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Abstract: When a new product is introduced in the market, some consumers adopt it quickly, while others wait before using
it. Therefore, product managers should classify end users and explore the characteristics of consumers according to each
segment. The objective of this study is to investigate the use of a tablet device for accessing information on the Internet.
The study first analyses variables such as consumer perceptions and attitudes toward tablet devices using a factor analysis.
Then, it classifies consumers into categories according to their perceptions and attitudes toward tablet devices, using latent
class regression methodology. The final section of the paper tests the statistical significance of a set of variables related to
tablets such as the relative advantage related to contents and tablet display, compatibility with consumers’ prior experiences
and needs, image, and company’s reputation. The results validate that end users are classified into three segments and factors
exert significant effects on the use of tablet devices. The five factors are significant in indicating differences across segments,
whereas four indicators excluding compatibility are significant in terms of the amount of variables’ sensitivity. Segment 1
could be labeled “Product oriented segment”; segment 2, “Company’s reputation with contents advantage segment”; and
segment 3, the “Innovative image with tablet display advantage segment. These results have implications for product
managers wanting to classify end users and determine the optimal variables in developing innovative products
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1. Introduction
As mobile devices have recently expanded from mobile phones to tablet devices in the mobile communication
industry, end users expect a wide range of options, from the 3-inch mobile phone to the 10-inch tablet device. On the other
hand, companies now face the challenges of planning and developing a tablet device to satisfy consumer needs and to
respond to competition. In the past, end users regarded the function, industrial design, and price of mobile device as key
buying factors, whereas in recent years, consumers have begun emphasizing the accessibility to applications and contents
permitted by operating system. End users download contents and applications frequently; therefore, accessibility and ease of
use are determinants of customer adoption of tablet devices.
On reviewing the previous literature on tablets, we find that the technology acceptance model (TAM) was used in
adoption research. Brunner and Kumar (2005) focused on handheld devices and used a TAM to determine the user
acceptance of PDAs, wireless devices, and PCs. Derting and Cox (2008) found that the use of tablet PCs in education
enhanced students’ enthusiasm to learn, and LeBer Lombardo, and Quilter (2008) identified that tablet PC is an innovating
teaching tool in health science education. However, it is difficult to find literature that distinguishes consumer responses to
different attributes of tablet usage. Recently, in the context of human–computer interaction, Kallinen, Kallenbach, and Ravaja
(2011) explored the moderating effect of content type and presentation style on end users’ experience of tablet PCs. This
study, therefore, is meaningful in that it distinguished consumer responses to different content types of tablet PCs.
Our study explores how an end user’s intention to use is affected by perceived relative advantage, which is further
dichotomized into perceived relative advantage because of hardware display and that because of contents. Furthermore, this
study examines how consumers’ perceived innovativeness of a product and perceived trust in the company affect intention to
use. The former is captured by a “image” variable, based on innovation diffusion theory, and the latter by a “company’s
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