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ABSTRACT

CONSUMER INNOVATION: AN INVESTIGATION OF
SELECTED CHARACTERISTICS OF INNOVATORS

by William Earl Bell

A perplexing problem facing marketing managers today is
the rate of failure of product innovations in the market
place, While innovating firms have been producing new
products, consumers have been rejecting them at a devas-
tating rate.

Consumers who accept newness and business firms intro-
ducing innovations are both innovators. The consumers who
innovate are the most willing to accept something new and
break their established patterns of purchasing and consump-
tion. This research examines consumer innovators to deter-
mine if they constitute a unique marketing target for mana-
gerial considerations.

Three constrast groups are delineated to determine if
there 1s a unique market for newness. First, consumer inno-
vators are defined as the first 10% of a market to accept
innovations. Second, people who accept an innovation after
it has achieved 10% saturation but before 50% are termed
early adopters. The third group constitutes the mass market,
or the characteristics of the total population.

Innovations of two types are studied: (1) a strategic
innovation, which is a product alteration; (2) functional
innovation, which is a product to perform a previously

1






R R R EEE———

2 William Earl Bell

fulfilled function in a new way. Color television and
stereophonic equipment are studied as representative of the
former type of innovation, and dishwashers and air condition-
ers are the products of the latter type.

Two kinds of information are sought concerning the con-
sumer: (1) socio-economic data, and (2) the buying process
and influences exerted on and by innovators.

5,456 interviews from the Detroit Metropolitan market
provide the data for the study of characteristics. A sample
of 109 was reinterviewed for information concerning marketing
behavior and influences. The chi-square statistic is used
for testing the hypotheses.

Results show that innovators are different from the mass
market, and they do constitute a unique marketing segment.
Further, consumer innovators are different from early adopt-
ers in most of the variables studied. A summary of the way
these people differ is shown in Table I.

The people who accept simple changes, the strategics,
differ in their characteristics from-those who accept func-
tional innovations. While innovators constitute a unique
market, the nature of the innovation may delineate the market
still further. Table II shows in summary form how these
groups differ.

The innovators are found to be disseminators of informa-
tion concerning the innovistic products by giving opinions

s and demonstrating the products. Informal communication 1is

recognized as more effective than mass media by innovators.
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Innovators do not shop for innovistic products. The

purchase decision 1s made without comparisons.

The ma jor

consulting source of innovators is buying guldes.

COMPARISON OF PROFILES:

TABLE I

INNOVATORS AND EARLY ADOPTERS

—

Variable Innovators: Early Adopters:
Age
Head Young Youngest
Spouse Young Youngest
Occupation
Head Highly concen- Not as highly
trated in Pro- concentrated in
fessional and a specific group
Managerial group
Spouse Little concen- Little concen-
tration tration
Education
Head Very highly Highly educated
educated
Spouse Highly educated Average
Family Income Highest High
Ethnic Group Jewligh, French, British, German,
Other Europeans Italian
Home Characteristics
Ownership High ownership Highest
ownership
Structure Single and Highest single
multi-units unit
Home Value Very high value High value
Rent High rent High rent
Number in Family Digpersed Dispersed
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TABLE II

COMPARISON OF PROFILES: STRATEGIC
AND FUNCTIONAL INNOVATORS

Strategic Functional
ygrtaple Innovators Innovators
Age
Head Very young Young
Spouse Very young Young
Occupation
Head Dispersed Highly con-
between Pro- centrated in
fessional-Mana- Professional-
gerial and Managerial
Craftsmen-
Foremen
Spouse No difference No difference
Education
Head Above average Very highly
education educated
Spouse Above average Very highly
education educated

Family Income

Ethnic Group

Home Characteristics
Ownership

Structure

Home Value

Rent

Number in Family

High income
Negro, French,
Italian
Slightly higher
than average
Highly con-
centrated in
single units

High value

High rent

Dispersed

Very high income

Jewish, German,
British
Very high

More highly
concentrated in
single units

Extremely high
value

Very high rent

Dispersed
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PREFACE

This study is concerned with the acceptors of product
innovations. The consumers who purchase innovistic products
are termed innovators. They break their traditional
patterns of purchase and consumption behavior when they
accept innovistic products.

The focal point of the study is an attempt to determine
if the consumer innovators constitute a specific marketing
target. Such a target could be delineated for special
marketing endeavor. Interpretation of the data in terms of
positive action for marketing management is the second major
aspect of the study.

