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Abstract: The rapid development of digital technology is diversifying the fashion industry by influencing both the man-
ufacturing processes and the characteristics of fashion products. Although various smart clothing technologies are being
developed as part of the government's technology development policy, the number of smart clothing products available
to consumers in stores remains very limited. To address this issue, this study analyzes the key attributes of smart clothing
as expressed in consumer language. The CIT (Critical Incident Technique) research method was used, and data were col-
lected through an online survey. The study focuses on identifying potential factors that may influence the development
direction or strategy of smart clothing. By classifying past experiences and attitudes towards smart clothing into positive
and negative categories, it was found that positive responses to smart clothing were heavily influenced by expectations
from technology and convenience. Participants' experience with smart technology has had a positive impact on their eval-
uation of smart clothing. Consumers with negative attitudes towards smart clothing expressed expectations for new ben-
efits resulting from technological development, and indicated that they would consider purchasing such clothing in the
future when design and technology improve. Ultimately, this study provides a valuable reference for the development of
smart clothing products in Korea by analyzing consumer experiences and acceptance conditions towards smart clothing.
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oA 7]ee] T2 AR Az FPuERt opEl AlEe]
A tARINE FES FL glom, HAaAg] theket W
3t2 Jela Qlth AnkE o|F(smart clothing)® 2o &
A 7149 SEE o] ARSAVISICT) e A, &
A g 7ol AgE AT AFS DITHChoi & Park,
2018; Dunne, et al, 2005). A7 &vlE oF7F &%
3o AA RS HIste] Wl RkEsiAY 488k
SES AYAL skl Foskal vk(Baurley, 2004). o]z
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E(wearable) 71&9] F53F Ty AR V&
2 lE vt 2nE R/ Te e B &
HUlellA dFH0 2rkE oF AF Aldle wlg- At
ul= [T7194¢1 Al2~3(Cisco)’t 203037F4] 5,0009] the] &
27} Qe le] dAE Aoz sy dlojEE Aol 4%
718k YA THMiyazu, 2022), AA] dlojz1E Aol A
g =] vjg] ZnkE o FAe] AR 7] 71X mIX|
| E31 SolElE A stk 2ntE
o] (smart eyewear), Z=FFE $JX](smart watch)2} <=5
(wrist band)®] QBT AFEN ¥l BobE AnlE
2019956 202397F4] A%+ 30.2%EHE E
HARE, A dojEE AFolA ZntE oR7e] AP A&
201993} 20239 ZF2F 1.5%9}F 3.1%=2 HA 7] F 7P
e H|FS AL U Uh(International Data Corporation
[IDC], 2019). 20199 7|02 2mlE 9], ZnlE ofo]go]
Afgo) 27t 45.6%, 27.4%, 24.7%=

o} 8 wise] A%
AR A vle) B 2ule olRe) A4 Afe vis
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A A= k.

Ao 2] 71 N AAER Q18] FuellA ohder &=
e o)F 7|& 53] Edt 571 FAIXTHKorean Intellectual
Property Office [KIPO], 2018), &H|zRFE0] wjiollA 3k
He ZuE oF AFS Wi AckPark, 2016). 34 GAl
Mz ZtE o{fe] A 7IRE Q1A F8% olpE TR
3 AARE o]ef] thgk &H|RFe] YZ(needs)E TRRMFIA SR &
A3 sheA e Feokiy] PEth #1597 (200601
~2021.12) 3=t gexol] SA1E AvlE offF B =i 2759
< BN A3, "h 7k =EEC] AR SHE 9F 7
%3 20lE & 28 FAR TR Urh AulE R
Falod PR} 9k ESE FQA 8k o]pEA] TR JYARE =
HlE o F AlFol thet T4 thiAERl v TE AntE
o7 a7zl tigk =8-dot Fulelzel] Hsatar vk
ZnlE oR7e] 7l {30 mE AH|Rpe] Fufezel thet A
T-(Jung & Oh, 2021; Kang & Jin, 2007a; Kang & lJin,
2007b; Park & Noh, 2011; Sin &Do, 2021)9} ¥ A 2=,
ZHRE A, A A e AR B0 mE A
Fe=Eet FE&E] ek AFJu & Lee, 2020; Ko et al,
2009; Park & Noh, 2012)7} FHE °|F Ut 53,
Ariyatum et al.(20052) &vlE o|F 7|ERle}l AmlE oF
202} WHE Ba) 2vke )Rl el g TAH Y
A AN 8 AHATE AT ATASS 2%
5] lolz 2ejele] me} 2nhe o)fe] Wazde] wek
e 22 WSk 2RSS R 7R wet Apaske 2

