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1. Introduction

When the effects of a brand's marketing actions are distributed among its competitors
out of proportion to their market shares, competition is called asymmetric. For example,
in the cola market advertising competition between Pepsi and Royal Crown Cola would
be asymmetric if a 10% increase in advertising by Pepsi affected Royal Crown much
more than it did a local brand with the same market share as Royal Crown. Similar
asymmetries in competition may exist for all elements of the marketing mix, in other
markets for consumer packaged goods (e.g. coffee, detergent, disposable diapers), and
for industrial products and services (e.g. overnight package-delivery services).

Asymmetries in competition arise from two main sources. First, some brands may
have unique features of their strategy which either shield them from competitors' mar-
keting actions, or which make them particularly vulnerable to such actions. Comparative
advertising, such as the "Pepsi Challenge", may make one brand's share disproportionately
sensitive to another brand's efforts. Unique distribution, reputation or an especially valu-
able brand name can also produce asymmetries.

Second, asymmetries can arise from period-to-period variation in marketing-mix ele-
ments such as relative advertising spending or prices. For example, Pepsi Cola may be
less sensitive than Coca-Cola to increases in advertising spending by Royal Crown-
simply because Pepsi may at times outspend Coke in advertising to ensure that its message
is heard through the din of competitive messages. These differences in strategy may be
only temporary, such as the temporary distinctiveness created by advertising pulsing,
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