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Abstract: In this paper, a supply chain which consists of a single manufacturer and a single retailer doing

cooperative advertising are studied under uncertain customer demand. The manufacturer determines the BT AE
wholesale price and to what ratio he will share the retailer's investment in his local advertising. The retailer
determines how much he will invest in his local advertising and the sales price. How information sharing affects
the decision making of the manufacturer and the retailer as well as their performance are studied. The expected
profit of the manufacturer, the retailer, and the supply chain as a whole are compared. The results show that
information sharing increases the manufacturer’ s expected profit, and sometimes the supply chain’ s, but
decreases the retailer’ s expected profit under certain circumstances.

Wy

WA H 3 : 2011-07-11;
&R ER ARSI H (71171192,70801001); ' E A ROKZERH#F5¢ 564 % Bh I H (2010XNJ042)

I AR SC:
AT, BT A5 BTN SV S SR TI] P RS ERLE, 2012,V20(5): 98-105

[1] Young R F, Greyser S A. Managing cooperative advertising: a strategic approach [M].Lexington, Lexington Books,1983.
[2] Crimmins E C. Cooperative advertising [M]. New York: Gene Wolf, 1984.

[3] Roslow S, Laskey H A, Nicholl J A. The enigma of cooperative advertising [J].The Journal of Business & Industrial Marketing, 1993, 8(2):
70-79. et

[4] Berger P D. Vertical cooperative advertising ventures[J]. Journal of Marketing Research, 1972, 8: 309- 312.

[5] Berger P D. Statistical decision analysis of cooperative advertising ventures [J]. Operational Research Quarterly, 1973, 24(2): 207-216.
Cros:
’rll'



(6]

7]
(el

(el

[10]
[11]

[12]

[13]

[14]

[15]

[16]

[17]

[18]

[11
21
(31
[41
[5]

Berger P D, Magliozzi T. Optimal co-operative advertising decisions in direct-mail operations[J].The Journal of the Operational Research
Society,1992, 43(11): 1079- 1086.

B, A A T I R S AL S A R[0T P A R, 2004, 12(3): 69-74.

Huang Z, Li S X. Co-op advertising models in manufacturer-retailer supply chains: a game theory approach[J]. European Journal of
Operational Research, 2001, 135: 527-544. __ re

Huang Zhimin, Li S X, Mahajan V. An analysis of manufacturer-retailer supply chain coordination in cooperative advertising[J]. Decision
Sciences, 2002, 33(3): 469-494. __ rdi

TR, A AN BE R RS B S AR T SR TZEI]. R A DAL HIS U5V, 2004, 13(6): 490-494.
PRIEREE | B MR A S A A ) S 1 5 2R [3]. B K22 2R (B R B2 AR), 2005, 11(4): 436-440.

Somers T M, Gupta Y P, Herriot S R. Analysis of cooperative advertising expenditures: a transfer-function modeling approach[J]. Journal
Advertising Research, 1990, 30(5): 35-49.

T4, PR REN S TR AE SEA[I]. 4 B ER, 2005, 13(2): 63-69.

Karray S, Zaccour G. Coop advertising programs under competitive market structures. Working Paper, ERAD and Marketing Department H
Montreal, Canada, 2003.

Yue J, Austin J, Wang M C, Huang Zhimin. Coordination of cooperative advertising in a two- level supply chain when manufacturer offers
discount [J]. European Journal of Operational Research, 2006, 168:65-85. ,_ ret

Yu Yugang, Huang G, Liang Liang. Stackelberg game-theoretic model for optimizing advertising, pricing and inventory policies in vendor
managed inventory (VMI) production supply chains [J]. Computers & Industrial Engineering, 2009, 57(1): 368-382. ,  re

Xie Jinxing, Wei J C. Coordinating advertising and pricing in a manufacturer-retailer channel [J]. European Journal of Operational Researcl
2009,197: 785-791.  ret

Szmerekovsky J G, Zhang Jiang. Pricing and two-tier advertising with one manufacturer and one retailer [J]. European Journal of
Operational Research, 2009,192: 904-917. ___ret

HHRORR, fRSChe, TRBTEE, MSRI AR T05 B S0 55 IR 55 7K 7 29 Wit A N B AT B3 S B IR e 3R [9]. b A R 2%, 2012,20(5): 55-63
LI, T, BLIRK PR 4% AF R = G0 At R A 7 ST S S ) SR RS B ST [3]. IR B, 2012,20(5): 112-121

A pRUE, YOI, 2R LT IR (R SR K 1) AU R B ) 4% 35 4 o O AT 0] R A R, 2012,20(5): 122-130

VFIGH, A, BRBIARTE fr b g 5 8% o o BN IS AT 2R 20 A 3], h A BERE, 2012,20(5): 131-141

M, N, AR, AR B o R 1 7 A AT (0 B B Y 9], P A FERLE, 2012,(4): 60-66

=i



