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Large Sales Competition Quality Level Disparity
and Product Safety Regulation
WU Xuliang SUN Zhaojin

( Center for Industrial and Business Organization Dongbei University of Finance and Economics Dalian 116025 China)

Abstract: The effects of firms” internal incentive and objective function in particular on product safety and quality

were neglected by the existing literature. In the paper a two-stage game theoretical model and a quality disparity ratio were

constructed to examine firms safety and quality efforts as well as the distribution of product safety and quality level in a differ—

entiated products market when firms are interested in large sales competition rather than just profit level. The results found

that large sales competition really can promote firms” product safety and quality level asymmetric large sales competition will

expand firms” safety and quality disparity firms” cost disparity is always negatively related to product safety and quality level.

Key words: product differentiation; large sales competition; quality disparity ratio; safety regulation; Hotelling competition



