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Abstract

This paper provides an overview of recent research on estimating competitive interaction in food product categories. In
particular, the focus of this review is on research using scanner data conducted at the disaggregate (e.g., store, chain or
local market) level, including empirical studies of vertical (i.e., within-channel) conduct. Studies addressing the
competitive interaction on price, as well as non-price variables (e.g., in-store display and feature advertising) are
considered.

The author first describes the methodologies available for measuring the competitive interaction between firms and then
briefly summarizes recent empirical developments. Given the complexity of the interactions that take place in practice, it
is argued that much of the richness of actual competitive behavior islost in aggregate analysis. Competitive interaction is
the result of a complex set of variables and influences-demand side factors, market and industry structure, firm
“personality,” and category characteristics all interact in a complex fashion to determine strategic behavior of retailers and
manufacturers.

Keywords: Competition, Competitive Strategy, Channel Behavior



Competitive Interaction in Food Product Categories

1. Introduction

A central characteristic of competition is that firms
are mutually dependent-the outcome of an action by one
firm depends to some extent on the reaction of its
competitors. To further complicate matters, the game
being played between firms within a strategic group may
be very different from a game being played across
dtrategic groups. For example, Coke and Pepsi may
cooperate with each other when it comes to determining
their promotion schedules but compete fiercely with any
marketing response from a member outside the strategic
group (e.g., a private label)." Further still, both vertical
and horizontal elements of conduct play important roles—
not only can channel behavior significantly affect market
equilibria, but seemingly innocuous assumptions on retail
level demands can implicitly place rather restrictive
assumptions on the types of conduct permitted (Genesove
and Mullin 1998, Cotterill, Putsis and Dhar 1998, Lee
and Staelin 1997).

Degpite the fact that much of the “action” in many
product categories occurs between individua market
players and/or at the local market level, much of the
recent empirical 10 research has been conducted at the
aggregate level. For example, using a New Empirica
Industrial  Organization (NEIO) framework, Gasmi,
Laffont and Vuong (1992) and Gasmi and VVuong (1991)
examine collusive behavior in the soft drink market over
the period 1968-1986 employing quarterly data
aggregated at the national level. Genesove and Mullin
(1998) examine market power in the sugar industry 1890-
1914 using aggregate U.S. data. Bhuyan and Lopez
(1997) take a similar approach in examining oligopoly
power in forty food and tobacco categories at the national
four-digit SIC leve.

In this review, we argue that understanding and
assessing the competitive interaction that exists in the
marketplace requires careful attention to the interaction
that occurs at the disaggregate level (e.g., between
individual food manufacturers, between individual
retailers selling national brands and private labels, and
between the retailers and food manufacturers within the
channdl). While there may be vaue in understanding
“average” overal industry conduct using national data,
there are severe limitations of such an approach. For
example, analysis conducted at the national level can miss

1. Spiller and Favaro (1984) make a similar argument,
distinguishing across two groups, one a “dominant” and the
other a“fringe” group.
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much of the richness of the interaction that occurs
between individua market players discussed above. In
addition, recent work has demonstrated that the biases
associated with measuring market response using data
aggregated at the national level can be severe (Christen,
et al. 1997). Further, this is exacerbated by the use of
linear demand schedules in many NEIO studies (seeg, e.g.,
Genesove and Mullin 1998, Cotterill, Putsis and Dhar
1998). Today, scanner data at the firm, chain level and
locd market level are widely avalable. These data
generally contain very detailed information on retail
marketing decisions, market structure characteristics and
loca market demographics, often broken down by
individual store or chain. Further, the availability of
wholesale price data, which can aid in the attribution of
market power between channd members (see, e.g.,
Kadiyali, Chintagunta and Vilcassm 1998), is becoming
more common. Recent studies have used scanner data to
infer within channel conduct with (Kadiyali, Chintagunta
and Vilcassm 1998) and without (Cotterill, Putsis and
Dhar 1998) wholesale price data.

In most instances, observed market conduct and the
source of market power (e.g., manufacturer versus
retailer) can be an important consideration managerially.
While it may be interesting to know, for example, that
market power in an industry has grown over the past 25
years, this finding in and of itself has little manageria
relevance. Since the outcome of a firm's action depends at
least partly upon the behavior of itsrivas, it isimportant
for firms to understand the nature of the game being
played, not just the aggregate market outcome. In the
extreme, failure to account for these differences can call
into question the validity of results obtained by
aggregating across market players.

Although competitive response can be understood
along severa different dimensions (e.g., Ramaswamy,
Gatignon, and Reibstein 1994; Bowman and Gatignon
1996), an important first step in this direction requires an
understanding about the type of interaction that actually
occurs. Thus, the objectives of this paper are simple ones
—to describe the methodologies available for the empirical
estimation of competition and to summarize recent
developments assessing the types of competitive
interaction that exists in the market. In particular, our
focus is on the direction of the reaction in practice-isit a
retaliatory move, accommodating in nature, or leader-
follower in nature? In doing so, this work relies heavily
on two recent papers by this author (Putsis and Dhar
1998a, Cotterill, Putsis and Dhar 1998).



Competitive Interaction in Food Product Categories

The paper proceeds as follows. First, we describe the
methodologies available for estimating competitive
interaction. Next, we focus on recent developments in
estimating competitive interaction—a reaction function
approach based on LA/AIDS demands (Cotterill, Putsis
and Dhar 1998) and conjectural variations approaches
(Kadiyali, Chintagunta and Vilcassm 1998, Kadiyali,
Vilcassim and Chintagunta 1998, Putsis and Dhar 19983,
1998b). We aso discuss recent developments concerning
demand functional form and vertical versus horizontal
conduct. The paper concludes with suggestions for future
research.

2. Estimating Competitive Interaction

Previous theoretical research on competition has
typically employed non-cooperative game theory under
Nash equilibrium (e.g., Lal 1990, Raju, Srinivasan and
Lal 1990). In such models, the form of competitive
interaction between firms is assumed (e.g., Stackelberg
leader-follower behavior in Raju, Sethuraman and Dhar
1995 and Narasimhan and Wilcox 1998). While the
assumptions of firm interaction in theoretical models of
competition are reasonable, there is limited empirica
evidence regarding the type of competitive interaction that
actualy occurs between firms in the marketplace.
Empirical research assessing competitive interaction,
which did not even begin until the late 1970's and early
1980’'s (e.g., Gollop and Roberts 1979, Bresnahan 1981,
see Bresnahan 1989), suggests that there is significant
variation in the competitive interaction observed across
categories and marketing mix instruments (Slade 1995).
For example, Roberts and Samuelson (1988) find that
cigarette advertising is cooperative, while Gasmi, Laffont
and VVuong (1992) reject cooperative behavior in the soft-
drink market. Slade (1995) finds that advertising in the
market for satine crackers lies somewhere between the
two.

