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A Really New Product ConceptA Really New Product Concept
TheThe “SmartBox”“SmartBox” –– a really new a really new 
product (or radical innovation) product (or radical innovation) 
relative to how consumers relative to how consumers 
currently accept delivery of currently accept delivery of 
goods at homegoods at home ((BorrusBorrus 2000; Porter 2000; Porter 
2004; Tam 2002)2004; Tam 2002)
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““Average”Average” consumers may lead firms astrayconsumers may lead firms astray

The problem is not unique to David Porter and his The problem is not unique to David Porter and his 
SmartBox. SmartBox. 

In general, mainstream consumers find it hard to In general, mainstream consumers find it hard to 
estimate the usefulness of a radical innovation estimate the usefulness of a radical innovation 
relative to incremental innovations relative to incremental innovations (Hoeffler 2003).(Hoeffler 2003).

Firms focus on these typical consumers and then Firms focus on these typical consumers and then 
abandon innovations when those consumers abandon innovations when those consumers 
exhibit preference uncertainty for the innovation exhibit preference uncertainty for the innovation 
(Christensen 1997)(Christensen 1997)..

AT&T and the cell phone! AT&T and the cell phone! (Economist 1999)(Economist 1999)
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Average consumers may not be Average consumers may not be “right”“right”
for development of radical innovationsfor development of radical innovations

Researchers have long noted that the average, Researchers have long noted that the average, 
mainstream consumer is not that useful in developing mainstream consumer is not that useful in developing 
really new products really new products (Griffin 1996; Hoeffler 2003)(Griffin 1996; Hoeffler 2003).  .  

Much research has emphasized improving current new Much research has emphasized improving current new 
product concept techniques, e.g., mental analogies product concept techniques, e.g., mental analogies (Dahl (Dahl 
and Moreau 2002; Hoeffler 2003)and Moreau 2002; Hoeffler 2003),, visual depiction and animation visual depiction and animation 
((DahanDahan and and SrinivasanSrinivasan 2000)2000),, Web based testing Web based testing ((DahanDahan and Hauser and Hauser 
2002)2002),, and conjoint analysis and conjoint analysis (Green, Krieger, and (Green, Krieger, and VavraVavra 1997)1997),,

But very little research has focused on But very little research has focused on whichwhich consumers consumers 
to use in the new product development process, to use in the new product development process, 
particularly in the consumer goods industry.  particularly in the consumer goods industry.  
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Lead User Approach in B2B SettingsLead User Approach in B2B Settings

Lead user approach for idea generation:Lead user approach for idea generation:
Use expert customers with an early Use expert customers with an early 
awareness of their needs in the idea awareness of their needs in the idea 
generation stage of new product generation stage of new product 
development, has been applied in a businessdevelopment, has been applied in a business--
toto--business setting business setting (von (von HippelHippel 1986)1986);;

Using particular, as opposed to mainstream, Using particular, as opposed to mainstream, 
consumer groups, for developing and testing consumer groups, for developing and testing 
radical new products in consumer settings radical new products in consumer settings 
has not received nearly as much attention.  has not received nearly as much attention.  
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Trends Suggest Room for ImprovementTrends Suggest Room for Improvement

Problem is pressing in consumer packaged goods Problem is pressing in consumer packaged goods ––
the least radical among six industries studied the least radical among six industries studied 
((GovindarajanGovindarajan and Kopalle 2003)and Kopalle 2003)::

average consumers probably more suited for average consumers probably more suited for 
incremental innovations.incremental innovations.

Given the high new product failure rate Given the high new product failure rate (Goldenberg, (Goldenberg, 

Lehmann and Lehmann and MazurskyMazursky 2001)2001) –– because most are because most are 
incremental? incremental? –– it’s worth asking:it’s worth asking:

Are some consumers better than others when it Are some consumers better than others when it 
comes to developing concepts and improving their comes to developing concepts and improving their 
chances for marketplace success? chances for marketplace success? 
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Who are the Who are the “right”“right” consumers to help consumers to help 
develop radical concepts?develop radical concepts?

““Emergent Consumers:”Emergent Consumers:”
Consumers who exhibit the ability to process information in a Consumers who exhibit the ability to process information in a 
dominantly experiential way and that the interactions among suchdominantly experiential way and that the interactions among such
individuals will, in a new product development context, produce individuals will, in a new product development context, produce a a 
radical innovation that mainstream consumers will find more apperadical innovation that mainstream consumers will find more appealing aling 
and be more likely to adopt relative to one that is developed byand be more likely to adopt relative to one that is developed by
mainstream or innovative consumers. mainstream or innovative consumers. 

Identifying and using such consumers in the concept Identifying and using such consumers in the concept 
development stage of developing radical innovations in development stage of developing radical innovations in 
the consumer goods and services industries can:the consumer goods and services industries can:

aid in the successful development of radical new product conceptaid in the successful development of radical new product concepts,s,
improve the chances of success in the marketplace for such improve the chances of success in the marketplace for such 
innovations,innovations,
help predict their ultimate acceptance by the mainstream customehelp predict their ultimate acceptance by the mainstream customers.rs.
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Goals and Research QuestionsGoals and Research Questions
How can we identify emergent consumers?  How can we identify emergent consumers?  

This answers This answers whowho firms should talk to firstfirms should talk to first when when 
testing new consumer products that represent really testing new consumer products that represent really 
new ideas. new ideas. 

How can emergent consumers be used at the concept How can emergent consumers be used at the concept 
testing stage to improve the subsequent new product testing stage to improve the subsequent new product 
development process with a firm’s mainstream development process with a firm’s mainstream 
consumers?  consumers?  

This answers This answers howhow firms can extract and incorporate firms can extract and incorporate 
key feedback from emergent consumerskey feedback from emergent consumers..

Complements current concept testing methods Complements current concept testing methods 
mentioned earlier. mentioned earlier. 

