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ABSTRACT

Recently, major e-commerce retailers like Amazon and Alibaba have started providing working capi-
tal loans to capital-constrained manufacturers selling through their marketplaces. Additionally, these
platforms often introduce private labels (PLs), such as Amazon Basics, that compete with manufactur-
ers’ brands. This leads to a coopetative partnership between platforms and these small and medium
enterprises, such as LonoLife, which compete with the platforms’ PLs and also avail loans from them.
Using game-theoretic analyses, we investigate the following question: How does the platform’s PL
introduction strategy impact a capital-constrained manufacturer’s financing decision? The manufac-
turer manages the operational risk in its manufacturing process while selecting the optimal financing
strategy, with or without the platform’s PL. Intuitively, if the platform introduces the PL, as a strategic
response, the manufacturer should consider opting for bank financing. However, the manufacturer
does the opposite by switching to platform financing when the values of the production cost are
within the intermediate range and the perceived quality of PL is low. Interestingly, the platform might
adopt a cooperative strategy by not introducing the PL if the manufacturer decides to use platform
financing. We recommend that the platform can utilise its PL effectively to mitigate operational risk
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in the upstream production process.

1. Introduction

Insufficient working capital remains a major obstacle to
the growth potential of small and medium-sized enter-
prises (SMEs). Despite the fact that over 50% of these
businesses globally rely on short-term loans to cover their
working capital needs; in 2021, only 28.4% of them have
secured loans from traditional institutions like banks
(World Bank 2021). SMEs often have difficulty obtain-
ing bank loans since they do not have enough assets to
use as collateral or a long enough credit history. Alterna-
tively, e-commerce marketplaces like Amazon, Alibaba,
and Shopify now offer loans to SMEs that operate as
third-party sellers on their platforms.

In addition to providing financial services, platforms
like Amazon and JD.com sell their own private labels
(PLs, or equivalently store brands) and compete with
third-party sellers on their marketplaces (Zhang and
Hou 2022). For example, Amazon has launched more
than 23,000 products under more than 400 distinct
brand names (i.e. AmazonBasics and Amazon Essen-
tials products) (Marketplace Pulse 2022). Keeping inter-
mediary platforms’ PLs in mind, capital-constrained

SME sellers are concerned about their strategic financ-
ing choices: bank financing vs. platform financing. In
this study, we explore these competitive and coopera-
tive synergies between an SME manufacturer and an
online e-commerce platform in which the platform
acts both as a loan provider and as a competitor. The
influence of platform-provided lending on manufactur-
ers’ financing decisions remains underexplored in the
existing literature. Our paper aims to close this gap
and provides theoretical contributions and managerial
insights.

1.1. Motivation

Online retailers have grown significantly as a result of
the accessibility, reach, and resources offered by platforms
like Amazon and Alibaba. These platforms have trans-
formed the retail landscape and created new opportuni-
ties for businesses of all sizes to thrive in the digital age. In
2021, the leading online marketplaces facilitated the sale
of goods worth $3.25 trillion, showcasing unparalleled
growth in their business (Freedman 2023).
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The size of a retail platform and the number of third-
party sellers it can support determine how successful it
is. SMEs constitute a major portion of these third-party
sellers. Over 60% of all units sold on the Amazon market-
place come from SMEs (Mehta 2024). The convenience,
credibility, and increased market reach offered by these
platforms can lead to an average of 20-23% growth in
net sales for SMEs within the first year of their prod-
uct offering (e-tailize 2023). However, SME sellers often
face challenges in obtaining the necessary funding to sup-
port their growth and expansion. Historically, SMEs have
relied on bank financing to meet their funding needs.
However, because of their small size, dearth of assets,
and lack of an established credit history, they usually
have difficulties obtaining bank loans. Furthermore, since
the 2008 credit crisis, numerous small enterprises have
found themselves paying a premium for bank funding.
The lack of affordable financing can significantly impact
the daily operations of these SMEs, preventing platforms
from unleashing their true growth potential.

In order to address the funding needs of small and
medium-sized businesses (SMEs), retail platforms have
recently devised creative financing mechanisms under
‘platform financing’ (PF). Under PE, e-commerce giants
like Amazon, Alibaba, and Shopify have begun offering
non-collateralised financing to SMEs that sell products
on their platforms. For instance, in the USA, Amazon has
been providing loans through the Amazon Lending pro-
gram since 2011. Moreover, Amazon has extended this
service to sellers in other geographies, such as the United
Kingdom, Canada, France, India, and China. Recently,
Amazon has acquired a fintech company Axio to facilitate
direct lending to its online sellers (Amazon 2025).

Similarly, Alibaba and JD.com offer their PF schemes,
known as ‘Pay Later’ and Jing Xiao Dai’, respectively.
The sellers on the Walmart marketplace in the US can
get a loan directly from Walmart through the ‘Capi-
tal by Walmart’ program (Walmart 2025). Some other
examples, from all over the world, are Shopify Cap-
ital (Shopify 2025), Mercado Libre Credit (Mercado
Crédito 2024), Allegro Merchant Finance (Allegro 2025),
Rakuten Super Business Loan (Rakuten 2013), Coupang
seller loan (Choi Si-young 2022), etc. Online SMEs
have immensely benefited from these platform financ-
ing schemes. Numerous SMEs (such as Lonolife, But-
tonsmith, and Tower) have expressed their appreciation
for Amazon Lending in their testimonials, highlighting
how it enabled them to overcome working capital short-
ages and foster business growth. Armando Colimodio, a
co-owner of Colsen (an e-commerce business), states,

By working with Amazon Community Lending, we’ve

been able to invest in our business and expand our
great product selection through the program’s simple

Table 1. lllustrations of platform’s private label and SME products
competition.

Product category SME'’s brand Platform’s private label
Chicken Broth Lonolife? Happy Belly® (Amazon)
Electronics Power Practical® Amazon Basics?

Organic product SVA organics 365 Everyday value (Amazon)
Home Textile Urban Villa Solimo (Amazon)

2https://www.amazon.com/LonoLife-Chicken-Broth-Snack-Container/dp/B0
7MBR1QB5

bhttps://www.amazon.com/Happy-Belly-Broth-Chicken-Ounce/dp/B07VH1
18NP

Chttps://www.amazon.com/Power-Practical-Luminoodle-Basecamp-Waterpr
0of/dp/B01G7SU4MM

dhttps://www.amazon.com/AmazonBasics-420-Rope-Light-40-Foot/dp/B07
TV74YY)

and quick loan acceptance process. We expect to double
our sales this year and remain committed to growing our
product portfolio.

Retail platforms have recognised that PF can serve a
dual purpose. First, this grants them an additional rev-
enue stream through interest payments on loans. Addi-
tionally, it boosts their referral fee income since SMEs can
expand their operations by accessing necessary working
capital. Therefore, PF serves as an important instrument
for retail platforms to enhance their revenue streams
directly through interest income and indirectly through
increased sales volumes, thanks to the enhanced stability
of their marketplace business.

In recent times, platforms have witnessed the emer-
gence of a third revenue stream: their own private
label (PL) brands. Major e-commerce giants sell their
own PL products on their respective platforms. For
instance, Amazon has private labels such as Amazon-
Basics, Solimo, and Happy Belly. Similarly, JD.com sells
its private label products under brands such as Best
Home, Made by JD, and Jingmeng. Table 1 outlines an
overview of selected Amazon’s PLs and corresponding
SMEs’ products across different product categories. In
2017, Amazon had 30 private labels, and by 2022, this
number had surpassed 100 (Chizhevskiy 2024). Accord-
ing to a study by KPMG India, private labels on online
platforms are expected to expand at a rate 1.6 times faster
than external brands while delivering twice the profit
margins (Sharma 2020).

The interplay between PLs and financing mechanisms
provided by platforms creates a compelling dynamic
within the e-commerce ecosystem. On the one hand,
a platform’s PL competes directly with the products of
an SME on the online marketplace. On the other hand,
through its financing services, the platform offers a coop-
erative hand to the cash-constrained SME to grow its
business. SMEs such as LonoLife and Power Practical,
which compete with platforms’ PLs, often avail loans
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from their respective platforms. This leads to an intrigu-
ing dilemma of a co-opetitive relationship between a retail
platform and an SME, which we explore in our paper.

1.2. Research questions and key contributions

The emergence of PLs and financing mechanisms pro-
vided by platforms has sparked a debate on whether
conventional financial institutions like banks or supply
chain partners like retail platforms are better positioned
to provide financing services to SME manufacturers. For
example, prior studies demonstrate that when referral
fees are low, an online seller may choose bank financ-
ing (Rath et al. 2021; Wang, Fan, and Yin 2019; Zhen
et al. 2020). However, when operational risk is absent,
platform financing is always chosen by sellers in a com-
petitive market (Mandal et al. 2024). Nevertheless, exist-
ing literature is yet to examine the influence of a plat-
form’s private label (PL) on the financing strategy of a
capital-constrained seller (or manufacturer). The plat-
form anticipates the manufacturer’s financing choice and
decides whether to introduce a PL or not. Our research
contributes to the body of knowledge on supply chain
financing and private label strategies by exploring how
a platform’s private label offerings influence a manufac-
turer’s financial decision-making. In summary, we aim to
address the following research questions:

(1) In what way does the platform’s choice to launch a
private label influence the interest rates determined
by both the bank and the platform?

(2) In what way does the platform’s introduction of a
private label impact the financing strategy of a man-
ufacturer facing financial constraints?

(3) In the case of a capital-constrained manufacturer,
does the platform benefit from launching its private
label?

To examine these issues, we formulate a game-
theoretic model where a manufacturer with limited funds
distributes its product (manufacturer’s brand or ML) to
the downstream market via an intermediary platform
and secures financing from either a bank or the plat-
form. The platform might enter the market with its own
private label, competing with the manufacturer’s brand.
Hence, the platform serves a dual role: it assists the cash-
constrained manufacturer while simultaneously compet-
ing with the manufacturer through its PL, creating a
coopetitive framework.

Our analysis generates several noteworthy results.
Conventional reasoning suggests that a platform intro-
ducing a PL would raise the manufacturer’s interest rate
to deter ML sales. In contrast, we find that the platform
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offers a lower interest rate with the PL than without it,
particularly when production costs are high. This strat-
egy incentivizes the manufacturer to expand ML produc-
tion, thereby helping to offset the higher costs created
by the PL. We investigate how the PL strategy influ-
ences the interest rate structures of both the bank and
the platform. When production costs are low, banks offer
lower rates, and when costs are high, platforms under-
cut the bank by offering more favourable terms. We also
find that under platform financing, the manufacturer
chooses lower sales volumes when the PL is present com-
pared to bank financing. Nevertheless, even in such cases,
the manufacturer continues to prefer platform financing,
while in the absence of a PL, the manufacturer opts for
higher volumes through bank financing. Finally, we show
that the platform does not always introduce a PL. When
PL quality is lower than that of the ML and referral fees
are small, the platform adopts a cooperative stance by not
launching the PL.

Together, these results advance theory by revealing
how private label competition and supply chain financ-
ing interact. They challenge the view that financing and
product strategies are independent, showing instead that
interest rate adjustments can turn PL competition into
a complementary relationship. The findings also show
how lender competitiveness shifts with production costs,
extending prior models by identifying when platforms
or banks lead in financing. We further examine various
model extensions, such as (i) the platform’s premium pri-
vate label, (ii) the manufacturer’s initial working capital,
(iii) the platform operating in reseller mode, and (iv) the
private label’s quality improvement.

From a managerial perspective, the results offer prac-
tical guidance to platforms, banks, and manufacturers.
Platforms should view financing policies not just as a
revenue source but as a strategic lever to influence manu-
facturer behaviour and to balance competitive pressures
from PLs. Banks must adapt their lending policies to
remain competitive, particularly when production costs
are high and platforms use financing to gain an advan-
tage. For manufacturers, the study highlights that plat-
form financing can remain beneficial even in the presence
of PL competition, depending on cost and quality condi-
tions. Finally, the finding that platforms may refrain from
launching a PL under certain conditions underscores the
value of cooperative strategies, suggesting that aligning
financing and product policies can generate mutually
beneficial outcomes.

The remainder of the paper is arranged as follows. In
Section 2, we review the existing literature. In Section 3,
we discuss the model formulation, and in Section 4,
we derive equilibrium outcomes under different lending
modes. In Sections 5 and 6, we present the main insights
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and key takeaways of this study. In Section 7, we present
model extensions. Lastly, we offer important manage-
rial insights and closing thoughts in Section 8. In the
Appendix below, we provide proof of the main analytical
results.

2. Literature review
2.1. Private labels

This stream of literature investigates a retailer’s private
label (or store brand) introduction decision and its impli-
cations on the upstream national brand manufacturer.
The introduction of private label reduces the adverse
effect of ‘double marginalisation’ and surprisingly, it can
benefit the manufacturer (Ru, Shi, and Zhang 2015).
Existing literature on private label studies private label
management in different contexts, including wholesale
price commitment (Groznik and Heese 2010), contract
design (Cao et al. 2023), dual channel (Chai et al. 2021;
Wang, Chen, and Song 2021), price leadership (Liao,
Yano, and Trivedi 2020), quality differentiation (Li, Cai,
and Chen 2022), etc. Liao, Yano, and Trivedi (2020)
examine a seller’s choice of private label quality in light
of various price leadership and procurement strategies.
Zheng, Jang, and Pan (2022) find that a retailer may carry
an unpopular private label with negligible sales to inten-
sify upstream competition between manufacturers. Li,
Cai, and Chen (2022) reveal that the only private label
product that increases overall supply chain profit and cus-
tomer surplus is a premium one. Chakraborty, Chauhan,
and Huang (2022) focus on the quality management of
the private label and national brand manufacturers and
find that, unlike the conventional notion, the PL’s quality
level can be more than that of ML. Extending the study
to dual-channel decisions, Wang, Chen, and Song (2021)
show that the manufacturer should go for direct sell-
ing of the ML product under low online shopping hassle
cost and high transportation cost if his retailer intro-
duces PL. Approaching from a new direction, Liu, Wang,
and Xiao (2025) develop the manufacturer’s follow-on
product introduction strategy in the presence of his cus-
tomer (i.e. the platform) for different product categories.
Using the hotelling model, Chai et al. (2021) advocate
that the brick-and-mortar retailers should introduce PL
(even premium ones) to counter the showrooming in
the presence of ML product mismatch. Recent research
has examined the decision of online retailers like Ama-
zon and Alibaba to introduce private labels in light of
the growth of e-commerce (Li et al. 2023; Zhang and
Hou 2022). Zhang and Hou (2022) show that, for a man-
ufacturer, agency selling works best when the platform
offers a private label and charges a modest referral fee.

Li et al. (2023) examine an e-commerce platform’s pri-
vate label procurement options and find that it offers
the highest service level and charges the highest possible
agency costs when buying from an upstream manufac-
turer providing a national brand. Our paper differs from
prior work in several key ways. We study how a capital-
constrained manufacturer strategically selects financing
options while accounting for the platforny’s private label.
We also analyze how the manufacturer’s financial con-
straints and operational risk influence the platform’s
decision to launch a private brand.

