Dear Editor and Review Team,

We thank you and the review team for accepting our paper for publication after corrections as suggested by reviewers. We have revised the manuscript to address all the comments raised. Please refer to the notes below for the details of our revision.

We hope that you and the review team are pleased with the outcome of our paper revision and the revised manuscript. We look forward to your further instructions.

Best wishes,
Authors



1
Reviewer 6

	No.
	Suggestion
	Response

	R1.1
	The manuscript has been improved, but there remains a small problem.

On line 17 page 11, a valid IV should be correlated with the dependent variable and the only channel is the endogenous variable. 

By the way, I know the use of lagged DV as IV can be found even in premium IS journals. 

However, please notice that the validity of lagged DV as IV demands strong precondition, and it can be easily violated if serial correlation. 

See Bellemare, Masaki and Pepinsky (2017) for more information. Bellemare, Marc F., Takaaki Masaki, and Thomas B. Pepinsky. "Lagged explanatory variables and the estimation of causal effect." The Journal of Politics 79.3 (2017): 949-963.

	Thank you for pointing this out. We agree with you that using lagged independent variables as IV might not be appropriate when serial correlation is presented. Hence, we have removed the section where we use different lagged independent variables as IVs for identification (i.e., Table 4 in the previous manuscript).

Moreover, we construct one more IV, OtherCitiesADit, which is the average value of AD of other cities which are in the same city tier as the focal city at t. The rationale is as follows. Because cities in the same city tier are comparable in terms of the overall population and GDP and exhibit similar attraction to advertisers, companies’ investments in online advertising in the focal city are largely related to the scale, pattern, and strategy of online advertising investments in other cities of the same city tier as the focal city. Nevertheless, the online advertising in other cities should not influence the housing market of the focal city.

We hence jointly use two IVs: AvgPastADit, the past average value of AD of the previous four months before month t, as well as OtherCitiesADit. Furthermore, we check the validity of the two IVs jointly. Specifically, the result of the Sargan test (p = 0.2536) for over-identifying restrictions suggests the validity of the set of two IVs. Moreover, we conduct the weak identification test following the approach of Stock and Yogo (2005). The obtained Cragg-Donald Wald F statistic (557.645) surpasses the Stock-Yogo critical values for weak instruments, suggesting the IVs are valid and strong. This suggests that, after accounting for potential endogeneity issue of AD, online advertising still has a positive impact on new house sales.

Please refer to Section 4.3 for the details of our revision. We hope you will be satisfied with the revised identification strategies.





Reviewer 8

	No.
	Suggestion
	Response

	R2.1
	This paper mainly investigates the impact of online advertising on real estate assets’ sales, further examines and verifies the underlying mechanism between online advertising and real estate sales, and finds some factors that may change the relationship between online advertising and real estate sales. I think this paper has a good academic contribution. However, there are still some aspects that need to be improved. In view of this, my recommendation is major revision.

	Thank you for considering our paper to have a good academic contribution. We appreciate your valuable comments and suggestions and have carefully addressed your concerns. Please refer to our point-to-point responses below.


	R2.2
	1. The research question is unclear. Although the purpose of the research is described in the introduction section, there is no relevant description on the research question.

	Thank you for pointing this out. We have added the research question in a more explicit manner in the introduction section.

Specifically, our research question is: how and to what extent does online advertising influence the housing market?

Please refer to Page 3 for the details of our revision.


	R2.3
	2. What is the theoretical basis of this study? I suggest that the authors introduce the theoretical basis of this paper, otherwise I doubt the conclusion of this paper.

	Thank you for your comment.

We follow the writing style of many data-focused empirical papers (e.g., Gu and Zhu 2021; Jiang et. al. 2020) and build our study upon the stream of literature on the usage and mechanisms of online advertising. To make the section title more precise, we hence rename the section “Related Literature” to “Research Background”. Please refer to Section 2 for the details of our revision.

References:
Gu, G., & Zhu, F. (2021). Trust and disintermediation: Evidence from an online freelance marketplace. Management Science, 67(2), 794-807.

