
Volume 3 Issue 2, 2022 

DOI: 10.6981/FEM.202202_3(2).0046 

375 

Frontiers in Economics and Management 

ISSN: 2692-7608 

Consider the E-commerce Live Broadcast Retail Cycle Investment 
and Pricing Research of Strategic Consumers 

Pin Lv*, Yunhu Huo 
College of Economics and Management, Dalian University, Dalian 116024, P. R. China 

*Corresponding author: 1342734740@qq.com 

Abstract 
The research objective of this paper is to study the sensitivity of the live broadcast cycle 
and the acceptance of product prices when consumers participate in online shopping 
under the influence of network live broadcasting strategies through theoretical and 
empirical analysis, and to analyze the game behavior of both parties from the 
perspective of supply chain, so as to evaluate the changes in the needs of different users 
and improve the marketing strategy. In order to achieve the purpose of the research, we 
build a numerical model of the behavior of strategic consumers, deduce the amount of 
evolution, and collect the required data to obtain the best action strategy of the supplier. 
The analysis results show that the core competitiveness of the webcasting industry and 
the visual personality of the brand have a significant impact on the perceived value of 
users, thereby affecting consumer motivation. This means that the user's participation 
in live shopping is not blind obedience, but has a certain active choice, live shopping 
platform should further strengthen the e-commerce attributes, eliminate "false 
satisfaction", so as to complete the effective dissemination of information. As a brand, we 
should strengthen our personality in network marketing, rational investment frequency, 
and dynamic pricing matching, strengthen consumers' multi-party perception of value, 
and stimulate users' motivation to buy. 
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1. Introduction 

With the rise of social platforms, Internet advertising has changed the traditional marketing 
model, and Native Advertising once set off a boom and caused controversy in the academic 
community. Proponents believe that this hidden advertising model, which has both 
entertainment value and advertising information, appeals to emotional appeals, triggers the 
user's cognition of the edge path, and can reduce the interference of noise in the transmission 
and achieve a better communication effect [1]. This paper mainly explores the impact of 
strategic consumption behavior on product sales cycle and discount price strategy under the 
mode of platform live broadcast environment, live broadcasting as an increasingly popular 
retailer actively put into use sales promotion tools, live broadcast cycle and cost input strategy 
is an urgent problem for supply chain members to solve, and the strategic consumers they face 
have always been the focus of many scholars, and scholars have a very mature plan on how to 
deal with strategic consumer behavior. Therefore, this paper summarizes the relevant 
literature, mainly on the impact of live broadcast scenarios on consumer shopping, and the 
strategic behavior of retailers to consumers: discount sales period, pre-announcement of prices, 
increased willingness to pay, and supply chain cooperation response. 
Liu Yang et al. [2] studied the mechanism of influencing the characteristics of live shopping on 
consumers' impulsive and purposeful purchasing behavior. Jiang Ginseng et al. [3] conducted a 
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study on the relationship between the image of online stores and consumer purchasing 
behavior, and found that the perceived value of live broadcasting had a significant impact on 
both strategic purchases and impulsive purchase behaviors. In online live shopping, there are 
two situations in which consumers purchase goods: on the one hand, consumers may be guided 
by the plan or goal of purchasing a certain product, and selectively watch online live shopping, 
and generate a pleasant emotional response or cognitive response of perceived trust under the 
stimulation of live shopping characteristics, which in turn triggers purchase behavior and 
completes purposeful purchases; on the other hand, Consumers do not have a purchase plan or 
consider the sale price comparison behavior and consider the promotion intensity of the 
subsequent live broadcast cycle when watching the online live shopping, the former through 
the display of the goods by the anchor, stimulated by the characteristics of live shopping, a 
strong emotional reaction is generated, which in turn triggers impulsive purchase behavior, 
and the latter is a strategic consumer with forward-looking, will comprehensively consider the 
later business behavior for purchase. 
The idea that some consumers take strategic action when making purchase decisions is clearly 
not new. In fact, many studies have even considered the situation where all consumers are 
strategic; For example, [4-6]. Behavioral studies emphasize the importance of strategic 
consumer groups, and strategic consumers and short-sighted consumers need to be considered 
in any research aimed at understanding the actual situation of the market [7,9]. According to Li 
et al. [8], 5-20% of consumers in the air tourism industry exhibit forward-looking behavior. 
Based on experimental data, Osadchiy and Bendoly[9] found that 37% of consumers were 
strategically placed in comprehensive information about future prices. In addition, Kremer et 
al. [9] show that retailers' pricing strategies depend on the proportion of strategic consumers 
in the market. It would be wise to do so when most consumers are short-sighted, retailers can 
charge a premium to short-sighted but more willing to pay, and then sell at a reduced price to 
a less willing consumer. However, the presence of strategic consumers may discourage retailers 
from drastically lowering (regular) prices, while trying to incentivize them to buy products 
earlier to avoid lost profits due to delayed purchases. Here, we also assume that the willingness 
to pay increases as the status of live celebrities and the live streaming cycle increases. By 
processing the consumer's remaining two components in each period, namely the willingness 
to pay and the selling price, the retailer ultimately has a decisive say in the timing of the 
purchase. Our approach makes it possible to in-house determine the optimal sales cycle range 
and live streaming investment (including live streaming effort intensity and investment cycle) 
for retailers, which has not been covered in the literature on strategic consumer behavior in 
previous studies.  
At present, although the action plan taken by retailers to deal with strategic consumers is 
widely applied to the marketing practice of enterprises, and the research on cyclical sales has a 
sufficient theoretical basis, no one has yet applied the theory of dynamic optimal control of 
short-sighted consumers and impulsive consumers while combining the retailer's sales cycle 
with the input cycle to the multi-cycle discount strategy of e-commerce. This paper can well 
enrich and improve the theory of e-commerce in dealing with different types of consumers in 
the live broadcast environment, so it is feasible to consider the product discount strategy of the 
live broadcast investment cycle and the multi-cycle sales environment supported by the 
participants.  

