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1. Introduction

In recent years, many information and communication technology (ICT) consumer products have been
launched in the retail market. Nonetheless, not all consumer ICT products are widely accepted by the mass
market. Although innovative ICT products usually gain strong advocacy from manufacturers, extensive
coverage from media, and enthusiastic attention from innovators at the launch stage, some innovations are not
able to successfully cross an adoption chasm between the early and mass market. Therefore, how to develop a
theoretical framework to help ICT stakeholders to assess, predict, and promote consumer acceptance of a new
ICT product is an interesting and important issue in the private and public ICT sectors. This study aims to
investigate the consumer acceptance of an e-book reader and develop a theoretical model to assist the ICT
industry in understanding and promoting consumer demand.

2. Conceptual framework and hypotheses

When developing an innovative ICT technology, it is important to forecast its consumer acceptance that
is determined by the market demand. The market demand is the collective volume of consumer purchases for
those products with the innovative technology over a period of time. The consumer purchases are based on
every individual consumer’s purchase action. On the basis of the theory of reasoned action, consumers’
purchase actions can be predicted by their intentions. If the purchase intentions of mass consumers are strong,
the market demand will be promising.

According to the consumer decision-making process theory [1], an individual’s purchase decision
process consists of three stages: need recognition (or problem recognition), information search (or
pre-purchase search), and evaluation of alternatives. The recognition of a need is likely to occur when
consumers face a problem, and begin to search in the marketplace for information about the product or service

that could solve the problem.

In today’s marketplace, many vendors offer similar solutions to a specific problem, so consumers have to
make a choice not only for a product but also for a brand. In addition, Apple’s experience demonstrates that
there is a group of devoted consumers whose loyalty to a specific brand is so strong that they are willing to
buy all new products developed from the brand. We suggest that consumers will search for information not

only on a product itself but also on a brand.



After the information search stage, consumers will evaluate the information they receive and consider
alternatives. Zeithaml suggests that consumers’ overall assessments of the utility of a product are determined
by their perceptions of what is received and what is given [2]. Thus, consumers will not only assess the
benefits of adopting an innovation and a brand but also assess the possible sacrifices, including monetary and
psychological costs. From a consumer’s perspective, making the decision to adopt a new technology is a
high-risk proposition; consumers are worried about making a bad decision due to technological uncertainty or
obsolesce, switching costs involved, and so forth [3]. Thus, an individual will evaluate an innovation’s
substitutes before making a purchase decision in order to avoid the adoption risk of obsolesce, and to compare

monetary expenses. On the basis of the above discussion, the framework and hypotheses are proposed as

follows:
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Stages of consumer decision-making process

Figure 1: The consumer purchase intention model for a new technology product

H1: The more an individual perceives the need for an e-book reader, the more that individual intends to

purchase an e-book reader.

H1la: The more an individual likes to read, the more that individual will perceive the need for an



e-book reader.
H1b: The more an individual has the innovativeness motivation to experience a new technology,
the more that individual will perceive the need for an e-book reader.
H1lc: The more an individual has the image motivation to use an innovative good, the more that
individual will perceive the need for an e-book reader.
H2. The more an individual perceives the utilities of an e-book reader technology, the more that
individual intends to purchase the e-book reader.
H2a: The more an individual perceives the device utilities of an e-book reader, the more that
individual perceives the utilities of an e-book reader technology.
H2b: The more an individual perceives the content utilities of an e-book, the more that individual
perceives the utilities of an e-book technology.
H2c: The more an individual perceives the service utilities of an e-book, the more that individual
perceives the utilities of an e-book technology.
H3: The more an individual perceives trust in an e-book reader brand, the more likely that individual
will purchase it.
H4: The more an individual perceives substitutions for an e-book reader, the less that individual intends
to purchase an e-book reader.
H5: The more an individual perceives the acceptability of the expenses of an e-book technology, the

more that individual intends to purchase an e-book reader.

3. Methodologies

We used an empirical method to measure the relevant constructs and test the model, so that a
multiple-item questionnaire on the basis of previous studies was developed. All items took the form of a
5-point Likert scale, ranging from “strongly agree” to “strongly disagree.” We distributed 800 questionnaires
to college students at a private university in Taipei. There were two sample groups of students: one group
comprised full-time students, who are considered to be traditional college students (aged 18-24 years); the
other comprised part-time adult students (aged over 24 years) who signed up for open enrollment courses or

evening classes. The students were asked to circle the response that best described their level of agreement
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with the statement for each question. We collected 620 complete responses, yielding a respondent rate of 78%.
Overall, in the samples of adult students as well as all students, H1, H1a, H1b, Hlc, H2, H2a, H2b, H3,

and H5 are supported, but H2c and H4 are not supported. In the sample of college students, H1, H1a, Hlc, H2,

H2a, H2b, H3, and H4 are supported, but H1b, H2c, and H5 are not supported. The model explains at least

60% of the variance in the construct of purchase intention.
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Figure 2. Path loading and SMC of theoretical model for sample of adult students (aged over 24).
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Figure 3. Path loading and SMC of theoretical model for sample of college students (aged between 18 and
24).

