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Online trading firms have to get involved in some kinds of marketing and promotion
activities in the new world that appears with electronic trade. The firms that aim to profit
and sell more products use different pricing methods. Aspects of internet pricing involve:
consumer aspect, seller aspect, competitive aspect, relational (value focused) aspect. First
of this aspects includes price differentiation and dynamic pricing. Increasing and decreasing
pricing is a new kind of dynamic pricing method. Both psychological and strategical
pricing methods that force customers to buy, and even to advice the goods to other
customers, are used when the prices decrease. Dynamic pricing issues turns out satisfactory
in industries with high initial cost, consuming capacity, short term selling, price sensitive
demand. The psychological effect of the price is an important factor that makes impact on
the decision to buy or on the sense of quality. The decision to buy an unnecessary product
can motivate a customer to buy it by means of the price experience of another customer.
The price is an important factor when the product features are satisfactory; price comparison
is fast and easy on the internet. In this study it is explained that Dynamic Decreasing
Pricing (DDP) benefits both psychologically and strategically as a method of pricing. With
this method, buying decreases the prices, therefore the costumers are forced to buy or
advice the product to other customers to make the final price lower. The firm can sell
product rapidly till its limits, and therefore the loss of profit can be ignored as the selling
in target time interval is high. The Dynamic Decreasing Pricing method is going to be
formulated mathematically, designed with stored procedure and it is going to be practicable
in database.
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Statement of the problem Table 1
Nowadays the firms trading on the internet have

to get involved in different marketing and promoting

Some aspects of Internet pricing

activities. The firms that aim to profit and sell more Pricing Aspect Pricing strategy
products use different pricing methods. Dynamic Price differentiation
L . . Consumer Aspect L
pricing is one of these methods; Dynamic pricing Dynamic pricing
refers to the process of controlling product prices Individual pricing
over the sales season to maximize expected revenue Seller Aspect Adaptation.p.ricing
[1—3]. There isn’t only one description of Dynamic Package pricing

Price differentiation depending on
Competitive Aspect| brand

pricing. As Lydeka and others refer, there are different
academic branches and so, there are different

definitions. But in this article dynamic pricing is _ Optional pricing
discussed in terms of its advantages as it makes the Relational (Value | Lifelong pricing o
customers buy and makes the customers make the focused) Aspect | Alternative channel pricing

other customers buy. Some aspects of internet pricing

are shown in Table 1.

The shopping robots which can be used by
means of technological developments on the internet
can be discussed as an element that strengthens the
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customer’s price decision and enables the customer’s
price comparison. In terms of application the
dynamic pricing issues turns out satisfactory in
industries with high initial cost, consuming capacity,
short term selling, price sensitive demand.

Gurgen expresses the classifying quantitative
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models in literature as in the below:

— deterministic demand model in terms of
discussing the demand;

— fixed or uncertain price in terms of discussing
the price distribution of customer’s paying desired;

— pricing in terms of considering or disregarding
the sales returns;

— pricing in terms of discussing the price set.

Analysis of recent research and publications

Hong Yuan and Song Han discuss that for
general demand functions in price and quality, two
effects work in different directions. The sales effect
is negative, that is, if the price increases, the sales
decrease. The markup effect is positive, that is, if
the price increases, the markup increases. Hence,
the impact of quality on pricing is ambiguous. For
separable additive demand functions, the sales effect
vanishes and the markup effect holds. Any
improvement in quality increases the product price.
Finally, both process investment and product
investment determine the dynamic pricing policy [4].

