s kFFER
FH38% FHE2M J. University of Shanghai for Science and Technology Vol.38 No.2 2016

XEHS:1007—-6735(2016)02 - 0115 — 05 DOI:10.13255/j. cnki. jusst.2016.02.003

ETHARPEER Bass ¥ 8#EB R

Er%, R7T#H, L£EE

CEMgRE TR EHpE, [ 200093)

WE: ARB2Z Y Bass A KR AMRAEE R METATRAPRERY "S85 AR, @
SRAMS> FTROBFT Z 2T FREAFEEARE RERLN X RARAARMBARRT T/~
S KA H et BRI AG ARFRIET AFRRASREH TAREEN 2L HFH =B RE 8T
O BART HRELZF RENEA G AR BOBEMRERBRBATT 20N . FE7RA P KR
A RIF, Sk LM EHE P TREEN R, L RREELFLEZE FETHN
B0 R A SE S e T 36 R AR A AR L A 38 A e R AT T S T B

K : Bass #2245 A pARE; 265K
mESES: CI31 MEARE: A

Bass Diffusion Model Based on User Experiences

HUO Liangan, SONG Naixiang, MAQ Huihui

(Business School , University of Shanghai for Science and Technology . Shanghai 200093 , China)

Abstract: According to the classical Bass model, a product information diffusion model was
proposed based on user experiences from the perspective of consumers. In the light of the model,
the relationship between the total number of product users and the channel coefficient as well as
the impact of unpleasant experiences on the purchase of products were analyzed by using
mathematical methods for solving differential equations. Then, the model was validated under
different parameters conditions by simulation ananlysis on the influence of two types of
informations on the classic and new products information diffusion and on the diffusion status
differences. Finally, the analog data and charts resulted from the model simulation were analyzed
and a policy which can enable enterprises to continue to operate and win the market share was
proposed. Some conclusions and constructive suggestions were provided, which help the product to
expand the competitive market. Moreover, guidances and theoretical supports for the strategic

formulation were also suggested.
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Fig.1 Information diffusion model based on user experiences
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Fig.2 Influence of different channels factors on the

total number of products’ users
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Fig.3 Influence of an unpleasant experience

on products’ users
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