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ABSTRACT

Omnichannel retailing becoming popular in retailing, researchers are investigating salient concepts that
can determine the success of retailing model. The major consideration in the success of is the management
of consumer disappointment. Consumers are often averse to facing disappointments, Consequently,
modeling and understanding consumer aversion to disappointment will lend a key insight into the success
of omnichannel retailing. This study investigates the impact of consumer disappointment aversion on the
optimal pricing decisions of retailers with inventory constraints with or without return policy in an
omnichannel environment. Retailer adoption of different pricing and return policies shapes success in
omnichannel retailing. Our investigation provides guidance on how retailers can better manage pricing
and return policies in an omnichannel environment.
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1. Introduction

With the advent of new technologies, omnichannel retailing, where customers easily move between online
and offline stores within a single transaction, is increasingly becoming relevant ([3][12][33][37][55]) . In
omnichannel retailing, customers face “an integrated sales experience that melds touch-and-feel
information in the physical world with online content”--it is becoming “critical for retailers’ success”
where “existing retailers...need to create an omnichannel strategy and develop more omnichannel
innovations” ([32]). An increasing number of retailers are integrating their online portals with traditionally
established brick-and-mortar stores to enrich customer value proposition and improve operational
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efficiency ([12][16]). Industry leaders like SAP believe that it is necessary for organizations to adopt an
omnichannel strategy--including integrated pricing and inventory sharing decisions—if they are to stay
consistently competitive and successful in a demanding business landscape ([30]). For example, Wal-Mart
now offers services that allows customers to order items online and pay physically at nearby stores.

One of the critical advantages of omnichannel retailing is that it provides consumers with a comprehensive
shopping style through all possible shopping channels, enabling consumers to shop regardless of time,
space, and location constraints ([2]). For example, in an omnichannel environment, consumers are able to
purchase online or just browse a product online through websites or apps, and then proceed to the brick-
and-mortar store to check out the product before making a final purchasing decision. Undoubtedly, the key
to a successful omnichannel strategy is to enhance customer engagement, making it seamless for the
customers to transact (including ordering and paying) and receive support from any channel at any time
([41]). Omnichannel strategies thus designed co-create business value by engaging both retailers and
customers ([8]).

Due to the obvious advantages of omnichannel retailing—from both retailer and customer standpoints—there
is an emerging area of scholarly research on this phenomenon. The research on omnichannel retailing
primarily focuses on three major aspects: the demand side, the supply side, and strategic management of
the channel itself ([5]). Of these focuses, the demand [i.e., consumer] side is notably underrepresented in
research, with limited investigations on consumer issues that are relevant to this phenomenon; most of the
research on omnichannel retailing has focused on logistical issues, especially how organizations transform
to omnichannel retailing ([11]). For example, there has been limited research on how customers perceive
return processes in omnichannel retailing ([52]). Such limitations undermine the salience of the customer
angle in omnichannel retailing. This limitation is quite serious, given that the primary purpose of
omnichannel retailing is to allow customers to switch seamlessly between online and offline channels —
such as search in online channels and purchase transactions in an offline channel ([7]).

A review of contemporary IS research on omnichannel retailing (please see Appendix A) confirms our
contention that more research is needed to understand the consumer angle of omnichannel retailing. IS
research on omnichannel retailing typically considers issues that concerns retailers or their actions in an
omnichannel context, such as showrooming ([2][16]), operational issues related to buying online and
picking up in store ([13]), and factors affecting omnichannel capabilities ([32]). While these studies provide
powerful insights into the omnichannel retailing phenomenon, a consistent omission in the IS literature is
an explicit consideration of consumer psychological issues that arguably plays a key role in shaping the
success of omnichannel retailing. We need research on this issue such that it complements existing findings
from the retailer side and ensures that customers are attracted to omnichannel retailing and use it
advantageously ([51]).

