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{Abstract)

Digitd Convergence means integration between industry, technology, and contents, and
in marketing, it usualy comes with cregtion of new types of product and service under
the base of digitad technology as digitalization progress in eectro-communication
industries including telecommunication, home appliance, and computer industries. One can
see digita convergence not only in ingruments such as PC, AV agppliances, cdlular
phone, but aso in contents, network, service that are required in production, modification,
distribution, re-production of information. Convergence in contents started around 1990.
Convergence in network and service begins as broadcasting and telecommunication
integrates and DMB(digita multimedia broadcagting), born in May, 2005 is the symbolic
icon in this trend.

There are some positive and negative expectations about DMB. The reason why two
opposite expectations exist is that DMB does not come out from customer's need but
from technology development. Therefore, customers might have hard time to interpret the
rell meaning of DMB. Time is quite critical to a high tech product, like DMB because
another product with same function from different technology can replace the existing
product within short period of time. If DMB does not postioning well to customer's
mind quickly, another products like Wibro, IPTV, or HSPDA could replace it before it
even spreads out.

Therefore, positioning strategy is critical for success of DMB product. To make correct
positioning strategy, one needs to understand how consumer interprets DMB and how
consumer's interpretation can be changed via communication strategy. In this study, we
try to investigate how consumer perceives a new product, like DMB and how AD
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drategy change consumer's perception. More specificaly, the paper segment consumers
into sub-groups based on their DMB perceptions and compare their characterigtics in
order to understand how they perceive DMB. And, expose them different printed ADs
that have messages guiding consumer think DMB in specific ways, ether cellular phone
or personal TV.

Research Question 1. Segment consumers according to perceptions about DMB and
compare characterigtics of segmentations.

Research Question 20 Compare perceptions about DMB after  AD that induces
categorization of DMB in direction for each segment.

If one understand and predict a direction in which consumer percelve a new product,
firm can sdect target customers easily. We segment consumers according to their
perception and analyze characterigtics in order to find some varigbles that can influence
perceptions, like prior experience, usage, or habit. And then, marketing people can use
this variables to identify target customers and predict their perceptions.

If one knows how customer's perception is changed via AD message, communication
drategy could be constructed properly. Specidly, information from segmented customers
helps to develop efficient AD strategy for segment who has prior perception.

Research framework consists of two measurements and one treatment, O1 X O2. First
observation is for collecting information about consumer's perception and their
characteritics. Based on first observation, the paper segment consumers into two groups,
one group perceives DMB similar to Cedlular phone and the other group perceives DMB
smilar to TV. And compare characteristics of two segments in order to find reason why
they percelve DMB differently.

Next, we expose two kinds of AD to subjects. One AD describes DMB as Cdlular
phone and the other Ad describes DMB as persond TV. When two ADs are exposed to
subjects, consumers don't know their prior perception of DMB, in other words, which
subject belongs 'smilar-to-Cellular phone’ segment or 'smilar-to-TV' segment? However,
we andyze the AD's effect differently for each segment.

In research design, final observation is for investigating AD effect. Perception before
AD is compared with perception after AD. Comparisons are made for each segment and
for eech AD. For the segment who percelves DMB smilar to TV, AD that describes
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DMB as cdlular phone could change the prior perception. And AD tha describes DMB
as personal TV, could enforce the prior perception.

For data collection, subjects are selected from undergraduate students because they have
basic knowledge about most digitd equipments and have open dttitude about a new
product and media Total number of subjects is 240.

In order to measure perception about DMB, we use indirect measurement, comparison
with other similar digital products. To sdect similar digita products, we pre-survey
students and then finally sdect PDA, Car-TV, Cdlular Phone, MP3 player, TV, and PSP.

