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摘要 关于合作广告问题的研究目前主要集中在探讨单一制造商和单一零售商时的情况。本文则在此基础上,把研究扩展到单一制造商

和多个竞争性的零售商的情况。零售商的商品需求量除了受到自己的广告投入影响还受到竞争者广告投入的影响。在这种情况下,合作

广告不同于单一零售商时的情况。那么在新的情形下,零售商的广告投入策略如何?制造商针对不同的零售商怎样制定补贴策略?哪些因

素影响以及如何影响对不同营销渠道的选择?这些问题是本文的主要研究内容。
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Abstract： The previous research of the cooperative advertising question mainly concentrates on the situation 

of single manufacturer and single retailer.This paper expands studying to the situations of single manufacturers 
and multiple competitive retailers.The retailer’s commodity demand volume is influenced by competitor’s 
advertising input as well as by one’s own advertising inputting.In this case,cooperative advertising issue is 
different from single retailer case.Then under the new situation,how are the retailer’s advertising input tactics?

How do manufacturers make the replenishing policy to different retailer?Which factor influence and how influence 
choice of marketing channel?These questions are the main contents of this paper. 
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