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Abstract- The purpose of this research was to examine attitude, usefulness, and satisfaction as antecedents of behavioral
intentions of the students towards E-pad usage. The primary data was collected from the B-School students of Mangalore,
Bangalore, and Udupi. A sample of 187 students in 10 various prestigious B-Schools was used to study the impact of
attitude, usefulness, and satisfaction on behavioral intentions towards E-pad usage. The path coefficient value and the T
statistics confirm the positive association between the attitude and behavioral intentions, usefulness and behavioral
intentions, satisfaction, and behavioral intentions. The multi-group analysis through PLS also suggests that there is a
perceptional difference among males and females on attitude, usefulness, satisfaction, and behavioral intentions of the
students. The findings have many implications for present behavioral intentions models and promotion progress in the
firm.
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L. INTRODUCTION

In recent years, higher and higher education institutes have shown their interest in E-learning,
whereinternet-based technologies are used in the classroom as a part of the learning process. The adaption of
the technology made the work faster and more efficient along with that analyzing the result also been made
comparatively easy compared to the traditional system. The modern system of education also provided with
some extra added benefits such as measurement of student behavior attitude and the level of satisfaction
about the adaption of new technologies as a part of the education system and also helps in measuring the
level of acceptance by the students towards adaption of E-pad as a part of their education system process.

The study is to analyze the role of B-School Students based on the three prospective, they are attitude,
behavior, andsatisfaction. Now the world is running on the edge of change, where the attitude towards a
particular product or service changes following the time and along with the attitude behavioral intension
towards particular product or service also change. Technical advancement led people to more technology-
driven, where technology has become a part of the life of every individual.Things change, along with time
consumer behavior also changes, consumer behavior is broad-based research was in the world of advanced
science and technology, where consumer behavior is observed by allowing the consumer to use and have a
feel of the product based on that their moods emotions and experience are collected and measured(Luomala,
2014)Consumer behavior is the study of individual, group, or an organization and activities associated with
the purchase, use, and disposal of the product or the service.Consumer satisfaction is one of the important
concepts in modern marketing, where delivering the product is not just enough along with that emphasizing
on overall benefits gained by a particular product or the service must be enhanced.Consumer satisfaction is
nothing but how a particular consumer is happy with the product.The level of satisfaction is defined in terms
of how a particular product or service serves the purpose.This research is helping to understand the
relationship between student attitude and behavior,behavior and student satisfaction, and student attitude
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and satisfaction towards the usage of e-pad in B-School and how an individual’s reaction towards adaption of
E-Pad.

The trend of E-Learning made many higher education systems more online-based with the application of
technologies such as online portals like Moodle etc. The major problem faced by most of the universities is an
adaption of new technology by the student i.e. new way of the education system(Park, An Analysis of the
Technology Acceptance Model in Understanding University, 2019). This paper is mainly concentrating on
understanding the behavioral intention of the students about the adaption of the E-Pad in the examination,
also measure the level of satisfaction, usefulness, and attitude of different students towards the usage of E-
pad in the examination.

II. LITERATURE REVIEW

The theory of reasoned action says that there is a link between the positive attitude of the consumer towards
the particular product or the company and purchase behavior.Which attempts to link purchase intention and
past purchase behavior. Which helps to predict the purchase behavior of the consumer and the attitude
towards the particular product/company(Carvalho , 2015).Company sustainability depends upon an increase
in public interest towards the particular product or the service more positive attitude towards the product
specifies an increase in the public interest which indirectly says that the consumer has positive behavior
towards the product and the service provided by the company(verbeke & vermeir, 2006).1t is said that values
affect the consumer attitude and the behavior, values function as a ground for the behavioral decision. The
values have external and internal die mentions,which has the influence on attitude which turns into a
behavior. Values involve self-direction, enjoyment which has the favorable attitude towards the attitude e-
shopping and buying behavior(Jayawardhena, 2004).

The impact of social networking sites also hurts consumer attitudes towards the product. The comments
which are put on the sites can lead towards tastes, desires, and needs of the users in the networking site
towards a particular product, their usage, consumer behavior, and the levels of satisfaction/dissatisfaction
towards the products and services purchased or used(Curra, Mafé, & Blas, 2013).The paperdiscusses the
consumer attitude and satisfaction concerning the repeated purchase of a particular product or service.Here
attitude determines the overall satisfaction of the consumer positive attitude determines consumers are
satisfied with the product and vice versa(Abdul-Muhmin, 2010).The image of the product or the brand also
influence the consumer attitude and satisfaction towards the product.

