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Abstract—This study aims to empirically test users’ intentions 
to purchase a netbook as a second laptop by considering 
product attributes of innovative information technology (IT), 
individual perceptions about a new IT, personal innovativeness, 
and perceived enjoyment. Data was collected from two distinct 
groups; 272 respondents from university students and 319 
practitioners from various industries. The empirical tests 
highlighted some implications for the distinct sample groups, 
which have different demands and perceptions of a netbook. 
These differences may be associated with the different social 
demography, usage environments, and perceptions of a new IT 
product. Nevertheless, the attributes of convenience, ease of 
use, affordability, portability, enjoyable innovative technology, 
and compact design are effective strategies of PC marketers 
for promoting users’ intentions to purchase a netbook as a 
complement to their laptop computer, but not as a replacement. 

Keywords- netbook; product attributes; perceived enjoyment; 
personal innovativeness 

I. INTRODUCTION

With the prevalence of wireless Internet networks 
facilitating the increasing number of laptop users, netbooks, 
which are sometimes called “mini-notebooks,” are lighter, 
smaller, and lower-priced computers [15]. Netbooks are 
outfitted for basic information-related tasks only. One of the 
first netbooks, and that which is credited with starting the 
netbook revolution, was the Asus Eee PC, two models of 
which were launched on October 16, 2007. These netbooks 
was designed by Asus, one of biggest computer 
manufacturers in Taiwan, and characterized as “easy to 
learn, easy to work, and easy to play” in the advertising 
slogan during the launch of the netbook’s 4G model (Eee 
700 series) in Taiwan. With the Asus Eee PC, users could 
do word processing, send emails, and surf the web, at a 
lower cost of less than $270 [7]. 

Netbooks have some key features including ease of use, 
compact size, lightweight, low-cost, Internet-enabled, 
entertainment-ready, and portable to numerous locations. In 
addition, netbooks provided with high-speed wireless 
Internet access, such as Wi-Fi networks, typically provide 
full network services similar to those for mainstream 
laptops and desktop PC users, and with transfer rates up to 
11 Mbps at distances of up to 500 feet [28]. Following the 
successful coverage of high-speed wireless networks, 
netbooks have become very popular as more portable 
versions of laptops, particularly as they offer the basic 

functionality of laptop computing and the portability that 
allows users to carry the netbook anywhere. 

Figure 1. LITERATURE REVIEW 
A. Personal Innovativeness in the Domain of Information

Technology (PIIT)
Rogers [29] identified the five characteristics of an

innovation as relative advantage, compatibility, complexity, 
observability, and trialability affecting the rate of adoption 
of an innovation. His theory was characterized as an 
information-centric view of the diffusion of innovation by a 
meta-analysis of a variety of innovations. A follow-up study 
by Agarwal and Prasad [2, 3] proposed a new construct that 
further illuminated the explicit relationships in the 
technology acceptance constructs. They argued that the 
behavior of innovators was perceived as active information-
seeking about new ideas from mass-media exposure and 
that innovators relied less on the subjective evaluation by 
other members of their social system about the expected 
consequences of adopting an innovation. In addition, they 
redefined individual perceptions of innovation 
characteristics that consisted of relative advantage, ease of 
use, and compatibility. Most importantly, they concluded 
that personal innovativeness in the domain of IT (PIIT) 
served as an important mediator for the antecedent and 
consequences of an individual’s perceptions of a new IT. 
This is primarily due to information processing of the 
perception development that was widely used in the 
technology acceptance literature [e.g., 27], and an 
individual’s differences in risk-taking propensity leading to 
his or her intention to use a new IT. 

In addition, Agarwal and Prasad’s findings [3] indicated 
that ease of use perceptions were not related to intentions 
even though ease of use was viewed as an important design 
requirement for the system. One possible explanation for 
this finding was that the system was inherently user-
friendly and easy to use, and therefore, ease of use was not 
considered by the intended user population to be a system 
characteristic.  

B. Product Attributes Associated with Enjoyment for
Users’ Acceptance of a New IT

The product attributes of an innovation play an
important role in affecting consumers’ attitudes toward 
using a new product, and assist distinguishable market 
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segmentation [27]. It has been argued that a consumer’s 
intention to purchase depends on the degree to which he or 
she associates the product attributes with the consumption 
situation. In the assessment of IT acceptance, Davis [13] 
proposed the technology acceptance model (TAM), in 
which the objective design characteristics of a system 
would have a direct effect on the perceived usefulness in 
addition to indirect effects via the perceived ease of use. 
Briefly, the TAM posited that an individual’s intention to 
use the technology was driven by his or her affective 
response (attitude), and two beliefs (perceived practical 
functionality and perceived ease of use) that were the 
salient antecedent attitude factors.  

Empirical tests in a variety of information technologies 
have proved that the main contribution of using the TAM 
was to provide a robust and parsimony framework of how 
individual beliefs and attitude toward using a specific 
system could be closely correlated [30]. However, the 
evaluation processes that influenced the acceptance of a 
new IT included the unique attributes of the system itself, 
such as light weight, portability, and some emerging 
functions that have been long been ignored in the TAM 
model, such as enjoyment or fun. This is referred to as “the 
extent to which the activity of using the computer is 
perceived to be personally enjoyable in its own right, apart 
from any performance consequences that may be 
anticipated.” This highlights the importance of perceived 
enjoyment as an intrinsic motivation in new IT use. In 
particular, lack of a comprehensive set of intrinsic 
motivations (e.g., perceived enjoyment/fun) in the TAM 
was widely discussed and modified by prior studies of a 
new IT use [8, 20, 30]. 

