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Abstract

Under three business models, pure e-commerce (Model A), online + offline resale (Model B), and
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online + offline showroom (Model C), this study constructs a Stackelberg game model to examine
the impact of showroom effect and consumer perceived value differences on manufacturer pricing.
The research reveals: (1) Across all three models, consumers’ perceived product differentiation
positively influences manufacturer pricing, with a greater impact on offline channel pricing than
online channel pricing in Models B and C. (2) In Models B and C, the showroom effect positively af-
fects manufacturer pricing, exerting a stronger influence on offline channel pricing compared to
online channel pricing. (3) Manufacturer pricing in Models B and C is constrained by both show-
room effect and consumers’ perceived product differentiation, with Model C having a narrower pric-
ing range than Model B. (4) Manufacturer profits do not follow a uniform pattern across different
models, necessitating a comprehensive consideration of showroom effect intensity and product dif-
ferentiation when selecting an appropriate business model.
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Figure 1. Three business models for manufacturers
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Table 3. Demand of each channel under Models B and C
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Figure 2. The influence of consumer product difference perception on manufacturer pricing in Model A
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Figure 3. The influence of consumer product difference perception on manufacturer profit under Model A
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Figure 4. Manufacturer pricing range under the interaction of showroom effect and
consumer product difference perception in Model B
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Figure 5. Manufacturers’ online store pricing under the interactive influence of show-
room effect and consumer product difference perception in Model B
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Figure 6. Manufacturers’ offline wholesale prices under the interactive influence of show-
room effect and consumer product difference perception in Model B
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Figure 7. Comparison of manufacturers’ online and offline channel pricing under the interactive influ-
ence of showroom effect and consumer product difference perception in Model B
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Figure 8. Manufacturers’ profits under the interactive influence of showroom effect and
consumer product difference perception in Model B
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Figure 9. Manufacturer pricing range under the interaction of showroom effect and con-
sumer product difference perception in Model C
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Figure 10. Manufacturer’s online store pricing under the interactive influence of showroom
effect and consumer product difference perception in Model C
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Figure 11. Manufacturers’ offline wholesale prices under the interactive influence of show-
room effect and consumer product difference perception in Model C
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Figure 12. Comparison of manufacturers’ online and offline channel pricing under the interactive influence
of showroom effect and consumer product difference perception in Model C
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Figure 13. Manufacturer profit under the interaction of showroom effect and consumer product
difference perception in Model C
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