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A Study on Adoption/Diffusion Models for New Product

£ B ®*
N -

Abstract

The Adoption/Diffusion of Innovations(New Product), a topic of study and research that has

grown rapidly in the past few decades, deals with how a new product is adopted in a society.

It is of high importance to marketing organizations because New Products must be brought out

continuosly in order to survice.

The purpose of this paper is to examine the Adoption/Diffusion Models for New product which
will help to analyze the Adoption/Diffusion process of Adopters.

There are a number of models that. with varying degrees of success, have been used to predict

market acceptance of new product.

In this paper. following types of new product Adoption/Diffusion Models was suggested.
(1) Adoption Models : The Alternative Models of Adoption. The Rogers Model of the Innova-

tion-Decision Process

(2) Diffusion Models : First Purchase Models(Basic Models, Extension of the Basic Models),

Repeat Purchase Models
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B R (diffusion model}?| oAFE “rfksl shibod
Fob eb=(Tarde ©| SFH KEMGH T 454 <
wslel 0oy, 1940w cloll h4bsH 2f cp ol (paradigm)e #
22 HAsidn 1950 el ol Foll 4= Fraked Toh

N

N

FE2a oo, 1960 ol AUEL4TAHE AT
gralch dibodel] 1970W ] ol ol gh4{ & 2aked Tol
oh gt wlzko] of Foizim glep '

ahols| Bl Hokoll 4 2] ghabed & 19601 coll ¥l F5]
ol 1970Wdchell b4l e TRE ek, chal sk obobd|
elof| 48] ghAbw g ol of B2 =uf 200d-Fek Hud

Asoim, o5utelle A lindustryjoll 4 ZAtd 75
gubsl zAgska ek

xS 2e d4lel 29 ol F Asisl 479
goByy B BAAH Folxl BEZEEE Aold
4 &40 HAurte HEE vehed Ak 5 %
rEM ALAde FE vhebda, efn] AAYPFl
shabsra o] Al dajel waA S o Zahbw] glch, i

ol & AlAEY Aol vl FEHERL M 24
28 HFLxztRe| FEAMEES atde] Aos,
SRS AR £ Fob el o] BEY
BREe| Yubilo] =& (TBARM REL AN FFEol
A (imitation process)ol 2k Holch

ol Al el Aol A Fghatel agh LHEE A
w3lgd =l ol B o} H-20 HMERFRB(epidemics) + £4
- 4 HEE (ecology )Rl ZAE F

% (biology) a2
oo, ftABrel <M Foll A3 sl EofE o FElE A
Folch.

e 4Ry o 24 REMEBER (repeat purch-

ase models)® ”EP %L’"l 16 HEIREER (first-
g Abs ® |,

purchase diffusion models)2

3.2 |EIMBERALER (first purchase diffusion

IEEERGY X105 BiodE 1987F 129 133

IR EFRMENET S AR e E
Uel KEEEe 2=, BEES HEES o s
U K S U U T e R R= I I
Fe Mivek stz N & SaEdSs BEHS T
ddel gejel ghepe ghaksbag el 4ol 4 duby
W W el A EFE Tolg Helxlel 4l
thoochalwbste EAREL cobg 4 sba digRe
Hel 2o F(the total flow of customers)zt 74 €]
BEE (the rate of flow of customers)g shotshEn|
stalo] och.

‘1) JEREE M (untapped market) © t4] Holl 4 A F
of akgk Huol Yakz Za AU, WHEo FHE#ol
eb AAIA 2 @ Fol| ATt Teds ] 4=
Helol Hgho g (Mit— N(t) )& Jebdch

12) BETH (potential market) t*‘“*"“"ﬂ"*] T
fobs4de]l & mAel AgoR (N()-NtHE I
EMCL.

) BEE A% (current market) !

124 $holl

=3
s

H

\O

DAl ot A o] o) A E

PoTUR we] Agres T F44e] ¢ N(e
45}»&:}_
of 4l sbx] | 2k2] mAE Ao R T s,
S (t)+Sg(t)+N(t):M(t) ........................... (1)
=3 S() M(t)—N_'(t) .................................... (2)
S. ( )—N(t N(t) .................................... (3)
d 4 d e

Hog Alzke] Asighol af
Aol 4 Folkl ke 2 ol
takEel mo] u e 4] Zol] 4 2R 4] 2
ﬂo] A A Al 2ol 4 2o}

| BRE®E ke 4

models) zh zel
3.2, LkEEERY S —igs'e
FEEETG BERS BEMTS
S () =M (1) — N@© Sz () =Ny —N(E) N
a2 -3, &AM Ml miBMEY BEBY

14) [bid. pol. St+ 1 =S {tI+mit)—at) corrrerrernnnis. (4)
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170 L. A. Fourt and J. W. Woodlock. “Early Pre-
diction of Market Success for New Grocery
Products.” Journal of Marketing,25( october 1960
. pp.31—38.
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18) Z. Griliches.
Economics of Technical Change.”
25 (october 1975). pp.501—522.

197 E. Mansfield, “Tehnical change and The Rate
of Imitation,”
pp.741—766

“Hybrid Corn-An Exploration in

Econometrica,

Econometrica.11! october 1961).
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={p+q fTsit) dvm] [m= [s(t)dt]
o 7] 4,

9/m ; FIKARE B (HE)

p: IR R(ER)

HUT) el "ol 4 Folf 2o} b3k 3+
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“A New Prodact Growth Model

Management Science

© 20) Frank M. Bass.
for Consumer Durables.”
i January 1969), pp.215-—227.

22) F. M. Bass, “The Relationship Between Diffu-
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Elasticities for Consumer Durable Technological

[nnovation.” Journal of Business, 3301980,
pp.551—367

231 B. Robinson and C. Lakhani.
Models for New Product Planning.”

Science,21( June 1975, pp.1113—1122.
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9| 7 zlel] whe} Hgcln 7].135‘_4 chajabslel ul
off 4] Zholl 4 ol 4| 2k O 2 9] Mol % qit) (= N

ok zbaf 4] Zhof| 4 ooy ] 29 mAel% n(t)E

—iﬁéﬁ AlZet 22l ‘\/Iaha]an-'i’-aJ 1979)ell & =}
A AATAdF=Mt) e YHstcbe S ksl

o SEHRHEEAR o) F45 2y s g

o Aboll 4 1[EIE FRAMBUER S 4
2452 M efole](parameter) S vl @] o E 29}
ek

3.3 REME KR (repeat purchase diffusion

models)

IEBREHEHRERL A F 5 HAME T4
2 3t gl xjnk «p4A 4 WS = Alk{]%—%—% _/{-_alz}] 7]»

Al e R 45

Boreol 7

of Yool

rn'.
Q
>‘<ﬂ
# =

BEE ol dstes 713l He ﬁl*ﬂ'ﬁ‘“l f«‘l \} ]

{trial rate)¥.r} R{EMBER(repeat rate) | #k4lo] o
weh 2 olf e AR 2 AlFL ot 3
HFEa 22 7Y AR 7|°"?} o] cfH-Foj
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