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| analyzed the impact of price discrimination strategies on consumer repurchases. In a market
where consumers make repurchases periodically, companies can implement a strategy of offering
preferential low prices to retain consumers who repurchase their products, or they can implement a
strategy of setting high prices for repurchasing customers and increasing profits, assuming that
they are already locked in. The past choice of a company between these two opposing strategies
will affect the current consumer's decision to repurchase in the future. In other words, when making
their first purchase, consumers consider the gains and losses which they will get by their
repurchase in the future. For example, if a consumer can predict that the company they initially
selected will set high prices for existing customers later, they may take this into account and may
not initially purchase that company's products. In such cases, | found that a "lock-in" strategy, in
which a company incurs switching costs to enclose consumers, is not advantageous for the
company from a long-term perspective.
However, this is not the case when you consider the competition factor among multiple companies
into the framework. The above consumer behavior may hinder the initial price competition that
would have occurred among companies otherwise. Furthermore, it drives companies only to focus
on pricing and to neglect other efforts, leading them not to offer nor to provide any helpful services
to consumers because they cannot lock in customers. The services include sales promotion
activities for their products, provision of useful information, and after-sales service, and they will no
longer be carried out. Companies may increase own profits by cutting out these kinds of costs.
These services are important to consumers as a "bundle of benefits" contained in the product.
However, the more consumers who make purchase and repurchase decisions without recognizing
these benefits but only considering the price, the less the benefits associated with the product will
decrease, which is likely to cause inconvenience and disadvantage to consumers.
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An analysis of the impact of price discrimination upon consumer’ s repurchases
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2. MABRREEDOHE (F:R)
| analyzed the impact of price discrimination strategies on consumer repurchases. In a market where
consumers make repurchases periodically, companies can implement a strategy of offering preferential low
prices to retain consumers who repurchase their products, or they can implement a strategy of setting high
prices for repurchasing customers and increasing profits, assuming that they are already locked in. The past
choice of a company between these two opposing strategies will affect the current consumer's decision to
repurchase in the future. In other words, when making their first purchase, consumers consider the gains and
losses which they will get by their repurchase in the future. For example, if a consumer can predict that the
company they initially selected will set high prices for existing customers later, they may take this into account
and may not initially purchase that company's products. In such cases, | found that a "lock-in" strategy, in which
a company incurs switching costs to enclose consumers, is not advantageous for the company from a long-term
perspective.

However, this is not the case when you consider the competition factor among multiple companies into the
framework. The above consumer behavior may hinder the initial price competition that would have occurred
among companies otherwise. Furthermore, it drives companies only to focus on pricing and to neglect other
efforts, leading them not to offer nor to provide any helpful services to consumers because they cannot lock in
customers. The services include sales promotion activities for their products, provision of useful information,
and after-sales service, and they will no longer be carried out. Companies may increase own profits by cutting
out these kinds of costs. These services are important to consumers as a "bundle of benefits" contained in the
product. However, the more consumers who make purchase and repurchase decisions without recognizing
these benefits but only considering the price, the less the benefits associated with the product will decrease,
which is likely to cause inconvenience and disadvantage to consumers.
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