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Appendix A: Experiment Thank You Scripts 

A.1 Public Television Stations 

Good evening. Is this <donor full name>? Hi Mr. <donor last name>. This is <caller full name> on behalf 

of <organization name>. I am just calling to thank you for becoming a member of <organization name> 

this year?  Your support helps us keep quality programming on the air, and we simply couldn’t do it without 

you. If you have any questions regarding your membership, please feel free to call our Member Services at 

<member services phone#>. Would you like for me to repeat that number so you can write it down?  Thank 

you again for your support and have a great evening! Goodbye.   

DO NOT ASK FOR AN ADDITIONAL GIFT!   

A.2 National Non-Profit 

LIVE CALL SCRIPT 

Hello, this is _______, calling on behalf of XXXXXXXXXXXXXX. This call may be monitored or 

recorded for my quality. 

I'm calling you today, simply to say THANK YOU!! We're not calling for a contribution — we just 

wanted to take a moment to express our gratitude for your support and partnership.  As you know, it’s been 

a challenging few years on XXXXXXXXXX XXXXXXX.  And while the fight is far from over, we know 

that with supporters like you by our side, together, we will all do whatever it takes to win.  

On behalf of the millions of women, men and young people who will rely on XXXXX XXX XXXX 

XXXXXX XXXe this year, thank you.   

Do you have any questions I can answer for you? 

(Callers please pass along any questions or comments and/or provide the number XXXXXXXXXX to those 

who need to contact XXXXXXXXXXX directly.) 

Have a great day!   OR Have a good evening! 

 

ANSWERING MACHINE MESSAGE 

 
Hello, this is ______________, calling on behalf of XXXXXXXXXXXXXXXXXXXXX. 

We called you today, simply to say thank you for your commitment.  It’s been a challenging few years on 

XXXXXXXXXXXXXXXX. And while the fight is far from over, we know that we can win with supporters 

like you by our side.   

On behalf of the millions of women, men and young people who will rely on XXXXXX XXXXXXX 

XXXXXXXX this year, please accept our deepest gratitude for your support.  If you have any questions or 

comments, please feel free to contact us at XXXXXXXX. 

A.3 Public Television Stations, Script with Control and Treatment 

Good evening.  Is this [DONOR’S FULL NAME]? 
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Hi Mr./Mrs./Ms./etc. [DONOR’S LAST NAME].  This is [CALLER NAME], I’m with [STATION 

NAME].  

Please be assured that we value your financial support and we’re not calling for any additional donation at 

this time.  Rather, to thank you for your past and continued support of [STATION NAME].  We’re really 

grateful to have you as a member! 

(brief pause) 

Your support helps us remain vital to our community by keeping quality programming on the air, and we 

simply couldn’t do it without you.  

[ START TREATMENT MESSAGE ] 

(brief pause)  At [ STATION ] your feedback shapes our actions. 

(brief pause) Could you tell me about which of our programs you recently enjoyed? 

(if answered) That’s great, I’ll pass this information along to the station. (record answer) 

(if didn’t answer, continue) Okay, no problem. 

[ END TREATMENT MESSAGE ] 

Thank you so much for your support and have a great evening! 

Note: The treatment script included the questions in bold between [ START TREATMENT MESSAGE ] and 

[ END TREATMENT MESSAGE.] The Control script omitted these components. 

 

Appendix B: Forecasting Survey Materials 

B.1 Phone Script to Recruit Fundraisers 

Hello, I’m a researcher calling from the University of Southern California. We are doing a study to learn 

about fundraising. We’d like to send a survey link to someone in your organization who would be familiar 

with your fundraising practices.  

 

The survey is anonymous and takes about 10 minutes to complete. The survey will ask questions about 

whether your organization does various things – for example, personal thank-you calls to donors – and also 

ask your views about how effective you think different practices are. We’ll also be offering a raffle with 

gift cards for people who complete the survey. 

 

Is there someone at your organization that we can speak to about participating? 

 

What do I need to do now? 

