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ABSTRACTS

Whether, What, and How Much to Buy: A Semiparametric Framework for Estimating Promotional
Effects on Retail Platforms

This paper develops a semiparametric framework for estimating the effects of promotions on a retail
platform on consumers’ decisions of whether to visit the platform, what product categories to purchase,
and how much to buy. Our framework flexibly models these multi-stage correlated decisions, allowing the
use of high-dimensional individual shopping history variables to capture heterogeneous shopping patterns
across consumers. We use Neyman-orthogonal scores with nested cross-fitting to debias the estimated
effects and establish root-n consistency and asymptotic normality of the estimators. We apply the
framework to mall-wide promotions in a luxury shopping mall in China. The promotions broadly increase
consumers’ mall visits, category purchases, and total spending across all store categories, with luxury
stores generating a large portion of the gain, but negative effects exist in the pre- and post-window,
indicating a partial intertemporal substitution. We also find that, during promotions, consumers
significantly increase spending in store categories in which they spent the most before the promotion;
however, intertemporal substitution effects are also the largest in these categories. By contrast, spending
also increases in other store categories with little decline in the pre- and post-window, suggesting
spending expansion beyond customers’ usual categories.

Celebrating the Shopping Festival: The Effects on Retail Sales and Its Drivers in a Shopping Mall
This paper compares coordinated mall-wide shopping festivals with individual in-store promotions using
nine years of transaction data from a large shopping mall in China. Both types of promotions increase
sales and purchasing traffic, but shopping festivals generate substantially larger effects and draw
responses broadly across customer segments, with the largest relative gains among customers who are
new to the mall or have not shopped there recently. In-store promotions, by contrast, generate stronger
responses among customers with prior shopping history at the promoted store. A theoretical model
explains both patterns through differential promotion salience: store-specific promotions make the focal
store especially salient to store-familiar customers, whereas mall-wide festivals make the mall salient to a
broader set of consumers. The findings show how a central platform can coordinate promotions across
sellers to acquire new customers, reactivate dormant customers, and generate demand beyond what
individual stores can achieve.

Spillover Effects of Online Reviews: Evidence From the Hotel Industry

Do online consumer reviews have spillover effects on the sales of competitors? We study this question
using a natural experiment where a major hotel group introduced its own review system to all the hotels
within its portfolio. Using a modified Synthetic Control Method, we analyze the monthly financial
performance data of reviewed and competing hotels before and after the review system was introduced.
We find that the review system has significant economic impacts on both reviewed and competing hotels,
and that the effects are highly heterogeneous. Surprisingly, the correlation between the economic impact
on reviewed and competing hotels is significantly positive: If the occupancy rate of a reviewed hotel
increases by 1%, its competitors’ occupancy rate increases by 0.39%. The positive correlation can be
explained by the information spillover. Under this mechanism, consumers update their beliefs about
competing hotels based on the reviews for reviewed hotels. We explore alternative explanations, but none
can fully explain the positive correlation. Our results suggest that, besides monitoring their own reviews,
managers should also monitor competing products’ reviews because of information spillover from the
competitors’ reviews.



