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Manufacturer's Returns Policies and Retail Competition V. Padmanabhan • 1. P. L. Png Stanford University National University of Singapore



Abstract Manufacturers' returns policies are a common feature in the distribution of many products. The obvious rationale for returns policies is insurance. Practitioners, not surprisingly, have a different perspective and view returns as a cost of doing business. In this paper, we study the strategic effect of returns policies on retail competition and highlight its profitability implications for a manufacturer. The setting for our research is the distribution of products with uncertain demand, limited shelf lives, and retail competition. Our objective is to provide a better understanding of when manufacturers should adopt returns policies. The insights are obtained with a model based on the economics of strategy and decision making under uncertainty. We show that when retailing is competitive and there is no uncertainty in demand, a returns policy subtly induces retailers to compete more intensely. The provision of a returns policy reduces retail prices without affecting wholesale prices, thereby reducing retailer margins and improving manufacturer profitability. The intuition is that with a returns policy, Cournot-like levels of retail stocks cannot be sustained. Each retailer will order stocks so that it will not be constrained by stocks, and so, intensifying retail competition. When, however, demand is uncertain and there is



a single retailer, a returns policy encourages the retailer to over-stock, and so decreases (upstream) manufacturer profits. While the provision of a returns policy leads to lower retail margins, the optimality of returns policy depends on the overall uncertainty and marginal cost. A returns policy reduces the dispersion in retail prices between the high and low states of demand and the range of retail prices in the returns case is contained within the range of retail prices for the no-returns case. In the general setting, when there are competing retailers and demand is uncertain, there is a trade-off for the manufacturer between the benefits (more intense retail competition) and the costs (excessive stocking) of a returns policy. We find that a manufacturer should accept returns when the marginal production cost is sufficiently low and demand uncertainty is not too great. To validate the results of our theory, we conduct an empirical test with data from a major U.S. retailer. The tests confirm our prediction that a returns policy intensifies retail competition and reduces retailer margins. Our theory and empirical test should interest practitioners and researchers in distribution, especially those concerned with managing retail competition. (Returns Policies; Retail Competition; Pricing; Perishables; Demand Uncertainty)
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MANUFACTURER'S RETURNS POLICIES AND RETAIL COMPETITION



1. Introduction Manufacturers accept returns from retailers in many sectors of retail distribution. An obvious explanation for manufacturers' returns policies is risk-sharing. This explanation makes sense if the manufacturer is better able to absorb risk than the retailer. Consider, however, the following examples: in books, Ten Speed Press (revenues of $2 million) accepts returns from Barnes and Noble (revenues of $1087 million); in recorded music, Windham Hill (revenues of $25 million) accepts returns from Wherehouse Entertainment (revenues of $457 million); in software, Chipsoft (revenues of $70 million) accepts returns from Egghead Software (revenues of $665 million); in clothing apparel, Aris Isotonera subsidiary of Sara Lee Personal Products (revenues of $6449 million) accepts returns from Macy's (revenues of $6,163 million).1 In each of the preceding examples, the manufacturer is much smaller than the corresponding retailer, which suggests that risk sharing does not account for the returns policies. In this paper, we develop an alternative theory that is consistent with these examples. The setting for this research is the retailing of products with limited shelf lives. In this context, we consider the impact of two factors-retail competition and demand uncertainty-on a manufacturer's decision whether to accept returns. • Retailing of all of the products that we mention above is competitive. 2 We show that a returns policy can benefit a manufacturer by inducing retailers to compete more intensely. Kreps and Scheinkman (1983) showed that, where competing sellers first order stocks then compete on prices, the resulting equilibrium is similar to that when sellers compete directly on quantities. 3 In a similar setting, we show that, by offering a returns policy, a manufacturer effectively nullifies the con-



All reported revenues are for 1994. For instance, Windham Hill distributes recorded music through Wherehouse Entertainment, Tower Records, amongst others; Chipsoft distributes software through Egghead Software, Computer Attic, and others; Liz Claiborne distributes fashion apparel through Macy's, May, and others. 3 Davidson and Deneckere (1986), however, observe that the result of Kreps and Scheinkman (1983) is sensitive to the mechanism by which a seller rations products when demand exceeds its stock. 1
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straint of previously-ordered stocks. Hence, a returns policy shifts the basis of competition from quantities (Cournot) to price (Bertrand) and so intensifies the degree of competition (Singh and Vives 1984). From the manufacturer's viewpoint, more intense retail competition means lower retail prices, greater sales, and larger profits for itself. • One of the few certainties about the demand for products such as new books, CDs, software, fashion wear, and winter clothing is that it is uncertain. A returns policy eliminates the cost to retailers of excess inventory and so encourages retailers to stock aggressively when faced with uncertainty in demand. For this reason, a returns policy tends to reduce the manufacturer's profit. In general, when there are competing retailers and demand is uncertain, there is a trade-off between the benefits (more intense retail competition) and the costs (excessive stocking) of a returns policy. We find that a manufacturer should adopt a returns policy when marginal production cost is sufficiently low. An empirically testable prediction of our theory is that a manufacturer's returns policy intensifies retail competition. Using data from a major U.s. retailer for ten product categories encompassing a hundred products, we tested this hypothesis. The results indicated strong support for the hypothesis that a returns policy intensifies retail competition, thereby lowering retail profitability. We could not directly test our theory of when a manufacturer should accept returns as we did not have the requisite data on marginal costs and demand variability. Our theory applies to settings where the manufacturer sets a wholesale price and chooses between a returns policy or no returns policy. We abstract from other contracting policies such as two-part tariffs, profit sharing, and bargaining that a manufacturer may use to coordinate the distribution channel. Generally, a manufacturer can achieve complete channel coordination through a two-part tariff (McGuire and Staelin 1986, Moorthy 1987). We have checked that this applies to our context (Padmanabhan and Png 1995b). Our model, however, is silent on the reasons why a manufacturer chooses not to employ a two-part tariff. Accordingly, we focus here on the returns policy decision. We look at returns policies from the perspective of a single manufacturer marketing through one or more retailers. We
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do not consider the effect of competition among manufacturers in the distribution channel. The paper is organized as follows. Section 2 reviews related research, and §3 presents the bask setting. In §4, we analyze a benchmark scenario in which retailing is a monopoly and demand is certain. Then, we separately consider the effects of retail competition (§5) and demand uncertainty (§6). In §7, we discuss the general scenario where retailing is competitive and demand is uncertain. Section 8 presents an empirical test of a key hypothesis. Section 9 concludes with a brief summary and a discussion of directions for future research.



