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The use of smart Adaptive Health-Sync Apparel (AHA) has been increasing 
dramatically in the last decade (Sajovic et al., 2023). Goncu-Berk (2019) reports that the 
market grew at an annual growth rate of 23%, from 100 billion in sales by 2023 to 150 
billion by 2026. Even with the exponentially increasing market size, scholars believe that 
consumers may avoid the use of smart AHA because they lack confidence in it or do not 
know enough about it (Rudolf et al., 2022). Thus, the marketability and success of smart 
AHA depend largely on consumer acceptance and consistent use, regardless of the 
advanced technology implemented in the product (Zaman et al., 2018). Some scholars 
suggest that consumers form attitudes toward using a technology based on its perceived 
usefulness and ease of use, and these attitudes ultimately influence their intention to use 
the technology (Migueli et al., 2024; Rubiyanti et al., 2023). However, there is a lack of 
research on what factors affect consumers', especially medical patients’, acceptance of 
such smart AHA. Therefore, the purpose of this study is to examine how consumers' 
intentions to use smart AHA are influenced by factors, such as their behavioral intention, 
attitudes, perceived usefulness and perceived ease of use grounded in the Technology 
Acceptance Model. 
 

Literature review 
 

Scholars believe that the successful adoption of the AHA depends on consumer 
psychological and behavioral as much as it depends on technological benefits (Pandey 
& Rai, 2019; Saaksjarvi, 2003). The Technology Acceptance Model (Davis, 1989) has 
been used to understand consumer 
intention of adopting certain technology in 
medical application (Holden & Karsh, 
2009) and other relevant fields of smart 
AHA (Chen & Ye, 2023). According to 
TAM, consumers are more likely to form a 
positive attitude when they perceive the 
smart AHA useful and it is easy to use 
(Venkatesh & Davis, 2000). In 
addition, the best indicator of the actual 
use (adoption) of the AHA is their positive intention (Davis, 1989). The following 
hypotheses were tested in this study by applying TAM to smart AHA while preserving the 

 

Figure 1: TAM  implementation for AHA. 
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the TAM's core pathways. 
H1: Perceived ease of use of AHA positively impacts perceived usefulness of AHA. 
H2a: Perceived usefulness of AHA positively impacts attitudes toward using AHA. 
H2b: Perceived ease of use of AHA positively impacts attitudes toward using AHA. 
H3a: Perceived usefulness of AHA positively impacts behavioral intention to use AHA. 
H3b: Attitudes toward using AHA positively impact behavioral intention to use AHA. 
 

Method 
 

This study employed a quantitative survey distributed via Qualtrics. Preliminary 
data were collected in March 2025 using Amazon Mechanical Turk, yielding 63 usable 
responses. Participants were provided with a schematic diagram and description of the 
smart Adaptive Health-Sync Apparel (AHA) to guide their responses. The AHA was 
described as a pair of pants equipped with a urinalysis sensor for monitoring kidney 
function in diabetic patients. It features Velcro seams for ease of use (modular design), 
supporting personalized healthcare for patients with diabetes who use a urine bag and 
experience mobility impairments. The survey utilized validated scales adapted 
from Alfadda and Mahdi (2021), measuring perceived usefulness, perceived ease of use, 
attitudes toward use, behavioral intention, and actual use. The study tested five 
hypotheses derived from TAM through four multiple linear regression analyses using R 
version 4.4.2.  
 

Results 
 

Descriptive statistics indicated an average participant age of 34.6 years, with 
38.09% identifying as female, 58.73% as male, and 3.17% preferring not to say. A 
majority (60.32%) had been diagnosed with diabetes, while others had experience caring 
for individuals with the condition. Results revealed that all three regression models were 
statistically significant at p-values below 0.05 or 0.01, confirming the models are 
statistically significant.   
 

Table 1: ANOVA & Regression Analysis for TAM Hypothesis Testing on AHA. 
Model / 
Hypothesis  

Predictor  Estimate  Std. 
Error  

t-value / F-
value  

p-value  R²  Supported  

Model 1: 
Perceived 
Usefulness 
(H1)  

Perceived ease 
of use  

1.65  0.07  t = 22.11 / F = 
489.01  

< .001 ***  0.89   Yes  

Model 2: 
Attitudes 
(H2a, H2b)  

Perceived 
usefulness  

0.18  0.09  t = 1.97 / F = 
274.41  

0.53  0.83  H2a: No  

  Perceived ease 
of use  

0.61  0.16  t = 3.76 / F = 
14.15  

< .001 ***    H2b: Yes  
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Model 3: 
Behavioral 
Intention 
(H3a, H3b)  

Perceived 
usefulness  

0.45  0.08  t = 5.76 / F = 
304.78  

< .001 ***  0.84  H3a: Yes  

  Attitudes 
toward using 
AHA  

0.35  0.14  t = 2.58 / F = 
6.66  

0.012 *    H3b: Yes  

* p<0.05 ** p<0.01 *** p<0.001  
 
 

Discussion and conclusion 
 

This study applied the Technology Acceptance Model (TAM) to assess the factors 
influencing user acceptance of Smart Adaptive Health-Sync Apparel (AHA) among 
individuals with diabetes and mobility impairments. The findings largely support TAM’s 
core assumptions. Specifically, perceived ease of use significantly influenced both 
perceived usefulness and user attitudes toward the technology, while both perceived 
usefulness and attitudes positively predicted behavioral intention to use AHA.  

 
Interestingly, perceived usefulness did not significantly impact attitudes, 

suggesting that in the context of wearable health technology, ease of use may play a 
more pivotal role in shaping consumer attitudes than perceived utility. This highlights the 
importance of ergonomic design and user-friendly features in promoting acceptance of 
smart health apparel.  
 

Overall, the results emphasize the critical role of usability and user perception in 
encouraging the adoption of wearable health technologies. Future research should 
include a more geographically diverse sample and consider a longitudinal design to 
assess changes in user acceptance over time. Additionally, alternative behavioral 
predictors could be explored to enhance the explanatory power of TAM in this specific 
healthcare context.  
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