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Fig. 1 Supply chain with B2B electronic marketplace
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Fig. 2 Effects of risk factor on the utilities
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Fig. 3 Effects of risk factor on the risks
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Fig. 4 Effects of risk factor on the retail prices



— 4 — oom ae a4 2008 410 A
200 = 100 000 W
FM g000n| @ = M

150t

i _ = 60000 N

=00 e iw L. & E

z R = 40000 -

= - SO S S S
5014 20000 N N N N - o - - °
0 p

b} 22
0.002 0.004 0.006 0.008 0.010 0.012 0.2 0.6 L(;frﬁ‘r"ﬂ' Jllf I8 o
Y]

LS '

B 5 R R 4T R S0 B 6

Fig. 5 Effects of risk factor on the order quantities
2.2 BFHHNEE SRR

B 6 EE 9 B TR FH EEERME N
B ER A, N 6 FiR, YR TF iy b
TGRS/, S ER TN EE
R L A SN T R B UG S KR
KA. XRE NS5 FHGNEEREETR
FHHIRAARA. F L, Y F i %= S0
BB/ R, EEREERS SR TN
(I3C 5. SRTT , ZE R T3 SR B A8 5 R v e
HBEHHRT ER MG X2 3 FE R
Hei, FE R F A5 AL 77 5 R 3 5 R
(R K ko, IR I3 5 B i A T8 Ryl
e K N 8 7 FTER.

H 8 RS 5HFHNEERHRIELE
EME. R, AT UE LS S5H TSN EERLY
BITWEELNAS SH TN EERITINE
KX G TEEFHEILAMN. B4, FEERT
4 L% SR B B R R, T I R K I
FE I S B AU [ 6 R 9 BoR, T
PSR B S RN A S S5 TN EER
BEUN, X EE T RBLEMEEREFR K
EHMEBEFH(AARD).

1500

. ——TM
(2000 - ~w—IM
&
— 900
= .
o~ } & + by S e - & & - &
(00— gt
300
0
0.2 0.6 L0 1.4 L8 2.2

it a4

E6 BFHHNEADNFEHAENANRIR

Fig. 6 Effects of price volatility on the utilities
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Fig. 9 Effects of price volatility on the order quantities
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Effect of B2B electronic marketplace on reseller’s strategies
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Abstract: The optimal ordering and pricing strategies when the reseller attends B2B electronic marketplace is
investigated and the closed-form solutions to the reseller’s optimal strategies are derived. Then, the reseller’s
performances and strategies with and without attending the B2B electronic marketplace are compared by using
some numerical examples. The result shows that B2B electronic marketplace exposes the reseller to more
risks, and attending the B2B electronic marketplace can not always make the reseller’s utility better. Moreo-
ver, our study finds that the reseller who attends the B2B electronic marketplace would set a lower retail price
and order more products from the manufacturer than the reseller who does not use the B2B electronic market-
place.

Key words: electronic marketplace; supply chain; risk management; pricing



