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The Analysis of Tie sale in Two sided Markets

ZHANG Kai, LI Xiang yang
(School of Management, Harbin Institute of Technology, H arbin 150001, China)

Abstract: Tiein sale is one of the most common promotion strategies of twosided platforms in real world.
Separating buyers into two groups i. e. tying preference buyers and tying indifference buyers, the paper arr
alyzes different tying preference that influences equilibrium pricing and relative social welfare, when two-
sided platforms implement tying strategy as one of promotion strategies. The results show that tying has
ambiguous effect on buyer entry equilibrium price and seller entry equilibrium, which are set by two-sided
platforms in monopoly case and competition case. T he price of tying product is set as single markets in
both cases. In monopoly case, tying can increase the number of buyers and sellers, and the profit of plat
form. The platform which has less cost of tying product will get much more buyers, sellers and profit in
com petition case. The sum utility of buyers and sellers and social welfare will increase, when the number
of tying preference buyers increases in both cases.

Key words: tw o sided markets; two-sided platforms; tie in sale; social welfare



