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Abstract. This study investigated factors influencing the acceptance of electrical and
electronic products among Malaysian consumers, aiming to enhance awareness and
understanding of these factors. Using quantitative analysis and quota sampling, data
were collected from 488 respondents through questionnaires. This study used the Smart
PLS for data analysis. Findings revealed that product technological capability and prod-
uct ease of use affecting product acceptance. The study holds implications for consum-
ers, academicians, companies, and researchers, and is expected to contribute to the im-
provement and wider acceptance of electrical and electronic products in Malaysia.

Keywords: Product Technological Capability, Product Ease of Use, Product
Acceptance

1 Introduction

Consumer acceptance of electrical and electronic (E&E) products today reflects a com-
plex mix of performance expectations, technological trends, price sensitivity, and
evolving social values. Modern consumers are no longer impressed by innovation
alone. They expect products to perform reliably, offer genuine convenience, and inte-
grate faultlessly into their lifestyles. Performance and durability are critical. Techno-
logical advancements such as smart connectivity, artificial intelligence, and automation
are driving interest, but only when paired with intuitive, user-friendly designs that do
not overwhelm the average user. Price value perception is becoming more important as
rising living expenses force consumers to consider if the advantages outweigh the costs,
even in premium markets. Sustainability has also emerged as a key consideration, with
many buyers favoring eco-friendly, energy-efficient products that reflect their values.
Customer loyalty and continued product usage are significantly impacted by brand
trust, which is strengthened by clear policies, robust warranties, and prompt after-sales
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service. However, issues including intentional obsolescence, technology fatigue, and
data privacy problems can severely restrict adoption.

At the same time, the E&E industry faces a range of issues that affect both consumer
satisfaction and long-term sustainability. One of the most pressing concerns is the short
product lifespan, often linked to planned obsolescence, where devices quickly become
outdated or fail hastily due to design choices, poor component quality, or incompatible
software updates. Rapid technological change worsens this issue, as new models dam-
age quickly compared to old models forcing consumers into frequent and costly up-
grades. High repair costs and limited access to spare parts further discourage mainte-
nance, creating a replace rather than repair culture that contributes to growing e-waste.
The rise of smart, connected devices has also brought data privacy and cybersecurity
risks, with some products exposed to hacking, data misuse, or unauthorized surveil-
lance. Environmental challenges remain significant, as certain products still consume
high energy or use hazardous materials, while proper recycling and e-waste manage-
ment lag behind production growth. Additionally, the market is flooded with low-qual-
ity or counterfeit items, which damage brand reputation and present safety risks includ-
ing chemical exposure or electrical fires. Furthermore, poorly designed user interfaces
and excessive design complexity irritate less tech-savvy customers, which lowers usa-
bility and long term adoption. On the production side, shortages of semiconductors,
global supply chain disruptions, and growing raw material costs have resulted in higher
prices, restricted availability, and uneven quality control, further straining consumers
and producers.

2 Literature Review

2.1 Product Acceptance

Consumer acceptance reflects individual responses to technology and innovation,
which affect the purchase and use of the products (Heuveln et al., 2021). Besides, prod-
uct innovation has been discovered as an element of a new product’s success. Accord-
ing to Sidek et al. (2015), product innovation is a significant element of product ac-
ceptance in the current market. Meanwhile, Mansori et al. (2015) stated that product
innovation is the main contributor to maintaining customer demands. For example,
product innovation is required for the acceptance of digital cameras (Chuang & Liao,
2018). Consumers will choose and acquire the best products in terms of high value,
quality, lower price, and attractive sales promotions because there are many products
from various companies to be chosen from (Janakiraman & Senthikumar, 2020). How-
ever, Ali et al.(2020) mentioned that consumer product acceptability is strongly influ-
enced by religiosity, perfectionism, brand, price, and brand loyalty.

