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RESEARCH STATEMENT

The availability and cost of products and the information consumers have about them shape
consumers’ choices and, ultimately, their quality of life. I study these market outcomes
through two research streams. The first shows how contracts and competition shape product
availability and prices. The second analyzes a central challenge for health policy: how
decisions by pharmaceutical firms and patients shape medical care, consumer diets, and
health outcomes.

My first research stream asks a fundamental market question: which products are available
to consumers, and at what prices? Intermediaries often influence which products reach
consumers: retailers choose what to stock, online platforms what to feature on the first
page, or hospitals which drugs to procure. I show that intermediaries use product selection
not only to meet consumer demand, but also to negotiate with suppliers and differentiate
themselves from rivals. For example, by excluding an attractive product from its assortment,
a retailer can strengthen its leverage in negotiations over the products it carries. Consumers
may therefore have access to fewer products but pay lower prices for the products offered.
My research shows how contracts and competition shape prices and product availability, and
how they can create advantages for some firms over others.

My second stream focuses on the pharmaceutical market and establishes that efforts to
improve health outcomes or lower costs of treatment depend on how firms and consumers
respond. [ identify an important consequence of advertising that emphasizes drug risks:
although these ads may help patients avoid side effects, they can also discourage effective
treatment and increase hospitalizations for the conditions those drugs help prevent. My work
also considers how medical treatment can change other health-related choices. I show that
households adopting GLP-1 medications (such as Ozempic) reduce grocery and restaurant
purchases, and that these reductions persist with continued use of the drug. This result is
particularly relevant for health policy because past interventions targeting consumer diets
have produced only modest or short-lived changes in food purchasing.

Many of the decisions I study are private or only observed indirectly. I develop new frame-
works to identify confidential contract terms; I exploit lotteries, geographic boundaries, and
policy changes to isolate causal effects; and I tease out patient responses to pharmaceutical
policies by combining retail and pharmaceutical datasets with proprietary data on advertis-
ing and treatment adoption.
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1. Contracts, Product Selection, and Competition

Vertical contracts and competitive pressures shape product offerings, prices, and firms’ ability
to compete. I study these forces in negotiations between retailers and suppliers, competition
among nearby stores, and contracting in the national television advertising market.

In two solo-authored papers, I study the role of product assortments in vertical negotiations
between retailers and suppliers. For example, a retailer may threaten to drop a supplier’s
product and replace it with a rival’s offering (a replacement threat). This creates a tradeoff:
carrying a valuable product can generate additional sales, but excluding it may improve the
contract terms on other products the retailer carries. This insight motivates two questions:
(i) how do alternative contract structures affect outcomes, and (ii) which firms are most
reliant on such replacement threats?

Contracts between manufacturers and retailers typically consist of a wholesale price for each
unit sold, but often also specify a fixed payment from the manufacturer to the retailer, such
as a slotting fee or a vendor allowance. In my solo-authored paper, “Vertical Contracts
with Endogenous Product Selection: An Empirical Analysis of Vendor Allowance
Contracts” (Journal of Political Economy, 2022; 1), I show how this type of contract, com-
pared with one restricted to wholesale prices alone, affects product availability, prices, and
welfare. Vendor payments are commonly criticized as exclusionary because manufacturers
can use them to secure shelf space at the expense of rival products; I call this the product-
distortion effect. 1 identify an offsetting price-reduction effect, in which the excluded product
can be used as a replacement threat in negotiations and consequently lower the wholesale
and retail prices of products the retailer carries. Whether consumers benefit overall depends
on the relative size of these two effects, which means that theory alone cannot settle the
question. A central challenge for empirical analyses, however, is that information about
vendor payments is typically closely guarded by firms. My empirical strategy leverages a
key insight: observed assortments reveal information about fixed payments. Applying my
approach to the U.S. yogurt market, I estimate that unobserved vendor allowances account
for about 20% of retailers’ variable profits. In a counterfactual that bans vendor payments, I
find that the product-distortion and price-reduction effects roughly offset each other for con-
sumers, leaving consumer surplus unchanged. These analyses highlight that our ability to
evaluate how different contract structures affect welfare requires that we allow both product
availability and prices to readjust.

In my second solo-authored paper, “Determinants of Channel Profitability: Retail-
ers’ Control over Product Selections as Contracting Leverage” (Marketing Science,
2022; 2), I establish that control over product assortments can partly substitute for other
sources of negotiating strength. Common advantages that may help retailers secure favor-
able contracts include strong demand, low costs, and greater bargaining power. Replacement
threats provide a different source of leverage by setting a floor on retailers’ profits: if a re-
tailer could earn more by replacing a supplier’s product with an excluded alternative, the
supplier must improve its offer to keep its product on the shelf. In this sense, replacement
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threats act as a last resort and are most valuable to retailers with few other negotiating
advantages. The key implication is that these retailers also have the strongest incentives
to distort their assortments by excluding attractive products, because doing so strengthens
their leverage in negotiations with suppliers. I test this implication empirically by examining
which retailers benefit most from replacement threats. Results from the U.S. yogurt market
are consistent with this mechanism: retailers with smaller local footprints rely more heavily
on this leverage.

