528 &5 8 )
2025 4 8 H

g OB o
JOURNAL OF MANAGEMENT SCIENCES IN CHINA
doi: 10. 19920/j. enki. jmsc. 2025. 08. 006

Vol. 28 No. 8
Aug. 2025

EHEMELE TTEEFNEN SEERBHAR

E7]‘£7%1’ J:,g.-w--w-z*
M2, S

A1) )

&'

, B &
(L JE AT | 5] 361005; 2. WAk 22 B Rs , b5t 100084)

Ko , 2 BB PS4 HIT — ARG ILE: B E I ELRE N AT I F RS
Flr. KRR ARA T FHE L RET AR

2L A

yfa'm

WE: MAEXRE 0 BABA, RIFCRW IR KA A 45T 018 % HOA ) R A

o 2 5
JTAE R L T ST R R AT A
THREFHREFALLHFH MG REER KT L EAT SRR L & XA R FFR A,

FA TR & AR 5 ) 5 R R F AR T e AR BE R R I AL S K
J Aoy RAE T B R A RN AR FR T AT TR A AR R A S
PERTFE P TR EILA RO, AN AE T XK AR EK. EARSERKRA,
BRI SHELT EME TRBFMAER T & A0S R A £Z 7800 S Re Ak

KR EFBHALRER

FRESE B mAB B B, W F )T TR R A AR A BAA K e 25 R R R H B A AT
AR R A GG e T RALE R E B EAEG R R R ARATAEFIRETHRAE
HESES: 1272

AARAE R A = A R @Fen 23T % H R 46 a R 2 IR 6 T M B, %5 EE
B A SVE R A TR RIRES BT

0 3

WA & BFR T EIRE; MER
XEAFRIZAD: A

[/

NE4HS: 1007 -9807(2025) 08 —0087 —21
TESE AN T 5 b, 8 A llod 7 2 R X
PR ML B e . — AL T R RS
A 5 B BE A2 DU P R N RS A R T 0, A
Sy i 2 S A LA B b B AT R 1) A, i
U/ S

1A

Mo, 30 R T 3 A X AR A e [R] — Ry A A
. IEER2E AT ~ B AL 2 JiR: OPPO 57K H

EALE 1 8 R17 AL A= R 244
AL AL 2 ZEE B S R 7 i
PR % P B 5. SR, 73R

X —FE R B, BB R AE [ C B9 N R 58 40 T
Fe it

SRR RIAT L A — LU IR ) B A 1

/INRFHLEY
=2
ST ok B R FHUBIE B R R1Ls FHLE 32
B S P B 7S B SE P X T R BR T
RS TRV E P S TR il s SR S

B RH SR Al B O A AR B AR SORE S 4 0 T4
TR FR O B A LT 4 B IR A )

HES: 140, OPPO 19 R11s £E H & )5 4 8 vl 4

P, T 9% 2 2 B 0 WE L R I 1 R
st PE T DU 28 3t 30— S8 A R ot A 4

BEAE )T BR T TR R I AS [R5 R AT AN
@

Wk B4 2021 -06 -28; 1517 H: 2024 -08 - 13.

©)

AN, 73— MBI ) s B

AR I B B 57 P 2 T 3 i R A 166 AR A 2 A

TP 2 FUR R 72 R B I £
KA H: ERE KRB H (72371212; 72271208; 72125002; 72293561) ; 4 [ 4k Fl2%
T J5 Rl 35 4 W% Bh 0 H ( 2023M741907) .

WIREE: FEFF(1994—) , 2o, Wi M, -1, BYFEHFSE 5. Email: shangguanll@ sem. tsinghua. edu. cn

