
 

首 页 | 期刊介绍 | 编委会 | 编辑部介绍 | 投稿指南 | 期刊订阅 | 广告合作 | 留言板 | 联系我们 |

中国管理科学  2009, Vol. 17  Issue (2) :108-116    

论文 最新目录 | 下期目录 | 过刊浏览 | 高级检索 << Previous Articles | Next Articles >>

对多产品销售的激励合同设计及定价研究

徐鸿雁1, 黄河2

1. 清华大学经济管理学院, 北京100084; 
2. 重庆大学经济与工商管理学院, 重庆400044

Pricing and Compensation on Heterogeneous Sales Forces for Multi-Products under 
Asymmetric Information
XU Hong-yan1, HUANG He2

1. School of Economics and Management, Tsinghua Univ., Beijing 100084, China;
2. College of Economics and Business Administration, Chongqing Univ., Chongqing 400044, China

● 摘要  

● 参考文献  

● 相关文章  

  

Download: PDF (0KB)   HTML (1KB)   Export: BibTeX or EndNote (RIS)      Supporting Info 

摘要 在制造商雇用销售商销售多种产品的市场背景下,本文分析了当制造商面临的销售商有关于销售能力的私有信息时,制造商如何制

订多种产品的销售价格并设定多产品的激励合同问题。模型中,制造商通过提供多个规定目标销售量的合同供销售商进行选择,在销售

商选择后,制造商了解到销售商的真实销售能力。由于制造商和销售商之间存在不对称信息,制造商需要付出一定的信息成本才能获得

销售商的销售能力。研究发现,制造商能够通过合适地设定不同产品的销售价格,以获得在不同产品上的分配销售商销售努力的权力。

进一步,在一定的条件下制造商可以根据自己的需要任意设定合同中不同产品的目标销售量而不影响其最终期望利润。本文找到了上述

最优销售价格以及多种产品目标销售量所需要满足的条件。
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Abstract： In this paper,we investigate the pricing decision and the compensation strategy of a manufactur er 

with heterogeneous sales force.The manufacturer hires the sales-agent to sell multi2products.The sales-agent 
usually has better information of his selling ability than the manufacturer does and he will dis tribute his efforts 
according to the products.compensation contracts,while the selling ability and effort distribution will both 
influence the demand.As there is asymmetric information before the manufacturer offers the contracts,the 
manufacturer has to pay extra cost to get the sales-agent's private information a bout selling ability.And by 
applying principle-agent theory,we find that the manufacturer can control the agent's effort distribution through 
setting the optimal prices. 
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