of either product obsolescence or physical decay. The upstream entity could be a manufacturer, distributor, or service provider. For brevity, we will refer to the upstream entity as a "manufacturer." The manufacturer must use the services of one or more downstream entities, whom we call "retailers," to reach the final consumers. Retail demand depends on two elements-primary demand for the product, and store-level factors that influence consumers' sensitivity to retail price. Specifically, let p represent price, and retail demand be



2. Related Research



where a > 0 represents the primary demand and {3 > 0 represents the store-level factors. We first present the information structure and sequence of moves (see Figure 1). In the first stage, the manufacturer sets the distribution policy: this includes a uniform wholesale price, w, and possibly a returns policy. By uniform, we mean that the retailer pays the same price for every unit. The manufacturer behaves like a Stackelberg leader. For simplicity, we restrict the



There has been substantial research into the reasons why manufacturers might accept returns from retailers. Much of the previous scholarship, however, focuses on how returns insure retailers against demand uncertainties and ignores the strategic role of returns policies (Lin 1993, Marvel and Peck 1992).4 The research that has considered strategic issues has focused on stocking levels and ignored the effect of returns policies on retail price competition. Pellegrini (1986) shows that, by providing a returns policy, a manufacturer can encourage retailers to carry larger stocks and thereby improve sales of its brand relative to competing products. Pasternack (1985) examines how a manufacturer can use return policies to induce multiple retailers to carry the optimal level of stocks. Kandel (1996) takes account of asymmetric information and the incentives for service and product quality. By contrast, our central concerns are with the effect of a returns policy on pricing as well as stocking in a competitive retail sector. We show that these effects have significant implications for manufacturer profitability.



q = a - {3p,



Figure 1



(1)



Benchmark Case and Retail Competition: Sequence of Moves



Manufacturer Sets Distribution Policy



Retailer(s) Orders Stock si



3. Basic Setting We use a stylized model to study the effect of returns policies on retail competition. There is a single upstream provider of some product which may be either a service or a good. The product has a limited shelf life because
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Retailer(s) Sets Price Pi



See Padmanabhan and Png (1995a) for a detailed review.
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Table 1



Benchmark Scenario



Variable



Independent Retailer No Returns ex



Wholesale Price w Stocking Level s Retail Price p Manufacturer Profits n B



+ (3c 2(3



Independent Retailer Full Returns ex



+ (3c 2(3



ex - (3c
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manufacturer to two options-full returns or no returns. Under a (full) returns policy, the manufacturer will give retailers a full refund of the wholesale price for any quantity of unsold items. The alternative is no refund, in which case the retailer must bear the cost of excess inventory.5 We suppose that, at all times, the manufacturer and the retailer have equal information, so there are no asymmetries of information in the channel. Specifically, knowing the retail demand, the manufacturer can look ahead and anticipate the retailer's stocking and pricing decisions. We suppose that retailers must have stocks in hand before selling to consumers. Specifically, in the second stage, given the manufacturer's distribution policy, the retailer decides how much stock, 5, to order. In the third stage, with stock in hand, the retailer sets price, p, to the final consumer. The product has a limited shelf life. For convenience, we assume that, at the end of the third stage, unsold inventory is worthless. 6 These assump-



In reality, returns policies take a variety of formats. Procter & Gamble, for instance, offers a full returns policy for Ban-de-soleil. At the end of summer, it refunds retailers the full value of unsold inventory. By contrast, in book distribution, publishers such as Prentice Hall give retailers a credit that can be applied to subsequent purchases. McKesson, a major distributor of health and beauty aid products, offers retailers a menu of return policies. Retailers can choose between more generous returns policies or lower wholesale prices. 6 Note that, if a retailer need not carry stocks, then a returns policy would be irrelevant. Similarly, if the product has an unlimited shelf life, a retailer could carry unsold inventory over to the next selling season, so there would be little need for a returns policy.
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tions fit the distribution of books, recorded music, and seasonal goods. Retailers must carry stocks. At the end of the relevant selling period, excess inventory is virtually worthless. Indeed, publishers sometimes instruct bookstores to destroy excess books rather than ship them back. For simplicity, we assume that manufacturing involves zero fixed cost and a constant marginal cost, c, while the only cost of retailing is the payment of the wholesale price, w. To abstract from the insurance role of returns policies, we assume that all parties are risk neutral.



4. Benchmark It is useful to understand the effect of a returns policy



in a simple setting before proceeding to a more general analysis. We develop a benchmark scenario in which there is no retail competition and no demand uncertainty. In this scenario, the channel consists of a single manufacturer and an independent channel (a single retailer), and the primary demand, a, is certain. In this benchmark scenario and all the more general scenarios, we go through the following steps. We analyze two cases: first, where the manufacturer does not provide a returns policy; and second, where the manufacturer provides a full returns policy. Then, we compare the two cases in terms of manufacturer's profit and price, as well as retail stock and price. 4.1. No Returns First, we consider the outcome when the manufacturer sets a wholesale price w but does not accept returns. The manufacturer moves first, followed by the retailer. Since decisions are sequential, we must analyze the game by a recursive procedure. In the second stage, the retailer orders a stock 5. Then, by the third stage, the cost of this stock is sunk, hence, the retailer aims to maximize revenue p(a - (3p).



1. The retailer will price to sell the stock, 5, that it ordered in the second stage. REMARK



Suppose otherwise, that it sets price so that sales q 5. Then, looking forward from the first stage, profits would be pq - W5, meaning that, if it stocked less than 5, it could reduce costs without affecting revenues.
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Accordingly, it will set price so as to sell the entire stock, q = a - {3p = s, hence p = (a - s) / {3. In the second stage, given the manufacturer's distribution policy, the retailer must decide how much stock to order. It aims to maximize profit, pq - ws, by choice of stocking level s. Since q = s this yields the optimal stocking level as



s=



a - {3w 2



(2)



In the first stage, the manufacturer must set the wholesale price, w. Since it has access to the retailer's information, it can perfectly anticipate how the retailer will decide on stock and price as a function of w. The manufacturer aims to maximize profit, n~lR = (w - c)s. Maximizing with respect to w,



(3) The expressions for the prices (wholesale and retail), stocking level and manufacturer profits are provided in Table 1. 4.2. Full Returns Next, we consider the case where the manufacturer sets a wholesale price w, and gives the retailer a full refund for unsold stock. Since the manufacturer accepts returns, if the retailer orders stock s but sells only q < s units, it can return the unsold (s - q) units and need pay only wq to the manufacturer. Thus, in the third stage, the retailer prices to maximize profits (p - w)q = (p - w)(a - (3p). By removing the stocking constraint, the returns policy changes the retailer's optimization problem. Maximizing with respect to price, the retailer will set a



+ {3w



p=



(4)



2{3



= (w - c)s.



