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has become a challenge for brand owners. This article considers the impact of both demand and re-
turns on the marketing efforts of the anchor, establishes three return shipping insurance models,
uses game theory to solve the optimal decisions and profits of each member of the supply chain, and
conducts sensitivity analysis of the main parameters and compares the equilibrium solutions of the
models. Research has shown that: (1) Under three shipping insurance strategies, the optimal price
of the product and the brand’s profit are positively correlated with the anchor’s marketing effort
demand coefficient and return coefficient. (2) The product price and the level of marketing effort
invested by the anchor are highest under the brand’s shipping insurance strategy, while they are
lowest under the no shipping insurance strategy. (3) Brand owners should introduce shipping insur-
ance services into live streaming channels, especially when consumers are highly sensitive to return
costs. Providing return shipping insurance is the optimal strategy for brand owners.
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