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Abstract

Purpose — The purpose of this research is to investigate how to introduce a financing scheme to tackle the
manufacturer’s capital constraint problem, discuss the effects of data-driven marketing (DDM) quality, cross-
channel-return (CCR) rate and financing interest rate on the members’ pricing and delivery-lead-time decisions
and optimal performances, and analyzes “how to achieve the coordination within a dual-channel supply chain
(DSC) by contract coordination.

Design/methodology/approach — This work establishes a DSC model with DDM, and the offline retailer can
provide internal financing to the capital-constrained online manufacturer. The demand under the price is
determined based on DDM quality, customer channel preference and delivery lead time. Then, combined with
the Stackelberg game, the optimal pricing and delivery-lead-time decisions are discussed under the inconsistent
and consistent pricing strategies with decentralized and centralized systems. Furthermore, it designs a
manufacturer-revenue sharing contract to coordinate the members under the two pricing strategies.
Findings — (1) The increase of DDM quality will reduce the delivery-lead-time under the inconsistent or consistent
pricing strategy and will push the selling prices; (2) The growth of the CCR rate will raise selling prices and extend
the delivery-lead-time under the decentralized decision; (3) Under price competition, the offline selling price is higher
than the online selling price when customers prefer the offline channel and vice versa; (4) The retailer and the
manufacturer can achieve a win-win situation through a manufacturer-revenue sharing contract.
Originality/value — This paper contributes to the studies related to DSC by investigating pricing and
delivery-lead-time decisions based on DDM, CCR, internal financing and supply chain contract and proposes
some managerial implications.

Keywords Data-driven marketing, Dual-channel supply chain, Internal financing, Cross-channel return,
Contract coordination
Paper type Research paper

1. Introduction
With the growth of the application of big data technology in business, enterprises have more
business opportunities. Enterprises can improve customer utility through data-driven
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analysis because they carry out marketing activities by accurately grasping the consumption
trend of the customer (Braverman, 2015; Cohen, 2018). For another, with the rapid
development of e-commerce, online shopping is popularly used by customers (Liu et al., 2016).
Some companies, such as Lenovo, Sony and Dell, open up online direct sales channels and
keep offline channels, which leads to a dual-channel supply chain (DSC) system (Chen et al.,
2012). However, it also leads to conflict between channels, i.e. the potential internal pricing
competition between the online manufacturer and the offline retailer (Mukhopadhyay et al.,
2008; Xu et al., 2012). Meanwhile, in the process of online sales, delivery-lead-time is a vital
indicator to weigh the service level of online channels because the customers pay more
attention to the time interval between the order payment and the receiving commodities (Hua
et al., 2010), especially in countries with low labor cost. Nevertheless, a longer delivery-lead-
time will reduce customers’ demand for online channels and lower their loyalty. Hence, the
pricing and delivery-lead-time decisions are critical issues for DSC management (Noori-
Daryan et al.,, 2019).

In real business, with the development of new channels and the increase of potential market
demand, there will be a higher requirement for the manufacturer’s initial capital. Thus, more
and more manufacturers have to face colossal capital pressure. Supply chain financing is one of
the main methods to solve the short-term capital shortage of manufacturers, which includes
external and internal financings (Deng ef al., 2018). External financing is the provision of short-
term loans through external financial institutions. Internal financing is another kind of
financing type that provides financing through large retailers in the supply chain. For example,
Walgreens and Amazon provide short-term financing to manufacturers through the financing
platform (Qin et al, 2020a).

Furthermore, most DSCs provide the same channel return service, which allows
customers buy-online-and-return-online or buy-offline-and-return-offline. However, with
customers’ increasing demand for convenient return services, enterprises such as Suning,
Apple and BestBuy have begun to provide customers with buy-online-and-return-offline
(cross-channel return) services to improve customer satisfaction (Yan ef al., 2020). This cross-
channel-return (CCR) service is convenient for customers to draw back the online products to
the nearest offline physical store, improving the customers’ loyalty (Dijkstra et al., 2019). In
the United States of America (USA), 88 % of the top 100 retail enterprises provide CCR service,
and 72% of customers in China hope for this service (Huang and Jin, 2020). Thus, more and
more members of DSCs tend to provide CCR services.

Finally, DSC must alleviate the conflict between offline and online channels. Contract
coordination is one of the crucial methods for solving the conflict between channels (Cai,
2010). The role of contract coordination is to ensure the Pareto-optimality of the supply chain
members by encouraging them to make the global optimal decisions from the perspective of
the overall supply chain. Moreover, reasonable profit allocation could be realized by adjusting
contract parameters and achieving Pareto optimality (Xu et al., 2014).

To the best of our knowledge, few studies have investigated the impact of DDM quality
on channel pricing decisions and delivery lead time in a capital-constrained DSC. Hence
this study develops a DDM-based DSC model including a retailer and a capital-
constrained manufacturer, investigates how the DDM quality impacts the pricing and
delivery-lead-time decisions and members’ profits and investigates how to introduce
internal financing to tackle the manufacturer’s problem with capital constraint.
Furthermore, this work also studies the impacts of customer channel preference, online
lead-time sensitivity, CCR rate and financing interest rate on the optimal solutions and
performances and analyzes how to achieve coordination within DSC by proposing a
manufacturer-revenue sharing contract.

The contributions of this work are new and interesting. Firstly, there is still little work
using the DDM quality to investigate both channel pricing decisions and a delivery-lead-time



decision within a capital-constrained DSC. Secondly, this study finds that improving DDM
quality can help reduce the delivery lead time under the inconsistent or consistent pricing
strategy, attracting more potential demand and raising the flexibility of the DSC. This fulfills
the research gap about the application of DDM in the field of DSCs. Thirdly, under the
inconsistent pricing strategy; it is not true that the online selling price is lower than that of the
offline channel, which extends the related conclusion on the price difference between both
channels. Fourthly, under the decentralized decision, the increase of the CCR rate will lead to
the growth of both channels’ selling price and delivery lead time. Finally, the manufacturer-
revenue sharing contract can coordinate the online manufacturer and the offline retailer to
achieve Pareto-optimality. In particular, they can obtain the same profit growth percentage
through a well-designed revenue contract.

The structure of this research is arranged as follows. It reviews the relevant literature in
Section 2. Section 3 provides the problem description and symbol definition. Then, under the
inconsistent and consistent pricing strategies, the effects of customer channel preference,
DDM quality and CCR rate on the optimal decisions of pricing and delivery-lead-time and the
manufacturer-revenue sharing contract are investigated in Section 4 and Section 5,
respectively. Section 6 provides a numerical study to test the impacts on the optimal pricing,
delivery-lead-time and optimal performance, verifies the coordination effect of the
manufacturer-revenue sharing contract, and analyzes the profit distribution between the
members. In the end, Section 7 overviews this work and proposes several corresponding
managerial insights and possible issues for further research. The proofs of all findings and
results are displayed in Appendix. All the abbreviations and the corresponding full names are
listed in Table 1.

2. Literature review

This section reviews current literature on DSCs, including pricing, customer channel
preference, delivery-lead-time and CCR, DDM, supply chain coordination and supply chain
financing.

2.1 Dual-channel supply chain

In recent years, with the rise of online shopping modes, many scholars have studied DSC
systems’ pricing and delivery-lead-time decisions. For instance, Chiang ef a/. (2003) developed
a DSC pricing model. They concluded that opening an online channel could improve the
overall income level of the manufacturer and would not affect the retailer’s profit. Hua et al.
(2010) researched the delivery-lead-time and pricing decisions of the DSC under the
decentralized and centralized systems using Stackelberg game and two-stage optimization
technology. Xu et al. (2012) studied the DSC’s decisions regarding pricing and delivery-lead-
time by considering customer-channel-preference. They concluded that the delivery lead time
with the decentralized system was shorter than that with the centralized system. Modak and
Kelle (2019), based on stochastic demand, analyzed the lead time and pricing decisions and
found that the manufacturer would shorten the delivery-lead time under the highly lead-time

Abbreviations Terms

DSC Dual-channel supply chain
DDM Data-driven marketing
CCR Cross-channel return
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sensitivity. Radhi and Zhang (2019) analyzed the effect of the CCR rate on the members’
optimal profit and ordering decisions under the centralized and decentralized systems,
respectively. Yan et al. (2020) analyzed the impact of CCR on pricing decisions under
consistent and inconsistent pricing strategies. Huang and Jin (2020) focused on the impact of
the CCR rate’s role on pricing decisions in a DSC based on customer utility. Zhang et al. (2021)
analyzed the two-stage DSC’s green and dynamic pricing strategies based on green products.
More recently, Liu ef al. (2022) considered the customer channel preference and concept of
customers’ overconfidence level and studied the pricing strategy of DSC under decentralized
and centralized schemes. However, less of the above literature on the DSC considered the
situation that the members had capital constraints and studied the effect of the DDM quality
on the optimal solutions as well. This study investigates the impact of DDM quality on the
solution and the performance of the capital-constrained DSC.