May act as an May act as an “early warning system”“early warning system” since some radical since some radical 
innovations may be disruptiveinnovations may be disruptive



Sloan 2004 Annual Conference 

Goals…Goals…
Answers to our research questions are Answers to our research questions are 
important because firms find it hard to develop important because firms find it hard to develop 
radical innovations, particularly those that may radical innovations, particularly those that may 
actually disrupt the products being used by actually disrupt the products being used by 
typical customers typical customers ((AhujaAhuja and and LampertLampert 2001; 2001; ChandyChandy and and 
Tellis 2000)Tellis 2000).  .  

And while it’s clear that firms should adopt a And while it’s clear that firms should adopt a 
positive orientation toward emergent customer positive orientation toward emergent customer 
segments in order to develop innovations segments in order to develop innovations 
(Christensen 1997; (Christensen 1997; GovindarajanGovindarajan and Kopalle 2003)and Kopalle 2003),, it is not it is not 
clear how firms can identify such customers. clear how firms can identify such customers. 
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Numerous Approaches Influence Concept Numerous Approaches Influence Concept 
Development and TestingDevelopment and Testing

ProductProduct--based templates that help specify the final based templates that help specify the final 
pattern of an innovation and steer the pattern formation pattern of an innovation and steer the pattern formation 
process process (Goldenberg, (Goldenberg, MazurskyMazursky, and Solomon 1999), and Solomon 1999)..

Disaggregate needDisaggregate need--propagation models propagation models (e.g. Goldenberg and (e.g. Goldenberg and 
EfroniEfroni 2001)2001) based on innovation diffusion categories based on innovation diffusion categories (Rogers (Rogers 
2003)2003)..

TraitTrait--based constructs to evaluate the potential success based constructs to evaluate the potential success 
of an innovation, e.g. innovativeness defined as a of an innovation, e.g. innovativeness defined as a 
predisposition of consumers to predisposition of consumers to buybuy new and different new and different 
products products ((MidgleyMidgley and Dowling 1978)and Dowling 1978),, within a population.  within a population.  

Engineering approaches, e.g. lead users Engineering approaches, e.g. lead users (von (von HippelHippel, , ThomkeThomke, , 
and and SonnackSonnack 1999; 1999; ThomkeThomke and von and von HippelHippel 2002; von 2002; von HippelHippel and Katz 2002)and Katz 2002)..
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Consumer InnovativenessConsumer Innovativeness

Important to distinguish between the operational Important to distinguish between the operational 
definition of innovation adopter categories definition of innovation adopter categories (Rogers (Rogers 
2003) 2003) -- obtained exobtained ex--post product introduction post product introduction -- and the and the 
underlying disposition of consumer willingness to underlying disposition of consumer willingness to 
buy new and different products buy new and different products ((MidgleyMidgley and Dowling 1978 and Dowling 1978 
and Steenkamp, and Steenkamp, terter HofstedeHofstede, and , and WedelWedel 1999)1999)..

Since consumer innovativeness correlates positively Since consumer innovativeness correlates positively 
with personality traits such as extraversion, risk with personality traits such as extraversion, risk 
taking, and tolerance for ambiguity taking, and tolerance for ambiguity (Steenkamp et al. (Steenkamp et al. 
1999)1999), , it makes sense to consider using consumers it makes sense to consider using consumers 
high on innovativeness in developing and evaluating high on innovativeness in developing and evaluating 
new product concepts. new product concepts. 
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Lead UsersLead Users
EngineeringEngineering--oriented approach suitable for industrial oriented approach suitable for industrial 
settings where the lead users are experts among the settings where the lead users are experts among the 
customer group of interest and able to articulate both customer group of interest and able to articulate both 
needs and ideas for solutions needs and ideas for solutions (Lilien, et.al. 2002)(Lilien, et.al. 2002)..

Lead user definition Lead user definition (Lilien, et.al. 2002; Morrison, Roberts, and von (Lilien, et.al. 2002; Morrison, Roberts, and von 
HippelHippel 2000)2000)::

conscious awareness of their needs, conscious awareness of their needs, 
are motivated to innovate to satisfy those needs, andare motivated to innovate to satisfy those needs, and
experience those needs earlier than most in the market.experience those needs earlier than most in the market.

The lack of studies of lead users in consumer settings The lack of studies of lead users in consumer settings 
suggests:suggests:

hard to identify lead users in a consumer market,hard to identify lead users in a consumer market,
lead user status may not be traitlead user status may not be trait--based. based. 
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Some TheorySome Theory

Thinking StylesThinking Styles
SelfSelf--Organizing Systems & Emergent Organizing Systems & Emergent 
BehaviorBehavior
Emergent ConsumersEmergent Consumers
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Thinking StylesThinking Styles

Dual processing theory Dual processing theory ((ChaikenChaiken 1980; Epstein 1994; 1980; Epstein 1994; 
SlomanSloman 1996)1996) can be used to understand consumer can be used to understand consumer 
thinking styles.thinking styles.

People use two distinct, but interacting modes of People use two distinct, but interacting modes of 
thinking and evaluation: thinking and evaluation: experiential experiential vsvs rational.rational.

There are also individual differences in thinking There are also individual differences in thinking 
styles, with consumers having a relative styles, with consumers having a relative 
tendency to engage in rational versus tendency to engage in rational versus 
experiential thinking experiential thinking (Epstein, (Epstein, PanciniPancini, , DenesDenes--RajRaj, and , and HeierHeier
1996; 1996; PanciniPancini and Epstein 1999; Norris and Epstein 2003a, 2003b)and Epstein 1999; Norris and Epstein 2003a, 2003b).  .  
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Two Thinking StylesTwo Thinking Styles
Rational ThinkingRational Thinking

Experiential ThinkingExperiential Thinking

Rational ThinkingRational Thinking
High effortHigh effort
Slower processingSlower processing
LogicalLogical
ControlledControlled
AnalyticAnalytic
Abstract symbols, words, numbersAbstract symbols, words, numbers
Reason orientedReason oriented

Experiential ThinkingExperiential Thinking
Low effortLow effort
More rapid processingMore rapid processing
AssociativeAssociative
AutomaticAutomatic
HolisticHolistic
Concrete images, metaphors, narrativesConcrete images, metaphors, narratives
AffectiveAffective

Adapted from Epstein (2002, Adapted from Epstein (2002, ACRACR)) (Epstein 1994; (Epstein 1994; PaciniPacini & Epstein 1999; & Epstein 1999; SlomanSloman
1996; Smith and 1996; Smith and DeCosterDeCoster 2000).2000).
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Thinking Styles and CreativityThinking Styles and Creativity
New research New research (Norris and Epstein 2003b)(Norris and Epstein 2003b) shows that shows that 
experiential thinking style correlates with a experiential thinking style correlates with a 
number of measures of creativity, while number of measures of creativity, while 
rational thinking style does not. rational thinking style does not. 

