The Consumer Acceptance of Biofeedback Products in Sports

People take time to explore pros and cons of a new technology. Since the biofeedback technology is a relatively state-of-the-art technology, the public doesn’t know a lot about biofeedback technology. So it is important to
understand the user acceptance of this technology in the market. The research integrates the framework of consumer acceptance from literature review. Then exploring the future trends of biofeedback products in the market
to discuss the issues of the flexibility and the non-buttons. There are two directions under the structure of the research, which are the fitness and sports, to compare the results in the difference and similarity.
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The most important aspect of this project is finding the
answer on the main question about flexibility. The
main research questions is:
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