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Abstract

The sales of smart phone are rapidly increasing in Malaysia and in the global markets. Which means that, smart
phone has a great opportunity in the future growth of the mobile industry. The aim of this research is to
determine the acceptance of smart phone by younger consumers in Malaysia. A total of 113 useable
questionnaires was collected and analyzed through SPSS. Google doc form was utilized to create the online
questionnaire. The data collection method utilized in this paper was online interview. The result shows that,
perceived usefulness (PU), perceived ease of use (PEOU), and Internet self-efficacy (ISE) significantly
influenced the acceptance of smart phone by younger consumers in Malaysia. However, no relationship exists
among Internet self-efficacy, perceived usefulness and perceived ease of use. Future studies should explore more
on other factors to determine the acceptance of smart phone.
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1. Introduction

The smart phone is a phone provides more functions and applications than standard phones. According to the
Euro Monitor International (2012), the number of smart phone sales in Malaysia was 2,499,800 units in 2011,
which was equivalent to 38% growth. The most popular operating system for smart phone (retail volume) in
Malaysia is Android (53%), followed by iOS (23%), Windows (10%), and Blackberry OS (8%). The smart
phone is more than a mere communication too. The smart phone is also for social networking, surfing, searching
online information, and others. In the future, a smart phone can be a very powerful communication tool for every
human being. The sales of mobile phones in the global market decreased for the first time last year since 2009.
However, the sales of smart phone are increasing rapidly in the global market and this situation is expected to
continue for another few years (The Star, 2013). In 2012, Samsung was the global leader in the smart phone
market followed by Apple (Euro Monitor International, 2013). Sarwar & Soomro (2013), conducted a research
on the positive and negative impacts of smart phone on business, education, health, and psychological. The
findings of the research clearly stated that smart phone have created a huge impacts on the lifestyle of a society.
“Nomophobia” is a psychological syndrome, which refers to a mobile phone user who is worried about having
no mobile phone especially smart phone in their daily life. According to Gadgets Home (2013), a survey
conducted by Cisco in Australia showed that nine out of 10 respondents under the age of 30 were worried about
losing their phone and are addicted to their smart phones. This phenomenon has caused wide concerned from
parents and the society

Global brand continues to dominate the smart phone market in Malaysia. Local brands such as CSL and others
only captured less than 5% the market share. According to Euro Monitor International (2012), local brands lacks
of innovation and resources. This situation places local brand in a poor position to compete with global brands.
Euro Monitor International (2012) also predicted that smart phone sales in Malaysia will reach 3,181,000 units in
2013, 3,566,100 units in 2014, and 3,406,430 units in 2015. This finding shows that, smart phone has a great
opportunity for future growth in Malaysia. The addition of more mobile features on a phone will motivate users
switching to smart phones in the future.

Gartner predicted that the total money spent on mobile phone entertainment products, services, smart devices
and others will reach US$2.1 trillion in 2013 (The Star, 2013). However, limited studies have been conducted
about the acceptance of smart phone in Malaysia. Researchers have demonstrated interest in the study of smart
phones. Previous studies mainly focus on the older consumer segment especially in healthcare and logistics

34



www.ccsenet.org/ass Asian Social Science Vol. 10, No. 6; 2014

industries (Park & Chen, 2007; Chen et al., 2010; Putzer & Park, 2010). This study focuses on a younger
consumer segment in the education industry. Younger consumer segments are becoming one of the important
segments in the smart phone market in Malaysia. Several studies have proven that younger consumers have a
great buying power and high willingness to accept or adapt to a new technology especially smart phone. This
study determines the factors that influence the acceptance of smart phone by younger consumers in Malaysia.

2. Literature Review
2.1 Technology Acceptance Model (TAM)

The technology acceptance model (TAM) developed by Davis (1989) was adapted from the theory of reasoned
action (Ajzen & Fishbein, 1975). TAM was applied to acceptance or adoption of smart phone by few researchers
(such as Park & Chen, 2007; Cheng et al., 2009; Kim & Zhang, 2009; Verkasalo et al., 2009; Kang et al., 2011;
Bouwman et al., 2012; Fahad, 2012). TAM comprised two measurable determinants for technology product or
system acceptance namely perceived usefulness (PU) and perceived ease to use (PEOU). These two determinants
are strongly related to the attitude towards the use and behavioral intention of a particular technology product or
system. These determinants are significant in the acceptance of a particular technology product or system.

