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摘要 本文通过实验方法探索性地研究了价格促销对消费者品牌选择的非对称影响。研究表明:消费者对不同产品的价格敏感性有所不

同;较贵重的笔记本电脑、手机等耐用消费品行业中的低端品牌在与高端品牌的短期价格竞争中会获得更多市场份额,而对较廉价的洗

发水等非耐用消费品来说,高端品牌将会在降价促销时获益更多。本文研究结论与国外同类研究结论有所不同,对企业的定价决策有重

要的理论指导意义。
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Abstract： Abstract:Through experimental study,the authors find that consumers have different price sensitivity 

to different product. The choice market share gained by low tier brand promotion is larger than high tier brand in 
comparatively expensive product such as lap-top,cell phone etc.,while the opposite result will be acquired in 
some comparatively cheap product,e. g. shampoo.The results give significant implications on pricing tactics for 
marketers in Chinese market. 
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