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[Abstract]

Smart glasses are attracting attention as next-generation smartphones, yet they still face a “Chasm” in early market adoption.
This study explains this stagnation in terms of user experience resistance such as privacy concerns and social stigma. To address
this issue, 136 prior studies, industrial cases, and expert interviews were analyzed to propose the VIEW (Vibe, Intelligent,
Enterprise, Wonder) framework based on experience purpose and social scope. The findings suggest that the smart glasses market
consists of four experience value propositions. Item-Level Content Validity Index analysis with six experts showed high
industrial applicability (I-CVI = 1.00), while type distinction and case classification required further refinement. Based on these
findings, this study matches core attributes of Diffusion of Innovation theory with VIEW types and proposes a staged diffusion

model from Enterprise to Vibe/Wonder.
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Table 1. Research questions

Category Research question Airelyeie ceniznt 2l
purpose
How is the smart glasses | Propose VIEW framework
RQ 1 experience structured based on social scope
(VIEW)? and purpose
What are the chasm factors | Analyze unigue barriers by
RQ 2 faced by each experience | type (social stigma, cost,
type? etc.)
How do the derived strategic Propose a practical
RQ 3 directions contribute to diffusion model through
actual market adoption? expert validation
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Research Planning Literature Framework Validity Strategy
& Problem Definition Review ificati vati

through (RISS, KISS, Google Scholar) (n=520)

- Keywords: Smart Glasses, Al Glasses, AR Glasses

Identification

Duplicates removed
(n=160)

First-stage selection

0 =360)
Screening e300k
Excluded based on title review (n=200)
« Excluded non-smart glasses devices (smartphones,
smartwatches, smart mirrors, etc.)
+ Excluded papers focused on technical specifications,
optical materials, and hardware development
Second-stage selection
(n=160)
Excluded based on abstract
Eligibility and full-text review (n=48)
* Selected studies focused solely on industrial applicability,
service perspective, and user context
Third-stage selection
(n=112) .
Added industry cases and recent data (n=24)
- Official press releases and industry reports
Final studies included (n=136) from global companies (Apple, Meta, etc.)
Included + Korean literature: 67
- English literature: 69
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Fig. 2. Research procedure and literature selection process
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Table 2. Definitions of smart glasses and comparison of
previous studies

[<)

Re(s\?:;(r:)her Key definition and concept Key Focus
Interaction technology
Greenwold | between physical space and Technology
(2003) digital objects (Spatial principle focus
Computing)
Zhang Context—aware intelligent Context
interface based on user
(2023) context awareness focus
Niantic Core interface implementing Service platform
(2024) reality-based metaverse focus
. Intuitive wearable interface
Li h ) ) )
(2026) via voice, gaze, etc. (Spatial User input focus
Intelligence)
UX platform providing
This study | multidimensional experience Experience
(2026) (hedonic/utilitarian) based value focus
on Al and MR
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A, s B3 (Low Complexity)S *
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A, B3 7Fs/d(Observability) 9]
O3t AR o3& 77he s A S5 7o R Bl
o FEs ARt oRA g2 AYE At i &
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Advantage)& AAFE HE9=(Apple Watch)&= I EU 2
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Table 3. Analysis of chasm-crossing cases and classification
of DOI attributes

Representative case —(?rgissm DOI
(Year) 9 attribute
strategy
Toyota Harmonizatio
Prius nwith existing | Compatibility
(1997) habits
KT Wi-Fi Expansion of S
(1999) experleqqe Trialability
opportunities
Nintendo Il Enhancement
" | o Low
Wii of intuitive Complexit
(2006) usability plexity
KakaoTalk Presentation
Anipang* of clear Observability
(2012) usage context
QZ?(Li e | (< Irreplalceable A(Fj%elattive
(2015) value vantage

“Screenshots of KakaoTalk and Anipang are presented in their
original Korean interface to preserve the authenticity of the user
interface.
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Table 4. Core theoretical grounds for the ‘social scope’ axis

S| @4 ol 2H

Mz 2 Key content Related studies
concept
Considering the presence and
Presence interaction style of Bangay &
physical/remote participants as a| McKenzie[10]
core dimension in AR design
The degree to which the presence
Social of others is felt as real through Ohetal.[11]
Presence technological media affects Short et al.[12]
experience satisfaction
Importance of experience where Speicher et
) multiple users interact for a al.[13]
Multi-user :
common goal in a shared Lukosch et
environment al.[14]
(Individual experience) Users
Narrative experience deep immersion alone | Miller et al.[15]
Immersion through interaction with Nikolarakis &
interesting stories or virtual Koutsabasis[16]
characters
) Presenting the possibility that
Social ;
) technology can assist and
brain o Dunbar[17]
hypothesis expand the structural limits of
human relationship networks
Copresence
[Hoal8] [Chal6] [Bar95]
[Car18] [Tsal7] [Zha19]
[Lin11} {Sch16] [Kam13][Col12]
[Chi21] [Fen16] {Cas17] [Ro017]
[Pan18] [Chn17][Wall7]
[Alu17] {Ganl3] [Har16] [Mac11]
[Kao22] [Chel3]
[Sch17] [Ngk14] [DeR14]
[Xu16]/Fnd17] 8] [Spo99]
. [McK14] [Yan15]
Sltuatedlp Mediated
pL7]-...
re05] [Webl6]
[Avo12T.
[Pla13]"
[Mei20] [Cla16]
[Rigd6] _~{Har18] [!
[Lphe3) " [
ou
- [KyelS][

Physical Multiparticipant TeIepresence
presence

% 6. 20Xt EX 2t MA 2

Fig. 6. Participant presence design model
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Table 5. Core theoretical grounds for the ‘purpose of
experience’ axis

rzcry zng Key content Related studies
concept
Hedonic Corelfactolrs dec@lng /—\R/VR Rauschnabel et
use intention are 'perceived
vS. usefulness' (utilitarian) and al.[18]
Utilitarian ; ; : | Jo & Park[19]
perceived enjoyment >
Value X Flavian et al.[20]
(hedonic)
User experience consists of
UX quality two aspects: |nstrum‘en§al Hassenzahl[21]
goal achievement (utilitarian)
model . . : Graser et al.[22]
and emotional satisfaction
(hedonic)
Coatuinoss (uttaran. Davis! 7]
TAM - arceived enio ment! Venkatesh et al.[23]
UTAUT2 percer Joymer Koutromanos &
(hedonic) is a core motive for
. Kazakou[24]
continuous use
AR technology increases
o efficiency by lowering the
Cognitive cognitive burden on the Thees et al.[25]
Load , : .
user's brain during
information acquisition
Humans are essentially
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Evaluation Mean score Star.]d?rd Criteria
3 deviation | [-CVI
domain (out of 4) met
(SD)
Conceptual 2.83 0.75 | 0.67 | Notmet
appropriateness
Clarity of
distinction 2.50 0.55 0.50 Not met
between types
Case
classification 2.33 0.52 0.33 Not met
capability
Industrial and Met
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Table 9. Results of detailed analysis and market fit for VIEW
framework types (N=6)

Standard
deviation
(SD)

Expert
mean
(out of 7)

Early

Core value market fit

Type

Digital fashion,
identity
expression, daily
recording

Vibe 5.25 0.97 Moderate

Complete
hands—free,
real-time context
assistance Al

Intelligent 4.92 1.98 Moderate

Work process
innovation, cost
reduction,
industrial safety

Enterprise 5.83 1.03 High

Expansion of
virtual world,
sharing
immersive group
experience

Wonder 5.17 1.27 Moderate
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