GRé e &R

SournalfofiManagement{Scienceslinichinal

| OBEAE | AEERE | mEs | RTRE | [ AREEE | R [ BREAT

HA 5 W& B & 584 SRR 5T
WESE 17 &3xEE 40
BEESL BFH/RETFIL T RPDFRRES
PO XUATTY s XM ZPEEEA B

P FefiE  two—sided markets; cross—network effect; multi-homing; media;
HEETH HE WA SBE T ERESEBINH (08]C790036) ; ; i mi kR 5 J7 0 75 B 45 Z0M R IF & T 3L 4% Bh 1 H
2R AR

i Hfir E-mail
EE) AR K 2
ie T

SCECRRE S X ) ) i POBTUR T 5 o2 5 A, WEIE T T S 22 R R S R AT R BT S A% SE A B T R R
SR, JFHEAT T AR A AT BETURBL, o) R P G AR LT BN, B G 1) SR A T A PO B T e B
B LG (KO3 0 T3 0 ; RN 5 B P S RN, BT G MR B e O 4 DR 2090 943 (K038 I mu K, 389405 35 8 S Ak S AR A s KAL)
R BN AR SR 2 SN, BUAT G AR BEAE 5 i e DS e (K i s ob, JF AP & e i) i B K T A
AR KAL) K, IR T 8 DO IR 3 i e S B e,

ESE[E

Separating the consumers into two groups: ad—haters and ad—neutral, the paper builds the price and advertising
competition model to find the effects of consumers’ attitude on advertising and of advertisers’ access ways on the advertising
strategy of commercial television, and analyzes the welfare effect. The results show an increase in the proportion of ad-haters
will increase the advertising price. The results also show,under the advertisers’ single—homing, an increase in the proportion
of ad-haters..
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