2. Basic Model Building 

A manufacturer and a retailer provide a product supply chain in a specific product demand 
season, with the help of the fan economy effect of e-commerce live broadcasting for promotion, 
live broadcast cycle𝑖 ∈ 𝑁, The price per cycle is 𝑝 , the demand for each cycle is 𝐷 , and the total 
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demand is 𝐷 = ∑ 𝐷 , At the beginning of the first promotion period of sales, live streaming 
investment is carried out, as previous researchers assumed in advertising, deliver A, the cost is 
the convex function 𝑐(𝐴) = 𝐴 of the delivery factor, and the manufacturer determines the 
wholesale price w and its share of the retailer's advertising cost. Use 𝜈 to indicate the 
consumer's willingness to pay in the i period (CWP). 
 

𝜈 = 𝜈 + 𝜃 𝐴  (i=1,...,n)                                                            (1) 
 
𝜃  represents the conversion rate of the live stream fan effect, 𝜈 > 0 , Said that there is no 
investment in live promotions and consumers are willing to pay, CTP ∈ (𝜈, 𝜈 + 𝜃 𝐴), Due to the 
continuous update of the live broadcast industry scene, consumers will forget the past live 
broadcast effect, and the impact of the live broadcast effect will decrease with the passage of 
time, 𝜃 < 𝜃 . Suppose 𝜈  is evenly distributed at [0, 𝛼 ] with a probability density of 𝑓 (∙
),Cumulative distribution is 𝐹 (∙),Set 𝛼 = 1, However, when performing numerical simulations, 
consider 𝛼 as the other values, and the price set for each promotion period consists of a number 
of sets P={𝑝 , 𝑝 , . . . , 𝑝 }, There are two types of customers who enter the live broadcast room, 
short-sighted live broadcast celebrity effect and far-sighted strategic type. 
If 𝜈 + 𝜃 𝐴 ≥ 𝑝 , the myopic consumer will buy in the first installment, if not, will arrive at the 
retail store through the live effect for the second time, and when 𝜈 + 𝜃 𝐴 ≥ 𝑝 , otherwise she 
will wait, and so on. Suppose 𝑖 (𝜈, 𝑃, 𝐴) is the period when the retailer's pricing and live 
streaming investment decisions are P and A, respectively, and when there is a fixed CWP of 𝜈, 
the impulse consumer buys the product: 
 

