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Figure 5 Framework of Future Research Directions



%54 ZF

Z= 8 T3 W) LIS T 9 AT 0 BT IR A B 11

S LN R S 9 AT A, R ORATS AT Ak — 2B 4R T
Yy HBCNE R RO B AT O U B 2 AR, A
AE T+ 2012 Bl HE 41 SO0 I 28 i s AT o ik s . ik
Gb, X BIAT O AR RE R — ELRF SRR E B — PR
FEo AR B PO B, TR Ml 74T 3 2 ik
Ber A el 32 B0 g I, 0 B BTHE 3L 2 B
W2, Oy TR B R, AT S
— RGNV B AT R B, RO B R
F LA AT k4R A O a0 B AR, T RE &
A1 50 T I 2, R G TR 2 O L2 R i
(B PRI, R S A5 Al R B T 2l AT Ry Y Bl
fIE 75 55 2 0 2 R K Bt — B RV T7 1)

(2) T3 W ELIRAR 5T O 9 AT O AR AR P 7E AL
AR T (I fi) 2 97 1) )

B BF ST A S d Al B TR R 9 AT O A Y
— FBIL A G RO S 5, e R B AT O 9 RO
(ENER:IES R WY/ IER Y RN L TR R E R k'S
iy A TERL R A BF 588D . TIN etal™ MBS e S
A R PR R R, T S R e T o
W A LG RME BT B RN A RRAE XTI 2 L A
T 9 0B A (19 2w, A5 B 6 R AE AL 48 B S
oy AR, AR AL 45 A R R R 1, BIF 52 45 2R
FITIX 4 A7 A AT BE R O ™ A R SR, X A
DLRAR SRR A 2E P A RF S AT . BR T A5
WA, T I IR 5 iR AR R 2, I RER
J 2l 2 B A G S AR A B R, I e
PEXSIH 2% & A7 " A At A B2 W, BR T O [ B2 b, 02
36 23 B AT i) g 52 e, A % 5 86 5 i 14 9 7 AL
JEAt A, HRIE R R AE AR — P R R O

(3) J7 ¥ ELH 7 b Jm Ak A ik D) RE X TH T E AT N
P!

TE)7 i 23 2877 T, © A WF S % B8 — E AR g 7
il 73 DA AR FSE T L (B T T W LG A
TR B e IR AR SR Y S8 H D g
T IR R R B L S Al N BEAT AN Sl Y
HREDIRE A 2 AR TR, NI, — >0 W E 1K™ i AT fE
[ iF B A S A R AR R, RSk AT LR 5T )
LI ity B AN TR) Ja P B AT D BRI o A
DIRETT I, R 2 (4 7 M BB A B A AL AC E
g, EHGEA L, CHMRRETHEESTT
Yy LI A LS AL B, A S R AR A A
M8 ¥ 5 . 5 AR R VR BB T Bl (5 T il i
HE I E R 8D o 8 ANHLE SR T ) B AR
b PRt S 5O ), R OR AT LA BE — B R TR e
R D3 AR R A R I S X Y 2 AT O RS

(4) S AE BRI A 2R 128 Foft b 2R A8 1 0 2 E AT
45 )

PSSR/ IER S N S PO R A E K F SN AL
k] LA B £ B SME IR A AR AR R R R . H
MR TIEL LR REZREELANT ST, W
BREE AR RE R E P RN, AR AR P 2
HHERIEG T LB, LK E X B
17 o0 93 W 5 A0 N3 50T B AN R] 2, R SR AT T LA

— . FEWLYE H. 8 J5 1, BECK et al.™ B 5% i #11
AR ] Xt 91 B R R AT O A S R B, H T
HEAE— D BARBN 57 T e, RRUESEA LY
BT 20 Sb o AN, BE A ELIK 0 28 3 A PR R g
A AT B R T B SR A R Ak B O A R — Ak 3
G, AF S N B 24 BOR B9 5 W LI IR 55, 7R T
B 0 A AR rp R R A R 2 115 B RE
ARt 7 il B B3, B 0T TH S R MR . RO B
1713 2K 9 91 B 7 B FL itk % = 1 o 3 B A, (D A E B
PRI ) B0 A0 A o X0 3 98 R B R R T R
T 9 E5R , I 28 Hh 3 BR 558 A8 10 0 T 9% 2 B A SR TE 78
WU A B JHL X 3 94 254 O 1) 52 0 02 OR R (L A+
S I S P IE B - (B R S e= f2 N aR
— B, Z BB AT ot 2 X 2% AT N A
SEIR, R LLE— 2B R

6 &ie
6.1 ARGR

ABIE T LT W) TG O R S MBS B
17 0 B AR SEBE 5T, A5 23 M 07 4y B R e UK A 5 b
b E RN 9 A R T W LR IR 55 19 5
Wi A28 R 3 400 LI ™ it 8 e 55 ok 9 9% AT Ol B SR
WEFE 45 R R, O Y BB A K e DL Y Ik A
W 114 e Ji g T, A L B I | o T R AN HIL A
HESETT Y E IR B SR ACRRAE . (3T 4R R Bk B Y
7 T 4R B 5T 00 W EL I X B AT O RS R, AR
ORI AR, ARSI R KRB s K. @
SR TH 9% SR T W LB e SO 55 0 IR
WL DR 2R 2 WL TN 3R, % 0L DR B R 4R T L
1 55 B4 R PR X T B R ] T, B R A A
KRR I B A 0 1A 22 S A0 B 0 LA
JE o @7J7 W) B B AT S B R W AT 43 O R
gr, — & AR TR RE T & 48 AL B HOR X 9 % 17
AR, T AR, A AE AR AR [R5 AE X
BB AT YR W O TR RE T I BOR X B E AT N
W, 24 A AR S T 2 BTE Ll X
T 2% 5 B9 S 5 RS AT R e LA RO
V10 B RA ISE X AT DA o e M S A5 D R X I 9 E AT
M5, B AT O R I O aE o R A R o
At 2E 1 2 2 4T I A
6.2 ARFIR

