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Introduction 

T H E ADOPTION of New Products; Process and Influence is the r epor t of 
two seminars held by the Foundation f o r Research on Human Behavior in 
l a t e 1958. This is the second series of meetings on this general topic 
h e l d by the Foundation. A r epo r t of the meetings held in 1956 was pub
l i s h e d by the Foundation under the t i t l e Group Influence i n Marke t ing and 
P u b l i c Relat ions. 

F o l l o w i n g the 1956 meetings, the Foundation made grants to Iowa State 
Col lege and to the Un ive r s i t y of M i s s o u r i to support research work on 
p rob lems which were ident i f ied as p r i o r i t y next steps i n this area. The 
f i n d i n g s of this research were repor ted at the 1958 meetings, along w i t h 
o ther new research on group influence and the adoption of new products . 

F o u r dist inguished social scientists acted as discussion leaders: 

George M . Beal , Department of Economics and Sociology, 
Iowa State College. 

Herbe r t F . L ionberger , Depar tment of R u r a l Sociology, 
Un ive r s i t y of M i s s o u r i . 

Theodore M . Newcomb, Departments of Sociology and 
Psychology, Un ive r s i t y of Mich igan . s 

Evere t t M . Rogers, Department of Rura l Sociology, Ohio 
State Un ive r s i ty . 

Samuel P. Hayes, D i r e c t o r of the Foundation, was chai rman. A complete 
l i s t of seminar par t ic ipants appears at the end of this r epor t . 

A great deal of the research on the adoption of new products has been 
done by r u r a l sociologists concerned w i t h improv ing f a r m i n g pract ices 
and increas ing a g r i c u l t u r a l p roduc t iv i t y . They have studied the adoption 
of new pesticides and fungic ides , new f e r t i l i z e r s , new machinery and e-
quipment , new seed va r i e t i e s , and new home practices such as the use of 
synthetic f a b r i c s . The i r research f ind ings , however, also have i m p l i c a 
t ions f o r the adoption of other products and in other settings. There are 
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undoubtedly many d i f ferences between f a r m and n o n - f a r m situations, but 
a number of basic p r inc ip les appear to apply to both. 

This r epo r t begins w i t h a general descr ip t ion of the adoption process , 
the kinds of change involved, and the d i f f e r e n t adopter categories which 
have been iden t i f i ed . The second section discusses some of the impor tan t 
f a c t o r s de termining the influence of d i f f e r e n t reference groups and the 
importance of d i f f e r e n t i n f o r m a t i o n sources. The f o u r subsequent sections 
outl ine f o u r sources of i n f o r m a t i o n and influence which are p a r t i c u l a r l y 
impor tan t : i n f o r m a l personal sources, agency sources, commerc i a l 
sources, and mass media. A b r i e f summary at the end gives the h igh
l igh t s of the repor t . 

The research which is repor ted here w i l l give some notion of the 
complex i ty of the fo rces at w o r k i n the adoption process. However, 
most of th is research i s explorator.y i n nature and should not be accepted 
as f i n a l . As more research is done and more becomes known, some of 
the generalizat ions which are given here w i l l be r e f i ned and changed. In 
the meant ime, these tentative f indings may w e l l be he lp fu l to other r e 
searchers , to businessmen concerned w i t h marke t ing , and to other people 
who are interested in b r ing ing about change. 

In addit ion to the kinds of behavior discussed here, the Foundation 
supports research and holds seminars on aspects of organizat ional 
effect iveness , economic behavior, and publ ic communicat ion. Fu r the r 
i n f o r m a t i o n about the Foundation, including a l i s t of available publ ica
t ions , appears at the end of this r epor t . 



I • The Adoption Process 

FOR M A N Y PRODUCTS, the process of adoption fol lows a ra ther u n i 
f o r m pa t te rn , f r o m the t ime the new product i s developed u n t i l i t is w ide ly 
accepted by the u l t imate consumers. More is known about the adoption of 
a g r i c u l t u r a l products and pract ices than about others . R u r a l sociologists 
have been concerned wi th the in t roduc t ion of new pract ices and w i t h new 
produc t adoption in ag r i cu l tu re f o r a number of years, and they have sys
t e m a t i c a l l y studied the process by which change takes place. In addi t ion, 
some studies have been made of other kinds of innovation, including the 
adoption by doctors of new wonder drugs f o r t reatment (11, 2'1*)» the 
adoption of new educational pract ices by school systems (24), and the 
adoption of color te levis ion (1). The process of adoption i n a l l these cases 
has been quite s i m i l a r . There are exceptions to the pattern; f o r example, 
b l a c k and white te levis ion . The general pa t t e rn appears so wide ly , how
ever , that i t is the centra l theme of this r epo r t . 

Researchers have charted the course of a new product by de termining 
when people adopt i t . The curve which resul ts is a simple one, the 
w e l l known probab i l i ty curve , i n cumulat ive f o r m (30). A few people 
adopt a product at f i r s t , then a few m o r e , fo l lowed by a ra ther sharp i n 
crease and f i n a l l y a l eve l ing off when most of the potential consumers 
have adopted the product. 

Such a curve is presented in.general f o r m i n F igure 1. No scale is 
g iven f o r the t ime dimension, because th is d i f fe r s , f r o m product to p r o d 
uc t . A number of studies indicate, however, the f o r m of the curve 
r ema ins constant, and there fore that knowledge of the t ime requ i red f o r 

Number s r e f e r to b ib l iography i tems l i s t e d on pages 45 through 49. 
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a f i r s t r e l a t i v e l y smal l group to adopt a new product w i l l , by establishing 
the t ime scale f o r that product, make possible f a i r l y accurate p red ic t ion 
of the rate of adoption by the res t of the applicable un iverse . , 

Fig. 1. 

TIME 

The K i n d of Change 

The t ime i t takes f r o m in t roduct ion to wide-spread acceptance depends, 
i n pa r t at least , on the k ind of change involved. The adoption of a new 
product can be viewed as a special case of attitude change. A l m o s t by 
d e f i n i t i o n , such a change encounters resistance. The new product or 
method usual ly a l t e r s o r replaces something-which is a l ready par t of the 
ind iv idua l ' s pa t tern of thought. I f the change under considerat ion is a 
r e a l l y m a j o r one, i t i s quite l i k e l y that the attitudes and feel ings associated 
w i t h the old way are s t rongly held and w i l l account f o r a great deal of 
res is tance. On the other hand, i f the change i s t r i v i a l , the associated 
att i tudes maybe taken on easi ly. (They may also be cast of f easi ly , of 
course. ) Most new products or prac t ices probably encounter resistance 
somewhere between these two ext remes . 

When new products are being adopted, there are d i f f e r e n t levels of 
complex i ty of change. The greater the complexi ty , the more resis tance 
is aroused, and the longer the per iod requ i red f o r adoption. Researchers 
have l i s t ed four levels of complex i ty i n the changes usua l ly confront ing 
f a r m e r s who are adopting new products or pract ices (30, 41). Least 
complex is a s imple change in ma te r i a l s or equipment. Such a change 
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m i g h t be the decis ion to t r y another brand of f e r t i l i z e r or to increase the 
amount a l ready being used. A change i n technique is s l ight ly more com
p l e x . The f a r m e r must l e a r n to use the new method and this may involve 
m o r e r i s k . An example migh t be applying f e r t i l i z e r along planted rows , 
ins tead of broadcast over the f i e l d . The t h i r d l eve l involves both a change 
i n m a t e r i a l s and a change in technique. A f a r m e r who has never used 
f e r t i l i z e r faces such a change. He mus t adopt the new ma te r i a l , acquire 
the equipment to apply i t , and l e a r n how to use the equipment. The mos t 
complex change i's a change of enterpr ise ; f o r example, a change f r o m 
cot ton growing to da i ry ing . 

Obviously there are shadings i n complexi ty among these four types of 
change, and other kinds"of new products may involve a wider range of 
complex i t i e s than do f a r m i n g prac t ices . However, the leve l of complexi ty 
i s an impor tan t fac to r i n de termining the t ime i t takes f o r a new product to 
be adopted. F i f t e e n years elapsed between the in t roduct ion of h y b r i d seed 
c o r n and i t s adoption by almost 98 per cent of the f a r m e r s (34, 35). Other 
changes take longer . The adoption of new educational practices by school 
sys tems took 50 years (24), Some changes take place quickly. 

I t is not always easy to t e l l how complex a change is involved i n a new 
produc t . H y b r i d corn is one example. I n i t i a l l y , this seemed l i k e a 
s i m p l e change i n ma te r i a l s . Ac tua l ly , i t was a f a r more complex change. 
F a r m e r s f ea red the total rel iance on c o m m e r c i a l sources fo r seed corn , 
something they had p rev ious ly produced f o r themselves. F u r t h e r m o r e , 
m a n y f a r m e r s took pr ide i n the i r ab i l i t y to select good seed corn f r o m 
t h e i r own crop, and they were accorded status f o r this s k i l l . The new hy
b r i d corn not only made the f a r m e r fee l more dependent, i t also did aw;ay 
w i t h an impor tan t source of pres t ige . A la rge m a j o r i t y of f a r m e r s had 
p r o b a b l y adopted h y b r i d corn w i t h i n f i ve years of the i n i t i a l d i s t r i bu t i on , 
bu t i t took f i f t e e n years before a lmos t a l l f a r m e r s were using i t . Now, 
when a new h y b r i d va r i e ty of anything is introduced, i t is adopted much 
m o r e quickly . Examples are h y b r i d chickens and hyb r id hogs. 

The complex i ty of the change i s only one impor tan t fac to r i n de termining 
the t ime requ i red f o r adoption. There are others . For instance, cost 
i s impor t an t . The more cost ly the i t e m , the longer i t takes before i t is" 
w i d e l y adopted. Rate of r e t u r n and v i s i b i l i t y of r e t u r n are also impor t an t . 
A change which has rap id and obvious resul ts is adopted more qu ick ly than 
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a change w i t h slower, less v i s ib le resul t s . In the long run , of course, 
the change which produces slower resul ts may r e t u r n m o r e , but i t s t i l l i s 
not adopted as qu ick ly . A new f e r t i l i z e r is l i k e l y to be adopted more 
quick ly , f o r example, than soi l conservation p rac t i ces . 

