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Abstract

We examine whether combining factual information on inflation levels and forecasts
with a narrative can persistently shape consumers’ inflation expectations. In a pre-
registered randomized controlled trial with a representative sample of 3,000 German
consumers, participants received either numerical or textual information about infla-
tion rates, with or without an accompanying narrative. All treatments immediately
lower inflation expectations, with numerical information eliciting stronger adjustments.
Adding a narrative produces no additional immediate effect, confirming that it conveys
no new information. However, only the combination of numerical information with a
narrative yields a lasting reduction in inflation expectations and forecast uncertainty
still observable after four weeks. Our results suggest that combining precise informa-
tion with a narrative enhances information retention and can lead to more persistent
shifts in consumers’ beliefs. The effects are strongest when respondents perceive the
narrative as relatable and emotionally engaging, and among those with low financial
literacy and limited knowledge of inflation.
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“Homo sapiens is a storytelling animal that thinks in stories rather than in num-
bers or graphs, and believes that the universe itself works like a story, [...]. When
we look for the meaning of life, we want a story that will explain what reality is all
about and what my particular role is in the cosmic drama.” Yuval Noah Harari,

2018

1 Introduction

Inflation rates have fluctuated markedly over the past decade, both in the euro area and
globally, raising concerns about the potential de-anchoring of inflation expectations. In re-
sponse, central banks have intensified their efforts to communicate with the public to build
trust, strengthen accountability, and, first and foremost, guide expectations. While central
banks have been largely successful in shaping inflation expectations in financial markets,
communicating effectively with consumers remains considerably more challenging (Blinder
et al., 2024). Effectively guiding consumers’ beliefs so that medium-term inflation expecta-
tions remain close to the target and forecast uncertainty stays low is crucial for anchoring
inflation expectations (Kumar et al., 2015) and preventing temporary shocks from evolving

into sustained inflation.

Previous research shows that presenting households with simple statistics on past inflation
rates (e.g., Binder and Rodrigue, 2018; Binder, 2021) and inflation forecasts (e.g., Armantier
et al., 2016; Coibion et al., 2022) can prompt an immediate adjustment of households’ ex-
pectations toward the inflation target, while providing more complex information results in
smaller adjustments (Beckmann et al., 2026). Moreover, inflation information can affect more
than point estimates and also reduce households’ forecast uncertainty (Binder and Rodrigue,
2018; Dréger and Nghiem, 2025; Nghiem et al., 2024). However, evidence on how to convey

this type of information to households such that it produces a persistent effect, particularly



for medium-term inflation expectations and forecast uncertainty, is lacking.*

We aim to fill this gap by drawing on recent research on how different types of information
shape selective memory and by building on long-standing evidence from communication sci-
ence showing that information presented as a relatable narrative can produce longer-lasting
shifts in beliefs. In particular, Gracber et al. (2024) find that individuals retain stories better
than statistics, making stories a more effective tool for persistently shaping beliefs. Reading
or hearing a relatable narrative can activate autobiographical memories and prompt individ-
uals to connect their personal experiences with new information (Dunlop et al., 2010). This
process makes the information feel more relevant and meaningful, which strengthens learning
and recall. Narratives also engage audiences emotionally and immerse them in vivid scenar-
ios, further enhancing their persuasive power (Green and Brock, 2000; Slater and Rouner,
2002; Moyer-Gusé, 2008). At the same time, narratives can reduce scrutiny of the embedded
information and discourage counter-arguing (Green and Brock, 2000). Because they convey
ideas rather than explicit arguments, they may also lower psychological reactance to per-
suasion (Moyer-Gusé and Nabi, 2010). Therefore, we hypothesize that adding a relatable,
emotionally engaging narrative to information about past and future inflation rates may pro-
duce lasting shifts in beliefs and uncertainty about inflation beyond the initial exposure to

new information and, thereby, contribute to anchoring expectations.

To examine whether combining facts about inflation rates with a relatable narrative is
effective at persistently lowering consumers’ inflation expectations and forecast uncertainty,
we conducted a pre-registered randomized controlled trial (RCT).? We conducted the initial
trial in July 2025 through the online survey company Bilendi, using a representative sample
of more than 3,000 German participants balanced by gender, age, income, and region. We

randomly assigned participants to one of four treatment groups or a control group. Two

1Coibion et al. (2022) and Kostyshyna and Petersen (2023) find that short-term (12-months-ahead) infla-
tion expectations remain significantly lower three and six months after providing respondents with precise,
numerical information on inflation forecasts.