LRI, 2¢ T 07 90 B 5 11 2 35 47 0 B BE T 475 SR Ak
T 2 B B, AN F 5T 8 HOR 20 M 1) AR S SOk R A
B, ELRCZ O I AT b i SOk, o 300 T 58 T X 07
THT A BIF 5 8520 o A BIF 5 X 9 Bl 35 2R 5 W) B i
g e 55 ) S e N 2R 07 T HEAT BB, AL T 4 S BA
Rk 5% e 2R, A A X At 5 i PR 3R AT A —
GIHT o AETT W HLIE 7 S ORIRR 55 X T 2% AT O I 52
7 T, AR WIS 32 X B 55 9 N HL B LR R
St By BE X 2% E AT O B R AT 0 M, IR SE R
T3 W) HRER Y & R, TT LU B 225 B X T
A7 b IR 55 09 D) BB HEAT IR A RN B0 148



12 IR 2 (Journal of Management Science)

202149 H

SEXM:

[1] Ak, £k, SGE AR 57 Tl 5% P IR &5 BT IR
2RIF 2020(2): 112-118.

YANG Bin, WANG Lin. Research on communication customer
service mode under the background of 5G technology. Shandong
Social Sciences, 2020(2): 112—-118.

[2] RIJSDIJK S A, HULTINK E J. How today’s consumers perceive
tomorrow’s smart products. Journal of Product Innovation Man-
agement, 2009, 26(1): 24—42.

[3] NOVAKT P, HOFFMAN D L. Relationship journeys in the inter-
net of things: a new framework for understanding interactions
between consumers and smart objects. Journal of the Academy of
Marketing Science, 2019, 47(2): 216-237.

[4] E#EF, KA, E—W, & S5 RS RE. TEN
MRS KRR, 2019, 56(1): 69-89.

SHI Weisong, ZHANG Xingzhou, WANG Yifan, et al. Edge com-
puting: state-of-the-art and future directions. Journal of Computer
Research and Development, 2019, 56(1): 69—89.

[5] SE#EFR, WU, SRR, 5. T R TRURT 3 i ) 166 099 F 5 Sk
T TR BIERS, 2021, 27(1): 228-239.

SHI Jincheng, GUO Hongfei, ZHANG Ru, et al. Bibliometric ana-
lysis of internet of things using knowledge mapping. Computer In-
tegrated Manufacturing Systems, 2021, 27(1): 228-239.

[6] LEUNG E, PAOLACCI G, PUNTONI S. Man versus machine: res-
isting automation in identity-based consumer behavior. Journal of
Marketing Research, 2018, 55(6): 818—831.

[71 LANGLEY D J, VAN DOORN J, NG I C L, et al. The internet of
everything: smart things and their impact on business models.
Journal of Business Research, 2021, 122: 853—863.

[8] TUCKERK, BULIM J, KOCH G, et al. Internet industry:a per-
spective review through internet of things and internet of every-
thing. International Management Review, 2018, 14(2): 26—
35.

(9] RERLE. T34 I A A0 24 B il 2 B0 . ARIRIE
S AREIE, 202009): 33-39.

TANG Kuiyu. The rise of the internet of everything and its edge al-
gorithm effect. Frontiers, 2020(9): 33—39.

[10] At A5 J7 9 5356 AR 04 o [ OB 3 s X “ELR R+ 1 2 4
FEWLE. ARIRIR-BARAFIB, 2015(10): 15-24.

WANG Shiwei. The general trend in China under the universal ap-
plication of the internet:multidimensional observations of the “in-
ternet plus” plan. Frontiers, 2015(10): 15-24.

[I1]KANG H S, LEE J Y, CHOI S S, et al. Smart manufacturing: past
research, present findings, and future directions. International
Journal of Precision Engineering and Manufacturing-Green
Technology, 2016, 3(1): 111-128.

[12] LOGMAN M. Contextual intelligence and flexibility:understand-
ing today’s marketing environment. Marketing Intelligence & Plan-
ning, 2008, 26(5): 508—520.

[13] DE CREMER D, NGUYEN B, SIMKIN L. The integrity challenge
of the Internet-of-Things (IoT): on understanding its dark side.
Journal of Marketing Management, 2017, 33(1/2): 145—-158.

[14] MANI Z, CHOUK 1. Drivers of consumers’ resistance to smart
products. Journal of Marketing Management,2017,33(1/2): 76-97.

[15] NOBLE C H, BING M N, BOGOVIYEVA E. The effects of brand

metaphors as design innovation:a test of congruency hypotheses.

Journal of Product Innovation Management, 2013, 30(S1): 126—
141.

[16] SHIN J, PARK Y, LEE D. Who will be smart home users?An ana-
lysis of adoption and diffusion of smart homes. Technological
Forecasting and Social Change, 2018, 134: 246—253.

[17] Bk, 5k T4, B RR, 55 B T SOAM 4y 156 19 1o FH & At HE 2
HEH I, 2010, 36(17): 95-97.

YANG Bin, ZHANG Weidong, ZHANG Lixin, et al. Internet of
things application fundamental framework based on SOA. Com-
puter Engineering, 2010, 36(17): 95-97.