The study 1s divided into two parts. Part I is con-
cerned with the background. Chapter I briefly reviews the
importance of innovation to the economy. Comments are made
on the highlights of previous research on the acceptance of
newness. Chapter II presents the problem which is deline-
ated for study. The research design utilized to elicit the
data is given in Chapter III.

Part II is concerned with the presentation of the
research findings for the problem outlined in the second
chapter. The socio-economic characteristics are portrayed
in Chapter IV. A detailled examination is made in an attempt
to discern any existing differences between the people who
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buy goods first and those who buy later. Chapter V inves-

tigates the values and attitudes held by initial consumers.
The sixth chapter describes the buying process of lnnovators
and the role of the innovators as influentials in their
social groups. The final chapter summarizes the findings
and points out various adjustments of the marketing mix
which could be made when firmg introduce innovations.

The author is 1ndebted to mgny people who cooperated in
making this study possible. It would be impossible to
mentlon them all. I would, however, like to mention several.

First, my dissertation committee composed of:

Dr. William Lazer, Chalirman, Dr. Frank H. Mossman and

‘Dr. Paul E. Smith. These men prqvided guldance, patlience,
and encouragement throughout the study. I would like to
particularly acknowledge Dr. Lazer's devotion of many hours
to the project.

Second, I sincerely thank the Detroit Newg and particu-
larly Dr. Albert Moellman, Director of Research, for
allowing me to use raw data they had obtained in connection
with their publication, The Sixth Quingquennial Survey of the
Detroit Market.

Finally, I express gratitude to my wife, Dorothy, who

offered encouragement, sympathy and understanding.
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PART I. THE BACKGROUND






CHAPTER I
INTRODUCTION

Innovation as a Way of Life

Many scholars have sought to explain the more notable

advances of the human race in terms of the degree and speed
of innovation within a culture. In the United States,
. « o innovation, change, mobility, movement are
permanent traits . . . . In stressing the need for
innovation, Americans are fighting for the mainte-
nance of this aspect of their way of 1life, for the
permanency of one thing to which they are attached.!
Thus, innovation is a primary and pervasive force in the

economy .2

Dominance of Innovation

Innovation is a major competitive tool of business
firms today. The fierce competition for differential advan-
tage makes innovating a primary weapon in the business
environment. New product offerings have been growing at an

increasing rate. For example, products which were not in

1Roger Girod, "Comment on 'Consumer Reaction to Product
Innovation'," Consumer Behavior, ed. Lincoln Clark, III
(New York: Harper & Brothers, 1958), p. 10.

2E, J. Kelley and William Lazer, "Managing Innovation

in Marketing," Advanced Management--Office Executive, Vol. I
No. 7 (July, 1962), p. 10.






existence at the end of World War II constituted 70% of
Procter & Gambles's household sales volume in 1959.3 of
General Foods' 1959 sales, 24.5% were from products only 10
years o1d.* (Retail) food buyers are offered 24 new
products on an average day, 120 a week and 6,000 a year.5
It is obvious that new products are the energizing force in
the economy. The constant change of the product mix is evi-

dence of the dynamics of present-day business.

Innovation and Economic Activity

The amount of investment in our economy 1s partially
determined by innovations. It has long been accepted that
investment is a crucial element in determining the level of
economic activity. The amount of money expended depends in
part on the new opportunities for investment. New products
and new processes are two types of innovation which enhance
investment and the level of economic activity. At least one
renowned economist argues that innovations are the primary

6 Innovations stimulate the

cause of the business cycle.
level of economic activity; and if new innovations are not

forthcoming, economic activity slows down.

3Gre1 Matter, Grey Advertising Agency, Inc., National
Advertisers' Edition, Vol. XXXI (January, 1960), p. 1.

41pid.
51bid.

6Joseph A. Schumpeter, Business Cycles (New York:
MceGraw-Hill, Inc., 1939), pp. 87-102.







Benefits of Innovation

Innovations ald various segments of the economy in
numerous ways., For example:

1) Consumers are offered products that fill a need or
want better than previous products, or fulfill a want which
was previously unfulfilled.

2) Labor benefits through the creation of new jobs to
design or adjust equipment in order to produce an innova-
tion, the actual production of the innovation, and the
numerous marketing functions which need to be performed.

3) The national level of economic activity is enhanced
by innovations. Research and developmental expenditures in
1960 were over 11 billion dollars, of which business expend-
itures were 4.49 billion.’

