GUILIN TOURISM UNIVERSITY - MRz BR

LESSON 16

One cost, four prices

and none of them is cost-plus
SHEMREE - YlE. EF 5%
Textbook §3.6 and §3.6.1-3.6.4, with §3.5.2 - a 90-minute bilingual lesson

90 minutes English first, Chinese support Lessons 8, 15 2026 — 2027 Semester 1
— IRy N FERI - PNIEfR BIERIR 2026—2027 FFEE—5HE

Course - EIERENEEE Cross-border Ecommerce

Instructor FHRHT FEFF

“A mechanism buys one thing only: reach, self-selection, basket size or capacity use.”



How this lesson runs

NRRYHLFTL

12 min

Warm-up: the backpack with four prices Same unit cost, four different promises.
=7 —RENFMITSRYE

34 min
Objectives, identities and four mechanisms Who pays, how much, and when the cash lands.
BHir. EFX SR

min
26
Case: pick one price for the backpack Contribution per unit, with its condition.
25 AEBE—FPNTS

18 min

Task and close One price, one condition, one risk named.
REES SR

Every part of this lesson answers one question: what does this price buy, and what must volume or cash do to make it work?
NRENMALEERE . XMMEEENTA, HEFIMESVIHEN+AZ BRI,
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our What you will be able to do

NRFIEIR

State the three pricing objectives and why revenue equals price times volume while profit also subtracts all costs.
RBA=3REMBIR, MURATARNFETINEREE. FiEERREEEBMA.

Distinguish freemium, versioning and bundling, and state the condition each one needs in order to work.
XoGREHEE. RAERHNSHESE, FikERERIIAIFRM.

pricing.
IRBBPIMESEMILE, SEHE LRSI CERNEF, FIRAENEMNEIGRRI AR,

Separate presale from crowdfunding on three axes — product state, use of funds, and the promise made.

m Name the four dynamic pricing mechanisms, match each to the asset it suits, and state the fairness objection to surge
m MRS, BEARSRRE=AHKXSESRE.

Each objective maps to §3.6, §3.6.1-3.6.4 or §3.5.2.
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ro,e Where this lesson sits ssone 8 15 16

NRENMSRIE

4 )
BEFORE THIS LESSON - BIiE%0iR (58 8. 15iR) WHAT THIS LESSON DOES - Fi2{EH
® The seven-cost ledger of an order, and where margin leaks Turn price into a decision: which mechanism catches
(Lesson 8). willingness to pay.
— TR CIRAIKA, LAREFINERERFE (58 1%) . IBNMTBZERGRR : A SIEE AR,
® Contribution margin and break-even volume for a single Show what each mechanism buys, and what it costs in margin,
listing (Lesson 15). cash or trust.
BRRGEHERISPAER SHYHEE (B 1518) . IREAEFMEIERTA, XEEF. HEHEELAHAA.
® You can build a cost and find a break-even; this lesson Keep the two identities visible while the mechanisms change.
decides which price is put on top of it. MHEER, RRESFIIREER.
RESERA. SKITFE, RREREEXNAZ EFERMNTE.
Cost sets the floor. It does not choose the price, and it never sets The unit cost never changed across the four prices. The buyer and
S the ceiling. ) the moment did.

Lesson 15 asked whether a niche can pay for itself; Lesson 16 asks which price does the paying, and through which

mdchEEin BESFnEEC; 5 16 IREEI-MME. BITEM ISR .
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case The backpack that never changed its cost Opening material - A5t

PRI

One backpack, one unit cost of 9 dollars including packaging. The same seller can list a base model at 25,

an anti-theft model at 35, a backpack plus rain cover at 29, a ten-day presale at 19, and a peak-season price
@f—f‘gﬂé@, SEENBAMA 9 T, F—SERTLUEEMTGE 25. B 35, HEIIRE 29, +XME 19, HEEM 29.

25 39 29

Base model Anti-theft Bundle Presale
ELRHER SRAESN 58 + WE +RIE
Listed at 25 Cost rises to 12 Cover costs 2, sells at 8 alone Cash first, production after
Element B3 What it shows ii#BB{t+Z& Consequence £&it
ER A4 e
Same product Unit cost stays at 9 dollars in every case Cost cannot explain the spread
R BMAERTRMARAEZE 9 ET PRARRREARTINE

. . 25, 35, 29, 19, 29 — the mechanism differs, the product . .
Five prices Mechanism sets the price

~ does not N
AN 25 35 29 19. 29— #HAIRE. HEAEE IRTEMNTEHIZAH

Different ask Each price buys something else: reach, self-selection, Name what it buys before defending it

R basket size, cash timing e () o o
IR BMNETERTRR: k. ERE. TR0, e TRBERETA, BAERHP

If cost does not decide the price, something else does: a buyer judgement of value, and what the seller needs that buyer to do

t.
MERARRENE, IATTIREN: SEXIN BN, LR EE R TR R A,
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ocus What to master, what to watch

FIERSHER

KEY POINTS - 3#3&5

® Price matches value and willingness to pay, bounded by cost,
competition and rules — not by a fixed markup on cost.
MEEMESXNERLE, ZHA. RESMNAR, MmAZKAN
EEEDEL.

