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NESPRESSO

CitiZ Platinum

Finish

Platinum

SELECTCOLOR

Stainless Steel

$299.99
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Lattissima One

Finish

Standard

SELECT COLOR
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Shadow Black

$399.99

Creatista Pro

Finish

Standard

SELECTCOLOR

Brushed Stainless Steel

$849.99
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CHANEL

HAUTE COUTURE FASHION HIGH JEWELLERY FINE JEWELLERY

WATCHES EYEWEAR FRAGRANCE MAKEUP SKINCARE

EVENING BAG

Imitation Pearls & Gold-Tone Meta
White & Black
RHof. AS3771 B10869 NNEQ3
Store Locator ROLEX

DIMENSIONS
With its timeless aesthetics, functions and rich history, the Datejust is a watchmaking

11x17x 7cm(in)
icon and one of the brand’s most recognizable watches.

VARIATIONS (4]

---------
-------

CONTACT US

DISCOVER MORE CREATIONS IN BOUTIQUES (7))




_. Delwerto Dizgo ) e Hello. Diego Retumns 0
a@;on Al deartoamns slippers suede Q SN Account & Lists - & Orders -\J

© Cambridge 02142

— All Mother's Day Gifte  Medical Care ~  Best Sellers Amazon Basics Fashion Groceries = Books KindleBooks  Livestreams Amazon Business = Pharmacy  Buy Again Handmade — Howusehold, Health & Baby Care Shop By Interest Subscribe & Save  Fet Supplies Diego's Amazon.caom  Caupons  Custamer Service Sell  GiftCards =  Amazan Home  Today<Deals  Audible

1-48 af 416 results for "dearfoams slippers suede Surt by Featured

Expand all . . .
S The American Brand Best in Comfort Since 1947

Shop Beasfcams »

Eligible for Frea Shipping e
Delivery Day v
Prime Try Before You Buy e
Department v Dearfazms Womenr's Fireside Sydaey Shearling Dearfoams Women's Rehaeca Chentlie Closed Fireside by Dearfoams Wamen's Greta shaarling
Far Indoor/Outdaar Scuff SIpper with Wide. . sack Slipper Incoor/Gutdanr Clag Slipper
wWWE Y 16,279 Wi 37,539 Wi w325
Customer Reviews W prame ‘prime prime
Spvnred @
Amazon Fashion v Results
Price and other details may vary besed on product size and wolor.
Brands v
Price v
Deals & Discounts v {% <
‘Q} .‘/ -
Women's Shoe Size v —_—— e
Color v
Women's Shoe Width v 8 wlors/patters @ ® (X X N X X B @Y K N Ko PO TS Q
Spancaed B Dearfoams Dearfoams Dearfoams HomeTop

Shoe Outer Material &z Dearfoams Men's Bradford Suede Closed Toe Men's Brendan Indoor/Outdoor Women's Firesice Cairns Shearling Women's Classic Microsuede Memory

Women's Gifts for Mom Cute Cozy Indoor/Qutdoor Scuff Slipper Breathable Memory Foam Clog Hous... Easy on/Off Slide Sandal Slipper Foam Slippers Durable Rubber Sole...

Mothers Day Mama Bear Slipper wofrdededs < 1,294 Yedrde feofs v 15,536 * A ddrir -3178 Wik f: - 12,633
Shoe Heel Height v fre i A ¥ v 18,427 S0+ bought in past month 50+ bought Ir oast monta 50+ bought In past manth §99
50+ bought In past menth - : . 2 1 >
¢ o Click to see price Click to see price "335' LisT 286 Ioln Brime ta buy this item at 519,74
Clasure Type > 24 FREE dellvery Mon, Apr Z8 cn $35 of ltems  FREE delivery Mon, Apr 29 on 535 of ltems FREE delivery Mo, ApF 29 on 535 of itams  FREE delivery Mon, Apr 29 ¢ $35 of Items
o shipped by Amazon shipped by Amazon - :
FRCC delivery Mon, Apr 23 on $35 cf items Or fastest calivary Wednesd Gttt ke te s <nipped by Amazan shipped by Amazon
znlpped hy Amazar -y o X Or fastaest dellvery Tomorrow Or fastest celivery Wednesday

Speclal Features v Or fastest delivery Tomommow



These Practices Open Up For Debate...
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Home > Featured Blogs > Should You Make Your Prices Public on Your Website?

Should You Make Your
Prices Public on Your
Website?

