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A study on the effect of perceived value, price and innovation
characteristics perceived by wearable healthcare device customers
on purchasing attitude and customer satisfaction

Gil—-Hwa Jeong®, Young—Wook Seo*
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Abstract This study investigated that customer satisfaction based on the effects of perceived value
(innovative value, practical value, symbolic value) and innovation characteristics (innovative resistance,
visibility) of wearable healthcare device users on purchase attitude. A survey was conducted on actual
users who are currently using wearable healthcare devices, and the final 201 copies were analyzed
using SPSS 25 and SmartPLS 3.0. The summary of research results is following here. First, it was found
that the perceived values, innovative and practical values had a positive (+) effect on the user's
purchasing attitude, while symbolic values did not affect the user's purchasing attitude. Second, among
the innovation characteristics, innovation resistance was came out negative (—) effect on the user's
purchasing attitude, and among the innovation characteristics, visibility did not affect the user's
purchasing attitude. Third, it was found that perceived price had a positive (+) effect on the user's
purchase attitude. Fourth, it was clarified that the perceived price and purchase attitude had a positive
(+) effect on the user's customer satisfaction. Based on these research results, theoretical, practical, and
future research directions were proposed.
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Table 1. demographic characteristics

Category Num %

gender male 93 46.3
female 108 53.7

20’s 3 4.0

30’s 41 20.4

age 40’s 120 59.7
50's 30 14.9

over 60 2 1.0

high school graduate 5 2.5

a junior college graduate 12 6.0

Education college graduate 106 52.7
Level Graduate school(master) 44 21.9
Graduate school(Ph.D) 32 15.9

Others 2 1.0

office management group 132 65.7

sales group 11 5.5

Occupations R&D job group 25 12.4
production technology group 9 4.5

Others 24 11.9
Total 201 100.0

FxAlo] tinto] 2 AXREAL FHAF RO LES H
A do] 937 (46.3%)0]aL, 91432 10878 (53.7%) & 1+
b}l #8407t 1207(59.7%) 0.2 A St
o] Anl o) ig AHekaL glom, to® 307} 418
(204%) vIE&= ebgeh Sk e rs giEst
7} AA -SR] 10678(52.7%) % TS dglon, th
o2 gEd(MAD SR} 441(21.9%) H]&= e}
Wk A deS B AR Aol 13278 (65.7%) =
Ao o 7 YEpytal, thg-o = A7 (R&D)©]
2578 (12.4%) 2.2 YElRth A4 gAlA 315
dlojeje] AlFA 9 eldA] B4, 7MIASS 8l SPSS
25.0¢} SmartPLS 3.08 vl sfof A A B
A9 A8

12 W] 244 Qols) 24

Table 2. Measured Items

Related
Studies

Measured

Variable Ttems

* Devices with the latest technology
Innovati| ¢ Features are unique or original design
ve * Consider whether the feature is new or [Song(2011
varied )[45]
Value |* Consider whether it is a differentiated
function (product) from existing products

* Consider the functional aspect of the

product Go(2021)[
Percei|Practical| , Products should be easy to use 311,
ved Lee,
N * The product must be durable
Value |, The product should be comfortable to Jeon&Lee(
Value b 2017)[50]
wear
* Considering the prevalence of the product| Sung,
Symboli * Product brand image is important Jeong,Kan
Y . * Prefer products that differentiate them [g(2011)[43
from others 1,
Value * The product is able to have me show off]| Ha,
* Considering the opinions and reactions of|Shin(2011)
people around the product [63]
* There is a reluctance to the product
Innovati| * Not interested in the product and
on cumbersome tg use Son(2019)]
* I will oppose if people around me try to 44]
IHI}OV Resistan| buy the product
ation ce * I will not purchase this product in the
future
Chara
cterist * Track current information about products
ics * Check product quality in real time Kwon&Lee

* Ability to respond to sudden situations on|(2013)[32],
the product Oh,Kim&J

* Share information about the product in realleong(2009
time )[471]

Visibility

The amount you pay to use the product
has an impact on your use

. |Park&J
The amount you pay to use the product is a con

Perceived within an acceptable range g(201]6)[38
. * The amount you pay for using the product T
Price . X Lee&Min(2
is economical 019)[57]
* The amount you pay for using the product
is reasonable
* The product will be a pleasant experience
Purchase * Products will make your daily life more Jung KuKi
useful :
. - m,Kim(201
. * Product use is a wise idea
Attitude . . - 4)[58]
* Products will enhance convenience in life
* The product will be very beneficial
* Satisfied with product use
* Using the product is a wise decision
Customer [ feel good using the product Choi, Kim&
* The service you receive through the Song(2012
Satisfaction product is good )[61]
* Satisfied with the accuracy when using the
product

