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Abstract. In view of the relationship between probabilistic sales and consumer decision
satisfaction, three different purchase scenarios were used to compare the impact of proba-
bilistic sales and traditional sales on consumer decision satisfaction. The results show that
the positive impact of probability sales on consumer decision satisfaction is significantly
higher than that of traditional sales. Conclusion: Compared with traditional sales, proba-
bility sales will indeed improve consumers' decision satisfaction.

Keywords: probability sales; Decision satisfaction: experimental method

1 Introduction

Probabilistic sales is a new sales model in recent years. Up to now, although there are relatively
mature probability sales models and related enterprises abroad, domestic enterprises and con-
sumers still have low awareness of probability sales. Therefore, it is of great significance to
investigate the impact of probability sales on domestic consumer satisfaction for enterprises and
consumers to improve their awareness of probability sales and develop new business models
and consumption patterns. The purpose of this study is to play the role of "throwing a brick to
attract a jade" and lay a theoretical foundation for the follow-up study of the technical and com-
mercial feasibility of probability sales in China.

2 Theoretical overview

2.1 Probabilistic sales

Since Smith and Wendell (1956) put forward the concept of market segmentation, how to use
targeted marketing strategies to effectively segment consumers has been the focus of marketing
circles. Probabilistic sales strategy not only increases the choice of customers, but also is a tool
for marketers to segment the market. Probabilistic Selling was originally proposed by Scott Fay
and Jinhong Xie in 2008. Probability sales is a sales strategy, and its core part is probability
goods. Probability product is not an entity product or service, but a virtual product. It is a unique
way to provide products or services [1], that is, to provide a possibility for consumers to choose
any one of many different products or services under specific conditions. Vendors use existing
products or services to create probabilistic products and use them as an additional purchase
option for potential buyers [2].
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Probabilistic sales has the following advantages: First, it reduces the information disadvantage
of sellers on the demand side, and reduces the negative impact of demand uncertainty on profits.
Secondly, providing probabilistic products can also solve the mismatch between supply and
demand, thus improving benefits [3]. Third, differential pricing is based on the heterogeneity of
consumers (preferences). Fourth, weaken price competition and increase profits through the
limited rationality of consumers [4].

Since probability sales has the above advantages, is probability sales recognized by consumers?
In other words, compared with the traditional sales model, does probability sales improve con-
sumer satisfaction? Professor Xie Jinghong and his collaborators compared the difference be-
tween advanced selling and probabilistic selling from the perspective of heterogeneity intensity.
The research believed that heterogeneity intensity would damage the income of advance selling,
while a reasonable heterogeneity intensity is necessary for probabilistic selling [5]. Some do-
mestic scholars use mathematical models to study customer risk preference in probabilistic
sales, and prove that under the premise of specifying the same probability of various products,
the seller obtains the optimal profit [6]. Some domestic scholars also take Qunar's "Prison Break
Hotel" as an example, the study found that the "prison break hotel" model has not been sustained
due to the inconsistency between the service and the platform commitment, and the poor con-
sumer experience. The reason lies in the backward management concept, the scarcity of advan-
tageous travel resources, and the low penetration of domestic probability sales [7].

From the above analysis, it can be seen that scholars' research on probability sales in recent
years mainly focuses on the feasibility of technology and business models. They have not stud-
ied the degree of consumer recognition of probability sales from the perspective of marketing
satisfaction. Therefore, it is of great theoretical and practical significance to study the relation-
ship between probability sales and customer satisfaction.

2.2 Probability sales and decision satisfaction

Giese and Cote define customer satisfaction as three aspects: (1) customer satisfaction is a re-
action (emotion or cognition); (2) These reactions focus on specific aspects (expectations, prod-
ucts, consumption inspection, etc.); (3) This reaction occurs in a certain period (after consump-
tion, after selection or based on accumulated experience, etc.) [8]. In the study, scholars found
that consumers are also affected by cognition and emotion in the process of product selection,
so customer satisfaction is further divided into decision satisfaction and consumption satisfac-
tion [9]. Zhang and Fitzsimons (1999) studied the influence of the limitation of choice ability
and the type of attribute on decision satisfaction. The research found that the comparable per-
formance of options brought by common attributes can improve decision satisfaction, while the
limited ability of selection will reduce decision satisfaction. When the non-common nature of
selection attributes is large, it is difficult for consumers to compare, and decision satisfaction
will decrease [10].

