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Abstract: This study explores the pricing decisions of substitutable products for two competing
supply chains in the presence of an online channel. Each supply chain consisting of a single man-
ufacturer and an exclusive retailer and one of the manufacturers distributes products through the
online channel. We examine optimal decisions under five scenarios to explore how the strategic
cooperation between two manufacturers at the upstream horizontal level or with the retailer at the
vertical level affects product pricing decisions and the performance of two supply chains? The results
reveal that decisions for cooperation with competing manufacturers and opening an online channel
are correlated. In the absence of an online channel, cooperation with their respective retailer can
lead to a higher supply chain profit. However, if a manufacturer opens an online channel, then
cooperation with competing manufacturers can lead to a higher supply chain profit. Under the
vertical integration, total supply chain profit might be lower compared to a scenario where members
in each supply chain remain independent. Consumers also need to pay more for products.

Keywords: dual-channel supply chain; substitute products; strategic integration; competition

1. Introduction

Direct-sales strategies are gaining popularity among manufacturers, particularly after
the enormous rise in internet and web technology use due to easy accessibility. Many manu-
facturers sell their products through the traditional retail store as well as through an online
channel [1-3]. Based on the statistics of the U.S. Department of Commerce, consumers spent
$601.75 billion online with U.S. merchants in 2019, up 14.9% from $523.64 billion the previ-
ous year [4]. Examples of direct selling commonly seen in practice: firms such as Apple,
Nike, and Microsoft sell their products through brick-and-mortar stores as well as their on-
line channels. Although direct selling may threaten downstream retailers by reducing their
market share, researchers have reported that it can also increase the retailer’s profit under
the price [5] or quantity [6] competition. Moreover, product information from an online
channel can improve the performance of retail operations [7,8]. Over the past two decades,
a large number of researchers have focused on exploring the characteristics of supply
chain(5C) decisions in the presence of an online channels from various perspectives, such
as consistent or inconsistent pricing decision in both retail and online channels [5,9-11],
product quality decision [12], the effect of free-riding [13], assortment decision [14], re-
tailer’s service effort [15], cooperative advertising decision [16,17], inventory decision [18],
carbon emission reduction decision [19], the effect of disruption [20], information asym-
metry [21,22], green-product retailing [23], re-manufacturing decision [24] etc. However,
the characteristics of the manufacturer’s decision to open an online channel and strategic
integration decisions under competition are not well documented in the literature.

Presently, a combination of offline and online marketing strategies gaining significant
popularity to reach larger consumers and deliver a product with the greatest impact. In
this study, we analyze the equilibrium of two competing SCs, both consisting of a single
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manufacturer, selling its substitute products exclusively through a single retailer, and one
of the competing manufacturers sells products online also. The proposed competing SC
structure fits industries such as premium gasoline, garments, footwear, travel accessories,
health and beauty products, health care, electronics accessories, etc., where a manufacturer
trades with an exclusive retailer and faces strict competition due to the presence of other
firms. Over the past three decades, the optimal decisions in a two-manufacturer-two-
retailer SC competition have been studied by several researchers [25-29] under the various
game-theoretic frameworks. Under competition, as a strategic decision, integration with a
horizontal competitor or ‘collusion formation’ [30-32] is not unusual in today’s business
environment. Competing members are interested in strategic integration in anticipating the
achievement of business goals such as increasing the current joint market size, developing
products with new features to protect the present and future share of the market, and to
conquer a larger share of the market that remains unexplored [33]. However, the literature
on horizontal integration in the presence of an online channel is scanty and there has
been little analytical research in this direction so far. This study aims to understand the
combined effect of strategic integration decisions at both the horizontal and vertical levels
in the presence of an online channel. Specifically, we attempt to answer: How do potential
use of the direct selling channel under competition and strategic integration decision at
horizontal and vertical levels affect:

(a) competing manufacturers’ and retailers’ strategies in equilibrium;
(b) the equilibrium price in the online and retail channels, and wholesale prices;
(c) the total profits for each SCs?

To study the combined effect, we derive the optimal decision in five different scenarios.
First, we derive results for the benchmark scenario; we name it Scenario BM, which rep-
resents a competing SC model in the absence of an online channel. The remaining four
scenarios are somewhat close to [31,32]; however, the authors investigated pricing decisions
in the absence of an online channel. We consider Scenario DD, where the first manufacturer
sells products through retail and online channels. We compare outcomes between Scenarios
BM and DD to explore whether opening an online channel is profitable for a manufacturer
under competition. Next, we consider Scenarios II and ID, representing the instances when
members in each SC are vertically integrated and members in the first SC are vertically
integrated, respectively [34]. Finally, we explore the optimal decision under Scenario UC to
study the effect of cooperation at the upstream level between two manufacturers.

Our main contributions are as follows: First, only a few researchers in the literature ex-
plored the pricing problem of substitutable products under SC competition in the presence
of an online channel. Recently, ref. [35] made an effort in this direction, but the authors
considered a two-manufacturer-single-retailer SC setting. Second, although strategic inte-
gration decisions both at the horizontal and vertical levels are studied by researchers and
practiced in the business world, a complete overview regarding their impact in the presence
of a dual channel under SC competition is missing. We found that the first manufacturer’s
decision to open an online channel makes an enormous impact; in some parameter settings,
it is completely different if the online channel does not exist. Indeed, to soften the compe-
tition at the downstream level, two manufacturers can cooperate with each other’s at a
horizontal level for ensuring higher profits. Except in Scenario UC, two retailers can set dif-
ferent product prices. Third, we also draw insights into how cross-price elasticity between
online and retail channels or in between two retail channels have affected the strategic
integration or the manufacturer’s decision for opening a direct channel. We find that when
the cross-price elasticity between retail and online channels is low, the manufacturer might
not sell directly to the end customers.

The remainder of this paper is organized as follows. We introduce the problem
scenarios and corresponding assumptions and notation in Section 2. Section 3 introduces
our five models and corresponding comparative analysis. In Section 4, we summarize
managerial insights into the study. Finally, we conclude in Section 5 by highlighting
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limitations and future research directions. All key proofs and additional symbols used to
represent analytical expression are provided in the Appendix H.

2. Problem Statement

We consider two competing SCs (i = 1, 2), each consisting of a manufacturer (M;) and
an exclusive retailer (R;). We assume the manufacturer M; sells products through R; and
M, sells the product through Rj, respectively, and cross-selling activity between two SCs is
not allowed [31,32].

We investigate the optimal decisions under five decision scenarios (j = BM, DD, 11, ID,
UC) as presented below in Figure 1:

T = I ir " T ]
M1 M2 M1 M2 —Ir M1 : : M2(|  — M1 : M2 —H M1 M2 ||
L
W W W A% | I | | | l W3 -
1 2 1 2 | | : | | Wy W)
EEREREIRE
I l | I
R1 R2 R1 R2 I[R1 |l [R2 : I| R1 || R2 R1 R2
LJ—1 —I_— I —
P1 P2 b1 P2 v P1 P2 v P1 P2 v P1 P2
v Y v Y v Y v Y v Y
Market Market Market Market Market
Scenario BM Scenario DD Scenario II Scenario ID Scenario UC

Figure 1. Various scenarios considered in this study.