2.2 Data-driven marketing (DDM)

Data is critical to the operation of marketers and is also a core of business today (Cloarec,
2022). The effect of data-driven analysis has become a popular topic of supply chain
management since the rapid development of information technology (Brinch, 2018; Zhang
et al., 2022). Among them, DDM is an essential part of data-driven analysis, and most of the
marketing activities of the platform can be implemented by DDM (Arunachalam et al., 2018;
Choi et al, 2018). Under the DDM, enterprises can find suitable marketing points by
accurately grasping the consumption trend, and creating targeted promotion activities with
data mining, to increase customers’ purchase desire and utility (Braverman, 2015; Cohen,
2018). Hence, many scholars have studied DDM in recent years. For example, Choi et al. (2018)
qualitatively discussed the challenges, opportunities and applications of DDM. Cohen (2018)
studied how the DDM helps enterprises improve service quality. Cali and Balaman (2019)
researched how enterprises make marketing more precise through the DDM. Kakatkar and
Spann (2019) found that DDM helped enterprises measure customer behavior and
engagement in every campaign. Liu et al (2020) considered that the platform could
provide targeted service through the DDM and investigated the preference of the platform
between agency selling and reselling. Shah and Murthi (2021) analyzed how DDM practices
helped expand the marketing scope by tracing past literature. The existing literature on DDM
mainly focused on how driven data affected the enterprises’ performance and capabilities,
seldom analyzing the impact of DDM on the decisions and profits by establishing
mathematical models. Few of them considered the effect of driven data on capital-constrained
DSCs. Hence, in contrast to the above studies, the manufacturer in this work provides DDM to
forecast the demand trend more accurately, stimulating demand for both the online and the
offline channels. Furthermore, different from existing literature, we discuss how the DDM
quality affects the capital-constrained DSC members’ decisions regarding the delivery-lead-
time, both channels’ selling prices and profits. We find that the growth of DDM quality can
lead to the reduction of the delivery lead time under two different pricing strategies and
improve the agility of the DSC.

2.3 Supply chain financing

Supply chain financing is one critical method to solve the short-term capital constraints for
supply chain members. It is generally divided into external financing and internal financing.
In a general way, external financing is one of the popular methods to solve the problem of
retailers and manufacturers with a lack of short-term liquidity through financial institutions.
Hence, many scholars have investigated the optimal decision of supply chain under external
financing (Brennan et al., 1988; Cao et al., 2020; Dada and Hu, 2008; Kouvelis and Zhao, 2011).
For another, internal financing is one kind of short-term trade credit provided by the core



enterprise of the supply chain so that the financing enterprise can obtain short-term funds by
paying interest. Thus, some studies exist on supply chain financing solutions by introducing
internal financing schemes (Peura et al., 2017, Wu et al., 2019; Zhang et al., 2018). Among them,
some studies considered that manufacturers or upstream enterprises had capital constraints.
For example, Tang et al. (2018) compared the financing efficiency under ordering financing
and buyer direct financing. They found that direct financing was more effective than
ordering financing when capital seriously constrained suppliers (upstream enterprises).
Qin et al (2020a) compared the impact of external financing and mixed financing on carbon
emissions and production in the supply chain. They indicated that mixed financing might
improve supply chain profits by encouraging manufacturers to control carbon emissions.
Xu et al. (2022a) analyzed the supplier’s financing decision between the internal and external
financings by developing the DSC model and found that the supplier had more benefit from
internal financing if the production cost was lower than a certain threshold. The above
studies on supply chain financing mainly focused on single-channel supply chains and less
on DDM-based DSC. Thus, this work considers a DDM-based DSC composed of a sufficient-
fund retailer and a capital-constrained manufacturer, studies how to solve the financing
problem of the manufacturer by introducing internal financing solution and discusses the
impact of the financing interest rate on the performance of the manufacturer and the retailer.
Consistent with our common sense, the growth of the financing interest rate helps to improve
the retailer’s performance but leads to some loss for the manufacturer. Hence our study
suggests that the retailer should provide a reasonable financing interest rate for the
manufacturer to achieve a win-win situation.

2.4 Supply chain coordination
Supply chain coordination has great significance on the supply chain’s sustainable
development. It needs to be realized in combination with specific contracts so that the
members can cooperate from the perspective of optimal integration. It can achieve reasonable
profit distribution and Pareto optimization. So far, there are many literature studying the role
of contract coordination in the supply chain, including contracts for two-part-tariff contracts
(Bai et al., 2017; Kolay and Shaffer, 2013), quantity-discount (Li and Liu, 2006; Nie and Du,
2017), buy-back contracts (Pasternack, 1985; Xie et al, 2017), revenue-sharing contracts
(Cachon and Lariviere, 2005; Kong et al., 2019; Xu et al, 2022b) and effort cost-sharing
contracts (Jorgensen ef al., 2000; Zhong et al., 2020). For example, Kong et al. (2019) discussed
the coordination effect of a value-added revenue-sharing contract on the wind power supply
chain. Zhu et al. (2021) adopted a revenue-sharing contract to coordinate the hybrid power
supply chain members. Zhong et al. (2022) investigated the effect of a revenue-sharing
contract on the supply chain with uncertain yield and demand. They proposed a revenue-
sharing contract with a subsidy mechanism to improve the performance of the supply chain.
Most existing studies used revenue-sharing contracts to share the revenue of downstream
supply chain members, who usually have high revenue levels concerning upstream members.
However, in this work, we focus on the industry supply chain, in which the manufacturer has
a high revenue level with respect to the retailer. Thus, this study adopts a manufacturer-
revenue sharing contract to coordinate the retailer and the manufacturer to encourage the
both parties to make decisions from the overall optimization perspective. Our numerical
analysis demonstrates that the contract can coordinate the retailer and manufacturer well.
Furthermore, there is a trade-off point in the revenue-sharing proportion range such that both
members can have the same profit growth.

Table 2 lists the comparison of this work concerning previous studies.

To our best knowledge, the existing literature on supply chain financing mainly
focused on single-channel supply chains and less on introducing internal financing
schemes to solve the capital-constrained problems of manufacturers in DDM-based DSCs.
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Table 2.
Comparison of this
work with respect to
previous studies

Online-
lead-time

Authors Decision variables Channel  Financing Contract DDM CCR sensitivity
Huaetal.  Delivery-lead-time, Dual- X X X X \/
(2010) wholesale price, online channel

and offline selling prices
Modak and Delivery-lead-time, Dual- X X X X \/
Kelle (2019) Online and offline selling channel

prices
Radhiand Inventory and ordering  Dual- X X X \/ X
Zhang channel
(2019)
Huang and  Retail price, wholesale Dual- X X X \/ X
Jin (2020)  price channel
Liu et al. Quantity, wholesale price Single- X X \/ X X
(2020) and DDM quality channel
Qin ef al. Production quantity, Single- External financing, X X X X
(2020a) carbon emission channel  mixed financing
Xuet al Booking price, online and Dual- External and X X X X
(2022b) Offline selling prices channel  internal financings
Kong et al.  Channel effort level, Single- X Value-added X X X
(2019) service price and channel revenue-

maintenance demand sharing
This study  Online and Offline selling Dual- Internal financing ~ Revenue- v ARRY

prices, delivery-lead-time channel sharing

Furthermore, fewer of the existing studies of DSCs considered the impacts of DDM quality
and CCR on the DSC members’ optimal pricing and delivery-lead-time decisions and
discussed the coordination effect of supply chain contracts, especially the manufacturer-
revenue sharing contract.

Thus, this work delivers the following theoretical contribution in the field of DSCs.
First, the DDM quality negatively affects the delivery-lead-time under the inconsistent or
consistent pricing strategy, while it is the opposite for the selling prices. Second, the CCR
rate positively correlates to the selling prices and the delivery lead time under the
decentralized decision. Finally, under the inconsistent pricing strategy, it only holds that
the offline selling price is higher than the online selling price when customers prefer the
offline channel.

3. Problem statement and symbol definition
This section describes the research problem and defines the relevant variables.

