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There is a problem that really new product, which has potential benefit to
create new market, are not readily accepted by consumers. In this research project, three empirical
analyses have been conducted to provide insight into consumer acceptance of really new products.
Through this project, 1 got findings below: (1) The leading-edge consumer segment, called
emergent-nature consumers, facing a discontinuous situation (market transformation due to the
COVID-19 pandemic) as well as really new products, have adapted to new lifestyles, (2) really new
products have the upgrade effects that induce cavalier behavior of consumers, (3) For getting
innovative ideas of really new products, it is effective to utilize the lead-users who are in the
analogous markets.
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INP: incremental new product
RNP: really new product

Alexander et al. 2008; Hoeffler 2003; Gregan-Paxton
and John 1997
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LU: lead-users

von Hippel 1986

GU: general-users
e.g. Lilien, Morrison, Searls, Sonnack, and von Hippel 2002; Franke,
von Hippel, and Schreier 2006

Jeppesen and Frederiksen 2006
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