2The randomized controlled trial is registered at the AER RCT Registry (#AEARCTR-0016217).



treatment groups received the same statistical information on past, current, and expected
inflation, either in quantitative (numerical) or qualitative (textual) form. The other two
groups received the same (quantitative or qualitative) information on inflation rates along
with a short narrative. The narrative does not introduce new facts but rather presents the
information in a relatable, emotionally engaging manner. We elicit posterior expectations
both immediately after the information treatment and again four weeks later in a second wave
of our survey to assess the persistence of the treatment effects. In the follow-up survey, we
only repeat the questions on expectations without providing any new or previously presented

information. We successfully reached 80% of the original sample.

Our results indicate that providing respondents with information about past and pro-
jected inflation rates significantly lowers medium-term (three-year-ahead) inflation expecta-
tions. All treatments produce negative and statistically significant immediate effects, but the
magnitude varies by information type. Respondents receiving numerical information lower
their expectations, on average, by 30 basis points, which is consistent with prior findings in
the literature (e.g., Coibion et al., 2022; Hoffmann et al., 2025). By contrast, qualitative
information reduces inflation expectations by only 10 basis points, suggesting that textual
descriptions convey a weaker or less precise signal. Correspondingly, we observe negative
immediate effects on forecast uncertainty only for treatments that include quantitative infor-

mation.

Adding a relatable narrative does not significantly alter the immediate treatment effect,
substantiating that the narrative does not convey new information. Respondents are also
asked how informative they perceived the text provided during the treatment. The fact that
respondents do not rate the treatment text as more informative when receiving the narra-
tive along with quantitative or qualitative information further supports that the narrative
does not provide new information. However, participants in treatment groups that include
the narrative perceive the information as more relevant to their daily lives and report a

stronger emotional response. The latter finding reflects that the narrative resonates with the



participants, which is in line with the general idea of narratives.

Results from the second survey wave show that only the combination of quantitative
information about inflation rates with the narrative produces a persistent treatment effect.
Respondents continue to report significantly lower medium-term inflation expectations four
weeks after the initial exposure. However, the effect size declines over time to approximately
two-thirds of the immediate effect. We also find a persistent, although weaker, negative effect
on inflation uncertainty for this treatment group. In split-sample analyses, we find that the
persistent effect is particularly pronounced among respondents who perceive the information
as relevant to their daily lives and report a stronger emotional response. We interpret this as
tentative evidence that relatability and emotional engagement help shape persistent changes
in beliefs about inflation. Correspondingly, we also observe a lasting reduction in inflation-

related concerns in response to numerical information combined with the narrative.

We perform robustness tests to scrutinize the validity of the main results. Since our
findings assume that participants attentively read and process the provided information, we
run robustness tests to rule out potential bias from outliers in reading and response time.
Given our earlier finding that the perceived relevance of the information for respondents’
daily lives matters for our effects, we also validate that our results hold for respondents’

personal inflation expectations and the associated forecast uncertainty.

Related studies have shown that financial literacy shapes adjustments in inflation expecta-
tions. Hence, we examine potential heterogeneities in the formation of inflation expectations
when adding a narrative treatment. Split-sample analyses reveal that both the immediate
and persistent treatment effects concentrate among respondents with low financial literacy
and those who pay less attention to inflation news, suggesting that narrative-based commu-
nication might be especially effective for these households, which central banks often find the

most difficult to reach.

This study contributes to the rich literature examining how households’ inflation expec-



tations respond to information related to the central bank’s inflation target (Binder, 2017;
Binder and Rodrigue, 2018; D’Acunto et al., 2021), a change of the inflation target (Ehrmann
et al., 2025; Hoffmann et al., 2022; Galati et al., 2026), or the central bank’s policy instru-
ments (Coibion et al., 2023; Brouwer and De Haan, 2022). Most closely related to our study
are papers that investigate how providing information about past or current inflation levels
and forecasts affects consumers’ inflation expectations (Armantier et al., 2016; Binder and
Rodrigue, 2018; Binder, 2021; Driger et al., 2024).> However, evidence on the persistence of
belief updates following these interventions is mixed and limited to short-term, that is, one-
year ahead, inflation expectations (Coibion et al., 2022). This study shows a novel aspect,
namely that the combination of numerical information about inflation rates with an emo-
tionally engaging narrative leads to more persistent downward adjustments in medium-term

inflation expectations.

