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Search and Information on the Internet

Course Overview

This section will review research on how consumers find information on the internet. We will
begin with price comparison search and price dispersion. A second topic examines the role of
intermediaries in affecting user behavior and user consumption of information, including search
engines and search advertising, the role of search and congestion in marketplaces, the impact
of the internet on the news media, and the role of news aggregators and social media on news
consumption and political information.

Readings

Suggested:

e Athey, Susan and Glenn Ellison. "Position Auctions with Consumer Search,” Quarterly Journal of
Economics, 2011, Vol. 126, Issue 3, Pages 1213-1270. http://economics.mit.edu/files/7560

e Dinerstein, Michael, et al. “Consumer Price Search and Platform Design in Internet Commerce,”
American Economic Review, forthcoming. http://web.stanford.edu/~leinav/wp/Search.pdf

e Fradkin, Andrey. “Search, Matching, and the Role of Digital Marketplace Design in Enabling
Trade: Evidence from Airbnb,” Working Paper.
http://andreyfradkin.com/assets/SearchMatchingEfficiency.pdf

o Gentzkow, Matthew and Jesse Shapiro. “Ideological Segregation Online and Offline,” Quarterly
Journal of Economics, 2011, Vol. 126, Issue 4, Pages 1799-1839.
http://web.stanford.edu/~gentzkow/research/echo_chambers.pdf

For More Background:

Price Comparison and Price Search

e Baye, Michael R. and John Morgan. “Information Gatekeepers on the Internet and the
Competitiveness of Homogeneous Product Markets,” American Economic Review, 2001, Vol.
91, Issue 3, Pages 454-474. https://pubs.aeaweb.org/doi/pdfplus/10.1257/aer.91.3.454




Baye, Michael R., et al. “Price Dispersion in the Small and in the Large: Evidence from an
Internet Price Comparison Site,” Journal of Industrial Economics, 2004, Vol. 52, Issue 4, Pages
463-496. http://www.jstor.org/stable/35698597?seq=1#page_scan_tab_contents

Bronnenberg, Bart J., et al. “Zooming In on Choice: How Do Consumers Search for Cameras
Online?,” Marketing Science, 2016, Vol. 35, Issue 5, Pages 693-712.
https://pubsonline.informs.org/doi/abs/10.1287/mksc.2016.0977

Brynjolfsson, Erik, and Michael D. Smith. “Frictionless Commerce? A Comparison of Internet and
Conventional Retailers,” Management Science, 2000, Vol. 46, Issue 4, Pages 563-585.
https://pubsonline.informs.org/doi/abs/10.1287/mnsc.46.4.563.12061

Chen, Yuxin and Song Yao. “Sequential Search with Refinement: Model and Application with
Click-Stream Data,” Management Science, 2017, Vol. 63, Issue 12, Pages 4345-4365.
https://pubsonline.informs.org/doi/abs/10.1287/mnsc.2016.2557

De los Santos, Babur, et al. “Testing Models of Consumer Search Using Data on Web Browsing
and Purchasing Behavior,” American Economic Review, 2012, Vol. 102, Issue 6, Pages 2955-
2980. https://www.aeaweb.org/articles?id=10.1257/aer.102.6.2955

De los Santos, Babur, et al. “Search With Learning for Differentiated Products: Evidence from E-
Commerce,” Journal of Business & Economic Statistics, Vol. 35, Issue 4, Pages 626-641.
http://amstat.tandfonline.com/doi/abs/10.1080/07350015.2015.1123633#.WWnUry4jwbb0

De los Santos, Babur and Sergei Koulayev. “Optimizing Click-Through in Online Rankings with
Endogenous Search Refinement,” Marketing Science, 2017, Vol. 36, Issue 4, Pages 542-564.
https://pubsonline.informs.org/doi/10.1287/mksc.2017.1036

Dinerstein, Michael, et al. “Consumer Price Search and Platform Design in Internet Commerce,”
American Economic Review, forthcoming. http://web.stanford.edu/~leinav/wp/Search.pdf

Ellison, Glenn. “A Model of Add-on Pricing,” Quarterly Journal of Economics, 2005, Vol. 120,
Issue 2, Pages 585-637. https://academic.oup.com/qje/article/120/2/585/1933948

Ellison, Glenn and Sara Ellison. “Search, Obfuscation, and Price Elasticities on the Internet,”
Econometrica, 2009, Vol. 77, Issue 2, Pages 427-452.
http://onlinelibrary.wiley.com/doi/10.3982/ECTA5708/full

Ellison, Glenn and Alexander Wolitzky. “A Search Cost Model of Obfuscation,” RAND Journal of
Economics, 2012, Vol. 43, Issue 3, Pages 417-441.
http://onlinelibrary.wiley.com/doi/10.1111/j.1756-2171.2012.00180.x/full

Fradkin, Andrey. “Search, Matching, and the Role of Digital Marketplace Design in Enabling
Trade: Evidence from Airbnb,” Working Paper.
http://andreyfradkin.com/assets/SearchMatchingEfficiency.pdf