Empirical estimation of competitive interaction
entails some simplifications of the games being played
and or the players involved in the game. For example, we
can specify a n-firm game across multiple strategic
decision variables and we can often solve for closed form
solutions for decison variables. However, identifying
such a game empirically is another matter. Consequently,
one way of smplifying empiricd anaysis entails
examining only two firms in a market. In the case where
the market can be represented reasonably well by a
duopoly (e.g., Coke versus Pepsi in Gasmi, Laffont and
Vuong 1992), such a simplification is reasonable.
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However, very few markets can be appropriately
characterized as a duopoly. Focusing on only two firmsin
an oligopoly or in a monopolistically competitive industry
is often inappropriate since it necessary entails assuming
that the reactions and/or conjectures of all other firms are
zero. One way of resolving this issue is to distinguish
between how firms compete between versus across
strategic groups in an industry (Spiller and Favaro 1984,
Porter 1985, Putsis and Dhar 1998a, 1998b). For
example, competition between national “branded” and
store “private label” products has increased dramatically
in recent years. Market leaders like Procter & Gamble
and Eastman Kodak have decreased prices and atered
promotional strategies in response to increased private
label penetration in their markets (Business Week, May 2,
1994). Similarly, firms within a strategic group (e.g.,
two national brands) can also compete fiercely with each
other.

Previous research assessing the competitive
interaction between firms has essentially taken on four
forms. non-nested model comparisons, conjectural
variation approaches, reaction function and time-series
causal approaches. Non-nested model comparisons entail
deriving equilibrium conditions under the assumption of a
certain type of firm behavior (e.g., Nash or Stackelberg).
Using non-nested hypothesis tests of the type introduced
by Vuong (1989), the objective is to test which form of
non-cooperative behavior best fits the data (since the
equilibrium conditions are typicaly non-nested, non-
nested hypotheses tests are needed). Examples of research
of this type include Gasmi and Vuong (1991), Gasmi,
Laffont and Vuong (1992) and Kadiyali, Vilcassm and
Chintagunta. (1996). Since a researcher infers firm
behavior based upon the choice of which form of
interaction fits the data best from a menu of competing
possibilities, this approach is often referred to as the
“menu approach.”

By contrast, the conjectural variations approach
treats firm conduct as a continuous parameter to be
estimated (see, e.g., Bresnahan 1989 and Kadiyali,
Vilcassm and Chintagunta 1998, Putsis and Dhar 19983,
1998b). Based on early work by Iwata (1974), and more
recent work by Gollop and Roberts (1979), Spiller and
Favaro (1984) and Gelfand and Spiller (1987), this
approach entails the estimation of a conjectural variation
or “conduct” parameter, which essentialy measures
deviation from Nash behavior.? That is, if both firmsin a

2 . Note that Nash behavior is typically defined by the
absence of a competitive response. For example, Nash-
Bertrand behavior implies the absence of a price response.

2
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duopoly have estimated conduct parameters equal to zero,
then Nash (or “independent”) behavior isinferred. If only
one firm had an estimated conduct parameter greater than
zero, then a leader-follower relationship is inferred (we
present a typology of interaction below). An advantage of
this approach is that it does not assume a specific type of
market interaction, rather it allows the research to let the
data describe the market interaction (via the estimated
conduct parameter). In addition, marginal costs and
price-cost margins are estimated directly from the data.
Since this approach entails the simultaneous estimation of
the first order conditions directly, it is not identical to
estimating each firm’'s reaction function. Kadiyali,
Vilcassm and Chintagunta (1998) provide a useful
discussion regarding the interpretation of the conduct
parameters, while Gasmi, Laffont, and Vuong (1992)
employ both non-nested model comparisons and a
conjectural variation approach. The interested reader may
also want to look at the classic papers by Iwata (1974)
and Bresnahan (1989).

Reaction function approaches of the sort used in
Cotterill, Putsis and Dhar (1998) contrasts with the CV
approach in that it solves the first order conditions for
each player, expressing each decison variable as a
function of rival’s decision variables. This provides a
researcher with a functional form specification based
upon each player's “best response” given certain
assumptions about the underlying demand structure and
competitive environment. As pointed out by Liang (1987)
and Tirole (1988), the reaction coefficients are generaly
a complex function of the demand coefficients and the
conjectures.® As with a CV approach, marginal costs and
price cost margins can be estimated directly from the
data.

Time series causal approaches employ time series
data and causality tests such as Granger causality to infer
causdlity in interaction. The intuition is smple: if firm
two reacts to changes in firm one’'s marketing actions,
then firm two's reaction will be observed &fter firm one's
behavior. These time-sequenced sets of events imply that
firm one is the leader and firm two the follower. Leeflang

We will generally use the term “independent” in this paper,
although Nash and independent can be used interchangeably
in this context (asin Raju and Roy 1997).

3. We note that for consistent conjecture models, the CV
and reaction function approaches produce identical estimates
of competitive interaction. If a model is a consistent
conjecture model, then firm one's (two’'s) conjecture about
changes in P? (P*) when it changes P* (P?) would be equal to
the observed price reaction of P? (P) to P* (P?).
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and Wittink (1992) use causdlity tests to infer firm
reactions across marketing instruments. One potentially
valuable use of causality tests is in inferring and
confirming leader-follower relationships estimated by
either a menu or a conjectural variations approach. An
example of arecent study employing Granger causality is
work by Raju and Hanssens (1994). Hanssens, et al.,
(1990, Chapter 5) present an excellent overview of
causality tests.

3. Possible Forms of Competitive Interaction

Previous research has attempted to classify or
categorize competitive interaction. For example, Raju and
Roy (1997) define three forms of competitive interaction:
independent (Nash), leader-follower (Stackelberg) and
collusive. Under independent behavior, each player takes
its rival’s strategic actions as given and acts to maximize
its own profits. Under leader-follower behavior, one firm
acts as the leader (i.e., it does not react to it's rival’s
actions), while its rival follows changes in the leader’s
strategic behavior. Under collusive behavior, firms act to
maximize joint profits. Kadiyai, Vilcassm and
Chintagunta (1998) characterize competitive pricing
behavior according to Nash (independent), cooperative
(positive conduct parameters, i.e., both firm's pricing
actions move together) and competitive behavior
(negative conduct parameters). Ramaswamy, Gatignon,
and Reibstein (1994) recognized an inherent asymmetry
in the inferred interactions. while smultaneous price
increases might be evidence of coordinated behavior,
simultaneous price cuts might be indicative of
“retaliatory” behavior.

