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ARTICLE INFO ABSTRACT

Keywords: Enlightened by popular online business practices emerging in recent years, we aim to investigate
Advance selling a problem involving a flipped procedure in contrast with traditional advance selling, which is

Newsvendor problem
Pricing
Ordering policy

referred to as “reverse advance selling” (RAS) in this paper. We consider competition and in-
formation asymmetry in the market and discuss how they affect the decisions in reverse advance
selling. We propose two models to evaluate the benefits of RAS and to characterize the conditions
that optimize the pricing and ordering policies for retailers under competition. Furthermore, we
examine the impact of factors such as market share, online review, and waiting time and provide
insights for retailers to make decisions. The results demonstrate the advantage of adopting RAS
when retailers or customers face uncertainty and it is beneficial to update review information.
This paper also finds that market share positively affects the profit as well as the ordering
quantities of the retailer, while online reviews have opposite impacts on its discount and ordering
decisions. The results can guide retailers to make flexible ordering plans that better cater to
market demand.

1. Introduction

As an effective measure to match demand and supply in markets, advance selling has been adopted by numerous retailers to
improve profits in uncertain environments by extending the selling season [1-3]. Generally, two stages are included in traditional
advance selling (TAD): an advance selling period followed by a regular period as needed [4]. It has been widely applied in online
business to reduce risks for retailers. Meanwhile, customers can suffer from a lack of information when they commit orders in advance
selling [5,6]. They also find it difficult to distinguish the product quality from numerous sellers who can easily manipulate presenting
themselves online, intensifying the information asymmetry as a result [7]. TAD is characterized by a big time lag between purchase and
product delivery. Existing research has shown that as perceived waiting time increases, customer satisfaction decreases [8]. Owing to
the convenience of e-commerce, a great number of vendors enter the market readily and the competition is strengthened. The
advantage of a monopolistic retailer can be challenged as its competitors sell substitute products with less waiting time, hence it takes
the risk of losing customers who are impatient or information sensitive.

These challenges have driven the emergence and popularity of new business practices in recent years. For instance, many retailers
launch a spot period before an advance selling period to mitigate their anxiety about inventory risks under uncertainty. Since this
mechanism flips the process in contrast to traditional advance selling, it is termed “reverse advance selling” (RAS) in this paper.
Launching a pilot spot selling beforehand allows consumers to share product information and helps to mitigate information symmetry.
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For instance, during Singles’ Day (the annual online shopping festival) in China in 2021, sales revenues of Tmall and Jingdong (famous
online shopping websites) through advance selling sum up to 186.3 billion RMB. Since a large number of retailers on the websites
offered attractive discounts or coupons, the demand became highly uncertain, and therefore many of them instituted advance selling to
handle these challenges [9]. Most products available for advance selling were not newly released and had a spot selling record before
this festival, hence this practice could be considered as a RAS problem. In addition, many retailers managed the spot price and the
supply quantity deliberately before advance selling to highlight the advantage of the festival policies. This behavior also demonstrated
the connection between the preceding spot selling and the followed advance selling during Single’s Day. To this end, it is valuable to
discuss further how to optimize the decisions by correlating the two periods. The products covered broad categories and many
well-known companies, such as Uniqlo (clothing), Nike (shoes), L’OREAL (cosmetics), and SIEMENS(electrical). Another example is
the innovation in e-commerce induced by the boom of live streaming and social network. Taking advantage of the great impact of
influencers and the interactive nature of live streaming, live e-commerce become eye-catching recently in China [10]. Normally a host
introduces products with discounts passionately and creates an atmosphere of impulse purchase. Consumers are free to join a live
streaming chosen from thousands of them, thus it is difficult to know the exact demand of one channel. If the spot products are sold out
during the event, an advance selling period may follow as needed. This action includes a series of intertemporal decisions on pricing
and ordering problems to be better off. Beyond the above examples, the RAS mechanism has also become popular on a lot of occasions
when both buyers and sellers need to handle uncertainties.

The RAS mechanism, which is a case of the newsvendor problem, is still a new research area to our best knowledge. Several
innovative characteristics of our RAS mechanism distinguish it from other newsvendor models. In the first place, RAS has two ordering
opportunities and the quantity in the first period affects the pricing and ordering decisions in the second period, by contrast, the TAD
only involves one ordering decision that is not directly related to the following pricing. Therefore, RAS not only flips the process of
advance selling, but also changes the decision pattern. Second, RAS is superior in mitigating information asymmetry with online
reviews starting from the first period, while TAD only enables information sharing in the second period. RAS is more suitable for
retailers targeting customers with higher information requirement and less patience. To this end, it is important to figure out how
online reviews during the spot period mitigate product uncertainty for subsequent customers and encourage them to preorder. Third,
RAS integrate the impacts of information asymmetry and competition by considering the comprehensive demand shifting from
competitors caused by online review, waiting time, and discount. In this paper, we model the decisions of a retailer in the RAS
mechanism and seek to answer the following questions. On what conditions can a retailer benefit from applying RAS under compe-
tition? How to optimize the ordering quantity of the first period if a retailer has a plan to advance sell in the second period? Given the
ordering quantity in the first period, what are the optimal ordering policy as well as the discount in the advance selling period? How do
external factors such as product reviews and market share impact the decisions of a RAS retailer?

This paper is organized as follows. Section 2 offers a brief review of the relevant literature. In section 3 we present the base model
and two models of reverse advance selling. Section 4 analyzes the properties of discount and order quantity for advance selling so that
we can compare the two models to the base model and characterize conditions to optimize expected profits from the models. In
addition, we evaluate the impact of factors such as customers’ online reviews and retailers’ market share. We also provide numerical
examples to illustrate our main conclusions. We present conclusions and avenues for future research in section 5.

2. Literature review

Our work is closely related to the literature in three streams: basic decisions of advance selling, advance selling with competition,
information asymmetry and waiting time, and backorder problems.

Ordering and pricing policies have been attractive topics for research in advance selling [11,12]. An ordering policy is the
fundamental decision of advance selling that coordinates upstream supply vendors and downstream demand to reduce risks [13].
Advance-booking discounts emerge as the optimal pricing policy in a number of economic environments where the aggregate level of
demand is uncertain [14]. Wang et al. [15]discuss the pricing and ordering decisions when the firm faces price-dependent stochastic
demand and has the option of purchasing option contracts. Tang and Yin [16] examine how a retailer should jointly determine the
order quantity and the retail price of two substitutable products under fixed or variable pricing strategies. To handle the uncertainty
such as the valuation and behavior heterogeneity from customers, demand forecast is adopted by firms to be better off [17]. Moe and
Fader [18] correlate the data from advance selling and post-launch periods and form two customer groups of different behavior to
forecast the demand in spot selling. In contrast to these studies, RAS involves two correlated ordering decisions throughout two periods
while most previous literature only makes one ordering decision in the second period. Additionally, the ordering policy in the first
period affects the subsequent price in the next period in our models but they are independent in Tang et al. [19].