2.2. Supply chain finance

The work in this area covers recent developments around
financing choices of supply chain agents. For an excellent
review on supply chain finance, readers are referred to Li,
He, and Wang (2022). Multiple studies have examined the
financial implications of operational decisions (Liu, Li,
and Jiang 2023; Qin et al. 2025; Shang, Bai, and Sun 2024;
Zhao and Huchzermeier 2015). Prior research has exten-
sively analysed a cash-constrained firm’s financing alter-
natives; see, for example, bank financing (BF) (Buzacott
and Zhang 2004; Jing, Chen, and Cai 2012), buyer financ-
ing (Deng et al. 2018; Gupta and Chen 2020; Kouvelis and
Xu 2021; Tang, Yang, and Wu 2018; Tunca and Zhu 2018),
and trade credit financing (Du, Yan, and Qin 2023; Wu,
Muthuraman, and Seshadri 2019), etc. Deng et al. (2018)
show that the manufacturer may prefer buyer financ-
ing to bank financing. Kouvelis and Xu (2021) examine
how factoring and reverse factoring affect supply chain
effectiveness when BF is present. In a recent study, Du,
Yan, and Qin (2023) find that, under co-opetition, the
retailer could prefer bank financing when sales costs are
low, but the manufacturer prefers trade credit. Shang, Bai,
and Sun (2024) investigated the asset financing role of
carbon emission quota and demonstrated that a man-
ufacturer should consider bank carbon financing if the
carbon trade price is fixed. Ma et al. (2025) suggest that
a platform can not use green equity financing as a tool to
prevent the seller’s encroachment. On the other hand, it
may help the seller in taking a competitive stance in this
co-opetitive setup. Qin et al. (2025) show how blockchain
can help banks in devising smart contracts to link inter-
est rates to the emission reduction performance of a
capital-constrained manufacturer.

As platform financing (PF) becomes increasingly pop-
ular among online retailers, researchers have started to
explore the impact of PF on channel members’ oper-
ational and financing decisions. Existing research on
PF compares it with traditional bank financing (Gong
et al. 2020; Wang, Fan, and Yin 2019; Yan et al. 2020),
or buyer financing (Zhen et al. 2020). One of the early



papers on PF is Wang, Fan, and Yin (2019), which
concludes that a retailer prefers PF under high initial
working capital, and PF can provide supply chain coor-
dination. Gong et al. (2020) derive the benefits of PF
and Yan et al. (2020) show that PF benefits all sup-
ply chain players, even when the supplier has an oftline
channel. In contrast, Zhen et al. (2020) report that the
manufacturer benefits from retailer financing! compared
to PF under high channel competition and when the
manufacturing cost is low. Rath et al. (2021) demon-
strate that with operational risk and high cost of good-
will, the manufacturer chooses BF over PE. Some recent
articles have explored the impact of PF with differ-
ent channel contracts (Chang et al. 2022) and order
fulfillment schemes (Liu, Yang, and Yu 2021). Bi, Liu,
and Wang (2024) jointly analyze the online platform’s
financing and advertising service strategy for the capital-
constrained seller and demonstrate how they interact
with each other and can lead to a beneficial situation
for both. Liu, Lu, and Yan (2024) compare the efficacy
of the agency selling and reselling modes in the pres-
ence of platform financing. Similarly, Xu et al. (2024)
develop an optimal platform financing strategy when
the retailer is going for different green production sys-
tems. Lu et al. (2024) conduct the analysis of a platform’s
joint digital empowerment and financial empowerment
strategy for a small farmer selling agricultural products
online.

There is not much research on how supply-side risk
affects financing strategies like PE In these financing
schemes, the lender (buyer or platform) shares the down-
side risk associated with order fulfillment. Tunca and
Zhu (2018) argue that by using indirect finance meth-
ods, the risks in a supply chain may be controlled and
overall channel profit can be increased. Tang, Yang, and
Wu (2018) compare the buyer direct financing (BDF)
strategy to the purchase order financing (POF) strategy.
They show that if the supplier’s fixed asset level is high
enough and the manufacturer has better insight into the
performance risk of the upstream supplier, the manufac-
turer will choose POF over BDE. We contribute to the
literature by examining manufacturers’ financing choices
within the broader framework of platform lending and
private-label strategies. Prior work on private labels has
examined a retailer’s (Li, Cai, and Chen 2022; Ru, Shi,
and Zhang 2015) or a platform’s (Li et al. 2023; Zhang and
Hou 2022) PL introduction decision under various busi-
ness scenarios. We extend this research by analyzing the
platform’s private label decision when the manufacturer
is cash-constrained and how the manufacturer’s opera-
tional risk influences both financing and PL adoption.
Our study thus explores a coopetitive relationship where
the platform acts as both lender and competitor.

INTERNATIONAL JOURNAL OF PRODUCTION RESEARCH . 5

3. Model

We examine an e-commerce supply chain consisting of a
small and medium-sized enterprise (SME) manufacturer
(referred to as ‘he’), an intermediary e-tailing platform
(referred to as ‘she’), and a bank (referred to as ‘it’). The
manufacturer (e.g. Lonolife or Power Practical) produces
and sells his products (manufacturer’s label/brand or
ML) on the e-tailing platform (e.g. Amazon or JD.com).
The manufacturer faces a lack of working capital and
obtains the required capital from either the bank or the
platform. Further, the platform may also introduce her
private label (PL) product (e.g. Amazon Basics) and sell
it in the end market. In that case, the PL competes with
the manufacturer’s brand. For the rest of the study, we use
the subscripts ‘m’, ‘e’, and ‘b’ to denote the manufacturer,
the intermediary platform, and the bank, respectively.

3.1. Lending configurations

Based on the manufacturer’s financing strategy and the
platformy’s PL introduction decision, we have four poten-
tial lending configurations. When the platform chooses
to introduce the PL, we have two lending configura-
tions: (i) BS: in this case, the manufacturer chooses bank
financing and competes directly with the platform’s pri-
vate label, (ii) PS: in this case, the manufacturer opts
for platform financing even though the platform has a
competing PL product. Similarly, we also consider two
benchmark configurations in which the platform does
not introduce the PL, and the manufacturer chooses
either the bank financing (BN) or the platform financing
strategy (PN). Let index j stand for lending configuration
j € {BS, PS, BN, PN}.

The bank, in our model, works in a perfectly competi-
tive market and sets the interest rate at which its expected
profit is zero (Mandal et al. 2024; Rath et al. 2021). For the
rest of our analysis, we use the superscripts BS, PS, BN,
and PN to represent the manufacturer’s lending configu-
rations, indicating selling quantities, market prices, inter-
est rates, firm profits, and equilibrium outcomes. Figure 1
highlights how the bank, the manufacturer, the internet
platform, and the customers interact strategically.

3.2. Manufacturer

We assume that the SME manufacturer produces a sin-
gle product (i.e. the ML) by incurring a unit production
costc (c.> 0). For each configuration j € {BS, PS}, he pro-

duces ¢}, and sells those quantities to end customers at

a unit price p),. The manufacturer, as previously indi-
cated, is cash-constrained and requires a loan to pro-

vide the necessary working capital. cg),. First, we assume
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Figure 1. Lending configurations.

that the manufacturer has no working capital (Mandal
et al. 2024). In Section 7.2, we relax this assumption and
explore the scenario where the manufacturer has some
initial working capital, which is denoted by w (w > 0),
and analyze its impact on the manufacturer’s financ-
ing and the platform’s PL introduction decisions. The
manufacturer has two strategic financing choices: col-
lateralised bank financing (BF) and non-collateralised
platform financing (PF). We assume that the manufac-
turer is granted sufficient loans by either lender, allowing
them to produce the required sales quantities g}, j €
{BS, PS, BN, PN} (Wang, Fan, and Yin 2019).

We also consider the presence of operational risk for
the manufacturer, which could potentially result in his
inability to fulfill customer orders. The origin of oper-
ational risk can encompass technological, logistics and
processing risks, all of which can lead to product deliv-
ery failure (Dhingra and Krishnan 2021; Markou and
Corsten 2021). Let A be the probability with which the
manufacturer fails to fulfill customer demand, and as
a result, he receives no income and is unable to pay
back the debt. In this case, typically, the manufacturer
files for bankruptcy (Chang et al. 2022; Wang, Fan, and
Yin 2019). Conversely, with probability 1 — 4 the man-
ufacturer delivers the product successfully and is able
to repay the loan amount. Additionally, we assume that
the risk-free rate is zero and that the duration of the
credit period is equal to the duration of the selling season
(Kouvelis and Zhao 2018).

3.3. Bank

Before the selling season begins, the manufacturer
obtains a collateralised loan from the bank. Let rgs (rbBS >
0) be the loan interest rate that the bank charges to
the manufacturer. At the end of the selling season, with

—{ Manufacturer

» Manufacturer

B PN a

|
Platform
Platform

BN| PN PN
am'| pEY dm’ | Pm
‘ Customers ‘ ‘ Customers ‘

(c) Configuration BN  (d) Configuration PN

probability 1 — A, the manufacturer pays back the repay-
ment amount cqb (1 + rp°). If the manufacturer defaults
on the loan, the bank liquidates the manufacturer’s fixed
assets, such as plants and equipment that were used as
collateral (Mandal et al. 2024). Let § (0 < f < 1) be the
fraction of the loan amount that the bank keeps as col-
lateral. Thus, the bank can only recover fcqb> amount
from the manufacturer if he fails to repay the bank’s loan
amount.

3.4. Platform

In our supply chain settings, the platform plays distinct
roles and generates her revenue from multiple sources.
First, it serves as an online marketplace where the man-
ufacturer sells his products directly to end customers. In
Section 7.3, we relax this assumption and consider a sce-
nario in which the platform operates as a reseller. Once
orders are fulfilled successfully, the manufacturer pays
the platform a referral fee/commission rate (represented
as a) for each unit of product sold through her. Follow-
ing existing business practice, we assume that o (0 <
a < 1) is an exogenous parameter that represents a fixed
percentage of the manufacturer’s revenue (Wang, Fan,
and Yin 2019; Yan et al. 2020). Secondly, under PE, the
platform provides non-collateralised loans to the manu-
facturer (Chang et al. 2022; Wang, Fan, and Yin 2019).
Let rS (rPS > 0) represent the loan interest rate that the
platform charges to the manufacturer. At the end of the
selling season, with probability 1 — 4, the manufacturer
pays back the repayment amount cg"> (1 + r2%). Since PF
is an unsecured loan, there is a probability of 4 that the
manufacturer will default on the loan, resulting in the
platform earning zero profit. Moreover, there is a unit
goodwill cost of k > 0 incurred by the platform as a result
of non-fulfillment of customer orders (Cho et al. 2019).



So, for each configuration j € {BS, PS, BN, PN}, the plat-
form bears a total goodwill cost of kq),. Third, when the
platform sells her own PL on the marketplace, it directly
competes with the manufacturer’s product. For each con-
figuration, j € {BS, PS}, the platform sells q’e units in the
downstream market at a unit price of pl. Let dc, where
0 < d < 1, be the unit production cost of the PL. This
implies that the unit production cost of ML is higher than
that of the PL (Liao, Yano, and Trivedi 2020; L. Wang,
Chen, and Song 2021). Alternatively, J can also be inter-
preted as the effect of the cost-effectiveness of PL relative
to ML (Karray and Martin-Herrdn 2019). We also analyze
the case in which 6 > 1 (Zhang et al. 2025; Zheng, Jang,
and Pan 2022). For more details, the readers are referred
to Appendix A5 (see Online Supplement).

3.5. Customers’ purchase decisions and demand
functions

The downstream market comprises a continuum of cus-
tomers with a unit mass. Customers are heterogeneous
in their willingness to pay (or valuation) for one unit of
quality, represented by 6. In line with existing literature
on private labels, we assume that 6 follows a uniform dis-
tribution between 0 and 1 (Groznik and Heese 2010; Li
et al. 2023). The firms (the manufacturer and the plat-
form) do not know the specific value of § for any given
customer, but they are familiar with the distribution of 8.
It is assumed that each customer purchases only one unit
of either product. In a configuration j € {BS, PS, BN, PN},
a customer with a valuation € obtains utility I (9) =

si— pz by purchasing one unit of product from firm
i € {m, e}. If the customer buys nothing, it gets utility as
zero. Without loss of generality, the quality of ML, s, is
normalised to 1. Let the quality of PL, s, = y. Alterna-
tively, y can be interpreted as the perceived quality of
the PL in comparison to that of the ML. In addition, we
assumethat0 < y < 1to ensure thatall customers prefer
ML over PL when both brands are available at the same
market price (Ru, Shi, and Zhang 2015; Zheng, Jang, and
Pan 2022). However, in Section 7.1, we relax this assump-
tion and analyze a scenario in which the perceived quality
of the PL is higher than that of the ML, ie.y > 1.

A customer purchases the product that provides the
highest nonnegative utility. In the absence of the PL (i.e.
for the benchmark configurations: BN and PN), a cus-
tomer with valuation € purchases the ML if Z/IJ @) =
60— p’m >0, ie. 0> p’m, j € {BN,PN}. Therefore, in
benchmark configurations, the inverse demand func-
tion for ML, pl(gl) =1 — g}, j € {BN,PN}. In con-
trast, in the presence of PL, a customer with valuation ¢
purchases ML if Uﬂn(H) > max{L{](H) 0}, ie. 0 — p/m >
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Table 2. Key model parameters and variables.

Description

Lending configurations

BS (PS): Scenario in which the manufacturer chooses bank financing
(platform financing) and the platform has a competing PL
BN (PN) : Scenario in which the manufacturer chooses bank financing

(platform financing) and the platform does not introduce the
PL
Subscripts and superscripts

j: Superscript used to denote the lending configurations
j € {BS, PS, BN, PN}

it Subscript used to denote playeri € {m, e}, m for the
manufacturer, and e for the platform

I Subscript used to denote lender | € {b, e}, b for the bank and e
for the online platform
Parameters for base model

a: Referral fee rate/commission rate charged by the platform,
0<a <1

Perceived quality of the PL relative to that of the ML, y > 0

A Probability with which the manufacturer fails to fulfill
customer demand (operational risk), 0 < 4 < 1

=

k: Unit cost of goodwill loss for the platform in case the
manufacturer is unable to repay the loan, k > 0

g Unit collateral value of the manufacturer’s asset expressed as a
percentage of the total loan, 0 < f < 1

G: Unit production cost to from player i, ¢; > 0; where ¢; = cif
i=mand¢ =dcifi=e,6>0
w: Initial working capital of the manufacturer

Decision variables

qé: Selling quantities for player i under lending configuration j
p’,:: Product price for player i under lending configuration j

. nterest rate charged by the lender / under lending

r’, | harged by the lender / under lend

configuration j
Profit functions
Hj‘:: Profit of player i under lending configuration j

max{6y —p7e,0} j € {BS,PS}. Similarly, the same cus-

tomer purchases the PL if 8y — p7 > max{f — p’m,O}
With simple algebraic manipulations, we can arrive at
the following inverse demand functions for ML and

PL: P/m(q/m>q])—1_q]m_yq]andp/(qlm’q])—y(l_
qn — qb).j € {BS, PS}.

