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Abstract

Despite 60 years of research on customer responses to innovations, there is still a great
deal of ambiguity about the nature of and relationship between adoption and resistance.
Many articles implicitly assume that resistance is seen as the opposite of adoption,
while some studies suggest that resistance is not the opposite of adoption. This
conceptual paper addresses this conceptual discrepancy and provides two
contributions. First, it offers a new conceptualization of adoption and resistance that is
conceptually nuanced and helps to understand why they are two different responses.
Second, it elucidates the implications of this viewpoint for both theory advancement
and empirical research. It highlights the practical significance of the existing theoretical
contributions to innovation managers and marketers and lays out directions for future
study.
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