Our study addresses this need and analytically models consumer beliefs and perceptions in an omnichannel
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environment. We contribute to the literature by positing that a critical, but relatively uninvestigated
customer-related factor plays an important role in deciding the success of omnichannel retailing-the
management of consumer disappointment ([18][28]). Disappointments can happen in multiple situations in
omnichannel retailing and present critical challenges to successful omnichannel design. For example,
disappointments could happen when customers buy online and pick up in store or vice versa, and
consequently view discrepancies between their online and offline experiences ([13]). Discrepancies can
also arise due to issues such as uncertainty with the value of the product (i.e. a differential value between
channels), and uncertainty with the availability of the product (i.e. a product is available in one channel but
not in the other) ([13]). The salience of these discrepancies—and consequent customer disappointment—is
magnified in omnichannel retailing because online experiences lack the affordances of touching and
feeling, thereby accentuating the likelihood of disappointment ([6]).

One of the most powerful lenses to investigate the management of consumer disappointment is
disappointment aversion—an emerging and powerful concept in operations management, especially while
designing retailer strategies. Disappointment aversion builds upon the idea that “agents are sensitive to
deviations from their expectations, suffering a psychological loss when they receive less than expected
and experiencing elation when they receive more” and “agents anticipate these losses and gains when
deciding how to behave” ([14]). Recent literature highlights the salience of disappointment aversion in
retailer operations. For example, Liu and Shum ([29]) show that in different price markup scenarios, firm
profits have different interactions with consumers’ disappointment aversion behavior. Other prominent
academic discussions of disappointment aversion can be found in research on achieving supply chain
coordination with risk averse consumers ([42]), the execution of a risk-free returns policy ([47]), and the
procurement of information to explain consumer disappointment and how to avoid it ([44]).

Given that managing consumer behavior is a fundamental consideration in emerging operations
management strategies ([48]), consumer disappointment aversion takes centerstage when formulating
omnichannel design. Consumer disappointment aversion is crucial in deciding omnichannel retailer
decisions related to pricing, inventory control, and timely response to consumers ([39][50]). Retailers need
to eschew strategies which can create customer resentment, and therefore, modeling disappointment
aversion is crucial in omnichannel retailing.

We problematize our study by noting that, in order to understand the impact of omnichannel design and
operations, it is useful to study how the omnichannel retailers make strategic pricing and inventory
decisions considering consumers’ disappointment aversion behavior. Specifically, two distinct but related
consumer issues are salient to alleviate consumer concerns (and thus, disappointment) in an omnichannel
environment: pricing ([20][21][25][49]) and return policies ([24][34][52]). We therefore propose the
following research question(s) to address the aforementioned research gaps:

RQ: How does disappointment aversion shape consumer behavior in omnichannel retailing?

Specifically:



a. What are the optimal strategies for omnichannel retailers under different levels of consumers
disappointment aversion behavior?

b. What are the effects of retailers’ different policies of returned products on consumer
disappointment aversion behavior?

The paper proceeds as follows. In the following section, we review the important concept of
disappointment aversion, which feeds into the next section where we develop the analytical model that
addresses our research question(s). Specifically, we model disappointment aversion by placing salience
on the two prominent aspects (pricing and returns) of omnichannel retailing that relate to customer issues.
Following our detailed development of the analytical model, we conclude with the contributions and future
implications of the paper.

2. Literature Review: Disappointment Aversion and Consumer Behavior

According to Bell’s disappointment theory ([1]), disappointment is a psychological reaction to an outcome
that does not meet expectations. Conversely, if the outcome is better than the expectation, then a reaction
of elation appears. Both disappointment and elation can affect consumer purchase decisions, making it
necessary for organizations to factor in this crucial issue when considering strategies for success in
omnichannel retailing ([23]). Notably, disappointment is perhaps one of the most powerful emotions crucial
to marketing success ([22]) and thus it is logical to investigate its role in omnichannel retailing.