A lot of papers explore the benefits of advance selling under a setting of a single firm [4,20,21]. Dana [22] demonstrates that
price-taking firms may offer an advance purchase discount in a perfectively competitive market and can neither benefit nor are harmed
by it Tang et al. [19] and Ma et al. [23] adopt an advance booking discount to attract customers from the competitors and find the
discount increases with the competitiveness represented by market share. They believe that advance selling can improve a retailer’s
profit, but Cachon and Feldman [24] argue that this advantage may not hold because competition in the spot period is likely to force
firms to lower advance period prices, which is not favorable to profits. Ma et al. [25] demonstrate that the market power of a
manufacture and the risk averse consumers affects the benefit of advance selling. Xue et al. [26]analyze the competition and infor-
mation asymmetry in selling strategies, find that the supplier prefers advance sale when facing competing retailers with private in-
formation. These papers discuss the decisions and benefits in various settings of competition combined with factors such as attitudes
and valuation of customers and find different conclusions of advance selling. Hence, it is valuable to explore the comprehensive impact
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of competition with additional elements. This paper sets a competition structure similar to Tang et al. [19] and Ma et al. [23]. But we
assume the demand shifting from the competitor is caused by information sharing, waiting time, and discount. By contrast, Tang et al.
[19] and Ma et al. [23] believe it is mainly decided by the discount.

Prior literature finds that the benefits of advance selling can be affected by factors such as online reviews and customers’ patience to
wait. Su [20] demonstrates that the patience to wait affects the price sensitivity of customers and the seller’s revenue consequently.
Zhao & Zhang [27] believe that online reviews deliver valuable information for subsequent consumers and affect the pricing decisions
of sellers. Information shortage in advance selling can damage their interests by inducing more variation in valuation. In other words,
information can encourage customers to behave more actively in advance selling. Loginova et al. [28] find that experienced customers
are more inclined to preorder because they already collected knowledge about the products. Wu et al. [29]explore whether firms
should advertise the advance ordering opportunity when facing strategic consumers. The RAS mechanism allows customers to share
experience to mitigate uncertainty for subsequent buyers in contrast with traditional advance selling.

The RAS mechanism conforms to the definition of Fay and Xie [30] as advance selling, but the process of launching the advance
selling period after a regular spot sale period is easy to be confused with a backorder problem. However, they are different in the
following aspects. First, most of the backorder problems focus on inventory management interacting with upstream suppliers [31,32],
whereas RAS put more attention on satisfying the downstream demand. In particular, the advance selling period of RAS normally
doesn’t induce inventory problems and shortage costs. Second, the backorder mechanism seldom involves intertemporal pricing for
customers in different periods [33,34]. Although some research in this line includes pricing offered to retailers, they normally target
different stages of a supply chain in contrast with advance selling [35]. Even if Abad [36] sets a discount backorder for customers, he
does not connect the price with demand, which is different from our research. Third, our research shows that a retailer should order
fewer products than the standard spot newsvendor model if it has the plan of launching advance selling afterward. Therefore, the RAS
mechanism is different from a backorder problem in various aspects.

Our research contributes to the literature of advance selling under competition and information asymmetry in the following as-
pects. Initially, it explores a novel phenomenon that includes a reverse process in contrast to traditional advance selling. This pattern
involves two intertemporal ordering decisions that affect the pricing in the next period, while most prior studies focus on one ordering
chance. Furthermore, we examine the importance of competition by setting a brand for other retailers with a market share. It is similar
to Tang et al. [19] but we assume a retailer’s demand is also affected by customer behaviors such as impatience to wait and attitude to
product information from previous consumers. They result in changes in market share and thus the variation of competitive force.
Finally, the implementation process of RAS enables consumers to share their experiences from the first period, which is not feasible in
traditional advance selling. To this end, the information structure in RAS is more balanced than other related models and is worth
investigating jointly with other factors in this paper.

3. The analysis framework

As stated in the above sections, waiting time plays an important role in the purchase decisions of customers. However, it depends on
external factors in its supply chain, such as the efficiency of upstream vendors and the patience of downstream customers. Therefore,
retailers in our model only decide when to begin the order process but the length of the advance selling period is exogenous. Since time
substantially affects the decisions of sellers and buyers, we propose two models that begin the advance selling at different times but
have similar procedures, and both of them are based on emerging industry practices. Each of them covers two periods where a retailer
sells spot goods in the first period and then launches an advance selling period if spot products are sold out. In the early spot period,
consumers buy the products and share experiences by providing comments or by rating them. Their decisions are shaped by factors
such as waiting time and discount policies, possibly causing a shift from B to A consequently. The first model determines the ordering
quantity of spot products before the commencement of the presale period while the second determines it afterward. Both these models
belong to the RAS mechanism but have their respective advantages and limitations. The first model saves waiting time but increases
inventory risks because the replenishment is launched before consumers preorder, while the second diminishes inventory risks but
with increased waiting times. We analyze and compare the similarity as well as the distinction between them to find a better decision
pattern for retailers in RAS.

Model 1

jThejretallogannouncesithe The retailer decides the
prices for two periods, decides
the spot ordering quantity

advance ordering quantity Rroductdelivery

Consumers make Consumers Consumers make
spot purchase share advance purchase
decisions experience

time

Spot selling Advance selling
period period

Fig. 1. The sequence of events in model 1.
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Model 2
Retailer announces the prices Retailer announces Retailer decides| | Retailer delivers
for two periods, decides the the beginning of the advance the products to
spot supply quantity advance selling supply quantity customers
Consumers make || Consumers Consumers make
spot purchase share 1 advance purchase
decisions experience | decisions
time
o © ° >
e N J N v -
Spot selling Advance selling
period period

Fig. 2. The sequence of events in model 2.

The sequences of events of the two models are illustrated in Figs. 1 and 2 respectively. Note that we assume the retailer delivers spot
products immediately after the purchase and it is not demonstrated in the figures. We analyze the two policies separately in the
following sections. We defer the corresponding proofs to the addendum of the present paper.

Given the competition in the market, we assume that a retailer sells product A and that all other competing products are denoted as
B. Let the unit cost, spot selling price, and salvage value of product A be c, p, and s respectively, where s < ¢ < p. The RAS mechanism
includes two periods, a spot period is first launched and then an advance selling period follows if the spot products are sold out. We
assume that the joint distributions of demand for Brands A and B are denoted by D4 and Dg are bivariate normal distributions with
means of y, and g, standard deviations of o4 and o3, as well as the correlation coefficient p € (— 1, 1). To simplify the statement of our
analysis, we assume that D, and Dp have the same coefficient of variation 6, where 6 = fT: = Zf This seems reasonable because the
products are similar and present similar levels of demand uncertainty. Let x be the expected total market demand where yp = u, + pyp.
We summarize the notation used in this paper in Table 1.

Table 1
The notation.

