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C consumers’ behaviour of purchasing intention, to reach this objective, an integrated model
onsumers based on Technology Acceptance Model (TAM) was designed and examined. An online
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Adoption questionnaire was utilized for the collected data (n=106). The empirical analysis based on

partial least square method, using SmartPLS software. The findings exposed that visibility,
social influence, and perceived ease of use are the proximate factors that drive adoption
intention. Further, the analysis reveals that Consumers’ purchasing intention is significantly
influenced by intention to use and cost. The extent of these factors is influenced by
consumers’ perception of smartwatches as a technology and as a fashion accessory. Present
study has also attempted to scholarly discuss the theoretical and managerial implications.

Purchasing intention

1. Introduction by different recent surveys regarding smartwatch adoption, the
marketplace for smartwatches will continue to grow exponentially

penetration of mobile devices such as smartwatches and by 2020 to be around 373 million units will be sold out globally

smartphones have resulted in anytime-anywhere real time 7. 8].

accessibility to information. In addition, the concept of ‘mobility’ Regardless Of smartwatches’ high scores on the ‘hype-o-
is advancing from simply carriable to seamlessly wearable = meter’, empirical examinations on how consumers’ view and
technology. Consequently, expanding the ubiquity of personal  behavior of purchasing intention of these devices have not been
communication to higher level. Technically, wearables are those  satisfactorily conducted, and related research are still precursive.
smart electronic devices and computers that can be integrated into  To fill this identified gap, present research has examined number
various kinds of daily used accessories of clothing and can be  of proximate psychological factors such as social influence,
wore on or attached to the body [1]. Such devices are designed to  visibility, and cost that how these factors affect the determination
provide consumers with a seamless and integrated experience.  of the user adoption and purchasing intention of smartwatches by
The major function of wearable gadgets is to help users achievea  assimilating them with technology acceptance model. This
state of self-connected by using sensors and software that simplify ~ research thus aims to design a research model permitting a
communication, data exchange, and instantaneously information systematic estimation of smartwatch adoption and purchasing
access. Consequently, wearable devices have become a prominent  intention, with significant implications for manufacturers,
part of internet of things (I0T) [2-5]. marketing, and policy makers toward future wearable technology
adoption.

The contemporary technological improvements and global

In particular, smartwatches by e.g. (Samsung, Apple, Huawei)
have been highly publicized for many features and functions that 2. Literature review
attract wide range of consumers’ interests, containing health-
monitoring, fitness, and location tracking and extended smart

features such as communications [6]. As per the results revealed A study conducted by [1] exposed that the terms ‘wearable
devices’ or ‘Wearable technologies’, or just ‘wearables’ refers to

2.1. Wearable devices and smartwatches
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contemporary micro-electronics or even computers that are
smartly integrated into daily use accessories relevant to clothing
and hence can be wore or attached to body. These characteristics
deliver the consumers a seamless and integrated experience. It has
been commonly observed that wearable devices provide
significant convenience when compared to laptops and mobile
phones. This quality can be rightly attribute to their light weight,
easily accessible in nature, can be used while moving, non-
keyboard commands and control such as voice and gesture.
Another worth mentioned significance of these devices is that
they are simultaneously considered as technology and fashion by
large number of users [9]. Further, in terms of performance, these
devices can outperform than laptops and a smart phone,
consequently the researcher thinks that they can easily replace the
competitors in future. The author in [10] argues that awareness
and knowledge these devices have been increased, which is
positively affecting manufacturers intentions to release new
versions of wearable technologies to the market. It has been
argued that wearable devices possess significant potential for
dramatically changing the landscape for societies and businesses
as they can largely add to individuals’ wellbeing and ultimately
help them to make relatively batter and rational decision. Such as,
smart wearable’s in medical centers can help through providing
most accurate health information that will ultimately increase
patients’ safety and success of medical operations.