Quas experiment is done at severd classes under ingtructor's alowance. After brief
introduction, prior knowledge, awareness, and usage about DMB as well as other digitd
instruments is asked and their smilarities and perceived characteristics are measured. And
then, two kinds of manipulated color-printed AD are distributed and similarities and
perceived characteristics for DMB ae remeasured. Findly purchase intenson, AD
attitude, manipulation check, and demographic variables are asked. Subjects are given
smdl gift for participation. Stimuli are color-printed advertising. Their actual size is A4
and made after severd pretest from AD professionas and students.

As reaults, consumers are segmented into two subgroups based on their perceptions of
DMB. Similarity measure between DMB and cdlular phone and similarity measure
between DMB and TV ae used to classfy consumers. If subject whose first measure is
less than the second measure, she is clasdfied into segment A and segment A is
characterized as they perceive DMB like TV. Otherwise, they are classified as segment
B, who percelves DMB like cellular phone.

Discriminant anadlysis on these groups with their characteristics of usage and attitude
shows that Segment A knows much about DMB and uses a lot of digitd instrument.
Segment B, who thinks DMB as cdlular phone doesn't know well about DMB and not
familiar with other digital instruments. So, consumers with higher knowledge perceive
DMB smilar to TV because launching DMB advertising lead consumer think DMB as
TV. Consumers with less interest on digitd products don't know well about DMB AD
and then think DMB as cdllular phone.

In order to investigate perceptions of DMB as well as other digitd instruments, we
apply Proxscal andysis, Multidimensional Scaling technique at SPSS satistical package.
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At first sep, subjects are presented 21 pars of 7 digitd instruments and evauate
smilarity judgments on 7 point scale. And for each segment, their similarity judgments
are averaged and similarity matrix is made. Secondly, Proxscal andysis of segment A
and B are done. At third stage, get similarity judgment between DMB and other digitd
instruments after AD exposure. Lastly, similarity judgments of group A-1, A-2, B-1, and
B-2 are named as 'after DMB' and put them into matrix made at the first stage. Then
aoply Proxscal anadysis on these matrixes and check the postional difference of DMB
and after DMB.

The results show that map of segment A, who perceives DMB smilar as TV, shows
that DMB position closer to TV than to Cdlular phone as expected. Map of segment B,
who perceive DMB smilar as cdlular phone shows that DMB position closer to Celular
phone than to TV as expected. Stress value and R-square is acceptable.

And, change results after stimuli, manipulated Advertisng show that AD makes DMB
perception bent toward Celular phone when Cedlular phone-like AD is exposed, and that
DMB positioning move towards Car-TV which is more personalized one when TV-like
AD is exposed. It is true for both segment, A and B, consistently. Furthermore, the
paper apply correspondence anaysis to the same data and find amost the same results.

The paper answers two main research questions. The first one is that perception about
a new product is made mainly from prior experience. And the second one is that AD is
effective in changing and enforcing perception. In addition to above, we extend
perception change to purchase intention. Purchase intention is high when AD enforces
origina perception. AD that shows DMB like TV makes worst intention.

This paper has limitations and issues to be pursed in near future. Methodologicaly,
current methodology can’t provide statistical test on the perceptud change, since classicd
MDS models, like Proxsca and correspondence analysis are not probability models. So, a
new probability MDS modd for testing hypothesis about configuration needs to be
developed. Next, advertising message needs to be developed more rigorousdy from
theoretical and managerial perspective. Also experimental procedure could be improved for
more redlistic data collection. For example, web-based experiment and real product stimuli
and multimedia presentation could be employed. Or, one can display products together in
smulated shop. In addition, demand and social desrability threats of internal validity
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could influence on the results. In order to handle the threats, results of the
modd-intended advertisng and other “pseudo” advertisng could be compared.
Furthermore, one can try various level of innovativeness in order to check whether it
make any different results (cf. Moon 2006). In addition, if one can creaste hypothetica
product that is redly innovative and new for research, it helps to make a vacant
impression status and then to study how to form impression in more rigorous way.

