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1
Fig. 1 Operation mechanism of fixed-price group-buying selling
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Fig. 2 Relationship between consumers’ arrival time and utility in time-sensitive market
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Fig. 3 Relationship between consumers” arrival time and utility in heterogeneous market with low pricing
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Fig. 4 Relationship between consumers” arrival time and utility in heterogeneous market with high pricing
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Table 1 Conclusion of optimal strategies under different market characteristics
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Fig. 5 Selection process of the optimal strategy in online group buying
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Table 2 Comparison of the four strategies under different market characteristics
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Time-varying price-volume relationship based on TVP-VAR-GCK model

CHEN Lang—nar,n1 LUO Jia-wen' LIU Hao®

1. Lingnan College Sun Yat-sen University Guangzhou 510275 China;
2. China Merchant Bank Shenzhen 518040 China

Abstract: This article investigates the time-varying price~volume relationship and the impact of short-sell
shocks on the pricevolume relationship by utilizing the TVP-VAR-GCK Model of Koop et al. (2009) . The
most probable variables order in the VAR model and the impulsive function are selected by employing the VAR
_BE model and varimin criteria. The results reveal that the price~volume relationship is significantly time-var—
ying and different samples ( both indices and individual stocks) have distinct patterns. The results also suggest
that the market structural change has a time-varying impact on the price~volume relationship. The results are
consistent with the behavior finance theory on the price~volume relationship which reflects the learning process
of investors in response to the structure changes in the stock exchanges in China.

Key words: time-varying price~volume relationship; TVP-VAR-GCK model; short-sell shocks; varimin crite—

ria; VAR_BE model
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Decisions on pricing and timing in online group buying

TANG Yao MA Shi-hua
School of Management Huazhong University of Scienceand Technology Wuhan 430074 China

Abstract: Relative to the wide application of online group buying in practice there has been scant academic
research. This paper is devoted to fill this gap by investigating the decisions on pricing and timing in online
group buying market. Based on the degree of consumers’ heterogeneity and time-sensitivity we first subdivide
the market and then examine the optimal strategies individually. Our results show that: 1) In the maximizing
the seller’ s revenue pricing and timing decisions always exhibit some functional relationship. However this
relationship varies according to different market characteristics. 2) The principal of timing decision is to guar—
antee the purchase of every consumer in each segmented market. 3) Contrast to the unique optimal strategy in
time-sensitive market there have been two optimal strategies in the heterogeneous market 1i.e. low pricing
and high pricing. Which strategy should be adopted depends on the specific characteristics of the heterogene—
ous market. Finally we conclude and present the selection process of the optimal strategy in the online group
buying market.

Key words: group buying; heterogeneous customers; time sensitive; product pricing; promotion time



