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Goods Based on Innovation Diff usion

Ding Shihai ,Han Zhijun
(College of Economics & Management ,Nanjing University of Sci. & Tech. , Nanjing 210094 ,China)

Abstract : The study on Brand Life Cycle mainly focuseson these aspects,such as model construction ,parameters estimation ,phase divison ,rel-

evant marketing strategies and so on. Based on the innovation diffuson theory as well as the brand repeat purchases and the anayss of the

brand-forming mechanism ,this paper proposes the brand-life-cycle model of fast moving consumer goods. And then ,it applies non-linear least
squares to parameters estimation ,and uses a case to verify this model. Finally ,according to the change trend of first purchase and repeat pur-

chase ,it putsforward the comparatively scientific and reasonable phase divison method in order to provide the theoretical bassfor enterprise’ s

marketing decison.
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