Disappointment aversion can be defined as the psychological feeling that arises in an agent’s (here,
consumer’s) mind when the final outcome is different from prior expectations ([18]). Many studies have
developed the idea of disappointment aversion ([1][17][26][27]) and have posited its salience in consumer
behavior ([29]), especially as consumers are more susceptible to disappointment than elation ([38]):
Disappointment at doing worse than expected can be a powerful emotion. This emotion
may be particularly intense when the disappointed agent exerted effort in competing for a
prize, thus raising her expectation of winning. Furthermore, a rational agent who
anticipates possible disappointment will optimize taking into account the expected
disappointment arising from her choice ([14]).

In fact, disappointment aversion has a decisively positive influence on retailer pricing, inventory
management, and revenue; this is in contrast to elation seeking, which negatively influences the
aforementioned metrics ([46]). A consumer who is disappointment averse is less prone to being
disappointed and thus is often not negatively affected the retailer; by contrast a consumer who seeks
elation can often be disappointed and exhibit negative reactions that can harm the retailer (ibid). Indeed,
aretailer can benefit from modeling customer disappointment aversion and strategically use it to determine
its policies and operations ([53]).



In an omnichannel environment, disappointment aversion becomes even more critical, as there could be
discrepancies between how the retailer operates its online and offline channels, with the result that there
could be a higher possibility of consumers being disappointed due to these discrepancies—such as due to
stockouts and differential pricing ([6][35]). Omnichannel retailers often need to optimize their strategic
decisions to provide customers with a seamless experience across channels and thus leverage the positive
effects of customer disappointment aversion ([9]). The key to doing so is to manage uncertainty in
omnichannel transactions, such that risk aversion is recursively multiplied ([15]). Uncertainty in an
omnichannel environment arises from pricing ([18]) and return policies ([34]), justifying our focus on
these aspects of omnichannel retailing in our study.

3. Model Description

3.1. Parameter Settings and Assumptions

In practice, there are a number of consumers and retailers in the supply chain model. For the basic research
insights, our supply chain model consists of one retailer and a group of consumers. In this paper, we
assume that a profit-aiming retailer sells a single brand product through two different channels, online and
offline, at static prices p; and p,, respectively. We also assume that the inventory always has sufficient
capacity in both channels. Once the omnichannel firms decide their policy, consumers with uncertainty
value v decide whether to purchase online or offline. Building upon prior research, we generally normalize
the total market demand to 1. Besides, we assume that there is a proportion of o demand that has a high
value H for the product, defined as high types, and the remaining consumers have a low value L for the
product, defined as low types, and both online and offline consumers share the same proportion.
Consumers are homogeneous and do not know their actual type ex-ante until they receive the product after
purchasing online or checking the product offline to realize their value. As we know, consumers who
purchase online are not able to touch the product or check its quality directly. Retailers have a return
policy for the unfit product, or they can also declare in advance that no return is possible for the sold
product. Therefore, those consumers who actually encounter low-type product but cannot avail of any
return compensation, may switch to the offline channel-thereby considering the online channel as a second
option. Therefore, under omnichannel retailing, a key trade-off for consumers with value uncertainty is to
buy the product directly online with the uncertainty of no return compensation compared to buy the
product online with guarantee of the low-type purchase. In our paper, we examine the concept of consumer
disappointment, incorporate the low-value (online) disappointment aversion behavior into the consumer
utility model, and examine consumer purchase and retailers’ operational decisions.

3.2. Disappointment in utility theory

The model assumes that the total utility perceived by a consumer who faces uncertainty is the combination
of economic surplus and psychological satisfaction, which can be expressed as follows:

Total utility = Economic payoff + psychological satisfaction
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Recall that Du et al. ([6]) observed that disappointment is a psychological reaction caused by the
comparison of the actual outcome to someone's prior expectation when making decisions under uncertainty.
Bell’s disappointment aversion behavior can be modeled as follows. When a consumer has a lottery, in
which she/he tends to gain a good payoff x with a probability of p or a bad payoff y, which is lower than x
, With a probability of 1-p, we can easily obtain the expected economic payoff which is px+(1-p)y. As for
the psychological satisfaction, we consider two situations, one is that when y occurs, the consumer’s
disappointment might reflect in a form of direct proportion to the difference between expectation and actual
outcome:

Disappointment=d(px+(1-p)y-y)=dp(x-y) (1)
Conversely, when x occurs, namely the actual outcome is acceptable to the consumer, the consumer’s
disappointment can also reflect as a proportion of the difference between expectation and actual outcome:

Elation= e(x-px-(1 - p)y) = e(1-p) (x-y) )

where e >0 (or d > 0) is a constant reflecting the degree to which a unit of elation (or disappointment)
affects the consumer. As mentioned above, we know that the psychological satisfaction can be expressed
as:
psychological satisfaction=p*elation+(1-p)*disappointment

Thus, the total expected utility can be expressed as:

U=px+(1-p)y-p(1-p)(d-€)(x-y) (3)

We denote g=d-e as the disappointment aversion level ([29]). It is also assumed that the disappointment of
unit loss always dominates the elation caused by unit elation in the same amount of economic payoff, which
means g>0.

3.3 Model Analysis

There is a difference in benefit of retailers between online and offline channel. When retailers adopt a no
return policy in online channel, they have no responsibility for the low type products; therefore they will
not undertake the extra costs caused by return refund. Thus, the retailer’s profit function in online channel
can be expressed m;=p,, Nno matter what p, is. When consumers purchase offline, they can decide
whether they will buy the product following their physical interaction with the product. Due to related
products effect, besides the product that consumers plan to purchase, there will be some extra purchase
when they go to the store, so we assume that there exists an additional profit r from every consumer who
arrive at the store ([12]). And we can obtain the retailer’s profit function in offline channel as follows:

ap, +r, L < <H
T2 = {2 P

p,+7r,p, <L )

[Details of Analysis can be supplied upon request]
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4. Conclusion and Contributions

In this study, we have developed consumer disappointment aversion behavior model and applied it to
omnichannel retailing. In the model, we not only consider the emotional feedback behavior of consumers
based on the uncertainty of commodity quality and the situation of retailer’s stock-out, but also include the
effect of whether the retailer adopts return allowed policy on the purchase behavior of consumers. This
study can help retailers, in omni-channel environment, make strategic channel selections between online
and offline channels, choose the value of the goods, manage the inventory and optimize the price strategy.

This is a needed angle of research in omnichannel retailing, as established in the introductory sections.
Understanding consumer disappointment aversion behavior holds an important key to design successful
omnichannel strategies. From that perspective, the overall contribution of this study is that we propose the
channel selection and pricing strategy for consumers with different emotional sensitivities. To the best of
our knowledge, this has not been studied in the IS and related literatures.

There are three specific contributions of our study. The first is in addressing the need to understand the
consumer aspects of omnichannel retailing by analytically modelling consumer beliefs and perceptions in
an omnichannel environment. As demonstrated in the introductory sections, omnichannel research is often
limited to investigations of retailer characteristics and strategies. In contrast, we focus on a key consumer
characteristic--disappointment aversion--that helps us augment existing work in this area. Specially, in our
model, we consider the emotional feedback behavior of consumers based on the uncertainty of product
quality and the situation of retailer’s stock-out. In addition, we also discuss the impact on the purchase
behavior of consumers when a retailer adopts a “return allowed” policy. In an omnichannel environment,
when retailers make strategic channel selections between online and offline channels, the value of the goods
and the inventory of the retailers will have an impact on consumer sentiment and determine their
consumption behavior, as well as the optimal pricing strategy for channel retailers. Our model analytically
captures this phenomenon.