In Scenario BM, each member in competing SCs implements a non-cooperative de-
cision in the absence of an online channel, which is similar to [32,34]. In Scenario DD,
members remain non-cooperative, but the manufacturer in the first SC opens an online
channel. Therefore, we compare the decisions in Scenarios BM and DD to verify whether
opening an online channel is profitable for the first manufacturer. We derive optimal
decisions in three scenarios, namely Scenarios II and ID, where members in each SC
are vertically integrated and members in the first SC are vertically integrated, respec-
tively. Finally, we explore the decision in Scenario UC, where two upstream manufacturers
cooperate to maximize total upstream profits [31].

We assume D]i and D]2 represent demand for products offered by the first and second

manufacturer through the retail channels, respectively; and D} represents the demand for
the product offered by the first manufacturer in the online channel. We consider the linear
price-dependent demand model which is widely adopted in the literature [31,34].

D] =an —pl 4+ Bipl_ + Bopl; i=1,2 k=3—1i (1)

D} = 2a(1 — &) — p) + Bap} + Papaj; (0<a <1) )

Therefore, we assume the potential demand (a) for both products remains the same [25,31]
and in the presence of an online channel, a percentage of customers (1 — a) x 100% prefer an
online channel. Competition exists among direct sale channel and retail channels. Furthermore,
we assume the self-price effect is greater compared to the cross-price effect [32]. To focus on the
effect of strategic cooperation on the decision for opening an online channel, we assume the
two manufacturers are symmetric and production costs and operational costs for members are
constant and normalized to zero. Assuming non-zero costs and symmetric demand will not
qualitatively change our main results [36].
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Retailer price for first product in an online channel must be greater than wholesale
price, otherwise an infeasible scenario may be encountered by the first retailer. In addi-
tion, we assume that all information among participating members between two SCs is
symmetric and members are risk-neutral [19,37-39]. To ensure the existence and feasibil-
ity of equilibrium solutions, we make the following assumptions: 2 > p% + (3 + 281)B3;
8> 582 4+ (13+10B1)p3%; 1 > B2 +2B%;16 > 17p% — 41 + (26 + B1(20 — B1(11+8B1))) B3.
All the propositions proposed in this study presuppose these conditions.

With the above assumptions and notations, profit functions for two retailers and two
manufacturers in competing SCs are formulated as follows:

Jo_ Ny i
I, = (pl—wh)D,i=1,2 3)
jo_ 1 j i i
Hml - Hmlr + Hmlo’ where Hmlr - wl Dl (4)
11,1, = phD} (5)
1! , = w,D) (6)

All common parameters and variables mentioned in this study are clearly listed in
Table 1.

Table 1. Notations.

Notations Descriptions

Indices

i index for ith SC, i € {1,2}

j index for decision scenarios, j € {BM, DD, II,ID,UC}

Parameters

a market potential for each SC

B1 the cross-price sensitivity of consumers between two retail channels, g € [0,1)

B2 the cross-price sensitivity of consumers between retail and online channels, B, € [0,1)

Variables

wg wholesale price of per unit ith product

P; retail price of per unit ith product in the traditional retail channel

pé retail price of per unit first product in the online channel

Hi ; profit of the ith retailer
j profit of the first manufacturer, i.e., sum of profits from the retail channel (HZ111 ) and online
’fﬂ channel(Hinlo), and Hinl = H]mlr + Hjmlo

v, profit of the second manufacturer

v profit of the first SC, ie, sum of prpfits form the retail c:harmel(H]Cl .= H{m .+ H]ﬂ) and online
fl (:hannel(Hin1 ,),and H{jl = H]dr + Hzm .

v, total profit of the second SC

Qé sales volume of ith SC

In the following section, we present the optimal decisions in five scenarios.

3. Main Analytical Results

In this section, we discuss the characteristics of the optimal decisions in five scenarios.

In the first subsection, we present two benchmark decentralized models, i.e., Scenarios BM
and DD. In the next subsection, we present three models representing the possibilities of
two vertically integrated scenarios, i.e., Scenarios II and ID. Finally, we present the model
in Scenario UC.
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3.1. Benchmark Models
3.1.1. Optimal Decisions in Scenario BM

Scenario BM is similar to the existing studies on SC competitions in the absence of an
online channel. Two upstream manufacturers dominate two SCs, i.e., two manufacturers
act as the Stackelberg leaders [32,34], and set wholesale prices (wf”") by maximizing their
respective profits. Then, two downstream retailers determine market prices (pf’m) to maxi-
mize their respective profits. By using the two-stage optimization technique, the optimal
equilibrium solution is obtained. The optimization problem in Scenario BM is as follows:

bm bm
max 7T,; Max 7T,
wi™ wy™
bm bm (7)
max 7T max 7T,
b rl r2
m bm
P1 P2

Therefore, in this scenario & = 1, p?” = 0, and B, = 0. Optimal decisions in Scenarios
BM are presented in Propositions 1 and we refer to Appendix A for the detailed derivation

of results.

Proposition 1. Optimal decision in Scenario BM is obtained as follows:

wbm  —  42+h) bm 2a(3-p]) bm (2B mm  — 2 (2+p1)(2—p7)
i - Abm ’ pi - (Z_ﬁl)Abm, ri o (zfﬁl)zAgml mi o (Zfﬁl)A%m ’
bm _ 24%(6-5B3+B1) ~bm _ _a(2—p3) _ 2

IG" = (Z—ﬁl)zlAiml QM= (Zfﬁl)Albm' where Dy =4 = p1 = 21

Because B1 € [0,1), i.e., Ay, > 0 an optimal decision exists in this scenario. From
Proposition 1, we made the following remarks:

Remark 1. Retail prices, sales volume, profits for both retailers and manufacturers increase with B1,

apim _ 4a(9+B1—63+p}) QM 2a(6—(2—p1)B1(1+B1)%)
because I = Wzﬁlﬁml > 0, 9 = @=P1) A2 > 0,
AL 4a?(2—B3)(6—(2—B1)B1(1+B1)?) =0 ALY 42?(12+(2—B1)B1(3—B1(1+B1) 3+B1))) <0
91 (2-p1)%4;, 7B T (2—B1)%83, ’

The results are consistent with the existing literature [31]. i.e., if cross-price elasticity
increases, profits for each SC member increase due to price discrimination power. It is
obvious that each manufacturer receives higher profits compared to each downstream

242(2—B3)
(2-p1)%4;,,

a benchmark to examine: Is opening an online channel is profitable for an upstream
manufacturer in the presence of SC competition?

retailer because HZ”} — Hf{” = > 0. We use outcomes in Scenario BM as

3.1.2. Optimal Decisions in Scenario DD

In this scenario, one of the upstream manufacturers opens an online channel. For sim-
plicity, we assume that the first manufacturer opens an online channel in anticipation of an
increase in sales, and hence profits. The manufacturer M; sets wholesale price (wﬁid) and
price for online channel (p#?) and the manufacturer M, sets wholesale price (w4?) by maxi-
mizing their respective profits. Then, two downstream retailers set their respective market
prices (p?d ) to maximize their respective profits. Therefore, the optimization problem in
Scenario DD is as follows:

max %% max 7%
dd day 1 g m2
(wl Po ) 2
dd dd (8)
max 7T, max 7T,
pi ps?