The purpose of this research is to address the 
effectiveness of a netbook as a user’s second laptop and 
innovative features such as portability, speed, connectivity, 
and compatibility, in enriching one’s lifestyle from the 
user’s perspective. Netbooks as the main case reflect the 
study assumption in which the requirement of information 
technologies for users’ lifestyles includes personal life, job, 
and entertainment that seem to have an ambiguous 
boundary. 

III. MODEL DEVELOPMENT AND HYPOTHESES

By reviewing the relevant theoretical frameworks of a 
computer and IT-related product usage, the model (see 
Figure 1) represents an integration of the theoretical 
perspectives discussed above, and suggests that netbook 
usage is a function of intrinsic motivation, individuals’ 
characteristics, and product attributes. 

A. Product Attributes
Consumers prefer different products or brands for

different occasions. Indeed, an increasing number of studies 
have established the impact of the perceived situation on a 
consumer’s evaluation of product attributes [16, 27]. The 
netbook was focused on convenience attributes, including 
compact functions, the ease of navigating via a wireless 
device, and useful communication without any location 

limitations. Its attributes can be divided into two parts: 
system features and product portability. These were 
proposed as antecedent factors of perceived enjoyment, and 
as a consequence of perceptions and personal 
innovativeness. 

1) System Features (SF)
Dabholkar [11] proposed a research model based on the

attributes of systems and described five system features of 
ATMs, which are speed of delivery, ease of use, reliability, 
enjoyment, and control. Moreover, Liao and Cheung [22] 
constructed the usefulness of Internet-based attributes, such 
as accuracy, security, network speed, user-friendly, user 
involvement, and convenience that integrated into salient 
quality attributes underlying perceived usefulness. In the 
present study, the system features of a netbook are treated 
as to the extent to which users perceive the compact 
functions of IT to meet the maximum requirement of the 
available information. These usable functions can be 
implemented and elicit potential adopters’ intrinsic 
motivation when interacting with a netbook. 

2) Product Portability (PP)
Laptop computers have become highly popular as portable 
versions of desktop computers, particularly as they offer the 
full functionality of desktop computing and the portability 
that allows users to carry their laptops anywhere. 
Furthermore, they were especially designed to be brought 
into the classroom or on campus [14]. The laptops 
portability characteristic and wireless communication via 
built-in wireless devices installed in the laptop, have 
provided users with more mobility and freedom of choice 
[10]. In this study, the product portability of a netbook is 
considered as the extent to which product portability is 
perceived as “portable (ubiquitous) information,” which can 
be accessed by users anytime or anywhere from the Internet 
or their devices without attaching any lines or wires. Thus, 
H1: Product portability is positively related to SF. 
H2: Product portability is positively related to ATT. 
H3: Product portability is positively related to ENJ. 

B. Individual Perceptions about a new IT

1) Ease of Use (EOU)
Individuals’ perceptions of the attributes of innovations

could include the complexity of the innovation technologies, 
which were perceived as relatively difficult to understand 
and use, and could result in a negative correlation with its 
rate of adoption [28]. This point was verified in Moore and 
Benbasat [26], who developed an instrument to measure the 
perceived attributes of innovations that an individual might 
have when adopting an information technology. Their 
model involved an ease of use scale, which examined the 
convergent and discriminant validity, rather than its  
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Figure 1. Research Model 

complexity. Furthermore, Agarwal and Prasad [2, 3] 
constructed a research model that delineates consumers’ 
adoption of information technologies and defined ease of 
use as a factor in users’ perceptions of a new IT.  

Perceived ease of use refers to “the degree to which an 
individual believes that using a particular system would be 
free of effort.” Ease of use is thought to be a potentially 
important determinant of computer use [17, 20]. In this 
study, ease of use is perceived as an important characteristic 
of a new IT and this characteristic highlights the effect of 
system features on user’s acceptance. Therefore, 
H4: Ease of use is positively related to PP. 
H5: Ease of use is positively related to SF. 

2) Compatibility (COMP) 
Compatibility refers to the extent to which a system is 

perceived as being consistent with the existing values, past 
experiences, and needs of potential adopters. Ideally, higher 
compatibility and less uncertainty for the potential adopters 
would fit more closely with the individual’s life conditions 
[28]. Al-Gahtani and King [5] empirically tested and 
showed that compatibility had a significant effect on 
perceived enjoyment and ease of use, indicating that 
consumers would be more likely to use an innovative 
technology if it looked like something that would be 
enjoyable. In the context of a netbook, an individual’s 
lifestyle would strongly influence his or her decision to use 
a netbook. Furthermore, an individual whose lifestyle 
revolves around the Internet would be more likely to adopt 
a netbook since wireless Internet is in fact an extension of 
the Internet. Thus,, 

H6: Compatibility is positively related to EOU. 
H7: Compatibility is positively related to ENJ. 
H8: Compatibility is positively related to RA. 
H9: Compatibility is positively related to PP. 