The Individual Adoption Process 

The decis ion to adopt a new product is not s imp ly a "yes" or "no" 
decis ion, nor i s i t something that happens a l l at once. "When an i n d i v i d 
ual i s confronted w i t h the p o s s i b i l i t y of change, he goes through several 
menta l stages before he f i n a l l y makes up his m i n d to adopt or not to adopt. 
F ive stages i n the dec is ion-making process m a y b e dist inguished (30). 
F a r m e r s r ead i l y recognized these stages when questioned regard ing the i r 
decisions to make changes and adopt new products . 

Awareness comes f i r s t . A t this point , the f a r m e r learns about the new 
product . He knows i t exists , but he has only general i n f o r m a t i o n about i t . 
The in te res t or i n f o r m a t i o n stage fo l l ows . I f in teres ted , the f a r m e r be
gins to col lec t more specif ic i n f o r m a t i o n about the new product . I f his 
in te res t continues to grow, he wants to know the potent ia l i t ies of the new 
product f o r h i m ; whether or not i t w i l l increase his income or contr ibute 
to other ends considered by h i m to be impor tan t . The next step i s the 
mental appl icat ion or evaluation stage. The f a r m e r goes through the change 
menta l ly and asks h imse l f , "How would I do i t? Can I do i t ? I f I do i t , 
w i l l I be bet ter o f f ? " The f i n a l stage before adoption i s the t r i a l stage. 
A t th is point the f a r m e r t r i e s the product out on a smal l scale i f this is 
possible. Many f a r m e r s purchased a smal l can of weed spray and used 
i t on the i r gardens before they used i t on the i r crops on a l a rge scale. A 
great many f a r m e r s planted six acres of h y b r i d seed corn the f i r s t year , 
the acreage one bushel of the new seed would sow. Some products cannot 
be t r i e d out on a smal l scale, and i t seems quite reasonable to expect such 
products to requ i re a longer adoption t ime . However, people seem to be 
quite ingenious at f ind ing ways to t r y new ideas. Some housewives p r e 
pared smal l amounts of food f o r f r e e z i n g , and either rented l ocke r space 
or used a n e i g h b o r s f r e e z e r before they gave up t r ad i t i ona l canning 
methods and bought the necessary equipment f o r themselves. Marke t ing 
people have been aware of the value of f r e e t r i a l s f o r many years . The 
t r i a l stage appears to play a c ruc i a l ro le i n the dec is ion-making process . 
However, the other stages are impor tan t too, and probably give meaning 
to this f i n a l step before adoption. They should not be ignored . 
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The las t stage i s the adoption stage. A t th is point the f a r m e r decides 
to adopt the new product and begins us ing i t on a f u l l scale,, P resumably 
he i s a " sa t i s f i ed customer, 11 at least u n t i l some other product comes 
a long to replace i t and the adoption process starts again. 

Adopter Categories 

Obviously, not a l l people adopt a new product at the same t i m e . The 
adopt ion curve i l l u s t r a t e s this point and suggests that some people a r r i v e 
at a decis ion more qu ick ly than others . Some people adopt v e r y qu ick ly . 
Others wai t a long t ime before they take up the new product, and s t i l l 
o thers never adopt. There has been a great deal of in teres t in these 
ind iv idua l d i f fe rences and a great deal of speculation about " i nnova to r s , " 
those who are f i r s t i n a communi ty to adopt a new product. To explore 
these indiv idual d i f fe rences , the Iowa State researchers took the data 
f r o m a number of independent studies of new product adoption by f a r m e r s . 
T h e y divided people into groups according to t ime of adoption*, and then 
s tudied each group. Signif icant d i f fe rences appeared among them. These 
w e r e the groups they dist inguished and studied: 

People Adopting Cumulat ive Total Adopting 

F i r s t 
Next 
Next 
Next 
Las t 

2. 5% 
13. 5% 
34. 0% 
34. 0% 
16. 0% 

Innovators 
E a r l y adopters 
E a r l y m a j o r i t y 
Late m a j o r i t y 
Laggards 

2.5% 
16.0% 
50.0% 
84. 0% 

100.0% 

Note: F o r convenience i n making comparat ive studies, researchers used 
s tandard deviations of a n o r m a l d i s t r i b u t i o n to establish the percentage breaks 
between categories. People who f a l l w i t h i n one standard deviat ion above the 
mean are considered i n the ea r ly m a j o r i t y ; people who are between one and 
two standard deviations above the mean are ea r ly adopters. S i m i l a r l y , people 
w i t h i n one standard deviat ion below the mean are late m a j o r i t y , etc. 
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""Innovators" are a r b i t r a r i l y defined here as the f i r s t 2. 5 per cent to 
adopt the new product . Based on the data compi led , these general izat ions 
appear f o r f a r m innovators (29» 30, 31). 

They have l a r g e r than average f a r m s , are w e l l educated and 
usua l ly come f r o m w e l l established f a m i l i e s . They usua l ly have 
a r e l a t i ve ly high net w o r t h and- -probably more i m p o r t a n t - - a 
l a r g e amount of r i s k capi ta l . They can a f f o r d and do take ca lcu
la ted r i s k s on new products . They are respected f o r being 
successful , but o r d i n a r i l y do not enjoy the highest pres t ige i n the 
communi ty . Because innovators adopt new ideas so much sooner . 
than the average f a r m e r , they are sometimes r i d i c u l e d by the i r 
conservative neighbors . This neighborhood group pressure is 
l a r g e l y ignored by the innovators , however. The innovators are 
watched by the i r neighbors, but they are not fo l l owed immed ia t e ly 
i n new prac t ices . 

The ac t iv i t i es of innovators of ten t ranscend loca l communi ty 
boundaries. R u r a l innovators f r equen t ly belong to f o r m a l o r 
ganizations at the county, reg ional , state, or nat ional l e v e l . In 
addi t ion, they are l i k e l y to have many i n f o r m a l contacts outside 
the community; they may v i s i t w i t h others many m i l e s away who 
are also t r y i n g a new technique or product , or who are technical 
exper ts . 

The " e a r l y adopters" are defined as the next 13. 5 per cent of the people 
who adopt the new product . Accord ing to the researchers , ea r ly adopter 
f a r m e r s have the f o l l o w i n g cha rac te r i s t i c s . 

They are younger than the average f a r m e r , but not necessa r i ly 
younger than the innovators . They also have a higher than 
average education, and par t ic ipa te more i n the f o r m a l ac t iv i t i e s 
of the communi ty through such organizat ions as churches, the 
P T A , and f a r m organizat ions . They par t ic ipate m o r e than the 
average in a g r i c u l t u r a l cooperatives and i n government agency 
p rog rams i n the communi ty (such as Extension Service o r Soi l 
Conservat ion) . In f ac t , there i s some evidence that th i s group 
fu rn i shes a d ispropor t ionate amount of the f o r m a l leadersh ip 
(elected o f f i c e r s ) i n the communi ty . The e a r l y adopters are 
also respected as good sources of new f a r m i n f o r m a t i o n b y t h e i r 
neighbors . 
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The t h i r d category of adopters i s the " ea r ly m a j o r i t y , " the 34 per cent 
of people who b r i n g the total adoption to 50 per cent. The number of 
adoptions increases r ap id ly a f t e r this group begins to adopt. (See char t . ) 

The ea r ly m a j o r i t y are s l igh t ly above average i n age, education, 
and f a r m i n g experience. They have medium high social and 
economic status. They are less active in f o r m a l groups than 
innovators or ea r ly adopters, but more active than those who 
adopt l a t e r . In many cases they are not f o r m a l leaders i n the 
communi ty organizat ions, but they are active members i n these 
organizat ions. They also attend Extension meetings arid f a r m 
demonstrat ions. 

The people i n this category are most l i k e l y to be i n f o r m a l 
ra ther than elected leaders . They have a fo l lowing insofar as 
people respect the i r opinions, the i r "h igh m o r a l i t y and sound 
judgment. " They are " jus t l i k e t he i r fo l l owing , only more so. " 
They must be sure an idea w i l l wo rk before they adopt i t . I f 
the i n f o r m a l leader f a i l s two or three t imes , his fo l lowing looks 
elsewhere f o r i n f o r m a t i o n and guidance. Because the i n f o r m a l 
leader has more l i m i t e d resources than the ea r ly adopters and 
innovators , he cannot a f f o r d to make poor decisions; the social 
and economic costs are too high. 

These people tend to associate m a i n l y in their own community . 
"When people i n the communi ty are asked to name neighbors and 
f r i ends w i t h whom they ta lk over ideas, these ea r ly m a j o r i t y are 
named d i sp ropor t iona l ly f requen t ly . On their par t , they value 
h igh ly the opinions the i r neighbors and f r i ends hold about them, 
f o r this is the i r ma in source of status and prest ige. The ea r ly 
m a j o r i t y may look to the ea r ly adopters f o r the i r new f a r m 
i n f o r m a t i o n . 

The "late m a j o r i t y " are the f o u r t h category. These are the 34 per cent 
of f a r m e r s who have adopted the new product a f te r the average f a r m e r is 
a l r eady using i t . 

Those i n this group have less education and are older than the 
average f a r m e r . While they par t ic ipa te less act ively i n f o r m a l 
groups, they probably f o r m the bulk of the membership i n these 
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f o r m a l organizat ions. Ind iv idua l ly they belong to fewer organ
iza t ions , are less active i n organizat ional work , and take fewer 
leadership roles than the ea r l i e r adopters. They do not par 
t ic ipa te i n as many ac t iv i t i es outside the communi ty as do 
people who adopt e a r l i e r . 

The l a s t category, the f i n a l 16 per cent of those who adopt a new idea, 
are the "laggards, " This group may include the "non-adopters" as 
w e l l i f the new product is not used by everyone. 

They have the least education and are the oldest. They pa r 
t ic ipa te least i n f o r m a l organizat ions, cooperat ives, and gov
ernment agency p rograms . They have the smal les t f a r m s and 
the least capi ta l . Many are suspicious of county Extension 
agents and a g r i c u l t u r a l salesmen. 

