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Summary

e Important research gquestions
 How would privacy restrictions affect the platform, consumers, and sellers?
e How would the platform and consumers respond to privacy restrictions?

o Extremely rich data
o Separate view, click, scroll, tap, hover, zoom, purchase, return, repeat purchase
e Track the same consumer across devices, sessions, and time
o Largescale 2y field experiment on personalization, and 2019/2022 Safari policy chang
« Randomized pricing experiment, experiment of product recommendations

* In-depth modeling and analysis
e Consumer search, purchase, and learning
« Platform’s counterfactual product ranking and user identity prediction
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Comment 3.
probabilistic identity recognition counterfactual

 What is the corresponding real privacy restriction?
* The counterfactual only erases the link across devices of the same user

 How could itbenefit some consumers (page 43 Figure 22b)?
e “the less information the better” sounds counterintuitive
 Relative to what?

 How does it addressther privacy restrictions?
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Comment 4: Other responses to privacy restrictions

e Platform
» Less or different types of advertising on browsers or other channels
* Pricing
 Is current pricing personalized or not?

« How will privacy restrictions affect personalized pricing?
* Could be important given that personalization has more effects on price sensitive and high

search cost consumers
e Consumers
« Use different channels to access the platform
« More willing to change browser’s privacy settings for the platform?
 Maybe a bigger difference between repeat and new customers?

e Sellers
« Small/niche sellerBave torely more on buying sponsored ad on the platform?
 Different patterns in entry and exit?



Minor comments

e Experimental results on profit:
« Table 4 Column 7 suggests that personalization increase profits by 1.5%, but
Table 5 Column 4 suggests zero effect on profit, why?
 Potential price endogeneity:
 Variations from the pricing experiment sound convincing, but exactly how to
Implement it? Using the experimental price as an IV?
« Random coefficients:

 Which variables have random coefficients? What is the estimated randomness
these coefficients?



Fantastic research!

Amazing job market paper!
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