We build on this research and divide competitive
interaction into patterns that are symmetric versus those
that are asymmetric.” In doing so, we expand on much of
the previous research that has primarily addressed price
interaction by considering both price and non-price (e.g.,
in-store display and feature advertising). Further, we
differentiate between “regular” price versus “temporary”
price reductions. These are important distinctions since,
as we will see shortly, there is likely to be significant

4. In our attempt to categorize competitive interaction
below, we have tried to be as descriptive as possible, while
aso following previous research (e.g., Ramaswamy,
Gatignon, and Reibstein 1994, Raju and Roy 1997, Kadiyali,
Vilcassim and Chintagunta 1998). Note that non-cooperative
interaction can be consistent with both the “retaliatory” and
“cooperative’ behavior suggested by Ramaswamy, Gatignon,
and Reibstein (1994).
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variation in the type of competitive interaction observed
across marketing mix variables.

For illustration, imagine a differentiated duopoly,
with each firm producing one product and facing strategic
promotion decisions. Symmetric interaction implies both
firms respond to actions by its rival in a similar fashion.
For example, cooperative promotions imply that
promotional decisions are made in a coordinated fashion
—if one firm increases its promotiona intensity, the other
cuts its promotiona intensity to accommodate. Examples
of this type of interaction might include the famed Coke-
Peps dternating promotions.  Alternatively, non-
cooperative promotions imply that an increase (decrease)
in the promotiona intensity of one firm is met by an
increase (decrease) in the promotiona intensity of its
rival. Two firms competing for end of year market share
via extensive coupon drops would constitute non-
cooperative behavior.® Finaly, note that a lack of a
response by both rivals is also symmetric. Thus, we will
include a third form of symmetric behavior, independent
(sometimes referred to as Nash), which implies a lack of
response by both rivals. Independent behavior might be
expected, for example, in markets where demand
substitutability is weak. Here, since there is little or no
cross-promotion response, the competitive response is
also likely to be quite small.

We also consider two forms of asymmetric behavior.
Leader-follower (Stackelberg) behavior implies that one
firm reacts to changes in it's rival's actions (the
“follower”), while the other (the “leader”) does not.
Often, private labels are thought to follow national
brands marketing efforts, although we allow for private
labels to be a leader as well as a follower below. The
final form of interaction alows for the case where two
firm’s competitive strategies may be opposite in direction,
i.e., where one firm behaves cooperatively, while the
other competes in a non-cooperative fashion. For
example, one firm may simply follow the actions of a
stronger rival. A weaker, or “fringe” firm, may smply
not be willing to take the dominant firm on directly, hence
accommodating its larger riva’s promotional efforts.
However, firms with a “dominant” share position might
fiercely defend its market postion, taking on a non-
cooperdtive stance. We will refer to this form of

5. We note that for price decisions, these definitions will
be reversed. That is, cooperative pricing implies that prices
rise and fall together, while non-cooperative pricing implies
that they move in opposite directions. Also, note that each
form of symmetric interaction is symmetric in direction, but
not necessarily in magnitude.
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interaction as “dominant/fringe-firm” behavior (Spiller
and Favaro 1984).

Let us define things a bit more formally. Imagine that
the two firms in this duopoly have multiple marketing
instruments at their disposal: regular price (P, and P»),
temporary price reductions (g and @), and non-price
promotions (e.g., feature and/or display, denoted by m
and m). Quantities are represented by Q; and Q,
respectively. We will denote the competitive response of
firm 1 to a change in firm 2's actions by the relevant
partial derivative. For example, o / g denotes the
response of firm 1 to firm 2's temporary price reduction.
Although cross-promotion response is certainly possible
(Leeflang and Wittink 1992), we focus on like-instrument
response here in the interest of parsmony. We also note
that cooperative price promotion, for example, does not
necessarily imply cooperative non-price promotions. In
practice, it may often be the case that firms compete
vigorously on price (for example), but accommodate
changes in the feature advertising of their rivals. Table 1
details the categorization discussed above in the context
of the conduct parameters to be estimated. Note that since
temporary price reductions are expressed as an average
price reduction, the signs for this variable in Table 1 are
opposite that of regular (non-deal) price.

Using this characterization, it is possible to begin to
put together a more compl ete picture of strategic response
using promation response as an example. Given a firm’s
decison to promote, competitive behavior and demand
interacts as depicted in Figure 1. On the consumer side,
issues such as cross-category effects, the ability to
stockpile a promoted item for future use, and how salient
the item is al influence the demand response. In addition,
the firm’s rivals will likely respond according to one of
the responses characterized above. It is only after the
demand and supply side responses are put together that
we can get a complete picture of market behavior. The
key empiricdly isto be able to identify and estimate each
separately. The focus of much of the work discussed in
this review isto do precisdly this.

4. Assessing Competitive Interaction—Research to
Date

So, given this discusson of models of strategic
interaction, what do we currently know about the nature
of competition between firms? Recent research suggests
that there is significant variation in the competitive
interaction observed across categories (Slade 1995) and
across marketing mix instruments (e.g. price versus in-
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store displays). For example, Roberts and Samuelson
(1988) find that cigarette advertising is cooperative, while
Gasmi, Laffont and Vuong (1992) reject cooperative
pricing in the market for soft drinks. Kadiyali, Vilcassm
and Chintagunta (1996) find Stackelberg |eader-follower
pricing in laundry detergent.

Putss and Dhar (1998a) studied the competitive
interaction between private label (e.g., store brands) and
national brand grocery products across 58 product
categories. Scanner data was used from grocery retailers
in the United States. The coverage included 59
geographic market in the United States in 1992.
Employing a conjectural variations approach, each
product category was categorized into the five distinct
forms of competitive interaction discussed above for each
of four marketing mix variables (regular price, temporary
price reductions, display and feature advertising). The
Appendix presents the model used in the approach,
including the set of first order conditions that gave rise to
the estimated CV parameters.

