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Table 1 Coefficients of the market share models (n = 676)

E ¥l TS AR A TR ERHER | ERRFIRBER | T AR AR
e 0.770™* 0.000 0.359" 1.061™ 0.979* 0.840*
B (K) -1.026™ -0.494" -1.554™" -1.212" —1.354™
FRIE -0.231 -0.431 0.853™ 0.482 0.213
PEEGE) 0.322 -0.016 0.106 -0.356 0.846 ™
PEEUR) -0.159 0.251 -0.526" -0.862"" 0.207
i -0.977™ —1.063™ -0.505" -0.515" -0.953"
EFME 0.490 1.010** 0.881 " 0.874™ 0.445
- IIE -0.894"" -0.706™" -1.593" -1.414™ -1.069™"
(E3-4] -0.979™ -0.545" -1.074™ -1.081™ -0.989™
ZHE -1.151" -0.254 —2.224™ —1.880™ -1.495*
R -1.417™ —0.749™ —-2.280™ -2.011" - 1.685"
—h= 0.126 1.085" -0.947* -0.603 -0.219
& -2.933* —-1.672" -3.952" -3.620"" -3.270""
ABC -0.584" -0.978" -0.807™ -0.471 -0.877"
BRI -1.776™ -1.134™ -1.794" -1.712™ —-1.871™
RER -0.404 0.329 ~1.474™ -1.131™ -0.744™
Lii52 -1.615" -1.001" -1.929" - 1.587™ -2.031™
T -1.672" -0.552" -1.885"" - 1.542* —1.997™
R ERE -0.862* -0.624" -0.946""" -1.315 -0.438"
ik -0.930""" -0.222" -0.943% -0.938" -0.952""
AR 1.224™ 1.403* 1.179* 1.264*
HE AR B 1.000™ 0.573™ 1.010™ 0.975 ™
A S AR 0.767™ 0.687"*" 0.790™ 0.757"
BEEAR B 1.607™ 1.363 1.58" 1.633™
AR 0.319" 0.531° 0.316" 0.348"
BB 0.520" 0.695 ™ 0.551" 0.450
R? 0.624 0.351 0.617 0.484 0.491 0.617
% R? 0.609 0.344 0.603 0.469 0.474 0.604

E: BRE)BEASROE, MERFHET . * TR p<0.05; xx FR p<0.01; *x F7F p<0.001.
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LB 5 ) R (R IR, e 3 R i RO IR
5103 B LA, A S0 T 5 0 2 A IE TR R L T
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Lk 2. BARTH 5 0y AR A R B TRBE AR X BBEKG
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Table 2 Brand value, price elasticity and prometion elasticity

A TR (%) | HREOE (%) | FAEME | st et
W | Mk | AR | BeE | A& | REER
HFRO) 5.9 9.0 2.16 -0.875 | 1.152 | 0.941 | 0.722 | 1.513 | 0.301 | 0.489
FRAK) 2.1 3.2 0.77 -0.911 | 1.19 | 0.979 | 0.751 | 1.574 | 0.313 | 0.509
HIE 11.4 7.1 1.71 -0.824 | 1.085 | 0.886 | 0.680 | 1.425 | 0.283 | 0.461
PEFE(F) 4.6 12.4 2.98 —~0.887 | 1.168 | 0.954 | 0.732 | 1.533 | 0.305 | 0.496
ﬁbﬁi(ﬁ)l 5.2 7.7 1.84 -0.882 | 1.161 | 0.948 | 0.727 | 1.524 | 0.303 | 0.493

@ it T SRR 2 R A R (differential effects) , BIME-INEL A H B S AR M RIS R R , AR B IMR R N fr £ — 20
ERHE R TIEEMER I, 19 NS 7 MR SERIEM, KRR & H N T EBAIR R It K, 5 0.650 1. A&
RIS BRI A B R BUE R S MR 2 R A, R R E e 2.
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B | EEE(%) | SERMSE(%) | RO | B L