𝑖 (𝜈, 𝑃, 𝐴)= 𝑚𝑖𝑛{𝑖|𝜃 𝐴 − 𝑝 ) ≥ 0}                                                (2) 
 
Strategic consumers buy products during the period of maximum utility, in the seasonal 
product launch period, in the promotion cycle driven by the live broadcast effect, she will 
determine the appropriate purchase cycle in advance according to the previous purchase 
experience, and visit the live broadcast room during the cycle period, but because she cannot 
predict the upcoming live promotion effect, she considers the CWP for calculating the consumer 
utility and the purchase period as 𝜈 + 𝜃 𝐴, and the strategic consumer calculates the expected 
utility 𝑢 = 𝛿 (𝜈 + 𝜃 𝐴 − 𝑝 )  and decides the access period. Note here that 𝛿 ∈ [0,1] 
represents the discount factor, assuming that all strategic consumers are the same. 𝑖  the time 
of the determined visit to the retail store, at which point she will buy if her expectations exceed 
the price. Due to the fading nature of the live effect, her purchase CWP is 𝜈 + 𝜃 𝐴. Specifically, 
the earliest purchase cycle under the maximum consumer utility is: 
 

𝑖 (𝜈, 𝑃, 𝐴) = 𝑚𝑖𝑛arg max {𝑢 = 𝛿 (𝜈 + 𝜃 𝐴 − 𝑝 )|𝜈 + 𝜃 𝐴 − 𝑝 ≥ 0}                 (3) 
 
Market size is denoted by S, 𝜌 indicates the proportion of impulse consumers, and �̅�=1 − 𝜌 
represents the proportion of strategic consumers. Combined with the (2) formula of impulse 
consumer demand function in each period: 
 

𝐷 (𝑃, 𝐴) = 𝜌𝑆 ∫ 𝐼{ ( , , ) } 𝑓 dv  (i=1,2,...,k,...n)                                     (4) 

 
K is the number of times the retailer decides on live promotions, 𝐼(∙) is the indicator function, 
(4) equation indicates the probability density function considering the consumer's CTP 
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influence value, and the impulse consumer demand in the i period is equal to the number of 
impulse consumers 𝜌𝑆 who choose to buy in the i period, that is, the number of 𝑖 (𝜈, 𝑃, 𝐴) = 𝑖. 
Similar to the calculation of (4), combined with (3) to derive the strategic consumer demand 
function for each cycle: 
 

𝐷 (𝑃, 𝐴) = �̅�𝑆 ∫ 𝐼{ ( , , ) } 𝑓 dv   ( i=1,2,...,k,...n)                                (5) 

 

This results in the total demand function: 𝐷 = 𝐷 + 𝐷 . 
In order to determine the best promotional response cycle for a retailer's live investment, a k-
value must be found, which requires solving the n-sub-problem and comparing the 
corresponding profit value. Retailer's profit function: 
 

𝜋 (𝑃, 𝐴) = max
,

∑ (𝑝 − 𝑤)𝐷 − (1 − 𝑡)𝐴                                       (6) 

 
Constraints: 

 
𝐷 (𝑃, 𝐴) ≥ 0,i=1,2...,k,                                                         (7) 

 

𝐷 (𝑃, 𝐴) ≥ 0,i=1,2...,k,                                                         (8) 
 

D(P,A)≤ 𝑆,                                                                    (9) 
 

A,P≥ 0,                                                                    (10) 
 
Constraints (7) and (8) determine that each type of consumer demand is non-negative during 
each live promotion period of the seasonal product sale period, and (9) ensure that the total 
demand is not greater than the market size S. (10) Strengthen non-negative restrictions on 
selling prices and live streaming promotion costs. 

