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Abstract  
 
The interest in wearable technologies, especially smartwatches rise day by 

day parallel with technological developments and an increasing need to monitor 
health. In line with those developments, this study aims to investigate the role of 
perceived ease of use, perceived usefulness, user satisfaction, healthology in 
explaining smartwatch continuance intention. In addition, this study investigates 
the relationships between perceived ease of use, perceived usefulness, healthology 
and user satisfaction. Questionnaire method was used to gather data from actual 
smartwatch consumers in Turkey and the data analyzed by utilizing structural 
equation modeling. Findings demonstrate that the most powerful variable to explain 
smartwatch continuance intention is perceived usefulness, whereas perceived ease 
of use contributes to user satisfaction the most. Also, healthology is positively 
related to both user satisfaction and continuance intention. The results also highlight 
the importance of continuance intention to increase intention to recommend 
smartwatches to other people.  
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1. Introduction  

 
As technology proliferation continues, wearable technologies are frequently 

used in various areas. Wearable technologies refer to the integration of smart 
technologies into objects such as watches, wristbands, necklaces, and shoes. Liu & 
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Guo (2017) define wearable tools as "computers which have access to a mobile 
internet connection, provide information, and are put on like clothes or accessories". 
People can use wearable devices in several applications. Watch-type wearable 
devices can replace the functions of smartphones, wristbands, or wearable devices 
on necks can be used to gain information on health status, whereas head-mount 
display-type wearable devices are mostly preferred because of their virtual reality 
functions. Yang et al., 2016). As a type of wearable device, smartwatches help to 
save, report, and share information such as heart rate, blood pressure, diabetes, 
calories spent, times spent on physical activities, and therefore provide health 
benefits for users. The information and reports saved by smartwatches can be 
accessed from smartphones and can be shared with other users and physicians. 
Communication and fitness tools are the two main usages of smartwatches. They 
are worn on the body and provide ubiquitous computing and accessibility 
(Ogbanufe & Gerhartb, 2018). 

 
As smartphones and smartwatches are used simultaneously, smartwatches 

increased their popularity with the mobility and increased use of smartphones. 
Smartwatch shipments are increasing worldwide and the shipments are expected to 
reach 113 million units by 2022 (Statista, 2021). The increasing sales of watches, 
along with the digitalization movement and the high-speed pace of technological 
developments reflect the importance of this market for the future.  Moreover, 
smartwatches are often accepted as complementary accessories and not deemed as 
a necessity (Cho, Lee & Yang, 2019), and even though initial market exposure is 
important, the long-term survival of the smartwatch sector relies on continued usage 
(Bölen, 2020). This calls for additional research on continuance intention. 

 
As an emerging market, 25,5% of the internet users have smartwatches in 

Turkey as of January 2021 (Wearesocial, 2021). Although the Turkish market on 
smartwatches has potential, the market is still young and there are only a few studies 
focused on the subject in Turkey (Marangoz & Aydın, 2018; Şahin, Özeltürkay & 
Doğrul, 2018; Bölen, 2020; Ada & Aksoy, 2020; Yıldız & Kütahyalı, 2021). 
Furthermore, investigating behavioral intention in emerging countries is a fruitful 
research area as stated by Zhang et al (2017). In this direction, this study aims to 
predict factors affecting smartwatch continuance intention and intention to 
recommend smartwatches and integrate healthology construct to technology 
acceptance model (TAM). Accordingly, the research question of the study is how 
to predict the antecedents of intention to adopt and recommend smartwatches which 
are one of the most used technologies to provide health information. Although there 
are several studies to explain intention to purchase smartwatch, there is a gap 
regarding to the continuance intention of those devices. The study also intends to 
extend TAM model, since TAM gives better results when it is extended by 
additional factors (Lin, Lin & Roan, 2012), therefore this study also measures 
satisfaction and healthology. As Zhang et al (2018) state, health behavior is a 
fundamental subject of social psychology and therefore healthology is included in 
the research model.  
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In the first section of the study, a literature review on the technology 
acceptance model and its elements, healtology, user satisfaction, continuance 
intention, and intention to recommend are presented. Hypotheses are proposed 
based on the previous literature. The second section of the study is the methodology. 
The results are given in the third section. The conclusion section includes 
theoretical contributions, practical implications, and limitations. 

