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TAM-Based Research on Online Behavior of Undergraduates Using “Eleme” Ordering

CHEN Zhengxiong, LU Fang
( Business School, Hunan University of Technology, Zhuzhou Hunan 412007, China )

Abstract: Based on Perception Theory and technology acceptance model, it is assumed that five factors are
to be taken into consideration as for undergraduates’ using “Eleme” online ordering behavior, namely: perceived
practicability, perceived ease of use, perceived preference, perceived popularity and perceived risks, with the degree
of user satisfaction a yardstick to measure “Eleme” online ordering behavior. On this basis, the factor analysis,
correlation analysis and regression analysis have thus been carried out of perceived factors and the degree of user
satisfaction. The results show that the perception factors of using behavior mainly include such factors as perceptual
practicability, perceived preference, perceived risks and perceived popularity. Meanwhile, perceived practicability,
perceived preference and perceived popularity have a significant positive influence on the degree of user satisfaction,
with perceived risks, however, exerting a significantly negative effect on the degree of user satisfaction.
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Fig. 1 Archetypal TAM Model
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Table 1 KMO test and Bartlett sphericity test of

behavioral factors

Kaiser—-Meyer—Olkin Bartlett’s Test of Sphericity
Measure of Sampling Approx.Chi-squrae df Sig
0.867 1360.17 105 0.000
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Fig.3 A scree plot of behavioral factors
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Table 2 The factor loading matrix after the rotation of items

Py Component
1 2 3 4
Vs 0.819
Vs 0.770
4 0.733
V, 0.683
Vs 0.615 0.524
Vis 0.727
Vi 0.716
Vis 0.708
Vi 0.687
Ve 0.623
Vy 0.822
Vi 0.776
Vy 0.774
Vio 0.807
Vu 0.749

Zi £ TR /% 20.601 41.096 55450  67.484
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Table 3 Cronbach’ s alpha coefficient test of
the degree of user satisfaction

B ES AL Cronbach’ s alpha {
AN C 4 0.825
AR G, 4 0.845
TEHIRBSEHE C; 3 0.757
JRANRATHE C, 2 0.791
LB 13 0.890
R 5 0.771
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Table 4 KMO test and Bartlett sphericity test of the degree of
user satisfaction

Kaiser-Meyer-Olkin Bartlett” s Test of Sphericity
Measure of Sampling Approx.Chi-squrae df Sig
0.755 256.717 10 0.000
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Table 5 The factor loading matrix of the degree of

user satisfaction
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S, 0.567
B ETEE /% 52.67

H3e 5 ATLAAE S, o I 2 A R o i AR 4
BT 1 AT, KR 2 50E N 52.67%, HoAi
HNFEKT 0.5, H3R 3 PRl {5 Eg5 45015
., W 2 % Y Cronbach’s Alpha {4 0.769, K
T 0.7, W ULIAE RER LA S R R I 4
RILEBEARL
3.3 HEXMSH

FEHEAT TN A R 5 A IR b s
DR K 25 A LR B A T InACE-34, 193]
G IME R C. G, Cy. C, DL R AH T
S, FEXFHEHBATHICS T, 15BI5R 6 R s B



76 (71 N DR AN N S S 14

2018 4F

DRV LA B fo T T T R AR S 0 AT 48 2R
®o6 HMERMERURERFEEEBRHEXSTER

Table 6 The correlation analysis result of the perception

factors and the degree of user satisfaction after conversion

Pearson Correlation C,; C, C, C, N
C, 1

G, 0.549** ]

C; 0.370%*  0.334%* |

C, 0.487** 0.614%*  0.264** 1

S 0.698**  0.750%* —0.465%* 0.597** 1

{E: ** Correlation is significant at the 0.01 level (2-tailed).
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Table 7 Regression analysis result of perceived factors on

the degree of user satisfaction

SR ZHAGHE F Sig(2-tailed)  R*™
A 0.135

(B 0.377%*
C(B) 0.464%* 76.056  0.000 0.739 0%+
Cy(B) ~0.226%*
CuB) 0.169%*

¥: ** Correlation is significant at the 0.01 level (2-tailed).
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Fig. 4 A TAM-Based standard path model of university

students using Eleme online ordering
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