3. Two-cycle Live Model 

In order to invest in live promotions for new retail strategies, we will build a two-cycle live 
promotion model for strategic consumers to have appropriate pricing insights. 
If 𝜈 − 𝑝 = 𝜈 + 𝜃 𝐴 − 𝑝 > 0, the impulse consumer will buy in the first installment, otherwise 
she will wait for the second live broadcast to enter the retail store, if 𝜈 > 𝑝 − 𝜃 𝐴, will buy. 
Therefore, in the first cycle the demand of the short-sighted consumer is equal to the number 
of positive surpluses of the short-sighted consumer, the function is as follows: 
 

𝐷 = 𝜌𝑆𝐹 (𝑝 − 𝜃 𝐴) = 𝜌𝑆𝑚𝑖𝑛{(𝜃 𝐴 + 1 − 𝑝 ) , 1},                          (11) 
 
𝐹 (∙)  is 𝜈  cumulative distribution function, (∙) = 𝑚𝑎𝑥{∙ ,0} . The second stage impulse 
consumer demand allocation function corresponds to the number of impulse consumers with 
a positive surplus in that period minus the number of impulse consumers who purchased in the 
first period. namely: 
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𝐷 = 𝜌𝑆((𝐹 (𝑝 − 𝜃 𝐴) − 𝐹 (𝑝 − 𝜃 𝐴)) = 𝜌𝑆(𝑝 − 𝑝 − (𝜃 − 𝜃 )𝐴) ,           (12) 
 
To determine the timing of purchase, strategic consumers consider price and current CWP (𝜈 +
𝜃 𝐴) calculation utility at the beginning of peak sales season. The first phase of strategic 
consumers cannot expect the next period of live promotion and price concessions will be 
reduced. Therefore, if her utility in the first period exceeds the expected utility of her discount 
during the liquidation period, ie:if 𝜈 + 𝜃 𝐴 − 𝑝 ≥ 𝛿(𝜈 + 𝜃 𝐴 − 𝑝 ), she will buy at the normal 
price, otherwise she will decide to visit the retail store in the second cycle and buy with a 
positive surplus. Due to the fading effect of the live effect, her CTP in the second period is𝜈 +
𝜃 𝐴, and if 𝜈 ≥ 𝑝 − 𝜃 𝐴, she will buy it. Like the advertising threshold set by Lili Liu et al. (2019) 
in their research rampaging advertiser collaboration, we define a live promotion effort 
threshold 𝜈∗. 
If 𝜈 ≥ 𝜈∗, all strategic consumers will buy. 
 

𝜈∗ = 𝑚𝑖𝑛({
𝑝 − 𝜃 𝐴(1 − 𝛿) − 𝑝 𝛿

1 − 𝛿
, 1}) 

𝐷 = �̅�𝑆𝐹 (𝜈∗) = �̅�𝑆(1 − 𝜈∗) 
 
If 𝜈 ≤ 𝜈∗, Strategic consumers will be waiting for the second live broadcast to visit the retail 
store, 𝜈 ≥ 𝑝 − 𝜃 𝐴, The demand function of strategic consumers in the second phase is: 
 

𝐷 = 𝜌𝑆((𝐹 (𝑝 − 𝜃 𝐴) − 𝐹 (𝜈∗)) = �̅�𝑆(𝜈∗ − 𝑝 + 𝜃 𝐴)                      (13) 
 
To make it as simple as possible, without changing the price structure, we assume that the 
impact of the second phase of the live broadcast is small compared to the first phase𝜃 ≪ 𝜃 . 
Considering the impulsive short-sightedness of each cycle and the needs of strategic consumers, 
retailers may have the following three possible preferential policies in the promotion cycle. 