GBI E (2022]01040) ; 1 E



2025 £ 8 H

(BN 42 R 7= S A A% Qi SR B AL 3 e
FE AR N s 30 U B L 1“5 B R
BRI A 25 JR 7R oA 4 = S A RE ) 4,
R R BE AU Y B B e e T LG )T 4
DCSE 5 i R — Se RN AR A BRI S [T P
TR HAMAR S BT 2N P g o ik T
AR A R, BB e ) s A e T
HARTEAS, OASCHR " W M & AT LA
Bl 547 T U R AR v T B R KO TR
s MO N TR B P gR VaS W LR
WA RTINSO A v et T H e g
Fremm IR R EEACHE NN
Gt PR R T S BOEOE . S
S, XAIE R 5 7 5 R AR 6 1 S b K
FEAE o B 5 1) B A AT 5 B
AR 45 A 5 b i 28 1 24 7 (4
A1~ A3 JBRIBIF) . L, A TREE R
g F I LB R A 4 R B i 2 [
AT A 3 — R 5% R A, AR 20 46 ) 0 2R T3
L ERIE R (CFR) FE R 5w W SE T & A
AT S BRI .

IR T AR 502 Y Wi F- 5 78 oL 7 B
TR B A Z AN E A Z —. B0, BUAR
W 7R DA 2016 4F—2020 4FHLAELL A
171 fC 36K 2 535 4270, B A AR H & 7 a
BB SIMISCA 1 A B 4 L B EE A A R (B
S A4 JEIR T A S EE BOR IR . EF X kR
ST SO A, AR B 2l s R
RSB AR A U . B AR R A R T RO
sl NAE, # a i A 2% ( costper—lick,, CPC) Y 52
B 0 2 B B e L X S TR S —
5 T AT LASR BAE ) 45 07 i 5 R s R i 25 L A5
FTAETTA LA T IRERCT WA ) 5 4 T
Gy 2R s A AR S N T ) — T %
FIE A R IEAT I N 5 B5, W75 B
4Rl ek ss. Ik, BNt PRy E%
BRI BEAE NG T 5 0 4 BB A5 2k 22 ) i A T
A

ST I, IRTRNE N5 288 DA S 856

J A A B S ST B W KA T AT
MRS L) S W I TR B A RS i
PR AE R X HE 73BT 3R 245 R R UK [R] s
JR SRS ) 25 LA BRH B S A DR SR BRI
ST LA A 1) 28 F B8 i s 4
RS RES A A AT E? 2) A TR
B AL, X TR T IR
B s B ) ik R A G R 3) ) A
A5 P g S A )V SR e A
H3E?

1 X#ERid

A SR T R ATR T B W S 7 i R AN S
T 2% B 5 7 o i S B L) Sui-
gler ™ $i HH )85 BAIS 130 24 00 8 AR, 1
5o, BEARANTE. R, 735 1 S — ol Y £ £
PETH 27 W S 8 8 07 AR5 | T Rt 2= .
BEE T & L LA & Bl - A A R T
& ( online display advertising, ODA) . Goldstein
A1) 5 S ODA SRy 1) I i P JB5 2 76 330 5 P 268
WS RIJER ) . VP WP R s
AT LB B R ) 5 (AT R Tung %5 S R
PERY ODA BEHE = 7 2 & W 3K L. ]I, Auschai-
trakul il Mukherjee "' 5 i1} ifi % 41 22 48 (A (ff i 4
HEH, ODA |- Ft #4344 &b Ursu f1 Simonov " fiff
ST TSGR R T 2w 5 38 K AL Choi
SRR R R ST BT T VEANSEA I 45
T RR R JETT 18], 278 A BT ST TR 2R e
ARG AR S S S0 () EN R
I e R ) RO SRR R T
BUE O s T Y S T T
AW E R RE T AR ES 551 &
AV RS S 1E.

X TEL R, AU K AR
SN R AR AR O EAE T 1) ) 55 A X
A D S WS T 2 I, 3o B 3G s
Yy SOERINE; 2) 4T B0 58 4 0 T &
I, 0 A ELA TR 7 RO, B3 e A 5

@ A HNEIRN I hitps: //jat. jd. com/school /course/detail? contentld =3983 &channellds =596.
@ BHFEREEPRL 7= STEAAN28 L hups: //jzt. jd. com/study /kuaichemedia/1014. jhtml.



%8

AR SRR LB RIE AT SRR S

XEF R M AT BORE T G . T
G, TR T PR AL R S S B
P45 A 5 T B35 vk 5 2 X Al
J AR R R T R R L AT
GO R A SE 4P 4 DR, T S0 2 3 4
5GP I R RV 1, B AV S W 19 A T
— LRI IR.

