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Abstract: With the popularity of Internet and the appearance of e-commerce, the issue about how to affect 

the purchase intentions of Internet users becomes one of the most popular topics in the research field of 

consumer behavior. Obviously, understanding the relevant mechanism contributes greatly to utilizing the 

influential factors to affect consumers. Among relevant researches, the researches based on the Technology 

Acceptance Model (TAM) and Information Adoption Model (IAM) are representative, valuable and practical. 

Hence, this article analyzes and summarizes the existing studies using TAM and IAM for studying online 

purchase intention respectively by dividing those studies into different categories: 1) using original model, 

2) adding variables into the model and 3) building up complex models based on the model. Finally, 

implications are provided for future research and applications. 
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1. Introduction 

Internet now develops at an unprecedented speed and thus becomes an indispensable part of individuals' 

life. With information technology permeating many facets of individuals' work and life, the use of 

information technology in the form of electronic commerce expands greatly. For example, individuals are 

now able to use various websites to share and search for information and to purchase products or service 

online. Hence, the question about how to affect the purchase intentions of Internet users becomes one of 

the hottest topics in the related research field. Additionally, it is crucial for companies to understand and 

utilize the influential factors to affect the intentions of potential consumers to purchase online. 

Previous researches show that consumer behavior is analyzed from different perspectives and explained 

by different models. 

Among the models and theories, Technology Acceptance Model (TAM) [1] and Information Adoption 

Model (IAM) [2] are comparatively representative and practical and in particular, can be used to investigate 

the purchase intentions of Internet users. On one hand, TAM is used to explain and predict the determinants 

of individuals' acceptance of information technology [1] and it continues to be the most widely used model 

in the Information System field [3]. Researchers have extended and tested TAM with different variables in 

various applications and thus have increased its explanatory power in many contexts, including banking 

technology, email, online games, desktop video conferencing and so forth [4]. Particularly, since online 

consumers exhibit the features of being both traditional consumers and information systems users, some 

researchers use TAM to study their purchase intentions. On the other hand, IAM is used to explain how 
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individuals are affected by the online information [2]. Since the online information plays an important role 

in consumers' purchase decision making process [5], [6], IAM can be used to study the purchase intentions. 

Obviously, researchers use TAM to analyze the influential factors of the purchase intentions of Internet 

users from the perspective of their Internet technology acceptance process, while IAM is used to analyze 

them from the perspective of their information adoption process. These two models actually represent 

different perspectives to study the same issue if they were used to study the purchase intentions of Internet 

users, are complement to each other and contribute greatly to researchers' understandings of online 

purchase intentions of Internet users. 

Consequently, academic database, such as Elesevier, SpringerLink, Sciencedirect and others, and search 

engines, such as Google, are used to collect relevant literature about the applications of both TAM and IAM 

on studying the influential factors of online purchase intentions respectively. Then this article categorized 

them into three types, and illustrates future research directions to help researchers to have a better 

understanding of the relevant applications of both TAM and IAM in the emerging e-commerce market. 

2. TAM 

2.1. Introduction of TAM 

Technology Acceptance Model (TAM) was illustrated by [1]. It is to “provide an explanation of the 

determinants of computer acceptance that is general, capable of explaining user behavior across a broad 

range of end-user computing technologies and user populations, while at the same time being both 

parsimonious and theoretically justified” [1]. 

According to [1], perceived usefulness is defined as “the prospective user's subjective probability that 

using a specific application system will increase his or her job performance within an organizational 

context", while perceived ease of use refers to “the degree to which the prospective user expects the target 

system to be free of effort.” These two variables, both being affected by external variables, have crucial 

influences on the users' attitudes towards using the computer system and finally impact their actual use 

behavior, and that perceived ease of use affects the perceived usefulness, but not vice versa [1]. 

Hence, TAM can be used to explain the determinants of user acceptance of information systems and 

technology by measuring individuals' intentions, and to explain their intentions by measuring their 

attitudes, subjective norms, perceived usefulness, perceived ease of use, and external variables (See Fig. 1). 

 

 
Fig. 1. TAM. 

 

2.2. Applications of TAM 

Although TAM was developed to explain user acceptance of technology in the workplace at the beginning, 

its applications have convinced researchers of its applicability in other technological adoption situations 

with appropriate adjustments [7], [8]. 