4) The owners of the innovation gain from the monetary
rewards achieved through the success of a new product. A

competitive advantage can be gained through innovations.

Arguments Against Innovation

The results of innovation are not without criticism.
Economists frequently argue agalnst the wastes of high tail
fins, planned obsolescence, throw-away bottles and the like.

Their concern, as soclal critics, 1s that innovations

are wasteful, that consumers do not need the products which

7National Science Foundation, Statistical Abstrgct of

the United States 1962 (Washington, D. C.: U. S. Dept. of
Commerce, Bureau of Census), p. 542.






are a result of an economy of abundance. They argue that
the consumers are being manipulated by business for its own
gains. Business 1s blamed for what they term a warped sense
of values currently held by consumers. Business 1is also
criticized for unnecessary depletion of natural resources.
These critics have as their focal point the "misdi-
rected” allocation of resources. They argue, for example,
that society 1s "production oriented” and that the measure
of economic activity and a standard of 1living is the quan-

tity of goods and services available.8

The implication is
that resources are not properly allocated and that a dis-
tinction needs to be made between kinds of goods and
services provided. For the benefit of society, goals should
be other than production oriented,g

Recognition should be given to the fact that this is a
value judgment, and someone other than the market should
make the decision as to what goods are best for soclety.
This becomes a social and moral argument against materialism
and not an argument against innovation per se.

A second major criticism against innovation is the
endeavor of marketing men to induce or create demand through

advertising. Critics argue that the wants of the consumer

are created by production. This follows the economic law of

8See John K. Galbraith, The Affluent Society (Boston:
Houghton Mifflin Company, 1958), particularly Chapters 9-11.

°1bid.
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J. B. Say which asserts that supply creates its own demand. ?
Thus, they argue that wants are not originated by the con-
sumer but by business. "(Advertising and salesmanship) . .
can not be reconciled with the notlon of independently
determined desires, for their central function is to create
desires--to bring into being wants that previously did not
extst. "0

Many scholars would argue that a need or want cannot be
created. The role of advertising is to disseminate informa-
tion and inflame demand rather than to create a demand.

In the last analysis, it is the consumer who has the
power to accept or reject the innovation. By his actions,
he decides whether emulation, prestige, and yearly models
are values for which he is willing to pay. In our soclety,
this is a consumer decision.

There is ample evidence that the consumer has made the
decision to accept or reject innovations offered in the
market place. The rate of product failure is devastating.
Estimates run from 50% to 98%,11 indicating that rather than
being controlled, the consumer has control over the success

of product offerings and exercises 1t to a high degree.

101p14., p. 155.

1Samuel C. Johnson and Conrad Jones, "How to Organize
for New Products," Harvard Businegs Review, Vol. XXXV, No. 3
(May-June, 1957), p. 50.






Innovation Defined
An innovation 1s the act of implementing a novel idea

into a process or product. For an innovation to be success-
ful, the process must be feasible or a product needs to have
commercial acceptablility.

There are three major elements which must be present
for a successful innovation. The first i1s an 1dea. This
element is defined as an invention and 1s the creative work
normally done by researchers. The second is the implementa-
tion of the idea or product from the conceptual stage to the
final stage. This 1s the element, the actual production of
the innovation, which receives the major attention of the
business firm. The third element crucial to a successful
innovation is the acceptance on the part of the market for
which 1t 1s intended. While two parts of the process may be
partially controlled by the firm, the acceptance decision is
exogenous to the firm and i1s solely dependent upon the
consumer. Influence may be exerted, but the decision is in

the hands of the potential consumers.

Iypes of Innovationg

"Innovations are of all degrees of importance and of
narrow or wide application.”12 There 1s a continuum of
innovation ranging from an infinitesimal change, such as a

slight product alteration, at one end of the continuum to a

1"2J. M. Clark, Competition ag a Dynamic Process
(Washington, D. C.: The Brookings Institution, 1961),

p. 185.






completely novel product or change on the other end. From
the consumer's viewpoint, three types of product innovations
can be delineated in this continuum.

The least complex type of innovation is termed a stra-
tegic innovation. This type is an alteration of an existing
product. It performs no new function for the user of the
innovation. The unique feature of a strategic innovation is
that it requires no change in the behavior pattern of the
users of the innovation. No new skills are needed on the
part of consumers. The strategic type of innovation is the
most common because 1t requires the least amount of inge-
nuity on the part of the firm and the least severance with
the past on the part of the consumer. A new ingredient in
toothpaste, a change in packaging, new colors, larger
motors, additional trim are examples of a strategic
innovation.