F g AR o] AT 2ulE o)F )
A BE 74 Ae A9 T, aa5e) 2771
w2} AF 71Ed vRRle] JFEd AolE Folof giths ¢
1 e AAE AT SRR, aEjRe] U=E vige s
HFallor & 2ntE 7] AFs gl tigk FAIFQL Al
A Hrke /HEAES] HEol] the £ 0|3 ARZ e
< H3 Utke AIE AU Stk o|F AHLE o F o)
Aol &mRte] 97t Adelgle A AFE AITHAnna,
& Telin, 2016), 2=v}E o}Fo] thah 2u]ake] TAHe] 7o)
g AT F83] olzolAA) gk Hie] vl o )
WA avde Y=g selsien Be ol A3 3
T(Ariyatum et al., 2005b).

| vbeA] 2 e ARA AR ZE (micro electro-mechanical
system; MEMS) 0] B2 AL Al Al FAlS olF
o] ZnlE o7 A 7FeAS EAARKMiyazu, 2022), =
Wellx] AutE o) f7 AlFe] A3Akle Fotrr] oyt 7=
2| 2plollAe] mlokA] Wl Hlsl AntE o] F A|Este] Wk
gell gk =o)7h S8 o] FoAAAl 43tz wiEelrh. =l
Al ZRtE o Fe] MErst 85 thek AFEo] aMRt A
XA T FEs] JyEL Sk SRRk, ks 7]
ey §HeR MRS 7RI7F FEEL e ARl 2t

E of A ATA AFIE Sl8) AvlaEo] 2 e
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Foll tisll Fsh= &89 578 == A 891 vis) 24
AT WA ARSS B A7 Fasitt B s 4]
AEo] 2nE OF | oo 23§ gEro] AnlE &R
FAARJN AN W A2kS EEshet] YIS vRAE 20t
E oF EAS BAEl ol5 FAIgslaA} st ol Sl
ZHIRLe] 2RfE OF ARE FHsle], 2nE oFd gk &
HIZe] whgs} 21 o8 Bkl AR|AEC] ARlE o F
Yol Fohe &8I TFHA Kok Uzt oH Z0A] Lot
B} S 2 A= Bitenr et al.(1990)0] £J8] A7
A alE &, A2 PR FEE v R Aujau AlEe]
WArES B8k AFell(Choi & Rha, 2014; Hwang et
al,, 2016; Wong, 2020) &#alA] AREE L J= AHA A
7S AREstarat gk AR A AR S B SWkE oR
of theh Anjxke] AL AMREES] A2 £ §F, A
A 2FE 2ntE o R griel g 9 vXe T8
AES BA5IA gttt AApelx] 2nlE o R gt

A FEE B HEE 2AS AdA 5 Yot
B AT ZutE o] tigh AvRbe] AAIAR] AES Bl
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2phE o)5 7140 TiR 214 BoHERE ohel, Zwle] 2
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g Aok, Ed vl Rl tat Anldel 4R 34
EE PHOE RRIE A BA B ofF olud 73
ol ZPkE O)F 02 ololt 813 WYL v
2 AR IR S

2. 0|EH Hi&

2.1. ADIE °o|®

2mlE oFol= A 715E Wi(in-clothysl?] <13l 7]
9] gF9 g2 HAF 2 IT7)&°] LFEHH(Kim et al,
2009), A5 (intelligence)? 442 2F-&-(interaction)o]2H= 71 7Y
HS 7T AUTHKim et al., 2013). doldES AAS} 2o
dAAME, v]AA, oF 5 Bl A 2T F s A
71718 wahH ZWlE oFE 1 F 3 FFolvh(Hanuska et
al, 2016). 3T, 2WlE oF= of 2 ¢oj3lE tulo]29}
22 R FeHE AMEEY] wie] At EFog st
= A, W WA, ARl #xgolEie A4S AU A
o] AAe} e B Al¢ke] wE 3 TH(Dunne, 2010).

