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Dissertation Abstract 
 

The Effect of Consumer Search Costs on Entry and Quality in the 
Mobile App Market 
(Job Market Paper) 

 
This paper examines the effects of consumer search costs on entry, product design, and quality in online 
markets. Using 2012-2014 data from the Google Play mobile app store, I take advantage of a natural 
experiment that reduced search costs for one product type (game apps) in early 2014. Difference-in-
differences estimates show that entry increased by 33% relative to the control group (non-games), and 
that most additional entry was by “niche” products. However, these estimates also show that lower search 
costs reduced the quality of new entrants. To separate out the different welfare effects, I develop a 
structural model of demand and supply. I show that the welfare losses from lower quality are smaller than 
the welfare gains from increased variety. I also show that there are large welfare gains from reduced 
marginal search costs. 
 
 

Estimating the Effects of Deregulation in the Ontario Wine Retail 
Market  

with Victor Aguirregabiria and Junichi Suzuki 
 

This paper studies the impact of competition in the Ontario wine market and evaluates the effects of 
alternative deregulation policies. The wine retail market of Ontario, Canada, is characterized by the 
coexistence of the government-owned Liquor Control Board of Ontario (LCBO) and two private 
companies. These private firms can sell only a limited subset of Ontario wines, and they are restricted on 
the number of stores they can operate. Our empirical results build on the estimation of a spatial demand 
model for differentiated products using a unique dataset from LCBO with information on store sales, 
prices, and product characteristics for every store and product in this retail chain over a two year period. 
Given the estimated demand model, we then simulate the effects of popular deregulation proposals: (i) 
shutting down retail competition from the two privately-owned retail chains; (ii) removing the current 
restriction on selling non-Ontario wines by the two private wine retailers; and, (iii) allowing for price 
competition among the retailers. We show that compared to a pure monopoly market, the entry of 
additional competitors increases consumption and consumer welfare. By contrast, expanding the product 
range of existing competitors also increases consumer welfare, but keeps consumption stable.  


