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Applying Case-Based Decision Theory (CBDT) to the Adoption of Innovation
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This study applied the Case-Based Decision Theory (CBDT) proposed by Gilboa
and Schmeidler (1995, 2001), and predicted consumers’ adoption of a really new product; RNP from
the purchase history data obtained before a product launch. Specifically utilized scan panel data on

a laundry detergent category, and compared model fit between the CBDT model and the HHC (Household
characteristics) model for RNPs and incremental new products; INPs. As a result of estimation, when
it was RNPs the CBDT model was a better fit than the HHC model, then confirmed consumers’ adoption

of a really new product could predict with CBDT.
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