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ABSTRACT

in the mobile ‘phone industry today, the success and failure of any company largely
depends on its ability to identify its customer’s diverse needs and wants, particularly

when teenagers form a significant portion of its customers.

This study identifies consumer preference toward product attribute of a mobile phone
and acceptance of the mobile technology. These preferences are influenced by the
technological advancement been withessed in the mobile phone industry, the evolution

of technology to the 4G it is today. Mobile phone companies in the world need to

--understand the teenage consumers’ perception towards the 3 key elements in product

-._:._"éit}ibute i.e. Product quality, features, style and designs, And they need to understand
tHe importance of the elements of the Unified theory of acceptance and use of
technology (UTAUT) model so that the companies will know how their potential

'_-;_:customers feel about acceptance of technology. Various studies have reported that

 customer satisfaction is often influenced tgy‘"Produci attribute. The intention to purchase,

/’
- be it the first unit or repurchase is more/often than not influenced by high quality, feature

“packed models and being the youth 4s they are, consumers are intrigued by the styie
_:'_:__lj'c__j'designs of each brand and mgdel.

The eight dimensions of product quality have significant roles in consumer's purchasing
“behavior. The study of correlation between product attribute, UTAUT Model with

-'__-'ci-_is;tomer satisfaction helps mobile phone companies to stay ahead of competition by

- coming out with the best quality, most advanced features and the most in fashion styling
~and designs.

; o

 The findings will have to be analyzed for the data collected to be useful to anyone.
B Demographic profiling, analysis of gender perceptions, consumer preferences towards

b product attributes and UTAUT Model are among the statistical analysis to be performed.

Regression analysis is used to determine any significant difference of the Hypothesis
while the resuits might be adopted in product development programs various mobile

phone companies thereby sat__i__sfyihg consumer preference.
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CHAPTER ONE
INTRODUCTION

1.4 Industry Background

The 215 century has witnessed evolutions and great innovations including the
;n:’t.i_'c')duction of various kinds of technological products, e-commerce, mobile phones,
3 and the World Wide Web was made to be experienced like never before. The

"
. .

| p"" e Phone industry has been ranked ar?gﬂthe industries with the fastest growth

-in the world, which is expanding at /a/r pid rate with fast access to developing

or changes and improvements have been witnessed since the introduction in 1994
cholars referring them to the three turning points. These turning points includes
troduction of the first colored screen mobile phones in 2002, followed by
L 'i'fi'r_'hé:dia services in 2002, and the major one termed the smart phone era in 2007
F":'Riég'). The evolutions of mobile phones would continue and every expectations been
é‘d.é"d due to increasing consumer expectations, and the nature of today’s ever
ging wants and needs combined wit e’ﬁ/iérging technology, innovations, and
ivity in the industry. /

mobile phone has become a necessary and often a major part of our lives, which
ontributed to the non-stop growth been experienced in the industry. The need to
e__S_s__'r;ne or more mobile phones depends from a parent purchasing one for their
Qyt?_dj_-féfhily members to aid communication, share pictures and videos on vacations,
:e_rgéncy reasons, and more which made it a staple item in our daily life. According to
en "'2006), the wireless service providers have made it so much easy by adding value
gh the availability of plans that allow members stay connected while younger

ren own these devices thereby increasing worldwide market share.

'____'H:_:_s_'torically, consumers tend to purchase smaller phones with light features and basic
_"f'unctionality, however nowadays the'?zr'éfers mobile phones with enabled packed

features such as the smart phone which is already very common. The mobile phone has

experienced phenomenal growyn with functions and form been the main transformer




from a simple object with a screen to ones with enabled multimedia services and also to

smart phones with 3G or 4G services {(Boon, 2010).