The relevant published research does not provide any
clarifying description of smartwatch technology. Such as, [§]
discussed number of wearable’s involving Samsung Galaxy Gear
and Fitbit Flex, as smartwatches. While most of these are wrist-
worn technologies, and technically other distinctions are required
to mark them as smartwatches. Such as smart bracelets, smart
wristband or fitness tracker are technically made for tracking the
physical functions of the user and provide limited information in
small displays. Hence these devices are primarily designed for
compilation of limited data that a user can perform some analysis
using laptop or smartphone. Further the capabilities of these are
very limited in terms of presentation of information’s such as
pulse or time; also, the wristbands do not allow the installation of
new applications. Contrary to that the smartwatches have
relatively larger display and are mostly designed in larger size
then traditional watches. In-addition, smartwatches are equipped
with advance technology of touch screens, they allowed the users
to install new apps. Another remarkable difference in wristband
and smartwatches is that the latter provide extra functionality
when user is connected to Internet. Smartwatches are capable for
providing Facebook notifications, emails etc. while the primary
function of wristbands is to gather data. In line with the conclusion
of [11] our discussion reveals that smartwatches are relatively
good choice as compare to wristbands hence, present work defines
smartwatches as a device that is wore similar to regular watch and
permits for apps installation and utilize the relevant features. In
addition, an academic work was conducted by [12] on the
wearable technologies and smartwatches’ adoption, highlighting
the impact of usefulness and visibility, their study revealed that
perceived usefulness and visibility are important determinants
that influence adoption among consumers. However, their study
didn’t test or examine consumers’ intention to purchase the
smartwatches, and the impact of adoption intention on purchasing
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decision. Which this study will reveal and tend to contribute and
fill this literature gap.

2.2. Theoretical framework and research model development

The contemporary era has been experiencing the invention
and innovation of different types of technologies; the technologies
are commercialized on large scales that are leading to the
development of different theoretical and conceptual models to
explain the technology acceptance. One of the frequently
discussed and used theoretical models is Technology Acceptance
Model (TAM) that provides insights into final user’s acceptance
of ICT. This model postulate that the primary and prominent
psychological factors of intention to use (ITU) are perceived ease
of use (PEOU) and perceived usefulness (PU) [13,14]. It has been
argued that when final end users perceived that a service is
relatively easy to use and operate, they will use the technology.
Number of earlier works done in the current area of interests
suggests that TAM framework has the advantage of explanatory
power and follow a parsimonious approach, this has been proved
through many research works on the user adoption of several
mobile-services and technologies, including m-government or
smart government apps, tablet computers, e-book readers, mobile
cloud computing, long-term evolution services (LTE), and digital
currencies [8,15-21]. Consequently, TAM has been adopted as
the primary theoretical framework to investigate the user
acceptance of smartwatches. The following hypotheses have been
developed in the current study.

H1: Perceived usefulness (PU) will have positive effect on users’
intentions to use smartwatches (ITU).

H2: Perceived ease of use (PEOU) will have positive effect on
users’ intentions to use smartwatches (ITU).

2.3. Visibility

In contemporaneous societies, clothing, trinkets, and makeup
are considered as important and prominent determinants of
persons' imprint development e.g., [22-24]. A study carried out
by [25] outlined first person verdicts as instant rejoinders during
first meetings and considered that the noticeable factors of ones’
personality plays an important role in impression structure. Earlier
studies on possessions and branding exposed the ideology that
visible components of personality can be used for impression and
gathering data about others e. g. [26,27]. Hence, a user using a
brand, or possession or product to reveal a facet of her/himself to
others, wants to make sure that other people acknowledge such
possession. As concluded by [28] “visible products and services
are the bases for inferences about the status, personality, and
disposition of the owner or consumer of these goods.” As a
contemporary trend, people tend to purchase products with high
social status [29], the study presumes that people with more
information’s and awareness regarding visibility have a positive
mindset towards a technology, others’ influence may enhance
consumers’ intention [12,30-32]. Following this prior
explanation, it is hypothesized:

H3: Visibility (VB) will have a positive effect on users’ intention
to use smartwatches (ITU).
2.4. Social influence

It has been observed that social influence is a significantly
important factor, considering the technology has fashion factor
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involved as well. This is the case with most of the wearable
devices such as smartwatches. Consequently, as soon as users
tend to buy something, they do consider their social circles and
social networks. Number of earlier relevant studies included
social influence as a critical factor of the consumer buying
behavior [15,33]. Two independent studies conducted by [34,35]
investigate the adoption of wearable devices by passengers and
concluded that social influence significantly affect behavioral
intention. They further discussed that the social influence can
greatly affect these systems because people normally tend to
notice and that these devices will greatly increase their survival
chances. Other studies have also confirmed that same for other
wearable technologies such as smart clothing [36], smart glasses
[37,38], and fitness/health wearable technologies [39—42]. Hence,
it is hypothesized:

H4: Social influence (SI) will have a positive effect on users’
intention to use smartwatches (ITU).

