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 Mobile computing represents a need of this decade. Mobile computing is possible with a tablet 
device, for which there is no clear-cut definition. It is partly because mobile computation field 
is still an emerging field. Tablet industry is still in its infancy stage and therefore, standards have 
yet to be defined. Given the limitations, however, a tablet device can be defined as a computing 
device smaller and slower than a laptop, however larger, and faster than a palm type device. In 
this research work, factors affecting adoption behavior for tablet device among computer users 
have been studied. An integral part of the study was to compare effect of the income level on 
adoption behavior. In this regard, two samples of private and public university students were 
studied. A modified technology acceptance model (TAM) has been used. Two variables were 
added to TAM model based on Pakistan’s demographics. A questionnaire was used to collect 
data. 1000 questionnaires were distributed from which we received 972; twenty two 
questionnaires were having major missing values so they were separated from analysis. Twenty 
five respondents were found outliers during data screening; by this sample used in this study is 
925.  Results were analyzed using linear regression which showed only perceived ease of use 
and perceived usefulness affected attitude to adopt tablet device. These results were found to be 
consistent for both private and public universities. Facilitation conditions and price perception 
play an insignificant role. The results confirmed perceived usefulness and ease of use are the 
only important factors affecting adoption behavior for tablet device.   
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1. Introduction 

 
Mobile computing represents a need of this decade. Mobile computing is possible with a tablet device, 
for which there is no clear-cut definition. It is partly because mobile computation field is still an 
emerging field. Tablet industry is still in its infancy stage and therefore, standards have yet to be 
defined. Given the limitations, however, a tablet device can be defined as a computing device smaller 
and slower than a laptop, however larger, and faster than a palm type device. 
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The main specialty of a tablet device is to provide functionality of mobile computing, which is 
otherwise not possible through palm size mobile device or Smartphone. Earlier tablets were pen based; 
however, presently tablet devices are touch sensitive to fingers as well (McClard & Somers, 2000). The 
most commonly known tablet device is the Apple’s Ipad.  

Numerous research studies have been conducted on consumer behavior related to smart phones, mp4 
players, e-readers, Tablet PC’s, and Ipads in an international context. Tablet devices constitute the latest 
trend in mobile computing with mobility as their main aspect, followed by mobile communication. 
Windows XP based tablet devices were launched way back in 2002. However, they failed to impress 
masses because of lack of mobile communication capabilities and non-detachable keyboard. A recent 
study on tablet devices is by Anderson et al. (2006). It was found consumer give significant importance 
to performance expectancy and voluntariness. 

As mentioned above, the most popular tablet in the world is the Apple's Ipad. 15 million Ipad were sold 
in first 11 months of its debut (Henderson & Yeow, 2012). Although tablet PC's have existed since the 
sixties in one form or another, however, they were not user friendly (Halme, 2011). For example, earlier 
tablets had touch input through a touch pad device similar to touch pad on laptops, the only difference 
being stylus could be used to annotate on documents visible on screen. Apple's tablet referred to as Ipad 
is truly a mobile computing device excellent for mobile viewing of songs, movies, word processing 
and/or graphic designing. All tablet devices have internet connectivity through WIFI or GSM 
technology. GSM has an added advantage of providing mobile connectivity everywhere. Latest tablets 
have moved to the 4g technology. With integration of mobile connectivity and WIFI technology in a 
single device that is as capable as a laptop and as compact as a Smartphone, a revolution is expected in 
IT field. Of course, the question is, are we ready for it? 

Manufacturers can benefit by providing tablet devices with the most sought after features and 
requirements. Innovations in personal computer technology are a major stimulus for the overall 
economic growth. However, fast advancement in technology quickly replaces the existing one. A 
question may be raised whether a technological innovation is just a fad. Is it worthwhile to invest in a 
fad? Therefore, companies must plan in which technology to invest. When existing technology is 
rapidly replaced, there is little support for them. Therefore, it is imperative to study the appropriate 
technology to invest considering the interest of a larger market (Eizenberg, 2014). 

There is a high risk in introducing innovative products, and accurate targeting is warranted. For this 
purpose, consumer perception is extremely important. Researchers have identified various factors that 
affect consumer attitude towards technology. Many models have been proposed to determine the 
correct attitude concerning technology. 

The aim of this study was to determine which factors affect adoption of tablet device in Pakistani market 
so that manufacturers and marketers can develop and introduce tablet devices based on the country 
context. Among the factors to study, income level affect was a major factor. By developing and 
introducing tablet devices based on Pakistan’s consumer needs, the tablet industry is likely to be more 
efficient. Introducing a new technology carries many risks; both monetary and non-monetary, requiring 
that the payoff be evaluated beforehand. By identifying the factors that impose the maximum influence 
on consumer behavior of a market, better return can be assured as marketers will bring tablets that are 
more in demand. 

Tablet device is a new technology from Pakistani context. With its unique size and multiple mobility 
options, general public in Pakistan is hesitant to experiment with its usage. Pakistani people consider 
tablet device adopters belong to elite class. Since most of the Pakistanis belong to middle and low 
income group this view has been accepted as true. However, this judgment has a flaw as non-users view 
are only based on rumors and do not have any valid reason. Input from actual adopters is a must to 
actually know why people adopt tablet device. 
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In this study, I endeavored to identify important factors affecting the attitude towards adoption of the 
tablet device. Our focus is on adoption of tablet technology. I did not want to introduce a bias for any 
particular brand in adoption of a technology. Apart from general factors, I specifically wanted to 
determine whether income status had any effect on its adoption.  

