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Abstract

This study examines how attitudes toward smartwatches and their consequences for behavioral intention to use are influenced
by perceived utility, perceived ease of use, and subcultural appeal. Researchers will employ a descriptive research design
type of study. Questionnaires were distributed to collect data using convenience and non-probability sampling. This study's
population consists of smartwatch wearers. In this study, convenience sampling is combined with a non-probability sampling
strategy. The structural equation model method will be used to examine the data in this study. Several conclusions were
drawn from this study's data processing and analysis results. First, their mobility positively impacts the perceived ease of use
of smartwatches. Perceived usefulness is positively affected by perceived simplicity of usage. Third, attitudes regarding
smartwatches are positively impacted by perceived utility. Fourth, perceptions regarding smartwatches are positively affected
by subcultural appeal. Fifth, behavioral intention to use is positively impacted by perceived usefulness, meaning that
consumers are more likely to continue using a smartwatch if they believe it to be beneficial. Lastly, a user's attitude about
their wristwatch positively impacts their behavioral intention to use it. This means that the more positively a user feels about
their smartwatch, the more likely they will use it going forward.
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1. Introduction

Technology in our day and age has dramatically improved society anywhere it is used. An increasingly
interconnected and cohesive world is a consequence of globalization, as evidenced by rising trade and cross-
cultural interactions. As a result, geographical barriers separating different regions and even nations vanish,
allowing people to integrate into a larger global civilization [1]. In the areas of mobility and communication,
where people can swiftly and readily go to far-off locations, globalization also has an impact. Intercultural
assimilation and acculturation, which influence and interact with cultures, are also brought about by this process
[2]. One of the main features of globalization is the rise in the production of goods and services, which leads to a
bigger and more open global market. The development of the internet is one glaring example of this
globalization process [3][4]. There are already 5 billion internet users worldwide, making the internet one of the
necessities of modern life. This increase in internet users shows the rapid and widespread adoption of
information and communication technology [5]. However, there are still challenges related to internet
accessibility and inclusivity in several regions, which are a focus for continuous improvement in this era of
globalization [6][7].

In this modern era, people are increasingly connected to the internet via various devices, such as computers,
laptops, tablets, and smartphones. Smartphone use has become prevalent, with over 3 billion users worldwide
[8]. Smartphones are used for communication and as a tool to access the internet and various other digital
services. Technological developments have created a new market for wearable device products, such as
smartwatches [9][10]. Smartwatches allow users to stay connected to digital Information and services without a
bulky device [11]. The success of smartwatches reflects the trend that technology is increasingly moving towards
mobility and ease of use [12]. The technology market continues to develop rapidly, with companies continuing to
compete to create innovative products that meet modern needs and lifestyles [13]. With various device options
that can access the internet, people can more easily connect with digital Information and services anywhere and
at any time [14]. This shows that technology continues to be an integral part of the daily lives of modern society
[15].
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The smartwatch trend is predicted to increase rapidly, driven by increasing consumer interest and continuously
developing technological innovation [16]. Global sales, estimated to reach 40 million units by the end of the
year, show the enormous market potential for smartwatches [17]. This phenomenon encourages researchers to
investigate how consumer perceptions influence their attitudes toward smartwatch adoption and use [18][19].
Consumer perceptions of mobility factors, such as the ease of use of smartwatches in various locations, are seen
as important factors influencing consumer perceptions of the ease of use of this device [20]. Psychological
aspects and subcultural attractions are also believed to shape consumer attitudes toward using smartwatches [21].
Consumer attitudes formed from their perceptions and subcultural appeal factors will impact consumers' desire to
continue using smartwatches in the future [22]. Therefore, for businesses to predict market trends and create
successful marketing strategies for smartwatch products, they must be thoroughly aware of the elements that
shape customer attitudes and perceptions regarding smartwatches [23].

With the increasingly dynamic nature of people's lives and the rapid development of technology, experts believe
that smartwatches will become one of the primary devices in the future [24]. This study aims to determine if one
of the market leaders in the technology industry has a strong reputation for customer loyalty. However, its
smartwatch products experienced a decline in global market share from 70% to 60% in 2021 despite having a
high customer satisfaction level of 80% [25]. In 2021, around 220 million units were sold, but smartwatch sales
only reached 2 million in the first quarter [26][27]. This shows that although smartwatches have become a
significant concern in the technology industry, they have not yet reached the expected sales levels [28]. This data
is the basis for the author to make smartwatches the object of research, with the aim of better understanding the
factors that influence consumers' adoption and use of smartwatches. With a deeper understanding of consumer
preferences and needs, it is hoped that the smartwatch industry can develop more effective marketing strategies
to increase sales and market share of smartwatches.