Particularly, TAM can be used to analyze the purchase intentions of Internet users and its applications 
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have great theoretical and practical significance. It is mainly because that Internet users have dual 

characteristics of being both traditional consumers and information systems users [9]. 

Consequently, previous researches have shown some applications of TAM on purchase intention of 

Internet users and these studies can be divided into three categories, including researches on 

1) using the original TAM [10]. 

2) adding variables to TAM [9], [10], [12]-[18]. 

3) building up complex models based on TAM [4], [19]-[25]. 

3. IAM 

3.1. Introduction of IAM 

Information Adoption Model (IAM) was pointed out by [2] and it can explain how individuals adopt 

information to change their intentions and behaviors within the computer-mediated communication 

platforms. 

IAM is evolved from both TAM and dual process model of informational influence (e.g. Elaboration 

Likelihood Model). On one hand, according to TAM, people form intentions to adopt a technology or 

behavior based on their perceptions of the consequences. From the information adoption-based view, the 

process of people forming intentions to adopt ideas is similar to the process of adopting a technology and 

behavior. Hence, TAM is useful for explaining how intentions toward a message are formed. On the other 

hand, the questions about the influence process can hardly be explained by TAM and thus it is essential to 

use ELM to explain the process by which individuals will be influenced by the messages that they receive 

[26]. According to ELM, informational influence occurs at any degree of receiver elaboration, and two 

different influence routes, which include a central one and a peripheral one, affect the results. If the 

individual carefully think about the information, a high level elaboration is obtained and the information 

influences occur in the central route. Contrarily, if the individual has only a little consideration on the 

information, a low level elaboration is obtained and the information influence occurs in the peripheral 

route. 

Therefore, TAM and ELM were integrated to build a new model, and used the argument quality as the 

central route, the source quality as the peripheral route, the perceived information usefulness as a mediator 

(See Fig. 2) [2]. 

 

 
Fig. 2. IAM. 

 

3.2. Applications of IAM 

IAM is widely used in the studies about consumers' information adoption process of the information from 

the website [27], online community [28], social network [29] and electronic word-of-mouth [28], [30]. In 

particular, it is used for studying the online purchase intention and the relevant studies can be divided into 

two categories, including researches on 
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1) adding variables to IAM [31]; 

2) building up complex models based on IAM [32], [33]. 

4. Discussion and Future Research Directions 

According to the analysis above, several implications for future researches are concluded as following. 

1) Future researchers could introduce new variables or other models to improve the explanatory 

power of TAM and IAM. 

On one hand, previous researches show that in order to study the purchase intentions of Internet users, 

some researchers used the original TAM and some of them added variables to TAM. Furthermore, some of 

them built up complex models based on TAM. Obviously, out of different emphases, these researchers make 

these various applications of TAM (See Table 1). 

 
Table 1. Listed in Chronological Order 

Researchers Emphases 

[10] TAM 

[19] TAM+ compatibility, privacy, security, attitude, normative beliefs and self-efficacy 

[11] TAM+ trust 

[9] TAM+ perceived convenience, perceived safety 

[12] TAM+ trust+ perceived risk 

[13] TAM+ trust 

[21] TAM+ cognitive absorption+ fashion involvement 

[14] TAM+ perceived reliability, perceived product/system/service quality 

[20] TAM+ compatibility+ website quality+ perceived risk+ trust 

[15] TAM+ IDT+ perceived risk 

[16] TAM+ TRA+ perceived risk+ perceived entertaining+ subjective norms 

[17] TAM+ TPB+ TRA+ perceived risk 

[4] TAM+ trust+ enjoyment 

[22] TAM+ trust+ credibility+ risk +four demographic variables 

[23] TAM+ information/service/system quality+ perceived enjoyment 

[18] TAM+ perceived risk+ sales promotion 

[24] TAM+ perceived risk +social media marketing variables 

[25] TAM+ subjective norm 

 
According to literature review, it is clear that 1) trust, 2) perceived risk and 3) other personal perceptions 

are three main emphases of researchers when they use TAM to study the online purchase intention. Since 

the researchers are aiming at study the individuals' intentions in the e-commerce settings, these three 

emphases are crucial. 