These are some of the impor tan t d i f ferences among the adopter cate
gor ies . They may provide useful guidelines f o r f u r t h e r explora t ion . 
F o r example, each of these categories plays an impor tan t ro le f o r the 
others i n the adoption process. Innovators are the pioneers, and ea r ly 
adopters wai t to see the innovators ' resul ts before t r y i n g the new product 
themselves. The ea r ly adopters, in t u rn , of ten influence the ea r ly 
m a j o r i t y . In addi t ion, each of these categories seems to r e l y on d i f f e r e n t 
sources of i n f o r m a t i o n and inf luence, other than the sources a l ready 
descr ibed. Some of these impor tan t in t e r re l a t ionsh ips , and the i m p o r 
tant sources of i n f o r m a t i o n and influence f o r each category, are discussed 
i n deta i l i n the fo l lowing sections. 



Ii,^ Sources of Information and Influence 

of Reference Groups 

B E F O R E deta i l ing the sources of i n f o r m a t i o n and influence which appear 
to be impor tan t to each of the adopter categories, i t w i l l be helpful to look 
at some of the fac tors which are known about the c r e d i b i l i t y of i n f o r m a t i o n 
sources and about reference group inf luence. 

I n f o r m a t i o n Sources 

One of the f ac to r s i n attitude change and new product adoption i s the 
r e c e i p t of new in fo rma t ion by the ind iv idua l . " In fo rma t ion" is used here 
i n i t s broadest sense, and r e f e r s to any input into the mental system. 
The i n f o r m a t i o n must be bel ieved i f change i n attitude i s to occur . Usually, 
people mus t r e ly on second-hand sources of i n f o r m a t i o n rather than the i r 
own d i r ec t observat ion. Befo re they accept new in fo rma t ion , they want 
to know the mot ives and c r e d i b i l i t y of the human source behind the i n f o r m a 
t i o n . The i r decision to accept or r e j ec t new in fo rma t ion and, hence, their 
w i l l i ngnes s to adopt a new product , depends p a r t l y on thei r appraisal of the 
i n f o r m a t i o n source. 

Sources of i n f o r m a t i o n can be divided into two general groups, personal 
sources and impersona l sources. Impersonal sources include the mass 
med ia . Communicat ion through mass media is l a r g e l y one way. Unlike 
persona l communicat ion, there i s l i t t l e oppor tuni ty f o r in te rac t ion between 
the source and the rece iver . The rece iver can only t u rn of f the t e l ev i s ion 
set o r put down the magazine. He cannot o r d i n a r i l y ask a question of the 
source. Personal sources include a l l those where face- to-face in terac t ion 
i s poss ib le . Personal sources of i n f o r m a t i o n can be i n f o r m a l (between 
f r i e n d s , f a m i l y , neighbors) o r f o r m a l (between people and experts or r e p 
resentat ives of organizat ions) . I n f o r m a l personal sources of i n f o r m a t i o n 
are general ly regarded as being the most c redib le , since f r i ends are 
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general ly understood and t rus ted . Personal sources of i n f o r m a t i o n are 
the re fo re general ly more ef fec t ive as "decis ion c l inche r s" i n securing 
adoption than the impersonal sources. In face- to - face exchanges, 
questions can be answered, the giver can "ed i t o r i a l i z e " the i n f o r m a t i o n 
he gives, lend support, or deny support to the i n f o r m a t i o n . C r e d i b i l i t y 
of the f o r m a l personal sources may be s l ight !y .more d i f f i c u l t to es tabl ish, 
p a r t i c u l a r l y i f the source has a vested in teres t , as a dealer has, f o r 
example. A r e l a t i ve ly h igh degree of c r e d i b i l i t y of mass media 
communicat ion i s more d i f f i c u l t to establ ish. Whether or not the i n f o r 
ma t ion is accepted depends upon the mot ives ascr ibed to the source. F o r 
example, adver t i s ing i s less credible than a news i t e m . 

Sources of i n f o r m a t i o n are special ized to some extent, whether they 
are personal or impersonal sources. A source may be regarded as 
credible f o r one k ind of i n f o r m a t i o n , but not f o r another. F a r m journa l s 
may be acceptable sources of i n f o r m a t i o n on new f a r m i n g methods, but 
not as sources of p o l i t i c a l i n f o r m a t i o n . A f a r m e r neighbor m a y b e r e 
garded as a r e l i ab le source of i n f o r m a t i o n on f a r m i n g , but not on po l i t i c s 
or r e l i g i o n . Expertness i s not necessar i ly the only c r i t e r i o n people use 
i n selecting a source of i n f o r m a t i o n as c red ib le . Some people would 
ra ther t r u s t a good f r i e n d , f o r example, than they would a scient is t at the 
a g r i c u l t u r a l college, or the extension agent. The good f r i e n d probably 
knows f a r less about the subject, but he i s a l ready the object of t r u s t , and 
he i s r ead i ly accessible. He may also have t r i e d the thing out l o c a l l y . 
F o r some, this t r i a l i s a must before adoption. 

Reference Persons and Reference Groups 

People s ingly or i n groups also influence the adoption of new products 
by serving as reference persons o r reference groups. 

A* " re fe rence person or group" is one to which an ind iv idua l r e f e r s 
when f o r m i n g an opinion, making a judgment, or when deciding to act i n 
one way or another. The reference person or group may not need to be 
phys ica l ly present , of course. In f ac t , mos t such " re fe rence" i s i n t e r n a l , 
an imag in ing of "what someone else would th ink or f ee l about some pro jec ted 
act ion or about an anticipated or r ea l event. 
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The concept of reference groups and individuals is not new, even-though 
the labe l i s a ra ther recent one (10, 22). The significance of reference 
groups and persons comes f r o m the f ac t that man's behavior is inf luenced 
i n many ways and sometimes ve ry i m p o r t a n t l y by references to other people. 
In the broadest sense, our society is a reference group which has a t r emen
dous impac t on ind iv idua l behavior. There are accepted standards of be
h a v i o r to which people conform just because they regard themselves as 
human beings. There are smal ler re fe rence groups as w e l l , and these, 
t oo , p lay a m a j o r ro le i n determining ind iv idua l behavior. I t is not only 
groups that influence behavior through the references people make. Ref 
erence individuals can p e r f o r m the same functions as reference groups. 

Two p r inc ipa l kinds of reference groups or reference persons may be 
d is t inguished , cal led normat ive and comparat ive reference. A compara-
t i v e reference group i s jus t tha t - -a group that an individual compares h i m 
se l f w i t h i n evaluating h imse l f and his s i tuat ion. The importance of these 
groups has been documented repeatedly by research. One study concerned 
the mora le of Negro troops during W o r l d War I I (23, 37). Cont ra ry to 
expectations, the mora le of Negro troops stationed i n the Nor th , where 
condit ions in m i l i t a r y camps were r e l a t i v e l y good, was lower than the 
m o r a l e of those stationed in the South. The reason f o r th is was found i n 
t h e i r comparative reference to others . Negro soldiers i n the Nor th c o m 
p a r e d the i r l o t w i t h no r the rn Negroes, many of whom had wel l -pay ing jobs 
i n i ndus t ry , and they f e l t worse of f . Negro soldiers i n the South compared 
themselves w i th other Negroes i n the South, and they f e l t better o f f . 
S i m i l a r l y , sc ient i f ic personnel i n i ndus t ry may be d i ssa t i s f ied although 
f a r bet ter paid than the i r fe l low scientis ts in un ivers i t i es . When the i n 
d u s t r i a l scientists compare themselves w i t h men in cer ta in adminis t ra t ive 
pos i t ions of their company, requ i r ing perhaps less s k i l l and t ra in ing but 
cons iderab ly better paid , they fee l at a comparat ive disadvantage. The 
groups people use to evaluate themselves become ex t remely impor tant to 
f ee l ings of wor th and success, and they a re an impor tant determinant of 
behav ior . 

Norma t ive reference groups are groups which establish the norms or 
standards of expected behavior (13). The kinds of no rms these groups 
have determine the d i r ec t i on of the inf luence they exert on the ind iv idua l . 
F o r example, i f a neighborhood group has a n o r m which favorB the adop
t i o n of a new product, the group w i l l exer t social pressure o r influence 
acco rd ing ly . Influence can be d i r e c t and take the f o r m of negative 
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sanctions such as r i d i c u l e , or posit ive sanctions such as p ra i se . The 
inf luence does not have to be over t . I t i s enough i f the ind iv idua l expects 
i t . Members usua l ly know what the group's norms are, and they act 
accord ing ly to avoid expected negative sanctions and to achieve expected 
pos i t ive sanctions. 

The normat ive and comparat ive functions- can be p e r f o r m e d by d i f f e r e n t 
groups of people. D i f f e r e n t norms and comparisons can exis t f o r d i f f e r 
ent areas of a person's l i f e , including f a m i l y , consumption pat terns , job , 
communi ty roles , etc. 

Other dis t inct ions among reference groups are impor t an t . F o r example, 
some are membership groups. These are of two types: (a) ei ther sma l l , 
f ace - to - face groups i n which association is usua l - - such as f a m i l y or 
f r i e n d s or associates, whether business, socia l , r e l i g ious , o r p o l i t i c a l - -
o r , (b) membership groups where associat ion is not common--such as 
p o l i t i c a l pa r ty membersh ip f o r the people who do not par t i c ipa te ac t ive ly . 
There are ro le reference groups, which are a lmost au tomat ica l ly p re 
scr ibed by the ind iv idua l ' s age, sex, education, occupation, m a r i t a l status, 
and so on. People have some sor t of percept ion of what society expects 
a person of the i r pa r t i cu l a r age, sex, education to do i n a given si tuat ion. 
Reference groups can also be an t ic ipa tory ra ther than actual membersh ip 
groups. The ind iv idua l may not belong to the group, but he would l i k e to 
do so; so he behaves i n a manner which he thinks is acceptable and 
appropr ia te to i t . There are also negative reference groups, the ones 
the ind iv idua l is t r y i n g to dissociate h i m s e l f f r o m , the ones he doesn't 
want to be l i k e . I f , f o r example, a f a r m e r does not want to be iden t i f i ed 
w i t h innovators , he w i l l hesitate to adopt a new product u n t i l i t i s known 
to be acceptable. 