Customers are sometimes eager to purchase expensive electronic products, such as
smartphones, even though the product might be broken, as long as they have significant
peace of mind. Additionally, customers will use a product frequently if it is valuable
and satisfies their requirements. According to Atlason et al. (2017), women prefer to
use electrical and electronic products until the end of their lifetime compared to males,
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and they are more willing to pay a higher price for the products. Thus, a designer must
be aware of various determinants that affect product acceptance to readily fulfil con-
sumer needs and, eventually, attract them to buy the product. According to Singhal et
al. (2019), consumers can be encouraged to engage in the design of electrical and elec-
tronic (E&E) products to satisfy their needs. Therefore, consumers may assist compa-
nies in developing the emerging E&E products that are suited for them, hence expand-
ing E&E product acceptance among buyers.

In keeping with the time, consumers use various electrical products that are available
in the market, and most of the items have a good-looking appearance, are appealing,
and have many sophisticated functions where they may be replaced with other electrical
products that do not meet their needs and expectations (Jie, 2017). Thus, people are less
likely to buy electrical and electronic products that are not visually attractive. Further-
more, people would not recommend electrical products to their friends if the product’s
performance is poor, such as being difficult to charge or being quickly damaged after a
few usages. For example, people are advised not to buy air fryers if their performance
is poor, such as when they cannot cook food better than a regular oven and are also
considered excessively pricey. Therefore, a consumer will not recommend it to others
if the product causes them problems and is too expensive.

2.2 Product Technological Capability

Veryzer (2003) defined product technological capability as an extension of a product’s
abilities in which a product function performs beyond its existing limits. According to
Kim (2001), technological capabilities are the ability of a company to successfully uti-
lise technological knowledge in manufacturing products and innovation to become
more competitive in terms of price and quality. It shows that product technological
capability enables a company to offer a customer a lower price while maintaining high
quality. Caniéls and Romijn (2004) also explained that product technological capabili-
ties could improve product quality because the company invests much in improving
existing technologies and developing new ones. Meanwhile, Sobanke, Ilori, and
Adegbite (2012) defined product technological capability as the ability to successfully
apply knowledge and skills to create and improve products and current technology in a
competitive business environment. However, Patel and Pavitt (1997) argued that prod-
uct technological capabilities can be used to gain a competitive advantage. Companies
with technological advantages can gain higher profits and develop new product lines
more quickly (Azubuike, 2013). It demonstrates that companies that produce techno-
logically advanced products are accepted by their customers.

Nonetheless, Lall (1992) stated that product technological capability refers to a com-
pany’s ability to absorb, process, make, adapt, and create achievable specialised appli-
cations (new technology and new products) within the knowledge frontier. Effectively
using technological capability enables firms to create an innovative product that pro-
vides maximum value to customers, allowing them to survive and thrive. Furthermore,
previous studies have shown that product technological capability allows a client to
enjoy lower prices (Kim, 2001) and high-quality products as it upgrades product quality
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(Caniéls & Romijn, 2004), improves existing technology (Sobanke et al., 2014), ena-
bles a customer to have a better product that applies new technology (Lall, 1992), gen-
erates maximum value for customers (Wang et al., 2006), and provides high profitabil-
ity to the company (Azubuike, 2013). As a result of looking at all of these benefits, the
researcher wants to focus on product technological capability to determine if it can have
a positive relationship with product acceptance because previous researchers indicated
that product technological capability provides various benefits to customers.

According to Wang et al. (2006), technological capability has the potential to pro-
duce and provide high customer value, empower an organisation to fulfil customer
needs, offer customers happiness, and eventually create solid customer connections. It
shows that a product’s technological capabilities deliver benefits and better choices to
customers and the ability to keep customers, resulting in high product acceptance.
Moreover, Danneels (2002) mentioned that the customer demands may inspire the cus-
tomer to seek out certain product benefits, and a company with technological capability
may be able to develop a product with exceptional attributes that can offer certain ben-
efits to the client. In reality, consumers may embrace high-tech products if they provide
them with valuable benefits and they are happy using the product (Kulviwat et al.,
2007). Therefore, from the above discussion we assume that:

HI: There is a positive relationship between product technological capability and prod-
uct acceptance