Parameters Explanations

c Production cost per unit of brand A
p Selling price of brand A in spot period
P Selling price of brand A in presale
s Salvage value per unit of brand A

Dy Demand for brand A, a random variable ~ N(u,.04)

Dg Demand for brand B, a random variable ~ N(ug,05)

p Correlation coefficient between D4 and Dg

H Total expected market demand, y = yiy + i

a Market share of brand A, a = p, /u

0 Coefficient of variation of both brand A and B, 0 = 6a/u, = 0/up
t Lead time for the buyers

z Customer evaluation of brand A

Rp Fraction of brand B switching to brand An under RAS
Decision variables Explanations

X Discount coefficient in reverse advance selling, x =p'/p

Q Ordering quantity of brand A in the base model

ao Ordering quantity of brand A in the first period in model 1
QD Ordering quantity of brand A in the first period in model 2
Q Ordering quantity in the second period in model 1

Q Ordering quantity in the second period in model 2

Other notation Explanations

Dy Demand for brand A in spot selling period in RAS

D, Demand for brand A in the first period in model 1

Dy Demand for brand A in the first period in model 2

k3 Optimum expected profit in the base model

b Expected profit of brand A in model 1

T Expected profit of brand A in model 2
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3.1. The base model

Consider the case that the retailer provides regular spot selling. The retailer charges p for every unit with a cost of ¢ and the residual
value is s. Q is the ordering quantity of spot goods and we maximize the retailer’s profit to determine the optimal quantity Q*. Let z be
the optimal expected profit, where 7 = Ig;l())(EDA [~ cQ 4 p min(Q,D4) +s(Q — Da)*]. It has been proven that the optimal order quantity

Q* and the optimal expected profit 7 are expressed as:
Q" =py +koa,m=(p =)y — (p—s)gp(k)oa, (€Y

where = @71 ((p —c) /(p —s)) , ® and ¢ are the distribution and density function of the standard normal distribution, respectively. It is

easy to find the optimal expected profit 7 > 0 if and only if the coefficient of variation 8 < 8, where 6 = 7 fS;;(k).

3.2. The models of reverse advance selling

3.2.1. Model 1: create an ordering plan before advance selling

A long waiting time after the purchase can result in a loss of impatient customers; therefore, we determine the quantity, discount,
and length of the presale season before the second period to reduce the waiting time. Demand for spot and presale products is denoted
as Dy and D,, respectively. Let the residual value be s, let the discount be x, and let the waiting time for the buyers be t. Time t is
exogenously given in our models and it equals T; in model 1 and T, in model 2. To simplify the setup, we don’t consider the arrival
process of customers, thus t is the same for all customers and it also equals the time length of the advance selling period. The retailer
charges p' = xp for every unit in presale, where x is the discount. z denotes the level of product reviews from consumers and we
normalize its value within [—1,1], when z is O the reviews are neutral or none. The retailer will not institute advance selling after the
first period if z is negative. Therefore, z is used to decide whether to launch subsequent advance selling and to evaluate the attraction of
this mechanism if z is positive. To simplify the model setup, we assume the reviews truly reflect the product quality and don’t discuss
the manipulation and distortion of reviews. The advance selling attracts part of the demand of B and the proportion switching from A to
B is denoted as Rp(x, 2,t) because of discount or good product review. The value of Rg(x, 2,t) varies within [0, 1]. It increases as the
discount x or t drops, or as z rises. We assume that Rg(x, z, t) is not negative because the retailer does not institute RAS when Rg(x, 2, t) is
negative and thus unprofitable.

In the first period we have Dy = D4 because the spot selling without discount does not attract demand away from B. The spot
ordering is denoted as Qo. Consequently, the demand of the second period is equal to the demand for A minus Qo in addition to the
demand switching from B to A, where D; = D4 + Rg(x, 2, T1)Dp — ao- It is easy to determine Doy + D; = Da + Rp(x,2, T1)Dg >Da,
showing that the total demand for A in model 1 is greater than that of the base model. As both Dy and D; are linear functions of D4 and
Dg, which conform to the normal distribution, we can derive the means and standard deviations as follows:

Ho =Ha .
Hy=p,+Rp(x,z, Ty )y — 0, .
. @
01 = [0} + Ry (x,2,T1)0y + 2pRy(x, 2, Ty )oa0s] 12 .

The seller has to determine the optimal ordering amount to maximize the profit 7z, if Dy < QO, equals
{- cao +p min(ao,Do) +s(ao — D)"Y If Dy > (AQO, the profit 7 equals { — cao + pmin(ao,Do) + maxEp, [— ca +p min(a,Dl) +
Q0

s(@ - D1)+]}, where { — ca +p’ min(a,Dl) +s((§ - D1)+} represents the profit in the second period. Since the ordering amount is

determined before the second period, there may be unsold products with a salvage value of s. Assume that g, = (ao —p4)/ oa fits the
Q

standard normal distribution. If the probability of D, > Qo is 1— ®(q,), the expected profit is as follows: 7 = max / [ - cQo +
0

+o0

pmin(Qo, Do) + (Qo — Do>*]f(Do>d(Do> + / { = €Qo + p min(Qo, Do) + maxBp, [~ cQ + p’' min(Q, 1) + s(Q ~D1)’] }f(Do>d<Do>,
Q -
where Dy =D, , D; = Ds+ Rp(x,2,T1)Dp — ao- In terms of equations (2) and (4), we then have the optimal
0 =p,+Koy , B=[(p—c)— (p— 9)®(q)] Q0 + (p — )(@(Go)s — 9(Go)0a) + (1 = @GN — I, — (P —5)p(K )], ©

wherek’ =@~ 1((p/ —c)/(p’ —s)). In equation (6), there are three terms included in 7, where the sum of the first and the second term is
the profit from the spot selling, and the third term represents the profit from the advance selling.
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3.2.2. Model 2: create an ordering plan after advance selling

In the second model, the retailer creates an ordering plan after the second period. Here, for simplicity, we use Rg(t) to represent
Rg(x,z,t), since we don’t discuss the change of x and z in this part. The value of x in the two models is equal in this analysis, as is z. The
retailer here decides the ordering quantity later than he does in the first model, therefore, it is reasonable to assume the waiting time To
is longer than that of the first model for the consumers (T2 > T1). The proportion of customers switching from B to A is less and is

represented as Rg(T2), where Rg(T2) <Rp(T1). Let (~20 denote the ordering amount in the first period. In the second model, we have
Do =DsandD; =D4 + Rg(T2)Dp — (~20. It is easy to show that (50 +D; =Dy + Rg(T2)Dp >Dj, meaning that the total demand for A is
greater than that in the base model. We also derive the following equations:

.“1, =i +Rp(x, 2, To)up — éo @
6 = [64 + Ry (x,2,T>)03 + 2pRp(x, 2, T2 ) 6405 . 8

which model is desirable to the retailer depends on the conditions involved, and we analyze them in the following sections.

