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A Study on the Characteristics and Value of Wearable Healthcare
Devices on Consumer Behavior through Subjective Norms
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Abstract The purpose of this study is to provide implications for users of wearable healthcare devices
on how users' perceived characteristics and perceived values affect users through subjective norms. This
study also explains how subjective norms affect consumer behavioral intentions, product acceptance,
and repurchase intentions. For this study, data collection was performed online and offline from July
Ist to 10th, 2021. Two hundred and fifteen questionnaire copies were used for the final analysis that
used SPSS 25 and SmartPLS 3.0. The result of the analysis showed that the perceived characteristics of
the user, brand resonance, and visibility all had a significant influence on the subjective norm. In
addition, the perceived, practical, and symbolic values also had a significant influence on the subjective
norm. This study also confirmed that the subjective norms of users had a significant effect on the
intention to accept and repurchase products, which are the consumer behavioral intentions. Based on

these research results, theoretical, practical, and future research directions were proposed.
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Table 1. Operational Definition of Variables

Measured

V

ariable

Measurement

Related
Studies

Perce]
ived

Brand

Resonance|*

* Search more information on

the device

Spend a lot of time and money
to purchase devices

Spend a lot of time and money
to purchase devices

Share information about your
device with others

Huang et
al.(2014),
Keller(2001)

Trait

Visibility

* Track current information

about products

* Check product quality in real

time

* Ability to respond to sudden

situations on the product

* Share information about the

product in real time

Oh, Kim &
Jung(2009),
KWON &
LEE(2013)

Practical
Value

* Consider the functional aspect

of the product

* Products shoud be easy to use
* The product must be durable
* The product should be

comfortable to wear

Ko(2021),
Lee, Jeun &
Rhee(2017)

Perce
ived

Value

Symbolic
Value

Considering the prevalence of
the product

* Product brand image is

important

* Prefer products that

differentiate them from others

* The product is able to have me

show off

Considering the opinions and
reactions of people around the
product

Sung et
el.(2011), Ha
& Shin(2011)

Subjective
Norms

* When I see the mass media, I

want to use the device

* People that influence me are

the recommended devices

* People around me agree to use

the device

* People around me rate device

use positively

Oh(2014),
Park &
Bae(2010)

Cons

Intention
to
Accept
Product

* Positive acceptance of the

device

* Often using the device in

everyday

* continuous use of the device

Lee &
Son(2019)

umer

Beha
vior

Inten
tion

Repurchas
e
Intention

* Satisfied with devices with

purchase experience

* Willingness to repurchase a

device with purchase
experience

* Prioritize devices with purchase

experience

* Devices with purchase

experience are positive to
others

Sohn &
Yoon(2014),
Jeun, Wang
& Lee(2020)

Contrl

brand
name

* What brand of product do you

currently use or prefer

ol

period of
use

* How long is the wearable

healthcare device used

Varia
ble

Product
usage

* What are the main uses of

wearable healthcare devices

Shin &
Son(2018),
Lee &
Son(2019)

601

53] aug Powo] NN dF A7
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Agstoich. A8 24 717 20219 79 19 ~ 74
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A GAGA dlolele] A4 W ey B4, AH9AS
< 98l SPSS 25.02F SmartPLS 3.0 £4] Tool& v
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Table 2. demographic characteristics

Category Num %
Gender Male 107 49.77
Woman 108 50.23
20's 8 3.72
30's 41 19.07
Age 40's 134 62.33
50's 30 13.95
over 60 2 0.93
High School Graduate 5 2.33
a Junior College Graduate 12 5.58
Education College Graduate 116 53.95
Level Graduate School(master) 45 20.93
Graduate School(Ph.D) 35 16.28
Others 2 0.93
Office Management Group 146 67.91
Sales Group 11 5.12
Occupations R&D Job Group 25 11.63
Production Technology Group 9 4.19
Others 24 11.16
Total 215 100.0