Key words: MDS, DMB, perception change, Advertising effect, Correspondence analysis
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Perceptional Change of a New Product, DMB Phone

T . Introduction

Digital Convergence means integration
between indudtries, technology, and contents
(Hanson 2000). As digitaization progresses
in dectro-communication industries including
telecommunication, home appliance, and
computer  industry,  digitalization in
marketing comes with creation of new
types of product and service under the
base of digita
Mahgan 2002).
convergence not only in instruments such

technology (Wind and
One can see digitd

as PC, AV appliances, cdlular phone, but
dso in contents, network, service that are
modification,
distribution, re-production of information
(Covell 2000). Convergence in contents
started around 1990. Convergence between
network and service begins as broadcasting
and tdecommunication integrates. DMB
(digita multimedia broadcasting), born in
May, 2005 is the symbolic icon in this

required in  production,

Kim, Juyoung - Deok Im Ko

trend (Song et.a. 2005).

There are some postive and negative
expectations about DMB. Two opposite
expectations exist because DMB does not
come out from customer's need but from
technology development. Convergence product
could make dl possble new interaction
between various ingredients converged in
addition to their man functions (Kim
et.a. 2005; Bayus et.a. 2000). Therefore,
customers  might
interpret  the
converged product,

have hard time to
rel meaning of new
like DMB. By the
way, time becomes quite critical for high
tech product to make successful market
performance because other products with
same function from different technology
can replace it within short period of time.
If DMB does not postioning wel to
customer's mind quickly, another products
like Wibro, IPTV, or HSPDA could
replace it before it even spreads out (Yi
2005; Lee 2005).
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Therefore,
essentia for

positioning  drategy IS
DMB. To
construct proper positioning strategy, one
needs to undergand how consumer interprets

DMB and how consumer's interpretation

success  of

can be changed via communication
drategy (Ries and Ries 1999; Aaker and
Shansby 1982). If one understands and
predicts direction

percelves a new product, firm can sdect

in which consumer

target customers easily. Consumers are
segmented according to their perception
and andyze characteristics in order to find
some variables that can influence perceptions,
like age, sex, usage, or habit. And then,
marketing people can use these variables
to identify target customers and predict
their perceptions. If one knows how
customer's perception is changed via AD
message, communication strategy could be
congtructed properly. Specidly, information
from  segmented heps to
develop efficient AD strategy for segment
that has prior perception.

In this sudy,
investigate how consumer perceives a new
product, like DMB and how AD srategy
perception.
specifically, consumers are segmented into
sub-groups based on their DMB  perceptions
and compare thar characteridics in order to

customers

the article tries to

changes consumer's More

understand how they percelve DMB at
firgt impresson. Then expose them different
printed ADs that have messages guiding
consumer think DMB in specific ways,
either cdlular phone or persona TV.
Ancther purpose of this sudy is to
provide measure of perceptional change.
Previous research uses direct measure on
attribute paper
employs scading  to
identify perceptional change. The paper
suggests interesting method of augmenting
data in order to find move of DMB &fter
AD. In traditional multidimensional scaling
mode!,
difference from outputs before and after

raing. However the

multidimensiond

one can't compare and find
AD, since postions of two outputs are
not comparable. The research questions of
this paper can be summarized as follows.

Research question 1: Segment consumers
according to perceptions about DMB
and compare characteristics  of
segmentations.

Research quedtion 2. Compare perceptions
about DMB before and after AD that
guide categorization of DMB into a
specific direction.