A second type of innovation is a functional innovation.
While the function the product is to perform remains the
same, the method of performing this function is new. A
functional innovation 1s more complex than a strategic inno-
vation on the part of both the producer and the consumer.
For the firm, it is a new product, requiring new raw mate-
rials and/or new processes. For the consumer, it fulfills a
previously fulfilled want in a new way. It breaks with the
traditional method of performing an old function.

For example, an electric or gas clothes dryer requires

a different behavior pattern on the part of the consumer






than the previous clothes drying method. The consumer no

longer picks up each laundered article, shakes it, pins 1t
on the line, checks at intervals for dryness, unpins each
article, placing clothes pins in one container and laundry
in another. 1Instead, the consumer removes the clothing from
the washing machine and places it in the dryer in somewhat
of a heap, returning later to remove the dried laundry at
the proper time.

Other examples of a functlonal innovation are home
freezers and air conditioners. They necesslitate a change of
habits and behavior on the part of the consumer as well as
the manufacturer.

A third type of innovation is a fundamental innovation.
This 1s the rarest type and the most complex of the three.
It requires an original i1dea or concept which is implemented
by the firm. In addition to the idea, a market needs to be
developed.

A fundamental innovation 1s a break with the past. It
performs a new function for the consumer. It fulfills a
need which may not have been previously recognized, or if
recognized, was not previously fulfilled. A fundamental
innovation requires new types of behavior patterns and
activities for the consumer. This type differs from the
previous ones in that there 1s no substitution involved. It
requires newness.

An example of a fundamental innovation 1s a dehumidi-

fier. The want, e.g., comfort even in muggy or chilling
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damp weather and freedom from the expense and nuisance of
mildew or mold, had never been previously fulfilled. The
product is a novelty and requires new type activities,

rather than ones of substitution.
Innovation And Management

Reasons for Innovating

In a dynamic competitive society such as ours, it is
crucial that management must be aware of the everchanging
desires of the consumer. "The basic managerial response to
accelerating change must be innovation."13

Typically, management views innovation as an internal
situation rather than external. Business literature has had
as a focal point such internal criteria for new products as
the following:

1. To use up excess plant capacity.

2, To take up slack in manpower and facilities.

3. To make maximum use of gales organization.
4, To prevent wasting by-products.

5. To employ surplus capital.

6. To provide hedge against glack seasons.

7. To offset 2eclin1ng market for a company's basic

products.I

While this approach to new product innovation is a
valid one in so far as 1t goes, 1t also reflects the product
or process orientation of the firm, rather than the market-
ing or customer orientation to which word homage is paid.

Without consumer acceptance, without accurate market

13Kelley and Lazer, op. cit., p. 10.
14§;g1 Matter, op. cit., p. 2.
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information, the innovation will have no opportunity to
succeed.

Differential advantage which can be gained by intro-
ducing a new product 1s a major impetus for any firm. The
new product may have a uniqueness or be patentable and offer
a monopoly until a close imitation is marketed by a
competitor.

The rewards to the innovating firm can be large. A
completely new product may create a new industry from which
a monopoly over the product may create a monopoly over the
:mdustry.,]5 For minor product variants, a monopoly of an
innovation may be a competitive advantage. In either case,
if the rewards to management are greater than the costs,
there 1s a gain which accrues to the firm.

Company growth is enhanced through innovations. The
companies which are within "growth industries" typically are
oriented toward new product innovation. Examples of these
industries are chemicals, drugs and electronics. They nor-
mally have high research and development expenditures. "It
is about 'par' to have around 50% of sales in products that

are new since the war.“16

15¢1lark, op. cit., p. 181.

16Ralph W. Jones, "Management of New Products," The
Journal of Industrial Engineering, Vol., IX, No., 5 (Sept.-
Oct., 1948). Reprinted in William Lazer and E. J. Kelley,
eds., Managerial Marketing: Perspective and Viewpoints,
Revised Edition (Homewood, Ill.: Richard D. Irwin, 1962),
p. 444,
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The above reasons for innovating place emphasis on the
rewards for innovating. However, another reason for inno-
vating i1s the possible loss of markets or market position
due to not innovating. Given a competitive position, how
long can a firm hold its position without introducing new
product innovations? While it 1s not known, 1t is doubtful
if a competitive position could be held for long in the dy-

namic business environment of today.

