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1. Introduction 

Nowadays, mobile applications (―mobile apps‖) are not only used in entertainment and communication but also 

in education. Mobile-learning, defined as ―learning across multiple contexts, through social and content interactions, 

using personal electronic devices (Berge and Muilenburg, 2013) is becoming popular. As one of the mobile-learning 

products, mobile education apps have similar benefits such as low cost in learning, convenience to access, and social 

interaction. For the convenience to access, users can access education apps by mobile devices in a short time without 

any location limitation (Motiwalla, 2007). For social interaction, users can use the mobile education apps to 

communicate with others during study time (Godwin-Jones, 2011). Therefore, students show a positive attitude in 

using education apps to discuss homework with others (Rossing  et al., 2012). 

Several investigations have been generated topics regarding users’ adoption to use mobile apps in learning 

purpose, including education apps. Gikas and Grant (2013) studied students’ intention to use mobile devices in 

learning in the United States and found that students preferred using mobile devices in learning because they 

typically provide outside-classroom learning opportunities. Moreover, Sharples (2002) found that many people 

accepted mobile apps in education because they considered mobile education apps as a conversational learning way. 

With 330 participants in Taiwan, Wang  et al. (2009) analyzed Taiwanese’ behavior intention in using mobile-

learning services and their acceptance toward mobile-learning based on their performance expectancy, effort 

expectancy, social influence, and facilitating conditions. Numerous previous research exists in regards to users’ 

acceptance to use mobile apps in education. The present paper is mainly focusing on Chinese college students’ 

attitude and intention to use mobile education apps because of the increasing market size, large number of education 

app users, and the potential of targeting Chinese college students. 

In China, mobile education apps have enjoyed popularity in the apps market. Since 2012, mobile education apps 

have been among the top-three most popular apps in China (Iresearch). The research indicated that, in 2015, the 

market size of mobile education app in China reached 1.43 billion CNY; it was forecasted to be as large as two times 

in 2017 (3.12 billion CNY). In addition, in 2015, there were 249 million mobile education app users in China. As of 

Abstract: In China, a mobile education app is one of the top-three most popular apps, and its market size is 

continually growing. As the age of the largest group of mobile app users in China is between 26 and 30 years 

old, college students will become the largest potential group to use mobile education apps in the future. 

Therefore, understanding the Chinese potential consumers’ attitude and behavior intention to use mobile 

education apps is a good way for marketers to set up competitive strategies during promotions. Based on the 

TAM model, this study used perceived usefulness, perceived ease of use, and perceived enjoyment to measure 

students’ attitude and behavior intention to use mobile education apps in China. Based on the research of 125 

Chinese college students, the result indicated that perceived usefulness and perceived enjoyment were positively 

influencing users’ attitude and intention to use mobile education apps. However, the perceived ease of use didn’t 

affect participants’ behavior intention to use education apps. It confirms that the perceptions of usefulness and 

enjoyment are indicators of attitude and intention to use mobile education apps among Chinese college students. 

Moreover, the perceived ease of use has a positive impact on the Chinese college students’ attitude toward 

education apps but not the individual intention to use the apps. Therefore, in order to target Chinese college 

students, marketers can focus on the usefulness and enjoyment of using education apps. 

Keywords: Mobile education applications; Technology acceptance; Perceived usefulness; Perceived ease of use; 

Perceived enjoyment. 
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2017, there will be 394 million people using mobile education apps in China (Iimedia). Facing increasing app users 

and fast-growing market size, marketers need to understand about potential users’ attitude and intention to use 

mobile education apps so that they can specifically target Chinese consumers. 

Furthermore, based on the statistic report (Iimedia), young people from 18–25 years old were the third largest 

group (17.9%) of people using mobile apps among all Chinese app users in 2015. The largest group (38.1%) consists 

of people between 26 and 30 years old, which is the main target group of using mobile education apps. Even though 

Chinese college students, whose age ranged between 18–25 years old, are not the largest group of people using 

mobile apps, they will go into the largest group soon. Therefore, they will become the largest group of potential 

consumers to use mobile education apps in the near future. Targeting young consumers now and figuring out how 

different perceptions affect their attitude and behavior intention to use mobile education apps can help the marketers 

centralize consumers’ needs during present and future promotion. 