All we need now is the contact information of someone who would be able to take this survey. 

 

B.2 E-Mail Script to Recruit Fundraisers 

Dear <firstname lastname>, 
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My name is <name>, and I am a researcher at the University of Southern California, and we are doing a 

study to learn about fundraising. We would highly appreciate it if someone in your organization who is 

familiar with your fundraising practices would take the survey linked below. 

 

Please visit: choicelab.usc.edu 

 

The survey is anonymous and takes about 10 minutes to complete. The survey will ask questions about 

whether your organization does various things – for example, personal thank-you calls to donors – and also 

ask your views about how effective you think different practices are. We’ll also be offering a raffle with 

$125 Amazon gift cards for people who complete the survey.  

 

Please feel free to contact me for any additional information you may require. 

 

Regards, 

<name> 

 

B.3 Summary of Fundraiser Recruitment Efforts 

Outcome First Call Second Call Total 

No Answer 
117 15 132 

8.45% 12.40% 8.77% 

Voicemail Left 
686 41 727 

49.57% 33.88% 48.31% 

Spoken w/Rep 
568 61 629 

41.04% 50.41% 41.79% 

Called, Not Reached 
13 4 17 

0.94% 3.31% 1.13% 

TOTALS 1384 121 1505 
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B4. Fundraiser Survey 
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B5. Nonexpert Survey 
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Figure A.2: Distribution of Gift Amounts by Experiment

(a) Experiment 1

(b) Experiment 2

(c) Experiment 3

Note: This figure shows the kernel density of giving amount ($) conditional on donating by treatment
for each experiment. 2



Figure A.3: Histograms of Forecasted Treatment Effects: Percent Donating
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Note: This figure shows histograms of predicted percentage donating by experiment and forecasting
group. The dotted lines represent the region 5% above and below the actual percentage donating for
the treatment group.
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Figure A.4: Histograms of Forecasted Treatment Effects: Amount | Donated
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Note: This figure shows histograms of predicted amount donated (conditional on donating) by exper-
iment and forecasting group. The dotted lines represent the region 5% above and below the actual
giving amount of the treatment group.
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Figure A.5: Characteristics of Charity Sample
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Figure A.6: Observed and Predicted Donation Behavior, All Studies

(a) Unconditional Gifts (Falk, 2007)

(b) Matching Gifts (Karlan and List, 2007)

(c) Social Information (Shang and Croson, 2009) (d) Opt-out (DellaVigna et al., 2012)
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Figure A.6: Observed and Predicted Donation Behavior, All Studies (Cont’d.)

(e) Donor Agency (Kessler et al., 2019)
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Table A.1: Factors Associated with Giving in the next Year

Donated Amount | Donated

Experiment 1 Experiment 2 Experiment 3 Experiment 1 Experiment 2 Experiment 3

Call Treatment 0.00 0.00 0.01 0.60 -0.23 0.54
(0.00) (0.00) (0.01) (1.25) (1.87) (4.95)

New Call Script 0.00 3.01
(0.01) (3.01)

Baseline Gift Amount -0.00*** 0.00*** -0.00*** 0.54*** 0.83*** 0.56***
(0.00) (0.00) (0.00) (0.00) (0.01) (0.02)

Baseline Number of Gifts 0.13*** 0.11*** 0.18*** -1.26*** 4.57*** 4.27***
(0.00) (0.00) (0.00) (0.22) (0.55) (1.07)

Female 0.01*** 0.01* -3.58*** -7.36**
(0.00) (0.01) (0.81) (2.95)

45 to 64 years old 0.00 0.01 4.09*** 2.96
(0.00) (0.01) (1.21) (4.14)

65+ years old 0.08*** 0.08*** 7.27*** 7.86*
(0.00) (0.01) (1.20) (4.16)

Income $35,000-$99,999 0.01*** 0.01 -1.42 -4.46
(0.00) (0.01) (1.06) (3.86)