Hof=E oA Hufel A HARRA SH E29| &
5 Table 291 2] sIFAL, E/do] 1077(49.77%)°]
a1, o4d2 1089(50.23%)= UeRth SEAk] 3
w25 AW B2Y A4 SER 5 diEAt 1169
(53.95%)Z IHke dolon], oz ted(HA) &
HA7E 457(20.93%) BleE WEREeH, k(A
SHAE 357(16.28%)% UE Wt AddS HH AL
] o] 1467(67.91%)= UEHHaL, tho 2 4
T HZR&D)O] 25%(11.63%) 22 LERTH.



p=4

HERNL P R

2 A224 A11%, 2021

tg’\é 7, A8H 7t

A9 A 7] 1 T+, Z'"TE“I—Q‘ =9t

Al Qe Foll ek Hro] ] tigte] 94 Hehd=E A

57 =) Uit B9d 22U 242 3E Table
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e SHAT
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Table 3. Factor Analysis and Reliability

. Factor |Chronbach'
Measured Variable Loading| s Alpha CR | AVE
Brand Resonancel 0.930
Brand Resonance2 | 0.953 0.935 0.959 |0.886
P Brand Resonance3 | 0.940
erce
ived Visibility1 0.865
Traits Visibility2 0.860
0.878 0.916 |0.732
Visibility3 0.858
Visibility4 0.838
Practical Valuel 0.884
Practical Value2 0.907
0.904 0.931 |0.772
Practical Value3 0.878
P Practical Value4 0.844
ercel
ived Symbolic Valuel 0.790
Valug Symbolic Value2 0.775
Symbolic Value3 0.863 0.892 0.921 [0.699
Symbolic Value4 0.858
Symbolic Value5 0.889
Subjective Normsl 0.860
Subjective Norms2 0.893
0.912 0.938 |0.791
Subjective Norms3 0.928
Subjective Norms4 0.876
Intention to Accept
Productl 0.841
Intention to Accept o
Cons Product2 0.908 0.855 0.912 {0.776
umer[— - A
Beha| [ntention to Accept 0.892
. Product3
vior
IntenyRepurchase Intentionl| 0.929
fon Repurchase Intention2| 0.929
0.930 0.950 |0.827
Repurchase Intention3| 0.859
Repurchase Intention4| 0.918
2 AoflA e Amo] Srdrdo] thet AES FIoH

Al2A(Reliability) 247} 315ERAJ(Convergent Validity)
1213 BEelFA(Discriminant Validity) 24
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Table 4. Results of Correlation Analysis
Variabl

V|BR|BN|U | S | PV | R |IAP | PU

1
0441
0.159
0126
0305
0271
0430
0.4%4
-0.301
0.437

1
0152
0143
0.546
0019
0493
0560
-0.101
0550

0.082
0.007

-0.012]
-0.056
-0.046
0.118
0.142
0.029

0122
0364
0428
-0.029
0.626

1
0478
0481
0.0%6
0.309

0.221
0.137
-0.201
0.040

1
0.738
-0.072
0.574

1
-0.079]
059

1
-0.025

g2la2lz|z=12|2|S|2|8|<|8

% The bold figures in the Table are the square root of AVE.
Note) BR : Brand Resonance, SN : Subjective Norms,
V @ Visibility, PV : Practical Value,
SV : Symbolic Value, IAP : Intention to Accept Product,
RI : Repurchase Intention, BN : Brand Name
UP : Usage period, PU : Product usage
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Table 5. Results of Testing Hypotheses

NO Hypotheses Coefficient| T value | Result
Brand Resonance — ok -
H1 Subjective Norms 0.258 3.517 | Accept
Visibility — "
H2 Subjective Norms 0.137 1.846 |Accept
Practical Value — e
H3 Subjective Norms 0.216 3.169 |Accept
Symbolic Value — o
H4 Subjective Norms 0.418 6.826 | Accept
Subjective Norms — oo
H> Intention to Accept Product 0.593 7:226 | Accept
H6 Subjective Norms —~ 0.210" | 2.616 |Accept
Intention to Accept Product
H7 Intention to Accept Pro'duct 0.613** | 7.986 |Accept
— Repurchase Intention
Subjective Norms R2 = 0.530
Intention to Accept Product R2 = 0.352
Repurchase Intention R2 = 0.610

*p€0.05, **p<0.01, **p<0.001 (One-Tailed Test)
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