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ABSTRACT

The Internet of things (ioT) technology on wearable devices continues to
develop, although the ioT acceptance has been slow in Thailand. This quantitative
survey research was conducted to study factors influencing consumer intention to
use wearable devices. Diffusion of Innovation (DOI) Theory, the unified theory of
acceptance and use of technology (UTAUT), concepts of brand equity, perceived risk,
trust, attitude, and technological personality were taken into account to form the
research framework. Data was collected by online questionnaire from 325
consumers, in the Bangkok Metropolitan Area (BMA), who knew wearable devices but
had never used it. Collected data was analyzed by hierarchical regression to prove
the research hypothesis.

Results were that trust, attitude towards wearable devices, innovation,
affinity, compatibility, expectations of performance and effort, and social influence
had direct influence on intention to use wearable devices. Compatibility was the
most influential, followed by affinity and innovation, whereas, social influence was
the least. The results also showed that trust was directly affected by brand equity

and perceived risk, while attitude towards wearable devices was directly affected by
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brand equity only. Thus, brand equity indirectly affected intention to use wearable
devices via trust and attitude towards wearable devices, but perceived risk indirectly
affected intention to use wearable devices via trust only. These findings may help
manufacturers and distributors of wearable devices to better satisfy customer needs
and expectations, as well as develop strategic planning and marketing to reach target

customers.
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