Problemg of Innovation to Management

"Any business enterprise has two and only these two
basic functions: marketing and 1nnovations."17 Thus, the
task facing business 1s not one of determinihg if business
should innovate but rather how it should be carried out most
advantageously.

Management 1s faced with the problem of introducing
innovations to potential customers. In general, marketing
management is concerned with how to do a better Job in
introducing newness. They need to know what products might
be accepted by consumers. In addition, how fast they might
be accepted would ald companies using a payback on invest-
ment criteria.

They would also like to know if specific marketing
strategies and tactics might be utilized when offering

product innovations. For example, strategic and tactical

1Tpeter Drucker, The Practices of Management (New York:
Harper & Brothers, 1954), p. 37.
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considerations might well be found in areas of product plan-
ning, promotion, price and channel selection.

An approach to these problems can be found in the
market orientation philosophy. Given the market as the
focal point for management success, marketing research en-
deavor should start with market considerations. Specific
types of information which can be obtained only in the

market place are set forth below.

Useful Information to Management
Delineating a potential target is a crucial step for
management. In attempting this delineation, management
would find the answers to the following questions to be very
helpful:
Is there a specific type of individual who accepts
newness?
Is there a core of the market to which advertising might
be directed?
Are there people who are the taste setters?
Can a group of people forecast the success or failure of
innovations?
Is there sufficient 1neiastic demand to effectively
utilize a skimming pricing policy?
To effectively answer these questions, attention must
be turned to the people who are the first to purchase inno-

vations in the market place.
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Innovation d The Consumer

The Consumer Innovator

There are difficulties in identifying innovators opera-
tionally. From a theoretical point of view, they are the
very first to buy. Operationally, this assertion needs to
be quantified. This is achieved by segmenting a market or
potential market intoc adopter categories. A scheme which

can be utilized follows.

FIGURE I
ADOPTER CATEGORIES
o 100
o
53
g 80
KR
88 e
Q Ay
gﬂ)
&R 40
Pk
,gg 20
‘gé o i

Innovators Early Late
Adopters Adopters

Adopter Categories

In any market or potential market, the first 10% who
adopt a product are consumer innovators. The next 40% who
adopt a new product are termed early adopters. The remain-
ing 50% are the last to adopt and are known as the late
adopters.,

The above scheme for segmenting the market can be
useful to management. Previously, it was shown that pos-

sible strategical and tactical considerations could be






gleaned from the market. It may be that one type of adver-

tising should be used in the first steps of market penetra-
tion and a different type in the middle stages and still a
different type for the last to adopt. Other examples of
benefits which could be derived from such a segmentation are

channels utilized and pricing considerations.

Functions Performed

The consumers who are the first to buy product innova-
tions perform numerous functions. First, the consumer holds
the veto power for the success or failure of the innovation.
"The thousands of products now on the market are only a part
of those which have been introduced to the public on the
agsumption they would sell."18 Product innovations con-
stantly are being placed before the public for acceptance
or, possibly, rejection. There is ample evidence that the
consumer has done a thorough job of screening out the new
products. Estimates of new product failures range from 50%
to 98%.19

A second major function performed is the determination
of the rate of acceptance of a given market. The higher the
rate of acceptance, the quicker the payback of the invest-

ment. In addition, the people who buy the innovation in the

1Syroe Alderson, marketing Behavior and Executive
Action (Homewood, Ill.: Richard D. Irwin, Inc., 1957),
p. 260,

19Johnson and Jones, op. cit., p. 50.
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initial stage of the product's life cycle2o also forecast

the success of the new product.

FIGURE II

RATES OF ACCEPTANCE

o2
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Market Penetration

Time

In Figure II, product 1 has a low rate of acceptance.
The length of time for the product to achieve 10% market
saturation is approximately twice as long as the time for
product 2. Therefore, the payback period is longer.

Product 2 requires approximately twice as long to obtain 10%
gaturation as product 3. Similarly, it has a longer payback
period.

It 1s important for management to achleve as fast an
acceptance as possible to obtain a return on their invest-
ment. The innovators will help determine how long or short
this payback period will be.

A third major function which is performed by the con-

sumer is the influence which he may exert over his neighbors

20The term refers to the stages through which a product
goes, from introduction to its decline. For a discussion of
this concept, see E. Jerome McCarthy, Basic Marketing: A
Managerial Approach (Homewood, Il1l.: Richard D. Irwin,
Inc., 1960), pp. 485-88.
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and friends., He may be an opinion leader in a given commu-
nity and may serve as a demonstrator of the new products.
Thus, this person may be the key to whether or not the
product will ever achieve mass acceptance and become a prof-

itable addition to a product line.