® Each mechanism buys one thing: reach, self-selection, basket
size or capacity use.
BREIERNRAAE: k. BIEmIE. ZRMNE~EERA.

® Revenue is price times volume and profit subtracts all costs;

margin is not cash, and a good price with bad terms still fails.
AZINSIRIEE, FERREZERAS, BRARRE, FNMEEC LA
STIPAREL,

THE ONE-LINE RULE

Focus and pitfalls

COMMON DIFFICULTIES - TJRERTMES

® Adding a standard markup to unit cost and calling the result a
price, ignoring willingness to pay and rivals.
BERNRAII—MREDRL, IBERINE, BEZMERERS=FE.

* Reading the free tier as generosity rather than as an acquisition
channel carrying a monthly bill.

BRBRIIRE, AR — BB TAINA.
® Treating presale and crowdfunding as the same thing, when one

sells a defined product and the other funds development.
IEMESRE RS, MAIEZNEREEN "M, FERIIIETX.

Name the objective, then the mechanism, then the volume the price requires. A price defended without those three is an
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Three objectives and two identities §3.6 - Marketing pricing strategy

=/ BtF SEiEE

The textbook places pricing inside marketing strategy and names three objectives: the largest market share, the most

peveraeso Higmmostprofit Eheppointindifferantglreetionsy 5 0107 iE, =&3HFRE.

Objective Btx Definition FTEX Risk Xp&
Bix EX XUBS:

Market share Cut price to win buyers and defend position Can buy share and destroy profit
ELZaES PEANIRENSE R Stz SERADER, tHRJREERIEFiE
Revenue Revenue = price x volume Ignores cost entirely
A AN = 11 x $HE STEARERA
Profit Profit = revenue - all costs Needs both price and cost discipline
Z3INE A = W\ - £FBRA ERT RIS S RATER
HOW IT RUNS - #{aiE{E CONDITIONS AND LIMITS - F45RE
® Write the objective down first, then choose the mechanism, then ® The identities are accounting facts; the elasticity behind them is an
test how much volume the price demands. estimate that varies by market, category and time.
FEinER, BiEE, ARREXMMERES VHE, EEFAERITEL, SRIEMERGITHE, Emis. mESEEm:.
¢ Compute unit contribution, multiply by expected volume, subtract ®* Revenue maximisation is not profit maximisation: revenue sees
fixed cost; then cut the price and recompute. neither cost nor terms. )
FEBPNREEF, TIUHEE, REEKDS, BiEMSRRES. IMNBEARUASTFESEAN: WNBEARERA, BAREER.

Because revenue is a product, a price move and a volume move can cancel each other out. That is the whole of price elasticity
in one |

Ijjtlﬂl)\mz—/\iﬁﬂ, METMEEETTEEHEEE. XMEaNtESRHER.
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wary  What a ten per cent price cut demands §3.6 - price x volume

BEINT 10% FERKHA

At a 50 per cent contribution margin, cutting price by 10 per cent moves unit contribution from 50 to 40.

Molnmeawmst pise2gpepcentinstdqstandistall ess pmein 25% AseEinms,

Step IR Arithmetic E5% Reading i&i%
g =y i

Price 100 — 90 A ten per cent cut Revenue per unit falls by 10
f/t& 100 — 90 pEAT 10% BRI TRE 10
Contribution 50 — 40 Variable cost unchanged at 50 Contribution falls by 20 per cent
oamk 50 — 40 BAIRAARZE, 1579 50 oamk NPE 20%
Volume x 1.25 40 x 1.25 = 50 I(\;vrirr\i’tg:];li\éi per cent more units for the same
HE x 1.25 40 x 1.25 =50 . .
B x x 252 25% A ZE|EEFRE
WHAT THIS ARITHMETIC DECIDES - BREMH4 WHAT IT CANNOT TELL YOU - BAREESIRIFHA
® The question is never whether demand reacts, but whether it ® The 25 per cent is arithmetic, not a forecast; elasticity differs by
reacts enough. market, category and season.
EEMNKARB KA, MERMNEBEATE. 25% BEAK, A2, BERM7. mEEEFDMmE.
¢ Adiscount defended by "volume will follow" must say how much ® It says nothing about cash timing, returns cost or what the
volume, by when. discount teaches buyers to wait for.
A "HESIRE" AHPRT, KkHEZ/MEE. AR, EARATRMER R, 1BERAE, BARTRITIRSIREFHA,

A price cut is a bet on a number. Write the number down before the bet, or the bet is just hope with a budget.
FEMEN—MIFTE. TERIGIEEFE R, aNIIRETEMENEE.
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.4 Freemium: a cross-subsidy with a bill §3.6.1 - froo for, pald valuo

FEEIRE: HIKERAIAZ AN

The textbook calls freemium a cross-subsidy: basic service free, value-added or additional service charged, with

paying:usersiexpectedstaeoverthefnesenes, eenample isSkype =ee callyinside themetwerkgeharged calls to