The second contribution of our study is in positing that, a critical but relatively uninvestigated customer-
related factor, plays a role in deciding the success of omnichannel retailing -- the management of consumer
disappointment. Our work is consistent with calls in current literature--scholars have suggested additional
focus on the consumer aspect in omnichannel retailing, such as a better understanding of customer loyalty
([4]). Ultimately, the omnichannel operational model emphasizes the interaction and connection between
channels and consumers ([45]) and therefore, customer beliefs and perceptions explain significant variance
in degree of omnichannel use ([42]). Interestingly, while disappointment aversion has been well-studied
in prior scholarly work--notably in research on human decision making in financial investments
([10][19][31]), asset pricing ([40]), and internet bidding ([43]). However, there is limited discussion on
customers' disappointment aversion in the intersection of I'T and operations management( [54]). Our study
addresses this void.



The third contribution is in developing the consumer emotional feedback behavior model and improving
the retailer’s profit function with consideration of consumers’ disappointment aversion behavior. We find
that profit earned from the offline channels is more than that in online channels because of special
consumption when consumers come to the store, while ignoring consumer disappointment aversion. When
retailers allow consumers to return low value products, offline channel selling is always better than selling
in online channels. This is because retailers need to refund for the returned products and face return costs
caused by handling and shipping. Actually, quite a few omnichannel retailers get accustomed to selling
products online for a discount, but they sometimes ignore the disappointment aversion of consumers. Our
study highlights the necessity to factor in disappointment aversion and shows how retailers can optimize
their pricing and returns by leveraging this important psychological aspect of consumers.

5. References

[1] Bell DE (1985) Disappointment in Decision Making under Uncertainty. Operations research 33(1):1-
217.

[2] Bell DR, Gallino S, Moreno A (2018) Offline Showrooms in Omnichannel Retail: Demand and
Operational Benefits. Management Science 64(4):1629-1651.

[3] Brynjolfsson E, Hu YJ, Rahman MS (2013) Competing in the Age of Omnichannel Retailing. MIT
Sloan Management Review 54(4):23.

[4] Cai Y-J, Lo CKY (2020) Omni-Channel Management in the New Retailing Era: A Systematic Review
and Future Research Agenda. International Journal of Production Economics 229(107729.

[5] Chopra S, Meindl P (2015) Supply Chain Management: Strategy, Planning, and Operation, (Pearson
Education, Essex).

[6] Du S, Wang L, Hu L (2019) Omnichannel Management with Consumer Disappointment Aversion.
International Journal of Production Economics 215(84-101.

[7] Dzyabura D, Jagabathula S, Muller E (2019) Accounting for Discrepancies between Online and Oftline
Product Evaluations. Marketing Science 38(1):88-106.

[8] El Sawy OA, Kreemmergaard P, Amsinck H, Vinther AL (2016) How Lego Built the Foundations and
Enterprise Capabilities for Digital Leadership. MIS Quarterly Executive 15(2):142-166.

[9] Fan X, Wang J, Zhang T (2019) For Showing Only, or for Selling? The Optimal Physical Store Mode
Selection Decision for E-Tailers under Competition. International Transactions in Operational
Research n/a(n/a).

[10] Fielding D, Stracca L (2007) Myopic Loss Aversion, Disappointment Aversion, and the Equity
Premium Puzzle. Journal of Economic Behavior & Organization 64(2):250-268.

[11] Galipoglu E, Kotzab H, Teller C, Hiiseyinoglu I0Y, PéppelbuB3 J (2018) Omni-Channel Retailing
Research—State of the Art and Intellectual Foundation. International Journal of Physical Distribution
& Logistics Management 48(4):365-390.

[12] Gao F, Su X (2017a) Omnichannel Retail Operations with Buy-Online-and-Pick-up-in-Store.

Management Science 63(8):2478-2492.
8



[13] Gao F, Su X (2017b) Online and Offline Information for Omnichannel Retailing. Manufacturing &
Service Operations Management 19(1):84-98.

[14] Gill D, Prowse V (2012) A Structural Analysis of Disappointment Aversion in a Real Effort
Competition. American Economic Review 102(1):469-503.

[15] Golman R, Hagmann D, Loewenstein G (2017) Information Avoidance. Journal of Economic
Literature 55(1):96-135.

