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Abstract 

These years, mobile internet, a new information communication technology (ICT), is 

developing quickly, stimulating the rise in demand for such products and services as 

intelligent terminals and mobile application clients, and in this way the marketing mode 

based on customer experience becomes popular. By using Customer Choice and Decision-

making Theory in economics and investigating the market, this paper puts forward a 

Customer Experience-based Technology Adoption Model, which better explains the key 

influencing factors that may lead to the customers’ final purchases under the circumstance of 

mobile internet. These factors consist of functions, entertainment, practicability, and 

reasonable pricing. In the end, based on the study result above, this paper points out that in 

mobile internet the operators should simplify the application functions and improve the 

entertainment so as to promote the value of customer experience and thus guide the 

occurrence of purchasing activities of the customers. 
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1. Literature Review 

Mobile Internet is a communication technology that can provide mobile business activities, 

which is able to provide wireless devices and help to complete a transaction through network 

transmission. The wireless communication technology of the first generation started in 1979, 

but was replaced soon by the second generation in early 1990s. The third generation, which 

can support multimedia like audio and video files, was originated from Japan in 2001. 

Currently, the fourth generation is at the initial stage. All these technologies, no matter how 

they develop, provide the basic services identical to the fixed Internet, which include 

Commerce，Communication and Contents (3Cs). The commerce service involves mobile 

banking, online ticketing, etc., the communication service involves email service and instant 

communication (e.g., wechat). The range of contents service is relatively wider, which 

involves content download, news and other instant services based on geographic location and 

time sensitivity. 

In the field of information technology, the Technology Acceptance Model (TAM) 

proposed by Davis in 1989 is most applied. By using the Theory of Rational Action, this 

model studies the factors that influence the customer’s acceptance for the information system. 

Initially, the purpose of raising the model is to interpret the widely accepted factors that may 

have effect on the role of computers played in enterprises. 

http://wiki.mbalib.com/w/index.php?title=Davis&action=edit
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There are two determinants for this model: (1) perceived usefulness, which reflects the 

individual’s perception for the improvement level of work performance brought by using a 

new computer system; (2) perceived ease of use, which reflects the individual’s perception 

for the usability of a new computer system.  

According to this model, the individual’s choice of using a new information system is 

decided by his behavior intention, which is the result of joint influence of attitude toward 

using and perceived usefulness. In this process, the attitude toward using depends on 

perceived usefulness and perceived ease of use. The perceived usefulness is affected by 

perceived ease of use and external variables which in turn decide the degree of the perceived 

ease of use. These external variables include the designing features of the information system, 

user characteristics (involving cognitive structure and other personality traits), task features, 

the nature of development and implementation, policy influence and organization structure. 

Besides, these variables establish the connection between the interior factors like faith, 

attitude and intention and the factors such as individual difference, environmental constraints, 

and controllable interference. 

With the wide use of TAM in the field of information technology, scientists make a lot of 

empirical research on perceived usefulness and perceived ease of use, both of which affect the 

individual behavioral intention of usage. Based on these researches, Venkatesh and Davis 

raised an expanded TAM, in which the social influence (voluntariness, subjective norm and 

impression) and the cognitive structure (applicability of work, the possibility of result 

argumentation, output quality and perceived ease of use) are the decisive factors of perceived 

usefulness and the intention of usage. After the individual used the system, his experience 

may increase, which will cause the influence of the subjective norm on the perceived ease of 

use and the intention of usage to become smaller. His behavior of usage is determined by his 

intention of usage, and the subjective norm, whose impact comes from someone important, 

shows the degree that an individual perceives whether to choose a behavior. Obviously, the 

above definition learns from the theory of rational behavior, which was not adopted in the 

initial TAM. In this expanded model, voluntariness refers to the degree that the individual 

using the information system perceives the non-compulsion of applying the new system, 

showing the possibility perceived by the information system user who is willing to use the 

new system. The impression, which is directly affected by subjective norm, means the degree 

perceived by an individual that implementing an information system changes his relative 

status in a social environment. Experience refers to the individual’s cognition to the new 

information system after using it for a period of time. The applicability of work refers to the 

degree perceived by an individual that the objective system is applied to his work. The output 

quality indicates how much the information system matches the work target after the system 

is used in the practical work. The possibility of result argumentation refers to the degree that 

the effect of using the new information system can be precisely evaluated. 

All the above studies focus on system and, based on the influence of the system on work 

and system users, confirm the final possibility of adopting the technology. With the 

development of mobile Internet technology, the customer experience has become the key that 

decides whether new applications and services can be accepted by the customers. This study 

attempts to build a Customer Experience-based Technology Adoption Model, which may be a 

beneficial guide for practice. 

 

2. Model Building and Hypotheses 

Based on the customer experience, this paper built a Technology Acceptance Model, as 

illustrated in chart 1. Through some variables and characteristics reflecting customer 

experience, this model attempts to explain the individual customer’s intention for the new 
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technologies and services under the circumstances of mobile internet, and eventually to 

complete the purchase behavior. 