 
2. Literature Review 

 
Smart Watch Continuance Intention 
 
Continuous use of a product or service corresponds to users' decision to 

continue to use the product/service (Franque et al., 2020). The term is also 
associated with the benefits that keep customers use the product (Han, Lee & Kim, 
2021). Continuance intention is defined as the intention to continue using 
smartwatches in this study.   

 
As the technology matures and the market of smartwatches widens, the 

research interest has moved towards figuring out continuous usage rather than 
factors affecting intention to use. Most of the studies in smartwatch literature 
measure intention (Wu, Wu & Chang, 2016; Kim & Shin, 2015; Hsiao & Chen, 
2018; Al-Emran et al., 2020). Early studies mostly focused on the adoption of 
smartwatches (Kim, 2016; Hsiao, 2017; Kranthi & Ahmed, 2018; Dutot, Bhatiasevi 
& Bellallahom 2019), intention to accept (Wu, Wu, Chang, 2016) whereas this 
study was carried out on actual users of smartwatches to explain long term use of 
smartwatches. Explaining determinants of continued usage can help to make better 
planning, assisting decision making and accordingly, keeping the users (Ding, 
2019). Therefore, the long-term success of smartwatches in the digital industry is 
still a question that needs to be concentrated on. 

 
User Satisfaction 
 
Satisfaction denotes the post-consumption reaction and judgment (Kim, 

Chang, Park & Lee, 2015). In parallel, smartwatch user satisfaction is defined as 
smartwatch user’s feeling that the smartwatch fulfills her/his general expectation 
(Cho, Lee & Yang, 2019).  Satisfaction is commonly recognized as a predictor of 
customer intention to continue using (Loureiro, Kaufmann, & Rabino, 2014; Li & 
Fang, 2019; Khayer & Bao, 2019). It is also a remarkable construct to explore 
considering that there are many alternatives available in the smartwatch market and 
user satisfaction determines the decision to continue using (Pal, Funilkul & Vanijja, 
2020). Literature on smartwatch user satisfaction underlines the importance of user 
satisfaction for keeping the customers. Studies found that high satisfaction leads to 
continued use of smartwatches (Ogbanufe & Natalie Gerhart, 2018). Researches 
point out that perceived usefulness is positively related to user satisfaction and user 
satisfaction leads to continue using smartwatches (Hong et al. 2017; Pal, Funilkul 
& Vanijja, 2020). 
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Technology Acceptance Model to Explain Perceived Ease of Use and 
Perceived Usefulness 

 
As proliferation of new technology continues, several models have been 

presented to understand the adaptation of new technology. The most widely 
recognized theory to explain new technology adaptation is the technology 
acceptance model which was introduced by Davis, Bagozzi, and Warshaw (1989). 
The theory implies that perceived usefulness, and perceived ease of use are the two 
factors that affect consumers' new technology adoption (Davis, 1989). Perceived 
usefulness is defined as "a person’s belief that using a system helps him or her to 
attain the desired goals" whereas perceived ease of use is "the degree of usage 
facility related to a system" (Venkatesh et al., 2003).  

 
UTAUT (Unified Theory of Acceptance, and Use of Technology, 

Venkatesh et al. 2003) and UTAUT 2(Unified Theory of Acceptance, and Use of 
Technology) are the models related to technology acceptance model and they are 
also used to explain the acceptance and use of new technology.  According to 
UTAUT, the determinant of intention to use and technology use are performance 
expectancy, effort expectancy, facilitating conditions and social influence 
(Venkatesh et al. 2003). Performance expectancy refers to the degree to which a 
person believes that using a system or device will increase their performance; 
whereas effort expectancy describes the degree of ease related to the use of the 
system/ device. Social influence is defined as a person’s perception that people 
matter to him/her believe that he/she should use the system/device. On the other 
hand, facilitating conditions delineate a person’s belief that an there are some easing 
elements, organizations, or infrastructure to support use of the system/ device 
(Venkatesh, 2021). Effort expectancy corresponds to perceived ease of use whereas 
performance expectancy corresponds to perceived usefulness in TAM. Vankatesh 
et al. (2012) extended UTAUT and proposed UTAUT2 that added hedonic 
motivation, price value and habit constructs. The authors developed this theory 
since it is more suitable for customer context whereas UTAUT was more applicable 
in employee context. Habit is defined as a perceptual factor that shows the 
consequences of earlier experiences, while price value becomes positive when 
benefits exceed the monetary cost. Being another important predictor in consumer 
behavior and technology studies, hedonic motivation refers to the search of 
emotions (Mikahef et al.2012) and it is mainly related to fun seeking (Holbrook and 
Hirschman 1982). 

