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Abstract:  

Though smartwatch is increasingly popular, the empirical research on consumer’s 

purchase intention on smartwatches is still in the preliminary stage. The purpose of this 

study was to determine factors influencing Chinese consumer’s purchase intention on 

smartwatch. Taking Apple Watch as a study case, we revisit the innovation of diffusion 

theory (IDT), and deepen understanding of the purchase intention factors that promote 

adoption behavior. This study proposes six factors (relative advantage (RA), 

compatibility (CM), social influence (SI), design aesthetics (DA), hedonic value (HV), 

cost (CT)) and hypothesize their relationship with purchase intention (PI) in the 

theoretical model. We use quantitative methodology and collect 138 valid sample 

through online survey and find the support for RA and HV. Among those factors, HV 

has the strongest positive effect. RA and HV are significant factors, the other factors 

are insignificant. The insights provided in this study can help smartwatch makers 

develop better growth strategies.  

 

Key words: Chinese consumer, Smartwatch, Survey, Technology adoption theory, 

innovation of diffusion theory (IDT), Apple Watch 
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1. Introduction 

Smartwatch 

Apple Watch is a smartwatch released by Apple. This smartwatch has been released to 

the fourth generation. 

“Not just evolved, transformed.” 

“Apple Watch Series 4 resets the standard for what a watch can be.” 

--Apple, 2019 

 

Smartwatches are widely regarded as the "next big thing" that will make a great 

influence on our daily life (Tehrani & Michael, 2014). For example, as Apple's official 

website describes, a new generation of Apple Watch has been completely remodeled 

and led the entire smartwatch industry. Because this generation of Apple Watch not 

only has the functions of other smartwatches, but also has Apple's latest design and 

redesigned hardware and software, especially the digital crown with haptic feedback. 

According to the Apple Watch released by Apple, the functions of Apple Watch are 

constantly being updated by new technologies. The latest generation of Apple Watch 

has a more outstanding appearance and more powerful features (Apple, 2019). With the 

advent of smartwatches, we can take our time away from smartphones through 

smartwatch features (e.g. Wechat, phone call).  

 

International market 

With the increasing popularity of smartwatches, scholars have begun to study the 

factors influencing consumer’s purchase intention. These factors studied gradually 

change from internal characteristics of smartwatches such as hardware and software to 

some external influences that smartwatches can bring to users. The articles by Bargas-

Avila and Hornbæk (2012) transform the focus of research from traditional system 

function optimization and hedonism to user experience. What’s more, Wu et al. (2016) 

emphasizes the impact of age is more important than gender, and customers are more 

concerned about ease of use than enjoyable. Hsiao and Chen (2018) have an analysis 

result that the most direct impact on product purchases is the attitude, and the design 

aesthetic has the most important impact. And they also show that social value is little 

impact on purchasing. Dehghani et al (2018) mentioned that the importance of the 



2 / 47 

esthetic and hedonic design is affirmed. These factors have an effect on consumers 

purchase intention of smartwatches. However, most of them are focus on western 

consumers.  

 

Chinese consumer 

For Chinese consumers, there still lack specialized studies on their purchase intention 

on smartwatches. Although previous studies on new technology products achieved 

some results, according to Hofstede (2011), factors like compatibility, aesthetics, social 

influence, may have different effect on Chinese consumer’s intention of smartwatches. 

In addition, the smartwatch market, including Apple Watch, has recently exploded. 

According to AI NO.1 Research Institute (2019), beginning in the second half of 2018, 

the Chinese market for smartwatches has gradually emerged. This is obviously not due 

to the influence of brand factors, because every brand smartwatches have a significant 

increasing market share. This wave of enthusiasm was ignited by the generation Y who 

are more sympathetic to electronic products (AI NO.1 Research Institute, 2019). Hence, 

it is a big market of smartwatch in China and which influencing factors are unclear.  

 

To understand the factors that influence Chinese consumer’s purchase intention on 

smartwatches, we did this study as follows. First of all, we choose Apple Watch as the 

case study, because Apple Watch is an internationally renowned product, which is more 

convenient for research. Secondly, based on the theoretical model of new technology, 

this paper analysis two factors (relative advantage, compatibility) from IDT, and four 

additional factors (social influence, design aesthetic, hedonic value, cost). Thirdly, this 

paper collects data through questionnaire survey of Chinese consumers in the way of 

quantitative research. Finally, SPSS was used for sampling and analysis. 

 

1.1 Research purpose 

Given the widespread popularity of smartwatch, the purpose of this paper was to 

understand Chinese consumer’s purchase intention on smartwatches. In the 

international market, there have been lots of studies showing that factors have different 

impact on purchase intention, which users are interested in smartwatches. There are few 

studies focus on Chinese consumers purchase intention on smart watches, who have a 

strong interest in innovative electronic products and Chinese culture. Apple Watch is a 
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new technology product, Chinese consumers may have different understanding of this 

product with western consumers. In this paper, we try to understand which factors in 

the new technology products have an impact on Chinese consumer’s purchase intention 

through a case of Apple Watch.  

1.2 Research question 

What are the factors influencing Chinese consumer’s purchase intention on 

smartwatches - in the case of Apple Watch? 

 

 

 

 

The rest of this paper is structured as follows. Chapter 2 describes the theoretical 

background referring to wearable technology and particularly smartwatches, also 

considers the previous studies on innovation adoption and introduces the theoretical 

model. Chapter 3 describes the research methodology. Chapter 4 provides the research 

results and Chapter 5 makes discussion. Finally, Chapter 6 makes conclusions and 

implications, furthermore, future research is suggested.  
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2. Theoretical background and framework 

Firstly, this chapter briefly introduces innovations in the smartwatch industry and 

smartwatch consumers in China. Secondly, it presents the innovation diffusion theory 

(IDT). Thirdly, it proposes two factors of IDT and use four additional factors to 

construct the theoretical framework. Finally, based on the theory, the theoretical model 

and hypotheses are proposed in this chapter. 

2.1 Smartwatch as innovation and new technology 

Wearable devices are used on the outside of the body as embedded or accessory devices 

(Raskovic et al., 2004). These smart technologies are used in a variety of applications. 

As digital devices, smart watches access data through wireless/Bluetooth connection 

matching smartphones. Users can receive short messages, emails and other interactions 

without taking out their phones. Early studies have conceptualized and defined smart 

watches. McIntyre (2014) defines smartwatch as a multifunction device, which attracts 

a broader user interests, it can monitor fitness, health condition and track location, 

extends communication and the intelligent functions. Then, Chuah et al. (2016) update 

the definition as a mini device that can be installed applications and worn like the 

traditional watch. This study defines smartwatch as “a smartwatch is a multifunctional 

wrist-worn device that provides fast, convenient access to information and applications 

via a wireless/Bluetooth connection” (Dehghani et al ,2018, P. 481). 

 

Generally, when mention smartwatches, people might be confused with smart 

wristbands. Compared with smart wristband, from related technologies aspect, 

smartwatch users are allowed to install a variety of apps in an operating system and app 

ecosystem. When users connect to the internet (mobile internet, wifi or bluetooth), 

smartwatch users benefit.  

