Competitor and Market Analysis 




Professor Dearden

Economics 447 






Spring 2006 
Required Texts and Newspaper
Shy, Industrial Organization, MIT Press, 1995 

Osborne, An Introduction to Game Theory, Oxford University Press, 2004

Administrative
Office:     
463 RBC

Telephone:   
758-5129

E-mail:

jad8@lehigh.edu

Office Hours:
Tuesday and Wednesday 2:00-3:30 (with changes announced in class) and by appointment 

Accommodations for Students with Disabilities:  If you have a disability for which you are or may be requesting accommodations, please contact both your instructor and the Office of Academic Support Services, University Center 212 (610-758-4152) as early as possible in the semester.  You must have documentation from the Academic Support Services office before accommodations can be granted.  

Grading Process


Assignments







10%  


Term Project:  






20%

Midterm.  







35%

Final








35%

Typical Problem.  At a busy intersection on Rt. 309 in Quakertown, Wawa and Sunoco currently are having a price war.  Wawa has a successful convenience store, but the Sunoco does not.  How does Wawa's pricing strategy affect that of the Sunoco station?  To survive, what long-term strategy should the Sunoco station pursue?     
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YOU WILL ANALYZE

Rigorous analysis of existing and potential firms, suppliers and buyers.  

YOU WILL PRODUCE 

Production and marketing strategies as a function of the market environment.    

COURSE OBJECTIVES

1. Write a revenue management spreadsheet program or other strategy spreadsheet program that bases recommendations on a rigorous market analysis.  

2. Use marginal analysis.    

3. Understand the various types of horizontal competition. 

4. Understand vertical relationships.  

5. Understand the determinants of market structure. 

6. Use game theory to analyze market interactions.  

7. Determine optimal pricing, advertising and other marketing strategies.    

8. Understand competition and cooperation.    

9. Analyze production decisions.  

10. Learn how rigorous analysis can complement rules-of-thumb, intuition, and back-of-the-envelope calculations.  

READINGS

I. Introduction 

 Shy. Ch. 1

1. Games and strategy

Osborne:  Ch. 1, 2. 

Shy. Ch. 2 

Osborne problems:  27.1, 27.2, 30.1, 31.1, 31.2, 33.1, 34.1, 42.2, 47.1, 47.2  

Shy problems:  for each chapter, do end-of-chapter exercises.  

2. Demand

In class.  

3. The firm and costs

Shy. Ch. 3

II. Market structure 

4. Competition

Shy. Ch. 4 

5. Monopoly 

Shy. Ch. 5

6. Cartels 

DN. Ch. 4

7. Noncooperative oligopoly

Shy. Ch. 6

Osborne. Ch. 3.1, 3.2

Osborne problems:  58.1, 59.1, 60.1, 60.2, 61.1, 63.1, 67.1, 67.2

8. Product differentiation

Shy. Ch. 7 

Osborne.  Ch. 3.3

Anderson, Simon, and André de Palma, 2001, “Product Diversity in Asymmetric Oligopoly:  Is the Quality of Consumer Goods too Low?” Journal of Industrial Economics, vol. 49 no. 2, pp. 113-135  

Osborne problems:  73.1, 74.1, 74.2, 75.3, 76.1 

9. Miscellaneous game theory topics 

Osborne:  3.4, 3.5 

Osborne problems:  86.2, 88.1, 89.1, 90.1, 90.2, 90.3, 91.1 

10. Concentration, Mergers, and Entry Barriers 

Shy, Ch. 8

III. Technology and Market Structure 

11. Research and Development 

Shy, Ch. 9 

12. Economics of Compatibility and Standards 

Shy, Ch. 10 

IV. Marketing

13. Advertising

Shy, Ch. 11

14. Quality, Durability, and Warrenties

Shy, Ch. 12 

15. Pricing

Shy, Ch. 12, 13

16. Marketing Tactics

Shy, Ch. 14 
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