I t has been suggested that there may be some people who are not i n 
f luenced by reference groups. If the concept of r e f e r e n c e group is 
def ined broad ly enough, there are probably no exceptions to reference 
group inf luence. Communicat ion or f ace - to - face in t e rac t ion is not 
necessary f o r reference group influence to operate. People 's behavior 
may be affected by groups or individuals they have never seen or met . 
Scientists or a r t i s t s , f o r example, may have i n mind other great scient is ts 
o r a r t i s t s , of past ages; or they may be wa i t ing f o r f u tu r e generations to 
approve, appreciate and accept their cont r ibut ions . People who appear 



13 

to be independent of such influence may be using invis ib le reference groups. 
The groups impor tan t to them may be people long since dead or people 
they imagine i n the f u t u r e . 

Reference groups or reference persons thus play a ve ry decisive ro le 
i n de t e rmin ing behavior . They establ ish no rms and standards and levels 
of a sp i r a t ion . They produce c o n f o r m i t y as w e l l as contentment or d i s 
content. They are v e r y impor tan t f a c t o r s i n the adoption of new products . 

Sources of I n fo rma t ion and Influence 

The balance of this r epor t outlines some of the sources of i n f o r m a t i o n 
and other kinds of influence which a f fec t the adoption of new products , r e 
l a t i n g these sources both to adopter categories and to the stages i n the 
adoption process . There are fou r kinds of sources considered here: 
(I) i n f o r m a l personal sources such as neighbors , f r i ends , and f a m i l y ; 
(II) government agency personnel and publicat ions; (III) c o m m e r c i a l sources, 
bo th personal and p r in ted , and (IV) mass media. 

The Research 

The discussion is based on a summary of some 35 studies undertaken at 
l and -g ran t colleges i n the United States, three of which were done at Iowa 
State College and the Un ive r s i t y of M i s s o u r i . A l l were concerned w i t h 
f a r m people. The two at Iowa State College approach influence and i n f o r 
m a t i o n by studying f ive separate adopter categories (6, 30). The f i r s t of 
these was a survey of f a r m e r s done i n 1955, using a questionnaire about 
new product adoption, and at tempting to establ ish in fo rmat ion sources and 
sources of influence impor tan t to indiv idual f a r m e r s . The second Iowa 
study was a p i l o t p ro j ec t undertaken to test p ro jec t ive techniques as a 
method of securing i n f o r m a t i o n about inf luence (33). As answers to d i r e c t 
quest ioning are sometimes unsa t i s fac tory , because of the tendency of 
f a r m e r s to give soc ia l ly acceptable answers. P ro jec t ive techniques help 
to avo id this p rob lem. 

The research done at the U n i v e r s i t y of M i s s o u r i represents a somewhat 
d i f f e r e n t approach (17, 19). In the i r la tes t study, reported here , the r e 
searchers talked to a l l the f a r m e r s i n two wide ly d i f f e r en t M i s s o u r i 
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communi t ies , to determine what new products or f a r m pract ices they had 
t r i e d recent ly , and to explore sources of inf luence operat ing at d i f f e r e n t 
stages in the adoption process. P a r t i c u l a r at tent ion was d i rec ted to i n t e r 
personal pat terns of communicat ion and inf luence . 

The resul ts achieved so f a r mus t be viewed as tentative and explorator> 
However, the resul ts repor ted here provide some ins ight into the way the 
adoption process occurs and suggest the complex i ty of fo rces which m u s t 
be considered by people in teres ted i n achieving change, or by marke t ing 
people who are concerned w i t h p romot ion of new products . 



Informal Sources of Information 

and Influence 

I N F O R M A L sources include neighbors, f r i ends , f a m i l y , innovators , and 
i n f l u e n t i a l s . These are not mu tua l l y exclusive categories, since neighbors 
can also be innovators or ea r ly adopters as w e l l . Although people may 
thus be playing more than one r o l e , each of the ro les i s impor tan t i n the 
adoption process and can be considered separately. 

I n f o r m a l Sources of In fo rma t ion 

The research indicates that i n f o r m a l sources are v e r y impor tan t as 
sources of i n f o r m a t i o n (2). However, i n f o r m a l sources are more i m 
por t an t at some stages i n the dec is ion-making process than they are at 
o the r s , and to some people more than others . For two new products , 
an t ib io t i c s in hog feeds and a new weed spray, the importance of i n f o r m a l 
sources is shown i n F igure 2. I n f o r m a l sources are charted as a per 
cent of a l l the i n f o r m a t i o n sources mentioned by f a r m e r s at each stage of 
the adoption process . 

A s F igure 2 shows, i n f o r m a l sources of i n fo rma t ion are found to be 
m o s t impor tan t at the evaluation stage. This is the stage where f a r m e r s 
a re making a mental appl icat ion of the new product and are asking t h e m 
selves , "Can I do i t ; w i l l i t w o r k f o r me ?" This i s the t ime they r e l y 
m o s t heavi ly on f r i e n d s , neighbors, and f a m i l y f o r i n fo rma t ion and advice. 
T h i s stage is an especial ly impor tan t one i n the adoption process, f o r i t 
i s a t this stage that the decision f o r t r i a l i s made. Adoption usua l ly 
f o l l o w s t r i a l ra ther d i r e c t l y . 
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Fig. 2. IMPORTANCE OF INFORMAL INFORMATION SOURCES 
AT SUCCESSIVE STAGES IN THE ADOPTION PROCESS 
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Adoption 

This general pa t tern appears when a l l f a r m e r s are considered together. 
However, there are impor tan t d i f ferences among adopter categories. F o r 
example, innovators do not ment ion i n f o r m a l sources as impor t an t at any 
stage i n the adoption process . On the other hand, laggards r e l y on i n 
f o r m a l sources to a v e r y considerable extent. Table I breaks down 
each of the curves f r o m F igure 2 and shows the re la t ive importance of 
i n f o r m a l sources f o r each adopter category at each stage i n the adoption 
process . 

F o r a l l adopter categories, i n f o r m a l sources of i n f o r m a t i o n are r e l a 
t i v e l y mos t impor tan t at the evaluation stage. The people i n the l a t e r 
adopter categories (late m a j o r i t y and laggards) , however , . r e l y on i n 
f o r m a l sources of i n f o r m a t i o n at a l l stages much more than the e a r l i e r 
adopters and ea r ly m a j o r i t y do. The f ac t that innovators do not use such 
sources makes sense. Presumably , i n f o r m a l sources, such as f r i e n d s 
and neighbors , do not have any i n f o r m a t i o n about new products which 
would be impor tan t to the innovator . 
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Table I 

M e n t i o n s o f I n f o r m a l S o u r c e s as P e r c e n t 

o f M e n t i o n s o f A l l I n f o r m a t i o n S o u r c e s . 

2-4D Weed Spray 

Adopter Category Awareness Interest Evaluat ion T r i a l 

Innovator 0% 0% 0% 0% 
E a r l y Adopter 20% 15% 15% 10% 
E a r l y M a j o r i t y 11% 25% 39% 21% 
Late M a j o r i t y 18% 32% 48% 25% 
Laggard 45% 55% 60% 60% 

Ant ib io t i c s 

Innovator 0% 0% 0% 0% 
E a r l y Adopter 9% 9% 18% 18% 
E a r l y M a j o r i t y 3% 18% 21% 7% ' 
Late M a j o r i t y 6% 13% 15% 35% 
Laggard 23% 18% 41% 35% 

• Sources of Influence 

Neighborhood groups. A n explora tory , p i lo t study c a r r i e d out at Iowa 
State investigated the importance of d i f f e r e n t reference groups. The 
neighborhood reference group was mentioned as impor tan t but not v e r y 
i m p o r t a n t by the m a j o r i t y of the f a r m e r s responding i n this study. Aga in , 
however , d i f fe rences appeared between the adopter categories. The 
neighborhood group was repor ted by late m a j o r i t y and laggard categories 
to be more impor tan t than i t was by innovators and ea r ly adopters. 

D i f f e r e n t adopter categories perceive the i r neighborhood groups 
d i f f e r e n t l y . Innovators and ea r ly adopters see a neighborhood group 
as one i n which f a r m e r s exchange i n f o r m a t i o n about new ideas and new 
f a r m pract ices v e r y openly. Laggards and late m a j o r i t y f a r m e r s see 
such an exchange as taking place more as a by-product of a social v i s i t , 
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discussed i n d i r e c t l y . They are re luctant to ask questions o r discuss 
technical problems i n such a group, perhaps l e s t they show the i r igno
rance. Laggards and late m a j o r i t y appear to use the neighborhood 
groups as a comparat ive reference group, which may account f o r the i r 
re t icence . They compare themselves w i t h the i r neighbors; the i r ne ighbors ' 
opinions of them are impor tan t ; and they exhibi t tendencies to be compet
i t i ve and anxious. Innovators and ea r ly adopters do not see such ne igh
borhood groups as an impor tan t measure of the i r own w o r t h and impor tance , 
and they seem to care less about the i r neighbors ' opinions of them. Gener
a l ly , innovators and ea r ly adopters tend to be or iented outside of the i r 
immedia te communi ty . They have wide r social hor izons than other cate
gor ies ; they use d i f f e r e n t reference groups and d i f f e r e n t sources of i n f o r 
m a t i o n . Innovators of ten t r a v e l to other states to v i s i t w i t h other f a r m e r 
innovators . 

F r i ends reference groups. F r iends reference groups were impor t an t 
f o r a l l the f a r m e r s in te rv iewed . Fr iends appear to p e r f o r m three funct ions: 
(a) they are sources of i n f o r m a t i o n , (b) they provide a sounding board f o r 
ideas, and (c) they are used to c o n f i r m the correctness of decisions a l ready 
made. Fr iends as a reference group appear to be more impor tan t f o r e a r l y 
and la te m a j o r i t y f a r m e r s and less impor tan t f o r laggards . 