3.6. Sequence of events

We investigate how the platform’s private label influences
the manufacturer’s financing strategy. Figure 2 presents
the sequence of events modelled in this study (with or
without the private label). We provide a summary of key
model parameters and variables in Table 2.

4. Model analysis
4.1. BS configuration

Under this lending framework, the bank takes the lead
by establishing the interest rate (rgs). Subsequently, the
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After successful order fulfillment,
the manufacturer pays the refer-
ral fee to the platform and repays

If the manufacturer fails to fulfill
customer orders, he gets nothing.
Under BS, the bank seizes the col-
Under PS, the platform

After successful order fulfillment,
the manufacturer pays the refer-

The manufacturer
e The manufacturer and
chooses the equilibrium . ; ;
. . . platform decide ¢/, and ¢’
lending configuration: their brand " tivel ¢
BS or PS. eir brands respectively.
the loan.
| | | | |
The bank in BS (or Manufacturer’s operational
the platform in PS) risk is realized.
sets 725 (or rP9).
lateral.
gets nothing.
(a) With private label: BS and PS
The manufacturer
lce};lo(?isfgs thiozggﬂlrl;?g? The manufacturer decides
= [e . ] /
BN or PN, ¢, for the ML product.

ral fee to the platform and repays
the loan.

| |
The bank in BN (or
the platform in PN)

sets PN (or rI'N).

Manufacturer’s operational
risk is realized.

If the manufacturer fails to fulfill
customer orders, he gets nothing.
Under BN, the bank seizes the
collateral. Under PN, the plat-
form gets nothing.

(b) Without private label: BN and PN

Figure 2. Timing of the games with or without the private label (PL).

manufacturer and the platform strategically and simulta-
neously determine their sales quantities, g=°,i € {m, e}.
We use backward induction to solve this two-stage sub-
game. First, for a given bank interest rate, r?s, we
determine the optimal selling quantities g5 and g5’
that maximise TTB5(gB5, ¢55, r}fs) and T155(gB5, g5, rl]fs),
respectively. The manufacturer and the platform are risk-
neutral profit maximisers and solve the following optimi-

sation problems.

max{T (g > 1) = (1= (0 = a)pprdy

e m Im
qm

= oy (1+ 1) = ABeqy),

ma TS5, 5.9 = (1~ Mgl
9e

+ (P = 00)q.” — Zkqy).

Then, we substitute g5 and ¢55 in the bank’s profit
function, I155(g55, g55, rP%)). The bank sets the financ-
ing condition (i.e. the interest rate) based on the
manufacturer’s operational risk, which leads to loan
default. The bank solves the following optimisation prob-

lem while determining its interest rate r?s*: rBs

{rBSITIPS (gB3, 455, rB%) = 0}, where T} (¢55, 455, rP%) =
(1= )egBS (1 + rES) + 2BcqB — cqBS. The following

lemma presents the equilibrium results in BS configura-
tion.

Lemma 4.1: For the BS configuration, there exists a
unique equilibrium, and the equilibrium interest rate and
sales quantities are given by:

s _ (1=

A
(1—a)2—7)(1—1)
BS* _ —c2—-0(1—-a)1 —1))
I = A—a@—yA+al—D)NA -1
y (1= a)(1 — a(l = )1 — 2)
psr _ FCy A1+a—al)—2c0(1 —a)d— 1)

T T U—ay@—y0+a=)1=A)

The corresponding profits of the manufacturer and the
platform are expressed as follows:

(1 =@)@ =)0~
BS* —c2—=-—0(1—-a)1=2)))
W = t-wa—yataa-mra-n




(((c+A-)A+ald—21)A—-2)
—ca(l—o(1 —a)(1 —=1)(1 —=21))
—ay?(1 —a)(1 = 21)? =2c6(1 —a)(1 = 1))
(A-a)d—-ad—-24)>1A-2)
BS* +cy Q4+ a—al) —2c0(1 —a)(1l — 1))
C 0= a)PE -y Hal =) -2
(a(c@—-y(Q+al—1))
+6(1 —a)(1 — 1))
+1-a)2—-y)0—-2)
(A-a)2-y)A-4)
—c(2—-06(1—0a)(1—21))))
(1-a)P@—-yQ+al—1))>*A-1)
k(1 —a)2—y)A — 1)
—c2-60—-a)1—21)))

QI-a)@d—yQ+a@ =)0 -2’

respectively.

4.2. PS configuration

Within this framework, the platform initiates the pro-
cess by defining the lending rate, r’S. Following that,

both the manufacturer and the platform simultaneously
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decide their sales quantities g°> and ¢&5, respectively.

Once again, we apply the backward induction method
to solve this subgame. For a specific platform interest
rate 75, we begin by solving the manufacturer’s and the
platform’s profit maximisation problems to derive their

respective sales quantities. g°>* and g%*:
PS, PS PS _PS

max{IL,’ (g, qe™> 7e")

I

= (1 =)A= a)prghy — cgh (1 + %)),

PS, PS _PS _PS
max {I1,(q,,>q. "> 7 ")
PS _PS
e ste

= (1= ) (apP>qs + ™51 + %))
+ (P = 00)qy° — (c+ Ak)gyy ).

At the final stage of the process, the platform optimises its
profit, thereby influencing the resulting interest rate. 725",
Lemma 4.2 describes the outcomes at the equilibrium

condition for the PS lending configuration.

Lemma 4.2: For the PS configuration, there exists a
unique equilibrium, and the equilibrium interest rate and
sales quantities are given by:

(1—a)8—4y +72+ya’@—y)A -1 =14 —-7)
2—-2k—p)—a(l—-—1)B—=2y —yA2 —-2k—17y))
—c(8 4 405(1 — a) — 164 + 44 Q2a + 5(1 — a)?)

Ps _ A +a(l =)@ =010 —-a)*’(1—=21) =212 —a))))
€ 2e8=3y =202+ y (A =))A =D+ a2y Q=12 =244—1y))
pgt 2—c2=02=2))—y2—=21) =220 +k)

T = 3 20+ 7 (=)A= + a2y (1= )2 —2i4—7p)

bt _ 764 c(l+a(l — 1)@ +0(1 — ) (1 — 1) =23 = DA = 2a(l = (3 — L — k)

9e

2y(8=3y =202 +y(1—=A)A -4 +a?y(1—-21)?—2(4—7))

>

4602 —a)(1 =) —y2Q —a)A +ad = 21)A = 1)

298 =3y —202+70 =)A= +a2y(1 -2 -244—7y))

The corresponding profits of the manufacturer and the
platform are expressed as follows:

PS* _
I, =

Q=)A= =02=2))+7y2=1) —2(1 — 1 —kA))?

and

B8—=3y —2a+yQ =)A=V +a2y(Q—1)?*—21(4—y))?

4222 —a) 1 =)+ y3A =)’ = 2)? =2y2Qa —2c(2 = 1)
+co(1 —a)?>(1 — 2)? = 2ai =220 + k(2= 2) = 1))
+y (24 =462 =)+ %A —a)’(1 = 1)?) +4(0 — 1 —kA)?)

PS* _

—4cy (1= A —kA) + 02 —2a(1 — 1) — A(1 — k(2 = 1) + 1))

€ 4y 8—=3y =202+ 71 =)A= +a2y(1 =212 =214 —17))
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4.3. BN configuration

Under BN, the bank first decides the interest rate (thN).
Next the manufacturer determines the selling quantity,
g2N. The profit functions for the manufacturer, platform,
and bank are given by:

2 (BN, PNy = (1 = (1 — a)pBN (BN BN
cqm (1 + rbN)) — iﬁcq
TN (BN, BNy = (1 = DapBN (BN BN — JkgBN
PN (BN, /BNy = (1 = 2)egBN (1 + BN
+/1,chm - Cqm .

Lemma 4.3 describes the outcomes at the equilibrium
condition for the BN lending configuration.

Lemma 4.3: For the BN configuration, there exists a
unique equilibrium, and the equilibrium interest rate
and the manufacturer’s sales quantity are given by:

BN (=p)4 BN* _1

b = 9m = 3 ~ s=aya=r)- [he correspond-
ing profits of the manufacturer and the platform are

expressed as follows: TIEN" = %ﬁ and TIBN" =
(1—c—a—A+ad)(14+c—a)a—(1— a)(2k+a)/1)
4(1—a)2(1—2)

4.4. PN configuration

In this setting, first, the platform determines the inter-
est rate, N, which maximises her profit function, ITYN.
Next, the manufacturer decides the selling quantity, g°~,
for which his profit is maximised. The profit functions for
the manufacturer and the platform are given below:

N (g s re) = (1= (1 = @) (G )
— gy (141N,

TN (PN, PPNy = (1 = D) (apPN (PN g

+ cqm (1 + rPN)) lkqm - cqm .

Lemma 4.4 describes the outcomes at the equilibrium
condition for the PN lending configuration.

Lemma 4.4: For the PN configuration, there exists a

unique equilibrium, and the equilibrium interest rate and

the manufacturer’s sales quantity are given by: r'N" =

c—a)i+(1—a)(l—a—(1—k—a)l)— c PN* _ 1—c—2— k/l The
C—a)(1=2) m = 2—a)(1-1)"
corresponding profits of the manufacturer and the plat-
(1—a)(1—c—1—kA)?
102—a)2(1—7)

form are expressed as follows: TI'N" =

PN* _ (1—c=A—k2)?
and IL,Y = 4(2_0()(1_%.

Platform's interest rates

0.40 0.45 0.50 0.55 0.60

Unit production cost of ML (c)

Figure 3. Comparison of platform interest rates under PS and PN.
Parametricvalues: 1 =0.2,6 =0.7,a = 0.3,k = 0.2.

5. Results

In this section, we compare the lenders’ interest rates,
firms’ selling quantities, and firms’ profits under bank
and platform financing (with or without PL). For our
analyses, we only consider the feasible region for which
the interest rates, selling quantities, market prices, and
firm profits are non-negative. Throughout our analyses,
we have extensively explored a wide range of parameter
values (i.e. varying 4, , a, B, k, cand y ). For example, in
Figure 3, we have used the following parametric values for
demonstration purposes: A = 0.2,0 = 0.7, = 0.3, f =
0.2, k=102, ¢, and y € {0.3,0.5}. The referral fee rate
(a) for Amazon.com ranges from 2% to 45%.%2 Hence, we
consider the referral fee (a) to be 0.3, which has also been
used in Huang (2022). Similarly, around 20% of all e-
commerce shipments and 30% of cash-on-delivery ship-
ments face delivery issues and return to origin. Hence, we
consider the fulfillment risk to be 0.2. Private label reports
indicate that the manufacturing cost of PL varies between
50% and 85%* of the ML product’s manufacturing cost.
Hence, we consider that the unit production cost of PL is
70% of ML'’s production cost. Further, all the parametric
values also have support from the existing literature (see
Lu et al. 2024; Mandal et al. 2024; Rath et al. 2021; Wang,
Fan, and Yin 2019; Zhen et al. 2020 for further details).
The Appendix below contains all of the proofs for this
section.

5.1. Bank and platform interest rates

Given the manufacturer’s financing choice, we first com-
pare the lender’s interest rate. Without the PL, the plat-
form’s only sources of income are referral fees and the
manufacturer’s loan repayment when the manufacturer
opts for platform financing. By selling the PL, she secures



an additional source of revenue. Intuitively, under the PS
configuration, the platform should consider offering the
manufacturer a higher interest rate than in the PN con-
figuration. This would compel the manufacturer to lower
ML sales quantities, thereby enhancing the sales of PL.
In contrast, our findings indicate that the platform could
charge a reduced interest rate with the PL compared to
the scenario without the PL. We present this result in
Proposition 5.1.

Proposition 5.1: (Impact of private label on the lender’s
interest rate):

(a) When the manufacturer chooses platform financing,
then r™N" > 2" if ¢ > SN Otherwise, if ¢ < ¢S,
then rPN < rPS .

(b) When the manufacturer chooses bank financing, then
/BS* _ BN
" b -

Contrary to conventional wisdom, Proposition 5.1(a)
shows that the interest rate is not always raised by the
platform while launching her PL. Instead, in Figure 3, we
observe that she reduces the interest rate upon introduc-
tion of the PL if the unit ML production cost, ¢, is high.
This can be explained as follows. Without the PL, the plat-
form generates revenue through two sources: (a) referral
fees and (b) the total interest earned on the amount bor-
rowed by the manufacturer. When the platform launches
the PL, she secures an additional revenue stream by sell-
ing its own brand. Under low unit production cost, c, the
platform lowers the interest rate in the absence of the PL,
allowing the manufacturer to increase ML production.
In contrast, in the presence of PL, the platform aims to
promote her own brand and may, therefore, increase the
interest rate charged to the manufacturer. Consequently,
the platform earns higher profits from selling the PL,
leading to an increased interest rate in the presence of
the PL. (i.e. rEN* > rfs*). However, when the unit pro-
duction cost, ¢, is high, the platform does not generate
sufficient profits from selling the PLs due to the increased
PL costs. Thus, the presence of the PL may incentivize
the platform to reduce her interest rate. This is because
the platform also benefits from the interest paid by the
manufacturer on the borrowed amount. Consequently,
the platform may lower its interest rate, encouraging the
manufacturer to increase production. Thus, the platform
lowers her interest rate when PL is present (i.e. 77 N* <

rP$") and the unit ML production cost is high.

In Proposition 5.1(b), we find that the introduction
of the PL does not affect the bank’s interest rate. It is
important to note that the bank operates outside the e-
commerce supply chain and functions within a perfectly
competitive market, setting the interest rate such that its
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marginal revenue equals the marginal cost of lending.
Consequently, the introduction of PL does not affect the
bank interest rate. Thus, the interest rate set by the bank
remains unchanged with the introduction of a private
label. Next, in Proposition 5.2, we compare the interest
rates offered by the bank and the platform under different
lending configurations: BS, PS, BN, and PN.

Proposition 5.2 (Comparison of bank and platform
interest rates): Comparing the equilibrium bank and
platform interest rates under different lending configura-
tions, we obtain:

(a) rEN* < rPN and rB <r
(b) rEN > rPN and rh ">
(o) rlgN* < rPN and rB rb ">

S ifc < min{cB, rSP} 5
R 1fc > max{crN,ch}

,zfy < yBP6anchP <

BP
c <* CoN- )
(d) EN > rPN and r?s R zfy > yrSN and cfﬁ <
BP
c<cyg-

Proposition 5.2(a) demonstrates that when c is low
(ie.c < mln{crN, CBP 1), the bank sets a lower interest rate
compared to the platform. Conversely, Proposition 5.2(b)
indicates that a high ¢ (i.e. ¢ > max{cBP BP s 1) leads the
bank to impose a higher interest rate than that of the
platform. The following is an explanation for these find-
ings. When the cost of production c is low, the collateral
requirement specified by the bank accounts for a consid-
erable proportion of the overall value of the loan, given
the loan amount itself is modest. This lowers the risk of
default for the bank, allowing the manufacturer to secure
the necessary funds at a reduced interest rate. In contrast,
the platform provides unsecured loans to the manufac-
turer and bears the entire risk of potential nonpayment
of the loan amount. Hence, the interest rate under the
PF configuration remains higher than that under the BE.
On the contrary, when ML production costs rise, the
ML sales quantities decline. Under PF (in both scenar-
ios, with and without PL), the platform earns revenue
from various sources: referral fees and interest on the
amount borrowed by the manufacturer. A decline in ML
sales reduces the earnings from referral fees. To coun-
teract this, the platform lowers the interest rate, thereby
boosting the manufacturer’s sales quantities. Despite a
decrease in interest fee revenue, the platform compen-
sates for this with a surge in referral fee revenue driven by
increased ML sales. Consequently, the platform can gen-
erate a higher overall revenue by offering a lower interest
rate to the manufacturer.

