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1. INTRODUCTION

With the rapid rise of platform economy and the continuous expansion of Internet users, retail
sales on online platforms have experienced remarkable growth in the past decade. From 2011 to 2019,
the total e-commerce transaction volume in China increased from RMB 6.09 trillion to RMB 34.81
trillion, and online retail sales increased from RMB 0.78 trillion to RMB 10.63 trillion, with an average
annual growth rate of 38.6%. Based on a recent report from the US Department of Commerce, online
sales came up to $602 billion in 2019, accounting for 11.4% of total sales, a 16.4% increase relative
to 2018. This growth in online retail sales has changed the diversified retail and service modes and
may create fierce e-commerce market competition problems. For online platforms, logistics services
have been regarded as critical to gain competitive strength Luo et al. (2020); Qin et al. (2021). In
practice, some online platforms, such as Newegg, Amazon and JD, develop their self-operated physical
distribution to deliver products. By contrast, other online platforms, such as Wish, Taobao and eBay,
outsource their services to third-party physical distribution Qin et al. (2020).

Recent years have witnessed the emergence of a number of logistics service modes that have been
adopted by online platforms and sellers in partnerships Qin et al. (2021); Xing et al. (2011). If
an online platform has a self-operated physical distribution, then the platform always provides self-
operated physical distribution to self-operated products. For third-party products, the platform may
or may not provide self-operated physical distribution, or agency service by adopting a third-party
physical distribution. Besides, some online platforms can outsource part of their distribution services
to third-party physical distribution companies. That is, the third-party products are entrusted by
the platform as an agent to purchase the third-party physical distribution. This service is referred as
the agency logistics service. We summarize the above specific examples in Table 1 to illustrate the
logistics service modes in real-world online platform retailing. These logistics service modes directly
affect the profits of online platforms, sellers and third-party physical distribution companies. For
example, JD, which has a powerful self-operated physical distribution, can promise next-day delivery
in major cities and has gained a considerable advantage over competing e-tailers in China. Amazon
delivers orders through different routes and modes, partially benefiting from the increasing efficiency
of the e-commerce order fulfilment served by third-party physical distribution companies (e.g., S.F.

Express, STO Express and DHL).

TABLE 1. Summary of real-world examples

Logistics service modes Real-world examples

Purely self-operated logistics Newegg, Best Buy, LightInTheBox
Self-operated and third-party logistics Amazon, JD.com, Gome, Cdiscount
Self-operated and agency logistics Dangdang
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However, many logistics service modes in platform retailing suffer from a highly immethodical
physical distribution industry and low profit margins, despite the increasing demand for distribution
services from e-commerce platforms(Yu et al., 2024). According to a CNN report (CNN, 2013), more
than 60% of consumer complaints Yihaodian.com due to its delivery service. Then the online retail firm
of China is acquired by JD in 2016. The profits, service quality and word-of-mouth of platforms and
sellers can be affected by the choice of logistics service modes. In 2020, JD.com’s annual net revenue
reached 745.8 billion yuan, of which the logistics service mode revenue exceeded 40.4 billion yuan,
which was up 72% year-on-year. From 2017 to 2020, the proportion of JD.com’s net service revenue
from logistics service modes continued to rise, from 16.8% to 27.0%, 35.5% and 43.1%. Therefore,
choosing a reasonable logistics service mode to achieve a win-win situation between platforms and
sellers is of great importance to maintain and enhance a competitive advantage. Accordingly, our

research aims to investigate the following questions.

e Which logistics service mode is preferred by the platform and the seller?

e Under what conditions can the platform offer the seller a self-operated or third-party logistics
agency service? Under what conditions can the seller choose the platform’s logistics service?

e How does the platform and seller adopt appropriate pricing strategies under different logistics

service modes? Which factors influence the optimal decisions of online supply chain members?

To address the above questions, we develop game theoretic models to analyze a supply chain that
consists of a platform, a seller and a third-party physical distribution company. We consider that
the platform has a self-operated physical distribution to deliver self-operated products, and chooses
from three logistics service modes to deliver third-party products. The first is the self-operated
logistics service mode (mode LL), where the self-operated physical distribution is adopted by both
the platform and seller. The second is the third-party logistics service mode (mode LT), where the
platform adopts the self-operated physical distribution and the seller directly purchases a third-party
physical distribution. The third is the agency logistics service mode (mode LA), where the platform
adopts the self-operated physical distribution and the seller entrusts the platform as an agent to
purchase third-party physical distribution.

The main contributions of our research are as follows. First, we explore the impacts of different
logistics service modes on online supply chain members’ profits. A “win-win” situation exists that is
a Pareto-optimal situation for the platform and the seller. Explicitly, the situation happens in mode
LL with a moderate distribution commission under a not high self-operated distribution quality.

Next, we compare the profits of online supply chain members under different modes, and the results
indicate that the platform is willing to provide self-operated physical distribution to the seller when the
self-operated distribution quality is relatively low and the distribution commission is not sufficiently
low. Expect in case of a high distribution commission and a low self-operated distribution quality,

the seller would like to accept the platform’s self-operated physical distribution.
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Lastly, by analyzing the influences of significant parameters on price and profit in different modes,
we find that in mode LL, the platform and the seller have great incentives to increase their retail
prices when the distribution commission is high, the self-operated distribution quality is high, and
the self-operated distribution cost is large. The platform should raise distribution commission and
self-operated distribution quality to obtain a profit. In mode LT, as the self-operated distribution cost
and third-party distribution cost increase, the platform’s and seller’s retail prices and the third-party
physical distribution company’s unit service price increase. The platform and the third-party physical
distribution company have great incentives to reduce the self-operated distribution cost and the third-
party distribution cost as much as possible. In mode LA, an increase in the distribution commission
decreases unit price of third-party physical distribution company and increases retail prices of the
platform and seller. The platform has a strong motivation to drive the distribution commission up,
and the third-party physical distribution company is more willing to raise its distribution quality.

The remainder of this article is organized as follows. In Section 2, we provide a literature review,
and we also give the summary and highlights of our study in this section. In Section 3, we present the
modeling framework of this study. This is followed by equilibrium analysis in Section 4. In Section
5, we study service modes and make comparative discussions. Additionally, the main managerial
implications are provided in Section 6. The conclusions are summarized in Section 7. All the proofs

are presented in the Appendix.

2. LITERATURE REVIEW

Our research is related to three streams of literature: (i) logistics service supply chain, (ii) strategic

business mode choices, and (iii) online platform-based retailing.

2.1. RESEARCH ON LOGISTICS SERVICE SUPPLY CHAIN

The analysis of strategic logistics service choices in supply chains is an important research topic
and has drawn considerable research attention. Most works focus on the impact on distribution
quality (Liu et al., 2022). For example, Yan et al. (2020) study the channel structure and pricing
of a two-echelon supply chain, considering the impact of distribution quality on consumer channel
choices, and analyzing the performance of each member of the supply chain through the consumer
utility function and four game models. Therefore, retailer and manufacturer know how to weigh
distribution costs and profits. Chen et al. (2021b) examine how the government can influence the
price, demand and profit of railway logistics suppliers and shippers through subsidies. The research
shows that the logistics suppliers can obtain the highest government subsidies under an optimal
transportation time. When the customer’s demand is uncertain, the degree of fluctuation of customer

demand and the risk attributes of logistics providers will affect the size of government subsidies.
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Considering a logistics service supply chain, Liu et al. (2018) use four game models to evaluate the
performance of supply chain members, and analyze the influencing factors of cost sharing and the
interaction of customization. The order fulfillment problem is constructed by Li and Jia (2019) as
a mixed integer programming model, a Benders decomposition algorithm is developed to solve this
model, and the performance of the decomposition algorithm is evaluated through the actual electronic
platform case. In the logistics service process of cross-border e-commerce, transfer service is an aspect
that is different from traditional physical distribution(Shah et al., 2017). Xu et al. (2019) study the
procurement strategies of e-retailers under different physical distribution systems. Ren et al. (2020)
establish an inventory optimization model that determines orders through dynamic transportation
and logistics capacity allocation demand. In addition, Yu et al. (2023) establish the three Stackelberg
game models to investigate the optimal choice of e-tailers’ delivery strategies. By adopting the game
models, Niu et al. (2022) study the impacts of Physical Internet on the logistics service supply chains.
Similar to Qin et al. (2020) and Yu et al. (2023), our research analyzes a supply chain with platform
and seller, where the platform not only acts as an online retailer, but also provides logistics service
for the seller. Nonetheless, compared with the study of Qin et al. (2020), who consider the logistics
service sharing between platform and seller, our work aims to reveal the trade-offs among a platform,
a seller and a third-party physical distribution company. Our research analyzes the impact of self-
operated distribution quality, self-operated distribution cost, third-party distribution quality, third-

party distribution cost and distribution commission on the prices and profits of supply chain members.