The late m a j o r i t y tend to "merge" neighbors and f r i e n d s . These ro les 
are apparent ly p e r f o r m e d by the same people. F o r e a r l y adopters and 
innovators , f r i e n d s and neighbors are o f ten quite d i f f e r e n t groups of people; 
the i r f r i ends may l i v e at a considerable distance. Mos t adopter categories 
use f r i e n d s extensively as a source of i n f o r m a t i o n , and communicat ion 
between them is regular and f requent . Laggards are the only group where 
interchange between f r i ends i s perceived as " j u s t conversa t ion , " and not as 
a source of new ideas. 

F a m i l y reference groups. Most of the f a r m e r s studied see the i r f a m i l i e s 
as impor t an t reference groups, but the la te m a j o r i t y and laggards place 
a greater importance on the f a m i l y than the e a r l i e r adopters do. Th i s 
f i nd ing tends to support other research which suggests that dependence on 
f a m i l y ties and a tendency to adopt new products are negat ively cor re la ted ; 
i . e. , the greater the dependence, the less the tendency to adopt new 
products (33, 40). 
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Innovators , Innovators p e r f o r m an impor t an t funct ion in the adoption 
p rocess . They make the new product o r method v is ib le i n the communi ty 
and take r i s k s others are not w i l l i n g or able to take i n demonstrat ing loca l 
adaptabi l i ty . Also they are in f luen t ia l on f a r m i n g matters i n the i r own 
specia l way. They are watched, but may not be c lose ly , fo l lowed. In 
communi t i e s where loca l standards dictate caution i n accepting the new, 
they are not f r equen t ly sought f o r advice by the great m a j o r i t y . I n 
communi t i e s more favorable to change they m a y b e . There are several 
reasons which may account f o r reluctance to accept their advice u n c r i t i c a l l y . 
F o r one th ing, these innovating f a r m e r s have l a rge r enterprises and m o r e 
r i s k capital than the i r neighbors. This may make i t d i f f i c u l t f o r other 
f a r m e r s to i den t i fy themselves w i th innovators . Where income dif ferences 
a re v e r y great, smal l f a r m e r s may say, " I t w i l l wo rk f o r h i m , but that 
doesn ' t mean i t w i l l w o r k f o r me on my f a r m . " I t is also t rue that inno
v a t o r s experience f a i l u r e as w e l l as success i n the i r enterpr ises . Some 
f a r m e r s s imply cannot a f f o r d these f a i l u r e s , others tend to r ega rd such 
f a i l u r e s as an inexcusable waste o r causing intolerable loss of p res t ige . 
F u r t h e r m o r e , the innovators do not p a r t i c u l a r l y care about the opinion 
of t h e i r immediate neighbors and do not p e r m i t the attitudes of neighbors 
to a f f e c t the i r own behavior. The other f a r m e r s are more inc l ined to 
sense th i s , and react against i t . One of the f i r s t Iowa studies on the 
d i f f u s i o n of f a r m pract ices suggested that other f a r m e r s were inc l ined 
to sco f f at innovators and regard them as close to the "lunatic f r i n g e . " 
However , when p ro jec t ive techniques were used, most f a r m e r s were 
found to be grudgingly g ra t e fu l to the innovators f o r t ry ing out the new 
produc t or pract ice (33). In spite of the i r super f ic ia l att i tudes, f a r m e r s 
wa tch c a r e f u l l y what the innovators do, and probably respect them m o r e 
than they care to admi t . 

The re is a second impor tan t set of f a c t o r s de termining the inf luence 
of innova tors , and these are l a rge ly communi ty f ac to r s . Some communit ies ' 
seem to have progress ive t rad i t ions , whi le other communities are t r ad i t i on 
a l l y m o r e conservative. In the context of p rog re s s iv i sm, the innovator 
m a y be more general ly accepted and more in f luen t ia l i n the communi ty than 
he i s in the t r a d i t i o n a l l y more conservative communit ies (20). In ei ther 
case, there are some people who p re f e r to wai t f o r someone else to t r y i t 
l o c a l l y , and who do not wish to be thought of as the f i r s t to t r y i t ; 
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E a r l y adopters and ea r ly m a j o r i t y as in f luen t i a l s . In t e rms of our 
t ime sequence, ea r ly adopters are the second group of people to adopt the 
new product or p rac t ice . These f a r m e r s tend to have less r i s k capi ta l , 
and hence must be more cautious than the innovators . I t is possible that 
some would be innovators i f they could a f f o r d to be. However, they wa i t 
u n t i l the product or pract ice has been t r i e d out and there i s some measure 
of i t s loca l success. I t w i l l be r eca l l ed that these ea r ly adopters are 
of ten i n positions of leadership i n communi ty organizat ions . They also 
provide persons most sought f o r advice and counsel i n ma t t e r s re la ted to 
f a r m i n g . When they adopt a new product , i t i s given s t i l l greater 
v i s i b i l i t y i n the communi ty , and i n f o r m a t i o n about the i r experience is 
pumped into the f o r m a l organizat ional channels and the i n f o r m a l commun
ica t ion ne tworks . The ea r ly adopters demonstrate the new product to 
the i r neighbors. When inf luen t ia l s begin to adopt, others fo l l ow i n 
r a p i d succession. 

The ea r ly m a j o r i t y d i f f e r f r o m the e a r l y adopters m a i n l y i n degree 
and not i n k ind . They belong to many f o r m a l organizat ions , where the 
experience of ea r ly adopters may be available to them. T h e i r decisions 
to adopt a new product are of ten g rea t ly in f luencedby the success or 
f a i l u r e of these ea r ly adopters. 

The in f luen t i a l as a special func t ionary . The w o r k done at the U n i 
v e r s i t y of M i s s o u r i on in f luen t ia l s represents a somewhat d i f f e r e n t 
approach to studying the d i f f u s i o n process. In the M i s s o u r i s tudy, 
" i n f l u e n t i a l s M were defined as persons named as most impor t an t i n f l u 
ences i n f i n a l decisions to change f a r m prac t ices and purchase f a r m 
supplies. In this sense, they are "decis ion c l i n c h e r s . " The re sea rch 
was done i n two v e r y d i f f e r e n t communi t ies in M i s s o u r i ; one i n which 
f a r m e r s were regarded as slow to change, and one i n which a h igh degree 
of r a t i ona l i t y i n decisions to change was assumed to p r e v a i l . Sources 
of inf luence were secured f o r some one thousand decisions invo lv ing f a r m 
prac t ices and an equal number involv ing f a r m supplies. The i n f l u e n t i a l , 
i t appears f r o m this research, is the special func t iona ry whose inf luence 
is dec is ive , but who may exer t this inf luence on people i n any adopter 
category and may h imse l f be in any of the e a r l i e r adopter categories . 

I t may be that some inf luen t ia l s have dual ro les and are both f o r m a l 
and i n f o r m a l sources of influence at the same t ime . In the progress ive 
communi ty (cal led P r a i r i e ) 39 per cent of a l l the in f luen t i a l s were other 
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f a r m e r s , f r i e n d s , and neighbors — i n f o r m a l sources. F o r t y - t h r e e per 
cent were of this i n f o r m a l k ind i n the more conservative communi ty 
(cal led Ozark) . However, i n each of the two communities there was one 
f a r m e r who was also a dealer, and these two people received, respect ively , 
13 per cent and 15 per cent of a l l the mentions of individuals who clinched 
a dec i s ion . 

I n both communi t ies , there was a h igh concentration of influence i n a 
r e l a t i v e l y few indiv iduals . When people were ranked according to the 
number of t imes they were mentioned as i n f luen t i a l s , the resul ts shown 
i n Table I I were obtained. 

Table I I 

C o n c e n t r a t i o n o f I n f l u e n c e A m o n'g F a r m e r s. 

Number of Mentions Number of F a r m e r s 

P r a i r i e Ozark 

None 
1 to 2 
3 o r more 

150 
54 
15 

192 
39 

7 

These in f luen t ia l s d id not appear to d i f f e r grea t ly or consistent ly f r o m 
o ther f a r m e r s i n age, residence i n the communi ty or i n schooling. How
ever , they d id operate l a r g e r f a r m s and had much higher incomes than 
people not designated as in f luen t i a l s . They had decidedly h igher p res 
t ige scores, and thei r leve l of l i v i n g was somewhat above average. I n 
f l u e n t i a l s were much more active i n f o r m a l social groups, p a r t i c u l a r l y 
those drawing the i r membership outside the community . In th is 
p a r t i c u l a r study, they were no more l i k e l y to be members of social 
c l iques that serve as b a r r i e r s to communicat ion than were other f a r m e r s . 
On the con t ra ry , the in f luen t ia l s seemed to be more available to the 
c o m m u n i t y than people who were not named as in f luen t ia l s . They were 
named as close f r i ends and associates twice as of ten as people who were 
not designated as "decis ion c l i n c h e r s . " Although inf luent ia l s were 
a lmos t always i n the upper social s t ra ta , social distances did not block 
e f f e c t i v e communicat ion . Other persons ra t ing at the bottom of the 
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pres t ige scale sought advice f r o m inf luen t ia l s at the top of the scale. I n 
f luen t i a l s were v e r y w e l l qua l i f i ed to give advice on f a r m i n g mat t e r s . 
Most of these in f luen t ia l s were using a great many of the improved 
prac t i ces . Non- inf luen t ia l s were using an average of 30 per cent of the 
prac t ices considered i n Ozark; the in f luen t ia l s were using up to 65 per 
cent. In P r a i r i e , the f igu res range f r o m an average of 48 per cent 
f o r non- in f luen t i a l s to 72 percent f o r people mentioned three t imes or 
m o r e as i n f l u e n t i a l . The i r competence to give advice is cor robora ted 
by the active manner i n which they were seeking new knowledge and the 
qua l i ty of the sources they used to get i t . In a sense, they serve as 
i n t e rmed ia r i e s between d i r e c t i n f o r m a t i o n sources and other sources. 
Sometimes f a r m e r s w i l l accept advice f r o m in f luen t i a l s when the same 
advice through d i r e c t channels would be re jec ted . When an i n f luen t i a l 
says something i s a l l r i gh t , i t means jus t that f o r many people. I t i s 
when these people enter the adoption p ic ture that the adoption curve takes 
i t s sharp r i s e . 

