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ABSTRACT

Millennialsquicklyadapttonewtechnologiesandhavebeenfoundtousevoicetechnologydaily.This
studyfollowsthetechnologyacceptancemodel(TAM)developedbyDavistoexplaintherelationships
betweenperceivedeaseofuse(PEOU),perceivedusefulness(PU),perceivedenjoyment(PE),and
perceivedinnovativeness(PI)tobehavioralintention(BI)forMillennials.Anonlinesurveygenerated
204usableresponsesthroughAmazonMechanicalTurk.Multipleregressionanalysessupportedthe
relationshipofPEOUtoPU,PU,PE,PItoBI,andPEOUwasnotfoundtoinfluenceBIinthisstudy.
Thefindingsof thisstudyindicate thatconsumersarereadytopurchasethroughvoice-activated
technologies,butthecurrentplatformneedstobeadaptedsothatitiseasiertouse.
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1. INTRodUCTIoN

In2020,itisestimatedthathalfofallonlinesearcheswillbedonethroughvoice-activatedtechnology
(Maney,2017)duetotheconvenienceofspeakingthemessageinsteadoftypingitout(May,2018).
Voice-activatedtechnologiesareincorporatedintoexistingdevicessuchassmartphonesorcomputers
andarealsoofferedasastandalonespeaker.Thefirstvoice-activatedtechnologyavailableonthe
marketwasApple’sSiri.Afterward,Amazon,Google,Microsoft,andIBMcreatedtheirownvoice
assistants,withAmazonAlexaandGoogleHomebeingidentifiedasthetopsellers.Voiceassistants
offerpersonalization,as itcandistinguishbetweenusersandinteract inahuman-likeway.Each
voiceassistanthasdifferentfeatures,asAmazonAlexaconnectswiththeuser’sexistingaccountand
offersvoiceshopping(May,2018).AmazonAlexacanremembertheuser’sshoppinghabitssuch
aswhentoreplenishthetoiletpaperorshampooandhaveitshippedtotheiraddress.Incontrast,
GoogleincorporateditssearchengineintotheGoogleHome,souserscanaskthedevicequestions.
Additionalskillsavailableonmostvoice-activateddevices includeshopping,searching theweb,
playingmusic,reportingtheweatherandnews,settingalarmsandreminders,andcontrollingsmart
homedevices.Millennialshavebeenfoundtoappreciatevoice-activatedtechnology,asitmakes
theirliveseasierandtheyenjoythepersonalitiesofthepersonalassistants(Moore,2018).Voice
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technologiesarechangingthewayweinteractwithourdevices,assomepeoplehaveconversations
withthepersonalassistants(Mattin,2019).

Comparedtoindividuals45-64,Millennialsaretwiceaslikelytousevoice-activatedtechnology
dailyandareknownasa tech-savvygeneration(Cutler,2015;Hui&Leong,2017).Astudyby
Walker Sands Communications (2017) discovered that 37% of Millennial participants preferred
tousevoice-activatedorderingwhenpurchasingitems.Millennialshavealsobeenfoundtoprefer
shoppingonline,butdesirethepersonalizedexperiencethatvoice-activatedtechnologycanoffer
(“WalkerSandsCommunications,”2017).Voice-activatedshoppingisbeingadoptedmostlybythe
youngergenerations,butthereisagapinresearchoftheiracceptanceofusingsuchtechnologies
whenshopping.Thisstudyisvitaltothetimes,sincethepopularityofvoice-activatedtechnology
isincreasing,andnumerouscompaniesarestartingtorealizethattheyneedtoimplementaccessto
thetechnologytostaycompetitive.

Millennials, aged 25-34, represent approximately 26% of virtual assistant users, and older
Millennialshavebeenfoundtousevirtualassistantsforfunctionoverentertainment(Advertising&
Marketing,2017).Thisgenerationhasbeenfoundtospendmoremoneyone-commercethanany
othergenerationdespitehavinglowerincomes(Cutler,2015).Thisagegroupalsoresearchesproducts
beforemakingpurchasedecisions,eventhoughtheymakemorefrequentandimpulsivepurchases
thanGenerationX(Lissitsa&Kol,2016).Overall,themostcommonlyshoppedcategoriesthrough
voicetechnologyareentertainment,electronics,andclothing.Currently,mostvoicepurchasesare
lowconsiderationgoods,whichhavelittlefinancialrisk(SouthChinaMorningPost,2018).

AsstatedbyKääriä(2017),thereisaneedforadditionalresearchonvoice-activatedtechnology
sincethedevicesandsoftwareareconstantlyimproving.Previousliteraturehasonlyfocusedonthe
differencesbetweendevices(Lopez,Quesada,&Guerrero,2017)andtheprivacyissues(Chung,
Iorga,Voas,&Lee,S. 2017;Diao,Liu,Zhou,&Zhang, 2014;EaswaraMoorthy&Vu,2015)
involvedwiththetechnologyalways‘listening.’Kääriä(2017)hasalsoresearchedtheacceptance
ofvoice-activatedtechnologiesthroughtheTAMwithanthropomorphism,humancharacteristicsin
anobject,asafactor.NospecificagegroupwasthefocusofKääriä’s(2017)study,thusadditional
generationsmustbeinvestigated.Voice-activatedshoppingcouldprovidesimilarbenefitsasonline
shopping:convenience,accesstoproductinformation(Ozen&Engizek,2012),andtheluxuryof
shoppinganytime(Mostafavi,Hamedani,&Slambolchi,2016).Companiesaretryingtopromotethe
useofvoice-activatedtechnologiesbyofferingdiscountsandareevenincludingfreedeviceswith
apurchaseormembership(e.g.SpotifyandGoogleHomeMinioropeningupabankingaccount).

The purpose of this study was to investigate if Millennials are accepting voice-activated
technologies to shop and if they intend to use the technology to shop in the future. This study
followedtheTAMframework,inwhichthetechnologyisdeemedtohaveperceivedusefulness(PU),
perceivedeaseofuse(PEOU),perceivedenjoyment(PE),andperceivedinnovativeness(PI)among
Millennials.Therelationshipbetweeneachofthesevariableswiththebehavioralintention(BI)to
usevoice-activatedtechnologiesisalsoexplainedinthisstudy.Todeterminetheserelationships,
thisquantitativestudyrecruitedparticipantsthroughAmazonMechanicalTurk(MTurk).Responses
werecollectedthroughQualtricsandcodedforanalysis.

2. LITERATURE REVIEw

Peoplearedrawntovoice-activated technologyas ithas theability tomake theuser’s lifemore
convenientthroughallthe‘skills’offered.Thetechnologyusesartificialintelligencetomakethe
devices seemhuman-likeandcomplete tasks for theuser.Thesevoiceassistants canhelpmake
everydaytaskseasierbysayingasinglecommand,whichcanfreeuptime.Voicetechnologyuses
machinelearning,meaningthesoftwareimprovesthemoreitinteractswithindividuals(Stucke&
Ezrachi,2016).TheMillennialgenerationespeciallyenjoystheskillsandpersonalityofvoice-activated
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