Furthermore, in Proposition 5.2(c,d), we present
threshold policies by comparing the bank and platform
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Figure 4. Comparison of bank and platform interest rates under different lending configurations. Parametric values: 1 = 0.2, § = 0.7,

a=03,8=02k=02.

interest rates for intermediate values of ML unit produc—
tion costs (i.e. max{ HS, fSP} < ¢ < min{ rN, }) For
intermediate values of the production cost and in the
presence of the PL, when the perceived quality of PL (i.e.
y ) is low (high), the interest rate charged by the platform
is lower (higher) than that of the bank. Figure 4(a,b) illus-
trate the same phenomenon. As the perceived quality of
the PL (y) increases, the competition intensity of the PL
also increases. When the value of y islow, the profitability
of the platform from PL sales decreases. As a result, she
lowers her interest rate to offset the profit losses incurred
from PL sales. On the contrary, when y is high, there is
an increase in the platform’s revenue from PL sales. The
platform increases its interest rate to promote PL sales.
Research on supply chain finance (SCF) suggests that,
unlike traditional lenders such as banks, the platform
may offer interest rates that can be either lower or higher.
For instance, Chang et al. (2022) demonstrate that if the
seller has a higher working capital, the platform offers
a lower interest rate than the bank. Rath et al. (2021)
indicate that the platform provides an interest rate that
exceeds the bank’s rate for lower production cost values.
Otherwise, the interest rate charged by the bank is higher
than that of the platform. In a market with an intermedi-
ary platform’s PL, we find a similar insight. In a market
configuration with a dual-channel manufacturer, Zhen
etal. (2020) illustrate that the bank’s interest rate may sur-
pass the platform’s interest rate when there is a high refer-
ral fee or fierce competition between online and offline
channels. This study contributes to the existing litera-
ture by investigating the impact of the platform’s private
label (PL) on the interest rates set by both the bank and
the platform. Although conventional thinking suggests
that launching a PL would push the platform to impose
higher rates than banks, our analysis demonstrates that

the platform may instead reduce interest rates, even while
maintaining its private label.

5.2. Sales quantities of the manufacturer

Next, we focus on comparing the manufacturer’s sales
quantities under different lending configurations: BS, PS,
BN, and PN. In Proposition 5.3, examine how the intro-
duction of the private label affects the manufacturer’s
sales quantities across various lending configurations.

Proposition 5.3 (Comparison of ML sales qunatitites):
Comparing the equilibrium ML sales quantities under dif-
ferent lending configurations, we obtain:

BN* _ _PN* BS* _ PS* in{cBP, cBP
@) g > gy andqy > g, ife < min{cf, cb¢)

(b) qBN <6]PN anquS <6]PS 1fc>max{ch,cB }.

(© ap > ay and gy <aqy, if y <yt and
A<l

(d) gu’ < dap and g > gy, if v =8 and
BP P
o <e< .

Proposition 5.3(a) states that when c is low (i.e. ¢ <
min{c qN,cg 1), the manufacturer’s sales quantities are
always higher under the BN (BS) configuration than
the PN (PS) configuration. Whereas Proposition 5.3(b)
indicates that when the unit production cost is high
(ie.c > max{cBP , cBP }), the manufacturer’s sales quanti-
ties are greater w1th platform financing than with bank
financing. This result is influenced by the fact that the
bank’s interest rate is lower (higher) than the platform’s
interest rate when ¢ is low (high). As a result, the sales
quantities for ML under the bank financing remain
consistently higher (lower) than those under platform
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financing for low (high) production cost values, irre-
spective of the platform’s decision to introduce a private
label.

Next, in Proposition 5.3(c,d), we demonstrate thresh-
old policies for ML quantities when ¢ is moderate
(i.e. max{ qf,, cgg} < ¢ < min{ qf,, cgg}). For a moderate
production cost and a perceived low (high) quality of PL,
in the presence of PL, the manufacturer opts for higher
(lower) ML sales quantities under the platform financing
strategy compared to bank financing (see Figure 5(a,b)).
As the quality of the PL increases, the competition inten-
sity of the PL increases, leading more customers to choose
the PL over the ML. Thus, for a moderate value of pro-
duction cost and a low-quality (high-quality) PL, the
bank charges a higher (lower) interest rate compared
to the platform (see Proposition 5.2(c,d)). Hence, under
low (high) perceived quality of the PL, the sales quanti-
ties for ML are greater (lower) under platform financing
compared to bank financing.

Our findings are consistent with previous research,
suggesting that the manufacturer’s sales quantities (and,
similarly, product prices) under platform financing can
be lower/higher than those under bank financing (Rath
et al. 2021; Yan et al. 2020; Zhen et al. 2020). We con-
tribute to this stream of literature by investigating the
impact of the platform’s PL on ML sales quantities.
The prevailing notion is that when the platform intro-
duces a private label, the manufacturer should set lower
sales quantities under platform financing compared to
bank financing. On the contrary, the manufacturer may
increase his sales quantities under platform financing
in comparison to bank financing, even when the PL is
present, while he would set larger sales quantities under
bank financing in the absence of the PL.

5.3. Manufacturer’s profit and equilibrium
financing choice

In this section, we examine how the presence of the
platform’s PL impacts the manufacturer’s profits under
various lending configurations. The prevailing wisdom is
that upon the introduction of the PL, the manufacturer
primarily benefits from bank financing. In contrast to this
line of thinking, Proposition 5.4 demonstrates that the
manufacturer may benefit from platform financing even
with the presence of the private label (PL), whereas she
would generally prefer bank financing without the PL.

Proposition 5.4: Comparison of manufacturer’s profit:
Comparing the equilibrium manufacturer’s profit under
different lending configurations, we obtain:

(a) H];N* > anN* and H?ns* > ans*, if c < min{cgﬁ,

P
s )
(b) MY < MY and T3 < T1,Y, if ¢ > max{chy,
BP
¢}
qS

(c) mEN" > PN
BP << B
(d) TIBN" < IPN° gnd TIBS* > 1P%, if y > y(fg\] and

P P
s c<cy

and TIBS" < TIPS, if y < y‘%’v and

Proposition 5.4(a) states that when c is low (i.e. ¢ <
min{cgf,,cgéJ ), the manufacturer attains higher profits
with bank financing compared to platform financing.
Whereas Proposition 5.4(b) states that for higher unit
production costs (i.e. ¢ > max cgf\),,cgg ), the manufac-
turer’s profit is greater with platform financing than with
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bank financing. This occurs because, when the unit pro-
duction cost ¢ is low, the manufacturer sets higher sales
quantities (and consequently lower market prices) under
the bank financing strategy than the platform financ-
ing. Nevertheless, the increase in ML sales quantities
under bank financing is sufficient to compensate for the
reduction in market prices, resulting in the manufacturer
earning higher profits with the BN (BS) configuration
than with the PN (PS) configuration. Thus, the manufac-
turer chooses bank financing (platform financing) when
the unit production cost is low (high), regardless of the
platform’s decision to introduce the PL.

However, the findings above change considerably
for moderate values of production costs (that is,
max{c?ﬁ, cBg }<c< min{cgﬁ, cgg 1. Conventional wis-
dom posits that if the platform introduces a private label,
the manufacturer should, as a counterstrategy, opt for
bank financing. Surprisingly, Proposition 5.4(c) demon-
strates that the manufacturer does the opposite by switch-
ing to platform financing when the production cost val-
ues are moderate and the perceived quality of the PL is
low (ie.y <y qtg;\]). With the introduction of the PL, the
manufacturer gains greater profits from platform financ-
ing, while, in the absence of PL, the manufacturer would
have earned greater profits through bank financing (see
Figure 6(a)). This can be explained as follows: for inter-
mediate levels of production costs and a low-quality pri-
vate label, the interest rate offered by the platform is lower
than the bank’s interest rate (see Proposition 5.2(c)).
Consequently, when the perceived quality of PL is low, the
ML sales quantities are higher under platform financing
than under bank financing.

In contrast, Proposition 5.4(d) states that when the
production cost is at a moderate level and the perceived
quality of PL is high, the PL introduction decision results

in the manufacturer achieving a greater profit through
bank financing compared to platform financing (see
Figure 6(b)). To counteract the threat posed by the plat-
form’s PL, the manufacturer switches to bank financing
following the introduction of the PL. When the perceived
quality of the private label is high, the volumes of ML
sales are greater with bank financing than with platform
financing (see Proposition 5.3(d)). Hence, the manufac-
turer opts for the bank financing strategy in the presence
of PL.

Another key parameter for e-commerce platforms
is the referral fee (a), which denotes the commission
rate that platforms, such as Amazon, JD.com, and Wal-
mart, charge third-party manufacturers (Geng, Tan, and
Wei 2018). Based on anecdotal data, the referral fee is
observed to range from 8% — 45%. For example, Ama-
zon.com charges a 17% referral fee for clothing and acces-
sories, an 8% fee for consumer electronics, and a 15% fee
for books and software from third-party sellers (Ama-
zon 2024). Managers in small and medium enterprises
are keen on understanding how they should devise their
financing strategy corresponding to their specific prod-
uct categories. Therefore, we pose the following ques-
tion: How does the referral fee impact the manufacturer’s
equilibrium financing strategy? Nevertheless, due to com-
putational intricacies, we numerically examine the effect
of referral fee (o) and perceived quality of PL relative
to ML (y) on the manufacturer’s strategic financing
choice.

Figure 7(a)’ shows that the manufacturer opts for
bank financing when the referral fee is low and plat-
form financing when the referral fee is high. It is worth
noting that, under PN, the platform earns revenue from
both the referral fee and the interest accrued on the
loaned amount. On the other hand, in BN, the platform
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relies solely on referral fee revenue. For high referral fees,
the platform reduces its interest rate, which stimulates
greater ML demand and results in higher overall prof-
its for the platform. In contrast, when referral fees are
low, the platform increases the interest rate to optimise
its profit from loan interest. Because bank financing pro-
vides a collateralised loan to the manufacturer, the bank’s
interest rate is lower than that of the platform. Therefore,
for low (high) referral fees, the manufacturer’s profit from
bank financing is higher (lower) than that from platform
financing.

Intuitively, the manufacturer should choose bank
financing in response to the platform’s PL introduction.
Contrary to the conventional notion, we find that the
manufacturer may still opt for platform financing despite
the presence of the PL. Figure 7(b) illustrates that with
the introduction of PL, the manufacturer achieves higher
profits with platform financing for intermediate levels of
referral fees and a low-quality private label. This occurs
because the platform sets a reduced interest rate when
the perceived quality of the PL is low (i.e. y is low). As
the platform achieves lower revenue from selling the PL
(as y is low), she reduces her interest rate to enhance
greater demand for ML products and increase her profit.
On the other hand, as the quality of the private label (y)
increases, its competition intensity also rises. To promote
the PL, the platform raises her interest rate. In response
to the decision to introduce the PL, the manufacturer
switches to bank financing.

Previous literature has compared manufacturer profits
under bank financing and platform financing and reports
that the upstream manufacturer earns higher profits with
platform financing when referral fees are high (Rath
et al. 2021; C. Wang, Fan, and Yin 2019). In contrast,
our study demonstrates that upon the introduction of
PL, the manufacturer can secure a higher profit under
platform financing than under bank financing; while in
the absence of the private label, the manufacturer would
have earned more with bank financing than with plat-
form financing. Thus, the presence of PL may result in a
competitive relationship between the manufacturer and
the platform.

6. Impact of private label introduction

Existing literature on private labels examines the mar-
ket conditions under which a downstream retailer (Li,
Cai, and Chen 2022; Ru, Shi, and Zhang 2015) or plat-
form (Li et al. 2023; Zhang and Hou 2022) introduces its
own PL. In this study, we present the following question:
In case the upstream manufacturer is capital-constrained,
under what market conditions would the platform decide
to introduce her own private label? The common intuition
suggests that the platform should always introduce the
PL while simultaneously extending working capital loans
to the manufacturer. The rationale behind this is that
the platform can generate revenue from both avenues:
through the sale of PLs and the repayment of loans by
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the manufacturer. In contrast, our findings indicate that
the platform refrains from introducing the PL when the
perceived quality of PL, relative to ML, is significantly
low.

From Figure 8(a), we obtain identical conditions for
the platform’s PL introduction decision under ‘no financ-
ing’ (in case the manufacturer is not capital-constrained)
and bank financing scenarios. We can easily show that
the manufacturer and platform generate identical prof-
its under no financing!® and bank financing scenarios.
This is because the bank operates within a perfectly com-
petitive market, establishing an interest rate at which its
expected profit breaks even. In Figure 8(a), we observe
that the platform does not always benefit from introduc-
ing the PL. In cases where the perceived quality of PL
is significantly lower than that of the ML, she should
refrain from introducing the PL. A low-quality PL leads
to diminished revenue for the platform from PL sales.
Furthermore, with the introduction of the PL, there is a
decrease in ML sales due to the PL encroachment, result-
ing in a further reduction in the platform’s profits derived
from referral fees. Thus, her overall profit diminishes
with the introduction of the PL when the perceived qual-
ity of the PL is low. This result is consistent with the prior
literature on the private label (Ru, Shi, and Zhang 2015).

However, the platform’s strategy of introducing the
PL differs when the capital-constrained manufacturer
chooses platform financing. In particular, in Figure 8(b),

we observe a distinct grey region (indicated by low refer-
ral fees and a low-quality PL) where the platform opts
not to introduce PL under the platform financing, while
it would have been introduced under no financing or
bank financing scenario. By offering loans, the plat-
form guarantees income from loan repayments made by
the manufacturer. Conversely, when the manufacturer
chooses platform financing, she gains an additional rev-
enue stream from PL sales. In the grey-shaded region (see
Figure 8(b)), where the perceived quality of the PL is low,
the revenue generated from PL sales is limited. Further-
more, to promote the PL, the platform raises her interest
rate, leading to decreased ML sales and a decline in rev-
enue from loan repayments and referral fees. The loss in
profit due to the increased platform interest rate cannot
offset the gains from PL sales, particularly when the qual-
ity of the PL is low. Conversely, without the PL, there
is an increase in ML sales, resulting in higher revenues
from loan repayments and referral fees. Hence, for low
referral fees and a low-quality private label (PL), the plat-
form adopts a cooperative strategy by choosing not to
introduce the PL.

