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Abstract

This paper considers a dual-channel supply chain system consisting of a manufacturer and an e-com-
merce platform, where the platform provides two types of sales contracts: wholesale and agency. The
manufacturer can also sell products directly to consumers through direct sales. This paper analyzes
the impact of the platform’s commission rate and unit operating costs of direct sales channels on prod-
ucts, as well as the sales decisions of manufacturers and platforms and product operation plans.
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Figure 1. Sales strategy
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Figure 2. Profit 7 changes with commission rate » under strategy WA
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Figure 3. Trends of sales price and service level with commission rate » under strategy WA

3. RHE WA THENBFRSIZERASE » THEED
q values

1.0
0.8~
0.6

0.4

0.2\
' r

0.2 0.4 0.6 0.8 1.0

Figure 4. Trend of sales volume ¢ changing with commission rate  under strategy WA
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Figure 5. The trend of profit # changing with direct channel cost ¢ under strategy WD
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Figure 6. Trend of sales price and service level with direct channel cost ¢ under strategy WD
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Figure 7. The trend of sales volume g changing with direct channel cost ¢ under strategy WD
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Figure 8. Manufacturer’s optimal profit range
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