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Abstract 

A study of consumer acceptance of the Internet as a channel of distribution in China was performed using a channel 

function perspective. The Technology Acceptance Model (TAM) was adopted as the theoretical basis on which to 

develop the research framework. The relevant research hypotheses were examined in three online channel function 

environments (i.e., information collection, financial payments, and product variety/assortment). Most of the 

hypotheses were supported by the empirical findings. The implications of these findings are highlighted, and 

suggestions for future research are noted as well. 
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1. Introduction 

Because of the fast expansion of eBusiness during 

the last ten years, Internet has become progressively 

more practicable as a canal of distribution. According to 

Peffers (2001), Internet is utilized as a canal of 

distribution to accomplish canal tasks online. The more 

consumers employs Internet to carry out such canal 

functions, the bigger the possibility that Internet will be 

considered as a contemporary marketing channel, 

promoting the further growth of eCommerce. Therefore, 

research studying the significant variables affecting 

customer attitudes towards the adoption of channel 

purposes being performed via Internet can offer 

enhanced insight on how to make easy the improvement 

of eCommerce. Such investigation is consequently 

judged very useful. A vigorous literature review has 

discovered merely a restricted amount of investigations 

concerned with Electronic Channels of distribution as 

well as online channel functions. Of these, little have 

been related to the subject matter cited above. In order to 

investigate these perspectives, an exploration founded on 

Davis’ (1986) Technology Acceptance Model (TAM) 

was performed to check up the effects. In the next 

section, literature related to channel functions and the 

TAM framework will be reviewed. After that, derived 

from TAM, a conceptual model and associated 

hypotheses will be suggested. Finally, research 

methodology will be presented, followed by data 

analysis, findings, and discussion. 

 

 

2. Literature review 

 

2.1. Channel functions 

 

The channel function concept has previously been 

broadly discussed by researchers (Hunt and Goolsby, 

1988). According to Atwong and Rosenbloom (1995) 

channel functions are ‘categories of activities and 

services that add values to physical goods as they move 

from manufacturers to customers’. An early inventory of 

channel tasks, that has been lengthily cited, can be found 

in the work of Vaile et al. (1952); physical possession, 

ownership, promotion, negotiation, financing, risk 

taking, ordering and financial payments were integrated. 

More current categorizations have been presented by 

Rangan et al. (1992) and Peterson et al. (1997) where 

further channel functions were presented, for instance 

quality assurance as well as customer services. In the 

context of the eCommerce environment, channel 

functions are achieved via Internet, which, for the 

purpose of this investigation, are called ‘online channel 

functions.’ 

Research orientations surrounding online channel 

functions vary. For instance, Peterson et al. (1997) 

discussed the possible ascendancy of online channel 

functions. Van de Poel and Leunis (1999) looked at 

channel functions to be removed to the Internet. Rasheed 

and Geiger (2001) studied the governance arrangements 

for accomplishing online channel functions from a 
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company’s standpoint. Nonetheless, slight scholarly 

investigations have been invested in the topic of the 

adoption of online channel function, in particular from 

the client’s point of view. 

2.2. Technology acceptance model 

 

Principally anchored in Ajzen and Fishbein’s (1980) 

Theory of Reasoned Action (TRA), the Technology 

Acceptance Model was primary developed by Davis 

(1986). The TAM framework is one of the leading 

theories employed to elucidate the process of user 

acceptance of high-tech products, chiefly from inherent 

perception reasons, rather than extrinsic environmental 

variables. Within the TAM school of thought, ‘perceived 

ease of use’, will concurrently influence ‘perceived 

usefulness’ as well as ‘attitude towards use’. Perceived 

usefulness will consecutively influence both attitude 

towards usage and ‘intention to use’. Eventually, attitude 

towards usage will influence intention to use, which will 

in line influence the ‘actual use’ of high-tech products. 

Other researchers in addition added extrinsic 

environmental factors such as extra-organizational 

variables (Igbaria and Zinatelli, 1997) and product 

features (Hong et al., 2002) to develop the application of 

the TAM model. 