The tablet computer market is expected to become the third largest consumer market in the electronics 
sector. It will grow to $49 billion business by 2015 worldwide (Pakistantoday, 2011).  It has been 
suggested that tablet device is generally preferred for middle and higher income groups. Huawei has 
taken the initiative to introduce cheap but high quality and innovative tablets. Earlier research 
conducted determined that Pakistan and Middle East markets will grow 39% till 2014 for tablet device. 
Huawei is competing in price factor as it considers price a very important factor. India has demonstrated 
that price can significantly affect penetration of tablet devices by introducing their cheaper versions. 
However, the literature suggests there are other psychological and physiological factors that also affect 
consumer attitude towards tablet (Davis, 1989; Venkatesh & Morris, 2000). These findings prompted 
us to test other factors as well. 

The Research objectives are: 

a) To determine important factors having effect on adoption of the tablet device, and 

b) To determine the impact of income level on adoption of tablet device.  

2. Literature 

Formal introduction of tablet devices came in 1989(Warkentin, Bekkering, Schmidt, & Johnston, 
2004). However, they were limited to niche markets until 2002 when Microsoft introduced commercial 
tablet PC. The stimulus for introduction of tablet device was the concept of detachable keyboard.(Ozok, 
2008). 

Tablets allow multi-tasking. Tablets are operable while doing activities such as eating, an airline travel 
or doing laundry. Tablets are used to send email to news shows and looking up company information 
while simultaneously watching investment programs(McClard & Somers, 2000).  

In a report published by Oh et al. (2011), tablet usage was compared with e-reader and Smartphone. It 
was found that tablets were used most extensively while watching TV, whereas the e-reader had 
maximum usage when people were in bed. Smartphone has maximum usage when people are with 
friends or waiting for someone. Most people also use Smartphone more commonly compared to tablet 
and e-reader in bathroom. However, it was found tablet had more usability in class and meeting 
environments. Most people preferred working on Smartphone while commuting compared to tablet and 
e-reader (Wells et al., 2013). Jongepier (2011) found that battery life and processing speed were 
important to consumers when considering smart phones. In his view, new technologies such as 
smartphone allow users to be more productive, entertained in new ways and communicate more freely. 

An important part of a computing device is software. Although not tangible, yet it is the main element 
that brings a computing device to life. Today software giants are running the scene. Apple and Google 
constitute the single main reason for the success of the tablet technology. Apple attaches so much 
importance to the software side that it channels all software through its own trusted application store. 
It has been found tablets are not used much for text intensive activities due to inadequate text input 
methods. Based on research, very few people use tablets on a desk. An ideal tablet should have an 
integrated keyboard, which should be removable as well. Consumers usually prefer a larger screen of 
10 inches for tablets as it allows more comfortable viewing of websites. The ideal tablet will allow 
internet access from everywhere; however, they are neither designed for nor meant to replace personal 
computers. It is possible that in time people will be able to adapt to tablets so that they do not need PCs 
at all except in formal office settings. Therefore, it can be concluded tablets are used in a different way 
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than a PC (McClard & Somers, 2000). Tablets are highly appropriate for note taking and in field jobs 
in which mobile computing is essential (Berque et al., 2004). A new generation of tablet devices is 
around the corner with the introduction of Samsung galaxy note 10.0. This tablet has been specially 
designed by the manufacturer to allow tablet user to cross the barrier of content creation. It has a new 
input tool trade marked as S pen with which precise editing of images is possible. These tablets are 
intended to be almost as powerful as computers (Samsung galaxy note, 2013).  

Earlier tablets were considered fun medium appropriate for casual emailing, chatting, web surfing and 
note taking. However, presently tablets are being developed with functionality in mind. They can be 
used to conduct small conferences (Ozok, 2008) and come with mobile capability. SMS is a feature 
that has been found to be effectively used to learn languages (Levy & Kennedy, 2005) and 
literature(Bollen et al., 2004). SMS provides support, motivation, continuity, alerts, reminders and tips 
(Kukulska-Hulme & Traxler, 2005). Tablets allow seamless integration of mobile and laptop, and 
provide a welcome combination of functionalities earlier provided by mobile, camera, GPS and 
computer (Sharples, 2003). The current line of tablets is highly appealing to tech-savvy users due to 
the media-rich environment (Corbeil, 2007). 

According to a classification of mobile technologies by Naismith et al. (2004), Tablet PC is in first 
quadrant. Devices in the first quadrant are characterized by portability and personal use. We can note 
tablet device in between PDA and Laptop as proposed way back in 2004 and is still valid. Tablet has a 
mix of features present in laptop and PDA. Some of the features that differentiate a tablet from a PDA 
are a larger screen size of around 7-11 inches. Secondly, tablet devices are meant for office and 
entertainment purpose. PDA is more of a dedicated device for field work. Laptop has a unique 
characteristic of being almost similar to desktop PC except this that it has battery that allows laptop to 
operate for one to three hours without household power supply - an important feature from the 
perspective of frequent load shedding in Pakistan. The tablet itself has many variations. For example 
some similar products are notebook, netbook, sub-notebook and e reader. Tablet is available as a slate 
or convertible model. Ipad and Samsung galaxy tablet are of slate type. Slate type has no keyboard. 
Convertible has fixed keyboard, which can be adjusted to hide keyboard completely (French, 2007). 
Example of convertible tablet is Microsoft windows based tablet PC that arrived in market in late 2002 
such as Lenovo X61 (Tablet computer, 2013). The smaller version of tablet PC is known as ultra-
mobile PC. They have a touch screen of 7 inches. They are equally expensive as 10 inch full sized 
Tablet PC. Feature wise they are usually same(Corbeil, 2007). 

