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chants to a certain extent. Against this background this paper investigates the optimal decision and value of
choosing member advertising strategy rather than mass advertising strategy. The optimal advertising decisions
under these two strategies are first calculated and compared. Second the conditions under which member ad-
vertising strategy outperforms mass advertising strategy are identified. Third the advertising efficiency de—
mand and profits under the two strategies are compared. Finally the internal driving force for adopting mem—
ber advertising strategy is discussed. Our results demonstrate that member advertising strategy should be adopt—
ed when the advertising rate under this strategy is relatively low and the proportion of the paid members are rel—
atively high which significantly improves the efficiency of advertising by reducing both the advertising targets
and the advertising investment for a single consumer. Further under member advertising strategy the demand
is monotonously increasing in the original price of the product but decreasing in the fit of the product. This
demonstrates that the essence of member advertising strategy is tapping the potential value of the members and
making the trade-off between marginal revenue and sales volume.

Key words: e-commerce platform; targeted marketing; advertising strategy; paid member
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