Lisa Singer, VP, Research Director DEC 4 2019

An increasing number of B2B organizations are including product pricing on their
website. Although this approach can have many benefits (e.g. shorter sales
cycle, more productive sales reps), it may not be appropriate for every offering. If
you're thinking about making your pricing public, consider the following six

elements before making your decision:

e Your
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When You Should (and Shouldn’t) Publish Prices
on Your Website

Home > Featured Blogs > Should Yo
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“I hate leaving money on the table.”

If you haven't said it, you've certainly thought it at some point or another.

And I'm totally with you: I don’t want to leave money on the table either. And

one way to do that is to publish your prices on your website. Or is it?

I've been asked a lot lately why some consultants publish prices on their
websites, and others don't. I certainly can’t speak for them, but there are
several reasons why someone might do one or the other, and several questions

you should answer to figure out the best approach for yourself.

Yy S
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When You Should (and Shouldn’t) Publish Prices
on Your Website

MARKETING | 3 MIN READ

Embrace the Controversial:
Why You Should Publish
Pricing on Your Website

“I hate leaving money on the table.”

If you haven't said it, you've certainly thought it at some point or another.

And I'm totally with you: I don’t want to leave money on the table either. And
Written by Doug Kirk

one way to do that is to publish your prices on your website. Or is it?

I've been asked a lot lately why some consultants publish prices on their

One of the most controversial decisions for almost any business owner is whether to websites, and others don’t. 1 certainly can’t speak for them, but there are

post pricing information on their website. Invariably, business owners are inclined to several reasons Why someone might do one or the other, and several questions

keep this information off the website (this is not true for pure commodity driven sites, you should answer to figure out the best approach for yourself.

such as car rentals or hotels, of course, but for B2B services such as consultants,

accountants, translators, and high end B2C items).

But why is this the case even though it's perhaps one of the most important pieces of AL

: . e ———— e e = : e -
data in the buying cycle? e o e T
- M.:‘?"‘f"_": =1 = .

we're here to say and show (in detail) that this is a huge mistake! If there is one thing

that every buyer wants to know, it's “What is this going to cost me?”

So, why won't people put price on their
website?
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Posted by u/miKeLoWrEy 3 years ago

ELI5: Why Do Some Brands Hide or Don't Show The Price Tag
of Their Products or Services?

Other

Companies such as Richard Mille, Rolex, Rolls Royce and many more don't show the
price of their products on their websites. I understand that luxury is something that
most people can't afford, and for those who can afford it, usually the price tag does
not matter. [ just find it interesting that some brands like Louis Vuitton, Gucci, and
Polo Ralph Lauren show their prices on their websites, while other luxury brands
don't. Is there a psychology behind this or are there brands just trying to lure in
customers who are actually capable purchasing their products?

(:] 5 Comments /% Share [j save <& Hide D Report 70% Upvoted

Quora Q Search for questions, people, and topics

Why do sales assistants hide price tags for luxury bags?

Ad by Grammarly
Save time, edit fast.

Compose bold, clear, mistake-free writing with Grammarly's Al-powered writing assistant.

[ Download
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Its very psychological why they do it.

Luxury products ain't for just super rich people. They are for rich people and even for
middle class people who can once in a while afford luxury.

When you place the price tag out in open -
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The Fight Over Who Sts Prices  the

SMALL BUSINESS STRATEGY Online Mall

Should I Put My Prices On My
Website? Boemsaice S 3

By Brad Stone
Pia Silva Former Contributor @
Follow

Feb. 7, 2010

Where’s the price?

™
L. |

e On some pages of e-commerce sites selling products like
Follow this author to stay notified
(O This article is more than 3 years old. about their latest stories. teleViSiOnS, dlglta‘l cameras and jewelry’ a critical piece of
Got it! information is conspicuously missing: the price tag.
TWEET THIS
) Pricing transparency immediately weeds out bargain shoppers, which To see how much these items cost, shoppers must add the
918 pRdplehm-DDEIERrestad N WODng W, merchandise to their shopping carts in effect, taking it up to the

virtual register for a price check.

| establish my pricing based on what | believe our services are worth

%W and what | want for it, regardless if that price is perceived as expensive o . ,
Ar ineynensive The missing prices are part of a larger battle sweeping the world of
e-commerce. Wary of the Internet’s tendency to relentlessly drive

down prices, major brands and manufacturers and now, book
publishers are striking back, deploying a variety of tactics and
tools to control how their products are presented and priced online.




Different Views...

YES, HIDE PRICES
» “sticker shock”, prices are painful, scare customers away

NO, DON’T HIDE PRICES
» own the price conversation
» transparency, annoyance, hassle costs
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$2000

®
$2000

Immediate delayed ¢isclose earlier?