1960t ml=tollA] AlZRE AnlE o) F i A7 AnfE
oF el 1M & & Ak o] Al7le] MITS} Hl<]
FTEATE 2nfE o|F FHO| n|F FEo] FAIFWA Zu}
E of9] sijite] EAH R A= 2nfE o F W |
Mtioll= 71& FE3 (technology-driven) A|&2] 7do] F5
olFH dlojlEe NEETtE EEE(portable) 7de] AFE
o] FE2 o7 JR e ATHAriyatum et al., 2005a). ©]F 1990
Ao SRk 2nkE o F k] 247t AlRtE| QL) o]uf
= Az} siAe] HY B3l okt AlAIEEe] EskA A
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HATHAriyatum & Holland, 2003). 1998'd 2]Hlo]2(Levi’s)
o] ICDZ212 AZ(ICD+ Jacket)@ 2ZHSCOTT)2] eH|E
(eVesty’} o] Al71ell 7Hd=o] AFstE ks 9J9E AW =
ARG Ao FER] ETh(Suh et al., 2010). ©]
T 71HES &nfE o R/e] AFAHE =ol7] f18] AR F4
(user-centered)2] A|E 7NEkS A AT AnlE o7 RS
& ARgAR] Bt A8l gk AE AR, et
o] AMgAl U=7} RigE theet ZE"’I ZmlE o]77} 7H‘ﬂL
=71 AR AL Aol 4
F7F AR 4ol AntE O R/ tiEAH H iy # AAXF’J, o
Az 2mE ofe= tiF AR FEEA] Z3lal Skl
NAoRE ol ATt

2006 U171 (Nike)2} olo]ZH(iPod)e] F2to g wHEojdl 2
HE p27F AN E g olF T A APgellA Ak
2B AAFE Ade] HRES FAoz HAHo R Azl
SltH(Korea Trade-Investment Promotion Agency[KOTRA],
2014). 2=k 9|79 AE3E % 7|FEL MY E58
SolA FFH 2014 SofBE 7|& A3 (Wearable Tech
Expo)* 71FeR SAEHAT 2nE Fe 55 (e 25

e, ER} 1 FIES S S SWE oF 7H“‘°ﬂf‘1
FE U5S 9% B8 2vE oF R 2 Wt
E‘r%ﬁ‘r&l&’iﬁ‘r. HZ 2HE R 7] AIEFH AT, 95
foJElE, XﬂM—‘T'—)ﬂrJ ozl HdlolEle} Al 71&S &85t
2L Mu2E AL UrhLee et al, 2021).

ZEErlon *U}E o|F7F Al oR wdsial lgel=

ETetal gale Adele YR AnfE o{E ek %
= AMRE] UZRE AV A% s 3] 2nE
77t AEHoE LT thiJu, & Lee, 2020). &vlE
94%{— ”EZL@L-J% A NFZA o7 JdEHQAHE oF
7SR NdEe] aMzt gz ZeRe] wt v
/dil}J} Yeh}7]%= 3FZ(Cho et al, 2010), A = 744,
2~ Ao], AA B, A, slolela 59 HELS AT
Foh(Park, 2019). 53] A=A A4 AAE Fa AMEA
s 77 BEHE &4, 715, B2tk d2AY 2nE 9
Fe] whde] m=gpA|Al yEeRaL Ytk (Woo & Kim, 2021).
SRRl 2mlE 979 swo] 7)o MY Wyt FHFE o]
TFuje] A8A 8711 LHIRRe] U=E wigsA] XAl it
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zplE 9fE 7R

AHIII. AD:
9] Rl A2 7]&e] AE&H A
QR AFeE oo et 4HRRe] =S FEES Yol
A sk ok AFEe] FdE] gty ARlE o|Fe] A}
HalE 7RE Z1goMTE AlFte] H7] wjEe] BE AntE
o #etk MR} FEEd g A3 Ve 78 2Y
(Technology Acceptance Model: TAM)S -8l A+ =L
2ATHNa, 2010; Chae et al., 2009). 71& & =do] wl=H
MR g = AZME {8437 A7 AR g0l

oJs)] w7l ETh(Venkatesh & Davis, 2000). =3+ AnlE o]F
7F A 71ee §9 AFeleke AFe 54 me Age
71zl tigk AlE], AF tigk A= 5 ok Aide] 25
of ZmkE olfo] TiE 2wlAe] 582 AR Fad 29l
o] ¥ 4= 9Jtk(Park & Noh, 2012; Sztompka, 1999).