This paper is organized as follows. First, this study reviews relevant literatures. Then, the study develops the 

hypothesis with the research model. With the regression analysis, the study obtains the findings. Then, the study 

presents the implications, limitations, and suggestions for the future study. 

 

2. Literature Review 
2.1. Technology Acceptance Model  

The technology acceptance model (TAM), proposed by Davis (1989) is one of the most commonly used models 

for measuring consumers’ acceptance toward using new technology. In TAM, Davis (1989) found that perceived 

usefulness and perceived ease of use were two significant factors affecting users’ acceptance toward using new 

technology. Participants perceive new technology as useful and easy to use so they would use the new informational 

systems. Davis  et al. (1992). added users’ perception of enjoyment to measure people’s intention to use the new 

technology. From the result, perceived enjoyment also showed a positive influence on the intention to use the new 

technology. A number of researchers applied the perception of usefulness, ease of use, and enjoyment to measure 

consumers’ attitude and behavior intention to use various technology. Based on this, the literature review 

concentrates on the impact of perceived usefulness, perceived enjoyment, and perceived ease of use on the attitude 

and intention to use the different types of technology. 

 

2.2. Perceived Usefulness  
In the original TAM, Davis (1989) defined usefulness as ―the degree to which a person believes that using a 

particular system would enhance his or her job performance.‖ Davis explained that when people perceived using a 

new technology was useful for their job performance, they were willing to use it. In the education system, perceived 

usefulness was defined as ―Online learners’ perception of the expected benefits of using e-learning systems to 

assimilate IT skills, (Hayashi  et al., 2004). The usefulness was relating with the skills’ improvement toward using 

the informational system in education. According to Kleijnen  et al. (2004), perceived usefulness was defined as 

―how well consumers believe mobile services can be integrated into their daily activities.‖ In mobile services, the 

―usefulness‖ refers to consumers’ beliefs of using mobile services with expected advantages. 

Empirical studies of TAM have shown that perceived usefulness is one of the major factors in determining 

users’ attitude and behavior intention to use different new technologies. It was successful to apply the perceived 

usefulness to the intention to use the social robots for older adults (Heerink  et al., 2010). In the technology for 

solving individual financial problems, perceived usefulness positively affected users’ attitude to use mobile financial 

services (Kleijnen  et al., 2004). The perception of usefulness also showed the positive influence to individual 

intention to use online applications such as online websites (Moon and Kim, 2001), online antivirus applications (Lu  

et al., 2005), online banking services (Pikkarainen  et al., 2004), and online shopping (Childers  et al., 2002).  

 

2.3. Perceived Ease of Use 
The perceived ease of use was defined as ―the degree to which a person believes that using a particular system 

would be free of effort‖ by Davis in 1989. He explained that users prefer using the new technology with spending 

less effort. At the meantime, ―ease of use‖ means users could use the systems smoothly without annoying 

disturbances (Terzis and conomides, 2011). Similarly, Lee  et al. (2011) concluded perceived ease of use as the less 

complexity to use, the more likely individual accept to use.  

Among to the definition of perceived ease of use, previous research papers described that the higher perception 

of ease of use, the more willingness that the users accept and use the technology. Wixom and Todd (2005) confirmed 

that users believed ease of use positively influenced their attitude toward using various online software, including 

online websites (Moon and Kim, 2001). Terzis and conomides (2011) showed that users believed the ease of use 

could enhance their behavior intention to use online assessment systems. Perceived ease of use also positively 

indicated the acceptance toward using mobile services, including payment services (Kim  et al., 2010), chatting apps 

(Nysveen  et al., 2005a), and mobile value-added services (Kuo and Yen, 2009). In mobile services, perceived ease 

of use can increase users’ attitude and behavior to use the mobile devices for messaging, downloading other apps, 

and contacting others (Nysveen  et al., 2005b).  
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2.4. Perceived Enjoyment  
In 1992, Davis et al. developed perceived enjoyment in measuring users’ acceptance of new technology. 

Perceived enjoyment was defined as ―the extent to which the activity of using the technology is perceived to be 

enjoyable in its own right, apart from any performance consequences that may be anticipated‖ (Davis  et al., 1992). 

Van der Heijden (2004) also described perceived enjoyment as ―the extent to which fun can be derived from using 

the system as such. Turel  et al. (2010). defined ―enjoyment‖ as ―emotional gain that reflect pleasure.‖ In that paper, 

the researchers showed that enjoyment perception can determine the technology adoption behavior.  