[16] Gu Z, Tayi GK (2017) Consumer Pseudo-Showrooming and Omnichannel Placement Strategies. MIS
Quarterly 41(2):583-606.

[17] Gul F (1991) A Theory of Disappointment Aversion. Econometrica 59(3):667-686.

[18] Guo X, Egozcue M, Wong WK (2020) Production Theory under Price Uncertainty for Firms with

Disappointment Aversion. International Journal of Production Researchl-14.

[19] Hardin AM, Looney CA (2012) Myopic Loss Aversion: Demystifying the Key Factors Influencing
Decision Problem Framing. Organizational Behavior and Human Decision Processes 117(2):311-331.

[20] Harsha P, Subramanian S, Ettl M (2019a) A Practical Price Optimization Approach for Omnichannel
Retailing. Informs Journal on Optimization 1(3):241-264.

[21] Harsha P, Subramanian S, Uichanco J (2019b) Dynamic Pricing of Omnichannel Inventories:
Honorable Mention—2017 M&Som Practice-Based Research Competition. Manufacturing & Service
Operations Management 21(1):47-65.

[22] Inman JJ, Dyer JS, Jia J (1997) A Generalized Utility Model of Disappointment and Regret Effects
on Post-Choice Valuation. Marketing Science 16(2):97-111.

[23] Jayasimha KR, Srivastava HS (2017) Consumer Advocacy: Examining the Feeling and Doing
Following a Failed Service Encounter. Journal of Retailing and Consumer Services 34(201-208.

[24] Jin D, Caliskan-Demirag O, Chen F, Huang M (2020) Omnichannel Retailers’ Return Policy
Strategies in the Presence of Competition. International Journal of Production Economics 225(107595.

[25] Kienzler M, Kowalkowski C (2017) Pricing Strategy: A Review of 22 Years of Marketing Research.
Journal of Business Research 78(101-110.

[26] Kbszegi B, Rabin M (2006) A Model of Reference-Dependent Preferences. The Quarterly Journal of
Economics 121(4):1133-1165.

[27] Koszegi B, Rabin M (2007) Reference-Dependent Risk Attitudes. American Economic Review
97(4):1047-1073.

[28] Lin X, Zhou Y-W, Hou R (2020) Impact of a “Buy-Online-and-Pickup-in-Store” Channel on Price
and Quality Decisions in a Supply Chain. European Journal of Operational Research.

[29] Liu Q, Shum S (2013) Pricing and Capacity Rationing with Customer Disappointment Aversion.
Production and Operations Management 22(5):1269-1286.

[30] Lokuge S, Sedera D, Ariyachandra T, Kumar S, Ravi V (2020) The Next Wave of Crm Innovation:
Implications for Research, Teaching, and Practice. Communications of the Association for Information
Systems 46(1):23.

[31] Looney CA, Hardin AM (2009) Decision Support for Retirement Portfolio Management:

Overcoming Myopic Loss Aversion Via Technology Design. Management Science 55(10):1688-1703.
9



[32] Luo J, Fan M, Zhang H (2016) Information Technology, Cross-Channel Capabilities, and Managerial
Actions: Evidence from the Apparel Industry. Journal of the Association for Information Systems
17(5):308 — 327.

[33] Luo X, Zhang Y, Zeng F, Qu Z (2020) Complementarity and Cannibalization of Oftline-to-Online
Targeting: A Field Experiment on Omnichannel Commerce. Management Information Systems
Quarterly 44(2):957-982.

[34] Nageswaran L, Cho S-H, Scheller-Wolf A (2020) Consumer Return Policies in Omnichannel
Operations. Management Science.

[35] Ovezmyradov B, Kurata H (2019) Effects of Customer Response to Fashion Product Stockout on
Holding Costs, Order Sizes, and Profitability in Omnichannel Retailing. International Transactions in
Operational Research 26(1):200-222.

[36] Pei Z, Paswan A, Yan R (2014) E-Tailer’'S Return Policy, Consumer’S Perception of Return Policy
Fairness and Purchase Intention. Journal of Retailing and Consumer Services 21(3):249-257.

