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Abstract 

Innovation is a new idea, object, or practice like scientific knowledge, technical products, application 

method, and tools which are viewed as new facilitators of problem-solving, on-the-spot acceptance, 

procedure, community, structure, and technology. The number of research in the field of economics 

have determined that innovation is about creation as well as the adoption of new business models, 

new product and services. Technological innovations are especially important because they drive the 

progress of societies. In a competitive business setting, enterprise and entrepreneur or business 

leaders should continuously pursue new openings/opportunities and make the needed arrangements 

for converting them into new products, goods, and services. But a new idea scientific method, 

product, practice, application method, and the tool does not turn out to be an innovation until adopted 

broadly and integrated into diffusion "a special type of communication process comprising some 

stages by which an innovation is communicated through certain channels over time among the 

members of a social system". This paper attempts to clarify in depth the concept of creativity and its 

distribution to consumers or adopters. 

Keywords:  Innovation, Technology, New Products 

Introduction 

Innovation is an object, idea, or practice to which individuals or adoption units perceive as new 

(Inman, 2000) and centers on the process, people, technology, structure, and culture (Okpara, 2007). 

Innovation can be defined as creating a new product, offering a new service, or initiating a new 

process, new ideas, and new stages in the organization. The organization must bring changes in all 

processes; it may change in one or more but should be aligned with the company's core business and 

vision. New ideas should be tested before commercialization so one can find the pros and cons of this 

idea. Innovation puts new ideas to commercial use and leads to the development of new technologies 

& products, and also drives economic growth. However, the best measure of innovation's economic 

consequences is productivity growth, and economists have concluded that innovation, the creation & 

adoption of new business models, products & services is a key to enhancing prosperity & improving 

living standards (Atkinson & Wial, 2008). Global competition & technology forces have brought an 

upheaval that urges the associations to look through better approaches to rehash themselves. 

Innovation is a key factor underlying the competitiveness of a country (Ling & Nasurdin, 2010). 

Innovation and creativity are building blocks of development in any organization. So it's very 

important to invest in this domain to get a competitive advantage and remain updated in this rapidly 

changing environment. 

All innovations have a strong effect on every aspect of firm life. Organizations achieve 

competitive advantage by managing effectively for today and tomorrow by creating innovation. So for 

the firms, it is important to have innovation a part of competitive advantage building (Abou-Moghli et 

al., 2012). Therefore in an environment of competitive business, it is a must for enterprise & 

entrepreneur to seek out new opportunities continuously and make essential arrangements for 

converting them into new products & services. Therefore the innovation should impregnate the whole 

enterprise to invent & create relevancy and competitive edge in the marketplace (Okpara, 2007). 

Innovation has a potential role in strengthening social cohesion & social development as well. 
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Innovation can contribute to public policies to lively democracies to engage active and knowledgeable 

citizens and also holds the potential to contribute to prevent the marginalization of specific groups.  

Innovation literature emphasizes the learning role in the innovation process (Shapiro et al., 

2007), but innovation, if not adopted, is perceived as useless. Therefore maximizing the adoption rate 

by diffusion of innovation is one of the duties of those responsible for innovation (Chiagona & Licker, 

2008). Innovation diffusion is the process of adoption initially by a few members of a social system 

and then adoption by more members over time and finally adoption by almost all the members 

(Valente, 1996). The objective of this study is to discuss various aspects of innovation such as 

elements, their classification, and their diffusion, factors affecting different in the public (Hana 2013).        

Literature Review 

Innovation  
Hana (2013) revealed that Schumpeter first time used the term "Innovation" at the start of the 

twentieth century and defined innovation as: "product, process & organizational change that do not 

necessarily originate from new specific discoveries, but many arise from a combination of already 

existing technologies & their application in a new context."  

Mohammad & Backhouse (2014) quoted an innovation definition by Kotler (1991) as: 

"innovation is any good, service or idea that someone feels as new." As indicated by Robertson 

(1967), advancement is a cycle whereby another thing or conduct or a novel idea is thought about and 

brought into the real world. 

Inman (2000), Robinson (2009), Sahin (2006), and Stephenson et al. (2017), quoting Rogers 

asserted that innovation is an object, idea, or practice that is perceived as new by a unit of adoption or 

an individual. Innovation, instead of any mechanical creation can be an idea; it must be integrated & 

perceived to have value. Similarly, Chigona and Licker (2008) expressed that a product or a concept 

is an innovation if it is perceived as new by adopters. Therefore an innovation doesn't need to be new, 

but instead of this, it must be supposed as new. 

Sahin (2006) also similarly highlighted the newness of innovation that "an innovation may 

have been innovated a long ago, however, if individuals still perceive it as new, then for them it is still 

an innovation. The characteristic of the newness of innovation is related to three steps, i.e.' 

knowledge, persuasion & decision' of adoption-decision process".  