2.5. Cost

Cost is also considered as a vital factor in previous studies.
whether consumers think that the smartwatches are costly or
reasonable? whether they are willing to pay or not? Manufactures
and all those concerns give high weightage to these questions
because they know that consumer buying behavior is greatly
influenced by consumers’ opinions of cost. In fact, [43] attempted
to analyze the nexus between cost and acceptance of m-banking.
They reach to the conclusion that higher the cost of a service, less
the consumers will be willing to purchase it. Similar results were
exposed by number of other studies such as in case of m-
commerce [44,45]. Considering the above, cost of smartwatches
has been included as an explanatory variable with the following
hypothesis to test its validity:

HS: Cost (CT) will have negative effect on intentions to purchase
smartwatches (PI).

2.6. Purchase intention

Attitudes towards technology (i.e. intention to use) are the
only determinants of purchasing intention, claims [46]. Costa-
Font, [47] also articulate that certain attitudes encourage
consumers’ choice of a product. These claims are widely
supported in literature on technology adoption. These claims are
well validated by empirical results showing strong associations
[48,49]. Also, based on Davis’ technology acceptance model, the
author will test the correlation between intention to use and
purchase intention. H6: Intention to use (ITU) smartwatches will
have a positive effect on consumers’ purchasing intention (PI).
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Figure 1: Conceptual framework of the research
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3. Methodology

To the best of author’s awareness, this is a pioneering
empirical study that has exclusively attempted to scholarly
examined the determinants of smartwatches buying intention of
the people in the context of UAE. Present study has adopted an
empirical approach for testing the model used, a well-designed
and pretested questionnaire has been used for collecting the
desired data on the proposed variables.

3.1. Instruments

The questionnaire served in this study has been divided into
three sections. Introduction to the study and objectives of the
study are given in first section, this was inevitable as respondents
were UAE citizens (expats and locals). The next section was
composed of questions related to demographic information’s such
as age, education, gender, and possession. And the final section
was composed to 23 questions that measured seven variables
drawn from relevant studies. All this has added significantly to
the validity of instrument and ultimately to the reliability. Present
study has extended the TAM model through inclusion of PU and
PEOU to the predicted variables from the available literature,
which are cost, social influence, and visibility. Table 2 has been
allocated to the items’ distribution that contains means and
standard deviations of the items. It has been observed that this
technique has added significantly in enhancement the consistency
and strength of study’s model.

3.2. Sampling process

The survey used in this research has been developed as follow:
initially the researcher conducted a reliability test through
collecting data from limited number participant from the target
population (50 to 60) minimum. For this purpose, Cronbach’s
alpha was obtained from SmartPLS3. For justification of and
deciding upon sample size, the researcher pre-planned that the
survey will be distributed through electronic targeting to connect
minimum 50 responses if possible. Consequently, to compel with
the SmartPLS3 criteria of 10-times larger formative indicator for
measuring single construct, or even highest order structural path
that was indicated by the construct in the structural model.

Followed by that, the scholar has shared the survey link to the
participants using the email list given by the University of Dubai.
This simple random sampling method resulted in 106 responses
after discarding incomplete responses, that is sufficient for the
generalization and of results and sustainability of terms. Table 1
has been allocated to presents the sample demographics.

3.3. Analysis of the results

Partial least squares analysis which is based on structural
equation modelling (SEM) [50]. SEM methodology has the
advantage of assessing the measurement and structuring model
simultaneously, hence factor analysis and hypothesis testing are
done concurrently [51]. Further, PLS was used instead of
covariance-based SEM as it is more appropriate for exploratory
study [51]. For ensuring significant perceivability of the items
used in the model, the Likert scale with responses recorded from
1 to 5 has been used. Table 2 presents information regarding
loadings, cross-loadings, standard deviation, and means of all the
variables used in the model.
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Table 1: Sample Table

Gender Frequency | Percentage
Male 65 61%
Female 41 39%
Education

High school | 3 3%
Diploma 8 8%
Bachelor 52 49%
Postgraduate | 43 41%
Age

>18 1 1%
18-24 26 25%
25-34 32 30%
35-44 38 36%
45-54 7 7%
55-64 2 2%

The scholar has properly measured the discriminant and
convergent validities for examining the research model used in
the research. For verification and validity of convergent strength,
the average variance extracted was performed, for internal
consistency Cronbach’s Alpha and item loadings were obtained.
All of these statistics were higher than 0.70 for composite
reliabilities, the Cronbach’s Alpha was above 50 percent, the
statistic for item loadings was 0.70 [52] all these are given in
Table 2 and 3. Further, Table 2 shows that average loading of
variables is higher than 70 percent; this is desirable in social
sciences. Further, the acceptable level dependency of all variables
has been shown by Cronbach’s alpha (suggested value 0.8,
acceptable value 0.6) the details of these values are given in Table
2.

