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Firms pursue new business opportunities Nz Adstzle AFdA & AFAEG
for growth. Market development strategy is one ¥ m|Zoluv 98 ¥ 7154 vd 9 715
of the growth strategies, which develops new Aol F&&8d 1 3tx. 7]g9) E’-wa Ade @
market segments with cwrrent products. Aol Ho] glormz IAY AYEL &9 AF
However, new market generally has high I Az AF °1‘%7ﬂ | 23 14:7]- =33 «]
uncertainty, or high risk. Firms should consider T

the risk in making and implementing the
market development strategy.

In this paper, an optimal marketing resource
allocation model is developed, taking into
account the risk attitude of a firm in market
development. Under the  assumption of
exponential utility function, the global optimal
solution is derived, and the implications are

provided.
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21 9t} (Carroll, Green, & DeSarbo, 1979;
Doyle & Saunders, 1990; Freeland & Weinberg,
1980; Luss & Gupta, 1975, Rao & Rao, 1983).
%, e AFdAME vy FAHFHA
(deterministic) A1 ®¥F-g F<4(market response
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ps = 0.25| 1,000,000 0.59 0.56 0.56 0.58 0.60 0.67
pr = 020
pz = 050 100,000 0.60 0.59 0.60 0.62 0.63 0.66
pz = 0.30
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