Income $100,000-$174,999 0.03*** 0.03*** 4.57*** 0.97
(0.00) (0.01) (1.27) (4.59)

Income $175,000+ 0.04*** 0.05*** 11.67*** 2.66
(0.00) (0.01) (1.44) (5.35)

Residence length>5 years 0.00** -0.01 3.06*** -1.36
(0.00) (0.01) (0.82) (3.00)

Constant 0.13*** 0.15*** 0.08*** 51.70*** 30.90*** 51.54***
(0.00) (0.00) (0.02) (2.05) (1.69) (7.70)

R2 0.13 0.08 0.16 0.16 0.48 0.16
N 344,652 57,632 17,614 99,860 17,862 5,173

Note: This table shows results from OLS regressions of donation outcomes on treatment for experiments 1-3 restricted to donors with
full demographic information available. Columns 1-3 use probability of donating in the next year as the outcome. Columns 4-6 use gift
amount conditional on making a donation as the outcome. Controls include baseline gift amount, number of gifts, age, gender, household
income, residence length and fixed station-date effects in Experiments 1 and 3. Omitted categories include 18 to 44 year olds, income
below $34,000, and residence 5 years or less. Standard errors are in parentheses.
* p<0.10, ** p<0.05, *** p<0.010
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Table A.2: Average Gift Amount on Treatment, LATE Estimates

Donated Amount | Donated

Experiment 1 Experiment 2 Experiment 3 Experiment 1 Experiment 2 Experiment 3

Reached 0.00 0.00 0.02 0.78 -0.32 0.84
(0.00) (0.01) (0.02) (1.64) (2.58) (7.77)

New Call Script 0.00 3.01
(0.01) (3.00)

Baseline Gift Amount -0.00*** 0.00*** -0.00*** 0.54*** 0.83*** 0.56***
(0.00) (0.00) (0.00) (0.00) (0.01) (0.02)

Baseline Number of Gifts 0.13*** 0.11*** 0.18*** -1.26*** 4.57*** 4.27***
(0.00) (0.00) (0.00) (0.22) (0.55) (1.07)

Female 0.01*** 0.01* -3.58*** -7.35**
(0.00) (0.01) (0.81) (2.95)

45 to 64 years old 0.00 0.01 4.09*** 2.94
(0.00) (0.01) (1.21) (4.15)

65+ years old 0.08*** 0.08*** 7.26*** 7.82*
(0.00) (0.01) (1.20) (4.18)

Income $35,000-$99,999 0.01*** 0.01 -1.43 -4.46
(0.00) (0.01) (1.06) (3.86)

Income $100,000-$174,999 0.03*** 0.03*** 4.57*** 0.98
(0.00) (0.01) (1.27) (4.59)

Income $175,000+ 0.04*** 0.05*** 11.67*** 2.68
(0.00) (0.01) (1.44) (5.36)

Residence length>5 years 0.00** -0.00 3.06*** -1.34
(0.00) (0.01) (0.82) (3.00)

Constant 0.43 0.15*** 0.36** 367.26*** 30.90*** 451.69***
(0.32) (0.00) (0.14) (123.68) (1.69) (51.47)

R2 0.18 0.08 0.20 0.18 0.48 0.19
N 344,652 57,632 17,614 99,860 17,862 5,173

Note: This table shows local average treatment (LATE) effects of thank-you calls on donation outcomes restricted to donors with full
demographic information available. Reached signifies a successful call. Columns 1-3 use probability of donating in the next year as the
outcome. Columns 4-6 use gift amount conditional on making a donation as the outcome. Controls include baseline gift amount, number
of gifts, age, gender, household income, residence length and fixed station-date effects in Experiments 1 and 3. Omitted categories include
18 to 44 year olds, income below $34,000, and residence 5 years or less. Standard errors are in parentheses.
* p<0.10, ** p<0.05, *** p<0.010
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Table A.3: Treatment Effects in Future Years in Experiment 1

(a) 2 Years Following Randomization

Treatment Control p-value

Percent Donating 19.38 19.43 0.79
(0.06) (0.17)

