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Science and technology is used to make lives better and tries to fulfill the essential human needs especially need for knowledge, opportunity and security. Many development regarding technical development are being undergone through many years. The advancement of high technology conquers communication barriers and reduces the gap between people all over the world. Many types of development is being done especially incremental and disruptive development. Even modern technology helps to grow food, transport or to develop society it has revolutionized people’s living. 
Apart from computers and other category the development of technology has led to wearable technology which has now been mainstream.Smart watches plays a major role in wearable technology. Many countries around the world use wearable technology, especially smart watches. 
One among such country is Pakistan. The younger generation of Pakistan nowadays is interested in using smart watches. There are many companies which are producing smart watches. This survey deals about the impact of the behavioural intentions on wearable technologies in the market. It further analyses why Pakistani younger generations are more interested to change their intensions in buying these wearables. 
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CHAPTER 1: Introduction
1.1 Background

Science and technology are used to make lives better. They fill the essential human needs especially those needs for knowledge, opportunity and security. In simple language, technology refers to the collection of tools that make us able to use, create, manage and exchange information. In earlier era these tools remained the same and when there was any advancement in technology, the tools were developed more effectively. This helped us to adapt to the changing environment. The advancement of high technology conquers the communication barriers and reduces the gap between people all over the world. Through many years, new technologies and methods have been developed through research and development. Fabio Lalli (2014) states as “a technology capable to allow the collection of a wide range of information about users, through devices perfectly integrated with the body or clothing; internet connectivity confer to these devices the power to create value for users and businesses at the same time”.
 
There are two main but different types of development in science and technology. They are incremental development and disruptive technology. Incremental development is the gradual replacement of compact discs with DVDs, whereas the disruptive development can be considered as automobiles replacing horse-and-carriages. In 1994 Mike Rucci and Edgar Matias from the University of Toronto, Canada first time introduce the “wrist computer” the purpose of this invention was to store data (Baumann 2016). There is also considerable development in different fields such as nanotechnology, medicine, biotechnology, robotics, cognitive science, artificial intelligence and information technology. Improved technologies combine power to achieve a lot of goals and this is referred to as converging technologies. It is the process of combining separate technologies and combining resources to become more interactive and user friendly. 

People on the opposite sides of the globe are able to be brought together from all cultures and backgrounds into contact with each other. Modern technology has revolutionized people’s living and lifestyles. It even helps with growing more food, transporting more people and making different products for a developing society. Another of the biggest benefits of modern technology is that human health is improved because of these applications. Through this advancement, people can live more comfortably and recover more quickly and safely from wounds and diseases. 21st century humanity has created a lot of new things which has changed the lives of many people. 

Wearable technology is defined as “many different forms of body mounted technology, including smart clothing, and functional clothing” (Dunne, 2004, p. 5). Melanson and Gorman (2012), states that “wearable computing promises to extend that always-on connection even further and, potentially, change the nature of what it means to be ‘connected.’” (para. 4).  The development of technology has led to wearable technology which has now become considered as mainstream.  Backman& Tenfalt (2015) says that “Wearable user interfaces describe the interaction between humans and computing through electronics designed to be worn on the body”. It has become the hottest device on the planet which can be placed on your wrists, arms and even faces.Wearable technology are important innovation that person can conveniently communicate with the others even when they are moving (Billinghurst and Starner, 1999).

Most wearables are wrist worn but the increasing number technology made to invent wearables to clip to the body and hung around the neck. The new types of wearable are nowadays blending with jewellery. Mardonova and Choi (2018) describes “Wearable devices can be classified based on their function, appearance, proximity to the human body, and other parameters”. According to this there are different categories of wearables. 

Smart Watches: 
	Smart watches are wrist worn devices which connect the mobile phone to act as mini windows which notifies calls, messages, email and social media. Samsung, Motorola, LG and Sony have entered into this field along with Apple. 
Apple Watch
The Apple Watch is comfortable, innovative and classy which is suitable for most of the customers. The Apple watches are designed by keeping in mind the customers’ needs and requirements. However the Apple watch is considering being innovative, decent and user friendly. (Lamkin 2016.)  
Samsung Gear S2  
Like Apple watch Samsung also launched Gear S2 with the different operating system than Apple. They introduce GPS system in the Samsung watch. The battery timing is better in the Samsung than the other competitors (Lamkin 2016). 
  
Huawei Watch 
Another type of watch in the market is Huawei watch and it use android operating system. The design and colours are equally suitable for females and males. The style of the watch attract the customer to purchase this watch (Boxall 2016).
 
Fitness Trackers:
Usually worn on the wrist or clipped to a belt which counts the number of steps made each day. 

Sports Watches:
These are designed those who love running, cycling, swimming and who are more dedicated to sports. 

Head mounted displays:
	This is designed in such a way that it blocks out the rest of the world and present a computer generated virtual reality to fool the brain into thinking its somewhere else entirely. 

Smart Clothes 
Smart clothes are an electronic device and good wearables that has biosensors which are used to conditions of the person who are wearing such as body temperature, heartbeat, pulse rate, beathing etc. (PC 2016). These clothes are suitable for athlete’s and well as for sick persons.

Smart Jewellery:
	This one is mostly aimed at women right now and is used when their phone is out of reach. 

Application of Wearable Devices

Researchers from National Science Foundation’s Center for Advanced Self-Powered Systems of Integrated Sensors and Technologies (ASSIST) at North Carolina State University have introduced the tracker that prevent the asthma attacks and minimize their number (Wearable 2016).
Apart from these facilities, wearables are also used to record the heart rate, body fat composition, perspiration levels, health, and temperature and muscle activity. In future, may be, this wearable technology can grow; this growth can be due to various types of motivation. One of these types of motivation is called hedonic motivation. Hedonic motivation is defined as the fun or pleasure derived from using a technology. The younger generation is greatly influenced by this hedonic motivation. 

Wearable technology is equally used and popular in the business sector. The wearable technology is used in business to receive and access information about their customers. This will lead to increase their growth and productivity of their business and also boost customer involvement. Furthermore, wearable technology is used to make payments and it is consider being the easiest method of payment. The customers are paying for their goods, product and services using their smart watches (Stanley 2014). The Apple pay is quite popular method of payment nowadays.  
Smart glasses are one type of wearable glasses and have several uses in the business sector. An employee who is using the smart glasses can quickly check the customers’ history of purchasing and can easily find out the customer buying pattern. Wearable technology connect the people all time, reduce the time taken to reveal the information and it is time effective
(Stanley 2014).Wearables are useful for shopping as well. The notifications about the sales and offers sent by the companies will encourage the customers to purchase the product, goods or services (Stanley 2014).

Many countries around the world have developed wearable technology. After the USA and Japan, Asia Pacific , especially India, Pakistan, Bangladesh etc, has emerged as the biggest market for wearable technology followed by North America (Raconteur, 2015).
 
Since this study deals with the wearable technologies in Pakistan, the majority of emerging  wearable technology markets are discussed, but especially Apple Smart watches. The use of mobile phone growth in the Pakistani market seems an acceptable growth among many young Pakistanis. Smart watches are the most wearable device, which motivates them  to adopt for their convenience.  

Apple watch and its newer concept may be required to study in the case of Pakistani youth. Before moving to the investigation further, it is necessary to consider the different features of the product which may or may not be useful to the Pakistani youth. The functions of the Apple watch can excite Pakistanis since it can not only give an alert about a message or a phone call, but also one may send doodles or text, and an individual can even send his or her heart beat to other person’s watch, etc., without much of a distraction. The cost of owning an Apple watch with such functions is, however, often priced between $349 and $17,000 (Carlson, 2015).
	Pakistan’s younger generation may have accepted the mobile technologies such as mobile phones, ipad, and mobile banking, etc. The positive relations with the intentions to use mobile technologies are negatively associated due to the high price and a social norm is not significant (Cheah, et al., 2011). Even though the cost is more than other technologies, the youth of Pakistan prefer to buy it because of their behavioural intentions, which are greatly influenced by the hedonic motivation. 
	
1.2	Aims and objective

The aim of this study is to investigate the impact of behavioural intentions about the adoption of Apple wearables by the younger generation. Technology future is unpredictable as the trends keep on changing with the time. 
Based on the above aim the objectives are as follow:

· The impact of behavioural intentions of wearable technologies among the Pakistani youngster of age group 16 to 30 years.
· The behavioural intentions in designing effective strategies in order to increase adoption rate of Apple Smart Watches among younger generation


1.3	Research Questions:
· What is the degree of behavioural intentions towards wearable technologies among 16 to 30 years age group in Pakistan?
· What is the chance of adoption of Smart Phone technology shown by young Pakistani of age group 16 to 30 years.


1.4	Hypothesis:

Null Hypothesis 1: There is no significant impact of behavioral intentions on the wearable watches.

Alternative Hypothesis 1: There is significant impact of behavioral intentions on the wearable watches.


H(a): The role of Experiencing New Technology is not significant on innovativeness and competitive edge.

H(b): The role of viewing cost and benefits is not significant on the innovativeness and competitive edge.

H(c): The role of brand image is not significant on the innovativeness and competitive edge.

H(d): The role of status symbol is not significant on the innovativeness and competitive edge.

H(e): The role of future intentions are not significant on the innovativeness and competitive edge.

H(f): The role of advertisement is not significant on innovativeness and competitive edge.

