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Abstract styl Abstract
Diffusion models have been developed for services for which there are no historical data. The diffusion models allow us to introduce the effect, which we suppose are likely to come into play. These are used as a basis for producing forecasting for services such as videophone, videoconferencing . . . It parameterizes the factors which our literature search identified as most important in the diffusion process, and allows a modeler to examine the behavior of a market by altering these parameters. styl text abstractu 
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1 introduction styl nadpis 1
Styl Odstavec In principle, we have to determine the overall market size, based on characteristics of the population and the service. We then assume a launch date and model the diffusion of the service to determine the shape of logistic curve by which saturation level is reached. The diffusion model begins by identifying the total potential market for a service - those users that could potentially be interested in the service, if conditions (prices, network size, etc.) were suitable. From there, we implement a two-stage model showing how members of the potential market becoming aware of the new product, and then how those who are aware decide whether or not to subscribe. The decision to become a subscriber is a result of comparing the benefits and costs of the service.

1.1 Input parameters styl Nadpis 2

-  Model start year


-  Potential market

The potential market is a single number, representing the maximum number of subscribers that are ever going to be interested in the product.  

1.1.1 Output parameters styl Nadpis 3
Imitation effect will be a function of Pen(1-Pen) as the interactions between subscribers and non-subscribers, and hence will be maximum when pen = 50%.  

The inputs for both these effects take the form of benefit multiplier. For the size effect, we specify how much benefit will have grown once everybody has joined (maximum effect at 100% penetration). For imitation, we specify a maximum effect in terms of a multiplier again, but this effect is maximum at 50% penetration. This way of modeling allows us to vary the assumptions. We have to ensure that one effect does not swamp the other.
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 Figure 1   References between size … styl Obrazok
2 COST ANALYSING OF NEW SERVICES styl Nadpis 1
The cost of an implemented service in the diffusion model depends on the following input variables:


-  Initial Cost (PN)


-  Exogenous Cost Fall - excluding scale effects (Exog)


-  Cost Elasticity - which determines scale effects (Elas)


-  Minimum Price (Min_cost)

The idea is that costs may fall for two reasons: either an exogenous decision by the service provider or through economies of scale as the number of subscribers increases. Obviously such scale effects will not be evident until a threshold of a certain number of subscribers has been crossed. The exogenous cost fall variable allows us to model the requisite drops in price that would bring forth demand to get the market moving. So typically, we would want to set large exogenous price falls in the early years, and then let the scale effects take over in later years.
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Hárok1

						Závslosť  úžitku  od  penetrácie

		Penetrácia		Size effect		Imit efekt		Imitation effect		Multiplier		Imit.efekt		Efekt.veľk		IEpri penetrácií H4		1.010476

				trhu		pen(1-pen)		podľa pen(50)		úžitku		pen (50)		trhu (Max)

		0		1.0000		1.0000		1.0000		1.0000		1.09		1.05		3

		5		1.0025		1.0475		1.0171		1.0196						Multip.úžit		1.011976

		10		1.0050		1.0900		1.0324		1.0374

		15		1.0075		1.1275		1.0459		1.0534

		20		1.0100		1.1600		1.0576		1.0676

		25		1.0125		1.1875		1.0675		1.0800

		30		1.0150		1.2100		1.0756		1.0906

		35		1.0175		1.2275		1.0819		1.0994

		40		1.0200		1.2400		1.0864		1.1064

		45		1.0225		1.2475		1.0891		1.1116

		50		1.0250		1.2500		1.0900		1.1150

		55		1.0275		1.2475		1.0891		1.1166

		60		1.0300		1.2400		1.0864		1.1164

		65		1.0325		1.2275		1.0819		1.1144

		70		1.0350		1.2100		1.0756		1.1106

		75		1.0375		1.1875		1.0675		1.1050

		80		1.0400		1.1600		1.0576		1.0976

		85		1.0425		1.1275		1.0459		1.0884

		90		1.0450		1.0900		1.0324		1.0774

		95		1.0475		1.0475		1.0171		1.0646

		100		1.0500		1.0000		1.0000		1.0500
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