2.2 The studies of Chinese consumers 

Hofstede (2011, p. 3) defines culture shortly as: "Culture is the collective programming 

of the mind that distinguishes the members of one group or category of people from 

others". It explains that the culture can be linked to different collectives though it refers 

a collective phenomenon. Hofstede et al. (2010) found six different culture dimensions 

(power distance, individualism, masculinity, uncertainty avoidance, long-term 

https://www-sciencedirect-com.ezproxy.its.uu.se/science/article/pii/S0736585317307141#b0210
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orientation, indulgence). To determine the factors for Chinese consumer’s purchase 

intention on Apple Watch, we note that the culture dimension of long-term orientation 

between China and the other country are very different.  

 

Hofstede et al. (2010) argue that Short-term oriented countries include the United 

States, Latin America, Australia, Africa and Muslim countries. A medium-term 

orientation has been found in southern, northern and south Asian countries. East Asian 

countries, followed by eastern and central Europe, are taking long term orientation. 

Long term orientation presents in the countries with Confucianism. China as a country 

with a long history of Confucianism are concern on long term orientation, such as 

believe good things will occur in the future, like to save for investment.  Hofstede et al. 

(2010) also argue that in South and North America, Western Europe and parts of sub-

Saharan Africa, indulgence tends to flourish. Mediterranean Europe is in the middle 

situation on indulgence dimension. In Eastern Europe, Asia and the Muslim world, 

restraint prevails. Compared with Western country, fewer people feel very happy and 

with positive emotion in China. 

 

In previous study, Sun and Chi (2018) shows that compatibility has had a positive 

impact on Chinese consumer’s intentions to use apparel mobile commerce. Previous 

articles have studied the significant impact of design aesthetics and social influence on 

Chinese consumer’s intentions to purchase smartphones are positive (Filieri & Lin, 

2017). There is an another precise study about understanding the adoption of mobile 

innovation in China gives the view that hedonism directly influence the purchase 

intention to consumers according to Song (2014). And as an aspect of social influence, 

interpersonal influence has proven to be a factor that has a significant impact on 

purchase intention (Song, 2014). What’s more, this article also confirmed that cost is 

an influential factor in this study. Hong and Tam (2006) studies the adoption intention 

of multipurpose information appliances, which shows that enjoyment and social 

influence are two noticeable factors. And they both have positive effect on consumer’s 

intention from Hong Kong, China. Regarding the factor (cost), some study has found 

that the cost of Chinese consumers is not directly influenced. The result of this study is 

that cost of 3G mobile devices do not hinder Chinese consumer’s adoption intention on 

3G (Chong et al., 2012). 
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To sum up, Chinese consumers have different personal characteristics from other 

countries, and previous studies have shown that Chinese consumers have different 

levels of technology acceptance. 

2.3 Innovation of diffusion theory 

With the continuous development and commercialization of new technologies in 

today's increasingly digital era, various theoretical models have been explained the 

adoption process of technologies. Review major technology adoption models, we found 

that innovation of diffusion theory have been commonly used to explore the innovation 

adoption (Hsiao,2017). Technology acceptance model is widely used to study the 

technology acceptance of the information and communication technology (ICT) (Kim 

& Shin, 2015). But TAM researched the acceptance model of a system (Venkatesh & 

Davis, 2000), since we focus on consumer’s adoption, IDT as a technological 

innovation, is more suitable to be applied in this study. IDT pays more attention to the 

special factors of technology adoption (Bae & Chang, 2012) and focus on analysis of 

influencing of technology adoption, which contains relative advantage, compatibility, 

complexity, trialability, and observability (Rogers, 1995).  

2.4 Factors influence purchase intention of new technology 

In the theoretical framework, relative advantage and compatibility are used as two 

factors from IDT, and base on previous research, we also identify the following 

additional factors: social influence, design aesthetic, hedonic value, cost. On the basis 

of the theory, the theoretical model and hypotheses are finally proposed. 

2.4.1 Relative advantage 

Rogers (2003, p. 229) defined relative advantage as “the degree to which an innovation 

is perceived as being better than the idea it supersedes”. The relative advantage is an 

important factor in IDT. No one new product can be widely accepted at beginning, 

generally, a small number of people will fastly adopt innovation, which develops along 

with passing time. (Robertson, 1971; Rogers, 2003). The relative advantage will 

provide a more convenient way for consumers (Choudhury & Karahanna, 2008). At the 

same time, the relative advantage is also an important factor affecting the customers’ 

acceptance (Kitchen & Panopoulos, 2010). 
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Previous studies show that relative advantage have a positive impact on the adoption of 

consumers, Agag and El-Masry (2016) points out that the relative advantages is 

positively correlated with consumer’s online purchase intention on travel. Apple 

Watches access data through wireless or bluetooth connection matching Iphones, users 

can receive more efficiently short messages, emails and get things done faster and more 

efficiently. This is likely to increase consumer’s intention to purchase a smartwatch. 

Hence, we suppose that:  

 

Hypothesis 1: Relative advantage will positively affect on Chinese consumer’s 

purchase intention of Apple Watch. 

2.4.2 Compatibility 

Rogers (2003, p. 240) defined compatibility as “the degree to which an innovation is 

perceived as consistent with the existing values, past experiences, and needs of potential 

adopters”. The compatibility is also an important factor in the diffusion of innovation 

theory (IDT). Compatibility has been found to be one of the important indicators in 

terms of purchase intent, as it has an impact on expected communications, information, 

transactions, and so on (Kim & Ammeter, 2014).  

 

Previous studies indicate that compatibility positively impact on the adoption of 

consumers, Shim et al. (2016) indicate that compatibility influence e-reader adoption. 

Apple Watch has been built into a watch that offers “Proactive Health Monitor” 

function of daily life to consumers (Apple, 2019). Apple Watches provide consumers 

with the ability to record health and exercise. Based on the healthy function, Apple 

Watch has designed features that help consumers improve their habits. Apple Watches 

that offer a better lifestyle may increase consumer’s willingness to buy. Therefore, we 

have the following hypothesis: 

 

Hypothesis 2: Compatibility will positively affect on Chinese consumer’s purchase 

intention of Apple Watch. 

2.4.3 Social influence 

Venkatesh et al. (2012, p. 159) defined social influence as “the extent to which 

consumers perceive that important others (e.g., family and friends) believe they should 
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use a particular technology”. Social influence such as other perspectives and emotions 

can influence the adoption behavior and its forms can be the pressure from others and 

social conformity (Hsiao, 2017).  

 

In previous studies, Potnis et al. (2017) argue that social influence is one of the main 

drivers of intention to use wearables device. Given that Apple Watches are still 

relatively new and not as popular as smartphones, people are likely to take them as a 

unique commodity. The demand of consumers for uniqueness is to enhance and develop 

their personal and social status (Tian et al., 2001). Therefore, the hypothesis is proposed 

as follows:  

 

Hypothesis 3: Social influence will positively affect on Chinese consumer’s purchase 

intention of Apple Watch. 

2.4.4 Design aesthetics 

Design aesthetics in this paper refers to smartwatch’s shape, color, appearance, they 

offer the aesthetic feeling, creating emotional attraction (Cyr et al., 2006). Design 

aesthetics is the beautiful product appearance, visual perception may shift to the 

emotions of consumers (Cyr et al., 2006; Hsiao, 2013; Nanda et al., 2008). Therefore, 

design aesthetics are regarded as a key factor to enhance the emotional connection of 

customers with product (Nanda et al., 2008). 

