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The Influence of Consumers' Innovativeness and Trust on Acceptance
Intention of Sensor-based Smart Clothing

Hyun Hee Park and Mi Jin Noh

School of Business Administration, Kyungpook National University; Daegu, Korea

Abstract : This study examines consumer's acceptance intention of sensor-based smart clothing empolying the extended
TAM. Technology innovativeness, information innovativeness and trust were used as external variables and perceived
palyfulness was included in the extetended TAM. Data were collected from the adults over 20 years old living in Daegu
from March 14 to 18, 2011. 193 useful copies of data were analyzed to investigate a structural model and test research
hypotheses using AMOS 7.0. The study results showed that the extended TAM for smart clothing was validated empir-
ically in predicting the individual's acceptance of sensor-based smart clothing and 10 hypotheses among 12 hypotheses
were supported. Technology innovation, information innovation, and trust were confirmed as antecedent variables in
affecting extended TAM. Perceived usefulness and perceived playfulness directly influenced acceptance intention and indi-
rectly influenced acceptance intention mediating attitude. Perceived usefulness affected perceived playfulness and attitude
affected acceptance intention. This study will help marketers and managers of fashion companies devise effective tools
in planning marketing strategies related to smart clothing.
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Goldsmith and Hofacker(1991), Goldsmith et al.(1995), Hyun
(2010), Z&)3L Kang and Jin(2007)] 972 Fxsle] £34S
T3S ARG A7lsdd dig FRE W] #835t
3 oldllshs 43S 2v|SHH, Price and Ridgeway(1983)2}
Kim and Lee(2007), Park and Noh(2012)¢] G+ Harsle]
S YES FABIATE ABe 2nfE FAIE sk Ak
ol W3S ovlsl= ZCE Wu and Chen(2005)3} Jarvenpaa
et al(2000)%] A5 7o w SAIYES st A7
84 AntEL R Ve gl -85t ) LS 5%
How shdsiFm 83 AHIAE Al Aolghs T2
WeS oud™, Davis et al(1989), Lederer et al(2000),
Moon and Kim(2001), Taylor and Todd(1995)2] A+5 =3}

Table 1. Measurement items

T3S AT AdE S8 SrERE F8ei
AL YA Zolgke FAE D5 2|8, Bruner
and Kumar(2005), Heijden(2003), Igbaria et al.(1996)2] <+
£ Fuslel RS PASIT 2rkERe] tiEt BEs 2~
slEelfe] te avulAse] A FHES Jehle,
Jarvenpaa et al.(2000), Davis(1989), Kang and Jin(1997)<]
AT Fudle] BFL YA 2oEelR pelwE 2
e RE Tl oJate] YEAE SO, Davis(1989)
o) ATE Al BYS T AT AHgE mE
FEL 74 PAE H=w SAs0em A8 234 4rh=1)
oA 1S TEH=DE SHeES Stk # AT ALg

o SHEY 2 HEETLS Table 154 22tk

N

AT FA4S A AX7IRE supElRr) ok JFEst
A ke nz AAl AR Aol S 2avE tides A
2 AAs7lolE ol go] meEn ol & Aelde A
Az 2GS A% A 7R 2epElRo] i ASES A%t
sto] SHEAEC] AFES AR ¥ AES TS si9l
o ASee 2vfE Rl i JiEF Aot F 7 AlE
of the A= FAHJ. ANE F 7] AFFES 27
of 2x= A oo, AlFel td HEE AF AR, 7H

Variables Items Researcher and research objects
TI1. T know a lot about high-tech products compared to others g:;gm:]tgu:' Hofacker(1991)-Rock music record,
- Techn.ology TI2. Compared with my frler?ds 1 0\.Jvn a lot .of high-tech products Goldsmith et al(1995)-Clothing and electronics
innovativeness  TI3. In general, I am the first in my circle of friends to know the names .
of the latest high tech products Hyun(2010)-High tech product
e p Kang & Jin(2007)-Smart clothing

ot L e K& Lo s

innovativeness ’ s Y Price & Ridgeway(1983)-Calculator

113. T am more sensitive to the performance of new product than others

T1. T trust smart clothing
Trust T2. The purchase of smart clothing is reliable
T3. I trust smart clothing itself

Jarvenpaa et al.(2000)-Online store
Wu & Chen(2005)-Online tax service

PU1. Smart clothing will be very useful in my life

Perceived PU2. I think smart clothing will satisfy my need

usefulness PU3. Smart clothing will improve my living more effectively
PU4. Smart clothing will provide very useful service to me