zrl ool tid aulAe] 58] TIE e A7t ol

oz}, 20008 thgo 2nE o)Fe] Sk i) A
St Choi and Lee(2006)= 710 /NHe 2nlE o)FoA &
Sut AR B A= R et £ HEE =2
o] Aol AT HANEL sl&e] WO AHE A%
2§ ojio] B HEE ekl 204 Sol el m
2 2nlE oF MFEE ZASE Cho and Lee(2009)y= 4H]
A} o) Z2AENA S GFTY, 12 ARFFE ) A8F )
SEFYOR LRY F AEAG AF, WIS 5 AR,
AEfElIHE 2 A7 ol Aol
N $HETEe AHEANE oFE %A Asen, 2744
Ax —r:[" S AT =
AE7h B Aoz Yekth 483 /15 F1Ee FUE
sl HEAEE Bo) TS Helne
e 0 UEh} 2lE SRS NG W BE 229 o
o] AEfe] whel AvtE o] R7e] A|lFs}; ks FHaljof g
the AL AdAct

71E 78 BdE A&l AntE o Fol tigh aHAte]
=9} %JE% AW3}A} 3 Chae et al. (2009 Azt
ARE o), 717HE -8, Ak ZEA7E vk o)l o)
g Bzt o] FFE T AE A5 sAIRE o]
S0 Aol AvtE ol et Bies Fjelols 9
< HAA e Ze® etk oldd A+ ZI+= Noh
and Park(2011)2] A7l SFgwlo] Az §-879, A2 Ak
& 8oV, A4E FAAgol 2rlE o] 8ol FHHA I
e mHon, A2 A Sol4T X7k EAg, AEA
= xqizssn/m)r,] RS ALe AnfE o]Ro] goln
o AN FFL PIATH 2 APt oFe AnE o
F 280l Aol 9010w e M Re /1% RS
Fat] o] wel A ﬂzw Az 2ule R 5§
of &3t AFlA Park(2019)2 QI TFEA T EAo| upE =
SlE R FTsdn FoeS ?i:rL§E1, oulx] 3 % 7
A, Aolo] 27, AAAN w3 F7, e 27, sjolH
7% FTk 2 oAl 7 akle] F8 FrEEdS vl
t}. 38 Chen and Lee(2020)= 5371&4-8-0l 229 (Unified
Theory of Acceptance and Use of Technology: UTAUT)E
A0 R a1, e, ZFEARAS g} 2ve
& g QIS HX= AL WAL} ofF] AnlE
SFel] ek AnlA Qo] K=l o]F 3 1ol AF
Fust ppigo] Ba aum AT, 2okE oFe] A
A 54 89150 B8 ATE o}F 48 27) WAl 9
zekE oI5 Vo‘mﬂ He Fo8 WPl @ & 9
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23 ZFH MUY
ZAA A AFA71%H (Critical Incident Technique: CIT) THdsh
A7FES ERsl F5Hde E%G}—L E3% Aoy A=
of gt &A= = g wAEt A7F Fell ¥
< vAE AR F E-TOﬁHJJ} 7l "R o] th(Bitner
et al, 1990). 284 ARA7IHS FHAT WES B3 2
APATe] SHAE BT F e ikl WH O Z(Choi &
Rha, 2011) %‘%E—"— ARH ARA7IEe] ol Aulrt
Asfgl o]lfE A & F A= AE 43 A+ WRelg
xﬂo]'%\:]-(Edvardsson 1992). 244 AkA 71He A+ #
NA FAIS}E FHE 7P QFHIRE AE, HA 54 A
< 78 WS fesie &S AL g dil
Azt 712 2k A eE ARE S ARH
A7 o] 1? W EA B0 Z Qe AvAle &R
|