(18] & B8 1] . 72 1k 1o 55 AR MR & 5 77 Mk B8 4> A7 . o B R B 2,
2012, 26(8): 47-52.

WU Xiaozhao. The analysis on connected car technology system
and the industrial chain. China Business and Market, 2012, 26(8):
47-52.

[19] BEiFR. MBERZFERRMS. b st 365 52 B, 2017.
TANG Zejun. Research report on internet of things cloud plat-
Jform. Beijing: 36Kr Research Institute, 2017.

[20] POUSHNEH A, VASQUEZ-PARRAGA A Z. Discernible impact
of augmented reality on retail customer’s experience, satisfaction
and willingness to buy. Journal of Retailing and Consumer Ser-
vices, 2017, 34: 229-234.

[21] FAN X J, CHAI Z L, DENG N Q, et al. Adoption of augmented
reality in online retailing and consumers’ product attitude:a cognit-
ive perspective. Journal of Retailing and Consumer Services, 2020,
53:101986-1-101986-10.

[22] PETIT O, VELASCO C, SPENCE C. Digital sensory marketing:
integrating new technologies into multisensory online experience.
Journal of Interactive Marketing, 2019, 45: 42—61.

[23] YAOYUNEYONG G, FOSTER J, JOHNSON E, et al. Augmented
reality marketing: consumer preferences and attitudes toward hyper-
media print ads. Journal of Interactive Advertising, 2016, 16(1):
16-30.

[24] EARNSHAW R A, GIGANTE M A, JONES H. Virtual reality sys-
tems. London: Academic Press, 1993: 3.

[25] COWAN K, KETRON S. A dual model of product involvement for
effective virtual reality: the roles of imagination, co-creation, telep-
resence, and interactivity. Journal of Business Research, 2019,
100: 483-492.

[26] WEI W J. Recognition of rural e-commerce smart assistant system
based on smart voice technology. International Journal of Speech
Technology (On line), 2021.

[27] FORD M, PALMER W. Alexa,are you listening to me? An analys-
is of Alexa voice service network traffic. Personal and Ubiquitous
Computing, 2019, 23(1): 67-79.

[28] LEE H, CHO C H. Uses and gratifications of smart speakers: mod-
elling the effectiveness of smart speaker advertising. International
Journal of Advertising, 2020, 39(7): 1150—-1171.

[29] SMITH K T. Marketing via smart speakers: what should Alexa
say?. Journal of Strategic Marketing, 2020, 28(4): 350—365.

[30] DONG Y D, YAO Y D. Secure mmwave-radar-based speaker veri-
fication for IoT smart home. IEEE Internet of Things Journal,
2021, 8(5): 3500-3511.

[31] YANG H, LEE H, ZO H. User acceptance of smart home services:
an extension of the theory of planned behavior. Industrial Manage-
ment & Data Systems, 2017, 117(1): 68—89.


https://doi.org/10.1111/j.1540-5885.2009.00332.x
https://doi.org/10.1111/j.1540-5885.2009.00332.x
https://doi.org/10.1111/j.1540-5885.2009.00332.x
https://doi.org/10.1007/s11747-018-0608-3
https://doi.org/10.1007/s11747-018-0608-3
https://doi.org/10.7544/issn1000-1239.2019.20180760
https://doi.org/10.7544/issn1000-1239.2019.20180760
https://doi.org/10.7544/issn1000-1239.2019.20180760
https://doi.org/10.7544/issn1000-1239.2019.20180760
https://doi.org/10.1177/0022243718818423
https://doi.org/10.1177/0022243718818423
https://doi.org/10.1016/j.jbusres.2019.12.035
https://doi.org/10.1007/s40684-016-0015-5
https://doi.org/10.1007/s40684-016-0015-5
https://doi.org/10.1007/s40684-016-0015-5
https://doi.org/10.1016/j.techfore.2018.06.029
https://doi.org/10.1016/j.techfore.2018.06.029
https://doi.org/10.3969/j.issn.1000-3428.2010.17.033
https://doi.org/10.3969/j.issn.1000-3428.2010.17.033
https://doi.org/10.3969/j.issn.1000-3428.2010.17.033
https://doi.org/10.3969/j.issn.1007-8266.2012.08.009
https://doi.org/10.3969/j.issn.1007-8266.2012.08.009
https://doi.org/10.1016/j.jretconser.2016.10.005
https://doi.org/10.1016/j.jretconser.2016.10.005
https://doi.org/10.1016/j.jretconser.2016.10.005
https://doi.org/10.1016/j.jretconser.2019.101986
https://doi.org/10.1016/j.intmar.2018.07.004
https://doi.org/10.1080/15252019.2015.1125316
https://doi.org/10.1016/j.jbusres.2018.10.063
https://doi.org/10.1007/s00779-018-1174-x
https://doi.org/10.1007/s00779-018-1174-x
https://doi.org/10.1080/02650487.2020.1765657
https://doi.org/10.1080/02650487.2020.1765657
https://doi.org/10.1080/0965254X.2018.1541924
https://doi.org/10.1109/JIOT.2020.3023101
https://doi.org/10.1111/j.1540-5885.2009.00332.x
https://doi.org/10.1111/j.1540-5885.2009.00332.x
https://doi.org/10.1111/j.1540-5885.2009.00332.x
https://doi.org/10.1007/s11747-018-0608-3
https://doi.org/10.1007/s11747-018-0608-3
https://doi.org/10.7544/issn1000-1239.2019.20180760
https://doi.org/10.7544/issn1000-1239.2019.20180760
https://doi.org/10.7544/issn1000-1239.2019.20180760
https://doi.org/10.7544/issn1000-1239.2019.20180760
https://doi.org/10.1177/0022243718818423
https://doi.org/10.1177/0022243718818423
https://doi.org/10.1016/j.jbusres.2019.12.035
https://doi.org/10.1007/s40684-016-0015-5
https://doi.org/10.1007/s40684-016-0015-5
https://doi.org/10.1007/s40684-016-0015-5
https://doi.org/10.1016/j.techfore.2018.06.029
https://doi.org/10.1016/j.techfore.2018.06.029
https://doi.org/10.3969/j.issn.1000-3428.2010.17.033
https://doi.org/10.3969/j.issn.1000-3428.2010.17.033
https://doi.org/10.3969/j.issn.1000-3428.2010.17.033
https://doi.org/10.3969/j.issn.1007-8266.2012.08.009
https://doi.org/10.3969/j.issn.1007-8266.2012.08.009
https://doi.org/10.1016/j.jretconser.2016.10.005
https://doi.org/10.1016/j.jretconser.2016.10.005
https://doi.org/10.1016/j.jretconser.2016.10.005
https://doi.org/10.1016/j.jretconser.2019.101986
https://doi.org/10.1016/j.intmar.2018.07.004
https://doi.org/10.1080/15252019.2015.1125316
https://doi.org/10.1016/j.jbusres.2018.10.063
https://doi.org/10.1007/s00779-018-1174-x
https://doi.org/10.1007/s00779-018-1174-x
https://doi.org/10.1080/02650487.2020.1765657
https://doi.org/10.1080/02650487.2020.1765657
https://doi.org/10.1080/0965254X.2018.1541924
https://doi.org/10.1109/JIOT.2020.3023101

