The Journal of the Convergence on Culture Technology (JCCT)
Vol. 6, No. 1, pp.289—299, February 29, 2020. pISSN 2384—0358, eISSN 2384—0366

http://dx.doi.org/10.17703/JCCT.2020.6.1.289
JCCT 2020-2-36

e Ape] gojEE= AF =9o] 7)E) Aol AR,
ANA &, Sjddole] 2HE A+

Differing effects of perceived psychological benefits of wearables
adoption by consumer age, need for cognition, and involvement
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Abstract The wearables market has fast grown, demanding a more consumer-centric academic attention. The
current research explores the moderations of consumer individual characteristics (i.e., age, need for cognition,
involvement) in the dynamics of perceived psychological benefits of wearables adoption (i.e., perceived
usefulness, perceived ease of use) towards perceived product quality. the results indicate a strong positive
influence of both the perceived usefulness and ease of use on perceived quality. however, the predicted
moderations of age, need for congitiion, and involvement were partially supported.
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Category Type n %
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income $30,000-$39,999 42 11.7
$40,000-$49,999 42 11.7
$50,000-$59,999 34 95
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$70,000-$79,999 22 6.1
$30,000-$89,999 17 4.7
$90,000 or higher 43 12.0
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Table 2. Results of Exploratory Factor Analysis

Fact
or
Expected benefits (Ijoiﬂ

g

Eige

valu
e

%

The apparel in the 346
image above will make
my life more effective.
The apparel in the .889
image above will help me 2.39
organize my life better. 5

The apparel in the
image above will increase | .816
my productivity.

Usefu
Iness

15.9
66

97

Learning to use the 864
apparel in the image
above will be simple.
Fase Using the apparel in the | .841
of image above will be 2.50
use self-explaining. 5
The apparel in the 845
image above will be easy
to use.

16.6
97

89

The apparel in the
image above will:
—-have consistent 707
Percei | quality.
ved -be well made. 8321 2.90
qualit | ~have an acceptable 8491 0
vy standard of quality.
~have poor 813
workmanship.

19.3
32

81

I really enjoy a task than | .824
involves coming up with
new solutions  to
problems.

I prefer my life to be 850| 2.45
filled with puzzles 5
that I must  solve.
I prefer complex to .802
simple problems

Need
for
Cogni
tion

16.3
67

Koz

Purchasing decision for 192
the apparel in the image
will be important to me.
I have a high level of | .780
on inter}e}st ip ‘flhe
purchase of the
\Iflggé apparel in the 1‘619
ot image. o
Purchasing decision for 635
the product in the image
above would mean a lot
to me.

Fashi

9.93

91
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Table 3. Regression analysis: Perceived usefulness to
perceived product quality

B

M7 x|zt $240| Xzt Z=of o|x

Gl

£ 4, 3FENZIL X2 ALS So|Mo| X2 ENo)
o2l e

Table 4. Regression analysis: Perceived ease of use to
perceived product quality

stey] independent B t F| R stey] independent B t | B
variables variables

Gender -.055 -1.043 Gender -.055 -1.043

1 | Ethnicity .007 131 99| o1 1 | Ethnicity .007 131 9! o1
Education .041 746 : : Education .041 746 9
Income -.084 -1.492 Income .084 -1.492

2 | Gender =070 -1.475 2 | Gender -.032 -691
Ethnicity 031 -.638 Ethnicity -.008 -.164 23
Education 011 234 19.0 21 Education 022 453 19
Income -.098 -1.944 45%| - Income -.096 -1.964 3 .24
Usefulness | .453+** | 9.519%+* | x Ease of A8+ 10.544 o
(USE) Use(EOQU)

3 | Gender -.082 -1.691 3 | Gender -057 -1.191
Ethnicity -.025 -522 Ethnicity -.008 =177
Education .000 -.003 Education 011 228
Income -.115% -2.303 14.2 Income -111 -2.249 15.9
USE 381 wwx 7.042 62%| 24 EOU All#xx 7845 | 99%| 29
Age .059 1.227 sk Age .043 .909 s
NFC 168+ * 3.461 NFC 113 2.295
INV .052 .935 INV .086 1.648

4 | Gender -.007 -1.461 4 | Gender -.048 -997
Ethnicity -.024 -.504 Ethnicity -.013 -.286
Education -.008 -.165 Education .027 559
Income -. 128« -2.583 Income -.124 -2.539
USE 1.653: 4612 129 EOU 1.114%5 3.612 130
Age A9k 3.606 51% .28 Age 210 1.272 92 .29
NFC .353xx 3.179 o NFC 52T 3.501 3 o
INV -.219 -1.550 INV -.057 -.316 ’
USExAge —1.258*x* -3.459 EOUxAge -.421 -1.164
USExNFC -.429% -2.047 EOUxNFC =708*% | -2,992x%x*
USExINV .409%* 2.003 EOUxINV .195 .825

#p<.05, ** p<l.0l #xx p<001
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