Technology acceptance has been studied by numerous models. Each model had its advantageous and 
disadvantageous. One model does not fit all scenarios. Therefore, IT and consumer adoption models 
were reviewed. Therefore, I reviewed models related to IT and consumer adoption field.  First study on 
technology acceptance was done by Davis (1989). He proposed technology acceptance model (TAM), 
which has been verified, re-examined, improved and expanded multiple times to include factors 
relevant to current technological developments (Koufaris, 2002; Venkatesh et al., 2000). TAM has two 
independent variables, perceived ease of use and perceived usefulness. They combine to effect 
behavioral intention. Behavioral intention affects actual system usage (Davis, 1989). TAM is based on 
the theory of reasoned action. Ajzen and Fishbein (1973) proposed actual behavior was determined by 
behavioral intentions which are formed by attitude. 

One more variant of TAM is the theory of planned behavior (TPB) (Ajzen & Fishbein, 1973; Valois et 
al., 1988). TPB states attitude and perceived behavior control are the main factors affecting behavioral 
intention. TPB has also considered subjective norms. Perceived behavioral control was an added 
antecedent of behavioral intention and behavior in TPB. Combined TAM and TPB combines factors of 
TPB with perceived usefulness present in TAM to provide the fused model (Taylor and Todd, 1995). 
The motivational model was proposed by Vallerand (1997). Davis (1993) used this theory to understand 
new technology adoption and use. This model considered extrinsic motivation and intrinsic motivation. 
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In model of PC utilization, Thompson et al., (1991) tried to calculate user behavior. Its main factors 
were job fit, complexity, long-term consequences, and affects towards use, social factors and 
facilitating conditions. Innovation diffusion theory (Rogers Everett, 1995) has been in use since the 
sixties to study a variety of agricultural tools and organizational innovations. (Moore & Benbasat, 1991) 
modified innovation diffusion theory to study individual technology acceptance. He found the modified 
model valid for these innovations. One important variable was image, which meant the amount to which 
an innovation is expected to enhance one’s image in society. Social cognitive theory (SCT) is a very 
powerful theory. Compeau and Higgins (1995) stretched SCT in computer utilization context. 
However, they studied performance rather than adoption. Therefore, it can be concluded a single model 
is not applicable for every kind of research.  

Venkatesh et al. (2003) proposed unified use of acceptance and use of technology, UTAUT model 
incorporated factors from all the previous eight models discussed above. It had four core independent 
factors, and four moderators. This model has significant linkage to our study. It includes factors that 
are expected to have significant effect on consumer behavior to adopt technological breakthrough such 
as tablet device. The four core independent factors are performance expectancy, effort expectancy, 
social influence and facilitating conditions. The moderators are gender, age, experience and 
voluntariness of use. The original TAM model included intention and attitude. Davis later revised the 
model and removed attitude and only kept intention. In his view, this model was stronger than the 
original one with attitude construct. A study by Anderson and Schwager (2006) UTAUT model along 
with four additional variables. Gender was found to have significant impact along with age, experience 
and voluntariness. An interesting study finding by Monroe (1973) shows that women are price 
conscious whereas men are feature conscious. Men are more concerned with perceived usefulness 
whereas women are more concerned with the perceived ease of use (Venkatesh et al., 2003). A study 
by (Daud et al., 2011) shows that users have a resistance to technological change. Therefore, there 
should be ease of usage with every innovation. Perceived usefulness and satisfaction were also variables 
considered critical for mobile commerce usage.  

Price has been found to be positively related to quality. Similarly, price has been found to be related to 
prestige. Some consumers go for costly products just to be recognized as big spenders. So consumers 
just do not spend more expecting more features but also for prestige and better quality (Lichtenstein, 
1993). Men are found to be directly influenced by their attitude towards  technology (Venkatesh & 
Morris, 2000). However, females are more influenced by subjective norms. Subjective norms include 
peer and superiors’ influence (Taylor & Todd, 1995). In "A study of consumer behavior of mp4 payers" 
author Wang, Rau, and Salvendy (2011) found enjoyment was the most important factor for electronic 
gadgets such as mp4 player. The second was price. Author states price should be within reach of 
consumer. Age was shown to have negative relationship with consumer behavior. Enjoyment was 
found to be a major factor since mp4 players fall into entertainment industry. 

According to Nielsen’s U.S. Mobile Snapshot (2010), most of the consumers of new technology are 
aged between 18 and 34. (Tai & Tam, 1997) conducted a study to identify life style of females in China. 
Buying behavior does not only depend on income level. Family orientation, home orientation, Brand 
consciousness, price consciousness, self-confidence, addiction to work, health consciousness and 
environmental consciousness were also found significant. Many wealthy middle aged women and men 
do not use expensive gadgets because of the presence of young children at home. Xpeira Z by Sony has 
been manufactured with such people in mind being water and dust proof. If this capability is brought 
to tablet devices, more adoption of tablet devices is expected (Gaikar, 2013).  Waqas (2008) confirmed 
TAM model is highly reliable in Pakistan's context. However his field of study was broadband internet. 
He found perceived usefulness and perceived ease of use had significant effect on attitude. An 
important consideration while choosing a model is to consider whether we can collect reliable data for 
the factors. For this reason, a simple model was considered as a base and then relevant factors were 
added. In addition, some factors were made constant. TAM is one of the most basic models with only 
two determining factors. However, TAM has been capable of predicting to a very high accuracy. 
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Numerous researchers have added factors in TAM to conduct study in particular field. For example, 
Dholakia et al. (2004) presented an extended version of TAM. This model is known as TAM 2. It 
includes numerous factors to represent social influence and value perceptions. It has elements such as 
entertainment value, social enhancement, and desires to express voluntary system usage. However, it 
turned out to be very much extended and not useful in most cases. Similarly, Wu  et al. (2007) extended 
TAM using the theory of self-efficacy and innovation attributes. This model also has too many variables 
for which getting reliable input is cumbersome. Liao et al. (2008) incorporated perceived enjoyment 
because their study was to evaluate consumer’s personality while using 3-G services. They found 
perceived enjoyment having more significant effect than perceived usefulness and ease of use. 
Therefore, it can be concluded a base model is just a starting point. A researcher must identify factors 
that are relevant to his study. Nysveen et al. (2005) also stretched TAM to include relevant factors so 
that intention to use mobile chat services can be identified. It was found expressiveness was more 
important for male users and enjoyment was more important for female users. 