 

Previous studies identified it as a vital factor that affects the adoption of a new 

technology (Cyr et al., 2006; Nanda et al., 2008). Bajarin (2014) states that the basic 

function of watches is telling time, but for most people, the first criteria for picking up 

a watch is appearance. For this fashion statement, smartwatches are not only regarded 

as a practical tool for timing, but also as aesthetic objects expressing the personality 

and value of users (Bajarin, 2014). Smartwatch users generally take the devices as 

fashion accessories (Chuah et al., 2016), and the uniqueness of smartwatches can affect 

users' positive attitude and meet the needs of self-expression (Dehghani et al., 2018). 

Thus, we propose the following hypothesis: 

 

Hypothesis 4: Design aesthetic will positively affect on Chinese consumer’s purchase 

intention of Apple Watch. 
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2.4.5 Hedonic value 

Venkatesh et al. (2012, p. 161) defined hedonic motivation as “the fun or pleasure 

derived from using a technology”. It is very important to determine technology 

acceptance (Brown & Venkatesh, 2005).  

 

Previous studies argue that hedonic motivation is very important in mobile technology 

devices (Escobar-Rodríguez & Carvajal-Trujillo, 2014; Raman & Don, 2013). The 

hedonic value has been extended to the study of Apple Watch as a consideration. In the 

survey by Kim et al. (2010), the hedonic value has implications for consumers to the 

store. Similar to other smart watches, Apple Watches are rich in features that consumers 

can use to gain the fun of different functions during use, thus affecting the willingness 

of potential consumers to buy (Hong et al., 2017). The hedonic value combines the 

subjective feelings and perceptions of consumers (Babin et al., 1994). The pleasure that 

customers enjoy in product use is often a hedonic value. (Wertenbroch & Dhar, 2000). 

Hence, we have a hypothesis: 

 

Hypothesis 5: Hedonic value will positively affect on Chinese consumer’s purchase 

intention of Apple Watch. 

2.4.6 Cost 

At present, the price of Apple Watch Series 4 is from $399, the price of the latest iPhone 

xs is from $699 (Apple, 2019). As of now, Apple Watch is only be paired with iPhone, 

and Apple Watch is compatible with every generation of iPhone. Thus, consumers who 

bought iPhone are all technically potential buyers of the Apple watch. Do users think 

the Apple Watch is expensive or cheap? Are they willing to pay for the apple watch? 

In the context of the wearable device, users' purchase intention is determined to some 

extent by users' perception of cost. 

 

In previous studies, Jung et al. (2016) point out that in consumer evaluation, the price 

of smartwatches is more vital than brand attributes and display size. Kim and Shin 

(2015) argue that cost of smartwatch has a negative impact on intention to continue 

using smartwatches in South Korea. Through those previous studies, cost was added 

into our theoretical model as a variable and made the following hypothesis: 
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Hypothesis 6: Cost will negatively affect on Chinese consumer’s purchase intention of 

Apple Watch. 

2.5 The theoretical model and hypotheses summary 

Our study uses two factors (relative advantage, compatibility) of the diffusion of 

innovation theory, and four additional factors (social influence, design aesthetic, 

hedonic value, cost) to conduct a theoretical model.  The purpose of this theoretical 

model is analysis the effects on factors to Chinese consumers about the purchase 

intention of Apple Watch. The theoretical models and hypotheses are summarized as 

followed by Figure 1 and Table 1.  

Figure 1 Theoretical Model 
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Table 1 Hypotheses Summary  

H1 Relative advantage will positively affect on Chinese consumer’s purchase intention 

of Apple Watch. 

H2 Compatibility will positively affect on Chinese consumer’s purchase intention of 

Apple Watch.  

H3 Social influence will positively affect on Chinese consumer’s purchase intention of 

Apple Watch. 

H4 Design aesthetic will positively affect on Chinese consumer’s purchase intention of 

Apple Watch. 

H5 Hedonic value will positively affect on Chinese consumer’s purchase intention of 

Apple Watch. 

H6 Cost will negatively affect on Chinese consumer’s purchase intention of Apple 

Watch. 
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3. Methodology—quantitative research 

In the quantitative research of this chapter, we introduce data collection and sampling, 

measurement, sample profile, choice of data analysis, factor analysis and reliability 

analysis. 

 

Quantitative research refers to the research strategy that focuses on quantification and 

theoretical testing in the process of data collection and analysis (Bryman & Bell, 2007). 

There are quantitative researches using the technology adoption theory in previous 

studies like purchase intention on online travel (Agag & El-Masry, 2016), e-reader 

adoption (Shim et al., 2016), users’ adoption of tablet and laptop (Li, 2014). Since the 

research question of this paper aims to understand factors influencing technology 

adoption, the quantitative method is applicable and helpful. 

3.1 Data collection and sampling 

Data of this paper study were collected through an online questionnaire survey. As of 

now, Apple Watch only works with the iPhone. since the study targets to Chinese 

iPhone users, which are potential buyers of Apple Watch, we conduct a Chinese 

questionnaire. At first, the Chinese questionnaire was made on wjx.com, which is a 

Chinese popular questionnaire platform. Then, translated it to English version since this 

paper was writing in English. Internet-based questionnaires were sent out online from 

April 9, 2019 to April 18, 2019. Participants were recruited through popular social 

communities, they offer a raffle to encourage the participation.  

 

According to Pallant (2016), before sending out a survey, it is necessary to conduct 

pilot test to make sure that all questions, and item description are all clear. Thus, the 

respondents are able to understand the questionnaire survey items and response 

properly. Furthermore, pilot study can collect some questions or items from potential 

respondents (Pallant, 2016).  The information of the item scales are collected in pilot 

study to prepare for testing validity and reliability in “Methodology” chapter of this 

study. In this study, before sending out the online survey, we conducted the pilot study 

with four Chinese who familiar with Apple Watch on April 8, 2019, making sure that 

the questionnaires are understandable and clear. 
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At the beginning of the survey, 150 participants were allocated to a web page, which 

describes the intention of the questionnaire and the guarantee of information 

confidential, then ask to complete the questionnaire. Participants spent an average of 

10 minutes to complete the questionnaire. Because on the setting of questionnaire on 

wjx.com, each person can only answer the questions once and must complete all the 

questions before submitting. So, there are no duplicate and incomplete answers. We 

found that in 12 cases, every question of each case has the same answer. After remove 

those 12 casuals, irresponsible response, there are still 138 usable answer. The sample 

analysis indicates that 47.1% of respondents were women, most of the respondents 

between the ages of 20 to 30 years old.  The table of sample profile will show in next 

chapter. 

3.2 Measurement  

The questionnaire consists of two parts: demographic profile and construct items. For 

the demographic part, to understand consumer’s characteristics, the respondents were 

asked about their gender, age, education and income, if they are current iPhone user, if 

they are current iPhone user. To test the theoretical model, the construct items used 18 

measurement items to measure 6 constructs. 

