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The Bass model or Bass diffusion model was developed by Frank Bass. It
consists of a simple differential equation that describes the process of how new
products get adopted in a population. The model presents a rationale of how
current adopters and potential adopters of a new product interact. The Bass
model has been widely used in forecasting, especially new products' sales
forecasting and technology forecasting. Mathematically, the basic Bass diffusion
is a Riccati equation with constant coefficients.

VY nocnimkeHHl po3risaaeTbes Monenb bacca abo moxens audysii bacca,
ska Oyna po3BuHeHa @penkoMm baccom. BoHa ckiamaeTses i3 mpocTtoro mude-
PEHIliaIbHOTO PIBHSHHS, L0 OMKCYE IMPOIeC TOro, SIK iHHOBAIl MPUHMAIOTHCS
HaceJIeHHsIM. Mojienb mpecTaBiisie co00l0 OOTpyHTYBaHHS TOTO, SIK B3a€MOJI-
I0Tb HOBOBBEJIEHHS 1 MOTEHILIiHEe BBeIEHHS HOBOro mnpoaykry. Mogaenb bacca
HIMPOKO BUKOPUCTOBYETHCSI y MPOTHO3YyBaHHI, 0COOIMBO y mnepeadayeHHi mpo-
JaXiB HOBUX TOBApiB 1 MPOrHO3YBaHHI TEXHOJIOTIH. 3 MareMaTUYHOI TOUKHU 30-
py, monens nudysii bacca € piBHsHHSAM PikkaTti 31 ctanumu koedimientamu |1,
2].

®opMyIrOBaHHS MOJIENI:
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ne f(¢) — ¢yHKuis 3MiHE BcTaHOBJIEHOI 0a3oBoi wyacTuHH, F'(f) — GyHKIIS

=p+qF(1),

BCTAHOBJICHOI 0a30BOi YacCTWHHU, p — KOEQIIli€HT iHHOBAIlil, ¢ — KoedimieHT

imiTarii.
Bupaxenuit y BUTIsiAi 3BudaitHoOro qugepeHiiaibHOro piBHSHHS,
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[Tpomaxi S(¢) — MBUAKICTH 3MiHU BCTAHOBJIEHOT 0a3u (TOOTO 3armo3uueHHs)
f(t) nOMHOK€Ha Ha TPaHUYHUI MMOTEHIial PUHKY m:
S(1) =2mj‘(t), -
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Jlns TUTIOBUX 3HA4YeHb p 1 ¢, KOJIM ¢ BUMIPIOETHCS B pokax [3]:
1) Oynmo BcTaHoOBIleHO, MmO cepenHe 3HadeHHS p =0.03, KpiM TOrO, BOHO

gacTo OyBae meHImM 3a 0.01;

2) BUSBJICHO, IO cepelHe 3HadeHHs ¢ = 0.38, 3 TUIIOBUM poO3MaxoM Mix
0.3 Ta0.5.
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Jlns oro mMogeni miaxoAsaTh AaHi 3 Mabke Oyab-SKMX MPOAYKTiB, HE3Ba-
’Karouu Ha IMUPOKUN Jiara3oH 3MIHHUX YIPaBIIHCHKUX pillleHb, HAIPUKIIAMI, IIi-
HOYTBOpEHHS Ta pekiamyBaHHs. lle o3Hauae, 1m0 3MiHHI pillleHh MOXYTh 3Mi-
nryBati KpuBy bacca B 4aci, aje ¢opma KprBOi € 3aBXKIH OIHAKOBOIO.
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