3.1 Problem statement

This work considers that the manufacturer in DSC, as an upstream enterprise, has a capital
constraint, discusses how to introduce internal financing to solve the problem of short-term
financial constraint for the manufacturer and analyzes how the DDM quality affects the
members’ optimal pricing and delivery-lead-time decisions, to impact the profits. Hence, the
study develops a DDM-based DSC model including a capital-constrained manufacturer and
aretailer. The manufacturer sells the same products through its online channel and offline
channel. Moreover, the manufacturer provides targeted promotion services for customers
through DDM to improve the channels’ demand (Liu et @, 2020). It assumes that the
manufacturer’s initial capital is sufficient to cover the delivery-lead-time and DDM



costs but is insufficient to the budget for the total production cost of products for the two
channels. Hence, the retailer, as a downstream large supply chain enterprise, will
provide internal financing with a given interest rate to the manufacturer by signing an
agreement with the manufacturer to supplement the manufacturer’s capital insufficiency
(Shen et al., 2020). Then inconsistent and consistent pricing strategies are discussed,
respectively. Under the inconsistent pricing strategy with a decentralized system, the
retailer, as a core supply chain enterprise and a leader of the Stackelberg game, will
determine the offline selling price first. Secondly, the manufacturer, as the follower of the
game, will decide the delivery-lead-time and selling price of its online channel. With the
centralized system, a two-stage optimal technology is adopted, in which delivery-lead-time
decisions should be preceded by online and offline pricing decisions (Hua ef al., 2010). With
the decentralized system under consistent pricing, the retailer first decides the online and
offline selling prices (Qin et al., 2020b). Then, the manufacturer will determine its delivery-
lead-time. With the centralized system, the supply chain will determine the delivery lead
time and selling price simultaneously. Then, in the sales process, the manufacturer and the
retailer will fully return services to customers. Moreover, the manufacturer will provide
CCR service to customers (Figure 1). Finally, the manufacturer will pay back the loans and
financing interest to the retailer, and the retailer should pay some of the value of the CCR
commodities to the manufacturer.

Furthermore, the problem investigates the impacts of DDM quality, customer-channel-
preference proportion, CCR rate, financing interest rate and online-lead-time sensitivity on the
pricing and delivery-lead-time decisions. It aims to maximize the members’ profits and
the overall supply chain. Furthermore, it also discusses the coordination role of
the manufacturer’s revenue-sharing contract.

3.2 Symbol definition
Before the formulation of the models, some related symbols are defined as follows (Table 3).

4. Model analysis under the inconsistent-pricing-strategy

This section considers the situation where the supply chain members adopt inconsistent
prices and discusses the effects of CCR rate, customer channel preference and DDM quality
on each member’s optimal decisions. Finally, the contract of manufacturer-revenue sharing is
proposed to coordinate the manufacturer and the retailer.

4.1 Decentralized system under the inconsistent-pricing-strategy
It assumes that the manufacturer has capital constraint with initial capital B, which can cover
the DDM and delivery-lead-time costs, but is insufficient to support the total production cost

Partial value of cross-
channel returned products

Offline channel Online channel

A

. Cross-channel
Return to . return Return to
offline channel online channel

Offline channel’s “.| Online channel’s
consumers consumers
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Table 3.
Related symbols

Subscripts me{f,h,0,01} Offline channel (f, f1), online channel (o, 01)
Superscripts ne{d,cu} Decentralized (d), centralized (c), revenue-sharing contract («)
Parameters X Initial market demand

0 Offline customer preference ratio

w Wholesale price

c Production cost

¢ Processing cost of Returned product

s Residual value of returned product

l Part of the value of the CCR product for the manufacturer

a Price sensitivity

b Cross-price sensitivity

1 Interest rate of internal financing

A Return rate of the offline channel

o Return rate of the online channel

€ CCR rate

7, 7o Delivery-lead-time dependent cost parameters

a Offline-lead-time sensitivity coefficient

B Online-lead-time sensitivity coefficient

v DDM quality

ki, ko Customer’s sensitivity of the DDM

n Cost coefficient of data analysis

H Data collection cost

L Manufacturer financing amount

u, uy Revenue-sharing ratio

B Initial funds of the manufacturer

Dy, Total channel demand

, Profit with the decentralized system

I, 11} Total profit with the centralized and decentralized systems
Decision variables o, Offline and online channels’ selling price

AN Delivery lead time

of products for both channels. Hence, the retailer will provide internal financing to the
manufacturer with a financing interest rate /. As the game’s leader, the retailer will determine
the offline channel’s selling price py. Secondly, the manufacturer decides the online channel’s
online delivery lead time ¢ and selling price p,. After that, the manufacturer determines the

financing amount L. The manufacturer’s delivery cost is (7, — 7'21‘)2 with 71 /72 > t Modak
and Kelle, 2019; Savaskan and Van Wassenhove, 2006). Furthermore, the data collection
cost is H, and the cost of data analysis is #v* (Liu et al,, 2020). Then, the manufacturer
provides wholesale price w and sells the products to the retailer. During the sales process,
the return rate of the offline channel is (0 <A<1), the online-channel’s return rate is
(0<6<1), and the CCR rate is ¢ (0<e<1). The unit processing cost of the returned
product is ¢,. In addition, the online and the offline channels handle the returned products
with unit residual value s, and the retailer will repay some of the CCR products’ residual
value to the manufacturer with unit value, and / <s — ¢,. Moreover, this work assumes that
¢ <l <s < c¢<w. Finally, the manufacturer should pay back the retailer’s financing
amount with the interest L(1 4 7).

To ensure that the research conforms to the actual situation, the discussions of this work
are based on Assumption 1.

Assumption 1. 1t keeps a fixed value of the total return rate of the online channel, which
implies that the return rate of the online channel o will decrease if the CCR



rate € increases. Furthermore, the return rate of the online channel is
higher than the offline channel’s return rate, and the return rates of the
two channels are not seriously unbalanced.

The demand functions of two members are referred to in the studies by Hua et al. (2010),
Modak and Kelle (2019), and Liu ef al. (2020).

The retailer’s demand function is Dy = 6x — aps + bp, + at + kev, and the manufacturer’s
demand function is D, = (1 —6)x —ap, + bps — pt + kv, where x is initial market demand, 6
is offline customer preference ratio, and (1 —6) is customer preference proportion for the
online channel. ¢ is its own channel’s price sensitivity coefficient, b is cross-channel sensitivity
coefficient,and ¢ > b (Qin et al, 2020b). #is online-lead-time sensitivity coefficient, aris offline-
lead-time sensitivity coefficient and > a (Modak and Kelle, 2019). v is DDM quality, and %;
and k; are customers’ sensitivity of the DDM. Hence, the manufacturer’s financing amount can
be expressed as

L=cD,+Dy) - [B —(n—nt)— (H+ nvz)} .

Then the profit functions of the online manufacturer and the offline retailer can be
obtained below.

7t =p,[1 = (6 +€)|D, — ¢(D, + Ds) + wDs + (s — ¢)aD, + leD, — (1) — rst)*
- (H+m*) - [C(D,, +Dp) + (n —rt)’ + (H +m?) — B}I.
7! = pr(1 =)D, —wDy + (s = ¢)2D; + (s = ¢ = DeD, + [e(Dy + Dy) + (ry = st
+ (H + nv*) —B}I.
And the profit functions can be simplified as
7 = [p,C = (U 1)+ GID, + [ — (1 + I)JD; = [y = rat)” + (H +m?) | (1 +1)
+ BI,
nf = (pfA —w+E+cl)Dy + (F +cI)D, + [(71 —not)’ + (H +m?) — B}I,

where E = (s—¢p)A F=(s—¢—)g A=1-1,C=1-06-¢6G=(s—¢p)o + e
4.1.1 The manufacturer’s best decision under inconsistent-pricing-strategy.

Proposition 1. For any given offline-channel’s selling price py, the profit function of the

manufacturer z¢ is concave with the online selling price p, and delivery-

lead-time ¢ if 4Car3(1+1)—C?6* > 0. And p%(ps) and t*(ps) are

given by
o 272(1 +1)N + CpR 2r5(1+1)Ch
b, (pf) = ) 2 22 B} 2 Dy
4Cars(1+1) — C?p°  4Cars(1 +1)— C?p
" 2CaR + CpN C*pb
and 1™ (pr) = ! 4 oDr-

ACa2(1+1) — C2f*  ACar?(1+1) — C2f

Where N =C(1-0)x+ Chiv—aG+ (a=b)c(1+1) +wb, R=p[G-—c(1+1)]—ajw—
C(l +[)] —27’17’2(1 +1).
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For the sake of clarity, the proofs of Proposition 1 and the remaining Propositions are
illustrated in Appendix.
Then, analyze the effect of py, 6, v, and e on P ) and 1 (p ), and provide Proposition 2.

Propositz'on 2
1) 91%})(1%) >0, 3170 (Pf >0, Qba (Pf <0, Qba (P/ >0ifrp >
@ & @f><o, rr) ) % @f>>0and"” ),

Proposmon 2 111ustrates the following results. (1) The rise of the offline selling price will
raise the online selling price and reduce the delivery lead time. In real business, the online
channel, as a competitive channel, should also decline its selling price when the offline
channel adopts to lower selling price strategy, that is, price competition. At this time, the
online channel also can improve its channel’s competitiveness by shortening the delivery-
lead-time. (2) DDM quality positively impacts the online selling price but negatively affects
the delivery-lead-time. In practice, high-level DDM quality enables the manufacturer to
more accurately grasp the current consumption trend through data-driven analysis, finds
the marketing point which can stimulate customers’ desire to purchase, creates high-
quality and more targeted marketing activities for the manufacturer, and improves
customers’ utility, to raise the selling price (Cohen, 2018; Liu et al., 2020). Moreover, it will
encourage the manufacturer to provide a shorter delivery-lead-time to attract more
customers. (3) The increase in customers’ offline-channel preference ratio will decrease the
online selling price and raise the delivery-lead-time. In real situations, the online channel
can attract some customers by appropriately cutting down its selling price when customers
prefer offline shopping. It is unnecessary to provide a lower delivery-lead-time. (4) The CCR
positively impacts the delivery-lead-time. While the impact of the CCR rate on the online
selling price mainly depends on lead-time dependent cost, that is, the online selling price
will rise with the growth of the CCR rate if the lead-time dependent cost is higher than a

@k
otherwise % 5 e(p ) < (),

1+[ @

given threshold 2 > g, /577 e [ and vice versa.