TWO CONDITIONS, BOTH QUANTITATIVE - @1 &4, #RHEESFME NOT A PROMOTION, NOT CHARITY - A2{EH, tBfAEE=E
® The paid value must be clear and felt, so a predictable share of ® It is a price structure in which one group pays for another.
users will pay for it. Ea— ML —EABS—BEANERINMEEE,
IBERVIENTR R, FERITUNELEIRI AR BRI 2. _ _ :
* |t fails when the free tier is too good: the upgrade has nothing left
¢ Conversion must be high enough to cover the cost of serving to sell.
everyone else. REEMENFHNEMSKM: AHKLE 7 oISZHIARA,

HURVREE RIABERSHM AR,

Element B Content A% Note {ZEE
G S i

What it is Free basic service, charged value-added service A structure, not a discount

2ta Hititazk, 1BEWKEE BN, A2

How it runs Payers x price — free users x cost — payers x cost Break-even is a conversion rate

LIPS FEBARL x N8 - RBAKL x A - (HBAR x A FIERE— R

Limits Conversion varies by category; the textbook gives no rate here Never quote an illustration as a benchmark
FHSRRE HUERRMEERMK, B RGEER FEETREHFSEES A

The free tier is not generosity. It is an acquisition channel that sends an invoice every month.
REEAZIRE, BEE—TERFKRIFRERE,
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The free tier, priced

7R EHIMK
Free users

50,000 users

Monthly free cost

7,500 usD

BASBIRSHA 0.15 =53 50,000 x 0.15
Scenario {2 Arithmetic &3
i =y

Conversion 2%

Conversion 1%

Same product

1R{EARSS B TR

1,000 payers x 12 = 12,000 against 7,500 of free service cost
B4k 2% 1,000 BfFZRHF x 12 = 12,000, XJRZERSHA 7,500

500 payers x 12 = 6,000 against the same 7,500
B 1% 500 B{JZRAF x 12 = 6,000, FANBE 7,500

Nothing changed except one percentage point of conversion
[E—r~m BT EDRIVEEN, HAENRE

One product, two outcomes, one conversion

Price Break-even

AL,
12.00 usb/mo

1.25 %

7,500 + 12 = 625 Z{JEEHEFA

Result &8

o

= +4 500
#9 +4,500 5%

= -1,500
29 -1,500 =5t

One point decides the sign
— P BEDRRELER

WHAT TO DO WITH THE NUMBER - EX/MIFMAA

¢ Compute break-even conversion before launching, then
measure actual conversion against it monthly.

WHY THE FREE TIER IS COSTLY - SBZERTARKE

® Every free user carries a service cost, incurred whether or not

anyone upgrades.
BN RERAFEERSMA, TIEERABATREERE.

Same product, two results, one conversion point apart.

A7, WAER, RE—ELA,

10/ 28
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Versioning: letting buyers sort themselves §3.6.2 - one product, several versions

MRAERME . 1LERBFIFIE

Versioning makes several versions of one product and sells essentially the same thing to different segments at

tifferentprivesyspuibat pricedollons dremplnsenchchuyermeceivgss Fhelaywsalney ersiompray e freeandheshighs.

‘7“]“ﬂ ‘7&“0‘:[\“ ““:nﬂl‘ 1"‘:‘]‘]’\““

Element B2 Content BE Reading &%
G S AR A

Less convenient, less complete, slower, weaker in function, or

AN less service P
a2 TRAE. EFRLE. B8, MESRREED RAERAGAEE L2

"Low value" means Degrade the right dimension

The New York Times allows a number of free articles each

month, then requires a digital subscription 1 ITEHER, 1B ) PERTE] e EEryinnig

Textbook case

s s SitE RS NE=r
A (BLSR) BRRFRBREETE, BHNSRMTTE ALY G
Second case gserctl)frzgds offering hundreds of models from base to fully Same logic, physical goods
Y — mis S
BT Rt B BRI S T FIEE, S
HOW IT RUNS - #{ahisfE CONDITIONS AND LIMITS - F45RE
® Fix the paywall attribute first — articles, speed, capacity, support ® Cannibalisation is the design risk: a free tier that is too strong eats
— then price each tier. the paid tier.
TEMEERE—RH. BE. 58, RES—BHLSEEN. BHRERERITNG: AEECERIZENES,
® Design the free or base tier to be worse exactly on the dimension ® The free tier must not be worse on the dimension that builds trust,
paying users care about most. or it destroys the upgrade path.
IR EEMMRIR T BISIFE R ARSI L EE, RERERE(SENER EAEEE, BNSBIEARER.