We present an optimal decision for Scenario DD in Proposition 2, and provide the
detailed derivation in Appendix B.
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Proposition 2. Optimal decision in Scenario DD is as follows:

dd _ 8(2+B1)(2Y1a+2(8+B1—4B3)Ba(1—a)+ap3)  gq _ a(2+B1)(aY1+2Y2(14B1)B2— “(3+2/31)ﬁ2)
wyt = PIYY P Wyt =

ANgg
Pl = s pyay; A (3 — BT)Y1 +2Y2(16 + 1181 — 687 — 4p7)B2 — (22 + 231 — 87 — Sﬁ?)ﬁ%)]
Pgd _ 2a(3—B3) (aY1+2Ya (1+p1) B —x(3+261)B3) pdd 2a(1—a)(16— 17,31+4ﬁ1)+ﬂ“(7+451)Y152

(2—B1)Bua » Fo 2844
Qdd a(2a(2— ﬁz)Y1+(2Y2(1;‘l31)ﬁ1132 aY3p3) Qdd a(2— ﬁ])(“Y1+2\((2(1+§31),52 a(3+2ﬁ31)l32)
2(2—p1)Aga 2—P1)Agq
Q 72(2 BB [2Y2(Y1Abm — (24 + 17‘31 - 12ﬁ1 - 8,31)‘52) - 06(10 ,Bl - 4ﬁ1)Y2‘32 - (XY4‘B%],
dd — a®(20(2—B3)Y14+2Y2(14B1)B1B2— tXYslSZ)
o 4(2—p1)%Aas”
i — 2B [aY1 42X (14B1) B a(3+2ﬁl)/32]2
r , (2-p1)20ad”
oo = m(z(l — &) Dy + (7 +4B1) B2) (2Y1Y2 Dy + (10 — By — 4B7) Y182 — 2Y2 (24 + 1781 — 1287 +867) 55 —
aYqf3), i
ol = mi*ﬁ)z(zwl +2(1 = a)(8 = P +4p7)B2 + apB3) (2a(2 = B1) Y1 +2Y1B1 (1 + p1)B2 — aYsp3) + mih,
pdd a®(24B1) (2—B3) (aY3+2Y (1+B1) B2 — w(3+2ﬁ1)ﬁ2)2
Tm2 = (2—B1)Dai”
= e 4000~ Py 221616 68— 490082022+ 236861 BB (2 BY: 4 20381015

B1)p2 — “Y3/32) + o,

dd — 20%(3—B%)(2—B3) (aY3+2Y2(2—B1) Ba—(3+2B1) B3)?

T2 = (2—$1)2B4s”
where Ayy = 16 — 17p% — 4p7 — (26 + B1(20 — 118 — 882))B3, Y1 = 4+ B1—2B3, Yo = (1 —a)(2 — B1),
Ys =26+23B1 — 987 — 83, Y4 = 58 + 471 — 20B% — 1683, Y5 = (1 —a) (1 + By).

Please note that the manufacturer M; receives profits from the downstream retailer
and in selling products through an online channel (7r%% ). From Proposition 2, we made
the following remarks:

mlo

Remark 2.
1. Market price of product from My is always higher compared to My, because p34 — pad =
apy(2(1—a)(4—B1—2p3) +a(7+4p1)p2) =0
2844 :
2. Wholesale price for first product is less compared to product at online channel, i.e., pi® > wi,
lf _ 32(1-B2)~2B1 (171 —4p7+10B>—~7B1 B2 —4B7 B) > a

4(3—P7)Y3—(5+4p1) (12—B1—4p3) B2+ (2+B1)B5

From the above remarks, we conclude that if cross-price elasticity is too high then the
retailer in the first SC may lose potential profits. Please note that market prices remain
identical in Scenario BM. Therefore, the introduction of an online channel increases a degree
of conflict between members in the first SC. More interestingly, the first retailer becomes
more confined due to the introduction of the online channel because the price of the
product in the first retail channel is always higher compared to the competitor’s. Therefore,
the introduction of an online channel under competition may create adverse effects to its
own retailer. Next, we compare profits for the first manufacturer in Scenarios DD and BM
to pinpoint whether the first manufacturer receives higher profits by introducing an online
channel (Appendix F).

Proposition 3. The first manufacturer can receive higher profits in Scenario DD compared to Scenario BM, i.e., t34 > 7t if

2(2—P2) (4—B2—2B3)¢1 —2¢2+/ (1+52) 2+B2)¢3 2(2—PBa) (4—B2—283)¢1+2¢2+/ (1+B2) (2+B2) 93
e <m”"{0' P2 25)0n }'"””{1' —p228)0x })

Please note that for analytical tractability, we assume 31 = B, in the above proposition.
Graphical representations for profits for two manufacturers; and wholesale and retail prices
are presented in Figure 2 where a = 300 and « € [0.6, 1].
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Figure 2. Profits for (a) M1 and (b) M2 for 81 = 0.15, B, € {0.0,0.15,0.3} in Scenarios DD and BM.

Please note that for ; = B2 = 0.15, the value of ¢3 = —380.015 < 0, i.e., the limit does
not exist, and the first manufacturer always receives higher profits. Similar to the existing
literature on single-manufacturer-single retailer dual-channel supply chain setting, opening
an online channel is also not always profitable for the manufacturer under competition.
It is expected that the retail price for the first product in the online channel decreases with
an increasing value of «, the result also supports the intuition. However, consumers are
benefited if the first manufacturer opens a direct channel. Figure 2 demonstrates that
retail prices are less in Scenario DD compared to BM. More interestingly, profits for both
manufacturers increase with an increasing value of B,. Next, we study the characteristics
of SC decisions where members may be vertically integrated.

3.2. Vertical Integration

In this subsection, we explore the characteristics of an optimal outcomes under two
possible scenarios representing the effect of vertical integration strategy between members
in two competing SCs.

Optimal Decision in Scenario II

First, we discuss the scenario where both SCs are vertically integrated, i.e., in each
SC upstream manufacturer and downstream retailer are integrated by a central manager.
Therefore, the manager in first SC decides prices of direct (p;) and retail channel (pY),
and the second manager decides retail price (p3), respectively, by optimizing total proflt
for each SC. The profit functions for each vertically integrated SCs can be formulated
as follows:

!9t pl) = i} + piD ®

a(p2) = p2Dy (10)

In Equation (9), the first part of the profit function for the first SC represents the profit
earned from the retail channel and the second part represents the profit from the direct

channel. The optimal decision in Scenario II is presented in Propositions 4 and we refer to
Appendix C for the detailed derivation.

Proposition 4. Optimal decision in Scenario I is obtained as follows:

ii _ aQ2+B)(2Yo+3apBy) i _ a(w(4421+p5)+2(1-a)(4+B1)Ba) i _ a(a(2+B1—p3)+2Y1B2) , Qi = o(4+2p1 — (5+3B1)B3) +2Y2B1B2)

0 (4 Bi—(5+2p1)3)" 1 2(4-p1- (5+2l31)/5§) , 2 , 4-p7—(5+2p1)p3 2(4—p7—(5+2p1)B3) ’
_ (241 —p3)+2Y2p) _ aQ(-a)(4-pi -4+ +a 2P —F3)P2) i _ a2 _

Qf = T - 2 TGP T = s 22 AU T2l me)

B1)B2 +ap5)(2a(2+ B1) +2Y2ﬁ1ﬁ2 —a(5+31)B3] + - i (?;legl)ﬁ%)z (21 —a)(2—B1) +3aB2)(2(1 —a) (4 — 7 — (4+

_ P(@@+p1—f3)+2Yap2)?
181)52) +a(2+ p1— :82)182) c2 - (4,‘5%,](5+22/31)‘5§)22 :

From Proposition 4, we made the following remarks:



Symmetry 2021, 13, 58 8 of 20

Remark 3.