Table 2 summarizes the results originally reported by
Putsis and Dhar (1998a). A look at the table reveals that
there are significant differences across categories and
across promotional instruments, which is consistent with
the broader literature. At least with respect to the
competitive interaction between private labels and
national brands, the results in Table 2 suggests that
national brand leadership is indeed the most common
form of interaction for each marketing mix variable.
However, it characterizes only 19 out of 58 categories for
regular price, and 16, 19, and 15 out of 58 categories for
temporary price reduction, feature and display,
respectively. In fact, private label price leadership
characterized three categories (milk, frozen plain
vegetables and fresh breads) and 6, 1 and 7 categories,
respectively for temporary price reduction, feature and
display. Not surprisingly, a number of categories (16)
were characterized by non-cooperative price interaction.
Aggregating across the four marketing mix variables,
national brand leadership was the most common form of
interaction (69 observations), independent behavior the
next most common (42), followed by non-cooperative
interaction (40), dominant-fringe firm relationships (37),
cooperdtive interaction (27) and private label leadership
(17), respectively.

Contrasting with this broader analysis, other research
has focused on a single individual category in detail. For
example, Kadiyali, Vilcassm and Chintagunta (1998) use
a NEIO framework to investigate the impact of a line
extension in the yogurt category. Specifically, they employ
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store-level scanner data on weekly sales in the yogurt
category over 155 weeks. In the 59" week of observation,
Yoplait introduced a line extension, Yoplait Lite. Using a
simultaneous system of demand and supply (cost) and a
conjectural variations approach, they examine the
competitive interaction between the two dominant players
in the market, Yoplait and Dannon. They find that in both
the pre- and post-extension situation, the observed pricing
interaction is “softer” than implied by one-shot Bertrand-
Nash behavior. Prior to the line extension, Dannon and
Yoplait price cooperatively with one another, resulting in
price-cost margins higher than those that would be implied
by Bertrand-Nash pricing. Dannon was estimated to have
a lower price-cost margin that Yoplait, but was less
“vulnerable” to Yoplait pricing than was Yoplait to
Dannon (based on the cross-price demand elasticities).
Providing both demand and cost-based explanations for
the shift, Kadiyali, Vilcassim and Chintagunta find that the
introduction of the line extension shifts power to the parent
brand, Yoplait. Post-extension, Yoplait's pricing is non-
cooperative. This is consstent with the findings of
Narasmhan and Wilcox (1998), who find that private
label introductions can have smilar impact on the within-
channel power of retailers. Such dynamics could only be
uncovered by disaggregate analysis of this type.

Essentially al of the previous research assessing
competitive interaction (including Kadiyali, Vilcassm
and Chintagunta 1998) has assumed linear demands due
to the lack of closed form solutions using non-linear
functional forms (see Besanko, Gupta and Jain 1998 for a
notable exception). One exception to this is the use of the
flexible non-linear LA/AIDS form incorporated by
Cotterill, Putss and Dhar (1998). Using a reaction
function approach, Cotterill, Putsis and Dhar (1998)
assess both horizontal and vertical interaction between
private label and nationa brands. Specifically, begin by
presenting the general LA/AIDS demand specification
and then derive the associated reaction functions. The
general LA/AIDS functiona form, originally introduced
by Deaton and Muellbauer (1980), is given by equation

(D):
Slij=a10+a11 InPlij+a12 Ianij + azIn(Ej)+awubD; (1)

Where, for category i and market j:
ilj = dollar market share of the national brand,

Pil,- = retail price per unit volume of the national brand,

Piz,- = retail price per unit volume of the private label
brand ,
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Eij = total per capita expenditure divided by Stone's
price index, which is equal to S In P+ S5 In Pj
Dj = vector of retail demand shift variables, which

includes measures of retail promotion, local market
characteristics and private label distribution.

From the basic formulation in (1), the usual demand
restrictions, symmetry, homogeneity, and adding up can
be imposed. Further, all relevant demand elasticities can
be recovered from the demand specification.

On the supply side, employing LA/AIDS demands as
in equation (1), they solve the first order conditions for P*
and P?, respectively, using a Taylor series expansion to
obtain a linear approximate retail reaction function that
allows empirical analysis. This produced the following
price reaction function for the national brand
manufacturer:

IrP* :blO + bllln P?+ blZDij + blSEij + b14ci}: )
where Cj denotes a vector of brand-level cost-shift

variables. The corresponding functional form for
estimation of the private label reaction function is:

IP? =b, +b,, INP* +b,,D; +b,E; +b,CI, (3)

ij?

The price reaction elasticity for national brands, b,, in

equation 5, gives the percent change in brand price for a
one percent change in private label price.

Using this framework, Cotterill, Putsis and Dhar
(1998) explore the strategic implications of the non-linear
demand specification for both vertica and horizonta
interaction, focusing on the competitive interaction
between private label and nationa brands. A series of
intra-category analyses were conducted using scanner
data on six individua categories: bread, milk, pasta,
instant coffee, butter and margarine. In an attempt to
generalize the results to a broader set of categories, they
also estimated the system (1) through (3) above using a
sample pooled across 125 categories and 59 geographic
markets.

Central to the objective of this review, two main
results were obtained. First, estimates of residua or
“total” demand easticities® provided information about

6. Following Baker and Bresnahan (1985) and using a
duopoly for illustration, the residual (or “total”) demand
eIaStICIty is defined follows: th = hyy + hyo Xp1, where hyq
denotes the (own) “partia” (or *“unilateral”) demand
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horizontal pricing interaction. Their analysis suggests
that examination of partia or “unilatera” demand
eladticities alone provide an incomplete picture of the
ability of brands to raise price since the ceteris paribus
assumption inherent in partial demand elagticities is
typically violated—ivals often respond to a firm's price
change. Cotterill, Putss and Dhar (1998) observed
substantial variation in the residual and unilateral demand
eladticities across categories. In genera, the residual
eladticity was estimated to be lower (in absolute value)
than the unilateral elasticity. In the butter category for
example, the estimated elastic unilateral demand elagticity
(-1.50) for national brands trandated into a mildly
inelastic residual elasticity (-0.971). This difference was
due to the fact that national brand demand was sensitive
to private label price (which followed national brand
price closely). For other categories, the difference was
even more dramatic. Thus, an individua firm's pricing
power depends not only upon demand response, but upon
competitive response as well. Second, employing a non-
linear flexible functional form provided substantive
information on vertical strategic behavior since it allows
for flexible strategic vertica conduct. For example, the
residual elasticity estimates were used to examine private
label and national brand passthrough rates-the percent of
wholesale price changes that are passed on to the
consumer by the retailer. While the estimated nationa
brand passthrough exceeded 100% for five of the six
categories (bread, pasta, coffee, butter and milk
categories), private label passthrough exceeds 100% for
only three categories (coffee, butter and margarine).’

elagticity, h;, denotes the cross-price demand elasticity of
demand (both estimated directly from the demand equation),
and X,; denotes the price reaction elasticity (estimated directly
from the reaction functions). See also Cotterill (1994) and
Werden (1998).

