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Competition and Diffusion Model about Two Products
under Influence of New Media
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Abstract: With the prevalence of new media, the transmission ways and channels of the diffusion
process of innovative products present a diversified structure, which brings new demand and
challenge to marketing. A competition and diffusion model about two products under the influence
of new media was proposed based on Bass model, which describes the effective of new media on
diffusion. Furthermore, the qualitative analysis with these typical conceptual models was carried out
to achieve an optimal cordinate between new media influence and market share by using differential
theories. This provides theoretical and methodological basis for regulating the strategies of
marketing channels in the general atmosphere of the wider application of new E-commerce.

Key words: Bass model; new media; competition; diffusion

P AT OO O A—E BT RS TR AE IR RRAYML 2 A% 05 5 il 2 L R BT 7= i 1Y
HARGERE DA TR R, e e, WA S 20 g b s I, 08 b T R
FEREUEE ) AL 2 RGN A R K RO MR I AR Y 2 1969 4F Bass 2

F= HER: 2013-09-03

EEWE: FRAARAIEE R (71303157) 5 B i FLR A RRH - 54 9 Bl H (13ZR1458200) 5 R iidr-#it 2 Ft
2FJL 4 W B0 H (2014EGLO07)

F—1EE: ERLA981 ), B, Y. WFFE 7 )« b2 B 4% #E . E-mail. liang_anhuo@usst. edu. cn



5553

B2 A HT T IREE R ) Al T 5 T B R 435

L AR it AR R R DG A R R 2 o %%
B TP AR A A P 2 S A TS

Bass F 5 Ko LA 5 2t A 78 K 22 {3 B 7
A PE T 37 E 2B W 14 8 7 i 14 SRR AT 5T i
ARYL PN Gk (NN VAT ARSI L N S NS e |
B i JEIT R . B ORI AR i A ik
T P A R [R] 288 7= i A T 3L 5 4 7 RSO —
P S T RIB™ dhsa 9 B BE 98t 52 3] 22 2
MRTE » EEPITA P — AR PR
B R BT b AR T 3 b (9 38 S 0 B A 0 b
HELE A IR TR I A A7 5 4 HEEA AL i I 7 A
REAETT S5a 4 FPIBUVES ™™ s )2 7E Bass B8 (1 Fe Al
b B R R i T 758 B e i SR
SO RO T E 1 Gi DR DR NS S i)
WFFERTE » BIRR ST 7™ A (8 5 BT I [R] — > T 3
PRET B Y HOH R T B2 B R AL 7 X
— RS ) AR5 S SN s 2
1A o IV W K 38 X oA ) S35 1) A 25 PN
M B AT 7 ity i 26— i i LA A A P R S 0 T
P D B LR PR BE 2 B2 i i T 3
A RSN aE P R R RO VI OG » 2 B Y
BT 5 SRS B AR TE X T R B2 . B A i 2
HL T T 55 TR TG A TR L 7 it 1) B A R UK A TR
AR A TR (4 22 SR 8 B RO 7 BT
DESE- IR e

ARSCAE BT Y1) L 78 55 PRBE T BT 7 a1 BT
PR, 4 E A 2 8 Bass BEALHETT T4,
SE T G BB AL R SR B A 7 i BB T ORI L AR
PRy 7 R OG A3 T BIE , X R4 T T & U 2
OIAT » BRIV BT B BB 7 A I BT O e -
SRR T T A AR S A DR RDIR 2  2E T 7R
BUHL T 55 RFRBE R 7 il ) 5 6 502 1 A s 174 il
E R PEIE BLA 5 P RS

1 BE—Fm¥ 8 Bass i23!

Bass B s —Flof = i AT )5 - B
RIS 232 2 P A AL T AN e . —J& KA A%
TR RSB 3 —J2 LR B i
AR

48CD _ pIN-s( 1+ ZLIN-5(H] )

AL SO ¢ 2B 25 T8 i B KGN
NG R A  p HATE R RSN R g

)] 28 R PR IR 2R . Bass 5 R I 3K o)
NPT : — A S R B R Bk B
B T3 — R 2 10 A5 5 A 5 e B O A
i