This suggests that experiential consumers This suggests that experiential consumers 
are are more creative, have more imagination, more creative, have more imagination, 
and are more holistic processors relative to and are more holistic processors relative to 
average consumersaverage consumers..
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SelfSelf--Organizing SystemsOrganizing Systems
SelfSelf--organizationorganization, say among experiential consumers, is , say among experiential consumers, is 
a process by which patterns at an aggregate level emerge a process by which patterns at an aggregate level emerge 
based on numerous interactions among the individuals:based on numerous interactions among the individuals:

rules specifying the interactions are executed using rules specifying the interactions are executed using 
only local information, i.e., information from the only local information, i.e., information from the 
interactions interactions ((CamazineCamazine, , DeneubourgDeneubourg, Franks, , Franks, SneydSneyd, , TheraulazTheraulaz, , 
and and BonabeauBonabeau 2001)2001)..

Experiencing the process and outcome of interactions Experiencing the process and outcome of interactions 
with others in the group guides further actions with others in the group guides further actions ((CamazineCamazine, , 
et.al. 2001)et.al. 2001)..

SelfSelf--organizing theory suggests that the members rely on organizing theory suggests that the members rely on 
local information because of the difficulty of obtaining local information because of the difficulty of obtaining 
complete global information in a reasonable amount of complete global information in a reasonable amount of 
time time ((CamazineCamazine, et. al. 2001; Johnson 2001), et. al. 2001; Johnson 2001)..
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Emergent BehaviorEmergent Behavior
EmergenceEmergence is the process by which a system of is the process by which a system of 
such interacting individuals acquires such interacting individuals acquires 
qualitatively new properties that cannot be qualitatively new properties that cannot be 
understood as the simple addition of their understood as the simple addition of their 
individual contributions individual contributions ((CamazineCamazine, et. al. 2001; Johnson , et. al. 2001; Johnson 
2001; Kelly 1994)2001; Kelly 1994).  .  

The sum is more than the partsThe sum is more than the parts. . 
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Emergent ConsumersEmergent Consumers

CamazineCamazine et al. (2001) et al. (2001) –– and many others and many others -- establish the establish the 
scientific nature of the emergent property among individuals, scientific nature of the emergent property among individuals, 
where under a where under a particular set of conditionsparticular set of conditions a a global patternglobal pattern
emergesemerges over time.  over time.  

In the context of the new product development process, we In the context of the new product development process, we 
propose that:propose that:

the resultant “global pattern”the resultant “global pattern” is a radical innovation is a radical innovation 
that mainstream (or average) consumers will be likely that mainstream (or average) consumers will be likely 
to adoptto adopt..

The “particular set of conditions” under which the The “particular set of conditions” under which the 
radical innovation develops is brought about through radical innovation develops is brought about through 
the various the various interactions among emergent consumersinteractions among emergent consumers..
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Emergent Consumers…DefinitionsEmergent Consumers…Definitions
We argue that emergent consumers develop an intuitive, We argue that emergent consumers develop an intuitive, 
almost “instinctive” understanding of a radical innovation almost “instinctive” understanding of a radical innovation 
through a sequence of small scale, affective, and through a sequence of small scale, affective, and 
associative interactions:associative interactions:

They are able to do this because they They are able to do this because they possess a high possess a high 
degree of experiential processing abilitydegree of experiential processing ability.  .  

Emergent consumers need not be the most innovative, nor Emergent consumers need not be the most innovative, nor 
possess the most expertisepossess the most expertise::

However, they are the consumers best able to develop a However, they are the consumers best able to develop a 
“global pattern” of the radical innovation via “global pattern” of the radical innovation via 
experiential, holistic processing and interaction with experiential, holistic processing and interaction with 
other such consumers. other such consumers. 

The interactions among emergent consumers are based on The interactions among emergent consumers are based on 
simple rules of thumb requiring only limited access to simple rules of thumb requiring only limited access to 
global information, e.g. . the extent to which a radical global information, e.g. . the extent to which a radical 
innovation may eventually diffuse through the mainstream innovation may eventually diffuse through the mainstream 
consumersconsumers. . 
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Emergent Consumers…TheoryEmergent Consumers…Theory
Interactions consist of objective information regarding the Interactions consist of objective information regarding the 
innovation and also affective responses:innovation and also affective responses:

impressions of how it could be used, feelings about the impressions of how it could be used, feelings about the 
innovation, or associative connections the innovation innovation, or associative connections the innovation 
invokes in consumers’ minds.  invokes in consumers’ minds.  

Emergent consumers build the innovation based on their Emergent consumers build the innovation based on their 
interplay.interplay.

The required condition for pattern emergence (i.e. an The required condition for pattern emergence (i.e. an 
innovation desired by the mainstream) is interaction among innovation desired by the mainstream) is interaction among 
consumers who possess the ability to process information consumers who possess the ability to process information 
experientially, experientially, not typical, mainstream consumers.not typical, mainstream consumers.

The pattern of the radical innovation developed by emergent The pattern of the radical innovation developed by emergent 
consumers emerges or evolves in such a way that the consumers emerges or evolves in such a way that the 
innovation has a higher likelihood of success with the innovation has a higher likelihood of success with the 
mainstream consumers.  mainstream consumers.  
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Experiential Thinking StyleExperiential Thinking Style

The interplay among emergent consumers in a new product The interplay among emergent consumers in a new product 
development context will produce a radical innovation that will development context will produce a radical innovation that will be be 
more attractive to mainstream customers relative to one that is more attractive to mainstream customers relative to one that is 
produced either by:produced either by:

average, mainstream consumers oraverage, mainstream consumers or
consumers who are high on innovativeness. consumers who are high on innovativeness. 