Some other factors added to TAM were computer playfulness (Moon & Kim, 2001), product 
involvement and perceived enjoyment (Koufaris, 2002). Demographic traits of a sample also need to 
be considered. As the technology has become more complex so has the adoption behavior. Therefore, 
factors relevant for one society are not necessarily relevant for other societies. The technology itself is 
a determining factor. Therefore, understanding of tablet device is also necessary to identify which 
factors are relevant for adoption behavior by consumer. Tablet device has been studied by previous 
researcher in organizational environment. However, those studies date back to 2002. In addition, 
acceptance of the tablet in those organizations was involuntary. Our research focuses on voluntary 
adoption by Pakistan's educated youth. As previous research has identified, young generation has the 
highest chance of adopting new technology so I have chosen to conduct our study on comparative 
youngsters. Research has also identified technological marvels such as tablet device requiring 
significant computer knowledge. Therefore, I will be conducting our study on university level students. 
They are heavy users of technology as well.  Youngsters by nature are curious, wanting to experience 
new things and having everything on their fingertips. 

While designing model for research, we examined various studies to get an understanding of factors 
that may affect our dependent variable. Just identifying the relevant factors is not enough. 
Operationalizing the factors is also an important part. Therefore, after preliminary finalization of the 
factors that I would include in our model for testing, I went through further studies to find items that 
can enable us to measure the factors adequately  (Davis, 1989; Lai & Chang, 2011; Venkatesh et al., 
2003). To measure perceived usefulness and perceived ease of use, items were chosen from Davis 
(1989) and  Lai and Chang (2011). Items for facilitation condition were found in an article "User 
acceptance of information technology:  toward a unified view" by (Venkatesh et al., 2003). Although 
facilitation condition has not been studied as rigorously as perceived usefulness and perceived ease of 
use, still it appears extremely relevant to our society. Most people in Pakistan are risk aversive. To 
cover up risk, consumers look for facilities such as expert users who can advise them on what is the 
best option in terms of price and low maintenance. Similarly, most Pakistanis are not proficient in IT. 
Therefore, they look for people who can assist them in resolving hardware and software issues in their 
electronic gadgets.  

To measure perceived price, items were chosen from thesis “Consumer behavior for mp4 player” by 
Natali. Price perception is considered very important from Pakistani point of view. Pakistan is 
characterized by a mix of very poor and very rich people. However the ratio of poor is significantly 
higher than the rich. As stated earlier, there is a mixed view regarding price perception. Some people 
are concerned about low price due to income issues. Then there are some people who actually want to 
spend more because they want to associate themselves with the elite class who have money to spend 
on expensive items.  This is especially true for branded products such as Apple's line of iphones and 
Ipads. Items for attitude were found from an article “User acceptance of information technology:  
toward a unified view” by Venkatesh et al. (2003). Attitude has been measured in numerous studies. It 
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has been found to be affected in numerous ways. In certain cases, it acts as an independent factor. In 
our study, attitude has been operationalized as a dependent variable. It is the main variable of interest.  

3. Methodology 

This study has used primary data collected first hand by researchers. A structured questionnaire was 
used to obtain the correct responses from the university students belonging to both the private and 
public education sectors. The study has been limited to universities operating in Islamabad city due to 
two reasons. Firstly, university students are heavy users of tablet device. Therefore, it is expected we 
can get the required optimal amount of responses in available time. Secondly, due to limited resources 
it was feasible only to conduct study within the city. Most Pakistanis are neither willing to tell nor 
aware of their true income level, so using public and private universities as indicators of income level 
seemed a feasible option. We intentionally chose three universities belonging to the public sector and 
three universities belonging to the private sector so that results were not biased to only one particular 
university within each sector. 

Systematic sampling method is used since our respondents must have personally used a tablet device. 
This condition was set because non-users of tablet device could not honestly express experience of 
tablet device. Most of the features on tablet device are unique. A user of smartphone or laptop cannot 
explain experience of tablet device. Among these universities, students were randomly distributed 
questionnaires. 1000 questionnaires were distributed from which we received 972; twenty two 
questionnaires were having major missing values so they were separated from analysis. Twenty five 
respondents were found outliers during data screening; by this sample used in this study is 925. 

There are four independent variables. They are operationalized by means of items.   

3.1 Independent variables are as under 

Facilitation condition  

It has been studied by Venkatesh et al. (2003). In their view, facilitation conditions are important for 
older people. Anderson (2006) found facilitation conditions were insignificant in his research. I would 
like to see what results we get in this study.  

Perceived price 

Natali (2008) found in his research that people want a price that they can afford. He could not say for 
sure whether low prices have a positive effect on attitude to adopt a technology.  