Ghose, Anindya and Yuliang Yao. “Using Transaction Prices to Re-Examine Price Dispersion in
Electronic Markets,” Information Systems Research, 2011, Vol. 22, Issue 2, Pages 269-288.
http://pages.stern.nyu.edu/~aghose/transpd.pdf

Koulayev, Sergei. “Search for Differentiated Products: Identification and Estimation,” RAND
Journal of Economics, 2014, Vol. 45, Issue 3, Pages 553-575.
http://onlinelibrary.wiley.com/doi/10.1111/1756-2171.12062/full

Kumar, Anuj, et al. “Information Discovery and the Long Tail of Motion Picture Content,”
Management Information Systems Quarterly, 2014, Vol. 38, Issue 4, Pages 1057-1078.
https://dl.acm.org/citation.cfm?id=2871290




Scott Morton, Fiona M., et al. “Consumer Information and Discrimination: Does the Internet
Affect the Pricing of New Cars to Women and Minorities?,” Quantitative Marketing and
Economics, 2003, Vol. 1, Issue 1, Pages 65-92.
https://link.springer.com/article/10.1023/A:1023529910567

Stahl, Dale O. “Oligopolistic Pricing with Heterogeneous Consumer Search,” International
Journal of Industrial Organization, 1996, Vol. 14, Issue 2, Pages 243-268.
https://www.sciencedirect.com/science/article/pii/0167718794004749

Ursu, Raluca M. “The Power of Rankings: Quantifying the Effect of Rankings on Online
Consumer Search and Purchase Decisions,” Marketing Science, forthcoming.
https://drive.google.com/file/d/0ByFh81WS9pCselNUYVZVdmlyYVE/view

Zettelmeyer, Florian, et al. “How the Internet Lowers Prices: Evidence from Matched Survey and
Automobile Transaction Data,” Journal of Marketing Research, 2006, Vol. 43, Issue 2, Pages
168-181. http://journals.ama.org/doi/abs/10.1509/jmkr.43.2.168?code=amma-site

Search Engines and Search Platforms

Athey, Susan. “Information, Privact, and the Internet,” CPB Netherlands Bureau for Economic
Policy Analysis, June, 2014. http://www.cpb.nl/sites/default/files/CPB-Lecture-2014-
Information-Privacy-and-the-Internet-an-economic-perspective.pdf

Berman, Ron and Zsolt Katona. “The Role of Search Engine Optimization in Search Marketing,”
Marketing Science, 2013, Vol. 32, Issue 4, Pages 644-651.
https://pubsonline.informs.org/doi/abs/10.1287/mksc.2013.0783

Ghose, Anindya, et al. “Examining the Impact of Ranking on Consumer Behavior and Search
Engine Revenue,” Management Science, 2014, Vol. 60, Issue 7, Pages 1632-1654.
https://pubsonline.informs.org/doi/abs/10.1287/mnsc.2013.1828

Hagiu, Andrei and Bruno Julien. “Why Do Intermediaries Divert Search?,” RAND Journal of
Economics, 2011, Vol. 42, Issue 2, Pages 337-362.
http://onlinelibrary.wiley.com/doi/10.1111/j.1756-2171.2011.00136.x/full

Halaburda, Hanna, et al. “Competing by Restricting Choice: The Case of Search Platforms,”
Management Sciece, forthcoming.

https://papers.ssrn.com/sol3/papers.cfm?abstract id=1610187

Kohavi, Ronny, et al. “Online Experimentation at Microsoft”.
http://ai.stanford.edu/~ronnyk/ExPThinkWeek2009Public.pdf

Search Advertising

Athey, Susan and Glenn Ellison. "Position Auctions with Consumer Search,” Quarterly Journal of
Economics, 2011, Vol. 126, Issue 3, Pages 1213-1270. http://economics.mit.edu/files/7560
Athey, Susan and Denis Nekipelov. “A Structural Model of Sponsored Search Advertising
Auctions,” Working Paper.

https://people.stanford.edu/athey/sites/default/files/structural sponsored search.pdf




e Blake, Thomas, et al. “Consumer Heterogeneity and Paid Search Effectiveness: A Large-Scale
Field Experiment,” Econometrica, 2015, Vol. 83, Issue 1, Pages 155-174.
http://onlinelibrary.wiley.com/doi/10.3982/ECTA12423/full

e Edelman, Benjamin, et al. “Internet Advertising and the Generalized Second-Price Auction:
Selling Billions of Dollars Worth of Keywords,” American Economic Review, 2007, Vol. 97, Issue
1, Pages 242-259. https://www.aeaweb.org/articles?id=10.1257/aer.97.1.242

e Edelman, Benjamin and Michael Schwarz. “Optimal Auction Design and Equilibrium Selection in
Sponsored Search Auctions,” American Economic Review Papers and Proceedings, 2010, Vol.
100, Pages 597-602. https://pubs.aeaweb.org/doi/pdf/10.1257/aer.100.2.597

e Jeziorski, Przemiyslaw and llya Segal. “What Makes Them Click: Empirical Analysis of
Consumer Demand for Search Advertising,” American Economic Journal: Microeconomics,
2015, Vol. 7, Issue 3, Pages 24-53. https://www.aeaweb.org/articles?id=10.1257/mic.20100119