1. Total  profit for the first SC is  always  higher  compared  to  Second  SC  because
a2(4(1704)2(47[3%)+4(17a)a(4+ﬁ1)ﬁ2+3a2ﬁ%)
4(4-p1—(5+2B1)B3)

2. Market price for the first product in an online channel is higher compared to price of that in the retail channel if

2(4—p1—(4+B1)B2) a(8(1—P2)+2B1 (B1+P2) +a (1221 +P1(2-5B2) —(14—P2)B2))
12-2p7— (14— B2)B2—P1(2-5p2)” 2(4—p1—(5+2p1)B3)
3. Price of the first product is always higher compared to the second product in retail channel, because
i — ap2(2(1-a)(2—p1)+3xp2) )

> 0.

ji i
T — Tl =

> 0.

o>

because pli — pii =

PP = i - (5726053

4. Profits in the first retail channel is always less compared to the second retail channel because
o o _2
piDi — piD§ = s (2Y2 4 30B2) (2B (2 + B) + 2(1 — &) (L4 B1) (2 + Br)Ba + (3 + B1)B3) < O.

4(4—p2—(5+2B1)3)?

If the manufacturer in first SC opens a direct channel under competition, then the
total SC profit of that is always higher compared to its rival. The result makes sense as
the market share of the SC with the online channel is higher. However, the profits for the
first SC through retail channel is always less. Because the price of the product in the online
channel is less, therefore, some consumers prefer the online channel instead of the second
retail channel.

3.3. Optimal Decision in Scenario ID

In this scenario, members in first SC are vertically integrated by a centralized manager
Therefore, the manager decides retail prices for direct (pj 4y and retail channel (p} dy by
optimizing total profit for the first SC. However, the members in Second SC remain non-
cooperative, the manufacturer first decides wholesale price (wi") and then the retailer
decides retail price (pf') by optimizing their respective profits. Therefore, the optimization
problem is obtained as follows:

max 14 = pid pid 4 pid pid max 114, = wif D
(pi.pt) wy! (1)
{ max I3 = (pb' — wy) DY’
Py

We present the optimal decision in the following proposition and refer to Appendix D
for the detailed derivation.

Proposition 5. Optimal decision in Scenario ID is obtained as follows:

il — @28 B FaYspa+a(3+261))) i _ a(2a(4+3B1)+2(1-0) (8+5B1)Botafl) g _ Ba(x(4+2B1—pF)+4Yspa+a(3+261)63)
w2 = (8—5p%—(13+1081)B5) LS 2(8—5p3—(13+1081)p3) S 2(8—5p7—(13+1081)p3) ’
2a (1 0()(8 5ﬁ1)+ua(14+11ﬁ1 [32 de (4+3ﬁ1)(2 ﬁ1)+2Y5ﬁ1ﬁ2+D¢(13+6ﬁ1(3+ﬁ1 )/32 Qld 4+2,51 [31)+4Y5,32+0((3+2[31)‘52)
pO N 2(8—5p3—(13+10B1)B3) 2(8—5p2—(13+10B1)p3) 2(8—5p3—(13+1081)B3) ’
id _ az(rx(4+2ﬁ1—ﬁ%>+4Y5ﬁz—a(3+2ﬁ1)ﬁ%>2 id _ @2 (w(4+2p1 —p7) +4Yspr —a(3+261)3)*
T2 o 4(8—5p7—(13+10pB1)p3)? ! m2 o 2(8—5p7—(13+10p1)p3)? !
2 _ 2
= TR P e 4 3502 — B + 2spipr — a(13 + 6B1(3 + BB

4(8—5p7—(13+10p1)3)?
2
4(8—5ﬁ%—(f3+10/51)l3§)2 (2(1—a)(8 —5p7) +a(14+11B1)B2) (2(1 — a) (8 — 5B7 — 3(4 +3B1)p3) + a2 (6 + p1 — 3BT — 20 (4 +
3

2y id _ 3a%(w(4+2B1—p7) +4YsPa+a(3+261)p3)°
3P1)P2), ey = o—5F - (HOPRE

Based on the optimal decision in Scenario DD, we made the following remarks.

Remark 4.
1. Retail price for the first retail channel remains higher compared to the second retail channel

because pit > pit if a < . 3ﬁ2+2(22(;1)%2)ﬁ2 2GTBR Sales volume for first retail channel is
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also less compared to second retail channel because
Qid _ Qid — a(1+p1) ((4-3p7) +2(1—a) (4—p1—2p7) pa +a(1+B7)B3) >0
2 1 2(8—5p3—(10+B1(4—-3B1))B3)) ’
. rice of the first product in retail channel will be higher compared to the online channel,
2 Pri he first prod ) il ch [ will be high pared h li h I
id id ; (2(8—8B2—3B1B2— B2 (5—262))
R A AR vy ey o R R TR

The above remarks are also notable in the context of dual-channel supply chain
literature, integration decisions can reduce the sales volume of the retail channel compared
to that of competing SC. It occurs because the retail price in the first retail channel is higher
compared to the second retail channel. We propose the next proposition to pinpoint whether
vertical integration decisions can ensure higher total profits for each SCs (Appendix H).

Proposition 6.

(1)

(2)

3)

4)

Total profit for the first SC is higher in Scenario II compared to BM, ie, mii > 7l if

a c max< 0 2(2—B2) (4—B2—2B3)ps—4(14B2) (2—2B2—B3) /Po mind 1 2(2—B2) (4—B2—2B3)p5+4(142) (2—2B2—B3) V/Po
" (2—B2)(4—B2—2B3) (40—80B,+44B3+5p3) ! " (2—B2)(4—B2—2B3) (40—80B,+44B3+5B3)

Total profit for the first SC is higher in Scenario II compared to DD, ie, my > 7% if
. c (max{ol(Zﬁz)ﬁz¢7+4(2ﬁqz)3ﬁz(22ﬁzﬂ%)d)z\/fs},min {1, (Zﬁz)ﬁz¢7+4(2ﬁz;9ﬂz(22ﬁzﬁ§)¢2\/478}>

Total profit for the first SC is higher in Scenario ID compared to Scenario BM, i.e., né‘{ > rrflm

2(2—B2) (4—B2—283)Pr0+4(4—4B2—583)\/ (1+B2)¢n . 2(2—B2) (4—B2—2B3) pro+4(4—4B2-5p3) / (1+B2) 11
“ e (’"‘”‘{0' (2—f2) (4~ P2-263) 912 Jminy 1, (2 p2) (4 P2-263)912

Total profit for the first SC is higher in Scenario ID compared to Scenario DD, i.e., né‘{ > nff

we (max {O, 2(27ﬁz)ﬂ%¢13+4(27ﬁz)ﬁ%(4(;;1527515%)@ (1—52—;5;)@4},%” {1, Z(Zfﬁz)ﬁ%¢13+4(2fﬁz)ﬁ%(44;;1132*513%)% <1—ﬁz—ﬁ§><pl4})

Proposition 6 demonstrates that vertical integration may ensure higher total profits
compared to Scenarios DD and BM for the first SC members. Moreover, the first man-
ufacturer has the opportunity to receive higher profits compared to Scenario DD even
if the members in competing SCs remain integrated. As we have seen previously, the
proportion of profits through the retail channel reduces, therefore, the downstream retailer
may disagree for vertical integration if the manufacturer fails to safeguard the interests of
the retailer. Graphical representations of total profit for the first and second SCs and prices
in Scenarios II, ID, and BM; are presented in Figure 3.