Technically, prior to responding the research question, the
scholar should examine and test for the possible correlation.
Agreeing to [53] for the discriminant validity, as compare to a
construct correlation with other variables, the AVE must be larger
for every construct. Table 3 present the results for inter-construct
correlation matrix, with bold values representing the respective
square root AVE.

A Simultaneous equation model test has been applied using
SmartPLS3 to add further to the results shown and to properly
achieve the research aim. Technically, the non-parametric
bootstrapping procedure is used by PLS-SEM for statistically
testing the model under consideration. In simple words, numbers
of sub-samples out of the study sample are produced and are
tested for the verification and validity of model best fit. The
University of Dubai has its own licensed SmartPLS3 tool that is
used by the scholars. The output is presented in Table 3.

A great significance of SmartPLS3 tool is that it
simultaneously computes the t-statistic and exact probability
value p-value for each hypothesis tested. The results are provided
in Table 4.

For obtaining the t-values, the bootstrapping procedure was
utilized. The coefficient of determination R? value of 0.69
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suggests that the model is good fit. Further, Figure 2 provides
partial coefficient values along with their respective ‘t” and ‘p’
values.
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Asusers’ interest in smartwatches has lately become obvious,
increasing assurance has been placed on the determinants that
facilitate consumers’ experience and boost greater adoption of
smartwatches.  Consequently, this research investigates
smartwatches’ key psychological and technological determinants
trying to understand consumers’ behavior, and explores their
effect on smartwatches purchasing intention, by designing and
confirming an integrated user adoption model. The model
explains that people at the UAE will tend to purchase
smartwatches for less cost (CT) of course, and other factors
mediated by intention to use (ITU), which are visibility (VB),
social influence (SI) and of course such technology should be easy
to use (PEOU). The first variable (PI) is a well-explored construct
that is used as a surrogate for smartwatch purchasing. In this study,
PI was predicted by two major variables (ITU) and (CT), with a
varying degree of significance. It was found that three out of four
variables mediated by (ITU) which have significant indirect effect
on (PI), these are (PEOU), (SI), and (VB). Only one of the
variables was found not to be significant, which is (PU).

The analysis reveals that the prominent construct of PI is the
intention to use (ITU), with partial coefficient value of 0.81. This
suggests that the more the people of UAE have the intention to
use technology, the more they will purchase smartwatches.
Further, the analysis shows that, cost (CT) is another dominant
explanatory factor of PI, with partial coefficient value of -0.12.
This suggests that higher the cost, lower will be purchase intent
of the people and vice versa, as the peoples in UAE consider price
or cost to be a major factor that shape their future buying decision.
In addition, and as per the results analysis above, there were
critical predictors have significant indirect influence on people
purchasing intention, mediated by ITU. These are VB, SI, PEOU
in order. Visibility found to be important predictor with beta value
0.29. This suggests that in the context of UAE, people care about
visibility (VB) of wearable technologies, i.e., they care about how
people will notice in case they wear smartwatch and they do
believe that smartwatches are more visible and prominent.
Consequently, they have greater intention to use smartwatches.
Similar finding was discussed by [12] on the significance of VB
on ITU. These results support the findings of [12] that
smartwatches, merge technology and fashion aspects.

1252


http://www.astesj.com/

N.A.S. Almuraqab / Advances in Science, Technology and Engineering Systems Journal Vol. 6, No. 1, 1249-1256 (2021)

Table 2: Means, standard deviations, and item measurement loadings and cross loadings of the variables. And internal validity