Firstly, because the outlook for e-commerce depends both on the technology acceptance of Internet users 

as transaction means and on their recognition of the Internet as a reliable environment [22] and because 

trust could mitigate the feelings of uncertainty when something is unknown in the shopping process [34], 

the influence of trust can hardly be neglected and thus many researchers tested and confirmed its influence 

when they study the consumer’ online purchase intention [4], [11]-[13], [20], [22]. 

Secondly, because perceived risk, defined as the risk of the consumers' perceptions of the uncertainty and 

adverse consequences when they are going to purchase a product or service online [35], inhibits Internet 

users' purchase intention, many researchers added perceived risk into their models and confirmed its 

negative influence on the purchase intentions [12]-[17], [20], [22]. 
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Thirdly, because consumer perception of price, quality, value and other affect consumers' shopping 

behavior [36], many researchers investigate the influence of personal perceptions, including perceived 

convenience and perceived safety [9], perceived reliability [14], [22], perceived product/system/service 

quality [14], [23], perceived entertaining [16], [23], and confirmed their positive influences on the purchase 

intention on the potential consumers online. 

On the other hand, previous researches show that some researchers added new variables designed 

according to the e-commerce environment to the original IAM [31] and that some researchers built up 

complex models based on IAM [32], [33], (See Table 2) Although the issue of using IAM to study the online 

purchase intention is still in the early stages of investigation, inside the existing researches, the trust and 

perceived risk were also taken into consideration. 

 
Table 2. Listed in Chronological Order 

Researchers Emphases 

[32] IAM+ trust 

[31] IAM+ needs of information 

[33] IAM+ perceived risk 

 
Obviously, when extending TAM or IAM to study the purchase intentions of Internet users, researchers 

need to consider the new influential factors which can be related to the individual themselves, such as their 

perceptions, and which also can result from the rapidly developing technology and environment so as to 

improve the explanatory power of the model. For example, the differences in the online shopping 

environment may lead to different degrees of perceptions of these Internet users. For another example, 

social influence plays an important role in human behavior and decision making [3], [37] and thus can 

hardly be neglected. Furthermore, the Internet enables users to communicate and interact online and thus 

the influence from other users, such as tie strength, also need to be taken into consideration. Tie strength is 

an important antecedent of purchase intention and decision [5], [38] and prior studies show that 

Individuals with strong ties always have greater trust to other others and share more feelings and opinions; 

meanwhile their information is considered to be more credible, when compared with that from individuals 

with weak ties [39]-[42]. Although the issue of social influence is still in the early stages of investigation, 

researchers can find more linkage between social influences and purchase intention in the future. 

Consequently, in order to increase the explanatory power of the model, future researches could add more 

variables or combine TAM/IAM with other models. 

2) Future researchers could adopt more methods to collect data 

Some researchers chose the convenient sampling, which actually to some degree impedes the 

generalization of findings to the entire city or the country. The sample from a highly homogenous group in 

an area may lack the diversity which can be obtained from a sample from across an entire country or the 

world. Hence, it is essential for further research to use a larger sample that can mirror the characteristics of 

online potential consumers more closely to ensure the generalizability of the models. 

On the other hand, most studies above used questionnaires to collect data. However, this method may be 

limited by many factors, such as time and place, and thus may lead to the sample data' failing to reflect the 

real situation. Consequently, future researches could adopt more methods to collect data, such as using 

open and valuable data which has been collected by some professional websites or companies. 

3) Future researchers could use a longitudinal survey to obtain more accurate data. 

All the researches introduced above chose to have cross-sectional studies and thus the answers from the 

respondents, in great possibility, only represent their opinions when they are answering the questionnaire 

and fail to track their changes in the long time. The perceptions and intentions of users could change over 
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time and it is crucial to measure these variables at several points of time [3]. Hence, it is necessary to use 

longitudinal studies to track the respondents, to figure out their changes more clearly and to grasp the 

influential factors which affect their intentions more accurately. 

4) Future researches could focus more on the applications of the studies in different countries 

Due to the different situations in different counties, future researches could explore more variables which 

fit to other counties' situations to improve the generalizability of the research model and to give more 

valuable and practical conclusions and implications. 
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