2.2 Conceptual Framework

Figure 1 shows the conceptual framework of this research, which was adapted from the technology acceptance
model. TAM is widely utilized in studies on acceptance of a new technology or services. However, TAM remains
the best models used by many researchers. Aldhaban (2012) mentioned that TAM is the most popular study
model among the researchers compared with unified theory of acceptance and use of technology (UTAUT),
diffusion of innovation (DIT), theory of reasoned action (TRA), and innovation of diffusion theory (IDT).
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Figure 1. Conceptual framework

2.3 Perceived Usefulness (PU) and Perceived Ease of Use (PEOU)

Convenience factors, social needs, and influences were the factors that influenced the dependency of students on
smart phones. A positive relationship exists between the dependency of students on smart phones and their
purchase behavior in the future (Ting et al., 1999). Chan and Lu (2004) investigated Internet banking adoption
and use behavior in Hong Kong. The research model was based on the technology acceptance model (TAM2)
and social cognitive theory. The intention to adopt or use Internet banking was not significantly affected by the
perceived ease to use. However, the perceived usefulness significantly affects the intention to adopt or use
Internet banking. The conceptual model of this study was adapted from TAM (Eriksson et al., 2005). This model
shows that usage behaviors are depend on the subject’s intention to use, perceived usefulness, and perceived ease
to use. The findings showed that the usage of Internet banking is significantly affected by perceived usefulness
but not by perceived ease to use. PEOU has a positive effect on PU.

Park & Chen (2007) investigated the adoption decision of medical doctors and nurses by utilizing the TAM. This
study showed that PEOU and PU were positively related to the attitude toward using smart phones. Kim (2008)
conducted a study to determine the adoption of a smart phone by adding two new constructs to the existing TAM.
These two constructs are perceived cost savings (PCSs) and the company’s willingness to fund (CWF). Job
relevance and experience were added as moderating factors. The factors in this study were significantly related
to the adoption of a smart phone. According to Lee at al. (2009), their research was to determine the impact of
lifestyles on the adoption of high-technology products. The research model used in this research was based on
TAM. The findings show that consumer lifestyles were strongly affected by the adoption of high-technology
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products. A strong relationship existed between lifestyles and intention to adopt. Chen et al. (2010), examined
the acceptance of smart phones in the healthcare industry by utilized the TAM. The findings confirmed that
self-efficacy, PEOU, and PU were significantly influenced by consumers’ attitude toward using smart phones.
Putzer & Park (2010) investigated the effects of the innovation factors to determine the smart phone adoption
among nurses in the Southeastern community hospitals in the United States. Five innovation factors are used in
this study, namely, observability, compatibility, job relevance, internal environment, and external environment.
These factors significantly affected consumers’ attitude towards the adoption of a smart phone. Bouwman et al.
(2012) published a study on adoption of advanced mobile services in Holland. The theoretical framework for this
study was adapted from TAM. The results demonstrated that PU, PEOU, and attitudes positively affected the
adoption of advanced mobile services. Thus, the following hypotheses are suggested:

H1: A relationship exists between PU and acceptance of a smart phone
H2: A relationship exists between PEOU and acceptance of a smart phone
2.4 Internet Self-Efficacy (ISE)

The main difference between a smart phone and a mobile phone is that a smart phone requires Internet to
perform certain functions. This study strongly believes that, ISE influences PEOU, PU, and acceptance of smart
phones.

Wang et al. (2003) employed an empirical cross-sectional survey in Taiwan. The theoretical model for this study
was based on TAM (Davis, 1989). Two new variables were added, namely: computer self-efficacy and perceived
credibility. The findings indicated that computer self-efficacy has a significant effect on the acceptance of the
user’s towards acceptance of Internet banking through perceived usefulness, perceived ease of use, and
perceived credibility. The result also showed that perceived ease of use has a strong influence on behavioral
intention than perceived usefulness. Lassar et al. (2005) conducted a study to explore the relationships between
consumer innovatiness, self-efficacy on the Internet, Internet attitudes, and online banking adoption, while
controlled by personal characteristics. This study was integrated the technology acceptance model (TAM) and
the adoption of innovation framework to develop predictions of online banking acceptance. The results show that
the Internet self-efficacy was significantly related to online banking.

Eastin & LaRose (2000), Internet self-efficacy was positive significantly related to prior Internet experience,
outcome expectancy, and Internet usage. Besides, eight items of Internet self-efficacy scale were developed in
their research. The results showed that the items are reliable and consistent. According to Hsu & Chiu (2003),
self-efficacy in terms of Internet and web-specific strongly affected electronic service acceptance and usage.
Internet self-efficacy was a vital factor in the electronic service implementation in Taiwan. Yi & Hwang (2003)
conducted a study to predict the use of web-based information systems by adapting TAM. The additional three
motivational variables included in this study are self-efficacy, enjoyment, and learning orientation. These
variables significantly affected the intention and use of web-based information systems. However, PEOU was
not significantly affected the PU and enjoyment. Torkzadeh et al. (2006) developed 15 questions for Internet
self-efficacy based on Torkzadeh & Van Dyke (2002). This study demonstrated that Internet self-efficacy was
significantly influenced by the attitude of the user. Chen et al. (2009), the purpose of the research was to test the
four theoretical frameworks including TAM to determine the intention to adopt a smart phone by an employee in
a logistics company. The results of this study indicate that the relationship between constructs is not different
among the models. However, behavioral intention was strongly affected by self-efficacy. Thus, the following
hypotheses are suggested:

H3: A relationship exists between ISE and acceptance of smart phone
H4: A relationship exists between ISE and PU

HS5: A relationship exists between ISE and PEOU

3. Methodology

The survey approach was chosen in this study because this approach is one of the most practical ways to
determine the acceptance of smart phone among young consumers. Smart phone users for at least one year were
selected as subjects. The initial sample consisted of 300 postgraduate and undergraduate students and data were
collected from 1 to 20 July 2013. A total of 187 participants did not complete and respond to the questionnaire.

