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Abstract
Existing theories of media competition imply that advertisers will pay a lower price in equilibrium to reach consumers who multi-home. We generalize and extend this theoretical result
and test it using data from television and social media advertising. We find that television outlets whose viewers watch more television charge a lower price per viewer to advertisers. This
finding helps rationalize well-known stylized facts such as a premium for younger and more
male audiences on television. Also consistent with the theory, we show that social media advertising markets feature a premium for older audiences. A quantitative version of our model
whose only free parameter is a scale normalization can explain 44 percent of the variation in
price per impression across owners of television networks.

* E-mail: gentzkow@stanford.edu, jesse shapiro 1@brown.edu, shuny@stanford.edu, ayurukog@stanford.edu. We thank our many dedicated

research assistants for their contributions to this project. We also thank seminar participants at Stanford University for helpful comments. We
acknowledge support from the Eastman Professorship and the Population Studies and Training Center at Brown University, the Stanford Institute
for Economic Policy Research, the National Science Foundation (SES 1260411), and the Toulouse Network for Information Technology. Any
opinions, findings, and conclusions or recommendations expressed in this material are those of the authors and do not necessarily reflect the views
of the funding sources. We thank Hunt Allcott, Luca Braghieri, and Sarah Eichmeyer for sharing a portion of the Facebook advertisement data used
in our study. Portions of our analysis use data derived from a confidential, proprietary syndicated product owned by GfK US MRI, LLC, which is
copyright MRI-Simmons 2021. Portions of our analysis use data from S&P Global Market Intelligence; SNL Financial LC. contains copyrighted
and trade secret material distributed under license from SNL. The paper includes the researchers’ own analyses calculated (or derived) based in part
on data from The Nielsen Company (US), LLC and marketing databases provided through the Nielsen Datasets at the Kilts Center for Marketing
Data Center at The University of Chicago Booth School of Business. Nielsen Ad Intel Digital Data is powered by Pathmatics and Nielsen. The
conclusions drawn from the Nielsen data are those of the researcher(s) and do not reflect the views of Nielsen or its licensors. Nielsen and its
licensors are not responsible for, had no role in, and were not involved in analyzing and preparing the results reported herein. Similar caveats apply
to other data sources.

1