'M'obiie phones of this age are not to be considered as a mere tool of communication but
rather a device capable of performing all functions and capabilities of a personal
computer. This is because traditional phones have been slowly replaced with smart

f phones with features such as Multimedia Message Service, full internet capabilities,
“GPRS, WAP services and much more (Wills, 2011). Other functions include email
services, calendar and organizer, memo, calculator, music player, camera and video
br_ding capabilities. All these modern se?s*‘éfé not enough, as new technology

EDGE, 3G and 4G are been witnessed/developed to further enhance consumer
s and experiences, / '

Smart phones are defined as traditional cellular telephones however with built in

: biﬁties,‘applications, large memory pool which provides voice services, short

'éging service (SMS), email services, browsing experience, video and digital

amera and more. It has the ability to support myriad applications, which made the once

e and straight headed device into a mobile computer (PMC, 2011).

rding to mobile review (2011), smart phones with these features are considered

r today due to the portability and ease of use while noting the ability to combine
___n_cﬁéns of many devices such as cameras, mp3 players, video camcorders,

nal computers as they can use all these functions from a single and portable

e enabled with all. They give cga-sijmers the convenience of leaving extra gadgets

ther technical and he:V\ﬁces when going to any social/formal events,
ustry

World Mobile Phone |

h e worldwide mobile phones industry has been experiencing phenomenal growth
'i'hk"ﬁ_e its inception (Gartner, 2012). This is true because the market experienced a
___:':g'rOWth of 6.1% between the 4" quarter of 2010 and that of 2011. This is evident when
d‘; you look at the statistical data of shipment by vendors in the same period which also
increased by 6.1% years over year (408}84‘6 427.4 million units sold), this surpassed

the forecasted growth rate which was initially at 4.4%. This trend however faced a




decline as the worldwide market for phones suffered a decline of 1.5% year over year in
the 1% quarter of 2012 as vendors shipped 398.4 million units as compared to that of 15
qt rter of 2011. This is coming at a period when Samsung ousted Nokia the longtime
'leader to become the top mobile phone vendor in the world. According to a market
_;research by Gartner (2012), the major brands of mobtle phones in the market as

'-_de_t_ermmed were Nokia, Apple, Samsung, LG, and ZTE.

B .'ed on preliminary results as released by IDC (2012), market share and phones
ipments for the 4" quarter indicated a total shipment of 427.4 million where Nokia
irries 26.6%, Samsung 22.8%, Apple 8.7%, LG 4.1%, and ZTE 4.0%.

wing growth rate been experienced is caused by the reduced demand for feature
nes; however analysts have anticipated further high growth rate in coming years due
smartphone market gaining greater acceptance and capturing a greater segment
he_ verall market (IDC, 2012). e

he market for smartphones shows a different picture as total shipment in 4™ quarter of
2:shows 219.4 mitlion units representing 45.5% of overall mobile phones shipment
;|g_hest ever). 712.6 million Smartphones are shipped on an annual basis in the

| 2012 recording a 44.1% increase than in 2011, This high growth experienced in
phone market though dominated by Samsung and Apple still present's
rtuhities for challengers with unique offers such as low cost can gain rapid market

re. “An excellent example is Huawei which overtook LG to join the league of top 5

endors in the mobile phone market and surpassed HTC in smartphone vendors.

» Five Smartphone Vendors, Shipments, and Market Share, Q4 2012 (Units in

4Q12 o aQ11 Year-over-

4Q12Unit Market -~ 4Q11Unit Market  Year

_ Shipments éShare”""f Shipments %Share %Change

‘1. Samsung  63.7 29.0% 362 225%  76.0%
o A"pci‘é' 478 e s 523.'0“%"‘ S 292%
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o8 lao% 5.7 13.5% 189.5%
0.8 45% 63 % 55.6%
o5 3% B4 la0% 48 4%
778 [35.5% “Boz s 12.4%
2194 [100.0% 1608 [100.0%  |36.4%

" (Source: IDC, 2013)

s the latest and popularly called 4G ar;c?s"'béen characterized with high speed

smission of data. According to Te?}m (2011), the 1G was introduced in 1970-80’s
nd se an analogue system. Tf_\/eywere used to transmit data, with an adapter

egj"nto a computer and connected to the cellphone.

was infroduced in 1990 which refers to digital voice phone system including
DMA, and TDMA. Others include 2.5G technology used to provide internet

an | email services including GPRS, EDGE for GSM while TDMA for CDMA.
followed which was developed for high speed data transmission and provide
é,glo_'bal roaming services. This meant that consumers can enjoy connectivity
_a'v_elﬁng anywhere in the world by automatically connecting to any available

tem of network. The 4G which was recently introduced offers more functionality and
Vice han 3G with data transmission at an incredible speed and offers excellent data
€ which uses LTE, WIMAX, and integrating communication using IP protocol

”n__ logy that provides fast download avenue (Techweb, 2011).