4.1.2 The retailer’s optimal decision. In the following, the retailer’s optimal decision is
studied. Bring p@* (py) and #%* (py) into the profit function of the retailer, and get the function
of ().

Proposition 3. ﬂff is concave with the offline selling price p; if [4Car3(1+1)—
C*V > 272IC*5*b>. And }" can be expressed as

dx

A(6x+ ko) [4Car§(1 - cZﬁﬂ ’ [4Car§(1 - CZﬂZ] (~w+E+c)V
pf = -

[4Car§ (1+1)— CZﬁZ} V—22IC'8% 24 [4Car§(1 +I)— czzﬂ V- 42IACHP

[4&;75(1 1) fCZ/iZ} [2cabr§(1 +1) (F+c])+271721C2ﬁb] +2021C2pb(2CaR +CpN)
[4Car§(1+[) 702/32] V —221CH 5

+

[40473(1 +1) 702/}2] [24br3(14+I)N + AbCR —2AaCaR — ACapiN]

J’_
[4Cm’§ (1+1)— CZﬁZ] V —221C 212

)

Where V = [~472(1 + I)ACY® + 2AC%apb + 84Ca*r2(1 + I) — 24aC??).

To discuss the effects of v on j)f , investigate the first derivatives of pj‘f* with respect to v.



Proposition 4.

ds

. Cap
=27 T
i > 0ifry > eI

Similar to Proposition 2, Proposition 4 illustrates that the effect of DDM quality on the optimal
offline selling price mainly depends on the lead-time-dependent cost. Thus, DDM quality will
positively impact the offline selling price if the lead-time dependent cost is no less than a given
threshold 72 > , /%.

4.1.3 Demands and optimal profits of the two members. Then, bring p)‘f* into p%*(ps) and
1 (pr), leading to the optimal lead-time 1% and the optimal online selling price pff*.

Finally, under the optimal decisions, the demands and the optimal profits of each channel

can be gotten through ", p% and 14,
D = 0x — ap}" + bp? + at™ + ko,
D = (1-0)x — ap® + bp" — Bt + ko,
7 (b ) = (A —w+ E+ el ) D' + (F + l)Dy"
+ {(7’1 —nt®)* 4 (H +m?) — B}],
7 (b #) = [pC = e+ 1) + G| DI+ w — e+ DIDY

- |:(71 — ™)’ + (H+ mﬁ)] (1+1) +BI.

4.2 Centralized system under inconsistent-pricing-strategy
With the centralized system, the members make global optimal decisions with maximizing
the profit of the overall supply chain.

In this case, the overall-supply-chain profit is given by

= (pA+E—c)Ds+ (p,C+F +G—c)D, — (r, — rot)’ — (H +no?).

Proposition 5. Based on Assumption 1, ITis concave with pr and p,, but not sufficient to be
concave with py, p, and £. And for any given delivery-lead-time , p;* (t)and
P (t) can be expressed as follows.

ce  2CalA0x + Aat + Al — alE + (a = b)e + (F + G)] + (A + CBIED + C(1— 0)x — Cpt + Chw — (F + G)a+ (a = b)]
by () 1ACa — (A + O ’

(A + C)b[A0x + Aat + Akyw — aE + (a — b)c + (F + G)b] + 2AalEb + C(1 — 0)x — Cpt + Clyw — (F + G)a + (a — b)c]

C#
t
2o () 4ACa* — B*(A + C)*

0

Proposition 5 illustrates that it is not sufficient to find the optimal delivery-lead-time **, the
optimal selling prices p]cf and p%* of the two channels through the first-order partial
derivations. Thus, for any given ¢, the two-stage optimal technology is adopted so as to get
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the p}*(t) and p¢*(¢) at first, and then /* can be obtained through the implicit function
theorem.
Then, discuss the impacts of 6, vand ¢ on the p}* (¢) and the p* (¢), determine the first-order

partial derivative of p}* (¢) and p&*(t) with respect to 6, vand £
Proposition 6.
(2Aa—Ab—Cb)M, — (2Ca—Ab—Cb)M,
4Cax— (A+C)*bx

i) 2py (1)if 120> ; Otherwise, p" (£) <p' (1),

() —2ACa+AA+CD o ap; () 2ACa—C(A+C)b )
00 4AC-P(A+C)* T 90 4ACR - (A+C)
op; (1) _2ACaky +A(A+C)bky _ 98y (1) _ 2ACaky + C(A+C)bh
o 4AC2 —P(A+C)? ~ T 4ACa? —1?(A+C)*
op; (1) _ ~2ACap+A%bat ACha p; (t) 2ACaa—ACh—C?bp
ot 4AC—b(A+C) Tt 4ACa? - (A+C)

b

Where My = Eb+ Cx— Cpt + Chiv— (F + G)a + (a—b)c and My = Aat + Akov —aE +
(@a=b) c+ (F+ G)b.

Proposition 6 implies that: (1) The customer’s offline-channel preference proportion
negatively affects the online selling price and has a positive impact on the offline selling
price. And the difference between both channels’ optimal selling prices mainly depends on the
customer’s channel preference proportion. That is, for the products that customers attach
more attention to quality and authenticity, the offline selling price should be higher than that
of the online channel since customers prefer offline purchasing, and vice versa (Hua et al,
2010). (2) The growth of the DDM quality will lead to the increase of the optimal selling prices
of the two channels since it will simulate the customers’ demand in both channels through
accurate marketing activities, leading both channels to adopt higher price strategies. And the
effects of DDM quality on the two channels’ selling prices depend on the ratio of sensitivity

.. Y W) . _Ab— .
coefficients of the DDM. That is, % gy(t) > p{,y( ) 1f% > égﬁ‘;_ﬁi_g;, and vice versa. (3) The

influence of the delivery-lead-time on the offline selling price mainly depends on the ratios of
sensitivity coefficients of prices a/b and delivery-lead-time $/a. Hence, the rise of the
delivery-lead-time will increase the optimal offline selling price when the price sensitivity
coefficient ratio is higher than the delivery-lead-time sensitivity coefficient ratio, and vice
versa. Furthermore, the selling price of the online channel will be negatively impacted by the
delivery-lead-time.

Proposition 7. The optimal delivery-lead-time #* under the centralized system should
satisfy the following condition.

dIl _ 9T dp,(t) | oM dpy(t) 9T _
at — op, dt s dt at

0.

Hence, the optimal delivery-lead-time can be obtained by Proposition 7.



o [Eb+C1—-0)x+ (F+G)a+ (a—b)c+ Cho][-2ACha + (A + C)Aabd]
—2ACa(Aa? + CB?) + 2(A + C)ACapb + 8ACa?r} — 2(A + C)*br3
[A0x — aE + (a — b)c + (F + G)b + Aky][2ACaa — (A + C)Cpb]
~2ACa(Aa? + CB?) + 2(A + C)ACapb + 8ACa>% — 2(A + C)°b%r?
[4ACa2 —PA+ cﬂ [Ea —ac — (F + G — ¢)f + 2117
+ .
—2ACa(Ad? + CF?) + 2(A + C)ACapb + 8ACa?r? — 2(A + C)*b%13

Then, it discusses the effects of 8 and v on #**, and leads to Proposition 8.
Proposition 8.

= .ok 2Aaa—Apb—Cpb dt . a B
@ " Cha—Ads—Cab’ a0~ 157

Proposition 8 states that the delivery-lead-time will be negatively affected by the DDM

quality if the DDM sensitivity coefficient ratio % > %, and vice versa. The

growth of the offline customer preference ratio will lead to an increase of the optimal
delivery-lead-time if the price sensitivity coefficient ratio is higher than the delivery-lead-
time coefficient ratio. Furthermore, the CCR rate € has no effect on the optimal delivery-
lead-time 7,

Then, bring ¢ into p;* (t)and p*(¢) tQ get the optimal j);* and p°.

Finally, with the expressions of #*, p}* and p¢’, the optimal profit of the overall supply
chain and the two channels’ demand are expressed as follows.

D = 0x — ap; + bp;" + at” + ko,
Dy = (1-0)x — apy +bp; — Bt + ko,

- (p;*,pj*, tC*) = (p;*A +E - c)Dj;* + (p;*c +F+ G- c)Dg*
— (1 —nat ) — (H +nt?).

