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A Study on Diffusion of Cell Phone Market in Japan Using
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Fig. 1: Distributions of consumer’s demand
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Table 1: A result of users ( b = 0.04, w3 = 0.05)
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Fig. 3: Consumers’ utility

4 8BHOHC

BT, Py —FFF— 2 2RAVWTHEEREY - X
HHBICET2HEBEOBEREZL LICHEBEL ATHBEFTL
FHOT, 2y P70 BEEIUEDIBRIZ IR+ 2%

- 389 -



0.1
Network Enemality(wg)l

0.1 .
Network Enml’ny(w?)'

Fig. 2: Comparison of the number of users
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