Vendor Highlights

113 Samsung: this company recently-€stablished a world record for the number of

.+ smartphones shipped in a single quarter and followed by a single gea'r and also




T ]':aimed the market leadership in the smartphone segemnt. Its successes are based
0 '."e deep and broad product line of android enabled smartphones, which in particular
‘the t’anded family of galaxy combined with a sustained demand for its entry level and
‘mid énge models that all together accounts for the remarkable volume of shipments.
' ::.-Also its Tizen smartphone strategy takes shape whlle the year 2013 continues to be a
__:-plvotall year for the company. Even though the fnove to Tizen will not take place
rr{"' ht, it is expected that Samsun%/wﬂl contmuously rely on Android as its main and

ry perating system in the nea‘r/ future (IDC, 2013).

Apple: the company recorded successes of iPhone shipments which were largely

mproved sales in greater China where shipments doubled and also in the
states where they recorded an activation of 6.2 million units of iPhones on
."etwork alone. The company slipped to second place in the overall market for
"-"}'::}:hc'me but what is interesting about the company is the fact that its success was
du___ "'to older models of the iPhone and particularly the brand of iPhone 4, which

omp 'ny couldn’t produce enough in the quarter as relative to its demand. The

'S success in sales of older//gdels of the iPhone may portend success in

'he company has been on the spotiight in recent years as it has long been
L_e_ad__ ship position tili recently. It strengthened its products line with products

i ¢ _.r'ltry level, fashion, and business conscious users. its products such as the
m_attphones, asha line have received positive responses in the market place.
_rr__l_bian shipments however precipitously declined at last quarter due to drop in
n key emerging markets such as China. The company also received woes in
t line of smart phone but made a speedy transition by installing the windows

operatmg system on its product Ch is a critical bet upon the future of its line

of smartphones (IDC, 2013). f/;”

i

116 ZTE: the company maintained its spot on the list of the global top vendors which is
largely thanks to its continued strategy of international diversification in the last quarter.

T_he company has for the first time shipped more smartphones than feature phones.




in Mllilons)

d operating system smartphones (IDC, 2012).

ompanies such as Huawei (IDC, 2012).

“This growth in sale of smartphones is as a result of an uptick in lower cost sale of

.. _r_tbhones in emerging markets. The company is based in China and traditionally

‘ on sales of phones there. However notable progress has been made to improve
1n developed markets. Notable models that enjoyed widespread sales include

ange skate android smartphones, mass-market blade, and also some windows

7 L.G: this company recorded weak volume of shipments for three consecutive

ers which has seen the company reduce to levels last observed in 2007. The main
for this decline has been attributed to the waning interest on its aging feature

_ Well as stalled smartphone volum/s/’ﬁ;e company published its highest year
ar drop among the leading vendo;s in the world. This decline has contributed to

he overall ratings for ma;ow/ndors and faces the risk of been replaced by

é:" 6bi|e Phone Vendors, Shipments, and Market Share Calendar Year

_ 12011 Unit Year-over-
12012 Unit 12012 Market; 2011 Market Year
gShlpments ‘Share _Shlpments Share ‘Change

w060 234% 330.9 "119.3% 22 7%
3356 19.3% 14169 24.3% 19.5%
1359 7.8% 193.1 5.4% 46.0%
165.0 3.7% 1695 41% Tlesw

55.9 32% 881 51%  -36.5%

7375 42.6% (7168 41.8% ;2.9%

1735.9 100.0% 1715.3 100.0%  1.2% 3

re (2) Top mobile phone vendors . "”(éé”di@éé‘:jib‘é;""‘ééi'é')""”E




arch outcome might be useful for government in terms of establishing policies
ﬁg cense or for import so as to enable them approve the basic ones needed by
iet” This is important as every government aims to improve the lives of its

wrough sound policies and other regg,la’(ons

-

_afrc':ﬁ ould also help the industry most especially the product development.
ecause managers can understand attributes with highest preference of buying

nd-:'a_[eo understand those elements that help consumers to embrace

\esearch Question and Objectives

T ' main aim and objective of this research is to determine to what extent does product

_ attnbutes and technology use influence consumer behavior towards mobile phones in

- t_h._? context of a developing country. The specific objectives are:




To determine the refationship between products attributes and behavioral

/

intention.