Research Studies On The Consumer Innovator

Introduction

This section is divided into six parts. The first part
notes the lack of research in relation to consumer products.
The second part deals with a major research problem--
defining and identifying the consumer innovator in opera-
tional terms. Different approaches which have been utilized
are presented. Part three reviews briefly studies which are
concerned with the personal characteristics of innovators in
terms of sociologlical,; psychological, and demographic vari-
ables. Part four sets forth the findings of research
related to the adoption process and rates of adoption as it
pertains to the individuals and the community. The fifth
part reports on the influences which have affected the
behavior of the varlous adopter categories. Such influences
as communications, formal and informal, are given considera-
tion. Part six summarizes the major findings of previous

research as they apply to innovators.

Lack of Research

Despite the importance of innovation and consumer
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behavior, surprisingly little research has been done in this
area. This is particularly true of product innovations.

The majority of research on innovation has been done by
rural sociologists in their concern with the acceptance of

new ideas and products in farming.

Problems of Defining and Identifying

A major problem in studying the consumer innovator
concerns definitions and identification. One approach has
been to delineate the people in terms of innovative-

mindednessnzl

This term is defined as those who accept the
innovation after the pioneers but before it attains wide-
spread acceptance.,22 This definition excludes those who are
the handful of people who are the pioneers.

A scale to measure the concept of innovative-mindedness
is constructed which classifies the total sample into three
groups: the innovative-minded (22% of the sample), the
intermediate (over 50% of the sample). and those '"not
innovative-minded" (approximately 22% of the sample).

To ascertain in which of the groups an individual
belonged, the respondents were asked three questions.
Question one pertained to ownership or intended ownership of
selected household appliances. Question two related to the

attitude shown toward new appliances. Question three

21gya Mueller, "The Desire for Innovators in Household
Goods," Consumer Behavior, ed. Lincoln Clark, III (New York:
Harper and Brothers, 1958), pp. 13=37.

221p3id., p. 26.
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elicited attitudes toward new features or improvements on
appliances.

Responses were classified positive, pro-con, and nega-
tive. The respondents whose answers were two positive and a
pro-con, or all positive were classified as innovative-
minded. Two negative and a pro-con or three negatives were
considered non-innovative-minded. The other possible com-
binations were considered intermediate. Thus, one did not
have to own any new appliances to be classified as
innovative-minded. The criterion was an intended purchase,
rather than absolute ownership.

A second approach in identification has been utilized
by rural sociologists in their attempt to distinguish the
innovators from other groups. Thelr studies are concerned
with how farmers adopt new ideas and technology. They have
been quite prolific in their studies regarding acceptance of
newness. H. F. Lionberger, author of Adoption of New Ideasg
and Practices, lists an annotated bibliography of 100
research sources on this topic.23

One scheme which has received widespread acceptance for

identification of adopter categories by rural sociologists

23y, F. Lionberger, Adoption of New Ideas and Practices
(Ames: The Iowa State University Press, 1960), pp. 119-44,
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1s constructed on the basis of The Adoption-of-Farm-
Practices scale.24 This scale consists of 25 new farm prac-
tices. The year of adoption for each of the practices is
ascertained from the sample. A standard scoring technique
is then utilized which assigns equal weights to each prac-
tice. This device yields a single measurement score for
each respondent. It has been ascertained that these scores
are normally distributed or closely approach normality.25

It is. from this concept of normality that the adopter cate-

gories are identified. They are as follows.

FIGURE III
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24Everett M. Rogers, Characteristics of Agricultural
Innovators and Other Adopter Categories (Wooster: Ohio
Agricultural Experiment Station Research Bulletin 882, May,
1961), pp. 57-63; E. M. Rogers and G. M. Beal, Reference
Group Influences in the Adoption of Agricultura echno;ogx
(Ames: Iowa State University, 1958).

25Rogers, ibid., p. 60.
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Thus, the rural sociologist classifies a sample in five
different ways. The first 24% to accept new ideas and prac-
tices are termed innovators. The next 133% of the sample
who accept are known as early adopters. The third category
is the early majority which is comprised of the next 34%.
Group four consists of the next 34%, who are labeled the
late majority. Finally, the last 16% to adopt from a given
population are termed the late adopters.

The major difference in these two approaches is that
the former method excludes the very first who purchase and
the latter defines the very first (24% of those adopting) as
the innovators.