Versioning changes the configuration of one product. Bundling changes the combination. Both practise price discrimination;

the instruments d )
HJiZ!KﬂcEIE’JzE—/\r‘uuH’JEEE WS AES., MEEEMNBER, FEAR.
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Bundling: cheaper together, not automatically §3.6.3 + two or more goods below the sum

BaaEkREEs, TENET

Ziegfeld found nearly a third of seats empty on Friday nights and matinees often half empty, and offered buy one get
omefrecayne fullprice tichots tue nexy; freesThe texthopk gives two peasonp; teanarginalvoshofimmemeveseat isiskr

43 SR AR sk AV RSviH= ek dien ] oS ZHRERRGUAT A vt haixr alana naxr tho cama nn cliahilsc; mannoa fan thao nain

Option H Arithmetic E3f Result &8
PaE 3 g ZR
Separate Backpack 25 with cost 9 gives 16; cover 8 with cost 2 gives 6 Total contribution 22
DHE B 25 kA 918 16; WE 8 R4S 215 6 Bittast 22
Bundled Bundle 29 minus combined cost 11 Contribution 18
FIRIEE 16 29 IRETTRAS 11 oIk 18
Discount shown 29 against 33 is a 12.1 per cent reduction A visible cut, a hidden substitution risk
Rk gl 29 183 33 1L 12.1% EENRNLN, EANANBEAXE
WHY IT CAN WORK - Aft+AaJLAR%IZ WHY IT CAN FAIL - At4A&%K
® The statistical argument: buyers vary widely on single items but ® If it replaces customers who would have bought both at full price,
agree far more on a fixed-price bundle, so dispersion falls. every such order loses 4 dollars.
gt ERYIER: IBHENRERNEAREREKR, EXNEENEESHF BN TRRZUEN I TRHNEE, S5/ 4 5T,
g, = 2 ETHO R RRZ
i —EsE, BEIEEE TR, ® When most buyers want only one item, the bundle dilutes margin
® It reaches buyers who would never have bought the second item and starts to look like a permanent discount.
at all. ZHER AL, HASTHRETER, BEZWERKALTH.

AT ARBAS LB A EmAIER.

A bundle is worth 18 against 22. It is only worth doing if it lifts conversion or reaches a buyer the separate listing never would.

FTER 1833 22, RBEICREMAE, BfIAARKASIHIA, FHE.
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FOllI' dynamic priCing meChanisms §3.6.4 - value equals what the market will pay

POz E L]

The textbook is direct: a good is worth what the market will pay, sometimes with no relation to cost, and price moves

wikhothe bayer demandigrofilzand thesel exsupplxsivaation) 1= iEME SR SSER LSRR,

Mechanism /L How it works J{EiE(E Asset it suits iEFE~
Wl WHMAE(E EEGr

Unique goods, and ordinary ones: computers,

= A AV SN flowers, cameras
e SRR, TR 5T, LR, 7. EHCEEE

Auction Buyers bid against each other and an instant market price forms

Different prices for different segments to sell spare capacity; airlines
Yield management reprice empty seats every few minutes, sometimes below marginal cost; Perishable capacity
WrEsesTE large online retailers reprice hourly B STraE
MARBDIREARNMELAEZLZR8E, NE BER/LoITEARERTEMNTE, Bl
RTFIAFRRA, KB EFEri/ N NTEAMN

Prices rise sharply at demand peaks; Uber multiplies by two to ten times

Surge pricing Real-time scarcity

AN or more in heavy rain and on holidays ——

I ERBUENAIERN; Uber ERHSHIBBENIEAT 2—10 HHEES SR

Flash marketing A time-limited low price, effective for travel and luxury goods Stock that would otherwise not sell
ES BREHEAN, ERFSEEmLERES BNSERRIEETF

When capacity expires, a fixed price is waste. Match the mechanism to the asset: auction for the unique, yield management for

the Qerlsha - o
LR, EEMEM SR, IYHITER: IWESHRRAE, stk E,
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RISK Surge priCing: arithmetic and legitimacy §3.6.4 - the mechanism that starts arguments

IERTENT: BARSIEST

WHAT THE COMPANY SAYS - A8IRYiRE WHAT CRITICS SAY - HLiFESHAYHIE
¢ Higher prices pull more drivers onto the road and cut waiting time ®* The same mechanism moves surplus away from people already in
for those willing to pay. trouble.
Mg =B Z TR IZES L, ERERNEENSS, EREHERIFMNCEENRRIAFEERE.
¢ It allocates a scarce good to whoever values it most at that ® The textbook records the criticism as price gouging in
moment. emergencies and does not issue a verdict.
EERREmO AL —ZIEEECHA. R T "ERSHNZIERE" BT, RBSHER,

Issue Y& Content A Rule My
YRR S A

Fairness and arithmetic A price that clears the market may cost more in reviews and repeat Cap the multiple where trust is sensitive

ST A purchase than it earns L YN,
AFEEA — BRSNS, PISEENSEN LB FEREBBIEERE LR
Rules bind too Some markets have consumer protection law; all markets have
M R e whether the customer comes back

—UHiEREERIPE, IAm7HENEEaRESEIwL
Used repeatedly on a full-price item it teaches customers to wait; it Not a permanent substitute for price

is a tool for perishable stock < LA RR AL g
REFE—2NERE, CRETSMESS CRMERIEFNTR o e AR