3) Relative Advantage (RA) 
Relative advantage is an important part of message 

content in evaluating whether or not a new product has a 
characteristic of the innovation. Earlier studies revealed that 
the relative advantage of a new product has been 
consistently found to be an important antecedent factor in 
adopting an innovation [2, 3, 30]. Similarly, Teo and Lim 
[42] applied relative advantage as an antecedent factor of 
attitude toward using mobile phones with WAP-enabled 
functions, and Mallat [25] found that relative advantage had 
a positive effect on consumer adoption of mobile payments. 

The relative advantage of a netbook makes it possible 
for potential users to access the Internet services and to 
better manage their daily lives. Though other devices such 
as PDAs can facilitate some degree of similar performance, 
a netbook remains an ideal device for personal information 
technology, primarily because a netbook offers much lower 
costs in accessing information and the possibility of 
ubiquitous personal communication. Therefore, 
H10: Relative advantage is positively related to SF. 
H11: Relative advantage is positively related to ENJ. 

C. Personal Innovativeness (PI) 
Agarwal and Prasad [2] defined personal innovativeness as 
the willingness of an individual to try out new information 
technologies. Individuals who perceived the innovation as 
relatively worthwhile and were more innovative might be 
more willing to adopt the innovation in the face of 
uncertainty about benefits. Several researchers thought of 
personal innovativeness as a personality trait. The traits of 
personal innovativeness could be differentiated more or less 
by identifying attitudes or other individual properties, 
including predisposition toward new ideas and change [1, 
24, 32]. Thus, the innovative disposition may well serve as 
the primary and direct determinant for the attitude toward 
using a netbook, as well as intention to purchase an 
additional product. Therefore, 
H12: Personal innovativeness is positively related to RA. 
H13: Personal innovativeness is positively related o PP. 
H14: Personal innovativeness is positively related to INT. 

D. Perceived Enjoyment (ENJ) 
Perceived enjoyment was depicted as an activity that 

might decide the individual’s perception of how much fun 
he or she could have with the activity [8]. Individuals 
probably engaged in activities because they led to extrinsic 
rewards and brought about enjoyment and pleasure. The 
characterization of technology adoption associated with 
perceived enjoyment has been reported to affect consumers’ 
adoption of IT for assessing the Internet [30]. In the 
computer-mediated environment (CME) context, interacting 
with the Internet could be conceptualized as a flow state 
facilitated by a seamless response, which is intrinsically 
enjoyable, and associated with a loss of self-consciousness 
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and self-reinforcement [19]. 
In this study, those users who considered that netbooks 

offered more convenient and compact functions, faster 
boot-up, and ease of navigating through wireless devices 
were more likely to consider adopting one as a second 
laptop. Thus, 
H15: Perceived enjoyment is positively related to ATT. 

E. Attitude toward Use (ATT) 
Attitude has long been identified as a cause of intention, 

and psychologists have discussed the theoretical construct 
attitude for decades. Ajzen and Fishbein’s [4] paradigm was 
classified into two constructs: attitude toward the object and 
attitude toward the behavior. In the TAM model, attitude 
toward use was defined as the mediating affective response 
between two beliefs (perceived usefulness and perceived 
ease of use) and intentions to use a target system [12, 13]. 
To further understand a user’s attitude toward using a 
netbook as a second laptop, this research adequately merges 
user’s affect and response surrogate as his or her attitude 
toward the purchase. However, intention to purchase an 
additional product might take place either at the first use or 
within a short time because potential users could request 
information instantly and directly via actual use. Therefore, 
H16: An individual’s attitude is positively related to INT. 

V. METHODOLOGY 

A. Data Collection 
The data to test the research model came from 

university students and practitioners. From the perspective 
of marketers, these two groups were highly considered as 
potential users, as they often used a netbook in their 
workplaces or lives. Students in particular accepted 
netbooks as a necessary part of their curriculum on campus 
because they have a compact design, are lightweight, and 
have built-in wireless network. In addition, the practitioners 
considered netbooks as personalized information tools 
designed to enrich their lifestyles, through surfing the 
Internet, viewing multimedia, and sharing knowledge on the 
move. 

In summary, a total of 272 university students from 
three medium-sized universities in southern Taiwan 
completed the questionnaire as well as 319 practitioners 
from various industries. A total of 259 valid paper-and-
pencil samples and 60 valid email samples were returned. 

B. Measures 
The measures used to operationalize the constructs 

included in the research model are mainly adapted from 
relevant prior studies, with minor wording changes to trim 
the constructs to fit the targeted context. Moreover, all items 
apply a seven-point Likert-type scale ranging from (1) 
strongly disagree to (7) strongly agree. To ensure the 
desired balance and randomness of the items in the 
questionnaire, all items were randomly arranged to reduce 
the potential ceiling (of floor) effect that induces 
monotonous responses to the items designed to measure the  

 

TABLE I COMPARISONS OF THE MEASUREMENT MODELS 
Model-fitting 

Indices Student Model Practitioner Model 

�2 1153.72 953.89 
df. 593 491 

P-value 0.000 0.000 
RMSEAa 0.059 0.055 
SRMRb 0.054 0.052 

NFIc 0.93 0.93 
NNFId 0.96 0.96 
CFIe 0.96 0.96 
GFIf 0.82 0.85 

AGFIg 0.80 0.82 

Deleted items EOU3, PI5, ATT5 EOU3, PI5, RA3, 
RA4, ATT3, ATT4 

a: RMSEA (Root Mean Square Error of Approximation); b: SRMR (Standardized Root Mean 
Square); c: NFI (Normed Fit Index); d: NNFI (Non-Normed Fit Index); e: CFI (Comparative Fit 
Index); f: GFI (Goodness-of-Fit Index); g: AGFI (Adjusted Goodness-of-Fit Index) 

