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Abstract

This paper focuses on constructing a dual-channel game model for retailers and systematically in-
vestigates the equilibrium decisions under three strategies: content-only, live streaming, and hy-
brid content. The results show that retailers should adopt the content-only strategy when the fixed
cost of launching a live streaming room is high. The live streaming strategy is superior if the fixed
cost is low and the content spillover intensity is small. When both the fixed cost is low and the content
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spillover intensity is sufficiently large, the hybrid content strategy can achieve dual-channel synergy
for retailers. An increase in consumers’ time cost of watching live streams will undermine the per-
formance of the live streaming channel, while an improvement in consumer acceptance of the live
streaming channel can significantly empower live streaming strategies and thus boost retailer prof-
its. Moreover, content spillover intensity exerts a nonlinear effect on the traditional channel price
and content effort investment under the hybrid content strategy. Specifically, when the spillover
intensity is relatively low, retailers tend to allocate their limited operational resources more toward
the live streaming channel. When the spillover intensity becomes sufficiently large, retailers will pro-
actively increase content effort investment in the traditional channel and raise the traditional chan-
nel price accordingly.
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Table 1. Symbols and their explanations
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Figure 1. Retailer’s optimal content marketing strategies
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