Tolba and Mourad (n.d.) uncovered that advancements are new logical information, 

specialized items, instruments, and application techniques that encourage the arrangement of the issue 

for likely appropriation. Various adopters of advancement evaluate and see developments in various 

manners. Bertrand (2004) quoted several examples of successful 'Diffusion of Innovation' (DoI) such 

as new prescription drugs, hybrid corn, family planning, modern math, etc. Okpara (2007) stated that 

innovation is a process that brings the best ideas into reality and triggers a creative idea causing to 

generate chain or series of innovation events. Innovation is new value creation. Innovation is the 

implementation of creative inspiration and a process of transforming new ideas into new values or 

combining ideas and knowledge in new values because, without this, an enterprise and its products 

rapidly become obsolete.  It is the foundation of competitive advantages, the way of fulfilling the 

requirements of customers, and also a technology using method. Okpara (2007) describes innovation 

as "the intersection of invention and insight, leading to the creation of social and economic value". 

Innovation needs another perspective on, getting individuals and their innovative eagerness to face the 

challenge and buckle down because new ideas do not become innovation unless it is adopted widely 

& incorporated in the daily life of people.  

Ling and Nasurdin (2010) expressed that organizational innovation is regarded as the 

adoption of new behavior/ new notion to adopting organization. Thus innovation can take the form of 

new production process technology, new product or service, new program or plan about members of 

organization, new administrative system or structure.          

Abou-Moghli et al. (2012) asserted that innovation is a mental process leading to a new 

phenomenon may be a spiritual product or new material. Innovation is analyzing and combining some 

concepts and creating new concepts and new thinking not available previously. For firms, it is a 

critical factor for value creation and sustaining competitive advantage in high dynamics & complex 

environment. Firms accepting innovation and responding to environmental changes, developing new 

capabilities enabling them for achieving higher performance will be highly successful.  
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Musa (2012), mentioning the formula "Invention-innovation- diffusion mechanism," 

expressed that technological changes happen by a three chain relationship. "Innovation is an 

additional creativity improving the usefulness and features of an invented product." "Diffusion is the 

spreading of technological knowledge into different streams of economic activities that widens space 

for further creativity to amplify the chain system of invention, innovation & diffusion."  

Hana (2013) expressed that innovation also originated from public research. Therefore it is 

possible to summarize that according to these definitions, innovation covers technical & technological 

changes & improvements and particular practical applications originating from research. Imaginative 

exploration work and human resources are viewed as significant determinants of advancement. The 

imaginative cycle is partitioned into two vital parts. One section is imaginative, which is related to 

unique thoughts, concepts, or thought generation – and the second is innovative, which encompasses 

the implementation & marketing of the invention.  

Akram et al. (2011) and Almedia et al. (2017) stated that innovation is a process & practice 

which acquires, captures, manages & diffuses knowledge aiming to create new knowledge that will 

support delivering and produce idiosyncratic & distinctive kind of products & services. Innovation's 

fundamental aim is to create value for a business. So innovation in the present era of competition is a 

soul to business because organizations are required to make unique products possible only through 

innovation. Innovation is also important due to rapid changes in the preferences & tastes of customers.   

Bitter-Rijpkema et al. (2003) expressed that continuous innovation aiming to stay ahead of 

competitors and satisfy the customer's changing needs is key to success in business.  

Murray (2009) elaborated that diffusion's final results are adoption, implementation & 

institutionalization. An organization or an individual 1 – adopts innovation by taking a decision, 2 – 

implements the diffusion by testing and putting it in practice, & 3 – institutionalize innovation by 

fully supporting & putting it incorporating it in routine practice. 

Re-invention   

According to Sahin (2006), Re-invention is "the degree to which an innovation by its user is modified 

or changed during the adoption & implementation process." As per Mark and Poltrock (2001), a 

development once received, might be utilized uniquely in contrast to what had been utilized when the 

client learned or started to utilize it the first time. This cycle is termed as re-invention. Re-invention 

refers to changing the technology itself, while interest is focused on how the technology use may have 

changed to support various collaboration types. Sahin (2006) pointed out that usually, re-invention 

occurs at the usage stage, so it is a significant aspect of this stage. Raban and Koren (2012) portrayed 

that the re-creation idea was presented in the 1970s in Diffusion of Innovation (DoI) and characterized 

as "the degree to which, users modify an innovation in adoption & implementation process." Re-

invention widens the available choices to potential adopters. Innovation modification or selective 

rejection of some innovation components can also occur instead of either adoption or rejection. On 

innovation, most research is conducted in the implementation stage, which is the fourth stage. 

Information re-invention occurs when individuals modify it expressing their creativity (Sengphet, Hui, 

& Phong, 2019; Vargas-Hernandez, & Gonzalez, 2020). Organizations that are focusing only day on 

day matters face the consequences of not to re-invent. Sooner or later, organizations need to re-invent 

or modify their process and products to remain in the business, especially organizations that are in the 

maturity phase of their business. This is the process that differentiates top-performing organizations 

from low performing organizations. In a new era, most of the organization are learning this technique 

to become more efficient. So research in this area needs an hour. 