Paul B. Ellickson and the others make three
contributions in their Repositioning Dynamics and
Pricing Strategy article. First, they draw attention to
three salient features of repositioning decisions in
marketing: that they involve long-term consequences,
require significant sunk investments, and are dynamic
in their impact. They illustrate that positioning
decisions can be empirically analyzed as dynamic
games to measure structural constructs such as firm’s
repositioning costs. Second, they cast empirical light
on an age-old question in the marketing of consumer
packaged goods: the costs and benefits of using EDLP
versus PROMO. Despite the significant interest in
this topic, a full accounting of the long-term costs
and benefits of these strategies remains lacking in
the literature. Their estimates add to the evaluation
of either strategy and also identify the sources of
heterogeneity in the relative attractiveness of either
across markets. This increases understanding of the
economics of the supermarket industry and the
determinants of long-term market structure. Third,
they illustrate how observed switches combined with
auxiliary postgame data (e.g., revenues, prices, sales)
are useful in cleanly articulating the costs and benefits
of repositioning in an environment with strategic
interaction [3].

Y. Narahari, and others discuss that there are
different models that have been used in dynamic
pricing. Dynamic pricing includes two aspects: (1)
price dispersion and (2) price discrimination. Price
dispersion can be spatial or temporal. In spatial price
dispersion, several sellers offer a given item at different
prices. In temporal price dispersion, a given store
varies its price for a given good over time, based on

the time of sale and supply-demand situation.

The other aspect of dynamic pricing is
differential pricing or price discrimination, where
different prices are charged to different consumers
for the same product.

A variety of mathematical models have been
used in computing dynamic prices. Most of these
models formulate the dynamic pricing problem as
an optimization problem. Depending on the specific
mathematical tool used and emphasized, we provide
a list of five categories of models: Inventory-based
models, Data-driven models, Game theory models,
Machine learning models, Simulation models [6].

Formulation of the research objective

The formulas needed to price a product sold
online in Dynamic Decreasing Method are given
below.

rate=sellprice-lowerbound; (1)
rate_n=rate/number of stock; 2)
sellprice,=sellprice,_,-rate_n. (3)

Sell price is the price at which the product is
sold first. Lowerbound is the last limit price in
decreasing pricing. The price difference of sell price
and lower limit gives the rate Rate is divided into
total number of stocks to be sold, in order to get
rate,. The difference between sell price,_, and rate,
gives sellprice, of n price. In our sample scenario a
10-item product in stock and 1000 planned unit to
be sold is re-priced via DDF-M pricing. After each sel-
ling the price is calculated by sellprice,=sellprice,_,-
rate_n.

Statement of the main research material

In our sample scenario, there is a 10-item
product in stock and it is planned to be sold at initial
price of 1000 unit, being then re-priced via DDP-M
pricing. After each selling the price is calculated by
sellprice ,=sellprice ,_,-rate n. Initial data, calculated
rates and discounts for this scenario are shown in
tables 2—4.

Table 2
Initial data
Cost|800[lowerbound900| Sellprice | 1000 [P}
of stock
Table 3
Calculated rates
rate 100 rate n 10

Eventually while first item is sold for 1000 units,
the last item is sold on 900 units. If each item was
sold on 1000 unit, 2000 unit profit would be earned.

Dynamic decreasing pricing method
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In this method the profit is 1450 unit. The loss is Table 5
550 units. The description of results is given in DDP-M results
Table 5.
DDP-M Standard Ignored
Table 4 profit 1450 profit 2000 loss 330
Discount applied
When the example is discussed in terms of
Sum Sell 8550 Discount the firm and customer, there are two results.
1. Price 990 10 1. The decreasing price has a positive effect
2. Price 980 10 on the customer by advising to buy the product
Price 970 10 with the positive effect of this method.
Price 960 10 2. The firm can sell product rapidly till its
8. Price 920 10 limits, loss of profit can be ignored as the selling
9. Price 910 10 in target time interval is high.
10. Price 900 10 In fig. 1, 2 the database developed using
DDP-M model is shown.
- - -‘
Product dafdata result *
% M i 7 i
code @ code code
ProductName rowwerlimit E— DDP_M
price price = D}-‘nmﬁc
— - Decreasing
LastPrice Pricing
— J
Fig. 1. The database design
REFERENCES
id code lowerlimit price
[ 3 1 blk2014 900 1000
2 blk2015 a5 500 1. Deksnyta In., Lydeka Z. Dynamic pricing models and its
* ALEL AL NLLE UL methodological aspects // Taikomoji ekonomika: sisteminiai

Fig. 2. The data table design

The stored procedure is shown on Fig. 3.