Enjoyment has an effect on the information technology usage. When people perceive that using the technology 

is enjoyable, they will accept and intend to use it. This finding is examined by numerous prior research in the study 

about users’ attitude to use the blogs (Hsu and Lin, 2008). In Internet usage, the perception of enjoyment motivated 

users’ intention to use online banking services (Pikkarainen  et al., 2004), online movie website (Van der Heijden, 

2004), and online shopping (Childers  et al., 2002; Chiu  et al., 2009). Nysveen  et al. (2005a) concluded that 

perceived enjoyment positively affected participants’ attitude and behavior intention to enjoy different mobile 

services such as text messaging, payment, and games.  

 

3. Hypothesis 
This study is using the TAM to measure participants’ attitude and behavior to use mobile education apps, which 

are the relatively new technology. The previous research paper has proved that the perceived usefulness had positive 

impact on the attitude and intention to use the learning tools. In the study about users’ attitude of learning tools, 

perceived usefulness positively affected university students’ attitude toward using online tools in study (Lee, 2010; 

Ngai  et al., 2007). In the positive influence to the behavior intention to use educational tools, perceived usefulness 

had a positive impact on individual intention to use an online learning community (Liu  et al., 2010) and blackboard 

system (Limayem and Cheung, 2008).  

Prior research demonstrated that participants accepted and used different online learning tools because they 

perceived that learning tools were useful for their study. According to previous research, considering that mobile 

education apps are one of the new learning tools, Chinese college students’ perception of usefulness will positively 

influence their attitude and intention to use it.  

Therefore, hypotheses 1a and 1b are suggested as follows:  

H1a: Perceived usefulness has a positive effect on Chinese college students’ attitude to use mobile education 

apps. 

H1b: Perceived usefulness has a positive effect on Chinese college students’ behavior intention to use mobile 

education apps. 

Perceived ease of use also demonstrated the positive influence to users’ attitude of the new technology (Davis, 

1989). In addition, the previous study also supports that the perception of ease of use is positively affecting the 

behavior intention to use the educational products. For the perceived ease of use positively related with users’ 

attitude to use online products, Huang  et al. (2012) introduced that the perceived ease of use was a positive 

motivation to the attitude to accept the English learning system for Chinese college students. The perceived ease of 

use also positively influenced the attitude to use online course tools (Ngai  et al., 2007). For the intention with the 

student participants, the study found that perceived ease of use positively indicated the intention to use a learning 

system (Saadé and Bahli, 2005) and online learning community (Liu  et al., 2010). 

According to the previous research, because a mobile education app is a mobile learning platform, this study 

expects perceived ease of use will positively influence students’ attitude and intention to use education apps among 

Chinese college students. 

Therefore, hypotheses 2a and 2b are suggested as follows:  

H2a: Perceived ease of use has a positive effect on Chinese college students’ attitude to use mobile education 

apps. 

H2b: Perceived ease of use has a positive effect on Chinese college students’ behavior intention to use mobile 

education apps. 

Perceived enjoyment is another indicator of the attitude and behavior intention to use the new technology (Davis  

et al., 1992). When users feel that using the technology is enjoyable, they will show a positive attitude and intend to 

use the technology. This conclusion is supported by a number of research paper, and it can apply to the papers with 

Chinese participants. For the attitude of learning technology, perceived enjoyment positively correlated with Chinese 

college students’ attitude to use a web-based learning system (Lee, 2010) and mobile learning apps (Huang  et al., 

2007). For the intention to use online services, perceived enjoyment had a positive impact on participants’ intention 

to use Internet learning tools (Lee  et al., 2005) and the various mobile services (Liao  et al., 2007). 

In the previous research, perceived enjoyment had a positive impact on Chinese consumers’ attitude and 

intention to use learning technology and mobile services. Taking Chinese college students as participants, the present 

paper may reveal that perceived enjoyment will positively influence users’ attitude and intention to use mobile 

education apps. 

Therefore, hypotheses 3a and 3b are suggested as follows:  

H3a: Perceived enjoyment has a positive effect on Chinese college students' attitude to use mobile education 

apps. 
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H3b: Perceived enjoyment has a positive effect on Chinese college students' behavior intention use mobile 

education apps. 

