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Abstract: } Stackelberg#iZ%
In a supply chain system formed by one retailer and two different brand ZE %VF%%‘U% CH
manufactures, a Stackelberg game model was presented to illustrate a strategic b i gk
retailer response to the asymmetric margin channel profit in an asymmetric channel.
The retailer can make use of joint advertising and promotion for the general brand,
which has high-quality and low-cost to gain more profits. In addition, this strategy
can enhance the bargaining ability of the retailer, which can use it as a strategic
weapon to elicit concessions from a well-known brand manufacturer.
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