TABLE II COMPLETELY STANDARDIZED FACTOR LOADING AND   
CONSTRUCT RELIABILITY ESTIMATES 

 Student Mode Practitioner Mode
Constructs CRa. AVEb CR. AVE 

System Features 0.854  0.595  0.769 0.531 
Ease of Use 0.721  0.567  0.750 0.625 

Product Portability 0.847  0.528  0.857 0.501 
Compatibility 0.914  0.680  0.840 0.515 

Personal Innovativeness 0.868  0.622  0.803 0.503 
Relative Advantage 0.870  0.576  0.786 0.551 

Perceived Enjoyment 0.842  0.521  0.839 0.513 
Attitude towards Use 0.801  0.505  0.757 0.515 

Intention to Purchase an 
Additional Product 0.767  0.521  0.801 0.570 

a: Construct reliability (CR) = �c = (��i)2 / [(��i)2 +�var(�i)], where �i is the component loading to an 
indicator and var(�i) = 1- �2

i . 
b: Average variance extracted (AVE) = (��2

i) / n, where n is the number of observed variables. 

same construct. Items assessing various constructs are 
shown in the Appendix. 

VI. DATA ANALYSIS AND EMPIRICAL RESULTS 
In this section, the study utilizes a two-stage data 

analysis approach recommended by Anderson and Gerbing  
 [6] to assess the measurement model of the factors and to 
test the structural model. The CFA (confirmatory factor 
analysis) and SEM (structural equation modeling) using 
LISREL 8.54 [21] has been conducted for all the scales 
together. To reflect the extent to which the hypothesized 
model in the analysis of CFA is appropriately described, 
some variables with misspecifications are captured by the 
modification indices (MIs), where variables with greater 
than 8 MIs should be deleted from the factor loading matrix 
[9]. Through a series of purification of CFA, each revised 
model performs a better model-fitting index, as shown in 
Table I. 

In addition, the constructs show a discriminant validity 
and construct reliability. Table II shows that all constructs 
fulfilled the recommended levels of construct reliability 
(CR) and average variance extracted (AVE), with greater 
than the acceptable 0.70 and 0.50, respectively [10, 20]. 
Following up on the CFA, the SEM is used to test the 
pattern of causal structure linking among exogenous and  

2010 International Conference on Education and Management Technology（ICEMT 2010）

288

Authorized licensed use limited to: Callie Pendergrass. Downloaded on January 07,2025 at 17:21:30 UTC from IEEE Xplore.  Restrictions apply. 

IPR2024-00399 
Apple EX1049 Page 4



TABLE III COMPARISON OF PARAMETER ESTIMATES AND STATISTICAL SIGNIFICANCE FOR TWO SURVEYS 

 
endogenous variables [6, 9]. To perform the best-fitting 
model, a final model is evaluated by reviewing the LISREL 
output that indicates the MIs of both the gamma matrix 
(structural coefficients relating exogenously to endogenous 
variables) and the beta matrix (structural coefficients 
relating endogenously to endogenous variables). As a result, 
the distinction between the two target surveys is illustrated 
by the model assessment, as shown in Table III.  

Results for the two surveys present a variety of issues 
described as follows: 

• In the student survey, the product portability of a 
netbook’s product attributes presents a stronger 
reverse link to perceived enjoyment, contrary to the 
expected hypothesis. A possible explanation is that 
students’ perceptions of netbooks focus on the 
compact size, the lightweight design, and the high 
portability designed to access emails, browse the 
Web, and utilize Web-based applications on the 
move. 

• The compatibility and relative advantages are 
significant for perceived enjoyment primarily 
because the innovation technologies of a netbook 
have been emphasized by PC makers, in terms of 
the relative advantage and compatibility for 
compact design. All respondents recognized these 
traits as the drivers of perceived enjoyment while 
using a netbook as a second laptop, and saw a use 
of netbooks for entertainment purposes, through a 
series of improvements and innovations, apart from 
any anticipated performance consequence. 

• The influence of personal innovativeness on 
intention to purchase an additional product for 
practitioner survey was strongly significant, but not 
significant in the student survey. This reveals that 
practitioners are more likely to take a risk in order 
to cope with high levels of uncertainty than students, 

and further develop a positive intention to adopt a 
new product. 

• The impact of product portability comes from 
perceptions of compatibility and relative advantage. 
The advantages of a netbook relative to a 
standardized laptop are that a netbook is more 
portable for students to use for their studies or for 
surfing the Internet on campus. 

VII. CONCLUSION 

A. Managerial Implications 
The main findings of this study were gained from two 

distinct groups of respondents. Their significant differences 
were important as they helped identify product attributes 
and individual perceptions about a new IT product or 
services that are likely to become crucial as users with 
higher levels of personal innovativeness are involved in 
their intention to purchase an innovative IT product, as a 
complement to their existing products. This study also 
addressed the following implications: 

• The distinct purpose of the research framework was 
significantly different compared to the TAM [12, 13] 
and framework of Agarwal and Prasad [2, 3] in an 
attempt to explore potential adopters of innovative 
IT. This study focused on the intention of potential 
users to purchase a netbook as a laptop complement, 
and not as a replacement. 