A second strand of literature explores what makes central bank communication resonate
with non-experts. Bholat et al. (2019) and Haldane and McMahon (2018) show that simpli-
fying monetary policy messages and using more accessible language, such as everyday terms
("rising prices” instead of “inflation”) or inclusive pronouns like “we” instead of “the Bank
of England,” improves comprehension and can build households’ trust in the central bank.
D’Acunto et al. (2021) find that a more diverse monetary policy committee increases trust
and leads women and Black respondents to form unemployment expectations more aligned
with forecasts, underscoring the importance of representation. Ehrmann et al. (2025) show
that providing additional explanations for changes in the ECB’s inflation target and in the
functioning of monetary policy improves the central bank’s credibility, which, in turn, in-
creases the likelihood of anchored inflation. However, the effect does not last. Our study
extends this research by showing that emotional engagement with information about past

and future inflation rates enhances recall and contributes to more persistent belief updates.

3Weber et al. (2025) show that the adjustment of inflation expectation depends on the economic environ-
ment. In high-inflation environments, individuals are more attentive to inflation and become less responsive
to information treatments (see also Cavallo et al. (2017)).



Third, recent research leverages the advances in deep learning models to analyze both
visual and audio cues in the context of central bank communication (Ash et al., 2026; Barry
et al., 2025; Gorodnichenko et al., 2023). These studies also suggest an emotional channel of
monetary policy. For example, Gorodnichenko et al. (2023) find that a positive tone of voice
of the Federal Reserve Chair leads to increased stock prices even after controlling for policy
actions and sentiment in the policy statement. Similarly, Curti and Kazinnik (2023) employ
facial recognition analysis on Federal Open Market Committee (FOMC) press conference
videos. They show that investors react negatively to adverse facial expressions. Alexopoulos
et al. (2024) analyze emotions conveyed through words, voice, and facial expressions of Fed
Chairs testifying before Congress and demonstrate that heightened emotional expression
raises the S&P 500 index while reducing market volatility. However, these studies focus
on communication with financial experts. Our research seeks to extend this literature by

investigating the emotional channel in non-expert communication of monetary policy.

2 Experimental design and data

This section describes the experimental setup and data used to study how relatable narratives
shape inflation expectations. First, we outline the design of the randomized controlled trial
(RCT), present descriptive statistics, and show test results that validate the experimental
setup. Second, respondents’ perceptions of the four treatments in terms of informational

content and emotional responses are assessed.

2.1 Randomized controlled trial

We conduct the RCT with 3,102 German consumers in collaboration with Bilendi, a leading
online panel provider. Participants are recruited by Bilendi, which ensures that the sample

is representative of the German population with respect to gender, age, income, and region.



Data collection takes place from July 10 to 19, 2025, and the median response time in the first
wave is approximately eleven minutes. To further ensure data quality, we follow established
procedures in the literature (e.g., Binder, 2020; Driager and Nghiem, 2025) and only allow
participants to take part if they respond affirmatively to the following question that appears

at the beginning of the questionnaire:

We care about the quality of our data. In order for us to get the most accurate
measures of your knowledge and opinions, we kindly ask you to answer each
question to the best of your ability. For most questions, there are no right or wrong
answers. We are primarily interested in your personal assessments, regardless of
how much experience you have with the topic. Do you commit to thoughtfully

provide your best answers to each question in this survey?

To assess whether the effects of providing inflation forecasts alongside relatable narratives
persist over time, we recontact participants approximately one month after the initial survey
wave and elicit responses from roughly 80% of the original sample between August 13 and
28, 2025. The German Association for Experimental Economic Research e.V. approved our
experimental design,* and we pre-registered the study on the AEA RCT Registry.® Figure 1

illustrates the RCT’s design, which is explained in the following.®

2.1.1 Sociodemographic characteristics and prior beliefs

Sociodemographic characteristics, financial literacy, and knowledge ~ We first collect stan-

dard sociodemographic information from respondents. Panel A of Table 1 presents summary

statistics for the demographic composition of our survey sample. Respondents are broadly

4To retrieve the approval certificate, please click here.

5Ludolph, Melina, Giang Nghiem and Lena Tonzer. 2025. ”Inflation Expectations and Relatable Narra-
tives.” AEA RCT Registry. June 16. https://doi.org/10.1257/rct.16217-1.0.

5We provide the questionnaires in Section A.2 of the Online Appendix.


https://gfew.de/ethik/m4qhnay3
https://doi.org/10.1257/rct.16217-1.0

representative of the German population in terms of age (47.7 years), gender (51% male),
employment status (e.g., 3% unemployment rate), and regional distribution, with 15% living
in East Germany. About half of the households own their home, and one-third hold a uni-
versity degree. The median household income in the sample is €3,250. Survey participants
report a moderate level of trust in others (mean 5.04 on a 0-10 scale), and 81% of respon-
dents correctly answered a question assessing their basic numerical literacy. Table OA1 in

the Online Appendix provides definitions of all variables.

