©
2016 2018

Research on Failures of Diffusion of New Products and Services

Mizuno, Makoto

3,500,000

Dynamics of new product diffusion including failed cases has not been well
understood since most existing studies in this area have dealt with successful cases. This study
analyzed the influences of consumer innovativeness on the success/failure of new product diffusion
by using a long-term purchase history data for consumer packaged goods in US. Firstly, developing a
method to quantify consumer innovativeness based on past purchase history, we examined the
predictability of the success/failure of new product diffusion. Furthermore, we estimated the
influences between consumers with high innovativeness (innovators) and others (non-innovators),
investigating the mechanism of the success/failure of diffusion. At the same time, we deepened the
knowledge about applicability of agent-based modeling for this topic.
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