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ABSTRACT

ARTICLE INFO

To increase customer satisfaction (CS) which is closely linked to corporate
reputation, revenue and customer loyalty, manufacturers will provide incen-
tives to retailers in supply chain management. This paper focuses on two
types of incentives that a manufacturer may provide to retailers: customer
satisfaction index bonus (CSI bonus) and customer satisfaction assistance,
and studies the optimal customer satisfaction incentive plan of the manufac-
turer when duopoly retailers adopt Cournot or collusion game. By comparing
the equilibrium of the two games, we conducted a preference analysis of both
the manufacturer and the retailers. The results showed that no matter what
kind of games the duopoly retailers take, the manufacturer will provide cus-
tomer satisfaction assistance to the retailers to increase the customer satis-
faction. However, if the duopoly retailers take Cournot behaviour, only when
the wholesale price is greater than the threshold, the manufacturer will pro-
vide the retailers with customer satisfaction index bonus. The manufacturer
always prefers to Cournot behaviour, and the retailers always prefer to collu-
sion behaviour. In addition, this paper also investigated the effect of custom-
er satisfaction incentives on the manufacturer, and found that it will help the
manufacturer obtain more demand and higher profits.
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POVZETEK

PODATKI O CLANKU

Da bi povecali zadovoljstvo strank (CS), ki je tesno povezano z ugledom podje-
tja, prihodki in zvestobo strank, bodo, pri upravljanju dobavne verige, proiz-
vajalci ponudili spodbude trgovcem na drobno. Ta ¢lanek se osredotoca na
dve vrsti spodbud, ki jih lahko proizvajalec zagotovi trgovcem na drobno:
nagrada za kazalnik zadovoljstva strank (bonus CSI) in pomo¢ pri zagotavlja-
nju zadovoljstva strank, ter preucuje optimalni nacrt spodbud proizvajalca za
zagotovitev zadovoljstva strank, ko dvopolni trgovci na drobno ravnajo v
skladu z igro Cournot ali se kartelno dogovarjajo. S primerjavo ravnotezja
obeh scenarijev smo izvedli analizo preferenc tako proizvajalca kot trgovca.
Rezultati so pokazali, da bo proizvajalec, da bi zagotovil zadovoljstvo strank,
trgovcem na drobno zagotovil pomo¢ za povecanje zadovoljstva strank, ne
glede na to, kako bodo ravnali dvopolni trgovci na drobno. Ce se dvopolni
trgovci na drobno obnasajo v skladu z igro Cournot, bo proizvajalec trgovcem
na drobno zagotovil nagrado glede na kazalnik zadovoljstva strank le, ce je
veleprodajna cena visja od praga. Proizvajalec ima vedno raje Cournot vede-
nje, trgovci na drobno pa vedno raje kartelno dogovarjanje. Poleg tega razi-
skava opisuje tudi ucinek spodbud za zagotavljanje zadovoljstva strank na
proizvajalca. Ugotovljeno je, da bodo spodbude proizvajalcu pomagale pove-
Cati povprasevanje in dobicek.
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