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Abstract:

Purpose This study examines the adoption of wearable technology in the UK fashion industry,
focusing on how consumers balance hedonic (emotional, fashion-oriented) and utilitarian
(practical, functional) motivations. It also identifies key barriers to adoption, such as high costs,
privacy concerns, and comfort issues, while highlighting opportunities for blending technology
with fashion to meet consumer needs.

Methodology The study uses qualitative methods, including semi-structured interviews and
focus groups, to explore consumer behaviour. Data were collected from 30 participants,
selected through purposive sampling to ensure diversity across age, gender, and technological
experience. Thematic analysis was applied to identify key patterns in consumer preferences
and barriers to wearable technology adoption.

Findings The findings show that consumers are driven by both hedonic and utilitarian
motivations, valuing wearable technology for its aesthetic appeal and multifunctionality, such
as health monitoring and communication. Key barriers include high costs, privacy concerns,
and comfort issues. Participants emphasised the need for stylish, ergonomic, and affordable
wearable devices with strong privacy protections. The study also highlights the potential for
greater adoption if wearable technology is seamlessly integrated into fashion, and it explores
the role of collaborations between tech companies and fashion brands.

Limitation This study is limited by its sample size and focus on the UK market, which may
not fully represent global consumer preferences. Future research could expand the sample to
include cross-cultural comparisons and explore how technological advancements, such as
smart fabrics, influence adoption. The findings provide a basis for further investigation into
how behavioural drivers like privacy concerns and social status shape wearable tech adoption.

Practical implications The study suggests that manufacturers of wearable technology should
focus on developing devices that balance both style and functionality to appeal to consumers'
aesthetic and practical needs. Companies should prioritise ergonomic designs, offer products
at varied price points, and incorporate robust data protection measures to address privacy
concerns. These insights can guide the development of future products and brand collaborations
between tech and fashion industries.

Social implications Wearable technology, when effectively integrated into fashion, has the
potential to influence consumer identity and social behaviour. As these devices become more
ubiquitous, they could play a role in shaping social norms around privacy, health, and personal
expression. Ensuring accessibility through affordable pricing and design diversity could also
promote wider societal adoption, reducing the digital divide.

Originality This study offers original insights into the dual role of wearable technology as both
a fashion statement and a functional tool. It highlights the balance between hedonic and
utilitarian motivations and provides practical recommendations for addressing barriers such as
cost, comfort, and privacy. The findings contribute to the growing body of knowledge on
wearable tech adoption and provide a foundation for future research and product development.
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1. Introduction

Wearable technology, encompassing devices such as smartwatches, fitness trackers, and smart
clothing, has seen significant advancements in recent decades. These innovations merge
everyday fashion with advanced electronic systems, offering functionalities ranging from
health monitoring to communication capabilities. However, despite these technological strides,
consumer adoption remains restricted to a niche market in the UK. This research aims to delve
deeper into the factors influencing consumer behaviour, moving beyond technical
specifications to understand the psychological and social motivators behind the adoption of
wearable technology in fashion.

The relevance of this study lies in its examination of the dual role that wearable tech plays in
consumers' lives — as both functional devices and fashion statements. While previous research
has highlighted the technical advantages of these products, little attention has been given to
how consumers emotionally and socially engage with wearable technology. This study seeks
to fill that gap by addressing the following research question: How do behavioural factors
influence the adoption and integration of wearable technology into the UK fashion industry?

To explore this question, the study proposes the following objectives:

1. To identify the key behavioural drivers, such as hedonic and utilitarian motivations,
that impact the adoption of wearable technology.

2. To examine the barriers, including privacy concerns, cost, and usability, that hinder
widespread acceptance of wearable tech in fashion.

3. To provide industry-specific recommendations for enhancing the design, functionality,
and consumer engagement of wearable products.

In addressing these objectives, this study aims to provide a more nuanced understanding of the
consumer decision-making process, offering both theoretical contributions and practical
implications for the wearable technology and fashion sectors.

2. Literature on Wearable Technology
2.1 Historical Development of Wearable Technology

Wearable technology has undergone significant evolution over the centuries, from early
inventions like spectacles, which date back to the 13th century (Bennett, 2020), to modern
wearable devices such as smartwatches and fitness trackers (Landes, 2019). These earlier forms
of wearable devices primarily focused on functional improvements, like enhancing vision or
timekeeping, but also carried social and cultural significance as fashion statements (Mann &
Niedzviecki, 2021). More recently, the rise of digital technologies has accelerated the
development of wearables that merge fashion and functionality (Thorp, 2019), with the Apple
Watch, launched in 2015, standing out as a key milestone in this trajectory (Apple Inc., 2020).

