analysis.
London: Prentice Hall.

Japutra, A. (2020). “The relations among attachment styles, destination attachment and
destination satisfaction”, Current Issues in Tourism, 23 (3), 270-275.

Johnson, H. (2014). 6 Soft Skills Every Professional Needs. OnlineDegrees.com.
(accessed January 24, 2018), [available at
https://futurism.com/majorfirmannouncesitsreplacingitsemployeeswithai/].

Johnson, M. D., Herrmann, A., and Huber, F. (2006). “The evolution of loyalty
intentions”, Journal of Marketing, 70 (2), 122-132.

Kaufmann, R., Loureiro, S.M.C., and Manarioti, A. (2016). “Exploring behavioural
branding, brand love and brand co-creation”, Journal of Product & Brand
Management, 25 (6), 516 — 526.

Loureiro, S.M.C. (2015). “Loving and Hating Brands: Multiple Relationships between
Consumers and Brands”, in Hans-Ruediger Kaufmann (ed.). Handbook of Research
on Managing and Influencing Consumer Behavior, pp. 417-438. Hershey: 1GI
Global.

Loureiro, S. M. C., and de Araljo, C. M. B. (2014). “Luxury values and experience as
drivers for consumers to recommend and pay more”, Journal of Retailing and
Consumer Services, 21 (3), 394-400.




Minsky, M. (2006). The Emotion Machine. New York: Simon & Schuster

Park, C.W., Maclnnis, D. J., Priester, J. R., Eisingerich, A. B., and lacobucci, D. (2010).
“Brand Attachment and Brand Attitude Strength: Conceptual and Empirical
Differentiation of Two Critical Brand Equity Drivers”, Journal of Marketing, 74,

1-17.
SAS Institute (2017). Machine Learning: What It Is and Why It Matters. SAS (accessed
October 5, 2019), [available at https://

www.sas.com/en_us/insights/analytics/machine-learning.html]

Sanchez-Fernandez, R. and Iniesta-Bonillo, A. (2007). “The Concept of Perceived Value:
A Systematic Review of the Research”, Marketing Theory, 7, 427-451.

Solomon, M., Bamossy, G., Askegaard, S., and Hogg, M.K. (2006). Consumer
Behaviour: A European Perspective, 3" Ed. Edinburg: Prentice Hall.

Sternberg, R. J. (2005). “The Theory of Successful Intelligence”, Interamerican Journal
of Psychology, 39 (2), 189-202.

Sweeney, J.C. and Soutar, G.N. (2001). “Consumer perceived value: The development of
a multiple item scale”, Journal of Retailing, 77 (2), 203-220.

The Wall Street Journal (2017). How Artificial Intelligence Will Change Everything.

(accessed March 8, 2019), [available at
https://www.wsj.com/articles/howartificialintelligencewillchangeeverything14888
5632].

Thomson, M., Maclnnis, D.J., and Park, C.W. (2005). “The Ties That Bind: Measuring
the Strength of Consumers’ Attachments to Brands”, Journal of Consumer
Psychology, 15 (1), 77-91.



