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On the campetition and w elfare of media phtform with the negative network
ex ternality

CHENG Gui-sun
School of Busness East ChnaNom alUnwersity, Shanghai 200062 Chna

Abstract Separating the consumers nto wo groups ad- haters and ad-neutral the paper builds the price and
advertisihg cam petitbn model to find the effects of consumers’ attitude on advertising and of advertisers ac
cess ways on the advertising strategy of canm ercial televisbn and analyzes the welfare effect The results
show an ncrease in he proportion of ad-haters will ncrease the advertisng price The results also show, un-
der the advertisers’ single-han ng an increase in the proporton of ad-haters w ill ncrease the medias’ profits
and the can petitive advertising equilbrim s are consistentw ith the socal optmum; and under the advertisers’

multi-han ing  an ncrease in the proportbn of advertise-hatersw ill reduce the medias’ pwfits and whether the
can petitve advertisng equilbriun s are consistent w ith the social optmum depends on the proportions of ad
vertise-haters

Key words o sidedmarkets crossnework effect mulirhan ing med ia