The emergent consumers’ selfThe emergent consumers’ self--guided, experiential nature is ideal for guided, experiential nature is ideal for 
developing radical innovations (as opposed to incremental developing radical innovations (as opposed to incremental 
innovations), which might, over time, even replace the products innovations), which might, over time, even replace the products that that 
mainstream customers currently use.  mainstream customers currently use.  

Pursuing innovations in conjunction with emergent consumers coulPursuing innovations in conjunction with emergent consumers could d 
help firms help firms solve the puzzlesolve the puzzle of how to develop innovations that of how to develop innovations that 
mainstream consumers might initially reject but will eventually mainstream consumers might initially reject but will eventually find find 
attractive attractive (Christensen 1997).  (Christensen 1997).  
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Emergent Consumers Drive Innovation Emergent Consumers Drive Innovation 
Toward Mainstream AcceptanceToward Mainstream Acceptance

Emergent consumers, due to their creativity, Emergent consumers, due to their creativity, 
imagination, holistic and experiential thinking, can imagination, holistic and experiential thinking, can 
help drive an innovation in a direction that help drive an innovation in a direction that 
mainstream customers will value in the future:mainstream customers will value in the future:

As a corollary, As a corollary, radical innovations radical innovations may cause new may cause new 
behaviors to emergebehaviors to emerge, such that the mainstream , such that the mainstream 
consumer then sees the corresponding benefits of the consumer then sees the corresponding benefits of the 
new emergent behavior, and adopts the behavior.  new emergent behavior, and adopts the behavior.  

So, firms need a way to identify emergent So, firms need a way to identify emergent 
consumers, elicit their ideas, and develop the consumers, elicit their ideas, and develop the 
innovation accordingly. innovation accordingly. 
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Emergent Consumers are Not Lead UsersEmergent Consumers are Not Lead Users
Emergent consumersEmergent consumers::

ExperientialExperiential
Do not have to be experts Do not have to be experts 
in the product category, in the product category, 
Help develop the Help develop the 
innovation via simple, local innovation via simple, local 
rules. rules. 
The emergent consumer The emergent consumer 
approach is experiential in approach is experiential in 
nature and highly suitable nature and highly suitable 
for consumer settings. for consumer settings. 
The corresponding The corresponding 
interaction results in an interaction results in an 
innovation that mainstream innovation that mainstream 
consumers would like in consumers would like in 
the future the future -- might even be might even be 
harder to predict up front harder to predict up front 
what the final “pattern” what the final “pattern” 
might look like.

Lead user status:Lead user status:
Experts among the user groupExperts among the user group
ProductProduct--category specific, not traitcategory specific, not trait--
based, based, 
Clearly goalClearly goal--directed, as lead users directed, as lead users 
are highly motivated to find solutions are highly motivated to find solutions 
to their unmet needs (Lilien, et. al. to their unmet needs (Lilien, et. al. 
2002).  2002).  
Do not differ significantly from nonDo not differ significantly from non--
lead users on the Myers Brigg’s lead users on the Myers Brigg’s 
scales of “sensing/intuition,” scales of “sensing/intuition,” 
“thinking/feeling,” or “thinking/feeling,” or 
“judging/perceiving.” (Lilien, et.al. “judging/perceiving.” (Lilien, et.al. 
2001).2001).
Do not appear to possess a unique Do not appear to possess a unique 
thinking style that underlies their thinking style that underlies their 
“lead user“lead user--ness.”ness.”
Approach is engineeringApproach is engineering--oriented oriented 
suitable for industrial settings (von suitable for industrial settings (von 
HippelHippel and Katz 2002; von and Katz 2002; von HippelHippel et et 
al. 1999), 

might look like.

al. 1999), 
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Methodology OverviewMethodology Overview
Comprehensive Comprehensive calibration and validation phasecalibration and validation phase to to 
support our understanding of the emergent consumer support our understanding of the emergent consumer 
and related constructs:and related constructs:

scale development, construct measurement, and structural scale development, construct measurement, and structural 
equation modeling.equation modeling.

Laboratory studiesLaboratory studies to assess: to assess: 
reactions of emergent, lead user and innovative consumers reactions of emergent, lead user and innovative consumers 
to a set of radical and incremental innovation concepts; to a set of radical and incremental innovation concepts; 
and and 
whether emergent consumers are more effective in whether emergent consumers are more effective in 
developing radical innovations that are more desired by developing radical innovations that are more desired by 
mainstream consumers.mainstream consumers.

A pilot test A pilot test demonstrates preliminary support for our demonstrates preliminary support for our 
theoretical frameworktheoretical framework. . 
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Pilot TestPilot Test
N=93 consumers drawn from the N=93 consumers drawn from the eLabeLab panel.panel.

Measured sets of constructs related to:Measured sets of constructs related to:
innovativeness innovativeness (exploratory acquisition of products, (exploratory acquisition of products, 
exploratory information seeking, dispositional exploratory information seeking, dispositional 
innovativeness, impulse buying, and market innovativeness, impulse buying, and market 
mavenismmavenism), and), and
information processing styleinformation processing style ((experientialityexperientiality, , 
rationality, and visual/verbal processing).  rationality, and visual/verbal processing).  

Concept test to evaluate the relationship between the Concept test to evaluate the relationship between the 
constructs and adoption.constructs and adoption.