 
Several studies utilized technology acceptance in smartwatch context. The 

recent literature on technology acceptance model appliance on smartwatch shows 
rhat the issue still draws much attention. Jeong, Park & Kim (2020) proved that 
perceived ease of use affects intention to use smartwatch positively while the 
complexity and financial risk has negative effect on intention to use the device. 
Baudier, Ammi & Wamba (2020) found that perceived ease of use does not affect 
attitude towards using smartwatch whereas perceived connectivity and culture are 
essential factors to explain adoption of such products. According to Sabbir et al.’s 
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(2020) study, attitude toward using smartwatch is the most important predictor of 
behavioral intention. Perceived enjoyment, perceived ease of use, perceived 
usefulness, fashion innovativeness and fashion involvement are the variables that 
affect attitude. Another study by Al-Maroof et al. (2021) was conducted on people 
working on medical centers and explored user acceptance of smartwatch for 
medical objective. Results underlined the essential role of perceived ease of use as 
the construct positively affect both perceived usefulness and behavioral intention. 
 

This study defines perceived usefulness as the degree of gaining benefits 
from using smartwatches and perceived ease of use as the degree of effortlessness 
of use affiliated with using smartwatches.  According to a study by Ha et al. (2017), 
users find smartwatches more beneficial than ordinary watches and smartphones. 
Considering that smartwatches are personal wearable devices that are used for 
various objectives, the importance of ease of use and usefulness is obvious for 
people to adopt those technological products (Al-Emran et al., 2020). Perceived 
usefulness (Al Gahtani et al. 2007; Chong, 2013; Bogart & Wichadee, 2015; Tarhini 
et al., 2017; Pfeiffer et al, 2016; Sergueeva et al., 2016) and perceived ease of use 
(Wong et al., 2015a; Dhaha et al,2014; Moya et al.,2018; Sun et al., 2014; Huang 
& Yang, 2020) are strong predictors of behavioral intention. In addition, Wang et 
al (2020) and Kim & Cho (2019) found that both performance and effort expectancy 
affect behavioral intention in smart wearables. Kim & Shin (2015) proved that the 
perceived usefulness of smartwatches is positively related to intention to use these 
devices while Ogbanufe & Gerhartb (2018) found a positive relationship between 
perceived usefulness and satisfaction. Therefore, 

 
H1: There is a positive and significant relationship between perceived ease 

of use and user satisfaction. 
H2: There is a positive and significant relationship between perceived ease 

of use continuance intention.   
H3: There is a positive and significant relationship between perceived 

usefulness and user satisfaction. 
H4: There is a positive and significant relationship between perceived ease 

of use and continuance intention. 
 
Healthology  
 
Current advances in smart wearables make it possible to get detailed health 

information. A recent study found that health industry is increasingly utilizing smart 
watches. Those devices are popular among both doctors and patients since they ease 
communication between its medical users (Al-Maroof et al., 2021). As the positive 
effects of wearable health devices are recognized, the health management functions 
of smartwatches increasingly appealing to customers.  Wen et al. (2017) point out 
that there is a high demand for health functions of wearable products. Therefore, 
health motivation is an essential factor in the decision to purchase and continue 
using a smartwatch.  As a novel term, healthology (formed by combining health 
and technology) is defined as the interplay between health concerns, informatics, 
and technology intended to present new methods to satisfy needs about health 
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(Dehghani, 2018; Dehghani, Kim & Dangelico 2018). Kim & Dangelico, 2018). 
Healthology refers to utilizing technology as a tool to achieve health consciousness 
and health motivation (Dehghani, 2018). Since health attributes (Zhang et al.,2017), 
and perceived health outcomes (Gupta et al., 2020) affect the adoption of healthcare 
wearable technology; healthology was added as external variables to the technology 
acceptance model.  Dehghani et al. (2018) found that healthology affects the actual 
use of smartwatches and continuous, Therefore, healthology is expected to 
influence behavioral intentions regarding smartwatches. 

 
H5: There is a positive and significant relationship between healthology and 

user satisfaction. 
H6: There is a positive and significant relationship between healthology and 

continuance intention. 
 