H(g): The role of ease of use is not significant on the innovativeness and competitive edge



1.5	Significance of the research

	Like many youngsters around the world, the Pakistani younger generation constitutes a large segment which uses technologies and gadgets. Since Apple is developing many new strategies, the younger generations try to use more wearable technologies developed by them to explore more. This study may be significant for Apple wearable technologies which are operated by an Apple phone, especially the Apple Smart Watch.  This study may be significant for Apple wearable technologies which are operated by Apple Inc. in order to keep themselves on the top. For future this study may be beneficial for the Apple Inc. while designing and piloting the new innovation.
1.6	Rationale

	The study of the impact of behavioural intentions about wearable gadgets in Pakistan’s youth generation may be helpful for strengthening the Apple brand’s market position in Pakistan. The youth is considered to be the asset of the country and conducting this research will help Apple and all other companies to keep the young group in mind while designing their various technologies. Gadget Watches are going to play an important role among youngsters because they are used not only to note time, but also it can provide a means to monitor health and wellness, as well as entertainment. This concept attracts the youth in Pakistan. 
 Based on this, the Apple company can adopt suitable strategies in order to compete with their competitors e.g. Samsung. There is much less research  being conducted on  behavioural intentions and the  use of wearable technologies, especially in Pakistan, and this study will give an unbiased idea about the market position of the Apple Watch in that country.
 
The location for this research is Karachi, Pakistan. There is no much research is done in Pakistan to investigate the impact of intentional behaviour on wearables. This study will fill the gaps and will find out that the Apple watch is equally popular among the Pakistani young generation of age group 16 to 30 years.

1.7	Problem Statement
[bookmark: _GoBack]	Pakistan is the 6th largest buyer products market in the world, and 30% youth is involved in buying the wearable technologies (Ahmed, 2013; Gill, 2012). Since youth are very much attracted by new technologies, the Apple Smart watch is likely to be adopted by them. 
​Apple Inc. originally started with the desktop computer and then brought out laptops in the 1990s; the iPod was launched in 2001 whereas phones came into use in 2007. The Apple Inc. company  brought  in more innovation and launched iPods in 2010 and  more recently in 2014 they introduced the Apple Watch. To put this briefly, Apple has moved from being a “computer company” to one of the biggest companies, a ‘mobile device company’ (Marketingminds, 2015). In short, it can be noticed that Apple Inc. has travelled a long journey to reach this level. This study investigates the behavioural intentions of the Pakistani younger generation that may lead to their adoption of Apple smart watches. The divisions which follow such as purpose, rationale, significance, aim and objectives provide ways in order to carry out this systematic study.
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It is better to have an understanding on behavioural intentions and wearable gadgets acceptance. The concept is how the wearable gadgets can be accepted by youngsters of Pakistan. Moreover the attitude and intentions of the younger generation is analyzed. 
 

2.1	Era of Technology
 	As the world develops faster it gets connected more and more through technology. Technology is considered as a convenient and useful tool for communication between individuals. It can be considered as the social interaction that has bridged the gap between different cultures and ideologies. Hundred years ago the business dealings was quite different from current ones. Technology helps and transforms every aspect of our lives.  
 
2.2	Technological Advancement and its importance
The evolution of technology is regarded as a way of advancement in the present world. The advancement in the IT (Information Technology) field has made business activities run faster, easier, and more efficiently. With regard to education, technology has showered the world with learning facilities in various environments. In the field of medicine, technology has contributed major things; notably, medical practitioners are now able to provide enhanced services due to three dimensional images of the internal structures of bodies which were difficult in days gone by. The development has been hugely beneficial as consumers have been enabled to do purchasing over the internet. 
​Regarding the communications sector, technology has been widely noticed in emailing, social media and mobile phones etc. Communication technologies have made it possible for different languages to be used. Miah and Omar (2012) states that the increasing acquisition of accessible technology has served as a major avenue for advancements in developing nations in recent years. ​The evolution of technology has made it possible to enhance the level of security in homes and cities. Usage of cameras, UV light, eye or finger detection mechanisms have brought the security system to another, more sophisticated, level. 
  


2.3	Introduction to Wearable Technology

Wearable technology is a category of devices that can be worn by a consumer. Over the last few years, a wide variety of wearables have appeared in the market offering different functionalities and wearing options. At the same time, a significant volume of scientific articles have been published in various literatures, highlighting various research challenges related to wearables (Seneviratne, 2017). There are different types of wearables including tracking information related to health and fitness.  Wearable technology is the electronical device which is used by wearing on the body as a jewelry or portion of material used in clothing with vital characteristics such as the capability to link with the internet and swapping data between network and device (Investopedia, 2014). The market potential of Wearable gadgets maybe considered as important before reviewing and its adaptation. Sales of wearable gadgets may cross $6 billion by 2018 and customers are complete prepared to accept and adopt, such a technology which can offer healthcare, retail and entertainment in spite of privacy and security concerns but without replacing existing technology with highest preference for the Apple Watch between the age group of 18 to 24 years (PWC, 2014). The investigation by PWC seems to recommend that use of the wearable technology will increase in the future. However, there is very rare study presented that has been conducted on young generations of Pakistan which provide the same results and findings. 
 
2.4	Definition and Characteristics of Wearable Technologies

Wearable technologies have more features and are even more sophisticated than hand-held technology. It is well known for its sensory and scanning features which have previously seen in mobile and laptop devices. It also gives biofeedback and tracking of physiological functions.  This technology is developing because this has some form of communication capability and even allows the users to access information in real time. 
 
Nowadays this technology is even more developed and as such has more invasive versions of the concept as micro-chips or smart tattoos.  Convenient, portable, hands-free access to electronic devices has become the massive usage of this technology.
 
In this modern world, wearable technology is even influencing the fields of health, medicine, fitness, disabilities, education, transportation, finance, games and music. Slowly, wearable technologies will enter in every individual’s daily life. Kumar (2017) states that “The consumer electronics market has convinced itself that wearable technology will be the next big thing in the electronic industry. Experts believe that the wave of wearable technology has potential which can replace current electronic gadgets with wearable computing devices. The overall trend of wearables devices is significantly increasing over the period of time”. Hence it is notable that in the following years, wearable technology is going to rule the world. 
 
2.5	Wearable Technology Challenges: Security and Privacy Issues

Even though the development of this technology is acceptable it has its own drawbacks. When a gadget is worn on clothes, wrist or  neck,  it is seen by everyone, making it easy for the hackers to target the person who is wearing the gadget. Regarding this Kumar (2017) states that “the market of wearable technology is still in the initial stage as far as it concerns the industrial sector. The reason is that there are very few products which are reliable and effective in that sector”. The worst part is that the wearable gadgets, which take snap photos, shoot videos and record the location in public places, may strip away the privacy of others.  Plans to make wearable to be extremely simple for the users, such as avoiding multiple steps or authentication and giving complex passwords, will make the devices less secure. It is understood that the more popular the wearables become, the more they become a target for exploitation. 
 
2.6	Advantages and disadvantages of Technology in the view of developing economies

A country can be considered as a developing country if its economy has a steady rise. The economic development of a country implies progressive change in the socio-economic structure of that country. Nowadays, the rise in new technology is directly related to country’s economic growth. Technological growth or a high technology will bring an economic development towards the country’s people.  Kalantari (2017), while stating about the advantages of wearables, says “Wearable technologies have a large number of potential benefits that can dramatically change the landscape of societies and businesses. These devices can improve individuals’ wellbeing and help them make better and more informed decisions”. 

​Overall it is noted that smart watches have become more popular among the younger generation. As Seneviratne et. al.,(2017) analyses “smart watches can be considered as a market success. As mentioned earlier over 50 million device sales were predicted for 2016, more than 50 smartwatch models are estimated to be in the market”. 

2.7 Introduction to Behavioural intentions

Behavioural intentions can fluctuate from person to person. The possibility of having alike or unlike behaviour of individuals cannot be unnoticed.  Behavioural Intention is the subjective probability or perceived likelihood of engagement in given behaviour  by an individual (National Academy of Sciences, 2002). Therefore, the behaviour is measured during the current research as it is important. To measure the behaviour the direct questions in form of questionnaire asked using Likert’s scale (Armitage and Conner, 2001 cited by Hensel, et al., 2014). The aspiration and need to have smart wearables may be the first stage of following a given behaviour; unless will power is not there, it may be difficult to expect a given behaviour by an individual. Motivation is important tool in buying and using the wearble technology. The motivation also varies from individual to individual. The behavioural intention is projected using Linkert’s scale variable like motivation, willingness, etc. Buying an Apple phone may be costly. Many people think that they cannot afford to buy an Apple phone or even a smart watch. Hence it is noted that behaviour intention is a thinking of a motivation stage or willingness to try hard to perform the behaviour (Ajzen, 1991 cited by Hensel, et al., 2014). The current research focus on the wearable technology and Apple case study is used. The importance of this research is to provide the findings that what type to link and connection   Pakistani youth and wearable technology especially Apple watch. 
2.8	Consumer Behaviour

A person who purchases goods and gets services from the market for using it,  is called a consumer. In other words a consumer is one who consumes goods and services which are available in the market. Individual tastes differ. Each customer shows preference towards particular products and services. This preference is nothing other than to purchase the product as per their taste and the product they need.  As (Solomon 1996) in Manoj (2014) indicates, consumer behaviour is a study of the processes involved when individuals or groups select, purchase, use, or dispose of products, services, ideas, or experiences to satisfy needs and desires. Hence it is notable that consumer behaviour is nothing more complicated than it involves people either individually or in groups which involves the study of usage, experience and make decisions about goods, services etc.
When a person wants to buy a product, analysis will be made in many possible ways.  Mohammadi and Mohamed (2011) while stating about  the consumers behaviours says “Consumer behaviour research has identified two types of search that buyers engage in as they make purchase decisions. A personal information search acquired from previous experience and word of-mouth or advice from friends and relatives. And a second type of search which is non-personal or external in nature for example, advertisements in print and electronic media and travel agents”. Thus it is noted that consumers’ behaviour depend upon the previous self experiences or advice got from their near and dear ones; few rely upon advertisements and agents.  According to the methods they select, their behaviour changes, also according to their changed behaviour their motivation for buying a product changes. Economic, and not social, motivation implies the fact that the majority of people have undertaken a rational stand towards consumption issues and would go in search of alternatives when purchasing new items ( Zitkiene, 2017) So it is understandable that the purchasing of new items by the consumers merely relies on their economic status. 
 
