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Abstract: From the view of product life cycle (PLC) which is based on the process of customers'
adoption, this paper used a micro diffusion model to analysis the diffusion of products with network
effects. The simulation results show that the local network effects of customer interactions increase the
diffusion speed both at early and middle stage. The clustering effects of customer interactions could
impede the diffusion speed at middle stage. The stronger the interactions between customers are, the
faster the diffusion speed at middle stage is. The type of global interaction customer decreases the
diffusion speed at early stage, but it could increase the diffusion speed at middle stage. Furthermore, the
influence of those factors above on the diffusion speed of products with network effects would exhibit
different patterns due to the different structures of complex social network. Those conclusions provide
new marketing strategy implications for firms in markets with network externalities.
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