While this technological advancement has been well-documented, the behavioural and
emotional implications of such devices have been less explored. Current literature often
overlooks how wearable technology, beyond its technical features, impacts users' self-
perception, social status, and identity formation (Park & Jayaraman, 2020). As wearables



increasingly become an extension of personal style, understanding their cultural significance is
crucial for deeper insights into consumer behaviour.

2.2 Market Trends

The wearable technology market has experienced rapid growth, with the global market size
valued at USD 32.63 billion in 2019, projected to grow at a compound annual growth rate
(CAGR) of 15.9% by 2027 (Grand View Research, 2020). This growth is driven by increasing
demand for health-monitoring and fitness-tracking devices, primarily led by brands such as
Fitbit and Apple, which have successfully integrated health functionalities with sleek, user-
friendly designs (IDC, 2021).

However, the adoption of wearable technology is influenced by more than just technological
advances. Research shows that consumer motivations often revolve around hedonic (pleasure-
driven) and utilitarian (functionality-driven) values, where wearables are appreciated not only
for their practical benefits but also for their ability to align with personal aesthetics and lifestyle
choices (Kim & Forsythe, 2008; Dhar & Wertenbroch, 2000). This growing demand for
devices that seamlessly blend with fashion trends suggests that wearable tech is increasingly
perceived as both a functional tool and a lifestyle accessory, a duality that brands must address
to capture a broader market (Lu et al., 2019).

2.3 Integration into the Fashion Industry

Fashion brands are increasingly exploring partnerships with technology companies to create
products that fuse functionality with style. Levi’s collaboration with Google on the Commuter
Trucker Jacket, for instance, allows wearers to control their smartphones through fabric sensors
embedded in the jacket (Google, 2021), while Ralph Lauren’s PoloTech shirt integrates
biometric sensors to monitor fitness metrics (Ralph Lauren, 2021). These products cater to a
growing consumer demand for technology that complements their fashion preferences,
enhancing the hedonic appeal of wearables (Bowker, 2020).

Scholars argue that this integration of technology and fashion appeals to consumers’ desire for
self-expression, with wearable devices functioning as both practical tools and statements of
personal style (Hirschman & Holbrook, 1982; Belk, 1988). As wearable technology becomes
more intertwined with the fashion industry, brands must address not only the technological
performance of these devices but also their emotional resonance with consumers, who
increasingly view wearables as an extension of their identity (Sundar et al., 2015).

2.4 Factors Influencing Consumer Adoption

Several key factors influence the adoption of wearable technology, with functionality and
aesthetics being paramount. Consumers are drawn to devices that offer multifunctionality, such
as fitness tracking, health monitoring, and smartphone integration, yet research shows that
aesthetics often play an equally critical role in their adoption decisions (Park & Kwon, 2016).
Fashion-conscious consumers are particularly likely to adopt wearable devices that align with
their personal style, making the aesthetic appeal of a product a primary driver of consumer
behaviour (Kang & Kim, 2017).



Katz & Sugiyama (2006) argue that mobile phones, much like wearable technology today, are
often adopted not only for their functionality but also for their role as fashion statements. Their
research shows that consumers, particularly younger demographics, view mobile phones as
extensions of their personal identity and social status. This observation applies to the current
adoption of wearable technology, as many consumers seek devices that allow them to express
their individuality and align with current fashion trends (Katz & Sugiyama, 2006). This aligns
with broader research on hedonic consumption and the role of self-expression in consumer
behaviour (Hirschman & Holbrook, 1982; Belk, 1988). Wearable technology, much like
mobile phones, is seen as an accessory that can signal one’s social standing or sense of style,
rather than merely serving a functional purpose (Sundar et al., 2015). By integrating technology
into fashionable accessories, brands are able to tap into these emotional drivers of consumer
behaviour.