Profit ; Profit i
. — TL:i| 42=0.05 300001 . — II3| gp=0.05
000 f i ii
----- I gr=0a5 e == === g g=0as
i 25000 f et e i
35000 _ T o T go=02s e TG py=0a25
. e, id .
..l —— IL;| gy=00s 20000} _ Hc":i|ﬁ;=u05
30000 - - et id, ig
""" Tl gm015 ggoo. o mr=mm Ml pomois
i )
25000 weoeens IO a=028 2 _ Hé':i|g;=o:5
bm 10000 72—~ b
I . . . e I
0T 08 [15:] 1.0
(@) (b)

Figure 3. Profits for (a) SC; and (b) SC, for 1 = 0.15, B2 € {0.0,0.15,0.3} in Scenarios II, ID, and BM.

From Figure 3, we made the following observations: (i) if a manufacturer opens
an online channel, total profits for each SCs may be higher compared to scenario BM if
cross-price elasticity between the retail and online channels is high, (ii) profits for both SCs
increase with increasing cross-price elasticity (B2), (iii) Scenario ID proves to be profitable
for the second SC, respectively.
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The first two observations are somewhat similar to the existing studies because with
increasing cross-price elasticity, SC members can have more price differentiation power,
and this generates higher profits. However, the third observation is notable, because the
performance of a supply chain is expected to be increased when the members are integrated,
but it does not reflect that under competition.

3.4. Optimal Decision in Scenario UC

Finally, we consider the effect of horizontal integration between two manufacturers
or upstream collusion in the presence of an online channel ([31]). Therefore, based on the
responses from their respective downstream retailers (p}‘ and p5°©), two manufacturers
set their respective wholesale prices (w!“) and the first manufacturer sets the price in the
online channel by maximizing the sum of their profits, not individual profits. Therefore,
the optimization problem is obtained as follows:

uc __ uc uc
(0AX T = T T T
(wl ;W ,Po )

uc

(12)
{ max 71, + max Ty
1 Py

We present optimal decision in Proposition 7, and provide the detailed derivation in
Appendix E.

Proposition 7. Optimal decision in Scenario UC is obtained as follows:

whe — a(a+2(1-a)ps) pie — a(2(2=p1)Bar+a(3=2B1(1=P2) ~2p>(2+p2)))
! 2(1-p1-2p3) ’ ! 2(2=p1)(1- /51 2/52) ’
Quc _ ue _ a((1=p1)(1—-a)+apy) Quc _ a@2=p1—a(2-p1—-P2)). _ a2
- ﬁ1>’ Pa 1-p1 283 2P T = aep
—  P@pr-a@=p1—p))(1-p1—a(1-p1-p2)) _ _da(a2(1-w)py)

Tto = T Em-pB) M T dappi2g) |
e _ a(a+2(1-a)B)) P T — 2?a(2(2—B1) o+ (321 (1-P2) ~262(2+62))) +
m2 42-p1)(1-p1—2p3)" el 2(2-p1)*(1-p1-2p3) o’
e — a2Q2=p1)Br+a(3-2p1 (1-F2) ~2B5(2+p3)))

c2 2(2—p1)*(1-p1-283)

Form the decision in Proposition 7, we made the following remarks:

Remark 5.

1. Unlike all four scenarios in the presence of an online channel, market prices, profits for two
retailers, and wholesale prices remain identical for two competing SCs.
2. Market price of the ﬁrst product is always higher in an online channel compared to a retail

2(2—p1)(1-p1—P2)
1 T ap )2
3. Wholesale price for the first product is less compared to its price at online channel, i.e.,

. 1
pOC > wuc lfﬂ( < 3( 2;11 4%2)

channel, i.e., p§© >

From the above remarks, we observe that the horizontal integration curtails a degree
of conflict among competing members at the downstream level. Due to uniform wholesale
prices, market prices remain the same for both products. The first manufacturer can till set
a higher price at the online channel, and if they do, then the decision affects both the retailer
uniformly. Consequently, their profit share remains identical, and profit through the online
channel alone makes the difference. Similar to the previous subsection, we propose the
following proposition to ensure whether opening an online channel is profitable for the
manufacturer in Scenario UC.

Proposition 8. (1) The first manufacturer receives higher profits in Scenario UC compared to Scenario DD, i.e., ' > 7% if

$19

$19

ac (mux{ (2—B2) B3 p16917+(2—B2) Bago /P17 is } mm{ (2—B2) Bapr6oa+(2— /32)/52¢2\/W})
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(2) The first manufacturer receives higher profits in Scenario UC compared to Scenario BM, ie., m,; > ﬂfn”f if

S (max{O,

Profit

3so00f

30000

25000

20000

15000

(2—B2) (4—B2—2P%) (8—19B>+8B3)++/ (2—B2) P20 mind 1 (2—B2) (4—B2—2P3) (8—19B2+8B3)++/ (2—B2)$20
(1-2B2) (4—PB2—2p3) (17-26B2+863) ’

’ (1-2B2) (4—B2—2PB3) (1726, +883)

Graphical representations of the profits of each manufacturers and prices in Scenario
UC is presented in Figure 4.

Profit
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Figure 4. Profits for (a) M; and (b) M, for f; = 0.15, B € {0.0,0.15,0.3} in Scenarios UC and BM.

To sum up with results in five scenarios, the following are notable insights:

¢ Ifa competing manufacturer opens an online channel, then consumers can receive the
first products at a lower price.

¢ If an upstream manufacturer opens an online channel, then the retailer in that SC may
lose a significant amount of profit, as well as consumers in the future. Due to easy
access to the internet, if consumers continuously find the product available online
at a cheaper price or similar types of products in other retail outlets at a lower price,
they may intend to buy the product online or change their minds in the future.

e All the competing members have the opportunity to receive a higher profit in the
presence of an online channel compared to Scenario BM. Due to the additional price
option and consumer cross-price elasticity, members are somehow bound to reduce
the price for the products. Consequently, demand increases and total profit also
increases.

¢ Both horizontal and vertical integration decisions can improve total profits for each
competing SCs.

Therefore, it is interesting to study that if a manufacturer opens a dual channel,
which integration strategy needs to be adopted. In this following section, we analyze
the issue.

4. Result Analysis and Discussion
4.1. Nature of Retail Prices in Different Scenarios

In this subsection, we identify the scenario that can yield a favorable outcome for the
consumers. It is difficult to obtain an analytical relationship among prices for two products,
therefore graphical representations of market prices are presented in Figure 5.