Elements of Innovation  
Okpara (2007) concluded that innovation is successfully developing a competitive advantage, which 

means it is key to entrepreneurship. Entrepreneurs take responsibility for innovation, and innovation 

distinguishes them from others. Accordingly, development must build intensity through endeavors 

focusing on restoration, revival, and redefinition of starts, their enterprises, or their business sectors if 

organizations are viewed as pioneering. Okpara (2007) referenced Fiona Fitzpatrick, who 

distinguished the following innovation elements – "9 Cs.  

1 – Creativity: Generating & sharing the ideas-the "brain" 

2 –  Communication: The flow of ideas & information – the "lifeblood" 

3–  Challenge: What we are trying to change or accomplish-the "pull."  

4 –  Customer focus: Creating values for customers – the "push"    
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5 –  Completion: implementing the new ideas-the "muscle" 

6 –  Collaboration: people coming together to work together on the ideas – the "heart."    

7 –  Contemplation: Learning & sharing lessons lead to higher competency-the "ladder"  

8 –  Culture: The playing field on innovation includes:  

(i) –  Leadership (sees the possibilities & positions the team for action-the role model)   

(ii) –  People (diverse groups of radically empowered people innovate-innovation sources) 

(iii) –  Basic values (trust & respect, define & distinguish an innovative organization-the 

breakthrough) 

(iv) –  Innovation values (certain values stroke the fires that make the "impossible" possible- 

the spark) 

9 –  Context: Innovation is shaped by interaction with the world"".  

Ling and Nasurdin (2010) expressed that organizations viable in information the board see 

information as a benefit for developing organizational values & norms supporting their employees to 

acquire, share & apply knowledge necessary for innovation activities. Ling and Nasurdin (2010) also 

asserted that a high level of knowledge management effectiveness is one method of improving 

organizational performance & innovation. Bitter-Rijpkema et al. (2003) expressed that innovative 

companies need professionals who are creative and provide innovative solutions, which are the heart 

of success. Due to globalization, organizations are recruiting a diverse workforce, which is one of the 

basic elements for innovation and creativity. To keep a diverse workforce creative and innovative, the 

organization needs to create a conducive work environment. Cultural intelligence also plays a vital 

role in the creative performance of employees, so while hiring new employees, management should 

consider cultural intelligence.      

Classification of Innovations 

Robertson (1967) developed below given representative conceptual framework to classify innovations 

as per their effects on recognized patterns: (1) Continuous innovations, (2) Dynamically continuous 

innovations & (3) Discontinuous innovations. 

(1) –  Continuous innovations have the least disruptive influence on established patterns. 

Product alteration is involved instead of establishing a new product, such as new models of 

automobiles; fluoride toothpaste; menthol cigarette.         

(2) –  Dynamically continuous innovations have more disrupting effects though generally it does 

not alter establish patterns. It involves the alteration of existing products along with the 

creation of new products, such as the Mustang automobiles; electric toothbrushes; Touch-tone 

telephones.       

(3) –  Discontinuous innovations involve establishing a new behavior pattern and establishing a new 

product, such as cell phone; computers; television, vaccine.  

Ling and Nasurdin (2010) categorized innovation as administrative & technological. Some 

researchers classified organizational innovation into three types: administrative innovation, process 

innovation & product, innovation. Some researchers classified innovations according to production-

process, product or service, people & organizational structure. According to innovation and 

organizational size, there are six types of innovations i.e. process, 'product or service', administrative, 

radical, technical & incremental. Some other researchers categorized as: new production methods, 

new supply sources, new market, new organizing ways, new product & new services.   

Remear (2014) mentioned two kinds of innovations 1- sustaining innovation & 2 - disruptive 

innovation. Remear (2014) argued that disruptive innovation helps in making another market and 

worth organization and upsets a current market and worth organization replacing earlier technology, 

and - improves products & services in unexpected ways that for market firstly by designing in a new 

market for a different set of customers, and secondly by reducing prices in the existing market. 

Disruptive innovations let the economies and firms to grow by creating new businesses & developing 

new product markets. Disruptive innovation provides consumers with products that were out of access 

for them previously, by reducing technology costs for providers and users. Sustaining in contrast 

creates no new market or value networks. Instead of doing this sustaining innovation develops 

existing business sectors with better worth, and permitting the organizations to contend with each 

other against continuing enhancements. Sustaining innovations can be continuous (i.e. "evolutionary") 

or discontinuous (i.e. "revolutionary" or "transformational").  

Okpara (2007) and Abou-Moghli et al. (2012) mentioned the following types of innovation:  
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1 –  Innovation in firms made or offered products or services. If reformist development is 

overwhelming, revolutionary advancement opens up a new market, prompting increment in 

viable interest, which empowers the expansion in speculation and business. 

2 –  Innovation in processes, an improvement & change in methods of products making or service 

offering which lowers costs, increases productivity & demand.   

3 –  Innovation in work association and the board, and misuse of human assets, alongside the 

ability to foresee methods.     

Akram et al. (2011) pointed out two kinds of innovation 1- radical innovation & incremental 

innovation. Radical innovation is the products, processes & services entirely significant & unique 

improvement in their existing features improving performance and costs. Radical innovation for the 

business is highly risky because the commercialization of radical innovated products is very difficult. 

