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A Study of the Purchasing Intention Using Technology

Acceptance Model-Taking iPhone as an Example
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National Kaohsiung University of Applied Sciences

Abstract

With the current development of technology, more consumers in the
market require smartphones. These phones are also in demand because their
convenience and functionality are superior to that of general mobile phones.
Additionally, smartphones enable consumers to personalize their phones. The
use of open operating systems to provide applications created and upgraded by
researchers and developers at any time enhances the functionality of mobile
phones. Thus, the smartphone consumer penetration rate is increasing annually.
In this study, we reference the technology acceptance model and propose an
integrated model for investigating the convenience, entertainment, use cost,
perceived usefulness, and perceived ease of use of iPhones among consumers.
We also further discuss the effects of these variables on consumers’ use
attitudes and behavioral intentions toward iPhones. For this study, we collected
251 valid samples. The results showed that “convenience” and “entertainment”
have a significant positive impact on “perceived usefulness” and “perceived
ease of use”; “cost,” “perceived usefulness,” and “perceived ease of use” have
a significant positive impact on consumers’ “attitudes to use”; and “perceived
usefulness” and the “attitude of use” have a significant impact on "behavioral
intention." Finally, we also provide recommendations regarding marketing
strategies and further research directions to smartphone manufacturers and
scholars for reference.

Keywords: Technology Acceptance Model, smartphone,
purchase intentions
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