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Bully and risk sharing Analysis on equili brium strategies with B2B onli
ne exchange

XING Wei', WANG Shou-yang”, FENG Geng-zhong’

1 School of Operations R esearch andM anagem ent Scencg Qufi NomalUniversity Rizhao 276826 Ching
2 Acadeny ofM athematics and Systen s Sciencg Chnese A cademy of Sciences Beijng 100080, China
3 School ofM anagement X1 an Jiaotong Unwersity X7 an 710049 Chmna

Abstract The en ergence of B2B onlne exchanges has poovided m anufacturers and retailers a new avenue to
do theirbusness and thus has changed suppl chan structures This paper nvestiates the strategies of a
manufacturer and a retailer n a decentralized supply chan w ith a fully liquid B2B online exchange Theman-
ufacturer as a Stackeberg leader detem ines the wholesale price and the producton output while the retaik
er as a bllwer detem ines the retail price and the quantity to be ordered fran the supp ler prior to the selb
ing season Durng the selling season, both the manufacturer and the retaikr can trade in the B2B online ex-
change Our study shows that for the retailer the B2B electron ic market can serves as a specu lation market or
a second procuren ent source Correspondingly, by usng the pricing strategy the manufacurer can achieve
bully or risk-sharing ntentions

Key words B2B onlne exchange supply chanmanagement Stackelberg ganeg priing strategy, risk man-
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