This behaviour involves the use and disposal of products as well as how they are purchased.  There are many companies which launch smart watches.   While saying about various companies’ products, Seneviratne et. al.,(2017) describes “more recently in addition to the manufacturers coming from the smart phone industry such as Motorola, Apple, and Samsung, and manufacturers who started directly with smart watches such as Pebble, a number of regular wrist watch manufactures such as Casio, Tag Heuer, Fossil, and Rolex are also coming up with smart watches which also indicates the popularity of smart watches”.
2.9	Theories of Consumer Behaviours
As our product survey showed, the current wearable market is dominated by accessories, specifically Smart watches and Wrist bands in terms of device availability as well as sales Seneviratne et. al.,(2017). This domination by the accessories made the Pakistani youth  plunge into this market which caused a hike in the production of wearables.  
​People choose and use technologies in different ways. Hence it is obviously seen that the behaviour of the individual person is not the same. When a company understands these behaviours, it becomes easy for the company to earn large amounts in the market by selling their product. 

2.10	Consumer behaviour models:
Consumer behaviours differ due to influencing factors. Many consumer behaviour models have been developed to describe this in the decision making process. It is clear that there are many factors which influence consumer behaviour and also which affect their decision making processes. There are therefore many models of consumer behaviour. Product awareness can be obtained from watching advertisements and media. This awareness leads to interest and this interest leads to decision making. After the awareness, the evaluation process starts. This is the stage where we try to get more information about the product. The consumer even compares and contrasts with the other products. Evaluation leads to decision making whether to buy a product or not. At the same time, a consumer becomes aware of the product’s positive and negative sides. Finally the consumer gets further ideas from social groups before buying a product. 
 
2.10.1	Classical Purchase Behaviour Model
The purchase of the product and service depends upon its nature and quality. The classical purchase decision process includes the five stages, namely need recognition, information search, evaluation of alternatives, purchase decision and post purchase behaviour (Kotler, 2008) as shown in figure 1. [image: ]
[bookmark: _Toc493414759]Figure 1: Showing the Classical purchase decision process (Kotler and Armstrong, 2008)
The process of any customer’s purchase starts with the need and awareness of both the products and services. The next stages are the information search and evaluation of alternatives (Hudson and Thal, 2013).
The important stage is the “Purchase Decision” process; this is period when the customer will choose the brand according to their need and the quality of the product and services. The process of decision purchase is affected by the brand (Darley et al, 2010). While making the decision, the consumer will keep in mind some important points before purchasing, for example price, quality, ease of use of the product etc. Sometime past experiences about the particular brand will play an important role in making the decision. To evaluate the product purchase by the consumer will help in understanding the future market position and reputation of that brand. (Hudson and Thal, 2013). Good feedback and experience will have more impact on the consumer’s buying behaviour. 
Like every model, this model also has some limitations. This model does not explain the impact of other aspects on consumer purchase factors. Due to the increase in trend of online shopping, consumer buying decisions do not always follow the above model (Hirt and Willmott, 2014).
2.10.2	Consumer Decision Journey Loop
In the classic model of consumer buying behaviour, the consumer enters into the stage of consideration and evaluation, which may lead them to select a different brand. On the other hand, the new consumer may enter into the loyalty loop (Edelman and Singer, 2015). The details of the consumer decision journey loop are as shown in figure 2.


[image: ]
[bookmark: _Toc493414760]Figure 2 – Showing the Consumer decision journey (Edelman & Singer, 2015)
Modern studies have shown that consumer experiences play a vital role in consumer decisions (Wolny and Charoensuksai, 2014). This process forms a two way connection between the consumer and services or product, while concentrating on the post-purchase experience (Edelman and Singer, 2015).
By the reshaping of the consumer decision-making process, the brand can reduce or eliminate the stages such as consideration and evaluation (Solomon, 2014). A renowned and trusted brand name can greatly increase customer loyalty and, as a direct consequence, can reduce or minimize the steps that usually would be taken by a customer  while making any purchase decision.Consumer purchases are affected by cultural, social, personal and psychological features.
Cultural factors: 
Culture is the combination of values, experiences, beliefs and perceptions understand and learned by the general public or from the family member (Adjei et al, 2010).  The impact of culture fluctuates from country to country, as they have different sub culture such as religion, environmental conditions etc. Each set or group of society has its own culture so there will be different buying behavior (Lee and Kacen, 2008).
Social factors:
Social factors also influence the consumer purchase behaviour. The important social factors are: family, statuses etc. The family play important role as family member influence the other member to buy the same brand. The buying behavior of consumer varies with the different taste and preferences (Cachon and Swinney, 2011). High income group of consumer will prefer high quality product and will afford high price, while low income group will pay more attention on the price than quality.
Psychological Influences
Perception  
Perception is a very complicated process involves a series of steps like selection, organization and interpretation. When the customer makes a decision to purchase the product or services they need to experience all the above stages (Solomon, 2014). 

Quality and price are important elements for brand positioning (Erdem et al, 2008).Most of the previous studies has shown that consumers will check the price while purchasing new product or services (Strizhakova et al, 2011). The companies use the perceptional map in order to understand own business as well as competitors, and market gaps (Kervyn, Fiske and Malone, 2012). Some examples can be seen in figure 3.As comparing the competitors; the Apple Company has a high value and quality as compared to Samsung, ZTE and other mobile companies.   
[image: ]

[bookmark: _Toc493414761]Figure 3– Showing the Perceptional Map for Apple Company
Some research revealed that the brand image has an important effect on awareness as well on selecting the product or good or services (Mack, 2013; Solomon, 2014; Marin, Ruiz and Rubio, 2009). 

Personality
The personality also affect the buying behaviour as the self-confidence and dominate personality can change the preferences.

2.11	Branding
American Marketing Association defines (1960) brand as “A name, term, design, symbol, or a combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them from competitors.”
A brand is a name, a symbol, a logo, a design and/ or combination of these to represent a company (Kotler, 2010). The main purpose of a brand is to make a sole impression in the minds of consumers and to differentiate the product from the other competitors’ product and services (Kitchen, 2010). With the development of  technology, the implication of the brand gradually develops the relationship between the company and the customer, and the customer’s response and impact on company’s products and services (Armstrong et al, 2012).
 
 
2.12	Theories and models of Branding
· Aaker brand equity model
Aaker (2009) described brand equity model based on the previous studies about the branding. The model shows that the brand equity is divided into five areas. These five areas are brand loyalty, brand awareness, brand associations, and brand perceived quality and other proprietary assets shown in figure 4.
[bookmark: _Toc493414757][image: ] Figure 4 – Showing the Aaker Brand Equity Model
Brand loyalty 
Brand loyalty is the most vital fragment of brand equity.Aaker (1991) states that the customer response and reaction towards the brand are known as loyalty. Brand loyalty is divided into two segments i.e. behavioural loyalty and cognitive loyalty. Behavioural loyalty is achieved after the customer repeatedly purchased the product or services (Keller 1998).Cognitive loyalty is closely associated with consumer awareness and it can be boosted by increasing consumer interest in the brand.
Brand loyalty is closely related to the cost of the product and service Chaudhuri and Holbrook, 2001). If the customer is loyal to the brand and product, the customer will continue to pay a heavy price and will reduce the marketing costs.
Brand awareness
Brand awareness is about how much the customer is familiar with the brand and the higher the brand awareness, then more customers will be attracted to the brand (Tong and Hawley, 2009).
Brand awareness has two significant elements, brand name and brand logo. According to Keller (2008), brand name plays a significant role as it represents the brand theme. The second element of brand awareness is the brand logo. According to Hem and Iversen (2004) the logo is defined as a picture or  a symbol that represents the brand.

 Brand Associations
The brand association includes all the individuals memories ie experiences, perceptions, thoughts, images, philosophies and attitudes (Kotler et al., 2016).  Romaniuk and Nenycz-Thiel (2013) divided brand association into two different forms i.e. product associations and organizational associations. According to Lee and Leh (2011), there are many other factors which are also associated with the brand association like image, character etc.
 Perceived Quality
Perceived quality means that the customer will judge the quality of the product and  if perceived to be of high standard,then they will buy the brand (Beneke et al, 2013). 
Other Proprietary Brand Assets
Other proprietary brand assets include patents, distribution channels etc. The other proprietary brand assets improve the decision making and customer  satisfaction (Aaker and Biel, 2013). 
· Keller’s Model
There is another brand equity model, having four key levels - identity, meaning, response and relationships (Keller, 1993).
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[bookmark: _Toc493414758]Figure 5 – Showing the Customer-Based Brand Equity Model


2.13	Conceptual Framework
In this research two variables are used independent and dependent variable. The study the impact of intentional behaviour on wearable technology, two different types of variables is used. The independent variables is intention behaviours whereas the dependent variable is wearable technology (Apple Watch)

Wearable Technology
(Dependent Variable)

· Innovativeness
· Competitive Edge

Behavioural Intentions
(Independent Variable)

· Ease of use
· Status
· Brand Image
· Price
· Advertisement
· Experience
· Future Intentions














Figure 6 : Showing a Conceptual Frame work (made by researcher)


In the above figure there are seven sub components of the independent variable. The sub components are ease of use, status, brand image, price, advertisement, and experience and future intentions. On the other hand there are two sub components of dependent variable. The two sub components are innovativeness and competitive edge.



