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that they carry.

Compare incentives to compete for redemptions of two Fls similar in product content
and profit margin save for the highly differentiated product category that consumers
can purchase a variety of: breakfast cereal (FI 6003) and 100% fruit juice (FI 6011).

Figure 1 (left). A sample FI that would be
issued to a participant. Notice the lack of price
restrictions.
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i Figure 2 (right). The California WIC logo is
typically displayed prominently on the

: storefront of authorized vendors and next to
products eligible for WIC purchase.
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= Attrition (j=1): percentage of participants who redeem an FI at vendor i in one period but
elsewhere the next; defined for all A50 vendors in sample

= Log(Share of FI f) (j=2); logarithm of market share of either FI 6003 or 6011 relative to all WIC
vendors; market based on Mean Statistical Areas including the Los Angeles, Inland Empire,
San Francisco Bay, Sacramento, San Diego, Bakersfield and Fresno Areas.

brands;

= Number of brands, dummies for specific product brands of ready-to-eat breakfast cereal and

100% fruit juice
X;

= Controls; dummies for “WIC-Only” or chain status; number of registers (proxy for size); log-

miles from nearest WIC Clinic

Conclusion

Quantity and quality of brands of some but not all product categories matter.
= Consumers respond to breakfast cereal brands but not 100% fruit juice ones.
= Reflects brand profile; A50 vendors invest in carry many and expensive breakfast cereal

brands.

Nature of spatial competition unclear

= More competitors relates to more vendor attrition
» Intensity of spatial competition seemingly unrelated to market share; endogenous location

to minimize non-price competition?
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