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User Behavioral Intention in Digital Popular Science Products

XIANG Kai-peng, ZOU Xin, YIN Chao
(Guizhou University, Guiyang 550025, China)

ABSTRACT: The work aims to explore the factors influencing user behavioral intention in digital popular science prod-
ucts, so as to promote the innovative design and development of digital popular science products. Based on the technology
acceptance model, a theoretical model of user behavioral intention in digital popular science products was built combined
with product innovation and user experience. The influence relationship between product innovation, perceived useful-
ness, perceived ease of use, user experience and behavioral intention was explored. The scale and questionnaire were de-
signed and the empirical research was carried out according to the theoretical model of user behavior intention in digital
popular science products. Based on the structure equation model, the theoretical model was verified. Perceived usefulness
and user experience has a significantly positive influence on the behavioral intention. Product innovation has a signifi-
cantly positive influence on perceived usefulness, perceived ease of use and user experience. Perceived ease of use has no
significant influence on perceived usefulness and behavioral intention. Product innovation is the most crucial factor that
influences the user behavioral intention in digital popular science products. It provides certain theoretical reference for
and suggestions on the design innovation research of digital popular science products.
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Fig.1 Technology acceptance model
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Fig.2 Theoretical model of user behavioral intention
in digital popular science products
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Fig.3 Study model of factors influencing user behavioral
intention in digital popular science products
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Tab.1 Variable numbers and measurement items
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