Research Questions:Research Questions:
Are constructs independent?Are constructs independent?
Does thinking style relate to adoption?Does thinking style relate to adoption?
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Innovativeness ScalesInnovativeness Scales
Scale: Alpha: Source: 

Exploratory 
Acquisition of 

Products  
(EAP)  

.877 

Exploratory 
Information 

Seeking  
(EIS)  

.825 

Baumgartner and Steenkamp (1996) 

Dispositional 
Innovativeness 

(DI)  
.852 Steenkamp and Gielens (2003) 

Impulse Buying  
(IB)  .926 Rook and Fisher (1995) 

Market 
Mavenism  

(MM)  
.573 

Steenkamp and Gielens (2003) 
Market mavenism was measured by four items, adapted from 
Feick and Price (1987).  Original scale has 7 items. 
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Processing ScalesProcessing Scales
Scale: Alpha: Source: 

Experiential 
Ability  

(EXPA)  
.795 

Experiential 
Favorability 

(EXPF)  
.761 

Rational Ability  
(RATA)  .814 

Rational 
Favorability  

(RATF)  
.804 

Norris and Epstein (2003a) 

Verbal 
Processing 

(VERBAL)  
.794 Childers, Houston, and Heckler (1985) 
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PCA for Innovativeness and Processing PCA for Innovativeness and Processing 
Style ScalesStyle Scales

 Component: 
1 

Innova-
tiveness

2 
Rational-

ity 

3 
Experien

-tiality 
DI  Dispositional Innovativeness (DI) .808 .126 .133 

EAP  Exploratory Acquisition of Products 
(EAP)

.800 .136  

EIS  Exploratory Information Seeking (EIS) .748  .177 
MM  Market Mavenism (MM) .634 .254  

IB  Impulse Buying (IB) .591 -.310 .169 
RATF  Rational Favorability (RATF) .111 .892  

RATA  Rational Ability (RATA)  .844 .133 
VERBAL  Verbal Processing (VERBAL) .428 .591  

VISUAL  Visual Processing (VISUAL) .315 -.382 .381 
EXPF  Experiential Favorability (EXPF)   .901 

EXPA  Experiential Ability (EXPA) .150 .136 .887 
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Innovativeness and the Thinking Styles Innovativeness and the Thinking Styles 
are Independent Constructsare Independent Constructs

Previous research Previous research ((PanciniPancini and Epstein 1999)and Epstein 1999) has demonstrated that has demonstrated that 
rational and experiential processing represent orthogonal rational and experiential processing represent orthogonal 
dimensions.dimensions.

As far as we know, this is the first empirical evidence that As far as we know, this is the first empirical evidence that 
additionally shows that experiential and rational processing additionally shows that experiential and rational processing 
styles are both independent of innovativeness.  styles are both independent of innovativeness.  

Thus, experiential processing style, which we theorize is a Thus, experiential processing style, which we theorize is a 
strong correlate with the construct of a consumer’s emergent strong correlate with the construct of a consumer’s emergent 
nature, is a separate dimension from innovativeness as defined nature, is a separate dimension from innovativeness as defined 
by the five innovativeness scales.by the five innovativeness scales.

Note that verbal and visual processing both correlate with Note that verbal and visual processing both correlate with 
innovativeness, and, consistent with prior theory, verbal innovativeness, and, consistent with prior theory, verbal 
processing correlates with a rational processing style and processing correlates with a rational processing style and 
visual processing with an experiential processing style. visual processing with an experiential processing style. 
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Pilot Concept TestPilot Concept Test
F a c to r   1  

( In n o v a tiv e -
n e s s ) 

F a c to r  2  
(R a tio n a lity )  

F a c to r  3  
(E x p e r ie n -

t ia lity )  S m a rtB o x  Q u e s tio n : 

B e ta  
p -

v a lu e  B e ta  
p -

v a lu e  B e ta  
p -

v a lu e  
P ro d u c t a d o p tio n :  
A s s u m in g  yo u  w o u ld  b e  p ro v id e d  
w ith  a  fre e  " s m a rt"  d e liv e ry  b o x , 
a n d  fu rth e r  a s s u m in g  it  c o u ld  b e  
lo c a te d  to  th e  fro n t, s id e , o r  b a c k  
o f yo u r  h o m e  o r a p a rtm e n t 
(w h e re v e r  yo u 'd  lik e ), h o w  lik e ly  is  
it  th a t yo u  w o u ld  w a n t o n e ?  

.1 2 5  .2 1 2  .1 8 1  .0 7 2  .2 6 4 * .0 1 0  

W o u ld  yo u  b e  w illin g  to  p a y  th e  
c o s t o f in s ta lla t io n  if  it  w a s n 't a n y  
m o re  th a n , s a y , $ 1 0 0 ?  

.1 1 8  .2 3 7  - .1 3 3  .1 8 5  .2 9 1 * .0 0 4  

W h a t if  th e  c o s t o f in s ta lla t io n  
w a s n 't  a n y  m o re  th a n  $ 5 0 ?  .1 2 9  .2 0 7  - .1 2 7  .2 1 6  .2 1 0 * .0 4 2  

W h a t if  th e  c o s t o f in s ta lla t io n  
w a s n 't  a n y  m o re  th a n  $ 2 5 ?  .1 7 2  .0 9 5  - .0 2 3  .8 2 0  .2 1 7 * .0 3 6  

U s e , c o n d it io n a l o n  p ro d u c t a d o p tio n :  
A s s u m in g  yo u  h a d  s u c h  a  b o x , 
p le a s e  e s tim a te  w h e th e r  yo u  
w o u ld  b e  m o re  lik e ly  to  o rd e r  
h o m e -d e liv e re d  g o o d s  ( la u n d ry , 
g ro c e r ie s , g o o d s  b o u g h t o n  th e  
In te rn e t, a n yth in g ). 

.2 6 3 *  .0 0 8  .0 7 7  .4 3 0  .3 0 6 * .0 0 2  
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Pilot Concept Test ResultsPilot Concept Test Results
For all five questions, For all five questions, experientialityexperientiality has a significant effect has a significant effect 
on the extent to which consumers state they want the new on the extent to which consumers state they want the new 
productproduct..

Innovativeness, on the other hand, was only significant for Innovativeness, on the other hand, was only significant for 
one of the five questions (use conditional upon adoption), one of the five questions (use conditional upon adoption), 
and rationality was not significant for any of the five.   and rationality was not significant for any of the five.   