However radical innovation involves the development & application of new, advance, and 

sophisticated technology. Incremental innovation is the modification in the products also called 

market pull or line extension innovation and it needs not to diversify significantly from current 

business. This type of innovation causes to enhance the competencies and skills of the employees of 

the organization. This innovation helps the organizations to enhance their market share for remaining 

for a long time in the industry.   

Ling and Nasurdin (2010) expressed that there is also an administrative form of innovation 

which is the ability of firms to new: rules & procedures, social structure, communication network, and 

rewards & information systems are very important because productive managerial cycles lead cost 

proficiency and better business execution. In an assembling setting, as advancement in regulatory 

cycles can cause cost-effectiveness, it is worthwhile to investigate the predictors of administrator 

innovation. Ling and Nasurdin (2010) further narrated that administrative innovation refers to 

performance derived by alteration in administrative process & organizational structure, information 

system. "Administrative innovation is a key source of competitive advantage because manufacturing 

organizations operate on internal process efficiency basis". 

Social Innovation 
Researchers also identified another type of innovation that is social innovation and as per The Young 

Foundation (2012) among researchers, foundations, policymakers, and academic institutions, there is 

growing interest in social innovation around the world. Social innovation has no common or shared 

definition. However several definitions are in circulation and boundaries around social innovation are 

ill-defined and very vague. By its temperament, social development is multi-disciplinary and cuts 

across fields of activity and areas. Social development likewise has risen as a reaction of developing 

demographical, ecological, and social difficulties generally named as 'mischievous' issues since they 

are multi-faceted complex, include endless partners, and essentially are difficult to illuminate.  

Macvaugh and Schiavone (2010) quoted an example of medical innovation that in what way 

social contagion inside users' community can intercede the elements of new item reception. 

The Young Foundation (2012) explained that social innovation term has been broadly used to 

describe:    

 Societal transformation 

 Social entrepreneurship  

 A model of organizational management 

 A model of governance, empowerment, and capacity building 

 The development of new programs, products & services  

Social innovation first has used to describe the process of social transformation as a whole 

and social change    

Akram et al. (2011) stated that bringing innovation is the foremost purpose of knowledge 

management. For bringing innovation & getting the sustainable competitive advantage organizations 

across the organizational boundaries can develop the collaboration which would help the organization 

to approach the new knowledge and ultimately bringing the innovation causing reduction in cost and 

risk.      

Innovation Diffusion  

According to Inman (2000), Bertrand (2004), and KOCAK et al. (2013) diffusion is a process of 

communication of innovation, over time through certain channels among the social system members. 
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Diffusion is the process wherein innovations are adopted and gain acceptance in certain community 

members. "Diffusion is a peculiar type of communication wherein message is about new ideas". 

Diffusion is grounded as much in anthropology as in psychology and as much in agriculture as 

education.  Diffusion has four key components i.e. innovation itself, time, social system, and 

communication channels.  From a business viewpoint, according to Peres et al. (2010) diffusion of 

innovation is a social influence-driven process of penetration in the market by new products & 

services. Besides, it was stated that "diffusion is the process taking place over time with antecedent 

conditions and adoption & consequences characteristics, wherein four key components, i.e. innovation 

itself, time, social system and communication channels, play a key role" (Chigona & Licker, 2008).  

Raban and Koren (2012) expanded that diffusion in DOI is "a process of communicating the 

innovation over time through certain channels among members of the social system".  

Baudisch and Grupp (2006), and Raban and Koren (2012) expressed that "diffusion is a 

special communication as it spreads new ideas".   

Musa (2012) highlighted that diffusion talks about to spreading of technological 

knowledge/change into several floods of financial exercises which grows space for additional 

innovativeness enhancing the chain instrument of development advancement dissemination. 

Innovation is the pivot of this chain relationship inspiring inventions & motivating diffusion.   

Connotation of Innovation Diffusion 

Robinson (2009) asserted that 'Innovation Diffusion' explains how the population takes the innovation 

and offers three valuable insights in the social change process as: 

 "What qualities an innovation spread makes?" 

 "The importance of peer network and peer-peer conversation" 

 "Understanding different users segments' needs"  

Also, Peres et al. (2010) elaborated that "innovation diffusion is a process wherein some 

social system's members adopt initially an innovation, and then over time more members adopt and 

finally all (or most) individuals adopt the new idea". Inman (2000) is of the view about technology 

innovation's diffusion that innovation doesn't take away or include something yet makes a huge 

difference. Chew et al. (2004) and Murray (2009) asserted that diffusion is the process of 

communication innovation through some channels among social system members over time. Murray 

(2009) stated that "innovation diffusion theory explains the process of spreading of new practices, 

new ideas, or new technologies into a social system". 

Innovation is the Process  

Okpara (2007) revealed that innovation is the introduction of some different or new thing, 

implementation of some creative inspiration. The National Innovation Initiative (NII) defined 

innovation as "the intersection of invention & insight, leading to the creation of economic & social 

value." Innovation is value – value creation, value-adding to customers' satisfaction – delighting the 

customer" innovation is the basis of competitive advantages, the technology utilization method, the 

means of anticipation & fulfilling needs of customers.  Okpara (2007) further asserted that innovation 

is transforming the best ideas into new value & reality generating a progression of creative functions. 