 

 

 

 

 

 

 

 

 

Fig.  1 Domestic characteristics and choice of exchange rate regime 

The TAM model has been studied in a multiplicity 

of high-tech products, services as well as environments, 

including PCs, electronic mails, the www, and online 

shopping (Lederer et al., 2000; Moon and Kim, 2001; 

Gefen, 2003; Zhang and Prybutok, 2004). The above 

practical findings have demonstrated the applicability of 

the hypothetical TAM for assessing the use of high-tech 

products. However, to the best of the authors’ 

knowledge, a small number of TAM researches have 

evaluated its validity to the side of the acceptability of 

online channel functions. 

3. Research model and hypothesis development 

 

The construction of the conceptual model and the 

related hypotheses for user acceptance of online channel 

functions have been anchored principally on the intrinsic 

characteristics of the TAM model, in addition the 

incorporation of additional intrinsic factor, perceived 

risk. The integration of perceived risk concept in the 

framework is to reveal the doubt presently connected to 

the online shopping setting (Zhang and Prybutok, 2004). 

The suggested conceptual model is showed in Fig. 1 and 

the associated hypotheses are discussed below. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
  

3.1. Perceived usefulness, attitude towards usage, and 

intention to use 

 

Perceived usefulness; denotes persons’ subjective 

vision toward employing the function of a product that 

might assist recover their performance in present or 

upcoming situations (Davis, 1989). ‘Attitude’ indicates a 

sort of perceptual sign, that comprises the assessment of 

an ‘attitude object’ (Zanna and Rempel, 1988). 

‘Intention’ refers to the predisposition of a person to 

achieve certain behaviors. 

Scholarly discussion on the effect of perceived 

usefulness on attitude towards usage as well as intention 

to use can be dated back as early as the 1960s. In his 

work, Katz (1960) asserts that attitude is the perceptual 

representation that a person builds inside, therefore, 

perception of usefulness will influence attitude. 

Likewise, when a person tries to incorporate his behavior 

and attitudes, he will endeavor tough to shape an 

intention to dig up a certain action; consequently 

perception of usefulness will influence intention. Recent 

research related to the present subject is addressed in 

Barua and Whinston (1996) work. 

Perceived usefulness of online 

channel functions 

Perceived ease of use of online 

channel functions 

Perceived playfulness of online 

channel functions 

Perceived risk of use of online 
channel functions 

Attitude 

towards 

usage 

Intention to 
use 

Actual use 
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Founded on their research, when a person employs a 

function of a system, the utilitarian’s value is verified by 

its cost as well as productivity. If the cost is subordinate, 

or the productivity is elevated, the value of the function 

will be bigger, and, the attitude towards using it will then 

be favorable, and the intention to utilize it will be 

superior. From the above, it can be established that 

perceived usefulness will significantly influence attitudes 

and behavioural intention. Besides, empirical 

investigations support the theoretical debate. Both Lin 

and Lu (2000), and Moon and Kim (2001) research 

demonstrate that perceived usefulness has a significant 

and positive influence on a user attitudes towards usage 

as well as the intention to use the www. The study 

carried out by Gefen (2003) asserts that perceived 

usefulness strengthens an online customer’s intention to 

carry on utilizing a website. The research of Atkinson 

and Kydd (1997) shows that the larger the perceived 

usefulness, the more favorable the attitudes of a customer 

towards online data collection. As online channel 

functions are an application of the WWW and e-

shopping, and information collection online is one type 

of online channel function, it can as a result be affirmed 

that the similar principle will pertain in terms of carrying 

out further online channel functions, such as 

communication, researching information and 

cooperation. Derived from the statements and field 

results above, hypothesis ‘H1’ and hypothesis ‘H2’ are 

formulated: 

H1: Perceived usefulness of online channel 

functions positively affects attitude towards usage. 

H2: Perceived usefulness of online channel 

functions positively affects intention to use. 