• Studies have successfully shown that product 
attributes affected an individual’s intrinsic 
motivation (perceived enjoyment). Individuals, who 
are more likely to derive greater enjoyment and 
have more fun doing a given task using a netbook 
can access the Internet anytime and anywhere. 
These individuals should pay much attention to the 
above discussion.  

• From the perspective of practice, a PC maker 

Hypotheses Path Coefficients for Students Significance Path Coefficients for Practitioners Significance 

H1 
H2 

H3 

PP � SF (�13 = 0.02, t = 0.22) 
PP � ATT (�63 = 0.10, t = 0.93) 
PP� ENJ (�53 = -0.31, t = -4.76) 

No 
No 
Yes (Negative) 

PP � SF (�13 = 0.48, t = 5.61) 
PP � ATT (�63 = 0.28, t = 3.59) 
PP � ENJ (�53 = -0.01, t = -0.10) 

Yes (Positive) 
Yes (Positive) 
No 

H4 

H5 

EOU � PP (�32 =0.43, t = 4.20) 
EOU � SF (�12 =0.69, t = 6.21) 

Yes (Positive) 
Yes (Positive) 

EOU � PP (�32 = 0.24, t = 3.28) 
EOU � SF (�12 = 0.26, t = 3.11) 

Yes (Positive) 
Yes (Positive) 

H6 

H7 

H8 

H9 

COMP � EOU (�21 = 0.35, t = 5.67) 
COMP � ENJ (�51 =0.27, t = 2.91) 
COMP � RA (�41 = 0.47, t = 6.74) 
COMP � PP (�31 = 0. 30, t =4.73) 

Yes (Positive) 
Yes (Positive) 
Yes (Positive) 
Yes (Positive) 

COMP � EOU (�21= 0.36, t = 3.70) 
COMP � ENJ (�51 = 0.27, t = 2.91) 
COMP � RA (�41 = 0.47, t = 5.25) 
COMP � PP (�31 = 0.51, t = 6.28) 

Yes (Positive) 
Yes (Positive) 
Yes (Positive) 
Yes (Positive) 

H10 
H11 

RA � ENJ (�54 = 0.37, t = 4.30) 
RA� SF (�14 = 0.16, t = 2.33) 

Yes (Positive) 
Yes (Positive) 

RA � ENJ (�54 = 0.37, t = 4.30) 
RA� SF  (�14 = 0.19, t = 2.76 

Yes (Positive) 
Yes (Positive) 

H12 
H13 

H14 

PI � RA  (�42 = 0.46, t = 6.44) 
PI � PP (�32 = 0.58, t = 7.89) 
PI � INT (�72 = 0.05, t = 0.72) 

Yes (Positive) 
Yes (Positive) 
No 

PI � RA (�42 = 0.26, t = 3.30) 
PI � PP (�32 = 0.24, t = 3.33) 
PI � INT (�72 = 0.28, t = 3.38) 

Yes (Positive) 
Yes (Positive) 
Yes (Positive) 

H15 ENJ � ATT (�65 = 0.69, t = 7.98) Yes (Positive) ENJ � ATT  (�65 = 0.54, t = 6.70) Yes (Positive) 
H16 ATT � INT  (�76 = 0.49, t = 5.86) Yes (Positive) ATT � INT  (�76 = 0.36, t = 4.15) Yes (Positive) 

Model-fitting 
Indices 

�2 = 1153.72 (p-value = 0.00), df. = 593, RMSEA = 0.059, 
SRMR = 0.054, CFI = 0.96, NFI = 0.93, NNFI = 0.96, GFI = 
0.82, AGFI = 0.80.  

�2 = 953.89 (p-value = 0.000), df. = 491, RMSEA = 0.055, 
SRMR = 0.052, CFI = 0.96, NFI = 0.93. NNFI = 0.96, GFI = 
0.85, AGFI = 0.82 
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launched a new model of IT, a netbook, by refining 
and rethinking computer features. Enhancing some 
product attributes for a netbook would highly 
satisfy specific users’ information requirements in 
the ubiquitous wireless environment. 

• Evidence from the empirical test of two different 
groups of respondents revealed that inherent 
product attributes, designed by innovative 
techniques or stemming from improving existing 
functions, presented a causal relationship. This 
relationship is consistent with the previous 
contention that the selection of appropriate product 
attributes and realistic levels necessitated the users’ 
ability to utilize numerous attributes in their 
decision-making [27]. 

• The inclusion of personal innovativeness in this 
study could increase understanding of both how 
perceptions and product attributes were formed and 
the subsequent role affecting an individual’s attitude 
and intentions to purchase a netbook as a 
complement laptop. Compared with the student 
survey, the practitioners indicated higher personal 
innovativeness and could further reduce risk in the 
face of uncertainty by making a series of 
evaluations of product attributes in their decision 
making process. 

B. Limitations and Directions for Further Research 
Some limitations may be related to collecting the data 

and interpreting the results. The first limitation may be the 
areas of sampling, in which respondents were drawn from a 
highly homogenous groups residing in a single city. 
Therefore, the study possibly lacked the diversity that could 
be expected from a comparable sample, especially in the 
student survey. The second limitation may be a lower 
percentage of netbook owners for two target respondents 
that could result in model evaluation in terms of the user’s 
acceptance of a netbook as a complement to her or her 
laptop. 

