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Abstract
Technology and its continuous advancement facilitate human beings to get rid of their criticality and limitation. Applied
artificial intelligence (AAI) is one of the latest forms that delimited the limitation of human beings. Smartwatch acts as an
applied artificial intelligence to assist various patients to check medical care without going to hospital and physicians. This
(three) multiple-study research focused on the intention to use, purchase, and their satisfaction and spread positive word of
mouth among others in the Ghanaian. To investigate these issues two renowned theories were underpinned- TAM theory
and the Stimulus-Organism-Response (S–O-R). Total 550, 320, and 170 respondents were interviewed with Google forms
due to COVID-19 using social media. AI-enabled smartwatch considering Perceived Ease of Use (PEOU), Perceived
Usefulness (PU), Perceived Credibility (PC), Perceived Self-Efficacy (PSE), and Perceived Financial Cost (PFC) were
significant on intention to adoption and adoption intention on actual purchase. The final study showed device quality, its
service level, their usage experience, perceived value, and the extent to which the satisfied customers made positive word
of mouth to their friends and family, colleagues and followers. This research is significant in understanding the usage of AI-
enabled smartwatches as a device doctor or electronic doctor (e-doctor). © 2023

Author Keywords
Applied artificial intelligence;  Healthcare service. smartwatches;  Positive word of mouth;  S–O-R model

References



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&clicke… 2/13

Griffy-Brown, C., Earp, B.D., Rosas, O.
Technology and the good society
(2018) Technol. Soc., 52, pp. 1-3. 

Dwivedi, Y.K., Wang, Y.
Guest editorial: artificial intelligence for B2B marketing: challenges and
opportunities
(2022) Ind. Market. Manag., 105, pp. 109-113. 

Chen, P., Kim, S.
The impact of digital transformation on innovation performance - the mediating role
of innovation factors
(2023) Heliyon, 9 (3). 

Collins, C.
Artificial intelligence in information systems research: a systematic literature review
and research agenda
(2021) Int. J. Inf. Manag., 60. 

Vishnoi, S.K., Bagga, T., Aarushi, Wani, S.N.
Artificial intelligence enabled marketing solutions: a review
(2018) Indian J. Econ. Bus., 17 (4), pp. 167-177. 

Fan, J., Fang, L., Wu, J., Guo, Y., Dai, Q.
From brain science to artificial intelligence
(2020) Engineering, 6 (3), pp. 248-252. 

Longoni, C., Bonezzi, A., Morewedge, C.K.
Resistance to medical artificial intelligence
(2019) J. Consum. Res., 46 (4), pp. 629-650. 

Pesapane, F., Codari, M., Sardanelli, F.
Artificial intelligence in medical imaging: threat or opportunity? Radiologists again
at the forefront of innovation in medicine
(2018) Eur. Radiol. Exp., 2 (1), p. 35. 

Abràmoff, M.D.
Pivotal trial of an autonomous AI-based diagnostic system for detection of diabetic
retinopathy in primary care offices
(2018) npj Digit. Med., 1 (1), p. 39. 

Ehtesabi, H., Afzalpour, E.
Smartphone-based corona virus detection using saliva: a mini-review
(2023) Heliyon, 9 (3). 

Reeder, B., David, A.
Health at hand: a systematic review of smart watch uses for health and wellness
(2016) J. Biomed. Inf., 63, pp. 269-276. 

Uzir, M.U.H.
Applied Artificial Intelligence and user satisfaction: smartwatch usage for
healthcare in Bangladesh during COVID-19
(2021) Technol. Soc., 67. 

Collazos, C.A.
Designing online platforms supporting emotions and awareness
(2021) Electronics, 10. 

Adebayo, S.B.
Teaching in a lockdown: the impact of COVID-19 on teachers' capacity to teach



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&clicke… 3/13

across different school types in Nigeria
(2023) Heliyon, 9 (3). 

Konatzii, R.
Exposure to airborne SARS-CoV-2 in four hospital wards and ICUs of Cyprus. A
detailed study accounting for day-to-day operations and aerosol generating
procedures
(2023) Heliyon, 9 (3). 

