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\When implementing a price discrimination strategy in which the same product is sold at different
prices for consumers, | analyzed which consumers firms should discount to, existing customers or
new customers, and suggested marketing strategies that companies can increase both firm’s
profits and customer satisfaction.

With the spread of electronic commerce (E-Commerce), it has become possible for sellers
(companies) to easily collect information on the purchase history of buyers (consumers) and use it
as data. Companies may remind consumers of products they have purchased in the past, or
recommend new products they have never purchased before. On the other hand, from a
consumer's point of view, there exist some consumers who want to buy a similar product again in
the past to gain a sense of security, and also exist the other consumers who want to try a new
product that they have not purchased before. Price discounts can be a deciding factor in this case.
| studied the effectiveness of firm’s strategies that use data on consumers' past purchasing history
to discriminate in price.

This study showed the effectiveness of a strategy that allows companies to earn more profits by
implementing differential pricing based on customers' purchase history, which gives customers
satisfaction from a sense of "bargain”. | then proposed some implications for companies regarding
whether they should discount to existing customers or to new customers. Furthermore, |
constructed a more sophisticated consumer decision-making model by analyzing the process by
which consumers consider both product preferences and product prices when deciding their
purchases.
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[Analysis of how consumer’ s purchasing history affects firm’ s price discrimination
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2. MAMREBEOBE (FR)

When implementing a price discrimination strategy in which the same product is sold at different prices for|
consumers, | analyzed which consumers firms should discount to, existing customers or new customers, and
suggested marketing strategies that companies can increase both firm’ s profits and customer satisfaction.
\With the spread of electronic commerce (E-Commerce), it has become possible for sellers (companies) to easily
collect information on the purchase history of buyers (consumers) and use it as data. Companies may remind
consumers of products they have purchased in the past, or recommend new products they have never
purchased before. On the other hand, from a consumer's point of view, there exist some consumers who want
to buy a similar product again in the past to gain a sense of security, and also exist the other consumers who
want to try a new product that they have not purchased before. Price discounts can be a deciding factor in this
case. | studied the effectiveness of firm’ s strategies that use data on consumers' past purchasing history to
discriminate in price.

This study showed the effectiveness of a strategy that allows companies to earn more profits by implementing
differential pricing based on customers' purchase history, which gives customers satisfaction from a sense of|
"bargain”. | then proposed some implications for companies regarding whether they should discount to existing
customers or to new customers. Furthermore, | constructed a more sophisticated consumer decision-making
model by analyzing the process by which consumers consider both product preferences and product prices
when deciding their purchases.
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