TG )4 (25 50, Benham ! 45 1 X
SRRV T 1 T, [ I 2 e e
RU5 g R SR AR B T . FURT SR 45 K
TRy I 1] B 2 B S S T MRS 28 T
BE LR AR MRS . AR 3 G 20 745 1] L3 o 34 i %
PR AR B A% (0 Chen %52 45 11, 4 5 700
J A R X T R P B T R A N 5 4
KT GR B R ER L EES
PR B2 it AT S0 45 30 9 9 2% Erickson ™
FW] Y354 ol 45 DT I ( X FR) I, %l 5 A
J RSl R A B . E A SOk L5 M H
B (LT REAE — B AR LW Al S 2 ) 3 4
. Kaul A1 Wittink  [1J5 T 14 5% ¢ TAEM# T
RO STIERTFE , e T 2 505 (9 T50) 15 1 45
L AR M T 45 AR T 2 0 RS SRR BE. W
i ST B T A A S T A IS T LA S A
157 55 HAE R R I SR 45 R —E 2 S BOE
TG 53 SCHROGH A L e R TR
Cai I Chen ™ 1% [& 55 B2 4 B2 ( B A4 750
JAR) B IR A FR 2 G I 0 R
TG A 5525 % 79 % 05 F) M6 R 155 AR e B8 J A
PEFTUR K. Viswanathan 25 % 56 T S2HE 40 B7 0F 52
T 5B A B B HLE , & IR T [ R
A RARN AR B FE AR A5 7 5 JE BT 28 S A
RIS TR ek A 28 O 0 A T 4 0 ok R Ak
FIZs B HHS TR T45 9 05 DA 508 Wi 6 86 0 L. 1) 1
SCHk R AT SR B B RRSE k) R R T
PEAE 7 AE M R B A A SR X I 4 2
# JEE T3 HE 43T

KT AR IR, K AR ST T
I A VR L BIVESL 07 R o 3 7 5 2 2 i
BYE AR N IE B AERE NS 1. DA
5 T AV H O A 1 35 75 R FH AR 23 R sl kb I T
ATFIET 541 7 SERN X T 45 B AE R 3
w4 BERLIM X S BT I T R 4 R

] 4V 45 )R ) 255 T (R RF S T\ o 0 9 4
VERLIE T AT NI JE A AR S ) 45 ol
s RV BT Sy T R T . TR SR
KRV G52 RZ MM 45 4 1F 17 . Zhang
SEUSRITGE T G0 R P A 4 B S 6 T Y
[ B0, HRFSE K A o 4 3 T B 5 4
P 5 A JE 2 T S 55 4 0 s fH 2 4
ASEEHEFE M S R T, A R
VR H 55 4 o T S o % W 301 2% b 17 . Hao
i Yang ™ BFSE T 70 G 28 5 FAS ) 15 W
Fh T AR A7 e T AL L SR 750y
RS A ARSI, P AR 4 22 LR 32 AR,
T A0 A 4352 e A0 % 5 RS2 288 A AL A 5
SCHRTT 1, BFFERE 1] L3475 A PR i SCkas b
JCHR G Z WA 3% 4 M T8 1 R AT A R 1Y
5z

BT 75, AT T 5 2 A7 7 W 7 T () 53 1k
1) WSS RN |7, A SCHik F X s 280 1 3
HITRNE R [ |45 43 B BEAT R 5T, T A B 5 7 4
TE T Wi 45 2 70 5 W 2 ] ) e £ R He e, O L
e (N TR 1 O e 1 B
AT T WA S PELR | BB R HEATIE N AR
AT REME. ZERFSE I AT L3R 2% BF 5% 400 7 3
Al A R T T 28 1, B — S8 I BER
TEHR: 2) BT L AR BT & BT 45 0 4
AR SR8 25 B T A ) ) A 4 B N AR
2 SR T G 1 SR AL 5 ) 7 O D T
R HA T SN 4A R it AT 4 AT
Bl ) 412 25 P A B R G A, ST R I 2 501
BUT TR DR R F AR R0 4, LA X4 A 7
JRA 2 BRI A 4 /N ELIB 2 s M AR 5
Ry I 4 o A T R R R R A T AV SR
PR REAF A Al S B B0 L BF 28 245 T LAk Al
TET 45 O ERSR IR S %, oA — & B SEBRA .