2.2. RESEARCH ON STRATEGIC BUSINESS MODE CHOICES

Our research is also related to the literature on strategic business mode choices. Tian et al. (2018)
develop e-commerce game models in which the platform can choose the optimal strategy among
a reseller, a marketplace and hybrid sales. Order fulfillment costs and competition intensity are
important factors in the choice of mode. By establishing a game theory model, Abhishek et al. (2015)
solve the mode choice problem regarding under which conditions e-retailers should adopt the mode
of agency sales or wholesale sales. The study found that when electronic channels have a negative
impact on the demand for traditional channels, e-retailers will choose agency sales, otherwise, they
will choose wholesale sales. Shen et al. (2019) establish a channel selection model for manufacturers.
The model takes into account the existence of an online platform that charges fixed commissions and
unit sales commissions, and at the same time the manufacturer decides the channel through which the
products are sold. Mantin et al. (2014) introduce channels for third-party sellers on the platform, and
discuss the game relationship and equilibrium model between the platform and third-party sellers, so
as to enhance the bargaining power of the platform and sellers. Li et al. (2016) investigate the problem
of service channel selection. The research establishes four service channels and studies the impact of

service costs on channel selection. Pal and Sarkar (2021) study a dual-channel green supply chain
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problem and propose optimal strategies with recycling under retailer promotional effort. Through
the study of Yang et al. (2019), one manufacturer is selling products through two retailers, under
what conditions the manufacturer provides the same service, and how the retailer chooses the level of
service to compete with competitors. In addition, Liu et al. (2020) explore the operating strategies
that manufacturers and retailers can choose to open online or offline omni-channel supply chains.
Li et al. (2020) develop an analysis model to discuss whether the manufacturer OEM chooses P2P
platform or B2C platform. By considering the different power structures of the supply chain, Shi
et al. (2020) study the dual-channel supply chain which composed of manufacturers, online retailers
and physical stores, the study shows that the profit sharing rate is an important factor in decision-
making. Li and Ai (2021) discuss the question of how competing suppliers and retailers choose sales
models in a supply chain composed of two suppliers and two e-retailers. Zolfani et al. (2023) present
a hybrid multi-criteria decision-making methodology to study the resource recovery business mode.
By adopting a game theoretic model, Yu et al. (2022) consider four different business modes to
investigate the strategic interactions between an e-commerce platform and two brand manufacturers.
Their research findings provide the managerial implications for the e-commerce platform and brand
manufacturers. Unlike the aforementioned studies, our work focuses on exploring the logistics service
mode choices of an online platform and a seller. To be precise, a hybrid structure is focused where

the platform and the seller can choose alternative logistics service modes.

2.3. RESEARCH ON ONLINE PLATFORM-BASED RETAILING

The last stream of literature is related to online platform-based retailing. In the literature, a number
of studies emphasize the strategic pricing of online platforms (for example, Ryan et al. (2012), Wei
et al. (2020), Wan et al. (2020)). Lin et al. (2020) investigate the platforms’ pricing and product
bundling strategy. In competition, the decision to bind or not have a great impact on platforms’
profits. In addition, Li et al. (2019) study the pricing strategy of the platform under a pure duopoly,
and examine how information transmission affects pricing decisions in the word-of-mouth market.
Chen et al. (2020) study a company and e-retailer formulate promotional pricing strategies on the
platform, and explore how a company and e-retailer conduct strategic promotions under the reseller
and agency sales model. Based on the research background of online platform retailing, Zhou et al.
(2022) and Zhou et al. (2023) separately examine the impact of recommender systems on brand
competition and the impact of fairness concerns on the competition between e-platforms and third-
party sellers. In addition, other works regarding online platforms discuss determinant factors such as
third-party information (Kwark et al., 2017), spillover effects (Yan et al., 2018), review information
(Zhang et al., 2017) and promotional prices (Chen et al., 2021a). Our work is based on online platform

settings, and price competition is considered in the supply chain. Contrary to the above research,
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we focus on the impact of price competition on the choice of logistics service mode, and compare the

profits of supply chain members under different modes to identify a Pareto-optimal situation.

2.4. SUMMARY AND HIGHLIGHTS

From the above literature review, we can see that the existing studies examining logistics ser-
vice supply chain issues mainly focus on the impacts of distribution quality and most studies only
investigate the platform and the physical distribution company’s logistics service strategies in the
e-commerce supply chain. Moreover, the review of the related literature suggests that the impact of
logistics service mode choice on the online platform-based retailing is becoming an important topic for
recent operations management research. However, there are very few studies that bring the platform’s
logistics service choices into logistics service supply chain. Moreover, there are very few studies that
discuss different logistics service modes to investigate the equilibrium strategies among a platform, a
seller, and a third-party physical distribution company. To fill the gap, we consider a logistics service
mode choices problem in online supply chain. The main difference between this paper and the previous
literature is listed in Table 2.

The contributions of our study are listed as follows. (1) Our work contributes to filling the research
gap of logistics service mode choices problem in online supply chain, and providing management in-
sights for platforms, sellers and third-party physical distribution companies. (2) We develop three
service modes to consider the logistics service mode choices problem, namely, the self-operated logis-
tics service mode, the third-party logistics service mode and the agency logistics service mode. By
comparing the optimal solutions of these modes, we investigate how choosing the best logistics service
mode for online platforms and sellers. (3) We further examine how different logistics service modes
will influence the optimal decisions of online supply chain members. The findings of our study have

significant implications for online platforms, sellers and third-party physical distribution companies.

3. MODELLING FRAMEWORK

Consider an online supply chain that consists of a platform (he), a seller (she), and a third-party
physical distribution company (denoted as “3PC”). The platform sells a self-operated product at a
unit price p., and the seller sells a third-party product on the platform at a unit price p, by paying a
certain revenue-sharing fee p. There are two types of online logistics services available, i.e., the self-
operated physical distribution of platform, the third-party physical distribution of 3PC. Specifically,
the distribution qualities of the platform and 3PC are denoted by s. and s;, respectively. This paper
analyses the logistics service mode choices among the platform, the seller and the 3PC. Meanwhile,
we examine the effects of the distribution cost, distribution quality and distribution commission on
these members’ optimal decisions and logistics service mode choices. Table 3 lists the parameters and

variables used in this paper.