Beyond their negotiations with suppliers, retailers also adjust prices and assortments in
response to competition from other retailers. In “Retailer Price Competition and As-
sortment Differentiation: Evidence from Entry Lotteries” (accepted for publication
at Marketing Science, with Brett Hollenbeck and Kosuke Uetake; 3), my coauthors and I
document how the presence of nearby competitors affects retailers’ prices and product offer-
ings. We use a unique natural experiment from Washington State’s cannabis market, where
retail licenses were allocated by lottery, creating random variation in store locations. We find
that the presence of a nearby rival leads to lower markups, larger assortments, and smaller
product overlap with nearby stores. A partial-equilibrium simulation shows that expanding
the number of licenses by 10% would generate about $7.6 million in annual consumer savings
through lower prices, alongside more variety through larger assortments.

My work on negotiated prices also extends to advertising markets. In “Price Dispersion
and Legacy Discounts in the National Television Advertising Market” (Marketing
Science, 2023; 4), Julie Holland Mortimer and I study the national television upfront market,
where advertisers negotiate with TV networks over the advertising slots they purchase and
the prices they pay. Industry practitioners describe these prices as secretive, advertiser-
specific, and partly determined by the advertiser’s history with the network. Given the
secretive nature of these contracts, researchers had typically assumed that all advertisers pay
the same price. We develop a way to recover these otherwise unobserved price differences
by combining the average price for each program airing with the identities of the firms
advertising in it. Holding fixed the quality of the purchased advertising slots, we document
that an advertiser that entered the market in 1960 pays 26.5% less than a comparable
advertiser that entered in 2013. Our results empirically establish that contracting history
creates a cost advantage for established advertisers, potentially making it more expensive
for newer advertisers to reach consumers and compete.

My work on vertical contracting and retailing has led to invitations to synthesize and com-
ment on current research. With K. Sudhir, I prepared the invited chapter on “Pricing in
Marketing Channels” for the Handbook on Pricing (5). In 2025, the editor of Economet-
rica invited me to write a published comment (6) on Kate Ho and Robin Lee’s Fisher—Schultz
Lecture, “Contracting Over Pharmaceutical Formularies and Rebates,” which examines how
negotiated rebates shape drug access through insurer formularies.
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Work in Progress and Future Work. My ongoing work extends this research into new
settings: hospital drug procurement, consumer store choice, digital advertising, and video
streaming markets.

I extend my work on product selection and contracting to hospital drug procurement, where
hospitals face a similar tradeoff: they may secure lower prices from suppliers by concentrat-
ing purchases on one or a few drugs within the same drug class, but doing so limits the
treatment options available to patients. In “The Effects of Price Regulation on Drug
Availability and Utilization: Evidence from the 340B Drug Pricing Program”
(working project, with Maura Coughlin, Julie Holland Mortimer, and Eric Yde; 7), we study
whether purchasing at federally mandated prices rather than negotiated prices weakens hos-
pitals’ incentives to concentrate purchases and broadens the set of drugs hospitals make
available for treatment.

A separate project examines how readily households switch stores. In “Stopping Shopping
at Stop and Shop? How Temporary Disruptions Affect Store Choice” (revise and
resubmit at Management Science, with Julia Levine; 8), we study an eleven-day strike that
effectively closed 240 Stop and Shop stores. Households whose planned visits were disrupted
made 9.8% fewer trips to Stop and Shop after the stores reopened, and the decline remained
visible four months later. We show that prior visits make future visits more likely; therefore,
a temporary closure or a rival’s promotion may have lasting effects on demand even after
the immediate event ends.

I extend my work on television advertising to digital advertising, where new technologies
change how firms select audiences and may influence campaign effectiveness. In “Effects of
Al in Ad Targeting and Effectiveness: Global RCT Evidence” (working project, with
Julie Holland Mortimer, Yihao Yuan, Daniel Deisenroth, and Utsav Manjeer; 9), we use two
large randomized experiments across Meta’s platforms to compare campaign effectiveness
under Meta’s Al-driven automated targeting (Advantage+) with specific targeting criteria
chosen by the advertiser. We ask which advertisers benefit from automation and whether it
narrows or widens differences in advertising effectiveness across firms.

In “Equilibrium Effects of Introducing Ad-Supported Plans in the Video Stream-
ing Market” (working project, with Julie Holland Mortimer and Yihao Yuan; 10), my coau-
thors and I study how the introduction of new product tiers affects competition in the video
streaming market. Major streaming platforms now offer lower-priced, ad-supported plans
alongside ad-free subscriptions. The lower-priced tier may attract price-sensitive households,
but it may also soften price competition by encouraging consumers to subscribe to multi-
ple platforms (multihoming). We combine data on household subscriptions, content, and
viewership to evaluate the consequences for competition and consumer welfare.