The seller has to determine the optimal order quantity to maximize the profit 7. The profit generated when Dy < Qg is { — cQy +
p min(Qo, Do) + s(Qo — Do) }. Since the retailer decides after presale, he will ordering the exact demand amount of Q = (p/ —c)D} in
this period, thus the profit generated when Dy > Qo is { — ¢Qo + p min(Q, Do) + Ep (P — c)D}}. Let gy = (Qo —iy)/0oa to fit the

standard normal distribution. Then the probability of Dy > Qisl-— ®(q,) and the expected profit is as follows:

Q +oo
7 =max / [—¢Qy +p min(Qy, Do) + s(Qy — Do) | £(Do)d(Do) + / [ — cQy +p min(Qy, Do) + Epy (p' =)D} | f(Do)d(Dy) -
0 2

with analogous calculations in the first model, we can prove that

0 == =0~ 0-90(i) [0+ =) (@i )~ (i) ) + (1= (i) )0 - o ©@

In equation (9), three terms are included in 7, where the sum of the first and the second term is the profit generated from the spot
selling and the third term is the profit from the advance selling.

We now compare the profits of two models: 7 given in equation (9) and 7 given in equation (6). For any given Q, = Qo, we have
7—7 =01 — Q)] — @ — c)(Rs(T1) — Re(T2))ug + (o — s)@(k')o1]. The retailer prefers the second model if 7— 7 > 0, then we
derive the corresponding condition with simple calculations. If Rg(T;) — Rg(T2) < %ﬁ;}‘l;m we have 7 — 7 > 0. Otherwise, the first is

preferred if Rg(T1) — Rg(T2) > W' =s)e(k)ar
(P —C)ug

Lemma 1. For any given Q, = Qo, if Rg(T1) — Rp(T2) < ("(;L‘i()’;y", then 7 > 7; if Rg(T1) — R(T2) > W , then7 < 7.
- B 'B

Lemma 1 implies the condition to determine which model is better suited to the seller. It depends on the difference between Rg(T:) and
Rg(T»), representing the attraction gap of the two models for B. When Rg(T1) — Rp(T>) < %, it is preferable to use the second model,
B

otherwise the first one is better for the retailer.

Lemma 2. The optimal expected profit of the second model (7(x)) is greater than the optimal expected profit of the base model (n); the
optimal expected profit of the first model(7 (X)) is greater than the optimal expected profit of the base model (z) if 0 < 0 and Rp(1,0,T1) >0,
orif Rg(1,0,T;) = 0.

Proof. See the Appendix.

Lemma 2 suggests that both RAS models are more profitable than the base model under the above conditions. Since 0 represents the variation
of demand where 0 < ?(5) ensures a positive profit for the seller, therefore, the first RAS model performs better in a wider range of 0 variation
than in the base model because & > 6 . The second model always performs better than the base model because 7(X) > . Note that our models
assume that Rg(x,z,t) > 0. If Rg(x, 2,t) < O for reasons such as negative product reviews, the retailer won't institute the RAS mechanism and
the conclusions no longer hold. Therefore, the retailer has to set an appropriate discount and waiting time, and evaluate the products to make
sure Rg(x,2,t) > 0 if he decides to adopt RAS.

Illustrative Example. To better illustrate Lemmas 1 and 2, we present a numerical example with the following parameters: p =
100, ¢ = 40, s = 15 so that p > ¢ > s. Additionally, « = 0.3, u = 100, = 0.3, p = 0.5, and QO = Qo = 15. Here we assume that Rg(x,2,
t) =y(z,t)(1 —ax®), y(z,t) =g(t) *z/3, and set a=0.9. We set g(T1) = 0.6, g(T2) = 0.4, and z=1. In this example, we don’t discuss the
impact of variations of z and t. The curves shown in Figure 3 represent the profit gaps between model 1(model 2) and the base model. It
is easy to observe that the curves are above the x-axis, showing that the expected profits of our models are greater than those of the base
model, conforming to the conclusions of Lemma 2. When x=0.9 and we already know p' = xp, we find that Rp(T1) — Rg(T2) = 0.0687

and % = 0.0919 through simple calculations. We compare the values of these two terms and obtain Rg(T:) — Rp(T2) <
B
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Fig. 3. The difference in expected profits between the two models and the baseline

W, indicating 7 > 7 according to Lemma 1. In Figure 3 we observe that the expected profit of model 2 is greater than that of
- B

model 1 (7 > 7) when x=0.9. The observations in Figure 3 conform to Lemmas 1 and 2.
Lemma 3. The expected profits of the two models (7 and %) increase with z.

Proof. See the Appendix.

Since z denotes the product evaluation which affects the attraction of advance selling, Lemma 3 suggests that if product reviews are better,
the profit of the retailer is higher, and this conforms to common sense. Assuming the product reviews truly represent consumer opinions and
product quality, products with higher quality should adopt RAS to increase profits.

After the spot selling, information from customers about product A is released, and the retailer updates the decisions according to z. In our
models, the major impact of z is applied on the attraction coefficient Rg(x,2,T1), thus the demand of A is changed as a result. Therefore we first
assume z is neutral with the value of O at the beginning and is updated after we collect the feedback information from customers. To
evaluate the impact of updating z, we set a contrast baseline where z is never updated and have the following conclusion through calculations. Let

7% denote the expected profit without updating z.

Proposition 1. Through updating z, the expected profit of model 1 increases by # — #* if 7 > x; otherwise the expected profit of model 1
increases by @ — r; the expected profit of model 2 does not change.

Proof. See the Appendix.

Proposition 1 suggests that the retailer can benefit from updating z and reconsidering the management decisions in model 1. Since the
decision depends on market information, updating information is proved to be valuable for retailers. Consequently, retailers improve their profit
and reduce risks from an uncertain environment. This conclusion doesn’t hold in model 2 because the demand information is collected before the
retailer decides the ordering quantity and it is not necessary to update z to make decisions.

Illustrative Example. Here we use the same example in the above section. The lines in Fig. 4 show that the expected profits in the two
models increase with the value of z that conforms to Lemma 3. It is shown that positive product review increases the profits of the retailers.

1600 T T T T .
—+—model 2 #//4/’/}
1500 | ——model1 update //F///'k/ ]
model 1 no update T
A+ —
© 1400 A+ 2
= A &
o " &
a T P
g 1300 ' 1
5] &
() PN
2 &
X Ay
w 1200 o 1
- Y =
1100 f —% ]
1000 . . . . ,
-0.6 -0.4 -0.2 0 0.2 0.4 0.6
Value of z

Fig. 4. The expected profits of the two models change with z
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Through observing the data without updating z, we find that information update increases the profit of the retailer in model 1 and it doesn’t
change the profit in model 2. These observations conform to the conclusions in Proposition 1.

4. Decisions of reverse advance selling
4.1. The optimal ordering quantity of spot period

4.1.1. The first model
The amount of spot products is denoted as Q, and it turns to be a pure advance selling when Qo =0.Letqo = (@0 — pa)/ Oa.

Proposition 2. The optimal ordering quantity of spot period ao* is less than Q* in the base model and the condition to optimize Qq is p —
c—(p=9P(qp) — 9(@o)[(P" — )y — (P = s)p(K')o1]/0a — (P" = €)(1 = D(Gp) ) = 0.

Proof. See the Appendix.
Corollary 1. Ifp >p+ s— c, the optimal ordering quantity of spot period (Azg is decreasing in z and increasing in a.

Proof. See the Appendix.