Some attempts have been made to get l oca l f a r m e r s who are especia l ly 
i n f luen t i a l i n f a r m i n g mat te r s to help speed up the rate of adoption of a 
new product o r p rac t i ce . However , people singled out to help i n this 
way are of ten viewed w i t h skep t ic i sm by thei r peers . The i r mot ives 
may be questioned or they may be accused of moving too fas t , o r being 
ta lked into i t , or acting l i k e an innovator . I n f o r m a l leaders may i n this 
way lose the i r a b i l i t y to influence other f a r m e r s qu ick ly . S i m i l a r l y , 
these leaders may be "'worn out" i f the county Extension agent works 
too c lose ly w i t h them. Then neighbors no longer t r u s t them as a 
credible source of new f a r m i n f o r m a t i o n . 

The adoption process may be speeded up by d i r ec t i ng special e f f o r t s to 
i n f luen t i a l s , but i t must be done i n a subtle manner and must not arouse 
the suspicion of those who t r u s t them. I t i s possible that change may 
be speeded up by s h o r t - c i r c u i t i n g the d i f f u s i o n process , but e f f o r t 
d i rec ted to f a c i l i t a t i n g the process as i t n o r m a l l y operates i s l i k e l y to be 
m o r e f r u i t f u l . 

The ea r ly adopters add c r e d i b i l i t y to the new produc t or p rac t ice when 
they adopt i t . When the ea r ly m a j o r i t y begin to adopt, the reference 
group influence of neighbors and f r i e n d s , which i s so impor tan t f o r the 
l a t e r categories, begins to operate; and more and m o r e people take up 
the new product o r p rac t ice . 
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Inf luent ia l s serve as key communica tors , advisors , i n t e rp re t e r s , and 
l e g i t i m a t o r s w i t h i n these reference groups. They f o r m an impor tan t 
communica t ing l i n k between or ig ina t ing sources of i n fo rma t ion and f a r m e r s 
who requi re the advice of acceptable l o c a l associates before acceptance. 
I n a sense, they are the key reference indiv iduals . County agents, 
a g r i c u l t u r a l salesmen, and others w o r k i n g w i th f a r m e r s may more 
e f f e c t i v e l y reach thei r goals i f they w o r k through these leaders , but they 
m u s t exercise care i n the way they do th i s . 



Ii,^ Agency Sources of Information 

and Influence. 

T H E T E R M "agency sources" is used here to include U.S. Depar tment 
of A g r i c u l t u r e personnel , extension agents, un ive r s i ty personnel , including 
r e sea rche r s , and other i m p a r t i a l exper ts . Sources such as these are 
"non-pa r t i san" i n the sense that they do not have anything to gain personal ly 
by the adoption of new products . Consequently, they presumably enjoy 
m o r e c r e d i b i l i t y f r o m f a r m e r s than a c o m m e r c i a l source such as adver
t i s i n g . Agency sources are probably m o r e impor tant i n f a r m i n g than 
they are i n any other sector of the economy; but business schools, u n i 
v e r s i t i e s , and government agencies such as the Food and Drug A d m i n i s 
t r a t i o n or the Securi t ies and Exchange Commis s ion may p e r f o r m a 
s i m i l a r , i f less act ive, role f o r other indus t r i e s . 

Agency Sources of I n fo rma t ion 

Agency sources are impor tant , but again they are more impor tan t at 
some stages i n the adoption process than they are at others. The importance 
of agency sources of i n f o r m a t i o n at each stage f o r a l l f a r m e r s is shown i n 
F i g u r e 3, 

Agency sources appear to be most impor t an t at the awareness stage, 
but they p e r f o r m some func t ion at a l l stages. The importance of 
agency sources i s more obvious when the adopter categories are 
t r e a t e d separately. 
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Fig. 3. IMPORTANCE OF AGENCY SOURCES OF INFORMATION 
AT SUCCESSIVE STAGES IN THE ADOPTION PROCESS 

Weed Spray 

Antibiotics 

Awareness 

_\ Z\ - \ 
Interest Evaluation Trial 

STAGE IN THE ADOPTION PROCESS 

Adoption 

The case of the new weed spray i s the more d ramat ic example of the 
place of agency sources i n the process of adoption. However , i n 
both cases, agencies are of tremendous importance to innovators . I t i s 
f r o m agency personnel that the innovator learns about new products , and 
agencies are impor tan t to a considerable extent i n eve ry stage of the 
innova tor ' s adoption process . When asked about the i r "fr iends," 
innovators f r equen t ly mentioned agency personnel , inc luding Extension 
Service people and personnel at the un ive r s i t i e s and a g r i c u l t u r a l col leges. 
In some cases, innovators by-pass the Extension people near at hand and 
go d i r e c t l y to the source of i n f o r m a t i o n , the researchers at the a g r i c u l t u r a l 
col lege. Apparen t ly such t r i p s are not unusual f o r innovators ; nor i s 
i t unusual f o r an innovator to t r a v e l a considerable distance to ta lk w i t h 
people who are innovating i n other areas of the state o r even elsewhere 
i n the country. 
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Table I I I 

M e n t i o n s o f A g e n c y S o u r c e s as P e r c e n t 

o f M e n t i o n s o f A l l I n f o r m a t i o n S o u r c e s . 

2-4D Weed Spray 

Adopter Category Awarenes s In teres t Evaluation T r i a l 

Innovator 80% 60% 80% 40% 
E a r l y Adopter 30% 25% 10% 10% 
E a r l y M a j o r i t y 14% 18% 11% 11% 
Late M a j o r i t y 21% 21% 13% 9% 
Laggard 5% 10% 10% 0% 

Ant ib io t i c s 

Innovator 50% 25% 25% 25% 
E a r l y Adopter 9% 9% 9% 1% 
E a r l y M a j o r i t y 32% 21% 14% 7% 
Late M a j o r i t y 10% 15% 13% 9% 
Laggard 18% 23% 6% 23% 

Agencies as a Source of Influence 

Agency personnel , a g r i c u l t u r a l sc ient is ts , and other innovators probably 
p rov ide the innovator w i t h his most impor tan t reference groups, so f a r as 
innovat ion i s concerned. These are the people he compares h i m s e l f w i th , 
the standards he sets f o r his behavior , and the people he regards as most 
l i k e h imse l f . 

The county Extension agent is general ly regarded by - fa rmers as a l ine 
of communica t ion to a g r i c u l t u r a l r esearchers . Only the innovators and 
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e a r l y adopters suggest the pos s ib i l i t y of going d i r e c t l y to the scientists 
themselves f o r i n f o r m a t i o n . E a r l y adopters and innovators tend to be 
on a f r i e n d l i e r basis w i t h the i r county Extension agent than l a te r adopters . 
They have more f requent contact w i t h Extension Service personnel , have 
a bet ter knowledge of Extension Service ac t iv i t i e s , and tend to have a more 
favorab le atti tude toward those ac t iv i t i e s . They expect the agent to drop 
i n f o r a f r i e n d l y chat as w e l l as a technical chat. Some ear ly adopters 
suggest that the agent might even come to see them in connection w i t h 
an exper iment that they migh t be p e r f o r m i n g together. E a r l y m a j o r i t y 
f a r m e r s , on the other hand, say the agent would come out to see them 
only i f they ac t ive ly so l ic i ted his a id . Unlike the innovators and ea r ly 
adopters, the ea r ly m a j o r i t y are not on a f i r s t - n a m e basis w i th the county 
agent. 

The M i s s o u r i research is consistent w i t h these f indings f r o m the Iowa 
State study. In Ozark communi ty , only 52 per cent of the non- inf luen t ia l s 
mentioned the county agent as an i n f o r m a t i o n source; whi le 71 per cent of 
the f a r m e r s w i th three or more mentions as in f luen t i a l s used this source. 
S i m i l a r d i f fe rences appeared i n P r a i r i e , and the same order of d i f fe rence 
held f o r such other agency sources as the un ive r s i t y , vocat ional ag r i cu l tu re 
teachers , adult evening classes, and f a r m meetings. 

At t i tudes toward the a g r i c u l t u r a l research w o r k e r are also in te res t ing . 
A c c o r d i n g to the Iowa study, about one-half the f a r m e r s perceive the 
sc ient is t aB a research w o r k e r developing new ideas, and the other one-
ha l f perceive h i m as p e r f o r m i n g services , such as so i l tes t ing. The 
f a r m e r s who see h i m developing new ideas tend to be the more r ap id 
adopters . Innovators and e a r l y adopters have a m o r e favorable att i tude 
toward the sc ient is t than do other f a r m e r s , and they believe the sc ient is t 
has a favorable attitude toward the f a r m e r . The m a j o r i t y of f a r m e r s 
view the scient is t as a v e r y dis tant f i g u r e , a distant reference person. 
Innovators are the only group of whom this i s not t rue . 

Conclusion 

Agencies are an impor tan t source of i n f o r m a t i o n f o r the innovators and 
e a r l y adopters. They are impor tan t to a lesser degree f o r other adopter 
categories . The i r most impor t an t func t ion is at the awareness stage i n the 



adoption process of the innovators . They are both a credible source 
i n f o r m a t i o n and an impor tan t re ference group f o r f a r m e r s who are 
f i r s t to adopt a new prac t ice . 
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| [^ Commercial Sources of Information 

and Influence 

C O M M E R C I A L SOURCES include dealers , salesmen, and company 
representa t ives . In other words , they are defined here as the personal 
c o m m e r c i a l sources, ra ther than mass media commerc ia l sources, 
such as adver t i s ing . 

C o m m e r c i a l Sources of I n fo rma t ion 

L i k e the other sources of i n f o r m a t i o n , commerc i a l sources are more 
i m p o r t a n t at some stages i n the adoption process than they are at o thers . 
The f indings f o r the two products studied at Iowa State are shown i n 
F i g u r e 4. 

C o m m e r c i a l sources are most impor tan t at the t r i a l stage i n adoption, 
the stage when the f a r m e r has actual ly purchased a smal l amount of the 
new product and i s t r y i n g i t out. A t th is point , he re l ies more heav i ly 
f o r i n f o r m a t i o n on commerc i a l sources, dealers, e tc . , than on any other 
source . When the same data are b roken according to adopter categories, 
a s l i gh t l y d i f f e r e n t and more reveal ing pa t te rn emerges f o r these two 
p roduc t s . 