Measurement item outer loadings
Item ITU CT PEOU PI PU SI VB
ITU1 0.917 -0.137 0.356 0.688 0.44 0.328 0.366
ITU2 0.955 -0.111 0.372 0.805 0.437 0.393 0.329
ITU3 0.895 -0.079 0.311 0.786 0.381 0.377 0.422
PC1 -0.103 0.862 -0.022 -0.167 0.058 0.072 0.076
PC2 -0.122 0.925 -0.099 -0.226 0.019 -0.048 -0.019
PC3 -0.077 0.834 0.002 -0.159 -0.037 0.017 0.025
PEOUL1 0.379 -0.099 0.88 0.426 0.405 0.243 0.249
PEOU2 0.339 0.026 0.911 0.346 0.323 0.194 0.182
PEOU3 0.266 -0.068 0.887 0.322 0.438 0.178 0.145
PI1 0.861 -0.117 0.344 0.901 0.471 0.393 0.365
P12 0.768 -0.159 0.436 0.916 0.461 0.464 0.252
PI3 0.675 -0.302 0.424 0.914 0.409 0.371 0.262
P14 0.726 -0.225 0.362 0.924 0.382 0.444 0.336
PI5 0.808 -0.194 0.362 0.942 0.46 0.43 0.291
PI6 0.702 -0.212 0.373 0.933 0.446 0.505 0.226
PU1 0.366 0.047 0.397 0.375 0.714 0.216 0.31
PU2 0.358 0.041 0.239 0.311 0.829 0.352 0.209
PU3 0.42 0.049 0.382 0.434 0.87 0.439 0.235
PU4 0.336 -0.013 0.365 0.372 0.853 0.455 0.228
PUS 0.391 -0.057 0.401 0.473 0.876 0.444 0.184
SI1 0.343 0.02 0.225 0.482 0.462 0.897 0.025
S12 0.351 0.014 0.188 0.357 0.358 0.939 0.079
S13 0.388 -0.009 0.222 0.443 0.435 0.889 0.121
VBI1 0.389 0.07 0.198 0.328 0.257 0.126 0.885
VB2 0.297 0.059 0.193 0.206 0.197 -0.045 0.855
VB3 0.359 -0.06 0.191 0.278 0.272 0.117 0.878
Cronbach’s 0.91 0.85 0.87 0.97 0.89 0.89 0.84
alpha
Composite 0.95 0.91 0.92 0.97 0.92 0.93 0.91
reliability
AVE 0.85 0.76 0.80 0.85 0.69 0.83 0.76

Table 3: Discriminant validity

ITU CT PEOU PI PU SI Visibility
ITU 0.923
CT -0.117 0.874
PEOU 0.375 -0.053 0.893
PI 0.826 -0.215 0.415 0.922
PU 0.454 0.017 0.432 0.477 0.83
SI 0.398 0.008 0.234 0.471 0.461 0.909
Visibility 0.403 0.026 0.222 0.316 0.28 0.085 0.873
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Table 4: T-values and p-values with hypothesis status

Hypotheses . .
Path coefficient T-value P-value Hypothesis status
PU —»ITU 0.18 1.55 0.12 Not supported
0.17 Supported *
PEOU —» ITU 1.84 0.06 PP
k%
S ITU 0.25 546 0.01 Supported
2 rted ***
VB »ITU 02 342 0.00 Supported
-0.12 Supported **
CT > PI 2.25 0.02 PP
0.81 Supported ***
ITU —»PI 23.05 0.00 PP

*p<0.1 -- ** p< 0.05 -- *** p< 0.01

The analysis exposed that social influence (SI) has significant
impact on PI with the partial coefficient value of 0.25. This
outcome leads us to conclude that in the context of UAE economy,
peoples attach more importance to social influence and will have
more intention to purchase smartwatches if they consider the
influence of closed or important ones, such as family, relatives,
colleagues, and important people at the society such as social
influencers. A person in UAE will purchase smartwatch, if s’he
notice that people important in her/his life thinks that s/he should
have a smartwatch. Technically, bandwagon effect can be
observed in case of smartwatches purchases in UAE.

Similarly, the analysis suggests that perceived ease of use
(PEOU) significantly influence ITU with a partial coefficient
value of 0.17, suggesting that ease of use is as major determinant
of buying behavior in UAE. People give importance to acquiring
knowledge about how to use and operate smartwatches. It has
been observed that perceived usefulness (PU) has no significant
relationship with (PI) in the context of UAE economy. This
outcome can be explained by number of factors involved, first,
most of the peoples think that smartwatches are not important as
have already been receiving notifications through their mobile
phones, further facilities such as heartbeat rate is available in most
of the smart phones as well as in most of other wearable
technologies. Further, battery drain is a significant problem as
people do not like to charge their smartwatches on daily basis or
even every next day. All these explains why PU is not a significant
factor in the context of UAE economy, and Similar finding was
reported [8].

The analysis suggests that 69% of the variation in PI is
explained by the included variables in the model, in social
sciences that is considered as a substantial level of prediction. Out
of the six variables included in the model as predictors of intention
to use (ITU), four variables namely CT, PEOU, SI, were found to
have statistically significant relationship with ITU and one
variable PU was found not significant. Further, table 5 suggests
that all but (H1) of the proposed hypotheses were supported.