2 @R SRIEEN

F RGPPSR MR B R BN 1 RIS
2, 7ER BN 5 BT AN R R 8 45 [R] B e m]
B A2 2 BRI 1 RIRTIE 2 69" b
AT e Ml e, , FARLTE W 735004 p, Fl p, - H



it}

(e

il

»,
&

it 2025 4E 8 H

L
&

B X R R A 4% B B 4 WO Se i A
PTG A YA 77 BB R 7 5 19 5 P9 )
AT I 0 2 2 A 22 25 S 450 1 6 AT
Wy YAETERS T N B A B DUV AT R £ 4 5]
HRRTE WS 0, I T AE BRI
(AT 2 8 WA S B i i B S AL S 85 A B L (Y
ZAEENRE TR QBRSNS
WA AT ReRE 51 S 2N HE B 5 RS W S8R G ™ .
R, QR SRANEEAE S ) 2 s, IR s 1 AR s 2
)BT BLH e AR USRAEAE I T S, TR %
1 FIRG G 2 (A AE A e 4t

AWFFAL 1 B |45 4% B — % g
i B DAY A S ) 2 5 4 T, {H 35 40
TR HE 4 R R 23 S AR e — v b
s s M L EEIENEIE 1 BE
FE) SR N T LR RN 2( R
HE L LRE) - R 2 F5 2 m ) 1 SN Y
IR A 455 IS O (ANt AR 4% CPC ISt ™
A 4r) FIVEZ SRR CPC IR 45 2% FH IO T A ¢
kS0 BRI 2 LAS i ( CPC) BB R
SRR A BT IE 1 P 0 9% 5 T N
PRI 2 R A RS B A R
VRO 42 g ¢ . T 0 D) 0T A3 R TR A 4 2k
B, EEMSELLF =Fh: 1) B RE 2 R
TERGIE 1380 455 2) Mo B 45  BIR % 2 16
P 1 #0607 A B R R B A 3)
SR RIRGRE 2 FERGIE 1 ) RUE R
7 b B AR AR 1

i i s b I 2% 35 2 S B, XTAS R 7 )
(97 A % 1 B D e AR TP R PO 2 2 A
NECANTE, 2 B o s 1 RIR NG 2 13H 2 5 A
FRUEAE ] 1 Flm. M m > 1 B, FREE 2 M7
FRBELTRIE L RZ, Y m < | I, MR
2 IR BB TRETRE | RIECAH
SCHR O N B 4 SR S R T 2
e ELAB VR TR 1 S BP0 01 R ZE0 0% 20 5 LU 481 43
A o FI L — o, G 2 A SRR 5 G T 2
Fefil43 il B AL - B TCis) 45 R B AFAE, 45 7

®

I 4 B VR % 2 FULE PR I A I S R TR 3
B WG SEAT R 5 T 5 A, AR AN
BRI XM B 5 B B 9% AT A
[); 22, ARSI A B I, IR o0 e
FIREON T oK B S B )™ i K AR 1 R 1 R
SEAT N MR R R T I e A A ) i S T
Wt AR A R I — 7 it Il 55 ) (4L 7 ey
YR 1) 53— AR R 6 T 72 2 P — YR P A
TH DB AR e ) o 1 AN [ g D K 77 i s
s LS YA E R AL, PR AT 5T [F)
PR T 21 8 TR 4 B O N S AN Y A 5 S
JRE LA s . R B 2 2 DR E R T S R IR
HRGRR 2 BUR) T H R MR 2 £k
AR U I R 1A R T 9 T LB A
SRV 2 71 IO 2 8 1 i A AR A AN A% T 24 Ry
JE 2 BRI ROE 1R O B 2
JCIE WY 00 B 0 5 T I 2 75 BE % 2K 4 ) BRAIR
M, S IRERZ 0 T Bl 2 AT R e B TR R 5 A
RN 2 2 AR A . B > A e
6 LEBITH 2% A 0 B e m RE AR AT 0 AR A 15 ]
SCHR AR, T 2 I S B B 5 3 AL
v BEERM [0, 1] 5753015

AR RIS SR 1 PR R o
PRAFRIESON RN ALFE LA T =M.