Publish the rule before the peak
BIERISTA TR

Flash sale warning
MRNES

Two descriptions of the same surge can both be true. That is why dynamic pricing is constrained by rules and legitimacy, not

on|_|¥ by arithmetic, L e . .
X E—IREKATHIPFRMEIA R LARES ANz, R AT ASSENZANSESMENELR, MARZEER,
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.50, Presale and crowdfunding: when the money lands. . .. ;cices besice the mechanisms

MESRE: T AR

Two practices sit beside the four mechanisms because they change when money arrives. Crowdfunding has

RSN S orinvestory pul meno e intoasievel gpers with delivenyand-optsid ersalg nfter-developipentaseeredss g
D s et dosdri hed SEnoid fiimdithio oA (S HliEde al e dhEdriGlie&Ea new coat. collect orders and nrenavment. nroduce

Axis R HE Presale versus crowdfunding BEZER Reading &%

Y =R EVFS

Product state Presale sells a defined product; crowdfunding funds development Defined versus not yet built
RIS MESENIREEN M, REREFR BEENX vs [EARMHEK

Presale funds this batch; crowdfunding funds the work that makes

the batch possible
FRERIEAATIXHE:; RENERATLLOXR R8I T(E

Presale promises delivery; crowdfunding promises delivery only if

Working capital versus R&D
BIzEE vs FFAIEA

Use of funds

Conditional versus committed

The promise made
development succeeds BRI vs BFGEL

AR TR NERETFAMINA Rt

HOW IT RUNS - i{ahizE(E CONDITIONS AND LIMITS - SE{45iR%

® Presale: announce, collect orders and prepayment, produce to ® Treating the two as one misleads both sides: the buyer on what is
order inside a fixed window. promised, the seller on what is owed.
REE: EE. KOTRSMOM. EREEORRRE ., IERE SR —RSEERRSEREER . AIERERE, EERBNS

® Write the delivery date and the refund rule before the first
payment is taker:/. ® Spending presale receipts as company working capital is the
FEWEIE—E 5% RIS E T HEASIEFFI, usual route from delivery promise to default.

EMERINENLNTNEZRE, BRI FEZMIELIRTE LR,

The four mechanisms decide who pays and how much. Presale decides when the cash arrives — and when the promise starts.
POFEIREE . (150, MERENESHARRE], REFRENB—ZIFE.
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MENT BAR2IFE

1 2 3 4 5 6

Pricing objective Price mechanism Price and volume Revenue All costs Profit

. _ — e — — oy -

EMNBiR 8L NE5HEE W SEBAA A

Share, revenue or profit Freemium, versioning, The mechanism moves Price x volume Variable and fixed, in What is left after both
bundle, dynamic both full

ONE LINE THROUGH THE CHAIN - ZEZF2H19—a)iE

Objective is a choice, mechanism is an instrument, volume and cost decide what is left. A good-looking link anywhere in the
chain is not profit.

WHO PAYS, HOW MUCH, WHEN - ik, {922, HHARHET

* Freemium and versioning decide who pays; bundling and dynamic pricing decide how much and when; presale decides when

the cash arrives.
BEILESHRAESWRTEIEN; WSS ENRENZ L. AR, MERERESHARMZRE,

® None of them changes the identity at the centre of this lesson: profit is revenue minus cost, and revenue is price times volume.
BAIEBASERRPORINEER : FIBETWNRRAE, WAFETNIEREE.

A clever price with the wrong volume, or a decent margin on an invoice paid ninety days later, still fails.
FERAROIN TR EC LEERAIEE, BRERIBRB E—E N+ REZTTENTER, KRASKK,
16 /28



How to read this diagram Three rules - =4%iE%

XK

Read left to right: the objective chooses the mechanism, and the mechanism sets the price and moves volume.

MEFGIE: BiRRENS, HIRIRENSHEIEEE.

A mechanism defended without an objective is decoration.
%8 BiRsdERINLIHE R 2%

BBk SmaRs B A I, BNE EHENSE, WATHEOTARES.
Never quote a price move without the volume it needs.

5| RN B EIRTKiT T L ERERIHE.

The last two links are where most business plans fail: costs must be deducted in full, and profit is not unit margin.

REMINESEREWITIRWAITS . AESERR, FiFEASTRAER,

Fixed cost, cash timing and terms live here.