To measure the drfferences between product attributes aWehavnoral intention.

To measure differences between ef[/,pt expectation and behavioral intention.

To measure diff rence between performance expectation and behavioral
intention. ///e

To measure differences between social influence” and behavioral intention.
To measure differences between facilitating condition and bghaworal intention.

o

blem statement ‘

mers of the modern day are facing high availability of different classes, models,
ah&s of mobile phones which often equip them with an important task in

ing the competitiveness of the industry. Nowadays, various individuals prefer
w'_hi”ch are highly equipped and allows interactivity while fulfilling their basic
uch as voice calls, short messaging service (s.m.s), and others such as
_cails and somal;t/epworklng This therefore makes it dlfflcult for any

oblle device to appease the consumers taste. ( L D h [ SANAULaN

A LA x,g -
existing and new manufacturers of mobile phones fézﬂuenﬂy introduce new

ighly innovative products into the market that mostly appease and further
onsumers in a state of bewilderment (Shenet., 2000). So as various features
CtS_ take a simitar pattern while its technology matures, consumers are unable or

ling-to differentiate between various models and brand offered solely based on

i .____:__rding to Jurisic and Azevedo (2011), mobile phones usage has increased in all age

ups and economic sectors with college and university students been identified as the

NTIHINTERNAﬂONL :



1ost important and biggest market for companies. This is because this age group tends

possess a high potential and current buying power.

wever, studies have explored only some faces of mobile phones such as motivation

L;_'e__:_ung.', 2007), etiquette (Lipscomb, Totten, Cook and Leasch 2005), psychological and

éffects (Beranuy et al., 2009), campus Ii@.,impact (Quan-Haase, 2008), and

mplication on social network (Subrahmeyzﬁ et al., 2008). Other studies found on

phone preferences tend to fo&;s on preferences for selected brand/models (Zhu
09).

:ie_'s that research in this particular area is limited and leaves an underexplored
G ‘needs further studies as the importance of this issue cannot be ignored. This
2 .ms to address the shortcomings by providing a simple and yet reliable

which fills in the literature by focusing’_,,on the consumers preferences

m‘b’bile phones based on product at ibutes and technology.

ere.is the issue of lack of resources ;su'Ch as time and finance. This is because

_ P .
nance are of a concern to the researcher as such the sample size could have

igger to cover more respondents tb provide more validity and reliability.

here exist difficulties in collecting data from potential respondents as some
un éturned, unanswered, or partially answered. This has also proved as a big

O 0 the researcher since respondents are not willing to fill in questionnaires.

Iy some respondents are not committed to answering questions due to privacy
ind confidentiality even though the re/se’ércher have stressed the importance and
p _-V;::ded assurance for confida}/ﬁa*rffy of information.

{ b




hi . search main focus is on the issue of consumer’s behavior towards mobile
with respect to products and technology. The research is based in Nigeria. The
mple focus is the university/college students. The unit of analysis is students from
‘major universities. The students are selected because they cover the majority of
ith and this is the age group that has been identified/as"fhe most important target

. //
rket of mobile vendors. Also they are the group with adequate knowledge and desire

zquent or multiple mobile phones. This research is undertaken using the

ative approach to research.




CHAPTER TWO
LITERATURE REVIEW

_nfroduction

f'u_féiity of a product is an Qlement which has a direct and strong influence on the
fe_rie:r__.;__ces and satisfaction of consumers (Olsen, 2002). However the quality of a
Jucti just a part of other elements of product attributes including features, style,
ign of products (Kotler and Keller, 2008).