mmE

SRR} AlF, 2HAeE ALY, At oy A Ale]]
-5 Sl el e Ake-e] AR (Pine, 2011), ©] ¥
= - 7H° ”01‘34 %‘ﬂz—i, AAA, A, AAAE F9 F
ok
2002). *HV} Age 17"-4 Az=g AAsket] 22421 o
&S o ol iAo E dFS IRITHGentile et al,
2007). ARA A 7R ol2gk AH|Rke] AAE T A=
& AR2e] B B A91S WS A u(Bitner, 1990),
NM2L %5 Ade] dHdS 24(Choi & Rha, 2011)3k=
AT SollA EAH] WHES R AREEUL 53] AH= &
oFe] AR #AHoA 9] BEETt ol THH FAAT &
TEE FAAMERE SRS 2Rt FRE vReRE
237 LHOh, 2012), 2HIAE] Al71% 88 EHshe 7L
A5 =& A7 (Ziefle et al, 2011), /\U}E 71&o] i3k
ZHAES] AR Al EMshe A (Choi & Rha,
2014) 5ol A= ] AU

3. ol

A3} 749 01@% dolu 7] 913 AA A+ B
2 Aoz} & AAH ARZIEE ol4sisith
AR AFHE B3l 2vE o7 uist 4
A7d AR "@RE Zske e R 2 A
= ZPlE FE AT AHRle] APS EAEl] AHRE
A WdHoIA 2213} aF Ol%:% Yol A} Fh= 5
Zol| o8] AAEAG. ¥ Ao &% A2 Bitner et al.
(1990)2] 9179} Hwang et al.(2016)2] AFolx] ARR-3F &3
Hasle] AT FAH S 2= Bitner et al(1990)2]
TE HlEe R FREAl &ARE ORE A AVIE
P7IA71aL, 2t o F S Mett &, 49e B8 &0
ojfol] diall WAV 2184 e olfE TAXeE A
=2 Fr}. 7102 Hwang et al. (2016)2] AT-ollA
ARGE o]F FuljoE, ko R 2mlE oRe] Fuf 7|37t A
A& u oH H=E T FAA], 2rkE o7 7|tishs i

AR, AEALelAl BlaL Al B7ER] Al AMlEsteE 3

}o{v

of, {m o>‘ rﬁ. mlo

th AR FHE AT PolAEo] Ale] AEL W 43
@ F, B AL 5 UES wrxsE BYow o
olAlE). 2 Aol A9E 298 Al BaE

5ol 712 g oIS olel &b VIS okl el o
2n1A49] Qlojz Sshe Rlolwd, ol Fuhelw
?:‘”ﬂ "i‘izﬂ W e AnkE ORE F FHEA X
3 V=g ek el
Ao 2B Aule R AR £
A WA ke o5t o A91A) i) WS S8R
g mAshe B4 2okl ARVE AN A A
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o) A HEHAE AN, AR HEo) HoA &
g ol FolaSol BT vk 5L PolaA) ud 3
YA 2490 g o] PN 2vlE o RE HEet
A Sk AU STAE K| 1ol Lt
897 9l oled g Eauye Fusin.
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2 AYE ZnfE oR uigt iﬂlx} Ao Hsk AT
(Hwang & Lee, 2006014 ¥ 37A=S veld 30tH9t
4005 FHo2 ATt FHEA IR 123719 R8It
AR QA s AEstA] k2 9719] Fre B4
Asact. SEAENA FHIRA vk oF Y
A7 *1%6 T8 Q739 21 SHAE 27F4] o
ge] BEE Aeste] F 135719 Aeito] B4 ARER
o 9 7R 57.8%E 914 42.2%el Blsh =l vkt
o} dAHe 30U7F 489, 57.8%F 7PY ®skow, 40thrb
37.4%3At}. A7 WSS 60.4%7F Tl &9 o1l g
g8 7 den, 2 thgo® tiEh AE}k o] 21.6%),
gkl ANsh(10.8%), thstal AeH4.8%), L5t &Y ©)3}
(24%) =02 Yeigt. 9 M 252 7008 9 o]
28.9%%Z 7F¢ o] YT, 300~5002F 9(22.9%), 100~300%F

to >
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2(192%), 500~7005F (15.7%), 1005F ¥ ©]3K13.3%) =
2 et