3.2. Perceived ease of use, attitude towards usage, and 

perceived usefulness  

 

‘Perceived ease of use’ denotes the personal 

perception of smoothness in utilizing a function (Davis, 

1989). In keeping with Pintrich (1989), the larger the 

perceived ease of use of a system, the more favorable the 

attitude formed towards it will be. Into the bargain, in 

line with Rogers (1995), complication will lesson a 

user’s willingness to accept the system. So, it can be 

established that perceived ease of use has a significant 

effect on consumer attitudes towards usage. With regard 

to the effect of perceived ease of use on the perceived 

usefulness, in line with Barua and Whinston (1996); 

Rogers (1995), the less the involvedness needed for the 

deployment of a product function, the lesser the cost will 

be, which creates the value of utilizing such a function 

upper. Consequently, there is a positive relationship 

linking perceived ease of use and perceived usefulness. 

What’s more, rooted in Bandura’s (1977a) research, the 

upper the perceived ease of use of a function, the bigger 

the final result will be. Consequently, it can be supposed 

that perceived ease of use will have a significant effect 

on perceived usefulness. Practical investigations hold up 

the above. Both Szajna (1996); Gefen and Straub (1997) 

showed that perceived ease of use has a positive effect 

on the individual’s attitude towards actually utilizing e-

mails, and the perceived usefulness of this action. In their 

paper Liao et al. (1999) make clear that, the lesser the 

perceived complexity of using a service provided by 

eBanking is, the more favorable will the attitude of the 

user towards using this service be. According to Gefen 

(2003), perceived ease of use will reinforce online 

shoppers’ intentions to carry on using a website. From 

the standpoint of channel functions, emailing can be 

considered as performing online data collection, and 

ebanking and e-shopping employ Internet as a channel of 

distribution. As a consequence, the results suggest a 

positive association involving the ease of use of the 

online channel functions, as well as their perceived 

usefulness and the attitude towards doing so. In line with 

the academic debate and practical findings, the present 

research, consequently, concludes: 

H3: Perceived ease of use of online channel 

functions positively affects attitudes towards usage. 

H4: Perceived ease of use of online functions 

positively affects perceived usefulness of online channel 

functions. 

3.3. ‘Perceived playfulness’, attitude towards usage, and 

perceived usefulness  

 

Perceived playfulness denotes the level of 

enjoyment that is experienced as soon as an individual 

partakes in an activity or else takes up a system (Barnett, 

1990). In accordance with Csikszentmihalyi (1975), if a 

contact with the surroundings generates a positive 

emotion, this agreeable sentiment is perceived as playful, 

and due to this, individuals will form a favorable attitude 

towards such usage. As well, consistent with Barua and 

Whinston (1996), perceived playfulness will amplify the 

effectiveness of an activity. Therefore, the upper the 

perceived amount of playfulness, the upper will the 

perceived value of participating in the activity be. Thus, 

perceived playfulness will influence perceived 

usefulness. The above statement is maintained by field 

study done by Webster (1992), Maignan and Lukas 

(1997), Eighmey and McCord (1998), and Moon and 

Kim (2001). For instance, Maignan and Lukas’ paper 

demonstrates that playfulness has a significant effect on 

consumer attitudes towards e-shopping. A possible 

elucidation of the above study findings could be that 

playfulness has a significant effect on consumer attitudes 

towards the achievement of such online channel 

functions, such as data collection as well as financial 

payments made online. Consistent with the above, the 

following hypotheses can be formulated: 

H5: Perceived playfulness of online channel 

functions positively affects attitude towards usage.  

H6: Perceived playfulness of online channel 

functions positively affects perceived usefulness of 

online channel functions. 
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3.4. ‘Perceived risk’, attitude towards usage, and 

perceived usefulness  

 

The main idea of perceived risk is that certain 

behaviors may bring about capricious effects, and in any 

case some of these effects will be disagreeable and as a 

result be deeming expensive; that's why, these behaviors 

can be judged as a sort of risk taking (Kotler, 1999). The 

consequential distasteful sensations will then produce 

unfavorable attitudes that will affect their ultimate 

choice. Accordingly, it is obvious that perceived risk and 

an individual’s attitudes are unenthusiastically 

associated. As to the effect of perceived risk on 

perceived usefulness, in line with Barua and Whinston 

(1996), the lesser the perceived risk is, the lesser the 

investment cost will be, and in consequence, the upper 

the perceived value of using the system will be. Hence, 

there is a negative relationship between perceived risk 

and perceived usefulness. 

