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Introduction

• How does ADVERTISEMENT work?

• What’s done so far to estimate the effects?

• What’s this paper’s contribution?
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Market Structure

Borrowers’ type

Premiums

Regulation and

Assessment
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The Experiment

Sample

Characteristics

Identification

and Power

Measurement
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The Experiment

• Interest Rate Variation

• Deadlines

• Mailer Design:

– System I Treatment

– System II Treatment
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Mailer Sample
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System I Treatment 

• Photo

• Choice Option

• Showing interest rate
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System II Treatment

• Suggested Use

• Comparison to outside Rate

• Cell phone raffle

• Language affinity

• Blurb
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Choice model

• Simple Utility with marginal effect

• Informative model

• Complementary model

• Persuasive model
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Results

•Interest rate effect

• Advertisement effect

•Deadline effect
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Interest rate effect

• Elasticity

•AS/MH problem
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Advertisement Effect

• AS/MH

problem

• Significance

• Effective 

treatments
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Advertisement Effect
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Advertisement Effect

14



Advertisement Effect
(effectiveness of each type)
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Deadline effect
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Deadline effect
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Conclusions

• The experiment

• Advertisement effectiveness

• Further improvements
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Thank you
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