Research quegtion 3: Utilize MDS to
measure the change of perceptions of

DMB
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Il . Research Framework

1. Literature Review

There is rich literature about how
consumers evaluate a new product like
DMB (eg., Gregan-Paxton eta. 1997,
Moreau, Markman, and Lehmann 2001;
Moreau, Lehmann, and Markman 2001,
Bolton 2003). Categorization research
provide fundamental ground for undersanding
how consumer perceives a new product
(Syan and Bettman 1989; Loken 2006;
Aaker and Keler 1990). Consumers use

category information of most similar
product to infer characteristics of new
product rather than use atribute

information to figure out meaning of new
product (Gregan-Paxon et.a. 1997). In
addition to dmilarity, assmilation and
contrat are adso used to classfy new
product into existing categories and aso
to infer characteristics of new product
(Hafner 2004). There dso exists wide
range of research that explain factors
about adopting innovation, like group
memberships (Bagozzi and Lee 2005), and
switching cost from previous products
(Koh et.d. 2008).

Assigning a redly new product into
existing categories and inferring evauation

Perceptional Change of a New Product, DMB Phone 11

from categories is not an easy task when
there is no exiging category whose
exemplar or prototype is similar to the
new product. Furthermore, there are many
levels of categories and many procedures
to identify categories and different levels
of transferability in category information
(Basu 1993; Gregan-Paston etd. 1997;
Gregan-Paxon et.d. 2005).

Another interesting fact about a redly
new product categorization, like DMB, is
that the first impression or judgment is
was appeared in
language learning (Markman 1987, 1989;
Schmidt and Shermanl1984). In addition,
Moreau, Markman, and Lehmann (2001)
showed that the first categorization of
new product without schema can be
changed if
evidence or explanation. So they show

important,  which

vivid contrast with clear

consumers use multiple sources  of
information to categorize a redly new
product. Consumers may assmilate or
accommodate new information with existing
prior knowledge of products (Sujan and
Bettman  1989;
1987).

Bolton (2003) extended the research
into investigation about how people
process new information when existing

information is presented. She found that

Holmes and Crocker
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prior  belief
thinking,

created by
like scenarios and analogies

non-anaytic

doesn't change much even &fter counter
information and  thinking, including
traditional anadyticd and non-analytica
method. Her research also shows quite
robust
scenarios story tdling and writing task.

research  methodology  using

However, consumers  judgments  for
buying situation would be less serious and
go through lighter eaboration than the
task of business manger. So, study on
consumers  judgments may need to focus
Stuation how consumer change perception
by conventiond marketing tools, like
advertising. Ha and Huh (2005) finds that
non-andytical information in advertising
has drong effect on changing bdlief
without order effect.

In this paper, non-andytical scenario
typed printed advertising is used to
manipulate categorization of new product,
DMB. However, the first impresson of
DMB isn't manipulated, rather the firg
perception of DMB is measured and then
try to change it by advertising. So, our
gpproach is different from that of other
research  tha  manipulates  subject’'s
thinking from the first information (Bolton
2003; Ha and Huh 2005).

Also, the paper

is going to use

different methodology to measure the

categorization. Previous research  uses
direct measure about categorization, like
‘choose category for new product’, or
indirect measure, like ‘where would you
buy new product’ The paper is going to
ue a different kind of indirect measure,
multi-dimensional  scaling modds. One
might think that tree type scding mode
is more apt in categorization, however,
categorization of redly new product is not
solid, metric  representation  technique
would represent subtle change in
caegarizaion. Therefore popular multidmsond
scaling(MDS) Proxsca and

Correspondence anadysis in SPSS are used

technique,

(Greenacre 1984; Hoffman and Franke
1986). Proxscd utilizes paired comparison
data and correspondence anadysis utilized
atribute data for each objects evauated
by subjects Since the peper uses
non-anaytical advertising, Proxscal could
represent change in categorization better
than correspondence andysis.

However, Proxscd andyss like other
metric MDS model usualy can't produce
comparable outputs for different data set.
Since location of one object in MDS
output is affected from every objects in
the data s,
characteristics could make whole different

change in one product
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output. Therefore in testing purpose, the
paper  only
product-rel ated
other previous measures.

remeasures the one
information while using

2. Research Design

For data collection,
conssts of two measurements and one
trestment, O1 X O2, as shown in Fgure 1.