8 TITLE WILL BE SET BY THE PUBLISHER

TABLE 2. A summary of main literature

Paper Logistics service Strategic business Online platform-based re-

supply chain mode choices tailing

Liu et al. (2018)

Xu et al. (2019)

Qin et al. (2020)

Liu et al. (2022)

Yu et al. (2023)

Niu et al. (2022)
Tian et al. (2018)
Shen et al. (2019)
Yang et al. (2019)
Pal and Sarkar (2021)
Yu et al. (2022) v
Zolfani et al. (2023)

Kwark et al. (2017)

Yan et al. (2018)

Li et al. (2019)

Chen et al. (2020)

Chen et al. (2021a)

Zhou et al. (2022)

Zhou et al. (2023)

Our work v v

RS NENENENEN
NN

S NENNN
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TABLE 3. Parameters and variables

Notation Descriptions

Des Pr Unit prices of the self-operated and third-party products
Se, St Distribution qualities of the platform and the 3PC
Ce, Ct Distribution costs of the platform and the 3PC

D., D, Demands of the self-operated and third-party products
e, T, M Profits of platform, seller and 3PC

P Revenue-sharing ratio charged by the platform

f Unit distribution commission offered by the platform
w Unit logistics service price offered by 3PC

a Market potential

@ Sensitivity of the cross-price

Sensitivity of the platform/seller’s demand to his/her own distribution quality

Sensitivity of the platform/seller’s demand to his/her rival’s distribution quality

Given that both the self-operated and third-party products are substitutable, we formulate the

demand functions D, and D, as follows.
De:a_pe+apr+68i_75ja (1)

D, =a—p, + ape + Bs; — vSs, (2)

where i,j € {e,t}, a is the market potential, and p. and p, are the retail prices of self-operated and

third-party products, respectively. The sensitivity of the cross-price is denoted by «, which reflects
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the price competition between the two products. Given that 0 < o < 1, it can be shown that the self-
operated product price has a greater impact on the platform’s demand than the third-party product
price. In addition, the third-party product price has a greater impact on the seller’s demand than
the self-operated product price. Furthermore, we assume that o = % < 1 measures the cross-channel
logistics service sensitivity. These demand functions have been widely utilized in the marketing and
operations management literature (Bernstein and Federgruen, 2004; Chen et al., 2019; Qin et al., 2020;
Shah and Jani, 2016).

The platform has a self-operated physical distribution to deliver its self-operated products. For
third-party products, the platform and seller can choose three alternative logistics service modes as

follows.

e Mode LL: The platform and seller adopt the self-operated logistics service mode, where the
seller adopts the self-operated physical distribution by paying the platform with a distribution
commission f. The platform and the seller determine retail prices p. and p, simultaneously.

e Mode LT: The platform and seller adopt the third-party logistics service mode, where the
seller directly purchases third-party physical distribution from the 3PC at a unit price w. The
3PC first set the seller a service price w; then, the platform and the seller determine retail
prices p. and p, simultaneously.

e Mode LA: The platform and seller adopt the agency logistics service mode, where the seller
chooses a third-party physical distribution from the platform with a distribution commission
f, and the platform purchases a logistics service from the 3PC at a unit price w. The 3PC
first sets the platform a unit price w ; subsequently, the platform and the seller determine

retail prices p. and p, simultaneously.

Note that when the seller sells a third-party product on the platform, both the platform and the
seller share the sales revenue according to an allocation ratio p € (0,1). Specifically, when the product
is sold by the seller at price p,., the platform retains revenue pp, and allocates the remaining amount
(1 — p)py to the seller. The platform charges the seller a distribution commission f when he shares
the self-operated physical distribution or provides the logistics agency service to the seller. To be
consistent with practice, we assume that the revenue-sharing ratio p and distribution commission
f are determined by the platform and are exogenous parameters. According to the practice of the
logistics industry, the platform plays the leading role of Stackelberg in whether he will choose the
seller’s logistics service mode. The seller, as a follower, accepts or rejects the offer from the platform.
When determining the equilibrium result, for each available mode, under which conditions the seller
will accept the platform’s service mode choices are clearly included. Assuming that each mode exists,

the interaction between online supply chain members is shown in the Figure 1.
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FIGURE 1. Mode structures for the online supply chain
4. EQUILIBRIUM ANALYSIS

The equilibrium outcomes are characterized under three service modes, i.e., mode LL, mode LT,
and mode LA. Then, we provide a sensitivity analysis and comparative results for these modes and

draw managerial insights.

4.1. MobpE LL

In mode LL, the platform provides a self-operated physical distribution for both the seller and
himself. The demand functions of the platform and the seller are D, = a — pe + ap, + BSe — VSe
and D, = a — p. + ape + BSe — YSe, respectively. The profit functions of the platform and seller are
calculated as . = (pe — ce)De + (ppr + f — ce) Dy and 7, = (p, — ppr — f)D,, respectively. Given
the platform’s distribution commission f, distribution quality s, the platform and seller determine
their retail prices pe, p, simultaneously by maximizing their individual profit functions. Therefore,

we solve the problem backwardly and obtain the results of the following proposition.
Proposition 1. In mode LL, the platform and the seller’s optimal retail prices are given as follows:

P = ey 2+ a—ap? = 2p)a+ (B— )2+ a—ap® — 2p)s.
1201 - p)(1 — a)ee + a3~ p)f),

(3)

PE = ey (2 + ) (1= pla+ (B —)(2+a)(1 - p)se
+(1 = p)(1 — a)ace + (2+a® — a?p) f].

4.2. MopeE LT

In mode LT, the platform adopts his self-operated physical distribution, and the seller directly
purchases the third-party physical distribution. The platform’s and seller’s demand functions are

D, =a —pe + ap, + Bse — vs¢ and D, = a — p, + ape + 5S¢ — 7S, respectively. The profit functions
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of the platform, seller, and 3PC are given as w7, = (pe — ¢e)De + ppr-D,, 7 = (pr — ppr — w)D,.,
and m; = (w — ¢;)D,, respectively. We exogenously give the platform and the 3PC’s distribution
qualities s, and s;. The sequence of events for mode LT operation is as follows. The 3PC first decides
service price w by maximizing its ;. Then, the platform and seller determine retail prices pe, p, by

simultaneously maximizing their respective profit functions.

Proposition 2. In mode LT, the platform’s and the seller’s optimal retail prices and the 3PC’s service

price are giwen as follows:

1 2 2
péT = 2(1 _ p)(2 N 042(]_ ¥ P))(4 _ O[2(1 + P)) [(1 - p)(8 + 604(1 + p) - 2(1 + p) a?) —3a (1 + p))a’
+(1 = p)(BB + 272 (1 + p)* = (38a® + 67a)(1 + p))se + (1 — p)((3ya® + 65a)(1 + p)
—2(1+p)%a’®B —8y)s: + (1 — p)(8 = 3a*(1 + p))ce + (1 + p) (20 — a*(1 + p))ey],
(5)
LT __ 1 — o — on a
+(1 = p)(aB = 27)(3 = (1 + p)a?)se + (1 = p)(28 — a7)(3 — @*(1 + p))ss (6)
+(2—a?(1+p))er + a(l — p)(3 — a®(1+ p))cel,
T 1
wh’ = m[(l —p)a+2)a+ (1 —p)(af—27)se -
+(1 = p)(268 — ay)se + (2 — &2(1 + p))er + (1 — p)ee].
4.3. MoDE LA

In this mode, the platform adopts his self-operated physical distribution, the seller entrusts the
platform as an agency to purchase third-party physical distribution. Therefore, the platform’s and
seller’'s demand functions are D, = a — pe + ap, + 8Sse — vs; and D, = a — p. + ape + Bs — 7Se,
respectively. The profit functions of the platform, seller, and 3PC are w7, = (pe—ce)De+(ppr+f—w)D,-,
7w = (pr — ppr — f) Dy, and my = (w — ¢;) D, respectively. We exogenously give the platform’s and the
3P(C’s distribution qualities s. and s; and the platform’s distribution commission f. The sequence of
events for mode LA is shown below. The 3PC first sets service price w by maximizing its m;. Then,
the platform and seller determine retail prices p., p, by simultaneously maximizing their individual

profit functions.

