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Abstract

The escalation in youth crimes and school shootings has garnered renewed interest in understanding

the determinants of violent crime and ways to curb it. Violence portrayed in movies and video games

is often blamed for social vices such as crime, participation in gangs, road rage, etc. However, content

in movies and video games remains protected by the First Amendment. Hoping to deter violent crime,

the Federal Trade Commission (FTC) has repeatedly called for greater self-regulation and restraint by

movie executives in the practice of marketing of violent movies to children. But do the FTC-issued

guidelines deter crime? This study investigates this important and timely research question.

We do so using a structural model of movie demand and a crime production. We calibrate our models

by fusing �ve di�erent databases, speci�cally: (i) �eld data containing ZIP code-movie-speci�c box o�ce

admissions for movies, (ii) the National Incident Based Reporting System's (NIBRS) event-by-event

crime data, (iii) Kantar-Media's Stradegy database containing creative-level advertising spends, (iv)

Nielsen's MarketBreaks database containing media-market breaks by television schedule, and American

Time Use Survey (ATUS) data which measures how people divide their time among life's activities.
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