RETAILER MARKETING MIX RESPONSE WHEN LAUNCHING A DIRECT CHANNEL: NOT ALL RETAILERS ARE ALIKE
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Web Appendix A: Number of Retailers per Small Domestic Appliances (SDA) Category
	
	SDA Category
	Number of Retailers that Carry the Category

	1
	Beard Trimmer
	9

	2
	Body Groomer
	7

	3
	Brush Refills
	8

	4
	Citrus Press
	8

	5
	Coffeemaker
	17

	6
	Contact Grill
	4

	7
	Draught System
	5

	8
	Electronical Scale
	7

	9
	Epilator
	10

	10
	Food Chopper
	3

	11
	Food Liquidizer
	12

	12
	Food Processor
	9

	13
	Fryer
	7

	14
	Hair Clippers
	13

	15
	Hair Dryer
	14

	16
	Hair Styling Tong & Brush
	3

	17
	Hand Blender
	12

	18
	Hand Mixer
	7

	19
	Handheld Vacuum Cleaner
	6

	20
	Handstick Vacuum Cleaner
	1

	21
	Hot Air Styler
	2

	22
	Juice Extractor
	8

	23
	Kettle
	14

	24
	Ladies’ Shaver
	11

	25
	Lady Trim & Shape
	4

	26
	Men’s Shaver
	18

	27
	Multi Styler
	2

	28
	Multi-Grooming Kit
	7

	29
	Rechargeable Toothbrush
	5

	30
	Sandwich Maker
	2

	31
	Sledge Vacuum Cleaner
	14

	32
	Steam Generator Iron
	15

	33
	Straightener
	10

	34
	Toaster
	12
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Web Appendix B: Correlations
	
	
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	13
	14
	15
	16
	17
	18
	19
	20
	21

	1
	ΔAssortmentrc
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	2
	ΔPricerc
	.06
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	3
	ΔSalesrc
	.07
	.03
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	4
	Retailer Sizer
	.02
	-.06
	.25
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	5
	Specialistr
	-.01
	-.06
	-.04
	-.06
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	6
	Multichannelr
	-.01
	.10
	.20
	.56
	.36
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	7
	Focal Brand's Market Sharerc (in 100)
	-.03
	.04
	-.06
	-.25
	-.13
	-.22
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	8
	Retailer Price Levelr (in 100)
	-.01
	.13
	-.12
	.10
	.38
	.28
	-.04
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	9
	Retailer Assortment Levelr (in 100)
	-.02
	.02
	-.36
	-.39
	.52
	.00
	.05
	.29
	
	
	
	
	
	
	
	
	
	
	
	
	

	10
	ΔAdvertisingr
	.08
	.03
	-.17
	-.44
	-.34
	-.34
	.20
	-.26
	.09
	
	
	
	
	
	
	
	
	
	
	
	

	11
	Assortment Trendrc
	.00
	.05
	.06
	-.04
	-.08
	-.03
	.18
	-.01
	-.13
	-.03
	
	
	
	
	
	
	
	
	
	
	

	12
	Price Trendrc
	-.04
	.10
	-.03
	-.14
	.04
	-.08
	.01
	-.05
	.23
	.04
	.03
	
	
	
	
	
	
	
	
	
	

	13
	Sales Trendrc
	.03
	.04
	.12
	.13
	-.02
	.07
	-.13
	-.11
	-.15
	-.06
	.26
	-.06
	
	
	
	
	
	
	
	
	

	14
	Retailer Innovativeness Levelr
	-.01
	.03
	-.27
	-.46
	.41
	-.13
	.12
	.32
	.87
	.00
	.06
	.26
	-.08
	
	
	
	
	
	
	
	

	15
	Retailer Advertising Levelr (in 1,000,000)
	-.02
	.06
	.15
	.24
	.29
	.54
	-.20
	.00
	-.09
	.11
	.13
	-.08
	.20
	-.20
	
	
	
	
	
	
	

	16
	Competing Retailers Concentrationrc
	-.09
	.08
	-.01
	.35
	.02
	.19
	-.18
	-.04
	-.10
	-.11
	-.01
	.00
	.05
	-.19
	.23
	
	
	
	
	
	

