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Main Idea

Investigate the hypothesis that individuals are less willing to
marry when there are more potential partners to search
amongst, and thus when others are also less prone to marry.

Develop a reduced form method [variation on Manski�s (1993)
model] that allows identi�cation of such spillovers on
two-sided matching markets.

Presentation by E¤rosyni Adamopoulou Social E¤ects in Matching Markets



Types of Social E¤ects

1 True social e¤ects ! speci�c interpersonal interaction, e.g.
role model

2 Quasi-social e¤ects ! no direct interaction, mitigated by
some sort of market
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A Quasi-Social Force in Matching Markets

Suppose that the percentage of unmatched population
increases, then...

1 ) " opp. cost of forming a particular match) individuals
become more selective

2 ) faster �ow of potential partners) " Pr(at least one of
them will be able to exceed any given set of standards)
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Manski�s Re�ection Problem

y = α+ z 0η + βE [y j x ] + E [z j x ]
0
γ+ u

with E [u j x , z ] = x 0δ

β !endogenous e¤ect!social multiplier
γ !contextual e¤ect
δ !correlated e¤ect
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Manski�s Re�ection Problem

y = α+ z 0η + βE [y j x ] + E [z j x ]
0
γ+ u (1)

with E [u j x , z ] = x 0δ
Taking expectations

(1� β)E [y j x ] = α+ E [z j x ]
0
(γ+ η) + x 0δ (2)

Equation (1) is equivalent to

E [y j x , z ] = z 0η + (1� β)�1
n

α+ E [z j x ]
0
(γ+ βη) + x 0δ

o
unable to identify any parameter except η

) need additional assumptions for γ or δ
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Identifying Social E¤ects in Two-Sided Matching Markets
Flow of matches (marriage rate)

Relative sizes of the two sides of the market) extra
restriction to Manski�s (1993) model) resolves the
identi�cation problem

Two types of agents g = m, f

G members of type g (M members of type m, F members of
type f )

Fraction of the market belonging to group g = G
M+F

yg = αg + ez 0g ηg + βgE [y j x ]| {z }
6=E [yg jx ]

+ E [z j x ]
0
γg + x

0δg + eug (3)

with ezg � zg � E [zg j x ] and eug � ug � E [ug j x , z ]
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Identifying Social E¤ects in Two-Sided Matching Markets
Flow of matches (marriage rate)

Note that

y = 2
# of matches
M + F

= 2yg rg

E [yg j x , zg ] = ez 0g ηg + (1� 2βg rg )
�1
n

αg + E [z j x ]
0
γg + x

0δg
o
(4)

rg varies across markets) βg can be identi�ed

Extension: stock of unmatched agents rather than the �ow of
matches
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Data

5% Public Use Microsample of the 1980 United States Census
of Population and Housing

Men and women aged 16-44 who had never been married as
of one year before the 1980 Census

Link each individual with its state of residence and with a
county group within the state

County group: 1,154 Census Bureau-designated geographic
areas of at least 100,000 occupants
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Variables
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Results
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Nature of the E¤ect
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Conclusions

A 10% increase in the fraction of the population that is
unmarried causes the marriage rate of never married men to
fall by 10%, and that of never married women to fall by 7%

The empirical method developed, in spite of its success in this
paper, will not always generate clear evidence, e.g. if the
estimation gives a disperse set of estimates

This paper identi�es a feedback mechanism that magni�es
underlying changes in the desire to marry. However, the
sourse of those underlying changes is not identi�ed.
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