Azila-Gbettor, E.M., Mensah, C., Agbodza, M.
Fear of Covid-19 and perceived academic safety: the buffering role of personal
resources
(2023) Int. J. Educ. Manag., 37 (3), pp. 541-557. 

Chatterjee, S., Kar, A.K., Dwivedi, Y.K.
Intention to use IoT by aged Indian consumers
(2022) J. Comput. Inf. Syst., 62 (4), pp. 655-666. 

Ajzen, I., Fishbein, M.
A Bayesian analysis of attribution processes
(1975) Psychol. Bull., 82, pp. 261-277. 

Luarn, P., Lin, H.-H.
Toward an understanding of the behavioral intention to use mobile banking
(2005) Comput. Hum. Behav., 21 (6), pp. 873-891. 

Chau, P.Y.
Influence of computer attitude and self-efficacy on IT usage behavior
(2001) J. Organ. End User Comput., 13 (1), pp. 26-33. 

Vahdat, A.
Would you like to shop via mobile app technology? The technology acceptance
model
(2021) Soc. Factors Purchase Intention, 29 (2), pp. 187-197. 

Ahen, F., Buabeng, K.O., Salo-Ahen, O.M.H.
Market violence through destructive entrepreneurship: assessing institutional
responses to the proliferation of counterfeit traditional and alternative medicines in
Ghana
(2023) Heliyon, 9 (3). 

Who
What Is a Pandemic?
(2010), 

Zinsou, B.-E.
Main modulators of COVID-19 epidemic in sub-Saharan Africa
(2023) Heliyon, 9 (1). 

Issahaku, P.A.
A discourse on aging in contemporary Ghana
(2022) Cogent Soc. Sci., 8 (1). 

Meesala, A., Paul, J.
Service quality, consumer satisfaction and loyalty in hospitals: thinking for the
future
(2018) J. Retailing Consum. Serv., 40, pp. 261-269. 

Sakov, P., Oke, P.R.
A deterministic formulation of the ensemble Kalman filter: an alternative to



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&clicke… 4/13

ensemble square root filters
(2008) Tellus, 60 (2), pp. 361-371. 

Asumang-Yeboah, D., Kumeh, E.M., Brobbey, L.K.
Community forest monitoring and the social reproduction of inequalities in Ghana
(2022) Geoforum, 134, pp. 86-95. 

Technology and Innovation Report 2021
(2021), 

Montano, D.E., Kasprzyk, D.
Theory of reasoned action, theory of planned behavior, and the integrated
behavioral model
(2015) Health Behav.: Theor. Res. Pract., 70 (4), p. 231. 

Peña-García, N.
Purchase intention and purchase behavior online: a cross-cultural approach
(2020) Heliyon, 6 (6). 

Brown, M., Pope, N., Voges, K.
Buying or browsing?
(2003) Eur. J. Market., 37 (11-12), pp. 1666-1684. 

Bhatt, K., Sankhla, P.
A study on consumer buying behavior towards cosmetic products
(2017) Int. J. Eng. Technol. Sci. Res., 4 (12), pp. 1244-1249. 

Ryu, S., Park, J.
The effects of benefit-driven commitment on usage of social media for shopping
and positive word-of-mouth
(2020) J. Retailing Consum. Serv., 55. 

Sirdeshmukh, D., Singh, J., Sabol, B.
Consumer trust, value, and loyalty in relational exchanges
(2002) J. Market., 66 (1), pp. 15-37. 

Narwal, P., Nayak, J.K., Rai, S.
Assessing customers' moral disengagement from reciprocity concerns in
participative pricing
(2022) J. Bus. Ethics, 178 (2), pp. 537-554. 

El-Adly, M.I.
Modelling the relationship between hotel perceived value, customer satisfaction,
and customer loyalty
(2019) J. Retailing Consum. Serv., 50, pp. 322-332. 

Nadeem, W.
How do experiences enhance brand relationship performance and value co-creation
in social commerce? The role of consumer engagement and self brand-connection
(2021) Technol. Forecast. Soc. Change, 171. 

Fernandes, T., Moreira, M.
Consumer brand engagement, satisfaction and brand loyalty: a comparative study
between functional and emotional brand relationships
(2019) J. Prod. Brand Manag., 28 (2), pp. 274-286. 

