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1 16.82 ( 7.18 ),
s n o, 20 000
20 000 5 no, 3 ( 2
30 000 } , n =18, 30 000
40000 . ( ), VE(t, n) V™ (t,n).
9.22 ( 14.78 ), 2
30000 . ,
1 ()
n 2%1 22,-, n Z:h Zzn n Zln Zzn n Zln Zzn
3 23.16 21.65 15 18.12 11.69 27 12.86 1.70 39 7.56 0.00
6 21.9 19.15 18 16.82 9.22 30 11.54 0.00 2 6.24 0.00
9 20.71 16. 68 21 15.50 6.70 33 10.22 0.00 45 4.90 0.00
12 19.42 14.16 24 14.18 4.22 36 8.90 0.00 48 3.55 0.00
2 ( )
N v™(0, n) Vv5(0, n) v™(6, n) V3(6, n) v™(12, n) V3(12, n)
1 4.000 3.000 4.000 2.999 9 3.999 8 2.999 9
5 19.999 9 15. 000 19.996 4 14.999 9 19.863 6 14.997 1
10 39.974 6 30.000 0 39.592 9 29.995 7 36.522 0 29.665 5
15 59.287 0 44.996 1 55.893 5 44.800 5 47.498 4 41.468 3
20 75.376 8 59. 881 4 67.388 5 58.015 3 56. 027 2 48.707 5
25 87.2295 73.866 2 77.210 2 54.237 9 61.2675 49.8352
30 97.358 1 85.175 6 85.378 5 73.9234 64.750 3 59. 748 1
35 106.902 0 93.132 0 90.89%6 4 79.490 8 67.560 5 65.290 9
40 114.854 7 99.182 0 94.699 7 85.067 7 69.211 5 68.618 3
45 120.539 0 104.778 5 98.018 1 90.739 3 69.831 1 69.727 5
50 124.592 1 110. 405 8 100.979 3 96.477 8 69.976 5 69. 964 2
55 128.027 7 116.110 3 103. 145 8 101.343 7 69.998 0 69.99 8
60 131.323 7 121.872 0 103.797 5 103.797 5 70.000 0 69.999 8




R &D

[ 1] Chrigoph- Fiedrich von Braun. The Innovaion War[M] . ) , 1999

[2] Kotler Pnilip. Harveding srategesfor weak product[J]. Busness Horizons, 1978, (8) : 15—22

[3] Hade Thomas T, Hold Reed K. The Srategy and Tacticsof Pricing[M]. 3rd eds. New York:Prentic Hall Inc, 1995. 192—194

[4] McGath Michaedl E. Product for High Techrology Conmpanies]M]. 2nd eds. New York: The McGaw Hill Gonpanies, 2001

[5] , \ . [J]. , 2002, (3) : 50—53

[6]Moinzadeh K, Ingene C. An inventory node of immediate and delayed ddivery[J]. Management Science, 1993, 39(5) : 536 —

548
[7]Weatheford L R, Heifer P E. The ecoromic value of usng advance booking of orders[J]. Omega Internationd Journd of Manage
ment Sience, 1994, 22(1) : 10511

[8]Cheung K I. A continuous review invertory model with a time discourt[J]. |IE Transactions, 1998, 30(8) : 747 —757

[9] Federgruen A, Heching A. Combined pricing and invertory control under uncertainty[J]. Operations Reserch, 1999, 47(3) :
454 —475

[10] Chang HorngrJinh , Dye Chung Yuan. An inventory node for deteriorating items with parta backloggng and permisible delay in
payments[J]. Internationd Journd of Sysems Stience, 2001, 32(3) : 345 —352

[11]Bdakrishnan N, Sidharan SV , PateronJ W. Rationing capacity between two product classes[J]. Decidon Stiences, 1996 , 27
(2) : 185214

[12]1shii H, Nose T. Perishable inventory control with two typesd cusomers and different selling pricing under the warehouse cepacity
oondraint[J]. Internationd Journd of Production BEocoromics, 1996, 44: 167—176

[13] Cross Robert G. Revenue Management : Hard core Tacticsfor Market Domination[M]. New York :Broadway Books, 1997. 131—
132

[14]Weatheford L RA , Bodily S. A taxonomy and research overview of perishableasset revenue management problems[J]. Journd of
Combinatorial Optimization , 1992 , 1(3) : 277 —304

[15]Gdlegp G, Ryzin van G. Optima dynamic pricing of inventories with sochagic demand over finite horizons[J]. Management St
ence, 1994, 40(8) : 999 —1018

[16]Feng Y, Gdlegp G. Optima dopping timesfor end o season sdes and optimal gopping times for pronotiond fares[J]. Manage
ment Science, 1995, (4) : 1371 —1391

[171Feng Y , Xieo B. A ocontinuoustime yield management nodd with mutiple prices and reversble price changes[J]. Management
Sience, 2000, 46: 644 —657

[18] , . [J1. , 2002, 5(6) : 4751

( 8 )



— 84 — 2003 12

keting Research, 1985, 5(2) : 168 —184

How brand, price and country of origin influence consumers purchase choices

FU Guo-qun, TONG Xueying
Quanghua School of Management , Peking Univerdty , Beijing 100871, China

Abdtract : This paper examnes the relaive irfluencesdf brand , price and country of origin on consumers purchase
choices by usng a conjoint analyss exeriment. Two diginct groups are idertified. The driving force to make pur
chase choice for one growp is brand recognition and for another group it is price. Gontrary to intuition , for the later
group of regpondents, higher prices are nore favorably eval uated , suggegting evidence that regondents utilize price
as a surrogate for irferring product quality. FHndly , profilesof the two regpondent groups are conpared , and the im
plications of the findings are discussed.
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Revenue management of perishable hi-tech product in declining period

LIU Dewen®, XIAO Bai-chun'®, LU Ruo-yu?

1. Service Management Inditution of Business School , Schuan University , Chengdu 610064 , China;

2. Management School , Univergty of Hectronic Science and Techmology of China, Chengdu 610054 , China;
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Abstract : Acoording to the anadyss o the characters of perishable hi-tech products in their life cycle of declining
period , this pgper presents a olution to ded with pricing of perishable hi-tech productsin their life cycle of declin
ing period in view of the idea of revenue management © as to increase the revenue. A badc point of view to olve
the problemwith a revenue management node is put forward , based on which severd arithmetical exarmples are giv
en to denondrate the advantage of the notion of revenue management applied in tackling perishable hi-tech products
in their life cycle of declining period. Thus, a conclugon is reached that the profit of perishable hi-tech products
can be increased by means of revenue management techrnology , and an interesting research inclination of pricing and
manufacturing srategy of perishable hi-tech products in their declining period is pointed out.

Key wor ds: perishable hi-tech product ; decline; revenue management ; price tactic problem