The positive relationship between attitude and intention to use technology is proved in learning tools. Huang  et 

al. (2007) and Cheon  et al. (2012) proved that students’ attitude of mobile learning had a positive effect on their 

behavior intention to use mobile device services in higher education. In online learning, Lee  et al. (2005) recruited 

544 Chinese undergraduate students and found that their attitude positively indicated individual intention to use the 

online virtual environment.From the previous research, Chinese participants confirmed that individual attitude 

toward learning tools will positively indicate their intention to use the tools in study. With these findings about 

learning products, the present paper expects that, among Chinese college students, the attitude of mobile education 

apps will motivate the intention to use education apps for study.  

Therefore, hypothesis 4 is suggested as follows:  

H4: Chinese college students’ attitude will directly and positively influence their behavior intention to use 

mobile education apps.  

 
Figure-1. The research model 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
4. Methodology 

One hundred and twenty-four Chinese college students participated in this survey. The age of respondents 

ranged from 18 to 25 years old. The sample included female (55.65%) and male (44.35%). All the respondents were 

undergraduate (68.5%) and graduate (31.5%) students.   

The 28 item measurements of this study were adapted from the previous research. There were five items 

measuring perceived usefulness, such as ―Using education apps would be useful in my study‖ and ―Using education 

apps would make it easier to do my study.‖ Perceived ease of use was measured with five items, including ―I would 

find education apps are easy for me to get information‖ and ―I would find education apps are easy for me to become 

skillful.‖ The perceived enjoyment was developed with six items with such statements as ―The education apps would 

be fun to use‖ and ―The education apps would provide an attractive study environment.‖ Attitude toward behavior 

intention to use mobile education apps was measured with six items, such as ―I think using education apps in study is 

a good idea‖ and ―I think education apps are poor/excellent; worthwhile/not worthwhile.‖ Finally, the behavior 

intention to use mobile education apps was assessed with five items, for example: ―I intend to increase my use of the 

education apps in the future‖ and ―I intend to use education apps in my study frequently.‖ All the responses were 

measured by a Likert 7-point scale, ranging from 1 = strongly disagree to 7 = strongly agree. At the end, the study 

measured the demographic information, such as gender and school years (Appendix A). 

 

5. Result 
5.1. Reliability 

The reliability test showed all the value of Cronbach’s alpha is higher than 0.7 (Nunnally  et al., 1967), which 

means the items in this study are reliable to measure Chinese college students’ attitude and behavior intention to use 

mobile education apps. 
 

Table-1. Reliability 

Items Cronbach's Alpha 

Usefulness .947 

Ease of Use .918 

Enjoyment .882 

Attitude .941 

Behavior Intention .916 

Perceived Usefulness 

Perceived Ease of Use 

Attitude 

Perceived Enjoyment 
Behavior Intention 

H4 
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5.2. Regression Analysis 
This research measured Chinese college students’ attitude and behavior intention to use mobile education apps 

by three perceptions, usefulness, ease of use, and enjoyment. The regression analysis with SPSS 22.0 computer 

software program was used to test the relationships between independent and dependent variables. The related data 

is shows in Table 2. 

 
Table-2. Summary of Multiple Regression Analysis 

Hypothesis Items β t –value 

H1a PU-ATT .464** 5.802
 

H1b PU-BI .415** 4.513 

H2a PEOU-ATT .206* 2.350 

H2b PEOU-BI .092 .916 

H3a PE-ATT .283** 3.807 

H3b PE-BI .409** 4.785 

H4 ATT-BI .878** 20.245 
Note: * p <0.05; ** p <0.01 β = Standardized coefficient (PU: Perceived Usefulness; PEOU: Perceived Ease of Use; PE: Perceived 
Enjoyment; ATT: Attitude; BI: Behavior Intention) 

 

A multiple regression was run to test Chinese college students’ attitude and behavior intention to use mobile 

education apps from perceived usefulness, perceived ease of use, and perceived enjoyment.  

In hypotheses 1a and 1b, the impact of perceived usefulness on the attitude and behavior intention to use mobile 

education apps are positive. In the findings, perceived usefulness positively affected Chinese college students’ 

attitude in using the education apps (β = 0.464, t = 5.802, p<0.01). At the same time, usefulness also positively 

signified intention to use the education apps among Chinese college students (β = 0.415, t = 4.513, p<0.01). 