Bowden, J.L., Dagger, T.S., Elliott, G.
The role of relational antecedents and the effect of experience in the development of
service loyalty
(2009) Sustainable Management and Marketing: ANZMAC 2009 Conference
Proceedings, 



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&clicke… 5/13

Terblanche, N.S.
Customers' perceived benefits of a frequent-flyer program
(2015) J. Trav. Tourism Market., 32 (3), pp. 199-210. 

Knox, S., Walker, D.
Measuring and managing brand loyalty
(2001) J. Strat. Market., 9 (2), pp. 111-128. 

Al-Adwan, A.S., Al-Debei, M.M., Dwivedi, Y.K.
E-commerce in high uncertainty avoidance cultures: the driving forces of
repurchase and word-of-mouth intentions
(2022) Technol. Soc., 71. 

Tchouchu, E., Ahenkan, A.
Towards a successful implementation of environmental sanitation policy in Ghana:
an assessment of key impeding factors
(2023) Heliyon, 9 (3). 

Tokic, D.
BlackRock Robo‐Advisor 4.0: when artificial intelligence replaces human discretion
(2018) Strat. Change, 27 (4), pp. 285-290. 

Wright, S.A., Schultz, A.E.
The rising tide of artificial intelligence and business automation: developing an
ethical framework
(2018) Bus. Horiz., 61 (6), pp. 823-832. 

Hradecky, D.
Organizational readiness to adopt artificial intelligence in the exhibition sector in
Western Europe
(2022) Int. J. Inf. Manag., 65. 

Vinuesa, R.
The role of artificial intelligence in achieving the Sustainable Development Goals
(2020) Nat. Commun., 11 (1), p. 233. 

Zhang, W.
Factors influencing the use of artificial intelligence in government: evidence from
China
(2021) Technol. Soc., 66. 

Chatterjee, S.
Are CRM systems ready for AI integration?
(2019) Bottom Line, 32 (2), pp. 144-157. 

Dekimpe, M.G.
Retailing and retailing research in the age of big data analytics
(2020) Int. J. Res. Market., 37 (1), pp. 3-14. 

Huang, M.-H., Rust, R.T.
A strategic framework for artificial intelligence in marketing
(2021) J. Acad. Market. Sci., 49 (1), pp. 30-50. 

Turner, R.
Using AI to Close the Skills Gap in Marketing in Forbes
(2018), 

Ameen, N.
Customer experiences in the age of artificial intelligence
(2021) Comput. Hum. Behav., 114. 



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&clicke… 6/13

Lakhani, P.
Machine learning in radiology: applications beyond image interpretation
(2018) J. Am. Coll. Radiol., 15 (2), pp. 350-359. 

Hutson, M.
Self-taught artificial intelligence beats doctors at predicting heart attacks
(2017) Science, 14 (4). 

Zeilig, H.
Foregrounding the perspectives of mental health services users during the COVID-
19 pandemic
(2020) Ment. Health Soc. Inclusion, 24 (3), pp. 131-133. 

Afrin, S., Shammi, M.
A Review on the Gendered Impact of COVID-19 Pandemic towards Achieving
Sustainable Development Goals in Bangladesh: Ecofeminist Perspectives on the
Response to COVID-19 Pandemic
(2023), Heliyon

Koly, K.N.
Prevalence of insomnia among the post-menopausal women who suffered from
COVID-19 in Bangladesh: a nationwide cross-sectional study
(2023) Heliyon, 9 (3). 

Zhou, Q.
A study on factors affecting service quality and loyalty intention in mobile banking
(2021) J. Retailing Consum. Serv., 60. 

Sun, N.
A qualitative study on the psychological experience of caregivers of COVID-19
patients
(2020) Am. J. Infect. Control, 48 (6), pp. 592-598. 

Lee, W.
Nurses' adaptations to changes on a COVID-19 ward in South Korea: a qualitative
study
(2023) Heliyon, 9 (3). 

Mubaraq, Z.
Language and COVID-19: a discourse analysis of resistance to lockdown in
Indonesia
(2023) Heliyon, 9 (3). 

Yoo, J.
The effects of augmented reality on consumer responses in mobile shopping: the
moderating role of task complexity
(2023) Heliyon, 9 (3). 