7. We define passthrough in terms of regular price as
opposed to temporary price reductions, which is more
common in the marketing literature. Tellis and Zufryden
(1995) and Messenger and Narasimhan (1995) report average
retail mark-ups of approximately 25%, which would result in
a passthrough rate of 125% as we define it below. Although
we estimate the marginal passthrough rate of wholesale price
changes, we note that marginal passthrough rates of less than
100% can not continue ad infinitum since average
passthrough rate of less than 100% implies a negative price-
cost margin. The framework could also easily be extended to
estimate trade deal passthrough rates using only retail data. In
the case of trade deals, Armstrong (1991) noted that when a
retailer does pass a trade discount on to the consumer, it

6
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Once again, these insights could only be obtained by a
more disaggregate analysis of the type used here.

5. Demand Functional Form and Aggregation Biases

Thus, empirical analysis suggests that the functional
form of the demand equation can potentidly play an
important role in not only assessing demand response, but
vertical and horizontal competitive response as well. This
is supported by previous theoretical research that has
demonstrated that the form of the demand function has
implications for vertica channel behavior. For example,
Lee and Staglin (1997) show that “the type of vertical
dtrategic interaction present in a given environment is
closdly related with the convexity of the demand curve
and the level of demand for a given price” (p. 185).

In an empirica 10 framework, Genesove and Mullin
(1998) note that the linear demands used in prior
empirical studies impose strong assumptions on the
relationship between retail price and marginal cost. For
example, specifying linear demands and constant
manufacturer marginal costs under Manufacturer
Stackelberg conduct in a monopolistic retail environment
(e.g., Choi 1991) implies that exactly 50% of any
wholesale price increase is always passed through to the
consumer by the retailer. More generaly, the passthrough
rate under linear demands is always less than 100%
(Harris and Sullivan 1979) regardless of the type of retail
competition that exists. The requirement that less than
100% of wholesale price changes (in the linear case) are
passed on to the consumer appears to be at odds with
actual behavior within the channel and may be overly
restrictive. Flexible passthrough rates (which can vary
from less than zero to over 100%) exist only for a class
of flexible non-constant elasticity demand curves, which
includes the LA/AIDS moded (Cotterill, Buckhold and
Egan 1999). Ideally, one would like to specify a demand
functional form that does not restrict retailer’s pricing
actions to estimate the change in retail price that results
from wholesale price changes (Cotterill 1998). Clearly,
the linear form, used in much of the NEIO work, is not
ideal in this regard.

In addition, aggregate analysis suffers from another
potentially serious problem. Christen, Gupta, Porter,
Staelin and Wittink (1997), using analytic, empirical, and
numerical anaysis, demongtrate that the estimated
demand response from linearly aggregated market-level

generally passes on more than 100% of the deal. Linear
demands do not allow for this possibility.
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or national data differ substantially from comparable
effects obtained from store-level data. That is, not only do
national data provide for biased estimates of the store (or
disaggregate) level response, even aggregate models
applied to aggregate data provide biased estimates of the
aggregate response. Further, the bias can be severe—
price easticity estimates using simulated market level
data were estimated to be as much as 1232% of the true
underlying response. The reason for this is analogous to
the temporal aggregation bias discussed in detail in Putsis
(1996). In essence, aggregate data are obtained by
linearly aggregating disaggregate data. Thus, if the
underlying demand response is non-linear then there is a
fundamental difference between the demand function
evaluated at some “average” level of price and the
average of individual demands evaluated at the actua
price paid at retail. Through smilar rationae, if al
consumers faced equa prices, then the bias would be
zero. As a resault, the general line of reasoning for
researchers addressing scanner data is that data
aggregated to the chain level is likely to be relatively free
of the bias (since prices faced by consumers across
different stores within the same chain tend to be the
same).

However, certain empirical approaches can minimize
the potentia for such a bias. For example, the PIGLOG
form of the LA/AIDS modd allows estimation at various
levels of aggregation, minimizing the assumptions
necessary to avoid linear aggregation bias (Christen, et
al. 1997). Specificaly, it is easy to demonstrate that any
bias in marketing mix response estimates can be
eliminated by taking the first difference, provided that
relative store prices remain the same from one period to
the next? Further, Christen, et al. (1997) suggest a
debiasing procedure that can be applied to aggregate
data. Nonetheless, such methods are not easy to
implement in practice and little empirical work has been

8. This can be shown quite easily. Under afirst difference
model, all variables are expressed as the change from period t
to t+1. Since the marketing mix response in a LA/AIDS
specification is log-log in share, first differencing expresses
prices, for example, as the log of the ratio of pricesint and t-
1. Aslong as the relative prices move together, the ratio of
the pricesis constant. Thus, if the percent change in pricesis
the same from store to store, the bias is eliminated (this is
analogous to homogeneous marketing mix variables in the
Christen, et a. 1996 paper). Thus, it is not necessary that all
consumers at all stores face the same prices. We would argue
that assuming that the relative prices remain the same from
one period to the next is more tenable than assuming that all
stores have the same prices.
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conducted to see how well the biasis actually removed.
6. Assessing Within-Channel Interactions

Given the implications of demand form for the
implied vertica conduct, some recent research has
attempted to assess vertical conduct empirically. Cotterill
and Putsis (1998), in an initial attempt to examine some
of the assumptions made in previous theoretical research
(e.g., Jeuland and Shugan 1983, McGuire and Staelin
1983, Choi 1991, Rau, Sethuraman and Dhar 1995),
empirically examine the vertical channel assumptions
made in two well-cited models of retailer-manufacturer
interaction: a) the Choi (1991) Manufacturer-Stackelberg
(MS) modd, and b) the Raju, Sethuraman and Dhar
(1995) Stackelberg model addressing store brands.