 

The construct items which use in the factor analysis are reference (please see below) 

and were modified to adapt the context of this paper study. This study keep two factors 

of innovation of diffusion theory by Rogers (2003) , Venkatesh et al. (2012) assess the 

additional factor “social influence” and “hedonic value”, and Hsiao (2013) assess the 

additional factor “design aesthetics”, Kim and Shin (2015) assess the another additional 

factor “cost”. All items were measured using a seven-point Likert scale ranging from 1 

to 7, which means “strongly disagree” to “strongly agree”. In order to improve the 

accuracy of the items in the questionnaire, we conduct a pilot study, sending out the test 

survey to four interviewees who were familiar with Apple Watch.  

 

The detail for all construct items is as follows: 
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Relative advantage   

(Moore & Benbasat, 1991, Wang et al., 2009, Karahanna et al., 2002, Turhan, 2013,  Wu, 

et al, 2016)                     

RA1: There are advantages to using an Apple Watch if compare with non-smartwatch 

RA2: Using an Apple Watch is more efficient than non-smartwatch at work 

RA3: Using an Apple Watch is more convenient than non-smartwatch at work  

 

Compatibility     

(Moore & Benbasat, 1991, Wang et al., 2009, Wu et al., 2016) 

CM1: I feel familiarity with the iPhone operating system useful for using Apple Watch 

CM2: Using an Apple Watch is consistent with my lifestyle 

CM3: I feel wearing an Apple Watch is consistent with my daily habit of wearing a 

watch 

 

Social influence    

(Van der Heijden, 2003, Verkasalo et al., 2010, Taylor & Todd, 1995, Wang et al., 2009, 

Wu,et al, 2016) 

SI1: I hope using the Apple Watch can show my social status. 

SI2: My intention to buy an Apple Watch comes from the recommendation of friends 

and relatives 

SI3: I feel wearing Apple Watch makes me stand apart from others 

 

Design aesthetic 

(Chuah et al., 2016, Bajarin, 2014, Dehghani et al., 2018) 

DA1: I think Apple Watch looks fashion 

DA2: I think the screen interface design of Apple Watch is very attractive 

DA3: I think Apple Watch looks unique  

 

Hedonic value 

(Venkatesh et al., 2012)  

HD1: I feel some functions of Apple Watch have fun                                       

HD2: Using Apple Watch keeps me happy 

HD3: I feel using Apple Watch will satisfy my curiosity  
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Cost 

(Kim & Shin, 2015)  

CT1: I feel Apple Watch is more expensive than other smartwatches                                        

CT2: I feel the price of Apple Watch is reasonable 

CT3: I feel Apple Watch was a burden to me 

 

Purchase intention 

(Venkatesh et al., 2003) 

PI1: I predict I will use this smart watch in the future                                       

PI2: I plan to use this smart watch in the future 

PI3: I expect my use of this smart watch to continue in the future 

3.3 Sample profile  

Gender (Dehghani. et al., 2018, Jung et al., 2016, Hsiao & Chen,2018 ), age (Dehghani 

et al., 2018; Wu et al., 2016; Jung et al., 2016; Hsiao & Chen, 2018), education(Jung et 

al., 2016), income (Hsiao & Chen, 2018) have been considered as a response character 

in previous studies, so we have included them in this study.  

 

The characteristics of respondents are shown in Table 2. The ratio of men to women is 

52.9: 47.1, which is similar to the male-female ratio 51.13: 48.87 of the Chinese 

population according to Nation Bureau of Statistics (2018). The large respondents are 

between 21-30, the second large respondents are 31-40. The following 20 and 50+ 

people account for a small part. For education, it has the largest number of 

undergraduate educations, followed by a master's degree and doctor degree, which is 

similar to the current education level of the Chinese population. In terms of monthly 

income before tax, about half of the people earned more than 10,000 RMB, and half of 

the monthly income was below 10,000 RMB. In addition, two-thirds of these 

respondents use iPhone, and one-third use other phones. In addition, about a quarter of 

people have already bought Apple Watches. 
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Table 2 Sample profile:  

 

Control variable Frequency  Percentage (%) 

Gender Woman 65 

Man      73 

47.1 

52.9 

Age 0-20      3 

21-30    74 

31-40    44 

41-50    13 

50+      4 

2.2 

53.6 

31.9 

9.4 

2.9 

Education High school (including 

below High school)   9 

Bachelor          67 

Master             57 

Doctor             5 

 

6.5 

48.6 

41.3 

3.6 

Monthly income before tax 

(RMB) 

0-9999            70 

10000-19999   36 

20000-29999   17 

30000+           15 

50.7 

26.1 

12.3 

10.9 

Mobile  iPhone            93 

Other phones   45 

67.4 

32.6 

Watch Apple Watch    35 

Others            103 

25.4 

74.6 

 

3.4 Choice of data analysis 

In this study, IBM SPSS version 25 is used to analyze data. Six control variables are 

applied to describe the characteristics of respondents. This study uses factor analysis to 

examine the validity of constructs, uses reliability analysis to check the internal 

consistency of each construct item. Multiple regression explores the relationship 
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between each independent variable and dependent variable, examine the significances 

of every independent variables and compare their contribution to explain the dependent 

variable. 

3.5 Factor analysis 

Factor analysis is a technique for data reduction to improve validity (Pallant, 2016). 

Validity is defined as “the approximate truth of an inference or knowledge claim of a 

causal relationship based on evidence that supports that inference as being true or 

correct” (Shadish et al., 2002, p.34). 

Validity is about the relationship between premises and conclusion, inspecting the 

logical structure of the argument (Van de Ven, 2007). The validity of a scale refers to 

the degree to which it measures what it is supposed to measure (Pallant, 2016). 

 

To check if data set is fit for factor analysis, the criterions are that the Kaiser-Meyer-

Olkin (KMO) Measure of Sampling Adequacy (Kaiser 1970, 1974) value is .6 or above 

and that the sig. value of the Bartlett’s Test of Sphericity value should be .05 or smaller. 

In this study, varimax rotation is used for factor analysis. The Kaiser-Meyer-Olkin 

(KMO) value is .869 and Bartlett’s test is significant since p = .000, so factor analysis 

is suitable.  

 

Communalities is presented to explain how much of the variance in each item, and low 

values which is less than .3 could indicate that this item is not appropriate with the other 

items in the component (Pallant, 2016). In this study, we find the value of CT1 has the 

lowest communality value (.284), we consider removing CT1 firstly.  And then we 

rotate to two-factor solution with principal component analysis, since CT3 is less than .3, 

we consider removing CT3. After that, CT2 is also needed to remove. Then conduct the 

factor analysis again, the communalities value of CM3 and SI2 is less than .3, so they 

need to be removed. 

 

After factor analysis with listwise version many times as above, some items (CT1, CT2, 

CT3, CM3 and SI2) consistently performed poorly with low community, low load, or 

cross-load. Hence, those five items are decided to be removed to increase validity of 

the construct in this study. 
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In Table 3, it illustrates the result of factor analysis after removing items with 

communality less than .3. 