In addition, comfort and usability are significant considerations. Research suggests that users
are less likely to adopt wearables that are perceived as bulky or uncomfortable (Ledger &
McCaffrey, 2019). Studies on the design ergonomics of wearables highlight the need for
lightweight, unobtrusive devices that can be worn comfortably for long periods, further
reinforcing the importance of usability in driving adoption (Dunne, Profita, & Clawson, 2014).

Privacy concerns also play a critical role in shaping consumer attitudes towards wearable
technology. Studies have shown that users are increasingly wary of devices that collect
sensitive personal data, particularly in light of recent data breaches and controversies involving
companies like Facebook and Fitbit (Solove, 2008; IDC, 2021). Ensuring robust data protection
measures and transparent privacy policies is essential for building consumer trust and
encouraging widespread adoption (Schwartz & Solove, 2011). The perception of privacy risks,
as opposed to actual breaches, can also influence consumer behaviour, with perceived privacy
threats being a stronger predictor of adoption hesitancy (Li, 2012).

2.5 The Future of Wearable Technology in Fashion

Looking ahead, the wearable technology industry is likely to see further convergence with
fashion, driven by advancements in smart textiles, energy-harvesting fabrics, and augmented
reality (AR) applications (Park, Jayaraman, & Harrop, 2020). Innovations such as solar-
powered garments and kinetic energy generators present new opportunities for sustainable
wearable technology that can meet consumer demands for both functionality and
environmental responsibility (Dunne, 2020). Furthermore, as consumers become more
accustomed to integrating technology into their daily wardrobes, the boundaries between
fashion and tech are expected to blur even further.

While technical innovations continue to shape the future of wearable tech, its success will
ultimately depend on how well manufacturers and fashion brands can address the emotional
and psychological factors driving consumer adoption. Wearable technology must be designed
to not only meet functional needs but also resonate with consumers’ desires for self-expression,
personal style, and social status (Park & Kwon, 2016; Sundar et al., 2015).

3. Methodology

3.1 Research Design



This study adopts a qualitative research design to explore the integration of wearable
technology into the UK fashion industry, focusing on consumer preferences, challenges, and
attitudes. Qualitative methods, such as semi-structured interviews and focus groups, were
chosen because they allow for an in-depth exploration of consumer behaviour, perceptions, and
experiences that may not be easily captured through quantitative methods (Creswell, 2013).
Qualitative approaches are particularly well-suited for investigating the emotional and social
motivations behind the adoption of wearable technology, as they provide rich, nuanced data
(Kvale & Brinkmann, 2009).

While conjoint analysis is commonly used to evaluate consumer preferences based on product
attributes and levels (Green & Srinivasan, 1978), the focus of this study is on behavioural
insights and personal experiences, which made qualitative methods more appropriate. Conjoint
analysis would have been valuable if the primary aim was to quantify the relative importance
of specific product features. However, the goal here was to explore how wearable technology
intersects with fashion and personal identity, making interviews and focus groups better suited
to capturing these complex social dynamics (Patton, 2002).

3.2 Sampling Strategy

The study used purposive sampling to select participants, ensuring that a diverse range of
demographics was represented, including various age groups, genders, and occupational
backgrounds. The sample comprised 30 participants, which is sufficient to achieve data
saturation, where no new themes or insights emerge from additional data collection (Guest,
Bunce, & Johnson, 2006). The decision to limit the sample to 30 participants was based on the
principles of theoretical saturation rather than a predefined number (Glaser & Strauss, 1967).
While 30 participants may initially appear small, the richness of qualitative data often allows
for deep insights into consumer behaviour. During data collection, saturation was achieved
after approximately 25 interviews, with no new significant themes emerging beyond that point.
This sample size aligns with qualitative research guidelines for exploratory studies (Mason,
2010). To ensure regional diversity, the sample included participants from England, Scotland,
Wales, and Northern Ireland, providing a broader perspective on wearable technology adoption
across the UK. This geographic diversity helps to account for potential regional differences in
technology use and fashion preferences (Robinson, 2014).

An initial pre-selection of participants was conducted to ensure the sample reflected a wide
range of technological experience. This included individuals with varying degrees of
familiarity with wearable technology, from early adopters to those with limited experience,
ensuring the study captured a broad spectrum of consumer attitudes. The pre-selection process
also allowed for flexibility in adjusting the sample size if necessary, though this was not
required as saturation was reached with the initial cohort of 30 participants.