®
$2000







Overview of Talk

1. Related Work
* our question has not been directly studied

 ambiguous effects



Overview of Talk

1. Related Work
* our question has not been directly studied
 ambiguous effects

2. Fleld Experiments

e exploratory



Overview of Talk

1. Related Work
* our question has not been directly studied
 ambiguous effects

2. Fleld Experiments
e exploratory

3. Discussion and Lab Experiment
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» Price “obfuscation” = “an action that increases the amount of time that consumers must
spend to learn a firm’s price” (Ellison and Wolitzky 2012)
» Ellison and Ellison (2009), Ellison (2006), Branco et al. (2016), Piccione and
Spiegler (2012), Gabaix and Laibson (2006), Chioveanu and Zhou (2013)
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THEORY
» Price “obfuscation” = “an action that increases the amount of time that consumers must
spend to learn a firm’s price” (Ellison and Wolitzky 2012)
» Ellison and Ellison (2009), Ellison (2006), Branco et al. (2016), Piccione and
Spiegler (2012), Gabaix and Laibson (2006), Chioveanu and Zhou (2013)

EVIDENCE
» Reputation and transparency
« Chiles (2021), Seim et al. (2017), Dertwinkel-Kalt et al. (2020), Lee and Han (2002)
- ...Firms stand to benefit through obfuscation / hidden fees / shrouding / price dripping
» Morwitz et al. (1998), Hossain and Morgan (2006), Brown et al. (2010), Xia and
Monroe (2004), Blake et al. (2021), Santana et al. (2021), Bertini and Wathieu
(2009), Chetty et al. (2009), Goldin and Homonoff (2013)




Academic Background...

THEORY < Orig

» Price “obfuscation” = “an action that increases the amount of tt = Tag
spend to learn a firm’s price” (Ellison and Wolitzky 2012) |

 Ellison and Ellison (2009), Ellison (2006), Branco et al. ( : $:g

Spiegler (2012), Gabaix and Laibson (2006), Chiovean
« Search costs
- Boundedly rational consumers
EVIDENCE
» Reputation and transparency
» Chiles (2021), Seim et al. (2017), Dertwinkel-Kalt et al. (
- ...Firms stand to benefit through obfuscation / hidden fees / s
» Morwitz et al. (1998), Hossain and Morgan (2006), Bro
Monroe (2004), Blake et al. (2021), Santana et al. (2021

(2009),|Chetty et al. (2009)| Goldin and Homonoff (2013)







Another form of price obfuscation

Price Negotiation or Huggling

*  No opportunity to price discriminate

Busse et al. (2017), Atefi et al. (2020), Jindal and Aribarg (2020), Allender et al. (2021)

“..well, how much ya got?"
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* Not “hiding” an extra charge: shipping * No opportunity to price discriminate
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Another form of price obfuscation

Drip Pricing Price Negotiation or Huggling

* Not “hiding” an extra charge: shipping * No opportunity to price discriminate
COStS taxeS add'OnS Busse et al. (2017), Atefi et al. (2020), Jindal and Aribarg (2020), Allender et al. (2021)

» Consumers can neglect the entire price?

- Consumers won’t buy without

knowing the price!

« Miscalculations

* There is nothing to calculate!

“..well, how much ya got?"
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DOES IT AFFECT REAL PURCHASE BEHAVIORS?
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(1) Experiment: Delaying Prices in the Online Store

Prices delayed until the next logical step (?)
2 conditions In the category page:
Products with prices
Products without prices

a consumer has to click on the product

goes to the product page and the price Is revealed
Web-splitting A/B experiment
50% of traffic randomly directed to each condition

track purchases



(1) Experiment: Delaying Prices in the Online Store
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(1) Experiment: Delaying Prices in the Online Store

Randomized controlled experiment...