Perceived usefulness 

The degree to which a person believes that using a particular system would enhance his or her job 
performance (Davis, 1989).  

Perceived ease of use 

The degree to which a person believes that using a particular system would be free from effort (Davis, 
1989). Perceived ease of use has been found to have significant effect on attitude. It has been tested. 

Attitude  

Attitude is the main dependent variable. It denotes the mind-set of how consumers think, feel, reason, 
and select between different alternatives (Davis, 1989). Attitude has a very strong association with the 
intention to perform some act. In Davis's model, attitude and intention have been used as separate 
variables.  
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Fig. 1. Proposed Model 

Hypothesis 

H1:The facilitation condition has positive effect on attitude to adopt tablet device. 

H2:The perceived price has negative effect on attitude to adopt tablet device. 

H3:The perceived ease of use has positive effect on attitude to adopt tablet device. 

H4:The perceived usefulness has positive effect on attitude to adopt tablet device. 

4. Results and Discussion 

The data is analyzed through SPSS 18 version. First EFA was run to confirm the scale adoptability 
within our culture and social conditions. Principal component method was used with Varimax with 
Kaiser Normalization rotation while running EFA. Kaiser-Meyer-Olkin Measure of Sampling 
Adequacy is 83 per cent and items were found at their own variable except three items. One was from 
AATD variable “I like working with tablet device.” While other two were from PEU variable they are 
“Becoming familiar with tablet device is easy, it is easy to get tablet device to do what one wants it to 
do.” These three items were separated from further analysis as they were having cross loading with 
other variables.  The retained items as per their variable are given in table number one. The reliability 
is checked through composite reliability and Cronbach's Alpha method. The composite reliability is 
given in the table number two, while as per Cronbach’s Alpha AATD has 83%, PU has 80%, PEU has 
70%, PP has 69%, and FC has 72 per cent reliability per variable. Validation of any factor analysis 
result is essential, particularly when attempting to define underlying structure among the variables. 
Validation involves assessing the degree of generalizability of the results to the population. The issue 
of generalizability is especially relevant for factor analysis because it describes a data structure that 
should be representative of the population as well. AVE is the Average Variance Extracted which tells 
about the convergent validity. The convergent validity refers to the adequacy with which a measure or 
scale has sampled from the intended universe or domain of content. The cut of value for AVE should 
be .50 but it can be accepted till .45 (Hair et al., 2010). In this case factor AATD has .54, PU has .54, 
FC has 62, PEU has .60 and PP has .50 AVE. 

 

Attitude to 
adopt tablet 
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Perceived ease 
of use 

Perceived 
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Table 1  
Rotated Component Matrix  

  AATD PU PC PEU PP 
I have the possibility to buy tablet device. 0.76     
Tablet device usage makes work more interesting. 0.75     
Working with the tablet device is fun. 0.73     
I can easily recommend buying tablet device to others. 0.70     
Using the tablet device gives a feeling of being in touch with modern computing technology. 0.70     
There is increase in easiness to conduct job by using tablet device.  0.78    
Using tablet device for work enhances my work effectiveness.  0.74    
There is increase in speed of completing task by using tablet device.  0.72    
There is increase in productivity by using tablet device.  0.72    
Using tablet device for work improves my work performance.  0.68    
There is guidance available while purchasing tablet device.   0.82   
There is support available to assist you with tablet device in case of hardware problems.   0.80   
There is support available to assist you with tablet device in case of software problems.   0.74   
Little effort is required to become skilful at using tablet device.    0.80  
I have clarity and understand ability of features available in tablet device to get things done.    0.78  
I feel comfortable to use tablet device in-terms of mobility.    0.73  
Price of branded tablet device is affordable to me.     0.81 
Price of used branded tablet device is affordable to me.     0.69 
Price of unbranded tablet device is affordable to me.     0.59 
Extraction Method: Principal Component Analysis.    Rotation Method: Varimax with Kaiser 
a. Rotation converged in 5 iterations. 

 

MSV is the Maximum Shared Squared Variance, and ASV is the Average Shared Squared Variance, 
both are the part of Discriminant Validity. Discriminant Validity extent to which a construct is truly 
distinct from other constructs both in terms of how much it correlates with other constructs and how 
distinctly measured variables represent only this single construct. Hair et al. (2010) discusses that MSV 
< AVE & ASV < AVE, as per our findings of this case are the same; it is given in table number two. 

Table 2  
Reliability and Validity 

Variable CR AVE MSV ASV
AATD 0.85 0.54 0.13 0.09
PU 0.85 0.54 0.12 0.06
FC 0.83 0.62 0.03 0.02
PEU 0.82 0.6 0.08 0.03
PP 0.74 0.5 0.13 0.05

CR = Composite Reliability; AVE = Average Variance Extracted; MSV = Maximum Shared Variance; ASV= Average Shared Variance 

The correlations between all variables are significant at the 0.01 level except the PP with FC. All 
correlation values and their mean and standard deviation is given in table number three. The proposed 
hypotheses are tested through multiple regression. Regression is run on the retained EFA extracted 
factors. Four hypotheses were proposed in this study. All hypotheses have been accepted. The H1 is 
“The facilitation condition has positive affect on attitude to adopt tablet device” has been accepted with 
p value 0.00 and its beta value is 0.122. A second hypothesis is “The perceived price has negative affect 
on attitude to adopt tablet device” has been accepted with the p value 0.00; its beta value is 0.291. 