3.3 Data Collection Methods

Data were collected through semi-structured interviews and focus groups. The flexibility of
semi-structured interviews allows for a guided conversation that encourages participants to
share personal experiences and insights while providing the freedom to explore emerging
themes (Kvale & Brinkmann, 2009). The interview guide was developed around key research
questions, addressing topics such as:

e Personal experiences with wearable technology.



e Preferences for design, functionality, and features.

e Perceived barriers to adoption, including cost, comfort, usability, and privacy.

o Demographic factors influencing adoption, such as age, gender, and technological
experience.

Two focus groups were also conducted to facilitate discussion among participants with shared
interests and experiences. Focus groups provide valuable insights into group dynamics and
allow participants to reflect on each other's experiences, generating richer data than individual
interviews alone (Krueger & Casey, 2015). Each focus group consisted of 6—8 participants, and
discussions centred on the integration of technology with fashion, user experience, and
potential barriers to adoption.

3.4 Data Analysis

Thematic analysis was used to identify, analyse, and report patterns within the data (Braun &
Clarke, 2006). This method involves several stages, beginning with familiarisation with the
data through repeated reading of transcripts and noting initial impressions (Gibbs, 2007). Initial
coding was applied to highlight significant features of the data, followed by grouping these
codes into broader themes. NVivo software was utilised to assist with data management and
analysis, ensuring that the coding and theme development were systematic and efficient
(Bazeley & Jackson, 2013). The analysis focused on identifying recurring themes related to
consumer preferences, motivations, and barriers to wearable technology adoption. Illustrative
quotes from participants were included to provide depth and context.

3.5 Ethical Considerations

Ethical approval for the study was obtained prior to data collection, and all participants
provided informed consent after being briefed on the purpose of the study, their rights, and the
measures taken to protect their anonymity (Orb, Eisenhauer, & Wynaden, 2001). Data were
anonymised, and pseudonyms were used in all transcripts and reports to ensure that individual
identities remained confidential (Wiles et al., 2008).

3.6 Limitations

One limitation of this study is that the purposive sampling method may introduce some degree
of selection bias, as participants were selected based on their availability and interest in
wearable technology (Robinson, 2014). While efforts were made to ensure diversity, the
sample may not fully represent the UK population in terms of wearable technology users.
Future research could benefit from a larger, more randomised sample to enhance
generalisability. Additionally, while qualitative methods offer valuable insights into consumer
behaviour, they do not allow for statistical generalisations. However, this study was designed
as an exploratory investigation aimed at generating in-depth insights rather than generalisable
conclusions (Lincoln & Guba, 1985). Future studies might incorporate quantitative methods to
complement the qualitative findings and test hypotheses around wearable technology adoption
on a larger scale.

4. Results and Discussion

This section presents the findings from the semi-structured interviews and focus groups,
focusing on consumer preferences, behavioural motivations, and the barriers to the adoption of



wearable technology in the UK fashion market. The findings are discussed in relation to
existing literature, highlighting the emotional, psychological, and behavioural drivers
influencing consumer decisions.

4.1 Consumer Preferences for Design and Functionality
4.1.1 Design Preferences

Participants consistently expressed a preference for wearable technology that aligns with their
personal style and integrates seamlessly into their everyday wardrobe. Many viewed wearable
devices as a form of self-expression, where design and aesthetic appeal were as important as
functionality. One participant remarked, “I’d wear a smartwatch if it looked more like jewellery
than a piece of tech. It needs to be sleek, something I can wear to both work and social events.”

This aligns with hedonic motivations in consumer behaviour, where the pleasure derived from
a product's aesthetic appeal and the ability to express one’s identity plays a key role in purchase
decisions (Hirschman & Holbrook, 1982). For fashion-conscious consumers, the desire for
wearable technology to enhance personal style was a central driver of adoption, as noted in
similar studies on wearable tech and fashion (Katz & Sugiyama, 2006).

4.1.2 Functionality Preferences

While design was a priority, participants also valued multifunctionality in wearable technology,
particularly features such as fitness tracking, health monitoring, and communication
capabilities. The ability to integrate multiple functions into a single device was seen as a
practical advantage, especially for those who sought utilitarian benefits. As one participant
stated, “If I can track my health, get notifications, and still wear something stylish, that’s the
perfect combination.” This reflects utilitarian motivations, where the functional utility of a
product is a key factor in consumer decision-making (Dhar & Wertenbroch, 2000). While some
participants were motivated by the pleasure and social value associated with fashionable
wearables, others were more interested in the product’s practical benefits, such as health
tracking and communication features (Kim & Forsythe, 2008).