Maximizing with respect to the wholesale



price, a + {3c w=--2{3 .



The expressions for the prices (wholesale and retail), stocking level and manufacturer profits are provided in Table 1. 4.3. Summary When there is no returns policy, the retailer sets price subject to a quantity constraint. By contrast, when the manufacturer accepts returns, the retailer does not face a quantity constraint. From Table 1, we see that the manufacturer's profit is the same. Essentially, the manufacturer needs to coordinate only one retail level variable-the retail price. Hence, having the additional instrument of a returns policy does not provide any extra mileage. Our aim in presenting the benchmark is to show a basic set of conditions where a returns policy makes no difference. We now turn to consider two sets of circumstances where a returns policy may provide extra profit-retail competition and demand uncertainty. In both these cases, the manufacturer needs to coordinate more than one retail variable. Hence the wholesale price alone is not enough and the returns policy provides an additional degree of freedom.



5. Competition in Retailing How should a manufacturer factor retail market structure into a decision on a returns policy? To address this issue, we broaden the benchmark setting by letting the independent retail channel be a duopoly. Each retailer's demand depends on three basic elements-the primary demand, a, store-level factors, {3, and competitive factors, y. Specifically, retailer 1 faces demand ql = a - {3Pl



This implies sales are q=



(6)



+ ypz,



(7)



while retailer 2 faces demand a - {3w



2



=



s,



(5)



(8) It seems reasonable to suppose that sales are relatively



which is the stock, s, that the retailer will order from the manufacturer. In the first stage, anticipating the retailer's stocking and pricing strategy, the manufacturer's profit is n~
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more sensitive to price at that store than price at the competing store. Accordingly, we let {3 > y. We do not change any other aspect of the benchmark scenario. The sequence of moves follows Figure 1.
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Table 2



Competition in Retailing



Variable



Independent Retailer No Returns



Independent Retailer Full Returns



a + (f3 - y)c 2(f3 - y)



a + (f3 - y)c 2(f3 - y)



f3+y 2(2f3 + y) [a - (f3 - y)c]



f3 2(2f3 _ y) [a - (f3 - y)c]
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(3f3 - 2y)a + f3(f3 - y)c 2(2f3 - y)(f3 - y)



Wholesale Price w Stocking Levels



2(2f3 + y)(f3 - y)



Retail Price p



Manufacturer Profits



rr c



f3+y [( 2 2(2f3 + y)(f3 _ y) a - f3 - y)c]



Further, the information structure is the same as in the benchmark scenario. We follow the same steps as in the benchmark analysis.



5.1. No Returns First, we analyze the outcome when the manufacturer sets a wholesale price w, but does not accept returns. Suppose that retailer 1 has stock Sl. Assume that in the third stage, retailer 1 will price to sell the entire stock, and likewise for retailer 2? This implies that PI = (ex + YP2 - Sl) / f3, and similarly for P2. Looking forward from the second stage, retailer 1 aims to maximize profits, (PI - W)SI with respect to Sl. Likewise forretailer 2. Solving the first order conditions simultaneously, we have Sl = S2 =



f3+y 2f3 + Y [ex - (f3 - Y)w].



(9)



In the first stage, the manufacturer sets wholesale price to maximize profit, n~R = 2(w - C)SI. The wholesale and retail prices, stocking level, and manufacturer profits are reported in Table 2. 5.2. Full Returns Next, we analyze the case where the manufacturer sets a wholesale price w, and gives a full refund for unsold



Theoretically, a retailer might set price so as to generate excess demand. The outcome would then depend on the scheme by which available stock is rationed and the impact on the demand fadng the other retailer (Davidson and Deneckere 1986). We cannot, however, address this issue in our framework where demands are specified as aggregates, rather than at the level of individual consumers. 7
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2(2f3 -



~)(f3 _ y) [a -



(f3 - y)cF



stock. Since the manufacturer accepts returns, if retailer 1 orders stock SI but sells only ql < SI units, it can return the unsold (SI - ql) units and need pay only wql to the manufacturer. Thus, in the third stage, the retailer has no stocking constraint and prices to maximize profit (PI - w)(ex - f3PI + YP2), rather than revenue. Likewise for retailer 2. Solving the first order conditions for the retailers yields the retail prices and the retail sales, f3 ql = q2 = 2f3 _ Y [ex - (f3 - y)w].



(10)



This is the stock that each retailer will order from the manufacturer in the second stage. Looking forward from the first stage, the manufacturer will set the wholesale price to maximize profit, n~ = 2(w - c)ql. The wholesale and retail prices, stocking level, and manufacturer profit are reported in Table 2. 5.3. Summary



From Table 2, we can see that the manufacturer's profit with a returns policy is higher than with no returns. Further, we can prove: PROPOSITION 1. When retailing is competitive, demand is certain, and the manufacturer distributes through an independent channel using a uniform wholesale price, (a) The manufacturer's profit is strictly greater with a returns policy than when it does not accept returns; (b) The difference in profit between a returns policy and no returns is decreasing in the marginal production cost, c, and increasing in the primary demand, ex.
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Kreps and Scheinkman (1983) showed that, where competing sellers first order stocks then compete on prices, the resulting equilibrium is similar to that when sellers compete directly on quantities (Cournot competition). Absent a returns policy, the retailers compete in a manner so as to sell all the retail stock. To the extent that the retailers are constrained by the stocks, these constraints limit the intensity of price competition. Hence, our case of independent distribution with no returns policy is a concrete application of the Kreps and Scheinkman (1983) theory. We show, however, that, if the manufacturer accepts returns, then the retailers will not be constrained by their stocks. Equivalently, a returns policy effectively nullifies the constraint of previously-ordered stocks. Hence, the Kreps and Scheinkman (1983) theory does not apply: since retailers are not constrained by stocks, they compete only on price. Singh and Vives (1984) show that price (Bertrand) competition is more intense than quantity (Cournot) competition. This means that retail prices are lower and retailers' sales are higher. From Table 2, the manufacturer's wholesale price is the same with and without returns. Hence, when retail sales are higher, the manufacturer's profits will be higher as well. The provision of a returns policy reduces the retail price without affecting the wholesale price, hence reduces the retail margins. Furthermore, it reduces the retailer's profit, as may be seen by comparing the retailer profit in the case of no returns (3«(3 7rNR



