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Research on price strategy of fioms in two-sided m arkets

XULy (HEN Hongmimn, PAN X wo-jun
AntaiCollege ofE conan ics& M anagement Shanghai Jiaotong Unwersity Shanghai 200052 China

Abstract Industries w ith features of wo-sided markets nclude notonly traditional industries lke ntemed ate
agencies but also som e emergng ndustries such as paym ent system. This paper takes one kind of ndustry w ith
Two-Sided M arkets as research objective where the products provided by whan can not be consumed by con-
sum er independently, which mustbe accanpaniedw ih the canmod ity deal This paper establishes wo stage
models to study he platform’ s price strategy W e show that the p latform w ill set higher nterchange fee when
they have advantage of scale and brand and they w ill intensify their advantage thwugh interchange fee to beat
entrants However when he cross nework externality is not stiong the entrants can mpwve their brand to
getmoremarket share
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