Specifically, empirical tests were developed for
Manufacturer Stackelberg conduct and the use of
proportional mark-up rules within the channdl. Their
empirical results generally support the assumptions of
proportional mark-up behavior by retaillers and
Manufacturer Stackelberg conduct within the channel. In
addition, since the Choi (1991) and Raju, et al. (1995)
models assumed relatively smple linear demand
structures, Cotterill and Putsis (1998) then examined how
well these linear demands characterize actual market
behavior by comparing them to a flexible non-linear
form, the LA/AIDS model. Using non-nested hypothesis
tests, linear demands were rejected in a favor of a more
flexible non-linear form. When combined with the
analytical work of Lee and Staglin (1997), this suggests
that additional theoretical and empirical work is needed in
order to fully understand the implications of using a
linear demand specification.

In related work with available wholesale price data,
Kadiyali, Chintagunta and Vilcassm (1998) use weekly
store level data from the analgesics category to assess
both vertical and horizontal competitive interactions for
two retailers (R1 and R2) and two manufacturers (M1
and M2). These interactions are represented in Figure 2
below. Kadiyali, Chintagunta and Vilcassm take an
interesting approach. Specificaly, they specify a menu of
four  different  possible  vertica  relationships
(Manufacturer Stackelberg (MS), Vertical Nash (VN),
Retailer Stackelberg (RS)—see Choi 1991-and an
additional proposed model) between manufacturers and
retailers. Competitive interactions are estimated using a
conjectural variations approach. Based this menu of
vertical conduct, they use non-nested hypothesis tests
(Vuong 1989) to choose the best fitting game. For the
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product category studied (analgesics), they find that
manufacturer power, as measured by manufacturer mark-
up (relative to retailer mark-up) is greater than that of the
retailer for the national brands considered. They note that
this is consistent with the findings of Cotterill and Putsis
(1998) that retailers tend to use proportional mark-ups
applied to the wholesdles prices charged by
manufacturers. It is also interesting to note that out of the
three models of vertical interaction previoudly considered
in the literature (MS, VN and RS, as discussed in Choi
1991), the Manufacturer Stackelberg model is the best
fitting, aso consistent with the findings of Cotterill and
Putsis (1998).° As with each of the studies discussed
above, detailed anaysis of this sort cannot be conducted
with aggregate industry level data. Thus, these findings
provide substantive and managerially useful information
that could not be obtained without conducting a detailed
intra-category analysis using micro, disaggregate data.

7. Conclusions

It should be clear from the discussion above that no
one type of drategic interaction explains competition in
all food product category. Further, the pattern of
interaction is often quite complex, with significant
variation across instruments within any single food
product category. Most of the empirical research to date
is consistent with the notion that competitive rivalry is not
symmetric and that not al marketing mix actions require
asimilar response.

This suggests that competitive interaction in any
category is the result of a complex set of variables and
influences. Demand side factors, market and industrial
structure, firm “personality,” and category characteristics
al interact in a complex fashion to determine strategic
behavior, as outlined in Figure 1. Further, each marketing
mix instrument is likely to be used as a strategic weapon
for different objectives, suggesting that firms may very
well take different competitive stances with each
instrument. Further, there has been little research that
attempts to explain why firms act as they do. What
determines when a cooperative stance is optimal? What
settings encourage independent (Nash) response? In
practice, one clear implication is that managers need to
take the direction and magnitude of the competitive
response into account in evaluating the likely impact of a
change in the firm’s marketing mix. In reality, we are just
beginning to understand the determinants of strategic

9. We note that their proposed model of vertical conduct
fit best overall.
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interaction. Nonetheless, there are a vaiety of
methodologies available for addressing the competitive
interaction between firms. This review represents an
initial attempt to put together a more complete picture of
the techniques available and the set of results obtained
thus far.

Given the complexity of the interactions that take
place in practice, it seems clear that much of the richness
of actua competitive behavior is lost in aggregate
analysis. Further, even if aggregation biases were not
present and aggregate industry level analyses of price-
cost margins were able to produce accurate measures of
market power and conduct, attributing the source of
market power is largely impossible. Given the complexity
of the didtribution process, cooperative or
accommodating behavior (for example) can mean many
different things depending upon the vertica market
structure and channel behavior. Considerations such as
linear aggregation biases and the relationship between the
demand form and retall passthrough/channel conduct
cannot be ignored in empirical 10 andysis. While many
of these issues are now being addressed in the literature,
it seems clear that future research must be conducted at
the more disaggregate level if the analysis is to have any
managerial relevance. Fortunately, scanner data that
permit such analysis are widely available.

References

Armstrong, M. K. 1991. Retail Response to Trade Promotion:
An Incremental Analysis of Forward Buying and Retail
Promotion. unpublished Ph.D. dissertation, University of
Texas at Dallas.

Baker, J. B. and T. Bresnahan. 1985. The Gains from Merger
of Collusion in Product-Differentiated Industries. The
Journal of Industrial Economics, 33 (4), June, 427-444.

Besanko, D., S. Gupta, and D. Jain. 1998. Logit Demand
Estimation under Competitive Pricing Behavior: An
Equilibrium Framework. Forthcoming, Management
Science.

Bhuyan, S. and R. A. Lopez. 1997. Oligopoly Power in the
Food and Tobacco Industries. American Journal of
Agricultural Economics 79(August):1035-1043.

Bowman, D. and H. Gatignon. 1996. Order of Entry as a
Moderator of the Effect of the Marketing Mix on Market
Share. Marketing Science 15(3):222-242.

Bresnahan, T. F. 1989. Empirical Studies of Industries with
Market Power. In ed., R. Schmalensee, and R. Willig,
Handbook of Industrial Organization, Vol.2. New
Y ork:North-Holland.

_ . 1981. Departures from Margina Cost Pricing in the
American Automobile Industry: Estimates for 1977-

Food Marketing Policy Center Research Report #41

William P. Putsis, Jr.

1978. Journal of Econometrics 11:201-227.

Choi, S. C. 1991. Price Competition in a Channel Structure
with a Common Retailer. Marketing Science 10(4):271-
296.

Christen, M., S. Gupta, J. C. Porter, R. Staelin, and D. R.
Wittink. 1997. Using Market-Level Data to Understand
Non-Linear Promotion Effects. Journal of Marketing
Research 34(3):322-334.

Cotterill, R. W. 1998. Estimation of Cost Pass Through to
Michigan Consumers in the ADM Price Fixing Case.
Food Marketing Policy Center Research Report No. 39,
December.

_.1994. Scanner Data: New Opportunities for Demand and
Competitive Strategy Analysis.  Agricultural and
Resource Economics Review 23(2):125-139.

Cotterill, RW., W. Buckhold, and L. Egan. 1999. Beyond
[llinois Brick: The Law and Economics of Cost Pass
Through in the ADM Price Fixing Case. Review of
Industrial Organization, forthcoming.