3.2. Xizo| 24

Step 1: 3787 A3} ¥4 AP 7

ARA A7IHE SRR dolHE s shsdt dRkEel
SR o T BEs B A HsE A 8}% FEEE HTslst
E 3HL ARA Aok B Al
Maet WEsle] F48 wEt AzE B8k £ ATl
E SR 15—91 ZulE o F AHS SAHA A

Rl 25 23 $9E0] 33

A}aqm@sﬂ) P AP NET ARG R Bk 2
ALE OF AY o]F FHAES FE=o gk Aol ol
2nlE o)Fol| thel A A MEd 987 F 874(89%)
o] AYLe Anfe oo o] FAFC HES B
1A11%)°] 38 F42 Bes Jebdth, Z2utE 2R
sl 24291 3472 A F 160(47%)2] AFe 2njE o
ol Fgolw FAHA BES VERIAT, 1871(53%)2] A
P 2vlE oF gl FAA BES vtk 2 9o =
ke olFe] Aol vl TAL SeiiA ke Akl 37
S 2 ERSTHTable. 1).
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Step 2: TAETO] 2T}

ZntE. o] 7o) ek AH|X
FOAL o] F 2wtE o)Fe] tid B2 o3} E73 T 77t
o] AHleA FAle] He E7-E AT 244 Ase] &
Ao A7 15 5

£ 4t o 78 99

ARH AN SR ARSS WA YRl Aol
SHHAA, RPHAA) Wk BRAQU 217k] Ao
A4 UL sk St ool B IR Bio) =
9e S MR AAHE FHETES BoT, A
walE e ge] FUETE U BRae 9EE 2399
o} Z7e] A9EE T B9 WE] BIES HA 4
9 A1z ol ke H4L Bal wrslsc. MEHE
s} wrsle] H4e AN FHE ARS AL ol2 B
s BAUL ANG 5 Y AR F4o] AN of 3

Table 1. Consumer experience and purchase intention for smart clothing

i)
ox
2

S~
und

2
o

kol

=
=
A5A ARy
ks3]
=4

4.

e &5
127} <1
O BH AFIE ©
]Z]TET otslginl. A7 FejRise
et 2015 sifel Zlgal ekt 2
i A3, Ayt #A) v FLHU=| =}
2HlE oF =

E

KeN
=

ol =7 m%ﬂ
oy el B R4S S
2vE olFe] F)%d o) ke

7 eholgie), BelAige] 2nlE elge 7]

o
]

53] 20l olF
144 o]oiulr

EEEEE

E‘rfz
ool thall avAkEe] st

e ool

g Relet 7]

%Lz 3l EE‘—— H

3RH R ke A FE

§3to] AT Holaso] Zole o
ke o)fe] 73

He A4 we
SRR
2% %71 Al
<o W3

2w znlE olRe] A nlEel FolelEe] 34X B

& e, Soi
A 2

=
r°*'

N
;1;
oZ:
o rulo

= |
fr 2 M

e

=
FA3)

%
ro
ol
i)

2
Qe

(o]
>
§
v
Y

o

&
A=)
37

H]
ATE B =

U Al 20k i) A1 el 7
SRl F1ee) WA
Mo i,
Hom e o5

1

S AN A58
Fah] 2ok SR 3
2 ME} HFoASL 1% Bobt
345 JPL B APINE ol

w2 W
4 ool

3

o
=
Q
a1

A, 29

H];(]-%o] FA =

ol ke o158

ﬂ7}o}~ 71

919iek. olefdt ol 2wle olfol o
A g 9
oo g
Ao gelre] Bl
nle olfel Hat 3

s HEs 3434

—

7)o AT Ao

I v é] AutE &R o] 3R] HE
st 34
A% AR 729491 4

Abdel o g3ttt

%2 ZHlE oF/e]
A1 5 A0 T
84, FAAQ BES AT,
He A% 384 a4, 74
FdsA =Hle HEst §44
A e =E P45
Hoh & AT B3 &
g2 QS WA
3193, o5 E3l
S ote 4 AU
| H& 84

e e I

A AR WEES thet 2,

Positive purchase intention Negative purchase intention Experience
Freq. % Freq. % Freq. %
Positive experience 87 64.4 11 8.1 98 72.6
Negative experience 16 11.9 18 133 34 252
Neutral experience 2 1.5 1 0.7 3 22
Purchase intention 105 77.8 30 222 0 0
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Table 2. Category, subcategory, and specific examples of positive-positive group

