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Table 1 Parameters of Simulation Experiment
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Figure 1 Initial Scenario of Innovation Diffusion Network Simulation
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Table 3 ANOVA of Impact of Average Network Degree on Successful Innovation Diffusion Period
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The Impact of Seed Customers’ Network Distribution
on Innovation Diffusion

CHEN Kun
School of Management and Economics, University of Electronic Science and Technology of China, Chengdu 610054, China

Abstract ; Based upon Bass Model, innovation diffusion process can be divided into two stages, the appearance of seed custom-
ers, and induced diffusion process by seed customers. Taking the innovation process of 3G Mobile phone in the employees of a
domestic firm as the study object, this paper obtains key parameters of social networks through empirical investigation, and simu-
late the innovation diffusion process by different network distributions and average network degrees with network simulation sofi-
ware. The results of network simulation and statistical test indicate that decentralized network distribution of seed customers could
decrease the time which is required by innovation diffusion to win the market success. Meanwhile, the increase of network aver-
age node degree could accelerate innovation diffusion. However, seed customer’s decentralization could also lead to high market-
ing cost. Therefore, the optimizing marketing strategy of innovation diffusion should take both seed customer’ network distribution
and firm's resource as well as capabilities into account.

Keywords ; innovation diffusion;seed customers;network distribution;network average node degree
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