Sales;; = a+ BDelay Prices + 0: + €; 4

Outcome:

purchase rate, unit sales, dollar revenues



(1) Experiment: Delaying Prices in the Online Store

Probability Daily Log Daily Log Daily
Purchase Units Revenue
Delay Prices 127 ** 160 ** 426 *
(.048) (.075) (.245)
Constant 825 *** 1.205 *** 3.506 ***
(.039) (.053) (.173)
Observations 126 126 126

Takeaways
delayed price disclosure (vs. immediate price disclosure)
INncreases e-commerce sales
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(2) Experiment: Delaying Prices in Physical Stores

Again...nhow to operationalize a price delay?
Possibllities:
Rotate the price tags
Unfold to reveal the price
Check prices at register
Ask a salesperson, “Please wait here...”
Print new tags without prices
Same tags (product title, product description) but no price
Caution! This intervention is costly! Implementation costs, labor
costs, salesforce face more inquiries...
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(2) Experiment: Delaying Prices in Physical Stores

Cross-over design
Literature: Fisher et al. (2018); Hainmueller et al. (2015); Jones and Kenward (2003)

stores allocated to the same treatment
stores rotating treatments

stores not treated
(stores pre-selected to be similar and distant from each other)

4 treatment conditions:
ALL prices delayed vs. CONTROL
LOW prices delayed, HIGH prices delayed



(2) Experiment: Delaying Prices in Physical Stores

Estimate a fixed-effects model isheret al., 2018)

SGZGSS,C’t — (X -+ leAll,s,c’t + fYQH/I:gh's,c,t + 73L0ws,c,t - 515 =+ 58,0 T €s,c,t

Outcome:

purchase rate, unit sales, dollar revenues
unit of analysis: sales at the store x category x date level



(2) Experiment: Delaying Prices in Physical Stores

Consistent with the < -
e-commerce . BB
experiment! E
& o - e L s
Takeaways -
delaying ALL prices -
increases store sales (vs. i DV-Expensive OVeCheap

immediate disclosure) Revenues NN Units




(2) Experiment: Delaying Prices in Physical Stores

Takeaways
delaying HIGH prices
Increases sales of
expensive products
“sticker shock” effect

Point Estimate

v S
All-DPD High-DPD Low-DPD
DV=Any DV=Expensive DV=Cheap
Revenues B Units




(2) Experiment: Delaying Prices in Physical Stores

Point Estimate
0
|

Takeaways o

delaying LOW prices o
All-DPD High-DPD Low-DPD
decreases sales of DV=Any DV=Expensive DV=Cheap
Revenu BN Uni
cheap products = 2
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> How to operationalize a delay?
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e [reatment: emall shows products without prices

* Prices revealed if you click and visit the product page



(3) Experiment: Reaching Out to +700K Customers via Email

> Company sends emails to the client base
> 1/day during 7 days
e [rack user purchases during 7 days
» Different products in the email
> How to operationalize a delay?
e Control: email shows products with prices

e [reatment: emall shows products without prices

* Prices revealed if you click and visit the product page

> Email communicates PROMOTIONS (products at discounted prices)



(3) Experiment: Promotions — Guiding Example

WOMEN MEN KIDS BABY UNISEX WOMEN MEN KIDS BABY UNISEX

LIMITED-TIME OFFERS LIMITED-TIME OFFERS

END TONIGHT! END TONIGHT!

These deals end tonight, so don't wait to spruce up These deals end tonight, so don't wait to spruce up
your wardrobe for less. Save on high—quality wear-now your wardrobe for less, Save on high—quality wear—now
essentials starting at $9.90. essentials starting at $9.90.

100% PREMIUM LINEN

B | .

100% PREMIUM LINEN

s?‘
P& ,
& o
e
N \
XAS-XXL XS-3KL XAS-XXL XS-3xL
100X Premium Linen 100X Premium Linen 100X Premium Linen 100X Premium Linen
Long-Sleeve Shirt Long-Sleeve Shirt Long-Sleeve Shirt Long-Sleeve Shirt
$29.90 s32.90 $29.90 $39.90
ENDS TONIGHT ENDS TONIGHT ENDS TONIGHT ENDS TONIGHT

l

immediate price disclosure
“deals” with prices and discounts

Premium Linen Long-Sleeve Shirt

% % % k¥ 4.4 500 11 evaws)

Trs refreanne beauty of 1003 linsn matada, Fxquisha daals for 5 nshad ook

Peoduer 1D 452057

delayed price disclosure
“deals” without prices and discounts

[

Height:5 11"/181cm

Coler: 61 ELUE

) I
mm
Size: UNISEX M

| [ | [T ] o] o]

MySize ASSISET Treck your recomme-ced 5n ]

ae! o AI ‘“.ﬁ!;:"n cw

$29.90

Loritad=-Tems Ot ol S04

Duantity

|;1 £
N ok
AD0 TO CART ‘ <

Store stock status

You can check store stosk stabus hare,




(3) Experiment: Reaching Out to +700K Customers via Email

Randomized controlled experiment...

Sales; s = a+ BDelay Prices + €;

Outcome:

purchase rate, unit sales, dollar revenues
unit of analysis: user level



(3) Experiment: Reaching Out to +700K Customers via Email

Probability Per-User Log Per-User Log
Weekly Purchase  Weekly Units  Weekly Revenue
Delay Prices -.297 *** -.002 ** -.017 ***
(.035) (.000) (.002)
Constant 2.608 *** 019 *** 136 ***
(.026) (.000) (.001)
Observations 771,583 771,583 771,583

Takeaways

delayed price disclosure decreases purchases for promotions







2 Takeaways and 1 Question

1. Timing the price Is an important research question

(managerial/theory)
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2. Timing the price is economically impactful



2 Takeaways and 1 Question

1. Timing the price Is an important research question
(managerial/theory)
2. Timing the price is economically impactful

3. What might explain these findings?



Overview of Experiments

Experiment E-commerce Physical stores Email promotions
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Overview of Experiments

Field 1 Field 2 Field 3 Lab 4

Online Store Physical Stores Email Newsletters Online Store

AFFECTS REAL PURCHASE BEHAVIORS THEORY?
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Theory — Price Expectations

1. A price delay amplifies price expectations

2. Expectations tend to be pessimistic...But depend on the context

> Predictions: oroduct is MORE
1. delay leads to upward expectation: attractive to buy
y P P / when the price is

e positive discrepancy: Expected $$ > Actual $$ revealed!

2. delay leads to downward expectation:

product is LESS

attractive to buy

when the price Is
revealed!

e negative discrepancy: Expected $$ < Actual $$ \




Overview of Experiments

Experiment

Which prices
are delayed?

Results?

How does it
shift price
expectations?

E-commerce

all prices

INncreases
sales

all prices high prices

INncreases
sales

Physical stores

INncreases
sales

low prices

Email promotions

all prices
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Theory Evidence 1/2: Expectations tend to be Pessimistic

“Imagine you were shopping for a [oroduct| and ... can't see the price yet ... If

you had to guess, what would you expect it to be?

Participants answered on a 7-point scale relative to the average price (AP)
they provided initially. The scale ranged from 1 = “The price on the tag is

much lower than [AP],” to 7 = “The price on the tag is much higher than [AP].”



Theory Evidence 1/2: Expectations tend to be Pessimistic
1. MTURK participants are shown an

Baseline Results Image and asked to estimate the

B Lower than IRP W Equalto ERP M Greater than IRP

average price

45.04%

39.75% 2. They answer for 10 items (categories)
3. If prices are not shown...Do you
expect prices to be below, equal, or

above your [XX] average?

15.21%

4. 15% believe it will be cheaper vs.

40% Dbelieve it will be more expensive
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Theory Evidence 2/2: Delay Amplifies Expectations

3 contextual conditions (baseline, high, low) x 2 price conditions (immediate, delay)
o Step 1: participants are asked reference price for an espresso machine
o Step 2: contextual information of the retailer (Baseline vs. Premium vs. Cheap)
o Step 3: select preferred option from 12 alternatives
 Predictions:
% Baseline or Premium -> Expect Higher Prices -> BUY!
X Cheap -> Expect Lower Prices -> DON’T BUY!
o« Step 4. [Prices are revealed]

 Dependent Variable (willingness to purchase) and Mediator (expectations discrepancy)



Theory Evidence 2/2: Lab Experiment

Dependent Variable, we asked: “If you were to purchase an espresso machine,
how likely would you be to purchase the one you selected?” (1 = “not likely at

all,” and 7 = “extremely likely”).

Mediator Variable, we asked: “Is the price of the option you selected cheaper,
about the same, or more expensive than what you would expect it to cost?” (1 =
“the price Is much lower than what | would expect it to cost,” 4 = “the price is
about the same as what | would expect it to cost,” 7 = “the price is much higher

than what | would expect it to cost”).
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Theory Evidence 2/2: Lab Experiment

expected a

HIGHER price .\

price delay

INncreases sales

price delay
decreases sales
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O Delayed Price Disclosure
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expected a
LOWER price

4

Lab experiment
replicated the main
effect on purchase

behavior
Effect iIs mediated
by discrepancy In

price expectations

Moderators...
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Managerial Implications

> For businesses:
* understand customers’ price expectations
* context can attenuate or amplify expectations
 Implement price delays when you can bring “positive surprises”
* pbranding implications
> Extensions:

* short term vs. long term effects

* frequency of purchase, loyalty
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Final Thoughts

> Personalization:
e customize the delay
> Policy:
* which customers are under-buying or over-buying?

* a price delay can be a beneficial friction?
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