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permitted more persuasion attempts, the experiments he conducts during each attempt will transmit
less information and leads to \piecemeal" information disclosure. With more opportunities to persuade,

a small rate of success in each attempt accumulates into a large one, thereby making the sequential
persuasion more e ective than the static persuasion.

\Price Signal in Conspicuous Consumption”

(Invited Resubmission at Management Science )

In conspicuous consumption, if consumers lack information on actual demand, they are uncertain
about the exclusivity for which they are willing to pay a premium. We show that the price set by a
monopolistic seller who has full knowledge of demand distribution can serve as a signal for consumers
to estimate the exclusivity of the product, which is essential for supporting conspicuous consumption.
Conspicuous consumption supported by the price signal mechanism exhibits a conventional pattern of
selling to fewer consumers at a higher markup. However, the nature of this mechanism tends to cause
consumers to underestimate the conspicuous value, sometimes resulting in a loss for the seller or even
the elimination of conspicuous consumption. Our ndings are robust in contexts where consumer types
are subject to binary and continuous distribution.

\Income E ect and Product Quality in Conspicuous Consumption"

For conspicuous consumption to occur, certain price levels must exclude low-income consumers
while retaining as many high-income consumers as possible to create exclusivity. This phenomenon
necessitates the income e ect if consumers with di erent incomes share similar preferences for a status
good. However, as a result of the income e ect, the direct value determined by product quality and the
conspicuous value determined by exclusivity may act as substitutes for consumers. Therefore, when a
product becomes a status good, its quality may decrease. Consumers who purchase a good solely for
its direct value may incur a loss, and the market may experience a decrease in e ciency. Moreover, the
guality decline of a status good reduces the e ectiveness of price as a signal of product quality, whereas
a high price indicates only high quality if the good is an ordinary good under the same conditions.

RESEARCH IN PROGRESS

\Counterfeiting as a Signal of Exclusivity in Conspicuous Consumption”
\Buying to Qualify: Manufactured Purchases and Scarcity Pricing in the Luxury Market"
\Optimal Pricing under Mechanism and Persuasion Designs"
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