H O | WTAE | Siks | G | ERRE | WTOI | TS AE | BER | BRI |

o LR} = 2005, Vol.‘ E Issue (2) :63-69
B3 BHER | THAEZE | 2R | aanx << Previous Articles | Next Articles ==

FHEM LS R E S SRR

P E R RO B, ZRAIE, 230026

Vertical Cooperative Advertising Model under Retailers’ Competition

WANG Lei, LIANG Liang, WU De-sheng, XIONG Li
Business School, University of Science and Technology of China, Hefei 230026, China

.
. BHHK
R PSe

Download: PDF (KB) HTML (KB) Export: BibTeX or EndNote (RIS) Supporting Info

B T 45 1 B AIFR 5 S T R B s T A — T RN O e A STOAE S LR - SR04 31 2 3 7
FIZA 4 E I R R IR . RS RO T S TR R T 250 1 I S H N SRR B35 5 5 T B . ERI o K, a1 ——

PRI TR, A ER Y, % 50T S5 B W A 2 B B XS0 50  APEs Ah img opep IEACTHERRETI AL

SR L ST A 7 S 8 235K 2 ) S 9 B 9 2 AR 55

Y. AMESE EAMEECE B AT A

Email Alert
Abstract: The previous research of the cooperative advertising question mainly concentrates on the situation

RSS

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 TEHHH K L=
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?
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How do manufacturers make the replenishing policy to different retailer?Which factor influence and how influence RER
choice of marketing channel?These questions are the main contents of this paper. 8
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