4.3 Contract coordination

In real business, the profit of the overall supply chain will be higher than that under the
decentralized system if both the members make the global optimal decisions. However, it
needs a specific mechanism for profit distribution. Thus, it is necessary to combine contracts
to coordinate the members for Pareto optimality. Among the existing contracts, a revenue-
sharing contract can improve the internal cooperation of the supply chain in the complex
market environment so that the members can make optimal decisions from the perspective of
overall performance optimization and finally achieve Pareto optimization (Cachon and
Lariviere, 2005; Hu et al., 2017).

Hence, this study considers that the manufacturer promotes the interaction with the
retailer by sharing part of its profit (#) and encourages the retailer to make the decision from
the perspective of global optimization (Govindan and Popiuc, 2014; Yao et al., 2008).

In this situation, under the manufacturer-revenue sharing contract, the offline and online
channels’ profits can be expressed as
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—u {(71 — 7yt ) + (H+ nvz)} (1+1)+uBI,
m (0707 67) = (A=) [p7C = c(L+ 1) + G| DF 4+ (1= w)fw — (1 + T)]Df"

—(1—u) [(71 — rt™)? + (H—H]Uz)} (1+1)+ (1 —u)BI.

Proposition 9. The manufacturer-revenue sharing ratio should be subject to the below
two conditions to ensure the coordination of the supply chain.

x ok T ds [ pds pdv gdsx * ik k0% di (pdw pds gdsx
HL (p; apjfvl“ ) _7[() (p[; ubf 7t )Zﬂjf (p; 7p;’7tc ) 27[/ (p() 7pf 7t )7

I (o0 7) = (b 1) 2wt (b5 ) 2 (o 1),

Thus, the upper and lower limits of the corresponding revenue-sharing proportion can be
derived from Proposition 9.
The upper bound is

U+ D)(Df + D = DF = D7) + (pC+ G)D; = (pC+ G)Di + (1 = rat®) (1 + 1) = (n = rot™)’(1+ 1) + (D) — D)

[pf,*c —c(1+D)+ G}D;;' +[w—c(L+DDf +BI — {(r‘ —nte) + (H +mv2>} 1+1)

The lower bound is

(pf.*A —w+E+ d)Dj.* + (F+d) (Dd - U) + (r = rot®)’T - (p;*A —w+E+ CI)D;* — (=t

[pﬁ*c —c(1+1)+ G}Dﬁ‘” + [w—c(1+ D)D" + Bl - {(r] —rpt ) + (H + mﬂ)} 1+1)

Thus, a reasonable profit distribution can be realized by modifying # within the lower and
upper bounds.

5. Model analysis under the consistent-pricing-strategy

The above focuses on the inconsistent pricing strategy. However, some scholars also believe
it can effectively alleviate the conflict between channels if the DSC adopts a consistent pricing
strategy (Cai et al., 2009; Li et al., 2014). Hence, this section assumes that the members use the
consistent-pricing-strategy, and also assumes that the manufacturer has capital constraint
with initial capital, the retailer will provide internal financing to the manufacturer, and
analyzes the effects of customer-channel-preference, DDM quality and CCR rate on the



optimal selling price and delivery-lead-time under the centralized and decentralized systems,
respectively. Finally, it also coordinates the members by using a manufacturer-revenue
sharing contract.

In this situation, the demand functions of the members are below.

The retailer’s demand Dy; = 0x — (a — b)p + aty + kav.

The manufacturer’s demand D,; = (1—-0)x — (¢ — b)p — pt + kyv.

5.1 Decentralized system under consistent-pricing-strategy
With the decentralized system, the retailer first determines the two channels’ selling price p
(Qin et al., 2020b). Then, the manufacturer determines the delivery-lead-time #;.

In this case, the two members’ profit functions are similar to those with inconsistent
pricing strategy.

7= (pA—w+E+c)Dp + (F+c)Dy + [(n — ot + (H +m?) = B,
7 = pC — c(1+1) + Gy + [ — c(L+ DD — [(n = ot + (H +m?) |1 +1)
+ B

Let, E=(s—¢p)d, F=(s—¢p—)g A=1-1,C=1-06-¢,G=(s—¢p)o + e
5.1.1 The manufacturer’s best decision under the consistent-pricing-strategy.

Proposition 10. The ﬂgl is strictly concave with the #; for any given selling price p. And £
can be expressed as

ey = PG = A+ D] +alw—c(1 + 1)} + 271 +1) AC
= 22(1+1) T2+

b.

Next, it investigates the impacts of € and p on tf* (), and proposes Proposition 11.

Proposition 11.

') pC ' (p) _ Bls—c—1)
b 2RI D " @& owmasn Y

Proposition 11 demonstrates that the selling price p negatively affects the optimal delivery-

lead-time tf *(p), while it is opposite for the CCR rate e. In general, the manufacturer should
shorten the online delivery-lead-time when both channels’ selling prices uniformly increase
since it will improve the channel’s competitiveness and attract more customers to use online
shopping. Meanwhile, an increase of the CCR rate means that more customers choose to
return the online purchased products to the offline channel, which will lead to cut down the
manufacturer’s sales opportunities, and finally will reduce the motivation of the
manufacturer to shorten the delivery-lead-time.

5.1.2 The retailer’s optimal decision with the consistent-pricing-strategy. In the following,

bring #" (p) into #f, to get the function of zf, (p).

Proposition 12. {r}ll i's concave with pif Aa(1 4 I) > IBC, and the optimal selling price p
is given as
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Then, it analyzes the impacts of 8 and v on p®*.
Proposition 13.

W > Oand % > 0.

Proposition 13 shows that the improvement of DDM quality can obtain more customers’
demand through more accurate marketing activities so as to push the selling price, and it also
brings incentives for the retailer to grow up the selling price when customers prefer offline
purchasing.

5.1.3 Demands and optimal profits of the two members. Then, the optimal delivery-lead-

time tf* can be determined by bringing p%* into tf (D).

Hence, through #;" and % the demands and the optimal profit of two channels can be
given by

Dy = 6x— (a — b)p™ + at{" + ko,

Dy = (1—0)x — (a —b)p™ — pt" + o,

2
i = (pd*A —w+E+ d)Dﬁf + (F +c)D% + {(ﬁ - yztf*) + (H + %) ,B}I,
d o & a2
= {pd*C —c(1+1)+ G}Dol' +w—c(1+1)Dyy — [(71 - 72t1*)

+ (H+mzz)} (1+1)+BI.

5.2 Centralized system under consistent-pricing-strategy
The overall supply chain with a centralized system simultaneously decides the selling price p
and delivery lead time #.

In this case, the profit of the overall-supply-chain can be obtained as

Hl = (pA +E—C)Df1 + (pC+F+ G- C)Dol — (7’1 — 72t1)2 — (H+771)2)

Proposition 14. T1; is concave with p and #; if 42(A + C)(a—b) > (Aa— Cp)* and p*
and #" are given by



o 244 C)(a—b)[a(E —c) — p(F+ G —¢) + 2nrs)
42(A + C)(a—b) — (Aa — Cp)’
(Aa — CP)[Abx 4+ C(1 — 0)x — (E+F + G — 2¢)(a — b) + Akyv + Cky)
42(A + C)(a—b) — (Aa — CB)’
(Aa — CP)[a(E —c¢) — B(F + G —¢) + 2r7s)
42(A +C)(a—b) — (Aa — CB)*
N 272A0x + C(1 — O)x — (E +F + G — 2c)(a — b) + Ak + Chy)
42(A 4 C)(a —b) — (Aa — CB)° '

+

I

pc* _

To analyze the effects of and von #;" and p*, investigate the first-order derivative of #;" and
b with respect to 6 and v.

Proposition 15.
at” a AP at” a A B
7 >0and 70 >0if 525’ and W < Oand 70 < 0if c < p
dpc* dpc*
10 > O0and o > 0.

Proposition 15 suggests that DDM quality » and customer offline preference ratio 6 under the
centralized system have positive impacts on p¢*. In addition, the increase of the customer
preference ratio on the offline channel and DDM quality will raise the optimal delivery-lead-
time if the ratio of the offline channels and online-channel’s nonreturn rate % is higher than the
coefficient ratio of the two channels’ lead-time sensitivities g, and vice versa.

Finally, bring ¢ and p** into Dy, D, and IT; so as to obtain the optimal overall-supply-
chain profit and the offline and the online demands.

Djy = 60x — (a = b)p” +ati” + kv,
Dy = (1—0)x—(a—bp™ — pt;" + kv,
5 (p7,67) = (A +E =)Dy + (5°C+F+ G =)D — (1 — oty
— (H+m?).

5.3 Contract coordination
This subsection uses the contract of manufacturer-revenue sharing parameter #; to
coordinate the members.

