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Innovators
34% 16%

Late majority 1 Laggards

13'/2% 34%
Early adopters Early majority

Time of adoption of innovations

Hulumtimet ne USA — kane tregua se gjate procesit te
pranimit te produkteve te reja paragiten pese grupe te
konsumatoreve e ge jane: (1) inovatoret, (2) adaptuesi
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vonshme dhe (5) “te vonuarit” konsumatoret.
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