2. Research Methods

Research design is a framework for conducting research or a research project. The researcher used the
descriptive research design type, namely the survey method. This research's main aim is to describe something. It
is usually based on a function of market characteristics with a cross-sectional design, which means this research
is carried out only once. The results only represent the research's situation [29]. The survey method is
implemented by distributing questionnaires to respondents, where respondents answer the questions given by
giving a score between 1 and 5 on a Likert scale. Questionnaires were distributed to collect data using the
convenience sampling approach in conjunction with non-probability sampling [30]. This study's population
consists of smartwatch wearers. In this study, convenience sampling is combined with a non-probability
sampling strategy. Factor analysis uses fewer indicators to describe data more effectively [31]. Factor analysis
determines whether an indicator can reflect a latent variable and whether a correlation exists between them. The
validity and reliability of the processed data can also be evaluated by factor analysis. In addition, it is possible to
determine if the indicators of each variable represent a single entity or differing perspectives through factor
analysis techniques. The structural equation model method will be used to examine the data in this study. The
software used is Amos to carry out validity, reliability, and research hypothesis tests.

3. Results and Discussion

According to the research's hypothesis testing results, perceived ease of use is positively impacted by mobility.
This suggests that the versatility of the smartwatch—using it for anything from long travels to work and study to
outdoor activities—makes using it easier and more functional. When using the smartwatch, users don't feel like
they have to exert extra effort, which could improve their opinion of its simplicity. This result is consistent with
earlier studies' findings, which indicate that users' perceptions of the ease of use of technology are significantly
shaped by their mobility. Studies on mobile learning, LTE services, social network games, mobile cloud
computing, and other technologies have also observed this pattern, confirming that user impressions of
technology are influenced by mobility and simplicity of use. As a result, the study's findings significantly
advance our knowledge of how consumers' impressions of technology, mainly smartwatches, are influenced by
mobility. This understanding can be the basis for developing technology that is more effective and appropriate to
user needs in the future.

The findings of this study's hypothesis testing demonstrate that smartwatches' perceived utility is positively
impacted by their perceived ease of use. In this instance, it represents how user-friendly people find the
smartwatch, whereas PU represents how helpful they think it is for their daily lives. This phenomenon
demonstrates that users are more likely to think well of and benefit from their smartwatch when its features and
usage instructions are simple to grasp. This result is consistent with other studies demonstrating how consumers'
views of a technology or service's benefits are influenced by its simplicity. In this instance, the user's opinion of
the smartwatch's usability is greatly influenced by its simplicity. It follows that by emphasizing user-friendly
designs and clear usage instructions, businesses may boost the acceptance and usage of smartwatches.
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Companies can create more successful marketing campaigns and grow their market share in the smartwatch
space in the future by knowing how users view the devices. The success of technology goods in an era where
technology is constantly evolving depends on understanding the elements that affect users' perceptions.

The study's hypothesis testing results show that attitudes about smartwatches are positively impacted by
perceived utility. This is based on the fact that smartwatches provide a range of capabilities that enable users to
perform various daily tasks, such as checking alerts and keeping track of their health and fitness, which gives
consumers the impression that the watch is helpful. Because of this, people generally see smartwatches favorably
and even find them entertaining and engaging. This result aligns with earlier studies that demonstrate that a high
degree of perceived utility can form a favorable opinion of a technology or product. In the context of technology,
this finding is also supported by previous research, which shows that when a technology is considered valuable,
users will have a positive and supportive attitude toward the technology. By understanding how perceived
usefulness influences users' attitudes towards smartwatches, companies can develop more effective marketing
strategies to increase the adoption and use of smartwatches in the market. This provides valuable insights for
product development and marketing that can improve the appeal and benefits of smartwatches for consumers.
The results of hypothesis testing in this study reveal that subcultural appeal positively influences attitudes toward
smartwatches. The attractive designs and strap variations offered by smartwatches, such as rubber, nylon,
aluminum, and premium leather, provide added value for users in terms of style and class. Smartwatches are seen
as stylish and classy products, so their use can improve the user's appearance with a more fashionable and
attractive style. This finding is in line with previous research, which shows that individuals tend to look for ways
to look cool, follow trends, and own stylish items to fulfill their need to appear unique and positively influence
their behavior. In this context, companies can consider continuing to develop smartwatches with more attractive
designs and various strap variations to attract the interest of increasingly diverse consumers. Marketing strategies
that emphasize the uniqueness and style offered by smartwatches can also help increase consumers' positive
attitudes toward these products. Companies can develop products that better suit market tastes by understanding
consumer preferences and needs regarding design and style. This shows that design and aesthetics influence
consumer attitudes and preferences toward smartwatches.

