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Abstract

Driven by the information revolution, the smart wearable device market is growing rapidly, with
global shipments of wearable wristbands reaching 193 million units in 2024. As one of the im-
portant categories, smart bracelets stand out by virtue of their convenience and price advantages
of health monitoring, but they also face the challenge of consumer acceptance differences. Based on
the perspective of consumers, this paper collects the data of 702 valid questionnaires in Beijing,
constructs a structural equation model, and empirically discusses the factors influencing consum-
ers’ willingness to purchase smart bracelets. The results show that functional value is the core,
which indirectly affects purchase intention through cognition and conditional value. social value
strengthens the attractiveness of functional value; Affective value is driven by social and conditional
values; “Information transparency” in cognitive value, “social influence” and “promotional activities”
in conditional value directly affect purchase decisions. Based on the above findings, this paper puts
forward suggestions from the dimensions of scenario-based R&D, cognitive threshold, and social
influence to enhance the market competitiveness of smart bracelets.
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Flgure 1. Model of influencing factors of purchase intention
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Table 1. Description of structural equation model variables
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Figure 2. Structural equation model of influencing factors of purchase intention
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