[37] Piotrowicz W, Cuthbertson R (2014) Introduction to the Special Issue Information Technology in
Retail: Toward Omnichannel Retailing. International Journal of Electronic Commerce 18(4):5-16.
[38] Quan J, Wang X, Li C, Xia D (2019a) Quantity Commitment Strategy and Effectiveness Analysis

with Disappointment Aversion Strategic Consumers. [EEE Access 7(67094-67106.

[39] Quan J, Wang X, Quan Y (2019b) Effects of Consumers’ Strategic Behavior and Psychological
Satisfaction on the Retailer’s Pricing and Inventory Decisions. IEEE Access 7(178779-178787.

[40] Routledge BR, Zin SE (2010) Generalized Disappointment Aversion and Asset Prices. The Journal
of Finance 65(4):1303-1332.

[41] Sebastian IM, Ross JW, Beath C, Mocker M, Moloney KG, Fonstad NO (2017) How Big Old
Companies Navigate Digital Transformation. MIS Quarterly Executive 16(3):197-213.

[42] Shen X-L, Li Y-J, Sun Y, Wang N (2018) Channel Integration Quality, Perceived Fluency and
Omnichannel Service Usage: The Moderating Roles of Internal and External Usage Experience.
Decision Support Systems 109(61-73.

[43] Sonsino D (2008) Disappointment Aversion in Internet Bidding-Decisions. Theory and Decision
64(2-3):363-393.

[44] Tavana M, Di Caprio D, Santos-Arteaga FJ (2016) Loyal Customer Bases as Innovation Disincentives
for Duopolistic Firms Using Strategic Signaling and Bayesian Analysis. Annals of Operations
Research 244(2):647-676.

[45] Verhoef PC, Kannan PK, Inman JJ (2015) From Multi-Channel Retailing to Omni-Channel Retailing.
Journal of Retailing 91(2):174-181.

[46] Wang H, Guan Z, Dong D, Zhao N (2019) Optimal Pricing Strategy with Disappointment-Aversion
and FElation-Seeking Consumers: Compared to Price Commitment. International Transactions in
Operational Research n/a(n/a).

[47] Webster S, Weng ZK (2000) A Risk-Free Perishable Item Returns Policy. Manufacturing & Service
Operations Management 2(1):100-106.

[48] Wei MM, Zhang F (2018) Recent Research Developments of Strategic Consumer Behavior in
10



Operations Management. Computers & Operations Research 93(166-176.

[49] Wu J, Zhao C, Yan X, Wang L (2020) An Integrated Randomized Pricing Strategy for Omni-Channel Retailing.
International Journal of Electronic Commerce 24(3):391-418.

[50] Xu J, Duan Y (2020) Pricing, Ordering, and Quick Response for Online Sellers in the Presence of
Consumer Disappointment Aversion. Transportation Research Part E: Logistics and Transportation
Review 137(101925.

[51] Xu X, Jackson JE (2019a) Examining Customer Channel Selection Intention in the Omni-Channel
Retail Environment. International Journal of Production Economics 208(2):434-445.

[52] Xu X, Jackson JE (2019b) Investigating the Influential Factors of Return Channel Loyalty in Omni-
Channel Retailing. International Journal of Production Economics 216(10):118-132.

[53] Xue M, Tang W, Zhang J (2016) Supply Chain Pricing and Coordination with Markdown Strategy in
the Presence of Conspicuous Consumers. International Transactions in Operational Research
23(6):1051-1065.

[54] Zhang Y, Zhang J (2017) Strategic Customer Behavior with Disappointment Aversion Customers and
Two Alleviation Policies. International Journal of Production Economics 191(170-177.

[55] Zhou M, Geng D, Abhishek V, Li B (2020) When the Bank Comes to You: Branch Network and
Customer Omnichannel Banking Behavior. Information Systems Research 31(1):176-197.

11