Further research should be conducted to investigate the 
constructs and cues that would most likely increase the 
intention of potential users to purchase a netbook as a 
complementary laptop. The future of the netbook and its 
market penetration remains to be seen, but this study 
empirically proves a high level of promise concerning this 
product’s visibility in the future of personal information 
tools. Therefore, evaluating the usability and product 
attractiveness of an emerging IT product could be useful in 
understanding the thinking of potential users. 

REFERENCES 
[1] R. Agarwal, and E. Karahanna, “Time flies when you’re having fun: 

Cognitive absorption and beliefs about information technology 
usage,” MIS Quarterly, vol. 24, pp. 665-694, December 2000. 

[2] R. Agarwal, and J. Prasad, “A conceptual and operational definition 
of personal innovativeness in the domain of information technology,” 
Information Systems Research, vol. 9, pp.204-215, June 1998. 

[3] R. Agarwal, and J. Prasad, “The antecedents and consequents of user 

perceptions in information technology adoption,” Decision Support 
Systems, vol. 22, pp.15-29, January 1998. 

[4] I. Ajzen, and M. Fishbein, (1980). Understanding attitudes and 
predicting social behavior. Englewood Cliffs, NY: Practice Hall, 
1980. 

[5] S. Al-Gahtani, and M. King, “Attitudes, satisfaction and usage: 
Factors contributing to each in the acceptance of information 
technology,” Behaviour & Information Technology, vol. 18, 277-297, 
July 1999. 

[6] J. C. Anderson, and D. W. Gerbing, “Structural equation modeling in 
practice: A review and recommended two-step approach,” 
Psychological Bulletin, vol. 103, pp. 411-23, May 1988. 

[7] ASUS, Available : http://eeepc.asus.com/, 2009. 
[8] M. Atkinson, and C. Kydd, “Individual characteristics associated with 

World Wide Web use: An empirical study of playfulness and 
motivation,” The DADA BASE for Advances in Information Systems, 
vol. 28, pp. 53-62, Spring 1997. 

[9] B. M. Byrne, PRELIS and SIMPLIS: Basic concepts, applications 
and programming, Structural Equation Modeling with LISREL. 
Mahwah, NJ: Mahwah, Lawrence Erlbaum, 1998. 

[10] R. Cutshall, C. Changchit, and S. Elwood, “Campus Laptops: What 
Logistical and Technological Factors are Perceived Critical?” 
Educational Technology & Society, vol. 9, pp.112-121. July 2006. 

[11] P. A. Dabholkar, “Consumer evaluations of new technology-based 
self-service options: An investigation of alternative models of service 
quality,” International Journal of Research in Marketing, vol. 13, pp. 
29-51, February 1996. 

[12] F. D. Davis, R. P. Bagozzi, and P. R. Warshaw, “Extrinsic and 
intrinsic motivation to use computers in the workplace,” Journal of 
Applied Social Psychology, vol. 22, pp. 1111-1132, July 1992. 

[13] F. D. Davis, “Perceived practical functionality, perceived ease-of-use 
and user acceptance of information technology,” MIS Quarterly, vol. 
13, pp. 319-340, September 1989. 

[14] D. Dearman, and J. S. Pierce, “It’s on my other computer! Computing 
with multiple devices,” Proc 26th annual SIGCHI Conference on 
Human Factors in Computing Systems, April 2008, pp. 767-776. doi: 
10.1145/1357054.1357177. 

[15]  D. E. Descy, “Netbooks: Small but Powerful Friends,” TechTrends, 
vol. 53, pp.9-10, March 2009.  

[16] R. J. Donovan, and G. Jalleh, “Positively versus negatively framed 
product attributes: The influence of involvement,” Psychology and 
Marketing, vol. 16, pp. 613-630, September 1999. 

[17] S. Elwood, C. Changchit, and R. Cutshall, “Investigating students’ 
perceptions on laptop initiative in higher education: An extension of 
the technology acceptance model,” Campus-Wide Information 
Systems, vol. 23, pp. 336-349, October 2006. 

[18] J. F. Hair, W. C. Black, B. J. Babin, R. E. Anderson, and R. L. Tatham, 
Multivariate data analysis, 6th ed., Upper Saddle River, NJ: Person 
Education International , 2006. 

[19] D. L. Hoffman, and T. P. Novak, “Marketing in Hypermedia 
Computer-Mediated Environments: Conceptual Foundations,” 
Journal of Marketing, vol. 60, pp. 58-68, July 1996. 

[20] M. Igbaria, and J. Iivari, “The Effects of Self-efficacy on Computer 
Usage,” Omega, vol. 3, pp. 587-605, December 1995. 

[21] K. G. Jöreskog, and D. Sörbom, LISREL 8: User’s reference guide. 
Chicago: Scientific Software International, 1996. 

[22] Z. Liao, and M. T. Cheung, “Internet-based e-banking and consumer 
attitudes: An empirical study,” Information & Management, vol. 39, 
pp. 283-295, January 2002. 

[23] J. Lu, J. E. Yao, and C.S. Yu, “Personal innovativeness, social 
influences and adoption of wireless Internet services via mobile 
technology,” Journal of Strategic Information System, vol. 14, pp. 
245-268, September 2005. 

[24] J. Lu, C. Liu, S. S. Yu, and K. Wang, “Determinants of accepting 
wireless mobile data services in China,” Information & Management, 
vol. 45, pp. 52-64, January 2008. 