CHAPTER 3: Research Methodology
3.1	Research Paradigm
Thomas Kuhn (1962) first used the word paradigm which comes from paradeigma (the Greek word meaning pattern). To represent conceptual framework shared by a group of scientists to provide a model for researching and solving varying problems. Kuhn states that a paradigm can be taken as : “an integrated cluster of substantive concepts, variables and problems attached with corresponding methodological approaches and tools…”. He defines the word paradigm as referring to a “research culture with a set of beliefs, values, and assumptions” with a common theme of research used by a group of researchers based on the conduct and nature of the research (Kuhn, 1977). 
3.2	Classification of Paradigms:
There are different classifications used to highlight distinction between varying paradigms, however the basic core elements are usually shared between theses paradigms. These are named as: ontological assumption, epistemological assumption and methodological assumption (Guba & Lincoln 1994). 
3.2.1	Ontological assumption:
As a branch of philosophy Ontology is the science of what is, of the types and configurations of all things in each area of reality whether they be objects, properties, events, processes and relations. Guba & Lincoln (1994) define as “Ontology as a philosophy of reality and the nature and form of reality to constitute legitimate researchable questions”.
3.2.2	Epistemological assumption:
Cognitive science contains many of the concepts under the umbrella of epistemology which is the study of forms, boundaries, origins and nature of knowledge. This is based on memory, reasoning, inference and perception being both efficient and important methods for widening the volume of knowledge. This is the method adopted by philosophers. According to Guba & Lincoln (1994) epistemology is the combination of values and beliefs of knowledge or how people develop knowledge and what counts as the deep understanding of information.


3.2.3	Methodological assumption
Methodology is “the strategy, plan of action, process or design lying behind the choice and use of particular methods and linking the choice and use of the methods to the desired outcomes” Crotty (2003: 3).Methodology is a combination of techniques used by researchers in order to investigate their theories and beliefs about knowledge that can be developed and the reasoning behind the methods used (Sarantakos 1998).
Research paradigms were also classified by Gephart (1999) into three philosophically discrete classes as positivism, interpretivism and critical postmodernism.
a) Positivism:
The term positivism was first used by Auguste Comte, who is considered to be one of the founders of sociology, during the early 19th century. Comte held the belief that there are three clearly definable phases of the development of human reasoning: the theological, the metaphysical, and the scientific. He used the word ‘positivism’ to reflect a rigidly observed methodology in which assertions about knowledge are directly grounded on experience; it stresses factual occurrences and the reasons for different behaviours (Bogdan & Biklen, 2003).
Positivism is grounded in the opinion that the sole base for true knowledge is science. It asserts that the best framework for researching the world and its societies is by use of the techniques, procedures and methods from natural science.
b) Interpretivism
The belief by many interpretive researchers that reality is built on social frameworks is by the acceptance of an inter-subjective approach combining both epistemology and ontology using subjective experiences given by the physical world to humans. According to Willis (1995) and Walsham (1993) there are no ‘correct’ or ‘incorrect’ notions, method or route to gaining knowledge. 
The central argument against categorizing ideas such as truth, essence, foundation, unity etc is that these can be used to give legitimacy to domination on a large scale. For example its use as a strategy by Soviet Marxism. 



	
	Positivism
	Interpretivism
	Critical Realism

	Ontology
	Reality is real and apprehensible
	Multiple local and “constructed” realities
	Reality is “real” but only imperfectly and probabilistically apprehensible

	Epistemology
	Objectivist:
Findings are true
	Subjectivist:
Created findings
	Modified Objectivist:
Findings are probably true

	Common Methodologies
	Experiments/surveys:
Mostly concerned with testing of the theory and verification of hypotheses
	Hermeneutical or dialectical:
Researcher is passionate participant in the investigating world
	Case studies and convergent interviews: Triangulation, interpretation is mainly qualitative but also quantitative methods



Table 1: Showing the differences between Positivism, Interpretivism, and Critical Realism ( Guba and Lincoln, 1994) 
For this current study a positivism paradigm will be used to investigate the impact of the behavioral intentions on wearable technologies. As this approach is the most suitable for gaining observation and experiences of the research subjects. The relationship between these two facets will be closely screened by using quantitative research methods to ensure true accuracy and any relationships discovered will be evaluated and precise conclusion will be obtained.
3.3	Research philosophy
Trochim (2006) refers to two “broad methods of reasoning as the inductive and deductive approaches” (p.1).  According to him the inductive approach is used when a research study starts with explicit and ends at general for as deductive approach is completely the reverse, beginning with the wide experiences and observations and finishing with specific findings.
3.3.1	Deductive approach:
The deductive approach is based on taking hypotheses from the theories already being postulated and developing a research plan to evaluate the validity of that type of research (Wilson, 2010). The framework of the deductive approach begins with the researcher formulating the set of hypotheses using existing theories which require evaluation. These, then, are fully explored by using appropriate methodology to get the relevant results and findings.
3.3.2	Inductive approach
The other type of approach is inductive that starts with precise observations and ends with generalized conclusions to sets of comparable situations and/or conditions. As always these results need to be fully assessed, resulting in verification of some general conclusions and the rejection of others. Creswell and Plano Clark (2007) say the inductive researcher as someone who works from the “bottom-up, using the participants’ views to build broader themes and generate a theory interconnecting the themes” (p. 23).
The limitation of the inductive approach is that the researcher makes observations from which they devise and put forward varying general theories and laws. Whereas, for this research topic, existing theories will be tested and assessed. For this type of research, the researcher personal interests are not taken into consideration and must remain independent from the study. Crowther and Lancaster (2008) claim that positivist study; in general will usually follow a deductive approach. As a direct consequence of this, the research herein will take the deductive approach.
3.4        Research Methodology
Research processes are the systematic collection, analyzation and interpretation of raw data with the aim of reaching and understandable conclusion (Leedy & Ormrod,2001). They varying methods of research are the “tools of the trade”, and give clear direction on different techniques that can be used to collect, sort and analyse in order to formulate possible conclusions. The framework of the research process is outlines the objectives, collection and organization of the data, and distribution of the conclusions in accordance with existing guidelines. There are three common approaches to conducting research; namely quantitative, qualitative, and mixed methods.

3.4.1	Quantitative Research Approach 
Quantitative research appeared circa 1250 A.D. and was based on the need by researchers to quantify data. Subsequently, western culture dominantly used this method of research to produce new knowledge and understanding. The research itself is autonomous from the person conducting the study (researcher); consequently, reality can be objectively measured using data. The data which is collected will uncover meaning using objectivity when applying quantitative research approaches. 
Leedy and Ormrod (2001) purported that quantitative research is based on existing theories which results in surveys and experiments being structured and specific “The methodology of a quantitative research maintains the assumption of an empiricist paradigm” (Creswell, 2003). 
The framework of quantitative research begins with the question or problem which leads to hypotheses followed by various literature reviews and collection of data. The data will be analyzed quantitatively to produce results and conclusions. These findings, being from quantitative research can be predictive, explanatory, and confirming.  
“Quantitative researchers seek explanations and predictions that will generate to other persons and places. The intent is to establish, confirm, or validate relationships and to develop generalizations that contribute to theory” (Leedy and Ormrod, 2001, p. 102).  Creswell (2003) states, quantitative research “employ strategies of inquiry such as experimental and surveys, and collect data on predetermined instruments that yield statistical data” (p. 18).
3.4.2	Qualitative Research Approach 
 The second type of research approach can be described as a developing model happening within a natural setting which means that a wide amount of detail can be developed by the researcher as they have a large involvement in the real experiences (Creswell, 1994). Approaches involving discovery (qualitative) are often termed as holistic.
As a consequence of the involvement of the researcher within the situation being studied and the different techniques that can be used, the research strategies can undergo dramatic effects. It is the use of the participant’s viewpoint that is one identification mark of a qualitative research.
3.4.3	Mixed Methods Approach  
According to Johnson and Onwuegbuzie (2004) the last type of approach is mixed methods which is combination of both quantitative and qualitative research approaches giving an alternative approach to research where previously it was believed that  the approaches “cannot and should not be mixed” (p. 14) 
For this research the quantitative method is used because the advantages outweigh the disadvantages. 
The main advantages are that the conclusions that can be reached from quantitative research using large sample sizes can be easily made into general terms; quantitative methods enable methodical and regulated comparison to be made and also a statistical analysis more reliable and authentic. 
The limitation of this method is that the complete range of experiences and behavior or intentions cannot always be fully investigated so may remain hidden. To avoid this limitation the questionnaire will include specific detailed and relevant questions. 