I t i s quite l i k e l y that s i m i l a r d i f fe rences appear among other product 
types . C o m m e r c i a l sources may be more impor tant f o r some p rod 
ucts than f o r o thers . Genera l ly , i t appears that , at the t r i a l stage , 
c o m m e r c i a l sources dominate a l l the others f o r ear ly adopters, ea r ly 
m a j o r i t y , and late m a j o r i t y . For innovators , commerc i a l sources are 



32 

the single most impor tan t source at the t r i a l stage f o r an t ib io t ics , and 
t ie i n importance w i th agency sources f o r weed spray. 
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Fig. 4. IMPORTANCE OF COMMERCIAL SOURCES OF INFORMATION 
AT SUCCESSIVE STAGES IN THE ADOPTION PROCESS 

Antibiotics 

Weed SproV 

Adoption Awareness Interest Evaluation Trial 
STAGE IN THE ADOPTION PROCESS 

Another Iowa study, done on f e r t i l i z e r , suggests something of the 
c r e d i b i l i t y of c o m m e r c i a l sources of i n f o r m a t i o n (3). F a r m e r s were 
asked what they would do i f t he i r f e r t i l i z e r dealer to ld them about a new 
f e r t i l i z e r . Only nine per cent said they would t r y i t . Another nine 
per cent said they would discuss i t w i t h the i r dealer , and 55 per cent 
said they would ei ther t r y to get more i n f o r m a t i o n or would agree to 
think about i t . When asked what they would do i f the state college r ec 
ommended use of a cer ta in amount of f e r t i l i z e r per acre , 43 per cent 
said they would go along w i t h i t , and another 20 per cent said they p rob
ably would go along wi th i t . Only 13 per cent said they would think 
about i t , and six per cent said they would want more i n f o r m a t i o n . 
These resu l t s indicate that c o m m e r c i a l sources are considerably less 
credible than non -commerc i a l sources. However, c o m m e r c i a l sources 
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can be impor tan t , and there i s a good deal of evidence to suggest that 
dea lers do not p e r f o r m as e f fec t ive ly or aggress ive ly as they migh t , or 
as they are expected to by the i r cus tomers . 

Table IV 

M e . n t i o n s o f C o m m e r c i a l S o u r c e s as P e r c e n t 

o f M e n t i o n s o f A l l I n f o r m a t i o n S o u r c e s . 

2-4D Weed Spray 

Adopter Category Awareness In teres t Evaluation T r i a l 

Innovator 0% 0% 0% 40% 
E a r l y Adopter 7% 30% 35% 70% 
E a r l y M a j o r i t y 7% 25% 18% 54% 
Late M a j o r i t y 4% 13% 14% 42% 
Laggard 15% 20% - 10% 20% 

Ant ib io t i c s 

Innovator 2 5% 50% 50% 50% 
E a r l y Adopter 36% 55% 54% 72% 
E a r l y M a j o r i t y 2 9% 25% 50% 82% 
Late M a j o r i t y 23% 25% 49% 63% 
Laggard 12% 47% 53% 30% 

C o m m e r c i a l Sources of Influence 

About one- four th of the sources mentioned as most in f luen t i a l i n f i n a l 
decis ions to change f a r m pract ices were dealers, i n both P r a i r i e and 
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Ozark , i n the M i s s o u r i research. I n P r a i r i e , a single f a r m e r - d e a l e r 
rece ived 13 per cent of a l l the influence mentions and a ' s i m i l a r f a r m e r -
dealer i n Ozark rece ived 15 per cent. The fac t that these two f a r m e r -
dealers were involved as decisive fo rces i n more decisions than any 
other single person, source or med ium, w i t h the possible exception of 
the county agent i n P r a i r i e , tends to emphasize the potent ia l of dealers 
as impor t an t f ac to r s i n such decisions. 

Many companies use scientis ts i n the i r adver t i s ing to lend c r e d i b i l i t y 
to t h e i r c l a ims . F a r m e r s i n the Iowa study were asked which would 
be m o r e r e l i ab le , commerc i a l or n o n - c o m m e r c i a l sc ient is ts . E a r l y 
adopters tend to place greater c r e d i b i l i t y on college or government 
sc ient is ts ; l a t e r adopters are l i k e l y to respond that i t would make 
no d i f f e rence . However , none of the f a r m e r s said the commerc i a l 
sc ient is ts are more r e l i ab le . C o m m e r c i a l scientis ts are assumed 
to have u l t e r i o r mot ives . The amount of influence wh ich c o m m e r c i a l 
sc ient is ts have i s open to some question, and the usefulness of present ing 
sc i en t i f i c personnel i n adver t i s ing i s l i kewi se open to question. 

Conclusion 

C o m m e r c i a l sources of i n f o r m a t i o n and influence are most impor t an t 
at the f i n a l stages i n the adoption process , and they are p a r t i c u l a r l y 
impor t an t f o r the middle adopter categories . When f a r m e r s are about 
to t r y a product , the dealer becomes the most impor t an t source' of i n f o r m a 
t ion f o r some types of change. However, the dealer has probably not 
played as impor t an t a func t ion as he could i n making the f a r m e r aware of 
a new product , or p rov id ing h i m w i t h i n f o r m a t i o n , or inf luencing his 
dec is ion . The f a r m e r must , or does, r e l y on other sources to f i n d out 
about new products-and to help h i m evaluate the product ' s potential f o r 
h i m . In a sense the f a r m e r persuades h imse l f . 



Mass Media Sources of Information 

and Influence 

T H E MASS M E D I A include rad io , t e lev i s ion , newspapers and magazines, 
f a r m journa l s , and specialized publ icat ions . College bul le t ins or other 
m a t e r i a l issued by agency sources are not included here. 

Sources of I n f o r m a t i o n 

Mass media are most impor t an t at the awareness stage i n the adoption 
process (2). F r o m a peak at this stage, the importance of the source 
decl ines s teadily f o r both products studied (Figure 5). 

Again there are m a j o r d i f fe rences among the adopter categories 
- (Tab leV) . The mass media are f a r more impor tan t i n the awareness 
stage f o r the midd le categories than they are f o r either innovators or 
l aggards . The innovators r e l y on the mass media more at the in te res t 
stage. They hear about the new products somewhere else f i r s t , but then 
use the mass media to secure addi t ional i n f o r m a t i o n . 

Accord ing to the research done both at Iowa State and at M i s s o u r i , 
innovators and in f luen t ia l s take m o r e f a r m magazines and special ized 
publ ica t ions , and are exposed to m o r e other sources of mass media 
• informat ion , than are any other group. Adopter categories can be 
ranked according to the number of publicat ions they receive, and the 
r ank ing is the same as the ranking by t ime of adoption. Innovators 
r ece ive the most ; laggards receive the least. F a r m publications stand 
out as an i m p o r t a n t source of i n f o r m a t i o n about new f a r m i n g p rac t i ces , 
as might be expected. 
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Fig. 5. IMPORTANCE OF MASS MEDIA SOURCES OF INFORMATION 
AT SUCCESSIVE STAGES IN THE ADOPTION PROCESS 
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Mass Media Sources of Influence 

In the M i s s o u r i research , radio turned up as an impor tan t source 
of inf luence at both ea r ly and late stages i n the adoption process . I ts 
impor tance i n "c l inch ing dec is ions , " as shown i n this research , i s 
con t r a ry to mos t f indings of other research . Th i s impor tance i n these 
two communi t ies is probably due to the facts that radio is an i n f o r m a t i o n 
source that i s w e l l ins t i tu t iona l ized i n both communi t ies and that the per 
sons who do the broadcast ing are t rus ted f o r the i r judgment and i n t e g r i t y . 

F a r m e r s did not ment ion t e l ev i s ion as i n f l uen t i a l i n the i r decis ion to 
t r y new products . However, i n a second study undertaken to explore 
this f u r t h e r , 45 per cent of the f a r m e r s owning sets i n P r a i r i e and 23- per 
cent of those i n Ozark were activated i n some way be te lev i s ion . They 
had e i ther purchased something, t r i e d an idea, gone to the county agent, 
or ta lked w i t h other f a r m e r s about i t . A compar ison of the t e l ev i s ion -
act ivated and non-act ivated f a r m e r s presents some in te res t ing d i f f e rences . 
Ac t iva ted f a r m e r s had more schooling and higher f a r m prac t i ce adoption 
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Table V 

M e n t i o n s o f M a B S M e d i a S o u r c e s as P e r c e n t 

o f M e n t i o n s o f A l l I n f o r m a t i o n So u.r c e s . 

2-4D Weed Spray 

Adopter Category Awareness In teres t Evaluation T r i a l 

Innovator 20% 40% 20% 0% 
E a r l y Adopter 45% 35% 30%., 0% 
E a r l y M a j o r i t y 64% 32% 14% 0% 
Late M a j o r i t y 53% 23% 11% 4% 
Laggard 35% 10% 10% 0% 

Ant ib io t i c s 

Innovator 25% 2 5% 25% 25% 
E a r l y Adopter 46% 2 7% 18% 9% 
E a r l y M a j o r i t y 36% 36% 14% 0% 
Late M a j o r i t y 61% 45% 21% 2% 
Laggard 47% 12% 0% 0% 

scores , and they had decidedly higher gross incomes. Such people are 
m o r e of ten mentioned as innovators and decision-infLuencers than are 
f a r m e r s who are not act ivated. On the basis of th is , i t may be assumed 
that t e lev is ion does p e r f o r m an impor tan t communicat ion ro le f o r the 
people who are mos t l i k e l y to adopt f i r s t . How i t compares w i t h other 
sources , such as f a r m magazines, i s not known. Research done else
where suggests that te levis ion is usua l ly a more effect ive source of i n 
f luence than can be assumed on the basis of this study (18, 25, 27). 

In another M i s s o u r i study where t e lev i s ion was better ins t i tu t ional ized 
as a source of f a r m i n f o r m a t i o n , 92 per cent of the household heads and 
88 per cent of the wives l i v i n g i n the open country recal led at least one of 
the p r o g r a m subjects telecast dur ing s ix months of a f a r m and home show (20). 
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F u r t h e r m o r e , a sizeable number d id something about what they saw . 
T h e i r responses appear i n Table V I . 

