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CHAPTER 9.  

CONCLUDING REMARKS 

This research aims to design a collaborative pricing method according to the 

oncoming era of experience economy. We devise a novel synthesized and 

collaborative approach which encompasses various notions. The advantages are 

unfolded as (1) pricing with maximum utility, (2) predicting needs accurately, and (3) 

furnishing bundles with collaborative process. Consequently, we apply iCare 

e-Services delivery as an exemplar and simulate the collaborative process to verify the 

outcomes. Moreover, the traditional theories such as expected utility theory and ERG 

theory are employed as the benchmark for evaluation. 

 

9.1. Contributions 

The innovative pricing method we proposed for information services fills the gap 

among previous literature which only consider consumer or provider perspective. 

Different from existing works, the novel pricing method integrates distinctively 

important concepts yielding more benefits to consumers and more profits to providers. 

Four principal contributions are indicated and unfolded as follows. 
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Figure 9-1 Contributions of iPrice system 

(1) Providing collaborative and personalized prototypes of bundled services 

iPrice furnishes an Internet-based environment for consumers and collaborates to 

shape prototypes of bundled services. The interaction enables the system to provide 

trial prototypes that consumer can experience. Moreover, the bundle of services is 

customized and personalized based on different preferences of consumers. 

 

(2) Predicting human needs interactively and immediately  
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iPrice predicts human needs immediately from user’s real-time feedback. The Markov 

chain approach built in the system assists to grasp needs during a time period. 

Accordingly, the system can tune the bundles of services to satisfy user’s needs on the 

instant. 

 

(3) Generating optimal price considering a series of trials 

iPrice generates an optimal price for the consumer which considers a series of 

prototypes. The prototypes for consumer trial are generated in a time serious period. 

The innovated method adjusts previous pricing approaches which merely focus on 

final time slot. That is, the consumer should pay for certain trials. 

 

(4) Exploring combinal and systematic methods for innovative pricing 

iPrice attemps to combine various theories from different fileds. The simulation 

results evaluate and confirm the performance of the innovatitve pricing method. 

Menawhile, the systematic approach also aids to produce an optimal price 

intelligently and efficiently. 

 

9.2. Comparison of Related Works 

This work proposed a novel pricing approach for information goods service with 

combinational methods (ERG theory, prospect theory, software maintenance theory). 

Comparing to the existing information goods pricing researches, we utilize five 

dimensions and three approaches to represent the advantages of this study. All the 

existing researches consider consumers and producers simultaneously, for example, 

estimating the price based on the utility and profits. 

 

Table 9-1 The comparison of information goods pricing methods 

 Versioning Bundling Fixed-Fee Other Strategies 

 Varian 
(1997) 

Sundararajan 
(2004) 

Bakos & 
Brynjolfsson 
(2000) 

Fishburn et 
al. (1997) 

Choudhary 
et al.(2005) 

Terwiesch 
& Loch 
(2004) 

Chang & 
Yuan (2007) 

Dimensions 
Consumer surplus 
(needs) 

O O O O O O O 

Producer surplus 
(profits) 

O O O O O O O 

Value 
co-production 

X X X X X O O 

Experience the 
good/service 

X X X X X O O 

Personalized good X X O X X O O 

Approach 
Syntheized 
methods 

X X X X X X O 

Mathmatical model O O O O O O O 

Algorithm X X X X X X O 

Evaluation X X X X X X O 
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Nevertheless, only Terwiesch and Loch (2004) consider value co-production 

process for the consumers to experience. This study not only furnishes a stage for the 

consumers to experience in service delivery but co-produces the value to generate an 

optimal price. The difference between Terwiesch and Loch (2004) and our research is 

the domain, for instance, we focus more on information goods/services rather than 

physical goods/services.  

The way to estimate price is also diverse, for instance, Terwiesch and Loch (2004) 

assumed the price of final product is existing, and utilized it to estimate the costs of 

prototypes. Besides, the customer’s needs are approximated from decision probability. 

iPrice predicts real-time needs and generates prototypes immediately through 

collaboration which is a reverse direction compared to the work of Terwiesch and 

Loch. Furthermore, the system estimates the optimal price simultaneously based on 

current needs, efforts for testing prototypes, and the costs. 