The pilot study thus shows that the The pilot study thus shows that the consumers most likely to consumers most likely to 
adopt the new product concept are indeed experiential adopt the new product concept are indeed experiential 
processors.  processors.  

In the context of developing radical innovations that have the In the context of developing radical innovations that have the 
potential to disrupt products that mainstream customers potential to disrupt products that mainstream customers 
use, use, an emergent set of experiential consumers would an emergent set of experiential consumers would 
initially like the concept more than average, mainstream initially like the concept more than average, mainstream 
users. users. 
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Study One:  Calibration and ValidationStudy One:  Calibration and Validation

Measure the structural relationships among Measure the structural relationships among 
the theoretical constructs.the theoretical constructs.

Fit a series of confirmatory factor analysis Fit a series of confirmatory factor analysis 
models to further refine the measurement of models to further refine the measurement of 
the emergent nature, lead user and the emergent nature, lead user and 
innovativeness constructs.innovativeness constructs.

Predict preference for radical and Predict preference for radical and 
incremental innovations from emergent incremental innovations from emergent 
nature, lead user status and innovativeness.nature, lead user status and innovativeness.
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Study One: MeasuresStudy One: Measures
Broad set of measures related to innovation and Broad set of measures related to innovation and 
processing style, including all of the thinking style, processing style, including all of the thinking style, 
processing and innovativeness measures from the processing and innovativeness measures from the 
pilot, plus:pilot, plus:

optimum stimulation level optimum stimulation level (Steenkamp and Baumgartner (Steenkamp and Baumgartner 
1995), 1995), 
susceptibility to normative influence susceptibility to normative influence (Steenkamp and (Steenkamp and 
GielensGielens 2003), 2003), 
introspection introspection ((FenigsteinFenigstein, , ScheierScheier & Buss, 1975), & Buss, 1975), 
lead user status lead user status (Morrison, Roberts, and von (Morrison, Roberts, and von HippelHippel, 2000) , 2000) 
creativity creativity (e.g. Christensen, Guilford, Merrifield, & Wilson, (e.g. Christensen, Guilford, Merrifield, & Wilson, 
1960; Christensen, Merrifield, & Guilford, 1958; 1960; Christensen, Merrifield, & Guilford, 1958; LawsheLawshe & & 
Harris, 1957), Harris, 1957), 
product category involvement, and product category involvement, and 
expertise expertise (e.g. Kopalle and Lehmann 2001). (e.g. Kopalle and Lehmann 2001). 
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Study One: Measures…Study One: Measures…

Three subscales of Three subscales of experientialityexperientiality –– intuition, intuition, 
affectivity, and imagination affectivity, and imagination –– will be measured will be measured 
(Norris and Epstein, 2003a)(Norris and Epstein, 2003a)..

Consumers will be provided with descriptions of Consumers will be provided with descriptions of 
a radical innovation (the SmartBox will be used in a radical innovation (the SmartBox will be used in 
this context) and an incremental innovation. this context) and an incremental innovation. 

Dependent variables include interest level and Dependent variables include interest level and 
new product novelty new product novelty (Moorman 1995)(Moorman 1995)..
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Study One Measures…Study One Measures…
A A lead user status scalelead user status scale specific to the SmartBox specific to the SmartBox 
consumer context will be constructed that incorporates consumer context will be constructed that incorporates 
the following characteristics the following characteristics (Lilien, et.al. 2002; von (Lilien, et.al. 2002; von HippellHippell 1986; 1986; 
von von HippelHippel, et. al. 1999; Urban and von , et. al. 1999; Urban and von HippelHippel 1988)1988)::

actively engages in a broad range of activities related actively engages in a broad range of activities related 
to the delivery of consumer goods to their home and to the delivery of consumer goods to their home and 
workplace (category specific expertise), workplace (category specific expertise), 
expects that adoption of the innovation will address expects that adoption of the innovation will address 
their needs and provide clear benefits, and their needs and provide clear benefits, and 
experiences these needs ahead of the general experiences these needs ahead of the general 
population.population.
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Study One:  MethodStudy One:  Method
Respondents will be randomly sampled from the Respondents will be randomly sampled from the eLabeLab Online Panel Online Panel 
to achieve N=1000 and randomly split into calibration and validato achieve N=1000 and randomly split into calibration and validation tion 
subsamplessubsamples of 500 respondents each.  of 500 respondents each.  

Standard psychometric procedures as a first step in assessing thStandard psychometric procedures as a first step in assessing the e 
structural relationships among the various constructs in the structural relationships among the various constructs in the 
calibration sample calibration sample (Novak, Hoffman and Yung 2000)(Novak, Hoffman and Yung 2000)..

Structural equation modeling to formally test the fit of confirmStructural equation modeling to formally test the fit of confirmatory atory 
factor analysis models, and further refine the measurement of factor analysis models, and further refine the measurement of 
emergent nature, lead user, and innovativeness constructs emergent nature, lead user, and innovativeness constructs (Andersen (Andersen 
and and GerbingGerbing 1988)1988)..

Fit of the final structural model, using reduced item sets acrosFit of the final structural model, using reduced item sets across the s the 
relevant scales, will be assessed in the validation sample.  relevant scales, will be assessed in the validation sample.  

The outcome will be individual level scores on the construct of The outcome will be individual level scores on the construct of 
emergent nature (there may possibly be subscales for this emergent nature (there may possibly be subscales for this 
construct), as well as scores on additional constructs includingconstruct), as well as scores on additional constructs including
innovativeness, lead user status, and rationality.  innovativeness, lead user status, and rationality.  
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Study One:  HypothesesStudy One:  Hypotheses
Emergent nature will be defined by experiential processing styleEmergent nature will be defined by experiential processing style, , 
introspection, creativity, and imagination.introspection, creativity, and imagination.

Rationality, innovativeness and emergent nature will be Rationality, innovativeness and emergent nature will be 
orthogonal.orthogonal.

Emergent status will predict both interest in and intention to aEmergent status will predict both interest in and intention to adopt dopt 
the radical innovation concept. the radical innovation concept. 