Hossain, M.M.
Geriatric health in Bangladesh during COVID-19: challenges and recommendations
(2020) J. Gerontol. Soc. Work, 63 (6-7), pp. 724-727. 

Attig, C., Franke, T.
Abandonment of personal quantification: a review and empirical study investigating
reasons for wearable activity tracking attrition
(2020) Comput. Hum. Behav., 102, pp. 223-237. 

Ali, O.
Evaluating organizational level IT innovation adoption factors among global firms
(2022) J. Innov. Knowl., 7 (3). 



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&clicke… 7/13

Kamal, S.A., Shafiq, M., Kakria, P.
Investigating acceptance of telemedicine services through an extended technology
acceptance model (TAM)
(2020) Technol. Soc., 60. 

Davis, F.D.
Perceived usefulness, perceived ease of use, and user acceptance of information
technology
(1989) MIS Q., pp. 319-340. 

Smith, R.
Cross-cultural examination of online shopping behavior: a comparison of Norway,
Germany, and the United States
(2013) J. Bus. Res., 66 (3), pp. 328-335. 

Agag, G., El-Masry, A.A.
Understanding the determinants of hotel booking intentions and moderating role of
habit
(2016) Int. J. Hospit. Manag., 54, pp. 52-67. 

Manthiou, A.
Exploring the roles of self-concept and future memory at consumer events: the
application of an extended Mehrabian–Russell model
(2017) J. Trav. Tourism Market., 34 (4), pp. 531-543. 

Santoro, G.
Exploring the relationship between entrepreneurial resilience and success: the
moderating role of stakeholders' engagement
(2020) J. Bus. Res., 119, pp. 142-150. 

Armitage, C.J., Conner, M.
Efficacy of the theory of planned behaviour: a meta-analytic review
(2001) Br. J. Soc. Psychol., 40 (4), pp. 471-499. 

Hooda, A.
The effects of trust on behavioral intention and use behavior within e-government
contexts
(2022) Int. J. Inf. Manag., 67. 

Singh, S., Srivastava, R.K.
Predicting the intention to use mobile banking in India
(2018) Int. J. Bank Market., 36 (2), pp. 357-378. 

Dwivedi, Y.K., Wang, Y.
Guest editorial: artificial intelligence for B2B marketing: challenges and
opportunities
(2022) Ind. Market. Manag., 105, pp. 109-113. 

Wright, K.B.
Researching internet-based populations: advantages and disadvantages of online
survey research, online questionnaire authoring software packages, and web
survey services
(2017) J. Computer-Mediated Commun., 10 (3). 

Wang, S.
Applying a multi-criteria decision-making approach to identify key satisfaction gaps
in hospital nurses' work environment
(2023) Heliyon, 9 (3). 

Hanafizadeh, P.
Mobile-banking adoption by Iranian bank clients



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&clicke… 8/13

(2014) Telematics Inf., 31 (1), pp. 62-78. 

Chen, C.-C., Yao, J.-Y.
What drives impulse buying behaviors in a mobile auction? The perspective of the
Stimulus-Organism-Response model
(2018) Telematics Inf., 35 (5), pp. 1249-1262. 

Pavlou, P.A., Liang, H., Xue, Y.
Understanding and mitigating uncertainty in online exchange relationships: a
principal-agent perspective
(2007) MIS Q., 31 (1), pp. 105-136. 

Niessen, J., Hamm, U.
Identifying the gap between stated and actual buying behaviour on organic
products based on consumer panel data
(2008) 2nd Conference of the International Society of Organic Agriculture Research
ISOFAR, 
Modena Italy

Mehrabian, A., Russell, J.A.
An Approach to Environmental Psychology
(1974), the MIT Press

Moore, J.F.
The Death of Competition: Leadership and Strategy in the Age of Business
Ecosystems
(1996), HarperBusiness New York

Schreuder, E.
Emotional responses to multisensory environmental stimuli: a conceptual
framework and literature review
(2016) Sage Open, 6 (1). 

Jacoby, J.
Stimulus‐organism‐response reconsidered: an evolutionary step in modeling
(consumer) behavior
(2002) J. Consum. Psychol., 12 (1), pp. 51-57. 

