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Fighting brand and entry deterrence

LUO Pirrliang, LU Yi?
1. Management School of Fudan Universty , Shanghai 200433, China;
2. Shool of Busness, The Universty of Hong Kong, Hong Kong, China

Abstract : Brand extensgons isone of the focused research field in the theory of indudrid organization. This Pgper
deeply sudies the grategy of introducing fighting brand which is one of the nog frequently used methods to deter
entrance by the incumbent firms. A product differentiated Gournot node is condructed in this pgper to show that
the choice of fighting brand to deter entrance is highly related to the cogs of entrance. Roughly gpeaking, when
fixed entry cogt is mediate, it is helpful to adopt the fighting brand drategy to deter entrance. However , if the fixed
entry cod is © gmdl or o large, the Incumbent may optimally remain dlent to the entrant. This paper d Dlves
the soope of that fixed cogs suitable for introduci ng fighting brand through a dnmple numerical exanple , and discuss
Its inplications for entry and deterrence behaviors in the age of dobalized economy.

Key wor ds: fighting brands; entry deterrence; cogsdf entrance; brand extensons