 

Table 3 The result of factor analysis 

 

Factors Items Factor loading Communality 

Relative 

advantage 

RA1 .675 .814 

 RA2 .629 .745 

 RA3 .744 .813 

Compatibility CM1 .710 .514 

 CM2 .766 .729 

Social influence SI1 .784 .631 

 SI3 .726 .562 

Design aesthetic DA1 .706 .679 

 DA2 .723 .750 

 DA3 .733 .698 

Hedonic value  HD1 .772 .653 

 HD2 .834 .711 

 HD3 .782 .614 

 

3.6 Reliability analysis 

According to Pallant (2016), the reliability of the scale indicates how free it is and is 

not affected by random errors. There are two main indicators for measure reliability, 

test-retest reliability and internal consistency. The test-retest reliability of the scale was 
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evaluated by testing the same person in two different situations and calculating the 

correlation between the two scores. Internal consistency is the degree to which the items 

that make up the scale measure the same basic attributes; it can be measured in a number 

of ways.  

 

For testing internal consistency, the statistics used in this article are Cronbach's 

coefficient alpha, which shows the average correlation between all the items that make 

up the scale. Values range from 0 to 1, with larger values indicating higher reliability. 

Although different degrees of reliability are required depending on the nature and 

purpose of the scale, Nunnally (1967) recommends a minimum reliability of .7.  

 

As illustrated in Table 4, the Cronbach's Alpha of relative advantage, compatibility, 

social influence, design aesthetic, hedonic value, purchase intention 

is .901, .790, .862, .888, .883, .959 respectively. Hence, it is indicated that all constructs 

were reliable. 
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Table 4: The result of reliability analysis 

 

Factor Item Cronbach's Alpha if 

Item Deleted 

Cronbach's Alpha 

Relative 

advantage 

RA1 .873 .901 

 RA2 .852  

 RA3 .852  

Compatibility CM1 - .790 

 CM2 -  

Social influence SI1 - .862 

 SI3 -  

Design aesthetic DE1 .850 .888 

 DE2 .791  

 DE3 .881  

Hedonic value  HD1 .859 .883 

 HD2 .821  

 HD3 .820  

Purchase 

intention 

PI1 .949 .959 

 PI2 .937  

 PI3 .931  

 

 

 



21 / 47 

4. Results of quantitative research  

The results of quantitative research are introduced in this chapter, including 

correlation matrix, standard multiple regression and equation, hypothesis test result. 

4.1 Correlation matrix 

As is illustrated in the following Table 5, providing the correlation matrix among all 

variables. According to Pallant (2016), the correlate relationship between each 

independent variable and dependent variable need be above .3, and the correlate 

relationship between independent variables need be less than .7. In this study, all the 

scales are satisfied, therefore, keeping all variables for future analysis. 

 

This study further conducts collinearity diagnostics as another part of multiple 

regression procedure. Thus, it can pick up those question which may not be obvious in 

the correlation matrix (Pallant, 2016), the results are shown in Table 5. Multicollinearity 

was also need checked among all independent variables by variance inflation factors 

(VIFs). If VIF is less than 10 (Pallant, 2016), this result is not surprising. In table 5, the 

value of VIF are all less than the threshold score of 10 (O’Brien, 2007), so we suggest 

our study has no problem with multicollinearity.  

 

In quantitative research, in addition to the factor analysis of independent variables, the 

analysis of the control variables is necessary. Since the contribution of the independent 

variables may also be affected by the control variables. In this study, the analysis results 

shown in the table 5 above, the control variable “Mobile” are significant on the purchase 

intention of Apple Watch. The other control variables are insignificant. 

 

Table 5 Correlation matrix for all variables 

Pearson Correlation 

** Correlation is significant at the .01 level (2-tailed). 

  * Correlation is significant at the .05 level (2-tailed). 

 

 

 

 

https://www-emeraldinsight-com.ezproxy.its.uu.se/doi/full/10.1108/IJCHM-08-2016-0481
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Pearson correlation MEAN S.D. 1. 2. 3. 4. 5. 6. 7. 8. 9. 10. 11. 12. 

1. PI 3.316 1.802 1                       

2. Gender .470 .501 .101 1                     

3. Age 2.570 .810 .033 .032 1                   

4. Edu 2.420 .671 .032 -.029 -.057 1                 

5. Income 1.830 1.022 .167 .183* .222** .103 1               

6. Mobile .670 .470 .189* -.118 -.215* -.002 .220** 1             

7. Watch .250 .437 .129 .017 .164 .007 .243** .192* 1           

8. RA 4.348 1.517 .586** .036 -.015 .255** .170* .075 .185* 1        

9. CM 4.174 1.476 .607** .115 .026 .154 .151 .124 .131 .678** 1       

10. SI 3.235 1.482 .508** -.005 .135 .023 .036 -.036 .036 .489** .625** 1     

11. DA 4.236 1.586 .512** .110 .104 -.028 .136 .033 .134 .354** .569** .610** 1   

12. HD 4.251 1.405 .651** .114 .057 .068 .117 .051 .145 .541** .665** .696** .671** 1 

VIF value 1.771 - - 1.122 1.226 1.114 1.279 1.255 1.171 2.130 2.798 2.469 2.121 2.797 
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4.2 Standard multiple regression and equation 

In our paper, to estimate the models, we use ordinary least squares regressions to 

explore the relationship between the continuous dependent variable and independent 

variables and examine the significances of every independent variables and compare 

their contribution to explain the dependent variable. 

 

The initial model included age, gender, education, income, mobile and watch as control 

variables, relative advantage (RA), compatibility (CM), social influence (SI), design 

aesthetics (DA), hedonic value (HD), cost (CT) as independent variables, purchase 

intention (PI) as dependent variables. Since only Mobile have significant effect for 

control variables, we only examined the impacts of Mobile on the dependent variables 

for the final model. 

 

Before using the standard multiple regression analysis, we examined the sample size 

requirements, Tabachnick and Fidell (2013, p. 123) give a formula for calculating 

sample size requirements as follows,  “consider the number of independent variables 

that you wish to use: N > 50 + 8m (where m = number of independent variables)”. 

Secondly，checking multicollinearity, which exists when the independent variables are 

strongly correlated (r=.9 and above). In this study, N is suitable, and we do not have 

multicollinearity, so, it is acceptable 

 

We decided to run the regression with the only significant variable (Mobile). In Table 

6, it is showed that 53.7% of variances in purchase intention (PI) is interpreted by our 

model including independent variable RA, CM, SI, DA, HD, and significant control 

variable (Mobile). This is quite respectable from the result. 

 

Furthermore, our model reaches statistical significance. The sig. value .000 is less 

than .05) 
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Table 6 The result of ANOVA 

Model Summary R Square 53.7% 

ANOVA F 25.276 

 Degrees of freedom 6 

 Sig. .000 

 

We view the value of sig. and standardized beta coefficient, so that the significance and 

influence degree of each variable can be obtained. In Table 7, the result of multiple 

regression contains the value of sig. and the standardized, unstandardized coefficients. 

As we see, the largest unstandardized beta coefficient for Hedonic Value is .443, which 

contribute strongest to explain the dependent variable. The beta value for Relative 

Advantage was slightly lower (.327), indicating that it made less of a unique 

contribution. 

 

Table 7 The result of multiple regression 

Model Unstandardized Beta Standardized Beta Sig. 

(Constant) -1.445  .001 

Relative advantage .327 .275 .001 

Compatibility .132 .108 .275 

Social influence -.003 -.002 .979 

Design aesthetics .135 .119 .166 

Hedonic value .443 .345 .001 

Mobile .510 .133 .030 

 

Hence, according to the unstandardized beta, we describe the equation as follows: 

 

Purchase intention = -1.445 + .327*RA +.443*HD+.51Mobile+error 
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According to the sig. value .030 of control variable (Mobile) which is less than .05, we 

find the only significant control variable (Mobile) is significant.  

