
Author's Accepted Manuscript

A two period pricing model for new fashion
style launching strategy

Erfeng Zhou, Juzhi Zhang, Qinglong Gou, Liang
Liang

PII: S0925-5273(14)00322-3
DOI: http://dx.doi.org/10.1016/j.ijpe.2014.10.008
Reference: PROECO5902

To appear in: Int. J. Production Economics

Received date: 27 January 2014
Revised date: 7 July 2014
Accepted date: 10 October 2014

Cite this article as: Erfeng Zhou, Juzhi Zhang, Qinglong Gou, Liang Liang, A two
period pricing model for new fashion style launching strategy, Int. J. Production
Economics, http://dx.doi.org/10.1016/j.ijpe.2014.10.008

This is a PDF file of an unedited manuscript that has been accepted for
publication. As a service to our customers we are providing this early version of
the manuscript. The manuscript will undergo copyediting, typesetting, and
review of the resulting galley proof before it is published in its final citable form.
Please note that during the production process errors may be discovered which
could affect the content, and all legal disclaimers that apply to the journal
pertain.

www.elsevier.com/locate/ijpe

http://dx.doi.org/10.1016/j.ijpe.2014.10.008
http://dx.doi.org/10.1016/j.ijpe.2014.10.008
http://dx.doi.org/10.1016/j.ijpe.2014.10.008
http://dx.doi.org/10.1016/j.ijpe.2014.10.008
http://dx.doi.org/10.1016/j.ijpe.2014.10.008
http://dx.doi.org/10.1016/j.ijpe.2014.10.008


A Two Period Pricing Model for New Fashion Style

Launching Strategy

Erfeng Zhou1, Juzhi Zhang1, Qinglong Gou1,2, Liang Liang1,3

1School of Management, University of Science and Technology of China
Hefei, Anhui, 230026, P.R. China

2 Naveen Jindal School of Management, The University of Texas at Dallas
Richardson, Texas 75080-3021, USA

3 School of Management, Hefei University of Technology,
Hefei, Anhui, 230009, P.R. China

Abstract

There is a trend in fashion product industry that firms launch new styles of
their products more frequently. To investigate the optimal style launching
strategy for a fashion firm, we propose a two-period pricing model for a
fashion product firm. The firm sells a style of products in the first period as
well as that he may utilize three different strategies in the second period, i.e.,
(i) the N-Strategy : the firm does not launch a new style; (ii) the S-Strategy :
the firm launches a new style and stops selling the previous one immediately;
and (iii) the D-Strategy : the firm sells the new and old style simultaneously
in the second period. Different from previous literatures, we incorporate the
satiation effect of consumers in our model and try to analyze its impacts on
the fashion firm’s new product launching strategy. Specifically, we assume
that a consumer occurs a certain mental book value cost x if he/she has
already purchased a previous style of the same brand.

Our main work is to illustrate in what condition and which one of the
three strategies mentioned above is the firm’s best choice, as well as the firm’s
best optimal retail prices over the two periods under them. Results show
that a fashion firm’s optimal launching strategy is mainly determined by the
production cost and the consumer’s mental book value. In detail, (i) when the
consumer’s mental book value and/or the production cost are relatively high,
N-Strategy is the firm’s optimal choice; (ii) when the consumer’s mental book
value is low and the production cost is high, S-strategy is the best strategy;
and (iii) when both the consumer’s mental book value and the production
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