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Abstract

In this paper | sudy the behavior of free-good producers (TV broadcediers) on a market
where every consumer (TV viewer) perpetudly makes a decison whether to consume and
which product (TV channd) to consume contingent on the dtractiveness of the currently
consumed product. Every producer optimaly dlocates atime period where a product with
higher atractiveness (TV program) is replaced by a product with lower atractiveness
(advertigng). While products with higher atractiveness represent producers cogts, products
with lower atractiveness bring in revenue thet is proportiond to the audience reech. |
assume that consumers choose among products and the outsde option following a Markov
process where probabilities of trangtion reflect various dtractiveness of the products Given
symmetricd pogtions of the producers, | prove thet therr optima drategy is to put ther
commerdd bresks into the same or very dose times. For some sdtting of the parameters,
the bresks will overlap perfectly. Given the perfect overlap, both broadcegters are better off
if they fragment their bresks into shorter bregks kegping the total amount of commercid
timethesame

V tomto déanku studuji chovani tdeviznich stanic natrhu dedovanodti, kde e kazdy divak
rozhoduje zdaa kterou danic dedovat v z&vidodi na araktivite prave dedovaného
programu. Kazdaz tdeviznich ganic optimdne vybirg, ve kterém case produkt s vyS
araktivitou (televizni program) nahredit produktem s niZ§ atraktivitou (reklama). Zatimco
tdevizni program predstavuije néklad pro tdevizni ganidi, reklama je zdrojem prijmu, které
jsou Umerné jgi dedovancdti. Predpokladam, Ze divéci se pohybuji mezi jednatlivymi
kandy a stavem, kdy tdlevizi nededuji, néhodne pode Markovova procesuy, ve kterém
pravdepodobnosti prechodu odréZgi atraktivitu daného programu Pokud jsou na trhu dve
Saniceamgi symetrické postaveni, jgich optiméni srategii jetakové necasovani reklamy,
pri kterém s jgich reklamni bloky prekryvgi. Pro urcité nestaveni parametru je optimani
prekryv 100%-ni. Pri takovém prekryvu by navic tdevizni sanice mdy rozddit svyj
cdkovy reklamni casdo co ngmendich bloku
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