4.1.2. The second model
The amount of spot products is denoted as Q, and it turns to be pure advance selling when Q, = 0; let qo = ((~20 — pa)/ Oa.

Proposition 3. The optimal ordering quantity of spot period (Nzo is less than Q* in the base model and the condition to optimize (NQO isp—c—

(pfs)®(zlo) —cp<50> @ — )y s — (p° 7c)<1 7¢<50)> =0.

Proof. See the Appendix.
Corollary 2. The optimal ordering quantity of the spot period (NQO is decreasing in z and increasing in a.

Proof. See the Appendix.

Propositions 2 and 3 suggest that the retailer should order fewer spot products in the first period than the base model does. This conclusion
demonstrates that the spot selling period in the RAS mechanism is different from the base model of pure spot sales, because the advance selling
and discount policy attract part of the demand from spot sales. The demand shifts from the spot period to the presale period, thus the retailer
should order less in the spot period. Consequently, the inventory risk for the retailer is reduced without impairing his benefit.

Corollary 1 has the following implications. When the discount is reasonable x = % > ’%, the retailer should order fewer spot products if

the product quality is good, otherwise it should order more. The reason may be that the review information in the first period is sparse and its
impact on customers is mild. In contrast, the reviews are abundant in the second period and they can negatively affect the customer if the product

quality is not good. The retailers should order more spot products if the market share is larger and vice versa. Since the x > p*;’c

range of common discounts, Corollary 1 can be applied in many circumstances. Even if the discount x is not determined, as long as the retailer
does not use a very low discount in the future, it can follow the implication. Corollary 2 has similar implications as Corollary 1 but without
limitation in the discount setting, because the second model induces lower inventory risk than the first model and its ordering quantity is more
robust to price variation.

Illustrative Example. First, We use the same example to illustrate Propositions 2 and 3. Based on the given numerical parameters, it can be

covers a wide
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Fig. 5. Optimal quantity of spot products
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shown that the integer near Q* (dash line) is 29 and the integer near (AZZ; and Q*) (top points of the two curves) is 15 in Fig. 5. It is easy to observe
that Q* > QO and Q* > Q;, conforming to the conclusion in Propositions 2 and 3 respectively.
To examine the impact of z, we vary its value between 0 and 1, and find the corresponding optimal spot quantities QO (6;). Wesetp = 80,

p=100, c=40, and s=15, thus we havep' > p — c + s. It is shown in Fig. 6 that a; (QZ) is non-decreasing in z. The reason they are not strictly
increasing is that we set the quantities as integers and the decimals are ignored. Thus the results in Fig. 6 conform to Corollaries 1 and 2.

Similarly, we vary the value of a between 0 and 1, and find the corresponding optimal spot quantities Q; ((~2:;). Fig. 8 shows that (AQ(*) ((~2:;)
increases with a at first and reaches the ceiling. Thus the results in Fig. 7 conform to Corollaries 1 and 2.

4.2. The optimal discounts

We analyze the optimal discount x of model 2 and examine its impact on the profit of the retailer in this section. We focus on model
2 since we cannot derive an analytical result with management insights from model 1. To simplify the models, we use the function Rg
= y(z,t)(1 —axf) where 0 <y(z,t) <1, 0 < a< 1. f represents the response of demand to the discount and a larger f denotes a
stronger response. Customers are sensitive to advance selling when f >1, otherwise f < 1. We assume that z and t are constants when x
is considered as a variable, and we let y be the abbreviation of y(z,t). When x = 1, there is no discount. Rg = y(1 —a) represents the
proportion of demand switching from B to A, where a denotes customers’ sensitivity to discounts. Rg drops with x in the range from
y(l1—a)toy.
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Let A(x) = 7(x)— 7, where 7 = | (p—¢) - <p7s><1>(c70) } Qo+ (p-s) (cb (Eo)uA w(?zo)m) (1 @) (xp—0) (1 +Rs (0t Qo)
and 7= (p— c)ua— (p — s)gp(k)oa.

Proposition 4. The condition to adopt the discount policy is denoted as follows: the retailer should use a discount

X € (0,1) when Qq > (uy +yp) — ayuglp +f(p —c))/p; otherwise, the retailer should not use the discount policy when Qg < (is + ypg) —
ayuglp + f(p — c)l/p-

Proof. See the Appendix.

Proposition 4 implies that the discount policy depends on the value of spot ordering Q. When Q is greater than the threshold (ua +ypg) —
ayuglp +f(p — c)]/p, the retailer should use a discount, otherwise it shouldn't. This conclusion is not intuitive to understand and we explain the
possible reasons as follows. If the retailer supplies fewer spot products, the profit in the first period will be lower and it has to attract more demand
by offering a discount to increase the overall profit of the two periods. On the other hand, if more spot products are sold out and a higher profit is
obtained in the first period, it is not necessary for the retailer to offer a discount since the demand that has been attracted cannot offset the loss
from a lower discount.

Illustrative Example. To better illustrate Proposition 4, we apply an example with the following parameters. p = 100; c=40; s=15; a =
0.3,4 =100,and® =0.3,p =0.5.AsRp = y(z,t)(1 — axf), let a=0.6, f=3, and y(z,t)=0.6 when (~20 =0,15,30, respectively. According to
Proposition 4, we have (1, + yup) — ayuglp + f(p — ¢)]/p = 1.44, X = 1 when Qy = 0 and we have X € (0,1) when Q, = 15, 30. The
results given in Fig. 8 conform to Proposition 4.

50 —y(1+ac/p—2a)u

Prior to presenting the character of X, we define a term @ to simplify the following exposition. Let @ = Asy(iracp—2a)

Proposition 5. X is non-decreasing in a. If f = 1, then

Lifa<a

=9 puy +yuy — Q) + aypge
2aypgp

Proof. See the Appendix.

Proposition 5 suggests that the market share a has an important impact on the optimal discount policy in model 2. The retailer should offer a
higher value of x when his products have a larger market share and a lower value of X when his market share is smaller. The reason for this
conclusion may be that the retailer attracts more demand if his market share is greater and it’s not necessary to enhance the profit with a lower
discount, otherwise he should offer a discount.

ifa>a

Illustrative Example. To better illustrate Proposition 5, we apply the same example in Proposition 3 except f=1 and 60 =15 and we vary
afrom0to0.7. We find that @ = 0.3275 through simple calculations. It is shown in Fig. 9 thatx <1 whena < @ and x =1 if a > @, conforming
to the conclusion in Proposition 5.

10
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5. Concluding remarks

The major contribution of this paper is to extend the analysis framework of advance selling beyond traditional patterns. Our models
enable retailers to quantify the potential benefits and necessary conditions when adopting reverse advance selling. We demonstrate
that the RAS mechanisms are more competent than the base model under competition and uncertainty. The retailer successfully in-
creases its profit by updating the review information to obtain a more accurate demand. The conclusions can help guide retailers to
make accurate ordering plans that better cater to market demand under uncertainty.