Therefore, the hypotheses 1a and 1b are supported. Similarly, the result confirmed that perceived enjoyment 

positively indicated users’ attitude (β = 0.283, t =3.807, p<0.01) and intention to use the mobile education apps (β = 

0.409, t = 4.785, p<0.01). With the positive and significant relationship between enjoyment and attitude as well as 

intention to use the apps, hypotheses 3a and 3b are supported. Furthermore, in the result, college students’ attitude 

toward mobile education apps is positively affecting their intention to use the apps in China as hypothesized in the 

model (β = 0.878, t = 20.245, p<0.01). Hence, hypothesis 4 is also supported.  

In hypothesis 2a, the result showed the perceived ease of use had a positive impact on the attitude of mobile 

education apps (β = 0.206, t = 2.350, p<0.05). However, when it turns to the link between ease of use and users’ 

intention to use the mobile education apps, the result rejected hypothesis 2b (β = 0.92, t = 0.916, p = 0.361). The 

result described the ease of use positively affected users’ attitude but not their behavior intention to use the education 

apps. Therefore, hypothesis 2a is supported while hypothesis 2b is rejected. 

 

6. Findings 
The result showed that perceived usefulness and perceived enjoyment had a positive impact on the participants’ 

attitude and intention to use mobile education apps for their study among Chinese college students. This finding is 

not surprising because a number of research papers have proven perceived usefulness and enjoyment as important 

factors positively influencing users’ attitude and behavior intention to use the various online services. For the 

perceived usefulness and perceived enjoyment positively affecting Chinese users’ attitude of mobile devices, the 

examples are including chatting apps (Nysveen  et al., 2005a), instant messaging apps (Lu  et al., 2009), and mobile 

learning system (Huang  et al., 2007). In addition, perceived usefulness and perceived enjoyment also positively 

influenced users’ intention to use online tools, such as electronic learning system (Roca and Gagné, 2008), online 

movie websites (Van der Heijden, 2004), and online shopping (Chiu  et al., 2009).   

However, this paper found that Chinese college students didn’t perceive ease of use as an indicator to affect 

their intention to use mobile education apps. Although it is the opposite result with the majority of research papers, 

previous research has obtained same findings. In the case of participants having experiences using mobile services 

(Castañeda  et al., 2007; Van Raaij and Schepers, 2008), the researchers found that the perceived ease of use didn’t 

have a direct positive effect on the behavior intention to use the mobile services. In the previous research, 

participants had already been using mobile devices and Internet-based technologies in daily life before the 

investigations. Therefore, they were familiar with the systems of mobile devices and online technology. Hence, with 

high experience of using Internet and mobile devices for study, ―ease to use‖ was less important to participants’ 

intention to use those learning platforms (Castañeda  et al., 2007). 

The previous research showed that smartphone apps were commonly used in China (Van Raaij and Schepers, 

2008). In 2009, China Youth and Children Research Center revealed that over 90% of college students in China had 

a smartphone and used different apps everyday (Lou  et al., 2009). Based on the data, this study assumed that 

perceived ease of use didn’t affect their acceptance to use mobile education apps because most of participants were 

familiar with using mobile apps in learning. Thus, ―ease of use‖ didn’t have positive impact on the behavior 

intention to use mobile education apps. 
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7. Implication and Future Study 
According to the results, marketers can focus on the Chinese college students’ perceptions of usefulness and 

enjoyment. For the perception of usefulness, if Chinese consumers perceive that education apps are useful then they 

will use the apps for study. Because perceived usefulness positively affects users’ attitude and intention to use 

education apps, during promotion, marketers should emphasize the useful content. Promoting that mobile education 

apps are useful for students may increase their intention to use the apps in the Chinese market. Therefore, marketers 

need to point out that using mobile education apps is useful in study for Chinese college students. The more they 

perceive that mobile education apps are useful, and then the higher intention they will use them.  

In addition, marketers can concentrate on the perception of enjoyment. Users perceive that using education apps 

is interesting, thus they are willing to use the apps. The expected enjoyable feeling in using mobile education apps 

will motivate college students to use education apps in China. Therefore, the interesting learning environment, 

playful music, colorful pictures, internal educational games, and external interaction with friends can be highlighted 

in order to attract Chinese college students to use mobile education apps.  