4. Discussion

Since the consumer technology product market is very competitive and products easily become obsolete
due to the plethora of innovations, understanding how consumers’ purchase intentions are affected is very
important to most marketers and managers in the sector. The testing results of this study show that purchase
intention is basically affected by the customer’s need recognition and product perception, but the influence
level of customers’ perceptions of brands, substitution, and expense on the purchase intention will differ

according to customers’ personal characteristics.



College students will recognize the need for an e-book reader when they have strong reading motivation
or think that the use of an e-book reader will enhance their self-image, but innovativeness motivation has no
significant effect on their need recognition of an e-book reader. The reason might be due to the limited income
of college students; thus, they are not as motivated to buy new technology products for interest reasons
compared to adult students. In addition, college students’ perceptions of expenses do not have a significant
effect on their purchase intention for an e-book reader. This implies that college students are used to finding
free resources or substitutes, so price reductions on e-books or readers will not increase college students’
purchase intentions immediately and effectively.

Alternatively, image motivation does significantly affect the need recognition of an e-book reader for both
college students and adult students. Therefore, determining how to communicate with customers and persuade
them that the adoption of a new technology good will enhance their self-image is an important method of
increasing the purchase desire.

Regarding the perception of technology, both college students and adult students will pay attention to the
device and content of an e-book reader. The usability and product design will form the perception of a device,
and the ease of use as well as its being available in large quantities will form the perception of contents or
applications. Service perceptions are not found to significantly influence technology utility perception in this
study. This result implies that some respondents may think the service platform of an e-book reader is not
easy to operate, but it does not mean that they think the e-book technology is useless.

Brand perception is also an important factor that influences the purchase intention of an e-book reader.
Because there is a risk to adopting an innovation, if the brand of a new technology good can promote trust in
customers, risk perception will be reduced. One of the features of technology products is that they easily
become obsolete because of the plethora of innovations. Thus, customers may evaluate the substitute of a new
technology product when they intend to purchase it. However, we found that college students pay more
attention to the substitute than adult students do. The reason might be that college students have to spend their
money effectively, so they will evaluate substitutes of a new technology good as much as possible.

In addition, most people think that price is a key factor that influences a customer’s purchase intention for
a new technology product; if the vendor drops the product price, the sales volume will rise. Nonetheless, the

testing result in this study demonstrates that the expense perception of college students has no significant
7



effect on their purchase intention, but adult students’ expense perception does. This implies that the influence
of a price drop will be more effective at increasing the purchase intention of adult students compared to
college students. That means that expense perception is sometimes not significantly related to purchase
intention for the adoption of a new technology. Thus, when vendors of new technology intend to drop prices
to increase the sales volume, they should ensure that the product price is actually hindering customers’
purchase actions.

5. Conclusions and implications

Although the theory of consumer behavior has demonstrated that need recognition greatly affects a
consumer’s purchase intention, few studies in ICT fields have investigated need recognition for a new ICT
product. We provided three antecedents of need recognition for a new technology good, which are utilitarian
motivation, innovativeness motivation, and image motivation. However, the effect of motivations on need
recognition will vary with different segments of customers. Surprisingly, this study showed that
innovativeness motivation does not significantly influence college students’ need recognition for an e-book
reader. This implies that when ICT innovations enter the sector of the consumer market, consumers will
evaluate many alternatives in the market. Innovation will not be as much of a determining factor in the
consumer market compared to the high-tech market. To particular customers such as college students,
therefore, vendors of new technology products can emphasize and communicate with motivations other than
innovative features, such as lifestyle image.

In addition, the testing results of this study show that the construct of expense acceptability has no
significant effect on the construct of the purchase intention of college student; but their purchase intention will
be affected by the substitution of e-book reader. A possible reason for this is that college students might be
used to finding resources or technology for free or at the lowest expense due to the income constraints of
college students. If they think there is a new technology substitute that is free or less expensive than the new
technology, the price reduction of the new technology will not significantly stimulate college students’
purchase intentions unless the adoption expenses for the new technology are almost free or lower than those
of its substitutes. Thus, when vendors of a new technology intend to target the college student market, we
suggest that they develop a creative pricing strategy and revenue model to make students feel that they are

obtaining the new technology resource for free or at the lowest expense.
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