We analyze the optimal ordering quantities of spot and advance selling periods to maximize the expected profit and reduce in-
ventory risks for a retailer. The results suggest that the retailer should order fewer products in the first period than in the base model.
This is reasonable because fewer spot products involve lower inventory risk and the retailer has a second chance to sell more products.
Additionally, we find that the ordering quantity in the spot period is correlated to the discount policy in the second period. If the
retailer has to order more spot products (above the threshold amount), it should offer a discount in the following presale period;
otherwise it shouldn’t offer a discount. We demonstrates that the market share has a substantial impact on discount policy as well as
optimal spot product quantity. A larger market share matches a higher price with a lower discount in the advance selling period. The
analysis results also show that a larger market share encourages higher spot ordering quantity in the first period and vice versa.
Moreover, the retailer obtains higher revenue when the product reviews are better and vice versa. This result has an implication that if
the product quality is low and buyers share reviews online, it may not be suitable to institute the RAS. However, the retailer should
order fewer spot products if the product quality is good, otherwise it should order more of them. Although in practice it is difficult to
accurately measure some parameters such as correlations and coefficient variations of different products, the optimal discount varies
only slightly when these parameters fluctuate over a broad range.

Our conclusions highlight avenues for retailers under competition and information asymmetry to analyze the suitable conditions
and possible benefits of adopting advance selling. For instance, if a retailer prepares for a collective promotion event and only depends
on personal experience, it may obtain a suboptimal profit or even suffer a loss due to overstock or shortage because the demand within
limited time is difficult to forecast in such occasions. Our models can help it to benefit from using prior selling records and customer
reviews to mitigate demand risks and setting more reasonable ordering and pricing policies to improve profits. There are two RAS
models that retailers can apply, differing in the time to decide the second ordering quantity. The first model sets the order quantity for
advance selling immediately after the spot selling and induces less lead time. It is a better fit for retailers with clients who are impatient
but loyal to them and applications under intense competition. For example, advance selling in live e-commerce usually adopts this
model to encourage customers to commit orders by ensuring shorter deliver time to compete against thousands of vendors. In contrast,
the second model is more suitable for retailers with a larger client base who are not very sensitive to waiting time.

Future research may further consider the following issues. First, we don’t consider the capacity constraints here, which limit the
ordering plan to a certain degree and need to be explored. Second, valuation heterogeneity affects the purchase capacities of consumers
and it is valuable to discuss its impacts on the profits and decisions of sellers. Finally, it is important to explore mechanisms involving
more than two periods, as such mechanisms are adopted by numerous e-commerce retailers and have been proven effective.

In conclusion, this paper contributes to the literature of newsvendor problems in advance selling. We believe the RAS mechanism
examined in this paper serves as a useful tool from which sellers can make appropriate decisions on discounts and ordering plans to
improve their profits, reduce inventory risks, and avoid irrational production.
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Appendix. Proofs

Proof of Lemma 2. The optimal profit of the first model 7 is equal to the profit 7 (1) or greater than it, where Qo =0and x = 1, thus
we have 7(X) — = > 7(1) — z. We prove that 7(X) > 7(1) > = with the following calculations. In terms of equation (1), we compare
7(1) with # and find that

7(1) —7n = (p—c)Rp(1,0,T1)ug + (p —s)p(k)oa(1l —\/1 +Rp(1,0,T1)%r2 + 2prRp(1,0,T1) ) where pup = ru,. If Rg(1,0,T1) > 0, we

have #(1)— 7 = Rg(1,0, Ti)rus | (p — <) — (p — $)p(k)6 (V e )} if Ry(1,0,T1) = 0, we have 7(1) = 7. If

Re(1,0,T;)>0 and (- ¢ — @— seko (\/ LRy (1 OR’;I(){;*TZ{J)’RB“ Qh)- ) >0, then #(1)—7>0 holds. Since
s . 2 _ ~
\/1 + Rg%(1,0, Ty)r2 + 2prRp(1,0,Ty) < Rg(1,0,T;)r + 1, it is easy to obtain VIR (1. ORZI()I’0+T21/”RE (1,0.1)- ) = fs);(k) and 0 =

ORp(LOTy)r . It is clear that Rp(10.Ty)r
(v/14+R52(1,0,T1 )r>+2prRp(1,0,T1) —1) V/1+Rg?(T1)r2+2prR (T1 )1

7(X) > #(1) > x. Similarly, we prove that 7(1) — 7 = (p — ¢)Rg(1,0,T2)puz + (p — s)@(k)oa > 0, meaning 7(X) > z(1) > .

Proof of Lemma 3. Assuming G, = (Qo —4)/0a to fit the standard normal distribution, we differentiate the 7 with respect to z and
obtain 07/dz = (1 — ®(qo))usl(p’ —¢) — (' — s)p(k')pL]ORs(x,2,T1)/dz, where L = ——Re%40%___ gince p < 1, it is easy to find that
L= —WWM <1.Because (p) —c¢)— (p) — s)p(k')pL > (p' — c)— (p' — s)p(k’) > 0, We have 07 /dz > 0 with simple calcu-
lations. Since 0Rp(2,T1)/0z > 0, it is shown that 07 /dz > 0. Similarly, we differentiate the 7 with respect to z and obtain dz/ dz = (1 —
®(qo))(p' — c)pp * ORp(x,2, T2)/0z. Since dRg(x,z, T2)/dz > 0, it is shown that d7/dz > 0.

Proof ofProposition 1. If we don’t update z, we calculate the expected profit of the retailer in model 1 as follows. The retailer
assumes the review is neutral (z = 0) since he obtains no information from the reviews, therefore, he makes decisions based on it. The

> 1, therefore we have 8 > 0. If 6 < 8 , we have 7(1)— = > 0 and

ordering for the second period is Q# = iy + k'Gy, where the mean and standard deviation are fi; and &, respectively. In terms of
equations (3) and (5), we have Ji; = p, + Rp(x,0, Ty)up — Qo and 51 = [62 + R3(x, 0, T1 )02 + 2pRp(x, 0, Tl)aAaB]l/z.

Let ¢ = Q# - 61 to fit the standard normal distribution. Then the expected profit without updating z is 7z = (1 —
q H1 p p p g

D(Go)){@ — 9)[@GE, — 0@ + [0 - ) — @ - s)tD(a#)]Q#}, Whether the retailer updates the reviews or not, he faces the
same actual demand. 7 is the optimal profit when z is known and 7#*# is suboptimal since the retailer assumes a wrong demand without
update, thus we derlve #— 7" > 0.If 7% > r, the retailer will launch a subsequent advance selling period and the increased profit with
update is 7 — 77; otherwise, the retailer will not adopt advance selling and the increased profit with update is 7 — 7.

Since the retailer in model 2 decides the ordering quantity after the second period, meaning the demand is already known and up to
date by that time. Therefore, the retailer does not have to update z to decide the order.