Previous literature has shown that a retailer introduces
its own PL when the PL quality is high (Li, Cai, and
Chen 2022; Ru, Shi, and Zhang 2015). Li et al. (2023)
also find a similar market scenario in which a platform
decides to introduce the PL. Compared to the studies
mentioned above, we find that the insights from our study



are consistent and robust. However, our research illus-
trates that when the capital-constrained manufacturer
opts for platform financing, she can adopt a cooperative
strategy by refraining from introducing the private label.

7. Model extensions

In this section, we explore several model extensions.

7.1. Premium private label

In the base case scenario, we assume that the perceived
quality of the PL is lower than that of the ML. In this
extension, we consider a scenario in which the platform’s
PL is a premium brand compared to the ML, i.e. y > 1.
For the benchmark configurations, the inverse demand
functions for ML remain the same (i.e. p},(q) = 1 — g
j € {BN, PN}). Similar to Section 3.5, in the presence of
PL, we derive the following inverse demand functions for
ML and PL: ) (g 42) = 1 — gy — g and pl(q)n q1) =
7 = dm—74ej € (BS,PS}.

Under BS configuration, the profit functions of
the manufacturer and the platform are given by:
3 (@ah e ) = (L= (A = a)ppap 4 ), —
cq],gns(l + rBS)) - /lﬂcq]fns, and HES(qEHS,qES, rl]fs) =(1-
Dappy (@ 4. ) G + 0 (@ 4°) = 9045 — Ay,
respectively. The profit function of the bank is given by:
TIPS (qhe, 4%, rp®) = (1 — A)eqie (1 + 13%) + ABeqhe —
¢g>S. Under PS configuration, the profit functions
of the platform and the manufacturer are given by:
PSS, %, 125) = (1 — ) (apfS (g5 a2+t
(1+722) + (5 (- 4c°) — 60)ge° — (¢ + Ak)q;y, and
T3 (g 425 1) = (1= ) (1 = o)pp (q> 46y
— cqP5(1 4 1P9)), respectively. The resulting equilibrium
expressions for BS and PS are available in Appendix Al
(see Online Supplement). We again observe that, in the
presence of the PL, the manufacturer attains higher prof-
its with bank financing than platform financing when ¢ <
cggl (see the Appendix below for the value of cggl ). Other-
wise, the manufacturer prefers the platform financing. In
Figure 9, we find that the manufacturer chooses the plat-
form financing when the perceived quality of PL is not
too high and referral fees are high. Further, Figure 9(b)
reveals that with the introduction of PL, the manufac-
turer achieves higher profits with bank financing, thereby
switching from platform financing (see Figure 9(a)) to
bank financing for moderate levels of referral fees.

7.2. Impact of initial working capital

In this section, we assume that w (w > 0) be the ini-
tial working capital of the manufacturer and he borrows

INTERNATIONAL JOURNAL OF PRODUCTION RESEARCH . 17

the remaining amount, (cq]m — w) from either the bank
or the platform. We derive the equilibrium expressions
under the lending configuration j € {BN, PN, BS, PS} in
Appendix A2 (see Online Supplement). Due to the com-
plexity of the equilibrium expressions, we numerically
analyze the impact of the initial working capital on the
manufacturer’s financing choice.

From Figure 10(a,b), we find that as w increases,
regardless of the presence of the PL, the manufacturer
tends to switch from bank to platform financing. When
w is low (i.e. w < min{wllfjp , WEP 1), the manufacturer
opts for bank financing over platform financing. How-
ever, when w is high (i.e. w > max{wf,P , wfp 1), the man-
ufacturer chooses platform financing. With a high w,
the manufacturer requires a smaller loan amount, thus
reducing the risk of loss associated with potential man-
ufacturer default. As w increases, the platform reduces
her interest rate, incentivizing the manufacturer to opt for
platform financing. We refer to this as the wealth effect.
We find interesting results when the value of w is moder-
ate (min{wﬁp, wgp} <w< max{wﬁp, W?P}). When w is
moderate and y is low, in the presence (absence) of the
PL, the manufacturer opts for platform financing (bank
financing).

7.3. Reseller mode

In addition to functioning as a marketplace, the plat-
form can also operate as a reseller (Abhishek, Jerath, and
Zhang 2016; Tian et al. 2018). In this mode, the platform
purchases products from the manufacturer at a wholesale
price Z; and resells them to the customers at retail price
pl, for j € {BS, PS, BN, PN}.

Under BS configuration, the profit functions of
the manufacturer and the platform are given by:
T s G 405 7p0) = (1= D)@y — (e — w)
(1 +7%) = 2B (eqpy —w) —w, and TPz, g g
) = (1= Dy (ans 2% = 2y + (0 @ 42°)
— 0c)qBS — 1kqBS, respectively. The profit function of
the bank is given by: Hgs (2538, ¢85, ¢55, thS) =(1-
D) (eqr = w)(1+1p%) + 2B(cqpe — w) — (eqly — w).
Under PS configuration, the profit functions of the plat-

form and the manufacturer are given by: TIPS(2F%, b5,

455,188 = (1= ) (X (g, 42°) — 250)qhs + (cqhy —
w)(1+15%) + (02 (g5 40%) — 30)g> — ((c + 2k)qpy
—w), and anS(anS,qfns,qgsﬂ’fs) =(1- /1)(45515‘15:3 -

(cqbS — w)(1 + rE%)) — w. The profit functions for the

manufacturer, platform, and bank under BN are given by:

TIBS (28N, BN, rBN) = (1 — 2)(2BNgEY — (cqf — w)(1

+PN) = AB(cqEN — w) —w,  TIEN(ZEN, qiN,BrEN) =
(L= M) = pyy (@ ey — 2k, and TR (ZN,

q?nN, thN) =1- i)(cq],iN —w)(1+ rEN) + iﬁ(cqu -



18 S.BRATA RATHET AL.

0N e ]
EESEEL
0.25F 4
NAdcd -y +k2 A2 kA
0.201 B 20144 1
0
QL
[
g 01r BN*_PN* 1
] My =My
IS}
0.10 3
0.05[ 1
0.00 ‘ ‘ ‘ 1
1.01 1.02 1.03 1.04 1.05

y (Perceived quality of PL relative to ML)

(a) Without private label

0.30f Infancihla raminm
Infeasible region
HAENSEBY put Aty SADS
0.251 NPNTSMBNT and MBS">MPST ||
0.20 H

BNF [ qPN? BS* _ HPSt
My =My, and M7 M7

a (Referral fee)
o
o
T

0.10+ H

0.05- i

1.01 1.02 1.03 1.04 1.05

y (Perceived quality of PL relative to ML)

(b) With private label

Figure 9. Manufacturer's financing choices when y > 1. Parametric values:c = 0.5, § = 0.2,6 = 15,4 = 0.2,k = 0.2.

PS*
I_Im

0.032

0.031

0.030

0.029

0.028

Manufacturer's Profit

0.027

0.026 -
0.030

0.035 0.050

Manufacturer's initial working capital (w)

(a) Low v (y=0.3)

0.040 0.045

PS*
Mo

0.030

0.025

Manufacturer's Profit

0.020

I 8P BP
0.015} YN s
0.01 0.02 0.03 0.04 0.05

Manufacturer's initial working capital (w)

(b) High v (y=0.4)

Figure 10. Manufacturer's financing choices based on w. Parameter values: A = 0.2,6 = 0.7, = 0.3,c = 0.3, = 0.2,k = 0.2.

w) — (cgBN — w), respectively. Under PN, the profit
functions for the manufacturer and the platform are
given as anN(zan,qiN, rEN) =(1- l)(z?anﬁqN - (chmN
—w)(1 + rPN)) — w,and TIEN (2PN, gPN /PNy — (1 — 2)
(NG = i + (et = w1+ M) — ik
G — (g = w).

In this scenario, the manufacturer decides the whole-
sale price, followed by the lender deciding the inter-
est rate. The platform then decides the selling quan-
tities of PL and ML products. In Appendix A3 (see
Online Supplement), we provide the equilibrium out-
comes for all four configurations: BS, PS, BN, and PN. In
the following proposition, we analyze the manufacturer’s
strategic financing choice (with and without the PL).

Proposition 7.1 (Comparison of manufacturer’s profit
in reseller mode): Comparing the equilibrium manu-
facturer’s profit under different lending configurations in
reseller mode, we obtain: TIEN" > TIPN" gnd 118" >
s’

Proposition 7.1 suggests that the manufacturer always
prefers bank financing under the reseller mode. The rea-
son behind this is as follows. When the platform buys the
product from the manufacturer and sells it to customers,
the procurement cost of the ML remains more than the
procurement cost of the PL, because the manufacturer’s
wholesale price is always more than the unit production
cost of ML (i.e. ¢), which is more than that of PL (i.e.



oc, where 0 < 1). Due to this, the platform’s profit mar-
gin becomes lower for ML products. In order to improve
the profit margin, she charges the manufacturer a lower
interest rate to nudge him to lower the wholesale price.
However, the manufacturer gets a higher profit under
BN/BS, even with a higher interest rate compared to the
PN/PS configuration, as he is able to charge a higher
wholesale price to the platform. Due to this, the manufac-
turer rejects the interest-free loan under PN/PS and opts
for the bank financing (BN/BS). The higher wholesale
revenue offsets the extra borrowing cost under BN/BS.

7.4. Impact of the platform’s PL quality
improvement

In this section, we extend our base model and ana-
lyze the impact of the platform’s PL quality improve-
ment on the manufacturer’s financing strategy. We
consider that the platform optimally enhances the

PL quality by y’ by incurring a cost g)/ (Ru, Shi,
and Zhang 2015). For the benchmark conﬁguratrons,
the inverse demand functions for ML remain the
same (i.e. p’m(q’m =1- q’m,] € {BN, PN}). In the pres-
ence of PL, a customer with valuation 6 purchases
ML ifLf,(0) > max{l(0),0},1.e.0 — pl, > max{0(y +
y’e p{g, 0}, j € {BS, PS}. Similarly, the same customer
purchases the PL if 8(y —|—yf2 p’ > max{f — p’m,O}
With simple algebraic manipulations, we can arrive at
the following inverse demand functions for ML and
PL: Py (@ns @) = 1 = @ — (7 + ¥e)qe and pl(on» ) =
(y +yle)(l - q’m - qf,z), j € {BS,PS}. Under BS config-
uration, the profit functions of the manufacturer and
the platform are given by: HBS(fo, q. ,rb S,y = (1 -
(1 = py (@ de ) — i L+ 7 S)) — Apeqyy

and HES(quS’qES’ rIbBS,yES) — (1 BS _BS

i)ap (qmiqe )
+(p§s(q§ns, 8y — 5c)qBS ikqm .5g(ye $)2, respec-

tively. The proﬁt function of the bank is given by:

,°(q, 2% 1% ye) = (1= Aequy (1 + 1) + B eqpy

— ¢gBS. Under PS configuration, the proﬁt functions
of the platform and the manufacturer are given by:
TS (g, 4% 1% ) = (1= D)@y (4, 48 I - ¢
A+ 10) + (0 ) — 00)a — (e + IR)gl;
= 5¢0;)% and Hl’swﬁf,qi’swi’%yfs’) =1 - -
)P (@ Ge ) — € (1 + 1)), respectively.

The inclusion of additional parameters and opti-
misation makes the problem analytically intractable.
Nonetheless, we conduct extensive numerical experi-
ments and generate the following insights. We provide
results from numerical analyses and equilibrium out-
comes for all four configurations in Appendix A4 (see
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Online Supplement). The PL quality improvement is con-
sistently higher under platform financing, which results
in higher PL sales and lower ML sales under PS com-
pared to BS. The platform earns more under PS, while
the manufacturer earns more under BS. Regardless of the
manufacturer’s financing decision, the platform always
benefits from introducing and optimising PL. Conversely,
the manufacturer always gains more from bank financ-
ing. When the platform enhances PL quality, PL becomes
more competitive. The manufacturer attempts to counter
the improved PL quality by lowering its price. How-
ever, this strategy fails to recover sales and ultimately
reduces the manufacturer’s profit. The platform, in con-
trast, can charge a higher price for the improved prod-
uct, attract more customers, and earn higher profits,
even after accounting for the additional quality improve-
ment cost. Overall, these results suggest that the platform
should pursue quality improvement, though only up to
an optimal extent.

8. Conclusion

Our paper examines a cooperative and competitive
relationship between an online platform and an SME
manufacturer. The platform competes with the cash-
constrained manufacturer by offering her PL, while also
offering finance services to him. We examine four distinct
loan configurations: BN, PN, BS, and PS, depending on
the manufacturer’s financing strategy (bank or platform
financing) and the platform’s decision to introduce PL.

Our paper is one of the first attempts to analyze how
a platform’s private label (PL) affects a manufacturer’s
financing decisions. Specifically, we study the cooperative
and competitive relationship between an online platform
and an SME manufacturer, where the platform competes
by offering its PL while simultaneously providing financ-
ing services to the manufacturer. Our work contributes to
academic research and also provides actionable insights
for managers.

Theoretical contributions

Our study contributes to the existing literature in sev-
eral ways. The existing supply chain finance literature has
examined the lending implications of different financing
options (Zhen et al. 2020; Chang et al. 2022). We con-
tribute to this research stream by analyzing how the pres-
ence of a platform’s PL affects the interest rates charged by
both the bank and the platform. We show that the plat-
form strategically adjusts its lending rate when it intro-
duces a PL and, in some cases, even charges a lower rate
than the bank.

Prior studies have also highlighted the importance of
referral fees in platform-based financing, demonstrating
that higher referral charges can increase a manufacturer’s
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profitability within this context (Chang et al. 2022; Wang,
Fan, and Yin 2019). We extend this line of inquiry by
showing that the manufacturer actually benefits more
from bank financing when the platform has no PL than
from platform financing when the PL is present. Finally,
research by Ru, Shi, and Zhang (2015), Liao, Yano, and
Trivedi (2020), and Li et al. (2022) has examined the
conditions under which PL introduction is beneficial to
the supply chain, with an emphasis on product quality.
Our findings are consistent with this literature: we show
that the platform introduces a PL only when its quality
is sufficiently high. Moreover, we add a new dimension
by demonstrating that if the manufacturer chooses plat-
form financing, the platform may strategically decide not
to launch its PL, effectively adopting a cooperative stance.

Managerial insights

Our results carry several concrete implications for
managers at both large e-commerce platforms and SME
manufacturers. Consider Amazon as an example: when
Amazon introduces PLs such as Amazon Basics in elec-
tronics or Solimo in home textiles, it might be expected
to raise lending rates to SME sellers like Power Practical
or Urban Villa to push demand toward its own brands.
However, our findings suggest the opposite may occur in
certain cases — when production costs are high, Amazon
could actually lower its lending rates relative to banks. By
doing so, Amazon ensures that SMEs continue supplying
manufacturer labels (MLs), thereby maintaining category
depth while simultaneously growing its PL line. JD.com
faces a similar trade-off in categories such as clothing and
accessories, where the perceived quality of PLs is uneven
and lowering lending rates can help balance competitive
tension.

