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AeBielal A multi-phase and multi-state model is constructed at micro level for modeling the diffusion of
innovation, and typical innovation quality communication strategies are proposed. Moreover, an Agent—
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based modeling and simulation technique is also employed to investigate the effects of different innovation
quality communication strategies under various settings. The results show that (1) the intuitively appealing
truthfully-stating strategy is not rewarding as expected, and from the perspective of specific transaction,
over-stating strategy should be adopted, and (2) the dominant satisfaction paradigm in the mainstream
marketing is misleading for the choice of innovation quality communication strategies.
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