1) Sold at a single predetermined price in the live broadcast room, 𝐷 = 𝐷 = 0. 
2) Set 𝜈∗ = 1 to shift all strategic consumers to second-cycle purchases, and live streaming 
efforts to take price reduction (CMTM) only for short-sighted consumers, 𝐷 = 0. 
3) Set 𝜈∗ < 1 , which will sell products to two categories of consumers during the normal 
promotion period and the inventory clearance period. (Livestream strives to adopt a price 
reduction strategy for both types of consumers). 
Retailers may also adopt another pricing strategy, setting conditions (𝑝 < 𝑝 + 𝜃𝐴)to sell 
products to strategic consumers only in the second cycle, which is more difficult and risky for 
retailers to act, and is temporarily ignored. 
Consider the sub-problem of retailers with two live cycles, where impulsive short-sighted 
consumers only make purchases in the first cycle, i.e., 𝐷 =0. At the optimal solution of the sub-
problem, 𝑃∗ = (𝑝∗, 𝑝 ), 𝐴∗ . In order to ensure the success of the strategy, the price and live 
broadcast effort coefficient should be met: 𝑝∗ − 𝑝∗ − 𝜃 𝐴∗ < 0 . It fully illustrates that the 
retailer's profits in a single-cycle sub-problem and(𝑝∗, 𝐴∗)are better than 𝜋 (𝑃∗, 𝐴∗), and the 
profits for each sub-problem are as follows: 
 

𝜋 (𝑃∗, 𝐴∗) = (𝑝∗ − 𝑤)𝐷 + �̅�𝑆(𝑝∗ − 𝑤)(1 + 𝜃 𝐴∗ − 𝑃∗) − 𝑡𝐴∗ ,                         (14) 
 

𝜋 (𝑝∗, 𝑝∗, 𝐴∗) = (𝑝∗ − 𝑤) 𝐷 + 𝑝∗�̅�𝑆(1 − 𝜈∗) + 𝑝∗�̅�𝑆(𝜈∗ − 𝑝∗) − 𝑤(1 − 𝑝∗) − 𝑡𝐴∗ .     (15) 
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𝑝∗ > 𝑝∗ yields: 
 

𝜋 (𝑝∗, 𝑝∗, 𝐴∗) < (𝑝∗ − 𝑤)𝐷 + �̅�𝑆(𝑝∗ − 𝑤)(1 − 𝑃∗) − 𝑡𝐴∗                      (16) 
 
The demand of impulse consumers in the first cycle is expressed in both sub-questions: 𝐷 =
1 + 𝜃 𝐴∗ − 𝑃∗. 
Because 𝑃∗ − 𝑃∗ − 𝜃 𝐴∗ < 0, the retailer's profit in the live broadcast single cycle is higher than 
the profit on double-cycle sales, and the 𝐷 = 0: 
 

𝜋 (𝑃∗, 𝐴∗) − 𝜋 (𝑝∗, 𝑝∗, 𝐴∗) ≥ −�̅�𝑆(𝑝∗ − 𝑤)𝑃∗ − 𝑃∗ − 𝜃 𝐴∗ > 0                (17) 
 
For clarity, we have temporarily set the market size normalization to 1. Using Equation (7), in 
order to solve the optimal number of live cycles in the case of the retailer's optimal profit, two 
problems must be solved(𝜋 (𝑃, 𝐴), 𝜋 (𝑃, 𝐴)). But two possibilities of price reduction strategies 
(CWPM, CWPB) must be considered, and here there are three more sub-problems to be solved: 
SP, MP. So that we can write the optimization problem raised by equation (7) further down as 
follows: 
Total solution objectives: 
 

𝜋 (𝑃, 𝐴) = 𝑚𝑎𝑥{𝜋 (𝑝 , 𝐴), 𝜋 (𝑝 , 𝑝 , 𝐴), 𝜋 (𝑝 , 𝑝 , 𝐴)}             (18) 
 