é_s nowadays measure their customers satisfaction based on product atiributes
an also improve on either existing or potential weaknesses (Wirtz, 2003).
hat these companies are aware of the/gthé"rﬁ factors besides the guality of

¥ fmay influence the preference W/purchase intention of the

ng to Brucks et al., (2000), it is no hidden fact that every organization must

d the importance the ways in which its consumers perceive and evaluate their
d not putting much reliance on company driven objective as a measure of its
_ob_iie phones have proved to an efficient and effective method of

-t_l'n:g various new products plus existing promotion for companies to its

Sreby influencing the decision ’tg_,ad'o'pt a certain product. Hence,

with high value of mobile pho & and who place much importance are likely
compatibility between lifestyle and preferences to mobile marketing (Roach,

Ii uccess and market profitability of a product lies entirely on the attributes of
duct and the values it add to the consumer. Hence, companies are as much

in understanding the preferences of its consumer’s towards the product.

ng'to Murtazin (2003), females are generally attracted to mobile features such
tooth, voice notes, GPRS, and more while proving that phonebook capabilities
perating times are among the most important features for them. He further noted

- major choice influence is the design qfx‘t'h“’e product, and color while type does not
: )//
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ny significant impact on them. For a technological product, understanding

umer's perception is vital in the innovative era.

consumer behavior theory is a prove to how gender and demographics influences
. :sﬁmers adoption of technological products while stating that earlier experiences
of product has a higher rate of influence on the buying behavior (Citrin et.,
Moreover, for a high tech product, prior use and attitude towards technology
gher influence (Mazzoni et al., 2007; Sorce et al., 2005).

understand the various factors that ultimately influence consumer behavior
-products, various theories as proposed by scholar are been discussed
ym to conduct a study ofthe surrounding factors that assist individual

Reviews of these thedries are below.

eory of éonsumer behavior

Brown et al., (2008), this theory revolves around understanding the social
I needs of an intended group. It provides a comprehensive

of he various factors that affect the consumer buying decision of a

ory goes further by segmenting the factors into external and internal

ound the consumers thereby affecting the decision.

":t"c_)'rs include lifestyle, taste, fashion, demographics, and attitudes while

ones include peer pressure, social culture, and personal experiences



u_cts attributes may influence consumer’'s perception towards the relevance of
ct their personal needs (Enu/élt/al., 2009). It represents the products been
_.___I_:_)_rand and the tarlg/lble@nd intangible aspects the consumer is buying. It is
nsumer must be aware of the product else purchase or even considering

T "i'al to understanding consumer preference due to lifestyle and
ar ?}&{H/Zre mostly different on individual basis.

_ﬁwplies that consumer’s lifestyle is related to the product attributes due to

"spect attached or functional attributes as compared to the consumer

or largely determined through marketinqﬂdnﬁfﬁ}( (4p’s), where the product aspect of

: the--fmi)ﬁ(’have a significant influence (Kotler{aﬁz:l Keller, 2008).
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ction of a consumer regarding a product and its associated services is
referred to as the judgment pertaining to the pleasure derived or the level of
h’e}objectives of purchase (Butte and Burton, 2000). The individual choices of
r‘s}':'may be influenced by values through product attribute preference as well as
o_gigféd evaluation which thereby determines the choice of products (Allen, 2001).
say that preferences associated with products attributes influence purchase

and leading to the choice of a particular product.

pe eption of product and its att/rjbtft'é"s is important for companies due to its
on overall revenue as tudies have proved the link between purchase
ct attributes. }aéile phone companies involved in the

g ocess of new/and existing products must determine perception of

| give them higher satisfaction when using the actual product. Thus, various

es strive to provide high 9u’§lity products to increase consumer satisfaction to

Ve



rove profitability on the long run. Itis therefore evidenced that improved product

uality ultimately leads to higher consumer satisfaction leading to higher market share.

enerally accepted that a products ability to perform its functions refers to as

ct quality. Therefore it includes several dimensions such as Performance,

‘/'/

b;iéty Durability, Features, Conformance, Aesthetics, Servuceablllty and Evaluation
3, 2009).

g to Olsen (2002), apart from improving satisfaction, the products quality has
._ lity to influence purchase intention of consumers. It is therefore important to
'. ualitative product as it has a very high level of influence on preference of

_ ﬁd purchase intention. Consumers will not have any preference to a

jith no quality hence satisfaction is out of the question. Also producing a

ive product is said to give an advantage over competitors thereby affecting

m ntion (Grover and Walker, 2003).

rice implications are a major constraint to product development even though
prefer products with a recognized brand quality, safety, and friendliness

en sironment (Niem and Kim, 2010). Consequently, low prices and high
_o-éeparate aspects with either one dependent because companies that

es do not tend to provide the highest quatltahve product and vice versa.

| - much focus on the quality itself and ssues of health safety but pricing is

;t_q'r of influencing purchase intention.