Proposition 3. In mode LA, the platform’s and the seller’s optimal retail prices and the 3PC’s

service price are given as follows:

péA = (1_p)a(4ia2(1+p)) [(1 - p)(a + (1 - p)on - 2)0' + (2 + a® — Oé2p)f + (1 - p)ace - a2(1 - p)ct

+(1 = p)(aB+ 27 —y(L+ p)a?)se + (1 — p)(B(L + p)a® — ay — 28)s¢],
(8)

P = sty (- e+ 2+ 6= 2070 + (1= place =L =pler

+(aB —27)(1 = p)se + (28 — ay)(1 — p)sd],
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wh = 5od—y (L= p)(a+2)a—2(1 - a®)f +a*(1 = p)e; + (1 — p)ace
+(af —29)(1 = p)se + (28 — ay)(1 — p)sel.

(10)

5. STRATEGIC CHOICES AMONG SERVICE MODES

In this section, we conduct a sensitivity analysis under modes LL, LT and LA. Under the three
logistics service modes, we aim to analyze the effects of distribution commission and distribution

quality on optimal prices and profits and examine the optimal logistics service mode.
Proposition 4. pL and pLt are increasing in s., c. and f.

Proposition 4 shows that both the self-operated product price and the third-party product price
increase with s, c. and f. This occurs because product demand increases as the self-operated dis-
tribution quality increases. Then, the platform and the seller boost their retail prices to maximize
the profit. An increase in the self-operated distribution cost decreases the platform’s profit; thus, the
platform makes up for the loss of profit by increasing his retail price. Because of price competition,
the seller also increases her retail price accordingly. The increase in the distribution commission forces
the seller to increase her retail price. Therefore, the platform also raises his retail price due to price

competition.

Proposition 5. We obtain the following results:

(i): pET is increasing (decreasing) in s, when o < 6 (o0 > 0). pET and wtT

are increasing
(decreasing) in s, when o < a/2 (o > a/2).

(ii): pLT is increasing (decreasing) in s; when o < 1/0 (o >1/0). ptT and wtT are increasing
m Sg.

LT

(iii): pLT, pLT, and wtT are increasing in c. and c;.

Note that 6 = [8 — 3a2(1 + p)]/[6a(1 + p) — 2a3(1 + p?)]. Proposition 5(i) indicates that if o is
less than a threshold 6, the self-operated product price increases with s., but the price decreases
with s, if o is greater than the threshold §. When o is less than «/2, the third-party product price
and the 3PC’s unit price increase with s.. In contrast, when o is greater than «/2, the third-party
product price and the 3PC’s unit price decrease with s.. The reason is that when the cross-channel
logistics service sensitivity is sufficiently low, the market demand is less affected by the cross channel.
The platform raises his retail price as the self-operated distribution quality increases, and the seller
and 3PC also raise the retail price and unit price, respectively. In contrast, the market demand is
greatly affected by the cross channel with a high cross-channel logistics service sensitivity. As the
self-operated distribution quality increases, the seller and the 3PC reduce the retail price and unit

service price, respectively, and the platform also decreases his retail price.
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We learn from Proposition 5(ii) that both the third-party product price and the 3PC’s unit price
increase with s;. If o is less than a threshold 1/6, then the self-operated product price increases with
s¢; otherwise, the self-operated product price decreases with s;. As the 3PC’s distribution quality
increases, the 3PC raises its unit price, and the seller has to increase her retail price accordingly.
When the cross-channel logistics service sensitivity is low, the market demand is less affected by the
cross channel, and the platform increases his retail price. Moreover, when the cross-channel logistics
service sensitivity is high, the market demand is greatly affected by the cross channel and the platform
decreases his retail price to increase demand.

Proposition 5(iii) indicates that as the self-operated distribution cost increases, the platform in-
creases his retail price to maintain his profit. The seller and 3PC also increase the retail price and unit
price, respectively, because of price competition. The increase in the 3PC’s distribution cost results

in a higher retail price for the seller, and the platform increases his retail price accordingly.

Proposition 6. In mode LA, regarding the impacts of the distribution commission and distribution

quality on the optimal retail prices, we obtain the following results:

A

(i): pEA is increasing in s.. pEA and w'? are increasing (decreasing) in s. when ¢ < a/2

(0> a/2).

LA are increasing in sg, and péA is decreasing in Si.

(ii): pEA and w
(iii): pZ4, pt4 and w™* are increasing in c,.
(iv): wh4 is increasing in c;, and pt4 and pt? are decreasing in c;.

(v): pEA and pEA are increasing in f, and w™? is decreasing in f.

As shown in Proposition 6(i), the platform’s retail price increases with s.. If o is less than «/2,
then both the third-party product price and the 3PC’s unit price increase with s.; otherwise, the
third-party product price and the 3PC’s unit price decrease with s.. As the self-operated distribution
quality increases, the self-operated product price increases. When the cross-channel logistics service
sensitivity is sufficiently low, the market demand is less affected by the cross channel, and the seller
and 3PC increase the retail price and unit price, respectively, to maximize their profits. Besides, the
market demand is greatly affected by the cross channel with a sufficiently high cross-channel logistics
service sensitivity; to expand market demand, the seller and 3PC decrease the retail price and unit
price, respectively. Proposition 6(ii) indicates that the market demand of third-party product increases
with the 3PC’s distribution quality. Afterwards, the 3PC’s unit price and seller’s retail price increase
accordingly. In response, the platform decreases his retail price to promote market demand. From
Proposition 6(iii), an increase in the self-operated distribution cost reduces the platform’s profit, and
the platform tends to increase his retail price to offset his profit loss. Because of price competition,
both the third-party product retail price and the 3PC’s unit price also increase. Proposition 6(iv)
shows that the 3PC increases unit price with its distribution cost, which compresses the platform’s

profit margins in the third-party channel. To maximize profit, the platform increases market demand
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FIGURE 2. Effects of s, on the profits of supply chain members in modes LL, LT,
and LA (s; =0.1, ¢. = 0.1, ¢, = 0.1, f = 0.5)

by decreasing his retail price. In response, the seller decreases her retail price accordingly. Proposition
6(v) indicates that the increase in distribution commission reduces the seller’s profit margins. Thus,
the seller increases her retail price to maximize her profit. Due to price competition, the platform
also increases his retail price. Moreover, the 3PC expects to avoid the decline in the retailer’s market
demand by reducing the unit price.

Through a numerical analysis, we explore the effects of the self-operated and third-party distribution
qualities, distribution costs and distribution commission on profits under the three modes. The basic
parameter values on numerical studies are set as follows: a = 1, « = 0.5, 8 = 0.7, v = 0.6, and
p = 0.05. Furthermore, all of the numerical results are presented in Figures 2-6.

Figure 2 shows that under mode LL, an improvement in the self-operated distribution quality
promotes the value of self-operated and third-party products, which increases their retail prices and
demands. Therefore, the profits of both platform and seller increase. Under mode LT, because o < 6,
the cross-channel distribution quality has a small influence on the platform. As the self-operated
distribution quality increases, the value of the self-operated product increases, and the platform raises
his retail price. As the cross-channel logistics service has a strong influence on a seller with o > «/2, an
improvement in the self-operated distribution quality leads to a decrease in the demand for the third-
party product, and the seller’s and 3PC’s profits decrease. To compensate for the loss of profits, the
seller and 3PC increase demand by reducing the third-party product price and unit price, respectively.
Under mode LA, an improvement in the self-operated distribution quality increases the retail price and
the demand of the self-operated product and thus increases the platform’s profit. Because o > a/2,
the cross-channel distribution quality has a strong influence on the seller, which reduces the demand
of the third-party product and the profits of the seller and 3PC. Therefore, the seller increases demand
by lowering her retail price.

