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A study on acceptance of smart fashion products
- An empirical test of an extended technology acceptance model -
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Abstract

Using the extended technology acceptance model (TAM), the study aimed to understand consumers’ adoption
process for smart fashion products. The research model was designed to examine the impacts of perceived ease
of use and usefulness on attitude and behavior intention toward smart fashion products based on the technology
innovativeness, enjoyment, and subjective norm variables. An online survey was conducted on consumers by
employing a marketing research company. A total of 230 useable responses were obtained. Confirmatory Factor
Analysis (CFA) was performed to test the measurement model. The proposed hypotheses were tested by employing
the Structural Equation Model (SEM). The results found a positive impact of perceived ease of use on usefulness
and a positive influence of usefulness on attitude and behavior intention. Attitude had a positive effect on behavior
intention. In addition, technology innovativeness was found to have a positive influence on perceived ease of use
and enjoyment had a positive influence on usefulness and attitude. Subjective norm predicted behavior intention.
The findings of the study contribute to smart fashion literature and have important implications for smart fashion
product developers and marketers, as they offer insights into the important role of technology innovativeness,
enjoyment, and subjective norms perceived by consumers in improving attitudes and behavior intentions toward the
products. Limitations and future research directions are discussed.

Keywords: smart fashion products(Z=PEEZY{A] &), technology acceptance model(7]& 582 &), technology
innovativeness(7] € 81§), enjoyment(EA+), subjective norm(TH= 17%)
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2. Technology acceptance
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3. Enjoyment
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Ill. Research Method
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4. Data analysis

& 7= SPSS 20 ©]8-3ke] ITEAISH W
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Factory Analysis: CFA)2 AAlat3lon, F+x44
2] 234 (Structural Equation Modeling Analysis:
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IV. Results

1. Demographic characteristics

Z 23089 93 F 51.3%7F FAdo1den 20
7} 25.2%. 3007} 25%S 0™, 44.3%7}F AHH 714
2, 11.7%7F v 2 ol gAY, 10.9%7F AGFF-A
ol SR 28.3%7F 234 Wi A st 2 EHA
24.3%7F 434 S A B EHAZ SHA
IEFTES QAZ =2 Hollon, 283%7F 4
B Yol 2,0005F A o]/ 4,0005F A wT, 24.3%
= 4,000%F o o] 6,0005F  wgkelg . BITh
(Table 1).

2. Measurement model
B ATE AFEA A5 4A tgrRger &
¥ e +ANE 5885 A= 5 (Composite

= —o
Reliability: CR) % B34S 43171 ¢35t CFA

SRR 149

{Table 1) Demographic characteristics

Variables Items Fre- %
quency

Male 118 | 513

Gender
Female 112 | 487
20~29 58 252
30~39 57 | 248

Age
40~49 52 | 226
50~67 63 | 274
Office/technical workers 102 | 443
Housemakers 25 1109
Occupation | University students 27 | 11.7
Self-employed 18 | 7.8
Others 58 1253
Middle/high school graduates | 59 | 25.7
. College graduates 65 |283
Education

University graduates 56 | 243
Graduate/professional degrees | 50 |21.7
Lower than ¥10,000,000 39 (170
W10,000,000~%19,000,000 20 | 87

Annual
. ¥20,000,000~%739,999,999 65 | 283

income
WW40,000,000~%59,999,999 56 |24.3
More than W60,000,000 50 |21.7

£ AAS T CFA AA A3 SR d o] 43t
= x’=534.556, df-231, p<.05, CMIND/DF=2.314,
IFI=.945, CFI=.945, RMSEA=076)% A Z A}lo] 27}
25003 observed variables7} 12014 30 Alo]Y 7
-, CFI7} .95 o]2fo]ojo} gt} Hair, Black, Babin,
and Anderson(2009)0] A Agt 712 FHA17] 7100
tha mFETh BAVE He S EEFEE
1R, FEoE 153HS AAT F, CFA ¥4
A ZH AL A5 o (x=365.181, @188, p<.05,
CMIND/DF=1.942, IFI=.964, CFI=.964, RMSEA=.064)
(Table 2). 2 #2370l digh Q158172 74000
Al 9395 e g2 BEF SAHCE fosdth
(p<.001). Composite Reliability %< 55 .899 o]
olom, == /o] H i E 3} (Average Variance
Extracted: AVE) 713 o422 Yehy ¢HElT
“J(Convergent validity)S X153\ THAnderson &

Gerbing, 1988). B3t & 2217+e] AF#AF AF
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(Table 2) Confirmatory factor analysis results of final measurement items