This study has the following limitations. First, participants in this study come from the southern part of China; 

therefore, they can’t represent all college students in China. The future study should have a larger sample size, and 

participants from different cities in China can strongly represent all Chinese consumers. Second, in the sample, there 

are mobile education app users and nonusers. Nonusers may perceive that usefulness, ease of use, and enjoyment are 

all important for them to intend to use the education apps. The future study can analyze the differences between two 

groups of participants. Finally, researchers can develop a cross-cultural study between Chinese and American 

participants in the future. Comparing students’ attitude and intention to use the mobile education apps from both 

countries, the researchers may discover the cultural differences in the acceptance of education apps. 

 

 

Reference  
Ajzen, I. and Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behavior, Prentice Hall.  

Berge, Z. L. and Muilenburg, L. (2013). Handbook of mobile learning.  Routledge.  

Bruner, G. C. and Hensel, P. J. (1996). Marketing Scales Handbook. American Marketing Association, Chicago.  

Castañeda, J. A., Muñoz-Leiva, F. and Luque, T. (2007). Web acceptance model (wam): Moderating effects of user 

experience. Information & Management, 44(4): 384-96.  

Cheon, J., Lee, S., Crooks, S. M. and Song, J. (2012). An investigation of mobile learning readiness in higher 

education based on the theory of planned behavior. Computers & Education, 59(3): 1054-64.  

Childers, T. L., Carr, C. L., Peck, J. and Carson, S. (2002). Hedonic and utilitarian motivations for online retail 

shopping behavior. Journal of Retailing, 77(4): 511-35.  

Chiu, C. M., Chang, C. C., Cheng, H. L. and Fang, Y. H. (2009). Determinants of customer repurchase intention in 

online shopping. Online Information Review, 33(4): 761-84.  

Constant, D., Kiesler, S. and Sproull, L. (1994). What's mine is ours, or is it? A study of attitudes about information 

sharing. Information Systems Research, 5(4): 400-21.  

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology. 

MIS Quarterly, 13(3): 319-40.  

Davis, F. D., Bagozzi, R. P. and Warshaw, P. R. (1992). Extrinsic and intrinsic motivation to use computers in the 

workplace1. Journal of Applied Social Psychology, 22(14): 1111-32.  

Gikas, J. and Grant, M. M. (2013). Mobile computing devices in higher education: Student perspectives on learning 

with cellphones, smartphones & social media. The Internet and Higher Education, 19: 18-26.  

Godwin-Jones, R. (2011). Emerging technologies: Mobile apps for language learning. Language Learning & 

Technology, 15(2): 2-11.  

Hayashi, A., Chen, C., Ryan, T. and Wu, J. (2004). The role of social presence and moderating role of computer self-

efficacy in predicting the continuance usage of e-learning systems. Journal of Information Systems 

Education, 15(2): 139.  

Heerink, M., Kröse, B., Evers, V. and Wielinga, B. (2010). Assessing acceptance of assistive social agent technology 

by older adults: the almere model. International Journal of Social Robotics, 2(4): 361-75.  

Hsu, C. L. and Lin, J. C. C. (2008). Acceptance of blog usage: The roles of technology acceptance, social influence 

and knowledge sharing motivation. Information & Management, 45(1): 65-74.  

Hu, P. J., Chau, P. Y., Sheng, O. R. L. and Tam, K. Y. (1999). Examining the technology acceptance model using 

physician acceptance of telemedicine technology. Journal of Management Information Systems, 16(2): 91-

112.  

Huang, Lin, Y. R. and Chuang, S. T. (2007). Elucidating user behavior of mobile learning: A perspective of the 

extended technology acceptance model. The Electronic Library, 25(5): 585-98.  

Huang, Huang, Y. M., Huang, S. H. and Lin, Y. T. (2012). A ubiquitous english vocabulary learning system: 

Evidence of active/passive attitudes vs. Usefulness/ease-of-use. Computers & Education, 58(1): 273-82.  