A second difference in the approaches is that the
former does not need to own a product to be classified as
innovative-minded; in the latter method they must have
adopted the idea or product and the time lag between intro-
duction and acceptance is the crucial measurement.

A third method of defining and identifying innovators
which has been utilized is that of ascertaining whether a
person owns a product or engages in a practice which has
been classified as an innovation. A study, utilizing this
method, which relates social class and acceptance or rejec-
tlon to innovations was conducted by Graha,m.26 Choosing

five innovatlons of which only one was a new product, the

26Saxon Graham, "Selection and Social Strapification:
Factors in the Acceptai.. and Rejecilon of Five Innovations
by Social Strata In New Haven, Connecticut" (unpublished
Ph.D. dissertation, Yale University, 1951).
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author attempted to correlate different social class
cultures with different innovations.

The operational definition of this study utilizes all
three approaches. An innovator must own at least one of the
innovations studied, be among the first 10% of a market to
accept the innovation without regard to the time lag from

introduction of the innovation to its acceptance.

Pergonal Characteristics

A major way of determining what type of people accept
innovations 1is by ascertaining what the personal character-
istics of these people are. This is an excellent method of
finding whether the innovators constitute a specific market-
ing target. It 1s a method of determining what personal
variables, if any, help explain a propensity to innovate.
The following sections set forth findings of various

researchers who have delved into the personal variables.

Culture
One consideration in explaining the propensity to inno-
vate is culture. The following quotes by anthropologists
indicate the importance placed on this concept:
Several factors operate in the process of
acceptance or rejection of new items by society.

One of the mogt important of these, again, 1s the
culture base.2!

273axon Graham, American Culture: An Analysis of Its

Development and Present Characteristics (New York: arper
and Brothers, 1957), p. 543,
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For an innovation to be accepted then, it
usually must be cggpatible with the culture base
already existing.

One example of how cultural factors influence accept-
ance of newness is reflected in a study by Pedersen in rela-
tion to ethnic groups.29 He found that the Danish farmers
had adopted more selected farm practices than did the Polish
groups. The study indicated that the Polish group tended to
perpetuate the status quo whereas the cultural adjustment of
the Danes facilitates the interaction of newness. Thus,
some ethnic groups are more prone to innovate than others.

Social 1solation has been found to be linked with unfa-
vorable attitudes and nonadoption of innovations in
farming.3o In addition, heterogeneous neighborhoods were
found to be more receptive toward improved school practices
and greater participation in agricultural and school organi-
zations than homogeneous neighbor‘hoods.31

One research firm reports that people who are highly

28Ralph Linton, The Study of Man, Student's Edition
(New York: Appleton-Century-Crofts, Inc., 1936), p. 341.

29Harold A. Pedersen, "Cultural Differences in the
Acceptance of Recommended Practices," Rural Sociology,
Vol. XVI (March, 1951), pp. 37-49; Charles R. Hoffer,
Acceptance of Approved Farming Practices Among Farmerg of
Dutch Descent (East Lansing: Michigan Agricultural Experi-
ment Station Special Bulletin 316, June, 1942).

30, a. Wilkening, "Social Isolation and Response of

Farmers to Agricultural Programs," American Sociological
Review, Vol. XVI (December, 1951), pp. 836=37.

313, A. Duncan and B. W. Kreitlow, "Selected Cultural
Characteristics and the Acceptance of Educational Programs
and Practices," Rural Sociology, Vol. XIX (December, 1954),
Pp. 349-57.
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moblile are the ones which start the trend toward product
acceptance.,32 Opinion Research Corporation accepts a lead-
ership concept which influences styles, tastes, and product
preferences. The leaders to which this firm refers are
mobile in more than a single dimension. It lists seven
types of mobility which need to be considered. They are as
follows: >

1. Intellectual mobility

2. Occupational mobility

5. Kinship mobility

4, Economic mobility
5. Soclal mobility
6. Educational mobility
7. Geographic mobility
A single dimension of mobility 1is not sufficient to
identify the people who start the trend toward product
acceptance, but rather all types of mobility must be con-
sidered. It warns that too much of one type of mobllity may
mean that another type may be low.