%54 ZF

Z= 8 T3 W) LIS T 9 AT 0 BT IR A B 13

[32] OPREA S V, BARA A, IFRIM G A, et al. Day-ahead electricity
consumption optimization algorithms for smart homes. Computers
& Industrial Engineering, 2019, 135: 382—401.

[33] BAAK A, $hHE =, T A R £ B S A2 TR THE
MLE IR, 2012, 35(6): 1147-1163.

HU Yongli, SUN Yanfeng, YIN Baocai. Information sensing and
interaction technology in internet of things. Chinese Journal of
Computers, 2012, 35(6): 1147-1163.

[34] VERHOEF P C, STEPHEN A T, KANNAN P K, et al. Consumer
connectivity in a complex, technology-enabled, and mobile-ori-
ented world with smart products. Journal of Interactive Marketing,
2017, 40: 1-8.

[35] BALTA-OZKAN N, DAVIDSON R, BICKET M, et al. Social bar-
riers to the adoption of smart homes. Energy Policy, 2013, 63: 363—
374.

[36] RAUSCHNABEL P A, BREM A, IVENS B S. Who will buy smart
glasses? Empirical results of two pre-market-entry studies on the
role of personality in individual awareness and intended adoption of
google glass wearables. Computers in Human Behavior, 2015,
49: 635-647.

[37] VERKASALO H, LOPEZ-NICOLAS C, MOLINA-CASTILLO F
J, et al. Analysis of users and non-users of smartphone appli
cations. Telematics and Informatics, 2010, 27(3): 242-255.

[38] WEIZ D, ANAND G, ERNST C P H. The influence of subjective
norm on the usage of smartglasses/ERNST C P H. The Drivers of
Wearable Device Usage. Cham: Springer, 2016: 1-11.

[39] MOORE G C, BENBASAT 1. Development of an instrument to
measure the perceptions of adopting an information technology in-
novation. Information Systems Research, 1991, 2(3): 192-222.

[40] RAUSCHNABEL P A, RO Y K. Augmented reality smart glasses:
an investigation of technology acceptance drivers. International
Journal of Technology Marketing, 2016, 11(2): 123—148.

[41] RAUSCHNABEL P A, HE J, RO Y K. Antecedents to the adop-
tion of augmented reality smart glasses: a closer look at privacy
risks. Journal of Business Research, 2018, 92: 374—384.

[42] KIM K J, SHIN D H. An acceptance model for smart watches:im-
plications for the adoption of future wearable technology. Internet
Research, 2015, 25(4): 527-541.

[43] PARK E, KIM S, KIM Y S, et al. Smart home services as the next
mainstream of the ICT industry:determinants of the adoption of
smart home services. Universal Access in the Information Society,
2018, 17(1): 175-190.

[44] PAL D, ARPNIKANONDT C, FUNILKUL S, et al. Analyzing the
adoption and diffusion of voice-enabled smart-home systems:em-
pirical evidence from Thailand. Universal Access in the Informa-
tion Society, 2021, 20(4): 797-815.

[45] CHOIJ K, JT'Y G. Investigating the importance of trust on adopt-
ing an autonomous vehicle. International Journal of Human-
Computer Interaction, 2015, 31(10): 692—-702.

[46] LEE J D, SEE K A. Trust in automation: designing for appropriate
reliance. Human Factors, 2004, 46(1): 50—80.

[47] PANAGIOTOPOULOS I, DIMITRAKOPOULOS G. An empiric-
al investigation on consumers’ intentions towards autonomous driv-
ing. Transportation Research Part C: Emerging Technologies,
2018, 95: 773-784.

[48] BANSAL P, KOCKELMAN K M, SINGH A. Assessing public

opinions of and interest in new vehicle technologies: an austin per-
spective. Transportation Research Part C: Emerging Technolo-
gies, 2016, 67: 1-14.

[49] MOONS 1, DE PELSMACKER P. Emotions as determinants of
electric car usage intention. Journal of Marketing Management,
2012, 28(3/4): 195-237.

