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1. The paper tries to answer why do manufacturers issue coupons by using breakfast cereals industry as an example. Since there are many previous studies show that higher shelf price brand issuing coupon has more elastic effect on consumers’ purchase than low-priced brand does. Lower-priced brand has no incentive to issue coupon unless high-priced brand issue coupon to snatch market share of low-priced brand. Price of both brand would fall only when two groups of consumer have different preferences towards two brand.
2. The paper tries to use price discrimination but ,somehow , ready-to-eat cereal brands do not have monopoly power. Plus, an employee who use coupon policy might not do on the purpose of maximizing profit for shareholder. While he/she might use to coupon policy to boost the sales up according to the previous papers.
The paper uses vector auto-regressive (VAR) model. To evaluate the dynamic impact of coupons. Panel datasets are used in this paper by collecting 25 available coupons RET breakfast cereal products in up to 65 cities for every quarter from 1989 till 1992. 
A dependent variable is either SHELF PRICE which is the average shelf price for specific cereal brand in specific city during specific quarter, or PROB IF COUPON which reflects the probability that there is a coupon for a given city, brand and quarter. Independent variable includes  DOLLARS OFF (= 0 when there is no coupon). Other than independent variable. Γb and ∅c capture specific brand and city factor that affect demand or the cost of selling cereal. σ t  capture the trend in cereal prices over the time period they consider.
3. Effects are divided into 3 types. Firstly, cross-brand effects. It tends to have relationship between market share and couponing. There is no distinct pattern among quarters.
Secondly, cross-city effects. It shows negative correlation between shelf prices and coupons is driven by the whole sale price. The result only reflects pricing at one supermarket chain in a single city. 
Thirdly, Dynamic effects. It shows that coupons and prices Granger-cause volume nut not vice versa. Manufacturers coupon decisions are not a function of previous volume sold. In total, the negative correlation between prices and coupons and the dynamic results indicates that none of static or intertemporal monopoly price discrimination considerations are predominant. While coupons are driven by strategic interactions between producers, incentives given to internal people who decide of coupons and repurchase effect, all combined.
4. The questions are not  much interesting. However, the methods using are interesting for this paper. Although it is complex. The benefits I get would be the complexity of doing paper and doing an econometric method with lot of controls. 
5. They mention price discrimination so many times and might be also game theory.
6. I think the method suits the questions well. Since she concern many controls and use some coefficient to capture some specific brands and period. 
7. There is on any other suggestion. They already state clearly but I might have to study more about there method since it is very complicated.
8. The result suggests the combination of strategic interactions between producers, incentives given to internal people who decide of coupons and repurchase effect drive coupons. I already expected the outcome would be like this. However, I have no clue about interval relationship.