=



+ y)[a - «(3 - y)wF «(3 - y)(2(3 + y)2



(11)



and retailer profit with a returns policy (3[a - «(3 - y)wF 7rR



=



(2(3 - y)2



(12)



The returns policy helps to overcome the double marginalization problem (Spengler 1950).
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6. Demand Uncertainty In the previous section, we considered how a manufacturer's decision on a returns policy depends on retail competition. Let us now consider how the manufacturer's decision depends on uncertainty about demand. Clearly, the demand for new books and CDs, fashion wear, and seasonal items is difficult to predict. Hence, it is important to consider how uncertainty about demand affects the desirability of a returns policy. We will see that demand uncertainty is another situation where the retailer needs to coordinate two retail level variables. To address this issue, we use the benchmark scenario with one change-the primary demand is now uncertain. We keep the other aspects of the benchmark. In particular, there is a single retailer, and, further, at all times, the manufacturer and the retailer have equal information about retail demand for the product. To incorporate uncertainty, let retail demand now be q = as - (3p,



To reiterate, when the manufacturer accepts returns, the Cournot-like levels of retail stocks cannot be sustained. Each retailer will order a stock so that it will not be constrained, and so, intensifying the competition between the retailers. 8 This insight about the role of returns policy in influencing the intensity of downstream



H



retail competition is new to the literature. It is also a rare (perhaps, the only) instance where the basis of downstream competition (quantity or price) depends endogenously on a marketing variable. Essentially, when retailing is competitive, the manufacturer needs to coordinate two retail-level variables-the two retail prices. Hence, the single instrument of the wholesale price is not adequate and a returns policy, by providing a second instrument, raises the manufacturer's profit. By contrast, in the benchmark, the manufacturer was coordinating only one retail level variable, hence the returns policy added no value.



(13)



where s = e and s = h denote low and high primary demand, respectively. Let A denote the probability of demand being low. We assume that Aand (3 are known. This is the minimal change that introduces uncertainty. Demand uncertainty is captured by two aspects of our model, the range of possible demand outcomes, ah - ae, and the probability of either event A and (1 - A). In the former case, uncertainty is increasing in ah (holding ae constant). In the latter case, uncertainty is maximized when A = 0.5. The characterization (13) applies to retail businesses where it is relatively easier to predict the effect of store
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level factors (such as location, price and display) than the effect of primary demand factors on retail demand. Also, define average primary demand, a = >.ae + (1 - >')ah. Let us review the information structure and sequence of moves (Figure 2). Initially, all parties are uncertain about the primary demand. In the first stage, the manufacturer sets the distribution policy as a Stackelberg leader. The distribution policy includes a wholesale price, w, and possibly a returns policy. In the second stage, the retailer orders stock s, while, in the third stage, the retailer sets price. It is reasonable to suppose that some of the uncertainty about demand is resolved between the second and third stages. We capture this effect by assuming that the true state of demand is revealed to all parties between the second and third stages (i.e., after the retailer orders stock and before it sets price).9



6.1. No Returns We now consider the case where the manufacturer sets a wholesale price w, but does not accept returns. In the second stage, let the retailer order a stock s. Then the uncertainty about demand will be resolved, and, in the third stage, the retailer sets price (see Figure 2). By a generalized version of Remark 1, we can show that, if demand is high, the retailer will price to sell all the stock. Hence, Ph = (ah - s) / (3. Next suppose that the retailer learns that the demand is low (i.e., a = at). Then, there are two possibilities-either set the price to clear all the stock or to leave some unsold. We prove the following result in the appendix. 2. When demand is uncertain but resolved before retail price is set, and ah - at ~ «(3c / (1 - >.», the retailer will choose a stock, s, so that its sales are not constrained when demand is low. REMARK



Remark 2 implies that if there is sufficient difference between high and low demand, the retailer will find it



We have two other reasons for focusing on this information structure. First, it is the least possible deviation from the benchmark. With this structure, all parties have equal and full information about demand at the time of setting the retail price. Second, the alternative information structure-where the state of demand is revealed at the end of the third stage, after the retailer has set the retail price is analytically not tractable.
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Figure 2



Demand Uncertainty: Sequence of Moves



Manufacturer Sets Distribution Policy



Retailer Orders Stock s



,~



Demand Uncertainty Resolved



Retailer Sets Price p



optimal to order a stocking level, s, such that he will stock out if demand is high and hold excess inventory if demand is low. By Remark 2, if demand is low, the retailer will price to leave some stocks unsold. Hence, pc = ael2(3. Looking forward from the second stage, the retailer's profit is a~



>. -



ah -



4(3



s



+ (1 - >.) - - s - ws. (3



The profit maximizing stocking level, s, is



s=



(1 - >')ah - (3w 2(1 - >.)



In the first stage, anticipating the retailer's stocking and pricing strategy, the manufacturer's profit is rr}:3R = (w - c)s which is maximized by choice of a wholesale price. The wholesale and retail prices, stocking level, and manufacturer profit are reported in Table 3.



6.2. Full Returns Next, we consider the case where the manufacturer distributes through an independent retailer, sets a whole-
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Demand Uncertainty



Table 3



Independent Retailer No Returns



Variable



(1 -



Wholesale Price w
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Independent Retailer Full Returns
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Retail Price a, 2(3
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Manufacturer Profits



+ a + (3c 4(3



+ a + (3c



(a + (3C)2 - 4(3Cah 8(3



sale price w, and gives a full refund for unsold stock. Since the manufacturer accepts returns, in the third stage, the retailer aims to maximize profit, (ps - w)(a - fJps), where s E {e, hI. By maximizing with respect to prices, we obtain pe and Ph. Provided that the retailer has enough stocks to meet its demand in the high state, s 2:: qh, it does not benefit from having additional stock. Accordingly, we suppose that it orders s = qh = (ah -



ah al



> ___,....,-::-X-_ _ __ (1 - X-)1/2 - (1 - X-) .