Proof ofProposition 2. To find the optimal quantity, we differentiate the expected profit 7 with respect to Qo and get the condition
for optimization as 07/0Qo =0 where 07/0Qy = [p—c—@—)P(Go)]— @ (@)@ — )y — @ — )k )o1]/oa —
(P’ —c)(1 —@(qp) ). (A1)

The first part on the right sidep — ¢ — (p —s)@(q,) in Al represents the differential result of the profit in the spot period and the rest
is for the advance selling period. The profit for the spot period is maximized when G, = ®'((p —c)/(p —s)) and it declines if
Go > @ ((p—c¢)/(p—s)). It is obvious that the second part on the right side —¢(q,)[(p” — )iy — (0" —s)@(k’)o1]/pa — (" — ¢)(1 —

12
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®(q,) ) is negative. We find that when G, > ®((p — ¢)/(p — s) ) we have 97/ 0Q < 0, meaning 7 declines with Q. Therefore, given
gy = (?20 — 4y )/0a, the optimal ordering quantity for the first period is a:; < s+ (p—c)/(p—s))oa, where the right side yu, +
@1 ((p—c)/(p —s) )oa is the optimal quantity for the base model Q*. Therefore, we have Qo* < Q*, where @0 is derived from the
following equation: [p — ¢ — (p —5)®(qo) ] ~ ¢(q0)[(P" — )y — (" )9 (K)o1]/0a — (p" ~ €)(1 ~ @(qo)) = 0.

Proof of Corollary 1. By the Implicit Function Theorem, we differentiate the function 07 /0Q, with respect to z. By substituting Al

(@0 (') ~(p' )oK )OLIRy' (A2)
(07 +¢-5)0(90)75 +9'(@0) [P/ ~O1 (' ~5)o (K )or]on

We have proved L < 1 in Lemma 3, thus — ¢(Go)pp[(p' —¢) — o' — s)p(k')OL]Rs’ < 0. Since 07/0Q, =0, wehavep—p' — (p—p’
Ifp > p+ s— c we have

and rearranging the result, we can find that 0Q, /0z =

+¢c—5)®(qy) = ¢(qo)[(P" — )y — @ —s)p(k’)o1]/0a > 0. After simple calculations we have ®(q,) m

‘D(ao)<m < 1/2, thus ¢ (g,) > 0. Therefore, the denominator in (Al) is positive and we obtain 0Qo/0z < 0, indicating Q0 is
decreasing in z.
Similarly, we can differentiate the function 07/ 0Q, with respect to a. Given 4 = apand ug = (1 — a)u, by considering the results

_ o(@)u'~c)Rs _(A3)
(PP +¢=9)9(d0)0% +¢' (o) (7'~ ~ (' ~5)(K o1 Jo

Since the numerator and denominator in (A3) are positive, we get 0Q, /da > 0, indicating QZ is increasing in a.

in the proof of Proposition 2, we can find that 0@0/0(1 =

Proof ofProposition 3. To find the optimal quantity we differentiate the expected profit 7 with respect to Qo, and get the condition
for optimization as dz/0Qo = 0, where ()71/6?20 =p—c—(p— s)@(ao) - w(ao) P =)y’ Jua— P —c) (1 - CID(a()) ) (A4)
The first part on the right sidep —c — (p — s)® (50) in A4 represents the differential result of the profit of the spot period and the

rest is for the advance selling period. The profit for the spot period is maximized when ao =&Y ((p—s)/(p—c)) and it declines if
Qo > @ 1((p—s)/(p—c)). It is obvious that the second part on the right side — </1<CN10) @ =y’ /ua— P —c) (1 - @(CNIQ) ) <0,

meaning that the profit declines with Qy. We find that when 60 =0 ((p-s)/(p—c)), we have o7/ 0Qo < 0 ; and 7 declines with Qq
when ao >® ((p—s)/(p —c)). Therefore, the optimal ordering quantity for the first period Qo is less than the optimal quantity for
the base model u, + @ ((p — ¢)/(p — 5) )oa.

Proof ofCorollary 2. By the Implicit Function Theorem, we can differentiate the function d%/dQ, with respect to z. By substituting

A4 and rearranging the result, we can find that 0Q,/dz = _—0(ao)up®' —ORy’ . (A5)
(p—p'+c=5)9(d0)55 +¢' (20) [(P' €)1 — (P ~8)p (K )1 Joa

It is easy to show that dQ, /0z < 0, indicating é; is decreasing in z. Similarly, we can differentiate the function dz/ 0Q, with respect to

(@)’ ~c)Rs
(PP +c5)0(90)03 +¢ (40) (P ~C)p ~ (P =)o (K)ol

a. By substituting A4 and rearranging the result, we can find that 0Q, /da =
It is easy to show that 0Q,/da > 0, indicating 6; is increasing in a.
Proof ofProposition 4. In terms of equations (7) and (8), we calculate the A(x) by substituting Rg(x) with y(1 —ax’) and differ-
entiate A(x) with respect to x and obtain the following equation: ()Am = (1 — ®@)){plus +yuz — Qo) — ayuglp(1 + f)x — cfld 1.

TA® _ (1 - &(Gy))ayfuslp(1 +f)x — c(f — 1)k 2, where
i A x)

Because xp — ¢ > 0, we havep(1 + f)x — c¢f > 0. It is easy to observe that =3~

p(1 +f)x—c(f —1) > 0. When the presale time is positive (y # 0) and xp — ¢ > 0, we have < 0, indicating that A(x) is concave
with respect to x. From simple calculations, it is shown that when i (1) = (1 —©(gy)){p(ua +ypp —Qo) —ayuglp +f(p —c)]} > 0, we

havex =1;and when Zl(l) < 0,wehaveX € (0,1). The necessary condition for a discount is Qy > (114 + Yug) — ayuglp +f(p — )}/ p,
and the retailer should not discount when Q, < (/JA + yug) — ayuglp + f(p - c)]/ p.

4, we can find that

~ -1
o (Qyptaulp Lifjx— Eﬂx . Since p(1+f)x — ¢(f—1) > 0 and p(1 + f)x— ¢f > 0, it can be shown that g;‘ > 0, which means X is
ayfuy p(1+Fx—c(f~1)K

increasing in a. If f = 1, X satisfies the condition that 37’; = 0. Through simple calculations we find that when a < @, we have X =

IM and when a > @, we have x = 1.
a@ypgp

References

[1] R. Swinney, Selling to strategic consumers when product value is uncertain: the value of matching supply and demand, Manag. Sci. 57 (10) (2011) 1737-1751.

13


http://refhub.elsevier.com/S2405-8440(23)02822-0/sref1

Y. Zou Heliyon 9 (2023) e15615

[2]
[3]
[4]

[5]
[6]
[71
[81
[91
[10]
[11]
[12]

[13]
[14]
[15]
[16]
[17]

[18]
[19]
[20]
[21]
[22]
[23]
[24]
[25]
[26]
[27]

[28]
[29]
[30]
[31]

[32]
[33]

[34]

[35]
[36]

W. Jin, J. Luo, Q. Zhang, Optimal ordering and financing decisions under advance selling and delayed payment for a capital-constrained supply chain, J. Oper.
Res. Soc. 69 (12) (2018) 1978-1993.

R. Mohammadivojdan, Y. Merzifonluoglu, J. Geunes, Procurement portfolio planning for a newsvendor with supplier delivery uncertainty, Eur. J. Oper. Res. 297
(3) (2022) 917-929.

