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Abstract The purpose of this study is to estimate convergence level of digital device and service and analyze
group difference of consumption behavior and problem according to digital convergence level. The research
method was survey with digital business expert and 343 samples. ANOVA research method was applied. The
results of research are as follows. First, the study suggests that with a self-directed consuming attitude
associated with both online and offline, there are the possibility to spread social problem which has unclear
boundary, the possibility of intrusion into privacy through the network flow, and the matter of the credibility
of information in convergence media. Second, since digital devices are important to connect consumers to the
network, consumers have anxious dependence on the devices, which causes the fatigue of information to

increase rapidly.
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(Table 1) Future Consumption Behavior of Digital Convergence Participation

Category Future Consumption Behavior average SD
Consumer/Producer’s cooperation and synergy will be increase 373 0.94

Prosumption | Reliability between consumer and sales man will be increase. 3.14 0.70
Consumer control Producer, it effects negative effect to production activity. 245 0.91

Group intelligence trend(Blog, Wikipedia) will continue increase. 4.23 061

COESLIIJIEIII:SO“ Online power linked to lifestyle and the segregation between online-offline disappeared 355 0.85
The activity on emotional arousal of cyber network will be increase. 4.14 0.56

Mouth effect , Ad, product reputation will be diversified. 4,09 042

Buying Mouth effect and Brand power will be important variable to buying decision. 4.23 0.52
Attitude Information creation and sharing activity are very widely appeared. 432 0.64
Group power will be powerful, it will require social national equipment. 391 0.86

Information | According to information creation is increase, the reliability of cyber network introduce important solution. 450 051
search As increase of new service based product, information desire of consumers are satisfied. 3.82 0.79
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(Table 2) The Level of Digital Convergence and Consumption Behavior

Digital Convergence Service

Digital Convergence Device

consumption behavior Service Average F/ Device Average ¥/
gap(I-]) gap(I-])
between 13.521 8779 between 205 126
information search through within 1.540 within 1.619
digital device high low .39 high low
middle £k middle
between 5.740 4.426% between 2.882 1.847
when device does not use, i felt within 1.297 within 1.560
concern and unstability high low Aok high low
middle 22 middle
Comm between 15.262 11255 between 326 226
unicati | Private information loading is within 1.356 within 1.444
on funny high low A0 high low
type middle 3k middle
between 19.888 12.727+%x between 257 153
. L within 1.563 within 1..680
Enjoying SNS participation high ow . high Tow
middle B0k middle
between 3.734 3.681* between 347 336
Interesting for good information within 1.014 within 1.035
sharing high low 22 high low
middle .36% middle
between 4.166 3.097x between 1.191 874
High frequency of product within 1.345 within 1.363
dissatisfaction and suggestion high low 17 high low
middle .38 middle
between 5.337 3.492x between 401 257
High Enjoy at dissatisfaction within 1.528 within 1.558
.. asking high low 18 high low
Ejg;l middle 1 middle
between 4.181 3.300% between 2.241 1.74
Type Active participation to company within 1.267 within 1.278
event/test high low 14 high low
middle .38 middle
B e . between 7433 4.308* between .258 146
requent  satisfaction ) > ) —
/dissatisfaction posts script Wlthm L725 W]thm L768
writing high A low 16 high A low
middle 50 middle
between 48571 31.235%k between 7.162 3.977%
skillful communication through within 1.555 within 1.801
twitter high low 1.20x8x middle high - 50%
middle 1,080k
between 25408 19,878k between 5.259 3.763x
global interesting degree through within 1.278 within 1.397
SNS participation high low 87 middle high - 43%
Hedoni middle T8k low
c type between 8732 86915583k between 2.291 2.197
more twitter use than within 1.005 within 1.043
email/messenger high low D2k high low
middle Al middle
between 4.536 4.337* between 1011 948
use frequency through global within 1.046 within 1.067
network high low .36 high low
middle 34 middle
between 3.369 3.209% between 2.737 2.598
use product and service by within 1.050 within 1.053
. buying experience high low -13 high low
E;‘i“ middle 3 middle
3 between 7.012 6.898 sk between 4970 48315
type pre experience consideration of within 1.017 within 1.029
game and music high low S0k middle high = 40
middle 24 low
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