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The Effects of Paying Money or Non-monetary

&

Resources on Products' Perceived Value
——The Moderating Effects of Types of Products
and Involvement

Zhang Shukai Lv Wei

Abstract: With the diversification of marketing model,
non-monetary resources such as time and energy are also
becoming resources to get products. This paper verifies that
types of paying resources (money/non-monetary resources) can
affect products' perceived value significantly: Perceived value
via paying money is significant higher than that via paying non-
monetary resources. In addition, types of products (hedonic/
utilitarian products) and involvement both have significant
moderating effects: For utilitarian products or high involvement
products, the effect of types of paying resources on perceived
value is not significant. But for hedonic products or low
involvement products, the perceived value via paying money
is significantly higher than that via paying non-monetary
resources.

Key words: money/non-monetary resources; perceived

value; hedonic/utilitarian products; involvement
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The Effects of Paying Money or Non-monetary

&

Resources on Products' Perceived Value
——The Moderating Effects of Types of Products
and Involvement

Zhang Shukai Lv Wei

Abstract: With the diversification of marketing model,
non-monetary resources such as time and energy are also
becoming resources to get products. This paper verifies that
types of paying resources (money/non-monetary resources) can
affect products' perceived value significantly: Perceived value
via paying money is significant higher than that via paying non-
monetary resources. In addition, types of products (hedonic/
utilitarian products) and involvement both have significant
moderating effects: For utilitarian products or high involvement
products, the effect of types of paying resources on perceived
value is not significant. But for hedonic products or low
involvement products, the perceived value via paying money
is significantly higher than that via paying non-monetary
resources.

Key words: money/non-monetary resources; perceived

value; hedonic/utilitarian products; involvement
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Research on the Retailer Pricing Strategy of
Group Buying under the Advertising Promotion

Zhao Changjiang Liu Bin

Abstract: In this paper, the commission pricing strategy
of the network group-buying platform and retailers’ pricing
strategy are studied. Firstly, based on the linear demand
model, we describe the change of the consumer groups and
the retailer's demand function after the introduction of the
group-buying mode. Then, according to the pricing order of
the network platform providers and retailers, pricing strategy
is determined, and the effect of a series of parameters on the
retailers’ optimal price is studied. Finally, the paper studies
the appropriate advertising investment and the impact on
the profit of the retailer with the introduction of advertising
sales promotion when the commission price is under certain
circumstances. The results show that after retailers introducing
group-buying mode, a part of consumers with the original
traditional model will continue to use the traditional shopping
mode, and the rest will change into the consumers with group-
buying mode. Moreover, the introduction of group-buying
mode will inspire some of the potential consumers to buy.
Within a certain range, the promotion of the commission prices
will affect the retailer's pricing strategy in different degree,
and this effect has both positive influence and negative effect.
Meanwhile, the retailers choosing advertising promotion
strategy can raise their profitability.

Key words: group buying; Network group buying

platform; advertising promotion; commission; pricing strategy
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