In this case, with the manufacturer-revenue sharing contract, the profits of the two
channels are

w4 (67,87) = (B"A—w+ B el Dy + (F + eD)Dfs + [(ry = ot + (H +m?)
=Bl +w[p”C —c(1+1) + GID;; +wi[w — (1 +1)]Djy
—w[(rn =t + (H +m*)| A+ 1) + wBI,
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1022 Proposition 16. 'With the consistent pricing strategy, the following two formulas should
hold so as to realize the coordination.

I (6,6 ) = s (0 1) 2y (0,57 ) 2l (07,

g (o) = (o) 2y (0. 67) 2l (071,

Thus, the upper bound and lower bound of »; can be obtained by Proposition 16.
The upper bound is

o+ 1) (Df + Dl =D = D) + (#°C + G) Dy — (p°C+ G)Dfs + (- mf“)zu +1) = (=t (4 D) + (D) - DFy)

[pvc —c(l+ D)+ G} D + [w— (1 +1)|D% + BI — [(1’1 — otV (H + nvZ)] a+1)

The lower bound is

at

(p"A—w+ B+ e )Dfs + (F o+ o) (D = D) + (n - mf*)zl — (b A—w+ B el ) D = (= ratf' T

[p/’*C —c1+1)+ G} Dl + [w— e(1+ DD} + BI - [(ﬁ — Y+ (H + mﬂ)] 1+

Thus Pareto-optimality can be achieved by adjusting #; within the range of upper and lower
bounds, which is similar to that in Section 4.3.

6. Numerical analysis

This part tests the feasibility of the model under two pricing strategies and analyzes the
sensitivity of customer channel preference, DDM quality, the sensitivity of the online lead
time and CCR rate on the optimal lead-time, pricing and optimal profits by numerical analysis.
Finally, it also proves the feasibility of the manufacturer-revenue sharing contract.

6.1 Numerical analysis under the inconsistent-pricing-strategy
The relevant parameters in this subsection are set as follows. Same channel price sensitivity
a = 10. Cross-price sensitivity coefficient & = 5. The offline return rate 1 = 0.2. The online
returnrate 6 = 0.2. The CCR rate e = 0.2. Financing interest rate / = 0.03. Initial funds of the
manufacturer B = $40,000. Online-lead-time sensitivity coefficient g = 15. Offline-lead-time
sensitivity coefficient a = 4. Delivery-lead-time dependent cost parameters »; = 100 and
7y = 15. Initial market demand x = 5,000. Wholesale price w = $280. Production cost
¢ = $140. The unit residual value of returned product s = $120. Return processing cost
¢, = $10. Offline customer preference proportion € [0.25,0.7]. Part of the value of the CCR
product for the manufacturer / = $80. Data collection cost H = $6,000. Customer sensitivity
of DDM %y = ks = 10. DDM quality v = 5. Data analysis cost coefficient # = 100.

When 6 = 0.6, the optimal solutions are as follows. t%* = 4.57, 1 = 4.67, p%* = $345.55,

DI = $405.57, po* = $328.76, p = $341.02, DI = 554, D" = 740, D = 397, D = 1,302,
7 = $147,970, 2% = $57,042, T = $205,010 and TT** = $232,460.



6.1.1 Sensitivity analysis of pricing and delivery-lead-time under inconsistent-pricing-
strategy. Based on the inconsistent-pricing-strategy, it discusses the impacts of 8,4, 5, and ¢
on the two channels’ optimal selling prices and delivery-lead-time.

Figure 2 derives the following conclusions. (1) Under the centralized and decentralized
systems, the online delivery-lead-time is positively impacted by the increased customer
offline-channel preference ratio. Under the decentralized system with a lower ratio of offline
customer preference, it will be close to that under the centralized system. It states that, the
manufacturer should set a shorter delivery lead time when more customers choose the online
channel so as to retain more customers. (2) Research by Yan et al. (2010) and Radhi and Zhang
(2018) mentioned that the selling price under the centralized decision is higher than that under
the decentralized decision since coordination eliminates price competition and provides a
chance for both channels to raise selling prices. In contrast, this work finds that the selling
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Figure 3.

Effect of v on the
delivery-lead-time and
the selling price

prices under the centralized decision are lower than that under the decentralized decision,
which is similar to the conclusion from the research of Ryan ef al. (2013).

Figure 3 discloses the following information. (1) Under the centralized and decentralized
systems, DDM quality is positively related to the selling prices of the online and the offline
channels and negatively related to the online delivery lead time. (2) The online selling price
under the centralized system is highly impacted by DDM quality than that under the
decentralized system.

Figure 4 demonstrates that the offline and online selling prices are not sensitive to the
online-lead-time sensitivity. In comparison, the optimal delivery lead time will decline with
the growth of the sensitivity of the online lead time. In general, a high online-lead-time
sensitivity coefficient implies that more and more customers will leave the online channel if
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the manufacturer provides a longer delivery lead time. Hence, in this situation, the
manufacturer should retain more customers by shortening the online delivery lead time.

Figure 5 illustrates that the growth of the CCR rate under the decentralized system will lift
the delivery lead time and the selling prices of the two channels, while the delivery lead time
and the two channels’ selling prices are not impacted by the CCR rate under the centralized
system.

Figure 6 shows that the growth of the financing interest rate will reduce the selling price of
the offline channel and will raise the selling price of the online channel and delivery-lead-time
under the decentralized system, while the selling prices of the offline and the online channels
and the delivery-lead-time under the centralized-system are not affected by the financing
interest rate.
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Figure 5.

Impact of € on the
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the selling price
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6.1.2 Sensitivity analysis of profit with inconsistent-pricing-strategy. This subsection analyzes
the effects of 6, v, §, I and € on the supply chain members and the overall-supply-chain profits.

Figure 7 indicates that the profit of the retailer will go down slightly, and the
manufacturer’s profit will decline with the rise of online-lead-time sensitivity under the
decentralized system. Under decentralized and centralized systems, the profits of the overall
supply chains will decrease with it.

Figure 8 suggests the following. (1) Under the decentralized system, the retailer’s profit
will go up with the rise of the customer’s preference for the offline channel, while the profit of
the manufacturer will go down first and then go up. In addition, the profit of the retailer is
always less than that of the manufacturer. (2) The rise of the CCR rate under the decentralized
system will lead to the profit reduction of the manufacturer but will raise the retailer’s profit.
Moreover, the negative impact of the CCR rate on the manufacturer’s profit and the positive
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impact of the CCR rate on the retailer’s profit is relatively small with the higher offline-
channel customer preference. (3) The overall-supply-chain profit with a decentralized system
will go down with the rise of the CCR rate. Furthermore, the profit of the total supply chain is
more negatively impacted by the CCR rate with less customer offline-channel preference. (4)
The total profit of the supply chain under the decentralized system will always be less than
that under the centralized system, although it is not sensitive to the CCR rate under the
centralized system.

Figure 9 states the following information. (1) The retailer’s profit with the decentralized
system goes up with the rise of DDM quality. The manufacturer’s profit and overall supply
chain profit with the decentralized system and the overall-supply-chain profit with the
centralized system will go up first and then go down with the rise of DDM quality. It means
that the members should set a reasonable DDM quality to achieve more profit because a
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Figure 6.

Impact of / on the
delivery-lead-time and
the selling price
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higher DDM quality level will also be accompanied by higher costs. (2) The offline
channel’s profit with the decentralized system will rise, and the profit of the online channel
will reduce with the growth of financing interest rates with different DDM quality, and the
lift of the offline profit is higher than the loss of the profit of the online channel. Hence, the
retailer should set a reasonable financing interest rate for the capital-constrained
manufacturer or share some of the revenue to the manufacturer if it raises the financing
interest rate in order to keep the long-term transaction between the members. (3) The
overall supply chain’s profit under the centralized system will not be affected by the
financing interest rate.
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6.1.3 Profit distribution with a revenue-sharing contract under inconsistent-pricing-strategy.
This subsection verifies whether the manufacturer’s revenue-sharing contract can achieve
the coordination without losing any party’s profit and analyzes the profit distribution under
the different sharing ratio «.

The range of the revenue-sharing ratio can be determined by Proposition 9.

0.1428 <u <0.2766.

Table 4 and Figure 10 illustrate that the manufacturer’s revenue-sharing contract can
perfectly achieve supply chain coordination. And with a lower revenue-sharing ratio, the
manufacturer will be allocated more profit. And there exists a reasonable sharing ratio so as
to make the retailer and the manufacturer get the same growth percentage of the profit.
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6.2 Numerical analysis under the consistent-pricing-strategy
The values of relevant parameters with the consistent pricing strategy are given as

a=10b=51=0206=0.2¢=021=0.03 B=3$60,000 =15 a=4,» = 100,
ry =15 x =6,500, w = $300, ¢ =3170, s=$120, ¢, = $10, / =$80, #<[0.32,0.58],
H = $6,000, by = ks = 10, » = 5and 5 = 100.