This paper believes that the definition of consumer satisfaction with probability sales should be
in the stage after consumer selection from the perspective of the period of customer response,
and the satisfaction at this stage belongs to the category of decision satisfaction. According to
the theory of Zhang and Fitzsimons, the products or services provided by probability sales have
more common attributes, but less non-common attributes. Therefore, the choice comparability



of the common attributes contained in the products or services sold with probability will im-
prove the decision satisfaction.

To sum up, this paper puts forward the theoretical hypothesis that probability sales can improve
consumers' decision satisfaction.

Next, this paper uses the experimental method to carry out the experimental operation in three
different situations, and compares the degree of satisfaction of the subjects in the control group
and the experimental group, so as to verify the theoretical hypothesis of this paper.

3 Experiment

3.1 Experiment 1

The purpose of experiment 1 is to compare the difference of consumer satisfaction after pur-
chasing pure cotton shirts under the two conditions of no probability sales and probability sales.

3.1.1 Method

(1) Sample

The project team collected 121 valid questionnaires through the survey of students in Guizhou
Business College, including 63 in the control group and 58 in the experimental group. In order
to ensure the consistency of the number of samples in the two groups, the project team randomly
deleted five groups of data from the control group. The results were as follows: 58 people in the
control group, including 34 women (58.62%) and 24 men (41.38%); There were 58 people in
the experimental group, including 31 women (53.45%) and 27 men (46.55%).

(2) Experimental design and process

First, the control group assumed that the subjects had decided to buy a well-known brand of
pure cotton shirt. The reference price of other brands of cotton shirts with similar styles on the
market is 99 yuan. The purchase situation is: 10 colors and 5 versions of shirts can be selected
by the subjects at a unified price of 99 yuan. Then, the Likert 7-point scale was used to measure
the satisfaction of the subjects after purchasing shirts.

Secondly, the experimental group also assumes that the subjects have decided to buy a well-
known brand of pure cotton shirt. The reference price of other brands of cotton shirts with sim-
ilar styles on the market is 99 yuan. However, the purchase scenario adopts the probability sales
model, that is, five versions of shirts can be selected by the participants, but 10 colors are sold
at random by the brand's online stores at a price of 49 yuan. Then, the Likert 7-point scale was
used to measure the satisfaction of the subjects after purchasing shirts.

Finally, compare the difference of satisfaction between the two groups after buying shirts.

3.1.2 Results and discussion

The results of linear regression analysis using SPSS are shown in the following table.



Table 1. Levene test of error variance equivalence

F df1 df2 Sig.

.083 1 114 .774

As shown in table 1, in the Levene test of equality of error variance, F=0.083, not significant
(P=0.774>0.05), indicating that the error variance of dependent variable satisfaction in the con-
trol group and the experimental group are equal, that is, the variance is homogeneous, and the
test results of inter-subjective effects are significant. In the inter-subject effect test table, the
significance level of the type item p=0.036<0.05, indicating that when the experimental group
adopted the probability sales model, the satisfaction of consumers after purchasing pure cotton
shirts was significantly higher than that of the control group when the probability sales model
was not adopted, and the theoretical hypothesis was supported.

3.2 Experiment 2

The purpose of experiment 2 is to compare the difference of consumer satisfaction after pur-
chasing smart phones under the two conditions of not using probability sales and using proba-
bility sales.

3.2.1 method

(1) Sample

The project team collected a total of 118 valid questionnaires through the survey of students in
Guizhou Business College, including 58 in the control group and 60 in the experimental group.
In order to ensure the consistency of the two groups of samples, the project team randomly
deleted two groups of data from the experimental group. The results were as follows: 58 people
in the control group, 45 women (77.59%) and 13 men (22.41%); There were 58 people in the
experimental group, including 34 women (58.62%) and 24 men (41.38%).

(2) Experimental design and process

First of all, the control group assumes that the subjects have decided to buy a well-known brand
to play 5G series of high-profile dual-card dual-standby mobile phones. The reference price of
other brands with the same configuration of mobile phones is 699 yuan. The purchase situation
is: the five colors of the mobile phone shell of this brand are available for subjects to choose,
and the price is 699 yuan. Then, the Likert 7-point scale was used to measure the subjects' sat-
isfaction after purchasing mobile phones.

Secondly, the experimental group also assumes that the subjects have decided to buy a well-
known brand to play 5G series of high-profile dual-card dual-standby mobile phones. The ref-
erence price of other brands with the same configuration of mobile phones is 699 yuan. How-
ever, the purchase scenario adopts the probability sales model, that is, the five colors of the
mobile phone shell cannot be selected by the subjects, but are randomly sent by the online store
of the mobile phone brand, with the price of 599 yuan. Then, the Likert 7-point scale was used
to measure the subjects' satisfaction after purchasing mobile phones.

