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Why Do Manufacturers Issue Coupons? An Empirical Analysis of Breakfast Cereals
	The article tried to analyze the impact of coupons that were used in the 1990s to increase a sale of ready-to-eat breakfast cereals. Also, to answer whether manufacturers could use coupons to price discriminate. Moreover, they will show why manufacturers issue coupons and the relations they imply between coupons and prices for ready-to-eat breakfast cereal.  
	There were two assumptions under Static monopoly price discriminate which explained the relationship between coupon and shelf prices. However, positive correlation between coupons and shelf prices does not prove they are being used to price discriminate. 
	 For price discrimination with strategic interaction effects, Cort’s logic showed that prices will only fall for all consumers if the coupon users and nonusers have different brand preferences. 
	For Dynamic demand effect, Sobel developed a model in which suppliers periodically discount goods to clear the market of low-valuation consumers. This model predicted that coupons are issued in response to intertemporal patterns in demand.
	The authors explored relationship between coupons and shelf prices using data from IRI Infoscan Data Base and Promotion Information Management on a three-dimensional panel dataset and the method was VAR model. In the Infoscan Data Base, the data are aggregated by brand, city and quarter. The data cover up to 65 different cities and from 1989 to 1992.  The Promotion Information Management collected data on coupons issued in 69 major metropolitan areas.    
[bookmark: _GoBack]	The SHELF PRICEbct, dependent variable, is the average shelf price for cereal brand b in city c during quarter t. There are four independent variables which consist of DOLLARS OFFbct (is the expected value of the coupon available for cereal brand b in city c during quarter t), brand-fixed effects to vary by city, the city-fixed effects to vary across quarters and the quarter effects to vary by brand. The result showed that there was negative correlation between prices and coupons. In addition, it suggested that coupons are driven by strategic interactions between manufacturers, incentives given to the people within firms who make decisions about coupons and the effects of coupons on repeat purchases. 
	The questions are quite interesting and the method used is appropriate and convincing. Nevertheless, the authors should add more variables to see effect on decision making in each person, such as, gender. 
	



