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BJIUAHUE HEPBIHOYHOI'O IPEUMYIHIECTBA HA
PABHOBECHE B MOJAEJIA XOTEJIJIMHI'A

B pabote uccnenyercss momudukaus Moaenn XOTEUIMHTA, B KOTOPOi
omHa w3 ¢GupM o00JIagaeT HEPHIHOYHBIM MPEUMYIIECTBOM, BBEAEHHBIM TIO
aHAJIOTUM C BAJICHTHOCTHIO, U3BECTHOM B 3a/lauyax MOJUTHYECKON SKOHOMUHU.
HepbiHOUHOE (BaJIeHTHOE) MPEUMYIIECTBO MOKET HMHTEPIPETHPOBATHCS Kak
pekiiama (y3HaBaeMOCTh (PUPMBI). Y CTAaHOBJICHO, YTO MPU AJUTUBHON (PYHKIIUU
MOJIC3HOCTH TOTPEOUTENIeH, 3aBUCSIIECH KBAaJpPaTUYHO OT PACCTOSIHUS J0
bupMBI, CylIecTBYeT €JWHCTBEHHOE paBHOBecue 1o Homry. DTo paBHOBecue
3HauUMTENbHO "Ooraue" paBHOBecHss B HMCXOAHOW wmojaenu XoreumHra. B
YaCTHOCTH, JOIOJHUTEIIbHOE HEPHIHOYHOE MPEUMYIECTBO MOXKET OBITh
U30BITOYHBIM U €T0 UCTOJb30BaHNe HEIPHEKTUBHBIM.
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IMPACT OF THE NON-MARKET ADVANTAGE ON
EQUILIBRIUM IN A HOTELLING MODEL

We develop a modification of the Hotelling model that endows a firm
with a non-market advantage, which is introduced alike the valence advantage
known in problems of political economy. The non-market (valence) advantage
can be interpreted as advertisement (brand awareness of firms). We prove that
the Nash equilibrium exists and it is unique under additive consumers'
preferences depending on the square of the distance between the consumers and
the firms. This equilibrium is "richer" than that in the original Hotelling model.
In particular, non-market advantage can be excessive and inefficient to use.
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