Bass BORAFAELL T PS5 1T A BRI - a. BT
AL AT L2 ROE ™ dh I RS 8 4 i T A B
M IRIE e A s b TSRO RE AT AR
W BT LA, HLAE SR UL AT B S0 7 A8 s . 4
A B R ) 53 A S I M LT A B
FRTI . i AR AT 58 2 G R A R AT 22 5 Tl B I
ATk Bass A7 BRI 38 ISR BY A 2R
B R R AR p o q SEAT 0 FR RN T T P A R
JEI T Bass AT sl ek BT

2 FENIME T mTaRESRY BiRE

1R 5L 1Y) Bass fE AR 57 S B BIHT Y A
PR IE : — R ARG s — % UG 3% . b6 4 38 1
B = R IO s R ST FALE
BN R -6 LR B A A5 B HE S5 4150
AT TR TR 45 32 B R O TE  7 AN T
ROk BT A ST B B N S
RGN 1 F L X TE TR B AR, g T

FEMERE IS S P e 245 B R AREOR .

A FIRE T HAR LB AE N TRSERE, DR
FHLL i, 10 P SR A5 2RI 55 AL R RS . T
AR RS = FE R 7 5 B R, & 24 L) Bass
REAY B 2% Y B A 167 i A5 B AL G ot 72 b 4
AT 2FER A € 5 A 22 R 45 ] AR 2 (E A5 80
M) AR SCIE S5 1T T A (R 2 e 26 7 S BB 1K
Bass #5878 (il Bk I, #5717 T 35 A B O
AL DRGSR A G T 77 A B 2 5 4
FBERUERR AT

a. MHEAEAN N, AR KTk Lk
FEAEPIRNR) 287 &, BAT A RO a0 I R
SRR WA= A e A R B, Hop e i AR
BIE TGRS X (O F8 t BFZERA™ 5 A
MY NBICE 5 77 B A B & T B i R B
BT Y COFE ¢ BFZIR A 5B AR
P ER A BE S N - X (D - Y(t).

b, P BT TE R 2 i =MLk is i 7
e b 2 s BAT R A HEA TG SE R A —
PR PR SAL G AR F R AR5 T = imfs
B RO A AE 1 13k A8 i O =)



436 RT3 I N = =

2014 4£ % 36 &

Ji Bl B AR A S s =R BT IR FLAAA Al
HRB YT GRS T fh s R

C. VEAE R I 2 A CA0 455 1 S0 45 1A 3
A BRI TR ™ ity + 485 52 IR B0 R R MR o B
PREZ  ZRBO p s ISR TRAER 3 i 111 Sk S8 4
{308 7 2R FH P ity R 52 3 R AR D0 A R IR BR DA 1
AR REON q.

d. S AGE TS AN A B U IE 1 B S RS
RN A RL A e, fh TAE GEBAAR) i B AL 1R
HRRAHX ARG ity (B B A AR
EA R KE TR T = b A LR, Br AU
BEAL S A I AL GE AR T 1A 7 b 5 B AR
JE i A X — 2RI AE B T R A TR
T A LB R 7 B X 2R (E L B L
IR A ) AR AR B I A

AR BRI IRTE B TR 2
I WAL GEIREA B 7 it 5 B IF R R BE RN an
AR T RS B TR AR @ S
oo +a=1.

e. AR AR Gl Sk AL R I KB
7 AN BT ALEAETRIZE T B AR
PEA PR AR BCTCIE & i R Ae TR a5 R
IR i A AT REME DY By B8 5 B 17T BE
PRy By o B+ B, = 1.

£ VTR A N R P RN A 46 07 X7
an i EG A EEE i AL D O A S 7 it 8™ et
S s A R A By WA B 2
.

i A ARSE AT U 7 i A R A B
A BT HBOR S KL AR 1.

P BRI A Y ()

Wi B ARAN
P AR ECAX (6

{1

( AN NS IN-X(1)-Y(0)] )

¥
LS

o TSR

H
o
¥
#r

a1 P[N=-X()-Y (D]

N

AL TR | | WA T SR P SO T R
22 [N-X(0)-Y(1)] 4 EOYO) (v v v

I

v
= SR ARR B A B0 K

a1 PIN-X(O)-Y()]+

ba %}\f@) [IN-X(D)-Y(D)]

7 BRI B AN B K

a2 p[N-X()-Y(D)]+

b q- XD v x-vo)

B1 #HENZW TR~ R #rsE

Fig.1 Schematic diagram of the diffusion of product information under the influence of new media
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products with time
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