As indicated by Figure 3, in mode LT, because o > 1/6, the cross-channel distribution quality
has a strong influence on the platform. As the 3PC’s distribution quality improves, the platform

reduces his retail price, and his profit also decreases accordingly. To increase profits, the seller and
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F1GURE 3. Effects of s; on the profits of supply chain members in modes LL, LT,
and LA (s, =0.8, ¢, =0.1, ¢, = 0.1, f =0.5)
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FIGURE 4. Effects of c. on the profits of supply chain members in modes LL, LT,
and LA (s, =0.8, st =0.3, ¢, = 0.1, f = 0.6)

3PC increase the retail price and unit price, respectively. At this time, the platform and seller show
opposite preferences with respect to the distribution quality of 3PC. Based on the consideration of
channel competition, the platform expects the 3PC to have a lower distribution quality, while the
seller hopes that the distribution quality is sufficiently high to increase her demand. Under mode
LA, an improvement in the 3PC’s distribution quality increases the demand of the seller and 3PC,
the seller’s retail price and the 3PC’s unit price rise accordingly, and both members’ profits increase.
As the demand for the platform decreases, the profit decreases. To reduce profit loss, the platform
increases demand by reducing his retail price.

As shown in Figure 4, an increase in the self-operated distribution cost compresses the platform’s
profit margins under mode LL. The platform compensates for the profit loss by increasing his retail
price. Due to competition, the seller also increases her retail price accordingly. However, under
the condition of a constant distribution commission, the seller may not be impacted by the rising
self-operated distribution cost. The price increment of the third-party product is lower than that
of the self-operated product. As a result, the seller has a competitive advantage over the platform
and realizes an increase in demand and profit. Furthermore, the demand and profit of the platform

decrease. Under mode LT, an increase in the self-operated distribution cost reduces the platform’s
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F1GURE 5. Effects of ¢; on the profits of supply chain members in modes LL, LT,
and LA (s, =0.8, s = 0.3, ¢. = 0.1, f = 0.6)

profit margins, which increases the self-operated product’s price. Although the seller also increases her
price, the retail price increment of third-party product is less than that of self-operated product under
the condition that the service price of the 3PC remains unchanged. The competitive advantage may
produce an increase in demand of third-party product, while the demand of self-operated product
declines. Finally, the profit of the platform decreases, whereas the profits of the seller and 3PC
increase. Under mode LA, an increase in the self-operated distribution cost leads to an increase in
the platform’s retail price. The seller and 3PC correspondingly raise the retail price and unit price.
However, the rise in self-operated distribution cost has no impact on the seller; thus, the retail price
increment of third-party product is less than that of self-operated product. Therefore, the seller has a
competitive advantage over the platform and realizes an increase in demand. Moreover, the demand
of the platform decreases. As a result, the platform’s profit decreases, while the seller’s and 3PC’s
profits increase.

Figure 5 reveals that an increase in the 3PC’s distribution cost gives rise to an increase in the 3PC’s
unit price under mode LT, and the third-party product’s price also rises. Due to price competition, the
self-operated product price also increases. However, since the platform is not affected by the increase
in unit price, the price increment of self-operated product is less than that of third-party product.
Therefore, the platform’s demand increases, while the seller’s demand decreases. Finally, the profit
of platform increases, while the profits of seller and 3PC decrease. In mode LA, an increase in the
3P(C’s distribution cost increases the 3PC’s service price, which compresses the profit margins of the
platform. To maximize profit, the platform increases demand by reducing his retail price. However,
due to price competition, the seller also reduces her retail price, and the platform still cannot compete
with the seller when demand increases. It follows that the profits of the platform, seller and 3PC all
decrease in this scenario.

Figure 6 shows that under mode LL, an increase in the distribution commission forces the seller
to increase the third-party product’s price to compensate for the profit loss. Although the platform

also increases the self-operated product’s price because of price competition, the price increment for
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F1GURE 6. Effects of f on the profits of supply chain members in modes LL, LT, and
LA (s, =0.8, s =0.3,¢c. =0.1, ¢; =0.1)

the self-operated product is less than that for the third-party product. Because of the competitive
advantage, the demand for the self-operated product increases, while the demand for the third-party
product decreases. Accordingly, the platform’s profit increases, while the seller’s profit decreases.
Under mode LA, an increase in the distribution commission reduces the seller’s profit. The seller
makes up for the profit loss by increasing her retail price. Due to price competition, the platform also
increases his retail price. However, the price of self-operated product increases less than that of third-
party product. Thus, the platform’s profit increases because of the increased self-operated product
demand, while the seller’s profit decreases due to the decline in the third-party product’s demand.
The 3PC is affected by the decline in the third-party product’s demand and decides to reduce the
third-party product’s price by reducing the unit price to increase the demand. However, the 3PC’s
unit price decreases without improving the demand; thus, the 3PC’s profit decreases.

For convenience, the impacts of different parameters on the price and profit of online supply chain
members in modes LL, LT, and LA are summarized in Table 4.

From Figures 2-6, we can obtain the following managerial implications. First, the platform’s profit
under mode LL or LT is always larger than that under mode LA. This result implies that the platform
hopes that the seller will use the self-operated physical distribution or purchase a third-party physical
distribution directly and is not willing to act as a third-party logistics agency for the seller. Second,
the seller’s profit under mode LL is always larger than that under modes LT and LA unless the value
of f is sufficiently high. This finding implies that when the platform sets a moderate distribution
commission, the seller is willing to use the self-operated physical distribution. Third, the 3PC’s profit
under mode LA is always larger than that under mode LT unless the value of f is sufficiently high.
This result means that when the platform sets a moderate distribution commission, the 3PC provides
the third-party physical distribution to the platform rather than to the seller.

Finally, we examine how the third-party distribution quality and the distribution commission affect
the equilibrium mode and investigate the optimal logistics service mode. To provide a more intuitive

presentation, the results are further illustrated in Figure 7. Note that “LT-LL-LA”, “LL-LL-LA”,



18 TITLE WILL BE SET BY THE PUBLISHER

TABLE 4. Impacts of different parameters on prices and profits in modes LL, LT, and LA

Price Profit
Platform Seller 3PC Platform Seller 3PC

Mode Parameters
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“LL-LL-LT” and “LL-LT-LA” represent the areas of online supply chain members’ preferred logistics
service mode combinations. For example, “LL-LL-LA” means that the platform and the seller are
better off in mode LL, while the 3PC is well fixed in mode LA. Typically, the platform and the seller
would reach a consensus in areas “LL-LL-LA” or “LL-LL-LT”.
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FI1GURE 7. Equilibrium service mode with self-operated logistics
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We learn from Figure 7 that when the distribution commission is low, mode LT is beneficial to
the platform regardless of the self-operated distribution quality. As the distribution commission
increases, if the self-operated distribution quality is high, then the platform is better off in mode
LT. If the self-operated distribution quality is low, then mode LL is beneficial to the platform. As
the distribution commission continues to increase, the platform is willing to provide the self-operated
physical distribution to the seller, regardless of the self-operated distribution quality. When the
distribution commission charged by the platform to the seller is low or the self-operated distribution
quality is high, the distribution expenditure of the platform is higher than the distribution commission.
As a result, the profit of the platform generated by providing no logistics service is higher than that
when providing a logistics service. For the seller, only when the distribution commission is high
and the self-operated distribution quality is not excessively high in mode LT is beneficial to the
seller; otherwise, the seller is better off in mode LL. This is because under the condition that the
distribution commission is low or moderate, the seller’s distribution expenditure of using the self-
operated physical distribution is smaller than that of directly purchasing the third-party physical
distribution, and the profit of the seller in mode LL is larger than that in mode LT. When both
the distribution commission and the self-operated distribution quality are high, the operation cost of
the seller increases. However, the improvement in the self-operated distribution quality increases the
demand for the third-party product. Finally, the seller’s profit in mode LL is larger than that in mode
LT. When the distribution commission is excessive and the self-operated distribution quality is not
high, the lower self-operated distribution quality cannot increase the product demand. Therefore, the
seller chooses to purchase the third-party physical distribution directly. Furthermore, the platform
should set a reasonable distribution commission and improve the self-operated distribution quality, to
achieve a win-win situation for the platform and seller in mode LL. For the 3PC, only when both the
self-operated distribution quality and distribution commission are very high is mode LT beneficial to
the 3PC; otherwise, mode LA is beneficial to the 3PC. This is because the demand for the third-party
product in mode LT is greater than that in mode LA only when the self-operated distribution quality

and distribution commission are sufficiently high.