Iimedia (n.d.-a). 艾媒咨询：2015-2016 中国手机应用商店年度报告. Available: 

http://www.iimedia.cn/40366.html 

http://www.iimedia.cn/40366.html


Business, Management and Economics Research, 2016, 2(5): 96-103 

 

102 

Iimedia (n.d.-b). 艾媒咨询：2015-2016年中国移动教育市场研究报告. Available; 

http://www.iimedia.cn/40589.html 

Iresearch (2012). China third-party mobile app store research. Available: 

http://www.iresearch.com.cn/report/1768.html 

Kim, C., Mirusmonov, M. and Lee, I. (2010). An empirical examination of factors influencing the intention to use 

mobile payment. Computers in Human Behavior, 26(3): 310-22.  

Kleijnen, M., Wetzels, M. and de Ruyter, K. (2004). Consumer acceptance of wireless finance. Journal of Financial 

Services Marketing, 8(3): 206-17.  

Kuo, Y. F. and Yen, S. N. (2009). Towards an understanding of the behavioral intention to use 3G mobile value-

added services. Computers in Human Behavior, 25(1): 103-10.  

Lee (2010). Explaining and predicting users’ continuance intention toward e-learning: An extension of the 

expectation–confirmation model. Computers & Education, 54(2): 506-16.  

Lee, Cheung, C. M. and Chen, Z. (2005). Acceptance of Internet-based learning medium: the role of extrinsic and 

intrinsic motivation. Information & Management, 42(8): 1095-104.  

Lee, Hsieh, Y. C. and Hsu, C. N. (2011). Adding innovation diffusion theory to the technology acceptance model: 

Supporting employees' intentions to use e-learning systems. Educational Technology & Society, 14(4): 124-

37.  

Liao, C. H., Tsou, C. W. and Huang, M. F. (2007). Factors influencing the usage of 3G mobile services in Taiwan. 

Online Information Review, 31(6): 759-74.  

Limayem, M. and Cheung, C. M. (2008). Understanding information systems continuance: The case of Internet-

based learning technologies. Information & Management, 45(4): 227-32.  

Liu, I. F., Chen, M. C., Sun, Y. S., Wible, D. and Kuo, C. H. (2010). Extending the TAM model to explore the 

factors that affect intention to use an online learning community. Computers & Education, 54(2): 600-10.  

Lou, Shen, L. Y. and Lin, B. F. (2009). 大学生使用手机状况研究报告——以浙江大学宁波理工学院为例. China 

Youth and Children Research Center, (2): 74-76.  

Lu, Hsu, C. L. and Hsu, H. Y. (2005). An empirical study of the effect of perceived risk upon intention to use online 

applications. Information Management & Computer Security, 13(2): 106-20.  

Lu, Zhou, T. and Wang, B. (2009). Exploring Chinese users’ acceptance of instant messaging using the theory of 

planned behavior, the technology acceptance model, and the flow theory. Computers in Human Behavior, 

25(1): 29-39.  

Moon, J. W. and Kim, Y. G. (2001). Extending the TAM for a world-wide-web context. Information & 

Management, 38(4): 217-30.  

Motiwalla, L. F. (2007). Mobile learning: A framework and evaluation. Computers & Education, 49(3): 581-96.  

Mun, Y. Y. and Hwang, Y. (2003). Predicting the use of web-based information systems: self-efficacy, enjoyment, 

learning goal orientation, and the technology acceptance model. International Journal of Human-Computer 

Studies, 59(4): 431-49.  

Ngai, E. W., Poon, J. K. L. and Chan, Y. H. C. (2007). Empirical examination of the adoption of WebCT using 

TAM. Computers & Education, 48(2): 250-67.  

Nunnally, J. C., Bernstein, I. H. and Berge, J. M. T. (1967). Psychometric theory. McGraw-Hill: New York. 226:  

Nysveen, H., Pedersen, P. E. and Thorbjørnsen, H. (2005a). Intentions to use mobile services: Antecedents and 

cross-service comparisons. Journal of the Academy of Marketing Science, 33(3): 330-46.  

Nysveen, H., Pedersen, P. E. and Thorbjørnsen, H. (2005b). Explaining intention to use mobile chat services: 

moderating effects of gender. Journal of Consumer Marketing, 22(5): 247-56.  

Pikkarainen, T., Pikkarainen, K., Karjaluoto, H. and Pahnila, S. (2004). Consumer acceptance of online banking: an 

extension of the technology acceptance model. Internet Research, 14(3): 224-35.  

