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Role of Community in User Innovation Generation and Diffusion

Yoshida. D and Miyazawa. J and * Takahashi. S (Waseda University)

Abstract—

Researchers have pointed out that manufactures should exploit the innovation for products gen-

erated by users(Ul: User Innovation) to develop new-products, and they observed Ul in real markets and re-
vealed the typical features of innovating users, and the importance of the role of the communities in consumer
product markets. As to the role of the communities, it fosters the generation of Ul and assists the diffusion of Ul
to the markets, but it still indistinct that what kind of community should be picked up by managers in manufac-
ture firms to get information for Ul exploitation. In addition, the mechanism is also still unclear.

In this paper, focus on the mechanism of Ul generation and diffusion in communities, then make a suggestion
for managers that what kind of community should be picked up for Ul exploitation.
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Fig. 1: Conceptual picture of this model.
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Table 2: Parameters for each agent type

Parameters
. degree nContact ~ pEAdvisement pSearch pPurchase pNewNeeds pCAdvisement year_s of belonging nur_n_ber

ratio experience of communities
0.167 Luy average 28.789 0.293 0.119 0.154 0.186 0.032 0.260 10.250 1.316
deviation 18.345 0.356 0.104 0.221 0.283 0.039 0.332 8.599 0.976
0.0964 , average 28.000 0.342 0.159 0.213 0.070 0.020 0.192 36.773 1.455
deviation 16.839 0.326 0.088 0.376 0.111 0.021 0.244 8.185 0.722
00701 Lug 8verage 47.063 1.856 0.237 0.708 0.563 0.107 0.413 28.875 2.875
deviation 23.427 1.507 0.215 1.681 0.893 0.140 0.966 16.408 2.147

p<0.01 LU1-3 LU1-LU3 LU1-LU3 LU1-LU3 LU1-LU3
LU2-3 LU2-LU3 LU2-LU3 LU2-LU3 LU2-LU3
0.250 NLU1 2verage 15.737 0.228 0.072 0.118 0.042 0.014 0.055 27.298 1.439
é deviation 11.766 0.278 0.074 0.183 0.073 0.022 0.111 16.435 0.955
2 0232 NLU2 Bverage 34.264 0.404 0.186 0.126 0.049 0.006 0.091 13.491 1.208
’ deviation 18.316 0.504 0.088 0.178 0.064 0.011 0.185 11.373 0.490
0157 NLU3 2Verage 17.292 0.202 0.071 0.152 0.268 0.095 0.421 18.444 1139
deviation 13.566 0.229 0.072 0.139 0.312 0.150 0.449 12.348 0.535
00263 NLU4 ave_rage 61.667 2915 0.215 1.607 0.069 0.046 0.256 37.333 3.833
deviation 25.927 1.628 0.092 1.498 0.048 0.049 0.307 16.069 2.544
NLU1-NLU3 NLU1-NLU2 NLU1-NLU3
p<0.01 NLU1-NLU4 NLU1-NLU4 NLU1-NLU3  NLU1-NLU4 Etﬂ;mtﬂi
NLU2-NLU3 NLU2-NLU3 NLU2-NLU3  NLU2-NLU3 NLU3-NLU4
NLU2-NLU4 NLU3-NLU4 NLU2-NLU4
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Table 3: Parameters related to calibration

Parameter  |Meanings Range Varying Scale  [Calibrated Value
PG Probability of Finding Product 0.1<=PG<=1 0.10 0.60

PS Probability of Acceptance for Ul from Other User 0.01 <=PS<=0.96 0.05 0.01

PP Probability of Acceptance for Product from other User 0.01 <= PP <=0.96 0.05 0.21

PUI Probability to Generate Ul 0.01 <= PUI <= 0.05 0.01 0.02

PNN Probability of Diffusing Needs from NLU PNL=0.30 Fixed Value 0.30

PNL Probability of Diffusing Needs from NLU 0.30<=PNL<=0.60 0.30 0.30

DN Interval of Dicision Making to Develop Technology 30<=DN <=90 30 30

TN Terms to Take for Technological Development 360 <=TN<=540 30 360

IS Information Stickiness 1<=1S<=5 1 1
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Table 4: Classification of community

Size of Community
Large Small
Large Club Small Club
The municipality level of community, L .
- &) Almunus club of university alpine club ) University alpine club
2 |Size 100 (in questionnaire: 107.46) Size 25 (in questionnaire: 25.26)
%‘ § pActivity 0.041 (About 15 times in a year) pActivity 0.047 (About 17 times in a year)
= Number of each type of LUL11 LU2:11 LU317 Number of each type of LUL4 LU23 LU31
E agents NLUL5 NLU2:17 NLU3:17 NLU4:22 agents NLU1:6 NLU2:6 NLU34 NLU4:1
S8 pNShare 0.1 pNShare 0.4
s Federation of Mountain Club Community who are In different club
@ — -
é 2 |EX) Prefectural level of federation Ex) CoI.Iegl.Jes who are .|n different cubs,
=g which is not formalized
a | 5 [Size 1000 (in questionnaire: 238.12) Size 10 (in questionnaire: 7.45)
; pActivity 0.022 (About 8 times in a year) pActivity 0.014 (About 5 times in a year)
g Number of each type of LU1:133 LU2:67 LU3:401 Number of each type of LU12 LU21 LU30
agents NLU1:267 NLU2:44 NLU3:44 NLU4:44 agents NLU1:3 NLU2:1 NLU3:3 NLU4:0
pNShare 0.01 pNShare 1

R & Fig.3 @ Ul IEHEEEE T CoORROIERIZ IV, Ul
EAEKITIE DX a3 a=T 4 FTHEDZEL<D
B ARGE L CWD. £, BERGEROSE, ©oF
0 B IRGE DA DA ENEZ D SHETVD Z ER
D% LoT, UNEREIRIZED L S aia=TF
A THHEITHDZ ENDND.

Tt 78
3
T
oy 73 Theresult of
a3 -
“ O 68 " _onetrial
o | .
| .
%363 1 ;
= o [
S5 & 58 i |
= . H
GG 53 = !
no =
© 3 :
§ﬂ- 18 2 % ) K ok
(a0 A o L0030
< 100 Z O N e 3OV
mod\%;\%’e‘e@ o \‘a‘i% ¢ ?é}:‘:‘a\“
o < > large

Fig. 2: Number of product purchases under conventional
marketing strategy

T 78
= 'ﬂ» Variance
ouv73 o P)
o U0 e
- 268 A
Y= prad
N *
$a63
E ©
5 358
Z ©
<
gﬁ 053
© >
~ a8 R o ) o
) .
< \N\\oeg{c\\f ((\3\\0\" va‘?’ed de‘a@\\g‘(‘,\ob
e e
o

Fig. 3: Number of product purchases under Ul ex-
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Fig.5: The transition of needs categorized
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