[50] KYRIAKIDIS M, HAPPEE R, DE WINTER J C F. Public opinion
on automated driving: results of an international questionnaire
among 5000 respondents. Transportation Research Part F: Traffic
Psychology and Behaviour, 2015, 32: 127-140.

[51] ECKHARDT A, LAUMER S, WEITZEL T. Who influences whom?
Analyzing workplace referents’ social influence on IT adoption and
non-adoption. Journal of Information Technology, 2009, 24(1):
11-24.

[52] SAWANG S, SUN Y, SALIM S A. It's not only what I think but
what they think! The moderating effect of social norms. Computers
& Education, 2014, 76: 182—189.

[53] NOLAN J M, SCHULTZ P W, CIALDINI R B, et al. Normative
social influence is underdetected. Personality & Social Psychology
Bulletin, 2008, 34(7): 913-923.

[54] WILCOX K, KIM H M, SEN S. Why do consumers buy counter-
feit luxury brands?. Journal of Marketing Research, 2009, 46(2):
247-259.

[55] VRAIN E, WILSON C. Social networks and communication beha-
viour underlying smart home adoption in the UK. Environmental
Innovation and Societal Transitions, 2021, 38: 82—97.

[56] HOHENBERGER C, SPORRLE M, WELPE I M. How and why do
men and women differ in their willingness to use automated cars?
The influence of emotions across different age groups. Transporta-
tion Research Part A: Policy and Practice, 2016, 94: 374-385.

[57] ALLPORT G W, ODBERT H S. Trait-names: a psycho-lexical
study. Psychological Monographs, 1936, 47(1): i—171.

[58] WILSON C, HARGREAVES T, HAUXWELL-BALDWIN R. Be-
nefits and risks of smart home technologies. Energy Policy,
2017, 103: 72-83.

[59] DEMIRIS G, RANTZ M J, AUD M A, et al. Older adults’ attitudes
towards and perceptions of “smart home” technologies: a pilot
study. Medical Informatics and the Internet in Medicine, 2004,
29(2): 87-94.

[60] WINTERSBERGER P, FRISON A K, RIENER A, et al. Fostering
user acceptance and trust in fully automated vehicles: evaluating the
potential of augmented reality. PRESENCE: Virtual and Augmen-
ted Reality, 2019, 27(1): 46—62.

[61] MARAKHIMOV A, JOO J. Consumer adaptation and infusion of
wearable devices for healthcare. Computers in Human Behavior,
2017, 76: 135—148.

[62] PIWEK L, ELLIS D A, ANDREWS S, et al. The rise of consumer
health wearables: promises and barriers. PLos Medicine, 2016,
13(2): €1001953-1-e1001953-9.

[63] ZHAO K, ZHANG S, CHIU C Y, et al. SAR study for smart watch
applications//2014 IEEE Antennas and Propagation Society Inter-
national Symposium. Tunisia: Memphis, 2014: 1198—1199.

[64] ZHAO K, ZHANG S, YING Z N, et al. SAR study of different
MIMO antenna designs for LTE application in smart mobile hand-
sets. IEEE Transactions on Antennas and Propagation, 2013,
61(6): 3270-3279.


https://doi.org/10.3724/SP.J.1016.2012.01147
https://doi.org/10.3724/SP.J.1016.2012.01147
https://doi.org/10.3724/SP.J.1016.2012.01147
https://doi.org/10.3724/SP.J.1016.2012.01147
https://doi.org/10.1016/j.intmar.2017.06.001
https://doi.org/10.1016/j.enpol.2013.08.043
https://doi.org/10.1016/j.chb.2015.03.003
https://doi.org/10.1016/j.tele.2009.11.001
https://doi.org/10.1287/isre.2.3.192
https://doi.org/10.1504/IJTMKT.2016.075690
https://doi.org/10.1504/IJTMKT.2016.075690
https://doi.org/10.1016/j.jbusres.2018.08.008
https://doi.org/10.1108/IntR-05-2014-0126
https://doi.org/10.1108/IntR-05-2014-0126
https://doi.org/10.1007/s10209-017-0533-0
https://doi.org/10.1007/s10209-020-00754-3
https://doi.org/10.1007/s10209-020-00754-3
https://doi.org/10.1007/s10209-020-00754-3
https://doi.org/10.1080/10447318.2015.1070549
https://doi.org/10.1080/10447318.2015.1070549
https://doi.org/10.1518/hfes.46.1.50.30392
https://doi.org/10.1057/jit.2008.31
https://doi.org/10.1509/jmkr.46.2.247
https://doi.org/10.1016/j.eist.2020.11.003
https://doi.org/10.1016/j.eist.2020.11.003
https://doi.org/10.1037/h0093360
https://doi.org/10.1016/j.enpol.2016.12.047
https://doi.org/10.1080/14639230410001684387
https://doi.org/10.1016/j.chb.2017.07.016
https://doi.org/10.1371/journal.pmed.1001953
https://doi.org/10.1109/TAP.2013.2250239
https://doi.org/10.3724/SP.J.1016.2012.01147
https://doi.org/10.3724/SP.J.1016.2012.01147
https://doi.org/10.3724/SP.J.1016.2012.01147
https://doi.org/10.3724/SP.J.1016.2012.01147
https://doi.org/10.1016/j.intmar.2017.06.001
https://doi.org/10.1016/j.enpol.2013.08.043
https://doi.org/10.1016/j.chb.2015.03.003
https://doi.org/10.1016/j.tele.2009.11.001
https://doi.org/10.1287/isre.2.3.192
https://doi.org/10.1504/IJTMKT.2016.075690
https://doi.org/10.1504/IJTMKT.2016.075690
https://doi.org/10.1016/j.jbusres.2018.08.008
https://doi.org/10.1108/IntR-05-2014-0126
https://doi.org/10.1108/IntR-05-2014-0126
https://doi.org/10.1007/s10209-017-0533-0
https://doi.org/10.1007/s10209-020-00754-3
https://doi.org/10.1007/s10209-020-00754-3
https://doi.org/10.1007/s10209-020-00754-3
https://doi.org/10.1080/10447318.2015.1070549
https://doi.org/10.1080/10447318.2015.1070549
https://doi.org/10.1518/hfes.46.1.50.30392
https://doi.org/10.1057/jit.2008.31
https://doi.org/10.1509/jmkr.46.2.247
https://doi.org/10.1016/j.eist.2020.11.003
https://doi.org/10.1016/j.eist.2020.11.003
https://doi.org/10.1037/h0093360
https://doi.org/10.1016/j.enpol.2016.12.047
https://doi.org/10.1080/14639230410001684387
https://doi.org/10.1016/j.chb.2017.07.016
https://doi.org/10.1371/journal.pmed.1001953
https://doi.org/10.1109/TAP.2013.2250239

