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Interest	rate	elasticity

• Would	be	lower	if	included	the	18	banks	in	
the	choice	set.	

• Still	really	low	:
– 52%	choose	highest	interest	rate	product
– 31%	choose	second	highest	
– But	the	consideration	set	averages	2.2	banks



Price	is	multidimensional



Search	model

• Comes	close	to	vertical	quality	with	
geographic	differentiation	and	εi

• But	really,	this	is	probably	closer	to	a	
matching	environment.		
– High	balance	and	low	balance	consumer	likely	
to	choose	different	products

• Search	cost	calibration:	interpretation	
depends	on	whether	fees	and	interest	rates	
are	positively	or	negatively	correlated.	



Informative	vs	Persuasive		
Advertising

• Advertising	plays	a	role	in	awareness
• Advertising	plays	a	lesser	measurable	role	in	
consideration/choice

• The	awareness	to	consideration	step	still	pretty	
mysterious
– Bank’s	advertising	coefficient	not	that important	in	the	
specification.

– But	they	all	advertise	and	they	often	advertise	their	
features	(free	checking,	snap	checks	on	the	app).

– Have	we	rejected	that	those	advertised	features	play	an	
important	role	in	Awareness	to	Consideration	or	
Consideration	to	Choice?

– Could	consumers	have	pretty	good	expectations	of	price	
at	this	stage	(from	advertising)?




