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Step 1: Enter your trip information for New York, New Name Your Own Price® Area Map

York (& / 5 ]
Select a different city ® Ll &°§ 7/ ;3
Check-In Date: Check-Out Date: Number of Rooms: L] North Bergen / | Ribery
0472872015 S 0511802015 ES 1 Room v Secal=l West New York ' iy
gl &
G
Step 2: Choose where you want to stay g. Ve,
Choose more than one area in New York City to improve your chances. §
II Brooklyn — detail map =
B central Park South — detail map \?w %,
Bl chelsea Area— detail map E‘" EI f
ﬂ Coney Island — detail map § gv
E Downtown - Financial District — detail map € Best dea }‘\'j” 5
E Empire State Building Area — detail map \ 1;\ §
Greenpoint - Williamsburg — detail map f"w;a 25
B Greenwich Village — detail map o0 StJersey City
ﬂ Hell's Kitchen — detail map
Iﬂ Long Island City — detail map
Ill Lower East Side — detail map

Step 3: Choose the star level for your hotel

Step 4: Name Your Own Price® (per room night)

The minimum Guaranteed Amenities are shown for select star levels
inyour chosen area(s). Star levels may not be available in all areas.

& 55t

2.8 .8 .8 1

Which Hotel?

Total charges, including taxes and service fees, are shown on the next
page. You're protected by our Best Price Guarantee.

Name Your Own Price® Not Sure What to Bid?
® Y kkkz Which Hotel?
T Per Room, Per Night (CNY) Click here
@ 4 1. 8.8 .8 ¢ Ny to shop and
L g - e compare prices.

® % % k127 Which Hotel?
o * ok Which Hotel? _

Reservation Name {Age 21 or older)
e Kokiz Which Hotsl? Please enter the name of the person who will be checking into the
@ * * Which Hotel? hotel. They must present a valid photo ID and credit card.
c = Which Hotel? Room 1

First: Ml Last
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Opaque Supply Chain Selling Strategies from Perspective of Service Provider

LIU Lei'? , YAN Zhanghua® , BAI Shizhen’
(1. School of Economics, Harbin Normal University, Harbin, 150025, China;
2. School of Management, Harbin Commerce University, Harbin 150028, China;
3. School of Economics and Management, Harbin Engineering University, Harbin 150001, China)

Abstract ; As a popular marketing mode, opaque selling is a great success and has attracted wide attention from
both academia and industry. Service integrators and increasingly more service providers are developing opaque selling
channels. Based on analyzing the current successful cases, this paper firstly elaborates the applicable conditions for
opaque selling modes so as to guide service providers in their opaque selling operation, and then constructs, based
on customers”feedback on the channel strategies, the optimal models respectively for service providers’ opaque sell-
ing channels and service integrators’ (the third party) opaque selling channels while the optimal price strategies are
given for different modes. The applicable conditions for service integrators to develop different modes of opaque sell-
ing channels are provided via a comparison of the mode results before implementation suggestions are offered for serv-
ice providers to develop opaque selling business.
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(REHE Z2X)

107



