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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

Nowadays the firms trading on the internet have
to get involved in different marketing and promoting
activities. The firms that aim to profit and sell more
products use different pricing methods. Dynamic
pricing is one of these methods; Dynamic pricing
refers to the process of controlling product prices
over the sales season to maximize expected revenue
[1–3]. There isn’t only one description of Dynamic
pricing. As Lydeka and others refer, there are different
academic branches and so, there are different
definitions. But in this article dynamic pricing is
discussed in terms of its advantages as it makes the
customers buy and makes the customers make the
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

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

Table  1

Some aspects of Internet pricing

Pricing Aspect Pricing strategy 

Consumer Aspect 
Price differentiation 
Dynamic pricing 

Seller Aspect  
Individual pricing 

Adaptation pricing 

Package pricing 

Competitive Aspect 

Price differentiation depending on 

brand 

Optional pricing 

Relational (Value 

focused) Aspect 

Lifelong pricing 

Alternative channel pricing 
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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 [5].

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)

sellpricen=sellpricen–1-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
raten. The difference between sell pricen–1 and raten

gives sellpricen 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 sellpricen=sellpricen–1-
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 n=sellprice n–1-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 
Number 

of stock 
10 

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.
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In this method the profit is 1450 unit. The loss is
550 units. The description of results is given in
Table 5.

Table  4

Discount applied

 Sum Sell 8550 Discount 

1. Price 990 10 

2. Price 980 10 

. Price 970 10 

. Price 960 10 

8. Price 920 10 

9. Price 910 10 

10. Price 900 10 
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Fig. 1. The database design

Table  5

DDP-M results

DDP-M 

profit 
1450 

Standard 

profit 
2000 

Ignored 

loss 
550 

 
When the example is discussed in terms of

the firm and customer, there are two results.
1. The decreasing price has a positive effect

on the customer by advising to buy the product
with the positive effect of this method.

2. The firm can sell product rapidly till its
limits, loss of profit can be ignored as the selling
in target time interval is high.

In fig. 1, 2 the database developed using
DDP-M model is shown.

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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ÌÅÒÎÄ ÄÈÍÀÌÈ×ÅÑÊÎÃÎ ÑÍÈÆÅÍÈß ÖÅÍ

Àêáóëóò Ì., Îêóÿí Ê.

Êîìïàíèè îíëàéí-òðåéäèíãà äîëæíû ó÷àñòâîâàòü â íå-
êîòîðûõ âèäàõ ìàðêåòèíãîâûõ è ðåêëàìíûõ àêöèé â íîâîì ìèðå,
êîòîðûé ïîÿâèëñÿ ñ ïðèõîäîì ýëåêòðîííîé òîðãîâëè. Ôèðìû,
êîòîðûå ñòðåìÿòñÿ ïîëó÷èòü ïðèáûëü è ïðîäàâàòü áîëüøå
ïðîäóêòîâ, èñïîëüçóþò ðàçíûå ìåòîäû öåíîîáðàçîâàíèÿ. Àñ-
ïåêòû èíòåðíåò-öåíîîáðàçîâàíèÿ âêëþ÷àþò â ñåáÿ: ïîòðåáè-
òåëüñêèé àñïåêò, àñïåêò ïðîäàâöà, êîíêóðåíòíûé àñïåêò,
ðåëÿöèîííûé (îðèåíòèðîâàííûé íà öåííîñòü) àñïåêò. Ïåðâûé
èç ýòèõ àñïåêòîâ âêëþ÷àåò äèôôåðåíöèàöèþ öåí è äèíàìè-
÷åñêîå öåíîîáðàçîâàíèå. Óâåëè÷åíèå è ñíèæåíèå öåí – ýòî íî-
âûé ìåòîä äèíàìè÷åñêîãî öåíîîáðàçîâàíèÿ. Ïðè ñíèæåíèè öåí
èñïîëüçóþòñÿ êàê ïñèõîëîãè÷åñêèå, òàê è ñòðàòåãè÷åñêèå ìå-
òîäû öåíîîáðàçîâàíèÿ, êîòîðûå çàñòàâëÿþò êëèåíòîâ ïîêó-