Jiang, Y., Ho, Y. C., Yan, X., & Tan, Y. (2020). When online lending meets real estate: Examining investment decisions in lending-based real estate crowdfunding. Information Systems Research, 31(3), 715-730.


	R2.4
	3. The author should expand in detail when introducing the method or result. For example, on page 10, what is the Bayesian information criterion used for? Why use this? When presenting research results, more consideration should be given to those who are not familiar with the research background rather than those who are more familiar with your research method and background.

	Thank you for your advice. 

We have included more explanatory details in the method section.

Specifically, we report the model fit index - Bayesian information criterion (BIC), which is one of the most commonly used model selection criteria for non-linear models. A lower BIC value indicates a better model fit. 

Please refer to Page 10 for the details of our revision.


	R2.5
	4. Less managerial implications are found in this paper. Who will benefit from your study? How can your findings be applied to improve decision-making in practice?

	Thank you for raising this point. Our research findings offer important implications to real estate practitioners and policy makers. 

For instance, our findings reveal that, online advertising is still impactful in driving sales even in the real estate market which involves a long and complex purchasing process. Thus, real estate developers who seek to promote house sales, or government agencies who intend to regulate house sales, could rely on online advertising as a tool, especially further combining other consideration factors of housing price, resident income and city tier. 

Moreover, the reported underlying mechanism of the sales impact of online advertising could help practitioners better understand the nature of online advertising in the housing market. The opened “black box” of online advertising also allows practitioners to better track and leverage the impact of online advertising.

Please refer to Page 24 for our managerial implications. 


	R2.6
	5. The conclusion is too rough. The author should summarize the research conclusion of this paper. In the current version, I only see the limitations proposed in the conclusion section.

	Thank you for your suggestion.

We have followed your suggestion to provide a succinct summary of our paper before discussing our limitations. Please refer to Section 7 for the details of our revision.


	R2.7
	6. Layout. Please put the tables and figures in the corresponding position for the convenience of readers.

	Thank you for your comment. We have followed your suggestion to put the tables and figures in their corresponding positions within the paper.


	R2.8
	7. The presentation of the whole paper is very rough. I suggest the authors spend more effort to improve the readability of this paper.

	Thank you for pointing this out. We apologize for the rough presentation of our paper. We have hence gone through the entire paper to edit it and sent our paper for copyediting. 

We hope you will be pleased with the outcome of our revision.






Reviewer 9

	No.
	Suggestion
	Response

	R3.1
	This version of the manuscript basically has addressed all the issues reviewers raised. Some minor issues should be revised as follows: 

1. P3 please update the statistics about global digital advertising to make the work more updated.

	Thank you for your advice.

We have updated the statistics figures used in the introduction section.

Specifically, the online advertising market has been growing rapidly since the appearance of the first online advertisement in 1994 (Hollis 2005). According to eMaketer’s forecast, the total global digital advertising spending would reach $602.25 billion for 2022 (eMarketer 2022b). Noteworthily in China, 81.5% of China’s total advertising spending would focus on digital in 2022, being the top country in terms of the extent and scale of digital advertising spending around the world (eMarketer 2022a).

Please refer to Section 1 paragraph 1 for the details of our revision.


	R3.2
	2. Can you add some literature about the difference between consumer goods and real estate assets to make the work more sound and meaningful?

	Thank you for your suggestion.

We have followed your suggestion to add more literature and citations about the difference between consumer goods and real estate assets. 

Specifically, unlike consumer goods that are intended for consumption by the average consumers and hence typically cheaper, real estate assets (e.g., residential and commercial properties/houses) are assets with consumption returns which involve long-term investments and high transaction costs (Varian 2014). They cannot be purchased repeatedly in the short term and are geographically fixed and heterogenous (Krainer 2001). Real estate investing hence requires consumers to undergo more procedures, spend additional consideration time and energy, and acquire more information search (Georgiev et al. 2003).

Please refer to the Introduction section (page 1) for the details of our revision. 

We hope you will be satisfied with the outcome of our revision. 