Next, we ask questions designed to measure knowledge of inflation and monetary policy,
as well as financial literacy, which might be important moderators for the effectiveness of
our information treatments. To approximate prior knowledge of inflation and monetary
policy, we build on Hayo and Neuenkirch (2018), who find that German survey participants
seeking information about the ECB in the media tend to have better knowledge. Thus, we
ask respondents how often they have followed news about the inflation rate and the ECB’s
monetary policy in the past month, with responses measured on a 5-point Likert scale ranging
from “Never” to “Very often.” 42% of respondents report to follow inflation-related news
often or very often. The corresponding share for news related to ECB monetary policy is
lower, at 24%. To measure financial literacy, following Lusardi and Mitchell (2011) and
Burke and Manz (2014), we use three comprehension questions covering inflation and real
consumption, interest rate compounding, and risk diversification. We classify respondents
who answer all three questions correctly as having high financial literacy, which applies to
34% of the sample (see Table 1). These figures for prior knowledge and financial literacy are

in line with the descriptive statistics in comparable samples (e.g., Dréger and Nghiem, 2025).

Prior beliefs about inflation — Next, we elicit participants’ point predictions for their

medium-term inflation expectations (), that is, over the next 3 years. This measure serves as
prior expectations when evaluating the impact of the information treatments. The summary

statistics in panel B of Table 1 show that the average prior in our sample, truncated at -20%



and +50%, is approximately 6.2% with a median of 3%. For comparison, the Bundesbank
Online Panel Households (BOP-HH) reports a median of around 2.9% and a mean of 3.1%
for three-year-ahead aggregate inflation expectations, using a sample truncated at -12% and
+12% based on the July 2025 wave. When applying the same truncation rules to our data,
we observe similar statistics, indicating that our results are broadly consistent with those

from comparable surveys.

We also elicit participants’ short-term (one-year-ahead) inflation expectations for Ger-
many (7'%), as well as their personal three-year-ahead inflation expectations (77¢"*), which
we use for additional analyses and robustness tests.”

2.1.2 Information treatments

Information on ECB mandate  Before randomly allocating participants into five different

groups, we provide all respondents with a brief explanation of the European Central Bank’s

primary objective, similar to Brouwer and De Haan (2022):

Now we would like to inform you that the primary task of the European Central
Bank (ECB) is to maintain price stability. To achieve this, the ECB targets an

inflation rate of 2% over the medium term.

By presenting the central bank’s objective in both qualitative (“maintain price stability”)
and quantitative (“inflation rate of 2%”) terms, we account for potential differences in par-
ticipants’ prior understanding of how price stability relates to inflation. The objective is to
ensure that subsequent treatment effects are not biased by differences in participants’ inter-
pretations of the treatments, depending on whether they receive qualitative or quantitative
information about inflation forecasts. Approximately 45% of participants report that this

information is new to them.

"See Table OA2 in the Online Appendix for the summary statistics.



Information treatments We randomly assign respondents to one of five groups: a control

group that receives no additional information and four treatment groups that receive different

informational interventions.

Respondents allocated to the treatment groups receive information on past inflation levels
in 2024 and experts’ forecasts for 2025 and 2027. We base this information on the German
Bundesbank’s inflation forecasts published in June 2025.8 Treatment groups 1 and 2

receive the following quantitative information:

The average inflation in Germany in 2024 was 2.5%. According to estimates
published in June 2025, professional forecasters expect an average inflation rate

in Germany of 2.2% in 2025 and 1.9% in 2027.
Treatment groups 3 and 4 receive the same information in qualitative statements:

Inflation in Germany was somewhat higher than what is generally considered
consistent with price stability in 2024. According to estimates published in June
2025, professional forecasters project a decrease for 2025 and over the next two

years, with the rate moving to levels that support price stability.

Treatment groups 2 and 4 additionally receive a narrative that explains the implica-
tions of these developments for everyday life in a relatable, emotionally appealing way. To
create this narrative, we transform the quantitative data into a story format with a focus on
ensuring that it feels relatable to readers. Developing the narrative based on factual infor-
mation ensures coherence, which makes narratives particularly persuasive (Barron and Fries,
2023). We take care not to introduce any new information, but only to illustrate the same

information with everyday examples relevant to all respondents:

That means that, going forward, we will have to worry less about price changes

in our everyday lives. For example, when grocery shopping, we can feel more at

8Bundesbank. 2025. ”The Bundesbank’s forecast for Germany: Economic recovery slowly getting
started.” Press release. Available here. Accessed July 7, 2025.
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https://www.bundesbank.de/en/press/press-releases/the-bundesbank-s-forecast-for-germany-economic-recovery-slowly-getting-started-959308.

ease as we do not have to constantly check price tags to see if we can still afford
the items we need. It also means that we can feel more secure when it comes
to planning, saving, and investing for the future. For instance, we can be more
confident that price changes will not derail our plans for how we want to spend

our money on.