6. MANAGERIAL IMPLICATIONS

In this section, we consider the discussions and findings of this paper, and provide some crucial
managerial insights to explore the practical value of these findings.

There are two key factors which would improve operations managers’ logistics service choice de-
cisions. When the managers plan to adopt an appropriate logistics service mode, in addition to the
distribution commission factor, they also need to take their own and competitor’s distribution qualities
into consideration. Specifically, our findings suggest that logistics operations managers of the platfor-

m have an incentive to provide self-operated physical distribution to the seller when the distribution
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commission is sufficiently high or the distribution commission and distribution quality are relatively
low. Furthermore, when the distribution commission is sufficient low, logistics operations managers of
the platform should adopt the third-party logistics service mode. When the distribution commission
is moderate and the self-operated distribution quality is not sufficiently high, the self-operated logis-
tics service mode is beneficial to logistics operations managers of the platform and achieve a win-win
outcome with the seller. Expect in case of a high distribution commission and a low self-operated
distribution quality, the seller would like to accept the platform’s self-operated physical distribution.
Therefore, although potential conflicts of interests exist, the platform and the seller could establish a
long-term and stable cooperative relationship. In addition, our study also suggests that managers of
the 3PC need to consider the self-operated distribution quality and commission when making physical
distribution strategy decisions. Specifically, managers of the 3PC always prefer the agency logistics
service mode if the self-operated distribution quality and commission are not high. These results
imply that distribution commission and distribution quality are critical elements that influence the
platform’s distribution service choices, and logistics operations managers should pay more attention
to it.

In general, the issue of e-commerce logistics service choices is a critical point of logistics management
(Choi, 2019). We analyze this issue in an online supply chain that includes a platform, a seller, and a
3PC. Moreover, we further explore the strategic logistics service mode choices for the platform, which
has a self-operated physical distribution. If the platform provides self-operated physical distribution
to the seller, the managers of the platform should choose a moderate distribution commission and self-
operated distribution quality. Therefore, our managerial insights make for clarifying the manager’s
decision choice in physical distribution practice. Our work also offers managerial insights to managers

of the platform and the 3PC to adopt an appropriate logistics service strategy.

7. CONCLUSION

In this paper, we consider an online supply chain that consists of a platform, a seller and a 3PC. By
analyzing three logistics service modes, we investigate the optimal logistics service mode and further
explore the impacts of different service modes on supply chain members’ profits.

The findings of our work have significant implications for the platform, seller, and 3PC. When the
platform provides self-operated physical distribution to the seller, it should set a distribution commis-
sion higher than a threshold. If the platform wants to achieve a win-win situation with the seller, then
it should set a distribution commission within a moderate range. If the distribution commission is
sufficiently low, the platform should not provide self-operated or agency physical distribution. Except

in the case of a high distribution commission and low self-operated distribution quality, the seller
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should accept the platform’s self-operated physical distribution. Furthermore, the 3PC should coop-
erate with the platform to offer the agency logistics service unless both the self-operated distribution
quality and commission are relatively large.

We then analyze the influence of significant parameters on prices and profits in different modes.
The results indicate that in the self-operated logistics service mode, the platform and the seller have
great incentives to increase their retail prices when the self-operated distribution quality is high, the
self-operated distribution cost is large, and the distribution commission is high. The platform should
raise the self-operated distribution quality and the distribution commission for a higher profit. In the
third-party logistics service mode, as the self-operated distribution cost and third-party distribution
cost increase, the platform’s and seller’s retail prices and the 3PC’s unit price increase. The platform
is willing to reduce the self-operated distribution cost as much as possible. Meanwhile, the 3PC is
willing to reduce the third-party distribution cost. In the agency logistics service mode, an increase
in the distribution commission decreases the 3PC’s unit price and increases the platform’s and seller’s
retail prices. The platform has a strong motivation to increase the distribution commission, and the
3PC raises the third-party distribution quality.

The current research has certain limitations, and several future research directions are still worth
studying. First, we assume that this model is static under different logistics service modes. It could
be interesting to incorporate the dynamic decision in the logistics service mode choice problem. We
leave it to future research to observe the new managerial insights. Second, we consider that there is
only one 3PC to selected by the platform and the seller. Considering the competition among different
3Ps in platform supply chain is a future research direction. Finally, it is also interesting to study the

impact of blockchain technology on the online platforms’ strategic logistics service.

APPENDIX

Proof of Proposition 1. In mode LL, the profit function of the platform and the seller are defined

as follows:

Te = (pe - Ce)(a — Pe + apr + Bse — 756) + (ppr +f- Ce)(a —pr+ape + Bse — 756) (al)

7 = (pr — ppr — f)(a — pr + ape + Bse — VSe) (a2)

Using equations (al) and (a2), the following derivatives of 7. to p. and 7, to p, can be shown as:

gge = —2pe + (@ +ap)pr +a+ (B —7)se + (1 —a)ee +af (a3)
0T _2(1 = p)py + (1= p)a+ ape + (B —7)s) + f (a4)

Opy-



22 TITLE WILL BE SET BY THE PUBLISHER

By setting equations (a3) and (a4) to zero and solving them simultaneously, we obtain

P = ey (21 e - ar® = 2)at (B-1)2+a - ap” —2)s. (a5)
+2(1 = p)(1 = a)ce + (3 = p) f]
p%’L = m [(2 + a)(l - p)a + (6 - 7)(2 + O[)(]_ - p)se
+(1—=p)(1 — a)ace + (24 a® — a?p) f]
Proof of Proposition 2. In mode LT, the profit function of the platform, the seller and the 3PC

(a6)

are defined as follows:

Te = (pe - ce)(a — Pe + apy + ﬂse - '7315) + ppr(a — Dr + QAPe + Bst - '756) (a7)
T = (pr — PDr — ’LU)(CL —pr +ape + Bst — 755) (a8)
T = (w — ¢¢)(a — pr + ape + Bs; — vse) (a9)

Using equations (a7) and (a8), the following derivatives of 7, to p. and 7, to p, can be shown as:

ome
Ope

=—=2p. + (a+ ap)p, + a+ BSe — St + ce (al0)

or,
a; = —2(1— p)pr + (1 = p)(a+ ape + By — 7se) +w (all)

By setting equations (al0) and (all) to zero and solving them simultaneously, we obtain

-1 _ _ _
Pe = A=pya=aZ(159)) (2¢e + 2a 4+ aa — 2¢.p — 2ap + aw + 288, — 2778 + afs; (a12)

—arySe + apw — 2Bps. + 2yps; — aap? — afp’s, + ayp’se)

Dr = m (2a 4 2w + ace + aa — 2ap + 25 — 2775, — Qcep — ap (al3)

+afse — aysy — 2Bpse + 2ypsy — afpse + ayps)
Substituting equations (al2) and (al3) into equation (a9), setting % to zero and solving it, we

have

1
wlT = m[(l —p)a+2)a+ (1 —p)(af—27)se (al4)