Two competitors may have decided on strategic integration with competitors or with
their business partners to achieve business goals such as greater control for their decisions,
to maximize profits, to ensure a higher market share, etc. In this circumstance, pricing
decisions remain crucial. Please note that prices in retail channels for both products remain
the same in Scenarios UC and BM. Figure 5 demonstrates that prices for the retail channel
increases and the price in online channel decrease with a. As « increased demand for
direct channel decreased, and consequently the price fell. Retail prices for both products
are less in Scenario II, which is consistent with the literature on single-retailer-single-
manufacturer SC settings. However, one notable observation is that if competing members
are horizontally integrated, then customers might need to pay more. Two competing
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Price

manufacturers cooperate for various reasons, and the results suggest that at least they can
gain more price-setting power under cooperation.

Figure 5. (a) Prices in retail channels in five scenarios for two products and (b) prices in online channels for the first product
along with Scenario BM for By = 15 and B, = 0.15.

4.2. Nature Profits for Two Competing SCs in Five Scenarios

We derive results in the absence of an online channel and refer to Appendix G for
the detailed.

Proposition 9. In the absence of online channel, following are true:
(i) 114 > max{H?l,H%",Hz‘f} V By € (0,0.7975)

(ii) TT% > max{TT'4, TI" T}V By € (0.7975,1)

(iii) 120" > max{IT", I1%} V By € (0.4323,0.7975)

(iv) T4 > max{T1" 14} V By € (0,0.4323)

Therefore, if B € (0.7975,1), i.e., cross-price elasticity is too high then two manufac-
turers can cooperate to maximize profits. If it is moderately high, 1 € (0.4323,0.7975), then
the manufacturers should make the pricing decision independently, instead of upstream
horizontal cooperation or the retailers at vertical levels, and if cross-price elasticity is lower
(B1 € (0,0.4323)) each manufacturer can benefit from with vertical cooperation. Now
the point is, whether the first manufacturers decision to open an online channel change
the dynamics of equilibrium? Due to analytical complexity, we use graphical illustration
to compare total profits for two SCs in the presence of a dual channel. The graphical
representations for two different parameter settings are presented in Figure 6.

Figure 6 demonstrates the following key outcomes: (i) Scenario UC can prove to be
a potential strategic measure for the members in the first SC, where the manufacturer
also operates an online channel. (ii) Scenario BM can ensure higher profits for the second
SC members. If a manufacturer opens a dual channel, some customers will prefer to
buy products from online, and consequently demand for other SCs decreases. In these
circumstances, it is sensible that the members in second SC prefer Scenario BM. (iii) It
is observed that members in both SCs would prefer Scenario DD, where members are
interested in individual profit maximization. If cross-price elasticizes are higher, then
consumers would prefer an online channel due to lower prices as observed in Figure 5.
(iv) Finally, it is observed that Scenario II, where members are vertically integrated, leads
to lower profits.

4.3. Managerial Insights

The following are key insights: (i) members in each SC can receive higher profits
even if one of the upstream manufacturers opens an online channel. In the literature,
researchers focused on the issue of opening an online channel by neglecting the impact of SC
competition. Therefore, the present study can guide to decide on opening an online channel.
(ii) From Figure 6, we found that profits mainly, the first SC can be maximum in Scenario UC
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where two upstream manufacturers are horizontally integrated. Therefore, the horizontal
integration strategy can serve as a profit-enhancing mechanism strategic measure for
competing manufacturers. Interestingly, vertical integration leads to a sub-optimal profit,
which is another interesting result of the study. Therefore, a manufacturer operating an
online channel can make a deal with the competing manufacturer to safeguard the interests
of both. (iii) Consumers can receive products at a lower price, especially those prefer online
channel, but they need to pay more if two manufacturers cooperate horizontally.

13 T T T T T] 18 T
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0.4+ m ¥ 04t
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Figure 6. Total profits for (a) SC1, (b) SC2 in between Scenarios II, UC, DD, ID and BM,; for B, = 0.1, respectively. Total
profits for (c) SC1, (d) SC2 in between Scenarios II, UC, DD, ID and BM,; for B, = 0.4, respectively (« € (0.8,1), and

ﬁl € (Or 1))
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5. Conclusions

The rapid development and easy accessibility of e-commerce enable a large proportion
of supply chain enterprises to sell products in a dual-channel environment. Online sales
bring benefits to firms to capture a higher market share and product recognition. However,
the literature on the dual-channel supply chain under competition is scanty. To complement
the related research, we establish five different models to represent possible strategic
integration decisions between two competing SCs, each consisting of single manufacture
and an exclusive retailer. Results are compared with the benchmark model in the absence
of a dual channel. The focus is to explore how pricing and strategic integration affect the
performances of the two competing SCs and consumers.

We reach the following key conclusions: (1) if members of two competing SCs are
vertically integrated, then consumers can receive products at the lowest price, but total
profits for each SCs might not be optimal. However, vertical integration can ensure the
highest SC profit in a single-manufacturer-single-retailer SC setting in the presence of a
dual channel, which is not true when two manufacturers are competing with substitute
products. (2) Horizontal integration between two competing manufacturers might ensure
higher profits. In these circumstances, consumers need to pay more, and both the retailers
can receive equal profits. Therefore, the upstream integration strategy can mitigate a
degree of competition between two downstream retailers. (3) Interestingly, if one of the
competing manufacturers opens an online channel, then members of competing channels
might also receive higher profits, thus cross-price elasticities are the main factors affecting
the preference of two SCs. However, in some parameter settings, each SC can receive higher
profits if members optimize their respective profits. Till, strategic integration decisions at
the upstream horizontal level or with vertical members can prove to be an efficient tool
under competition, but not always.

This study still has several limitations and those need to study further. First, we do
not consider the randomness of the market demand ([26]). Therefore, it is possible to study
the effect of information asymmetry and demand uncertainty in any one of the scenarios,
especially, when two manufacturers are horizontally integrated. For analytical tractability,
we assume a uniform percentage of consumer («) prefers online channels for both products.
One can relax this assumption, but the analytical expression becomes complex for some
scenarios. Secondly, we assume one of the manufacturers open an online channel; therefore,
one can explore optimal decision when both manufacturers would open a dual channel.
Finally, one can investigate the model by considering the effect of non-pricing factors such
as product quality ([40,41], sales effort investment ([42]), delivery lead-time ([43]), etc. and
compare outcomes.
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Appendix A. Derivation of the Optimal Decision in Scenario BM

bm

Optimal decisions for two retailers are obtained by solving Zpg;"

wi™ + p;’mﬁl =0, =3—1i,i= 1,2 On simplification, retail prices are obtained as
b 2(a+w?"’)+(ﬂ+w?m)/31
i 4—p7

that prices are increased with the increment of wholesale price of other products. The profit

= a—Zp?m—l—

, respectively. From the expression of retail prices, we observe
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. I d2ribm _— :
function for each retailer is concave because —1> = —2 < 0. Substituting optimal
i

responses for the retailer, profit functions for two manufacturers are obtained as follows:

wh™(a(2+ B1) — wh™ (2 — ﬁ2)+wh’”[31)
4-—p2

bm __
Hmi -

j=3—-1i,i=1,2
Therefore optimal decisions for two manufacturers are obtained by
o
— g” = a(2+ B1) + wh B, —th’”(2 B3) =0,j=3—1ii=1,2. After solv-
ing, we obtain the wholesale price as presented in Proposition 1. Profit functions for each

421 2(2—p2)

manufacturer are also concave, because I = T ag)
: P11
1

solvmg

< 0, i.e., optimal decisions

always exist in this scenario.