Table 3  
Correlations Table 

  Mean SD AATD PU FC PEU PP
AATD 3.683 0.81577 1   
PU 3.5457 0.8387 .346** 1   
FC 3.36 0.94993 .187** .186** 1 
PEU 3.7705 0.70849 .286** .097** .115** 1
PP 3.1446 0.84594 .367** .252** -0.01 .088** 1
**. Correlation is significant at the 0.01 level (2-tailed). 
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Third hypothesis is “The perceived ease of use has positive affect on attitude to adopt tablet device” is 
also accepted with p value 0.00 and its beta value is 0.224. The last hypothesis is “The perceived 
usefulness has positive affect on attitude to adopt tablet device” is accepted with the p value 0.00 and 
its beta value is 0.229. The R2 is 27 per cent with F statistics 86.328. The model is as well fit with the 
P value 0.000.  

Table 4  
Regression Analysis Table 

Variables Standardized Coefficients
  β t Sig. 
(Constant) 4.024 0 
PU 0.229 7.707 0 
FC 0.122 4.236 0 
PEU 0.224 7.888 0 
PP 0.291 9.965 0 
R2 0.273 F = 86.328 P ≤ .000
Adjusted R2 0.27   
a. Dependent Variable: AATD 

 

5. Conclusion 

This study explains the factors affecting adaptation behaviour for tablet device among completer users 
in Pakistan. The study is conducted at Islamabad which is the capital of Pakistan. The universities were 
selected with the concern to have equal representation because of this three public and three private 
universities were selected. This study contains 925 sample size. The literature was explored to propose 
the model. The proposed model is accepted and all hypotheses has been accepted, which manifest that 
tablet market is increasing in Pakistan besides that perceived price has the negative effect on the 
adoption behaviour of tablet device, which is having the more impact on the model than other variables. 
Pakistani market is price conscious which is also disclosed from this study results. Perceived ease of 
has second most impact on the adoption behaviour of tablet device while facilitation conditions have 
the least impact on the adaptation behaviour.  

6. Future Research and Limitations 

This research has been conducted with a sample from only six universities. A larger mix of universities 
was not possible due to resource and time constraints. However, the sample was fairly representative 
and sufficient to depict the position in private and public universities adequately. Effect of type of 
tablets has not been completely studied. Most of the consumers in Pakistan consider Ipad different from 
other tablet devices as it is associated with an extremely high brand power of Apple incorporation. 
Similarly, this study did not bring age as a factor. Age was contained by conducting study on youth. 
Earlier researchers have found that age acts as a moderator. Our study focused on adoption of tablet 
technology. Therefore, we did not bring brand as a factor. Generally, new technology is brought by 
powerful brands especially when research in current times requires lot of investment. In case new 
company does bring new technology, they use support of well-established brands. This study only 
provides insight about the Islamabad market and that too of a relatively small market segment. 
Although this segment is a heavy user of tablet device, future researchers may like to investigate the 
behavioural patterns and attitudes in larger segments. For example, research should be carried out in 
schools and corporations. Future research can be performed in organizational setup such as corporation. 
Research can be performed at school level. Research can be executed on a particular type of tablet. 
Facilitation conditions can be reanalysed while using age and gender as moderator. Perceived price can 
be rechecked while using brand as a moderating variable. Research should be replicated in other cities 
of Pakistan. A study should be done to elicit response from tablet owners so that effect of buying 
behaviour can be found. A qualitative study should be done to know what consumers want from a tablet 
device. 



R. A. Khuhro et al. / Management Science Letters 6 (2016) 
 

733

References 

Ajzen, I., & Fishbein, M. (1973). Attitudinal and normative variables as predictors of specific behavior. 
Journal of personality and Social Psychology, 27(1), 41.  

Anderson, J., & Schwager, P. (2006). The Tablet PC: Applying the UTAUT Model. Paper presented at 
the American Conference on Information Systems, Acapulco, Mexico. 

Anderson, J. E., Schwager, P. H., & Kerns, R. L. (2006). The drivers for acceptance of tablet PCs by 
faculty in a college of business. Journal of Information Systems Education, 17(4), 429.  

Berque, D., Bonebright, T., & Whitesell, M. (2004). Using pen-based computers across the computer 
science curriculum. Paper presented at the ACM SIGCSE Bulletin. 

Bollen, L., Eimler, S., & Hoppe, H. U. (2004). SMS-based discussions-technology enhanced 
collaboration for a literature course. Paper presented at the Wireless and Mobile Technologies in 
Education, 2004. Proceedings. The 2nd IEEE International Workshop on. 

Compeau, D. R., & Higgins, C. A. (1995). Computer self-efficacy: Development of a measure and 
initial test. MIS quarterly, 189-211.  

Corbeil, M. E. V.-C. (2007). ARE YOU READY FOR MOBILE LEARNING? Educausa Quarterly. 
Daud, N. M., Mohamed, I. S., Alghanim, S., & Alhamali, R. (2011). Revisiting Information System 

Models in the Context of Technology Usage and Technology Resistance. Australian Journal of 
Basic & Applied Sciences, 5(12).  

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 
technology. MIS quarterly, 319-340.  

Davis, F. D. (1993). User acceptance of information technology: system characteristics, user 
perceptions and behavioral impacts. International Journal of Man-machine Studies, 38(3), 475-487.  

Dholakia, R. R., Dholakia, N., & Kshetri, N. (2004). Gender and Internet usage. The internet 
encyclopedia.  

Eizenberg, A. (2014). Upstream Innovation and Product Variety in the US Home PC Market*. The 
Review of Economic Studies, rdu004.  

