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Abstract

Retailers typically join e-commerce platforms through resale and consignment models. Different
entry models can result in changes to product ownership, leading to shifts in the entities responsi-
ble for formulating and implementing promotional strategies, which in turn influence promotional
tactics. To investigate the impact of channel and quality differences on promotional strategies un-
der different models, a Hotelling game model was constructed involving an e-commerce platform
and two retailers. The findings are as follows: (1) When a retailer with both product quality and
channel advantages owns product ownership, its promotional intensity is relatively low. (2) When
two products have minimal differentiation and the retailer owns product ownership, this leads to
intensified competition, resulting in a significant increase in promotional intensity. (3) When the
retail channel disadvantage is small, retailers producing high-quality products choose the resale
model, while those producing low-quality products choose the consignment model, resulting in a
win-win situation for both parties. (4) When the e-commerce platform simultaneously owns the
rights to both products, channel competition and quality competition are effectively alleviated, and
profit losses are significantly reduced. That is, under the dual resale model, the e-commerce plat-
form can achieve the highest profit level.
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Figure 1. E-commerce platform and retailer sales cooperation model
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Figure 2. Diagram of the consumer market under the CC model
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Figure 3. Conditions for CD mode existence
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Figure 5. Conditions for DC mode existence
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Figure 8. Impact of channel perception coefficient on plat-
form profit under DC mode
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Figure 9. Platform profit changes with channel perception coeffi-
cient (t=0.5a=0.1)
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Figure 10. Platform profit changes with product quality differ-
ences (6=0.5,a=0.1)
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Figure 11. Retailer profit comparison across four modes
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Figure 12. E-commerce platform profit comparison across
four operation modes
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