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Abstract

With health and fitness are playing an increasingly essential role in
people’s lives, one of the most popular new products is wearable devices that
can sense biological physiological signals. These devices provide cardiac
monitoring running fitness required, calories, and distance speed measurement
records. For sportspeople, wearable technologies can be seen as a fitness and
sports coach who not only helps one to monitor individual sports performance,
changes in heart rhythm to adjust the level of exercise intensity, to achieve
weight loss and fitness purposes, but also more fun on the motion.

Consumers of the internet eartend to get information of new products
throuth various ways first before decide what and where to buy. Based on the
Elaboration Likelihood Model (ELM), this is to explore factors that affect the
online users’s decisions to use a central route of reasoning, or follow the
peripheral route of the peripheral thinking. Base on Nike + Running user
behavior and intention model, can make up of previous studies did not find and
extending the academic gap.The results from the study found that the diffusion
of innovation theory of observability, shows that people observation of their
own running record after using the Nike +, obviously helpful to their



self-confidence of health and for such innovative technology like wearable
device, innovative features observability more than the value of the other items.

By the demonstration that, in the process of consumer acceptance of
new technologies, another way for the message is using the motion of the
Internet community "community commitment™ was significantly affected by
"goal orientation”, and to "brand promise" have different emotional or
psychological link, and in the course of the impact of using specific results on
the easiness will change consumer shopping will.

Keywords: Elaboration Likelihood Model, Innovation Diffusion Theory,
Community Commitment, Health-Promoting Behaviors, Store Patrons
Intentions, Sport Orientation Questionnaire.
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