Category Subcategory Freq. % Specific examples
“Smart clothing delivers feedback to users with greater efficiency.”
Convenience of 2% 299 “By utilizing smart clothing, I can effectively address my body's limitations.”
daily life ’ “Smart clothing enhances the convenience of people's daily lives.”
“People can effortlessly adjust to seasonal changes through smart clothing.”
“When I relax, smart clothing enables me to experience deep relaxation.”
. Comfortable function 14 16.1  “Particularly, smart clothing that produces heat energy provides exceptional
Perceived - »
comfort during moments of rest.
usefulness - - — - —
“Smart clothing can be used while engaging in physical activities.”
Health care 13 149 ' “I. uti'lized smart (':lorhing wben losing weight:” '
Smart clothing is highly beneficial in tracking and documenting my exercise
progress.”
Safety function 6 6.9 “By utilizing smart clothing, individl{als caE proactively prepare for potential
accidents.
o Novelty technology 14 16.1 “l am strongly interested in the inno.vati’\’/e technologies offered by smart
Curiosity clothing.
Attractive design 6 6.9  “Smart clothing incorporates attractive designs alongside its smart technology.”
Perceived value Prominent function 8 9.2 “Smart clothing holds greater value compared to conventional garments.”
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Table 3. Category, subcategory, and specific examples of positive-negative group

Category Subcategory Freq. % Specific examples
Perceived value Additional function 3 273  “While I may not require smart clothing, it undoubtedly holds value for others.”
Perceived risk ~ Complicated washing 3 27.3  “Smart clothing can be inconvenient when it comes to washing and maintenance.”

Perceived usefulness Health care ) 182 “Although l may not need} srrhla'rt clothir{g, iF holds great pot.ential in ;‘)r'ovid,i’ng
substantial benefits to individuals with illnesses or medical conditions.
Novelty technology ) 182 “Smart clothing possesses a distinct uniquenfiss that sets it apart from traditional
L garments.
Cumosity S lothing sh design that is truly uni d unlik hing 1
. . « rt t that 1s t tl
Unique design | 01 mart clothing showcases a design that is truly unique and unlike anything

have encountered before.”
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Table 4. Category, subcategory, and specific examples of negative-negative group

Category Subcategory Freq. % Specific examples
“The smart clothing I encountered appeared more like a toy than actual apparel.”
Ugly design 6 33.3  “The integration of technology in smart clothing has a negative impact on its
overall design.”
) “I personally do not perceive a strong necessity to incorporate smart clothing into
Perceived my daily life.”
U technol 4 222 . - .
usefulness nhecessary fechnology “Based on my experience, the technology used in smart clothing seems to serve
more as a marketing tool rather than being essential for everyday life.”
Poor technology 1 5.6 “The technology within smart clothing is still in the process of stabilization.”
Bad fit 1 5.6 “The embedded wires in smart clothing can result in an uncomfortable fit.”
Perceived cost Expensiveness 2 11.1 “Smart clothing tends to be priced at a higher range.”
. ) Accident risk 2 11.1  “The presence of built-in wires in smart clothing causes the risk of fire accidents.”
Perceived risk - - - - - -
Complicated washing 2 11.1 “Washing and managing smart clothing can be challenging.”
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Table 5. Category, subcategory, and specific examples of negative-positive group

Category Subcategory Freq. % Specific examples
“Whil lothi hnol j le, it i fi
Overused technology 5 313 ‘While smart clot 1ng technology c.an be enjoyab e,.lt is cor‘n.mon” or many
smart clothing technologies to be excessively utilized.
. Unattractive design 4 25 “The design of smart clothing lacks aesthetic appeal.”
Unattractiveness ] . . L
Tncomplete technology ) 125 “The technology behind smart clothing is innovative, but 1t”1s still necessary
for further development and refinement.
Uncomfortable Fit 1 6.3 “Wearing smart clothes hampers my comfort during activities.”
. High cost 3 18.8 “The price of smart clothes exceeds my budget.”
Perceived cost o . . o ] .
Additional expense 1 6.3 “The expenses involved in repairing smart clothing are exorbitant.”
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