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Table 1 The registered users of the NETEASE’ s free personal email
2000 2001 2002 2003 2004 2005
1.225 10.8 23.925 41.75 74.5 120
2006 2007 2008 2009 2010 2011
168.6 233 290 285 367 450
http: //ir. netease. com/phoenix. zhtml?c = 122303&p = irol+4eportsannual.
815
¥ Shaikh m =
Bass 815 Matlab
m ; SAS 2.
2 (m = 815 )
Table 2 The parameter estimation of NETEASE’ s free personal email service
p q A D k ky ky P
Bass 0.011 0.193 — — — —
NUI 0.061 0.538 35.49 — — — — —
HOGI 0.018 — — 0.001 14.53 — —
HEGI 0.015 — — 0. 164 1.498 0.809 0.689 0.460
HOGI s
HOGI
63
F
R’ R’ s? 3. HEGI k,
. HOGI
HOGI R 96. 4% R 95. 4%
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Table 3 The comparison with effects of different models’ statistical test about email service

R* (%) R*( %) N P q 5 d k ky ky
Bass 95.7 95.1 1147.321 — — — — — — —
NUI 94.3 92.7 1747.713 — — — — — — —
HOGI 96.4 95.4 1 102.556 | *% — — dok | ok — —
HEGI 95.9 95.5 1 508.985 * — — *% — Kk
D okk 1% F * 5% F
MAD-.
MAPE MSE.
SDE
2007 ~ . 4
2011
4
Table 4 The comparison with the models’ forecasting accuracy about email service
MAD MAPE MSE SDE
Bass 35.266 0.112 1337.918 36.578
NUI 37.696 0.114 1599.528 39.994
HOGI 31.910 0.101 1 187.562 34.461
HEGI 34.569 0.110 1302.36 36.088
4 HOGI
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2
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X 4507
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FE]
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Fig. 2 The comparison with prediction effect of different 2007 T RBUEH AR 1350 }.5
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Fig. 3 The changing relationship among the coefficients in the HOGI model
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Table 5 The number of active users of Tencent QQ

2003 -12 2004 -03 2004 -06 2004 -09 2004 -12 2005 -03 2005 -06 2005 -09

81.5 97.1 110. 1 119.3 134.8 149.2 173.1 184.8

2005 -12 2006 -03 2006 -06 2006 -09 2006 -12 2007 -03 2007 -06 2007 -09

201.9 220.5 224.2 221.4 232.6 253.7 273.2 288.7

2007 -12 2008 —-03 2008 -06 2008 -09 2008 -12 2009 -03 2009 -06 2009 -09

300.2 317.9 341.9 355.1 376.6 410.8 448 484.9

2009 -12 2010-03 2010-06 2010-09 2010-12 2011-03 2011 -06 2011 -09

522.9 568.6 612.5 636.6 647.6 674.3 701.9 711.7

http: //www. tencent. com/zh-en/ir/reports. shtml.
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Table 6 The parameter estimation of the diffusion model on Tencent QQ’ s service
P q A D k ky ky Py
Bass 0.018 0.167 — — — — — —
NUI 0.005 0.425 1.851 — — — — —
HOGI 0.003 — — 21.261 0.015 — — —
HEGI 0.008 — — 0.089 3.415 0.200 3.215 0.941
7
R, R’ S? 7 )
HEGI %\ R’ S?
F
7
Table 7 The comparison with effects of the models’ statistical test about instant messaging service
R*( %) R*( %) §? P q B d k k, k,
Bass 96.9 96.8 1334.527 | — | — | — | — | — | — | —
NUI 97.9 97.8 903. 308 e e e e R e
HOGI 98.8 98.7 509.393 wk | — | — | w%x | % | — | —
HEGI 99.6 99.6 164.524 sk | — | — | x| — | % | ke
Dok 1% F * 5% F

2010 9 ~2011 9 8
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Table 8 The comparison with the models’ forecasting accuracy about instant messaging service
MAD MAPE MSE SDE
Bass 45.927 0.068 2 166. 851 46.549
NUI 60. 283 0.089 3 716.299 60.961
HOGI 16.476 0.025 331.892 18.217
HEGI 6.836 0.010 83.018 9.111
MAD .
MSE  .SDE
HEGI ; ;
MAPE
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4
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Self-service diffusion from the perspective of interpersonal relationship

ZHAO Bao—guo' YU Zhou-ing’

1. School of Economic & Management Beijing University of Posts and Telecommunications Beijing 100876
China;

2. Electronic Banking Sector Postal Savings Bank of China Beijing 100808 China

Abstract: With the application of self-services companies can keep down costs and customers can enjoy con—
venient services. However the market penetration ratio of many self-services is not high. Thus figuring out
the market diffusion law of selfservices is significant to the development of self-services. A lot of researches
have proved that the interpersonal relationship network has an influence on selfservice diffusion. However
none of them analyzed the influence of individuals in communities. Therefore on the base of the Shaikh’ s
mixture diffusion model this paper analyzes the influence caused by the number of individuals in different so—
cial groups and the number of adopted individuals and builds an HOGI model and an HEGI model. This paper
also takes email service and instant messenger service for examples and gives a comparative analysis of the two
models by means of econometric analyses. The result shows that under community pressures the HOGI model
has a better fitting efficiency. However taking the mutual functions between individuals into consideration
the HEGI model has a better fitting efficiency.

Key words: self-service; diffusion; interpersonal relationship; mixture model