Advancement is joining the cycle of information and thoughts into net worth and without 

development enterprise it and its provided products become obsolete quickly. By innovation process 

entrepreneur converts opportunities of market into profitable, workable & marketable ideas. 

Innovation is the presentation of imaginative things having noteworthy effects on industry, an 

organization, and society.  

 The innovation process consists of the below-given steps mentioned by Robinson (1967) 

originally Usher proposed four innovation process steps.     

1 –  Problem Perception – Existence of problem must be felt an innovation to occur   

2 –  Stage Setting – some particular events configuration is brought together  

3 –  The act of insight – Solution is found here. Insight is needed because of uncertainty   

4 –  The critical revision – The innovation is analyzed for determining its practicality However 

MacVaugh and Schiavone (2010) also consider diffusion of innovation as a "bandwagon" 

process creating inside an interpersonal organization, and depending on its complementary 

infection between its "peer" hubs. Social contagion is a procedure wherein a person adopted a 

behavior or an idea from someone else.  Learning is a multistep social process in which 
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individuals acquire a progression of creative functions. Advancement is consolidating the 

cycle of information and thoughts into net worth and without development.  However, 

innovation's adopters must be capable of absorbing & applying external knowledge for 

utilizing new technology. The extent of absorptive capacity of the single user may affect his 

learning of using new technology positively and making the retiring to existing technology 

less difficult. Furthermore, the switching costs extent reasonable to possible adopter of 

innovation to gain proficiency with the using of new one relies upon how much endeavors 

and time adopter spent on learning to utilize the old technology & its feature.       

Hana (2013) extracting from several researches opined to divide the innovative process into 

two essential parts. The first part is inventive – concerning with original idea, concept, or thought 

generation – and the second is innovative, wherein the invention is implemented & marketed. Thus in 

the organization innovation is a consequence of the creativity of employees bringing added value and 

must have customers as its target.      

Musa (2012) quoting the formula "invention-innovation-diffusion mechanism" asserted 

that "technological change happens through a chain relationship process of three steps" – invention, 

innovation & diffusion. "Invention is an item creation based on original knowledge & ideas usually 

called as "breakthrough" technology. Diffusion is spreading of technological knowledge among 

various economic activities expanding the space of further creativity of amplifying the chain 

mechanism of invention-innovation-diffusion". Innovation is the pivot chain relationship because of 

inspiring invention and motivating diffusion so invention & diffusion both have some attributes.   

Decision-Making Stages and Process of Diffusion of Innovation  

Bertrand (2004) expressed that process of innovation-decision is an over-time sequence and 

target audience members pass through it. This is a five-stage sequence: (1) Awareness, (2) 

Knowledge, (3) Persuasion, (4) Adoption, and (5) Implementation.   

Dick (2002); Peansupap & Walker (2006); Sahin (2006); Chaipoopirutana et al (2009) and 

KOCAK et al. (2013) described the "innovation-decision process as an information-seeking & 

information-processing activity where individuals are motivated for reducing uncertainty about 

advantages & disadvantages of an innovation. The researchers quoted innovation-decision steps 

following each other in time-order manner as: (1) Knowledge, (2) Persuasion, (3) decision, (4), 

implementation and (5) confirmation".  

Neudorfer (2004) revealed that individuals at the knowledge stage first time notices the 

innovation's existence. This occurs by some coincidence or arranged because of an intentional quest 

for an item or administration having specific characteristics. In the persuasion stage, the individuals 

try to determine the cost & benefits of the innovation due to further information about the product & 

service. In the positive evaluation function of development, it will be tried out, and relying upon the 

test results, the individuals decide whether to purchase & use the innovation or not, this is the 

"Decision Stage". In the usage Stage, the advancement is utilized.  Meanwhile, individuals 

experience whether the innovation can be positive which is leading to purchase decision confirmation 

(Confirmation Stage). This results in activities like purchasing again the same product.   

Explaining the diffusion of innovation stages Sahin (2006) and KOÇAK et al. (2013) 

expressed that in innovation case, first is the knowledge stage, where adopters must recognize the 

innovation quantity to be secured and how it is used, and so on. Second is the persuasion stage 

wherein adopters want to know the answers to the questions such as "what are innovations' 

consequences?" and what advantages & disadvantages would be in any situation of this innovation? 

This means adopters would be psychologically more involved at the persuasion stage (Bernik, Azis, 

Kartini, & Harsanto, 2015). After these stages, individuals face the decision of rejection or adoption 

of innovation.  

Sahin (2006) explaining these five stages expressed that the innovation-decision process 

begins with the knowledge stage where individuals learn about innovation's existence and search for 

information about it. "What?" "Why?" & "How" are the questions at the knowledge stage. Question 

form three types of knowledge: (1) Awareness knowledge,   (2) How-to-knowledge & (3) Principles 

knowledge.                