	17
	Category Price Levelc (in 100)
	.04
	-.18
	-.06
	-.07
	-.04
	.00
	.02
	.13
	.01
	.04
	.15
	-.06
	.03
	.05
	-.05
	-.31
	
	
	
	
	

	18
	Category Assortment Levelc (in 100)
	.03
	-.12
	-.10
	-.17
	-.02
	-.05
	-.12
	.05
	.06
	.09
	-.05
	-.04
	-.07
	.10
	-.13
	-.43
	.44
	
	
	
	

	19
	Category Advertising Levelc (in 1,000,000)
	-.08
	-.11
	.09
	.08
	-.04
	.01
	.04
	-.04
	-.09
	.03
	-.04
	-.16
	-.17
	-.11
	.02
	.19
	-.16
	-.18
	
	
	

	20
	Competitive Brands Concentrationc
	-.08
	-.08
	.04
	-.01
	-.04
	.00
	.05
	-.04
	-.03
	.07
	-.09
	-.10
	-.03
	-.03
	-.03
	.05
	-.09
	-.11
	.54
	
	

	21
	Category Importancerc
	.05
	-.02
	-.09
	-.20
	-.03
	-.07
	-.02
	-.13
	-.10
	.14
	.08
	.03
	-.14
	-.06
	-.14
	-.16
	.10
	.49
	.09
	.12
	


Note: The correlations are for the variables as entered in the model (i.e., transformed, mean-centered).



Web Appendix C: Controlling for trends before direct channel entry
To control for any trends in the retail metrics before the direct channel entry occurred, we followed Pauwels and Hanssens (2007) and Van der Maelen et al. (2017) and regressed the quarterly retailer assortment, price, and sales of the focal brand for each of the 301 retailer-category observations over the three-year period before the direct channel entry on an intercept and a time trend, to approximate what would have happened in the absence of the direct channel entry. For each retailer-category combination, we estimate:
			(A.B 1),
						(A.B 2), and 
						(A.B 3), 
Assortmentt, Pricet, and Salest are the number of unique SKUs, the weighted average price, and the unit sales of the focal brand for each retailer-category combination, respectively (see Data section) at time t, where t = 1, 2, …, 12 (i.e., 12 quarters between 2006 and 2008 that precede the entry of the direct channel, which happened in the first quarter of 2009). Trendt is a quarterly time trend increasing by one for each quarter between 2006 and 2008.
The statistics of interest are the t-values of the coefficients , , and , which reflect the sign and significance of the pre-entry trend in sales, assortment, and price of the focal brand for each retailer-category combination. These t-values serve as values in, respectively, the Assortment.Trendrc, Price.Trendrc, and Sales.Trendrc variables that we add to our main models as additional control variables so that the change in marketing mix and retailer sales cannot be attributed to any tendencies prior to the entry (see Method section).



Web Appendix D: Robustness Checks and Falsification Test
	
	
	Model results reported in text
	Robustness check
[1] Short-term model
	Robustness check [2] 
Multilevel model
	Robustness check
[3] Clustered SE at retailer level
	Robustness check
[4] Clustered SE at category level
	Falsification
Test

	
	Coef.
	p
	
	Coef.
	p
	
	Coef.
	p
	
	Coef.
	p
	
	Coef.
	p
	
	Coef.
	p
	

	ΔAssortment
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Intercept
	-.084
	.000
	***
	-.080
	.001
	***
	-.078
	.012
	**
	-.079
	.000
	***
	-.079
	.004
	***
	.020
	.370
	

	
	Retailer Sizer
	1.072
	.011
	**
	1.452
	.001
	***
	.951
	.061
	*
	.956
	.009
	***
	.956
	.047
	**
	.014
	.977
	

	
	Specialistr
	.058
	.026
	**
	.071
	.042
	**
	.051
	.097
	*
	.052
	.001
	***
	.052
	.050
	*
	-.001
	.965
	

	
	Multichannelr
	.000
	.988
	
	.015
	.454
	
	.004
	.853
	
	.005
	.813
	
	.005
	.832
	
	.001
	.966
	

	
	Focal Brand's Market Sharerc (in 100)
	-8.973
	.098
	*
	-6.332
	.179
	
	-8.682
	.109
	
	-8.705
	.228
	
	-8.705
	.308
	
	8.528
	.174
	

	
	Retailer Price Levelr (in 100)
	-.352
	.108
	
	-.255
	.189
	
	-.288
	.215
	
	-.292
	.028
	**
	-.292
	.207
	
	-.392
	.161
	

	
	Retailer Assortment Levelr (in 100)
	-1.205
	.007
	***
	-1.457
	.007
	***
	-1.157
	.021
	**
	-1.179
	.000
	***
	-1.179
	.002
	***
	-1.594
	.001
	***