2.3 Product Ease of Use

Brucks et al. (2000) defined ease of use as the ability to start, run, and use a product,
which involves the clarity of utilising a product by providing a user manual since ease
of use has become a crucial dimension of product quality in the eyes of consumers. In
other words, product ease of use is defined as the efficiency and effectiveness of using
a product (Bennett, 1984; Shackel, 1984). Moreover, Wallace, Reid, Clinciu, and Kang
(2013) stated that ease of use involves effectiveness, efficiency, and satisfaction of a
product. However, Davis (1989) indicated that ease of use means that it is easy to learn,
control, understand, and adaptable. Ease of use also refers to how easy it is to learn,
how efficient it is to use a product, how easy it is to memorise, how easy it is to reduce
the product errors, and how easy it is to become a favourite (Shneiderman, 2010; Hix
& Hartson, 1993). In addition, Dzida (1995) further stated that user-friendly can be
interchangeable with ease of use where ease of use or user-friendly are informal terms,
and usability is a common term for the product. Therefore, in this study, the researcher
considers ease of use to be synonymous with user-friendly and usability in terms of
definitions and functions.

According to Brucks ef al. (2000), ease of use entails clear instrumentation, with
buyers believing that ease of use is an essential component of product quality. The ease
of use can be utilised to improve the electronic health record system (EHR). Addition-
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ally, ease of use can help EHRs to overcome their slowness, disappointment, and scep-
ticism (Meehan ef al., 2016). Moreover, Han ef al. (2000) connected two dimensions
of product ease of use, namely form and function. Both of these qualities generate value
VB BNJKOFLT;and give satisfaction to customers (Roozenburg & Eckels, 1995).
Consumers are willing to pay a greater price for things that are simple to use, even if it
means paying a higher price for a product that is regarded as high-quality and capable
of pleasing customers. According to the researcher, product ease of use has a positive
link with product acceptance.

Babbar et al. (2002) stated that customers anticipate products to perform effectively,
meet their needs, and are easy to use once they purchase them. Customers are more
pleased with the use of products that offer adequate information, are controllable, and
are easy to use. Nevertheless, numerous products are troublesome and confusing to use
(Norman, 1988), resulting in user dissatisfaction (Nussbaum & Neff, 1991). The design
process regularly causes products to fall short of customer expectations (Bailetti &
Litva, 1995). Therefore, products must be simple to use and adapt to the needs of the
consumer (Bevan, 1999). Therefore, from the above discussion we assume that:

H2: There is a positive relationship between product ease of use and product acceptance

3 Research Methodology

This study used a quantitative, self-administered survey questionnaire to examine rela-
tionships between variables. The questionnaires were distributed through customer ser-
vice managers in electrical and electronic retail outlets to consumers across Peninsular
Malaysia, excluding Sabah and Sarawak, who had prior experience purchasing or using
such products. Based on the statistics from Malaysian Statistics Department, 2016,
there were 25 million consumers in thirteen states of Peninsular Malaysia located in the
four regions. Respondents were categorized by four regions which are Northern, Cen-
tral (Klang Valley), Southern, and East Coast.

A quota sampling technique was employed to ensure equal regional representation
and to reduce sampling error in the large population of approximately 25 million. Based
on Krejcie and Morgan’s (1970) table, the required sample size was 384 respondents
but it has increased to 488 samples. This study used the Smart PLS for data analysis
because of a few reasons. PLS path modelling is the most suitable applications and
provides more benefits, especially for complex models (Hulland, 1999; Akter,
D’Ambra, & Ray, 2011). In comparison to other methods of analysis, PLS-SEM pro-
vides a more concrete and reliable results (Bollen, 1989). PLS path modelling also does
not require data to be normal (Chin, 1998). It was chosen to avoid any normality issues
that might arise during this study's data analysis.
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4 Result and Discussion

Once the validity of the outer model has been confirmed, the next stage was to test the
hypothesized relationships among the variables. By running PLS bootstrapping using
SmartPLS, the hypothesized model was tested. Therefore, the T Statistics were gener-
ated to test all hypotheses as illustrated in the Table 1. The threshold value of T Statis-
tics for one tail test is 1.645. Therefore, hypothesis which falls above 1.645 should be
accepted, while hypothesis which falls below 1.645 should be rejected (Tomczak et al.,
2014).