For SME manufacturers, the results suggest that
financing choices must be carefully aligned with the com-
petitive environment. When Amazon launches a PL with
relatively low quality, SME firms may benefit from using
Amazon’s financing, as lower rates help sustain ML sales.
However, when the PL is perceived to be of high quality
- such as Amazon Basics in consumer electronics — bank
financing becomes the safer strategy to shield profitability
against stronger head-to-head competition. Referral fees
further complicate this decision. In categories with low
referral fees, such as groceries, bank financing remains
advantageous, while in categories with moderate or high
referral fees, like apparel or home goods, platform financ-
ing may prove more attractive even when a PL exists,
provided its quality is not significantly superior.

From the platform’s perspective, the interplay between
PL introduction and financing choices implies that the
two strategies should not be managed in isolation. Ama-
zon, JD.com, and similar platforms can maximise long-
term gains by coordinating their PL introduction with

lending policies. For example, in low-referral-fee cate-
gories where PL quality may struggle to match branded
products, such as fresh groceries, platforms may find it
more profitable to adopt a cooperative stance and avoid
introducing PLs if SME:s rely on their financing. In con-
trast, in categories where referral fees are higher and PLs
enjoy strong consumer acceptance, such as home elec-
tronics or household essentials, the combination of PL
introduction and lower lending rates can generate supe-
rior outcomes for both the platform and its ecosystem of
sellers.

In short, our analysis suggests that platforms should
view PL introduction, financing policies, and referral fees
as integrated levers of strategy rather than independent
decisions. Meanwhile, SME manufacturers should antic-
ipate how platforms deploy these levers in their product
categories and choose financing sources accordingly. The
case of Amazon and JD.com illustrates that the right
financing decision can make the difference between sus-
taining profitability and being crowded out by private
labels.

Future research avenues

Our paper is one of the first attempts to analyze how
a platform’s PL affects a manufacturer’s financing deci-
sions. We can further extend this work in different direc-
tions. Prior research (e.g. X. Li, Cai, and Chen 2022)
has looked at PLs that have a higher perceived quality
than national brand products. Including this dimension
of a private label in future research may lead to inter-
esting insights. We may also study price competition
between multiple manufacturers who sell their products
on e-marketplaces and face competition from the plat-
form’s private label. Further research on supply chain
finance may endeavor to undertake studies to empirically
validate some of the analytical results.

Notes

1. Retailer financing is the loan provided by the offline
retailer, through whom the manufacturer sells the goods
in the offline channel.

2. https://sellercentral.amazon.com/help/hub/reference/exte
rnal/G200336920#wjz_cjc_jcb.

3. https://www.loyal.guru/retail-trends/trends-private-label-
growth/.

4. https://hbr.org/1996/01/brands-versus-private-labels-fig
hting-to-win.

5. The values of cBf and cEF are provided in the Appendix
below.

6. We obtain the value of y 2% by solving cB = cBF. Due to
high level of non-linearity, we do not obtain a closed-form
solution to the above equation. It may be noted that ¢ <
o iffy <y SN

7. The values of cgf\), and cgg are provided in the Appendix
below.


https://sellercentral.amazon.com/help/hub/reference/external/G200336920#26;wjz_cjc_jcb
https://www.loyal.guru/retail-trends/trends-private-label-growth/
https://hbr.org/1996/01/brands-versus-private-labels-fighting-to-win

8. We obtain the value of y 3 qSN by solving ch = cBP Due to
the high level of non-linearity, we do not obtaln a closed-
form solution to the above equation. It may be noted that
P> ity <

9. In this scenario, we have considered that 0 < J < 1. We
also analyze a scenario in which J > 1. The results, pre-
sented in Appendix A5 in the Online Supplement, confirm
the robustness of our base-case findings.

10. The resulting equilibrium expressions for the ‘no financing’
scenario are available in Appendix B (see Online Supple-
ment).

Disclosure statement

No potential conflict of interest was reported by the author(s).

Notes on contributor(s)

Sambit Brata Rath serves as Assistant
Professor in the Department of Opera-
tions Management and Decision Sciences
at Xavier Institute of Management, XIM
University. His research focuses on supply
chain finance, retail operations, and sus-
tainable supply chain. He has published in

leading international journals, including
the European Journal of Operational Research, Transporta-
tion Research Part E: Logistics and Transportation Review, and
IEEE Transactions on Engineering Management.

Prasenjit Mandal is an Associate Pro-
fessor in the Department of Informa-
tion Systems, Supply Chain Management,
e and Decision Support at NEOMA Busi-
ness School. His research centres on rev-
enue optimisation, retail operations, the
marketing-operations interface, and sup-
ply chain finance. He develops analytical
models and employs optimisation, game-theoretic, and econo-
metric approaches to examine real-world business settings in
which supply chain partners face strategic trade-offs. His work
has appeared in leading refereed journals, including Manu-
facturing & Service Operations Management, European Jour-
nal of Operational Research, Transportation Research Part E:
Logistics and Transportation Review, Journal of the Opera-
tional Research Society, International Journal of Production
Research, and Tourism Management.

Preetam Basu is a Senior Lecturer in
the Department of Analytics, Operations
and Systems at the Kent Business School,
University of Kent. He has a doctorate
degree in Operations Management from
the University of Connecticut, USA. His
research interests include supply chain
management, start-up operations, services
outsourcing, supply chain finance, and revenue management.
His research has been published in the Journal of Operations
Management, Journal of Operational Research Society, Euro-
pean Journal of Operational Research, Decision Support Sys-
tem, Business Process Management Journal and International
Journal of Production Research.

INTERNATIONAL JOURNAL OF PRODUCTION RESEARCH . 21

Ou Tang is Professor of Production Eco-
¥ nomics at Linkoping University, Sweden.
His research includes production and
inventory modelling, closed loop sup-
ply chains, supply chain risk manage-
ment, sustainable supply chains, China
related operations management issues,
and energy policies. He has published
more than 100 scientific articles in international journals
including European Journal of Operational Research, Interna-
tional Journal of Production Economics, International Journal
of Production Research, Production and Operations Manage-
ment and others. He serves as editor for the International
Journal of Production Economics and is the past president
of International Society of Inventory Research, and current
president of European Decision Sciences Institute.

ORCID

Prasenjit Mandal 2 http://orcid.org/0000-0002-8868-2485
Ou Tang © http://orcid.org/0000-0003-3058-7431

Sambit Brata Rath (¥ https://orcid.org/0000-0002-9416-705X

Preetam Basu ‘© https://orcid.org/0000-0003-2645-015X

References

Abhishek, V,, K. Jerath, and Z. ]. Zhang. 2016. “Agency Selling
or Reselling? Channel Structures in Electronic Retailing.”
Management Science 62 (8): 2259-2280. https://doi.org/10.
1287/mnsc.2015.2230.

Allegro. 2025. “Allegro Merchant Finance.” Accessed Septem-
ber 15, 2025. https://help.allegro.com/en/sell/c/allegro-merc
hant-finance.

Amazon. 2024. “Referral Fees.” Accessed July 11, 2024.
https://sellercentral.amazon.com/help/hub/reference/exter
nal/GTG4BAWSY39798Z3.

Amazon. 2025. “Amazon Completes Axio Acquisition to
Enhance Digital Lending in India.” Accessed September 15,
2025. https://www.aboutamazon.in/news/company-news/
amazon-acquires-axio.

Bi, G, Y. Liu, and P. Wang. 2024. “Financing an Online
Newsvendor with considering the Impact of Advertising
Strategy.” International Journal of Production Research 62
(19): 7205-7225. https://doi.org/10.1080/00207543.2024.23
21609.

Buzacott, ]. A., and R. Q. Zhang. 2004. “Inventory Management
with Asset-Based Financing.” Management Science 50 (9):
1274-1292. https://doi.org/10.1287/mnsc.1040.0278.

Cao, X., X. Fang, G. Xiao, and N. Yang. 2023. “Opti-
mal Contract Design for a National Brand Manufac-
turer under Store Brand Private Information.” Manufactur-
ing & Service Operations Management 25 (5): 1835-1854.
https://doi.org/10.1287/msom.2021.0187.

Chai, L., D. D. Wu, A. Dolgui, and Y. Duan. 2021. “Pricing Strat-
egy for B&M Store in a Dual-Channel Supply Chain Based
on Hotelling Model.” International Journal of Production
Research 59 (18): 5578-5591. https://doi.org/10.1080/002075
43.2020.1787536.

Chakraborty, T., S. S. Chauhan, and X. Huang. 2022. “Qual-
ity Competition between National and Store Brands.”


http://orcid.org/0000-0002-8868-2485
http://orcid.org/0000-0003-3058-7431
https://orcid.org/0000-0002-9416-705X
https://orcid.org/0000-0003-2645-015X
https://doi.org/10.1287/mnsc.2015.2230
https://help.allegro.com/en/sell/c/allegro-merchant-finance
https://sellercentral.amazon.com/help/hub/reference/external/GTG4BAWSY39Z98Z3
https://www.aboutamazon.in/news/company-news/amazon-acquires-axio
https://doi.org/10.1080/00207543.2024.2321609
https://doi.org/10.1287/mnsc.1040.0278
https://doi.org/10.1287/msom.2021.0187
https://doi.org/10.1080/00207543.2020.1787536

22 (&) S.BRATARATHETAL.

International Journal of Production Research 60 (9):2703-2732.
https://doi.org/10.1080/00207543.2021.1901154.

Chang, S., A. Li, X. Wang, and X. Wang. 2022. “Joint Opti-
mization of e-Commerce Supply Chain Financing Strategy
and Channel Contract.” European Journal of Operational
Research 303 (2): 908-927. https://doi.org/10.1016/j.ejor.20
22.03.013.

Chizhevskiy, O. 2024. “All You Need to Know about Ama-
zon's Private Label Brands.” Accessed July 11, 2024.
https://nuoptima.com/all-you-need-to-know-about-amazo
ns-private-label-brands.

Cho, S. H., X. Fang, S. Tayur, and Y. Xu. 2019. “Combating Child
Labor: Incentives and Information Disclosure in Global Sup-
ply Chains.” Manufacturing ¢ Service Operations Manage-
ment 21 (3): 692-711. https://doi.org/10.1287/msom.2018.
0733.

Choi Si-young. 2022. “Coupang Launches Loan Service.”
Accessed September 15, 2025. https://www.koreaherald.com
/article/2930999.

Deng, S., C. Gu, G. Cai, and Y. Li. 2018. “Financing Multi-
ple Heterogeneous Suppliers in Assembly Systems: Buyer
Finance Vs. Bank Finance.” Manufacturing & Service Opera-
tions Management 20 (1): 53-69. https://doi.org/10.1287/ms
om.2017.0677.

Dhingra, V., and H. Krishnan. 2021. “Managing Reputation
Risk in Supply Chains: The Role of Risk Sharing under
Limited Liability.” Management Science 67 (8): 4845-4862.
https://doi.org/10.1287/mnsc.2020.3752.

Du, N,, Y. Yan, and Z. Qin. 2023. “Analysis of Financing Strat-
egy in Coopetition Supply Chain with Opportunity Cost.”
European Journal of Operational Research 305 (1): 85-100.
https://doi.org/10.1016/j.€jor.2022.05.021.

e-tailize. 2023. “Understanding the Growth Potential of SMEs
on Online Marketplaces.” https://e-tailize.com/blog/unders
tanding-the-growth-potential-of-smes-on-onl.

Freedman. 2023. “The Shopper Speaks: Online Marketplaces
are in Growth Mode.” https://www.digitalcommerce360.co
m/2023/06/05/the-shopper-speaks-online-mark.

Geng, X., Y. Tan, and L. Wei. 2018. “How Add-on Pricing Inter-
acts with Distribution Contracts.” Production and Opera-
tions Management 27 (4): 605-623. https://doi.org/10.1111/
poms.12831.

Gong, D,, S. Liu, J. Liu, and L. Ren. 2020. “Who Benefits from
Online Financing? a Sharing Economy e-Tailing Platform
Perspective.” International Journal of Production Economics
222:107490. https://doi.org/10.1016/].ijpe.2019.09.011.

Groznik, A., and H. S. Heese. 2010. “Supply Chain Conflict Due
to Store Brands: The Value of Wholesale Price Commitment
in a Retail Supply Chain.” Decision Sciences 41 (2): 203-230.
https://doi.org/10.1111/deci.2010.41.issue-2.

Gupta, D., and Y. Chen. 2020. “Retailer-Direct Financing Con-
tracts under Consignment.” Manufacturing & Service Opera-
tions Management 22 (3): 528-544. https://doi.org/10.1287/
msom.2018.0754.

Huang, X. 2022. “Financing Disruptive Suppliers: Payment
Advance, Timeline, and Discount Rate.” Production and
Operations Management 31 (3): 1115-1134. https://doi.org/
10.1111/poms.13597.

Jing, B., X. Chen, and G. Cai. 2012. “Equilibrium Financing
in a Distribution Channel with Capital Constraint.” Pro-
duction and Operations Management 21 (6): 1090-1101.
https://doi.org/10.1111/j.1937-5956.2012.01328 x.

Karray, S., and G. Martin-Herran. 2019. “Fighting Store Brands
through the Strategic Timing of Pricing and Advertising
Decisions.” European Journal of Operational Research 275
(2):  635-647.  https://doi.org/10.1016/j.ejor.2018.11.
066.

Kouvelis, P, and F Xu. 2021. “A Supply Chain Theory
of Factoring and Reverse Factoring.” Management Sci-
ence 67 (10): 6071-6088. https://doi.org/10.1287/mnsc.2020.
3788.

Kouvelis, P, and W. Zhao. 2018. “Who Should Finance the Sup-
ply Chain? Impact of Credit Ratings on Supply Chain Deci-
sions.” Manufacturing & Service Operations Management 20
(1): 19-35. https://doi.org/10.1287/msom.2017.0669.

Li, H., H. Chen, J. Chai, and V. Shi. 2023. “Private Label Sourc-
ing for an e-Tailer with Agency Selling and Service Pro-
vision.” European Journal of Operational Research 305 (1):
114-127. https://doi.org/10.1016/j.€j0r.2022.05.023.

Li, J., Z. He, and S. Wang. 2022. “A Survey of Supply Chain
Operation and Finance with Fintech: Research Framework
and Managerial Insights.” International Journal of Produc-
tion Economics247:108431. https://doi.org/10.1016/j.ijpe.20
22.108431.

Li, X,, X. Cai, and ]. Chen. 2022. “Quality and Private
Label Encroachment Strategy.” Production and Operations
Management 31 (1): 374-390. https://doi.org/10.1111/poms.
13549.

Liao, B., C. A. Yano, and M. Trivedi. 2020. “Optimizing Store-
Brand Quality: Impact of Choice of Producer and Channel
Price Leadership.” Production and Operations Management
29 (1): 118-137. https://doi.org/10.1111/poms.13084.