Davis et al.(1989)-Computer application
Lederer et al.(2000)-World-Wide-Web
Moon & Kim(2001)-World-Wide-Web
Taylor & Todd(1995)-IT system

PP1. T will be pleased if I wear smart clothing

Bruner & Kumar(2005)-Desktop PC, PDA

Perceived
er::'z;erlr:/:nt PP2. 1 will feel better if I wear smart clothing Heijden(2003)-Website portal service
yoy PP3. I will be happy if I wear smart clothing Igbaria et al.(1996)-Micro computer
AT1. 1 have a good feeling toward smart clothing Davis(1989)-Computer application
Attitude AT2. It will be an exciting experience to wear smart clothing Jarvenpaa et al.(2000)-Online store
AT3. It will be fun to wear smart clothing Kang & Jin(2007)-Smart clothing
PI1. I have an intention to look for smart clothing when it was sold in the
Purchase stores
Davis(1 - licati
intention PI2. T have an intention to try on smart clothing avis(1989)-Computer application

PI3. I have an intention to purchase smart clothing when it was sold
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Table 2. The result of reliability analysis

Variables Initial item Deleted item Cronbach's o
Technology innovativeness 3 1 0.775
Information innovativeness 3 1 0.867
Trust 3 1 0.794
Perceived usefulness 4 1 0.864
Perceived enjoyment 3 - 0.890
Attitude 3 1 0.884
Acceptance intention 3 1 0.843
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T EAS AR g3 7o) o] vj&e PAdol
B2 oz yehded S8 EAT 633%, o358t
36.7%= AR ghde 18hdo] 352%=2 7P Be Zo
2 Yehgon, 28hdo] 23.8%, 38hdo] 26.4%, 431do]
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14.6%=Z JEIST 4397 7HIASS

200-3005+ mH|Rro] 29.5%, 300-4007+ w]w
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Table 3. The result of confirmatory factor analysis for measure

2009+ wlgho] 17.6%,
o] 19.2%, 400-
o] 5.2%, 800

A o] 93%=E UERsth 73%E A52 71534 & A
o2 eyt

A77HS Eelshr] Slste] SPSS 18.0 2 ©]8-ste] W=
A=}

51. SYDEo| MEMut EfetEEYN

2 A7 2239 2244S Hrsh] $18l Cronbach's
a2} FAAEE(CR: Composite Reliability) 7+ H43515]).
AWEH O 2 Cronbach's gk 0.6 oA, T4 AF= 32 0.7
o)dold W] 7o) W om dido] Jrhar vekek
(Fornell & Larcker, 1981). ¥4 A3},
Cronbach's aZte] 06 o|Ao=z 3}
(Composit Reliability) 3t HEFAAEE ALt 7|54
0.7 ol’doZ el ti(Table 2 3%).

2 Ao 14 2184 AF= Table 37 2om, A=
AFE =114.602, df=83, p=0.012, x*/df=1381, RMR=0.047,
GFI=0.931, AGFI=0.888, NFI=0.940, CFI=0.982, RMSEA=
0.0452 YeR} Aoz A% Ar|es sl 2 24
Z2go] Agtsitia & 4 Qo) £ A7 JTEEES] Hrt
= 82 AAEe] HES B3l o|FoX=Hl, 735 ARNA7}
0.5 ool FFEId=rt Aokl &  Uth(Bagozzi & Vi,
1988). Table 304 H= vl 7o] BE AFHse] EFs)
HANH7F BT 0.5 o o= eRt & ol AR
SAYEES JAFETYS 20 U5S HAFAH.

=
7} g WEHGHE 7 agle B B4 2k

Construct Items  Unstand. factor loading t Stand. factor loading CR AVE Mean S.D
TI2 0.879 12.761 0.873

_ Technology 0782 0642 3378 1288
innovativeness TI3 1.000 - 0.882
i 12 1.000 - 0.716

_ Information 0684 052 4171 1189
Innovativeness 113 1.139 8.702 0.885
T2 0.856 7.790 0.779

Trust 0.788 0.651 3.696 0.939
T3 1.000 - 0.847
PU1 1.074 12.190 0.819

Perceived usefulness PU3 1.098 12.563 0.844 0.832 0.624 4.155 1.007
PU4 1.000 - 0.811
PP1 1.068 13.187 0.831