Intention to Recommend 
Nowadays customers have the power to influence each other’s purchase and 

intention to continue using decisions, especially through social media channels. The 
literature on new technologies points out that people who have a high level of 
intention to adopt new technology are expected to recommend it to other people 
(Talukder et al., 2019; Leong et al., 2013; Miltgen et al.,2013). Besides, a lot of 
wearable devices come with features that enable users to disseminate information 
and recommend people around them (Rahman et al., 2021). This information has 
led to the formation of these hypotheses: 

 
H7: There is a positive and significant relationship between user satisfaction 

and continuance intention 
H8: There is a positive and significant relationship between continuance 

intention and intention to recommend.  
 
Furthermore, previous studies point out the mediating role of satisfaction in 

technological products or services (Jung, Chung, & Leue, 2015; Djelassi, Diallo, & 
Zielke, 2018; Rahi, Ghani, & Ngah, 2020).  Therefore, the following hypotheses 
are suggested. 

 
H9: User satisfaction mediates the relationship between perceived ease of 

use and behavioral intention. 
H10: User satisfaction mediates the relationship between perceived 

usefulness and behavioral intention. 
H11: User satisfaction mediates the relationship between healthology and 

behavioral intention. 
 
  
 

3. Methodology 
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Figure 1. Research Model 

 
 
Survey Design  
 
The convenience sampling approach and online questionnaire method were 

used in the data collection. The online questionnaire was conducted on the Google 
Docs platform between 1 March 2021 and 7 March 2021. There was one criterion 
of selection that was respondents must be the actual smartwatch users. This 
selection criterion ensured that the sample ideally represents the research 
population of all smartwatch users in Turkey. At the beginning of the questionnaire 
form, there is a cover letter explaining the subject and the purpose of the study. In 
the first part of the study, 20 scale items are included, the statements were prepared 
as a 5-point Likert scale. Questions about participants’ demographic information 
were in the second part of the questionnaire form. The sources of the scales are 
shown in Table 1. All scale items were rated using a five-point Likert scale. 
“Strongly disagree” was represented by 1 and “strongly agree” was represented by 
5. 

 
Table 1. Scale Sources 

 
 
 
 

Scale Source 
Continuance Intention Wang et al. (2015) and Venkatesh et al. (2012)  
Intention to recommend Oliveira et al. (2016) and Miltgen et al. (2013) 
Perceived ease of use Brown (2002) 
Perceived usefulness Chuah et al. (2016) 
Healthology Dehghani et al. (2018) 
User satisfaction Ghazali et al. (2020) 
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Sample and Data Collection 
 
The sample consists of 457 actual smartwatch users living in Turkey. Table 

2 demonstrates the demographic information regarding the participants. The 
analyzed data consisted of 239 females (52,3%) and 218 males (47,7%). It was 
observed that most participants were in the second category of age (%45,5%). The 
education level of participants showed 63,2% at master's degree and doctorate 
levels, %27,6 at the bachelor's degree and associate's degree levels, and 9,2% at 
primary and secondary education levels. The majority of the participants' household 
income is 10.001 TL and above (40,5%). 

 
Table 2. Demographic Information 

Education n % Gender n % 
Primary and Secondary Education  42 9,2 Female 239 52,3 
Bachelor’s Degree and Associate’s Degree  126 27,6 Male 218 47,7 
Master’s Degree and Doctorate Degree 289 63,2 Age   
Household Income  18 - 25 77 16,8 
2.500 TL and below 36 7,9 26 - 33 208 45,5 
2.501 - 5.000 TL 43 9,4 34 - 41 115 25,2 
5.000 - 7.500 TL 121 26,5 42 - 49 23 5 
7.500 - 10.000 TL 72 15,8 50-57 15 3,3 

10.001 TL and above 185 40,5 58 and 
above 19 42 

 
3. Findings 

 
       Measurement model 
 

The data collected during the research were analyzed using SPSS 21 and 
AMOS 23. Firstly, confirmatory factor analysis (CFA) and reliability analysis were 
applied to test the research model and to verify the scales. In the structural model, 
the comparative fit index (CFI), chi-square statistics are divided by degrees of 
freedom (CMIN / df), root means square residual (RMR), the goodness of fit (GFI), 
and adjusted fit index (AGFI) were used as fit statistics. Analysis results (CFI: 
0.966; CMIN / df: 3.444; SRMR: 0.041; GFI: 0.900; AGFI: 0.864; RMSEA: 0.073) 
show that the data are suitable for the model (Doll et al., 1994; MacCallum and 
Hong, 1997; Hair et al., 2010).  