•  Awareness knowledge represents the innovation's existence and motivates the individual to 

seek more information about innovation to adopt it.   
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•  How-to-knowledge informs about the ways of correct utilization of innovation. This 

knowledge is a necessary variable of adoption decisions.    

•  Principles knowledge includes the principle of functioning describing why & how innovations 

work. Without knowledge, innovations can be adopted but its misuse would lead to its 

discontinuance. During the persuasion stage, the attitude of individuals towards innovation 

may be positive or negative. The persuasion stage is feelings centered stage so at this stage 

individuals are involved stage more sensitively. At the decision stage, individuals choose to 

reject or adopt the innovation. If innovation is adopted partially on a trial basis, usually it is 

adopted more quickly because many individuals first try the innovation in their situation and 

then make a decision of rejection or adoption. However, rejection is possible at every stage of 

the decision process. Sahin (2006) identified two types of rejection 1 – Active rejection 2 – 
Passive rejection. Inactive rejection individuals try the innovation and think about adopting it 
but later decide not to adopt it. In a passive rejection position, the individuals do not think to 
adopt the innovation at all. The order is knowledge-persuasion-decision. Then 
implementation stage wherein an innovation is put into practice.  The order is knowledge-
persuasion-decision. Then stage of implementation wherein an innovation is implemented in 

practice.  However, innovations bring newness in which some degree of uncertainty is 

involved in diffusion. Thus to reduce the uncertainty the implementers need technical 

assistance from the change agent. Re-invention happens usually at the stage of 

implementation, so implementation is a vital stage. Innovation is the process of new idea 

creation or discovering, while innovation adoption is the process of using the existing idea. 

The more re-inventions take place, the more quickly a development is received and gets 

regulated. As advancements, PCs are the devices that comprise of a few applications and 

openings, so PC advances are more helpless against reexamination. The last stage of diffusion 

is the confirmation stage.  In the confirmation stage, the individuals look for support for 

their decision. The confirmation stage is the last stage in which individuals look for support 

for their decision. This can be reversed if the individuals about innovation receive conflicting 

messages however individuals seek supporting messages and try to stay away from 

conflicting messages.   

Peansupap & Walker (2006) mentioned from literature ten stages of diffusion of innovation 

i.e. (1) – idea conception, (2) - awareness, (3) - matching, (4) - appraisal, (5) - persuasion, (6) - 

adoption, (7) - implementation, (8) - confirmation, (9) – routinization and (10) – infusion. However 

about organizations Peansupap & Walker (2006) believe that adoption and its implementation in 

organizations has six stages i.e. (1) – initiation, (2) – adoption, (3) - adaptation, (4) - acceptance, (5) - 

routinization, (6) – infusion. This stage model based on each stage's characteristics has been utilized 

for estimating innovation reception development. The first stage, initial adoption, focuses on 

innovation's diffusion at the organizational level consisting of three sub-processes: knowledge 

awareness; persuasion, and adoption decision. The second stage, actual implementation, focuses on 

group or individual adoption and diffusion.  

Neudorfer (2004) mentioned perceived risk as a relevant product quality besides the above 

points. This criterion describes the insecurity attached to this innovation. Adaptation theory explains 

individuals' behavior in dealing with innovations and diffusion theory examines the diffusion of 

innovations in a social system concerning time. So the diffusion research object is the adoption speed 

of innovation on the time.     

Factors Influencing the Innovation Diffusion Process 

Chigona and Licker (2008) expressed that one step towards maximizing innovation's adoption rate is 

to understand the adoption influencing factors. According to Valente (1996), individuals are different 

in their willingness of taking risk in getting a new product or idea. Who will take risks and who will 

not? How social systems influence them. "A social system is the pattern of friendship, 

communications or support, advice, which exists among its members". Individuals having the highest 

number of nominations were opinion leaders and were theorized to have a significant influence on 

the rate of adoption. According to the second or another approach within a system, weak ties are 

necessary across subgroups for happening diffusion. Third network diffusion approach, suggesting 

structural equivalence. Structural equivalence affected the adoption of innovation. Other factors 
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affecting the diffusion of innovation are density, centrality & reciprocity. Two external sources are 

influencing the innovation adoption i.e. 1 - cosmopolitan actions & 2 - communication media.  These 

tell individuals earlier awareness of innovation & independence from framework standards 

empowering them to be prior adopters and defenders of development. In craftsmanship and science 

networks the standard is for inventive conduct where outside impact works suddenly. 

According to Sahin (2006), an important obstacle to innovation adoption is uncertainty. The 

consequences of innovation may create uncertainty. Consequences are the change occurring in a 

social system or an individual as a result of innovation rejection or adoption. To reduce uncertainty an 

individual should be informed about the consequences of adoption. Consequences are classified as 

desirable & undesirable; direct & indirect, and anticipated & unanticipated.  

Adoption of Innovation 

Ling and Nasurdin (2010) expressed that in the manufacturing field, to keep up with fast changes in 

the global market & technology, firms have been enhancing their capabilities, especially during the 

last few decades. The increase in environmental uncertainty compelled the organizations to be cost 

proficient and skilled in the conveyance of predominant client esteem. Numerous explores featured 

the critical job measure and item development played in this regard.  