 

According to the sig. values, only two independent variables (Relative Advantage and 

Hedonic Value) have significant impact on Chinese consumer’s purchase intention on 

Apple Watch. Therefore, H1, H5 are supported.  

4.3 Summary of results 

The paper examines how different factors affect Chinese consumer’s purchase intention 

on Apple Watch. We consider that 138 cases are valid and can be used for analysis. In 

the factor analysis, we found five problematic measurement items, including three items 

of cost factor (CT1, CT2, CT3), a third compatibility item (CM3) and a second social 

influence item (SI2). To improve the validity of the data, we removed them. In the 

reliability analysis, all the Cronbach’s Alpha values of each rest items are good, we 

retained all the rest factors.  

 

Refer to multiple regression, except cost, all other five factors have impacts on Chinese 

consumer’s purchase intention on Apple Watch. For control variables, Mobile is only 

significant. Based on the results of the hypotheses testing, especially the relative 

advantage and hedonic value are significant effect. Between them, hedonic value is the 

most influential factor.  

 

Figure 2 illustrates the standardized beta coefficients of five factors influencing Chinese 

consumer’s purchase intention on Apple Watch, and the testing results of hypotheses 

are summarized in Table 8 as follows: 
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Figure 2 Multiple regression model 

 

Note: Number shows standardized coefficients. 

 

Table 8: Summary of hypotheses results 

H1 Relative advantage will positively affect on Chinese consumer’s purchase intention 

of Apple Watch. 

Support 

H2 Compatibility will positively affect on Chinese consumer’s purchase intention of 

Apple Watch.  

Not support 

H3 Social influence will positively affect on Chinese consumer’s purchase intention of 

Apple Watch. 

Not support 

H4 Design aesthetic will positively affect on Chinese consumer’s purchase intention of 

Apple Watch. 

Not support  

H5 Hedonic value will positively affect on Chinese consumer’s purchase intention of 

Apple Watch. 

Support 

H6 Cost will negatively affect on Chinese consumer’s purchase intention of Apple 

Watch. 

This factor is not valid by factor analysis. 
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5. Discussion 

The results of each factor are discussed, including two significant factors, three 

insignificant factors, and control variables. 

5.1 Relative advantage 

For relative advantage, which is one of the significant factors, as far as the Chinese 

consumer’s purchase intention on smartwatches, they are evidenced affecting by one of 

the factors of Innovation of diffusion theory (IDT). As our data shows, the output is 

supported by H1. Relative advantage has a positive effect on purchase intention of 

Apple Watch. Relative advantage refers to the advantages over previous products, 

according to Rogers (2003), which can be reflected in the convenience brought by new 

products, as Choudhury and Karahanna (2008) said. And it is a positive effect 

mentioned in Kitchen and Panopoulos (2010). Our result is the same for consumers in 

other countries, who will purchase new technology products because of their relative 

advantages. 

  

Chinese consumers have influenced the intention to purchase because of the relative 

advantages of Apple Watch. Moreover, the more prominent the relative advantage, the 

higher the consumer’s intention to buy. Apple Watches do differ in many respects from 

regular mechanical watches, which makes Apple Watch a relative advantage in some 

respects. For example, Apple Watch can also take phone calls and view messages even 

while away from the phone and complete the operations that would otherwise need to 

be performed on the phone through the built-in cellular (Apple, 2019). Our results show 

that for Chinese consumers, the relative advantage will be a favorable factor affecting 

their purchase. 

5.2 Compatibility 

Compatibility has previously been considered a positive factor in consumer research of 

other countries, but it is different for Chinese consumers. Through analyzing the data, 

we find it is not supported to H2. The effect of compatibility is not significant on the 

purchase intention of Apple Watch. The functions and wearing habits of the Apple 

Watch are consistent with life experience of consumers. Compatibility is one of the 

important indicators of purchase intention (Kim & ammeter, 2014). But Chinese 
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consumers differ from consumers of the other countries in the results affected by the 

factor (compatibility), and they have no obvious preference for compatibility. 

  

Compatibility has little effect on Chinese consumer’s intention to purchase Apple 

Watches. This result makes this factor of the innovation of diffusion theory not reach 

the conclusions in this study on Chinese consumers. Compatibility is reflected in many 

aspects of Apple Watch. For example, Chinese consumers wear Apple watches in line 

with the consumer’s habit of wearing watches. In addition, the use and maintenance of 

Apple Watches match the experience of consumers. In short, Chinese consumers are 

not paying attention to the factor of compatibility, regardless of whether Apple Watch 

is currently doing excellent compatibility. 

  

In the second machine age, with more and more new technologies emerging, Chinese 

consumers have more choices, and they can quickly adapt to these new technologies. 

Part of the reason Chinese consumers are not affected by this is that while compatibility 

is a factor, it's a factor that every new technology product has, and it has not influenced 

the informed Chinese to purchase. In China, the purchase intention from consumers is 

not affected by the compatibility of Apple Watches. 

5.3 Social influence 

Social Influence is another insignificant factor which performs differently by 

consumers between other countries and China. After analyzing the data we collected, 

the result shows not supported to H3. Social influence is an insignificant factor in the 

purchase intention of the Apple Watch. This paper study whether social influence is an 

important factor affecting Chinese consumers like the opinions from Points (2017) 

indicated that social influence is a driving factor. Consumers want to strengthen an 

individual's status (Tian et al., 2001) through purchasing of Apple Watches. However, 

the result of social influence factors is not the same as those previous studies. 

  

For Chinese consumers, there is little relationship with their purchase influenced by this 

factor. Social influence can not be reflected in the purchase of the Apple Watch by 

Chinese consumers. The price of apple watch is around 400 dollars, and even general 

staff with a basic monthly income can buy Apple Watch. This leaves no clear social 



29 / 47 

identity distinction between consumers. Apple Watches are not reflected in this factor 

(social influence). We can also make another understanding as follows. 

  

Although the results we obtained in this study are different from the past, they can still 

be understood. Chinese consumer’s understanding of the factor (social influence) has 

also changed with the development of society. With the development of China's 

economy, Chinese consumers are increasingly aware of their independent consumption. 

The impact of surrounding friends and colleagues or family members has been changed. 

This affects the Chinese consumer’s intention to purchase Apple Watches is no longer 

simply recommended or evaluated by others. Hence, in terms of social influence, 

Chinese consumers have no significant influence on the purchase intention of Apple 

Watch. 

5.4 Design aesthetic 

For another insignificant factor on the Chinese consumer, it also performs differently 

with the previous studies in other countries. As the result shows, it is not supported by 

H4. The effect of design aesthetic on the purchase intention of Apple Watch is 

insignificant.  According to Hsiao (2013), the design aesthetics we studied in this paper 

is about the visual feeling of smartwatches' appearance and color to consumers. The 

view that consumer’s visual perception influences their emotions comes from Cyr et 

al.(2006) and Hsiao (2013), which is also considered as a critical factor in Nanda (2008). 

Hsiao and Chen (2018) have an analysis result that the most direct impact on product 

purchases is the attitude, and the design appearance has the most important impact. 