2010 International Conference on Education and Management Technology（ICEMT 2010）

290

Authorized licensed use limited to: Callie Pendergrass. Downloaded on January 07,2025 at 17:21:30 UTC from IEEE Xplore.  Restrictions apply. 

IPR2024-00399 
Apple EX1049 Page 6



[25] N. Mallat, “Exploring consumer adoption of mobile payments - A 
qualitative study,” Journal of Strategic Information Systems, vol. 16, 
pp. 413-432, December 2007. 

[26] G. C. Moore, and I. Benbasat, “Development of an instrument to 
measure the perceptions of adopting an information technology 
innovation,” Information Systems Research, vol. 2, pp. 192-222, 
September 1991. 

[27] P. G. Quester, and J. Smart, “The influence of consumption situation 
and product involvement over consumers’ use of product attribute,” 
Journal of Consumer Marketing, vol. 15, pp. 220-238, June 1998. 

[28] B. Roa, and M. A. Parikh, “Wireless Broadband Networks: The U.S. 
Experience,” International Journal of Electronic Commerce, vol.8, pp. 
37–53, Fall 2003. 

[29] E. M. Rogers, The diffusion of innovations, 3rd ed., NY: The Free 
Press, 1983. 

[30] T. S. H. Teo, and V. K. G. Lim, “Factors influencing personal 
computer usage: The gender gap,” Women in Management Review, 
vol. 11, pp. 18-26, December 1996. 

[31] G. O. Wiredu, “User appropriation of mobile technologies: Motives, 
conditions and design properties,” Information and Organization, vol. 
17, pp. 110-129, May 2007. 

[32] C. S. Yiu, K. Grant, and D. Edgar, “Factors affecting the adoption of 
Internet Banking in Hong Kong- implications for the banking sector,” 
International Journal of Information Management, Vol. 27, pp. 336-
351, October 2007. 

APPENDIX VARIABLES DEFINITIONS AND MEASUREMENTS 

Constructs/ 
Variables Definitions/Source Wording 

System Features 

The extent to which an individual perceives
that a variety of unique functions from a new
IT is useful, consistent and reasonable. [12, 
13 ] 

SF1. Compact design for layout of netbook. 
SF2. Providing prerequisite functions. 
SF3. Provides a fast boot-up time to get into action. 
SF4. Easier to build the relationships with others via built-in Wi-Fi or wireless devices. 

Ease of Use 
The extent to which an individual believes 
that using a new IT would be free of physical 
and mental effort. [12, 13 ] 

EOU1. Easy-to-use. 
EOU2. User-friendly interface. 
EOU3. Easy to learn. 

Product Portability 
The extent to which the compact design of a 
new IT and its usable contents allows users 
to carry then anywhere. [14] 

PP1. More convenient to handle information on the go. 
PP2. More convenient to communicate with others on the go. 
PP3. More convenient to manage my work and lifestyle 
PP4. All built-in functions of a netbook fit the way I use IT outside my home or office. 
PP5. Share knowledge or information with others on the go. 

Compatibility 

The extent to which the innovation of a new 
IT is perceived as consistent with the existing 
values, past experiences, and needs of 
potential adopters. [26, 27] 

COMP1. Using a netbook suits my lifestyle. 
COMP2. Using a netbook suits the way I like to engage in online activities. 
COMP3. The functions provided by a netbook meet my current needs. 
COMP4. Using a netbook suits my position. 
COMP5. The functions provided by a netbook are compatible with all aspects of my
current work. 

Relative 
Advantage 

The extent to which the innovation of a new 
IT is perceived as being better than it 
precursor. [26, 27] 

Compared with a standardized laptop, 
RA1. A netbook offers me a reasonably priced computer tool.  
RA2. Using a netbook can enable me to improve my daily activities. 
RA3. A netbook with compact configurations meets my needs. 
RA4. A netbook offers me personalized services. 
RA5. A netbook is an ideal tool for Internet surfing. 

Personal 
Innovativeness 

Personal innovativeness, a relatively stable 
individual trait across situational 
considerations, is conceptualized as the 
willingness of an individual to try out any 
new IT. [2, 3, 23, 27] 

PI1. I am interested in seeking new innovative products. 
PI2. I like to use innovative products to enrich my lifestyle. 
PI3. If I heard about a new information technology product, I would like to experience it. 
PI4. Without experiencing the new innovative products, I would like to try it. 
PI5. Among my peers, I am usually the first to explore new information technology 
products. 

Perceived 
Enjoyment 

The extent to which an immediate pleasure 
and joy is elicited from the individual’s 
experiences with a new IT and perceives any 
activity involving use it as inherently 
enjoyable. [8, 11] 

If I were actually using a netbook, this would... 
ENJ1. Be appealing.  
ENJ2. Be enjoyable. 
ENJ3. Be entertaining. 
ENJ4. Be interesting. 
ENJ5. Be funny. 

Attitude toward 
Use 

The extent to which attitude toward using a 
new IT refereed to consumer’ overall 
evaluation by exploratory acquisition of 
products and exploratory information 
seeking. [4] 

ATT1. A netbook makes it very easy for me to build a relationship with others. 
ATT2. Surfing the Web using a netbook is an excellent way for me to spend time. 
ATT3. I am pleased while I am exploring a netbook. 
ATT4. A netbook is a playful experience for me.  
ATT5. I am part of a like-minded group of people while using a netbook. 