Researchers found that the high mobliles were the first
to use automatic clothes dryers and sound reproduction
stereo equipment., There 1s some evidence, however, which
indicates that not all new products are accepted at a faster

rate by the high mobiles. For some products, the rates of

acceptance were similar among different classifications of

32yictor Hillary, "People Who Are 'Highly Mobile' Start
Trend to Product Acceptance, Survey Says,' Wall Street
Journal (Eastern Edition), June 5, 1959, p. 11. Also
reported in "Predicting Consumers'! Needs: Can Tastemakers

Point the Way?" Printers' Ink, August 28, 1959, pp. 23-26.
33“Predicting Consumers' Needs . . . ," ibid., p. 25.






25

mobiles (classified sample as 27% high mobiles, 50% medium
mobiles and 23% low mobiles). For some products, the low
mobiles had a greater rate of acceptance than the high
mobiles. Thus, while the mobility concept works for some
products, it does not work for all.

Another aspect of culture which has been given consid-
eration by researchers is religion. Several studies34 have
indicated that religion has not been statistically signifi-
cant when related to acceptance of newness. One study has
indicated that church membership is so related but church
attendance 1is not,35

It has been traditionally assumed that innovations and
gocial change are most readily accepted in metropolitan
areas as opposed to farms and villages. However, there is
some evidence that the validity of this generalization needs

to be questioned.36

The role of agricultural colleges and
the extension information disseminated has made the rural
areas much more sophisticated than would have been true in
the past. With the educational work, the research being

done in this area, the excellent communications which have

34Joseph H. Greenberg, "Social Variables in Acceptance
and Rejection of Artificial Insemination,” American Socio-
logical Review, Vol, XVI (1951), pp. 86-91; James Copp,
Pergonal and Social Factors Agsociated with the Adoption of
Recommended Farm Practices Among Cattlemen (Manhattan:
Kansas Agricultural Experimental Station Technical Bulletin
83, September, 1956),

35Copp, op. cit., pp. 15-16.

36Greenberg, op. eit., pp. 8691,
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been established between the sources of newness and the con-
sumer, this generalization needs further research. The
"rugged individuallism®, the lack of conformity to a social
ethic may be trailts which are the breeding ground for

newness.

Social Class

Closely related to culture is the concept of social
class. ©Social class refers to the segmenting of the popula-
tion into different strata. This 1s frequently done on the
basis of four variables: source of income, house type,
occupation and dwelling area. The proponents of soclal
class assert that the population can be stratified into
unique groups Tor which different marketing appeals should
be utilized.

Graham37 asserts that each soclial class has a unique
culture., Thus, he hypothesized that since each soclal class
differs culturally, innovations would be accepted differen-
tlally. "Selection (of innovations) was hypothesized to be
dependent in part upon the compatibility of the attributes
of the innovation with the previous configuration of the
culture into which 1t was introduced."3® To test the above
hypothesis, he chose five innovations: television, canasta,

supermarkets, and two types of health insurance. He found

3TGgraham, "Selection and Social Stratification . . . ,"
Abstract, .

381b1d.
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that when the social classes differed in the degree of
acceptance, it could be explained primarily by variations in
thé possession of those cultural characteristics compatible
with the innovation's attributes.

Thus, no single class (soclal) or classes will
be conservative or liberal in reacting to all inno-
vations. Depending upon innovational characteristics
in various instances, the upper class would accept at
one time and reject at another. The same could be
sald for the middle and lower classes . . . if the
classes were to accept in equal degree, they would do
80 because of their common sharing of some aspects of
the culture of their society.>9

Thus, one would not expect to find innovators in a unique
social class for different types of innovations.
Measurements of social class have been made by rural
sociologists in relation to acceptance of new farm
practices. Copp asserts that
all the evidence supports the argument that there is
a high positive correlation between social-class
position and the general predisposition to adopt
recommended farm practices. Perhaps the act of
adopting recommended farm practices might be inter-
preted as an indication of upward social mobility
aspirations.
In addition, Rogers found a relation of soclal class ratings
and Adoption-of-Farm-Practices Scores which was significant
at the one percent level.hi

The research cited asserts that each innovation appeals

395axon Graham, "Class and Conservatism in the Adoption
of Innovations," Human Relations, Vol. IX, No. 1 (1956),
p. 92.

4OCopp, op. clt., p. 24.

41Rogers, op. cit., pp. 13-14.
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to a different social class. For example, television would
be accepted more readily by one social class than by another
social class. However, when considering innovations of dif-
ferent types, social class cannot be distinguished. If an
innovation is a complement to the existing product line, the
market may remain the same in terms of social class.
However, if a firm 1is diversifying its product line through

innovations, the marketing target may shift.

Education

Innovators are more highly educated than the other
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