ïàòü è äàæå ñîâåòîâàòü òîâàðû äðóãèì êëèåíòàì. Äèíàìè-
÷åñêîå öåíîîáðàçîâàíèå äåìîíñòðèðóåò óäîâëåòâîðèòåëüíûå
ðåçóëüòàòû â îòðàñëÿõ ñ âûñîêîé íà÷àëüíîé ñòîèìîñòüþ, ïî-
òðåáëÿþùåé ñïîñîáíîñòüþ, êðàòêîñðî÷íûìè ïðîäàæàìè, ÷óâ-
ñòâèòåëüíîìó ê öåíå ñïðîñó. Ïñèõîëîãè÷åñêèé ýôôåêò öåíû
ÿâëÿåòñÿ âàæíûì ôàêòîðîì, êîòîðûé âëèÿåò íà ðåøåíèå î
ïîêóïêå èëè íà îùóùåíèå êà÷åñòâà. Ðåøåíèå î ïîêóïêå íå-
íóæíîãî ïðîäóêòà ìîæåò ïîáóäèòü êëèåíòà êóïèòü åãî ñ ïî-
ìîùüþ öåíîâîãî îïûòà äðóãîãî êëèåíòà. Öåíà ÿâëÿåòñÿ âàæ-
íûì ôàêòîðîì, êîãäà õàðàêòåðèñòèêè ïðîäóêòà óäîâëåòâî-
ðèòåëüíû; ñðàâíåíèå öåí áûñòðî è ëåãêî îñóùåñòâëÿåòñÿ â
Èíòåðíåòå. Â ýòîì èññëåäîâàíèè îáúÿñíÿåòñÿ, ÷òî äèíàìè-
÷åñêîå ñíèæåíèå öåí âûãîäíî è ïñèõîëîãè÷åñêè, è ñòðàòåãè-
÷åñêè êàê ìåòîä öåíîîáðàçîâàíèÿ. Ïðè òàêîì ñïîñîáå ïîêóïêà
ñíèæàåò öåíû, ïîýòîìó çàêàç÷èêè âûíóæäåíû ïîêóïàòü èëè

Fig. 3. The stored procedure
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ðåêîìåíäîâàòü ïðîäóêò äðóãèì êëèåíòàì, ÷òîáû ñíèçèòü êî-
íå÷íóþ öåíó. Ôèðìà ìîæåò áûñòðî ïðîäàâàòü ïðîäóêò äî ñâîèõ
ïðåäåëîâ, è ïîýòîìó ïîòåðÿ ïðèáûëè ìîæåò áûòü ïðîèãíîðè-
ðîâàíà, ïîñêîëüêó ïðîäàæè â öåëåâîì âðåìåííîì èíòåðâàëå
âûñîêè. Ìåòîä äèíàìè÷åñêîãî ñíèæåíèÿ öåí ñôîðìóëèðîâàí
ìàòåìàòè÷åñêè, ðåàëèçîâàí â âèäå õðàíèìîé ïðîöåäóðû è ïðàê-
òè÷åñêè ïðèìåíåí â áàçå äàííûõ.

Êëþ÷åâûå ñëîâà: ýëåêòðîííàÿ êîììåðöèÿ,
äèíàìè÷åñêîå öåíîîáðàçîâàíèå, õðàíèìàÿ ïðîöåäóðà.

ÌÅÒÎÄ ÄÈÍÀÌ²×ÍÎÃÎ ÇÍÈÆÅÍÍß Ö²Í

Àêáóëóò Ì., Îêóÿí Ê.