‘ Revenue appears only after price and volume are multiplied; a higher price with collapsed volume can be less revenue,
‘ BEEMA. MR RSRAEEX—IR,

Read the chain in order, and refuse any argument that praises one link while skipping the next.
ZINFsxX R, EREHURS—IAMmBkE F—IRYSIE,
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EX

1 The fl’ee tieris a blll Concept used: freemium - FRZEIAVHELS:: R ZERIE

Bl 1: REBEEE—KUKE

50,000 free users at 0.15 dollars of monthly service cost each come to 7,500 dollars. At 12 dollars a month and 2

PSEgeRkeonversion, 4,000 payingusersbring 32,000-andleaveyd 500./Abd persentythe sarpeproductloses, oz

195945 6,000 555, = 1,500,

Free users Free-tier cost At 2% conversion At 1% conversion

SRZERF RERERA A 2% 1t 1%

50,000 users 7,500 USD/mo +4,500 USD/mo —1,500 USD/mo
BABBIRSHA 0.15 =T 50,000 x 0.15 1,000 x 12 - 7,500 500 x 12 - 7,500

Element & What it shows B+ 4 Consequence 45it

B A A Zie

Same product Only the conversion rate changed One point flips the sign
E—Ffm REENERET — P EDREPEER

The bill is monthly Service cost accrues whether or not anyone upgrades Free is an acquisition channel
KR 2 A ERY TIERBBATR, RESAATEERR RBR—NIREERE

What to check Is the paid value clear enough to convert at break-even or Test before scaling the free tier

better? - A REEZBIFiGIs

/)
BEfA B B R BHEIAE LA BT L ?

Same product, two results, one conversion point apart. The free tier must be priced like any other channel.
FE—Fm, BIMER, RENEALR. RBEEVGEMRE—FREN.

Cross-border Ecommerce - Lesson 16 - [EIEFEEELE 18 /28

(=]




Bundling is not automatically better Concept used: bundiing - PEEIHOBEA:: IRABH
(=3

5 2: RSB ENELF =

Backpack at 25 plus rain cover at 8 is 33 bought separately; the bundle is 29, a 12.1 per cent reduction. With

eostssof 9 and-2, sellingseparptelygives 16 plus:g, which is 23, while the bundle gives only 18. > 115024 18,

Option A% Arithmetic 81 Result 58
BE =K il

Separate 25-9=16and8-2=6 Contribution 22
PFEE 25-9=16, 8-2=6 Tk 22
Bundle 29-11=18 Contribution 18
F1EE 29 -11 =18 =k 18
Condition \é\é?/gr:rgr;gazﬁggversmn rises or buyers who would never buy the Otherwise 4 dollars per order is lost
AVE- 3 Saabd s - e BN EFE/DEE 4 257
PRI RENTHRENGE, SMAARETATRENA, SIUE ANEEITRA ST
( )
WHY THE DISCOUNT LOOKS FREE - A{tAiriIGREREAIEN WHAT WOULD MAKE IT WORTH DOING - EHA(ESM
® The 12.1 per cent is measured against 33, not against the ® Higher attach rate on the cover than separate listings achieve.
contribution the seller actually gives up. WERERERE T FHEIEIKYE,

12.1% 2AE% 33 80, FEMRISERLTIRLHARHER,
P e ® Buyers reached who would never have bought the cover at 8

dollars.
® Abundle that merely replaces two full-price purchases is a fiAASRLEALLL 8 ETTLREEMISESR.
discount with no new demand.
HEERFRLNWSCHIRSE, EiRBEFSERAT0. L )

A bundle is a price, not a gift. Ask what it adds to conversion before asking how generous it looks.
IREE—INTE, FEWm, STRCERRZRRINTH4A, BEeEEReSIRMY,
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case  Four prices for one backpack Teaching case - A5%H

=0 E—E RIS

Fictional teaching case, not a real brand or transaction. Unit cost 9 dollars including packaging; planned retail 25; about

oanils ramenthyatthat price. The andisthefivessipngosisae; thesaineoyereosts 2 andsellspbdalone, Blatformrg=pix

2oRTIN ISR 3 | rivedi ehd o siridsimat

Plan % Contribution Ba{\/ &5k What it demands {1 SXIBE
BE EA(Y AR KRINSX

A Versioning Base 25 - 9 = 16; anti-theft 35 - 12 =23 +7 per anti-theft unit sold; a second SKU and choice friction
A IRAZERL Hilti 25 -9 =16; Br#E 35-12=23 BE—\hEARE 7 55T, RINESE A SKU SiEERERk

B Bundling 29-11=18 Worth 18 against 16; loses 4 if it replaces a 22 order

B 1&4B 29-11=18 EXREEEER 16 15 18; HE 22 BUITEN/DEE 4

C Presale 19-9=10 Cash before production, zero stock, but anchored at 19

C mE 19-9=10 Arpilk. BEF, BEFR#EER 19T

D Seasonal price 29-9=20 No new SKU; repeat buyers remember the peak price

D HEZ=RAM 29 -9=20 FTomewn SKU; (ESMmEICERIRZESM

Point B Explanation &5 Rule #g0
B TR Fuuy

The choice depends on whether the binding constraint is Name the constraint first
margin, cash or demand I 1= i)
WREATAREER. DeERER FRIRHEIREA

D is not surge pricing It reprices on seasonal demand; the fairness critique targets The distinction matters in class

— 5 R Ea emergency multiples S
D ARUREIE CEETESERNEN,; ATHTH IS SIS Al

No plan dominates
RBEAEREEAT

Name the mechanism before defending the plan. The most common error is calling D surge pricing; the second is treating the

bundle discount as free money. . . o
Fe I AR, %ﬁ%ﬂ%ﬁlﬁ%ﬁ D MBIERTENT; S EIEF T8N EER.
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wrn Six things to unlearn

NE WiIRAE

01 COMMON SAYING HERifi%
Price equals cost plus a fixed markup.
IMEET A INEEINR.

WHAT TO SAY INSTEAD {EIEiti%
Cost is only the floor. Pricing is part of marketing strategy aimed at share,

FRYEAUR FRRIOBEHE SN DgH st tmnillingne SSHAREY 41, I \ERFE;
ERRESATERRE.