14 IR 2 (Journal of Management Science)

202149 H

[65] MILLS A J, WATSON R T, PITT L, et al. Wearing safe: physical
and informational security in the age of the wearable device. Busi-
ness Horizons, 2016, 59(6): 615—622.

[66] HILKEN T, DE RUYTER K, CHYLINSKI M, et al. Augmenting
the eye of the beholder:exploring the strategic potential of augmen-
ted reality to enhance online service experiences. Journal of the
Academy of Marketing Science, 2017, 45(6): 884—905.

[671 HUANG T L, MATHEWS S, CHOU C Y. Enhancing online rap-
port experience via augmented reality. Journal of Services Market-
ing, 2019, 31(7): 851-865.

[68] WATSON A, ALEXANDER B, SALAVATI L. The impact of ex-
periential augmented reality applications on fashion purchase inten-
tion. International Journal of Retail & Distrib
2020, 48(5): 433—451.

[69] MCLEAN G, OSEI-FRIMPONG K, BARHORST 1J. Alexa, do

voice assistants influence consumer brand engagement? Examining

Manag t

the role of AI powered voice assistants in influencing consumer
brand engagement. Journal of Business Research, 2021, 124:
312-328.

[70] POUSHNEH A. Humanizing voice assistant: the impact of voice
assistant personality on consumers’ attitudes and behaviors. Journ-
al of Retailing and Consumer Services, 2021, 58: 102283-1—
102283-10.

[71] HASAN R, SHAMS R, RAHMAN M. Consumer trust and per-
ceived risk for voice-controlled artificial intelligence: the case of
Siri. Journal of Business Research, 2021, 131: 591-597.

[72] PARK C, LIM Y, CHOI J, et al. Changes in linguistic behaviors
based on smart speaker task performance and pragmatic skills in
multiple turn-taking interactions. Intelligent Service Robotics,
2021, 14(3): 357-372.

[73] SMITH E, SUMNER P, HEDGE C, et al. Smart speaker devices
can improve speech intelligibility in adults with intellectual disabil-
ity. International Journal of Language & Communication Dis-
orders, 2021, 56(3): 583—593.

[74] PARK J, CHOI H, JUNG Y. Users’ cognitive and affective re-
sponse to the risk to privacy from a smart speaker. International
Journal of Human-Computer Interaction, 2021, 37(8): 759-771.

[75] KANG H,OH J. Communication privacy management for smart
speaker use: integrating the role of privacy self-efficacy and the
multidimensional view. New Media & Society (On line), 2021.

[76] PARK K, KWAK C, LEE J, et al. The effect of platform character-
istics on the adoption of smart speakers: empirical evidence in
South Korea. Telematics and Informatics, 2018, 35(8): 2118—
2132.

[77] LUTZ C, NEWLANDS G. Privacy and smart speakers: a multi-di-
mensional approach. Information Society, 2021, 37(3): 147-162.

(78] 2 7R ik, ok T 7R . Ak F R B RN K X 2 2 547 Y
L. BERREE, 2018, 31(3): 112-124.

LI Dongjin, ZHANG Yudong. Effect of quantified self and its
mechanism affecting consumer participation behavior. Journal of
Management Science, 2018, 31(3): 112—124.

[79]1 LI 1, DEY A, FORLIZZI J. A stage-based model of personal infor-
matics systems//Proceedings of the SIGCHI Conference on Hu-
man Factors in Computing Systems. USA: Atlanta, 2010: 557— 566.

[80] MCGRATH M J, SCANAILL C N. Wellness, fitness, and lifestyle
sensing applications’/MCGRATH M J, SCANAILL C N. Sensor

Technologies. Canada: Berkeley, 2013: 217-248.

[81] CHOUSIADAS D, MENYCHTAS A, TSANAKAS P, et al. Ad-
vancing quantified-self applications utilizing visual data analytics
and the internet of things//IFIP Advances in Information and
Communication Technology. Greece: Rhodes, 2018: 263—-274.

[82] ERDENIZ S P, MENYCHTAS A, MAGLOGIANNIS 1, et al. Re-
commender systems for IoT enabled quantified-self applications.
Evolving Systems, 2020, 11(2): 291-304.

[83] KRISHNAMURTI T, DAVIS A L, WONG-PARODI G, et al. Cre-
ating an in-home display: experimental evidence and guidelines for
design. Applied Energy, 2013, 108: 448—458.