Then, the relevant optimal values can be obtained with 6 = 0.54. #;" = 2.09, ;" = 4.01,
P = $519.63,p = $420.91, Dy = 410D = 970, Df; = 830, Df; = 1,427,z = $181,080,
7y = $141,700, I1{" = $322,780 and I1;" = $378,960.

6.2.1 Sensitivity analysis of pricing and delivery-lead-time under consistent-pricing-strategy.
This subsection discusses the effects of 9, v, 8,  and € on the optimal selling price and delivery-
lead-time.



Profit growth rate (%)

0.14 0.16 0.18 0.2 0.22 0.24 0.28
u
u 7 P I
0.15 58,580 173,880 232,460
0.19 66,763 165,697 232,460
0.23 74,945 157,515 232,460
0.27 83,128 149,332 232,460
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Sensitivity of revenue-
sharing contract

Table 4.
Coordination analysis
under inconsistent-
pricing-strategy

Figure 11 indicates that under the centralized and decentralized systems, the selling price will
be positively impacted by the customer’s offline-channel preference ratio. In contrast, offline
customer preference has a negative impact on the delivery-lead-time under the two systems,
which are opposite to those under the inconsistent pricing strategy. Furthermore, the
delivery-lead-time under the decentralized decision is not always shorter than that under the
centralized decision since it depends on the customer’s channel preference, which is different
from the research of Xu et al. (2012). It means that the overall supply chain will set shorter
delivery-lead-time than that under the decentralized decision when customers prefer the
online channel.

Figure 12 illustrates that the increase of DDM quality will decrease the online-delivery-
lead-time but will raise the selling price under the centralized and decentralized systems,
which are the same as that with the inconsistent pricing strategy.

Figure 13 demonstrates that the delivery-lead-time will reduce with the growth of
sensitivity of the online lead time, but the selling price under the decentralized and centralized
system is not sensitive, which is also the same as that with the inconsistent pricing strategy.

Figure 14 shows the effects of the CCR rate on the decisions. (1) The CCR rate under the
centralized system will not affect the optimal delivery lead time and the selling price. (2) The
growth of the CCR rate will raise the delivery lead time but will reduce the selling price with
the decentralized decision, which is different from the situation under the inconsistent pricing
strategy.

Figure 15 states that the delivery-lead-time will go up with the rise of financing interest
rate under the decentralized system, but the selling price will go down with it. Furthermore,
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Figure 11.
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the financing interest rate will not affect the centralized optimal selling price and delivery
lead time.

6.2.2 Sensitivity analysis of profit under consistent-pricing-strategy. This subsection
discusses the effects of 6, v, 5, I and € on the profits of the members and the overall-
supply-chain.

Figure 16 illustrates that under the decentralized system, the retailer’s, the manufacturer’s
and the overall-supply-chain profits, and the centralized profit of the overall supply chain will
all decrease with the rise of consumer sensitivity of the online lead time, which are the same
with the inconsistent-pricing-strategy.

Figure 17 demonstrates the results below. (1) Under inconsistent pricing with a
decentralized system, the profit of the retailer will go up with the rise of the customer’s
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preference ratio of the offline channel, which is the same as that under the inconsistent pricing
strategy. However, with the rise of the customer’s preference proportion of the offline channel,
the manufacturer’s profit will go up first and then go down, which is opposite to the case
under the inconsistent pricing strategy. Furthermore, the retailer’s profit will be higher than
the profit of the manufacturer with the high customer preference ratio of the offline channel,
which is also different from that under the inconsistent pricing. (2) The CCR rate will
positively affect the retailer’s profit under the decentralized system, which is the same as that
under inconsistent pricing. However, with a lower (higher) customer preference ratio of the
offline channel, the profit of the manufacturer will go down (increase) with the rise of the CCR
rate, which is different from that under the inconsistent pricing strategy. Hence, it suggests
that the members can use a consistent pricing strategy when the customers prefer offline
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Figure 12.

Effects of v on the
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the selling price
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Figure 13.

Effects of  on the
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channels and CCR. (3) With the decentralized system, the profit of the supply chain will reduce
(rise) with the growth of the CCR rate with the lower (higher) customer preference for the
offline channel. (4) Under the decentralized system, the total profit of the supply chain will
always be less than that of the centralized system, although the centralized total profit of the
supply chain will not be affected by the change of CCR rate.

It can be concluded from Figure 18 as follows. (1) Under the centralized and decentralized
systems, the impacts of DDM quality on the profit of the total supply chain and the profits of
each member under the decentralized system are similar to those under the inconsistent
pricing strategy. (2) Based on the decentralized system with a high-level DDM quality, the
manufacturer’s profit will be smaller than the profit of the retailer, which is different from that
when members use the inconsistent pricing strategy. (3) The rise of the financing interest rate
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will cut down the manufacturer’s profit but will raise the profit of the retailer under the
decentralized system if the manufacturer sets a high level of DDM quality. In general, the
manufacturer needs to pay more for DDM costs if it chooses a high-level DDM quality, and it
will also lead to more financing costs. Furthermore, with a consistent-pricing-strategy, the
profit of the manufacturer under the decentralized system will go up with the growth of
financing interest rate if the manufacturer adopts a small level of DDM quality, which is
different from that when members use the inconsistent-pricing-strategy. In this situation, the
rise of the financing interest rate will improve the manufacturer’s wholesale revenue and
sales revenue and be higher than the increase in the financing cost.

6.2.3 Profit distribution with a revenue-sharing contract under consistent-pricing-strategy.
This subsection also investigates how the members are coordinated by the manufacturer’s
revenue-sharing contract.
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Figure 14.
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Figure 15.

Effects of I on the
delivery-lead-time and
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In this case, the manufacturer’s revenue-sharing proportion range is derived through
Proposition 16.

0.1191 <, <£0.3276

It can be concluded from Figure 19 and Table 5 that the contract of manufacturer-revenue
sharing under the consistent pricing strategy can well coordinate the offline retailer and
online manufacturer. The rise of the sharing ratio will make the retailer more profitable.
Moreover, there also exists one reasonable revenue-sharing proportion that can make both of
them have the same growth percentage of the profit.
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7. Conclusions and managerial implications

This study established a DDM-based DSC model including a retailer with the sufficient fund
and a capital-constrained manufacturer. The retailer can provide internal financing to help
the manufacturer solve the problem of capital shortage. In addition, the manufacturer
provides targeted advertising services for customers through DDM. This work considers
inconsistent and consistent pricing strategies. It firstly discusses the effects of customer
channel preference, DDM quality and CCR rate on the optimal pricing and delivery-lead-time
solutions under the decentralized and centralized systems. Then it introduces a
manufacturer-revenue sharing contract to coordinate the members. Furthermore, this
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research uses numerical examples to discuss the effects of customer channel preference, DDM
quality, online-lead-time sensitivity, CCR rate and financing interest rate on the optimal
selling prices, delivery-lead-time, and the optimal profits of the overall supply chain and each
member, and finally verifies whether the contract of manufacturer-revenue sharing can
achieve Pareto-optimality.

The main conclusions and the corresponding managerial implications are summarized as
follows.

(1) Under the inconsistent and consistent pricing strategies, the increase of DDM quality
will reduce the delivery-lead-time and will raise the selling prices (Propositions 2, 6, 8,
13 and 15). It means that high DDM quality will improve customers’ utility by
providing more accurate marketing activities and encouraging both the
manufacturer and the retailer to turn up the selling prices, which is consistent with
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the results in Cohen (2018) and Liu et al. (2020). Furthermore, in this situation, the
online manufacturer also can attract more customers through the reduction of
delivery-lead-time since it will effectively improve the online channel’s
competitiveness.

The rise of the CCR rate will increase the offline selling price, which keeps consistent
with our common sense. In real business, the increase of CCR rate will result that more
online customers return the products to the offline channel, which will bring
additional sales opportunities for the offline retailers. The manufacturer, as a
competitor and a follower of the Stackelberg game, will raise the online selling price.
However, it will extend the online delivery-lead-time since it will decrease the
manufacturer’s sales opportunities and ultimately negatively affect the
manufacturer’s enthusiasm to shorten the delivery-lead-time.
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Figure 19.
Sensitivity of revenue-
sharing contract
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Coordination analysis 019 160,310 218,150 378,960
under consistent- 0.25 176,970 201,990 378,960
pricing-strategy 0.31 193,130 185,830 378,960

(3) Under the inconsistent pricing strategy, the price difference between the two channels

@)

mainly depends on the customer’s channel preference. It holds that the offline selling
price is higher than the online selling price when customers prefer the offline channel
and vice versa. In practice, such as luxuries, customers will prefer offline purchasing
because of the product’s authenticity. Hence, the selling price of the offline channel
will be higher than that of the online channel. However, in terms of products with a
short delivery cycle, such as fresh milk, customers prefer the online channel because
of the purchasing convenience and the easy verification of the authenticity and
quality. Thus, the offline channel should improve competitiveness by setting a lower
selling price.