Conclusion

In this article it is discussed that dynamic
decreasing pricing (DDP-M) can be used as a method
on internet trading. Formulas are defined and applied.
It is proved that DDP-M can raise the selling rates.
Both psychological and strategical pricing methods,
that force the customers to buy, and even to advice
the goods to other customers, are used when the
prices decrease. The psychological effect of the price
is an important factor on the decision to buy or the
sense of quality. The decision to buy an unnecessary
product can motivate a customer to buy it by means
of the price experience of another customer. But
this study is only focused on firm. Costumer focused
researches are also possible; real world modeling of
markets, buying behavior, dynamic pricing strategies
can be researched.
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procedure [dba] [Diaf-l]
Ecode rrearchar] 500

as

declare @loarerlivait it

declare @producteord int
declare @price deciral{ 12,00
declare [@rate int

declare @rate n int

declare @price_n decimal(12,0)
declare @pricenew decirral(15,0)

DECLARE @eounter INT

set [ @loerlivnit= select lowerlivit frow dafdats where code=@Eeode)
set [@price=( select price from dafdata where code=Ecode)
set @pwducteord=(zelect COUNT(™) from Product where code =i@code)

set [rate n=(Fhmice-@lowerlivut
set [@rate =(@rate nifproducteont)

DECLARE CRS_sayhesapla CURSCR FOR.

SELECT code lowerlivait FRON dafdats where code =@eode

OPEM CRS_sayhesapla

FETCH NEZT FROL CRS sayhesapla M TO @eods, @pricene]

set @eayac =

WHILE @@FETCH_STATIS =0
BECIN

SET HOCOUNT CH,

while @eouarter<@productoord

hegin

SELECT @counter = @eomrter + 1
set @rate =(@rate_ni@producteomt)

ingert into result (id code pricenswrralues (@counter, @eode, (@price-@rate])

set [(rate=Erate
etid
SET @pricenew = [@price

Ep
UFDATE result SET @pricenew = pricenew = [@pricerew -@rate where code=@code
FETCH NEXT FROW CBS_savhesapla INTO @eode, @pricenew

end
CLOSE CES savhesapla
DEATLOCATE CRS_savhesapla

Fig. 3. The stored procedure

METOJ, JTMHAMMWYECKOI'O CHUXKEHUA ITEH
Axoyaym M., Okyan K.

Komnanuu onaatin-mpetiounea 0oadicHvl yuacmeoeams @ He-
KOMOPbIX 8UOAX MAPKEMUH20BLIX U PEKAAMHbIX AKYUL 8 HOBOM Mupe,
KOMOpblil NOAGUACS ¢ NPUX00OM 2AeKMPOHHOU mopeoeau. Dupmol,
KOmopble cmpemMsamcs noAy4ums Apudbiab U npodasams 0oabuie
NpoOYKmMoe, UCNOAb3YIOM pasHble Memoodvl YeHooOpasoeanus. Ac-
neKmbl UHMEePHeMm-UeHo00Pa308anUs 6KAOHAIOM 6 cebs: nompetu-
menvckull acnekm, acnekm npooasud, KOHKYDEHMHbLU acheKm,
PensyuoHHbIl (OpueHmupo8anuvlil Ha yenHocmn) acnekm. Ilepeoviil
U3 IMUX acnekmog eKarouaem ouggepenyuauuro yen U OUHAMU-
yecKoe yeHoobpasoeanue. Yeeauvenue u cHuNCeHue YyeH — Mo HO-
8blll Memod OUHaMU4ecko20 ueHoobpasoeanus. llpu cHuxiceHuu yew
UCNOAB3YIOMCA KAK Ncuxoao2uyeckue, maK u cmpameauyeckue me-
Moobl UeHooOPA308anUs, KOMOpble 3ACMABASION KAUEHMO08 NOKY-