Êîìïàí³¿ îíëàéí-òðåéäèíãó ïîâèíí³ áðàòè ó÷àñòü â äåÿ-
êèõ âèäàõ ìàðêåòèíãîâèõ ³ ðåêëàìíèõ àêö³ÿõ â íîâîìó ñâ³ò³,
ÿêèé ç’ÿâèâñÿ ç ïðèõîäîì åëåêòðîííî¿ òîðã³âë³. Ô³ðìè, ÿê³ ïðàã-
íóòü îòðèìàòè ïðèáóòîê ³ ïðîäàâàòè á³ëüøå ïðîäóêò³â, âè-
êîðèñòîâóþòü ð³çí³ ìåòîäè ö³íîóòâîðåííÿ. Àñïåêòè ³íòåðíåò-
ö³íîóòâîðåííÿ âêëþ÷àþòü â ñåáå: ñïîæèâ÷èé àñïåêò, àñïåêò
ïðîäàâöÿ, êîíêóðåíòíèé àñïåêò, ðåëÿö³éíèé (îð³ºíòîâàíèé íà
ö³íí³ñòü) àñïåêò. Ïåðøèé ç öèõ àñïåêò³â âêëþ÷àº äèôåðåíö³à-
ö³þ ö³í ³ äèíàì³÷íå ö³íîóòâîðåííÿ. Çá³ëüøåííÿ ³ çíèæåííÿ ö³í
– öå íîâèé ìåòîä äèíàì³÷íîãî ö³íîóòâîðåííÿ. Ïðè çíèæåíí³
ö³í âèêîðèñòîâóþòüñÿ ÿê ïñèõîëîã³÷í³, òàê ³ ñòðàòåã³÷í³ ìå-
òîäè ö³íîóòâîðåííÿ, ÿê³ çìóøóþòü êë³ºíò³â êóïóâàòè ³ íàâ³òü
ðàäèòè òîâàðè ³íøèì êë³ºíòàì. Äèíàì³÷íå ö³íîóòâîðåííÿ äå-
ìîíñòðóº çàäîâ³ëüí³ ðåçóëüòàòè â ãàëóçÿõ ç âèñîêîþ ïî÷àòêî-
âîþ âàðò³ñòþ, ñïîæèâ÷îþ çäàòí³ñòþ, êîðîòêîñòðîêîâèìè
ïðîäàæàìè, ÷óòëèâèì äî ö³íè ïîïèòîì. Ïñèõîëîã³÷íèé åôåêò
ö³íè º âàæëèâèì ôàêòîðîì, ÿêèé âïëèâàº íà ð³øåííÿ ïðî ïî-
êóïêó àáî íà â³ä÷óòòÿ ÿêîñò³. Ð³øåííÿ ïðî ïîêóïêó íåïîòð³á-
íîãî ïðîäóêòó ìîæå ñïîíóêàòè êë³ºíòà ïðèäáàòè éîãî çà äî-
ïîìîãîþ ö³íîâîãî äîñâ³äó ³íøîãî êë³ºíòà. Ö³íà º âàæëèâèì
ôàêòîðîì, êîëè õàðàêòåðèñòèêè ïðîäóêòó çàäîâ³ëüí³; ïîð³âíÿí-
íÿ ö³í øâèäêî ³ ëåãêî çä³éñíþºòüñÿ â ²íòåðíåò³. Ó öüîìó äîñë³-
äæåíí³ ïîÿñíþºòüñÿ, ùî äèíàì³÷íå çíèæåííÿ ö³í âèã³äíî ³ ïñè-
õîëîã³÷íî, ³ ñòðàòåã³÷íî ÿê ìåòîä ö³íîóòâîðåííÿ. Ïðè òàêîìó
ñïîñîá³ ïîêóïêà çíèæóº ö³íè, òîìó çàìîâíèêè çìóøåí³ êóïóâà-
òè àáî ðåêîìåíäóâàòè ïðîäóêò äëÿ êë³ºíò³â, ùîá çíèçèòè ê³íöå-
âó ö³íó. Ô³ðìà ìîæå øâèäêî ïðîäàâàòè ïðîäóêò äî ñâî¿õ ìåæ,
³ òîìó âòðàòà ïðèáóòêó ìîæå áóòè ïðî³ãíîðîâàíà, îñê³ëüêè
ïðîäàæ³ â ö³ëüîâîìó ÷àñîâîìó ³íòåðâàë³ âèñîê³. Ìåòîä äèíà-
ì³÷íîãî çíèæåííÿ ö³í ñôîðìóëüîâàíî ìàòåìàòè÷íî, ðåàë³çîâà-
íî ó âèãëÿä³ çáåðåæåíî¿ ïðîöåäóðè ³ ïðàêòè÷íî çàñòîñîâàíî â
áàç³ äàíèõ.

Êëþ÷îâ³ ñëîâà: åëåêòðîííà êîìåðö³ÿ, äèíàì³÷íå
ö³íîóòâîðåííÿ, çáåðåæåíà ïðîöåäóðà.
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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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