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First Study Shows Consumer Interest in Wearable Computers - like IIS’s Second Sight

Georgetown University graduate finds surprising results after conducting the first study of consumer interest and attitudes toward wearable computers.

Washington, DC – May 26, 2003 – A study released today by Georgetown University Communications, Culture and Technology graduate Katherine Watier, titled “Marketing Wearable Computers to Consumers: An Examination of Early Adopter Consumers' Feelings and Attitudes Toward Wearable Computers” is the first study of consumer interest in wearable computers and points to Interactive Imaging System’s Second Sight product as a viable consumer option.  

After completing her analysis, Watier identified three results of particular interest to the wearable computer and mobile device industries:

· The “killer app” for wearable computers an all-in-one communication solution which offers mobile Internet

· Trials with Xybernaut’s Poma highlighted that product’s weakness but cemented consumer’s interest in purchasing a wearable device (if supported by cellular service) that is similar to Interactive Imaging System’s Second Sight product.

· Consumers are not interested in wearable computers embedded in smart fabrics.

Watier’s research allows companies to have a sense of consumers’ feedback about wearable computing features as well as an understanding of the issues that will impede wearable computer adoption among this market.  The study discredits many of the industry’s notions about consumer interest in wearable devices - specifically its focus on smart fabrics as the primary driver for consumer adoption.  While consumers who tried Xybernaut’s Poma product were not interested in purchasing that device (and cited multiple product problems and usability issues) they were clearly interested in a lightweight all-in-one communication solution that would offer full-page mobile Internet and other web-driven applications.

“The wearable computing industry developed and marketed products to consumers without analyzing their interest or collecting consumer feedback about features and usability.  Consumers sampled for this study are interested and excited about purchasing an improved wearable computing device, and illustrate there is a potential market for those devices,” said Katherine Watier, author of the study.

After conducting a focus group, two surveys and a daily use trial involving over 350 consumers who currently own two or more mobile devices, the study’s results indicate:

· Most consumers sampled (40%) were interested in MicroOptical’s head mounted displays for a wearable device over a traditional handheld device (26.9%) or a Microvisions’ MicroDisplay (32.3%). 

· Current wireless infrastructure will hinder wearable computer deployment, and wearable firms that collaborating with a cellular provider vs. supporting WiFi will see an increased rate of consumer adoption.

· There is a strong consumer association between wearable computers and pop culture or science fiction icons that would positively enhance future wearable device marketing campaigns.

“By combining the responses of early adopting consumers through surveys, focus groups, and a daily use trial, this research has become the first analysis of consumer interest and attitudes toward wearable computers,” said Katherine Watier, author of the report.  “Mobile device manufactures and wearable computing firms will find this study provides insight into how to develop, position and market a wearable computing device that will interest early adopting consumers.”

An Executive Summary of the results from the “Marketing Wearable Computers to Consumers: An Examination of Early Adopter Consumers' Feelings and Attitudes toward Wearable Computers” study is available by contacting Katherine Watier at katherine@watier.org.
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