The retailer and the manufacturer can be well coordinated by the manufacturer-
revenue sharing contract, and there exists a revenue-sharing proportion range to
enable the members to achieve Pareto optimality. Particularly, there is a point in the
revenue-sharing proportion range so that the two members can obtain the same
profit growth percentage, which is a good trade-off for the two members. In addition,
other similar contracts can also achieve coordination, such as quantity discount
contracts, sales rebate contracts, etc. Hence, it can be further discussed in future
research.

Furthermore, this work also illustrates some interesting observations through numerical
analysis.

@

There is an optimal DDM quality to make sure that the supply chain achieves the
highest profit under the centralized system. In reality, with the growth of big data



analysis, there is more commercial opportunity for the supply chain members. Hence,
the enterprises should not only join the alliance but choose a reasonable DDM quality
level as well so that both of the members can obtain higher profits through a well-
designed contract.

(2) Under the decentralized system with price competition, the rise of the CCR rate will
raise the retailer’s profit but cut down the profit of the manufacturer. Meanwhile, the
CCR rate has no impact on the profit of the centralized overall supply chain, which is
always higher than that under the decentralized system. Thus, in reality, the supply
chain should alleviate the conflict between the members through the contract since it
can motivate the enterprises to provide customers with CCR service, effectively
improve customers’ loyalty and satisfaction, and finally achieve the sustainable
development of the supply chain (Radhi and Zhang, 2018). Furthermore, it suggests
that the members in real business can adopt a consistent pricing strategy if the
customers prefer offline shopping and CCR since the rise of CCR will improve the two
members’ profits, respectively.

(3) Higher financing interest rate will bring more profit to the retailer. However, under
the inconsistent pricing strategy, the manufacturer’s profit will always go down with
the growth of financing interest rate. Hence, in real business, the core enterprise
should set a reasonable financing interest rate to help the capital-constrained
enterprises so as to achieve long-term transactions between the enterprises. In
contrast, under the consistent pricing strategy, the manufacturer can achieve more
profit by adopting a lower DDM quality level if the retailer chooses a higher financing
interest rate because it will contribute more wholesale and sales revenues to the
manufacturer.

(4) There exists one reasonable manufacturer-revenue sharing rate to assure that the
members have the same growth percentage of the profit. Hence, in reality, the
enterprises can refer to this point to set the revenue-sharing ratio if they execute
the solutions under the centralized system with the contract so as to achieve a win-
win situation and the overall supply chain can have a sustainable development.

Finally, there exist some limitations in this study, which can be extended for further research.
Firstly, demand in this work is assumed to be the linear function of the offline customer
preference ratio, the price sensitivity coefficient of the online and offline channels, the online-
lead-time sensitivity coefficient and DDM sensitivity, but market demand in reality often
faces uncertainty, and there will be the possibility of product shortage. Secondly, further
research can focus on the impact of DDM and CCR on the optimal performance and decisions
of the manufacturer and the retailer from the perspective of customer utility. Finally, it can
consider the logistics cost and return cycle in further research.
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Proof of Proposition 1 chtract
For any given offline selling price py, calculate the first-order partial derivative of z¢ with respect to p, coordination
and ¢.

3’; CI(1 = 0)x + ko] — 2Cap, + Chpy — CPt — alG — c(1 + )] + [ — (1 + I))p. 1045

aat = —pp,C—c(1+1) + G+ afw — c(1 +1)] + 2n7ro(1 + 1) — 2751 +1).

Qi‘

Then, the second-order partial derivative of z¢ with respect to p, and ¢ are derived.

&ne a%zd ; Izl &n
ap2 — 2Ca, =-272(1+1), oo = atan ~CB.

The Hessian matrix of ﬂff with respect to p, and ¢ can be expressed as follows.
@t Ont

ap; 0p,0t

Fnt 9*n

atdp, ot

2l °2¢  Pal Pal 2 2 p2
And |O| @_ZW_W ataﬁ 40072(1 +I) -C ﬁ

Hence, 74 is concave with p, and ¢ if 4Car§(1 + ) — C?4% > O
Finally, pd* (by) and ¥ (py) can be determined by combining 3 pﬂ and . a”

* 221+ DN +CPR 221 +1)Ch )
200 = i 1 - o T i+ 1) - e )
2CaR + CpN C*pb
= — Zﬁf

4Car}(1 +1) — C2*  ACar3(1+1) — C2p

Where N=C(1-0)x+Chiv—aG+ (a=b)c(1+I)+wb, R=B[G—c(1+I)]—alw—c(1+I)]|=2nr:(1+1).

Proof of Proposition 2
Find the first-order partial derivative of p%(py) and #* (p/) with respect to py, 6, v, and e.

() 221 +DCh -0 ot (pr) C?Bb <0
Oy  4Ca2(1+1)—-CF 7 7 %y 4ACaR(1+1)-Cp

() 231+ D)Ch -0 it (py) C2pky “0
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Thus, 69"@‘>01f72>/} 1+1 andap”(pf<01frg<ﬁ 1+1)'

Proof of Proposition 3
1046 Bring pg* (br) and p (br) into ﬂj‘f, and can get
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Determine the first-order derivative of ﬂ}i with respect to py.
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Then, the second-order derivative about p; is obtained for th to determine the concavity and
convexity.
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p7o 5 < 0.
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Hence, 7 is concave with py if [4Car§ (1 + 1) — C*f*]V > 2/3IC* f°b. And let the % = 0,and pf* is
obtained as follows.
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Proof of Proposition 4
Find the first-order derivative of p}i with respect to v.

2
aple Ak, [4(:@7;(1 +1)— c2/ﬂ + 221CH by + Cley [2Ab73(1 + 1) — ACaff]
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Hence, % > 0if ry > 4 /%.
Proof of Proposition 5

= (pA+E —c)Ds+ (p,C+F+G—c)D, — (n —rst)” — (H +n?).

Find the first-order partial derivative of IT with respect to pr, p, and .
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The Hessian matrix of IT with respect to pr and p, can be obtained.
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The corresponding determinant is
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And ‘6‘ >0 when A and o + ¢ are not seriously unbalanced.
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However, it is not sufficient to prove that

I 91
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atdp, o

Thus, based on Assumption 1, ITis concave with p and p,, but not sufficient to prove that concave in
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Furthermore, p}* (t) and p% (t) can be determined by combining gTI} =0and 3711 =0.
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Proof of Proposition 7
Under the centralized-system, #** of IT can be obtained by following implicit function theorem.
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Proof of Proposition 8
Find the first-order derivative of /** with respect to @ and v.
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d9  —24Ca(Aa? + CB?) + 2(A + C)ACaph + 8ACa> — 2(A + C)’b% "

At —2ACfak, + 2A%Caak, + (A + C)ACabk, — (A + C)ACSbk
dv —2ACa(Aa? + C) + 2(A + C)ACapb + 8ACar — 2(A + C)*br3

; drer dt ky  2Aaa—Apb—Cpb
Thus, based on Assumption 1, &7 > 0if § > 2 and <0if3t L > i Aab—Cab-

Proof of Proposition 10
For any given p, find the first-order partial derivative of ﬂgl with respect to #.

Omy _
ot

Then, find the second-order partial derivative of #% with respect to #1.

2
aa’;fl — 231 +1) <.
Hence, for g1ven b, m8, is strictly concave with #.
Let “ =0, and can get tl (D).
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Proof of Propos1t10n 12
Bring t “(p) into ﬂ'fl, and can get
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Find the fist-order derivative of ﬂj‘?l with respect to p.
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Then, find the second-order derivative of f:/‘,il with respect to p.
d*nf, _ [2/2(1 +1)] [4Ar3(1 +1)(a — b) + AapC] + BC[2Aari(1 + 1) — 2/515C]
dp* 221+ D))

Thus, 74, is concave with p if Aa(1 +1) > I5C.

dn!
Let ' = 0, and can get o
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Proof of Proposition 13
Find the first-order derivative of p9* with respect to 8 and v.

dpt Aky[22(1+ 1]
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Hence, dg_j* > 0and % > 0.

Proof of Proposition 14
Find the first-order partial derivative of I1; with respect to #; and p.
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Then, find the second-order partial derivative of IT; with respect to #; and p.
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The Hessian matrix of IT; with respect to #; and p can be shown as follows.
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dHdp ot

And the corresponding determinant is
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Thus, T1; is concave with # and p when 472(A + C)(a—b) > (Aa—Cp)* >
Finally, #{" and p** can be obtained by combining azl =0and ‘ml = O.

2A+C)(a—b)aE—c)—pF+G—c)+ 27172}
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=

pc* —

Proof of Proposition 15
Find the first-order derivative of #" and p** with respect to v and 6.

at:  (Aa— CP)(Aky + Chy) ap 2% (Aky + Chy)
A 42A+C)a—b)— (Aa—CP)” dv  42(A +C)(a—1b) — (Aa— CB)*
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Hence, * dt >0 and >0 if 4>5 and 1 <0 and 1 <0ifd<f a0 and " > 0 based on
Assumption 1.
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