Cotterill, RW., W.P. Putsis, J., and R. Dhar. 1998.
Assessing the Competitive Interaction between Private
Labels and National Brands. Unpublished working paper,
London Business School.

Cotterill, RW., and W.P. Putsis, Jr. 1998. Testing the
Theory: Vertical Strategic Interaction and Demand
Functional Form. Unpublished working paper, London
Business School.

Deaton, A. and J. Muellbauer. 1980. An Almost Ided
Demand System. American Economic Review 70:312-
326.

Gasmi, F., JJ. Laffont, and Q. Vuong. 1992. Econometric
Analysis of Collusive Behavior in a Soft-Drink Market.
Journal of Economics & Management Strategy 1(2):
277-312.

Gasmi, F. and Q. H. Vuong. 1991. An Econometric Anaysis
of Some Duopolistic Games in Prices and Advertising.
Advances in Econometrics 9:225-254.

Gelfand, M.D. and P. T. Spiller. 1987. Entry Barriers and
Multiproduct Oligopolies-Do They Forebear or Spoil?
International Journal of Industrial Organization 7:101-
113.

Genesove, D. and W. Mullin. 1998. Testing Static Oligopoly
Models: Conduct and Cost in the Sugar Industry, 1890-
1914. The Rand Journal of Economics 29(2):355-377.

Gollop, F. and M. Roberts. 1979. Firm Interdependence in
Oligopolistic Markets. Journal of Econometrics 10:313-
331.

Hanssens, D. M., L. J. Parsons, and R. L. Schultz. 1990.
Market Response Models: Econometric and Time Series
Analysis. Boston:Kluwer.

Harris, R.G., and L.A. Sullivan. 1979. Passing on the
Monopoly Overchargez A  Comprehensive Policy
Analysis. University of Pennsylvania Law Review 128
(2):269-360.

Iwata, G. 1974. The Measurement of Conjectural Variations
in Oligopoly. Econometrica 42:947-966.



Competitive Interaction in Food Product Categories

Jeuland, A., and S. Shugan. 1988. Managing Channel Profits.
Marketing Science 2(3):239-272.

Kadiyali, V, N. J. Vilcassim, and P. Chintagunta. 1998.
Product Line Extensions and Competitive Market
Interactions: An Empirica Anaysis. Forthcoming,
Journal of Econometrics.

_.1996. Empirica Analysis of Competitive Product Line
Pricing Decisions. Lead, Follow, or Move Together.
Journal of Business 69(4):459-487.

Kadiyali, V., P. Chintagunta, and N. J. Vilcassim. 1998.
Power in Manufacturer-Retailer Interactions. An
Empirical Investigation of Pricing of Analgesics in a
Local Market. Unpublished manuscript, September.

Lal, R. 1990. Price Promotions. Limiting Competitive
Encroachments. Marketing Science 9(3):247-262.

Leg, E. and R. Staelin. 1997. Vertical Strategic Interaction:
Implications for Channel Pricing Strategy. Marketing
Science 16(3):185-207.

Leeflang, P.SH., and D. R. Wittink. 1992. Diagnosing
Competitive Reactions using (Aggregated) Scanner Data.
International Journal of Research in Marketing 9:39-57.

Liang, J. N. 1987. An Empirical Conjectural Variation Model
of Oligopoly. Bureau of Economics, Federa Trade
Commission, Working Paper No 151, February.

McGuire, T. W., and R. Staelin. 1983. An Industry
Equilibrium  Analysis of Downstream Vertical
Integration. Marketing Science 2(2):161-191.

Messenger, P.R., and C. Narasimhan. 1995. Has Power
Shifted in the Grocery Channel? Marketing Science
14(2):189-223.

Narasimhan, C. and R. T. Wilcox. 1998. Private-Labels and
the Channel Relationship: A Cross-Category Analysis.
Forthcoming, Journal of Business.

Porter, M. E. 1985. Competitive Advantage: Creating and
Sustaining Superior Performance. New Y ork:Free Press.

Putsis, W.P., Jr. 1996. Temporal Aggregation in Diffusion
Models of First-Time Purchases  Does Choice of
Frequency Matter? Technological Forecasting and Social
Change 51:265-279.

Putsis, W.P., Jr. and R. Dhar. 1988a. The Many Faces of
Competition. Marketing Letters 9(3):269-284.

1998b. Category Expenditure, Promotion and
Competitive Market Interaction: Can Promotions Really
Expand the Pie? Working Paper, London Business
School.

Raju, J. S. and A. Roy. 1997. Understanding Competitive
Relationships. In eds, G.SDay and D. JReibstein,
Wharton on Dynamic Competitive Strategy. New York:
John Wiley and Sons.

Raju, J. S. and D. M. Hanssens. 1994. Competitive Pricing by
a Price Leader. Management Science 40(7):809-823.

Raju, J. S, V. Srinivasan, and R. Lal. 1990. The Effect of
Brand Loyalty and Competitive Promotional Strategies.
Management Science 36(3):276-304.

Raju, J. S., R. Sethuraman, and SK. Dhar. 1995. The
Introduction and Performance of Store Brands.

Food Marketing Policy Center Research Report #41

William P. Putsis, Jr.

Management Science 41(6):957-978.

Ramaswamy, V., H. Gatignon, and D.J. Reibstein. 1994.
Competitive Marketing Behavior in Industrial Markets.
Journal of Marketing 58(2):45-55.

Roberts, M. J. and L. Samuelson. 1988. An Empirical
Anaysis of Dynamic, Non-price Competition in an
Oligopolistic Industry. Rand Journal of Economics
19(2):200-220.

Slade, M. E. 1995. Product Rivalry with Multiple Strategic
Weapons: An Analysis of Price and Advertising
Competition. Journal of Economics and Management
Strategy 4(3):445-476.

Spiller, P. T. and E. Favaro. 1984. The Effects of Entry
Regulation on Oligopolistic Interaction: The Uruguayan
Banking Sector. Rand Journal of Economics 15(2):244-
254.

Tellis, G. J. and F. S. Zufryden. 1995. Tackling the Retailer
Decision Maze: Which Brands to Discount, How Much,
When and Why? Marketing Science 14(3):271-299.

Tirole, J. 1988. The Theory of Industrial Organization.
Cambridge MA: MIT Press.

Vuong, Q. H. 1989. Likelihood Ratio Tests for Model
Selection and Non-Nested Hypotheses. Econometrica
57(2):307-334.

