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types of information, including merger simulations, advertisements, strategic plans, customer

reports, testimony and depositions of customers, and a host of other types of quantitative and/or

qualitative data can be useful.

These additional tools can be useful regardless of whether it is possible to put that icing on the

cake. For instance, in the Staples-Office Depot case some very sophisticated econometrics work

was done to identify the competitive effects of a merger between Staples and Office Depot. But