(14)



(b) The manufacturer's profit is strictly greater with a returns policy than with no returns policy if c = 0 and ah X-


(15)



4(3



[(1 - ~)ah - (3cF 8(3(1 - ~)



rr u
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a + (3c



2(3



Stocking Level s



When retailing is a monopoly, demand is uncertain, and the manufacturer distributes through an independent channel using a uniform wholesale price, (a) The manufacturer's profit is strictly greater with no returns than with a returns policy if PROPOSITION



(c) The difference in profit between a returns policy and no returns is decreasing in the marginal production cost, c, and decreasing in uncertainty (i.e., increasing in ah holding fixed al and X-).



Conditions (a), (b), and (c) in combination provide the reader with a feel for the trade-off between knowledge of the outcome (Le., X-) and the ratio of the high and low demand outcome (Le., ahf ae). By L'Hopital's rule, as X- ---> 0, X--->2 (1 - X-)1/2 - (1 - X-) .



fJw)/2.



In the first stage, anticipating the retailer's stocking and pricing strategy, the manufacturer's profit is
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The manufacturer maximizes profit by choosing the wholesale price. The wholesale and retail prices, stocking level, and manufacturer profits are reported in Table 3. 6.3. Summary From Table 3, the manufacturer's profit with no returns is higher than with a returns policy if the high primary demand is sufficiently large. We can prove:
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Hence, a necessary condition for the manufacturer not to accept returns is that ah > 2ae. Further, the function



No.



I, 1997



is increasing in X-. So, as the probability of low demand increases, the no returns policy becomes less attractive. By contrast, as marginal costs increase, a no-returns policy become better relative to returns policy, holding everything else fixed. Finally, conditions (a) and (b) imply that both policies can be good for a manufacturer and that the optimality depends on both overall uncertainty and marginal costs. A returns policy affects the manufacturer's profit in two ways. The returns policy shifts the cost of excess inventory from the retailer to the manufacturer, hence encourages the retailer to increase stock. The larger stock intensifies retail distribution, which benefits the
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manufacturer. 1O On the other hand, a returns policy causes the retailer to order stock according to the high demand, which is excessive relative to an integrated channel. At some point, when uncertainty is sufficiently large, the manufacturer is worse off with a returns policy than not allowing returns. It is also interesting to consider the effect of a returns policy on retail pricing. The returns policy reduces the dispersion of retail prices between high and low states. From Table 3 it is easy to show that the price dispersion when the manufacturer does not accept returns is, Ph - pc



=



ah - ac



2(3



w



+ 2(1 -



X-) ,



while it is



when the manufacturer accepts returns. Also, the range of retail prices in the returns case is contained within the range of retail prices for the no-returns case. Also note that the provision of a returns policy reduces the retailer's expected margin. The retailer's expected margin is X-Pl + (1 - X-)ph - w. Algebraic simplification after substitution from Table 3 yields the retailer's expected margin in the case of no returns to be



a + X-ae - (3c 4(3



(16)



By contrast, with a returns policy, the retailer's expected margin can be shown to be



a - (3c 4(3



(17)



Hence, the retailer's expected margin is always smaller with a returns policy. Still, in the event that demand is low, the realized retail margin may be higher with a returns policy.



7. Retail Competition and Uncertain Demand We have examined two different extensions of the benchmark: in one, retailing was competitive while de-



10 The returns policy helps to overcome the double marginalization problem (Spengler 1950).
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mand was certain, while in the other, retailing was a monopoly but demand was uncertain. A general scenario would involve retail competition as well as uncertain demand. Rather than formally studying the general scenario, let us draw together the implications of the two extensions already analyzedY By Proposition I, when retailing is competitive but demand is certain, a returns policy intensifies retail competition, so benefiting the manufacturer. In contrast, when retailing is a monopoly while demand is uncertain, a returns policy helps the manufacturer by intensifying retail distribution, but hurts by encouraging excessive stocking. Proposition 2(a) outlines conditions when the manufacturer is best offering and not offering a returns policy. More specifically, it states that the advantage of a returns policy decreases as marginal costs and demand uncertainty increase. Accordingly, there is one clear implication for the general scenario of retail competition as well as uncertain demand. The manufacturer should adopt a returns policy if the marginal production cost, c, and demand uncertainty are sufficiently low. The lower the marginal cost and demand uncertainty, the greater will be the benefit from more intensive retail competition and the smaller will be the manufacturer's loss from excessive retail stocking. Thus we note that marginal costs of producing books, CDs, and computer software are small in comparison to their price, and returns policies are common in distribution of books, recorded music, and software. The effect of the high primary demand, ah, on the manufacturer's decision whether to accept returns, however, is ambiguous. From Proposition 1(b), the higher is the (average) demand, the greater is the manufacturer's benefit from intensifying retail competition. However, increasing ah widens the possible range of demand, and thus the uncertainty. This in turn can lead to loss from excessive retail stocking.



8. Empirical Validation A key implication of our theory is that a manufacturer's returns policy leads, on average, to reduced retail margins. We show this occurs when retailing is competitive
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(and demand is certain), and when demand is uncertain (and the retailer is a monopolist). In order to test this prediction, we obtained data from a major U.S. department store chain. Note that our hypothesis that a returns policy reduces retail margins is also consistent with the insurance rationale for a returns policy. When a manufacturer accepts returns, it can set a higher wholesale price-because risk-averse retailers are willing to pay a premium for the insurance against the risk of unsold inventory. Other explanations of returns policies, however, are silent on the relation between manufacturers' returns policies and retail profitability. Specifically, the theories of Lin (1993), Marvel and Peck (1992), Pellegrini (1986), and Pasternack (1985) do not say how returns policies will affect retail margins in a systematic fashion. 8.1. Data After detailed discussions, management of the retail chain identified ten product categories that met our criteria of limited shelf life, competition at the retail level, and demand uncertainty. The categories were gloves, mufflers, caps, seasonal footwear (men's and women's), ladies footwear, hair accessories, fashion accessories, bath accessories, automatic blankets, and dinnerware. Management stressed that, in each of these categories, sales followed a distinct seasonal pattern. Additionally, there was considerable turnover in the stock keeping units from one season to the next. This indicates that the products do have a limited shelf life. Note that since these categories are not literally "perishable," the dataset is biased against our theory. The sales leaders in the different categories were nationally advertised brands that were also sold through competing retail chains. Therefore, the market structure is consistent with the model assumptions on retail competition. Typically, the store's buyers placed orders with vendors six months ahead of the selling season. The store, however, fixed retail prices less than four weeks ahead of the selling season. During the lengthy time between ordering stocks and pricing, the store would learn more about customer demand with information about fashion trends, weather, and other relevant factors. This sequence is consistent with our assumption that information about demand is revealed after retailers order stocks but before they set prices.
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Table 4



