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Abstract

The rapid development of live streaming has prompted more and more enterprises to adopt the
business model of live streaming e-commerce. Considering that regret psychology and return be-
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havior of strategic consumers will have a great impact on them, this paper introduces two kinds of
regret psychology, high price regret and shortage regret, and consumer satisfaction. By constructing
a dual-channel supply chain consisting of traditional online sales channels and live broadcast chan-
nels, this paper discusses the pricing strategy under the model of lower price tag and higher price
tag. The results show that consumers’ regret psychology and satisfaction will affect the price of
traditional channels and the price of live broadcast, and enterprises can make the optimal pricing
according to them; The increase of anchor influence makes the profit of manufacturers increase,
while the profit of retailers decreases first and then increases. The increase in the cost of return-
ing products makes retailers more profitable and manufacturers less so. The increase of high
price regrets increases the profits of retailers and manufacturers, while the increase of out of
stock regrets decreases the profits of both.
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Figure 1. Dual-channel supply chain structure of manufacturer’s live broadcast
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Figure 2. Decision sequence of MD model
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Figure 3. Consumer utility and purchase channel selection in MD model
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Figure 4. Decision sequence of MU model
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Figure 5. Consumer utility and purchase channel choice under the MU model
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Figure 10. Impact of return costs on manufacturers’ profits
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