1) o) 4. MR 2 ATERE 1 58080 51,
Rl 1 IR TG 2 AT 9% W S il AR A A 28]
A w =v-p Mu, =v-p,.

2) AR BT RIS 2 AR 1 BURM A%
TUP 5 IE, B 1B G DR T 2 I K i s 2R
HRH N wy = v —py - RO 1 A S B3 9%
PRI TR s 80 2R RN S AT Oy 5 R A T 5 A O
Hp = p, +s KR E PRS2
S AR wy = vepy=s s RZ H py <py +
s, SR I 9% 5 e £ B AR RO 1 M 37 i, H:
B u, =0 -p, .

3) AR BUE RIS 2 fERE 1 BOR AT
TUP S E, B TE 1B G T 2 3 I S 7 i R
PO R w = v —p, , TH AN TRY T 2% 25 A 25 R

PSRRI 5 LTI TF 5 AN R 32 G LU X Sy HEAT U 6 ) 4, S 2R R ) B, sURRY BB R TS E A
SRR, AT LA AR PR AR 7 A 1 PN O T B A A S DUBRIBO ™ A s Sz, AR BB RS A TR PN D S e AR

JEALIAA] , L RE R T T B IR SK N N AR R AT



%8

AR SRR LB RIE AT SRR S

JET AT 5 B RS RO OC, b 0 LU AT
VB HEATEE RE AR R 7R ARG Pk B A%
AR R IE WL, HABUH N v = v = min(p,,p,) -
s 1 — 0 HUBH 2 B A AT S R R R 5B
TERIE 1A I uw = v - p, .

BERITIZEIT 40T 1) ByIh 1 BRSRANAR B2
T AVFRIIG 2 AR B O™ 7 2) B 2 B3R
Ik RO AERT NG 1 5000 5 IR ) 15 281,
3) T B R W S R

3 E®RS5HMH

3.1 RIEREETE

MR 2 ATERE 1 k) 5 6, RIRT G Y
B AR AN ST SR FH s VR A TR A, B TR A%
B iR XTI 1 AE s s, A Y
w, = v —p, =00, IR A SRR I .
XFRIE 2 MRS A S, =v-p, =0
T 28 8 A S R S . R, 7 SR Rk
TES|HE 1 rhay .

SIE 1 YR 2 AU RS 1FIR
JE2 B D = 1 -p D, = m(1 - p,) .

MG AT, P AN RS Z B AN FETE TS N
I BT, A8 FI T S HUASE B R 52 e 57 il B ot
I OCEE R R, M b AR B TTT S AR, D) 7 o
. B 1B B AR A R K

Max 7, (p,) = (p; —¢) D,

s.t. ¢ <p <1
FI& 2 09 BAR A sR Ik

Max ,(p,) = (p, =) D,

(D

(2)

s.t. ¢, < p, <1

I UERA AT A, B s 1 ORI 2 9 A eR L
O3 BGEMNAS py FI py B AR TN BRI B UL RS 5
e, MR IS, « B e 25 St eI A

Rl RS 2 ATERE 1O,
Ry 1 IR RG 2 4% B B0 u e A, i i SO o
(1-¢) ’

4

1 +¢ 1 -¢
Py = 7 1= )

ﬂ]pz =

m(1l-c¢)’

4

AR 1 AHL, RO 1 FIRS G 2 (90 45
IR AR 7 A B T S KU R 5, A 77 AR B AFR B
B LR R, )R R R Y 1/m >
(1 =) /(1 —c) I? BRI 1 FIRGHE 2 Ao
BERBLERT (1 =) /(1 =) ]* B FE
LAE S T RIE 2, ez, W Ry s 2 BB &
Fli.
3.2 JEAMIRES &

R BREGHE A 3.1, BB L5 B 2.

SIEE2  MEGHE 2 FERME 1 BB AL
I, S 1 AITRE 2 A s A

1)%p, =p, +siBf,D, =a(l -p,) ,D, =
(I-a) (1-p, =) +m(1 -p,) ;

2) M p, <p,+s 5,D, =1-p,,D, =m(1-p,).