Werden, G. J. 1998. Demand Elasticities in Antitrust.
Antitrust Law Journal 66(2):363-414.

Appendix—-Empirical Estimation (Putsis and Dhar 1998a)

Employing a simple duopoly model and a traditional
conjectural variations approach (lwata 1974, Bresnahan
1989, Gasmi, Laffont and Vuong 1992), the following
framework was used as the basis for the empirical analysis.
Employing the notation from the text, designating the
national brand as firm 1 and the private label as firm 2, and
given assumptions made in Putsis and Dhar (1998a)
regarding manufacturer-retailer interaction, the set of
structural equations can be stated as follows (following Iwata
1974, the equations represent two demand equations followed
by the first order conditions for manufacturers and a
monopolistic retailer):

Q: =agtaPi+aPrtasg+asgp+rasm+agm (A1)
QZ = b0+b1Pl+b2P2+b3gl+b4g2+b5rT1+b6rT§ (A2)
Pr =-[Q/(TQ/TPY)] - (MCi+gi+am)

- [Q/(as+ax(TP/TPy))] - (MCi+gi+tam) (A3)

-[Qu/ (T1Qu/ Taw)] + (PL-MCy-am)
-[Qu/ (as+ as(1e/a))] + (PL-MCy-am) (Ad)

Q
I

m = [(P- &- MCy) /a] - [Q1/ (1Q1/ m)]
= [(Pi- a- MCy) /a] - [Q1/ (as+ ag(Tm/im)] (A5)
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P, = -[Q:/ (1Q2/TP)] - MC;

-[Qz/ (b2 + by(TP/MP,))] - MC, (AB)

@ =[{-Qat (kiP1(as+ as(Ta/16:)))} {ba+ bs(118/96)} ]
+ (koP; - bmy), (A7)

m = [{(kiP(ae + as(Tm/fim)))-bQa}/

{b(be+bs (M/TM)}] + [(kzP - @)/b] (A9

The set of terms {ay, ... , ag}, {bo, --- , be}, { K1, Ko, @, b,
MC,; and MC;} represent parameters to be estimated. MC,
and MC,; represent the marginal costs of firm 1 and firm 2,
respectively, which are estimated directly. In addition,
FE®D)° {(TP/TP),  (Te/fg),  (Tm/TIm)} and
FA®2)° {(TP/T1P2), (19/Mg). (m/fm)} denote the
relevant set of conjectural variation or “conduct”
parameters’®  These conduct parameters, continuous
parameters to be estimated, represent the “expectations’ that
afirm has about the reactions of itsrivals. Firms hold certain
beliefs about their rivals, with these beliefs being realized in
equilibrium. Thus, in equilibrium, these conduct parameters
are consistent and can be used to infer actual market behavior
(Bresnahan 1989).

The objective was to estimate these structural equations
directly, thereby obtaining estimates of the conduct
parameters above. In doing so, a series of identifying
restrictions (following Kadiyali, Vilcassm and Chintagunta
1998) were placed on the system and various instruments
were used in order to allow estimation. See Putsis and Dhar
(1998a) for details on each player's relevant profit
maximization, and on the specific set of identifying
restrictions and instruments used in the empirical estimation.

10. Note that this formulation, expanded to include
multiple instruments and the presence of an active retailer, is
essentially the same as Kadiyali, Vilcassm and Chintagunta
(1998) and Gasmi, Laffont and VVuong (1992), pp. 297-301.

11. Note that the partial derivatives above representing
each of the conjectures are identical to the conjectural
variation parameters from previous studies (e.g., g in lwata,
1974). Using this approach, we do not estimate reaction
functions (we estimate the first-order conditions directly), so
in this sense, the use of the partial derivatives may seem a bit
misleading. We do this for two reasons. First, the notation
above accurately represents the fact that we are estimating
actual market behavior (or “what firms do as the result of
these expectations [about rivals behavior],” Bresnahan 1989,
p. 1029). Second, given the number of conduct parameters
addressed in the present study, the notation employed aboveis
much more straightforward.
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Table 1 Price and Promotion Response and Implied Market Interactions

Competitive Interaction

Reqular Price

Promotion

Independent (Nash)

Cooperative

Non-Cooperative

National Brand Leader
Private Label Follower

Private Label Leader,
National Brand Follower

National Brand Dominant,

Private label Fringe

Private Label Dominant,
National Brand Fringe

Symmetric Interaction

P:/PP/TP, = 0

TP/TPLIP./TP; > 0

TP/TPLIP./TP, < 0

Asymmetric Interaction

PA/TP.* O, TP/TP,=0

P/TP. =0, TP/P, * O

IP/TP. > 0,9P/P, < 0

IP/P, < 0,P/1P, > 0

Tm/fm, Tm/Ifm =0
T/, T/ =0

Tm/fm, Tm/Im <0
T/, T/ <0

Tm/fm, Tm/Im >0
T/ %, T/ >0

fm/fm?* 0, fm/fm =0
T/t O, o/ = 0

Tm/Im =0, fm/fm* 0
2/ =0, 1%/t O

Im/m <0, fm/fm >0
T/ <0, /M >0

Tm/Im >0, Im/m <0
1%/ 19 >0, T/ <0

William P. Putsis, Jr.

Key: P denotesregular price
0 denotes temporary price reductions
m denotes non-price promotions (e.g., feature and/or display)

Table 2 Distribution of Estimated Implied Market Interactions Between Private Label (PL) and National Brands (NB) Across 58
Grocery Product Categories

PRICE PREDN FEATURE DISPLAY
Symmetric
INDEPENDENT 4 10 19 9
COOPERATIVE 7 7 6 7
NONCOOPERATIVE 16 10 8 6
Asymmetric
NB LEADER 19 16 19 15
PL LEADER 3 6 1 7
NB DOMINANT 8 8 3 9
PL DOMINANT 1 1 2 5

Source: Putsis and Dhar (1998a)
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Figure 1. Category Characteristics, Competitive Response and Promotion Response

1. Cross-Category Effects Measured Response

2. Purchase Acceleration

3. Category Salience

\/' Demand \ l
Promotion Promotion
(Stimuli) I Simultaneously I mpact
Determined / (Response)

1. Cooperative

2. Non-Coopera%/e Firm Behavior

3. Independent

4. Leader-Follower
5. Dominant/Fringe Firm

Figure 2. Horizontal and Vertical Interaction as Depicted by Kadiyali, Chintagunta and Vilcassim (1998).
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