 

 

Chart 1. Technology Acceptance Model Based on Customer Experience 

The cognitive development theory divided people’s motivations into intrinsic motivation 

and extrinsic motivation both of which will influence the experience value and will further 

influence the intention of adoption. The experience value consists of perception and emotion. 

The behavior of purchasing products and services is the decision that the customers make 

according to the utility and enjoyment they get. Therefore this model defined anther two 

factors, practicality and entertainment. 

Lots of research showed that the functionality and the rationality of prices are two 

important factors that can have impact on the individual’s decision on the new technologies, 

so this model took them into consideration. 

The specific definition of these factors are listed in Table 1. 

Table 1. Definitions of the Variables 

No. Variables Definitions 

1 Practicality The total value that an individual perceives by using new 

technologies and services 

2 Entertainment The emotional pleasure that an individual enjoys when using 

new applications and services 

3 Functionality The obstacles that an individual feel when meeting the 

complicated functions brought by new applications and services 

4 Rationality of 

prices 

The relative value of the new applications and services that an 

individual perceives according to his own experience 

5 Experience Value The value judgment that an individual makes after integrating all 

the intrinsic feelings and extrinsic influential factors 

6 Intention of 

Adoption 

The intention of using the new applications and services that an 

individual produces after judging the experience value  

 

Based on the above definitions, some hypotheses are put forward: 

H1: The practicality shows a positive correlation with experience value. 

H2: The entertainment has a positive correlation with experience value. 

Practicality 

Functionality 

Entertainment 

Rationality of 

Prices 

Experience 

Value 

Intention of 

Adoption 

H1 

H2 

H3 

H4 

H5 
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H3: The functionality has a negative correlation with experience value. 

H4: The rationality of prices shows a negative correlation with experience value. 

H5: The experience value has a positive correlation with the intention of adoption. 

 

3. Research Methods and Result Discussion 

In order to verify the new model, this study adopted standardized psychological tests [9], 

in which all the measurements applied Likert 7 Grade Scale. In the questionnaire, there are 

three to five questions for each variable. The questionnaire survey was conducted in some 

colleges and 162 college students and 57 post graduates took part in the survey. In the end, 

207 questionnaires were screened. The result of the survey shows that among the three 

functions provided by the mobile internet, the communication service is most frequently used, 

followed by the services of content and business. The statistical Average Values and Standard 

Deviations are shown in Table 2. 

Table 2. Statistical Results of Variable Reliability 

No. Variable Reliability Average Value Standard Deviation 

1 Practicality 0.87 4.27 1.02 

2 Entertainment 0.90 4.33 1.11 

3 Functionality 0.83 4.61 1.05 

4 Rationality of 

Prices 

0.82 4.55 1.03 

5 Experience 

Value 

0.85 4.43 1.22 

Pearson Correlation Analysis was applied to calculate the correlation among the variables 

(see Chart 2): 

 

 

Chart 2. Hypotheses Verification of the Model 

4. Conclusion and the Issues Needing Further Research 

The above discussion indicates that the results of empirical data analysis actually support 

the Customer Experience-based Technology Adoption Model under the circumstance of 

mobile internet. In addition, the five hypotheses raised by this study are supported as well. 
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From the verification result, it’s obvious that there is a strong correlation between the 

experience value and the intention of adoption, namely, the experience value directly decides 

whether the customers will purchase a certain application and service. Among the four 

decisive factors that may affect the experience value, the correlation coefficient of 

entertainment is relatively high, which means that, among various applications supplied by 

the mobile terminal, entertainment plays a crucial role in the era of mobile internet. Next 

important factor is practicality, which means that, for the majority of customers, whatever 

applications and services are provided certain practical value is what can interest them. In 

contrast, the correlation of functionality is relatively weak, which indicates that for the objects 

in this survey the degree of difficulty of the functions will not have an evident impact on the 

experience value of the applications and services. There are two reasons for it. One is that the 

objects of this survey are mainly college students and they are good at operating most electric 

products; another is that the application and service providers are working on designing 

accessible applications, that is the new applications and services are similar to the old ones or 

are easy to be popularized. The price is the only factor that shows negative correlation, but its 

impact is relatively low, which explains that fact that most college students are not sensitive 

to prices and they care more about the practical value and entertainment brought by 

applications and services. 

Based on the above analysis, the practical values and entertainment has to be designed as 

the major experiencing content. At the same time, the functions have to be accessible and the 

prices can be the last influential factor being considered.  

The objects of this survey are college students. They are receiving higher education and the 

dormitory life helps them to learn from each other the new applications and services. In the 

next step, the research can expand the range of objects to learn the consumers’ acceptable 

degree for the new technologies in the customer experience setting when the customers come 

from different regions and accept different levels of education. 
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