03 COMMON SAYING RNtk

Presale and crowdfunding are the same thing.

MESRER—RIE.

WHAT TO SAY INSTEAD {ZIFijti%
Presale sells a defined product and promises delivery; crowdfunding funds

precioprenti-aRt-romees delisepy My It RUSERORT=x(T.

05 COMMON SAYING HRitix
Bundling is a clearance discount.
RGP S ER T,

WHAT TO SAY INSTEAD ({&IFiii%
It rests on near-zero marginal cost and on buyers judging a bundle more

fRERRIESE I P aer OIRpR IR IO BN RS SITNEPRRELCIYTS TIER
SKESEUE, PILAREREN,

Cross-border Ecommerce - Lesson 16 - [EESEEEHS

02 COMMON SAYING ERiii%
Freemium means free forever.
REBIEEFRNTRE,

WHAT TO SAY INSTEAD {&IFifi%
Free is the entrance. The model needs a clear paid value and a

soBMRIEiaatedbeseyers heapstal MeRSIReISE B B RPN A,

04 COMMON SAYING ERiRi%

Dynamic pricing is just raising prices at will.

NSEMNHRREIKAN

WHAT TO SAY INSTEAD ({ZIEiji%

It follows supply and demand and is bound by local rules; the textbook

eisrimeomdy he e satiqueRh REST BUSIRSANEMEBERgISRILHIT,

06 COMMON SAYING % Ritix
A price cut always raises revenue.
EIN—ESREEN.

WHAT TO SAY INSTEAD ({EIFiiti%
Revenue is price times volume. At a 50 per cent contribution margin, a 10

pencentRERe.eEt neRdsEATReI RS Valnedesbold coniriptign
.
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erms K€y English terms

Ten terms - +1\AKiE

KR ANE
Freemium
REREE

Cross-subsidy
A M

Versioning
WRAZER

Bundling
IREBHE

Dynamic pricing
SEMN

A pricing structure with basic

e e
Sepyiee charged.

=] °

Revenue from one group of users

99085 AR AN a e

—H53.

Making several versions of one

%@%ﬂﬁﬁ%ﬂﬁ%*%%ﬁ!&@ﬁ
)lo

Selling two or more goods

IR TR SRRy

BIHHINSHE.

Adjusting price to buyer demand

AR Lo SRS i

BINS.

Yield management
e

Surge pricing
RS EAMT

Flash marketing

WREH

Presale
E

Price elasticity
&M

Setting different prices for

SR R R

ZRIFHE.

Raising price sharply at moments

ot pealf demande e e

A time-limited low price that clears

PR R e mam

Taking orders and prepayment,

GRG0 Ordel s s empg
s,

How sensitive quantity demanded

BN e,

Four of these ten are mechanisms; the rest name the shape of the price, the asset, or the timing of the cash.

XTI ARIBEEBONENG, ERaENEIIR. fr-sdilEiita.
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TALK Class discuSSion Four questions - P&

TRETJIE

Think of a freemium product you use. What exactly would you pay for, and what stops you upgrading?
B—MRERNREEE m, [FRESATANEE? XENABRLERFAR?

Answer with a mechanism, a number and a condition — not with a preference.

In your home country, would surge pricing during a storm be accepted or punished? What does that imply for the price
Peife e OGRS RO RHRISR e ? XA T A RIATRRINHEHINIERE A

Answer with a mechanism, a number and a condition — not with a preference.

e, (FEREFERES? BNE NS RSREIE.

Answer with a mechanism, a number and a condition — not with a preference.

A retailer wants to make a bundle priced 12 per cent below separate purchase permanent. What would you test before
sieRing BTtk 12% KITEIMEIREN, EERERIRSIRTA?

| For a new product presale, would you take full payment or a deposit? Weigh cash flow against the delivery promise.
| Answer with a mechanism, a number and a condition — not with a preference.

Refuse answers that only describe the price. Ask what the mechanism buys, and what volume or cash it requires.
B AMMEINE SR BERIXMIEIZEMA, FEZSMHEHESIS,
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TASK Four prices on one page 10 minutes - pairs

— TRE_ERYPOF AR

Name the mechanism behind each of the four plans and compute unit contribution for
SRS ERE B, FEHEAREH,

Four mechanisms, four contributions.

Compute the bundle discount against separate purchase and compare bundled with

SERATAIGROBIEIIAN, FLUEHTE ST TR EIRR, 12:1% discount, 16 against 22

For the presale, list the changes in cash flow and inventory, and the promise being made.
EXIME, FHMESMSEFNT, LARMERYIEE.