1ct Feature /

a product concerns riethods used by companies in order to differentiate
‘Competition. It is believed that consumers require products with as many
ossible such as shapes, size, color and other basic functionality which
consumers and differentiate one product from ancther. It is also used by

25'to increase the awareness of a certain product and significantly influence

- providing and offering products with varymg features in Supplement to the general basic



functions and adding unique features (Kotler and Keller, 2008). On a mobile phone for
example, features include camera, Bluetooth, SMS, touch screen, GPRS, EDGE while

those added on a smart phone might be 3G, and 4G services.

rding to Rahman and Azhar (2011), the foundation of a new buying habit starts

h the right perception concerning aspects of a“’ﬁroduct such as quality, features, and
age at the right price. /

F

Since features supplement some basic functions, most companies offer products with
'__ng features through equipping the product with enhanced features to overcome
@_etition and create differentiation of its products. For example, offering valued
':i“és is proved to be effective in overcoming competition as companies differentiate
ucts meant to generate controversies while creating uniqueness of a brand (Kotler
., 2011).

urther stated improving features of product ;s’é strategy aimed at adding value

enhance the safety, convenience, and versatility of a product which thereby attract
crease the consumer loyalty due to those added features. The technology

y is experiencing high evolution at an accelerated rate which also comes with
ges in consumer experience, use and now more pervasive in our life. The industry
bout the product and services versus advanced ones rather than the norms of

is have and don’t have. When technology becomes widespread, various

nzes offer product that are highly undifferentiated thereby making it difficult for

ers to respond to differences based on the product attribute alone (Temporal
2001).

Et:ihjpanie:s now create various models of mobile phones by adding a bit more

re to beat competitors and possess a competitive tool to help consumers identify
fferentiate from that of competitors. T’ﬁi'.s is because it is highly believed that
Mpetitive advantage might be achievéd when a company is able to take the first

mow > _advantage or introduce a valued feature that attracts consumers (Kotler and
Armstrong, 2008). /



es to a stage where the company where the company identifies and decides
imong the features is needed to add value to a certain product. According to
nd Armstrong (2008), a company need to conduct a survey periodically to
jth’lbse added value needed by consumers where the survey should focus on

:such as -
S

 you like the product? | //
t features do you like most?
t feature could we improve?

‘much can you pay for the added value?

_.r_fiéntioned a company would know and use the answers provided in
> features as well as value to needed by their consumers. The company can
ision based on a review of the answers (features most valued) as against

pany can offer.

duct style and design.

hysical appearance of the product, it is a process involved in designing
tractiveness of the product. it is an effective method of adding value to a
hen the product possess distinctive design and style (Kotler and

0:1'1')_. it can build awareness and attract consumers when there is

In and style thereby influencing purchase decision.

1one companies strive to develop stylish products in order to satisfy consumer

especially true since most companies strive to achieve differentiation of

nd Keller (2008), further stated that st fe usually describe the outlook and touch
oduct to the consumers as it can geé\lly attract attention. However, an excellent
€31gn pertains to the usefulness of a/pr"oduct. Style and design can give a product a

_strong 2dvantage when it has the ability to attract consumers and improve the




rmarice of the product in the market. Style and design include aspects such as
pe, model, color, weight, etc. and these influences the consumers feelings

he products (Kotler and Keller, 2008).

le fthe product determines how it feels and physical looks to the consumers, it

. Esfihctive attribute and inimitable by competitors. However, it is important to

yie and design does not promise higher product performance due to other

made by the consumer. This is particular evident as in the case of Nokia

as interesting style and desigh but not high interactive with the user. As
must equip functlonﬁhﬁthetlc style due to global demand and

b_e_.%iincorporated into the company strategy (Crawford and Benedetto,
ecause products with an excellent design are user friendly and

_____ an added value to consumers. Companies such as Apple, and
ecognized as having excellent reputation for providing outstanding
ﬁd design which has given them influence power and competitive

th market.