e Lewis, Randall and Dan Nguyen. “Display Advertising’s Competitive Spillovers to Consumer
Search,” Quantitative Marketing and Economics, 2015, Vol. 13, Issue 2, Pages 93-115.
https://link.springer.com/article/10.1007/s11129-015-9155-0

e Ostrovsky, Michael and Michael Schwarz. “Reserve Prices in Internet Auctions: A Field
Experiment,” Working Paper. http://web.stanford.edu/~ost/papers/rp.pdf

e Varian, Hal R. “The Economics of Internet Search.” Anglo Costa lecture. Rome, Italy, February
2007. (PDF)

e Varian, Hal R. “Position Auctions,” International Journal of Industrial Organization, 2007, Vol. 25,
Pages 1163-1178. http://people.ischool.berkeley.edu/~hal/Papers/2006/position.pdf

e Varian, Hal R. “Online Ad Auctions,” American Economic Review Papers and Proceedings,
2009, Vol. 99, Issue 2, Pages 430-434. https://pubs.aeaweb.org/doi/pdf/10.1257/aer.99.2.430

Marketplaces, Matching and Efficiency

e Abraham, Ittai, et al. “Peaches, Lemons, and Cookies: Designing Auction Markets with
Dispersed Information,” Working Paper.
https://people.stanford.edu/athey/sites/default/files/peaches-lemons-cookies.pdf

e Blake, Thomas, et al. “Returns to Consumer Search: Evidence from eBay,” Proceedings of the
2016 ACM Conference on Economics and Computation, 2016, Pages 531-545.
https://dl.acm.org/citation.cfm?id=2940754

e Cullen, Zoég, and Chiara Farronato. “Outsourcing Tasks Online: Matching Supply and Demand
on Peer-to-Peer Internet Platforms,” Working Paper.
https://docs.google.com/viewer?a=v&pid=sites&srcid=ZGVmYXVsdGRvbWFpbnxjaGlhcmFmYX
Jyb25hdG98Z3g6MmI4N2U4NDFhODkK30TAYZQ

e Einav, Liran, et al. “Peer-to-Peer Markets,” Annual Review of Economics, 2016, Vol. 8, Pages
615-635. https://web.stanford.edu/~leinav/pubs/AR2016.pdf

e Farronato, Chiara and Andrey Fradkin. “The Welfare Effects of Peer Entry in the Accommodation
Market: The Case of Airbnb,” Working Paper (draft available upon request).

e Fradkin, Andrey. Search frictions and the design of online marketplaces. Working paper,
Stanford University, 2013. http://andreyfradkin.com/assets/Fradkin JMP_Sep2014.pdf




Levin, Jonathan and Paul Milgrom. “Online Advertising: Heterogeneity and Conflation in Market
Design,” American Economic Review Papers and Proceedings, 2010, Vol. 100, Pages 603-607.
https://pubs.aeaweb.org/doi/pdf/10.1257/aer.100.2.603

Lewis, Gregory. “Asymmetric Information, Adverse Selection and Online Disclosure: The Case of
eBay Motors,” American Economic Review, 2011, Vol. 101, Issue 4, Pages 1535-1546.
https://www.aeaweb.org/articles?id=10.1257/aer.101.4.1535

Romanyuk, Gleb. “Ignorance Is Strength: Improving the Performance of Matching Markets by
Limiting Information,” Working Paper.
https://scholar.harvard.edu/files/gromanyuk/files/info_disclosure in_matching markets.pdf
Tadelis, Steven and Florian Zettelmeyer. “Information Disclosure as a Matching Mechanism:
Theory and Evidence from a Field Experiment,” American Economic Review, 2015, Vol. 105,
Issue 2, Pages 886-905. https://www.aeaweb.org/articles?id=10.1257/aer.20110753

News Media

Athey, Susan, et al. “The Impact of the Internet on Advertising Markets for News Media,”
Management Science, forthcoming. https://www.gsb.stanford.edu/faculty-research/working-
papers/impact-consumer-multi-homing-advertising-markets-media-competition

Athey, Susan, et al. “The Impact of Aggregators on Internet News Consumption,” Working
Paper. https://people.stanford.edu/athey/sites/default/files/aggregators _main_0_1.pdf

Chiou, Leslie and Catherine Tucker. “Copyright, Digitization, and Aggregation,” Working Paper.
http://ebusiness.mit.edu/research/papers/2011.12 Chiou Tucker Copyright%20Digitization%20
and%20Aggregation 309.pdf

Gentzkow, Matthew. “Trading Dollars for Dollars: The Price of Attention Online and Offline,”
American Economic Review Papers and Proceedings, 2014, Vol. 104, Issue 5, Pages 481-488.
http://web.stanford.edu/~gentzkow/research/DollarsForDollars.pdf

Gentzkow, Matthew and Jesse Shapiro. “Ideological Segregation Online and Offline,” Quarterly
Journal of Economics, 2011, Vol. 126, Issue 4, Pages 1799-1839.
http://web.stanford.edu/~gentzkow/research/echo_chambers.pdf