Category



2 3 4 5 6 7 8



Summary Data on Returns Policies



Number of Brands in Category



3 12 2 10 6 6



9



23 2 30



10



7



Number of Brands with Retu rns Policy 2 2 1 2 2



1 3



In addition, no supplier used two-part pncmg. Rather, every one of them set a uniform wholesale price, with some also offering a returns policy. Accordingly, this data-set is very suitable for testing our hypothesis regarding the relation between manufacturers' returns policies and retail profitability. There are records of two variables for 100 products in 10 different product categories for 1993 sales. First, RMARGINi , defined as retail profit as a percentage of retail sales revenue, measures the retail margin of product i. Second, the binary variable, RETURNS i , indicates whether the supplier of the product accepted returns (RETURNS = 1) or not (RETURNS = 0). Table 4 reports the means. By agreement with management, we do not directly identify the categories and do not report the retail margins. Note that, within a category, different brands may differ in their marginal production cost and demand uncertainty. Accordingly, it is consistent with our results that some suppliers choose to accept returns while others do not. 12 8.2. Model and Results To test the hypothesis that returns policies reduce retailer margins, we estimated the following model by ordinary least squares.



12 A cursory inspection of Table 4 indicates that there is no relation between the number of brands in a category and the likelihood of a returns policy. Hence, Pellegrini's explanation does not apply.
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Table 5



Impact of Returns Policies on Retailer Profitability



(18) Variable



Our theory predicts that 01 < O. However, retail margins might vary across categories for reasons other than the presence of returns policies. Accordingly, we included nine dummy variables to control for these possible level effects. In addition, the sales revenue might directly affect retail margin through volume discounts or differences in supplier-retailer power. Thus, we included sales revenue for the product, SALES;, measured in dollars, as another independent variable. Table 5 reports the results. Consistent with our hypothesis that a returns policy reduces retailer margins, the coefficient 01 was negative and significant. The estimated coefficient 01 = -6.33 suggests that the presence of a returns policy cuts the retail margin by just over six percentage points. This is a substantial reduction when compared with the average retail margin in the ten product categoriesY Sales revenue of the product had no significant relation to retail profitability. There are two other ways of explaining the significant negative relation between retail margins and a returns policy. Both of these flow from the insurance theory. One is that the suppliers set higher wholesale prices when accepting returns. Risk-averse retailers accept higher prices because they benefit from insurance. Another explanation is that, as retailers are risk-averse, a returns policy induces more retailers to carry the product and thereby intensifies retail competition which results in lower retail margins. Both of these alternative explanations rely on retailers being relatively more risk-averse than the supplier. This, however, is quite unlikely for the store that we consider. In 1994, the store's sales revenue exceeded a billion dollars. By contrast, the largest supplier in the database accounted for only $6 million in total retail sales at the chain. Further, the annual domestic sales of the supplier was considerably lower than a billion dol-



We note that the estimate of a may be biased as the returns policy may be simultaneously determined with retail prices. Unfortunately, we do not have access to suitable instrumental variables to perform the estimation with instrumental variables.



Returns O2



fh 04 05 06 ~



08 09 010 Sales



Parameter Estimate



T-Statistic



-6.33 -11.13 -2.61 -13.79 -3.03 -6.68 4.77 -3.05 -8.96 3.06 0.00038



2.898 2.534 0.436 3.109 0.644 1.261 1.125 0.503 2.133 0.668 0.576



Prob>



ITI



0.005 0.013 0.664 0.002 0.521 0.211 0.264 0.617 0.036 0.506 0.566



R2 = 0.55. Adjusted R2 = 0.50. F-value = 10.085 (0.001).



lars. This suggests that it is very unlikely that these suppliers were accepting returns to insure this store. Consequently, we feel confident in rejecting the alternative explanations.



9. Conclusion and Discussion Manufacturers of a wide range of products accept returns from their retailers. We show that, by effectively nullifying the constraint of previously-ordered stock, a returns policy intensifies retail competition. Intensified retail competition benefits the manufacturer. Our result may seem somewhat ironic: at first glance, it would seem that a returns policy benefits retailers at the expense of the manufacturer. Only by considering the subtle strategic effects is it possible to see how returns policies actually work to the manufacturer's advantage. We show that manufacturers should accept returns if production costs are sufficiently low and demand uncertainty is not too great. In order to focus on retail competition and demand uncertainty, we assumed that all parties were riskneutral. 14 If the retailers are risk-averse, a manufacturer



13
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14 In addition, we ignored the costs of administering and implementing returns policies. These costs also should be considered when a manufacturer decides whether or not to accept returns.
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should accept returns over a wider range of costs. Retailer risk-aversion also has obvious implications for the manufacturer's wholesale price. The wholesale price with returns should incorporate an insurance premium, hence would be higher than in our setting. By contrast, the wholesale price without returns would be lower than in our setting as the manufacturer must take account of the retailers' aversion to risk. We have not considered heterogeneity among retailers. Ideally, in this situation, the manufacturer should devise some mechanism by which to segment retailers according to their attitudes towards risk and other characteristics. In this regard, it is interesting to note that McKesson, a major distributor of health and beauty aid products, offers retailers a menu of return policies. Retailers can choose generous returns at the expense of higher wholesale prices. McKesson's menu approach, incorporating partial returns, is a way of segmenting heterogeneous retailers. There are many interesting opportunities for future research in this area. We have not considered competition at the manufacturer level in a distribution level. It would be useful to understand the strategic effects of returns policies in such a setting. Consideration of issues such as retailer and manufacturer marketing efforts would add further richness to the model. We illustrate the impact of returns policies in a world wherein the trade-off is between a returns policy or no returns policy. It would be worthwhile to explore the trade-offs between returns policies and more general contracting policies on channel coordination. The present analysis concentrates on the role of returns policies on manufacturer-distributor interaction. Combining this with a model of end consumers would add completeness to our understanding of returns policies. 15



• Suppose that, when demand is low, the retailer's sales will also be constrained by stock. Then pc = (a, - s) / (3. Looking forward from the first stage, the retailer's profit is 1':'



= A ae - s s



+ (1 _ A) ah



(3



- s s - cs.



