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Highlights

o [ estimate the effect of new car dealer intra-brand competition on local advertising by dealers

and manufacturers.

e Instruments for dealer competition are based on state automobile franchise regulations and

historical population growth.

e Greater intra-brand dealer competition is associated with lower dealer advertisin, d lower
manufacturer advertising for US brands. Q
e [ discuss implications for the design of retail networks and the effe te automobile

e 0
franchise regulation in the United States. '%
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