: _'ugierior in idea th /rr"s/tyle (Kotler and Armstrong, 2008) because style has to

] -external aspeget (of the product while design is usually deeper in meaning that



er, when used together a combination of excellent style and an amazing design
initely attract cpﬁsumers improve performance, reduce cost, and gives the
competltwe!edge ove}r its most closestl rival such ae the Appleﬂ |E?h£>ne£l’8 /
M,f\f i W ”\L AT i G f[fmi \j WA e { j’ S s
_gPTANCE OF TECHNOLOGY

no -gy has always been an important issue and various researchers have
ifferent frameworks for accepting technology. Behavioral intention can be
as a conceptual psychological process that involves users of consumer

:gi_opting or rejecting a particular behavior (Yen ting et al.,'2010).

_e_ries have been proposed such as the theory of reasoned action, and
_ avior which all seeks to understand behavior choice through behavioral

ﬁ’tude and normative beliefs. Others include technology acceptance model

to explam behavioral mten)orf but in a general context where it tries to
doption of technology in a)Nbrkmg environment.
7

m : lel is also framework developed to sum up all previous studies and
element such as performance expectation (PE), social influence (S}),
ition (EE), and facilitating condition (FC) (Vankatesh et al., 2003).

 Reasoned Action (TRA)

opéd by Fishbein and Azjen in 1967 and as further implemented for

il n 1980. It is a versatile intention based model which has been applied
:'n'.ing and predicting any human behavior across various domains.

TRA an individual behavior is determined by intention which in turn is

' :t'titude towards behavior and subjective norm pertaining that behavior. In

an ay behavioral intention are determined by two basic elements namely

titude (positive and negative evaiuatlon)

ub;ectlve norm (perceived somal pressure)

ttit:‘Jdé-='d__f_1d subjective norms are theoretically variables of intention. Behavioral

tion _- said to be the cognitive representation of an individual's readiness to



a behavior which is therefore considered as the best predictor of behavior

2005). Attitude therefor involves personal belief's shaped by the environment

m"ption in this theory is that the behavior of an individual must be totally under
tional control. This is because the theory is at its best when applied to those
which are done within an individual's conscious locus of control. This implies
dual without volitional control over the behavior no matter how motivated
de :nc_?i.:'subjective norm mig ﬁ/(/); actually perform the behavior due fo
e'rft\iifbnmental conditions. Thus, perceived control of an individual over

ent in addition to attitude and subjective norms which will

‘of Planned Behavior (TPB)

eory generally accepted as an extension to the TRA and has proved

.;_a'bility to predict behavior and intention. In a general sense, (Ajzen,

that human as a rational beings employs a variety of information before
q_ls_z_d'ﬁ to act. The prediction is based on a premise that behavior is always
__gﬁ'avioral intention. Here behavioral intention acts as a function of

g"’of favorableness or unfav_orable ness against a behavior), subjective
ve'c:i' perception of other in relation to actual behavior in question), and also
1 behavioral control (peroéfifved difficulty or ease of use of performing the

s shown in figure below.

/
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arities: etween the TRA and TPB are that all of these theories operate based

_su"'rnption that behavioral intention acts as an excellent indicator of the

gy and machinery are beéen accepted and used by consumers. It seeks to

using. a. articular system would enhance job/pe’r/f?)rmance while perceived ease of use
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o which an individual believes that using that particular system would
am et al., 2010). However, Davis contradicted the hypothesis by
"fé'f::'ationship between perceived usefulness and subsequent adoption
étronger than that of perceived ease of use and adoption. He
't'h:atf'é".'causal relationship exists rather than independence of the determinant

ed ease of use precedes perceived usefuiness.

Intention to - Usage
1lse Behavior

hriology Acceptance Model

uggests that consumers consider the usefulness of a certain
e making the decision to use it. However, the more it is perceived as
and then the consumers will assume its usefulness in their minds

3‘thé"pérception and leading to overall increased use.

ed h'eofy of Acceptance and Use of Technology (UTAUT)

a developed by Venkatesh et al which seek to predict the consumer’s
échnology. The model was developed by integrating eight different
di‘hg TAM, TRA, TPB, innovation diffusion theory (IDT), the motivational

ytl_l_lzation and social cognitive theory. The model has been adopted by