B AT ALE R WSS oA AlV|E ofe] 71
So) A%S 919 A AFATe} o H FHSEIE
525 24 T8 dolelE Axlo] tule] s ALgR

ol Bl Sg3te] ALgStgich R B AR 719
A A AT ARE viEeR B o] shl ARlE
Sgom AU AR olswE olw
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X]’ 7]';( Uw}o] }‘]"Q‘Q 9»7\{‘ ]}— ]'Ux X']]%—Q] I;]H]—O]j: Purchase Attitudel 0.888
98 HESlY] oFEE o] HAE-S At AFE Purchase Attitude2 0.928
X] T,‘}Z%]—TC_L 7X4 g]ﬂE(leert) z‘ % ]__g_ol.oq ?-}\-1 ]_9%:1 Purchase Attitude3 0.903 0.948 | 0.960 | 0.827
U:L % Oxi:fLOﬂ/ﬂ /\]—-Q—E] tﬂ \:/] 751 Zq,] Ux] %Xé Purchase Attitude4 0.906
Purchase Attitude5 0.921
[N d
o= Table 29} Eq—' Customer Satisfactionl 0.924
Customer Satisfaction2 0.913
4.3 ﬁﬂ}\é ‘;‘l E]’%}\é T']f]_‘ﬁ] Customer Satisfaction3 0.877 0.939 | 0.954 | 0.805
% ﬂ:rLoﬂj‘i A]»%% 6—.3}1\_]751 7]_;(], /\E]_g_;g 7]_5<] }\O]_;g;g] Customer Satisfaction4 0.893
S Satisfactionb 0.877
7]'72], Q/ﬂ Xigo]', 7]_}\]@ ]7_]'_% 7]_7:] ?‘UH EH,L 7_]1 Customer Satisfactiond
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Chronbach's alpha(a) Zl5=7F 0.880°4 0.948%2 & 4 2 9t
=

T 0.70)1d o2 AFAel FA7F gl Aoz el
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Table 3. Factor Analysis and Reliability

Factor Chronba
Measured Variable . ch's CR AVE
Loading
Alpha
Innovative Valuel 0.826
Innovative Value2 0.821
0.880 | 0.918 | 0.736
Innovative Value3 0.906
Innovative Valued 0.877
Practical Valuel 0.864
Perceiv Practical Value2 0.915
ed 0.900 | 0.929 | 0.767
Practical Value3 0.889
Value Practical Value4 0.834
Symbolic Valuel 0.811
Symbolic Value2 0.779
Symbolic Value3 0.853 0.893 | 0.921 | 0.700
Symbolic Value4 0.855
Symbolic Value5 0.882
Innovation Resistancel 0.924
Innovation Resistance2 0.921
0.931 | 0.950 | 0.826
Innovat| [nnovation Resistance3 0.878
lon | Innovation Resistance4 0.913
Charact| Visibility1 0.876
eristics Visibility2 0.833
0.879 | 0.917 | 0.734
Visibility3 0.864
Visibility4 0.854
Perceived Pricel 0.875
Perceived Price2 0.947 0.907 | 0.942 | 0.844
Perceived Price3 0.932

Table 4. Results of Correlation Analysis

Variaby rea| s | 1 2 | 3| 4 |5 |6 |7 |s
les

1. IVB.172 1.170 | 0.858

2. PV[5.731 0.928 [0.360++ 0.876

3. SV|4.846 1.359 (0.567++ 0.126 [0.837

4. IR2.754) 1.614 |-0.1504—0241—0.006| 0.909

5. V[5.027] 1.200 [0.371#0.272++0.306+—0.160% 0.857

6. PPW.902| 1.223 [0.317+4 0.097 (0.323+{—0.0220.503+0.918

7. PAB.414| 1.062 (0.536%40.404%0.414+ 0326044804154 0.909

8. CS15.229] 1.049 [0.508%40.468%+0.43 14 —0.268{0.544540.480+40,602+0.897

3 The bold figures in the Table are the square root of AVE.
#p<(.05, #*p<0.01, #*xp<0.001
Note) 1. IV)Innovative Value, 2. PV)Practical Value

3. SV)Symbolic Value, 4. IR)Innovation Resistance

5. V)Visibility, 6. PP)Perceived Price

7. PA)Purchase Attitude, 8. CS)Customer Satisfaction
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Table 5. Results of Testing Hypotheses

No Hypotheses Coefficient | t—value | Result

H1 Innovative Value ) 0235 2366

— Purchase Attitude Accept

H2 Practical Value ) 0,195 3916

— Purchase Attitude Accept

Symbolic Value

H3 — Purchase Attitude

0.150 1.579 Reject

4 Innovation Resistance ) 0216w | 4.805

A
— Purchase Attitude coept

Visibility

H5 — Purchase Attitude

0.124 1.492 Reject

Perceived Price

H6 > Purchase Attitude 0.206%:x 2.601 Accept
Perceived Price ; .

H7 — Customer Satisfaction 0.210x 2.957 | Accept

18 Perceived Price 0.60455% 8.034 Accept

— Customer Satisfaction

Purchase Attitude R? = 0.478
Customer Satisfaction R? = 0.529

#p<0.05, #xp<0.01, *#xp<0.001 (One—Tailed Test)

%0}04 e BFA (discriminant validity )< 73538}
th FREF] 2 A A3} Table 59 o] 8.0k
o ‘E} T Aol efskd, 7P ARASTE

0.235, tgko] 2.366 2.2 H214 74X 7} Ag-A}e] Fuf
o A(+)9] dFS mHthE Ao] FAHATh

7129 AeH 7FX(FZAS 0.195, t7; 3.216)<}
AR FFR (A ZAG 0.150, 7k 1.579), FAAGH(AE=
AlG —0.216, tak 4.805) 2} 7MAA (A ZAG 0.124, tak
4.805)°] A(+)9] FFo] oo gRlskqleh. 1efar A}
B2k A2+ 7HA (A ZAS 0.206, t3k 2.601) %= AR
Zre] ] Bjt=el] (+)] QEFE PXl= Ae g4l Bkt
o} BEgk AREALY] Aol = X2V A (B EAS
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