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ABSTRACT

Self-logistics-typee-platformshaveenjoyedarapidgrowth.Insales,someofthemonlyserveas
aserviceprovider,matchingbuyerswithsellers.Butsomeofthemhavebecomeaseller,selling
directlytothecustomer.Inlogistics,someofthemdonotopentheself-logisticstothethird-party
sellers,butsomeofthemdoopen.Asaresult,anewformofchannelconflictemerged.Therefore,
theauthorsconsideraself-logistics-typee-platform,whocanselldirectlytoconsumers;andasingle
retailer,whosellsthroughthee-platformwithoutself-logistics,butwhomaychoosetocontractwith
e-platformtodeliveritsproductsthroughtheself-logistics.Thus,keyquestionsforthee-platformare
whethertoselldirectlytothecustomer;iftheysell,thedecisioniswhethertodelivertheproducts
throughself-logisticsandwhethertoopentheself-logistics.Tosolvethesequestions,theoptimal
decisionsoftheretailerandself-logistics-typee-platformsandthesystemequilibriumresultsare
analyzedunderdifferentsituations.Finally,thelogictreetogettheoverallequilibriumisobtained.
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INTRodUCTIoN ANd MoTIVATIoN

Moreandmoree-commerceplatformshaverealizedtheimportanceoflogistics.Inaddition,some
ofthemhavebuiltthelogisticsystemmanagedbythemselves,whichcanprovideconsumerswith
fasterandhigher-qualitylogisticsservices,(theauthorscallsuchkindlogisticstoself-logistics).For
example,JD(JingDong)Mall,afamouse-platforminChina,startedtoconstructself-logisticsin
2007.Sofar,JingDongMallhasestablishedeightwarehousecentersandnearly500largewarehouses
inChinaandcarriedout“211logisticservice”(i.e.,thespotorderssubmittedbefore11a.m.willbe
deliveredonthesameday;thespotorderssubmittedbetween11a.m.and11p.m.willbedelivered
onthenextday).Throughwhich,JDMallalwaysmaintainsahighgrowthrate;in2017,theGross
MerchandiseVolume(GMV)ofJDMallreached1trillionand300billionyuan,whichsoaredby
nearly50%comparedwithlastyear;andJDMall’sactiveusershavereached292million500thousand,
whichsoaredbynearly29.1%comparedwithlastyear.

Insales,thesee-platformshaveacriticalfeature.Whentheyprovideservicesfortheretailer,they
arepossibletocompetewiththeretailerbysellingthehomogeneousproducts(theauthorscallsuch
kindproductstocompetingproducts).Thesee-platformsserveas“two-sidedplatform”,inwhich
e-platformsprovidetheserviceofmatchingbuyerswithsellers,whereascontrolofthegoodisleft
totheretailer(Hagiu,2007).Ofcourse,theyarealsointhebusinessofsellingproductsthemselves,
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forexample,Amazon,JDMalletc.alsoplaythetraditional“merchant”role,inwhichtheybuygoods
fromsuppliersandresellthemtoconsumers(Hagiu,2007).Inlogistics,thesee-platformsdidnotopen
theself-logisticstotheretailerinpreviousyears.Now,someofthemhaveopenedtheself-logistics
totheretailer,suchasthoseoperatedbyAmazon,JDMall.

Asaresult,consideringthecontrolandlogisticfactoroftheproducts,thereexistsfourpotential
channelsofdistribution(asshowninFigure1).Differentchannelsmaybringthecustomerdifferent
purchasecost,differentpurchasecostwillaffectcustomerdeliveredvalue1andinfluencethecostumers’
choiceofthecompetingproducts.Therefore,thesefourchannelsmaybeindirectcompetitionwith
oneanother.Intheprocessofe-commercetransactions,thecustomer’spurchasecostmainlyincludes
twoparts:monetarycostandnon-monetarycost.Monetarycostisthepricethecustomerneedstopay.
Inreality,themonetarycostofthecompetingproductsgenerallyvarieswithchannelsofdistribution.
Forexample,whenshoppingonline,theauthorsalwaysfindthatthepricesoftheproductsfrom
thee-platformandtheretaileraredifferent.Non-monetarycostispsychologicalcost,whichmeans
thetime,physicalandmentaleffortthecustomerspendsintheprocessofpurchasingtheproducts
(LiangandHuang,1998).Inthepriorresearchone-commerce,thescholarsoftenoverlookedthe
psychologicalcost.Notthesameasshoppingoffline,whenshoppingonline,theconsumerscannot
lookattherealthingandproductscanonlybereceivedthroughlogisticsservices,soconsumeronline
shoppingpsychologicalcostemerges,whichmainlyincludestheriskcost(itmainlycomesfrom
worryingaboutbuyinginferiorproducts)andthewaitingcostfororderedproducts.Sincecustomer’s
psychologicalcostisanimportantfactortoaffectthecustomerdeliveredvalueofeachchannel,the
customerdeliveredvaluewillaffectthecostumer’schoiceandpotentialchannels’demandsinthe
processofe-commercetransactions.Therefore,onlineshoppingpsychologicalcostisanun-neglecting
factorinthee-commercetransaction.Inaddition,differentsellersandlogisticswillbringthecustomer
differentonline shoppingpsychological cost.Forexample, thepsychological cost causedby the
higher-goodwillenterpriseisgenerallylowerthanthatcausedbythelower-goodwillenterprise;that
causedbyhigher-qualitylogisticsisgenerallylowerthanthatcausedbylower-qualitylogistics.Asa
result,thiscreatesanewformofchannelconflict.ThispotentialconflictandtheSelf-logistics-type
e-platform’soptimalrelateddecisionofsalesmodelandlogisticmodelarethefocusofthisarticle.

Toanalyzetheproblem,theauthorsconsiderane-platformandasingleretailer.Thee-platform,
such as JD Mall, has built self-logistics and can become a seller, selling their products directly
toconsumers,which is calledS-platform (short for self-logistics-typee-platform)hereafter.The
retailercurrentlysellsproductsthroughthee-commerceplatformwithoutself-logistics,whichis
calledO-platform(shortforoutsourcing-logistics-typee-platform)hereafter,butwhomaychooseto
contractwithS-platformtosellitsproductsthroughtheself-logistics.Sellingtheproductsthrough
theself-logisticsshortensthelogisticstime,improvesthequalityoflogistics,andstrengthensthe

Figure 1. The potential channels
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