Table 9-2 Significant differences between the work of Terwiesch and Loch and our work 

 Terwiesch & Loch (2004) Chang & Yuan (2007) 

Objective 1.Examine a situation involving 
two economic agents (consumer 
and producer) with potential 
conflicting (costs and benefits) 
2.Estimate the optimal number 
of prototypes and price  

1.Furnish an environment 
involving prototypes 
(services) trial  
2.Real-time responses for 
customers' feedbacks to 
generate an optimal price 

Method A search model associated with 
the prototyping process from 
economic theory 

A synthesied approach 
associated with collaborative 
prototypying from economic, 
psychology, and software 
maintainence theories 

Role of prototypes 1. Allow both parties to 
anticipate the outcome 
2. Direct the search for potential 
design improvement 

1. Provide both parties to 
collaborate for a personalized 
and customized product 
2. Real-time service delivery 
improvement 

Needs consideration 1.Customers are often unable to 
accurately articulate those needs 
2. Hard for the producers to 
commit a construction 

plan for final phsyical product 
3. Designers evaluate final 

phsyical product by providing 
prototypes to elicit needs 

1.Customers always pay after 
they try the products 
2. Difficult to predict real-time 
needs 
3. Charge for not only the final 
service but the trial services 
based on the status of needs 

Benefits 1. Help to overcome the design 
uncertainty and eliminate 
potential ex post regrets based 
on the proposed model 
2. Assist producers to find how 
many prototypes should 
generate and what is the optimal 
price 

1. Eliminate the uncertainty for 
service design and delivery 
process based on needs 
prediction 
2. Consider producer and 
consumer costs (service costs 
and testing efforts) in the final 
price 
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Furthermore, we compare the objective, method, role of prototypes, needs 

consideration, and benefits of the two works. Terwiesch and Loch (2004) examined a 

situation involving two economic agents with potenrial conficts, and utilized a search 

model for pricing. Our work furnishes an environment involves prototypes trial to 

generate an optimal price from various theories.  

The role of prototypes is also different between the two works, we provide both 

parties to collaborate for a customized product and real-time service delivery 

improvement, while the work of Terwiesch and Loch was to allow the anticipation of 

the outcome for both parties and improve the design. The benefits of this study are 

elimitating the uncertainty for service design/delivery process and considering 

producer and consumer costs for final price. The work of Terwiesch and Loch (2004) 

help to overcome the design uncertainty and provide more options to consumers via 

prototypes. 

Only two researches generate personalized goods during pricing process. That is, 

if the producers consider the real-time needs, they may catch the consumers’ needs 

immediately and the estimatd price will be not deviated from real needs. All the 

researches have mathametical models, which means the existing pricing methods are 

derived from economic theory. This study also proposed theoretical models to prove 

the feasibility. However, we provide algorithms to support theoretical feasibility in 

terms of implemtating feasibility. Finally, the evaluation following economic models 

and algorithms is furnished to verify the system. 

 In short, this study synthezies certain theories from social science and implement 

into a intelligent and automatic pricing system. We not only provide theoretical proofs 

but algorothms to evaluate the performance of the system. Comparing to other works, 

this study focuses on value co-production process and furnish a stage for consumers 

to experience; also, the estimated price is optimal and legitimate. 

 

9.3. Limitations and Future Research 

This study provides the supports of feasibility for collaborative pricing with 

economic proofs and simulation. Nevertheless, there are still limitation and possible 

directions for future research. The proposed collaborative pricing model is considered 

to be applied in the Internet-based environment, which is a boundary and limitation. 

The price may be mis-estimated from the system owing to bias in the automatic 

pricing process. Moreover, this paper only addresses the significance of collaborative 

pricing but is still short of various synthesized methods to apply in the complex 

process. 

Accordingly, the resolutions to the limitations are the possible directions of future 

research. Firstly, a synthesized method to enable collaborative pricing is crucial for 
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the future research. For instance, the method might include parts about real-time 

needs prediction during collaborative process (e.g., by using the Reinforcement 

Learning approach) or accurate measurement of the utility (e.g., by using expected 

utility theory) based on different notions (e.g., economic, psychology). Secondly, the 

consumer can decide to accept the price or not in the enhanced pricing process. The 

decision will be stored into the preference database and as the basis of next time price 

estimation. In the meantime, the data mining techniques can be applied to discover the 

consumer’s reference point from her/his records. 

 

Figure 9-2 Future research to extend current pricing process 

Thirdly, an empirical research or an autonomous pricing system should be 

developed and evaluated in order to re-confirm the feasibility. Finally, a practical 

implementation of collaborative pricing in fields is still required in order to prove its 

applicability and appropriateness in the real world. In short, the future research aims 

to provide alternative supporting evidences for collaborative pricing model (besides 

the theoretical and hypothetical models as discussed in this paper). 

 

9.4. Managerial Implications 

 The concept of the system furnishes certain of managerial implications from the 

perspective of management. The combination of different notions implies three 

managerial implications, which are (1) transforming the experience to intelligence, (2) 

furnishing an innovative pricing method to co-produce e-service value, and (3) 

formulating the optimal price to generate more profits. 

