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Study 1: Optimal Retail Return Policies with Consumer Opportunism

@ Confirm the common expectation that more opportunisin is bad in
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@ DBut it could increase profit when both extent and benefit of
lm opportunisin are high.
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U-shaped relationship between extent of opportunism and profit in

" SOINE Cases.

@ Deterring opportunistic consumers vields the best payoff when its

Wardrobe borrowers — Macy's e
® We e fraction is small.

@ Devil consumers — BestBuy

@ 61.4% retailers experienced “opportunistic returns” (National @ Tlmpact of the benefit of opportunisin on profit is very nuanced:
Retail Federation 2011) positive, zero, and negative.

Study 2: Improving Consumer Returns Forecasting with Transactional Data
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@ Full specification ontperforms ARIMA by 24.5% and lagged sales
by 14.8%.
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Study 3: Quantifying the Value of a Money-Back-Guarantee Policy
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$450 How much now? )
e Feature 1: MBG and no-MBG side by side for identical products
Difficulties

@ No variation of MBG poicy

The crucial variation that identifies MBG value

e Feature 2: Forward shipping for identical produets varies widely

Constant full refund policy: estimate a purchase-return two-stage . ;
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structural model; carry out counterfactual analysis ) . ) )
B R s . e Feature 3: Auction price as a proxy for product valuation
@ Not feasible if purchase frequency is low (e.g. consumer

electronics) @ Bonus Feature: seller reputation affect perceived MBG value?
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@ Generalized endogenons switching model
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