[Diagram 1: Intersection of Fashion and Functionality in Wearable Technology]

This diagram helps illustrate how wearable technology, at its best, balances the dual needs of
fashion (self-expression, luxury, aesthetics) and functionality (health tracking, communication,
fitness). The intersection of these areas is where consumers find the most value, as they seek
both style and practical utility in their wearable devices.

4.2 Barriers to Adoption
4.2.1 Cost

One of the most significant barriers identified was the high cost of wearable technology.
Several participants felt that current devices were priced out of reach for many consumers. As
one participant explained, “I love the idea of having a stylish smartwatch, but the price is a
major barrier. | just can’t justify spending that much on something that’s essentially a gadget.”
This finding is consistent with previous research on the adoption of wearable technology,
which shows that high costs can deter consumers, particularly those seeking both hedonic and



utilitarian benefits (Ledger & McCaffrey, 2019). For many, the perceived value of a wearable
device must be justified by both its practical utility and its contribution to personal style.

4.2.2 Comfort and Usability

Participants also highlighted issues around comfort and usability, noting that wearable devices
must be lightweight and unobtrusive to be worn consistently. One participant mentioned, “I
stopped wearing my fitness tracker because it was too bulky and uncomfortable. I need
something that feels natural to wear all day.” This ties into utilitarian concerns, where comfort
and ease of use are critical factors in long-term adoption (Park & Kwon, 2016). The ergonomics
of wearable devices are crucial, as uncomfortable or overly technical designs reduce their
appeal and usability over time (Dunne, Profita, & Clawson, 2014).

4.2.3 Privacy Concerns

Privacy emerged as a major barrier, with many participants expressing concerns over how their
personal data would be used. As one participant noted, “I’m not sure who has access to my
data, and that worries me. If a company can’t guarantee my privacy, I’m not comfortable using
their product.” Research has shown that perceived privacy threats are a significant deterrent in
the adoption of wearable technology (Li, 2012). The fear of data misuse, particularly regarding
sensitive health information, has heightened consumers' wariness, reinforcing the need for
robust data protection measures (Schwartz & Solove, 2011). Interestingly, many participants
viewed privacy as a perceived risk rather than a direct experience, which aligns with Solove’s
(2008) argument that privacy concerns often revolve around potential, rather than actual,
breaches.

4.3 Integration into Fashion and Everyday Life
4.3.1 Blending Technology with Style

Participants frequently mentioned the importance of wearable devices that do not appear
overtly technological. “I want my wearable tech to look like a piece of jewellery or an
accessory, not a gadget,” one participant said. This desire for wearable tech to blend seamlessly
with fashion reflects the hedonic value associated with products that contribute to personal
identity and social status (Belk, 1988).

For these consumers, wearable technology offers more than just practical benefits; it becomes
a symbol of self-expression. This finding aligns with Katz & Sugiyama’s (2006) research,
which suggests that wearable devices, like mobile phones, serve as fashion statements that help
users communicate their social position and personality.

4.3.2 The Role of Luxury in Wearable Technology

When discussing wearable technology’s role in fashion, several participants highlighted the
desire for devices that reflect luxury aesthetics. “I want something that feels like a premium
product - something I can show off, like a luxury brand,” said one participant. This preference
for premium, well-designed devices demonstrates the intersection between luxury consumption
and wearable tech, where wearables are increasingly seen as status symbols.



For consumers who value luxury, the appeal of wearable technology is tied to its ability to
signal social distinction. This supports the work of Park & Kwon (2016), who found that
consumers of wearable devices often seek products that enhance their social image, particularly
when these products are associated with well-known luxury brands.

4.5 Discussion of Findings

The findings highlight the importance of both hedonic and utilitarian motivations in the
adoption of wearable technology. While the aesthetic appeal of wearables is a key factor in
driving consumer interest, particularly among fashion-conscious users, practical functionality
remains a significant motivator for those seeking the health and communication benefits that
wearable technology provides.

The barriers to adoption - such as cost, comfort, and privacy - underscore the complexity of
consumer behaviour in this market. For wearable technology to achieve widespread adoption,
manufacturers must address both the emotional and functional needs of consumers, creating
products that are fashionable, comfortable, and affordable while ensuring privacy protections.