namo u daxjce co8emoeams mosapvl Opyeum Kauenmam. unamu-
ueckoe UeHoo0pasosanue OeMOHCMpPUpyem yooeaemeopumenvHvle
Dpe3yabmamyl @ OMpPAacAsix ¢ 8blCOKOU HAYANLHOU CIMOUMOCMbIO, NO-
mpebasioueti cnocoOOHOCMbIO, KPAMKOCPOUHbIMU NPOOANCAMU, Y8~
cmeumenvHomy K uere cnpocy. Ilcuxonoeuueckuii s¢ghghexm uyenvl
AGNAEMCA BAJICHBIM (PAKMOPOM, KOMOPbIU 6AUsem HA peuleHue o
noKynke uau Ha owjyujenue kauecmea. Pewenue o nokynke He-
HYICHO20 NPOOYKMA Modcem noOyoums KAUeHma Kynums e2o ¢ no-
MOUWBIO UeH08020 onvima dpyeoeo Kauenma. lLlena sensemcs eaxnc-
HbIM (hakmopom, Koeda Xxapakmepucmuku npooyKkma y0061emeo-
DUMENbHBL, CPABHEHUEe UeH ObiCmpo U Ne2KO OCYUeCMEAsIemcs 6
Hnmepneme. B smom uccaedosanuu obsscHaemcs, ymo OUHAMU-
YecKoe CHUMCeHUe UeH 6ble00HO U NCUXOA0UMECKU, U Cmpamel-
yecku Kak memod uenoobpazoeanus. I[lpu makom cnocobe nokynka
CHUMICaem UeHbl, NOIMOMY 3aKAZHUKU BbIHYICOCHbI NOKYNAMb UAU
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PEKOMeHO08amb NPOOYKM Opyeum KAUeHmam, 4moovl CHU3UMb Ko-
Heunyro yery. Pupma moxcem 6bicmpo npodagams NPOOYKM 00 C80UX
npedenos, u NOIMOMY nomeps NPUGHLAU MOJCem Oblmb NPOUSHOPU-
POBAHA, NOCKOABKY NPOOAXNCU 6 UeAe6OM 6PeMEHHOM UHmepeane
8bicOKU. Memod duHamu4eckoeo CHUdCeHUs UueH cQopmyaupoeaH
Mamemamu4ecku, peatus08aH 6 sude XpaHumou npouedypsl U npaK-
muuecku npumenen 6 06aze OAHHbIX.

KinwueBbie cjoBa: D3JIEKTpOHHAs KOMMEpIIUs,
MMHAMUYECKOE 1IeHOOOpa3oBaHWE, XpaHUMasl MPOIIeaypa.

METOJ, TUHAMIYHOT'O 3HU2KEHHS IITH
Axoyaym M., Okysan K.