Table 2 illustrates the combinations of texts for each treatment group.

After the treatments, we ask survey participants how informative they found the provided
text and measure their responses on a scale from 0 (“not informative at all”) to 10 (“very
informative”). We also elicit respondents’ perceived relatability of and emotional responses
to the provided information by asking all respondents in one of the four treatment groups to
evaluate their agreement with a series of statements on a 5-point Likert scale. First, we mea-
sure the relevance of the provided information to respondents’ daily lives (“The information
in the provided text feels relevant to my daily life.”) and the emotional impact of it (“The
text I read had an emotional impact on me.”). Both statements are adaptations of items
on the transportation scale proposed by Green and Brock (2000), which aims to capture the
extent to which individuals become absorbed into a narrative such that it influences real-
world beliefs. We further measure agreement with a statement that captures self-reflection
or self-referencing (“The text made me reflect on my own experiences with price changes.”).
Self-referencing refers to processing information by relating it to one’s own experiences and
can improve learning and recall (Dunlop et al., 2010). Lastly, we elicit agreement with two
statements that serve as proxies for counterarguing and reactance. Both represent forms
of resistance to persuasion (Moyer-Gusé and Nabi, 2010). More specifically, counterarguing
is the search for disputing arguments or inconsistencies in information, and the respective
statement is “While reading, I thought about possible contradictions or inconsistencies.” Re-
actance refers to the motivation to reassert independence when feeling manipulated (“I feel

that the information provided in the text is intended to influence my opinion.”).

11



2.1.3 Posterior beliefs

Posterior beliefs about inflation  To assess whether the information treatments affect partic-

ipants’ inflation expectations, we again elicit beliefs about medium-term inflation (), while
avoiding repetition of the questions asked before the treatments.? Instead, following Pavlova
(2025), we collect probabilistic forecasts by asking participants to report their most likely
estimate as well as the minimum and maximum values they expect medium-term inflation
to take. We compute posterior inflation expectations as the average of the reported mode,
minimum, and maximum. Eliciting probabilistic forecasts ex post also allows us to examine
cross-group differences in uncertainty between treatment and control groups. We define un-
certainty (o) as the difference between the maximum and minimum expected inflation rates
that respondents report. In addition, we include a question capturing respondents’ concerns
about future medium-term inflation and create a dummy (k) that equals one if a respondent

reports having some or great concerns.

In the follow-up survey conducted around four weeks later, we use the same set of ques-
tions to measure inflation expectations. In addition, we include an open-ended question
(“How do you think current and future inflation matters for your personal life?”), which
we use to construct a binary indicator capturing respondents’ concerns. Panel B of Table 1
shows that average posterior three-year ahead inflation expectations and forecast uncertainty
increase slightly between the first and second survey waves. Moreover, approximately 65%

of respondents in both waves report being concerned about future inflation.

9We further elicit respondents’ short-term (71¥), personal medium-term (7P°"*), and qualitative medium-
term (79%%!) inflation expectations after the treatments, which we use in robustness checks and for additional
analyses.
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2.1.4 Balance tests

Table OA3 in the Online Appendix reports the results for pairwise difference-in-means tests
between the control group and each treatment group and shows no statistically significant
differences in respondents’ average prior medium-term inflation expectations.! We further
assess balance across sociodemographic characteristics, with results reported in Table OA4.
Overall, the sample is well balanced across groups. Yet, we do observe a small number of
statistically significant differences along some dimensions, such as a slightly higher share
of male respondents in treatment group four, a higher share of homeowners in treatment
group three, or greater attention to news among respondents in treatment group three. The
economic magnitudes of these differences are negligible. Nevertheless, we include the full
set of reported sociodemographic characteristics, including financial literacy and knowledge,
in all treatment-effect estimations to account for the potential residual imbalance across

treatment groups.

2.2 Informativeness and emotional impact of information treat-

ments
2.2.1 Informativeness

Haldane and McMahon (2018) show that layering simpler explanations onto technical infor-
mation about inflation and monetary policy improves respondents’ self-reported understand-
ing. Similarly, adding a narrative to factual information about past, current, and future

inflation might make the text seem more informative to survey participants.

