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Study on manufacturer’ s pricing strategy with dual-channel based on region-
al gap background

SHENG Zhao-han XU F eng
School of M anagement Science and Engneering N anjing Unwersity, N anjing 210093 Chna

Abstract W ith he rapid development of e-business many canpanies sell products directly hrough ntemet
channel Ifmanufacurers have adopted differential pricing strategies for different regional custan ers ey w ill
confront three questbns (1) the direct conflict beween traditonal and intemet channe] (2) the ndirect
conflict beween the traditional channels fran different regbns and (3) a challenge to change the differential
pricing strategies In this paperwe first pove that hemanu facturer can getmore pwfit through differen tial prr
cing for different regional custaners han a uniform price On thisbasis we sudy the effect of the dual-chan-
nel on the manufacturer’ s d ifferen tial pricing strategies for d ifferent regbnal custaners W e d iscuss the m anu-
facturer s price and profit under four different pricng sirategies M eanwhile through theoretical analysis and
num erical simu lation we explore the effect of various parameters on the manufacturer s profit under different
manufacturer’ s pricng sirategies

Key words differentnl pricing ntemet channel dualchanne] dannel canpetitbn
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