	
	Control Variables
	✓
	
	
	✓
	
	
	✓
	
	
	✓
	
	
	✓
	
	
	✓
	
	

	
	R²
	.097
	
	
	.087
	
	
	.095
	
	
	.102
	
	
	.102
	
	
	.194
	
	

	ΔPrice
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Intercept
	.053
	.000
	***
	.057
	.000
	***
	.062
	.047
	**
	.052
	.000
	***
	.052
	.000
	***
	-.017
	.009
	***

	
	Retailer Sizer
	-.742
	.000
	***
	-.711
	.000
	***
	-.702
	.162
	
	-.715
	.000
	***
	-.715
	.001
	***
	-.150
	.221
	

	
	Specialistr
	-.038
	.000
	***
	-.059
	.000
	***
	-.055
	.093
	*
	-.037
	.085
	*
	-.037
	.097
	*
	-.012
	.062
	*

	
	Multichannelr
	.026
	.007
	***
	.006
	.474
	
	.031
	.205
	
	.026
	.032
	**
	.026
	.056
	*
	.010
	.139
	

	
	Focal Brand's Market Sharerc (in 100)
	2.036
	.377
	
	2.213
	.266
	
	2.015
	.367
	
	1.734
	.344
	
	1.734
	.326
	
	-.741
	.638
	

	
	Retailer Price Levelr (in 100)
	.390
	.000
	***
	.283
	.000
	***
	.412
	.069
	*
	.383
	.056
	*
	.383
	.045
	**
	-.003
	.969
	

	
	Retailer Assortment Levelr (in 100)
	.204
	.266
	
	.503
	.018
	**
	.296
	.478
	
	.172
	.534
	
	.172
	.538
	
	-.178
	.158
	

	
	Control Variables
	✓
	
	
	✓
	
	
	✓
	
	
	✓
	
	
	✓
	
	
	✓
	
	

	
	R²
	.185
	
	
	.218
	
	
	.181
	
	
	.189
	
	
	.189
	
	
	.127
	
	

	ΔSales
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	
	Intercept
	-.098
	.000
	***
	-.126
	.000
	***
	-.106
	.070
	*
	-.097
	.000
	***
	-.097
	.001
	***
	-.073
	.003
	***

	
	Retailer Sizer
	-.356
	.459
	
	.452
	.371
	
	-.016
	.985
	
	-.368
	.397
	
	-.368
	.514
	
	.545
	.233
	

	
	Specialistr
	.083
	.004
	***
	.037
	.372
	
	.084
	.155
	
	.083
	.001
	***
	.083
	.010
	***
	.048
	.045
	**

	
	Multichannelr
	.082
	.001
	***
	.053
	.027
	**
	.056
	.228
	
	.083
	.000
	***
	.083
	.001
	***
	.037
	.154
	

	
	Focal Brand's Market Sharerc (in 100)
	-1.704
	.780
	
	-5.706
	.306
	
	-2.205
	.716
	
	-1.677
	.831
	
	-1.677
	.827
	
	-14.538
	.014
	**

	
	Retailer Price Levelr (in 100)
	-.524
	.038
	**
	-.867
	.000
	***
	-.303
	.426
	
	-.518
	.071
	*
	-.518
	.072
	*
	-.900
	.001
	***

	
	Retailer Assortment Levelr (in 100)
	-2.604
	.000
	***
	-1.792
	.004
	***
	-2.561
	.014
	**
	-2.601
	.000
	***
	-2.601
	.000
	***
	-1.442
	.002
	***

	
	Control Variables
	✓
	
	
	✓
	
	
	✓
	
	
	✓
	
	
	✓
	
	
	✓
	
	

	
	R²
	.332
	
	
	.306
	
	
	.289
	
	
	.332
	
	
	.332
	
	
	.248
	
	


*** p < .01, ** p < .05, * p < .10.