 
Convergent validity and discriminant validity values were checked to test 

the structures and variables. Composite reliability (CR) and mean-variance 
extracted (AVE) values were used to test convergent validity, and Fornell and 
Larcker's (1981) approach was used to test discriminant validity. 
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Table 3. Convergent Validity Results 
 

Items Factor Loadings Cronbach α CR AVE 
PEU                 
PEU1 0,885 

0,901 0,906 0,707 PEU3 0,819 
PEU4 0,789 
PEU2 0,768 
PU                 
PU3 0,931 

0,989 0,989 0,968 PU1 0,924 
PU2 0,924 
H                 
H3 0,905 

0,922 0,923 0,799 H2 0,904 
H1 0,868 
US                 
US2 0,863 

0,949 0,949 0,790 
US5 0,857 
US1 0,849 
US3 0,815 
US4 0,808 
CI                 
CI3 0,860 

0,975 0,976 0,931 CI1 0,844 
CI2 0,839 
R                 
R2 0,934 0,913 0,915 0,843 R1 0,931 
KMO: 0,88 Bartlett's: 11047,86   df: 190,00 Sig.: 0,00 

  
Table 3 shows the structural equation model’s six core constructs and their 

items. The Cronbach's alpha values for perceived ease of use (PEU), perceived 
usefulness (PU), healthology (H), user satisfaction (US), continuance intention 
(CI), and intention to recommend (R) were 0,901, 0,989, 0,922, 0,949, 0,975, and 
0,913. All constructs’ Cronbach's alpha values were higher than the threshold level 
of 0,70. Thus, the constructs’ reliability was supported (Hair et al., 2010).  

 
In addition, all factor loadings, CR values, and AVE values exceed the 

suggested values (FL>0,60; CR>0,70; AVE>0,50) (Bagozzi & Yi, 1988; Sekaran 
& Bougie, 2011). Hence, the measurement model has achieved convergent validity. 
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Table 4. Discriminant Validity Results 
 

Fa
ct

or
 

M
ea

n 

SD
 

Sk
ew

. 

K
ur

t. 1 2 3 4 5 6 

PEU 3,30 1,05 -0,31 -0,51 0,841      
PU 3,17 1,19 -0,35 -0,68 0,403 0,984     
H 4,00 0,97 -1,14 0,98 0,203 0,283 0,894    

US 3,63 0,96 -0,92 0,57 0,570 0,439 0,439 0,889   
BI 3,68 1,21 -0,95 0,06 0,495 0,516 0,403 0,574 0,965  
R 3,18 0,81 -0,24 0,54 0,223 0,125 0,195 0,196 0,424 0,918 

 
Table 4 shows that the square roots of the AVE values are greater than the 

corresponding construct correlations; meaning that the measurement model’s 
results meet the required criteria for discriminant validity (Fornell & Larcker, 1981; 
Bagozzi & Yi, 1988; Sekaran & Bougie, 2011; Henseler et al. 2015). 

 
Structural model and hypothesis testing 
 

 
**p < 0,001 

 
Figure 2. Structural model and the standardized regression coefficients 

 
The hypotheses were tested using structural equation modeling (SEM) on 

AMOS. Table 5 shows the proposed structural model fit indices. Model fit indices 
met threshold values (Hu and Bentler, 1999; Hair, 2006; Hair, 2013). In addition, 
all paths were significant (p<0,05) and positive.  
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H1, H3, and H5 state that perceived ease of use, perceived usefulness, and 
healthology have a positive impact on user satisfaction.  The standardized 
regression coefficients revealed that perceived ease of use (β=0,438, p < 0,001); 
perceived usefulness (β=0,178, p < 0,001); healthology (β=0,300, p < 0,001) were 
significantly and positively related to user satisfaction. Thus, H1, H3, and H5 were 
supported. 

 
H2, H4, and H6 show that perceived ease of use, perceived usefulness, and 

healthology have a positive impact on continuance intention.  The standardized 
regression coefficients revealed that perceived ease of use (β=0,199, p < 0,001); 
perceived usefulness (β=0,271, p < 0,001); healthology (β=0,169, p < 0,001) were 
significantly and positively related to behavioral intention. Hence, H2, H4, and H6 
were supported. 

