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Field experiment designed to investigate the role of group identity and competition for donation decisions in a natural setting

I. DATA COLLECTION

In collaboration with a large charitable organization, we test the hypothesis that perceived group membership has the potential to increase charitable giving. Ina regular donation request, we vary whether there is salient group membership and group competition. The requests will be sent out via postal mail and supplemented with an e-mail (if applicable).

II. TREATMENTS

Regular donors receive a donation request via postal mailing. All mailings are identical except from the precise wording and location of the appeal which varies with respect to the assigned treatment group. We implement three different treatments and vary whether there is (1) salient group membership and (2) explicit group competition. 

Salient group membership:
For subjects in the two Group treatments (T1 & T2), we prime their membership in a natural group. In this experiment, groups are formed by regional belonging based on postal code regions. The variation in this treatment dimension appears in three locations on each piece of direct mail: In the headline and at two locations in the main text. Subjects in the Individual treatment (T3) receive the same mailing, but without any notion of group membership. 

Explicit group competition:
In addition to receiving the group identity prime, participants in T3 (Group Competition) are informed that the charity will announce the "most cooperative" groups as part of the charity's next regular newsletter and online. This variation of the appeal appears in combination with the group membership prime in the aforementioned three locations on each piece of direct mail. Subjects in the two other treatments (T1 & T2) do not receive any explicit information about competition. 

Overview:

T1: Group Competition
In treatment T1, subjects’ regional belonging is primed and there is explicit group competition.

T2: Group
In treatment T2, subjects’ regional belonging is primed, but there is no explicit group competition.

T3: Individual
In treatment T3, there is neither salient group membership nor any information on explicit competition. 

Other design features:
In addition to these two main aspects of the treatment design, there are 2 further design features: First, below the main text, participants receive a treatment-specific short link where they can get more information about the campaign. The web address behind the short link is the same as the address behind a QR-Code on the fill-out form at the end of the letter. Second, every envelope contains a second form that is similar to the standard form which is attached to the letter. At the top of this second form, participants in the “Group” and “Group Competition” treatments are informed that they can give this form to other group members while participants in the “Individual” treatment are informed that they can give this form to anyone (henceforth: “P2P strategy”). In the case that participants use this additional form to recruit other donors, a campaign code on the form and a QR-code allow us to trace back the treatment group of the original receiver. 


III. OUTCOME VARIABLES

Key variables of interest are 
· donation decisions at the extensive margin, 
· donation sizes (mean, median and modal) and 
· total donations raised (also considering cancellation rates and new donors recruited via our P2P strategy) 
under different treatment conditions and at different points in time:
1. immediately after the intervention, 
2. after a one-off donation request before Christmas, and
3. in 2022 to investigate long-term effects. 

Donation sizes: Subjects can choose between 10 €, 12 €, 14 € or use a write in category. 

To shed light on the behavioral mechanisms, we will additionally measure heterogenous treatment effects with respect to city characteristics, gender, and individual donation history, e-mail open rates and clickthrough rates on info webpages, donation decisions resulting from a P2P fundraising strategy. 

IV. NATURE OF ANALYSES 
We analyze our experimental data by means of OLS regressions (accounting for randomization procedures explained under VI):
· The main dependent variables are given by key variables of interest
· The main independent variables are dummies for assignment to 
· T1 (“Group Competition”) 
· T2 (“Group”)
· T3 (“Individual”)
· To account for potential imbalances between treatment groups, we control for 
· date of subjects’ first donation to the charity,
· regular donation size,
· city size,
· gender,
· whether subjects received an additional e-mail,
· and acquisition channel.  
(For all non-binary control variables, we also consider log)
· All of these variables are also used for heterogeneity analyses in which interaction terms of each variable with each of the treatment dummies are coefficients of interest
· Regarding the analysis of overall treatment effects including long-term effects: Because we have multiple observations per subject, we cluster standard errors at the subject level.

V. MAIN HYPOTHESES

1. The effect of group identity
Take as dependent variables (i) number of donations, (ii) average donation sizes, and (iii) total donations raised. Regress each of these on the Group dummy. We hypothesize that in all three cases the effects are positive and significant.   

2. The effect of group competition
Take as dependent variables (i) number of donations, (ii) average donation sizes, (iii) total donations raised, (iv) clickthrough rates on the info web pages, and (v) number of new donors recruited via the P2P strategy. Regress each of these on the Group Competition dummy. We hypothesize that in all five cases the effects are positive and significant. We further hypothesize that the effects are larger in size compared to the effects under 1.    

3. The effect of group competition conditional on city size
Take as dependent variables (i) number of donations, (ii) average donation sizes, (iii) total donations raised, (iv) clickthrough rates on the info web pages, and (v) number of new donors recruited via the P2P strategy. Regress each of these on the Group Competition dummy interacted with a dummy for large city. We hypothesize that in all five cases the effects are positive and significant. 

VI. RANDOMIZATION METHOD

For randomization, we use a block random assignment method. We stratified the sample by 7 observable pre-intervention characteristics: city population (3 discrete categories), gender, dummy for activated Email-Opt-In, Number of existing commitments, regular donation size (3 discrete categories), duration of existing commitment (3 discrete categories), and a dummy for whether donor has been acquired via Face-to-face fundraising or not. Treatments are then randomly assigned on the individual level by a random number generator with numbers from 1 to 3. 
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