The above is sustained by the investigations done 

by Innis and Unnava (1991), and Tan (1999). The 

findings of the previous point out that a decline in the 

perceived risk can show the way to enhanced favorable 

user attitudes towards innovative products. As for the 

second, the findings show that, as individuals have to get 

upper risks in online shopping than when off line 

shopping, this can straightforwardly create unfavorable 

attitudes towards online shopping. Reflecting upon the 

findings of this last study, it is understandable that there 

is a positive correlation between risk and attitude in 

online channel functions. From the above, the following 

hypotheses have been formulated:  

H7: Perceived risk of online channel functions 

negatively affects attitude towards usage. 

H8: Perceived risk of online channel functions 

negatively affects perceived usefulness of online channel 

functions. 

3.5. Attitude towards usage, intention to use, and actual 

use 

 

Atkinson (1964) affirms that attitude is shaped by 

cognition factors. Accordingly, attitude will then affect 

the strength of behavioral intention. Both Bandura 

(1977b); Ajzen and Fishhbein (1980) also share identical 

thinking that, a person’s intention will be influenced by 

his attitudes, which generates action and reaction at the 

last part. Field studies providing proof of the above can 

be found in Liao et al.’s (1999) paper. The findings 

demonstrate that a user’s intention towards e-banking 

functions is shaped by his attitudes. From theoretical 

discussions and the above practical results, it is obvious 

that there is a significant association between attitudes 

towards the usage of online channel functions and 

behavioral intention to do so. As for the connection 

between behavioral intention to use and real use, 

consistent with Pintrich and Schunk (1996), desires is 

one of the intrinsic variables shaping a person’s 

behavior. As needs are these purported intentions, such 

intentions will influence real behavior. Ajzen and 

Fishbein (1980) also affirm that intention is a significant 

factor affecting real behavior. Practical studies also 

maintain the proclamation that intention influences 

actual behavior (Taylor and Todd, 1995, Venkatesh and 

Davis, 1996, Pavlou, 2003). Applying the above 

principle into the present study, this research concludes: 

H9: Consumer’s attitudes towards online channel 

functions positively affects intention of using online 

channel functions. 

H10: Consumer’s intention towards the use of 

online channel functions positively affects actual use of 

online channel functions be. 

4. Methodology 

 

4.1. Environmental setting 

 

As such several channel functions exist, which 

generates an irresistible lumber for testing all these 

functions in the research framework, it was decided to 

employ the above hypotheses to look at only three 

channel function environments: information collection, 

assortment and financial payments. 

4.2. Definitions of variables and related measures 

  

The definitions of the study variables were adjusted 

to fit the present study context from the literature. 7-

point Likert-scales were used for the measurement 

process. The definitions and scales are discussed and 

examples of questions of individual scales are illustrated 

in Table 1. Perceived usefulness, adapted from Davis 

(1989), is defined as the consumer’s perceived degree of 

usefulness that is using the Internet to carry out channel 

functions; a 7-item measurement scale, modified from 

Davis (1989) study, was operationalized. Perceived ease 

of use, also adapted from Davis (1989) work, refers to 

the consumer’s perceived degree of ease for performing 

channel functions through the Internet; a 7-item 

measurement scale, based on Davis (1989), was 

operationalized. Perceived playfulness, adapted from 

Barnett (1990) work, is the perceived degree of pleasure 

consumers experienced when performing channel 

functions through the Internet; a 6-item measurement 

scale, modified from Moon and Kim (2001), was 

developed. Intention to use, also adapted from Ajzen and 

Fishbein (1980), is defined as the consumer’s behavioral 

intention to perform channel functions through the 

Internet; a 4-item measurement scale, also modified from 

Moon and Kim (2001) paper, was operationalized. 