The questionnaire in this study is adapted from Kim (2008), Park & Chen (2007), and Hsu & Chin (2003).
Moreover, the design of the online questionnaire is based on the software programs, which enable the researchers
to the development and management of the questionnaires. This approach will help the retrieval and analysis of
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data. The benefits of utilizing an online questionnaire include speed, friendliness, flexibility, and accommodating
the standard questions (Burns & Bush, 2010). Therefore, Google doc form was utilized to create the online
questionnaire. The data collection method utilize in this study was online interview, which requires respondents
need to answer the questions online. Meanwhile, the statistical analysis techniques used in this study are
descriptive, factor, and regression.

4. Results and Discussion
4.1 Descriptive Analysis

As can be seen from the table 1, the respondents were between 18-29. The female respondents (56.6%)
outnumbered the male respondents (43.4). The majority of the respondents are an undergraduate (92%). About
46.0 percent of the respondents have been using smart phones for 4-6 years, followed by 1-3 years of usage
(42.5%). This finding shows that the younger generation is beginning to use smart phone at a much earlier age
compared with the older generations. This result also indicates that the younger generation is one of the biggest
markets for smart phones. Therefore, local brands can develop a smart phone model targeted mainly for this
segment. Younger generations are spending 4-6 hours (43.4%) per day for in smart phone usage, which indicates
that that spend most of their time on a smart phone than with their study. This situation will indirectly bring very
unhealthy impacts on their lifestyles. A student who spends more time using smart phones than his or her study
is hard to imagine.

Table 1. Descriptive analysis

Questions Frequency Percent
Gender

Male 49 43.4
Female 64 56.6
Age

18 to21 46 40.7
22t0 25 54 47.8
26t0 29 13 11.5
>29 0 0
Program

Undergraduate 104 92.0
Postgraduate 9 8.0
Years of Using Smart Phone

1to3 48 42.5
4t06 52 46.0
7t09 9 8.0
>9 4 3.5
Hours Spent for Using Smart Phone

(Daily)

<1 2 1.8
1to3 40 354
4t06 49 43.4
7t09 14 12.4
>9 8 7.0
4.2 Factor Analysis

Table 2 presents the result obtained from the factor analysis. As can be seen from table 2, all the items in this
survey are above 0.5. That means, these items are acceptable to be analyzed (Malhotra, 2007).

37



www.ccsenet.org/ass Asian Social Science Vol. 10, No. 6; 2014

Table 2. Factor analysis

Variables Items Factor Loading
Useful in my study 0.729
Improve my study performance 0.686
Complete assignment fastest 0.673
Perceived Usefulness Easy to understand and use 0.679
Operating system is easy to operate  0.659
Easy to interact with 0.627
Perceived Ease of Use Look for web information 0.524
Internet Self-efficacy Visit the website 0.534
Access the email 0.669
Connect social networks 0.601
Download and upload the files 0.589

Table 3 shows that the level of significance of PU, PEOU and ISE are 0.01, 0.027 and 0.043 respectively. This
result indicates that a relationship among PU, PEOU, ISE and the acceptance of smart phone exist. The findings
of this show that PU and PEOU strongly influence the smart phone acceptance. The relationship that exists
between PU and acceptance of smart phone is mainly attributed to smart phone users who believe that the use of
smart phones will increase their performance. The relationship between PEOU and acceptance of smart phone
exist mainly because the smart phone operating system effortless to use. The relationship between ISE and
acceptance of smart phone exist attributes to the numerous functions of smart phone. Smart phone can also
utilize for social networking, surfing, searching for information, browsing the web, and checking emails.
However, hypotheses 4 and 5 are not significant because significance levels are 0.157 and 0.238 respectively.
Contrary to the expectations, this study did not find a significant relationship among PEOU, PU, and ISE. This
rather contradictory result may be attributed to the lack of ISE on PU and PEOU.

4.3 Regression Analysis

Table 3. Regression analysis

Hypotheses F-value t-value P-value
H1 1.726 13.30 0.001
H2 1.849 9.712 0.027
H3 1.513 7.715 0.043
H4 0.992 5.298 0.157
H5 0.463 3.433 0.238

6. Conclusion

This study was conducted to determine the factors that influence the acceptance of smart phone by younger
consumers in Malaysia. This study found that the acceptance of smart phones is influenced by perceived
usefulness, perceived ease of use, and Internet self-efficacy. This study only examined three factors. Therefore,
future studies may focus on more factors to determine the acceptance of smart phones in Malaysia.

Local brands should penetrate into global markets instead of focus on Malaysia market only. Millions of people
worldwide, especially in Africa are not yet to use smart phones. It shows that global markets are the huge market
for smart phone in the future. Therefore, local brands should develop an effective global marketing program to
reach these countries.
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