The first observation is for collecting
information about consumer's perception
and their characteristics. Based on the first
observation, consumers are segmented into

research design

two groups, one group perceives DMB
smilar to Cdlular phone and the other

Perceptional Change of a New Product, DMB Phone 13

group perceives DMB similar to TV. And
compare characterigtics of two segments in
order to find out reason why they
perceive DMB differently.

Next, two kinds of advertisngs (ADs)
ae exposed to subjects. One AD
describes DMB as Cdlular phone and the
other AD describes DMB as persona TV.
When two ADs are exposed to subjects in
data collection, researcher don't know their
prior perception of DMB, in other words,
which subject belong 'smilar-to-Celular
phone' segment or 'smilar-to-TV' segment?
In data andyss, research can andyze the
AD's effect differently for each segment.

Segmentation based on
perception of DMB

Segment A

Expose AD for
each segment

AD DMB like TV

Analyze Changes
of perception

Perceive DMB similar
as Cellular phone

AD DMB like Cellular phone

AD DMB like TV

Segment B
Perceive DMB 3
similar as TV

Research Question 1
Compare Segment A, B

AD DMB like Cellular phone

AR

Research Question 2
Compare A, A—-1, and A-2
Compare B, B-1, and B-2

Figure 1. Research Framework
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Fina observation is for investigating
AD effect. Perception before AD is
compared with perception after  AD.
Comparisons are made for each segment
and for each AD. For the segment who
perceives DMB smilar to TV, AD that
describes DMB as cdlular phone could
change the prior perception. And AD that
describes DMB as persond TV, could
enforce the prior perception. The research
design can provide proper scheme to
anadyze these comparisons.

Il. Data Collection and Stimuli

1. Data collection and subjects

Subjects are selected from undergraduate
sudents because they have basic
knowledge about most digita equipments
and have open atitude about a new
product and media Totd number of
subjects is 240 and their brief demogrgphic

description is shown & Table 1.

In order to measure perception about
DMB, indirect measurements ae used
comparison with other smilar digita
productss. To sdect dmilar digita
products, we pre-survey students and then
findly sdect PDA, Ca-TV, Cdlular
Phone, MP3 player, TV, and PSP.

Quas experiment is done a severd
classes under instructor's allowance. After
brief  introduction, prior  knowledge,
awareness, and usage about DMB as well
as other digitd instruments is asked and
their dmilarities and perceived characterigics
are measured. Similarity judgments are
measured by 7 points raing scae of
paired comparison. Perceived characteristics
data is measured by 7 point rating scales
of each digitd insrument on four
attributes, mobility, persondization, multi-
function, and interactive channe. And
then, two kinds of manipulated color-
printed AD are distributed and similarities
and perceived characterigtics for DMB are

Table 1. Demographics Of Samples

Sex female 76, male 164
age 20 ~ 25: 191 (79.6%), 26 ~ 30: 36 (15%)
education undergraduate: 238 (99.2%)
job student: 235 (97.9%)
pocket money 20 ~ 40: 141 (58.8%),
(10,000won) 40 ~ 60: 42 (17.5%)
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remeasured. Findly purchase intension,
AD atitude, manipulation check, and
demographic variables are asked. Subjects
are given a smdl gift for participation.

2. AD manipulation

Figure 2A and Figure 2B show
manipulated color-printed Advertisng. Their
actua sze is A4 and they are made after
severa pre-test from AD professionas and
dudents. Figure 2.A is AD that describes
DMB as phone and Figure 2.B is AD that
describes DMB as pesond TV. As
mentioned before, AD stimuli are designed
to promote non- andytica processing with
scenario typed message.