[84] HOUDE S, TODD A, SUDARSHAN A, et al. Real-time feedback
and electricity consumption: a field experiment assessing the poten-
tial for savings and persistence. Energy Journal, 2013, 34(1): 87—
102.

[85] ZIPPERER A, ALOISE-YOUNG P A, SURYANARAYANAN 8§,
et al. Electric energy management in the smart home: perspectives
on enabling technologies and consumer behavior. Proceedings of
the IEEE, 2013, 101(11): 2397-2408.

[86] BREHM S S, BREHM J W. Psychological reactance: a theory of
freedom and control. New York: Academic Press, 1981: 3.

[87] SORRELL S.The rebound effect: an assessment of the evidence
for economy-wide energy savings from improved energy effi-
ciency. London: UK Energy Research Centre, 2007: 1.

[88] YANG Y, LEE H, GURRIN C. Visualizing lifelog data for differ-
ent interaction platforms/CHI' 13 Extended Abstracts on Human
Factors in Computing Systems. France: Paris, 2013: 1785—-1790.

[89] BENTLEY F, TOLLMAR K, STEPHENSON P, et al. Health
mashups: presenting statistical patterns between wellbeing data and
context in natural language to promote behavior change. ACM
Transactions on Computer-Human Interaction, 2013, 20(5): 30-1—
30-27.

[90] JelE 4H, E LK. w1k B 3k 518 3 28 Appfis B AT AL BB
¢ $&4ffi, 2017(10): 105-107.

LONG Juanjuan, YAN Beige. Research on the design of quantified
self and data visualization in sports & fitness App. Art & Design,
2017(10): 105-107.

[91] BUCHANAN K, LOCKTON D. Understanding human connectiv-
ity and the quantified self. Working Papers of the Sustainable Soci-
ety Network+, 2015.

[92] MIRON A M, BREHM J W. Reactance theory-40 years later. Zeits-
chrift Fiir Sozialpsychologie, 2006, 37(1): 3—12.

(93] 4% T8, VL 8Z, AR A% 3C. 1K Bl 2 fof I JREL 2 0k 3 55 UL B AP A G
IBE (1) i L2, IMIER 23R, 2019, 51(6): 699—713.

YANG Defeng, JIANG Xia, SONG Qianwen. When will con-
sumers choose brands associated with dissociative groups?. Acta
Psychologica Sinica, 2019, 51(6): 699-713.

[94] JIN H, YAN J Y, ZHANG Y D, et al. Research on the influence
mechanism of users’ quantified-self immersive experience: on the
convergence of mobile intelligence and wearable computing.Per-
sonal and Ubiquitous Computing (On line), 2020, doi:10.1007/
500779-020-01484-2.

[95] BECK M, CRIE D. I virtually try it...I want it! Virtual fitting
room:a tool to increase on-line and off-line exploratory behavior,
patronage and purchase intentions. Journal of Retailing and Con-
sumer Services, 2018, 40: 279-286.


