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Todayonlineretailersallovertheworldarelookingtooffervirtualrealityservicethroughtheironlinechannelsin
ordertoattractcustomerstopurchaseproductonlineandincreasesalesbycreatingasenseofcustomerconfidence.
Virtualrealityserviceprovidesinformationabouthowaproductfitsacustomerandclosesthegapbetweenonlinea
ndofflineretailers.However,suchservicesalsofacilitateconsumerwebroomingbehavior,whichmayreduceonlin
edemandandintensifycompetitionbetweentraditionalandonlineretailers.Webroomingbehaviormeanscustome
rsusevirtualrealityserviceintheonlinechannelandviewthespecificationsoftheproduct,buttheybuytheproduct
intheofflinechannel.Ontheotherhand,providingvirtualrealitythroughtheonlinechannelduetotheconditionsof
thetestingproductsbeforethepurchasecanhaveapositiveimpactontherateofreturnedproducts.Thisstudyaimst
oinvestigatetheoptimalamountofinvestmentinvirtualrealityserviceanditsimpactontherateofreturn,aswellas
theimpactofwebroomingbehavioronpricingandcompetitionbetweenthetwochannels.Toaddressthisissue,wede
velopadual-channelsupplychainincludinganonlineandatraditionalretailerundertwodifferentscenarios.Inthe
firstscenario,theonlineretaileroffersapartialrefundinhischanneltoattractcustomers,buthedoesnotprovidevi
rtualrealityservice.Inthesecondscenario,theonlineretailerprovidesvirtualrealityserviceintheonlinechannel

..tocompet

AW FuNLY

Ssiog) g 50850 Canbly L 53k 4 ka5, ()35 Cuard 315 sl Camliws

g oL ) e ol S
https://civilica.com/doc/1948695



https://civilica.com/doc/1948695