Intentions to 
Purchase an 

Additional Product 

The extent to which an individual assess the 
likelihood that he or she will purchase a 
homogenous product. [ Modified from 23] 

INT1. I always compare product characteristics among brands of a specific netbook. 
INT2. It would take a very long time to decide before buying a netbook. 
INT3. I would like to buy a netbook as a second laptop. 

 

 
 

2010 International Conference on Education and Management Technology（ICEMT 2010）

291

Authorized licensed use limited to: Callie Pendergrass. Downloaded on January 07,2025 at 17:21:30 UTC from IEEE Xplore.  Restrictions apply. 

IPR2024-00399 
Apple EX1049 Page 7



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles false
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Gray Gamma 2.2)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.4
  /CompressObjects /Off
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams true
  /MaxSubsetPct 100
  /Optimize false
  /OPM 0
  /ParseDSCComments false
  /ParseDSCCommentsForDocInfo false
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo false
  /PreserveFlatness true
  /PreserveHalftoneInfo true
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts false
  /TransferFunctionInfo /Remove
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
    /Arial-Black
    /Arial-BoldItalicMT
    /Arial-BoldMT
    /Arial-ItalicMT
    /ArialMT
    /ArialNarrow
    /ArialNarrow-Bold
    /ArialNarrow-BoldItalic
    /ArialNarrow-Italic
    /ArialUnicodeMS
    /BookAntiqua
    /BookAntiqua-Bold
    /BookAntiqua-BoldItalic
    /BookAntiqua-Italic
    /BookmanOldStyle
    /BookmanOldStyle-Bold
    /BookmanOldStyle-BoldItalic
    /BookmanOldStyle-Italic
    /BookshelfSymbolSeven
    /Century
    /CenturyGothic
    /CenturyGothic-Bold
    /CenturyGothic-BoldItalic
    /CenturyGothic-Italic
    /CenturySchoolbook
    /CenturySchoolbook-Bold
    /CenturySchoolbook-BoldItalic
    /CenturySchoolbook-Italic
    /ComicSansMS
    /ComicSansMS-Bold
    /CourierNewPS-BoldItalicMT
    /CourierNewPS-BoldMT
    /CourierNewPS-ItalicMT
    /CourierNewPSMT
    /EstrangeloEdessa
    /FranklinGothic-Medium
    /FranklinGothic-MediumItalic
    /Garamond
    /Garamond-Bold
    /Garamond-Italic
    /Gautami
    /Georgia
    /Georgia-Bold
    /Georgia-BoldItalic
    /Georgia-Italic
    /Haettenschweiler
    /Impact
    /Kartika
    /Latha
    /LetterGothicMT
    /LetterGothicMT-Bold
    /LetterGothicMT-BoldOblique
    /LetterGothicMT-Oblique
    /LucidaConsole
    /LucidaSans
    /LucidaSans-Demi
    /LucidaSans-DemiItalic
    /LucidaSans-Italic
    /LucidaSansUnicode
    /Mangal-Regular
    /MicrosoftSansSerif
    /MonotypeCorsiva
    /MSReferenceSansSerif
    /MSReferenceSpecialty
    /MVBoli
    /PalatinoLinotype-Bold
    /PalatinoLinotype-BoldItalic
    /PalatinoLinotype-Italic
    /PalatinoLinotype-Roman
    /Raavi
    /Shruti
    /Sylfaen
    /SymbolMT
    /Tahoma
    /Tahoma-Bold
    /TimesNewRomanMT-ExtraBold
    /TimesNewRomanPS-BoldItalicMT
    /TimesNewRomanPS-BoldMT
    /TimesNewRomanPS-ItalicMT
    /TimesNewRomanPSMT
    /Trebuchet-BoldItalic
    /TrebuchetMS
    /TrebuchetMS-Bold
    /TrebuchetMS-Italic
    /Tunga-Regular
    /Verdana
    /Verdana-Bold
    /Verdana-BoldItalic
    /Verdana-Italic
    /Vrinda
    /Webdings
    /Wingdings2
    /Wingdings3
    /Wingdings-Regular
    /ZWAdobeF
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 200
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages false
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /ColorImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 200
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages false
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /GrayImageDict <<
    /QFactor 0.76
    /HSamples [2 1 1 2] /VSamples [2 1 1 2]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 15
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 400
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 600
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /CheckCompliance [
    /None
  ]
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile (None)
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e55464e1a65876863768467e5770b548c62535370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc666e901a554652d965874ef6768467e5770b548c52175370300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /DAN <>
    /DEU <>
    /ESP <>
    /FRA <>
    /ITA (Utilizzare queste impostazioni per creare documenti Adobe PDF adatti per visualizzare e stampare documenti aziendali in modo affidabile. I documenti PDF creati possono essere aperti con Acrobat e Adobe Reader 5.0 e versioni successive.)
    /JPN <>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020be44c988b2c8c2a40020bb38c11cb97c0020c548c815c801c73cb85c0020bcf4ace00020c778c1c4d558b2940020b3700020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken waarmee zakelijke documenten betrouwbaar kunnen worden weergegeven en afgedrukt. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /PTB <>
    /SUO <>
    /SVE <>
    /ENU (Use these settings to create PDFs that match the "Required"  settings for PDF Specification 4.01)
  >>
>> setdistillerparams
<<
  /HWResolution [600 600]
  /PageSize [612.000 792.000]
>> setpagedevice