MG 2 A, 2R R 2 SO AR B
TRV ) ) 22 5 B2 e A A 14 LU A8 By 52
B OCHE D R, R 1 E o 2 88 E e, /Y
Py =p, + s HITA SO B B AR s sl E N
ISR BIRE 2 TR RZ YE N A E
LB py < p, +s S RIIE 1 FTA ZERLAYTH 28 # HRAN
SRl R RN 2 R I R 2 7RO
REVER, A BT % 18O, fE e, SR A
REA R BT 3 1 0 A o 25 ( $R AR BZ) L 0
ANTRY B ik 2Z [ 18 7 it A1 A6 22 S AN B 3 K, 2% 1Y)
FAG AN A s 22 5 B IR A5 00, i ke 2k
TS A S T 25

FIIE 1A E AR A ek 8O

Max 7,(p,) = (p, —¢;) D, +t(1 - )

s Ty =

s.t. p, +s<p, <1,¢ <p (3)

I 2 18 E AR A R B

Max 7,(p,) =(p, —¢,) D, —t(1 — )

s.t.¢y, <p, <p, —s (4)
HA D, =al(1-p,) FID,=(1 —a) (1 —p, —5) +
m(1 —p,) (M52 5, AFIEp, =p, +s B
THIE) . [FREH, AT PR R « 05 38 25 4 5t e

© AT 2 W BT R TSI TR 1 B s S DR, A AN 2o OO R AR B SR A L A L

T B, T R T R BRSO BN T AR TR SR T SR .



2025 £ 8 H

fifg , FEARAR 2 AR .
RE 2 AR 2 fER G 1 B AR AT

I, AN RS BT ARG B e e A, 4 i M
ZRIRER o W

x1 MREETHINBESEER

Table 1 Equilibrium results of two stores under price advertising
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Table 2 Changes in sales volume of two stores under price advertising
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Table 3 Equilibrium results of two stores under persuasive advertising
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Table 4 Changes in sales volume of two stores under persuasive advertising
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Table 5 Cooperation areas of price advertising compared with no advertising
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Table 6 Cooperation areas of price advertising compared with no advertising
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Table 7 Cooperation areas of persuasive advertising compared with no advertising
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In-store advertising cooperation strategies among competitive online retailers

LAN Yong-quan', SHANGGUAN Lii*" , MIAO Zhao-wei' , LI Miao'

1. School of Management, Xiamen University, Xiamen 361005, China;
2. School of Economics and Management, Tsinghua University, Beijing 100084, China

Abstract: As competition in online retail becomes increasingly fierce, it is often considered wise to adopt
strategies to mitigate or avoid direct competition. However, an interesting phenomenon has emerged on current
e-commerce platforms: Some merchants are proactively providing advertising space for competitors within their
online stores. This study, focusing on two competing online retailers, incorporates advertising commissions and
heterogeneous consumer purchasing behavior to construct a game model between the retailers and their consum—
ers. Based on this, the study explores their in-store advertising partnership strategies and advertising type se—
lection and compares the equilibrium outcomes under three strategies: No advertising, price advertising, and
persuasive advertising. The results show that choosing price or persuasive advertising becomes the optimal
strategy for a retailer only when it has a cost advantage. Both types of advertising may lead to natural coopera—
tion when commission rates are moderate, with price advertising generally achieving superior traffic-attracting
effects. Within the natural cooperation region, the advertiser tends to favor price advertising in most cases;

persuasive advertising can only become the optimal cooperative strategy when the cost differences between the
two stores are small, coupled with a low commission and a high customer cross—channel switching cost. Numer—
ical experiments further show that consumer switching cost negatively affects the profits of both retailers, while
their impact on consumer surplus may vary in either direction. In addition, an increase in the proportion of
cross-store searching consumers can potentially enhance the profits of both retailers simultaneously. This study
can provide theoretical guidance and practical implications for retailers in selecting advertising cooperation
strategies under competitive environments.

Key words: competitive online retailer; price advertising; persuasive advertising; advertising commission;

customer switching



