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Why Some |Ideas Refuse to Diffuse
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Thomas Alva Edison

"/ find out what the world needs, then | proceed to invent.”

Cartoon by Guido Maetzing, www.mmedia-agentur.com
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Technological Criticism
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Percentage of
Adopters

Adopter
Category

LIt is only a passing . Its use will lead to
fad. It won 't change problems [complexity,
L anything.” costs, ...~

. People cannot
use it properly.”

. Its users are dubious
or privileged people. |

Lt will make people
dumb and deteriorate the
way we think, write, ...~

. Who wants 1t?
No-one needs it. ”

. What the hell
Is it good for?/ It is not polite to

use it in public.”

Innovators Early Early Late Laggards
2,9 % Adopters Majority  Majority 16 %
13,5 0/0 34 0/0 34 0/0 Source: Rogers 2003, Passig 2013

TR



Perceived Attributes of Innovation
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Attributes Influencing Adoption:

Relative Advantage
Degree to which an innovation is perceived as being better than the idea it
supersedes.

Compatibility
Degree to which an innovation is perceived as consistent with existing values, past
experiences, and needs of potential adopters.

Complexity
Degree to which an innovation is perceived as relatively difficult to understand and
use.

Trialability and Observability
Degree to which an innovation may be experimented with on a limited basis and to
which the results of an innovation are visible to others.

“The individuals’ perception of the attributes of an innovation, not the
attributes as classified objectively by experts or change agents affect its rate
| Of adoption." 50urce:/‘?ogers2003l
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Relative Advantage

Misconception between developers and possible adopters

Eager Stony
Sellers @ Buyers

Scepticism

No perceived need
Ownership effect
Status quo-effect

Convinced of new idea

Strongly felt need
Dissatisfaction with old solution
Status quo-effect

— Overestimation of — Overestimation of
perceived advantages of perceived advantages of
innovation (factor 3) established product (factor 3)

Source: Gourville 2006
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Disruptive Technologies

* Simplicity
« (Convenience

« Affordability
* Accessibility

Source: Anthony 2012
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Re-lInvention




Compatibility
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(

Technological
Compatibility

e Technological Infrastructure
Habits & Previous Practices
e Maintenance

\.
s

Socio-economic
Compatibility

e Living Conditions
e Surroundings
e [ncomes

.
e

Cultural
Compatibility

e Values & Beliefs
e [ anguage
e Tastes & Preferences
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Intercultural Irritation

Innovations can lead to intercultural irritation!

Ukrainian Flag

Sources: spiegel-online, flaggenbilder.de
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Complexity

CBS
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Positive Tension

4 )
SIMPLE
\_ J
Negative
Exaggeration
4 )

S~

Contrarian Opposites

/

-
~

OVERSIMPLIFIED

Overcompensation

\_ J

4 )
COMPLETE

\_ J
Negative

Exaggeration

4 )
OVERCOMPLEX

\_ J

Simplicity to the front - complexity in the background.
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Complexity (Examples] CBS |t

Simplicity to the front - complexity in the background.
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Trialability an Observability CBS|eit

Trialability Observability

Percentage of

Adopters
Adopter Innovators Early Early Late Laggards
Category 2.9 % Adopters Majority  Majority 16 %

1 3,5 0/0 34 0/0 34 0/0 Source: Rogers 2003
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Example Mobile Phone CBS ek




Typical Reactions CBS e

Typical Reactions to Perceived Attributes of Innovation:

* Relative Advantage
“Is it better?” - “Yes, in the long run. You have to be patient.”

« Compatibility
“Is it compatible?” - “The old will completely disappear. The new does not have to
be compatible. You just have to completely revise your way of living.”

 Complexity
“Is it is easy?” - “I've worked with it for a very long time and can operate it easily.
You just have to know the existing bugs.”

« Trialability an Observability
“Can I try it?” - “Yes, you just have to be a programmer.”
“Can | see the success?” - “Yes, implicitly.”

Source: Dueck 2013
———“
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Conclusion
) A.G. Lafley Steve Jobs ‘People don't know
Consumer [P&G) [Apple] what they want until
/s boss!” you show it to

f them.”

1. Make your idea sticky
The advantage of your idea in a nutshell.
— Relative Advantage & Simplicity (Easy to understand)

2. Prototype or perish
A prototype says more than 1000 words.
— Trialability & Observability

3. Adapt, adopt & improve
The way from prototype to finished product is long and stony.
— Compatibility & Simplicity (Easy to use]

———“‘
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Thank you for your attention!
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