French, J. H. (2007). Beyounf the tablet PC- using the tablet PC in a collaborative learning environment. 
Gaikar, V. (2013). Sony Xperia Z Ultra Vs Galaxy Note 2.  
Halme, O. (2011). E-reading devices as a new medium for newspaper reading.  
Henderson, S., & Yeow, J. (2012). iPad in education: A case study of iPad adoption and use in a 

primary school. 45th Hawaii International Conference on. 
Jongepier, J. (2011). Young adopters of Smartphones (Doctoral dissertation, Erasmus University 

Rotterdam, The Netherlands). 
Koufaris, M. (2002). Applying the technology acceptance model and flow theory to online consumer 

behavior. Information Systems Research, 13(2), 205-223.  
Kukulska-Hulme, A., & Traxler, J. (2005). Mobile learning: A handbook for educators and trainers: 

Psychology Press. 
Lai, J.-Y., & Chang, C.-Y. (2011). User attitudes toward dedicated e-book readers for reading: The 

effects of convenience, compatibility and media richness. Online Information Review, 35(4), 558-
580.  

Levy, M., & Kennedy, C. (2005). Learning Italian via mobile SMS. Mobile learning: A handbook for 
educators and trainers, 76-83.  

Liao, C.-H., Tsou, C.-W., & Shu, Y.-C. (2008). The Roles of Perceived Enjoyment and Price 
Perception. International Journal of Business and Information, 3(1).  

Lichtenstein, N. M. R. a. R. G. N. (1993). Price Perceptions and Consumer Shopping Behavior: A Field 
Study. Journal of Marketing Research, 30(2), 234-246 

McClard, A., & Somers, P. (2000). Unleashed: Web tablet integration into the home. Paper presented 
at the Proceedings of the SIGCHI conference on Human factors in computing systems. 

Monroe, K. B. (1973). Buyers' subjective perceptions of price. Journal of Marketing Research, 70-80.  
Moon, J.-W., & Kim, Y.-G. (2001). Extending the TAM for a World-Wide-Web context. Information 

& Management, 38(4), 217-230.  



 

734

Moore, G. C., & Benbasat, I. (1991). Development of an instrument to measure the perceptions of 
adopting an information technology innovation. Information Systems Research, 2(3), 192-222.  

Naismith, L., Sharples, M., Vavoula, G., & Lonsdale, P. (2004). Literature review in mobile 
technologies and learning.  

Nysveen, H., Pedersen, P. E., & Thorbjørnsen, H. (2005). Intentions to use mobile services: antecedents 
and cross-service comparisons. Journal of the Academy of Marketing Science, 33(3), 330-346.  

Oh, H.-Y., Min, B.-W., & Oh, Y.-S. (2011). An improvement of mobile web interface design optimized 
for tablet PC environment Convergence and Hybrid Information Technology (pp. 770-777): 
Springer. 

Ozok, A. A., Benson, D., Chakraborty, J., & Norcio, A. F. (2008). A comparative study between tablet 
and laptop PCs: User satisfaction and preferences. International Journal of human–computer 
interaction, 24(3), 329-352. 

Rogers Everett, M. (1995). Diffusion of innovations. New York.  
Sharples, R. B. (2003). A technical review of mobile computational devices.  
Tai, S. H., & Tam, J. L. (1997). A lifestyle analysis of female consumers in greater China. Psychology 

and Marketing, 14(3), 287-307.  
Taylor, S., & Todd, P. A. (1995). Understanding information technology usage: a test of competing 

models. Information Systems Research, 6(2), 144-176.  
Thompson, R. L., Higgins, C. A., & Howell, J. M. (1991). Personal computing: toward a conceptual 

model of utilization. MIS Quarterly, 15(1), 125-143.  
Vallerand, R. J. (1997). Toward a hierarchical model of intrinsic and extrinsic motivation.  
Valois, P., Desharnais, R., & Godin, G. (1988). A comparison of the Fishbein and Ajzen and the 

Triandis attitudinal models for the prediction of exercise intention and behavior. Journal of 
Behavioral Medicine, 11(5), 459-472.  

Venkatesh, Morris, M. G., Davis, G. B., & Davis, F. D. (2003). User acceptance of information 
technology: Toward a unified view. MIS quarterly, 27(3), 425-478.  

Venkatesh, V., & Morris, M. G. (2000). Why don't men ever stop to ask for directions? Gender, social 
influence, and their role in technology acceptance and usage behavior. MIS quarterly, 24(1), 115-
139.  

Venkatesh, V., Morris, M. G., & Ackerman, P. L. (2000). A longitudinal field investigation of gender 
differences in individual technology adoption decision-making processes. Organizational Behavior 
and Human Decision Processes, 83(1), 33-60.  

Wang, L., Rau, P.-L. P., & Salvendy, G. (2011). Older Adults' Acceptance of Information Technology. 
Educational Gerontology, 37(12), 1081-1099.  

Warkentin, M., Bekkering, E., Schmidt, M., & Johnston, A. (2004). Proposed study of end-user 
perceptions regarding Tablet PCs. Paper presented at the Innovations Through Information 
Technology: 2004 Information Resources Management Association International Conference, New 
Orleans, Louisiana, USA, May 23-26, 2004. 

Wells, T., Bailey, J., & Link, M. (2013). Filling the void: gaining a better understanding of tablet-based 
surveys. Survey Practice, 6(1).  

Wu, J.-H., Chen, Y.-C., & Lin, L.-M. (2007). Empirical evaluation of the revised end user computing 
acceptance model. Computers in Human Behavior, 23(1), 162-174.  

 
 

 

© 2016 by the authors; licensee Growing Science, Canada. This is an open access 
article distributed under the terms and conditions of the Creative Commons Attribution 
(CC-BY) license (http://creativecommons.org/licenses/by/4.0/). 