Elnagar, A.
Prediction of the intention to use a smartwatch: a comparative approach using
machine learning and partial least squares structural equation modeling
(2022) Inform. Med. Unlocked, 29. 

Kim, Y.
Organizational resilience and employee work-role performance after a crisis
situation: exploring the effects of organizational resilience on internal crisis
communication
(2020) J. Publ. Relat. Res., 32 (1-2), pp. 47-75. 

Korankye, B.
The impact of global Covid-19 pandemic on small and medium enterprises in Ghana
(2020) Int. J. Manag. Account. Econ., 7 (6), pp. 320-341. 

Goyette, I.
e-WOM Scale: word-of-mouth measurement scale for e-services context
(2010) Can. J. Adm. Sci. Rev. Canad. Sci. Adm., 27 (1), pp. 5-23. 

Parasuraman, A., Grewal, D.
The impact of technology on the quality-value-loyalty chain: a research agenda
(2000) J. Acad. Market. Sci., 28 (1), pp. 168-174. 



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&clicke… 9/13

Kumar, B.
Theory of Planned Behaviour Approach to Understand the Purchasing Behaviour
for Environmentally Sustainable Products
(2012), 

Zhou, Q.
A study on factors affecting service quality and loyalty intention in mobile banking
(2021) J. Retailing Consum. Serv., 60. 

Anlesinya, A.
Antecedents and outcomes of telecom reputation in Ghana
(2018) Int. J. Serv. Econ. Manag., 9 (1), pp. 36-60. 

Solakis, K., Peña-Vinces, J., Lopez-Bonilla, J.M.
Value co-creation and perceived value: a customer perspective in the hospitality
context
(2022) Eur. Res. Manag. Bus. Econ., 28 (1). 

Ganguli, S., Roy, S.K.
Service quality dimensions of hybrid services
(2010) Manag. Serv. Qual.: Int. J., 20 (5), pp. 404-424. 

Collier, J.E.
Idiosyncratic service experiences: when customers desire the extraordinary in a
service encounter
(2018) J. Bus. Res., 84, pp. 150-161. 

Basit, A.
Entrepreneurial success: key challenges faced by Malaysian women entrepreneurs
in 21st century
(2020) Int. J. Bus. Manag., 15 (9), p. 122. 

Ong, A.K.S.
Determination of factors affecting customer satisfaction towards “maynilad” water
utility company: a structural equation modeling-deep learning neural network
hybrid approach
(2023) Heliyon, 9 (3). 

Churchill, G.A., Surprenant, C.
An investigation into the determinants of customer satisfaction
(1982) J. Market. Res., 19 (4), pp. 491-504. 

Akhtar, S.
Knowledge attitude and practice regarding antenatal care among pregnant women
in rural area of lahore
(2018) Int. J. Sustain. Strat. Manag., 5 (3), pp. 155-162. 

Kumar Roy, S., Lassar, W.M., Butaney, G.T.
The mediating impact of stickiness and loyalty on word-of-mouth promotion of retail
websites
(2014) Eur. J. Market., 48 (9-10), pp. 1828-1849. 

Kim, M.
How can I Be as attractive as a Fitness YouTuber in the era of COVID-19? The
impact of digital attributes on flow experience, satisfaction, and behavioral intention
(2022) J. Retailing Consum. Serv., 64. 

Casaló, L.V., Flavián, C., Guinalíu, M.
The role of satisfaction and website usability in developing customer loyalty and
positive word‐of‐mouth in the e‐banking services
(2008) Int. J. Bank Market., 26 (6), pp. 399-417. 



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&click… 10/13

Kim, J., Kim, M.
Intention to use mobile easy payment services: focusing on the risk perception of
COVID-19
(2022) Front. Psychol., 13. 

Laato, S.
Unusual purchasing behavior during the early stages of the COVID-19 pandemic:
the stimulus-organism-response approach
(2020) J. Retailing Consum. Serv., 57. 

Raza, S.A., Khan, K.A.
Corona fear and e-commerce adoption in an emerging economy: paradigm shift of
consumer intention
(2022) Foresight, 24 (2), pp. 195-209. 

Abdul-Rahim, R.
Risk perceptions of FinTech adoption for sustainability from bank consumers'
perspective: the moderating role of fear of COVID-19
(2022) Sustainability, 14. 