IV. Results

1. Compare characteristics of
segments based on perception
of DMB

Consumers are  segmented  into  two

Perceptional Change of a New Product, DMB Phone 15

subgroups based on thelr perceptions of
DMB. Similarity measure between DMB
and cdlular phone and similarity measure
between DMB and TV ae used to
classify consumers. If subject whose first
measure is less than the second measure,
she is clasdfied into segment A and
ssgment A is characterized as  they
perceive DMB like TV. Othewise, they
are classfied as segment B, who perceives
DMB like cdlular phone.

Discriminant analysis on these groups
with thelr characteristics of usage and
atitude shows that Segment A knows
much about DMB and use a lot of digital
instrument. Segment B, who think DMB
as cdlular phone don't know well about
DMB and not familiar with other digital
instruments.  So, consumers with  higher
knowledge perceive DMB smilar to TV.
This is because launching DMB advertising
shown to public, led consumers who are
interested in new trend think DMB as
TV. Consumers with less interest on
digitd products dont know well about
DMB AD and then think DMB as

Table 2. Classification Of Segments

Classification criteria number Characteristics
Similarity (DMB - C.P.) - Similarity(DMB - . .

TV) < 0 (Segment A) 169 DMB is similar to TV
Similarity (DMB - C.P.) - Similarity(DMB - 71 DMB is smilar to

TV) = 0 (segment B) Cellular Phone
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Table 3. Compare Characteristics Between Segments

DMB Usage of cellular Usage

Number of awareness phone of MP3

individuals
(know-Don't) (less-much) (lesss-much)
Segment A 169 1.242604 3.313609 2.650888
Segment B 71 1.422535 2.901408 2.169014
Canonical  coefficient 0.784263 -0.34009 -0.38352
Significance value 0.007194 0.010794 0.017229

cellular phone. The results follow genera
belief that knowledge plays role in
perception and behavior (cf. Rao and
Monroe 1988; Kwanho 2008).

2. Analysis of DMB perception
change after AD by Proxscal
analysis

In order to investigate perceptions of
DMB as well as other digita instruments,
the paper applies Proxscd analyss,
Multidimensiona  Scaling technique at
SPSS datidticad package. Also, another
Scding

Multidimensiond technique,

Table 4. Research Scheme

Correspondence andysis, is performed for
comparison in next section.

As mentioned in data collection part,
subjects are presented 21 pairs of 7
digita instruments and evaluate similarity
judgments on 7 point scde. At the first
step of analyss, for each segment, their
smilarity judgments are averaged and
smilarity matrix is made. Secondly,
Proxscal analysis of segment A and B are
done.

As mentioned in research design part,
one get smilarity judgment between DMB

and other digital instruments after AD

Before And After AD

AD manipulation

Segments number
Celular phone TV
Segment A (similar to TV) 169 A -1 (8 obs) A -2 (84 abs)
Segment B (similar to C.P.) 71 B -1(35 obs) B -2 (36 obs)
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Figure 2. Proxscal Map Of Segment A - Stress= 0.024, R 2 = 0.988

exposure. Subjects who are in segment A
and exposed to AD with DMB similar to
TV ae named A-1 group. According to
ssgments and AD, A-2, B-1, and B-2
groups are made as shown a Table 4.
Lagtly, similarity judgments on DMB
from group A-1, A-2, B-1, and B-2 ae
named as 'after DMB' and put them into
matrix made at the first stage. Then apply
Proxscd andysis on these matrixes and
check the postiona difference of DMB

and after DMB. Figure 2 shows Proxsca
map of segment A and Figure 3 shows
map of segment B.

Map of segment A, who perceives
DMB smilar as TV, shows thaa DMB
position closer to TV than to Cdlular
phone as expected. Map of segment B,
who perceve DMB smilar as cdlular
phone shows that DMB position closer to
Cdlular phone than to TV as expected.
Sress vdue and R-gquare are bath accepteble
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Next, Figure 4 shows how cdlular perception. So, AD mekes DMB
phone AD changes TV-like segment perception bent toward Cdlular phone
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Figure 6. Map Of Group B-1

Figure 5 shows how AD toward TV
changes TV-like segment perception. It

shows that DMB positioning moves
towards Ca-TV ~ which is more
personalized one.

