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Abstract

This paper establishes a pricing game model between a video platform and an advertiser with
consideration of consumers’ aversion to advertisements. By solving the optimal video fee of the
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platform and the advertiser’s advertisement price, we analyze the impacts of key factors such as
consumers’ advertising aversion, advertising time-length and platform service level on the strate-
gies of both parties of the game. Findings show that as consumers’ advertising aversion or adver-
tising time-length increases, the platform increases the video fee, and the advertiser increases the
advertising price. The advertiser prices lower when the service difference received by paid users
and free users of the platform is large; however, the platform lowers the video fee when such dif-
ference shrinks. Our findings contribute to provide some management insights for the online vid-
eo platform and the advertiser in setting pricing strategies.
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Figure 1. Consumer demand
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Figure 2. Effects of discount factor on profits of platform and advertiser
2. TR E S SEFERS N

Pran R BB, PO BESFAS I AR 55, BT PLS B0 2838 % T R %7 & AU 7
RED, st 3 mIR, JE B AT AR B B S BRI, P e 28 TR
PO AL AT B P T BRI S F - (R A — &7 % 3 7 I SRR Y, P AR 80 7 AT &5
MIANE 2 TGS S3rin R EOEM] RN, BHZT G 4 59 SR BON TR AR 55
W5 KA (1 4 2 F PTG, BRI & )P SERGBOIGEOR, (8457 & A IZHET B T

BYT R LCZ WG I, FEE VT & SO S SRR 55 1k S B T B LR T, ST
Z I P M BIRACT 6K S 9OWE WU, G S P B IR RE R W A ) i P Bk,
)RR Z BT CABEINE T R B LR B T

HIE 2 mTH, APTI R BN, TG RN TS R AN, TR SO, T s R A
T e G IS PR SRS AR BN 28 R U S B AT 51 77, Dk, P B mT B 5 3k
et ] DOMAST S b SR IBUS R B e 0090 9 B R B, B, AT BB S 9 2 A8 6 52
BT REFRURaE, EHEANE S TS . AT REBUE NG, A SR SaE s, 7 & KA
Wead B b FEAR . SO T, B el A B AR 2R G S A A IR AR 55 A 2 B8, S fiesdt 1 e 9%

DOI: 10.12677/mse.2022.114077 653 RS T


https://doi.org/10.12677/mse.2022.114077

HIIH, WA

FA P I S, T S 3 P A BT S AL AR A 4 TR T S R A A, BRI 4 T R R
&R,
5. 45

ASCRAE Py T 53— 8 WA & 7 S R OB 5, BT 0l 2 5 o RO O B 25 B A %)
i, A AT S A N G AR SRR, AR T A BOBCE A AL
B AIPLAIUE B S, AT T 9 i POBRRSE L ) i IR BT 5 IR 55 KT 35 DR 30 1 2R 0007 (5320 o
RICEERATIHINN:

1) BRI T ORI IR ST ) AR e S RBOE AT, BRI R BU T A A D
TG W AR A S, IF HAE GRS 2 7 IR S5 K 2 BRI, P & St il 256518 K
JEIRNEE S, R S SER N RS R I S .

2) JUEEAE R R ITIN R BN, SRR S BBCE N AR IT IR B, S
USRS, A FEE T A B AL 5 A SRR . T 5 BRI 2 R B RO 340
A BRI RS, 101 65 AT 2t Bt 200 3 410 R B 3 m S2 Se D TR I a9

3) ST S BUUE M LLLCT G AL 3 E i B T N I T S s 2 G R A 9
R AR S5 KPZBEBORIS P G S IS A 5B KR IS, 8 22 BRI S /N JE 3 K

AEAG A 2538w AN ) T B B BOSCR AT DAL S EL BT £ R0 5 7 B0 5 A PR A R —
SEMVEELR R W TACT &, AT S B08UE, N BEAT i3 AT, S 2 1 A
ST IR R, 1 M 2B 0 1) i AU AR R, (R B BRI I 51 T 5 R XA 5 R
e P RTCAR e 2 RS B, TR SR DRSS AR 55, ] R 2 i e B
P HACAI B o X5, AESRTE S B, AN (R B B DA B e b
A I POROE, AT BLS G A A E X 28 NEEEAT SRS HE (€ B, AR 2R e 2™
TG, ASCHIWE T AE R I 45 ORI B R 7 AT 5 T AT & 764 JE BT 5E tr s 2 LA
FEVL KIS RO B PO B R I A R, AN T /R, IR B AR i SO
ROR LIRS 2 (A .

