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Abstract: This paper investigates pricing and sales efforts decisions for a supply chain with one manufacturer
and one retailer. The demand is sensitive to both sales effort and retail price. We establish and compare several W gT
models which are based on non-cooperative games and cooperative game to reflect different channel power
structures and different information structures by using game theory approach and numerical analysis. The
findings show that the power shifting from manufacturers to retailers reduces the profit of the manufacturer. But
to the retailer, the outcome is determined by the sensitivities of the customers towards price and sales effort
level, the sales effort cost, and the information structure. The dominant agent may increase his profit through
getting more information about the other side. If the dominant retailer has to depend on prior probability
distribution of the manufacturer’ s cost, the moderate variance may lead to a favorable price for the retailer who
overvalues the manufacturer’ s cost. A wholesale price with effort sharing is founded to coordinate the supply
chain. Further, we establish the conditions and the feasible region where the manufacturer and the retailer can
bargain to divide the extra-profits accrued from coordination.

WA H 3 2010-10-11;

T4 ¥ O R A RBFE I S QBT ST REARRL 22 5L 42 ( 70821001 ); [HI5K HARBL R4 Y5 B30 H (70901001) ; 28 AR R A3 41
1 H (090416244)

IR ASC:
SRR, R ASIR SSER S RS B A5 R RN I R 55 vk 3] ThIEEERE, 2012,V(2): 68-77

[1] Spengler, J.. Vertical integration and anti-trust policy [J]. Journal of Political Economy, 1950,58: 347-552. i
[2] Jeuland, A.P., Shugan, S.M.. Managing channel profits[J]. Marketing Science, 1983, 2(3):239-272. i

[3] Jeuland, A.P., Shugan, S.M.. Reply to "Managing channel profits", comment [J]. Marketing Science, 1988a, 7(1): 239-272.

[4] McGuire, T.W., Staelin, R.. An industry equilibrium analysis of downstream vertical integration [J]. Marketing Science, 1983,2(2):161-191



(5]
(el
7]
(el

(el
[10]

[11]

[12]
[13]

[14]

[15]

[11
2]
(31
[4]
(51
(61

zmﬂ‘"

Ingene, C.A., Parry, M.E.. Is channel coordination all it is cracked up to be[J]? Journal of Retailing, 2000,76(4):511-547. __ ret
Choi, S.. Price competition in a channel structure with a common retailer[J]. Marketing Science, 1991,10(4):271-296. __ i

Baker, W., Marn, M., Zawada, C.. Price smarter on the net[J]. Harvard Business Review,2001,79(2):122-127,157.

Taylor, T.A.. Supply chain coordination under channel rebates with sales effort effects[J]. Management. Science, 2002, 48(8):992-1007
cros:
’I'lf

TKFTR, 8. BTSSR AL R & 20 [9]. R EERL2%,2004,12(4) :50-56.
/N PERER S RTALE 5E ) N R SR A B [3]. P IEE B2, 2006,14(4):46-49.

Huang, Z., Li, S.X.. Co-op advertising models in a manufacturer-retailer supply chain: A game theory approach[J]. European Journal of
Operational Research, 2001,135(3): 527-544. __ ret

Li,S.X.. Cooperative advertising, game theory and manufacturer - retailer supply chains [J]. Operations Research,2002,30:347- 3571.

Ray, S.. An integrated operations-marketing model for innovative products and services[J]. International Journal of Production Economic
2005,95:327-345. __ m

Szmerekovsky, J.G., Zhang, J.. Pricing and two-tier advertising with one manufacturer and one retailer[J]. European Journal of Operatior
Research,2009,192: 904-917. _ _ ri

Nash, J. F. Jr.. The bargaining problem[J]. Econometrica, 1950, 18(2):155-162. __ re

O, Brgr, BT, RRE N REE TS T 2 W E RN N T [3]. T EE R, 2012,(2): 62-67

XIS, PRI, SRS [ B A 7 S5 4 T 1 S-MP 2 ER LY BE ST BT [3]. PR ERRLE, 2012,(2): 78-86

SyEWE, FR SRR T A R R 4 ml I B AT DY R MR LL AT [0]. R R LR, 2012,(1): 102-108

IRAG T, FAEIR. AL R R RS R 0 T R BIL S [). P EAF AR, 2012,(1): 109-116

FRAGEL, KA, SR . Downside-riskill [~ % 45 §y 59 ) 40 R BE KU 32 AR ]. HEEBLREE, 2012,(1): 117-122
ST RN R AT 0 S TR S (K A N s A L R SR [9]. Th AT R, 2011,19(6): 48-56