Figure 2 presents the average perceived informativeness of the treatment texts, with

higher values indicating that respondents perceive a text as more informative on a 10-point

10We also find no significant differences in the priors for personal medium-term inflation expectations nor
for one-year-ahead inflation expectations.
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Likert scale. All treatments score above five, indicating that respondents generally find the
texts informative. Treatments with quantitative information (T1 and T2) receive higher rat-
ings, with means of 6.4 and 6.2, while the two treatments with qualitative statements (T3
and T4) score approximately half a point lower. Importantly, adding a narrative does not
increase perceived informativeness. On average, respondents in treatment groups 2 and 4
do not rate the informational value of the text higher than those receiving the same quan-
titative (T1) or qualitative (T3) information without a narrative. Table OA5 in the Online
Appendix presents regression results that confirm these descriptive findings. Estimating the
difference in perceived informativeness of the treatment texts relative to the group receiving
only quantitative information (T1) yields no significant effect for T2. Notably, respondents
perceive the qualitative information (T3 and T4) as significantly less informative than the

quantitative information (T1), regardless of the narrative.

Although these findings suggest that adding the narrative does not, on average, change
the informational value of the texts, perceived informativeness may vary across respondents
with different characteristics. To explore this, we report results from regressing the informa-
tiveness score on respondents’ sociodemographic characteristics, numerical literacy, trust, and
attention to inflation-related news in each treatment group in Table 3. For most sociodemo-
graphic variables, we do not find a significant association with the perceived informativeness
of the treatment texts. However, women report significantly higher ratings than men in the
treatment groups that include a narrative (T2 and T4). Previous research shows that women
tend to have less knowledge of the ECB’s objective (Bottone et al., 2021), be less informed
about inflation and monetary policy (Jost, 2017), and are associated with lower inflation
forecast accuracy (Dréger et al., 2016). Hence, adding a narrative that explains what the
inflation forecasts mean in practical terms may provide additional context that increases the

perceived informativeness for this subsample of respondents.

Consistent with expectations, we find a strong positive link between numerical literacy

and perceived informativeness of the quantitative treatment (T1). Moreover, respondents

14



with higher levels of general trust tend to rate all treatments as more informative, suggesting
that trust increases the likelihood of accepting the information as credible, regardless of
presentation format. Finally, respondents who pay more attention to inflation-related news
perceive qualitative treatments as more informative, indicating that prior familiarity with
inflation helps interpret qualitative statements. We control for these factors in our baseline
treatment effects analysis and further examine attention to inflation news as a potential

moderator in the heterogeneity analysis in Section 3.3.

2.2.2 Emotional impact

Next, we examine whether adding a narrative to quantitative or qualitative information about
inflation rates affects respondents’ emotional engagement. Table 4 reports regression results
comparing emotional responses to the treatments relative to receiving only quantitative in-
formation (T1), while controlling for sociodemographic characteristics. Results reported in
columns (1) and (2) show that adding the narrative to the quantitative information (T2)
increases respondents’ sense that the information is relevant to their daily lives and results in
respondents reporting a significantly higher emotional impact of the treatment text.'! Simi-
larly, respondents who received the qualitative information combined with the narrative (T4)
report, on average, a higher degree of relevance to their daily life and emotional impact than
those who received the quantitative information. In contrast, presenting the information in
qualitative terms (T3) does not elicit stronger responses than the quantitative treatment,
confirming that the narrative creates a sense of relatability and emotional engagement that

does not stem solely from presenting information in a textual rather than numerical format.

The narrative also encourages self-reflection (column (3)), which may result in respondents

updating their inflation expectations more strongly in line with the provided forecasts and

1 Across the four treatment groups, the average measure for “Relevance to life” and “Emotional impact”
is 3.4 and 2.7 on a 5-point Likert scale, respectively. See Section 2.1 for more details on how we measure
respondents’ emotional responses and Table OA1 in the Online Appendix for variable definitions.
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lead to more persistent updates in those beliefs (Dunlop et al., 2010). Similarly, Bholat et al.
(2019) show that making central bank communication more relatable enhances households’
comprehension of monetary policy and trust in the central bank. At the same time, adding
the narrative leads respondents to also report a greater tendency to look for contradictions
or inconsistencies in the statements (column (4)) and a stronger sense that the text intends
to influence their opinion, that is, higher levels of reactance (column (5)). Hence, combining
factual information with a narrative could also lead respondents to adjust their inflation

expectations less, such that a priori the direction of the effect is not necessarily clear.