L wWE | #k | AR | BE | L& | (R
T 5.3 3.4 0.81 -0.881 | 1.159 | 0.947 | 0.726 | 1.522 | 0.303 | 0.492
TR 24.6 14.7 3.53 -0.701 | 0.923 | 0.754 | 0.578 | 1.212 | 0.241 | 0.392
Lk 1.5 3.7 0.88 -0.916 | 1.206 | 0.985 | 0.756 | 1.583 | 0.315 | 0.512
R 4.2 3.4 0.81 -0.891 | 1.173 | 0.958 | 0.735 | 1.540 | 0.306 | 0.498
LR 1.6 2.8 0.68 -0.915 | 1.204 | 0.984 | 0.755 | 1.581 | 0.314 | 0.511
E 5 2.4 2.2 0.52 -0.908 | 1.195 | 0.976 | 0.749 | 1.570 | 0.312 | 0.508
—Hhz 5.8 10.2 2.45 -0.876 | 1.153 | 0.942 | 0.723 | 1.514 | 0.301 | 0.490
K 0.4 0.5 0.11 -0.927 | 1.220 | 0.996 | 0.764 | 1.601 | 0.318 | 0.518
ABC 2.0 5.0 1.20 -0.912 | 1.200 | 0.980 | 0.752 | 1.576 | 0.313 | 0.510
RER 6.1 1.5 0.37 -0.874 | 1.150 | 0.939 | 0.721 | 1.510 | 0.300 | 0.488
RER 2.8 6.0 1.4 -0.904 | 1.190 | 0.972 | 0.746 | 1.563 | 0.311 | 0.505
5553 2.8 1.7 0.40 | -0.904 | 1.190 | 0.972 | 0.745 | 1.562 | 0.310 | 0.505
FER 5.1 1.7 0.41 ~0.883 | 1.162 | 0.949 | 0.728 | 1.526 | 0.303 | 0.494
rase ) 6.3 3.8 0.91 -0.872 | 1.147 | 0.937 | 0.719 | 1.506 | 0.299 | 0.487

B VAR AR 4 TR O B IR L H 60
4 HFH5itie

AR S| 17T 5 0 B o 2R Rl ISR TR 5
B (MCDOBEEI N7, RA MBI T dn i 4 1%
TS 104 T A i fe— KT R T S BT =2
W FERE ARG R AR A b T T A% dn R A A A%
s E . B 5 ME D —Fh B B - E
W T B R O i, MCTERVR P sl 7 18
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2 HYCRIE B, A 48 B e Le B/ e fE B T
B, ;i R B B R R AR R R, T (6L 14 A 4R
#miEE/D AXSHENRHARZLL, A
SCERAE T i R A A R B B 8 B X T 7 40 A A
XK, XA RS R T b A T E B R R R R
WHNERN. 8=, TR BT 19 8 M
SR A P B R S B B — PP RR T B
PRE, XL B3 T B — D RKK T E
BRI A MER AR, BEAH

& % XH:

X ARG, SR X B 5T R BN T4l e 3R

AXWRBEEFERAEUTILHTE: 1)
HXF—A 3 DA di g h T 7R, 4
WARLIES FHE TS E M E ™ 2) B
PR 37 RWEE, i b, B TR A H
BRI T B A W F;3) A [ i B 4 4% T4
WA R A 25, B2 THAERNRE, &
B AR A AR R R AR B S 4 X A
R B T 5 1 BB R — 1 P A 3 Y )

YEF IR LT LA X T 55 40 80 (R BB AR
BB R 1) FF R S A R BLAE TH O EOR T
ARBCHE LR o (m] R, AT AT A B A T] SR s 1 A
[ i R A A RG89 i 2= R 2) R R AN 6]
it R ] A1 4% R 8 A 3C L FE A (cross effects) . — 4>
it BT LB o R R T N A T LB R B
SR, IR X R R A TR —A LB/,
3)BEFT AR B FIAL 85 28 (bt 1T 50 B S S 7 e
R MR AT T B R EA T AR
a7 Al AT LSS TR ? RS
ST RN Al RS e HEE A 4 A
e REIEFEEM.
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Model study of the effects of brand, price and promotion on market share

GUO Yong-xinl, WANG Gao?, QI Er-shi!

1.School of Management, Tianjin University, Tianjin 300072, China;
2.School of Economics & Management, Tsinghua University, Beijing 100084, China

Abstract: With the Attraction Market Share Theory as the foundation and the Multiplicative Competitive Interaction
(MCI) Model as the method, this article studies the effects of brand, price and sales promotions on market share of
women’ s sanitary towel, and calculates the brand value, price elasticity and promotion elasticity as well. The study
results show that brand has the strongest effect, followed by promotion, and the effect of price is relatively small.
Although promotion has been carried out frequently, none of the promotion plans for any of the brands is optimal;
the low-effect promotions have been used more broadly and frequently, but high-effect promotions have been used
less frequently. If the firm could optimize the allocation of promotion resources, the return on promotion would be
increased to certain extent, even though there would be no increase of investments on promotion.

Key words: market share; MCI model; brand; price; sales promotion
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