Actual use refers to the consumer’s actually performing 

channel functions through the Internet; a 3-item 

measurement scale, also modified from Moon and Kim 

(2001) paper, was developed. Perceived risk, adapted 

from Kotler (1999), is defined as the degree of risk that 

consumers perceive in performing channel functions 

through the Internet; a 16-item measurement scale, 
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modified from the study of Stone (1993), was developed. 

Attitude to use, adapted from Ajzen and Fishbein (1980), 

is defined as the consumer’s attitudes towards 

performing channel functions through the Internet; a 5-

item measurement scale, modified from Moon and Kim 

(2001) study, was developed.  

 

 
 

Tables 1. Scales’ Reliabilities 

 

Constcucts Crombach’s aplha 

Perceived usefulness Information : 0.78 

Payments : 0.76 
Assortment : 0.89 

Perceived ease of use Information : 0.76 

Payments : 0.89 
Assortment : 0.88 

Perceived playfulness Information : 0.90 

Payments : 0.83 

Assortment : 0.84 

Perceived risk  Information : 0.88 
Payments : 0.87 

Assortment : 0.91 

Attitudes towards use Information : 0.82 
Payments : 0.81 

Assortment : 0.83 

Intention towards use Information : 0.85 
Payments : 0.86 

Assortment : 0.87 

Actual use Information : 0.77 

Payments : 0.76 

Assortment : 0.71 

 

 

 
 

Table 2 Goodness of fit measurement 

Data sets with 
respect to 

channel 
functions 

Absolute fit measures Incremental fit measures 

Chi-2 df p GFI RMSEA AGFI NFI IFI 

Information 
collection 

12.35 8 0.09 0.89 0.04 0.86 0.91 0.91 

Financial 

payments 

15.09 8 0.089 0.91 0.06 0.90 0.90 0.92 

Assortment 11.57 8 0.201 0.96 0.07 0.91 0.92 0.93 

 

 

4.3. Sampling and data collection 

 

Students in three Chinese’s college were selected as 

research samples. The survey was conducted in some 

specially selected classrooms, which had students that 

came from diverse departments. Three sets of 

questionnaires, representing the three types of channel 

functions (i.e., information collection, financial 

payments, and assortment), were distributed to the 

students, and 232, 199, and 139 valid questionnaires 

were retrieved respectively. 

5. Data analysis and results 

 

5.1. Reliability assessment 

 

A reliability assessment was performed, throughout 

the computation of the Cronbach alpha. As its shown in 

Table 1, all item-total correlation coefficients of the final 
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value of the items of each construct exceeded the 

threshold of 0.3, as well as all the a values of each 

construct exceeded the threshold of 0.7. 

5.2. Structural model assessment 

 

SEM was selected as the statistical tool (Hair et al., 

1998). The computer program used was AMOS 4.0 

(Arbuckle, 1999). The three channel function data sets 

were used individually for research model testing. As can 

be seen in Table 2, all the measurements of the data sets 

met the recommended thresholds, something that points 

out a good overall fit to the developed model. 

 

 

 

 

5.3. Results of hypotheses testing 

 

As can be seen in Table 3, H1–H6, H9, and H10 were 

accepted across all data sets. As for the other hypotheses, 

H7 was not supported by the ‘information collection’ as 

well as the ‘assortment’ data sets, however was slightly 

supported by the ‘financial payments’ data set. 

Regarding H8, no support was observed by any of the 

data sets. 

While the virtual market (i.e., eCommerce) has 

turned into a reality, scholarly investigations 

concentrated on the Internet as a channel of distribution 

are still being developed. In the current research, an 

attempt has been made to discuss the present subject 

matter from the perspective of online channel functions. 