Figure 6 shows how AD toward cdlular
phone changes cedlular phone-like segment
position. AD clearly makes DMB move
close to cdlular phone. Figure 7 shows
how AD towad TV changes cdlular
phone-like segment position. Again, AD
toward TV changes DMB perception of
cellular phone to Car-TV.

3. Analysis of DMB perception
change ater AD by Correspondence

analysis

In addition to Proxsca andyss,

Figure7. Map Of Group B-2

Correspondence anadysis is  gpplied.
Correspondence  analysis uses perceived
characteristics data instead of similarity
judgment data that is used in Proxscd
andysis. AD manipulation could change
perceived characteritics data more than
smilarity data when AD manipulation
gives sgnd on specific atribute. However,
if AD manipulation tries to directly
compare DMB and other digitd instrument,
smilarity data
magnitude. Since AD manipulation in this

is changed in greater
peper is to dimulae non-andyticd processing,
Proxscd andyss may produce larger
change than Correspondence andysis.

Procedure of Correspondence anayss is
to Proxsca andyss. In data
collection pat, subjects are asked to

evauate 7 digital instruments dong four

similar
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Figure 8. Correspondence Map Of Segment A

atributes, mobility, personalization, multi-
function, and interactive channe about
digita ingtruments. In the first step of
anaysis, their perceived characteristics are
averaged for 7 instruments. At second
sep, Correspondence andyss from HOMALS
procedure of SPSS package is applied for
eech segment A and B. As mentioned
research design, perceived characteristics
of DMB ae collected one more time
after AD exposure. Ladtly, data collected

after AD, which is named as 'after DMB'
is added into data a the first stage. Then
gpply Correspondence analysis on the data
and check the podtiond difference of
DMB and &fter DMB. Figure 8 shows
Correspondence map of segment A and
Figure 9 shows map of segment B.

Mgor difference of Correspondence
Map from Proxscad Map is Car-TV
replaces role of TV. In damilarity judgment,
TV could be considered as prototypica
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Figure 9. Correspondence Map Of Segment B

product in multimedia instruments but not
in dtribute rating. TV could not be dose to
multimedia ingruments. Since correspondence
andysis use dtribute rating, Car-TV has
more common étributes with DMB  than
TV, like mobility, persondization, multi-

function.
Another  unique  characteristic  of
Correspondence Map is that it shows

positions of attributes along with positions
of instruments. As position of attribute is

close to instrument in the map, it means
that the instrument has the attribute more
addition,
Correspondence andysis has a different
fit than R-sguare.
Instead, the fit is represented by locations
of attributes and instruments. Closer to
the origin (0,0) better the fit. In figure 8,
TV can be interpreated as not well fitted
compared to other instruments. However,

than other instruments. In

measure  of other

al figures 8 to 12 can be considered to
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have proper fitting as a whole.

Map of segment A in Figure 8, who
perceives DMB similar as TV, shows that
DMB is located closer to Car-TV than to
Cdlular phone as expected. Map of
segment B in Figure 9, who perceive
DMB similar as cellular phone shows that
DMB is located closer to Cdlular phone
than to Car-TV as expected.

Next, Figure 10 shows how AD toward
celular  phone changes perception of
TV-like segment. So, AD makes DMB
perception bent toward Cdlular phone.
Figure 11 shows how AD towad TV
changes perception of TV-like segment. It
shows that DMB positioning moves
towards Car-TV which is more persondized
one.

Figure 12 shows how AD towad

Dimension 2
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Figure11l. Map Of Group A-2

celular phone changes celular phone-like
segment position. AD clearly makes DMB
move close to cdlular phone. Figure 13
shows how AD toward TV changes cdlular
phone-like segment postion. Again, TV
AD changes DMB perception of cdlular
phone to Car-TV.

