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Abstract: This paper uses the Technology Acceptance Model as a theoretical foundation to explore the adop-
tion of digital products. The theoretical model also adds what are argued to be key factors for the adoption of
digital products from the angles of channel characteristics and products characteristics. The result of the study
indicates that key factors affecting cumsuumers’ adoption of digital products are perceived useful-
ness ,perceived easy of use, perceived risk and Digital product quality.
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Figure 1. The theoretical model on adoption of digital products
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Table 1. The measure items of variables
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Table 2. Correlation analysis of research variables
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Figure 2. The model on adoption of digital products
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