Roca, J. C. and Gagné, M. (2008). Understanding e-learning continuance intention in the workplace: A self-

determination theory perspective. Computers in Human Behavior, 24(4): 1585-604.  

Rossing, J. P., Miller, W. M., Cecil, A. K. and Stamper, S. E. (2012). iLearning: The future of higher education? 

Student perceptions on learning with mobile tablets. Journal of the Scholarship of Teaching and Learning, 

12(2): 1-26.  

Saadé, R. and Bahli, B. (2005). The impact of cognitive absorption on perceived usefulness and perceived ease of 

use in on-line learning: an extension of the technology acceptance model. Information & Management, 

42(2): 317-27.  

Sharples, M. (2002). Disruptive devices: mobile technology for conversational learning. International Journal of 

Continuing Engineering Education and Life Long Learning, 12(5-6): 504-20.  

Terzis, V. and conomides, A. A. (2011). The acceptance and use of computer based assessment. Computers & 

Education, 56(4): 1032-44.  

Turel, O., Serenko, A. and Bontis, N. (2010). User acceptance of hedonic digital artifacts: A theory of consumption 

values perspective. Information & Management, 47(1): 53-59.  

Van der Heijden, H. (2004). User acceptance of hedonic information systems. MIS Quarterly, 28(4): 695–704.  

Van Raaij, E. M. and Schepers, J. J. (2008). The acceptance and use of a virtual learning environment in China. 

Computers & Education, 50(3): 838-52.  

http://www.iimedia.cn/40589.html
http://www.iresearch.com.cn/report/1768.html


Business, Management and Economics Research, 2016, 2(5): 96-103 

 

103 

Venkatesh, V., Morris, M. G., Davis, G. B. and Davis, F. D. (2003). User acceptance of information technology: 

Toward a unified view. MIS Quarterly, 27(3): 425-78.  

Wang, Y. S., Wu, M. C. and Wang, H. Y. (2009). Investigating the determinants and age and gender differences in 

the acceptance of mobile learning. British Journal of Educational Technology, 40(1): 92-118.  

Wixom, B. H. and Todd, P. A. (2005). A theoretical integration of user satisfaction and technology acceptance. 

Information Systems Research, 16(1): 85-102.  
  

 

 

Appendix A:  List of Measurement 

 

Variables Items Authors 

Perceived 

Usefulness 

Using Education Apps would be useful in my study. 

Using Education Apps would make it easier to do my study. 

Using Education Apps would improve my study performance. 

Using Education Apps would enhance my study effectiveness. 

Using Education Apps would enable me to accomplish my study 

quickly. 

Davis (1989) 

(Venkatesh  et 

al., 2003) 

Perceived 

Ease of Use 

I would find Education Apps are easy for me to get information. 

I would find Education Apps are flexible to interact with. 

I would find Education Apps are easy for me to become skillful. 

I would find the interaction with Education Apps is clear and 

understandable.  

I would find Education Apps are easy for me to remember how to carry 

our tasks. 

Davis (1989)  

(Davis  et al., 

1992) 

(Venkatesh  et 

al., 2003) 

Perceived 

Enjoyment  

The Education Apps would be fun to use. 

The Education Apps would make me feel good. 

The Education Apps would be enjoyable to use.  

The Education Apps would make me forget the work I must do. 

The Education Apps would provide an attractive study environment. 

With the Education Apps, I would not realize the time elapsed. 

(Ajzen and 

Fishbein, 1980) 

Moon and Kim 

(2001) 

(Mun and 

Hwang, 2003) 

Attitude I think using Education Apps in study is a good idea. 

I think using Education Apps is beneficial in my study. 

I think using Education Apps is pleasant. 

I think learning how to use Education Apps is desirable. 

I think Education Apps are poor/excellent.  

I think Education Apps are worthwhile/not worthwhile. 

(Hu  et al., 1999) 

(Bruner and 

Hensel, 1996) 

Behavior 

Intention 

I intend to increase my use of the Education Apps in the future. 

I intend to use every function provided in Education Apps. 

I intend to use Education Apps in my study frequently. 

I intend to share my Education Apps using experience with my friends.  

I intend to use Education Apps to improve my study performance as 

often as needed. 

Davis (1989) 

Hu  et al. (1999) 

(Constant  et al., 

1994). 

 

 


