ADVANCED INDUSTRIAL ORGANIZATION (THEORETICAL) 2010-2011

The companion course “Advanced Industrial Organization (Empirical)’ is taught by Lapo
Filistrucchi (UvT).

Lecturers

Marco Haan and Bert Schoonbeek (RUG).

Aims

To bring students up-to-date with the state-of-the-art in industrial organization theory. Upon
completion of the course, students should be able to read, comprehend, and critically assess
current theoretical articles in leading journals in this field (like RAND Journal of Economics,
Journal of Industrial Economics, International Journal of Industrial Organization).

Credits

3 ECTS

Time Schedule

18, 25 March; 1, 8, 15 April, 2011

Prerequisites

Industrial Organization, level first-year Research Master (e.g. Tirole, J. (1988), The theory of
industrial organization, The MIT Press, Cambridge).

Examination

tba

Outline of the Course

Topics Lecturer
Search Models - Haan
Cartels and Leniency Programs - Schoonbeek
Advertising Models - Haan
Horizontal Mergers - Schoonbeek

Behavioural 10 - Haan
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