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A B S T R A C T A R T I C L E   I N F O 
Enterprises will sacrifice profits for market shares. For this reason, the make-
to-stock upstream expects the downstream to order more. The paper argues 
the game leader sales-oriented upstream, motivating downstream make no 
shortage, and attempts to execute a buyback contract to reach realistic deci-
sions. In this article, we research a supplier that is a sales-oriented leader and 
a retailer that is a profit-oriented follower. The retailer is required to order 
more than its optimal quantity. The primary analysis emphasizes either en-
hancing the buyback price or reducing the wholesale price. In the results, the 
buyback contract parameters are limited by both the sales-oriented supplier’s 
retained earnings and the distribution of market demand. Numerical exam-
ples are given to illustrate contract parameters that affect the supply chain 
coordination, the order quantity of the retailer and the profit of the supply 
chain. The previous buyback contract literature assumes not only that the 
supplier and retailer are profit oriented but also that they achieve both sup-
ply-chain coordination and Pareto optimality. However, the paper discusses 
the parameters of the buyback contract when the supplier is sales oriented. 
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P O V Z E T E K P O D A T K I   O   Č L A N K U 
Podjetja se pogosto odpovedo dobičku zaradi tržnega deleža. Zaradi tega 
proizvajanje na zalogo pomeni pričakovanje večjega števila naročil. Prispevek 
razpravlja o vodilnih prodajno orientiranih proizvajalcih, ki spodbujajo pro-
dajalce končnih izdelkov, da nimajo primanjkljajev in si prizadevajo za čim 
bolj dosledno izvrševanje pogodbe za povratni nakup. V tem prispevku razis-
kujemo dobavitelja, ki je prodajno usmerjen in trgovca, ki je usmerjen k dobi-
čku. Od trgovca se pričakuje da naroča več, kot pa je njegova optimalna količi-
na. V glavni analizi je poudarek na izbiri med povečanjem cene povratnega 
nakupa ali znižanjem cene na debelo. Pri rezultatih so parametri povratnega 
nakupa omejeni z zaslužki prodajno orientiranega dobavitelja in z distribucijo 
trženjskih potreb. V članku je za ilustracijo podan številčni primer, kjer pogo-
dbeni parametri vplivajo na koordinacijo oskrbovalne verige, količino naro-
čenega blaga s strani trgovca in dobiček oskrbovalne verige. Dosedanjih viri, ki 
govorijo o pogodbenem povratnem nakupu, ne privzemajo le, da sta dobavitelj 
in trgovec naravnana k dobičku, temveč tudi da usklajujeta oskrbovalno veri-
go in dosežeta Paretovo optimalnost. V pričujoči raziskavi pa teče razprava o 
parametrih modela povratnega nakupa, ko je dobavitelj prodajno usmerjen. 
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