SP solution target: Remember the retailer's sales in the first cycle: 
 

𝜋 (𝑝 , 𝐴) = max
,

(𝑝 − 𝑤)(𝜃A + 1 − 𝑝 ) − (1 − 𝑡) 𝐴                        (19) 

 
Constraints: 
 

𝜃A ≤ p ≤ 𝜃A + 1, A ≥ 0 
 
CWPM solution target: Retailers sell in two cycles, but optimize the conditions for all strategic 
consumers to buy in the second cycle. 
 

𝜋 (𝑝 , 𝑝 , 𝐴) = max
,

𝜌(𝑝 − 𝑝 )(𝜃𝐴 + 1 − 𝑝 ) + (𝑝 − 𝑤)(1 − 𝑝 ) − (1 − 𝑡) 𝐴     (20) 

 
Constraints: 
 

𝜃A + 𝑝 ≤ 𝑝 ≤ 𝜃A + 1, A ≥ 0, 𝑝 ≥ 0, 
𝛿(1 + 𝜃𝐴 − 𝑝 ) ≥ 1 + 𝜃𝐴 − 𝑝  

 
CWPB solution goals: impulse type and strategic type are purchased in two periods. 
 

𝜋 (𝑝 , 𝑝 , 𝐴) = max
,

𝜌(𝑝 − 𝑝 )(𝜃𝐴 + 1 − 𝑝 ) + 𝑝 (1 − 𝜈∗)𝑝 (𝜈∗ − 𝑝 ) − 𝑤(1 − 𝑝 ) −

(1 − 𝑡) 𝐴                                                                      (21) 
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Constraints: 
 

𝜃𝐴 + p ≤ 𝑝 ≤ 1 + 𝜃𝐴 − 𝛿(𝜃A + 1 − 𝑝 ), A ≥ 0, 𝑝 ≥ 0 
 
Next, Proposition 2 analyzes the optimal response mechanism of the retailer to any pair (w, t) 
of the platform oligarchy. 
Conclusion 2: When the manufacturer sets a low retail price w≤1 (when w>1, the retailer will 
choose A=0, p = 1 (or two-cycle p = 1), at which point the profit will be 0) and the support 
rate for the live promotion t, if 𝛿(1 + 𝜌) ≥ 1, the retailer's best response is as follows: 
Pricing strategy: 
 

⎩
⎪
⎨

⎪
⎧ 𝐶𝑊𝑃𝑀, 0 ≤ 𝑡 ≤ �̂�

𝑆𝑃 , �̂� < 𝑡 < 1 −
( )

𝑆𝑃 , 1 −
( )

≤ 𝑡 < 1

   , �̂� = 1 −
( )

                     (22) 

 
The corresponding MPTM decision result at this time(23): 
 

𝐴(𝑤, 𝑡) =
( )

( )( )
  

𝑝 (𝑤, 𝑡) =
( )( ) ( )

( )( )
  

𝑝 (𝑤, 𝑡) =
( )( ) ( )

( )( )
  

𝜋 (𝑝 , 𝑝 , 𝐴) =
( ) ( ( ) )

( )( )
                                                  (23) 

 
Conclusion 3: When the manufacturer sets a low selling price w\le1 (when w&gt;1, the retailer 
will choose A=0, p = 1  (or two-cycle p = 1), at which point the profit will be 0) and the 
support rate for the live promotion t, if 𝛿(1 + 𝜌) < 1, the retailer's best response is as follows: 
Pricing strategy: 
 

⎩
⎪
⎨

⎪
⎧ 𝐶𝑊𝑃𝐵, 0 ≤ 𝑡 ≤ �̂�

𝑆𝑃 , �̂� < 𝑡 < 1 −
( )

𝑆𝑃 , 1 −
( )

≤ 𝑡 < 1

  , 

 �̂� = 1 −
( ( )( ))