[Diagram 2: Consumer Decision-Making Process for Wearable Technology Adoption]

This flow diagram outlines the stages in the decision-making process for adopting wearable
technology, illustrating how consumers weigh both hedonic and utilitarian factors, as well as
the potential barriers (such as cost and privacy concerns) that can influence their final decision
to adopt or reject wearable technology.

5. Conclusion

This study explored the intersection of wearable technology and fashion, examining the
behavioural motivations, preferences, and barriers that shape consumer adoption in the UK.
Through the use of qualitative methods, we gained insights into how consumers weigh both
hedonic and utilitarian factors when considering wearable devices, as well as the challenges
posed by cost, comfort, and privacy concerns.

5.1 Key Findings

The findings indicate that consumers are driven by a combination of hedonic motivations, such
as self-expression, social status, and aesthetics, and utilitarian motivations, like health tracking,
communication, and practical utility. For many, wearable technology is more than a functional
tool—it is a reflection of their personal identity and lifestyle. The study confirms previous
research (Hirschman & Holbrook, 1982; Katz & Sugiyama, 2006) that wearable technology,
much like mobile phones, has become an accessory that communicates one's social position
and style preferences. The study also highlights the importance of multifunctionality and
ergonomics, where devices that are both aesthetically pleasing and functionally versatile are
more likely to be adopted. However, barriers such as high costs, comfort issues, and privacy
concerns continue to deter broader adoption. This reinforces the need for manufacturers to
consider not just the technical attributes of their products but also the behavioural and
emotional needs of their consumers.

5.2 Practical Implications for the Wearable Technology Industry



For the wearable technology industry, these findings offer several actionable insights:

1. Design and aesthetic appeal: Manufacturers must prioritise the design of wearable
devices, ensuring they appeal to fashion-conscious consumers. Products that blend
seamlessly into everyday wardrobes, resembling accessories or jewellery, are more
likely to attract a broader consumer base.

2. Multifunctionality: Wearable tech must offer multifunctionality—combining fitness
tracking, communication, and health monitoring in a stylish package. Devices that cater
to both hedonic and utilitarian motivations will appeal to consumers who want the best
of both worlds.

3. Affordability and comfort: Addressing barriers such as high costs and comfort issues
should be a priority. Offering a range of products at various price points, while ensuring
lightweight and comfortable designs, could broaden the market appeal.

4. Privacy protections: Given the privacy concerns expressed by participants, ensuring
robust data protection measures and transparent privacy policies will be key to building
consumer trust. Companies should emphasise privacy as part of their value proposition,
making it a selling point rather than a vulnerability.

5.3 Theoretical Contributions

This study contributes to the existing literature by providing a deeper understanding of the dual
motivations driving consumer adoption of wearable technology. It extends the work of Katz &
Sugiyama (2006) by applying their insights on mobile phones as fashion statements to the
broader context of wearable technology. Additionally, the study integrates theories of
hedonism and utilitarianism (Hirschman & Holbrook, 1982; Dhar & Wertenbroch, 2000) to
offer a comprehensive framework for understanding consumer behaviour in this market. By
exploring the interplay between fashion and functionality, this research advances the discussion
on how wearable technology can meet both the emotional and practical needs of consumers. It
also addresses gaps in the literature related to privacy concerns, highlighting the growing
importance of perceived privacy risks in consumer decision-making (Solove, 2008).

5.4 Limitations and Future Research

While this study provides valuable insights, it is not without limitations. The sample size of 30
participants, although sufficient for qualitative saturation, may limit the generalisation of the
findings. Future research could benefit from a larger, more diverse sample, potentially
comparing consumers across different countries or regions. Moreover, this study primarily
focused on the UK market, and wearable technology adoption may differ in other cultural
contexts. Future studies could explore cross-cultural comparisons to better understand how
local fashion trends and privacy concerns influence consumer behaviour. Additionally, while
this study emphasised behavioural drivers such as aesthetics, functionality, and privacy, further
research could investigate the impact of technological advancements in wearable tech, such as
smart fabrics and energy-harvesting textiles, on consumer preferences.
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Diagram 1 Intersection of Fashion and Functionality in Wearable Technology
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Diagram 2 Consumer Decision Making Process for Wearable Technology Adoption
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