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Channel pricing strategy under product and retailer brand differen tiation

FAN X iaoun', CHEN H ongm in®
1 School of M artketing& Logistics Nan jng University of F nance & Econanics Nanjng 210007 Ching
2 School of A etna Econan ics & M anagement Shanghai Jiaotong U niversity Shanghai 200052, China

Abstract W ith he development of retailer power it is necessary to sudy channel pricing strategy fran the
view of power can parison betw een retailer and manufacturer The paper app les the gane theory to sudy the
channel pricng strategy of typical channelm ade up of wom anufacturers and o retailers It consilers prod-
uct and retailer differentiation at the san e tme when it siudies channel pricng strategy It abstracts product
differentatbn nto pwduct cost and product brand differentiation and abstracts retailer differentiation nto re-
tailing costand retailer brand differentiation. M oreover it consiers the effect of demand finction and channel
pow er stucture on channelpricng strategy The result shows that channel pow er structurg  product differentia-
tion and retailer d ifferentiaton can affect channel pricng decisbn Furthemorg the effects of all these factors
on differentm anu facturer and retailer are different w dely

Key words channel power stmcture pwoduct brand differentiatbny  retailer brand differentiaton;

pricng strategy



