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ABOUT ME

My research analyzes how digitization and digital technologies impact media markets. Digital media platforms
have become the primary way many people consume entertainment, and have gained significant power and
influence over both content creators and consumers. Through my dissertation work, I aim to understand how
these platforms affect the career outcomes of creators, particularly in the music industry. The first chapter of
my dissertation explores the relationship between social media signals and the success of emerging artists. The
second chapter studies the promotional and quality effects of an artist’s decision to sign with a record label on
their online music sales. For my third chapter, I’m collaborating with Spotify’s Creator Economics team to
understand the impact of playlists on artist’s touring decisions and live performances. I am highly interested
in participating in the NBER Digital Economics and AI Tutorial due to its direct relevance to my academic
pursuits. The significant progress in generative AI has brought forth crucial issues within the digital media
ecosystem. This tutorial offers a timely and valuable opportunity to explore the challenges and opportunities
arising from these technologies. With my relevant background, I believe I can contribute meaningfully to the
discussions and the community. In the following paragraphs, I will further elaborate on the content of my three
essays and research projects.

The first chapter in my dissertation titled “Predicting Artist Success Using Social Media,” explores how social
media data can play a central role in informing decision makers and help mitigate the risk and uncertainty
inherent to the artist scouting process. I employ machine learning methods to predict whether early career
musicians will reach two major milestones: working with a major record label and breaking into a Billboard
chart. To this end, I leverage a unique data set of YouTube engagement metrics for 188k videos from 6k
emerging artists, musical releases and popularity charts. My classification results show that audience metrics
from YouTube are more predictive of Billboard chart appearances than major label signings, suggesting a
strong association between observable social media performance and objective and readily available measures
of success.
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For my second chapter, I’m working on a research project on the topic of “The Effect of Record Label Signings
on Online Music Sales.” The emergence of digital tools has led to a reduction in production and distribution
costs in the music industry, enabling artists to create professional-grade content independent from traditional
record labels. In this new context, we are interested in measuring the value that an artist gets from signing
with one of the major record labels (Warner, Sony and Universal). For this purpose, we leverage a data set
of music streaming and sales data from a cohort of artists who were signed by a major record label between
2017 and 2019. For identification, we leverage variation in album releases supported by major labels as well as
smaller independent labels, within and across artists. Our aim is to evaluate the effect of the promotional and
marketing efforts of record labels on visibility, music sales, and overall quality of these artists in the digital age.

During the summer of 2022, I had the opportunity to collaborate with the Creator Economics group at Spotify,
conducting research on the impact of music analytics tools on artists’ decision-making. In December 2022,
Carnegie Mellon University and Spotify signed a long term research and data sharing agreement to continue
and expand this research. Under this research agreement I have direct access to proprietary Spotify data. The
first research study under this agreement explores how placement in Spotify playlists impact emerging artists’
touring activity. To achieve this, we leverage data from Spotify’s editorial playlists, demand for the artists’
music, as well as live performances from creators around the world. Through this research, I hope to contribute
to the field of the economics of digitization by providing evidence of another way in which digital innovation
impacts creators’ outcomes, specifically off-platform.

The advancements in generative AI technologies have raised important questions about authorship, ownership,
creative inspiration, sampling, and remixing in media production (Epstein et al., 2023). As a result, there is a
growing need for research to understand the implications of these technologies. The access to proprietary data
from Spotify provides us with a unique opportunity to address these questions effectively. Through this data,
we can investigate the prevalence of AI-generated content on the platform, assess its impact on creators and
consumers, and examine the effects of new copyright laws.
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