Tran, L.T.T.
Managing the effectiveness of e-commerce platforms in a pandemic
(2021) J. Retailing Consum. Serv., 58. 

Vann, R.J., Tanner, E.C., Kizilova, E.
Perceived access, fear, and preventative behavior: key relationships for positive
outcomes during the COVID-19 health crisis
(2022) J. Consum. Aff., 56 (1), pp. 141-157. 

Seale, C.
Validity, reliability and the quality of research
(2004) Researching Society Culture, pp. 71-83. 
Sage London

Stal, J., Paliwoda-Pękosz, G.
The acceptance of mobile technology in knowledge providing model from the
perspective of user's characteristics
(2018) Information Systems: Research, Development, Applications, Education, 
Springer International Publishing Cham

Ahorsu, D.K.
The fear of COVID-19 scale: development and initial validation
(2022) Int. J. Ment. Health Addiction, 20 (3), pp. 1537-1545. 

Wolfinbarger, M., Gilly, M.C.
eTailQ: dimensionalizing, measuring and predicting etail quality
(2003) J. Retailing, 79 (3), pp. 183-198. 

Sekaran, U., Bougie, R.
Research Methods for Business: A Skill Building Approach
(2010), John Wiley & Sons

Walls, A.R.
A cross-sectional examination of hotel consumer experience and relative effects on
consumer values
(2013) Int. J. Hospit. Manag., 32, pp. 179-192. 

Podsakoff, P.M., MacKenzie, S.B., Podsakoff, N.P.
Sources of method bias in social science research and recommendations on how to



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&click… 11/13

control it
(2011) Annu. Rev. Psychol., 63 (1), pp. 539-569. 

Pavlou, P.A., Fygenson, M.
Understanding and predicting electronic commerce adoption: an extension of the
theory of planned behavior
(2006) MIS Q., 30 (1), pp. 115-143. 

Kock, N.
Common method bias in PLS-SEM: a full collinearity assessment approach
(2015) Int. J. e-Collaboration, 11 (4), pp. 1-10. 

Kumar, B.
Theory of Planned Behaviour Approach to Understand the Purchasing Behaviour
for Environmentally Sustainable Products
(2012), 

Guide Jr, V.D.R., Ketokivi, M.
Notes from the Editors: redefining some methodological criteria
(2015) J. Oper. Manag., 37 (1), pp. v-viii. 

Williams, L.J., McGonagle, A.K.
Four research designs and a comprehensive analysis strategy for investigating
common method variance with self-report measures using latent variables
(2016) J. Bus. Psychol., 31 (3), pp. 339-359. 

Anderson, J.C., Gerbing, D.W.
Structural equation modeling in practice: a review and recommended two-step
approach
(1988) Psychol. Bull., 103, pp. 411-423. 

Cassell, J., Bickmore, T.
External manifestations of trustworthiness in the interface
(2000) Commun. ACM, 43, pp. 50-56. 
(12 %J Commun. ACM)

Fornell, C.
A Second Generation of Multivariate Analysis: Measurement and Evaluation
(1982), Praeger

Hair, J.F., Ringle, C.M., Sarstedt, M.
PLS-SEM: indeed a silver bullet
(2011) J. Market. Theor. Pract., 19 (2), pp. 139-152. 

Ashraf, S.
Impact of service quality, corporate image and perceived value on brand loyalty with
presence and absence of customer satisfaction: a study of four service sectors of
Pakistan
(2018) Int. J. Acad. Res. Bus. Soc. Sci., 8 (2), pp. 452-474. 

Ramayah, T.
Partial Least Squares Structural Equation Modeling (PLS-SEM) Using smartPLS 3.0
(2018), 

Hair, J.F.
A Primer on Partial Least Squares Structural Equation Modeling (PLS-SEM)
(2014), SAGE Publications

Fornell, C., Larcker, D.F.
Evaluating structural equation models with unobservable variables and



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&click… 12/13

measurement error
(1981) J. Market. Res., 18 (1), pp. 39-50. 

Henseler, J., Ringle, C.M., Sarstedt, M.
A new criterion for assessing discriminant validity in variance-based structural
equation modeling
(2015) J. Acad. Market. Sci., 43, pp. 115-135. 