Overall, our findings suggest that adding a narrative does not increase the perceived in-
formativeness of the quantitative and qualitative information about past, current, and future
inflation. Instead, it elicits an emotional response, which might matter for how respondents

update their inflation expectations and whether theses changes are persistent.

3 The effects of information treatments

To assess the effects of our information treatments, we regress the respondents’ posterior
beliefs about future inflation on a set of dummy indicators T}, that equal one if respondent

1 is assigned to treatment group k£ with £ =1,...,4 and zero otherwise:

4
Pl =t Bem T Y T+ 0 Xit g (1)
k=1

post

7% refers to respondents’ medium-

In our baseline specifications, the outcome variable (y
post

77°") or the associated forecast uncertainty

term (three-year-ahead) inflation expectations (7
post

79%"), measured both immediately after the information treatment in the first survey wave

(o

and again in a follow-up wave one month later.'? In this model specification, -y, measures the

12Gee Section 2.1 and Table OA1 for details on how we measure (posterior) inflation expectations and
forecast uncertainty.
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average treatment effect of treatment k on respondents’ inflation expectations and forecast
uncertainty relative to the control group. We include the control group to account for po-
tential bias arising from slightly different wording in the pre- and post-treatment questions
eliciting inflation expectations. We also control for respondents’ prior inflation expectations

prior

7T because pre-treatment expectations might be biased upward. To reduce the influence

(m
of extreme values, we truncate prior inflation expectations at -20% to +50%. Moreover, we
use Huber-robust OLS regressions to estimate the baseline effects, thereby further ensuring

the robustness of our results to gross outliers.

Although the treatment and control groups are largely balanced across socio-demographic
characteristics (see Table OA4), we include a vector of individual-specific controls X; to
account for any remaining differences that could affect our results. Specifically, we include
dummy variables for gender, employment status (full-time, part-time, unemployed, retired),
homeownership, university degree, numerical literacy, financial literacy, and living in East
Germany. We also control for the natural logarithm of household income, age, and indicators

for trust in others, attention to inflation-related news, and attention to ECB-related news.'3

3.1 Treatment effects on inflation expectations and uncertainty

Table 5 presents the estimated effects for medium-term inflation expectations (columns (1)
and (2)) and forecast uncertainty (columns (3) and (4)) for respondents in each treatment
group relative to the control group, based on the model specified in equation (1). Columns
(1) and (3) report treatment effects measured directly after the information treatment during
the first survey wave, while columns (2) and (4) display results for the outcome measured four
weeks later in the follow-up wave. Across all estimations, prior inflation beliefs are positively

and statistically significantly associated with the outcome variable. This finding is consistent

13Table 1 presents summary statistics for all control variables, and Table OA1 in the Online Appendix
provides their definitions.
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with Bayesian updating. Individuals form posterior expectations as a weighted average of
their prior beliefs and the information signal (Coibion et al., 2023, 2022). Table 7 further

shows the treatment effects on inflation concerns.

3.1.1 Treatment effects on inflation expectations

The results in column (1) of Table 5 show that providing quantitative information (T1) about
past, current, and future inflation significantly lowers medium-term inflation expectations
by roughly 30 basis points, which is comparable to related findings in the literature (e.g.,
Coibion et al., 2022; Hoffmann et al., 2025). Given that the prior average medium-term
inflation expectation is 6.2 percent (see Table 1), this represents a modest but meaningful
adjustment toward the expert forecasts provided in the treatment. The result aligns with
previous findings in the literature showing that presenting households with simple statistics
on past inflation rates (Armantier et al., 2016; Binder and Rodrigue, 2018; Binder, 2021;
Coibion et al., 2022) or inflation forecasts (Armantier et al., 2016; Coibion et al., 2022) leads

them to adjust their expectations toward the target rate.

Adding a relatable narrative to the quantitative information (T2) does not change the
effect. The coefficient is negative, strongly significant, and of similar magnitude to that of T1.
This is consistent with the notion that the narrative does not convey additional information

that would prompt further adjustment (see Section 2.2).

Respondents also lower their inflation expectations in response to qualitative information
about inflation rates (T3 and T4) compared to the control group. However, the adjustments
are smaller, with approximately one-third of the effect size of the quantitative information
treatments and less statistically significant. That could indicate that the qualitative infor-

mation constitutes a weaker information signal.

