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IMIIMPUYECKOE U3YUYEHUE BSAyMOﬂEﬁCTBHH
IHOCTABIHIMKOB U PUTEUJIEPOB

3a mocneaHue BaaLATh JET CHU3WIACh POJb TPAIULHUOHHON peKIaMbl U
BBIPOCJIA POJIb MApPKETHUHIOBBIX YCIYT, IPEIOCTABISIEMBIX ITPOU3BOIUTEISAM
puteiinepamu. B 1o sxe Bpems ¢ 1 depans 2010 rona B Poccun BcTymnun B cuity
3ak0H Ne 381-@3 «O Toprosiey», KOTOPbIA BBE 3HAYUTEIbHBIE OTPAHUYEHUS HA
B3aMMOJICHCTBUE ITOCTABIIMKOB U TOPIOBBIX ce€TeU. B CBsA3M ¢ 3TUM BBIpOCIa
HEOOXOJMMOCTh 3MIIMPUYECKOIO H3YyYEHUS! MEPETOBOPHOM CHIIBI PUTEUIIEPOB,
MHCTPYMEHTOB Uil €€ pealu3alM W MX BO3JACHCTBUS Ha 0JIarOCOCTOSHUE
UI'POKOB PBIHKA JI0 U MOcie NpUHATHS 3akoHa. CylEecTBYIOIME UCCIIEI0BAHUS
B 3TOM 00JacTH HECOBEPIICHHBI, TaK KaK YacTO HE YYHUTHIBAIOT pa3inyuue
BIIMSIHUS HECTAHIAPTHBIX YCJIOBHMI JOTOBOPA HAa pas3HbIC TPYNIbI IOCTABUIUKOB,
UX MEXAHUKY M YCJIOBHUs NPUMEHEHUS, a TAKXKE HE COIEpkKaT dMIIMPUYECKOIO
aHaJln3a SKOHOMMUYECKUX MoKa3aTesed. B naHHol paboTe mpezacTaBiieHa HOBas
METONOJIOTUSL ~ SMIIUPUYECKOTO  H3Y4YEHUs  OOCYKJA€MOIo  SBJICHHUS  C
MCIIOJIb30BaHMEM KOMIUJIEKCA NTOKA3aTeIeN yPOBHS LIEH, ACCOPTUMEHTA, YCIOBHI
KOHTPAKTOB, KOHLIEHTPALIMHU U PEKJIAMHON aKTUBHOCTH.
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EMPIRICAL STUDY OF SUPPLIER-RETAILER INTERACTION

In the past 20 years the role of traditional advertising has decreased
significantly while retailers’ marketing services have grown in their power. At
the same time a new Trade law is valid in Russia as of 1% February 2010 and
limits dramatically retailer-producer business interaction. All these combined
makes it very important to study empirically retailers’ market power,
instruments used to enforce it and public welfare effects before and after the
Law. Existing works in the field are not perfect due to several constraints
including not accounted differences of non-standard contract terms and limited
empirical justification. The proposed paper offers a truly empirical methodology
for the phenomenon investigation and is based on complex of indicators of
pricing, assortment, contract terms, concentration and advertising activities.
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