L. Xiao, M. Xu, Z. Chen, et al., Optimal pricing for advance selling with uncertain product quality and consumer fitness, J. Oper. Res. Soc. 70 (9) (2019)
1457-1474.

T.-H. Ho, S. Savin, C. Terwiesch, Managing demand and sales dynamics in new product diffusion under supply constraint, Manag. Sci. 48 (2) (2002) 187-206.
Y. He, S. Ray, S. Yin, Group selling, product durability, and consumer behavior, Prod. Oper. Manag. 25 (11) (2016) 1942-1957.

T. Mavlanova, R. Benbunan-Fich, M. Koufaris, Signaling theory and information asymmetry in online commerce, Inf. Manag. 49 (5) (2012) 240-247.

G. Antonides, P.C. Verhoef, M. van Aalst, Consumer perception and evaluation of waiting time: a field experiment, J. Consum. Psychol. 12 (3) (2002) 193-202.
Q. Zhang, X. Cheng, Y.C. Tsao, et al., Advance selling under deposit expansion and consumer’s valuation change, Oper. Res. 22 (4) (2021) 3633-3661.

D. YeCA, F. Liu, D. Cho, et al., Investigating switching intention of e-commerce live streaming users, Heliyon 8 (10) (2022), e11145.

B. He, X. Gan, K. Yuan, Entry of online presale of fresh produce: a competitive analysis, Eur. J. Oper. Res. 272 (1) (2019) 339-351.

C. Wang, J. Chen, X. Chen, The impact of customer returns and bidirectional option contract on refund price and order decisions, Eur. J. Oper. Res. (1) (2019)
267-279.

A. Sengupta, S.N. Wiggins, Airline pricing, price dispersion, and ticket characteristics on and off the internet, Am. Econ. J. Econ. Pol. 6 (1) (2014) 272-307.
X. Zhao, K.E. Stecke, Pre-orders for new to-be-released products considering consumer loss aversion, Prod. Oper. Manag. (2) (2010) 198-215.

C. Wang, J. Chen, X. Chen, Pricing and order decisions with option contracts in the presence of customer returns, Int. J. Prod. Econ. (2017) 422-436.

C.S. Tang, R. Yin, Joint ordering and pricing strategies for managing substitutable products, Prod. Oper. Manag. (1) (2007) 138-153.

S. Ma, G. Li, S.P. Sethi, et al., Advance booking discount strategies: competition, information transparency and spot market, Transport. Res. E Logist. Transport.
Rev. (2022), 102589.

W. Moe, P. Fader, Using advance purchase orders to forecast new product sales, Market. Sci. 22 (1) (2003) 146, 146.

C.S. Tang, K. Rajaram, A. Alptekinoglu, et al., The benefits of advance booking discount programs: model and analysis, Manag. Sci. 50 (4) (2004) 465-478.
X. Su, Intertemporal pricing with strategic customer behavior, Manag. Sci. 53 (5) (2007) 726-741.

Y. Papanastasiou, N. Savva, Dynamic pricing in the presence of social learning and strategic consumers, Manag. Sci. 63 (4) (2017) 919-939.

J. Dana, D. James, Advance-purchase discounts and price discrimination in competitive markets, J. Polit. Econ. 106 (2) (1998) 395-422.

S. Ma, J. Lin, W. Xing, et al., Advance booking discount in the presence of spot market, Int. J. Prod. Res. 53 (10) (2015) 2921-2936.

G.P. Cachon, P. Feldman, Is advance selling desirable with competition? Market. Sci. 36 (2) (2017) 214-231.

S. Ma, G. Li, S. Sethi, et al., Advance selling in the presence of market power and risk-averse consumers, Decis. Sci. J. (1) (2019) 142-169.

W. Xue, J. Zuo, X. Xu, Analysis of market competition and information asymmetry on selling strategies, Ann. Oper. Res. 257 (1) (2017) 395-421.

C. Zhao, Y. Zhang, Dynamic quality and pricing decisions in customer-intensive service systems with online reviews, Int. J. Prod. Res. 57 (18) (2019)
5725-5748.

0. Loginova, Pricing strategies in advance selling: should a retailer offer a pre-order price guarantee? Rev. Ind. Organ. 49 (3) (2016) 465-489.

M. Wu, S.X. Zhu, R.H. Teunter, Advance selling and advertising: a newsvendor framework, Decis. Sci. J. (No.1) (2021) 182-215.

S. Fay, J. Xie, The economics of buyer uncertainty: advance selling vs. probabilistic selling, Market. Sci. 29 (6) (2010) 1040-1057.

L. Bao, Z. Liu, Y. Yu, et al., On the decomposition property for a dynamic inventory rationing problem with multiple demand classes and backorder, Eur. J. Oper.
Res. 265 (1) (2018) 99-106.

X. Xu, H. Wang, C. Dang, et al., The loss-averse newsvendor model with backordering, Int. J. Prod. Econ. 188 (2017) 1-10.

V. Pando, L.A. San-José, J. Garcia-Laguna, et al., A newsboy problem with an emergency order under a general backorder rate function, Omega 41 (6) (2013)
1020-1028.

Y.-W. Zhou, S.-D. Wang, Manufacturer-buyer coordination for newsvendor-type-products with two ordering opportunities and partial backorders, Eur. J. Oper.
Res. 198 (3) (2009) 958-974.

Y.J. Lin, Minimax distribution free procedure with backorder price discount, Int. J. Prod. Econ. 111 (1) (2008) 118-128.

P.L. Abad, Optimal price and order size under partial backordering incorporating shortage, backorder and lost sale costs, Int. J. Prod. Econ. 114 (1) (2008)
179-186.

14


http://refhub.elsevier.com/S2405-8440(23)02822-0/sref2
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref2
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref3
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref3
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref4
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref4
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref5
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref6
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref7
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref8
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref9
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref10
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref11
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref12
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref12
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref13
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref14
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref15
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref16
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref17
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref17
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref18
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref19
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref20
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref21
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref22
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref23
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref24
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref25
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref26
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref27
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref27
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref28
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref29
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref30
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref31
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref31
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref32
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref33
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref33
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref34
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref34
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref35
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref36
http://refhub.elsevier.com/S2405-8440(23)02822-0/sref36

	A reverse mechanism of advance selling driven by information asymmetry and competition
	1 Introduction
	2 Literature review
	3 The analysis framework
	3.1 The base model
	3.2 The models of reverse advance selling
	3.2.1 Model 1: create an ordering plan before advance selling
	3.2.2 Model 2: create an ordering plan after advance selling


	4 Decisions of reverse advance selling
	4.1 The optimal ordering quantity of spot period
	4.1.1 The first model
	4.1.2 The second model

	4.2 The optimal discounts

	5 Concluding remarks
	Author contribution statement
	Data availability statement
	Additional information
	Funding statement
	Declaration of competing interest
	Appendix Proofs
	References


