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The Effects of Entertainment on the
On-line Consumption: Extension and
Elaboration of Technology Acceptance
Model

Yu-CHen CHEN

Department of Business Administration, Soochow University

ABSTRACT

Most of the extant literature examines the effects of the features and designs of web storefronts on the
attitudes toward on-line consumption. This study examines the same issue from a new perspective. The
technology acceptance model, one of the most promising models in studies of the determinants of IT
acceptance, was chosen as a theoretical foundation. Based on a review of the network marketing literature from
the point of view of consumer behavior, a modified model was proposed, where the effects of entertainment
was highlighted and justified. An empirical study was conducted. The results indicate that consumers rationally
choose web storefront according to their degree of ease of use. But the time duration staying in any specific

web storefront was irrationally affected by the degree of entertainment of this store.

Keywords: on-line consumption, technology acceptance model, entertainment