Cash timing and the promise.

Choose one plan and write the condition under which you would execute it.

BT, FHSHIMEH ARG TRIUTE. D (P, G Guelien

STUDENT OUTPUT - 247

A four-row table — mechanism, contribution, risk — plus one recommendation carrying a condition.
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QuIZ Flve qIIICk CheCkS Answer before discussion - BB ITIS

=Rl

Name the three pricing objectives and the two identities that run through the lesson.

It =REMN BirS BRFARIIMRIEF.

At a 50 per cent contribution margin, why does a 10 per cent price cut need 25 per cent more volume? Write the arithmetic.

TESTRAERIZR 50% B, AHARFN 10% FESE 25%? SHEL.

50,000 free users at 0.15 dollars each: what conversion at 12 dollars breaks even, and what happens at 1 per cent?

50,000 B&Z#AF. 8A 0.15 555T: & 12 5%, FIFEUERESZD? 1% IERIA?

A bundle at 29 replaces 25 plus 8. With costs of 9 and 2, when is the bundle worth doing?
1829 B 25N 8, pA7nBIA 9 5 2: HABR MIBZWE?

Why is the seasonal price in the case not surge pricing, and why does the distinction matter?

At AEHIPRNIEFRNAREREN? XPMXBINTAER?

A correct answer names the mechanism, shows the arithmetic, and states the condition the price depends on.
EmRERSRHNE. SHE, FRBXAMMSETIRBRISRM.
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Take'aways What to carry into Lesson 17

ARG

THE ARGUMENT - #9455 WHAT TODOWITHIT - E4H

® Price matches value and willingness to pay, bounded by cost, Write the objective first, then pick the mechanism, then test the
competition and rules. volume it needs.
IMESRMMESXOEENLE, ZaA. TFESMNLIER, FEBR, BiEildl, BREHFENEE.

¢ Each mechanism buys one thing: reach, self-selection, basket Price the free tier: find break-even conversion and measure
size or capacity use. against it.
B RE—FRA: X, Bk, ZRNEr-erIA, BRBRTEMN: RITFERWER, FREXIR,

® Revenue is price times volume; profit subtracts all costs; margin Separate presale from crowdfunding on product state, use of
is not cash. funds and promlse
ANZINMERIEE, FIERREZEHA, RSN, BErmRS. REAESERERDTESKE.

Mechanism #1il What it buys LEIf+4A Rule g

AL SLEIHA HE

Freemium Who pays: free users are a cost Cover them with conversion
REIEE R RERFENA FRsI B == 1]

Versioning Buyers sort themselves by version Degrade the right dimension
IRAZEF LHRIEIRA B EHiE EIEFRRAYHERE P35 =

Every mechanism answers who pays, how much and when. Lesson 17 takes the same arithmetic to a factory, a quotation and a
er who wants ninet

bu d )
B ey S (A RHR(. 55 17 EEE—ERASE T . — B ENERRSEER.
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SRC Sources and calibre Where each figure comes from
KRESOF

Source K& Section (& What it states EX AR Used for FHi&
KR NE AE s

Pricing as part of
marketing strategy;

SRC-003 three objectives and Objectives and identities
§3.6 the two identities BirSEEFN
EMETSHEEE, =1
BirS5mKIESF

Freemium as cross-
subsidy, with Skype as

SRC-003 Definition and mechanism
§3.6.1 the textbogk fxqmple =W S
RERIB(EIF IS AN,
#tLA Skype 61
Versioning defined;
New York Times meter
SRC-003 and car models as Definition and design risk
§3.6.2 examples EN SRR

IRAZESAUEIEN; (A

Number = Status 4R Warning 128
G2 {E353 12EE

Backpack: 9, 25, 12,2, 8 Teaching case, not a real brand or price list Structure is what is taught
BERASHNTE HFRM, FERELRESNBR HHIREN, FEHF
50,000 free users, 0.15, 12 Irgtsgtratlon; LIS ENED D el el el Never quote as a benchmark

B EpN=t e e Tl
2 to 10 times surge Textbook range for Uber in rain and holidays Quote as a range, not a measurement
RS 2—10 £ 16 Uber EM5BRBEEHXE ERKIESIAE, A2

Teaching simulations and illustration figures must be labelled as such every time they are quoted.
NESFTHmEEMNH
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LESSON 16 - PRICING MECHANISMS

Name the mechanism

before the number.
e, EIREE.

NEXT: LESSON 17 - F—i#

A B2B inquiry: verify, build five columns, then count the cash.
B2B i##2: SoizsLElR, BERIIRIN, Saiilz.

SESEERIHLES - Cross-border Ecommerce - Guilin Tourism University
BRIm SRR - 2026—2027 FEFE—FH

“A price is a promise about volume, cash and trust — write all three before you send it.”
KER—aiE: MERXTHE. NESEENHRE, =EHEERLRIEE.
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