  Rogers, Chapter 6 - ATTRIBUTES OF INNOVATIONS AND THEIR RATE OF ADOPTION

Individual perception of the five characteristics of an innovation predict the rate of adoption of innovations.  219…

The rate of adoption is the relative speed with which an innovation is adopted by members of a social system.  It is generally measured as the number of individuals who adopt a new idea in a specified period, such as each year.  So the rate of adoption is a numerical indicator of the steepness of the adoption curve for an innovation.  (221)

The more persons involved in making an innovation-decision, the slower the rate of adoption.  
Figure on page 222 – this is the focus of the chapter
Variables Determining the Rate of Adoption

1. Perceived Attributes of innovations – accounts for 49% to 87% of variance in the rate of adoption
a. Relative advantage

b. Compatibility

c. Complexity

d. Trialability

e. Observability

2. Type of Innovation-Decision

a. optional

b. collective

c. authority

3. Communication Channel diffusing the innovation at various states in the innovation-decision process
a. mass media

b. interpersonal

4. Nature of the Social System

a. Norms

b. Degree of network interconnectedness

5. Extent of Change agent’s promotion efforts

a. Greatest response to change agent effort occurs when opinion leaders adopt, which usually occurs somewhere between 3 & 16 percent adoption in most systems 208
If persons perceive situations as real, they are real in their consequences
One possible problem with measuring the five attributes of innovations is that they may not in all cases be the five most important perceived characteristics for a particular set of respondents.  The solution, of course, is to elicit the main attributes of innovations from the respondents as a prior step to measuring these attributes as predictors of the rate of adoption.  227
RELATIVE ADVANTAGE

1. The degree to which an innovation is perceived as being better than the idea it supersedes.  (229

a. Cost
b. Status aspect – evidence based practices???

c. Overadoption – the adoption of an innovation by an individual when experts feel that s/he should reject it.  
2. Generalization 6-1 – The relative advantage of an innovation, as perceived by members of a social system, is positively related to its rate of adoption.  233
Preventive Interventions
1. A preventive innovation has a particularly slow rate of adoption because individuals have difficulties in perceiving its relative advantage. Relative advantage of a preventive innovation is highly uncertain (233)
2. Communication campaign.  

a. Intends to generat specific effects on the part of a relatively large number of individuals within a specified period of time and through an organized set of comjunication activities.  

b. Formative research – ongoingly tested on intended audience to make sure the campaign in order to improve effectiveness.  
Incentives – increase the degree of relative advantage on the innovation 236
1. Adopter versus diffuser incentives

2. Individual versus system incentives

3. Positive versus negative incentives

4. Monetary versus nonmonetary incentives

5. Immediate versus delayed incentives.  237

Incentives

1. increase the rate of adoption of an innovatin

2. lead to adoption of an innovation by individuals different from those who would otherwise adopt

3. quality of adoption decisions may be low.  
COMPATIBILITY - 240
1. THE DEGREE TO WHICH AN INNOVATION IS PERCEIVED AS CONSISTENT WITH THE EXITING VALUES, PAST EXPERIENCES, AND NEEDS OF POTENTIAL ADOPTERS

2. Compatibility with values and beliefs 241
a. Clitoridectomy 242
3. An innovation may be compatible with deeply embedded cultural values but also with previously adopted ideas 243
4. The more compatible an innovation with norms and values, the less change in behavior it represents 245
5. Innovation negativism – the degree to which an innovatin’s failure conditions a potential adopter to reject future innovations.  245

6. Compatibility with needs
a. Change agents seek to determine the needs of their clients, and then to recommend innovations that fulfill these needs.  Empathy is required.   246
7. Compatibility with rate of adoption 249
a. Technology cluster 249
b. Naming an innovation.  
i. Selection of a name is a delicate and important matter.  Words are the thought-units that structure perceptions.  250
c. Positioning an innovation –
i.  an individual will behave toward a new idea in a similar manner to the way the individual behaves toward other ideas that are perceived as as similar to the new idea.  

ii. Positioning research can help identify the ideal niche for an innovation relative to perceptions of existing ideas in the same category.  251
d. Indigenous knowledge systems

i. Change sometimes forget that almost every innovation is evaluated by clients in terms of their prior experience with something similar 255
8. COMPLEXITY

a. The degree to which an innovation is perceived as relatively difficult to understand and use.  

b. The more complex an innovation is perceived, the slower the rate of adoption 257
9. TRIALABILITY

a. The degree to which an innovation may be experimented with on a limited basis

b. The more trialable, the greater the rate of adoption

10. OBSERVABILITY

a. The degree to which the results of an innovation are visible to others

b. Observability is positively related to the rate of adoption
Perceived attributes of cell phones…
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