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Abstract The method of predicting the future may be predicted by technical characteristics or technical
performance. Therefore, technology prediction is used in the field of strategic research that can
produce economic and social benefits. In this study, we predicted the future market through the study
of how to predict the future with these technical characteristics. The future prediction method was
studied through the prediction of the time when the market occupied according to the demand of
special product. For forecasting market demand, we proposed the future forecasting model through
comparison of representative quantitative analysis methods such as CAGR model, BASS model, Logistic
model and Gompertz Growth Curve. This study combines Rogers' theory of innovation diffusion to
predict when products will spread to the market. As a result of the research, we developed a
methodology to predict when a particular product will mature in the future market through the spread
of various factors for the special product to occupy the market. However, there are limitations in

reducing errors in expert judgment to predict the market.
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Table 1. Pros and cons of future prediction methodology

methodology Pros Cons

o Easy to analyze
characteristics and
correlations, when

Cross impact combined with
analysis simulation models,

increases the

effectiveness of future
prospects

o

Weighted Conditional
Probability on
Component Growth,
Unreality on Multiple
Connections

o

Excessive time,
difficulty in securing a

o

Objectivity,
Quantification

Delphi Transformation, Expert large numb'er'of'
.. experts, elimination of
Opinion . .
minor opinions
o Lack of arbitrary
SWOT o Simple analysis, easy 1nt§rpretat10n, e
. . A existence of possibility,
analysis problem identification

and correlation analysis
of alternatives

°

Possible to present
alternative future, can
Scenario establish organizational
methodology adaptation strategy in
case of external
environment change

°

Lack of specificity,
difficulty in choosing
reasonable scenarios

o The longer the forecast
period, the less
predictive power there
is and the possibility of
exclusion of meaningful

°

Easy to grasp the future
trend, easy to interpret
the meaning of the
situation

Extension of
trend
methodology




208 YAdE

‘6‘]—0

AT A18H A2

data

Environment
scanning

o Useful for new subject
research, suitable for
preliminary stages of
future research

o Need for continuous

and extensive area
research

F) olAE 9] “FFA v WY

o}
23 71awr Qsso] 3
o

oz %5}_51—

o =

Table 2. Pros and cons of using

methodology

ol 7 9 87 2008, AT

forward—looking

methodology
(Usage)

Pros

Cons

Analysis
(Population,
Economy,
Technology
Predictions)

Quantitative Trend

Objectivity and Logic,
Low Cost Economics

Isolated and biased
analysis

Analysis
(Social, political
and institutional
sectors)

Qualitative Trend

Present early warning
means, opportunities and
threats

Personal subjectivity

Delphi technique

More reliable than an
individual, considered a

Difficulties in extracting

environmental
change)

(Unstable system,

(All areas) scientific method experts
Scenario
techniques Presenting alternative

futures, providing various
uses

Lack of specificity,
quantification required

Table 3. Appropriate methodology by clock

Short term Medium term (5—10 Long term
(more than 10
(1 ~ 3 years) vears)
years)
Quantitative Tremding -
= Scenaria Winion &
Delphi :___._,-—-= pbngatiensly s Vi
Qualitatien trending tochwiques By
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Table 4. Disadvantages of Market Demand Forecasting
Methodology

methodology Pros Cons

In the early stages, the |Quantification of Future

CAGR model analysis itself is Demand Forecast
insufficient Expert Opinion
Difficult to measure the

BASS model time taken from a point |Probabilistic analysis of

in time to the completion|market maturity
of the market

Complemented by the
innovation acceptance
model

New demand forecast

Logistic model failure

In case of short—term
forecasting for innovation
long—term, the initial
value is conservatively
complemented with a
model for setting

Development of
maturity prediction
method

Gompertz
model
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Table 5. Example of quantitative effect calculation

Quantification of
divisi Evaluation Cont Qual‘itative
on tem(a) ributi (a)+(b) Variables
on(b) Metering .
Price
rate
QaN LOSt( ;gd;)c“"“ 4 | 1.007 | 1.000 5
QaL Improved 3 1.767 1.754 8.8
reliability (58.9) ) ) :
Work function
Qal improvement 7 1.115 1.107 5.5
(15.9)
Total 19.3
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Table 6. Explanation of terms

* QaN: Quantitative, Qal: Qualitative
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terms explanation

Measures of importance of each of the
success factors in the research industry
(importance at the time of the most
significant)

Absolute importance of the
factor
(Target level of factor)

The importance level of the
current factor
(Current level of factor)

The degree to which the factor is
important at the present time

Project growth forecast Total time until the business is activated
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Fig. 2. A conceptual map of factor maturation time in
standard normal distribution using Rogers theory
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