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Fig. 1 Sales process timeline 1 M g .
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Fig. 2 Utility and coupon-decision of the consumer who buy in advance
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Joint strategy of advance-selling and buy-back for seasonal perishable products

MAO Zhao+fang LIU Wan-wan LI Hui
College of Management and Economics Tianjin University Tianjin 300072 China

Abstract: As a result of the short sales period andshort life-cycle the large profit of seasonal perishable prod—
ucts is usually accompanied by great demand uncertainty. Once missing the sales season their low residual
value will bring huge economic losses and resource waste. The advance selling strategy with a discount will en—
courage consumers to buy in advance. Dealers can also enhance the accuracy of market demand forecast by the
amount of pre-order. While enjoying preferential prices consumers also bear expected value losses as a result
of purchasing before seeing the physical product. If the seller adopts the buy-back strategy the consumers can
benefit. The retailer’ s profits could be improved by increasing the advance selling price and reducing the or—
der quantity with reasonable buy-back costs. Considering the strategic consumers this paper compared the
joint strategy of advance selling and buy-back with the solo advance selling strategy. It established profit mod—
els and obtained the optimal advance selling prices and order quantities. It also found that when the unit order
cost is high or the buy-back price is low the joint strategy can bring the retailer more profits. Under the joint
strategy the optimal advance selling price is higher and the optimal order quantity is less. These conclusions
can help retailers in making marketing strategies.

Key words: strategic consumer; seasonal perishable products; advance-selling; buy-back; joint strategy