A positive attitude leads to repeated purchases, lower elasticity in demand, and brings consistency, positive
word of mouth, and more brand loyal customers towards the brand(Haverila & Naumann, 2011). The
perceived decision and freedom influence consumer satisfaction and behavior, availability of the alternative
product in the market leads to comparison.The comparison may be due to product design or information or
may be due to the product positioned in the marketplace(Reibstein, Youngblood, & Fromkin , 1975).The
Technology Acceptance Model (TAM) (Davis, 1989) is the most frequently cited and influential model for
understanding the acceptance of information technology and has received extensive empirical support
(Venkatesh, Morris, Davis, & Davis, 2003). In this context, some extrinsic and intrinsic motivators of
technology acceptance have been considered. Extrinsic motivators, such as perceived usefulness and ease of
use (Lee, Cheung, & Chen, 2005) have been proved to be key determinants of the acceptance and use of e-
learning systems, however, little is known about students’ perceptions in a blended learning system.

Based on the above theoretical relationship among variables, the following hypothesis can be framed:
H1: Students' attitude positively impacts Behavioral Intention.
H2: Satisfaction positively impacts Behavioral Intention.

H3: Usefulness positively impacts Behavioral Intention.
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I11. METHODS

Sample and Procedures

The field research was conducted over 4 months from November 2018 to February 2019. This study is being
conducted for the respondents who are of graduating students who are exposed to E-pad and the sample size
consists of 187 respondents. The structured questionnaire was utilized as the survey instrument. The average
age of the respondents was around 22 years and around 54.5 percent were female.

Objectives of the Study

The main objectives of the study are as follows:

1. To find out the relationship between students' attitudes and behavioral intentions.
2. To investigate the impact of satisfaction on behavioral intentions.

3. To measure the impact of usefulness on behavioral intention.

Measurement Scale

Usefulness and satisfaction were measured by using a scale developed by Christina Chung and David
Ackerman( Chung & Ackermanb, 2015). The attitude of the students was measured by using a scale
developed by Qimei Chen - Hong-Mei Chen - Rick Kazman(Chen, Chen, & Kazman, 2007). Behavioral
intentions of the students were measured by using a scale modified by AgyapongAhmed (2017).

All the items in the questionnaire were administered by using 5 points Likert scale i.e., 5=Strongly Agree,
4=Agree, 3=Neutral, 2=Disagree, 1=Strongly Disagree.

Iv. RESULTS

Result Summary of Reflective Quter Models

Construct Indicat | Outer Indicator Composite | Convergent | Discrimin | VIF
ors Loadings Reliability Reliability Validity ant
AVE validity
Usefulness Use2 0.724 0.574 0.917 0.735 0.808 1.748
Use3 0.805 0.648 2.212
Use4 0.858 0.736 2.443
Use5 0.802 0.643 2.076
Use6 0.845 0.714 2.275
Satisfaction | Satl 0.842 0.709 0.925 0.756 0.795 2.797
Sat2 0.821 0.674 2.554
Sat3 0.814 0.663 2.472
Sat4 0.773 0.598 2.304
Sat5 0.760 0.578 2.040
Sat6 0.773 0.598 2.080
Sat7 0.721 0.520 2.035
Sat8 0.844 0.712 2.692
Attitude Attl 0.857 0.734 0.932 0.631 0.857 2.395
Att2 0.862 0.743 2.318
Att3 0.867 0.752 2.470
Att4 0.844 0.712 1.986
Behavioral | Behl 0.867 0.752 0.904 0.653 0.870 2.346
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Intention Beh2 0.817 0.667 1.922
Beh3 0.896 0.803 3.031

Beh4 0.896 0.803 2.968

The above table describes that the outer loading value of each indicator is above the threshold value i.e. 0.7,
which is the adequate level of outer loadings for any reflective model (Henseler, Ringle, & Sarstedt, 2012).
The indicator reliability value is the square of each of the outer loading values, the indicator reliability is
equal to 0.4 or more than 0.4 is acceptable (Hulland, 1999). The above table specifies that allthe above
indicators have separate indicator reliability values that are more than the minimum acceptable level i.e. 0.4.
Further, it is very critical to establish the reliability and validity of the latent variables to complete the
examination of the structural model. The composite reliability value is more than 0.7, which specifies that it is
above the acceptable level (Bagozzi & Yi, 1988). To check the latent validity of each value of latent d variable,
Average Variance Extracted (AVE) need to be calculated. The AVE value of each latent variable must be equal
to 0.5 or higher than 0.5(Bagozzi & Yi, 1988). The above table proves that the AVE value of all latent variables
is more than the acceptable threshold limit of 0.5, which indicates that the latent validity. Fornell & Larcker
(1981) propose that the square root of AVE in each latent variable can be used to establish discriminant
validity if this value is more than other values of correlation among the latent variables. The latent variable
Usefulness discriminant value is larger than the correlation values in the column. A similar observation is
made for the latent variable such as satisfaction, attitude, and behavioral intention. Thus, Discriminant
validity is well established in the above table.

