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Attribute

Relative Advantage

The degree to which an innovation is
perceived as better than the previous
idea

Compatibilty

The degree to which an innovation is
perceived as consistent with existing
values, experiences, and needs of
adopters.

Complexity

The degree to which an innovation is
perceived to be difficult to understand
and use

Trialability

The degree to which an innovation may
be tested or experimented with on a
limited basis

Observability
The degree to which the outcomes of
an innovation are visible to others

Example

A program providing instruction in Web
communication could be perceived as
being better than other programs

Faculty and students are already
familiar with the norms of instruction
and having the expertise among faculty
members could ensure compatibilty.

The lack of faculty expertise or view
that creating Web communication
is too complex could prevent instruction

Special topics seminars or workshops
could be offered to test the demand
for Web communication.

Starting salaries and demand for
students trained in Web communication
may be higher than traditional graduates
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Accelerating Diffusion of Innovation: Maloney’s 16% Rule

Psychology of
Influence®

Scarcity Social Proof Maloney's 16% Rule:
Once you have reached 16%
adoption of any innovation, you
must change your messaging and
media strategy from one based
onscarcity, to one based on
social proof, in order to
accelerate through the chasm to

the tipping point.
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Product Life Cycle & Adoption

Introduction

Research
&
Development

| |
Stage1 . Stage2 -

Innovators ,




image8.png
Late

I I I
I I I
| Early | Early |
Innovators | Adopters | Majority Majority | Laggards
I I I
I I I
I I I

Area under the curve
represents
number of customers

"The Chasm"

Technology Adoption Lifecycle




image1.gif
Understanding
Customer

Product
Development

>

<




image2.jpeg
1.ldea Generation
The basic idea is created and described.
NG -
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( 2.ldea Screening

The costs, profits, and potential sales of the offering are calculated at different price levels.
The company also considers how well the offering fits in with its competitive strategy.
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5.Testing
The offering is tested, first in the lab and then with real customers.
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6. Launch (Commercialization)

The offering is made available to customers.
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7. Evaluation

The offering is evaluated as to whether it is delivering the appropriate value to consumers,
as well as meeting the firm’s business goals.





image3.jpeg
waturtY

qowth

g

trodustiot,

\ate! walortty

Y ol \agoards

aiffusion of imavetiors by Rogers. {ime

resources, desire  opinion leaders:  willing fo embrace: adopts with last to adopt
and willingness fo ~selective about  look fo understand ~skepticism: most of  with aversion fo
fake on risk fo technologies they  how it fits with  the uncerfainty change

try new things adopt their lives must be resolved