+(1 = p)(28 — ay)si + (2 = a®(1 + p))er + (1 = p)ee].
Substituting equation (al4) to equations (al2) and (al3), we have

plT = 1
© T AL )22+ p)d— 21+ )

+(1— p)(88+ 2707 (1 + p)% — (3802 + 670)(1 + p))s, + (1 — p)((37a% + 6Ba)(1 + p)
—2(1+ p)2aP8 — 89)st + (L — p)(8 — 302(1 + p))ce + (L + p)(2a — (1 + p))ci]

[(1—p)(B+6a(l+p) —2(1 + p)2a® —3a%(1 + p))a

(alb)
1
LT _ _ Ve B "l
T [ R ) [ () LA
+(1= (B = 2)(3 ~ (L4 pla%)se + (1= P28~ 073 —a*(L+p)s,  (210)

+2 = a?(L+p))er + ol = p)(3 — a®(1 + p))ce]
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Proof of Proposition 3. In mode LA, the profit function of the platform, the seller and the 3PC

are defined as follows:

Te = (Pe — Ce)(a — Pe + apr + Bse — v8¢) + (ppr + [ — w)(a — pr + ape + Bst — ¥5e) (al7)
T = (pr — PPr — f)(a — pr + ape + 85 — 756) (318)
Tt = (w - Ct)(a — Pr +ape + Bs; — 'YSe) (a19)

With equations (al7) and (al8), the following derivatives of 7. to p. and , to p, can be shown as:

o

8; = —2p. + (a4 ap)pr + a+ Bse — st + ce + af — aw (a20)
o,
o —2(1 = p)pr + (1 = p)(a+ ape + Bst — ¥se) + f (a21)

By setting equations (a20) and (a21) to zero and solving them simultaneously, we obtain

Pe = m (2¢c +2a + aa + 3af — 2cep — 2ap — 2aw + 285, — 2vsy — apf + afst

—ayse + 20pw — 2Bpse + 2ypsi — aap” — afip®s; + ayp’se)
(a22)
D = m (2a 4 2f + ace + aa — 2ap + 2Bs; — 2ys. + > f — a*w — acep — aap (a23)
+afse — arysy — 2Bpsy + 2ypse — &’ pw — afipse + aypst)

Substituting equations (a22) and (a23) into equation (al9), setting % to zero and solving it, we

have
wh = b (1= p)(a+2)a— 21— a®)f + 0(1 = p)er + (1 - plac w2d)
(B = 27)(1 = p)se + (26 — av)(1 = p)s(]
Substituting equation (a24) to equations (a22) and (a23), we have
P = e (L= p){a+ (1 - pa® — D)at (24 a2 — a®p)f + (1 - place — a*(1 - pley
+(1 = p)(aB +2y = (1 +p)a?)se + (1 = p)(B(1L + p)a® — ay — 25)s/]
(a25)
prt = sapararary (L= p)a+2)a+ (6 = 2a°p) f + (1 = place — a®(1 = p)e (a26)
+HaB —29)(1 = p)se + (28 — ay)(1 — p)s¢]
Proof of Proposition 4.
opet _ (B=7)2+a(+p))
i s e (a27)
optt 201 -a)
dce  4—a2(1+p) >0 (a28)
opet a(3 - p)
of ~U=p—at(i+p) " (829)
oyt _(B=C+a) (a30)

05e 4—a%(1+p)
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OpLt o a(l-a)

dce  4—a2(1+p)

ot 2+a’(1-a)

of  (1-pd—-a*(1+p))

>0 (a31)

>0 (a32)

Proof of Proposition 5.
(1)
optT 88+ 2ya* (14 p)* — (36a* 4 6va)(1 + p)
0se 22-02(1+p))(4—?(1+p))
Let 0 = 3 and 0 = (8 —3a*(1+p))/(6a(1 + p) 72a3(1+p2)). If ¢ < 6, it is obvious that
86 + 2va3 (14 p)? — (382 4 67va)(1 + p) > 0, and thus,

(a33)

>0 otherwise, 81); <0.

opy" _ (aB—29)(3 - (1+p)a?) (a34)
dse  2(2—a2(1+p))(4—a2(1+p))
Ifo=3<%, BgS'LFT > 0; otherwise agiT <0.
owt™  (af —29)(1—p) (a35)
0se  2(2—a2(1+p))
Ifo=73<3, Bg’:j > 0; otherwise ag’:f <0.
(ii)
OpET (3702 +6B0)(1+ p) — 2(1 + p)*a®B — 8y (a36)
Ose  22-0a2(1+p)(4-a*(1+p)
Let 0 = 5 wnd 0 = (8301 )/(00(14 ) =20°04 ). T < b it i cbvions

(3ya? +6B8a)(1+ p) —2(1 + p)%2a3B — 8y > 0, and thus, > 0; otherwise, 355? <0.

agfj - 2(2(3@;((111);?;)_(4(1_7;5 ()f i) " (a37)
= St >0 (235)
(iif) -
agze T 22— 2?1 - ))((Zt/;)z(l oy 0 (39)
Bgfj 22 a(;((l3 ()1)(+ /)—)0;22)(1 R (a40)
8:905 202 E(;(lp-)ﬂ- P (ad1)
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Proof of Proposition 6.



TITLE WILL BE SET BY THE PUBLISHER
(1)

et aB+2y —~(1+p)a’
9se  a(d—a2(1+p))

opkt  af -2y
0se  2(4—a2(1+p))

owrA _af -2y
ds, 22
w4

. : w4
IR > 0; otherwise LI <0.

>0

>0

If02%<%,

(ii)
I B2 (14 p)at) —ay
st ad—a?(1+ p))
opkt 28— ay
sy 2(4—a2(1+p))

owkA 28— ay
ds;  2a2

>0

>0

(iii)
optt 1
dce  4—a2(1+p)
opkA a
Oce  2(4—a2(1+p))
owkA 1

=—>0
Oce 2 -

>0

>0

(iv)
opEA -1
oce  4—a2(1+p)
OpkA —a?
de, 24— a2(1+p))
owtA 1

=->0
aCt 2>

<0

<0

)
opet 2+ (1-p)? -
oF ~ (L pald a2+ )
opkA 6 — 2a2p
of — 2(1-p)d—a?(1+p))
owktA a?—1

of ~a—p) =

>0

ACKNOWLEDGMENTS

25

(adb)

(a46)

(ad7)

(a48)

(a49)

(ab0)

(abl)

(ab2)

(ah3)

(ab4)

(ab5)

(ab6)

(ab7)

(ab8)

(ab9)

This work is supported by the National Natural Science Foundation of China (No. 72301191), the
Humanity and Social Science Foundation of Ministry of Education of China (No. 23YJA630147), the

Innovation Centre for Digital Business and Capital Development of Beijing Technology and Business

University (No. SZSK202209).



26 TITLE WILL BE SET BY THE PUBLISHER

REFERENCES

Abhishek, V., Jerath, K., Zhang, Z.J., 2015. Agency selling or reselling? channel structures in
electronic retailing. Management Science 62, 2259-2280.

Bernstein, F., Federgruen, A., 2004. A general equilibrium model for industries with price and service
competition. Operations Research 52, 868-886.

Chen, P., Zhao, R., Yan, H., Li, X., 2020. Promotional pricing and online business model choice in
the presence of retail competition. Omega 94, 1-13.

Chen, P., Zhao, R., Yan, Y., Zhou, C., 2021a. Promoting end-of-season product through online channel
in an uncertain market. European Journal of Operational Research 295, 935-948.

Chen, X., Luo, Z., Wang, X., 2019. Compete or cooperate: Intensity, dynamics, and optimal strategies.
Omega 86, 76-86.

