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Abstract

This study explores the Chatbot conversational attributes and developed and tested a research framework
using the SOR model as theoretical foundation. We examine how the Chatbot attributes namely competence,
warmth, task complexity, and usability develop users’ creepiness, result in perceived Chatbot value. We
assess the role of perceived Chatbot value in developing paradoxical behaviors—repeat patronage intentions
and choice deferral. Social media influencers’ trust moderates the effects of perceived Chatbot value on
paradoxical behaviors. Using representative samples from US tourists, data was collected from 316
respondents via Prolific Academic platform. We performed PLS-SEM to analyze data in Smart PLS 4.0.
Results indicated that Chatbot conversational attributes significantly develop users’ creepiness. We found
that users’ creepiness negatively develops perceived Chatbot value, leading positively repeat patronage
intentions and negatively choice deferral. Social media influencers’ trust significantly moderates the
relationship between perceived Chatbot value and repeat patronage intentions and insignificant choice
deferral. This research theoretically and practically extends the literature on tourism sector, latest Al-enabled
applications, consumer psychology, and online booking platforms. We acknowledge a few limitations and
offer directions for upcoming studies. Keywords: Psychology, competence, warmth, perceived value, choice
deferral, repeat patronage intentions
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