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Background and Problem 
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• What kind of arts  

• What is the optimize 

price 

 Online art market is not a hot 

topic for researcher 

 

 Small scale followers -> hard to 

develop distribution model 
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Our Idea 

1 

2 

3 

4 

3 



Methodology 
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Preliminary Result 

 

 
Middle – low class art 

Pricing range RMB <$30,000 

Decorative art 

Church in church, ~RMB 320 
Headless horse headsmen, 

~RMB 320  
The well, ~RMB 24000  
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Affordable  
Art 



Q &A 

 

 

Thank you for your time! 
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