Finally, compare the difference of satisfaction between the two groups after purchasing mobile
phones.



3.2.2 Results and discussion

The results of linear regression analysis using SPSS are shown in the following table.

Table 2. Levene test of error variance equivalence

F df1 df2 Sig.

.383 1 114 .537

As shown in table 2, in the Levene test of equality of error variance, F=0.383, not significant
(P=0.537>0.05), indicating that the error variance of dependent variable satisfaction in the con-
trol group and the experimental group are equal, that is, the variance is homogeneous, and the
test results of inter-subjective effects are significant. In the inter-subject effect test table, the
significance level of the type item p=0.025<0.05, indicating that when the experimental group
adopts the probability sales model, the satisfaction of consumers after purchasing mobile phones
is significantly higher than that of the control group when the probability sales model is not
adopted, and the theoretical hypothesis is supported.

3.3 Experiment 3

The purpose of experiment 3 is to compare the difference of consumer satisfaction after ordering
travel tickets under the two conditions of not using probability sales and using probability sales.

3.3.1 method

(1) Sample

The project team collected 116 valid questionnaires through the survey of students in Guizhou
Business College, including 54 in the control group and 62 in the experimental group. In order
to ensure the consistency of the two groups, the project team randomly deleted 8 groups of data
from the experimental group. The results were as follows: 54 people in the control group, in-
cluding 21 women (38.39%) and 33 men (61.11%); There were 54 people in the experimental
group, including 23 women (42.59%) and 31 men (57.41%).

(2) Experimental design and process

First of all, the control group assumes that the subject is a travel enthusiast, and plans to take an
international airline's plane from Beijing to Italy for a two-week self-help trip. Assuming that
you have never been to Italy before, any city in Italy has the same attraction for you, and the
ticket price of economy class is basically the same (note: Italy has a small land area). Book
tickets two months in advance. The reference selling price of other airline tickets is 10000 yuan.
The purchase scenario is: the subjects choose Milan as the first city to travel, and buy a direct
ticket from Beijing to Milan from an international airline at a price of 10000 yuan (note: the
small difference in ticket discount between different airlines is ignored, and the price includes
all taxes). Then, use Likert 7-point scale to measure the satisfaction of the subjects after ordering
travel tickets.

Secondly, the experimental group also assumes that the subject is a travel enthusiast who plans
to take an international airline's plane to Italy for a two-week self-help trip from Beijing. As-
suming that you have never been to Italy before, any city in Italy has the same attraction for



you, and the ticket price of economy class is basically the same (note: Italy has a small land
area). Book tickets two months in advance. The reference selling price of other airline tickets is
10000 yuan. However, the purchase scenario adopts the probability sales model, that is, the
starting place of the subjects is Beijing. However, the destination of the flight in Italy is deter-
mined by an international airline. The airline arranges the destination of the test subject accord-
ing to the situation of the spare tickets, and the price is 6000 yuan (note: the small difference in
the discount of the tickets of different airlines is ignored, and the price includes all taxes). Then,
the Likert 7-point scale was used to measure the satisfaction of the subjects after ordering travel
tickets.

Finally, compare the difference of satisfaction between the two groups after booking travel tick-
ets.

3.3.2 Results and discussion

The results of linear regression analysis using SPSS are shown in the following table.

Table 3. Levene test of error variance equivalence

F df1 df2 Sig.

3.151 1 106 .079

As shown in table 3, in the Levene test of equality of error variance, F=3.151, not significant
(P=0.079>0.05), indicating that the error variance of dependent variable satisfaction in the con-
trol group and the experimental group are equal, that is, the variance is homogeneous, and the
test results of inter-subjective effects are significant. In the test table of inter-subjective effect,
the significance level of the type item p=0.028<0.05, indicating that when the experimental
group adopts the probability sales model, the satisfaction of consumers after ordering travel
tickets is significantly higher than that of the control group when the probability sales model is
not adopted, and the theoretical hypothesis is supported.

4. Conclusion and discussion

The purpose of this paper is to study the impact of probability sales model on consumer satis-
faction. Three different experimental scenarios were used: purchase of cotton shirts, purchase
of smart phones and purchase of travel tickets. Data were collected in the form of questionnaires
to compare the difference between the post-purchase satisfaction of consumers without proba-
bility sales and with probability sales. The results show that the results of the three experiments
all support the theoretical hypothesis of this paper, that is, in the context of adopting the proba-
bility sales model, the post-purchase satisfaction of consumers is significantly higher than that
of consumers who do not adopt the probability sales model, which indicates that probability
sales will indeed stimulate consumers' buying interest and improve consumer satisfaction.
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