3.5	Questionnaire 
Williams (2014) says “Questionnaires are used in a wide range of settings to gather information about the opinions and behaviour of individuals”. The questionnaire is an invaluable tool which is used by the researcher in order to extract the respondents’ different behaviours and intentions. The two fundamental elements to keep in the forefront of the mind while designing the questionnaire are ‘reliability’ and ‘validity’. Also the questionnaire must be easy for the respondents to read and understand so that it can be interpreted and completed with a high degree of accuracy. 
The questions in the questionnaire are carefully structured in order for the researcher to understand the behaviour and thoughts of each respondent; they are therefore given in logical sequence enabling the transition from general to specific to be conducted with ease (McLeod, 2014).
3.5.1	Type of Questionnaire
There are two types of questions that can be used within a questionnaire; close ended questions and open ended questions. Close ended questions have a discrete set of answers from which the respondent choses one whereas open ended questions encourage the respondent to write, in their own words their thoughts and opinions with any influence by the researcher or even their peers (Foddy, 1993: 127).
Close ended questions are often quicker and easy to answer, sometimes help to clarify the meaning of the question and more appropriate for the sensitive topics. It is also easier to compare and analyze the findings (McLeod, 2014). However it is more likely for a wrong answer to be marked, only simplistic answers can be given, frustration can be caused if a respondent feel their answer is not given as a choice or too many choices are given leading to confusion.
Open ended questions allow for innumerable, wide ranging and detailed answers can be given in the respondent own words. However it can be time consuming and take a great amount of though and effort, less well educated people can find them difficult and because of the nature of the answers they are almost impossible to analyze quickly. Also the number of returned questionnaire is much lower when using mainly open ended questions (Denscombe, 2014) 
For this research, Likert Scaling will be used. Barua (2013) states “A Likert scale is a psychometric scale commonly involved in research based on survey questionnaires. Here, the respondents specify their level of agreement or disagreement on a symmetric agree-disagree scale for a series of statements while responding to a particular Likert questionnaire item. The range of Likert scale captures the intensity of their feelings for a given item. However, the result of analysis of multiple items reveals a pattern that has scaled properties”. The researcher decided to use 1 to 5 scaling technique (1 being strongly disagree whereas 5 being strongly agree). Once the questionnaires completed and return the responses will be analyzed based on these ratings.
3.5.2	 Questionnaire Design
In the questionnaire, question 1 to 5 are designed as close ended questions related to personal information about each respondent namely gender, age group, marital status, make and model of current mobile phone and whether it is a smart phone.
Questions 7 and 8 are to ascertain the likelihood of each respondent to purchase an Apple watch based on the brand (Apple), and its functions, usage, benefits, pricing etc. These two questions are close ended questions; whereas question 9 is open ended to allow each respondent to fully explain and expand on their responses to the previous two questions in their own words.
An anonymous questionnaire is thought to be best instrument for collecting unbiased data, also giving anonymity to the participants of the research. A questionnaire allows the researcher to collect the responses of a large sample in a relatively short period of time and it is also a cost effective method (De Vaus 1991; Fink 1995). Whereas, on the other hand, one-to-one interviews have the tendency to make the respondent uncomfortable and possibly not answer truthfully as they are embarrassed about their current mobile phone; it can be a  lengthy process as well. (Miller 1999).
For this research a combination of both close ended and open ended questions were used in questionnaire which was distributed among the students of Karachi University, Pakistan. The questionnaires were sent via email as well as the hard copy being given to the students to complete and return. 
3.5.3	Limitations of the rejected Methods
a)	Interviews
It is essential that ethical considerations are taken in account when conducting any research project especially when dealing with the young human participants. As a result of the time taken and sensitive nature of the questions, interviews are thought of as being intrusive into the private lives of the respondents and the ethical considerations must be kept at a constant high standard. At every stage during any interview process ethical issues must be taken in consideration, consequently before any participation in interview participant should be fully informed and based on that information give them consent. This is essential step that must be taken throughout the entire time of the research. (Cohen et al, 2007)
Interviews are, by their nature, long and therefore taken up great deal of time. Hermanowicz (2002: 498) states that “while interviewing is among the most central, revealing and enjoyable methods that one can use in research, it is deceptively difficult”. 
Hammersley and Gomm (2008: 100) remind researchers that they should keep in mind that: interviewees will only disclose certain thoughts and perceptions of events that they are prepared to. These perceptions may be biased, changeable over time depending upon the situation and conditions at the time of the interview; these therefore may not truly affect constant reality. As stated “what people say in an interview will indeed be shaped, to some degree, by the questions they are asked; the conventions about what can be spoken about;…[...]…by what time they think the interviewer wants; by what they believe he/she would approve or disapprove of”.  
b)	Case Study
The case study method is often criticized because of its reliance on findings from a single case, and the difficultly in reaching any form of general conclusion (Tellis, 1997). However, the setting of appropriate parameters and objectives in the case study method is more important as postulated by Hamel et al. (1993) and Yin (1994). 
	

3.6		Piloting the Questionnaire
In order to check the format and detail of the questions contain in questionnaire it is sensible to conduct a pilot study on small sample. Depending on the findings regarding ease of use, accuracy of answers etc, the questions can be modified in order to produce more accurate and quantifiable research (Bian and Moutinho, 2011).Also by conducting a pilot study any omissions can be rectified and new thoughts, opinions, ideas and approaches can be considered, and included if thought beneficial, in order to improve the findings of the research. 
Accordingly the researcher distributed the questionnaire to 5 pre-selected participants in order the pilot study. After analysing the result obtains from the returned completed questionnaires some questions were modified in the following ways. 
· The order of the questions that are to gather personal information was amended into more logical sequence.
· Some duplicated questions were removed.
· [bookmark: _Toc493597847][bookmark: _Toc493598157][bookmark: _Toc493598230][bookmark: _Toc493598392][bookmark: _Toc493599077]As more factors influencing the customer buying behaviour had been revealed, the relevant questions were amended.
3.7	Distribution of the Research Questionnaire
The questionnaire was distributed to a sample of young students who currently use a mobile phone and have some knowledge of the Apple watch in order to gather authentic and valid data for the research.
The sample size of this research was 192; the questionnaires were handed out to the participants during the latter part of January 2018 and were collected within couple of days from distribution. 
3.8		Sampling 
3.8.1	Sampling Techniques 
According to Sandelowski (2005), the technique of sampling is one in which a researcher choses people to participate in the research reliant upon their own judgement. There are two main methods of sampling, both of which have been used in varying degrees through this study; these are purposive and random sampling methods.
Purposive sampling, also known as selective, subjective or judgmental sampling (Fox, 2013), happens when the researcher judgement is used to select the sample (a non-probabilistic sampling method).The main reason for using a purposive sample is to generate a sample that can be reasonably assumed to represent the population with interest in this field (McLeod, 2014). 
Random sampling (a probability sampling method) is defined as having the “distinguishing characteristic that each unit in the population has a known, nonzero chance of being included in the sample” 8)
As this research project is studying the impact of behavioural intentions on wearable technologies amongst younger population it naturally follows that the most effective and informative mean of sampling would be combination of both purposive and random sampling techniques. The researcher restricted the age group of the sample to those who are more likely, in their judgment, to have knowledge of the Apple watch (university students aged 16-30 years) i.e purposive sampling. Within this limited sample, participants were given equal chance of participating in the research (random sampling).
3.8.2	Study Population:
Study was done among the students of the Karachi University, Pakistan within the age group 16-30 years.
3.8.3	Sample size
When developing the study one part of the design that researcher need to consider is sample size. According to Descombe (2014), sample should be of sufficient size for the researcher to be confident that the amount of data collected will provide valid results. It is important the sample size is calculated accurately to ensure that both efficient and ethical use of the research resources, and results which are significant in clinical and statistical detail are achieved. With consideration of the time frame, financial implications in travelling to the selected location and availability of the participants and also the need for a large enough sample to give meaningful result, the number of the sample was decided to be a minimum of 80 (Pornprasertmanit et al, 2014)
The sample participant of this study comprise mainly on the young generation. For this study 260 questionnaires were distributed and 192 responses were received back from both ways of distribution. 
3.9		Validity Test
The term validity means the test accurately measures what it should ( Drost,2011). It is a means of evaluating whether the analytical sections can accurately produce results which reflect the purpose and requirement of the research. Kimberlin and Winterstein (2008) define “validity is often defined as the extent to which an instrument measures what it purports to measure. Validity requires that an instrument is reliable, but an instrument can be reliable without being valid”.  
3.10	Reliability Test
Kimberlin and Winterstein (2008) states “Reliability estimates are used to evaluate the stability of measures administered at different times to the same individuals or using the same standard or the equivalence of sets of items from the same test or of different observers scoring a behaviour or event using the same instrument”.
3.11	Limitations of the Study
The main limitation of this study was time in the preparation and piloting the questionnaire, in their collection after being completed and in the collation and analysis of the responses.
3.12	Ethical Considerations
Ethical considerations are vitally important in research. As findings have to be valid, reliable and having integrity, ethical principles (which differentiate between right and wrong, acceptable and unacceptable) must be followed stringently. In this study the researcher was fully aware of the ethical implications and, as a consequence, designed the questionnaire to be anonymous and noninvasive but yet allowing each respondent the opportunity to express their own opinions. A brief note was attached to the survey to inform the respondent of the nature and purpose of the research and stating that should he/she feel uncomfortable with any question he/she can leave the answer blank (The researcher design questionnaire to avoid such an occurrence).