The findings of this study's hypothesis testing indicate that behavioral intention to use is positively impacted by
perceived usefulness. This demonstrates that consumers are more likely to keep using a smartwatch in the future
when they believe it to be precious and beneficial. This phenomenon can be explained by smartwatches' more
excellent innovative features over traditional timepieces, such as the capacity to view notifications and track
fitness and health. This result is consistent with earlier studies that demonstrate perceived utility plays a
significant role in influencing behavioral intention to use. The likelihood of people using a product or service
consistently increases when they perceive it to be beneficial. With this understanding, companies can develop
more effective marketing strategies by considering the most valuable features that provide added value to users.
Focusing on increasing the perceived usefulness of a smartwatch can help improve users' intentions to use a
smartwatch in the future. This shows that perceived usefulness is a significant factor in influencing users'
intentions to use a smartwatch and must be a primary concern in developing and marketing smartwatch products.
The study's hypothesis testing results demonstrate that behavioral intention to use smartwatches is positively
influenced by one's attitude about them. This illustrates how consumers' intentions to utilize smartwatches in the
future might be positively influenced by their attitude toward them. This result is consistent with earlier studies
that demonstrate the significant influence of attitude on the behavior and intentions of consumers. A person is
more likely to actively use a product or service with a positive attitude toward it. In the context of smartwatches,
this result can be explained by the excellent attitude towards smartwatches shown by users, so that they do not
even intend to use other brands of smartwatches. This demonstrates that users strongly prefer a particular
smartwatch due to their favorable opinion of the product. Thus, understanding users' attitudes towards
smartwatches can help companies develop more effective marketing strategies, focusing on strengthening users'
positive attitudes towards their products.

Based on the respondents’ assessment results, the smartwatch's mobility factor is considered to be quite good for
each indicator. However, companies can improve this mobility factor to increase perceived ease of use and
maximize it. The indicator that has the lowest mean, namely the indicator, which says "I can wear a smartwatch
while traveling long distances,"” is the main priority for improvement. Going to a distant place is associated with
several limitations that users may experience, one related to the charging process. Therefore, improving this
indicator can be done with several strategies: First, increase the smartwatch's battery life so that it can last more
than 18 hours when used under normal conditions. This can be an advantage for users who travel long distances
and don't have easy access to charging. Second, consider changing marketing messages related to battery life.
Emphasizing that the smartwatch can be used throughout the day without needing to be charged could be an
attractive added value for consumers who frequently travel long distances. Third, making the smartwatch battery
replaceable can also be a good solution. In this way, users can easily replace a battery that has run out of power
with a battery that is still full when traveling long distances. Lastly, automatic time zone adjustment on a
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smartwatch can also be helpful for users who frequently travel across time zones. This feature can make it easier
for users to adjust the clock on their smartwatch without doing it manually. Implementing these strategies is
hoped to increase smartwatches' perceived ease of use and provide a better user experience, especially for users
who frequently travel long distances.

Based on the respondents' assessment results, the smartwatch's perceived ease of use factor is quite good.
However, companies can make improvements so that the perceived usefulness of smartwatches can be
maximized. The indicator that needs to be improved is the indicator which states that "it only takes a short time
to learn to operate a smartwatch." The ease of learning using the latest technology is essential for users. If users
have difficulty learning to use a smartwatch, this can make them reluctant to use the device and feel that the
smartwatch is useless or does not make their lives easier. To improve these indicators, companies can take the
following steps: Provide informative tutorials in the form of clear and concise videos. Video tutorials must be
adapted to the small screen size of the smartwatch so that users can easily understand how to use the smartwatch.
Developing a minigame with a guide to make it easier for new users to access smartwatch features. Users who
complete all stages of the minigame can be given rewards in the form of specific paid applications on the App
Store as incentives. By taking these steps, it is hoped that users can learn to use the smartwatch more easily and
quickly, thereby increasing its perceived usefulness and overall use.

Based on the respondents’ assessment results, the smartwatch's perceived usefulness factor is categorized as very
good. However, companies can improve the perceived usefulness factor to maximize the attitude towards
smartwatches. The indicator that needs improvement is that "smartwatches are also useful for accessing social
media." Users usually use social media to inform them about activities, share photos, check in at hangout places,
and other things. With a smartwatch's camera, users can find it easier if every picture they take can be directly
uploaded to social media, such as Instagram. In addition, these indicators can also be improved by synchronizing
the smartwatch with platforms such as Path to facilitate the check-in process at places the user has visited before.
Companies can take the following steps to improve these indicators: Develop a feature that allows users to
upload photos to social media from smartwatches directly. This feature can help users share moments directly
without using another device. Synchronize your smartwatch with social media platforms such as Instagram,
Facebook, or Path to make it easier for users to access and interact with their favorite social media directly from
their smartwatch. Optimizing the quality of the smartwatch camera so that the photos taken are better and can be
directly uploaded to social media without additional editing. By taking these steps, it is hoped that users will
increasingly believe that their smartwatch is practical and can maximize the use of social media to improve their
overall attitude towards smartwatches.