After confirming the validity of the outer model, PLS bootstrapping was conducted
in SmartPLS to test the hypothesized relationships. Using a one-tailed test with a T
Statistics threshold of 1.645 (Tomczak et al., 2014), results showed that product tech-
nological capability has a positive relationship with significant effect on the product
acceptance (= 0.113, t=1.838, p<0.05), supporting H1. Similarly, product ease of use
also has a significant positive effect on product acceptance (fp = 0.095,t=1.953, p <
0.05), supporting H2 as illustrated in Table 1.

In the electrical and electronic (E&E) sector, this capability is a critical determinant
of product acceptance, as consumers are more likely to adopt products that deliver su-
perior performance, energy efficiency, convenience, and unique technological ad-
vantages. It can be explained through the Technology Acceptance Model (TAM) which
highlight that perceived usefulness, ease of use, and relative advantage drive consumer
adoption. Advanced technology enhances perceived value and quality, builds trust, and
increases customer satisfaction, which in turn leads to higher purchase intentions, re-
peat usage, and positive word-of-mouth. Empirical evidence also shows that products
with cutting-edge technology often achieve stronger market traction, as seen in high-
demand innovations such as smart home devices, energy-saving appliances, and next-
generation smartphones. However, technological capability must align with consumer
needs and be user-friendly, as overly complex innovations without clear benefits may
hinder acceptance. Therefore, firms should invest in continuous research and develop-
ment, adopt user centered design approaches, and communicate the practical value of
technology effectively to maximize product acceptance.

Consumers are more likely to adopt and continue using products that are simple and
require minimal effort to operate. When a product is easy to use, it reduces the learning
effort and eliminates frustration, allowing users to quickly experience its benefits. This
directly aligns with the Technology Acceptance Model (TAM), which identifies per-
ceived ease of use as a key driver of technology adoption where the easier a product is
to operate, the more likely users are to perceive it as useful and integrate it into their
daily routines.

In the context of electrical and electronic (E&E) products, ease of use can include
clear instructions, logical controls, ergonomic design, and integration with other de-
vices. A user-friendly product also enhances the overall customer experience, leading
to higher satisfaction, lower return rates, and stronger brand loyalty. Moreover, in a
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market where technology can sometimes feel overwhelming, simplicity becomes a
competitive advantage. Consumers who find a product easy to use and pleasant to op-
erate are more inclined to recommend it to others, further strengthening its acceptance
in the market.

Table 1. The result of the inner structural model

Standard

- * -
It?elg?s Relationship Stz:;e(::rd Deviation tTS tslz V::ue Decision
(STDEV)
PRODUCT

TECHNOLOGICAL

H1 CAPABILITY > 0.113 0.062 1.838 0.0000 Supported

PACC

PRODUCT EASE OF

H2 USE - PACC 0.095 0.049 1.9530 0.000 Supported

Note: *p < 0.05 (1.645 < T Statistics) for 1-tailed test

Table 2. Summary of the results

Hypf)th- Hypothesis Path Decision
esis
There is a positive relationship between product
HI technological capability and product acceptance Supported
2 There is a positive relationship between product Supported

ease of use and product acceptance

To summarize from Table 2, it is shown that hypothesis 1 was accepted and it is
proved that the research gap is now filled as product technological capability has the
ability to influence product acceptance. Subsequently, hypothesis 2 was also accepted
and it is proved that the research gap is now filled as product ease of use does have the
ability to influence product acceptance.
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5 Conclusion

In conclusion, this study identified product technological capability and product ease
of use as the key factors influencing the acceptance of electrical and electronic products
among Malaysian consumers. The results highlight those consumers are more likely to
adopt and continue using products that offer advanced technological features, superior
performance, and practical functionality, while also being intuitive and user-friendly.
These findings suggest that manufacturers and retailers in the Malaysian E&E sector
should prioritize continuous innovation and ensure that products are designed with sim-
plicity and convenience in mind to enhance market acceptance and customer satisfac-
tion.
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