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ABSTRACT
This study empirically examines the effect between social cognition and consumption on the intention of using E-Books. By literature
review and logical reasoning, we speculates the effect . The data is composed of junior high school teachers in Taichung and is
collected by 250 questionnaires at three junior high schools. Those teachers were asked about their levels of social cognition,
consumption value, intention of using E-Books. Of these samples, sixteen teachers were unusable because they were incomplete.
Completed questionnaires were returned by 191 teachers (82% response rate). Finally, the results indicate that social cognition and
consumption both have effect on the intention of using E-Books.
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