Vol.27 No.11

27 11
2024 11 JOURNAL OF MANAGEMENT SCIENCES IN CHINA Nov. 2024
doi: 10.19920/j.cnki.jmsc.2024.11.002
()
1 2%
(1. 310018; 2.
100084)
iTunes Kindle
?
1)
.2)
.3)
. F273 A : 1007-9807(2024) 11-0017-11
0 iTunes
( . 2 ; iTunes
. ) ReDigi
2011 CEO
100 115
Kindle ( IFPI)
2014 iTunes
68.5 6.9% s
(68.2 ). Kindle
CD
Sun ;
Microsystems
! 2013 : iTunes
@® . 2018-10-15 ; 1 2020-12-04.
: (71490723) .

(1974—)

. Email: huangsh@ sem.tsinghua.edu.cn



— 18 — 2024 11

Kindle Shiller © . Oraiopoulos ! Ishihara
Ching ’

Pricetack.com )
. 1
Oraiopoulos
. 3
Papanastasiou  Savva ?
( strategic ?
consumers) :
Su
10
11
AY
12 13
4
Coase
Lobel
14
Gao  Su
5 15
Ghose .
16 17
Y AY
18 19 20
AY
L
Aviv
. | 21 .
Oraiopoulos :
2
N 6 By 24 .
Shiller Yu +Ajorlou Papanastasiou
3
Savva
; .Feldman

Ishihara ~ Ching ! »  Hu

26



11

Kindle

Shiller °
Ajorlou

hE4NM  https://www.cnki.net

1.
3
v
hv.
(O <h <1)
h 1
’ h
Ghose > Oraiopoulos !
(
P
v
v —p, hv
P P2 (lL+h)v-p.
P> <Py 4
P Su 10
(0<6<1)
ov
0<6<1(6 1
).
)
Oraiopoulos o
# ) 5>h.
ov
( ) o
’ Sv > hv
5
15
p(’



— 90 — 2024 11
2
6 2.1
0
Op. 0 I 5
iTunes ReDigi
5%  15% 2.
7
w(0sw<1+h). v
w<1+h ov —p, P2/6 1
8 (1+
h)v = p, v p/(1+h) 1
(1L+h)v-p =6bv-p,
Py 7 D2
- 1
TR -5 (1)
HO<k<1) 1 -k pi/(1+h) 1 Vo
k Vg =1
p,/8
vo < p/(1+h)
pi/(1 +h)
1 Vo pi/(1L+h) 1
1 vy 1
Table 1 Symbols and notation p2/8 v
w1 pAL+R)
P1 P2
P o 1 v,=1
’5 1-p,/5;
. P, — w. (Pz -
A w) (1 -p,/8). P> )
0. Vo




11

ma}(ﬁ Hdp(Pz) =(p, —w) (1 - p,/8)
e e (2)

st oy, =1

2 vy<p,/(1+h)

L =p, /(1 +h);
py —w. (p: -
W (1=p/A140) . p, w1
+h . vy <p,/( 1+h)

max Hdp(pl)z (py—w) (1-p,/(1+h))
pre w l+h (3)
st. vy <p,/(1+h)

3 p /(1L +h) sv sl

1 -
Vo vy — P,/8
(1 -0) (py —w) + (v, —p,/8) (p, -
w) . P
wl+h D> p,e 06
P> w P>
P

max Hdp(pl p2)= (1_1}0) (pl_w) +

pie wl+h pre 06

(vy = p2/8) (py — w)

s.t. p/(1+h) <o, <1 (4
(2)
p=l+h +(w -
8) /2(p, 1) Py = (w +
8) /2 I, = (8 —w)*/(45) .
(3)
p,=(1+h+w) /72 8(w+h+1) /(2 +2h) <p,
< (1 +h +w/2 IT, =
(1 —w+h)>/(4+ 4h) . (4)
pr=(1+h+w)/2 p,=
S(1 +h +w) /(2 + 2h) I, =

(1 -—w+h)>/(4+ 4h) .

p = 1+h+w) 72 p, =8(1

+h+w) /(2 + 2h)
I, =(1 +h-w)?/(4+4h) .

2.2

1

Liu

vy =(h+w+1)/(2+2h)

%
v
vy —p, /8=0
py /(1 +
Ryzin "
w
k
P
p. 0
(1 +h)v-P;

cv=-P+p(1-6);
SIS O



2024 11

v,=20 =123

i
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On pricing strategies of digital information goods with strategic consumers

ZHOU Xue-guang' HUANG Shuo™
1. School of Management Zhejiang University of Finance and Economics Hangzhou 310018 China;

2. Key Research Institute of Humanities and Social Sciences at Universities Research Center for Contemporary

Management School of Economics and Management Tsinghua University Beijing 100084 China

Abstract: In practice Apple iTunes can sell digital music through a secondary market approach while Ama-
zon Kindle still utilizes dynamic pricing to sell e-book without resale. Compared to dynamic pricing under
what conditions should the platform use a secondary market to sell digital information goods? To solve this
problem two dynamic game models are established to compare the secondary market and dynamic pricing
and some interesting conclusions are as follows: (1) If all consumers are strategic the optimal markdown pri—
cing strategies will lead to no consumers waiting to buy which is equivalence to a fixed price. ( ii) The opti—
mal price for opening secondary market is not greater than the first period price under dynamic pricing and
secondary markets can increase total consumers’ surplus. ( iii) Results show that the secondary market outper—
forms dynamic pricing as long as the wholesale price is larger than a certain threshold value. At last a numeri-
cal experiment is conducted to do sensitivity analysis on the related parameters.

Key words: digital information goods; strategic consumers; secondary market; dynamic pricing