 



<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /DetectCurves 0.0000
  /ColorConversionStrategy /CMYK
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedOpenType false
  /ParseICCProfilesInComments true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveDICMYKValues true
  /PreserveEPSInfo true
  /PreserveFlatness true
  /PreserveHalftoneInfo false
  /PreserveOPIComments true
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /CropColorImages true
  /ColorImageMinResolution 300
  /ColorImageMinResolutionPolicy /OK
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageMinDownsampleDepth 1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /CropGrayImages true
  /GrayImageMinResolution 300
  /GrayImageMinResolutionPolicy /OK
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageMinDownsampleDepth 2
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /CropMonoImages true
  /MonoImageMinResolution 1200
  /MonoImageMinResolutionPolicy /OK
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /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 ()
  /PDFXOutputConditionIdentifier ()
  /PDFXOutputCondition ()
  /PDFXRegistryName ()
  /PDFXTrapped /False

  /CreateJDFFile false
  /Description <<

    /BGR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe5b9a521b5efa7684002000410064006f006200650020005000440046002065876863900275284e8e9ad88d2891cf76845370524d53705237300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c676562535f00521b5efa768400200050004400460020658768633002>
    /CHT <FEFF4f7f752890194e9b8a2d7f6e5efa7acb7684002000410064006f006200650020005000440046002065874ef69069752865bc9ad854c18cea76845370524d5370523786557406300260a853ef4ee54f7f75280020004100630072006f0062006100740020548c002000410064006f00620065002000520065006100640065007200200035002e003000204ee553ca66f49ad87248672c4f86958b555f5df25efa7acb76840020005000440046002065874ef63002>
    /CZE <>
    /DAN <>
    /DEU <>
    /ESP <>
    /ETI <>
    /FRA <>
    /GRE <>

    /HRV (Za stvaranje Adobe PDF dokumenata najpogodnijih za visokokvalitetni ispis prije tiskanja koristite ove postavke.  Stvoreni PDF dokumenti mogu se otvoriti Acrobat i Adobe Reader 5.0 i kasnijim verzijama.)
    /HUN <>
    /ITA <>
    /JPN <FEFF9ad854c18cea306a30d730ea30d730ec30b951fa529b7528002000410064006f0062006500200050004400460020658766f8306e4f5c6210306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103055308c305f0020005000440046002030d530a130a430eb306f3001004100630072006f0062006100740020304a30883073002000410064006f00620065002000520065006100640065007200200035002e003000204ee5964d3067958b304f30533068304c3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /KOR <FEFFc7740020c124c815c7440020c0acc6a9d558c5ec0020ace0d488c9c80020c2dcd5d80020c778c1c4c5d00020ac00c7a50020c801d569d55c002000410064006f0062006500200050004400460020bb38c11cb97c0020c791c131d569b2c8b2e4002e0020c774b807ac8c0020c791c131b41c00200050004400460020bb38c11cb2940020004100630072006f0062006100740020bc0f002000410064006f00620065002000520065006100640065007200200035002e00300020c774c0c1c5d0c11c0020c5f40020c2180020c788c2b5b2c8b2e4002e>
    /LTH <>
    /LVI <>
    /NLD (Gebruik deze instellingen om Adobe PDF-documenten te maken die zijn geoptimaliseerd voor prepress-afdrukken van hoge kwaliteit. De gemaakte PDF-documenten kunnen worden geopend met Acrobat en Adobe Reader 5.0 en hoger.)
    /NOR <>
    /POL <>
    /PTB <>
    /RUM <>
    /RUS <>
    /SKY <>
    /SLV <>
    /SUO <>
    /SVE <>
    /TUR <>
    /UKR <>
    /ENU (Use these settings to create Adobe PDF documents best suited for high-quality prepress printing.  Created PDF documents can be opened with Acrobat and Adobe Reader 5.0 and later.)
  >>
  /Namespace [
    (Adobe)
    (Common)
    (1.0)
  ]
  /OtherNamespaces [
    <<
      /AsReaderSpreads false
      /CropImagesToFrames true
      /ErrorControl /WarnAndContinue
      /FlattenerIgnoreSpreadOverrides false
      /IncludeGuidesGrids false
      /IncludeNonPrinting false
      /IncludeSlug false
      /Namespace [
        (Adobe)
        (InDesign)
        (4.0)
      ]
      /OmitPlacedBitmaps false
      /OmitPlacedEPS false
      /OmitPlacedPDF false
      /SimulateOverprint /Legacy
    >>
    <<
      /AddBleedMarks false
      /AddColorBars false
      /AddCropMarks false
      /AddPageInfo false
      /AddRegMarks false
      /ConvertColors /ConvertToCMYK
      /DestinationProfileName ()
      /DestinationProfileSelector /DocumentCMYK
      /Downsample16BitImages true
      /FlattenerPreset <<
        /PresetSelector /MediumResolution
      >>
      /FormElements false
      /GenerateStructure false
      /IncludeBookmarks false
      /IncludeHyperlinks false
      /IncludeInteractive false
      /IncludeLayers false
      /IncludeProfiles false
      /MultimediaHandling /UseObjectSettings
      /Namespace [
        (Adobe)
        (CreativeSuite)
        (2.0)
      ]
      /PDFXOutputIntentProfileSelector /DocumentCMYK
      /PreserveEditing true
      /UntaggedCMYKHandling /LeaveUntagged
      /UntaggedRGBHandling /UseDocumentProfile
      /UseDocumentBleed false
    >>
  ]
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice


