








S . CONSEQUENCES OF PRICING STRATEGIES =~ - -
- IN THE COMPREHENSIVE INNOVATION DIFFUSION MODEL

ELEMENTARY FEEDBACK STRUCTURE OF PRICING,
. .R&D BUDGETING AND SALES ~

The first step in the analysis of the model behavior is the investigation of the feedback
structure of pricing strategies, R&D budgeting, market entry time and the diffusion of
innovations (cf. Fig: 2). The central part of the ‘market module is an equation that
determines a company's sales volume per period through addition of innovative and imi-
tative purchases and therefore the diffusion of innovations (Bass 1969, Milling 1986).
Innovative purchases are calculated as the product of the coefficient of innovation (INC)
~ this:is'the fraction of innovators — and the number of potential customers (POTCUST).
Innovators buy a new product because they have a general interest in innovations: In
contrast, imitators. are influenced in their purchasing .decision -through the number of
customers who already bought the product, the so-called adopters. The imitators are
computed as the product of the. coefficient of imitation.(IMC), the potential customers
and the adopters. The coefficient of imitation (IMC) defines the probability that the
communication between adopters and potential customers — expressed through the term
(POTCUST*ADOPTER) - causes the purchase of a product.
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- ... Fig..2: Feedback structure influencing the diffusion process

The first loop describes the feedback relations between the sales of a.product, the
R&D process and the effect of relative competitive advantage. With an increasing num-
ber of sales.volume and a growing dollar volume of sales the R&D budgets and the size
of R&D personnel grow larger. By the way of enhanced higher technical knowledge this
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cause a stronger competitive advantage. The hlgher the 'sales volume, the better is the
resulting competitive position. That produces increasing coefficients of innovation and
imitation and finally leads to higher sales volume again. The sales oriented R&D budget-
ing strategies implemented and described here cause positive feedback (Maier 1992).

The second feedback loop shows the influence of pricing strategies on sales volume.
The actual price of a product is influenced by three factors. The first factor, standard
costs, is endogenous. The second and third element influencing the calculation of prices
-are exogenous: elements: the pricing strategy and the demand elasticity. Standard costs
are the basis for the calculation of the prices for each pricing strategy. They depend on
the. cumulative production of a product, influenced by the actual sales volume. Higher
cumulative production causes experience effects that reduce the standard costs and
therefore the basis for pricing, Lower prices themself affect relative price and improve
the effect of price on. the coefficients of innovation and imitation. Higher coefﬁments
again produce mcreased sales. :

The price level depends on the pncmg strategy. The model includes alternative pricing- -
pohc1es like (1) the strategy of myopic profit maximization, (2) the strategy of skimming
pricing or (3) a penetration pricing stratégy. Demand- elasticity determines the profit
margin for the first three strategies and therefore the pnce Feedback loop 3 shows the
effect of pricing on the dollar volume of sales. Higher prices cause, undef‘the assumption
of a constant sales volume, an increasing dollar volume of sales with all the conse-
quences on the R&D process, the technical know-how and' the market entry time as
shown in the first feedback loop.

BASIC BEHAVIOR OF THE MODEL

To show the results of the analysis, first a short description of the model capabilities and
the general assumptions of the model runs will be given. The model maps the structural
fundamentals of two competing companies — including all policies of pricing, budgeting
for R&D and corporate planning — as well as the structure of the markets of successive
product generations.

For the following analysis of pricing strategies, it is assumed that the initial situation is
identical for both competitors. At the beginning of the simulation, both companies have
already launched the first product generation into the miarket. Corporate R&D influences
the technical knowledge of actual and potential products. Through corporate R&D it is
possible to develop improved and substituting product generations. New products -are
introduced to the market if the technical know-how passes a threshold value. The
resources for research and development derive from older successful products The total
amount of resources spent on corporate research and development is calculated as a
- fixed percentage of dollar volume of sales.

This sales oriented R&D strategy = it is ‘activated in all model runs — produces posi-
tive feedback (Loop 1 in Fig. 2). With equivalent initial situation and the same set of
strategies both companies behave in an identical way for all product generations, except
some minor stochastic differences caused by the evolution algorithm modeling the R&D
process. If one company has a competitive advantage, e.g., through earlier market entry,
a concentration process will be initiated and continued that causes earlier readiness for
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market entry and increased sales for all successive product generatlons The competltors
with the advantage will improve continuously (Maier 1992). . o

CONSEQUENCES OF PRICING STRATEG[ES IN THE
S COMPREHENSIVE MODEL

The analysis of the followmg model runs w1ll show the impact of different pncmg strate-
gies on the process of R&D and the diffusion of an innovation. In the different model
runs the first company uses the. strategy of skimming price; altematlvely the competitor
uses skimming price strategy in the first.model run (basic run). In the second and third
strategy run he uses myopic profit maximization strategy and the strategy of penetration
prices. For all product generatlons the pricing strategles are the same. The demand elas-

ticity &£ = %~ has the value -2.
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Fig. 3: Dollar volume of sales for the different pricing strategies

Exhlbxt 3 shows the tlme path of the dollar volume of sales. for both competxtors in
different model runs. The superlor strategy is the penetration strategy of company 2. The
dollar volume of sales of firm 2 is nearly 44% higher than the first company's. The sec-
‘,ond best strategy is the. strategy of myopic profit maximization with a sales volume that
is only 2% lower than in the run with penetration pricing. Compared to the first com-
pany,.in this run the volume is 21% higher. Exhibit 3 also shows that in the case of
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skimming price strategy for both companies a relatively high' volume is reached. The d1f-
ference between the best strategy and the skimming price strategy is only 7%.

The variable market position gives an aggregation of a company's products market
share. Values greater than 1 mean that the market-position is better than that of the
competitor. Exhibit 4 the time path of the market-position is shown. Running the model
with a parameter set where both competitors use the strategy of skimming prices, there is
no effect on the market-posmon, the value is 1 for both firms durmg the whole simula-
tion. If the second company is running a strategy of optimal prices or penetration prices
it improves its market-position until period 30 respectively 32 — when firm 1 launches as
a pioneer the second product generation. Firm 2 loses market-position ‘caused by the first
firm's competitive advantage of early market entrance for the second product generatlon
After period 40 the second company-is able to improve its market-position again through
the better effect of price and the higher value of the multiplier of competitive advantage.
In period 56 respectively 58 both competitors launch the third product generation. Tak-
ing the changmg market-position as the measure for the quality of a strategy one can
state that again the strategy of penetration pricing is the best.
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Fig. 4. Market position for the different pricing strategies

Looking at cumulative profits the result is different. In the basic run of the model,
where both companies are using a sklmmmg price strategy, cumulative profits reach the
highest level. The second best solution in terms of cumulative profits is the strategy of
'optimal prices. After period 110 the second firm passes the first company and finally
reaches a value that is only 9% lower than its cumulative proﬁts in the basic run. Run-
ning the model with company 2 using the strategy of penetration pricing the first com-
Ppany is leading nearly almost period 120. At the end of the simulation, company 2 makes
up the first firms small advantage. The final level of cumulative profits is 24% lower than
in the run with skimming prices.
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is. the readiness for market entry. The companies
launch new products if the technical know-how incorporated in a product exceeds a
critical value. In the basic run of the model both firms introduce their second product
generation to the market at peried 29; the third product generation follows in period 55.

The model runs clearly show that pricing strategies have an impact on market entry time
(Fig. 6). In the case of the profit maximization strategy the second firm's dollar volume-
of sales is lower than the first firm's. That causes — compared to firm 1 — lower R&D
budgets and personnel, consequently reduced R&D volume and intensity and less techni-

cal know-how. This finally produces the delay in market entry time for the second prod-
uct generation shown below. , ,

product generation 2

product generation 3
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Fig. 6: Consequences of pricing strategles on market entry time

Although the ﬁrst firm has a competltlve advantage resultmg ﬁ'om lts earlier market
entry, firm 2 realizes — due to the higher effect of price on the coefficients of innovation
and imitation — an increasing sales volume (see Fig. 3). Considering the third product
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generation, the second company's higher sales volume allows it to make up the first firm's
advantage in market entry time. In comparison to the basic run of the model, there is a
delay in the readiness for market entry for both firms. From this point of view, the
skimming price strategy is the superior one, followed by the strategy of myopic profit
maximization and penetration pricing. o :

The last analysis shows that the results of the simulations and the profitability of a
strategy varies with initialization or parameterization. Under the assumption of skimming
price strategy for firm 1 and penetration price strategy for firm 2 the model has been run
with changed demand elasticity. Figure 7 summarizes the results of the different runs
were demand elasticity & varies from -3.2 up to -1.2.

Cumulative Profit Ratio
- Firm 2:compared to Firm 1

Fig. 7: The impact of different demand elasticities on relative cumulative profit ratio

Due to the different profit margins — resulting from myopic profit maximization that is
the basis for price calculation — the use of the absolute value of the cumulative profits is
not appropriate. For the evaluation of the runs, the relative cumulative profit ratio is
cum. profitsfirm 1 - cum. profits firm 2 B

um. proi cum._profits .-100 |. . The exhibit shows,
cum. profits firm 1

that with increasing demand elasticity the initial disadvantage of the second company but
also its chance of gaining an advantage rises. In the case of lower demand elasticities
(&> -2) firm 2 has a diminishing but still existing disadvantage during the whole simula-
fion. Sy DD BUIH L 2 _ L

computed as (

366 - SYSTEM DYNAMICS '93




 CONCLUSIONS FOR PRICING -

The model runs have shown that the judgment of strategies depends on the objectives of
a company. If a firm wants to enhance its dollar volume of sales or the market-position,

the strategy of penetration pricing is the superior one; but in terms-of sales volume there
is only a marginal difference between profit maximization and penetration pricing strat-
egy. Viewing cumulative profits and the readiness for market entry the strategy of
skimming prices is the best. The evaluation of an optimal strategy is not possible. The
outcome of a strategy and therefore the choice of a strategy depends on to many factors
that influence the diffusion process.

The results show clearly the relativity of the judgment of strategies. Neither optimal
solutions nor generally valid solutions can be found. Optimization algorithms must fail.
The model must always fit the unique characteristics of the problem under investigation.
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