Chapter Four: Quantitative Analysis and Discussion

The quantitative analysis is presented in this chapter. Before commencing with the actual quantitative analysis, the reliability and validity is assessed to ensure the research instruments are reliable as well as valid. According to Sekaran & Bougie (2012), the most common method of measuring reliability in the quantitative studies is through "Cronbach's alpha". The value below 0.7 reflects poor reliability whereas 0.7 indicate acceptable value in social science researches however 0.8 or above confirms excellent reliability (Sekaran & Bougie, 2012). Thus, cronbach's alhpa is undertaken to measure the reliability. 

4.1 Reliability Test:

	

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardized Items
	N of Items

	.752
	.751
	11


Table 2 Reliability Statistics

In the above table, it is evident that the Cronbach's alpha is 0.753, reflecting that the reliability is acceptable. In other words, the items are aligned consistently on the scale.

4.2 Explanatory Factor Analysis:

Using dimension reduction, explanatory factor analysis is measure in this study. According to Child (1990), confirmatory factor analysis and explanatory factor analysis are two most powerful techniques used by the researchers to measure the validity aspect in the research. In this study, the explanatory factor analysis is preferred on the confirmatory factor analysis as the attempt is to investigate the total variance explained by the number of items.

According to Gaskin & Happell (2014), if 6 or less than 6 items gives 60% or above results through cumulative frequency, it means that the total variance of explanatory power is acceptable. In other words, the items are valid. 



	

	Component
	Initial Eigenvalues
	Extraction Sums of Squared Loadings

	
	Total
	% of Variance
	Cumulative %
	Total
	% of Variance
	Cumulative %

	1
	3.422
	31.108
	31.108
	3.422
	31.108
	31.108

	2
	2.160
	19.640
	50.749
	2.160
	19.640
	50.749

	3
	1.104
	10.038
	60.787
	1.104
	10.038
	60.787

	4
	.957
	8.697
	69.484
	
	
	

	5
	.777
	7.067
	76.550
	
	
	

	6
	.661
	6.008
	82.559
	
	
	

	7
	.552
	5.020
	87.579
	
	
	

	8
	.518
	4.705
	92.284
	
	
	

	9
	.428
	3.891
	96.175
	
	
	

	10
	.263
	2.391
	98.566
	
	
	

	11
	.158
	1.434
	100.000
	
	
	

	Table 3: Total Variance Explained
Extraction Method: Principal Component Analysis.



Using the dimension reduction, it is evident that the 3 items of the scale explains the 60% of total variance. In other words, the explanatory power is high. Thus, this confirms that the research items are valid.
4.3 Normality Test:
In order to determine if the parametric or non-parametric test should be considered in the research to further investigate the research variables, most commonly researchers measure the normality assumption. Interestingly, Shapiro-Wilk test is most common in the social science researches (Haque & Aston, 2016). Thus, the null hypothesis is assumed that data is not normally distributed. The null hypothesis for measuring normality is as following:
H0 (null hypothesis): The data is not normally distributed
	

	
	Kolmogorov-Smirnova
	Shapiro-Wilk

	
	Statistic
	df
	Sig.
	Statistic
	df
	Sig.

	a) Item 1
	.280
	192
	.329
	.820
	192
	.384

	Table 4: Tests of Normality
a. Lilliefors Significance Correction



The above table reflects that Shapiro-Wilk test incurred value is statistically insignificant therefore the null hypothesis is rejected (=0.84 > 0.05, p > α, Table 4). In other words, the data is normally distributed because the significance value is greater than the alpha value. Additionally, the descriptive table and Q-Q plots were also considered. The Skewness and kurtosis were divided by their respective standard errors and the incurred value was well within the defined parameter (1.96), reflecting that the data is normally distributed. Moreover, the observed values were close to the line in the Q-Q plots, further confirming that data was normally distributed (See Appendix 2). Since data is evident to be normally distributed therefore the parametric test are considered to further examine the correlation but before that it is essential to examine the proportion of the demographic variables in this study.
4.4 Descriptive Statistics:
The descriptive statistics was carried out to explain the proportion of the demographic variables considered in this research. Gender, Age, and Marital Status were separately demonstrated but explained together. 
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Figure 7:  Gender representations in this study
	Table 5 Gender

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Female
	92
	47.9
	47.9
	47.9

	
	Male
	100
	52.1
	52.1
	100.0

	
	Total
	192
	100.0
	100.0
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Figure 8: Age representations in this study

	Table 6 Age

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	16 to 24
	87
	45.3
	45.3
	45.3

	
	25 to 30
	105
	54.7
	54.7
	100.0

	
	Total
	192
	100.0
	100.0
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Figure 9: Marital Status representations in this study

	Table 7 Marital Status

	
	Frequency
	Percent
	Valid Percent
	Cumulative Percent

	Valid
	Married
	94
	49.0
	49.0
	49.0

	
	Unmarried
	98
	51.0
	51.0
	100.0

	
	Total
	192
	100.0
	100.0
	


In the present study, majority of the respondents are male (52.1%) in the age bracket between (25-to-30) (54.7%) and the higher respondents have unmarried marital status (51%). Now the next step is to examine the correlation between variables.

15

4.5 Correlation:
The correlation test is carried out to measure the strength and the nature of relationship between the variables.

	

	
	Innovativeness
	Competitive Edge
	Experiencing New Technology
	Viewing Cost Benefit Analysis
	Brand Image
	Status Symbol
	Future Intentions
	Advertisement
	Ease of Use

	Innovativeness
	Pearson Correlation
	1
	.993**
	.649
	-.102
	.582
	.662
	.632**
	.124
	.303**

	
	Sig. (1-tailed)
	
	.003
	.020
	.080
	.003
	.002
	.001
	.043
	.000

	
	N
	192
	192
	192
	192
	192
	192
	192
	192
	192

	Competitive Edge
	Pearson Correlation
	.993**
	1
	.277**
	-.055
	.140
	.175**
	.307**
	.247**
	.763**

	
	Sig. (1-tailed)
	.003
	
	.000
	.223
	.026
	.008
	.000
	.000
	.000

	
	N
	192
	192
	192
	192
	192
	192
	192
	192
	192

	Experiencing New Technology
	Pearson Correlation
	.649
	.277**
	1
	.373**
	.604**
	.517**
	.335**
	-.063
	.195**

	
	Sig. (1-tailed)
	.020
	.000
	
	.000
	.000
	.000
	.000
	.191
	.003

	
	N
	192
	192
	192
	192
	192
	192
	192
	192
	192

	Viewing Cost Benefit Analysis
	Pearson Correlation
	-.102
	-.055
	.373**
	1
	.382**
	.341**
	.175**
	.151
	-.016

	
	Sig. (1-tailed)
	.080
	.223
	.000
	
	.000
	.000
	.008
	.019
	.412

	
	N
	192
	192
	192
	192
	192
	192
	192
	192
	192

	Brand Image
	Pearson Correlation
	.582
	.140
	.604**
	.382**
	1
	.670**
	.287**
	-.088
	.200**

	
	Sig. (1-tailed)
	.003
	.026
	.000
	.000
	
	.000
	.000
	.112
	.003

	
	N
	192
	192
	192
	192
	192
	192
	192
	192
	192

	Status Symbol
	Pearson Correlation
	.662
	.175**
	.517**
	.341**
	.670**
	1
	.393**
	.083
	.137

	
	Sig. (1-tailed)
	.002
	.008
	.000
	.000
	.000
	
	.000
	.125
	.029

	
	N
	192
	192
	192
	192
	192
	192
	192
	192
	192

	Future Intentions
	Pearson Correlation
	.632**
	.307**
	.335**
	.175**
	.287**
	.393**
	1
	.024
	.209**

	
	Sig. (1-tailed)
	.001
	.000
	.000
	.008
	.000
	.000
	
	.369
	.002

	
	N
	192
	192
	192
	192
	192
	192
	192
	192
	192

	Advertisement
	Pearson Correlation
	.124
	.247**
	-.063
	.151
	-.088
	.083
	.024
	1
	-.321**

	
	Sig. (1-tailed)
	.043
	.000
	.191
	.019
	.112
	.125
	.369
	
	.000

	
	N
	192
	192
	192
	192
	192
	192
	192
	192
	192

	Ease of Use
	Pearson Correlation
	.303**
	.763**
	.195**
	-.016
	.200**
	.137
	.209**
	-.321**
	1