 
Table 3 Results of the hypothes tests for each data set  

Hypotheses Sign The coefficients for each data set 

    Information Payments Assortment 

H1 + 0.337 0.201 0.299 

H2 + 0.310 0.224 0.182 

H3 + 0.261 0.198 0.200 

H4 + 0.399 0.470 0.250 

H5 + 0.263 0.401 0.612 

H6 + -0.031 (Not significative) -0.119 0.061 (Not significative) 

H7 - -0.069 (Not significative) -0.020 (Not significative) 0.089 (Not significative) 

H8 - 0.627 0.600 0.498 

H9 + 0.496 0.402 0.400 

H10 + 0.245 0.431 0.126 

 

 

An expansion of the TAM model was applied. In line 

with the theoretical framework, this research 

demonstrate that exogenous factors, such as the 

consumer’s perceived ease of use and the perceived 

playfulness, would affect perceived usefulness when 

using online channel functions. Perceived usefulness 

would then influence attitudes as well as intentions. At 

last, attitudes would influence intentions, which would 

result in the effective utilization of online channel 

functions. These results offer guidelines for 

academician and practitioners to assist the employment 

of Internet as a channel of distribution. Nonetheless, 

some of the results failed to lend support to the effect 

of perceived risk on usage attitude, over and above on 

perceived usefulness. 

 

6. Discussion 

 

The unproven findings associated with H7, i.e. the 

negative effect of perceived risk on attitude towards 

usage for the two data sets, information collection and 

assortment, may be a result of the particular research 

sample used, that is, students, and is related their 

setting. The access to free Internet throughout the 

campus network, a plethora of entertaining and fun 

sites geared towards students, and the convenient and 

thorough nature of Internet research, all donate to a 

student’s high level of Internet activity. Under such 

state of affairs, a lower degree of loss for Internet use 

as a media for collecting information as well as 

assorting products out occurs. Students would, 

consequently, be less likely to be deterred from using 

the Internet for these purposes. 

However, when using the Internet for monetary 

payment purposes, students may feel there is bigger 

threat due to security breeches, and may shape a 

negative attribute towards paying online, as a 

consequence of this perceived risk. As for the 

unsupported findings associated with H8, across all data 

sets, these may be a consequence of the data 

confirmation mechanism used by these students. 

Perceived uncertainty of the Internet setting results in 

sober reservations concerning the feasibility of online 

compilation, assortment, and financial payments. 
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Nonetheless, the convenience linked to Internet and the 

authentication of data collected from a website with 

that from other websites (or from the physical 

environment) will help to improve doubts that such 

online channel functions are not accommodating. As a 

consequence, the perceived risk failed to influence the 

usefulness of these online channel functions. 

 

7. Managerial implications & Future research 

 

Based on the findings, companies must help customers 

to identify the value (i.e., usefulness) of channel 

functions conducted online and make them easy to use. 

For instance, firms could suggest online search 

engines, which would offer necessary information 

instantaneously. Additionally, it seems to be decisive to 

customers to have simple online operations. Hence, 

mechanisms such as the provision of Frequently-

Asked-Question (FAQ) pages and well ergonomic 

websites that allow user-friendly operations would be 

important. It is also accommodating to divert cyber-

users. Then, having background music and authentic 

world simulation systems could be valuable. An 

encouragement system could as well be created 

through communications (such as event marketing) to 

instruct customers on the subject of the benefits of 

using online channel functions, which would guide to 

amplify positive consumer attitudes as well as a 

strengthening of intention to utilize online channel 

functions. 

 

Several research projects merit further study. 

Obviously, future research should re-examine the 

influences that the perceived risk has within the present 

environment. In addition, as this research was 

conducted only in China, exploration that cross diverse 

environments would permit a more broad view of the 

topic or attention of the cultural effect on notions could 

be explored and compared. As well, an examination of 

the remaining online channel functions will make up 

for any limitations of this research. What is more, the 

introduction of external environmental variables, a 

proposal made by the TAM school, should be 

conducted. Additional investigations could also 

reformulate the research model corresponding to 

consumer profiles, as differences in consumer profiles 

may produce discrepancies in the degree of the user 

acceptance of online channel functions (cf. Gefen and 

Straub, 1997). Last but not least, the uniqueness of 

innovation (e.g. compatibility) that influences 

consumer attitudes towards the adoption of new 

products (Taylor and Todd, 1995) offers another 

direction for future research.  
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