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Essays on Two Patterns of Competition: Interbrand or Intrabrand

WOTER | gt .5 = > ORI T B NGRSE + RHEERI & CRARERY)
BXNEDEE

One important research issue of industrial organization is how firms’ strategic interactions affect
their profitability and further affect the market allocation. The interactions may come from
different patterns of competitions—not only among firms of different brands, but also among those
of the same brand. The former competition pattern, known as “interbrand competition,” has
received major research attention, while the following one, known as “intrabrand competition,”
has also been intensively discussed in the recent years. My research incorporates four
projects~-two of them focus on the interbrand competition and two focus on the intrabrand
competition. Specifically, the study of interbrand competition incorporates two projects
discussing: (i) firms®> endogenous timing problem with consumer heterogeneity in willingness to
pay, (ii) firms’® sourcing strategies and product positioning (joint project with Noriaki
Matsushima). I show that a firm may strategically postpone its action but gain a higher profit than
its rival who moves earlier. Although outsourcing input production may help firms enhance
product quality, it does not necessarily enhance their profitability. In the study of intrabrand
competition, I consider a vertically related market wherein an upstream manufacturer competes
with its downstream retailers (competitions occur between different distribution channels}). I carry
out the following two projects: (iii) how retailers determine the length of their product lines when
facing the manufacturer’s direct selling; (iv) how the manufacturer’s direct selling affects the
consumer surplus when contracting process is only observable to contracting partners. I show that
when facing the manufacturer’s direct selling, retailers may strategically cut their product line.
When contracting process is only observable to contracting partners, although the manufacturer’
direct selling increases the number of competitors in the resale market, it may still reduce the
consumer surplus.
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