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	While most of the theoretical literature in advertising states that firms advertise beyond a socially efficient level, recent empirical work suggests that advertising usually has an insignificant if not positive effect on rival demand. Given the lack of consensus on the effects of advertising on rival firms, the paper first estimates a linear demand system using a new and more detailed data set. The paper then analyzes whether advertising campaigns are strategic substitutes or complements. The Becker-Murphy condition that determines whether advertising is socially efficient is tested. My research suggests that in this particular market, the frozen entree industry, advertising does not crowd out rival demand. Moreover the marginal effectiveness of advertising often increases when rival increase advertising. Thus, advertising campaigns are strategic complements and firms therefore increase advertising when rival firms advertise more. 
  