Appendix B. Derivation of the Optimal Decision in Scenario DD

Hdd
Optimal decisions for two retailers are obtained by solving iy 5& =an — pdd + wdd +

p;? B1 + pgd B2 =0,j =3—1i,i =1,2. On simplification, retail prlces are obtained as
gd _ ow(2+By) 20 +wl B+ pi? (2++1) o

, respectively. The profit function for each retailer is

1 - 4_[3%
. angi
concave if —% = —2 < 0.
dp?d
Substituting optimal response for two retailers, profit functions for two manufacturers

are obtamed follows:

il wﬁid(wgdﬁl+(W+Podﬁz)(2+ﬁ1) wi?(2-p7)) +Pgd((2a(1 *)— d)(Z—ﬁl)+(2aa+W‘fd+wgd)ﬁz+2Pgdﬁ%)

TOn1 4—p2 2 2—pB

i _ aa(2+py )+ (wf By —wi? (2= p7) +pf (2+-1)62)

2 - 43

i W8 (a(2py) e By —wi! (2= ) +p" (2+-1)B2)

Tl = 4— ‘52

1
From the expression for the profit of the second manufacturer, we observe that the
profit increases if the price of the online channel increases. Therefore, wholesale prices

dd
and price for the direct channel are obtained by solving, aH’;L} = wiBy +an(2 + B1) —
or144
20f!(2 — ) + 2402+ 1)z = 0. Tt = 2(a(1 ) — pf)(2 — 1) + (20t + it +
d

; AL
2a0) 2 + 4p'B3 = 0 i = wi'py +aw(2+ 1) — 2w’ (2= B7) + p? (2 + B1)P2 = 0.

On simplification, the optimal prices are presented in Proposition 2. To verify con-
cavity, we compute the value of the Hessian matrix for the profit function for the first
manufacturer as:

CRLH] BZH% —2(2—B2) 28>
T A s
ml OPIIT o Hm 26, —(4-2B;+483

opidopid apgdz 2—B, 2—B;

42— - (32808
4—p3
Because the values of the diagonal elements are negative, i.e., the profit function
for the first manufacturer is concave if 2 > 2 + (3 +2B1)B3. The profit function for the

: 92114 22-82 :
second manufacturer is also concave because . = — (4 ﬂﬁzl) < 0. Therefore, an optimal
p3 e

solution always exists if Agy = 16 — 17p% + 4B — (26 + B1(20 — B1(11+8B1)))B3 > 0 and
Agn =2~ Pi — (3+2P1)B3 > 0.
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Hid
sz

cl =

id

_ %

(aa—wi+piB1+pi B2)
2

Appendix C. Derivation of the Optimal Decision in Scenario II

To obtain the retail prices for two integrated SCs, we solve the following first order con-

ditions simultaneously: a;;é = ax + pipr + 2pipy — = 0,
1

aIT! G .

ap = 2a(L— o)+ (2p1 + p3) P2+ 2p5 = 0,° i f? = an+ piB1 +2pip2 —2p4 = 0,On

simplification, we present the optimal prices in Proposmon 4. To verify concavity, we
compute the value of the Hessian matrix for the profit function of first SC as:

- -
oIy oG

2 o0
i opi aopfopy | _ | =2 P2 | _ _ 32
1= aZHii‘ e | T g -2 =4-55>0
ap apu apgz

Because the value of the diagonal elements is negative and the value of the determinant

is positive, i.e., the profit function for the first SC is concave. The profit function for the
271 . .

second SC is also concave because dd £ = —2 < 0. Therefore, optimal solutions always
r;

exist. From the expressions, of the optimal decision, we can conclude that a feasible solution
exists if 4 > B2 + (5 +2p1)B3.

Appendix D. Derivation of the Optimal Decision in Scenario ID

id
Optimal response for the second retailer is obtained by solving dn-’dz = 0. On simplifi-

d 1
. o . j +aa+pil B+
cation, response on retail price is obtained as pi = w +ax pé P17t P2 . The profit function
42114
for the second retailer is concave because — 2 = —2 < 0. Substituting optimal responses,
P2

profit function for the first manufacturer and total profits for the second SC are obtained
as follows:

Ha(pia(2+ B1) + pid (4 — da + apa)) + pé (wid +2pi4(2 4 B1))Ba2 — (pi” + pid) (2 — B3) + B1pdewid]

Therefore, optimal prices for first SC and second manufacturer are obtain by solving

orTd . . . .
cl — cl mZ —
i 0, o =0, and “ = 0. After solving, we obtain prices as presented in
Proposition 5. To verify concav1ty, we compute the value of the Hessian matrix for the first

SC as:

e o
gid _ | o @y | _| —2-B) (2+B1)B2
P o 2+p1)p2 —(2-p3)

opitopid ap{]dz

=2(2— B - (3+2B1)B3).
Thus, each diagonal element is negative, i.e., the profit function for the first SC is

concave if 2 > B3 + (3 + 2B1)p3. The profit function for the second manufacturer is also
277id

concave because aa H;”ZZ = —1 < 0. Therefore, the optimal decision exists in Scenario ID.
w

Appendix E. Derivation of the Optimal Decision in Scenario UC

Optimal response for two retailers remains same as in Scenario DD, and the corre-
sponding profit functions for two manufacturers are obtained as follows:

e — Y@y put (aoc+P3Cl32)(2+f51) wi®(2— /32)) P ((2a(1—a) —p() (2—p1) +(2aa+wi +wh) Bo+2pfB5)
ml — 4- 5 wh ’
e uc( “6[31-5-1106(24‘[31) “C(Z—ﬁ%)‘i‘PSC(Z‘i‘ﬁl)ﬁﬁ

m2 4—p7
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However, two manufacturers optimize the sum of upstream profit (IT4 = IT“S + %02)'

Therefore, wholesale prices and price for the direct channel is obtained by solving, 32—3@ =
1

204 By + an(2 + B1) — 2w4(2 — B2) 4+ 2pic(2+ B1)B2 = 0.
Sl = Wiy +an(2+ B1) — 205°(2 — B) + 2pf (2 + P1)B2 = 0.

md
aal;ﬁlc =2(a(1—a) + pi) (2 — B1) + 2(w + wh® + an) By + 4pip3 = 0.

On simplification, we obtained the optimal decision as presented in Proposition 7.
To verify the concavity of joint profits for two upstream manufacturers, we compute the
Hessian matrix as follows:

92I1ue 9%11ke Q211ke
awi‘cz dwicowy®  Jdwiapf©
uc 92T Tuc 92TTUe 921TUe
— - m ] L/
Hmi - dwi ows* awgd dwyapg©
0*11Ue 9*11e 9*11

TP FTOPT e

—2(2—p3) 28, 28,
4 4—p7 2=k
— —2  —202-p) 26,
4—p 47 b
2p; 28> —(4-2p1+4B3)
2—p 2—p1 2—p1
The values of principle are H}; = _%ﬁgg),Hﬁfz = Al(il:lf;)),and Hps = 78(1+ﬁ(14)£1ﬁ%)51725%),

respectively. Therefore, the joint profit function for two upstream manufacturers is concave and the
optimal decision in Scenario MC exists if 1 > B + 233.