Komnaunii onnaiin-mpetiouney nosunni 6pamu yuacme 6 desi-
KUX 8U0aX MApKemuHe08ux i peKAamHUux aKyisx 6 HOBOMY ceimi,
AKUL 3’96UBCA 3 NPUX0O0OM enekmpoHHoi mopeieni. Dipmu, AKi npae-
Hymo ompumamu npubymokx i npooasamu Oinvuie npodykmie, u-
KOpUucmogyrms pizHi Memoou yiHoymeopents. Achexmu inmeprem-
YIHOYMBOPEHHs BKAIOHAIOMb 8 cebe: CNOJCUBHUIl ACneKm, acnekm
npooasysi, KOHKYPeHMHUU acnekm, peasyitinuil (opieHmoganuil Ha
yinnicms) acnekm. [lepwuil 3 yux acnexmis exaruae dugepenyia-
yito uin i OUHaMiyHe YIHOYMEOopeHHs. 30inbuleHHs | 3HUMNCCHHS UIH
— ue Hosull Memod OuHamiuHoeo yinoymeopenus. Ilpu 3HudceHHI
UIH BUKOPUCMOBYIOMbCA AK NCUXON0RIMHI, MaK [ cmpameziyHi me-
moou UiHOymeopeHHsl, AKi 3MyUyroms KAIEHMIe Kynyeamu i Hagimo
padumu moeapu iHWUM Kaiehmam. Junamiune yiHoymeopeHHs de-
MOHCMPYE 3a008iNbHI Pe3YAbMAmU 6 2any3sx 3 GUCOKOK NOYAMKO-
6010 6APMICMIO, CHONCUGHOIO 30AMHICMIO, KOPOMKOCMPOKOGUMU
npoodaxcamu, yymaueum 00 uinu nonumom. Ilcuxonoeiunuii echexm
YiHU € 8adNCAUBUM (PAKMOPOM, AKUU BNAUBAE HA DIUWEHHS NPO NO-
KynKy abo Ha éiduymms skocmi. PiuleHHs npo nokynky nenompio-
H020 npodyKmy Modice CHOHyKamu KaieHma npudbamu 1o2o 3a 00-
nomoeor UiHosoeo doceidy iHwoeo Kaienma. Llina € eaxciusum
haxkmopom, Koau XapaKmepucmuxu npooyKmy 3a006iNbHi; HOPIGHSH-
HS UiH weudko i neeko 30ilicnioemocst 6 Inmepremi. Y yvomy docai-
0JiCeHHI NOSCHIOEMbCS, WO OUHAMIYHE 3HUICCHHS YIH 8URIOHO T NCU-
X04102i1HO, | cmpameeiuHo 1K Memoo yinoymeopenus. Ilpu makomy
CnOco0i NOKYNKA 3HUIICYE YiHU, MOMY 3AMOBHUKU 3MYUIEH] KYny6a-
mu abo pexomeHdysamu nPoOyKm 0as KAiEHmie, w00 3HU3UmMuU KiHye-
8y uiny. Qipma moxce weudko npooasamu npooyKm 00 coix mexc,
i momy empama npubymiy modce Oymu npoieHopo8ana, OCKinbKu
npooaxci 6 yinb08oMy 4acogomy iHmepeani eucoki. Memoo duna-
MIUHORO 3HUICCHHS UYiH CHOPMYALOBAHO MAMEMAMUYHO, peanizoea-
HO Yy euensidi 30epediceHoi npoyedypu i npaKkmuyHo 3acMoCO8aHO &
6aszi danux.

KuiouoBi ciioBa: ejeKTpoHHa KOMepLisi, TMHAMiuyHe
LIHOYTBOPEHHSI, 30epeXeHa IMpoIeaypa.
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Online trading firms have to get involved in some kinds of
marketing and promotion activities in the new world that appears
with electronic trade. The firms that aim to profit and sell more
products use different pricing methods. Aspects of internet pricing
involve: consumer aspect, seller aspect, competitive aspect, relational
(value focused) aspect. First of this aspects includes price differentiation
and dynamic pricing. Increasing and decreasing pricing is a new
kind of dynamic pricing method. Both psychological and strategical
pricing methods that force customers to buy, and even to advice the
goods to other customers, are used when the prices decrease. Dynamic
pricing issues turns out satisfactory in industries with high initial
cost, consuming capacity, short term selling, price sensitive demand.
The psychological effect of the price is an important factor that
makes impact on the decision to buy or on the sense of quality. The
decision to buy an unnecessary product can motivate a customer to
buy it by means of the price experience of another customer. The
price is an important factor when the product features are satisfactory;
price comparison is fast and easy on the internet. In this study it is
explained that Dynamic Decreasing Pricing (DDP) benefits both
psychologically and strategically as a method of pricing. With this
method, buying decreases the prices, therefore the costumers are
forced to buy or advice the product to other customers to make the
final price lower. The firm can sell product rapidly till its limits, and
therefore the loss of profit can be ignored as the selling in target time
interval is high. The Dynamic Decreasing Pricing method is going to
be formulated mathematically, designed with stored procedure and
it is going to be practicable in database.

Keywords: e-commerce, dynamic pricing, stored proce-
dure.
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