Factor loading t CR
Perceived usefulness .906
Smart fashion products would be useful in our lives. 197 A
I believe smart fashion products would fulfill my needs. 865 14.992"
Smart fashion products would effectively improve our lives. .868 15.077"
Smart fashion products would provide very useful services. .829 14.167"
Perceived ease of use .909
I would easily learn how to use smart fashion products. .867 A
I would easily understand the use of smart fashion products. .890 18413"
I would easily get used to use smart fashion products. .880 18.017"
I won’t need lots of efforts to use smart fashion products. 740 13.421°
Attitude 920
I am positive toward smart fashion products. 841 e
Trying smart fashion products would an interesting experience. 939 19.016”
Wearing smart fashion products would be interesting. .891 17.563"
Behavior intention .900
I intend to look for smart fashion products in store. .898 A
I intend to try smart fashion products. 911 19.286"
Technology innovativeness 928
I know more about high technology products than others. 852 A
I have more high technology products than my friends. 927 19.137"
I am the first one who knows the name of high technology products -
among my friends. 921 18974
Enjoyment 931
Wearing smart fashion products would be fun. .879 A
Wearing smart fashion products would be pleasant. .898 19.811"
Wearing smart fashion products would make me happy. .886 19217"
Wearing smart fashion products would make me look nice. .848 17.592"
Subjective norm .920
I believe people important to me would want me to own a smart fashion 910 .
product.
People I look up to would expect me to own a smart fashion product. 936 21.760"

X*=365.181, df=188, p<.05, CMIND/DF=1.942, IFI=964, CFI=.964, RMSEA=.064
* Not estimated because loading set to fixed value (1.0) for identification purposes.

* *k

p<.05, “"p<01
3} AVE 3} vlx 23} SEeldA(Discriminant Validity) AAE 7 AEE 98 AAS SEM A3 29
= AA3FATHTable 3). APEe 78 7Fs e FEOIAUTHC=546.665, df-197,
<001, CMIND/DF=2.775, IFI=929, CFI=929, RMSEA=

3. Hypothesis test .088). (Table 4)°] YeEh}=o|, A7 AS A3}
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(Table 3) Correlation matrix
Variables 1 2 3 4 5 6 7

1. Perceived usefulness (.706)

2. Perceived ease of use 780™ (.716)

3. Attitude g 6517 (.794)

4. Behavior intention 7247 698 7747 (:818)

5. Technology innovativeness 588" 5517 465 633" (811)

6. Enjoyment 842" 818™ 746™ 796" 5957 (771)

7. Subjective norm 7247 .800™ 649™ 685™ 614 825" (.853)
AVEs are presented in parentheses on diagonals.
"p<.05, “p<01
= ot vk 7 1ol i 24 dsh TAMO] p<0l). °l= 71 TAM & wReR X 7hd {84

= 715kt ¥ 71e FEo F A A
(Chae, 2010; Ko & Kim, 2014)9} =4 &tA =29
AREEold2 A7t F-840 H(he dFS H
Ao 2 Yebstth(std. B=.299, =4.892, p<.01). ©]
S A 7S o] 83 Al AR &vt
A Fo] ARgo] AHA Pt QAT

I AFo] &8 Aolg A4 Ads gdE
71 28} 39l gk A5 A, SrtES AR Fl
3 A Z4E FgAL Bl A F3Kstd. B= 471,
=5.042, p<01)&, FEEd FH & A
Thstd. B=.202, =2.256, p<.05). 7} 42 A A 5}H,

ZotESdAFo hetk s FEo=d A9

e

J

Py

< A" g Ve 52 V&S ol &% AF(m
Ef AL, SNS rHAE, dlolslE AFH S)oll
o st P kel JEFS FH, HEE 7
Lol 9482 & A ol2h= Ko and Kim(2014), Lee(2009),
Park and Noh(2012)¢] 917 ZIet® dX|gict
A 71ES o] E8 AF E Au 2 B 7)E
AFelA 71EE Al e] AztE o] §-goldH Azt

€ TS MAE AeE

pul

84 BT 3HAY
UEFE S LK (Chae, 2010; Kim & Forsythe, 2008), ©]
o= g, £ A7 A3, ey AE f&
Aol ojw gk YFE WA > AR YERY 7F

Lo

A 5= 7]72bE| 9 okstd. B=.106, =1.495, p=.135). ¥F

TS TZ ASE UETHstd. =447, =5.399, W, 718 Ao =2 ok FdsA, A e
(Table 4) Hypothesis test results

Hypotheses B Std. B S.E. t Results
Hl Perceived ease of use —  Perceived usefulness .268 299 .055 4.892" | Accepted
H2  Perceived usefulness Attitude 541 ATl 107 5042 | Accepted
H3 Perceived usefulness —  Behavior intention 248 202 110 2.256" Accepted
H4  Attitude —  Behavior intention 478 447 088 5399 | Accepted
HS5 Technology innovativeness —  Perceived usefulness .078 .106 052 1.495 Rejected
H6 Technology innovativeness —  Perceived ease of use| 482 .591 .055 8.776™ | Accepted
H7 Enjoyment —  Perceived usefulness 475 .603 .055 8.567" | Accepted
H8  Enjoyment —  Attitude 321 354 .080 3.998™ | Accepted
H9 Subjective norm —  Behavior intention 257 269 .068 3.779™ | Accepted

X’=546.665, df=197, p<.001, CMIND/DF=2.775, IFI=.929, CFI=929, RMSEA=.088

"p<.05, “p<01
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V. Conclusion
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