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Innovation Diff usion Model Based on Multi-agent System : Research on
Mar keting Strategy of New Products

Zhu Qiong, Gao Baojun
(School of Economics and Management ,Wuhan University ,Wuhan 430072 ,China)

Abstract : Distinguishing from present innovation diffuson model's, this paper proposes a model based on multi-agent s mulation methods,
takesindividuals heterogeneity and movement natureinto account. The model figuresout that when each agent has to decide whether to accept
an innovation product , he mainly consderstwo aspects: first , whether the quality of the product reaches the requirement ; second , calculate the
influence of the mass around him The NetLogo software is applied to smulate the model ,and the result demonstrates that advertisements
should beincreased at the beginning of putting productsinto the market , and could be decreased when the market share has reached a certain
level. The three factors of population density , product attributes and threshold of socia influence which afect the rate of innovation diffuson
are a0 discussed in this paper and relevant marketing strategies are put forward.
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