[Dxosed FOmknH Cturnumu (poa. 9 despans 1943 r.) —

aMepPUKaAHCKUN 3KOHOMUCT-KenHcHaHeL. 13BecTeH Kak
XECTKUN KPUTUK HEOTPAHWUYEHHOTO PbIHKA, MOHETaAPU3Ma U
HEOKNACCUYECKON SIKOHOMUYECKOW LLUKOMbI, a TaKXKe
HeonmbeparnbHOro NOHUMaHUS rnodanuaanm, NOMUTUKN
MB® B OTHOLLEHWW pa3BUBAIOLLMXCSA CTPAH U NinbeparnbHbIX
pedopm B Poccun.
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Cturnuy — oaunH 13 BeayLmxX npeacTaBuTenemn
NOCTKENHCOBCKOW 3KOHOMUKK, KOTOpas coeaunHSAEeT B
cebe yyeHne KenHca ¢ anemeHtamu Teopun Mapkca.
Cturnuy yTBepxaarn, 4to YpesmepHoe NPeKnoHeHue
nepen cBOOOAHLIM PbIHKOM — MNPUYMHA NOCTOSIHHOW
befHocTM B passuBatoLmxca ctpaHax. B 2001 rogy

Cturnudy nonyymn Hobenesckyto npemuio 3a
CO3[1aHWe OCHOB TEOPWMN PbIHKOB C aCUMMETPUYHON
MH(opmaLuen. [aHHble nccrnenoBaHns nokasanu,

YTO MHPOPMALNA HA PbIHKE pacnpenenseTcs

HepaBHOMEPHO W, CrefoBaTeNlbHO, «HeBMaMMas
pyka» cBODOAHOrO pbiHKa Aaneko He CTonMb
3PdEKTNBHA.



Equilibrium in Product Markets
with Imperfect Information

By ). E. Sniourz®

This paper s concerned with the relation-
ship between information und market equilib-
rium: with the effect of information on the
effective degree of competition, on the level of
prices and their dispersion, on the variety and
character of products produced by markets,
on the one hand; and with the demand foe
information by consumers and the supply of
information by producers, on the other. | shall
argue not only that taking appropriate
account of the costs of information provides
an cxplanation of many phenomena which
otherwise could not be explained, but that it
also casts considerable doubt on & number of
presumptions of traditional economics, for
example, the efficiency of competition, and
the policy prescriptions derived from those
presumptions,

Teaditionnl models of competition with
perfect information obviously cannot explain
the widely observed phenomena of price
distributions, which seem sufficiently persis-
tent that they cannot simply be dismissed as a
disequilibrium phenomenon; nor can they
explain advertising. nor can they explain why
markets in which there are only a few large
firms often seem more competitive than
markets with many small firms. The work |
am about to describe, which attempts to
characterize equilibrium in product markets
in which information is costly, provides
considerable insight into these phenomena. At
the same time, examining markets with costly
information raises several important conun-
drums for competitive equilibrium theory: in
the simplest of models formulated, no market
equilibrium exists. The resolution of this
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paradox provides one of the foci of this
paper

It is important (0 recognize that market
structure is itsell an endogenous variable, a
result (at least in many cases) of natural
barriers 10 entry and incentives 10 agglomer-
ate, some of which are related in an essential
way 1o the cost of information. In this paper, |
shall not have time 1o explore this set of
relationships; throughout, it shall be assumed
that the only barrier 10 entry s the fixed cost
of establishing & new firm and that these are
sufficiently small that markets will be charac-
terized by a large number of firms

L Imperfect Ink bon and Monopoly Power

A. Competitive Markets with
Monopoly Price

It has long been recognized that imperfect
information would result in firms having some
degree of monopoly power. But it was
presumed that a market equilibrium with
“small” costs of search would be “very simi-
lar” to one with zero search costs; | suspect
this belicl is based on the presumption of
continuity which seems 10 have been
ingrained in economists at least since Alfred
Marshall’s famous dictum

As Tibor Scitovsky and Peter Diamond
have shown, this is not necessary; even with
infinitesimal scarch costs and a very large
number of firms, in market oquilibrium the
price is the momopoly price. To see this,
assume all individuals have the same demand
curve, all firms have the same cost functions,
and also all charge the same price. Then if
price is below the monopoly price, it would
pay any firm 10 raise its price by an amount
less than the magnitude of scarch costs for the
individual with the lowest search cost, for it
would then not pay any customer 1o leave the
given store and go to another. But this, in
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WccnepoBanus Cturnuua
COCPefoTOYEHbI Ha TOM, YTO
MOrYT cAenarb nioxo
MHAOPMUPOBAHHbIE oAU U
ornepaTtopbl, YTOObI YNyYLLINUTb
CBOE NOMOXEHNE Ha PbIHKE C
aCUMMETPUYHOU
nHdopmaumen. OH coenan
BbIBOZ, O TOM, YTO OHU MOTYT
KOCBEHHO 13BeYb
MHJOPMaLMIO C MOMOLLbHO
oTbopa v camooTbopa.



STOT MOMEHT OblIN NPOUNOCTPUPOBAH Ero UCCrefoBaHNEM
CTPax0BOro pbIHKa, B KOTOPOM (HEOCBEAOMIEHHbIE)
CTPaxoBbl€ KOMMaHUW HE UMenn nHdopmauum ob
MHAMBUAYANbLHOW PUCKOBOW CUTYaLIMN CBOUX
(MHOOPMUPOBAHHbIX) KNMWMEHTOB. AHANKU3 nokasan, yTo,
npeanaras CTpaxoBLLUMKAM CTUMYbI K PACKPbITHIO
MHdopMaLIMK, CTPaxoBble KOMMNAaHUK CMOTIA Pa3AenUTb
NX Ha pa3Hble Knacchl pucka. Vicnonb3oBaHue npouecca
0TOOpa NO3BONAET KOMMAHUAM 3aKIO4aTh JOrOBOPbI Ha
BbIOOP MOMUTUKK, B KOTOPLIX DOnee Hu3kue npemmmn MoryT
ObITb 0OMEHeHbI Ha Doree BbICOKME (PPaHLLIKN3bI.



Cnacnbo 3a BHMMaHue!