 
H7 suggests that customer satisfaction has a positive role in continuance 

intention. The standardized regression coefficients revealed that customer 
satisfaction (β=0,267, p < 0,001) was significantly and positively related to user 
satisfaction. Therefore, H7 was supported. 

 
H8 investigates that continuance intention has a positive role on intention to 

recommend. The standardized regression coefficients revealed that behavioral 
intention (β=0,428, p < 0,001) was significantly and positively related to intention 
to recommend. As a result of the path analysis, H8 was supported.  
 
Table 5. Path Results 
 

Hypo. From -> To Std. 
Estimate S.E. C.R. P Result 

H1 PEU US 0,438 0,038 9,98 0,000 Supported 
H2 PEU CI 0,199 0,05 4,231 0,000 Supported 
H3 PU US 0,178 0,035 4,267 0,000 Supported 
H4 PU CI 0,271 0,042 6,663 0,000 Supported 
H5 H US 0,300 0,045 7,242 0,000 Supported 
H6 H CI 0,169 0,055 4,029 0,000 Supported 
H7 US CI 0,267 0,063 5,212 0,000 Supported 
H8 BI R 0,428 0,03 9,235 0,000 Supported 
Model Fit Indices: CFI:0,965; CMIN/df:3,414; SRMR:0,043; GFI:0,898; 
AGFI:0,866; RMSEA: 0,073 

 
Testing Mediation Effects 
 
User satisfaction was used as a mediator variable in the relationship between 

perceived ease of use - continuance intention, perceived usefulness - continuance 
intention, and healthology - continuance intention. To test the mediation effect of 
user satisfaction, two models were created. Model 1 includes all research variables 
except user satisfaction, Model 2 includes all research variables. Table 6 shows that 
comparing standardized estimated values of Model 1 and Model 2. Paths of both 
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models were significant (***p <0,001); however, standardized estimates decreased 
at Model 2.  

 
User satisfaction as a mediator in Model 2. The relationship's standardized 

estimate between perceived ease of use and the continuance intention was 0,319 
and significant in Model 1. Therefore, the relationship's standardized estimate 
between health consciousness and continuance intention decreased in Model 2 
(0,199). The standardized estimate in the relationship between perceived usefulness 
and continuance intention was 0,317 and significant in Model 1. Hence, the 
relationship's standardized estimate between perceived usefulness and continuance 
intention decreased in Model 2 (0,271). The standardized estimate in the 
relationship between healthology and continuance intention was 0,247 and 
significant in Model 1. Hence, the relationship's standardized estimate between 
healthology and continuance intention decreased in Model 2 (0,169).  

 
In conclusion, user satisfaction act as a partial mediator in the relationship 

between perceived ease of use- continuance intention, perceived usefulness - 
continuance intention, and healthology - continuance intention. In conclusion H9, 
H10, H11, and H12 are partially supported.  

 
Table 6. Mediation Analysis 
 

Hypo. From To 

Model 1 Model 2 

Result (Without 
mediator) 

(With 
mediator) 

Std. β  Std. β  
H9 PEU CI 0,319*** 0,199*** Partial Mediation 
H10 PU CI 0,317*** 0,271*** Partial Mediation 
H11 H CI 0,247*** 0,169*** Partial Mediation 
Model Fit Indices (Model 1): CFI:0,965; CMIN/df:3,414; SRMR:0,043; GFI:0,898; 
AGFI:0,866; RMSEA: 0,073 
Model Fit Indices (Model 2): CFI:0,979; CMIN/df:3,108; SRMR:0,045; GFI:0,934; 
AGFI:0,904; RMSEA: 0,068 

 
5. Conclusion 
 
Advisements in technology has changed how business is conducted and also 

affected marketing methods (Baydaş, Bayat & Yaşar, 2019).  Carefully analyzing 
and monitoring novel product trends is essentioanl for responding to unique 
consumer needs. The study is grounded on the technology acceptance model that is 
the fundamental theory to adopt technology and extends the theory with healthology 
and user satisfaction.  Healthology was added considering that improving health 
and switching to healthy behavior is one of the objectives of using smartwatches 
(Zhang et al., 2017).  The fundamental contribution of this research is to introduce 
a model that extends the technology acceptance model with healtology, which is a 
novel term to explain health motivation. The proposed model explains that 
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perceived ease of use, perceived usefulness, healthology, and user satisfaction are 
antecedents of behavioral intention towards smartwatches. Also, this study was 
conducted on actual users of smartwatches rather than potential users. By 
investigating the satisfaction and continuance intention of actual users, the study 
aims to provide solutions for keeping smartwatch customers. Considering the 
intense competition, the-real-life suggestions are expected to be helpful. 