Chen, X., Wu, Y., Ji, A., Xu, X., 2021b. Offering subsidies to logistics providers and consignors.
Journal of the Operational Research Society 72, 35—60.

Choi, T.M., 2019. Publishing operations management research in transportation research-part e.
Transportation Research Part E: Logistics and Transportation Review 129, 12-14.

Kwark, Y., Chen, J., Raghunathan, S., 2017. Platform or wholesale? a strategic tool for online
retailers to benefit from third-party information. MIS Quarterly 41, 763—-785.

Li, F., Du, T.C., Wei, Y., 2019. Offensive pricing strategies for online platforms. International Journal
of Production Economics 216, 287-304.

Li, S., Jia, S., 2019. A benders decomposition algorithm for the order fulfillment problem of an e-tailer
with a self-owned logistics system. Transportation Research Part E 122, 463-480.

Li, X., Ai, X., 2021. A choice of selling format in the online marketplace with cross-sales supply chain:
Platform selling or traditional reselling? Electronic Commerce Research 21, 393-422.

Li, X., Li, Y., Cai, X., Shan, J., 2016. Service channel choice for supply chain: who is better off by
undertaking the service? Production and Operations Management 25, 516-534.

Li, Y., Bai, X., Xue, K., 2020. Business modes in the sharing economy: How does the oem cooperate
with third-party sharing platforms? International Journal of Production Economics 221, 1-17.

Lin, X., Zhou, Y.W., Xie, W., Zhong, Y., Cao, B., 2020. Pricing and product-bundling strategies for
e-commerce platforms with competition. European Journal of Operational Research 283, 1026-1039.

Liu, J., Liu, X., Wang, F., Ma, X., Yue, X., 2022. Equilibrium decisions and coordination of a logistics
service supply chain with bilateral corporate social responsibility. RAIRO-Operations Research 56,
2595-2612.

Liu, L., Feng, L., Xu, B., Deng, W., 2020. Operation strategies for an omni-channel supply chain:
Who is better off taking on the online channel and offline service? Electronic Commerce Research

and Applications 39, 1-16.



TITLE WILL BE SET BY THE PUBLISHER 27

Liu, X., Zhang, K., Chen, B., Zhou, J., Miao, L., 2018. Analysis of logistics service supply chain for
the one belt and one road initiative of china. Transportation Research Part E 117, 23-29.

Luo, J., Rong, Y., Zheng, H., 2020. Impacts of logistics information on sales: Evidence from alibaba.
Naval Research Logistics 67, 646—-669.

Mantin, B., Krishnan, H., Dhar, T., 2014. The strategic role of third-party marketplaces in retailing.
Production and Operations Management 23, 1937-1949.

Niu, B., Dai, Z., Liu, Y., Jin, Y., 2022. The role of physical internet in building trackable and
sustainable logistics service supply chains: A game analysis. International Journal of Production
Economics 247, 1-12.

Pal, B., Sarkar, A., 2021. Optimal strategies of a dual-channel green supply chain with recycling under
retailer promotional effort. RAIRO-Operations Research 55, 415-431.

Qin, X., Liu, Z., Tian, L., 2020. The strategic analysis of logistic service sharing in an e-commerce
platform. Omega 92, 1-14.

Qin, X., Liu, Z., Tian, L., 2021. The optimal combination between selling mode and logistics service
strategy in an e-commerce market. European Journal of Operational Research 289, 639-651.

Ren, S., Choi, T., Lee, K., Lei, L., 2020. Intelligent service capacity allocation for cross-border-
e-commerce related third-party-forwarding logistics operations: A deep learning approach. Trans-
portation Research Part E 134, 1-19.

Ryan, J.K., Sun, D., Zhao, X., 2012. Competition and coordination in online marketplaces. Production
and Operations Management 21, 997-1014.

Shah, N.H., Jani, M.Y., 2016. Economic order quantity model for non-instantaneously deteriorating
items under order-size-dependent trade credit for price-sensitive quadratic demand. AMSE J 37,
1-19.

Shah, N.H., Jani, M.Y., Chaudhari, U., 2017. Study of imperfect manufacturing system with preserva-
tion technology investment under inflationary environment for quadratic demand: A reverse logistic
approach. Journal of Advanced Manufacturing Systems 16, 17-34.

Shen, Y., Willems, S.P., Dai, Y., 2019. Channel selection and contracting in the presence of a retail
platform. Production and Operations Management 28, 1173-1185.

Shi, S., Sun, J., Cheng, T.C.E., 2020. Wholesale or drop-shipping: Contract choices of the online
retailer and the manufacturer in a dual-channel supply chain. International Journal of Production
Economics 226, 1-17.

Tian, L., Vakharia, A.J., Tan, Y., Xu, Y., 2018. Marketplace, reseller, or hybrid: Strategic analysis
of an emerging e-commerce model. Production and Operations Management 27, 1595-1610.

Wan, X., Chen, J., Chen, B., 2020. Exploring service positioning in platform-based markets. Inter-

national Journal of Production Economics 220, 1-11.



28 TITLE WILL BE SET BY THE PUBLISHER

Wei, J., Lu, J., Zhao, J., 2020. Interactions of competing manufacturers’ leader-follower relationship
and sales format on online platforms. European Journal of Operational Research 280, 508-522.
Xing, Y., Grant, D.B., McKinnon, A.C., Fernie, J., 2011. The interface between retailers and logistics

service providers in the online market. European Journal of Marketing 45, 334-357.

Xu, M., Tang, W., Zhou, C., 2019. Procurement strategies of e-retailers under different logistics
distributions with quality- and service-dependent demand. Electronic Commerce Research and
Applications 35, 1-16.

Yan, B., Chen, Z., Wang, X., Jin, Z., 2020. Influence of logistic service level on multichannel decision
of a two-echelon supply chain. International Journal of Production Research 58, 3304-3329.

Yan, Y., Zhao, R., Liu, Z., 2018. Strategic introduction of the marketplace channel under spillovers
from online to offline sales. European Journal of Operational Research 267, 65-77.

Yang, X., Cai, G., Ingene, C.A., Zhang, J., 2019. Manufacturer strategy on service provision in
competitive channels. Production and Operations Management 29, 72-89.

Yu, J., Song, Z., Zhou, C., 2023. Self-supporting or third-party? the optimal delivery strategy selection
decision for e-tailers under competition. Kybernetes 52, 4783-4811.

Yu, J., Zhao, J., Zhou, C., Ren, Y., 2022. Strategic business mode choices for e-commerce platforms
under brand competition. Journal of Theoretical and Applied Electronic Commerce Research 17,
1769-1790.

Yu, J., Zhou, C., Leng, G., 2024. Is it always advantageous to establish self-built logistics for online
platforms in a competitive retailing setting? IEEE Transaction on Engineering Management 71,
1726-1743.

Zhang, T., Li, G., Cheng, T.C.E., Lai, K.K., 2017. Welfare economics of review information: Impli-
cations for the online selling platform owner. International Journal of Production Economics 184,
69-79.

Zhou, C., Leng, M., Liu, Z., Cui, X., Yu, J., 2022. The impact of recommender systems and pric-
ing strategies on brand competition and consumer search. Electronic Commerce Research and
Applications 53, 1-15.

Zhou, C., Li, X., Ren, Y., Yu, J., 2023. How do fairness concern and power structure affect competition
between e-platforms and third-party sellers? IEEE Transactions on Engineering Management , DOI:
10.1109/TEM.2023.3262318.

Zolfani, S., Gorener, A., Toker, K., 2023. A hybrid fuzzy mcdm approach for prioritizing the solutions
of resource recovery business model adoption to overcome its barriers in emerging economies. Journal

of Cleaner Production 413, 1-20.



