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Table 2 Customer choice with different expected price
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Fig.1 Average value of customer satisfaction with different ticket discounts
2.2 (DS) ,
~0.692. A
8 7.5 5.68-4.12 =
1.56;9 1.12; 9 0.96.
7 7.5 ) H4.
0.89;6 7 0.85;5 6 0.73. 3
Table 3 Correlation analysis between expected price
. and choice probability
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DS Pearson Correlation 1 -0.980
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Table 4 KANO classification and importance analysis of attributes
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Table 5 Correlation analysis between two types of importance data

4
Pearson Correlation 1 0.709**
Sig. (2-tailed) 0.003
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Fig. 3 Utility measurement framework of airlines

passengers under revenue management circumstance
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Bounded-rationality purchasing behavior of passengers in revenue manage—
ment situations

YANG Hui' SONG Hua-ming' ZHOU Jing®

1. School of Economics and Management Nanjing University of Science and Technology Nanjing 210094 China;
2. School of Engineering Management Nanjing University Nanjing 210093 China

Abstract: The effectiveness of revenue management methods is based on the assumption that consumers will
make purchase decisions in accordance with the behavior rules the sellers have presupposed. Current revenue
management models either consider customers to be myopic or to be rational. In this paper these two views to—
wards the consumer behavior are questioned. This paper studies the behavior characteristics of airline passen—
gers within the prospect theory framework using Chinese empirical data. The empirical study shows that the
passengers’ purchasing behavior has bounded—rationality characteristics called LA-DS-RE-RD ie loss aver—
sion diminishing sensitivity reflection effect and reference dependence. Furthermore this paper uses KANO
model to select the key elements that affect the passengers’ utility judgments and constructs a purchasing utili—
ty measurement framework. The study shows that in revenue management situations the utility judgement
process before making purchasing decisions not only refers to the traditional expected utility system but is ad-
justed by reference utility.

Key words: revenue management; consumer behavior; bounded rationality; prospect theory; KANO model