Every set of latent variables in the inner model is patterned for possible collinearity problems to see if any
variable in the inner model should be deleted or combined into one. As per the rule of thumb, it is necessary
to have a variance inflated factor (VIF) value should be equal to 5 or less than 5 (the minimum tolerance level
is 0.2 or higher) to avoid any collinearity problem (Hair, Ringle, & Sarstedt, PLS-SEM: Indeed a Silver Bullet,
2011). As per the above table, the variables are shown in the VIF level is less than that, which indicates that
there is no collinearity problem in the structural model of the study.

Measurement Model
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The values on the arrows are called path coefficients. The path coefficients describe how strong the effect of
one variable over the other variables. The weight of different path coefficient helps us to rank as per their
relative statistical importance. The path coefficient values between the two constructs of the structural model
must be more than 0.20 to prove its significance (Wong, 2013). The above inner model proposes that
satisfaction (0.577) has the moresignificant effect on Behavioral intention followed by attitude (0.238)
andusefulness (0.143). The positive path coefficient value indicates that there is a direct relationship between
the two constructs.

Table showing Path Coefficient, T-Value and P-Values

Relationship Path Coefficient T-Statistics P-Value
ATT-BI 0.238 2.753 0.006
ATT-SAT 0.678 13.491 0.000
SAT-BI 0.577 6.857 0.000
USE-BI 0.143 2.576 0.010
USE-SAT 0.226 3.802 0.000

The above table presents the path value, t-value, and statistical significance value for all the variables, which
are considered under the study. The positive path coefficient value of satisfaction and behavioral intentions
(0.577) indicates a direct relationship between these two constructs.From the above table, we can infer that
among the exogenous variables satisfaction is a strong predictor ofbehavioral intentions compared to
attitude and usefulness. T-statistics are referred to to see if the path coefficient of the inner model is
significant or not. The path coefficient will be significant if the T-statistics is higher than 1.96 by using a two-
tailed T-test with a significance level of 5% (Wong, 2013). From the above table, we can infer that all T-
statistics values are greater than 1.96, so we can conclude that the outer model loadings are highly significant.

Multi-Group Analysis

Path Female Male
Path Coefficient ATT-BI 0.204 0.272
ATT-SAT 0.680 0.639
SAT-BI 0.524 0.672
USE-BI 0.261 -0.032
USE-SAT 0.234 0.265
T-Statistics ATT-BI 1.750 2.123
ATT-SAT 10.126 8.815
SAT-BI 4.366 6.258
USE-BI 4.175 0.351
USE-SAT 2.981 3.101
p-Values ATT-BI 0.080 0.034
ATT-SAT 0.000 0.000
SAT-BI 0.000 0.000
USE-BI 0.000 0.725
USE-SAT 0.003 0.002

The two clustersconsidered under demographic profiles are a female and male group. The above
tabledemonstrates the results of group-specific PLS-SEM, which shows their difference. From the table, we
can interpret that in the male segment, satisfaction has more impact on behavioral intention (0.672) as
compared with the female segment (0.524). It was interesting to observe that user does not impact
behavioral intentions in the male segment but in the female segment, usefulness has more impact on
behavioral intentions (0.261). The T statistics also confirm that in the male segment, the usefulness is not a
good predictor of behavioral intentions (T=0.351). It was evident from the above table that attitude is one of
the best predictors of behavioral intentions both in the male (0.272) and female (0.204) segment.
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V. CONCLUSION

The test suggests that the attitude and satisfaction is the most important factor considered for evaluating the
overall behavioral intension. The test gives a brief explanation about each factor and how they are most
influential over the other factor when we make a comparison between them and also gives inference about
how they are most influential when we make a comparison between men and the women segment. From the
study, we can suggest that both males and females have a different opinion about each factor we considered
for the study, which shows more differential in their opinion. The study helps to analyze how students are
influenced by the e-learning system and to what extent it affects their study aspect such as reducing time,
improving efficiency, ease of use, and also helps in monitoring their progress with the use of e-based
education system. If we take the example of Moodle it helps the student's flexibility in timing and helps in
evaluating the amount of work a particular student has done in a given framework of time gap. The classroom
management software helps in analyzing the student improvement by evaluation of a particular student who
spent time on answering a particular question by comparing with others and the quality of answer by each
student can be evaluated.
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