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ABSTRACT

Recently, with the economy and the information communication technology developed, the smartphone market
grows continuously. The market outlook on the wireless rechargeable technology grows rapidly so that the
market size is increased about six times bigger than that of the last year, and it will grow about 18 billion
dollars in 2014. Because of that, as the interest on this area out focused, many kinds of technology and new
product are being exploited in this field. In this research, we aim to analyze factors influencing of the wireless
battery charger on continue using intention of Smartphone. Predictor factors were selected perceived usefulness,
perceived ease of use and perceived design suggested based extended the technology acceptance model. IBM
SPSS Statistics 19 were employed for descriptive statistics, Smart PLS(partial least squares) was employed for
confirmatory factor analysis and path analysis of casual relationship among variables and effect. This study
suggests practical and theoretical implications based on the results.
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Fig. 1 Conceptual model
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