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Abstract In this study, we present a new product strategy corresponding to the needs of the consumer segment in
the mobile convergence industry, which is a field with a very high interest, and the implications are as follows. First,
we believe that mobile convergence will lead the market for products that are regarded by consumers as innovative.
Second, it can be seen that it is more attractive to consumers to dramatically improve existing functions than to add
multiple functions that are not so important. Third, the type of convergence preferred by each type of consumer
differs. For consumers who are less innovative, less professional and more technologically fatigued, it was shown that
breakthrough improvements in existing technologies lead to better evaluations than adding multiple innovations. In
addition, highly innovative consumers are more likely to appreciate the addition of a variety of mediocre features,
such as less convergent innovations than the existing ones, as well as mobile convergence. Moreover, there was no
significant difference in the product attitudes between the consumers with low technological fatigue and the highly
innovate ones.
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(1) Innovation-High

Meet INNO 3000.

You can check your health at any
time with an ultrasonic diagnostic
device and MRI, which are amazing
features added to existing smart
phone functions.

(2) Innovation-Mid

Meet INNO 3000
Existing hardware performance has
been significantly upgraded. 300
gigabyte hard, 2800 megapixel
optical camera, high-definition
camcorder, etc.

(3) Innovation-Low

Meet INNO 3000
Various functions are added.
Telescope, Microscope, Color Photo
Printer, Vibration
Meassage and more.

Fig. 1. Experiment situations
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Table 1. Research respondents

Respondents
Mobile 1) Inno/H 66
Convergence ) Inno/L 67
Types [©)] Inn/M 62
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Table 3. Analysis for Hypothesis 1

Independent . . SIR
variable Situaltion| mean | SE P Scheffe
High 494 | 0.18
product Supported

attitude Mid 4.20 | 0.18 | 0.000 HoMSL
Low 3.98 | 0.17
purchase High | 339 | 0.18 Supported
intention mid 2.90 | 0.16 | 0.032 HoM=L
Low 2.70 | 0.18
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Table 4. ConvergencexConsumer types

Convergence Types(Inno)
High Mid Low
a(31) c(23) e(27)
b(35) d(39) f(40)
9(39) 1(36) k(34)
i(26) 1(33)
0(24) q(33)
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Table 5. Analysis for Hypothesis 2

Independent SIR
variable Group mean P Scheffe
a 4.90
b 4.97
Product c 3.70 0.004 supported
Attitude d 4.10 ' b=a>f=e=d>d
e 4.10
f 413
a 3.50
b 3.29
Purchase c 3.39 supported
Intention d 2.82 0.045 a=d=b>d=f=e
e 271
f 2.79
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Table 6. Analysis for Hypothesis 3

S/
Scheffe

Independent

variable Group

mean

4.90
4.98
4.06
4.41
4.05
3.86

Product
Attitude

supported
h=g>j>i=k=I

0.003

3.11
3.80
2.50
3.47
2.73
2.78

Purchase
Intention

supported
h>g>i>l=k=i

0.003
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