(3



Maximizing with respect to s,



a - (3c s=-2



'



hence, (a - (3d



(19)



1':' = - - - - - , -



4(3



• Alternatively, suppose that, when demand is low, the retailer's sales are not constrained by stock. Then, it sets pe to maximize revenue, pe(a, - (3p,). Maximizing with respect to price, p, = ae/2(3, and ql = ae/2. Looking forward from the first stage, the retailer's profits 1':" =



a~



(ah - s)s



4(3



(3



A- + (1 - A) - - - - cs.



(20)



Maximizing with respect to the stock, s=



(1 - A)ah - (3c 2(1 - A)



This stock will be sufficient for the sales q (1 - A)ah - (3c 2(1 - A)



(21)



= ae/2



if



af .,,2



(22)



or (23) Substituting for the stocks in the retailer's profit 1':"



a7



= A-



4(3



«1 -



A)ah - (3d 4(3(1 - A)



+ ------"----'--



• Comparing (19) with (24), we find that Remark 2.



1':'







(24) 1':",



which proves
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Appendix PROOF OF REMARK 2. By Remark 1, when demand is high, the retailer's sales will be constrained by stock, hence, Ph = (ah - s) / (3.



MARKETING ScIENCE/Vol. 16, No.1, 1997



Davidson, Carl and Raymond Deneckere (1986), "Long-run Competition in Capacity, Short-run Competition in Price, and the Cournot Model," Rand Journal of Economics, 17(3), 404-415. ltoh (1992), "The Japanese Distribution System and Access to the Japanese Market," in Trade with Japan: Has the Door Opened Wider (P. Krugman, Ed.), University of Chicago Press, 175-187. Kandel, E. (1996), "The Right to Return," Journal of Law and Economics, April. Kreps, D. M. and J. A. Scheinkrnan (1983), "Quantity Precommitment and Bertrand Competition Yield Cournot Outcomes," Bell Journal of Economics, 14,326-337.



93



PADMANABHAN AND PNG Manufacturer's Returns Policies and Retail Competition



Lal, R. (1990), "Improving Channel Coordination through Franchising," Marketing Science, 9, 4, 299-318. Lin, Y. Joseph (1993), "Retail Arrangements: Secured Sales vs Consignment," Working Paper, Graduate School of Management, University of California-Riverside. Marvel, Howard P. and J. Peck (1992), "Demand Uncertainty and Returns Policies," Working Paper, Department of Economics, Ohio State University. McGuire, T. W. and R. Staelin (1986), "Channel Efficiency, Incentive Compatibility, Transfer Pricing and Market Structure: An Equilibrium Analysis of Channel Relationships, in Research in Marketing: Distribution Channels and Institutions (L. P. Bucklin and J. M. Carman, Eds.), JAI Press, 8,181-223. Moorthy, K. S. (1987), "Managing Channel Profits: Comment," Marketing Science, 6, 4, 375-379.



Padmanabhan, V. and 1. P. L. Png (1995a), "Returns Policies: Make Money by Making Good," Sloan Management Review, Fall,65-72. - - and 1. P. L. Png (1995b), "Returns Policies and Retail Competition, Working Paper, Graduate School of Business, Stanford University. Pasternack, Barry A. (1985), "Optimal Pricing and Return Policies for Perishable Commodities," Marketing Science, 4, 2, 166-176. Pellegrini, Luca (1986), "Sale or Return Agreements vs Outright Sales," in Marketing Channels, L. Pellegrini and S. Reddy (Eds.), Lexington Books, 59-72. Singh, N. and X. Vives (1984), "Price and Quantity Competition in a Differentiated Duopoly," Rand Journal of Economics, 15, 4, 546554. Spengler, J. (1950), "Vertical Integration and Anti-Trust Policy," Journal of Political Economy, 58, 347-352.



This paper was received June 6,1994, and has been with the authors 12 months for 3 revisions; processed by Anne T. Coughlan.



94



MARKETING ScIENCE/Vol. 16, No.1, 1997



























[image: DeborahBernstein.1997 ...]
DeborahBernstein.1997 ...












[image: 1997 returns_MKS.pdf]
1997 returns_MKS.pdf












[image: Kiehl and Trenberth 1997]
Kiehl and Trenberth 1997












[image: Reaffirmed 1997 - CrazyEngineers]
Reaffirmed 1997 - CrazyEngineers












[image: Reaffirmed 1997 - CrazyEngineers]
Reaffirmed 1997 - CrazyEngineers












[image: Rafael_Gonzalez_La_Cerca_medieval_de_Benavente_[1997].pdf]
Rafael_Gonzalez_La_Cerca_medieval_de_Benavente_[1997].pdf












[image: CAT 1997 Questions.pdf]
CAT 1997 Questions.pdf












[image: HYUNDAI TIBURON 1997-2005.pdf]
HYUNDAI TIBURON 1997-2005.pdf












[image: April 1997 - WCW Roster - Finished.pdf]
April 1997 - WCW Roster - Finished.pdf












[image: INTEL CORPORATION 1968-1997.pdf]
INTEL CORPORATION 1968-1997.pdf












[image: IRG Report 1996-1997.pdf]
IRG Report 1996-1997.pdf












[image: 1997 PEUGEOT PARTNER SERVICE AND REPAIR MANUAL.pdf ...]
1997 PEUGEOT PARTNER SERVICE AND REPAIR MANUAL.pdf ...












[image: Rnnfeldt 1997 environment-security.pdf]
Rnnfeldt 1997 environment-security.pdf












[image: Saunders et al. 1997.pdf]
Saunders et al. 1997.pdf












[image: Manfred M. Fischer_revised August 1997]
Manfred M. Fischer_revised August 1997












[image: Jack Frost 1997 Free Download ...]
Jack Frost 1997 Free Download ...












[image: Psychoyou - messe d'orgue - 1997.pdf]
Psychoyou - messe d'orgue - 1997.pdf












[image: Making Learning Critical, 1997.pdf]
Making Learning Critical, 1997.pdf












[image: Î Î”100-1997.pdf]
Î Î”100-1997.pdf












[image: DemerJL-1997-Pulley-innerv.pdf]
DemerJL-1997-Pulley-innerv.pdf















1997 returns_MKS.pdf






Page 1 of 14. Manufacturer's Returns Policies. and Retail Competition. V. Padmanabhan â€¢ 1. P. L. Png. Stanford University. National University of Singapore. Abstract. Manufacturers' returns policies are a common feature. in the distribution of many products. The obvious ra- tionale for returns policies is insurance. 