Based on the respondents' assessment results, the smartwatch's subcultural appeal factor is good. However,
companies can make improvements related to this subcultural appeal factor so that attitudes towards
smartwatches can be maximized. The indicator that needs to be improved is the indicator which states that
"respondents feel classier when using a smartwatch.” Consumers of smartwatch products tend to come from the
upper class; this is evident from the price range offered, which is far above the average price of similar products
on the market. These high-end consumers need to be recognized in their environment. To improve this indicator,
companies can collaborate on design with premium brands. The company has collaborated with premium brands
such as Hermes and Nike. To improve these indicators, companies can take the following steps: expand design
collaborations with other premium brands to create smartwatch designs that are more exclusive and attractive to
high-end consumers. Develop a more focused marketing strategy to highlight its advantages and uniqueness as a
product that makes users feel classier. Create collaborations with public figures or celebrities who influence
upper-class consumers to strengthen the product's image as a product that makes users feel classier. By taking
these steps, it is hoped that upper-class consumers will become more interested in and feel recognized when
using smartwatches so that they can improve their overall attitude towards smartwatches.

Based on the respondents’ assessment results, the smartwatch's perceived usefulness factor was considered good.
However, companies can improve the perceived usefulness factor to maximize behavioral intention. One
indicator that needs to be improved is the indicator, which states that "since using a smartwatch, monitoring
health has become more practical." Companies can launch unique gestures for cellphones integrated with
smartwatches to improve this indicator. This will make it easier for users to monitor their health practically.
Apart from that, adding a calorie reminder feature set according to the user's eating schedule can help them
maintain a healthy eating pattern. Other health reminder features related to sleep time, footsteps, heart rate, and
automatic tracking of calories burned daily can also be a significant added value. With these improved features,
it is hoped that users will increasingly feel that their smartwatch helps monitor their overall health. This will
increase users' behavioral intention to continue using smartwatches because they think they provide real benefits
in maintaining their health and lifestyle.

Based on the assessment results from the respondents, the attitude factor towards smartwatches was considered
good. However, companies can improve their attitudes towards the smartwatch factor to maximize behavioral
intention. One indicator that needs to be improved is the indicator that reads "Harmful-Profitable." Companies
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can carry out annual upgrade programs on their smartwatches to improve this indicator. By upgrading regularly,
companies can show users that their smartwatch always has the latest updates and features. This can give the
impression that the smartwatch has better investment value in the long term because users can continue to enjoy
new features without buying a new smartwatch every time there is a new edition. In addition, by carrying out
yearly upgrade programs, companies can increase user loyalty to their brand because users feel they are getting
added value from their purchases. By increasing users' attitudes that smartwatches are a profitable investment, it
is hoped that users' behavioral intentions to continue using smartwatches will also increase. This is because users
will feel that their smartwatch is helpful in everyday life and a valuable investment in the long term.

4. Conclusion

From the results of data processing and analysis, this research concluded several findings. First, users will feel
more convenient with a smartwatch if it is easier to use in different settings, as mobility positively impacts
perceived ease of use. Second, there is a positive correlation between perceived ease of use and perceived
usefulness, meaning that the more user-friendly a smartwatch is, the more valuable the user perceives it to be.
Third, consumers' attitude toward smartwatches is positively correlated with perceived usefulness, meaning that
the more beneficial a smartwatch is viewed by its users, the more favorable their attitude about it is. Fourth,
subcultural appeal has a favorable impact on attitudes regarding smartwatches; this means that users' attitudes
toward smartwatches are positively correlated with how sophisticated and distinctive they think they are. Fifth,
behavioral intention to use is positively impacted by perceived usefulness, meaning that consumers are more
likely to continue using a smartwatch if they believe it to be beneficial. Finally, attitude toward the wristwatch
positively affects behavioral intention to use, indicating that users' intentions to continue using the smartwatch in
the future are higher when they have a more positive attitude toward it. By conducting this study, researchers
could offer insightful feedback on business strategy and future smartwatch product development. In order to help
businesses create more successful marketing plans and provide goods that better suit the demands and
preferences of their target market, this research is intended to offer a deeper understanding of the elements that
affect customers' opinions and attitudes toward smartwatches. In addition, researchers hope that future studies
will be conducted with several improvements, like adding variables or more complex models, to give them a
more thorough understanding of the elements influencing consumer behavior toward technological products like
smartwatches.
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