2. Health Policy, Treatment Decisions, and Consumer Demand

Health policy seeks to lower costs, protect patients, and improve long-term health outcomes.
How policies and new treatments ultimately affect medical treatment and health outcomes
depends partly on how firms and consumers respond. My research documents how these
responses change treatment choices, consumer diets, and health.

In “The Effect of Price Caps on Advertising to Physicians: Evidence from the
340B Drug Pricing Program” (Management Science, 2026, with Julie Holland Mortimer
and Eric Yde; 11), my coauthors and I study how pharmaceutical manufacturers reallocate
promotion across drugs in response to federal price caps intended to lower hospitals’ drug
costs. Under the 340B program, eligible hospitals receive steep discounts on outpatient
drugs, with discounts that tend to be larger for older medicines. Our model predicts that
pharmaceutical firms that produce multiple drugs may respond by shifting promotion toward
drugs facing smaller mandated discounts. We compare changes in promotional payments to
physicians at hospitals that enter the program with changes at eligible hospitals that do not.
Our results are consistent with the model prediction: promotion falls for older drugs but rises
for some newer drugs. We establish that the policy changes not only what hospitals pay, but
also which medicines manufacturers bring to physicians’ attention, potentially influencing
prescribing. Our results show how firms may limit a policy’s effectiveness by adjusting
decisions the regulation does not directly govern.

Manufacturer promotion generally emphasizes treatment benefits and seeks to increase use,
so debate over pharmaceutical advertising has focused largely on overprescribing. My re-
search identifies the opposite concern: advertising that emphasizes side effects and risks may
discourage effective treatment. In my solo-authored paper, “Bad-Drug Ads or Killer
Ads: The Effects of Drug Injury Advertising on Public Health” (Management Sci-
ence, 2026; 12), I study drug injury ads, which are used by law firms to recruit plaintiffs.
I focus on anticoagulants, which help prevent strokes and blood clots but can also cause
severe bleeding. Using differences in local television exposure at media-market borders and
Medicare data, I find that the ads reduce prescription fills for the targeted drugs. In counties
with larger shares of older residents, the ads also increase hospitalizations for strokes and
blood clots by 5.4%, with no detectable decline in hospitalizations for bleeding. The results
identify a less studied risk to public health: advertising that emphasizes drug risks can steer
patients away from effective treatment and increase hospitalizations.

Improving consumer diet is another important goal of health policy, yet taxes, labeling, and
education have often produced only modest or short-lived changes in food purchasing. GLP-
1 medications were developed to treat diabetes and obesity, but their appetite-suppressing
effects may also lead to changes in household food demand. In “The No-Hunger Games:
How GLP-1 Medication Adoption Is Changing Consumer Food Demand” (Journal
of Marketing Research, 2026, with Jura Liaukonyté and Leo Feler; 13), my coauthors and I
link surveys on medication use to household food purchases. Comparing changes in spend-
ing before and after adoption with contemporaneous changes among similar nonadopting
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households, we find that adopting households spend 5.3% less on groceries and 8.0% less at
limited-service restaurants during the first six months after adoption. Spending on groceries
falls across most categories, and the decline is largest for calorie-dense and processed foods.
Spending remains lower among continuing users and moves back toward its prior level after
discontinuation. The results show how medical treatment can reshape food demand, with
implications for consumer nutrition and for food manufacturers’ and retailers’ profitability.

My interest in the health effects of public policy began with earlier work on smoke-free
legislation. In “Reduction in Emergency Department Visits for Children’s Asthma,
Ear Infections, and Respiratory Infections after the Introduction of State Smoke-
Free Legislation” (Preventive Medicine, 2016, with Summer Sherburne Hawkins, Mark
Gottlieb, and Christopher F. Baum; 14), we find that state smoke-free legislation is associated
with 8-12% fewer emergency-department visits for asthma, ear infections, and respiratory
infections among adolescents.

Research Trajectory

Early in my career, a period of illness (documented with UCLA’s disability office) slowed
my research. That health issue has since resolved, and my publication record and active
pipeline over the past several years better reflect my sustained research pace. My projects
already underway define a clear next stage for my research.

My research has also received growing recognition and external support. Cornell recognized
my work with the 2026 Dyson Outstanding Early Career Achievement Award. My research
has received support from a $452,000 National Science Foundation grant on advertising, for
which T am co-principal investigator, and a $75,000 USDA /NIFA Hatch grant, for which I
am principal investigator. Several of my papers are also used in doctoral courses at UCLA,
Washington University in St. Louis, and MIT, among others. Beyond academia, my work has
received coverage in the Financial Times, The Washington Post, CNBC, and U.S. News. It
has also led to discussions with financial analysts and food-industry organizations, including
Bank of America, Dannon, and the New York State Cheese Manufacturers’ Association.
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