Gold, A.H., Malhotra, A., Segars, A.H.
Knowledge management: an organizational capabilities perspective
(2001) J. Manag. Inf. Syst., 18 (1), pp. 185-214. 

Gold, A.H., Malhotra, A., Segars, A.H.
Assessing discriminant validity: alternative methods to current paradigm
(2011) J. Bus. Res., 64 (9), pp. 242-249. 

Ali, O.
Evaluating organizational level IT innovation adoption factors among global firms
(2022) J. Innov. Knowl., 7 (3). 

Ledden, L., Kalafatis, S.P., Mathioudakis, A.
The idiosyncratic behaviour of service quality, value, satisfaction, and intention to
recommend in higher education: an empirical examination
(2011) J. Market. Manag., 27 (11-12), pp. 1232-1260. 

Hair, J., Sarstedt, F.M., Hopkins, L., Kuppelwieser, G., V
Partial least squares structural equation modeling (PLS-SEM) an emerging tool in
business research
(2014) Eur. Bus. Rev., 26 (2), pp. 106-121. 

Cohen, J.
Statistical Power Analysis for the Behavioral Sciences
(2013), Taylor & Francis

Chin, W.W.
The partial least squares approach to structural equation modeling
(1998) Modern Method. Bus. Res., 295 (2), pp. 295-336. 

Cohen, J.
Statistical Power Analysis for the Behavioral Sciences
(1988), second ed. NJ: Erlbaum Hillsdale

Lee, W.
Nurses' adaptations to changes on a COVID-19 ward in South Korea: a qualitative
study
(2023) Heliyon, 9 (3). 

Sun, N.
A qualitative study on the psychological experience of caregivers of COVID-19
patients
(2020) Am. J. Infect. Control, 48 (6), pp. 592-598. 

McLean, G., Osei-Frimpong, K., Barhorst, J.
Alexa, do voice assistants influence consumer brand engagement?–Examining the
role of AI powered voice assistants in influencing consumer brand engagement
(2021) J. Bus. Res., 124, pp. 312-328. 

Chin, W.W.
The partial least squares approach to structural equation modeling
(1998) Modern Method. Bus. Res., 295 (2), pp. 295-336. 



10/9/23, 3:32 PM Scopus - Print Document

https://www.scopus.com/citation/print.uri?origin=recordpage&sid=&src=s&stateKey=OFD_1701489523&eid=2-s2.0-85166196674&sort=&click… 13/13

Danson, S.
Mental health burden for NHS healthcare staff during the COVID-19 pandemic: first
results of a longitudinal survey
(2023) Heliyon, 9 (3). 

Xiao, Y.
The entertainment videos pushed by WeChat promote the mental health of
undergraduate students
(2023) Heliyon, 9 (3). 

Foroudi, P.
Investigating the effects of smart technology on customer dynamics and customer
experience
(2018) Comput. Hum. Behav., 80, pp. 271-282. 

Jussupow, E.
Augmenting medical diagnosis decisions? An investigation into physicians'
decision-making process with artificial intelligence
(2021) Inf. Syst. Res., 32 (3), pp. 713-735. 

Sepasgozar, S.
A systematic content review of artificial intelligence and the internet of things
applications in smart home
(2020) Appl. Sci., 10. 

Pandey, B., Chakraborty, S., Kumar, V.
Role of artificial intelligence in health communication: with special reference to
smartwatch technology
(2022) Int. J. Health Sci., 6 (S1), pp. 11872-11892. 

Mauldin, T.R.
SmartFall: a smartwatch-based fall detection system using deep learning
(2018) Sensors, 18 (10), p. 3363. 

Correspondence Address
Uzir M.U.H.; Lincoln University College, Selangor, Malaysia; email: uzir@lincoln.edu.my
Bukari Z.; Department of Marketing and Customer Management, Ghana; email: zakari.bukari@upsamail.edu.gh

Publisher: Elsevier Ltd

ISSN: 24058440
Language of Original Document: English
Abbreviated Source Title: Heliyon
2-s2.0-85166196674
Document Type: Article
Publication Stage: Final
Source: Scopus

Copyright © 2023 Elsevier B.V. All rights reserved. Scopus® is a registered
trademark of Elsevier B.V.