	
	Sig. (1-tailed)
	.000
	.000
	.003
	.412
	.003
	.029
	.002
	.000
	

	
	N
	192
	192
	192
	192
	192
	192
	192
	192
	192

	**. Correlation is significant at the 0.05 level (1-tailed).
Table 8: Correlations




The Pearson Correlation is preferred over the Spearman as this is the parametric test. The correlations between the variables were examined and results showed that innovativeness has statistically significant correlation with the competitive advantage because there is strong positive linear upward linkage and the significance value is statistically highly significant (r=.993; .003 < 0.05, p < α, Table 8). Thus, this confirms that the innovativeness of the Apple has given it certain competitive edge over its rivals in the Smartphone market. Additionally, the customers' behavioural intentions were measure with the wearable technology and results showed that experiencing new technology is positive moderately interlinked with the innovativeness (r=.649; .020 < 0.05, p < α, Table 8). There is upward slope and the linkage is statistically significant. Hence, the customers buy the Apple product because it is easier to use. Thus, this study support the earlier work of Moon & Sungkap Cho (2015) while contradicts the work of Chuang (2016). Similarly, the behavioural intentions have weak positive correlation with the competitive edge but the relationship is statistically significant (r=.277; .000 < 0.05, p < α, Table 8). Hence, it is attributed that wearable technologies are considered by the youth because of the new technologies. Therefore, this study supports the work of Moon & Sungkap Cho (2015) while contradict the findings of Gao & Luo (2015). Moreover, the correlation of the viewing the benefits before buying the Apple product is evident to have a negative weak correlation with the wearable technologies (innovativeness r=-.102; and competitive edge r=-.055) and the relationship is evident to be statistically non-significant (=.080 > 0.05, p < α; =.233 > 0.05, p < α, Table 4.7). Therefore, this study opposes the work of Gao & Luo (2015).
Interestingly, the brand image has a small to moderate positive linear relationship with the innovativeness and competitive edge (r=582 and r=.140). Additionally, the correlation between them are statistically significant (=.003 < 0.05, p < α; .036 < 0.05, p < α; Table 4.7). Hence, this study supports the work of Yildirim & Ali-Eldin (2018) while opposes the study of Chuang (2016). Moreover, the Status symbol is also evident to that the strength and nature of small to moderate positive linear (r=.662 and r=.175) and the relationship is evident to be statistically significant (=.001 < 0.05, p < α; and =.008 < 0.05, p < α; Table 8). Hence, this indicates that the status symbol has a role in preferring the wearable technologies. Thus, the findings are consistent with the work of Yildirim & Ali-Eldin (2018).
In addition to that, the future buying intentions, advertisement, and ease of used are evident to have positive small to moderate correlation with the innovativeness (r=.632, r=.124, and r=.303) and competitive edge (r=.307, r=.247, and r=.763). Hence, there is upward slope reflecting positive linear relationship. Moreover, the relationship is also statistically significant as innovativeness interlined with future intentions (=.001 < 0.05, p < α), advertisement (=.043 < 0.05, p < α), and ease of use (=.000 < 0.05, p < α; Table 4.7). Similarly, the competitive edge has been found to have statistically significant relation with all three components of the behavioural intentions (=.000 < 0.05, p < α; =.000 < 0.05, p < α; =.000 < 0.05, p < α; Table 8). Therefore, this study to some extent supports the work of Moon & Sungkap Cho (2015).

4.6 Multiple Regression:
The considered components of the behavioural intentions are the predictors to measure the impact on the wearable technologies. 

	

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.434a
	.419
	.416
	1.1383

	Table 9: Model Summaryb
a. Experiencing New Technology, Viewing Cost Benefit Analysis, Brand Image, Status Symbol, Future Intentions, Advertisement, Ease of Use

	b. Dependent Variable: Innovativeness


The above table reflects the regression proportion. Since, the predictors does not change thus R2 is considered for explaining the variation. In the model, R2=.419, reflecting 41.9% variations in the Innovativeness is explained by the variations in the all considered predictors (Table 9). Since, the 40% above is considered good thus, the model is acceptable.
	

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	55.286
	7
	7.898
	6.095
	.000b

	
	Residual
	238.417
	184
	1.296
	
	

	
	Total
	293.703
	191
	
	
	

	Table 10: ANOVAa
a. Dependent Variable: Innovativeness

	b. Experiencing New Technology, Viewing Cost Benefit Analysis, Brand Image, Status Symbol, Future Intentions, Advertisement, Ease of Use


The table above indicates that sig value is less than alpha (=.000 < 0.05, p < α; Table 10) hence the model is good fit for the data and the explanatory power is acceptable in this study. 

	

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	3.661
	.489
	
	7.488
	.000

	
	Experiencing New Technology
	.229
	.085
	.213
	2.694
	.000

	
	Viewing Cost Benefit Analysis
	-.135
	.079
	-.128
	-1.705
	.090

	
	Brand Image
	.221
	.090
	.211
	2.443
	.000

	
	Status Symbol
	.293
	.098
	.286
	2.983
	.003

	
	Future Intentions
	.247
	.080
	.230
	3.089
	.002

	
	Advertisement
	.238
	.080
	.234
	2.875
	.001

	
	Ease of Use
	-.252
	.070
	-.264
	-3.620
	.000

	Table 11: Coefficientsa
a. Dependent Variable: Innovativeness



The multiple regressions were measured through considering the components of the behavioural intentions on the wearable technologies. Results showed that apart from "viewing cost and benefit analysis", all other predictors are statistically significant in affecting the wearable technologies' innovativeness because all other predictors are less than 0.05, reflecting statistical significance whereas only cost benefit analysis is non-significant (Table 4.11). Further detailed analysis revealed that the experiencing of new technology is statistically significant and the increase of a single unit in the standard deviation leads to experiencing new technology positively affecting innovativeness by 0.229. Moreover, the t-value is above 1.96, reflecting that the impact is highly significant. Thus, this study supports Moon & Sungkap Cho (2015), and Ghao & Lou (2015).
Brand image is evident to statistically significantly affect the innovativeness (=.000 < 0.05, p < α; Table 11). Furthermore, the t-value is above 1.96 and the displacement of 1 unit in the standard deviation creates brand image to positively affect the innovativeness by 0.221. Therefore this study is aligned with the work of Moon & Sungkap Cho (2015). In addition to that, status symbol, future intentions, and advertisement are also evident to have a statistically significant impact on the innovativeness (=.003 < 0.05, p < α; =.002 < 0.05, p < α; =.001 < 0.05, p < α; Table 11). Therefore, the evidences confirmed that all the attributes of the behavioural intentions affect the innovativeness in a significant manner. Moreover, the positive impact ranging from 0.238 to 0.293 are established to be created by the predictors on the innovativeness (wearable technologies) with the increase of one unit in the standard deviation. Hence, this study is aligned to some extent with the work of Yildirim & Ali-Eldin (2018).
Lastly, the ease of use is evident to have statistically significant impact on the innovativeness (=.0000 < 0.05, p < α; Table 11). However, there is negative impact evident, which means that increase of 1 standard deviation creates negative impact of 0.252 on the innovativeness through ease of use. Hence, this study differs with the work of Chuang (2015). 

	

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.799a
	.638
	.624
	.7630

	Table 12: Model Summaryb
a. Predictors: (Constant), Experiencing New Technology, Viewing Cost Benefit Analysis, Brand Image, Status Symbol, Future Intentions, Advertisement, Ease of Use

	b. Dependent Variable: Competitive Edge


The R2=0.638, which reflects 63.8% variations in the competitive edge is explained by the variations in the predictors. This also means that the model is acceptable because higher number of variations is explained by the considered predictors (Table 12)
	

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	188.869
	7
	26.981
	46.341
	.000b

	
	Residual
	107.131
	184
	.582
	
	

	
	Total
	296.000
	191
	
	
	

	Table 13: ANOVAa
a. Dependent Variable: Competitive Edge

	b. Predictors: (Constant), Experiencing New Technology, Viewing Cost Benefit Analysis, Brand Image, Status Symbol, Future Intentions, Advertisement, Ease of Use



Table 13 reflects that the significance value is less than alpha and the 46.34% is the explanatory power of the model. This indicates that the model is good fit for the data. 

	

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	T
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.073
	.328
	
	.222
	.825

	
	Experiencing New Technology
	.190
	.057
	.195
	3.316
	.001

	
	Viewing Cost Benefit Analysis
	-.102
	.053
	-.096
	-1.917
	.757

	
	Brand Image
	.155
	.060
	.173
	2.576
	.011

	
	Status Symbol
	.178
	.066
	.176
	2.697
	.002

	
	Future Intentions
	.140
	.054
	.130
	2.611
	.010

	
	Advertisement
	.217
	.054
	.216
	4.019
	.000

	
	Ease of Use
	.686
	.047
	.716
	14.706
	.000

	Table 14: Coefficientsa
a. Dependent Variable: Competitive Edge



The above tables confirmed that apart from the "viewing cost benefit analysis" all other predictors are statistically significant in determining the competitive edge. In other words, the wearable technologies are affected by experiencing new technology, brand image, status symbol, future intentions, advertisement, and ease of use. Detailed analysis revealed that experiencing new technology (behavioural intention) has a statistically significant impact on the competitive edge (=.001 < 0.05, p < α; Table 4.13). Moreover, the impact is positive 0.190 due to increase in the standard deviation by 1. Viewing cost benefit analysis is the only behavioural intentions that does not explain the impact on the wearable technologies (=.757 > 0.05, p > α; Table 14). Thus, this study contradicts the work of Ghao & Lau (2015). Moreover, the analysis revealed that brand image, status symbol, future intentions, advertisement, and ease of use have statistically significant impact on the competitive edge (=.011 < 0.05, p < α; =.002 < 0.05, =.010 < 0.05, p < α; =.000 < 0.05, p < α; =.000 < 0.05, p < α; Table 4.13). Moreover, the impacts of these predictors are evident to range from 0.240 to 0.686 when there is increase in the standard deviation by 1 unit. Nevertheless, this study supports the work of Moon & Sungkap Cho (2015) to large extent. Additionally, this study confirmed that apart from the "viewing of cost benefit analysis", all other components of the behavioural intentions have statistically significant impact on the wearable technologies (innovativeness and competitive edge).

4.7 Chi Square Test:
The Chi-Square test is used In order to measure the adaption of the wearable technologies in the certain age bracket. 