Most the wvariables included in the present study are
significantly important for analyzing smartwatch adoption and
purchasing behavior in the context of UAE. The findings of the
current study are in line with the findings of the earlier studies in
the field.

The study suggests that visibility and social influence play
critical roles in shaping purchasing intention of the peoples in
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UAE,; people are close together and influence each other via social
perceptions. Further, in the context of UAE, people also care
about others’ impression on their wearable devices. Moreover,
prior research works have also reported that cost of smartwatches
is also important and is negatively influencing purchasing
decision. Hence, manufacturers should give significant
importance to prices of their products and should try to produce
different types of products with different prices. Finally, it has
been found that ease of use is another important determinant and
consumer mostly prefers simple and easy to use smartwatches in
terms of features and applications. However, perceived usefulness
does not influence consumers’ intention to use smartwatches,
subsequently buying behavior them. As many people believed
that smartwatches are not mature enough to replace some or main
functions of smart phones yet, and it has some drawbacks
discussed earlier.

5. Conclusion
5.1. Theoretical Contribution

This research contributes two-folds to the existing stock of
knowledge on the present areca of interest. First, published
scholarly research on smartwatches is relatively limited, and this
study is an addition to limited research. Specifically, it added and
validated the importance of technology acceptance utilizing
(TAM) to predict the purchasing intention. In addition, TAM was
combined with more variables such as cost, social influence to
explain consumers’ purchasing intention. Second, this work
provides technical insights for understanding smartwatches,
which are observed as from a technology and psychology
viewpoint. Analysis suggests that most people consider
smartwatches to be a combination of technology and fashion.
Hence, visibility is an important determinant of adoption intention,
and subsequently influence consumers’ purchasing decision.
However, TAM has not yet tackled the visibility part, while
related aspects, such as image have been shown to be relevant in
some contexts. The outcomes of the this study are in line with the
previous work, which suggest that consumers perceive
smartwatches on two dimensions: technology and fashion [12,33].
Generally, when exploring the adoption of purchasing intention
of wearable technologies, using TAM, other variables i.e. (social
influence, visibility, and cost) should be considered. Just as, any
smart T-shirt or smart shoes may be considered relatively more
fashion related than technology. Consequently, the relevant
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theories about fashion adoption may work more appropriately in
this case.

5.2. Practical contribution

It has been argued that smartwatches are a combination of
technology and fashion, and they are supposed to accordingly be
well-designed, affordable, and meet social needs of their targeted
consumers. Despite limited customization of the design, majority
of smartwatches offer technical customizations through
installation of applications. To take full advantage of their market
competitiveness, manufacturers are offering their products in
variety of colors or wristband, whereas other are advertising
various virtual background on the screen. In addition,
manufacturers, should pay attention to the cost factor, which is

critical, or they might introduce different models with differ prices.

While the focus of this study is on smartwatches, it provides a
guidance and managerial implications for decision makers for
manufacturers and their marketing, not only on smartwatches, but
also, on other wearable devices, for example smart glasses, smart
shoes, or smart clothing.

6. Limitation and Future Research

Similar to other scholarly works, present study has number of
delimitations that needs to be addressed in future research. First,
as current study has taken sample from single country, the allows
the researcher to control number of exogenous factors, which
results an increase in internal validity, and thus limits the
generalizability of the study. Although, previous studies carried
out in this regard exposed that TAM [54] and other models
associated with visibility [55,56] are considerably steady in
varying samples and contexts, making this restriction less
threatening for the sustainability of present study. furthermore,
the inclusion of non-branded smartwatches allows consumers to
express openly the influence on their intention without being
potentially biased by a particular smartwatches brand.

Nevertheless, this advantage relates to the limitation with
brand related issues, for instance brand loyalty, was not
considered. For example, it was argued that a user with high brand
attachment [57] or brand love [58] to Apple, would purchase any
product of Apple. Upcoming studies should concentrate on
tackling such limitations. Moreover, further evaluation of the
significance of visibility is necessary. For example, particular
design features i.e., color, shape, size) might be examined to
verify the ideal strategy and improve the understanding of the
desired visibility.

Correspondingly, the functions of smartwatches and its
benefits, could be further studied to expose perceived usefulness
(PU). Lastly, forthcoming studies might apply resistance models
i.e. [59] to recognize the resistance to smartwatches and/wearable
technologies. These models might be crucial in situation where
smartwatches substitute conventional watches.
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