However, it is different in China. 

  

Chinese consumers are less affected by the purchase of design aesthetics on Apple 

Watch. In this study, there is no show that Apple's aesthetic design will positively affect 

the intention of Chinese consumers to purchase. At the same time, this influence is not 

negative. On the one hand, Apple Watches are designed in much the same way every 

series of production and can no longer bring new visual impact. This makes Apple 

Watches have no different sensory experience for Chinese consumers in design 

aesthetics. Although Apple Watch has changed on the strap and the dial, it is only a 
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minor change such as a change in size. This design aesthetic is not enough to mobilize 

the appetite of Chinese consumers. 

  

On the other hand, Chinese consumer’s tastes are evolving. The design aesthetic is 

temporary, even if it meets the aesthetics of most Chinese consumers. In addition, the 

smartwatch design on the market is highly homogenized, and the design of the Apple 

Watch does not appear to be unique. This makes consumers hard to distinguish from 

the design aesthetics of Apple Watch. In general, Chinese consumers buy Apple 

Watches without being influenced by design aesthetics. 

5.5 Hedonic value 

For hedonic value, which is another significant factor, as far as the Chinese consumer’s 

purchase intention on a smartwatch, they are evidenced. With the analysis of the data, 

it is supported by H5. The effect of hedonic value on purchase intention of Apple Watch 

is significant and it is positive. The articles by Bargas-Avila and Hornbæk (2012) 

transform the focus of research from traditional system function optimization and 

hedonism to user experience. Dehghani et al.(2018) mentioned that the importance of 

the appearance and hedonic design, the article proposes mobile phone app associated 

with smartwatches, and if the design is more interesting, it will be interested to 

customers. 

  

Apple Watch reflects its enjoyment value in many ways. First, the Apple Watch is 

similar to other smartwatches and has many software features. This software, like 

mobile software, plays a variety of roles. After consumers buy Apple Watches, they can 

get different feelings in the various functions of using Apple Watches. This feeling 

makes consumers feel happy. Second, the software in Apple Watch will be updated. 

This kind of update will gradually optimize the undesired functions of the previous 

users and enhance the user experience of the consumer. In addition, users can set and 

adjust Apple Watch according to their preferences to maximize their enjoyment value. 

The hedonic value of Apple Watch can be perceived by Chinese customers. 

  

Consistent with previous research results, Chinese consumers are more willing to buy 

for hedonic value. With the development of economy in China, more and more people 
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experiencing increasing stress levels in life, there is an increasing demand among 

consumers to attain happiness and pleasure. Chinese consumers experience happiness 

in the process of using the functions of the Apple Watch, and this happiness turns into 

a preference for them. Hence, hedonic value has a positive effect on the Chinese 

purchase intention of Apple Watches. 

5.6 Control variables 

In this research analysis model, we considered six demographic characteristics of 

Chinese, including gender, age, education and income, if current iPhone user, if current 

iPhone user. as control variables. In the end, we get only one significant control variable 

(Mobile), and the other five control variables are insignificant. According to the results, 

the users who is current iPhone user will significantly affect the purchase intention of 

Apple Watch. If they are iPhone users, they are more likely to buy Apple watches than 

other mobile phone products users. 

  

In addition to the characteristics of the potential consumers of Apple Watch, the results 

of the other five characteristics are not significant. There is an insignificant difference 

between the older people and the younger ones in purchasing Apple Watch. People with 

higher incomes do not have significantly different purchasing intentions than those with 

income in the essential state. Similarly, the degree of education is different, such as 

undergraduate graduation, postgraduate graduation, doctoral graduation, etc., and there 

is an insignificant difference in the intention to purchase Apple watches. Even 

consumers who have purchased Apple Watches and those who have not purchased have 

no different purchase intentions. For the experience of some consumers, these results 

show that there is no noticeable impact on the purchase intention of Apple Watch. 
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6. Conclusion 

Based on the result of theoretical framework and quantitative research, this chapter 

summarizes main conclusion. Then the practical implications are proposed. Finally, it 

puts forward the limitations and suggestions of future research. 

6.1 Main conclusion 

Our study is for understanding the factors influence of Chinese consumer’s purchase 

intention on Apple Watch. This paper using the quantitative method analyzes the impact 

of six factors on the purchase of Apple Watch by Chinese consumers through the data 

collection of respondents who come from China. Base on IDT, relative advantage has 

a significant impact on purchasing the Apple Watch. In addition, we extend the model 

by four factors (social influence, design aesthetics, hedonic value, cost), and we find 

that hedonic value has a positive impact on Chinese customers' purchase. For other 

factors studied in this study, compatibility, social influence,design aesthetics have no 

apparent influence. Cost is an invalidity factor. 

  

Furthermore, to explore external experience, we consider consumers characters (gender, 

age, education, income.) And we consider  if they are current iPhone user, if they are 

current Apple Watch user. This consideration of connecting smartwatches to mobile 

phone users in the same system is rare in previous studies. The results show that iPhone 

users will be more inclined to buy Apple watches. Other consumer characters do not 

have significant influence. Hence, the regression equation summarized is controlling 

the variable (Mobile). 

6.2 Practical implications 

Although it is easy to understand that relative advantage is an essential factor in the 

innovation of diffusion theory, and the results of this study also indicate that it is a 

significant factor for Chinese consumers. The relative advantages of Apple Watch 

combined with the relative advantages of the smartwatch itself, which is not only a 

wearable technology product but also an IT product integrating the functions of mobile 

phones. However, as a new technology product, how to maintain this relative advantage 

is to be considered. Although the current Apple Watch hardware and software have 

been updated all the time, the relative advantages need to be further expanded 
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considering whether these advantages can continue to influence customers' purchase 

intention. 

  

For Apple Watches, first of all, the relative advantage should be extended to include 

battery life, to improve the short battery life if compared with other mechanical watches. 

As a rule of thumb, usually it need charge after two to three days every time, but regular 

mechanical watches need not be charged usually. Secondly, the functions of Apple 

Watch are strengthened based on the features of mobile phones, so that the features of 

Apple Watch can meet the needs of more consumers. Thirdly, Apple Watch can make 

a breakthrough in waterproof performance, making the relative advantages of Apple 

Watch gradually expand. In conclusion, no matter which aspects Apple Watch extends 

its relative advantage, it will make more consumers willing to buy it. Besides, for 

Chinese consumers, other new technology products can also attract more consumers 

through their relative advantages. 

  

Among the factors that we extended; hedonic value is shown to be a significant factor 

in the outcome. Chinese consumers actively purchase intention to buy Apple Watch 

when they feel the hedonic value of it. The hedonic value of Apple Watch exists the 

unique innovation of Apple Watch and unique system design. The pleasure these 

functional systems bring to consumers in the process of using makes them strongly 

intention to purchase. The hedonic value needs to be consistently satisfied. Apple watch 

needs to continually innovate its systems and functions to keep customers enjoying the 

product. 

  

Furthermore, other new technology products can also attract more potential consumers 

by improving their hedonic value. Chinese consumers have a profound understanding 

and use of new products, which is also due to the rapid development of new technology 

products in China in recent years. If these new products want to compete with each 

other or increase the sales share of the product, by enhancing the hedonic value of the 

product, it may have a positive effect on its goal. So, Apple and other new technology 

companies can explore the value of hedonic in the further. 