 
Firstly, the findings of the study show that both perceived ease of use 

(β=0,199) and perceived usefulness (β=0,271) are predictors of smartwatch 
continuance intention. Previous literature also supports these findings (Al-Emran et 
al. 2020; Nascimento, Oliveira, Tam, 2018). The results confirm the 
appropriateness of the technology acceptance model for explaining consumers' 
continuance intention of smartwatches. In addition to this, it is important to 
highlight that users' continuance intention primarily depends on perceived 
usefulness rather than perceived ease of use. The result points out that having useful 
features that provide benefits crucial for smartwatches devices as it increases the 
probability of continuance intention. Furthermore, perceived usefulness is 
positively related to user satisfaction as also presented by (Bölen, 2020) and 
perceived ease of use increases customer satisfaction as also proven by Park (2020). 
Perceived ease of use has a higher effect on user satisfaction (β=0,438) than 
perceived usefulness (β=0,178), although they both contribute positively to user 
satisfaction. 

 
When the hypotheses regarding healthology are investigated, it can be seen 

that healthology is a significant determinant of the continuance intention towards 
smartwatches (β=0,169). Furthermore, healthology is also related to user 
satisfaction (β=0,300) underlining the importance of health technology and health 
motivation for the users to choose smartwatch. 

 
The study also proves that user satisfaction is positively related to 

continuance intention (β=0,267), which is supported by the past literature (Bölen, 
2020; Park, 2020; Nascimento, Oliveira & Tam, 2018). Considering that satisfied 
customers are the backbone of the sustainability of the companies, it is seen that 
companies should place emphasis on understanding and satisfying their customers 
to keep them. The results also provided evidence for the relationship between 
continuance intention and intention to recommend smart wearables. Therefore, it 
can be inferred that people who intend to continue using smartwatches are more 
likely to recommend those devices to people around them.  Lastly, the findings also 
proved that user satisfaction has partial mediator roles in the relationships between 
healthology and behavioral intention; perceived ease of use and behavioral 
intention; perceived usefulness and behavioral intention.  

 
In conclusion, the findings showed that perceived usefulness has a major 

role in the continuance intention of smartwatches. Perceived usefulness is found as 
the strongest determinant of consumers' continuance intention of smartwatches, 
followed by user satisfaction, perceived ease of use, and healthology.  
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The study contributes to the literature by explaining the continuance 
intention of actual smartwatch users. Considering that the demand for accessories, 
services, and follow-up models of smartwatches also counts on the actual use of 
smartwatches (Bölen, 2020; Siepmann & Kowalczuk, 2021), exploring actual 
users’ motivations a crucial subject that needs to be investigated more. In addition, 
this study incorporated healthology to technology acceptance model, which is a 
relatively novel and essential construct in smartwatch context. 

 
The results also provide some significant insights for designers and 

manufacturers of smartwatches. Findings point out that smartwatches should 
provide obvious benefits and specific performance outcomes, satisfy customers 
with their functions. Furthermore, they should not require lots of effort to learn and 
use, and customers expect the smartwatches have health monitoring features. Those 
features of smartwatches will make consumers' adaptation to those devices easier 
and smoother. Designers of the product features of wearable health devices should 
keep in mind that consumers want to see clear advantages of using these products. 
Since those devices are sold at a premium price, unless consumers are convinced 
that they are capable of doing lots of things, consumers might not think it is wise to 
buy such expensive products.  Findings also underline that consumer who have high 
health motivation are a considerable segment of the smartwatch market. As a final 
note, smartwatches are also useful for busy people who work from home, patients 
who avoid going to hospitals because of the covid-19 pandemic. Therefore, those 
technologies are expected to increase during the current pandemic and afterward. 
Smartwatches are also compatible with on-the go life style that is increasingly 
gaining population.  

 
There are some limitations to this study. Collecting the data with 

convenience sampling is a limitation. Future researches may compare data from 
developed and developing countries. In addition, extending the research model with 
additional constructs such as perceived enjoyment and cost to explain consumer 
behavior regarding smartwatches would be fruitful. Motivations of specific 
smartwatch consumers can also be investigated. 
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