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Key background information

• Multi-tiered system: AB and InBev (and everyone else) must use a 
distributor
• No direct brewery – to – store sales / shipments
• Brewer cannot control final price, but can market to retailers (and consumers)

• So who stocks store shelves at Kroger?
• The distributor, not Kroger!
• So distributor effort matters

• Kroger buys from multiple distributors
• Brands carried by single distributor

• AB pushed for exclusive distributors from 1997
• But those with other strong brands often said “no thanks” ==> mixed system



Generic issues

• Virtually all activity has an economic component
• Steel / glass for auto companies
• Very few glass companies (3 major globally?)
• So GM and Toyota would be very concerned if Ford bought one

• Market power questions
• But also efficiency!
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Formal Structure: Hypotheses

• Brand share higher when
• Moves from shared to exclusive
• Rivals moved to other distributors

• Market effect stronger when competition more sensitive to 
distributor effort when retailer has
• Smaller sales area
• More brands



How approach

• “The Event” 2007: AB as InBev exclusive distributor
• AB solo distributors now carried

• Non-AB distributors lost InBev products
• AB / InBev mixed distributors

• no change
• AB / other distributors

• other now less central

• So compare before / after
• controlling for distributor / store level variation
• “Difference in differences”



Data

• Very detailed store-level (p, q) data
• weekly x 2 years = 104 observations for each product

• Budweiser is 7 products: bottles, different can packages
• Added up sales for each brand, standardized as 6-packs

• 250 stores in 150 cities

















Data are noisy

• Weekly variation
• Probable seasonal variation
• Highly likely regional and store-level variation
• Basic beer markets
• Stores that emphasize microbrews

• So want to have other variables that control for local market share 
and across time
• Example

• “weekly fixed effects” OR “post-2007” 
• but not both







Conclusion

• Market share changes
• Small (+0.16 pct points) but not for InBev (6% increase)

• Prices don’t change
• ENHANCES EFFICIENCY NOT MARKET POWER