Liu, J, Y. Yang, and Y. Yu. 2021. “Ordering and Interest
Rate Strategies in Platform Finance with an Overcon-
fident and Commerce Retailer.” Transportation Research
Part E: Logistics and Transportation Review 153:102430.
https://doi.org/10.1016/j.tre.2021.102430.

Liu, K., H. Wang, and Y. Xiao. 2025. “The Effect of Repeated
Games on Demand Information Transparency and Manu-
facturer’s Sales Decisions.” International Journal of Produc-
tion Research, 1-26. https://doi.org/10.1080/00207543.2025.
2537343.

Liu, L., Y. Li, and T. Jiang. 2023. “Optimal Strategies for Financ-
ing a Three-Level Supply Chain through Blockchain Plat-
form Finance.” International Journal of Production Research
61 (11): 3564-3581. https://doi.org/10.1080/00207543.2021.
2001601.

Liu, Y., J. Lu, and N. Yan. 2024. “Agency or Reselling? Supplier’s
Online Channel Strategies with Platform Financing.” Euro-
pean Journal of Operational Research 318 (3): 1014-1027.
https://doi.org/10.1016/j.¢jor.2024.06.010.

Lu, Q, C. Liao, M. Chen, V. Shi, X. Hu, and W. Hu. 2024.
“Platform Financing or Bank Financing in Agricultural Sup-
ply Chains: The Impact of Platform Digital Empowerment.”
European Journal of Operational Research 315 (3): 952-964.
https://doi.org/10.1016/j.ejor.2023.12.024.

Ma, S., T. Zhang, Y. Gong, P. Dong, and X. Wu. 2025. “Equity
Financing for Carbon Emission Reduction Supported by
Platform Retailer: Bane or Boon for Supplier Encroach-
ment?” International Journal of Production Research 63
(3): 1150-1173. https://doi.org/10.1080/00207543.2025.245
3832.

Mandal, P, P. Basu, T. M. Choi, and S. B. Rath. 2024.
“Platform Financing Vs. Bank Financing: Strategic Choice


https://doi.org/10.1080/00207543.2021.1901154
https://doi.org/10.1016/j.ejor.2022.03.013
https://nuoptima.com/all-you-need-to-know-about-amazons-private-label-brands
https://doi.org/10.1287/msom.2018.0733
https://www.koreaherald.com/article/2930999
https://doi.org/10.1287/msom.2017.0677
https://doi.org/10.1287/mnsc.2020.3752
https://doi.org/10.1016/j.ejor.2022.05.021
https://e-tailize.com/blog/understanding-the-growth-potential-of-smes-on-onl
https://www.digitalcommerce360.com/2023/06/05/the-shopper-speaks-online-mark
https://doi.org/10.1111/poms.12831
https://doi.org/10.1016/j.ijpe.2019.09.011
https://doi.org/10.1111/deci.2010.41.issue-2
https://doi.org/10.1287/msom.2018.0754
https://doi.org/10.1111/poms.13597
https://doi.org/10.1111/j.1937-5956.2012.01328.x
https://doi.org/10.1016/j.ejor.2018.11.066
https://doi.org/10.1287/mnsc.2020.3788
https://doi.org/10.1287/msom.2017.0669
https://doi.org/10.1016/j.ejor.2022.05.023
https://doi.org/10.1016/j.ijpe.2022.108431
https://doi.org/10.1111/poms.13549
https://doi.org/10.1111/poms.13084
https://doi.org/10.1016/j.tre.2021.102430
https://doi.org/10.1080/00207543.2025.2537343
https://doi.org/10.1080/00207543.2021.2001601
https://doi.org/10.1016/j.ejor.2024.06.010
https://doi.org/10.1016/j.ejor.2023.12.024
https://doi.org/10.1080/00207543.2025.2453832

of Financing Mode under Seller Competition.” Euro-
pean Journal of Operational Research 315 (1): 130-146.
https://doi.org/10.1016/j.ejor.2023.11.025.

Marketplace Pulse. 2022. “Amazon Private Label Brands.”
Accessed September 20, 2023. https://www.marketplacepuls
e.com/amazon-private-label-brands.

Markou, P, and D. Corsten. 2021. “Financial and Operational
Risk Management: Inventory Effects in the Gold Mining
Industry.” Production and Operations Management 30 (12):
4635-4655. https://doi.org/10.1111/poms.13448.

Mehta, D. 2024. “10 Things to Know about Amazon’s 2023
Small Business Empowerment Report.” https://www.abouta
mazon.com/news/small-business/amazon-2023-small-busi
ness-e.

Mercado Crédito. 2024. “Loans to Leverage Financial Inclu-
sion and Development.” Accessed September 15, 2025.
https://news.mercadolibre.com/en/mercado-credito.

Qin, J., H. Fu, Z. Wang, and X. Lyu. 2025. “Financing Decisions
in Capital-Constrained Supply Chains considering Uncer-
tain Emission Reduction Outputs and Blockchain Tech-
nology Applications.” International Journal of Production
Research 63 (22): 8371-8392. https://doi.org/10.1080/0020
7543.2025.2483432.

Rakuten. 2013. “Launch of Rakuten Super Business Loans for
Rakuten Ichiba Merchants.” https://global.rakuten.com/cor
p/news/press/2013/0328_02.html.

Rath, S. B., P. Basu, P. Mandal, and S. Paul. 2021. “Financ-
ing Models for an Online Seller with Performance Risk
in an e-Commerce Marketplace.” Transportation Research
Part E: Logistics and Transportation Review 155:102468.
https://doi.org/10.1016/j.tre.2021.102468.

Ry, J,, R. Shi, and J. Zhang. 2015. “Does a Store Brand Always
Hurt the Manufacturer of a Competing National Brand?”
Production and Operations Management 24 (2): 272-286.
https://doi.org/10.1111/poms.12220.

Shang, Y., C. Bai, and M. Sun. 2024. “Bank or Retailer? Man-
ufacturer Financing for Carbon Emission Reduction Using
the Carbon Emission Quota as a Pledge.” International Jour-
nal of Production Research 63 (22): 8191-8211.

Sharma, S. 2020. “Online Private Labels Drive Growth for Etail-
ers: KPMG.” https://www.techcircle.in/2020/02/27/online-
private-labels-drive-growth-for-.

Shopify. 2025. “Shopify Capital.” Accessed September 15, 2025.
https://www.shopify.com/capital.

Tang, C.S., S. A. Yang, and J. Wu. 2018. “Sourcing from Suppli-
ers with Financial Constraints and Performance Risk.” Man-
ufacturing & Service Operations Management 20 (1): 70-84.
https://doi.org/10.1287/msom.2017.

0638.

Tian, L., A. J. Vakharia, Y. Tan, and Y. Xu. 2018. “Market-
place, Reseller, or Hybrid: Strategic Analysis of an Emerging
e-Commerce Model.” Production and Operations Manage-
ment 27 (8): 1595-1610. https://doi.org/10.1111/poms.12
885.

INTERNATIONAL JOURNAL OF PRODUCTION RESEARCH . 23

Tunca, T. I, and W. Zhu. 2018. “Buyer Intermediation in Sup-
plier Finance.” Management Science 64 (12): 5631-5650.
https://doi.org/10.1287/mnsc.2017.2863.

Walmart. 2025. “Walmart Marketplace Capital.” Accessed
September 15, 2025. https://marketplace.walmart.com/wal
mart-marketplace-capital/.

Wang, C., X. Fan, and Z. Yin. 2019. “Financing Online Retail-
ers: Bank Vs. Electronic Business Platform, Equilibrium,
and Coordinating Strategy.” European Journal of Operational
Research 276 (1): 343-356. https://doi.org/10.1016/j.ejor.20
19.01.009.

Wang, L., J. Chen, and H. Song. 2021. “Manufacturer’s
Channel Strategy with Retailer’s Store Brand.” Interna-
tional Journal of Production Research 59 (10): 3042-3061.
https://doi.org/10.1080/00207543.2020.1745313.

World Bank. 2021. “Enterprise Surveys.” Accessed July 26,
2019. https://www.enterprisesurveys.org/en/data/exploreto
pics/finance.

Wu, Q., K. Muthuraman, and S. Seshadri. 2019. “Effect of
Financing Costs and Constraints on Real Investments:
The Case of Inventories.” Production and Operations Man-
agement 28 (10): 2573-2593. https://doi.org/10.1111/poms.
13062.

Xu, X., X. Chen, T. M. Choi, and T. Cheng. 2024. “Platform
Financing versus Bank Financing:“When to Choose Which”
for Green Production Systems.” European Journal of Opera-
tional Research 317 (2): 515-532. https://doi.org/10.1016/].¢]
0r.2024.03.014.

Yan, N,, Y. Liu, X. Xu, and X. He. 2020. “Strategic Dual-
Channel Pricing Games with e-Retailer Finance.” Euro-
pean Journal of Operational Research 283 (1): 138-151.
https://doi.org/10.1016/j.€jor.2019.10.046.

Zhang, ].,]. Zhang, R. Yang, and X. Yue. 2025. “Quality Strategy
to Confront Store Brand Encroachment.” European Journal
of Operational Research 328 (3): 832-844.

Zhang, X., and W. Hou. 2022. “The Impacts of e-Tailer’s Pri-
vate Label on the Sales Mode Selection: From the Per-
spectives of Economic and Environmental Sustainability.”
European Journal of Operational Research 296 (2): 601-614.
https://doi.org/10.1016/j.€jor.2021.04.009.

Zhao, L., and A. Huchzermeier. 2015. “Operations—finance
Interface Models: A Literature Review and Framework.”
European Journal of Operational Research 244 (3): 905-917.
https://doi.org/10.1016/j.ejor.2015.02.015.

Zhen, X., D. Shi, Y. Li, and C. Zhang. 2020. “Manufac-
turer’s Financing Strategy in a Dual-Channel Supply Chain:
Third-Party Platform, Bank, and Retailer Credit Financing.”
Transportation Research Part E: Logistics and Transportation
Review 133:101820. https://doi.org/10.1016/j.tre.2019.10
1820.

Zheng, Q., H. Jang, and X. A. Pan. 2022. “Store-Brand
Introduction and Multilateral Contracting.” Manufactur-
ing & Service Operations Management 24 (1): 467-468.
https://doi.org/10.1287/msom.2020.0949.


https://doi.org/10.1016/j.ejor.2023.11.025
https://www.marketplacepulse.com/amazon-private-label-brands
https://doi.org/10.1111/poms.13448
https://www.aboutamazon.com/news/small-business/amazon-2023-small-business-e
https://news.mercadolibre.com/en/mercado-credito
https://doi.org/10.1080/00207543.2025.2483432
https://global.rakuten.com/corp/news/press/2013/0328_02.html
https://doi.org/10.1016/j.tre.2021.102468
https://doi.org/10.1111/poms.12220
https://www.techcircle.in/2020/02/27/online-private-labels-drive-growth-for-
https://www.shopify.com/capital
https://doi.org/10.1287/msom.2017.0638
https://doi.org/10.1111/poms.12885
https://doi.org/10.1287/mnsc.2017.2863
https://marketplace.walmart.com/walmart-marketplace-capital/
https://doi.org/10.1016/j.ejor.2019.01.009
https://doi.org/10.1080/00207543.2020.1745313
https://www.enterprisesurveys.org/en/data/exploretopics/finance
https://doi.org/10.1111/poms.13062
https://doi.org/10.1016/j.ejor.2024.03.014
https://doi.org/10.1016/j.ejor.2019.10.046
https://doi.org/10.1016/j.ejor.2021.04.009
https://doi.org/10.1016/j.ejor.2015.02.015
https://doi.org/10.1016/j.tre.2019.101820
https://doi.org/10.1287/msom.2020.0949

24 S.BRATA RATHET AL.

Appendix. Proofs of main results

The definitions of all parameters used in the manuscript are provided below:

SN def 72(1—0)2—a)(1-2)*(I+a(1—12))—y (4a>(1—1)*+81% =20 (1-2) 3—(5—k) 1) — 2(k+5))+2)

® Gp 462—a)(1-)(a(1-D)+A)—y (1+a(1-1)) (2—52—a)(1—a)(1-1)?)
def
P a- )(1 (1 k))
o oY . ,/?A(z a)a

o BP def (1—a)(1—i)(8+a2(2—y )y (1= 4y *+4y —a(1-2) (8—2y —y AQU—K)—y))—(4—y)AQ(1—kK)—y))
1S T 4(1-2)2taé(1—a)—A((2—a)(@d+2B)—0)—7 (1+a(1-2) (4—24(0+BB—a—(2—a)1)—(1—a)25(1—1)2)

e We obtain the value ofy Dy solving Bh = cfsp, ie. yfgﬁ, Y {y |C,N = cff}.
d
.« B ef(l—a)(l—a—/l(l—a—k))
CBP def (1-a)(1=2)(8+a*(2—y)y (1=A)*+y *+4y —a(1-1)(8—2y —y AQ2(1—k)—y ) —(4—y)AQ(1—k) — 1)
y 1=a(1=1)(1~a)?0(1-2)2=2(2=2)) —4(1=1) 2+(1~a)d(a(1—2)+1))

BP
qS 1"

BP def  (1—a)y 1=1) (a2 (1=2)*—2a(1-1) 2y —A+1)+8y (1-1)+21—3+2k+1)A(4y —a(1-1)—1))
MR (=1 (A(20-a)25+a)—2a(1—(1—a)d))+i—2)+(1—a)20(1—7)>(1+a (1—1))+8y 2(1-1)

e We obtain the value of quN by solving CBN = CqS ,ie. quN i {y |ch =c

Proof: Under BS conﬁguratlon the profit functions of the manufacturer and the platform are given by: TT5% (g5, gB ,rlffs) =(1-

D = a)pB (g, 455 qn cqm S(1+ r}?S» ABeqny, and 25 (g ,qES,rE% = (1= Dapy (g,
q55)gBs + (p BS (955, ¢BS) — 5c)q /lkq , respectlvely The profit function of the bank is given by: IIP°(gES, gBS,rB%) =

(1 — D)egB (1 + rfs) + AfcqBS — cqBS. For any glven rb , the manufacturer and the platform 31multane0usly solve the fol-

lowing optrmrsatlon problems: max BS{HBS(qm ,q8 ,rfs) = (1= ) —a)pB (g2, ¢55)gBS — cgB5(1 + 1 S)) /lﬁcq 51, and
max BS{HBS(qm . g5, r5%) = (1 — 1)ap, (qm ,qes)q + (pB5(gB%, B%) — 6c)qBS — 1kqBP), respectively, where pBS(gBS, ¢BS) =

L—qp —7q0° and p(qp, ) = y (1 — qp Z_Bs 535 5S ,Bs
T1BS (¢BS, g8 ,rfs) is concave in g5 because W —2(1 —a)(1 — 1) <0Va, i € (0,1). Similarly, T3S (¢55, ¢B ,rBS)

2 BS(,BS _BS .BS
11 (qm ’qe ’rb )

is concave in g5, because —2y < 0 ¥y € (0,1). Solving the first order conditions, we get the values of

a(q)?
S\ (1—a)(2—y)(1—1)—c(2+2r£s(1—i)—é(l—a)(l—/l)—21+2ﬁ/l) s BS\
m (1) = =)@ (Fa=D) =7 e (") =

(1—a(1=2))(1—a)(1=2)—=2c5(1—a)(1=A)+cy (1+a(1=2) (1+rBS1—1)— 1+ 1 . . .
y(za-b)(1-a) ;(4_Cy(H?(l_f))))(cly_a)(a;_l) Nty ey ).Takmgthe values ofq?s(rbBS),z € {m, e} into account, the bank

in a perfectly competitive market solves the following problem

HBS(T’BS) (c(rbb(l A)=A+p2)((A—a)(2—y)(A—=1)— c(2+2r S(1=2)—8(1—a)(1—=2)—24+287)))
(I=a)(d—y (A+a(1-21))1-17)

Solving the above equatron, we find the break-even interest rate, r (1 ﬁ )

=0

. Substituting the value of rfs*, we obtain the
optimal outcomes: g5, pBS”, pBS” T1BS" and T1BS". This establishes the proof of Lemma 4.1. |

Proof Under PS conﬁguratron the profit functions of the platform and the manufacturer are given by: TIPS (gF5, qe S8y = (1 -
APy o 4y + g (L+15) 4 (e (g, 42°) = 90)dc” = (¢ + 2h)gy, and TS (b g2, %)
= (1= (1 = a)pp) (> 4o ) — ey (1 + 16°)), respectively.