Perceived enjoyment PP2 1.176 15.055 0.963 0.869 0.691 3.431 1.041
PP3 1.000 - 0.795
AT1 0.992 11.780 0.870

Attitude 0.806 0.675 4.150 1.165
AT3 1.000 - 0.910
PI1 1.181 11.142 0.900

Acceptance intention 0.728 0.576 3.417 1.343
PI3 1.000 - 0.810
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Table 4. The squared correlations and AVE of constructs

Construct innc?jjt}ilszizg(l) mnéiiﬁ:iz:: @ st usiffurl(:el:: d(4) enjijl(;:;:d(S) Attitude (6) ﬁiﬁfﬁfﬁnf%
M 0.642

@ 0337 0.522

3) 0.097 0.056 0.651

@) 0.142 0.133 0.158 0.624

) 0.205 0.116 0.187 0273 0.691

©) 0.048 0.098 0.087 0258 0.168 0.675

@ 0.144 0.067 0.195 0.283 0.250 0.196 0.576

Bold values in the diagonal are the AVE for each construct and values at lower diagonal cells are the squared correlations among constructs.

(AVE: Average Variance Extracted)o] UWFHOZ (0.5 o]d<]
W wEelgAdo] vk Hr1eth(Fornell & Larcker, 1981).
AHge] FEelAdE dizbdel] B71E 7 ®ge] AVER:
o] 1 ghe] &3} sidtel] 2718 7 Ake] Al Al
Ho}h & u) EA)3TH(Forell & Larcker, 1981). ¥ A<
o] 7%, AT}, Table 49 7o) RE %%LE%BI AVEZ}
0.5 o]3YS & & Jem, AVEgtel 7t W

AF AFRET 2 AoF YERd L%‘E‘r%“éﬂ AT
& Ut

2 dFXe A HaASS flste] AMOS 7.08 ARt
Atk 2 AFA AQre A2 R tigt FEAT AP
A5 Fig 29} ron] Agwde] A A5 42104939,
df=86, p=0.081, x*/df=1.220, RMR=0.059, GFI=0.938, AGFI=
0.903, NFI=0.945, CFI=0.989, RMSEA=0.034= U} =k
o APFF VET W FFolEE B Aol A
sithar & &= ook B Aol Abst WA 2l oigk 7f

4S AHF Ak Table 59 2t WA mee] W EEshE
ARAG AT AL BT A3, 712840 A48 f8
ol WA 98 sk ARBAe] NZkE ZAL HA

B ARE AQF RE ARA FoT TS vAE
o= yeht 7 13 7

P Y

= A|Q3t nE 7Mool AdE

fr
N
i
-
kil
3L
o

71&E2EE AE {848 FFE E Aolve 7M1
BAHLE FelakA] ot 71ZE R o T g X7E
ZEALAEAT=0.159, t7=2.103)] 23t FFS nHE A

[
o2 vt 7H2E AR EATH RIS A7E 784
ARAGT=0278, 81=2.236)1 F23t TS Pix= Aoz 1
Eht 7HE 3& AfEE ot ALY X o
o3 QIS xR Y= Aow VRt 7Hd 4= 7)ZHE
olgfgt A= JiQle] YAldol =&E A4E {8AAH &
Agol =& Zlolgk= Agarwal and Karahanna(2000), Suh
and Seong(2004) ¢ ATE HEZ o7 XX|sh= AoE Al
PAT= HFEHE T duool=d= AHY a3 E S
oz Axe 2191 W, B AFe AnE oR AFel7]

[ U1 || pu3 |[ pua |

Technology --089 __ .-
e Innovativeness \
\ /

\

—— significant

,,,,, Non-significant

(oo | [z ][]

x2=104.939, df=86, x2/df=1.220, RMR=0.059, GFI=0.938, AGFI=0.903, CFI=0.989, NFI=0.945, TLI=0.985 RMSEA=0.034

Fig. 2. The influence of consumers' innovativeness and trust on acceptance intention of sensor-based smart clothing.
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Table 5. Model estimation

