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ABSTRACT

In recent years, because of the rise of the internet, the MP3 music spread more easily, and made the MP3 player be appeared. Apple

’s iPod is most popular in all MP3 players because mass media, words of mouse and iTunes software which can dispose the law’s

questions. And except above-mentioned reasons, still have other factors? On the basis of this reason, this research tries to find out the

factors for iPod’s diffusion for the theory of innovation diffusion. this research structure of this research take the Milling’s model

as the concept. It may influence in the aspect of iPod, and make a an integrity casual loop diagram. This research’s model is the

case study and the research’s tool is System Thinking, it attempts to find out the reason why iPod succeeds. This research argues

that iPod integrated with iTunes to approve a legal music mechanism, and the complementary foods that the peripheral

manufacturer of ipod product not only offer a more perfect service for it, but also form a network effect. They made other

manufacturers difficult to compete with Apple. It is why iPod can succeed.
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