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Fig. 1 Retailer’ s operation timeline
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Table 1 Probability distribution of demand model
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Table 2 Optimal decision of Q* and ]
2 P2 6 x 0 B B RB | O | KRB | O
3 1.75 0.3 9.5 14 0 0 21.18 24.5
3 1.75 0.7 8.7 13 0 0.08 21.18 22.89
3 1.5 0.3 6.2 13 0 0.08 18.15 19. 68
3 L5 0.7 5.6 12.9 0 0.09 18.05 19.55
3 1.25 0.3 311 6.8 0.4 0.6 9.56 10. 06
3 1.25 0.7 2.97 5.2 0.6 0.7 8.09 8.35
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Decisions for ordering seasonal goods and switching to secondary markets

WANG Li~ing' GONG Tian=iao® CHEN Li-hua® LAN Yingie’
1. College of Business Administration Capital University of Economics and Business Beijing 100070 China;
2. Guanghua School of Management Peking University Beijing 100871 China

Abstract: In retail operations retailers usually have limited access to market information before the start of
the selling season. The inventory that ends up as unsold in primary markets can be significant. Thus retailers
look for strategies such as selling in the secondary markets at a discounted price. In this paper we formulate
a two-stage model for this problem and analyze the properties of the model under a more relaxed demand as—
sumption. Finally we derive optimality conditions for the retailers’ ordering quantity decision and switching
timing decision of seasonal goods.

Key words: retailer; seasonal goods; secondary market; ordering decision; timing decision