Amount | Donated 130.49 131.76 0.10*
(0.58) (1.57)

N 348,005 43,068

(a) 3 Years Following Randomization

Treatment Control p-value

Percent Donating 11.45 11.41 0.78
(0.05) (0.14)

Amount | Donated 130.22 129.49 0.48
(0.75) (1.92)

N 225,226 27,679

(b) 4 Years Following Randomization

Treatment Control p-value

Percent Donating 5.60 5.60 1.00
(0.03) (0.10)

Amount | Donated 127.63 126.82 0.79
(1.07) (2.80)

N 111,369 13,356

(c) 5 Years Following Randomization

Treatment Control p-value

Percent Donating 1.75 1.65 0.10
(0.02) (0.05)

Amount | Donated 112.10 103.91 0.38
(2.36) (3.89)

N 7,691 903

Note: P-values reported from Mann-Whitney t-tests for
amount conditional on donating data and Chi2 tests of pro-
portions for percent donating. Standard errors in parenthe-
ses.
* p<0.10, ** p<0.05, *** p<0.010
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Table A.4: Effect of Treatment on Unconditional Gift
Amount in Experiment 1

Unconditional Gift Amount

Call Treatment 0.17
(0.48)

Baseline Gift Amount 0.11***
(0.00)

Baseline Number of Gifts 15.30***
(0.13)

Female -0.09
(0.31)

45 to 64 years old 0.42
(0.45)

65+ years old 12.93***
(0.46)

Income $35,000-$99,999 0.27
(0.42)

Income $100,000-$174,999 4.50***
(0.49)

Income $175,000+ 8.39***
(0.56)

Residence length>5 years 1.77***
(0.32)

Constant -11.05***
(0.80)

R2 0.06
N 344,652

Note: This table shows results from the OLS regression of un-
conditional amount donated in the next year on treatment for
experiment 1 restricted to donors with full demographic infor-
mation available. Controls include baseline gift amount, num-
ber of gifts, age, gender, household income, residence length
and fixed station-date effects. Omitted categories include 18
to 44 year olds, income below $34,000, and residence 5 years
or less. Standard errors are in parentheses.
* p<0.10, ** p<0.05, *** p<0.010
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Table A.5: Average Overprediction by Experience and Charity Size

Overprediction ($ per donation) Overprediction (% donated)

Experience 5+ years (org.) 9.48 -1.13
(9.17) (3.04)

Experience 5+ years (industry) 6.81 6.51*
(9.72) (3.46)

10k+ donations/year -10.32 -4.39
(9.46) (3.17)

Does Calls 16.11 6.11*
(10.37) (3.29)

N 157 157

Note: This table shows the coefficients on 8 individual OLS regressions of average overprediction
(measured as distance from actual amount or percentage, averaged across the three experiments) on
different fundraiser and charity characteristics. We only include subjects that made predictions for
all three experiments. Standard errors are in parentheses.
* p<0.10, ** p<0.05, *** p<0.010
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Table A.6: Robustness Test: Proportion Donating and Conditional
Gift Card Amount in Experiment 1

(1) (2)
Prop. Donating Amount Donated

Treatment -0.01 -0.87
(0.00) (1.95)

Pledge Drive -0.15∗∗∗ 10.22∗∗∗

(0.00) (2.35)
Treatment*Pledge Drive 0.01∗∗ 1.78

(0.00) (2.48)
R2 0.02 0.00
N 494,116 138,248

Note: This table shows coefficients of treatment status, whether the donor
was acquired through a pledge drive and the interaction term from an OLS
regressions. Column 1 shows the effect on probability donated and column
2 shows the effect on gift amount conditional on donating. Regressions
control for station-date fixed effects. Standard errors are in parentheses.
* p<0.10, ** p<0.05, *** p<0.010
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Appendix D: Secondary Forecasting Materials 

D1. Fundraiser Survey 2 
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This experiment was 

not used in the paper. 
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