	

	
	Innovativeness
	Total

	
	1.0
	2.0
	3.0
	4.0
	5.0
	

	Age
	16 to 24
	Count
	27
	24
	22
	13
	1
	87

	
	
	% within 7a) found to be really an innovative
	45.0%
	48.0%
	55.0%
	41.9%
	9.1%
	45.3%

	
	25 to 30
	Count
	33
	26
	18
	18
	10
	105

	
	
	% within 7a) found to be really an innovative
	55.0%
	52.0%
	45.0%
	58.1%
	90.9%
	54.7%

	Total
	Count
	60
	50
	40
	31
	11
	192

	
	% within 7a) found to be really an innovative
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%


Table 15: Crosstab
	


	
	Value
	df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	7.630a
	4
	.106

	Likelihood Ratio
	8.749
	4
	.068

	N of Valid Cases
	192
	
	

	Table 16: Chi-Square Tests
a. 1 cells (10.0%) have expected count less than 5. The minimum expected count is 4.98.



	

	
	Value
	Approx. Sig.

	Nominal by Nominal
	Phi
	.199
	.106

	
	Cramer's V
	.199
	.106

	N of Valid Cases
	192
	


Table 17: Symmetric Measures
The Pallant (2014) strategy is adopted to measure the variation within age brackets towards the adaption of the technology. Considering the age brackets, it is evident that the customers between 25-30 age brackets have higher preference for the innovativeness (54.7% against 45.3%). Since, the chi-square test revealed that 10.0% cell has less than 5 counts therefore Pearson Chi-Square is considered to measure the significance and results showed that the value is non-significant thus it reflects that innovativeness is not the major concern for the different age brackets. In other words, there is no significant variation in the contrasting age customers to have higher or less preference for the innovativeness feature of the wearable technologies (=.106 > 0.05, p > α; Table 16). Cramer's V is considered because the number of rows and columns are not equal. The value is =.199, reflecting small effect of the contrasting age in the adaption of the wearable technologies, considering innovativeness (Table 17).

	

	
	Substantial Additional Benefits
	Total

	
	1.0
	2.0
	3.0
	4.0
	5.0
	

	Age
	16 to 24
	Count
	6
	15
	10
	30
	26
	87

	
	
	% within b) able to provide substantial additional benefits over smart phone
	60.0%
	65.2%
	35.7%
	51.7%
	38.2%
	45.3%

	
	25 to 30
	Count
	4
	8
	18
	28
	42
	105

	
	
	% within b) able to provide substantial additional benefits over smart phone
	40.0%
	34.8%
	64.3%
	49.3%
	61.8%
	54.7%

	Total
	Count
	10
	23
	28
	58
	68
	192

	
	% within b) able to provide substantial additional benefits over smart phone
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%
	100.0%


Table 18: Crosstab

	

	
	Value
	df
	Asymp. Sig. (2-sided)

	Pearson Chi-Square
	5.092a
	4
	.002

	Likelihood Ratio
	5.115
	4
	.002

	N of Valid Cases
	192
	
	

	Table 19:Chi-Square Tests 
a. 0 cells (0.0%) have expected count less than 5. The minimum expected count is 5.44.



	

	
	Value
	Approx. Sig.

	Nominal by Nominal
	Phi
	.623
	.002

	
	Cramer's V
	.613
	.002

	N of Valid Cases
	192
	


Table 20: Symmetric Measures
Interestingly, the results showed that although the contrasting age bracket has a similar stance regarding the adaption of the product. Following Pallant (2014) argument the Chi-square table is read and the 0.0% has expected less than 5 counts thus Pearson Chi-Square values are considered to measure the significance. Results showed that the value is statistically significant (=.002 < 0.05, p < α; Table 20). This indicates that the degree of the behavioural intentions among the age bracket of 16 to 24 and 25 to 30 significantly differs. Moreover, the customers within the age bracket (25-to-30) have higher adaption intentions due to substantial benefit of the produce over other rivals. In other words, people in 25 to 30 age view the substantial benefit of the product in order to adapt it. This is a new finding as previous researches have not explored this aspect. Moreover, the Cramer's V value is =.613, reflecting that the effect is positive moderate. Hence, this confirms that the degree of variation for the adaption of wearable technologies vary for the age brackets. 

4.8 Funnel Approach:
By adapting the Haque & Aston (2016) funnel approach, the further variations are explored in the data. 


The analysis revealed that majority of the respondents would not consider the Apple watch because it is highly expensive. They would not wait for the competitor to produce something similar but wait for the prices to reduce, if possible. Nevertheless, it is highly unlikely that the prices would fall as the brand has strong policy of maintaining the standards with quality price. 


Moreover, the analysis revealed that people in the age bracket between 16 to 24 found it too expensive to consider whereas the ratio is higher for the latter age bracket too but as the same time the proportion to wait for the competitor to develop similar product is higher too. Nevertheless, overall the study confirms that the reason for not considering Apple watch is likely due to its higher prices. 


CHAPTER 5: CONCLUSION AND RECOMMENDATIONS
5.1	Conclusion 
The behavioural intentions are statistically significant in affecting the wearable technologies. However, only one component "viewing cost benefit analysis" is found to have non-significant impact but all other behavioural intentions have statistically significant impact on the innovativeness and competitive edge of the wearable technologies. Moreover, the study found that the degree of variation differs for the sustainable advantage but not for the innovativeness. Furthermore, the customers within the age bracket of 25-to-30 have higher adaption due to substantial benefits. Lastly, the variations showed that the most probable reason for not considering the Apple watch is because it is too expensive. 

Wearable technologies are quite popular among the young consumers. These technologies are easy to use, change the life style of the user. Many sectors are getting benefitted from the wearable technologies such as health, business etc. The people who are suffering from asthma or want to keep fit are significantly and frequently using the wearable technology. 
This research gives an idea that how much the Apple watch is popular among the young generation of Pakistan. This study also deal with the impact of intentional behaviour on the wearable technology (apple watch)

 5.2	Recommendations
	The younger generation have more access to technology related products. Most probably the Pakistani males are more motivated towards technology rather than females. But now a days there is a vast change in their attitude. Instead of spending for their fashion products female tend to concentrate in technology also. The generation born after 1990, the age group between 16 to 25 had been introduced to the new technology. It is noted that in Pakistani society young females will be getting access to the latest technology and their later ages than compared to males.
	Taking into consideration about the female respondents (74%) it is noted that females get access to technology related products after their marriage. Instead of targeting unmarried females, if Apple company targets the married females their sale will increase. Moreover they might respond to the market communication through behaviourial intentions. 
	Most of the people in developing country like Pakistan have mobile. But the usage of Apple phones is less compare to other brands.  Apple stands at 24% which may imply that Samsung and other brands have 76% share. In this only 24% of the population show intentions to buy Apple Watch. Among the respondents 69% of them have smart phone and rest are still using old handset technology. It may be possible that Pakistani youth have smart phone of some other companies. If noted, every fourth Pakistani youth is a likely to be a buyer of Apple technology. 16% of the Pakistani youth are likely to use this technology due to hedonic motivation. But 84% of Pakistani youth will evaluate and analyze before buying intentions for Apple watch. 
In a nut shell the recommendations can be outlined as follows:
· 16% of Pakistani youth is likely to adopt the Apple watch based on their hedonic motivation.
· 84% of the people do not fall in early majority for giving preference to Apple watch. 
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Appendix 1
Questionnaire

The purpose of the study is to gain knowledge about some of the motivations that may influence adoption of Apple Watch by Pakistani youth. This research is conducted as a part of a thesis of MBA student of University of Wales Trinity Saint David (UWTSD). It is an academic study with an assurance of data confidentiality and collected information once analyzed will be destroyed. I will appreciate if you leave some comments or suggestions.
Thank you for your cooperation.

	Please, tick one option against question 1 to 5

	
	 
	 
	 

	1
	Sex
	Male
	Female

	
	
	
	

	2
	Age group
	16 to 24
	25 to 30

	
	
	
	

	3
	Marital Status
	Unmarried
	Married

	
	
	
	

	4
	Do you have mobile phone?
	Yes 
	No

	
	
	
	

	5
	Do you have smart phone?
	Yes
	No



6. If you do not have a smart phone, why not? ……………………………………………………………………………………………………………………………………………………………………………………………………
Question 6
	Please answer the following options on a scale of 1-5, where 1 is strongly disagree and 5 is strongly agree.



	I will be motivated to go for Apple watch:
	1
	2
	3
	4
	5

	1. to experience new technology
	 
	 
	 
	 
	 

	1. after evaluating the benefits it can provide
	 
	 
	 
	 
	 

	1. because I like the brand 
	
	
	
	
	

	1. It is a  status symbol
	
	
	
	
	

	1. I intend to use wearable technology in future
	
	
	
	
	

	1. Product ads influence me to use Apple watch
	
	
	
	
	

	1. Apple watch is easy to use
	
	
	
	
	



Question 7
	Please, rate the following depicting the most likely reason for adoption of Apple watch. Please answer the following options on a scale of 1-5, where 1 is strongly disagree and 5 is strongly agree.

	I will adopt Apple watch if it is:
	1
	2
	3
	4
	5

	1. found to be really an innovative
	 
	 
	 
	 
	 

	1. able to provide substantial additional benefits over smart phone 
	 
	 
	 
	 
	 

	Why would you not consider an Apple watch?
	
	
	
	
	

	1. Too expensive
	
	
	
	
	

	1. Wait for the competitor to develop something similar
	
	
	
	
	



 Do you have any other comments about Apple watch?
…………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………








Reason for not Considering Apple Watch
Too expensive	Wait for the competitor to develop something similar	105	87	Contrasting Responses
16 to 24	Too expensive	Wait for the competitor to develop something similar	67	20	25 to 30	Too expensive	Wait for the competitor to develop something similar	60	45	image3.png
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