Appendix F. Prof of Proposition 3
We can represent the difference between profits for the first manufacturer in Scenario

dd _ Tbm _ @ (Aa?+Apa+A3)
DD and BM as Iy — T} = g g a5 287 (16 fa(l6+ B2 (27— Falr 185772 WHeTe

Ay = (4 — Ba —2B3)?(2304 — 66568, — 161683 + 15176B3 — 1474B3 — 126015 + 1167B5 +
429685 — 19288 — 512B3); Ay = 4(2 — B2) (4 — B2 — 2B3)?(512 — 9608, — 128085 + 204885 +
157785 — 119785 — 78485 + 20885 + 12885); and A3 = 4(7168 — 158728, — 1344083 +
4640083 + 582083 — 5771083 + 10465 + 372527 — 70645 — 1275185 — 147p1° + 2128B11 +
64p32 — 128B13).

47301 —A3

2
Now, Aa? 4+ Apa + Az = Ay (uc + 2%) + = profits for the manufacturer al-

ways satisfy IT% > TT0" if 4A314; > A3, and otherwise we obtain the range shown in
Proposition 3.

Appendix G. Optimal Decision in the Absence of Online Channel

Optimal decisions in Scenarios BM, II, DI, and ID in the absence of an online channel.
Please note that the optimal decisions remain identical in Scenario BM and DD in
the absence of an online channel. By comparing profits for each SC, we obtain the following:

i _ d(1-2py)
I — 11 = m >0V B1€(005)

ii 2(24p1)(2—5B1+263)
T — 11 = ”(27ﬁf)12(47/31ﬁi2ﬁ§12 >0V B € (0,04323)
i j —a? P (64+8B1—562+12p3+12p5 —9B3
I _chg{ = A (517151)568755%1)2 Fi9%) <0V p1€(01)
b _ _@B1(8—p1(1142B1—4p7))
Ui =1 = s ripoa-p2enz > 0 ¥ P € (0,07951)
a2 (64—192p2 43243 +161p3 —50p5 —42p5+18p7)
(2—p1)?(1-p1)(8-567)2)

I — 11 = >0V B € (0,0.7975)
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id bm _ 2
I — 11" = (8—5;%%>2<2—ﬁf>2<4—ﬁ1—2ﬁ%>2(

I — 11 = a2(473ﬁ%2(4+ﬁ1(12+7ﬁ1)) >0V Bre(01)

cl ™ 4(8—5p2)2

Graphical representations for profit functions in the absence of an online channel is

presented in Figure A1 to justify the above analytical relation.

Table A1. Optimal decision in Scenarios BM, II, DI, and ID.

512 — 1664p% — 128p% + 203281 + 18483 — 1182p% — 84p7 + 33183 + 12p7 — 36p1%) > 0 V B € (0,0.7997)

Decision Scenario BM/DD Scenario II Scenario UC Scenario ID
T -
k (2+ _ _a (4+(2—B1)
pi; 2a(3—p3) a a(3—281) a(4+3B1)
i @—p1)(4—p1-25)) 2=h 2(2-3p1+F7) 854
pk 203-p}) a a(3-21) 3a(4+(2=p1)p1)
2 2—p1) (41257 2=h 2(2-3p1+57) 2(8-567)
P a*(2-p3)? - > -
11 (2 p1)2(4—p1—263 2 12-p1)?
7 a?(2—p3)? - a? a2 (44+(2—p1)B1)?
2 @ p1)2(4—p1 2672 1212 13 56)?
s a®(2+B1)(2—p3) - 7 .
ml (2—p1)(4—Pp1 2672 12-3p1+ 7
Tk a*(2+p1)(2—p7) - a? a(4+(2—B1)B1)*
m2 (2—B1) (4—Pp1—2p7)? 4(2—3p1+p2 2(8—562)2
ok 24% (653 +p1) > a?(3—2p) a%(4+3p1)*(2—p3)
a (2-B1)%(4—p1—262)2 2—p1)2 42—p12(1-p1) 28-562)%)
7k 2a%(6—-5p3+87) a? a*(3—2p1) 3a%(4+(2—B1)B1)*
2 (2—B1)2(4—p1—257)? (2-p1)2 4(2—p1)*(1-p1) 4(8-5p7)2
Profit
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Figure A1. Total supply chain profits in the absence of dual channel.

Appendix H. List of Symbols
¢1 = 512 — 960, — 128085 + 204833 + 157785 — 119785 — 7845 + 2087 + 12885;
¢2 = 16 — 168, — 27B% + 783 + 865;
fBSSZ,B 312 — 7168B, + 5216B3 + 21,90483 — 12,3565 — 26,0185 + 932085 + 14,5937 — 289585 — 384887 + 32081
27
¢4 = 2304 — 66568, — 1616B3 + 15,176p5 — 1474B5 — 12,601p5 + 116785 + 4296875 — 19285 — 5123.
5 = 16 — 286 — 4B3 + 16833 + 33
P6 = 12083 — 16 — 80B, + 48B3 — 5085 — 1085 — 8BS + B +4p5,
@7 = 1024 — 44808, + 50243 + 198485 — 506485 + 700B3 + 44885 + 11485 + 55585 — 323B3 — 112810 + 6411
¢s = 512 — 10883, — 20883 + 136083 — 30443 — 6805 + 33185 + 16445 — 12385 — 165 + 1681
¢o = 2048 — 30728, — 24,960B3 + 69,248B3 — 21,728B5 — 79,168p5 + 43,144B5 + 43,1608 — 15,46885 — 18,884p;
+ 749830 + 5701p31 + 240p1* — 704B5°
$10 = 64 — 1208, — 104B3 + 15283 + 9944
P11 = 64 + 992, — 872p3 — 24643 + 84245 + 159285 — 48685 — 33345 + 2065 + 1285 — 3681
P12 = 160 — 3368, — 2125 + 44085 + 20185 — 3635
$13 = 512 — 8963, — 3328B3 + 68003 + 2840B3 — 8472B5 — 9145 + 32998} — 3585 — 36883 + 64410
P12 = 192 — 64, — 524p3 — 4083 + 33585 + 2385 — 645
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P15 = 8192 — 28,6726, — 17,92085 + 129,5365 + 13, 69633 — 243, 2645 — 66, 96085 + 272, 5925 + 121, 61685 — 163,9483
— 80,499p10 + 47,653 B3 + 22,604 p1% — 5248813 + 230481

p16 = 12— 19B2 — 73 + 83

¢17 = 32 — 32, — 4583 + 17B3 + 1644

P18 = 8 — 82 — 17B3 + 563 + 863

P19 = 256 — 256, — 160083 + 176035 + 2091B5 — 1868B5 — 1126p5 + 63587 + 2085 — 645

¢o0 = 144 — 8408, + 8723 + 14723 — 1814B% — 77785 + 93285 + 1245 — 12865
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