H Path between variables Non-stand. coeff. t Stand. coeff. Result
HI Technology innovativeness -> Perceived usefulness 0.089 1.013 0.121 rejected
H2 Technology innovativeness -> Perceived enjoyment 0.159 2.103 * 0.225 accepted
H3 Information innovativeness -> Perceived usefulness 0.278 2236 * 0.263 accepted
H4 Information innovativeness -> Perceived enjoyment 0.020 0.187 0.020 rejected
H5 Trust -> Perceived usefulness 0.396 4311 *** 0.383 accepted
Hoé Trust -> Perceived enjoyment 0.200 2381 * 0.201 accepted
H7 Perceived usefulness -> Perceived enjoyment 0.366 4205 *** 0.380 accepted
H8 Perceived usefulness -> Attitude 0.603 5.018 *** 0.475 accepted
H9 Perceived usefulness -> Acceptance intention 0.543 3.826 *** 0.371 accepted
H10 Perceived enjoyment -> Attitude 0.241 2.087 * 0.183 accepted
HI1 Perceived enjoyment -> Acceptance intention 0.391 3.117  ** 0.257 accepted
H12 Attitude -> Acceptance intention 0.199 2.063 * 0.173 accepted

p<.05, "p<.01, " p<.001

o] AFE 514G zlel7t veRd Ao R ﬁ&%ﬂﬂ}.
AHE NZE 443 A" ZAL9)

0.396(tak=4.311), 0.200(t%}+= 2381)_£ frejst %%k% 1| %]
Ao veht 7Hd 591 7 6& XA =L olE ARlE €
FAES A2Edrs 2nfE off AR §-84% EA4A%S
o =4 ARt AE onske AoR 71E AT(Lee,
2008; Lee & Ahn, 2010; Pavlou, 2003; Sun & Zhang,
2008232 AABTHE AL & & AT} I A7) 2n)
E oF 8o oA Fas HAAYHF 9T st S
AT UL

Tk, A7k G843 A SRl frelst Y vl

J@

£ JPUAS] JrE YL FEeh ARASRR vasn
W, NE7E AZE HEEe nAE JgE @RS ARAS

—0383)— x%y_t‘sﬂquﬂo] ;(]7L5] 840 MR = A (EE

| —é— Aol 1‘1— P (FF3 AEAT=0201) 7=
Ado] A7k EAw vRl= Y EES HEAT=0.225)
Ho} 22 ZoR Rt olgst due AlEvt 27 &
843 AZE EAR] BT QS mAAR A7kE 584
ZoM ] FPHo] 1 Aths AL onlsitt 183 AnjE
o|Fe] At EARS Eol7] M 7IEEIde] 2
ZHRA oFhks Zleo] Hrh axpdolghe 1S YRt
ufbA], AH|Rle] AEEg ulg} ZnfEL]Re g xpds)
o] o]Fojxof & Ao}

A F8482 A4 EA%, HE, FEo= zkzt 7
ZA 0366(t75=4.205), 0.603(t7%+=5.018), 0.543(t%+=3.826)>
2 FoJ3t S VA= AR veR} 7Hd 7, 7HE 8, g
37 9= AXERUT olE olHd FAA )T Au|Rpe] 2~
HE 9F F8o YoM FETRE AL HoFE Jlow

A7k f8do) A= FEEEe) gl A JF
HXIth= Adams et al.(1992), Chen(2000), Davis(1989)2]
ArAZe} RFHE. &, 2HAPE 2WE o Fe] §-848 A
b 2nlE o)Fe gk AR A7 AR 3784
AFHEE 7HET ole} ujE oFw H3-8 ofnjgh
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T A= WEelae] Mg o] o]foxfek & Flojt}.
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2=2.087), 0.391(&F=3.111Z FJ3 J&FS vAE 2oz
et 7 103 7 112 AR AT 2rtE 91%011*1 =
7T 2480 2275 2vE oF e 2 Zlojgt
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== AR o2t ART)e 1 Z}xﬂa o]&-3l= A olA
e EA% EAE 7157t Hrke AdATE(An
& Kim, 2009; Kulviwat et al., 2007; Tsang et al, 2004)<]
Az} dx|ghtt.
B 8o AZAF 0.199(t31=2.063)2 23 Jak
Hx= HoE Yeh /M 12 AXEHAT O FR]
o] FERddME HErl oo nXe dF R
oA H= Ege wi7fd FEe AA S A7 (Adamas et
al,, 1992; Jackson et al, 1997)53} w73 o] wjeksic}
3 B33 A (Davis et al, 198952 EFHE =0, 2nlE 9]
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23ltha BeEE, o= Kang and Jin(2007), Lee(2008)<]
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