  

Also, another result obtained in this study found that people who own an iPhone are 

firmly to buy an Apple watch. As empirical knowledge that to buy an Apple Watch, the 
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system of the watch needs to match the mobile phone system used by consumers. If 

people who own Apple Watches are more willing to buy an Apple Watch, then Apple 

can expand the consumer group of Apple Watch and eventually achieve the goal of 

increasing the sales share of Apple Watch. 

  

This principle is also applicable to other smartwatches. If smartwatches are to become 

more concerned by consumers, it is necessary to increase consumers at the source, 

which can be changed by mobile phone users of the same system. Of course, if other 

systems were compatible with the Apple Watch, the results might be different. In 

addition, for iPhone consumers, they have a specific understanding and recognition of 

Apple products. And when they experience Apple products, this experience allows 

them to watch for Apple with a certain amount of goodwill. This affection makes them 

have a high level of enthusiasm comparing to other mobile phone users. In other words, 

Apple cannot ignore this segment of consumers who are current Apple product users. 

6.3 Limitations and future research 

Although the study is meaningful, it does not mean that it does not have any limitations. 

First of all, the data used for analysis are all questionnaires distributed online, most of 

which are concentrated in Shanghai. Shanghai is a globalized city in China, which may 

not represent a good mix of cities for all Chinese consumers. Secondly, we use six 

factors to analyze the influence of Chinese consumers on the purchase intention of 

Apple Watch, which is the result of the current situation. In addition, we considered the 

influence of gender, age, income, and other characters of consumer groups, however 

these considerations were not entirely sufficient. 

  

Hence, in future research, three aspects can be suggested to further study. For example, 

add more questionnaire forms and broader geographic considerations of respondents. 

Secondly, conduct more comprehensive research and analysis on the factor (cost). 

Furthermore, it is suggested to do a long-term follow-up study on the impact of these 

factors on Chinese consumers. It is always hard to accurately predict consumer 

behaviors. It is better to take a longitudinal method to study these factors to achieve a 

whole understanding of Chinese consumer’s purchase intention of Apple Watches. 
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Appendix 

Appendix A Questionnaire (English) 

Questionnaire for Chinese consumer’s purchase intention on Apple Watch  

Hello everyone,  

Because of the need of our master thesis, we are investigating purchase intention about 

Chinese consumers on Apple Watches. There are two parts in our questionnaire, the 

first part is for background information and the second part is the factors influencing 

consumer’s purchase intention on Apple Watch.  Our questionnaire is for research 

purposes only, absolute guarantee that the information you provide confidential, thank 

you for your cooperation! 

Part 1 Personal Background 

 Gender Male                  Female        

Age Less than 20 years old 

21–30 years old 

31–40 years old 

41–50 years old 

Over 51 years old 

Education High school or less 

Undergraduate 

Graduate degree 

Doctor degree or above 

Monthly income before tax (RMB) <9,999 

10,000-19,999 

20,000-29,999 

>30,000 

Are you using Apple Mobile?  Yes                  No 

Have you ever bought an Apple Watch?  Yes                  No 

 

 



43 / 47 

Part 2 

We would like you to choose a score from 1 to 7 to indicate your extent of 

disagreement and agreement opinion for each question, please select an option 

when answering these following questions. 

 

Questions about factor of purchase 

intention about Chinese consumers on 

Apple Watch 

Strongly                      Strongly 

Disagree ——————> Agree 

1    2    3     4     5     6     7 

There are advantages to using an Apple 

Watch if compare with non-smartwatch 

 

Using an Apple Watch is more efficient than 

non-smartwatch at work 

 

Using an Apple Watch is more convenient 

than non-smartwatch work 

 

I feel familiarity with the iPhone operating 

system useful for using Apple Watch 

 

Using an Apple Watch is consistent with my 

lifestyle 

 

I feel wearing an Apple Watch is consistent 

with my daily habit of wearing a watch 

 

I feel using the Apple Watch can show my 

social status 

 

My intention to buy an Apple Watch comes 

from the recommendation of friends and 

relatives 

 



44 / 47 

I feel wearing Apple Watch makes me stand 

apart from others 

 

I think Apple Watch looks fashion 
 

I think the screen interface design of Apple 

Watch is very attractive 

 

I think Apple watch looks unique 
 

I feel some functions of Apple Watch have 

fun 

 

Using Apple Watch keeps me happy 
 

I feel using Apple Watch will satisfy my 

curiosity 

 

I feel Apple Watch is more expensive than 

other smartwatches 

 

I feel the price of Apple Watch is reasonable 
 

 I feel Apple Watch was a burden to me 
 

I predict I will use this smart watch in the 

future 

 

I plan to use this smart watch in the future 
 

I expect my use of this smart watch to 

continue in the future 
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Appendix B Questionnaire (Chinese) 

关于中国消费者对于苹果手表购买意向的调查问卷 

 

 大家好， 

因为研究生论文需要，我们正在做一个关于中国消费者购买苹果手表的购

买意愿的市场调查。问卷调查有两部分。第一部分是个人背景信息部分，

第二部分是影响消费者购买意愿的因素。我们的问卷只提供研究之用，保

证您提供的信息绝对保密，希望您能如实填写。谢谢您的合作！ 

第一部分 个人背景 

 性别 女性        男性 

年龄 20 岁及以下 

21–30 岁 

31–40 岁 

41–50 岁 

51 岁及以上 

教育 高中及以下 

本科 

研究生 

博士及以上 

月收入（税前） <9,999 

10,000-19,999 

20,000-29,999 

>30,000 

您在用苹果手机吗？ 是              否 

您购买过苹果手表吗？ 是              否 
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第二部分 我们希望您从 1 到 7 之间选择一个选项来表示你对每个问题的不

同意程度和同意意见，请在回答这些问题时选择一个选项。在这部分里，

我们想知道您对以下陈述的赞同和不赞同程度。 

 关于中国消费者购买苹果手表意愿因

素的问题 

非常不赞同 ———> 非常赞同 

1     2      3     4       5     6  7 

我觉得使用苹果手表比非智能手表更具

有优势 

 

我觉得使用苹果手表在办公场合比非智

能手表更高效 

 

我觉得使用苹果手表在工作中比非智能

手表更方便 

 

我觉得熟悉苹果手机操作系统有助于使

用苹果手表 

 

我觉得使用苹果手表可以融入我的生活

方式 

 

我觉得佩戴苹果手表符合我的日常戴表

习惯 

 

我觉得使用苹果手表比其他智能手表更

有尊贵感 

 

我购买苹果手表的意愿源于亲朋好友的

推荐 

 

我觉得佩戴苹果手表让我显得与其他人

不一样 

 

我认为苹果手表外观时尚  
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我觉得苹果手表的屏幕界面设计很吸引

人 

 

我觉得苹果手表的外观是独特的  

我觉得苹果手表的一些功能有趣  

我能够从使用苹果手表的过程中感到快

乐 

 

我觉得使用苹果手表能满足我的好奇心  

我觉得苹果手表比其他智能手表贵  

我觉得苹果手表的价格合理  

我觉得我消费得起苹果手表  

我预计将来会去购买苹果手表  

我计划将来使用苹果手表  

我希望将来持续用苹果手表  

 

 