https://doi.org/10.1016/j.bushor.2016.08.003
https://doi.org/10.1016/j.bushor.2016.08.003
https://doi.org/10.1007/s11747-017-0541-x
https://doi.org/10.1007/s11747-017-0541-x
https://doi.org/10.1016/j.jbusres.2020.11.045
https://doi.org/10.1016/j.jretconser.2020.102283
https://doi.org/10.1016/j.jretconser.2020.102283
https://doi.org/10.1016/j.jbusres.2020.12.012
https://doi.org/10.1007/s11370-021-00374-7
https://doi.org/10.1080/10447318.2020.1841422
https://doi.org/10.1080/10447318.2020.1841422
https://doi.org/10.1016/j.tele.2018.07.013
https://doi.org/10.1080/01972243.2021.1897914
https://doi.org/10.3969/j.issn.1672-0334.2018.03.010
https://doi.org/10.3969/j.issn.1672-0334.2018.03.010
https://doi.org/10.3969/j.issn.1672-0334.2018.03.010
https://doi.org/10.1007/s12530-019-09302-8
https://doi.org/10.1016/j.apenergy.2013.03.048
https://doi.org/10.1109/JPROC.2013.2270172
https://doi.org/10.1109/JPROC.2013.2270172
https://doi.org/10.3969/j.issn.0412-3662.2017.10.032
https://doi.org/10.3969/j.issn.0412-3662.2017.10.032
https://doi.org/10.3724/SP.J.1041.2019.00699
https://doi.org/10.3724/SP.J.1041.2019.00699
https://doi.org/10.3724/SP.J.1041.2019.00699
http://dx.doi.org/10.1007/s00779-020-01484-2
http://dx.doi.org/10.1007/s00779-020-01484-2
https://doi.org/10.1016/j.jretconser.2016.08.006
https://doi.org/10.1016/j.jretconser.2016.08.006
https://doi.org/10.1016/j.jretconser.2016.08.006
https://doi.org/10.1016/j.bushor.2016.08.003
https://doi.org/10.1016/j.bushor.2016.08.003
https://doi.org/10.1007/s11747-017-0541-x
https://doi.org/10.1007/s11747-017-0541-x
https://doi.org/10.1016/j.jbusres.2020.11.045
https://doi.org/10.1016/j.jretconser.2020.102283
https://doi.org/10.1016/j.jretconser.2020.102283
https://doi.org/10.1016/j.jbusres.2020.12.012
https://doi.org/10.1007/s11370-021-00374-7
https://doi.org/10.1080/10447318.2020.1841422
https://doi.org/10.1080/10447318.2020.1841422
https://doi.org/10.1016/j.tele.2018.07.013
https://doi.org/10.1080/01972243.2021.1897914
https://doi.org/10.3969/j.issn.1672-0334.2018.03.010
https://doi.org/10.3969/j.issn.1672-0334.2018.03.010
https://doi.org/10.3969/j.issn.1672-0334.2018.03.010
https://doi.org/10.1016/j.bushor.2016.08.003
https://doi.org/10.1016/j.bushor.2016.08.003
https://doi.org/10.1007/s11747-017-0541-x
https://doi.org/10.1007/s11747-017-0541-x
https://doi.org/10.1016/j.jbusres.2020.11.045
https://doi.org/10.1016/j.jretconser.2020.102283
https://doi.org/10.1016/j.jretconser.2020.102283
https://doi.org/10.1016/j.jbusres.2020.12.012
https://doi.org/10.1007/s11370-021-00374-7
https://doi.org/10.1080/10447318.2020.1841422
https://doi.org/10.1080/10447318.2020.1841422
https://doi.org/10.1016/j.tele.2018.07.013
https://doi.org/10.1080/01972243.2021.1897914
https://doi.org/10.3969/j.issn.1672-0334.2018.03.010
https://doi.org/10.3969/j.issn.1672-0334.2018.03.010
https://doi.org/10.3969/j.issn.1672-0334.2018.03.010
https://doi.org/10.1007/s12530-019-09302-8
https://doi.org/10.1016/j.apenergy.2013.03.048
https://doi.org/10.1109/JPROC.2013.2270172
https://doi.org/10.1109/JPROC.2013.2270172
https://doi.org/10.3969/j.issn.0412-3662.2017.10.032
https://doi.org/10.3969/j.issn.0412-3662.2017.10.032
https://doi.org/10.3724/SP.J.1041.2019.00699
https://doi.org/10.3724/SP.J.1041.2019.00699
https://doi.org/10.3724/SP.J.1041.2019.00699
http://dx.doi.org/10.1007/s00779-020-01484-2
http://dx.doi.org/10.1007/s00779-020-01484-2
https://doi.org/10.1016/j.jretconser.2016.08.006
https://doi.org/10.1016/j.jretconser.2016.08.006
https://doi.org/10.1016/j.jretconser.2016.08.006
https://doi.org/10.1007/s12530-019-09302-8
https://doi.org/10.1016/j.apenergy.2013.03.048
https://doi.org/10.1109/JPROC.2013.2270172
https://doi.org/10.1109/JPROC.2013.2270172
https://doi.org/10.3969/j.issn.0412-3662.2017.10.032
https://doi.org/10.3969/j.issn.0412-3662.2017.10.032
https://doi.org/10.3724/SP.J.1041.2019.00699
https://doi.org/10.3724/SP.J.1041.2019.00699
https://doi.org/10.3724/SP.J.1041.2019.00699
http://dx.doi.org/10.1007/s00779-020-01484-2
http://dx.doi.org/10.1007/s00779-020-01484-2
https://doi.org/10.1016/j.jretconser.2016.08.006
https://doi.org/10.1016/j.jretconser.2016.08.006
https://doi.org/10.1016/j.jretconser.2016.08.006

55 58 2 B T RS T BB AT N BT ST IR A R 15

Internet of Everything and Consumer Behavior:
Research Overview and Prospects

LIJi, WANG Ying, MA Pu

Business School, Central University of Finance and Economics, Beijing 100081, China

Abstract: In recent years, the rapid development of big data, 5G, artificial intelligence and other technologies, especially the
realization of “things connected” in the internet of things, has promoted the arrival of the internet of everything era. Informa-
tion susceptibility, universal connectivity and human-computer interaction have become the basic features for the internet of
everything era, and its products and services such as smart homes, wearable devices and autonomous driving have gradually in-
tegrated into people’s daily life.

The literature was searched through CNKI and Web of Science electronic databases, and the relevant literature retrieved
was analyzed quantitatively from two aspects. Specifically, one is the distribution of the time of publication, and the other is
hot topics of existing research. Based on the quantitative analysis of the retrieved documents, the 94 selected documents are re-
viewed and sorted. Starting from the factors influencing consumers’ adoption of IoE products or services and the impact of ad-
opting the internet of everything products or services on consumer behaviors, it systematically expounds the current research
status in the field of the internet of everything and consumer behavior, analyzes the deficiencies of existing research, and pro-
poses feasible future research directions in this field.

The results of literature review and summary show that the influencing factors of consumers’ adoption of IoE products or
services are mainly divided into objective factors and subjective factors. The objective factors refer to the attraction of the char-
acteristics of the internet of everything products or services to consumers, while subjective factors include social relations, indi-
vidual differences and subjective attitudes of consumers. The impact of the adoption of the internet of everything products or
services on consumer behavior includes two aspects. One is the impact of human-computer interaction technologies such as AR
and smart voice on consumer behavior at the technical level. The other is the impact of data feedback on consumer behavior.
Finally, we propose that in the future scholars can deeply explore the direction and persistence of consumer behavior changes
brought about by data feedback, the internal mechanism of consumer behavior changes in the context of the internet of
everything, the impact of different product attributes and product functions on consumer behavior, and the influence of extern-
al environmental factors and various exogenous variables on consumer behavior.

The research clarified the development status of the internet of everything era, the factors that affect consumers’ adoption
of the internet of everything products or services, and the changes in consumer behavior after adoption of the internet of
everything products or services, providing a reference for future research on consumer behavior in the context of the internet of
everything.

Keywords: internet of everything; consumer behavior; data feedback; smart home; autonomous driving; wearable devices;

smart voice
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