Innovativeness will be predictive of the incremental innovation Innovativeness will be predictive of the incremental innovation 
concept, but not the radical innovation concept.concept, but not the radical innovation concept.

Will test for lead user effects. Lack of inWill test for lead user effects. Lack of in--depth examination of the depth examination of the 
characteristics of and identification of lead users, particularlcharacteristics of and identification of lead users, particularly in the y in the 
consumer market consumer market (Morrison et al. 2000)(Morrison et al. 2000) makes prediction difficult.makes prediction difficult.

We expect that lead user status will relate to innovativeness anWe expect that lead user status will relate to innovativeness and d 
rationality rationality –– potentially defining an additional independent construct .potentially defining an additional independent construct .
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Study Two:  Concept DevelopmentStudy Two:  Concept Development
Four different consumer groups will be instructed to further devFour different consumer groups will be instructed to further develop the elop the 
SmartBox concept so that a typical consumer would like it.SmartBox concept so that a typical consumer would like it.

Each group will meet in a moderated electronic chat room with diEach group will meet in a moderated electronic chat room with discussion scussion 
board for four 45board for four 45--60 minute sessions over 4 weeks.60 minute sessions over 4 weeks.

Goal:  generate innovative and distinctive descriptions and use Goal:  generate innovative and distinctive descriptions and use of the of the 
concept using basic creativity tasks concept using basic creativity tasks (Goldenberg and (Goldenberg and MazurskyMazursky 2002)2002) and and 
structured Webstructured Web--based user design exercises based user design exercises ((DahanDahan and Hauser 2002)and Hauser 2002).

 Em ergent 
Nature 

Innovativeness 
Lead U ser 

S tatus 

G roup 1 H igh Average Average 

G roup 2 Average  H igh Average 

G roup 3 Average Average H igh 

G roup 4 
(control)

Average Average Average 

 

.
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Study Three:  Can Emergent Consumers Study Three:  Can Emergent Consumers 
Develop Successful Concepts?Develop Successful Concepts?

Are emergent consumers more effective relative to the other grouAre emergent consumers more effective relative to the other groups in ps in 
developing radical innovations that mainstream consumers find developing radical innovations that mainstream consumers find 
appealing?appealing?

WithinWithin--subject design will use the four modified new product concepts subject design will use the four modified new product concepts 
from each of the four groups.from each of the four groups.

250 mainstream consumers (i.e., within one standard deviation of250 mainstream consumers (i.e., within one standard deviation of the the 
mean on emergent nature, lead user status, and innovativeness) mean on emergent nature, lead user status, and innovativeness) 
drawn from the original 1,000 respondent combined calibration andrawn from the original 1,000 respondent combined calibration and d 
validation sample will rate the likelihood of adoption of each ovalidation sample will rate the likelihood of adoption of each of the f the 
four new product concepts.four new product concepts.

Key hypothesis: Key hypothesis: Emergent consumer concept most closely represents Emergent consumer concept most closely represents 
the “global pattern” that mainstream consumers would be most likthe “global pattern” that mainstream consumers would be most likely ely 
to adopt.to adopt.

Multivariate model to test.Multivariate model to test.
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Substantive ContributionsSubstantive Contributions
Draws on psychological theories of human information Draws on psychological theories of human information 
processing and selfprocessing and self--organizing theory in biological organizing theory in biological 
systems to systems to introduce the idea ofintroduce the idea of emergent consumersemergent consumers::

identify their important role in the new product identify their important role in the new product 
development process for radical innovations in development process for radical innovations in 
consumer markets. consumer markets. 

Develop a new methodology Develop a new methodology for the identification of for the identification of 
emergent consumers and show how such consumers emergent consumers and show how such consumers 
can be used in the concept development phase of new can be used in the concept development phase of new 
product development for radical innovations:product development for radical innovations:

improve targeting of the broader mainstream consumer improve targeting of the broader mainstream consumer 
and improve opportunities for new product success in and improve opportunities for new product success in 
the marketplace.the marketplace.
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Potential Managerial ImpactPotential Managerial Impact
Addresses why firms should not seek input first from its averageAddresses why firms should not seek input first from its average, , 
mainstream consumers in developing radically new products. mainstream consumers in developing radically new products. 

New product concepts developed and modified in conjunction with New product concepts developed and modified in conjunction with 
emergent consumers may actually have a higher likelihood of emergent consumers may actually have a higher likelihood of 
ultimate success with the mainstream customer base. ultimate success with the mainstream customer base. 

Distinguishes emergent consumers from lead users, Roger’s Distinguishes emergent consumers from lead users, Roger’s (1962; (1962; 
2003)2003) classic innovation adopter categories, and distinguishes the classic innovation adopter categories, and distinguishes the 
emergent consumer construct from the construct of dispositional emergent consumer construct from the construct of dispositional 
innovativeness innovativeness (Steenkamp and (Steenkamp and GielensGielens 2003)2003). . 

David Porter’s SmartBox concept presents the opportunity for a David Porter’s SmartBox concept presents the opportunity for a 
unique and exciting application of our proposed methodology.unique and exciting application of our proposed methodology.

More generally, we expect this methodology may influence More generally, we expect this methodology may influence 
business practice where radical innovations are concerned.  business practice where radical innovations are concerned.  
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Appendix:  Appendix:  eLabeLab DetailsDetails
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eLab Panel eLab Panel –– Attracting PanelistsAttracting Panelists
Primary panelist Primary panelist recruiting sourcesrecruiting sources::

Links on sites that provide directories of surveys and contests.Links on sites that provide directories of surveys and contests.
Email solicitations from lists provided by corporate partners.Email solicitations from lists provided by corporate partners.
Online discussion group postings.Online discussion group postings.
Direct (internal) links from the eLab site.Direct (internal) links from the eLab site.
“Refer“Refer--aa--Friend” program (word of mouth).Friend” program (word of mouth).
eLab’seLab’s 11--800 Number game.800 Number game.
Search engine optimization to direct targeted Web searchers to oSearch engine optimization to direct targeted Web searchers to our ur 
panel signpanel sign--up page.up page.

