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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 imt
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;
3. Department of Management , Long Idand Universty , New York 11548 , USA

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.
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