Table V I 

A c t i o n s B a s e d o n V i e w i n g T e l e v i s i o n S h o w . 

A c t i o n Household Head Wife 

Talked to others 26% 17% 
Wrote f o r a bu l l e t in 8% 11% 
Went to county extension agent 10% 6% 
Did at least one of above 36% 37% 

A n NBC befo re -and-a f t e r t e lev is ion study showed that t e lev is ion ad
v e r t i s i n g sharpened awareness of brand names, r i ve t ed b rand names to 
the product , drove home the product t r ademark , sold the product slogan, 
enhanced the brand reputat ion, sh i f ted brand preferences , and mos t of 
a l l , increased by substantial marg ins the sales of products adver t ised on 
t e lev i s ion . 

Conclusion 

The mass media are impor tan t sources of i n f o r m a t i o n at the aware
ness stage of the adoption process, p a r t i c u l a r l y f o r the midd le adopter 
categories . Innovators f i n d out about new products elsewhere and 
use mass media as a source of addit ional i n f o r m a t i o n . The innovators , 
e a r l y adopters, and e a r l y m a j o r i t y are the ones who are mos t exposed 
to the mass media . They take the mos t publ icat ions and are 
act ivated by what they l e a r n . F a r m magazines appear to be the mos t 
i m p o r t a n t source of i n f o r m a t i o n on new f a r m products and prac t ices . 
D a i l y newspapers are also impor tan t . The impor tance of both radio 
and te lev i s ion as sources of i n f o r m a t i o n probably depends upon the extent 
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to . w h i c h they are ins t i tu t ional ized i n the communi ty . People who are 
mo t iva t ed by te levis ion seem to be more in f luen t i a l than those who 
a r e not. What these people l e a r n they probably pass on to others 
i n the communi ty who are less l i k e l y to be activated by te lev is ion . 



^ Summary 

T H E ma te r i a l which has been presented i n this r epor t is tentat ive, but 
hope fu l ly i t w i l l th row l igh t on some of the complexi t ies of the adoption 
process . I t should also be pointed out that this research has been done 
on products which were successful , products which have become wide ly 
adopted. A diagnosis of f a i l u r e s would be a useful way to supplement 
r e s e a r c h such as th is , and i t migh t w e l l reveal a good deal more about 
t h i s process. 

I t is clear that the adoption of new products and pract ices is not a 
s ingle decis ion, that people go. through several decisions, and that 
d i f f e r e n t sources of i n f o r m a t i o n and influence are impor tan t at each 
stage f o r d i f f e r e n t kinds of people. Rapidi ty of adoption depends i n 
p a r t on the complexi ty of change, and on the r i s k , cost, and v i s i b i l i t y 
of possible r e tu rns . 

Innovators , the f i r s t people to adopt new products , have more r i s k 
cap i t a l and l a r g e r f a r m s than other f a r m e r s . Agency sources are t he i r 
m o s t impor tan t source of i n f o r m a t i o n , w i t h mass media and c o m m e r c i a l 
persona l sources f o l l o w i n g second. They are oriented outside the i r 
immed ia t e communi ty , f requen t ly having f r i ends at a considerable distance. 
T h e i r reference groups and persons probably include other innovators and 
a g r i c u l t u r a l sc ient is ts . Innovators do not always influence f a r m i n g 
p rac t i ces d i r e c t l y in the i r communi t ies , but they give new products and 
p rac t i ces v i s i b i l i t y . 

E a r l y adopters, the second group to adopt the new product, have 
s m a l l e r operations arid less r i s k capital than innovators . They can 
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a f f o r d to take fewer r i s k s . Apparen t ly these people hold a d ispropor t ionate 
number of the leadership posi t ions i n the f o r m a l organizat ions of the 
communi ty , a f ac t which makes the i r experience available and impres s ive 
to other f a r m e r s . E a r l y adopters watch the innovators and, when the 
success o f ' a product is reasonably assured, they t r y i t . They r e l y on 
c o m m e r c i a l , mass media , and agency sources of i n f o r m a t i o n more than 
other sources. A t the awareness stage they r e l y somewhat on i n f o r m a l 
sources such as neighbors and f r i e n d s , but this i s r e l a t i v e l y less i m p o r 
tant than thei r re l iance on other sources. E a r l y adopters take m o r e 
magazines and f a r m journa ls than people who adopt l a t e r , but they do not 
take as many as the innovators . 

Inf luent ia l s or i n f o r m a l leaders are inc l ined to be e a r l y adopters i n 
communi t ies where status is accorded f o r a ler tness to new developments 
and e a r l y use of those things which w o r k . In more conservative 
communi t ies they adopt l a t e r . But i n any case, they are known f o r 
the i r sound judgment and good advice. 

The e a r l y m a j o r i t y are defined as the 34 per cent who adopt a new 
product jus t before the average f a r m e r does. These people belong to 
f o r m a l organizat ions where they have access to the experience of the 
e a r l y adopters. They take fewer magazines and journa l s than the e a r l y 
adopters but more than the late adopters. They r e l y on i n f o r m a l sources 
of i n f o r m a t i o n more than the e a r l y adopters do. When these people be
gin to adopt, a great many other people can be expected to f o l l o w the i r 
exampl e. 

The late m a j o r i t y are defined as the 34 per cent who adopt a new p r o 
duct a f te r 50 per cent a l ready have. These people do not belong to as 
many f o r m a l organizat ions and have fewer l ines of communicat ion outside 
of t he i r immedia te "neighborhoods. They use the i r neighbors as a com
para t ive re ference group; they tend to fee l compet i t ive w i t h the i r ne igh
bors ; and they are concerned w i t h what other people think of them. They 
take fewer magazines and r e l y heavi ly on i n f o r m a l sources of i n f o r m a t i o n 
and inf luence . The e a r l y m a j o r i t y and e a r l y adopters probably make up 
the bu lk of these i n f o r m a l sources. 

The laggards are the l a s t to adopt. These people tend to be o lder , 
and they have less education than ea r l i e r adopters . They take fewer 



43 

magazines . The f a m i l y i s an impor t an t reference group f o r these people, 
and they seem to be v e r y closely or ien ted to the i r immediate neighborhood. 
T h e i r dependence on i n f o r m a l sources of i n fo rma t ion i s greater than that 
of any other category. 

These are the highlights of the r e sea rch . Much more research needs 
to be done to c o n f i r m these tentative f i nd ings . Fu r the rmore , research 
should be extended to other kinds of products and other types of en terpr i se . 
However , these f indings may be of help i n pointing direct ions f o r new 
r e s e a r c h and may suggest some f a c t o r s which w i l l be usefu l f o r m a r 
k e t i n g , whether i t i s new products , new methods, or new ideas that are 
be ing marke ted . 
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About the Foundation 

T H E FOUNDATION FOR RESEARCH ON H U M A N BEHAVIOR exists 
f o r two reasons: 

1. I t enables companies in te res ted i n basic research 
on organizat ional effect iveness , economic behavior 
and public communicat ion to pool research funds f o r 
more effect ive act ion. 

2. I t br ings together businessmen and social scientis ts 
to plan needed research, discuss research appl ica
tions to p rac t i ca l business p rob lems . 

The Foundation makes grants f o r s c i e n t i f i c a l l y wor thy and potent ia l ly 
p r a c t i c a l research at ins t i tu t ions across the nat ion. Grants are made 
i n consultation w i t h a Research A d v i s o r y Committee drawn l a r g e l y 
f r o m contr ibut ing companies. 

The Foundation runs a ser ies of sma l l seminars attended by con
t r i b u t o r s and the scientis ts doing the research . I t is at these meetings 
tha t r esea rch i s planned, repor ted and discussed. Reports of these 
meet ings are c i rcu la ted to cont r ibut ing companies and, in t i m e , are made 
avai lab le to the general publ ic . 

The Foundation i s a n o t - f o r - p r o f i t organizat ion with, headquarters i n 
A n n A r b o r , Michigan . 
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• Foundation Publications 

Leadersh ip , management and organizat ion 

Leadersh ip Patterns and Organizat ional Effect iveness , 1954, $2.00 

The T r a i n i n g of Leaders f o r Ef fec t ive Human Relations, 1955, $1.00* 

Planning and T r a i n i n g f o r Ef fec t ive Leadership , 1956, $2. 00 

Human Factors in Research A d m i n i s t r a t i o n , 1956, $2.00 

Assess ing Manager ia l Potent ia l , 1958, $3. 00 

P e r f o r m a n c e Appra i sa l and Review, 1958, $2.00 

C r e a t i v i t y and Confo rmi ty : A Prob lem f o r Organizations, 1958, $3.00 

Communica t ion in Organizations: Some New Research Findings, 1958, $3. 00 

* O f f p r i n t s f r o m Some Appl icat ions of Behavioura l Research, 
Rensis L i k e r t and Samuel P. Hayes, J r . (Eds . ) , UNESCO, P a r i s , 1957. 
Rep r in t s are available f r o m the Foundation. 
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Repor t of meeting on "Managing M a j o r Change i n Organizations" 
i n p repara t ion , 1959. 

Economic behavior and public communicat ion 

P ro j ec t i ve Techniques i n Consumer Mot iva t ion Research, 1955, 25£ 

Group Influence i n Marke t ing and Publ ic Relat ions, 1956, $2. 00 

Trends i n Consumer Behavior: The Next Ten Years , 1958, $3.00 

Psychological Surveys in Business Forecas t ing , 1958, $ 1 . 00* 

Convenience Goods Purchasing: Needed Research, 1958, $2.00 

Prospects f o r 1959: Some Business and Consumer Ind ica tors , 1959, $3. 00 

Foundation 

A cumulat ive r epo r t on the p r o g r a m and ac t iv i t i e s of the Foundation f o r 
Research on Human Behavior , i n prepara t ion , 1959. 

About the Foundation f o r Research on Human Behavior 

Grants f o r Behaviora l Research (a guide f o r researchers) 



The Foundation for Research on Human Behavior 

U 