V. Discussion

This
research quegtions. The first one is to
find out tha explan
different perception of a new product. The
second one is to check whether AD is
effective
perception. And the third one is to check
whether metric MDS can tel the change

rescarch tries to answer three

characteristics

in changing and enforcing
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Figure 12. Map Of Group B-1

of perception about a new product that

categorization is usudly applied for
understanding.

For empirical verification, subjects of
240 ae sdected from undergraduate
because they have basic
knowledge about most digitd equipments

and

students

have open mind about new
technology. Subjects are asked to provide
attribute
judgments about similar digital products,
DMB, PDA, Ca-TV, Cdlular Phone,

MP3 player, TV, and PSP, before and

smilarity judgment and

after printed advertisng intentionaly
manipulated for certain  categorization.
Findly purchase intenson and other

guestionnaire are asked.
Then, consumers are segmented according
to their perception and find that variables,

“hannel

-0.4
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T T T
-0.4 -02

T T
00 02 04 086
Dimension 1

0.8

Figure13. Map Of Group B-2

prior experience, usage, and habit
discriminate consumer segments. Therefore,
the answer for the first research question
is that perception about a new product is
made mainly from prior experience.

Next, perception before AD is compared
with perception after AD. Comparisons
are made for each segment and for each
AD. For the segment who perceives DMB
smilar to TV, AD that describes DMB as
clular  phone, changes the prior
perception. And AD that describes DMB
as pesond TV, reenforces the prior
perception. The same result is obtained
for the segment who perceives DMB as
celular phone. So, answer for the second
research question is that AD is effective
in changing and enforcing perception.

This result confirms prior research that
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non-analytical message is effective to
change previous perception (Moreay,
Markman, and Lehmann 2001; Bolton
2003; Ha and Huh 2005). The unique
this paper is that it
investigates the factors which affect the
fird impresson about new product. And

contribution  of

when it studies the change of perception
from the firgt
manipulate the first impression within the
study.

In addition, the paper analyzes influence

of  perceptiond
intention, which is not a research question,

impression, we don't

change to purchase
but is messured in data collection. As
shown in Figure 14, purchase intention
turns out to be high when AD enforces
origind perception. That is, when segment
A who perceives DMB as TV, watches
AD of representing DMB as TV, purchase
intension is valued 5.2. In contrast, when
ssgment B who perceives DMB as
celular watches AD of TV, purchase
intension is lowest. However, this result is
not datisticaly significant.

The answer for the third
guestion is that metric MDS can be used
in measuring perceptual change. The paper
shows how to make MDS outputs of
different data comparable with each other.

research

5.3
5.1

| —Seg A
4.9 — SegB
4.7
4.5

AD of C.P. AD of TV

Figure 14. Purchase Intention Of AD-Segment

This paper aso has limitaions to be
solved in near future. Methodologicaly,
current methodology can't provide datistica
tes on the perceptua change, since
classcad MDS modds, like Proxscd and
correspondence analysis are not probability
models. So, a new probability MDS
model for testing hypothesis  about
configuration needs to be developed. Next,
advertising message needs to be developed
theoretical and
manageria perspective. Also experimental

more rigoroudy from
procedure could be improved for more
redigic data collection. For example,
web-based experiment and red product
stimuli and multimedia presentation could
be employed. Or, one can display products
together in simulated shop (eg., Ebgter
et.a 2007). In addition, demand and
socid  dedrability threats  of
validity could influence on the results. In

internal
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order to handle the threats, results of the
moded-intended  advertisng and  other
“pseudo” advertisng could be compared.
Furthermore, one can try various level of
innovativeness in order to check whether
it make any different results (cf. Moon
2006). In addition, if one can creae
hypotheticadl product that is redly
innovative and new for research, it helps
to make a vacant impresson satus and
then to study how to form impression in
more rigorous way.
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