Okpara (2007) pointed out that until widely adopted & incorporated in daily life any idea does 

not become an innovation because people in the majority resist the change. Hence a key part of 

innovation is to convince others that this is a good idea.   

Neudorfer (2004) asserted that many factors influence the adoption process concerning 

duration & course. So "environment-specific, product-specific & innovation- specific forces are 

mention in literature". Product-specific factors are innovation qualities to which individuals can 

perceive subjectively. These qualities influence the intensity & adoption's timely outcome.   

Delre et al. (2006) narrated expressing diffusion process that some early adopters adopt the 

innovation fashion trend, influenced easily by new trends all potential consumers decide to adopt & 

laggards and skeptical consumers also may decide to conform to adopt the new product. The social 

influence of the behavior of other consumers affects constantly throughout this process of individual 

adoption.  

Baudisch and Grupp (2006) expressed that social scientist thinks that adoption of an 

innovation is not an instantaneous decision but it is process over time. During this process an 

individual passes through the stages: 1 – first the innovation knowledge, 2 – making an attitude 

towards innovation, 3 – decision to reject or adopt the innovation, 4 – implementation of new idea, 

and 5 - finally the confirmation of this decision. Its conceptualization consists of five stages.           

Chiagona and Licker (2008) revealed that innovation is perceived useless if not adopted 

despite being well designed. So those who are responsible for innovation should its adoption rate, and 

the first step of maximizing the adoption rate of innovation is to understand the factors influencing the 

adoption.  

Chew et al. (2004); Baudisch and Grupp (2006), and Stephenson et al. (2017) quoted and 

elaborated five different characteristics or attributes of innovation contributing to its adoption rate 

include: 

1 –  Compatibility – Degree of perceiving the innovation consistent with the existing values    

2 –  Trialability – Degree to which innovation is experimented with on a limited basis   

3 –  Relative advantage – Degree of perceiving the innovation better than the idea it supersedes 

4 –  Observability – Degree of visibility of results of an innovation to others 

5 –  Complexity – Degree of perceiving the innovation as relatively difficult to understand & use  

Chaipoopirutana et al. (2009), Sain (2006), and Stephenson et al. (2017) stated that 

innovations are adopted fast having more simplicity, compatibility, relative advantage, observability 

& trialability. Innovation's rate of adoption is determined by variable: innovation-decision, innovation 

attributes, nature of the social system, medium of communication, and promotion efforts of change 

agents. Despite having obvious advantages, the adoption of a new idea is difficult, so the accessibility 

of these advancement factors accelerate the cycle of dispersion of development. Various adopters' 

categories are: Innovators, early adopters, early majority, late majority & laggards.  

MacVaugh and Schiavone (2010) indicated three common players in any innovation diffusion 

system, which are: the innovating market or industry, the users community (having categorically alike 

technology), and the individual (potential) users. The players are influenced by or influence three 
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systematic conditions: social, technological & learning. Conditions influence many levels, 

distinguished as a variable related to selection/non-reception. 

Moschini (2000) also had pointed out another fact that market power affects the price charged 

for innovation inputs and in turn pricing of innovation influences its adoption resulting in social & 

private costs and benefits.   

Four Key Terms as Major Elements of Diffusion   

Inman (2000), Bertrand (2004), Sahin (2006) & KOCAK et al. (2013) declared four key components 

& factors influencing the diffusion process: 1- innovation itself; 2- communication channels; 3- time 

& 4 – social system wherein innovation is introduced. 

Murray (2009) also mentioned these four main elements put forward by Rogers In 2003 i.e. 1 

– Innovation, 2 – Channels of Communication, 3 – Time & 4 – Social System. 

1-  Innovation Itself  

Baudisch and Grupp (2006); Chew et al. (2004), and KOCAK et al. (2013) indicated that in 

diffusion process innovation itself is also an important factor.  KOCAK et al. (2013) quoted Rogers et 

al (n.d.) who mentioned that scholars also studied why some innovations relatively spread rapidly 

while others spread slowly. Innovations perceived: 1 – relatively advantageous, 2 – are compatible 

with existing values, & experience 3 – relatively easy to adopt and comprehend, 4 – observable & 

tangible, and 5 – divisible for trial, are more rapidly adopted.  Sahin (2006) stated that innovations 

offering relatively more advantage, simplicity, compatibility, trialability & observability are adopted 

faster than other innovations. However adoption of new ideas, despite having obvious advantages, 

new ideas are difficult to adopt.  Wejnert (2002) narrated that most diffusion analyses emphasized 

actors & their innovation perceptions, along with environmental context variables influencing the 

adoption process. However, authors commonly consider two innovation associated factors: Public 

versus Private consequences, & cost versus benefit. Public versus private consequences refer to the 

adoption of innovation's impact on other than public consequences (actors) versus that on private 

consequences (actors itself). Innovation adoption with public consequences leads to historical 

breakthrough reforms e.g. welfare policy, civil right protecting laws patent laws & international 

regulations for natural environment protection, whereas innovations with private consequences impact 

the well-being of peer groups, organizations, & rural communities. These innovations improve the 

quality of lives of individuals or reform the social structure or organizations e.g. new medical 

practices, fertility control methods, improving management style, or agriculture technology 

improvement.  

