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  Benabou and Tirolê 2006̃ Ḥ (mixed signaling)

῀ ҉ UGC ҬȂ ⌠ ꞉ ԅ

꞉  (Avery et al.1999)ץ ̆ ѿҩ Ḥ ᵬ ̆ UGC

̂ ̃ױ ⌠ UGC ᴪ UGC
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  ̆ Ҋ ԍ ֜ ԍ Ḥ ̆ ֓
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ꜚ Ȃ ѿ ̆ Ӈ ᴪ ץ̂ ῤ ̃ Ὲ

꞉ᴪ ᵬ Ȃΐᵣ ̆ ԍ ֜ Ҭ ̆ ᴪҊ ̆

ҹ ֓ ꜚ Ȃ ľ ᴪ Ŀ̂ ԓҩ҉ץ ̃ ľ

Ŀ̂ Ҭ ̃ ꞉ ₮ ̆ ԅ Ȃľ ᴪ Ŀ

ᴪ ᵞ ѿҩ׆85%̆ 0.4 ⌠ ҩ ᵞԍ 0.06 Ȃ ̆ ԍľ Ŀ̆

ױז ׆ ԍ ⌠ 0.03
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