ARSI AR A FE A — R, B, BB EEAAAE — E W RIR,  J5 80T 7 AT LA
N R . ASCAFERE TR AR AT, TSR, T R RO R
R WMAENAFIZR H KIS EBARAR, RREWEFC AT EXAE SRR %, 35 A
MRS,

SE K

[1] Lebow, S. (2021) Over 3 Billion People Worldwide Are Now Digital Video Viewers.
https://www.emarketer.com/content/over-3-billion-people-worldwide-now-digital-video-viewers

[2] 2547 &k (PEEBMS R RRRS RS KAA[EB/OL].
http://cnnic.cn/gywm/xwzx/rdxw/20172017 7084/202102/t20210203 71364.htm, 2021-02-03.

[3] Zennyo, Y. (2020) Freemium Competition among Ad-Sponsored Platforms. Information Economics and Policy, 50,
Article 1D: 100848. https://doi.org/10.1016/j.infoecopol.2019.100848

[4] Kim, W.S. (2006) Pricing Model for Internet-Based Multi-Class Video-On-Demand (VOD) Services. Telecommunica-
tion Systems, 33, 317-331. https://doi.org/10.1007/s11235-006-9017-x

[5] ZEFRR, WK, MU E R & e MErEREN]. g5k, 2017(2): 54-57
[6] kideal, MRuh. 5T XCA TR EAECE 6 M 7E[0]. & HEEdR, 2021, 18(9): 1392-1400.
[7] Russell, C.A., Russell, D., Morales, A., et al. (2017) Hedonic Contamination of Entertainment: How Exposure to Ad-

DOI: 10.12677/mse.2022.114077 654 RS T


https://doi.org/10.12677/mse.2022.114077
https://www.emarketer.com/content/over-3-billion-people-worldwide-now-digital-video-viewers
http://cnnic.cn/gywm/xwzx/rdxw/20172017_7084/202102/t20210203_71364.htm
https://doi.org/10.1016/j.infoecopol.2019.100848
https://doi.org/10.1007/s11235-006-9017-x

HIIH, WA

(8]
[°]

[10]
[11]

[12]
[13]
[14]

vertising in Movies and Television Taints Subsequent Entertainment Experiences. Journal of Advertising Research, 57,
38-52. https://doi.org/10.2501/JAR-2017-012

Li, H. and Lo, H.Y. (2015) Do You Recognize Its Brand? The Effectiveness of Online In-Stream Video Advertise-
ments. Journal of Advertising, 44, 208-218. https://doi.org/10.1080/00913367.2014.956376

Krishnan, S.S. and Sitaraman, R.K. (2013) Understanding the Effectiveness of Video Ads: A Measurement Study.
Proceedings of the 2013 Conference on Internet Measurement Conference, New York, October 2013, 149-162.
https://doi.org/10.1145/2504730.2504748

Kumar, S., Tan, Y. and Wei, L. (2020) When to Play Your Advertisement? Optimal Insertion Policy of Behavioral
Advertisement. Information Systems Research, 31, 589-606. https://doi.org/10.1287/isre.2019.0904

Wilbur, K.C. (2008) A Two-Sided, Empirical Model of Television Advertising and Viewing Markets. Marketing
Science, 27, 356-378. https://doi.org/10.1287/mksc.1070.0303

B4, AZE, R BT e WS w2t 56 %MHE). =47, 2019, 10(6): 20-30.
RS, BRER, 2. BRIEHTE S RTERNEAFGRF0]. REE YR, 2016, 25(6): 977-983, 992.

BGRAK, WAREE, MBI BTV M A R AL G KIS T[], B S, 2020, 32(5):
180-191.

DOI: 10.12677/mse.2022.114077 655 RS T


https://doi.org/10.12677/mse.2022.114077
https://doi.org/10.2501/JAR-2017-012
https://doi.org/10.1080/00913367.2014.956376
https://doi.org/10.1145/2504730.2504748
https://doi.org/10.1287/isre.2019.0904
https://doi.org/10.1287/mksc.1070.0303

	考虑消费者广告厌恶的视频平台与广告商定价策略研究
	摘  要
	关键词
	Research on Pricing Strategies of Video Platform and Advertiser Considering Consumers’ Advertising Aversion
	Abstract
	Keywords
	1. 引言
	2. 文献综述
	3. 模型描述
	3.1. 消费者效用
	3.2. 平台与广告商的利润函数
	3.3. 平台与广告商的最优策略

	4. 管理分析
	4.1. 决策分析
	4.2. 利润分析
	4.3. 数值分析

	5. 结语
	参考文献

