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|, Introduction
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t} z}o]7} JeK(Citrin et al., 2000)[2]. A3k Uuk=(general)
a1k E48E 919 (domain-specific)ol]l SHYH SAdgko =
o] 4= tK(Citrin et al. 2000[2]; Goldsmith and Hofacker
1991[3]. 2218] 7)&e] 4TSl 2J8(Citrin et al. 2000[2];
Goldsmith 2001[4]; Goldsmith and Hofacker 1991[3]), ZA=H]#}2]
ok TiQlel wheh thEal gl wet Ajelr} e rw B4
%3 %(domain specific) A1l oJaf 5743t el ST
sjetslan gFpelor elnlz} girk

I, A set of Hypotheses
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Fig. 1. How Individual Consumer s Characteristics Affects
Intention to use Smart watch

IV, Empirical Study and Conclusions
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