 Moreover, three dimensions are identified for depicting the impacts, which are 
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profit, price, and value. The range of profit is from average to high, the price is from 

market to premium, and the value is from provided to co-produce. Certainly, the goal 

enfolds high profit, value co-production, and premium price (as shown in Figure 9-3). 

Further, the managerial implications are unfolded in detail as follows. 

Price

Value

Profit

Market

Premium

High

Average

Co-produceProvided

 
Figure 9-3 Three dimensions of managerial implications 

   

(1) Transforming the experience to intelligence 

The experience for different individuals could be diverse. Our system furnishes an 

experiential collaborative process for pricing. The customer stays in a stage, enjoys 

the climate, and experiences the e-service. Moreover, the experience is enhanced and 

transformed to customer’s knowledge. The knowledge assists the customer to 

memorize the environment, climate, stage, and providers. In other words, the 

customers enhance the experience beyond the knowledge from value co-production. 

The transform indicates the providers should furnish differentiated services 

toward customer’s needs iteratively from value co-production process. The value 

becomes more concrete according to the progression from experience to transform. In 

other words, the customer enjoys personalized e-services delivery process which 

satisfies needs, furnishes differential e-services, and pays a premium according to the 

unique experience; meanwhile, the e-service provider earns high profits. Thus, the 

significance of experience indicates the trend for future e-service delivery. 
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Figure 9-4 The progress from experience to transformation 

(2) Furnishing an innovative pricing method to co-produce e-service value. 

The innovative pricing method mixes various concepts from different domains. 

The collaborative process furnishes clues for e-service providers such as the current 

needs, perceived utility, and feedback. The hints facilitate the value toward growth 

from co-productive process.  

On the other hand, the unifying taxonomy (chapter two) responds and indicates 

that value co-production (chapter one) should be the core competence for future 

pricing methods. Highly value co-production may cause higher customer satisfaction 

than provided in the value dimension (as shown in Figure 9-5). Hence, the e-service 

providers should grasp the information from the customer and shape appropriate 

e-services to co-create advanced value. 

Price
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Figure 9-5 The evolution for value dimension 

(3) Formulating the optimal price to generate more profits from value 

co-production. 

The optimal price is formulated to generate more profits within maximum utility 



 164 

from value co-production process. The optimal price takes into account the risk in 

accord with the real world. The e-service providers no longer formulate the price from 

merely one side according to the notion of pricing process.  

The customer pays for premium services when he/she experiences personalized 

e-services and satisfies the entire delivery process. Moreover, the customer 

co-produces the value while the providers deliver the customized e-services. Thus, the 

maximum utility will be measured from the collaborative process. In other words, the 

higher consumer involvement to co-produce value, he/she may pay for premium 

services, and the higher profits are generated (as shown in Figure 9-6). 
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Figure 9-6 The enhancement for three dimensions 

 

9.5. Conclusions 

The entire history of economic progress can be recapitulated in the four stage 

evolution. Experiences are the fourth economic offering, as distinct from services as 

services are from goods, but one that has until now gone largely unrecognized. In the 

era of experience economy, the competitive position should be differentiated to 

furnish a customized climate that could cause impressive experience in innovated 

service delivery. This customized climate stands for an environment to co-produce 

value via a collaborative process. 

Thus, the Internet could furnish such environment. This research utilizes 

information goods offering e-service as an example that matches the notion of 

experience economy. The pricing issue is critical and essential as shown from certain 

literature which investigates various methods for pricing information goods. 

Nevertheless, a unified and exhaustive classification model of current pricing methods 

and a customized pricing method are in scarcity nowadays.  

Accordingly, we devise a unifying pricing method framework and a novel 

pricing method. The benefits of the unifying framework are providing a conceptual 
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and abstract model, distinguishing a category of pricing methods from each other, and 

positioning the future effectual pricing methods. 

Meanwhile, the contributions of the iPrice system are unfolded which: (1) 

furnishes prototypes for the user during the collaborative process, (2) predicts the 

need for next time period proactively and accurately, (3) generates certain prototypes 

for trial, (4) estimates the optimal price based on maximum utility, and (5) revises the 

versions with lower profits automatically. 

Afterwards, we apply iCare e-service delivery as an exemplar and scenario for 

our system. The objective of iCare is to provide quality e-services to the elderly 

people anywhere and anytime. iCare is more oriented toward the behavioral and 

social angle of quality-aging e-services. Hence, the new pricing method will go 

beyond the current iCare e-service delivery process which furnishes personalized and 

collaborative bundles.  

In short, iPrice system for pricing information goods fills the gap among 

previous literatures which only takes consumer or provider into account. Different 

from existing works, iPrice system is novel in integrating distinctively important 

concepts yielding more benefits to consumers and profits to more providers. Thus, 

iPrice also guides and provides a roadmap for information goods pricing for future 

research. 