 Download PDF 



















 309KB Sizes
 0 Downloads
 174 Views








 Report























Recommend Documents







[image: alt]





DeborahBernstein.1997 ... 

Page 3 of 12. DeborahBernstein.1997.OnRhetoricandCommitmentTheE ... en'sStudiesInternationalForum,20(56),593-604..pdf. DeborahBernstein.1997.














[image: alt]





1997 returns_MKS.pdf 

To validate the results of our theory, we conduct ... million); in recorded music, Win- dham Hill (revenues of $25 million) accepts returns .... 1997 returns_MKS.pdf.














[image: alt]





Kiehl and Trenberth 1997 

sphere, net energy input is determined by the incident shortwave .... sphere tropospheric specific humidity profile by 12% to ensure ... emissivity can lead to variations in the net longwave flux of less than 5 W mâˆ’2. (Briegleb 1992). Atmospheric a














[image: alt]





Reaffirmed 1997 - CrazyEngineers 

170.0. 178-o. 190-o. 200-o. 208.0. 215.0. 223.0. 230-O. 250.0. 260.0. 285.0. 310.0. 339-o. 3 70.0. 398.0. lZ5. 19.4. 20.7. 22.8. 24.7. 26.5. 29-7. ~32.5. 35-o. 39.2.














[image: alt]





Reaffirmed 1997 - CrazyEngineers 

SW. I. G. CHACXO. Calcutta Port Commissioners, Calcutta. SHRI R. C. GHOSH .... Company tanker terminals provides a sound basis for design criteria than ...














[image: alt]





Rafael_Gonzalez_La_Cerca_medieval_de_Benavente_[1997].pdf 

Rafael_Gonzalez_La_Cerca_medieval_de_Benavente_[1997].pdf. Rafael_Gonzalez_La_Cerca_medieval_de_Benavente_[1997].pdf. Open. Extract. Open with.














[image: alt]





CAT 1997 Questions.pdf 

Select the pair that best expresses a relationship similar to the one. expressed in the ... Brand : Marketing. 4. Barge : Vessel ... Method : System. c. Plant : Genus ...














[image: alt]





HYUNDAI TIBURON 1997-2005.pdf 

TRUNK TRIGGER (-) BROWN/RED At Trunk Light. TACHOMETER WIRE BROWN/RED or BLUE/YELLOW At Ignition Coil. BRAKE WIRE (+) GREEN Harness At ...














[image: alt]





April 1997 - WCW Roster - Finished.pdf 

Page 2 of 9. Dick & Buck. Fire & Ice. Rogers & Wallstreet. Rough & Ready. Sting & Luger. The Blue Bloods I. The Four Horsemen I. Page 2 of 9 ... Robbie Rage F 43 Blue Chipper $9k. Rocco Rock F 51 Extremist $40k. Scott Norton H 47 Monster $29k ... Apr














[image: alt]





INTEL CORPORATION 1968-1997.pdf 

Sign in. Page. 1. /. 28. Loadingâ€¦ Page 1 of 28. Page 1 of 28. Page 2 of 28. Page 2 of 28. Page 3 of 28. Page 3 of 28. INTEL CORPORATION 1968-1997.pdf.














[image: alt]





IRG Report 1996-1997.pdf 

Fifteenth Century house next to the village church. Swift colony of 20-22 nests. 1996 - 20 Swift pulli 1997 - 15 Swift pulli. Two poor years - probably the weather ...














[image: alt]





1997 PEUGEOT PARTNER SERVICE AND REPAIR MANUAL.pdf ... 

1997 PEUGEOT PARTNER SERVICE AND REPAIR MANUAL.pdf. 1997 PEUGEOT PARTNER SERVICE AND REPAIR MANUAL.pdf. Open. Extract. Open with.














[image: alt]





Rnnfeldt 1997 environment-security.pdf 

... and security Renewable resources Environment and. and conflict security. Level of analysis Global/StatelIndividual State/Sub-state Global/Regional/State/.














[image: alt]





Saunders et al. 1997.pdf 

Sign in. Page. 1. /. 49. Loadingâ€¦ Page 1 of 49. Page 1 of 49. Page 2 of 49. Page 2 of 49. Page 3 of 49. Page 3 of 49. Saunders et al. 1997.pdf. Saunders et al.














[image: alt]





Manfred M. Fischer_revised August 1997 

Jun 27, 2017 - Habil degree (venia docendi), University of Vienna, May 1982, in Human (Social and ..... June â€“ 1 July 2011; Title: Principles of Neural Spatial Interaction Modelling ... 2000 Conference on the Research Year 'The Sciences of Complexi














[image: alt]





Jack Frost 1997 Free Download ... 

Jack Frost 1997 Free Download.MP4_____________________________________.pdf. Jack Frost 1997 Free Download.














[image: alt]





Psychoyou - messe d'orgue - 1997.pdf 

There was a problem previewing this document. Retrying... Download. Connect more apps... Try one of the apps below to open or edit this item. Psychoyou - messe d'orgue - 1997.pdf. Psychoyou - messe d'orgue - 1997.pdf. Open. Extract. Open with. Sign I














[image: alt]





Making Learning Critical, 1997.pdf 

There was a problem previewing this document. Retrying... Download. Connect more apps... Try one of the apps below to open or edit this item. Making ...














[image: alt]





Î Î”100-1997.pdf 

There was a problem previewing this document. Retrying... Download. Connect more apps... Try one of the apps below to open or edit this item. Î Î”100-1997.pdf.Missing:














[image: alt]





DemerJL-1997-Pulley-innerv.pdf 

The remaining orbit of the first cadaver was. dissected before fixation to obtain specimens of pulley. FIGURE 1. (top) Whole lo-pm coronal orbital sections ...


























×
Report 1997 returns_MKS.pdf





Your name




Email




Reason
-Select Reason-
Pornographic
Defamatory
Illegal/Unlawful
Spam
Other Terms Of Service Violation
File a copyright complaint





Description















Close
Save changes















×
Sign In






Email




Password







 Remember Password 
Forgot Password?




Sign In



















Information

	About Us
	Privacy Policy
	Terms and Service
	Copyright
	Contact Us





Follow us

	

 Facebook


	

 Twitter


	

 Google Plus







Newsletter























Copyright © 2024 P.PDFKUL.COM. All rights reserved.
