2-  Communication Channels 

China and Licker (2008) squeezing from some researches expressed that an innovation can be 

communicated through interpersonal communication or mass media. These two channels or media 

play roles complementary but different. However, despite individuals know about an innovation via 

channels of mass communication but adoption decisions are made influenced by interpersonal 

communication. Under DoI many effects of characteristics of innovation are moderated actually by 

role others role or presence: Observe-ability depends on result communication ability to others, 

relative advantages depend upon task & its definition, trial-ability depends on social circumstances of 

trial, complexity depends on the ability to talk to oneself. Sahin (2006) referring to some studies 

narrated that a channel is the means of sending or communicating a message from source to receiver. 

"Innovation is a specific communication which includes communication elements: 1- innovation, 2 – 

two individuals or other adopting units, 3 – and a channel of communication". Interpersonal 

communication or mass media are two channels of communication. Mass media include radio, TV, 

newspapers, and interpersonal channels is consisting of two-way communication between individuals. 

On the other hand "diffusion is a very social process involving interpersonal communication 

relationships". Therefore interpersonal channels are more powerful to change or create a strong 

attitude held by individuals. Inman (2000) asserted that the nature of the relationship of information 

exchange between individuals determines the conditions wherein a source will transmit innovation to 

the receiver or not and transfer's effects. Mass Media has a tremendous and problematic influence on 

innovations and alters the communication dynamic by influencing the stakeholders. However, mass 

media is considered an element of innovation. Tolba and Mourad (n.d.) expressed that empirically it is 

proved that opinion leaders affect the consumer decision-making process through spreading positive 

words of mouth which influences diffusion rate.    
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3-  Time   

Inman (2000) asserted that in technological progress time plays a critical role because it 

defines the position individual occupy during the evolution of progress and the pace at which this 

progress occurs. By the time there are five categories of adopters i.e. innovators, early adopters, early 

majority, late majority, and laggards. Sahin (2006) mentioned that in most behavioral researches time 

aspects are ignored while including time dimension in process of diffusion illustrates its strength. The 

adopter categorization innovation diffusion process & adoption rate all include a time dimension.   

4 –  Social System   

Inman (2000) and Sahin (2006) quoted social system definition as: "a set of inter-related units 

involved in joint problem solving for accomplishing common goals". Since any innovation diffusion 

takes place in a social system so it will be influenced by the social structure of the social system. The 

structure of the social system is the patterned arrangements, of units in it.  The social system's nature 

influences the innovativeness of individuals, which is the main criterion for adopters' categorization. 

Two roles in innovation introduction & adoption in any social system are especially important. First is 

the "opinion leader" who imagines anyone who can influence others. The second is the "change 

agent". Individuals associated with any adoption of decisions are agents. There are three potential 

descriptors in the social system. First is attractive versus unwanted relying upon impacts of 

advancement in a social framework are broken or practical. The second type is Direct versus indirect, 

and the third type is anticipated versus unanticipated. Secondly direct versus indirect depends on 

whether changes to a social system or an individual are occurring in reply to an innovation or 

happening as a second-order result of direct inferences of an innovation. Thirdly depends on whether 

changes are intended & recognized by a social system's members or not.  

Besides the above listed four characteristics, Wejnert (2002) has also mentioned the 

characteristics of innovations as one more element.  

5 –  Characteristics of Innovations 

Wejnert (2002) revealed that usually innovation's actors or characteristics which may 

influence substantially the perception of benefits & costs of innovation are ignored, thus merging with 

innovation's characteristics per se. Wejnert (2002) mentioned six variables' sets appearing to modulate 

innovations' adoption. These sets of variables are: 1- innovation's social entity, 2- familiarity with the 

innovation, 3 – socioeconomic characteristics, 4- Status characteristics, 5 – relative position in the 

social network and 6 – personal characteristics associated with cultural variables, modifying actors' 

personality characteristics at the population level.  

Conclusion 

From the study of the above-quoted literature, it is concluded that innovation is an object, idea, or 

practice to which individual or adoption units perceive as new centering on, process, people, 

technology, structure, new behavior and culture, deployed in commercial use for driving economic 

growth. Innovation is also analyzing & combining some concepts and creating new concepts & new 

thinking not available previously. Innovation is successfully developing the competitive advantage 

which, means it is key to entrepreneurship. For an innovation, it is not necessary to be new but instead 

of this, it must be supposed as new by would-be adopters. Innovation instead of any mechanical 

creation can be an idea, new production process technology, new product or service, new program or 

plan about members of organization, new administrative system integrated & perceived to have value. 

However, innovation becomes beneficial only when it is diffused through communication over time 

through certain channels among the social system members. The best measure of innovation's 

economic consequences is productivity growth, and economists have concluded that innovation is a 

key to enhancing prosperity & improving living standards.  
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