For any given ¢ and r’S, the platform and the manufacturer simultaneously solve the following optimisation
problems: max ps{Hﬁg(qmg, qts, PS) = (1= 2)(ap™> (@S, g*)grs + cqB> (1 + rPS)) + (pss(qm ,q2%) — 5o)gkS — (c + 2k)g"S} and

max ps{anS(qﬂf,qi’s,rPs) = (1= D) = @)pr (@, 4 ) gpy — eqpy (1+15%))}, where pri(qhy, %) = 1 — qh — 745>, and pp*
(g% >qes) =y (1 — g% — gP), respectively.

—~2 PS PS PS PS
The profit functions, T12°(gE%, gP%, rPS) and TIPS (gP%, ¢FS, 25) are concave in ¢b° and ¢°%, respectively, as Mo (g e o)

a( PS)Z

PS( PS PS PS
—2(1—a)(1—4) <0Va, e (0,1)and %

PS (1—a)(2—y)(1—/1)—6(2-4—27’53(1—}t)—(S(l—a)(l—l)—Zl-l—Zﬂl)
values of g, (r7") = T-a)d— (Tral—)1-7)
y(I—a(1—-21))(1—a)(1—-1)—2cd(1—a)(1—A)+cy (H—a(1—).))(1+rfs(1—/l)—i+ﬁ/t)
Y@=y Q+a(1-2)))1-a)(I-7)

imise the platform’s profit I1°S (rPS) and solve the followmg opt1m1sat1on problem:

;S (ry s) (1= 2)(@pp @ (15%), 42> )y (1) + eqpy (rg®) (14 12%) + (0> (g (1), 42 (12%) = 90)gg> (1) —
(e + 2K)qp (1)

Solving the first order condition, we obtain the optimal lending rate offered by the platform,

(I—a)8—4y +y2+ya?Q =)0 =2)* =24 —y)2—2k—yp)—a(l =B =2y —y (2 —2k—7))
py | —c@+400(1 —a) =161+ 4220 + 5(1 — )) — y (1 + a(l — D)4 = 6(1 — a)’(1 = 1) = 242 — ))))
i 26(8—37 =202+ 71— )1 =) +ay(1— )2 — 24— 7))

= —2y <0Vy € (0, 1). By solving the first order conditions, we get the

and ¢S (rF%) =

. Taking the values of g3 (rfS), i € {m, e} into account, we max-
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Substituting the value of 2", we obtain the optimal outcomes: o> , p&S", pPS", TIPS", and TFS". This establishes the proof of
Lemma 4.2. u

Proof: Under BN, the bank first decides the interest rate (r N). Next, the manufacturer determines the selhng quantlty qBN The
profit functions for the manufacturer, platform, and bank are given by: IT5 (BN, PNy = (1 — 2)((1 — a)pBN (g58N) BN cqm N1 +
PN — g, TN GGEN, 1BN) = (1 — A)apBN(qEN)gEN — 2gP, TIENGGEN, 1BY) = (1 — A)eq?N(1 + rBN) + 2cqBN — cqP.
We use the backward induction to solve this game. For any given rBN, the manufacturer solves the followmg optimisation problem:

max (TN (g, 1) = (U= (A = )pip (@ i — ey (1+15) = 2feqy }
Im

where the inverse demand function for the manufacturer is given by: pBN(gBN) = 1 — ¢BN. Now, IEN(gEN, r N) is concave

BN 92 HBN (qu rbBN)

in g, W —2(1 —a)(1 — 1) < 0 Ya, A € (0,1). By solving the first order condition, we get: g>! (r BNy =1

2
BN 1_7y_
W. Taking the value of g5N into account, the bank solves the following problem:

N1 =) =2+ A=) 1= D) =+ N1 =) =4+ pA)
2(1 — a)(l ) B
(1 /3)/1

N (™) =

Solving the above equation, we find the break-even interest rate, r . Substituting the value of rbBN*, we obtain the

equilibrium sales quantity and market price: g5~ = % m and pm % + Z(ITC)(I—A) The profits of the platform

(1—c—a—A+ad)(Q+c—a)a—(1— a)(2k+a)/1) and HBN* _ (l—c—a—A+al)?
4(1—a)2(1-12) m T 4(l—-a)(1-1)
establishes the proof of Lemma 4.3. |

. *
and manufacturer are given by: TIEN" =

, respectively. This

Proof: Under PN, first, the platform determmes the interest rate, r’N, which maximises her profit function, TT'N. Next,
the manufacturer decides the selling quantity, '™, for which his proﬁt is max1mlsed The proﬁt functions for the manu-
facturer and the platform are glven below: HPN(qm ,rPN) = (1 =21 = a)p"N(@M)gPN — cgPN(1 + rPNY), TIEN(gPN, PNy =
(1= 2)(apN(@N)gEN + cgPN(1 + rPNY) — 2kgPN — cgPN. For a given PN, the manufacturer solves the following optimisation
problem:

max {TLN (g re ™) = (1= ) = a)pi @ )y = i (L4}

where the inverse demand function for the manufacturer is given by: pPN(gEN) = 1 — gPN. Now, ITPN(gPN, ') is concave in g7
PN PN PN
% —2(1 —a)(1 — 1) < 0 Va, 4 € (0,1). By solving the first order condltlon we get: gPN(rPN) =
Taking the value of ¢*N into account, the platform solves the following optimisation problem:
PN, PN A—c—c’N—a) (1 —a)(a(l — 1) —2kA) + c(a + ’NQ2 —a)(1 — 2) — 12 — a)))
He (re ) = 4(1 _ a)z :

1—c— chN a

as 72(1_0[) .

max
PN
e

Solving the first order condition, we obtain the equ111br1um 1nterest rate offered by the platform, r’N" =

2= a)/1+(lc((21)_(;) = /{)1 —k—a)h)—c Subﬂst1t~ut1ng the value of 7'N", we obtain the equilibrium sales quantity and market price g\ =

Zzz—_ca—im and ph\" = W The equilibrium profits of the platform and manufacturer are given by: TI'N" =
2 * 2

%, and ITPN" = %, respectively. This establishes the proof of Lemma 4.4. |

Proof: (a) Comparing the equilibrium  platform interest rate under PS and PN, we obtain:
(=) B=4y +7 47 a*2=7)(1=2)> =2 (4=y) 2—2k—y) —a(1-2)(8—2y =y 2(2—2k—7))

rPs* _ rPN* _ —C(8+4a(5(1—a)—16).+4/1(2(z+(5(1—a)2)—y(1+(t(1—/1))(4—(5(l—a)z(l—/l)—zl(Z—a)))) _ 2-a)i+(1-a)(1—a—(1—k—a)l)—c > 0, iff

e e = 2(8=3y =202+ A=) (1= +aZy 1=1)2—21(4—7)) C—a)(1=7)

P21 —a)2—a)1 =21 +a(l —2) —y (4a*(1 — 2)* + 822 — 2a(1 — 1)(3—

(5—=k2) —2(k+5i+2)—c46Q2 —a)1 =)@l =) +A) —y(A+a(l —1) (2=562—a)d —a)(1 —2)%)) > 0. This

2 2 2 2 2

. . SN _ y*(1—a)2—a)(1-2)*(1+a(1—-1))— y(4a (1-=2)*4+81*=2a(1—1)(3—(5—k)A)— 2(k+5)A+2) ps PN* . PN*

implies when ¢ < ¢)p 180-0) =1 a(=1)F7) =7 (Fa(=1) (F=3C-a)1=a)1-17) r, . Otherwise, r,

> rfs when ¢ > c N This establishes the proof of Proposition 5.1(a).

(b) Comparing the equilibrium bank interest rate under BS and BN, we obtain: 55" — /BN — M - % = 0. Thus,

1-4
rBS" = rBN" This establishes the proof of Proposition 5.1(b). |
Proof: In Proposition 5.2, we know that rPN" = rBN" iff ¢ = (BF = - “)(1 /;1 2) (10[ 2=k) " From the expressmn of PN =
c(z_“ﬂ"'(lc_(g)_(;)_(?__i(;_k_“m_c itis clear that lim._, o0 rEN = 4o00as (1 —a) (1l —a—-21—a-— k)) > 0, whereas, rh = %
remains as it is. Hence at ¢ = 0, 72N > rbBN*, which means r’N" > rh iffe < cBP. Similarly, ¥ bBS* =
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(I1—a)B—4y +y*+ya?Q—7)A -2 —24—y)2—=2k—y)—a(l =B -2y —yA2—2k—7y))

—c(8+405(1 —a) — 164+ 4220+ (1 —a)®) —y (A +a(l — )4 — 51 —a)*(1 = 1) =242 — @)))) (1—p)2
2¢(8—3y =20 2+y (1=1))(1=A)+a2y (1—1)2=2i(4—y)) T T1-1
> 0,iff ¢ < cff . Moreover, from the definition of yrlgi, we obtain that y <y f;ﬁ when cff < B, Otherwise, for y >y f;i, we
have cBF > BF.

;Fheref(:re, rEN* < rfN* and rbBS* < rfs*, ifc < min{c%, cfsi}. Othefwise if 7 < yf;i* and cfsp < c*< B, t*hen rEN** < rsz and
rfs > rfs .Wheny >y gﬁ, and and cfsp <c< CEI\};’ then rbBN > rEN and r]bas < rfs . Finally, rbBN > rEN and rlbgs > 1’55 , for
c> max{cfﬁ, cfsp }. This establishes the proof of Proposition 5.2(a), (b), (¢), and (d). | |

. . —J—k. —(1=1)(1—a)—kJ . * .
Proof: We know that at ¢ = 0,¢"N" — gBN" = 2(21—(1)(1—1) -1= 7(2(21)0(‘)(1(1)1) £ <0,V =¢BN" atc= cgf]. Hence, ¢°N° <

BN BP PS* _ BS* _ 2—c2=0Q—1))—y @—1)—21(1+k) _
dm iffc < cqy. Furthermore, 4, — g, = 55— 0 O 077 (oD a2y (-1 —20G=7)

e ) < 0,iff 2 — c2 = 62 = 2) =y 2 = 1) = 221 + ) (1 — ) — y (1 + 2 (1 = 1)) = 1)) —
8—3y —2aQ2+y(1=)NA =D +a?y(1 =22 =224 —yN((A—-a)2—=y)1—=2) —c(2—6(1—a)1—2)) <0. By

solving this, we get g < ¢BN" iff ¢ < cgf . Moreover, from the definition of y f&, we obtain that y <y qBSI;\] when cgg < cBh.

: BP BP - BP
Otherwise, for y > Vqsn> We have Cas > N
BN* _ _PN* BS* _ _PS* . ;o (BP_.BP e BP p BP BN* _ _PN*
m > G and g, > g, ,ifc < mm{cgN,crs }. Otherwise if y < Vqsn and Cgs < ¢ <cgy then g, > gy,
BS* _ _PS* BP BP P BN* _ _PN* BS* _ _PS* p BN* _ _PN* BS* _ _PS*
and ¢q,> <gq,> . Wheny > VSN and Cps S €< cgN, then g, <gq,, andgq,> > gq,> .Finaly, g, <gq," andg,> <gq,>,

forc > max{cgf,, cgg}. This establishes the proof of Proposition 5.3(a), (b), (c), and (d). [ |

Therefore, g

. . . —a)(1—c—i—k)? —c—a—itai) . . .
Proof: In this case, PN — BN = a 4?2)(_105)3(1%) Y — (14(61_2)(1-31)) =1 —a)1 =D +an g

— i) < 0,iff (g7 — i) < 0and we know that (q5 — gi ) < 0iff ¢ < cBf. Similarly, TIPS — I} =
(=)A= (cC=0Q=))+y C=)=2(1=i=k))*  _ ((=0)@=p)(1=D)=c=01—a)A=A))* _ (1—a)— l)(qu,s* + qlrsns*)(qfns* _ qzs*)

(8=3y —2a(2+y (1-2)(1=)+a?y (1-2)*=22(4=7))? (1=0)(4—y (1+a(1=2)))*(1-2)
<0, iffc < cgf . Moreover, from the definition of y ‘fgﬁ,, we obtain that y <y qBSII)\, when cgf < B, Otherwise, for y >y ‘fgl’\,, we
have cgg > cgf,.

Therefore, H%N* > anN* and HI;S* > ans*, if c < min{cgf], cfsp}. Otherwise if y < quSl;\] and cgg <c< cgp, then H?nN* >
H%N* and ngs* < Hl;f*. When y > quSII)\, and CSSP <c< cgf\’,, then H%N* < H},;N* and Hlfns* > ans*. Finally, Hlan* < anN* and
H]fns* < H&S*, forc > max{cgf,, cgg }. This establishes the proof of Proposition 5.4(a), (b), (c), and (d). |

. * s P=2e(1—kA—2)+22((k+1)2+8w) =24 (k+4w+1)+1 l—c—ki—2)2
Proof: In this case, 1N — [1BN" = (8(1—1) ! - 85(1_;1) Y — —wl <0, Yw, 4 > 0. Hence
BN > 1PN v, 4 > 0.
Similarly, TIPS — 1185 =
A2-02-2))* 472 2= +2c2—0Q2—))(y =1 =2(=kA—2+1))+42% (k2 +2k+8w+1)—4y 2—2) (= A(k+4w+1)+21w+1) =8 (k+4w+1)+4
8(4(1=D)—y (1—-2)2) -
o 2 * *
(c(2—0(2;8)(21(5:;)(;3(52131—A+1)) = —wl <0, Vw, A > 0. Hence TIB>" > T’ ¥w, 1 > 0 This establishes the proof of Proposi-

tion 7.1. |