( )
                                                         (24) 

 
At this time, the corresponding CWPB decision result(25): 
 

𝐴(𝑤, 𝑡) =
( )( )

( )( ) ( )
  

𝑝 (𝑤, 𝑡) = (1 + 𝑤 +
( )( )( )

( )( ) ( )
)  

𝑝 (𝑤, 𝑡) = (1 + 𝑤 −
( )( )( )

( )( ) ( )
)  
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𝜋 (𝑝 , 𝑝 , 𝐴) =
( ) ( ( )( ) ( ) )

( )( ) ( )
                                       (25) 

 
Conclusions 2,3 are explained as follows: HERE CW stands for CWPB and CWPM: 
The choice (single pricing price or strategic price reduction) depends on the manufacturer's 
contribution to the live streaming effort, not the wholesale price. Specifically: when the 
manufacturer contribution rate exceeds the threshold we define, the retailer will execute a 
single price strategy, which is decreasing in the live effort efficiency parameter𝜃, increasing in 
the percentage of myopic consumers, and in the CMTB policy, the \delta value of the threshold 
is constantly decreasing, indicating that the strategic customer has patience, and the retailer 
prefers a single price to a strategic price reduction.  
 When a manufacturer declares a lower wholesale price and a high intention to work on live 
promotions (2(1+w)(1 − 𝑡) ≤ 𝜃 ), the retailer orders the maximum quantity D=1(𝑆𝑃 ) from 
the manufacturer, in which case the consumer's expected benefit increases due to the cost of 
the live promotion effort, and the retailer only needs to set the price as the lowest expected 
return they can get (𝑝 = 𝜃𝐴).  
 Retail store live promotion efforts in CW and 𝑆𝑃  are negatively correlated with the 
manufacturer's wholesale price, meaning there is a strategic alternative between the two 
decision variables. Simply put, it is a larger w that leaves less available revenue for retailers to 
live broadcast costs, and the next cycle of retailers' live broadcast effort support rate is 
increasing, that is, we are talking about strategic complementarity, which is the expected result, 
because the live support rate is stimulating retailers' live broadcast investment.  
 Regular prices (unique prices under 𝑆𝑃  and 𝑆𝑃 , first-cycle prices under CW) are all on the rise 
in manufacturer live promotion support, a result that follows the principle that the higher the 
consumer's willingness to pay, the higher the retail price. Live streaming promotion efforts 
have led to an increase in CWP, while support from manufacturers has boosted retailers' live 
streaming cost inputs. Under the second cycle stage of CWP, the discounted price is decreasing 
in the support rate t, which is a side effect of the live promotion on the CWP over time.  

4. Conclusion 

If there are enough highly patient strategic customers and live streaming promotional efforts 
that have a significant impact on the CWP, a single pricing policy will be applied. Under the 
single pricing policy, manufacturers pay retailers a third of what they pay for promotional 
efforts, which results in high spending on live promotions for retailers. So, to avoid being beaten 
by experienced and strategic consumers, retailers can induce them to buy at a premium, 
eliminating the prospect of price increases. The CWPM policy is optimal when most consumers 
are short-sighted and the live effect has little impact on the CWP, which includes charging high 
regular prices to myopic consumers with higher CWP and shifting all strategic consumers to 
the later stages. Under this pricing policy, the increase in the proportion of myopic customers 
has led retailers to increase their live streaming efforts to differentiate prices and capture more 
demand from myopic consumers during normal times. However, if there are enough strategic 
customers but less patient with the attitude towards advertising, and the impact of advertising 
on CWP is small, the company will sell its products to strategic and myopic consumers at an 
early stage with a lower price (CMTB policy). This article provides specific and precise guidance 
on when to adopt an SP or MP strategy, including CWPM or CMTB. Here, we show that in some 
cases, even though the market is made up of both myopia and strategic consumers, retailers are 
still more inclined to SP than MP policies. 
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