Panelist Panelist incentivesincentives::
Monthly $250 prize drawing for all registered panelists.Monthly $250 prize drawing for all registered panelists.
Additional minimum $100 prize drawings for participation in Additional minimum $100 prize drawings for participation in 
experiments.experiments.
Panelists can earn additional chances of winning prizes by Panelists can earn additional chances of winning prizes by 
completing experiments and referring new panelists.  One paneliscompleting experiments and referring new panelists.  One panelist t 
has increased their chances of winning by a factor of 37!has increased their chances of winning by a factor of 37!
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eLab Panel eLab Panel –– Attracting PanelistsAttracting Panelists
Must be age 18+.Must be age 18+.

Newly registered Newly registered 
panelists must respond panelists must respond 
to our  confirmation to our  confirmation 
email to become an email to become an 
Active Panelist.Active Panelist.

91% do respond and 91% do respond and 
confirm their email confirm their email 
address.  The 9% who address.  The 9% who 
do not confirm their do not confirm their 
email address are email address are 
dropped from the dropped from the 
panel. panel. 

We collect very limited We collect very limited 
optional demographic optional demographic 
data at signup.  97% data at signup.  97% 
provide this data.provide this data.
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eLab Panel eLab Panel -- DemographicsDemographics
Gender

Gender

FemaleMale

Pe
rc

en
t

80

60

40

20

0

Almost 70% of our panelists are Almost 70% of our panelists are 
women. Women tend to be more women. Women tend to be more 
willing to cooperate with Web surveys willing to cooperate with Web surveys 
than men.than men.

Education Categories

Education Categories

Post Graduate

Some Post-Graduate

College

Some College

High School

Less than High Schoo
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Age

Age
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42
38
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22
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t
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3
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1

0

Panelists tend to be well educated.  Panelists tend to be well educated.  
Still, 25% have a high school degree or Still, 25% have a high school degree or 
less.less.

Somewhat young age skew, ages 25Somewhat young age skew, ages 25--
34 most prevalent.  (34 most prevalent.  (Not “college Not “college 
kids”).  Skids”).  Still, onetill, one--third of sample is third of sample is 
over age 40.over age 40.
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eLab Panel eLab Panel –– DemographicsDemographics
Panelists come from Panelists come from 95 different countries95 different countries, but the vast , but the vast 
majority are from English speaking countries:majority are from English speaking countries:

79%79% United StatesUnited States
7%7% CanadaCanada
4% 4% AustraliaAustralia
3%3% United KingdomUnited Kingdom
1%1% IndiaIndia
.4%.4% New ZealandNew Zealand

All other countries are .2% or less.All other countries are .2% or less.
Albania, Algeria, Angola, Antigua, Argentina, Australia, Austria, Bangladesh, Belarus, Belgium, Bosnia, Brazil, 
Bulgaria, Canada, Chile, China, Croatia, Denmark, Dominica, Ecuador, Egypt, Estonia, Finland, France, Germany, 
Ghana, Greece, Grenada, Guatemala, Hong Kong, Hungary, Iceland, India, Indonesia, Iran, Ireland, Israel, Italy, 
Jamaica, Japan, Jordan, Kenya, Korea (South), Kuwait, Latvia, Lebanon, Lithuania, Macau, Macedonia, Malawi, 
Malaysia, Malta, Mauritius, Mexico, Moldova, Nepal, Netherlands, Netherlands Antilles, New Zealand, Nigeria, Norway, 
Oman, Pakistan, Peru, Philippines, Poland, Portugal, Puerto Rico, Romania, Russia, Saudi Arabia, Singapore, 
Slovenia, South Africa, Spain, Sri Lanka, Sudan, Sweden, Switzerland, Taiwan, Thailand, Trinidad and Tobago, 
Tunisia, Turkey, Turks and Caicos, Ukraine, United Arab Emirates, United Kingdom, United States, Uruguay, 
Venezuela, Yugoslavia, Zambia.
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eLab Panel eLab Panel –– Participation RatesParticipation Rates
Cooperation rates over all studies average Cooperation rates over all studies average 53%.53%.

Within individual studies, cooperation rates have Within individual studies, cooperation rates have 
ranged from a low of 31% to a high of 74%.ranged from a low of 31% to a high of 74%.

Cooperation increases with education level (47% Cooperation increases with education level (47% 
less than high school vs. 57% postgraduate less than high school vs. 57% postgraduate 
degree).degree).

To achieve these cooperation rates, we use up to To achieve these cooperation rates, we use up to 
three email notifications over a one week period.  three email notifications over a one week period.  
6565--75% of all responses, however, arrive within 2 75% of all responses, however, arrive within 2 
days after the first email notification.days after the first email notification.
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The Virtual LabThe Virtual Lab
Respondents are randomly selected from the eLab Respondents are randomly selected from the eLab 
Panel and emailed an invitation to participate in an Panel and emailed an invitation to participate in an 
online experiment.online experiment.

Respondents are randomly assigned to experimental Respondents are randomly assigned to experimental 
conditions, designs can be quite complex.conditions, designs can be quite complex.

ExperimentsExperiments
Take 1Take 1--3 weeks to program, depending upon complexity.   3 weeks to program, depending upon complexity.   
Each is customEach is custom--built drawing on template components.built drawing on template components.
Collect rating scales, checklist, multiple choice, open Collect rating scales, checklist, multiple choice, open 
ended questions.  Can collect timing and browser/OS ended questions.  Can collect timing and browser/OS 
data.data.
WebWeb--based experiments can also be conducted in our based experiments can also be conducted in our 
computer lab as appropriate.computer lab as appropriate.
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The Virtual Lab The Virtual Lab -- Experiment Screen Experiment Screen 
ShotsShots

Web pages Web pages 
are are 

dynamically dynamically 
generated for generated for 
the specific the specific 
combination combination 

of experiment of experiment 
conditions for conditions for 

a given a given 
consumer.consumer.
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