Alternatively, respondents may have difficulty translating the qualitative statements into

adjustments in numerical inflation rates. For example, respondents may find it difficult to
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interpret the statement that professional forecasters expect inflation to decline over the next
two years and move toward levels consistent with price stability. They may not infer from this
statement that the expected inflation rate for 2027 is close to 2%. This difficulty may persist
despite informing respondents that the ECB aims to maintain price stability by targeting a
2% inflation rate over the medium term. In support of this explanation, additional regressions
reveal more similar-sized treatment effects for quantitative and qualitative treatments when

estimating the impact on medium-term qualitative inflation expectations (see column (1) of

Table OA6 in the Online Appendix).'

Column (2) of Table 5, which reports the estimates for the second wave conducted four
weeks after the treatment, shows that most treatments do not produce a persistent, sta-
tistically significant effect on respondents’ inflation expectations. The notable exception is
treatment T2, which combines quantitative information with a narrative: For this group,
we observe a sustained reduction in inflation expectations, although the effect size dimin-
ishes over time to approximately two-thirds of the immediate effect. Since we do not find a
similar persistent effect for the group receiving only quantitative information (T1), this sug-
gests that the narrative helps respondents retain quantitative information about inflation.
This interpretation aligns with insight from the communication literature, which suggests
that narratives can generate lasting shifts in attitudes beyond initial exposure (Slater and
Rouner, 2002). Moreover, Graeber et al. (2024) find that individuals generally retain stories
better than numbers. Our results indicate that narratives can also support the retention of

numerical information.

3.1.2 Treatment effects on inflation uncertainty

Next, we examine whether the information treatments also affect households’ uncertainty

about their medium-term inflation expectations. Columns (3) and (4) of Table 5 present the

4We measure qualitative inflation expectations on a 5-point Likert scale with higher values indicating
higher expected medium-term inflation.
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regression results from estimating equation (1) using the difference between each respondent’s
maximum and minimum three-year-ahead inflation expectations as the outcome variables.
Our estimates in column (3) show that quantitative information treatments (T1 and T2)
substantially reduce forecast uncertainty, which is consistent with previous studies showing
that information about inflation can shape expectations beyond affecting point estimates
and lower households’ forecast uncertainty (Binder and Rodrigue, 2018; Dréager and Nghiem,
2025; Nghiem et al., 2024). In line with our earlier finding that adding a narrative does not
increase the immediate informational value of quantitative information, we find that the effect
sizes for T1 and T2 are very similar. In contrast, qualitative information treatments (T3 and
T4) do not produce significant treatment effects, suggesting that qualitative statements are

not sufficiently precise to reduce forecast uncertainty.

Notably, again, only the combination of quantitative information and a relatable nar-
rative (T2) produces a persistent, although weak, negative treatment effect (column (4) of
Table 5). Forecast uncertainty among respondents in this group continuous to remain lower
than in the control group four weeks after the intervention, suggesting more anchored inflation

expectations.

Consequently, providing non-experts with information on past, current, and future in-
flation, especially in numerical form, prompts them to revise their medium-term inflation
expectations and reduces forecast uncertainty. Adding a relatable, emotionally engaging
narrative does not affect the initial belief update or forecasting precision but helps sustain

the revised medium-term expectations over time.

Results in Table 6 corroborate the notion that the narrative’s effect is linked to relatability.
The T2 treatment effect is persistent only among respondents who find the text they receive
most relatable. We split the sample into respondents who perceive the treatment information
as highly relevant (panel A) vs. less relevant (panel B) to their daily lives. We define relevance

to daily life as (strong) agreement with the statement “The information in the provided text
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feels relevant to my daily life.” All estimations include the entire control group, and we
present the results for inflation expectations (columns (1) & (2)) and uncertainty (columns
(3) & (4)). While the quantitative treatments remain statistically significant in the first
wave (columns (1) & (3)) across both sub-samples, we only observe a persistent effect for
treatment group 2 (T2) among respondents reporting the information to be highly relevant
(panel A).' While this test cannot establish a causal mechanism, it is worth noting that
the share of respondents finding the provided treatment text relevant to their daily life is

relatively stable at 45-55% across all four treatment groups.

Relatedly, Bholat et al. (2019) show that presenting information in a way that is relatable
to everyday life can improve public comprehension and trust in monetary policy messages.
We add to this study by showing that combining a relatable narrative with quantitative
information about inflation rates can contribute to sustained updates in households’ inflation

beliefs.

3.1.3 Treatment effects on inflation concerns

Lastly, we consider how the information treatments impact households’ concerns about fu-
ture inflation. While our previous results focus on point forecasts and uncertainty, concerns
about future inflation might capture a complementary, more emotional dimension of expec-
tation formation. Moreover, inflation-related concerns can have implications for economic
behavior, including consumption, saving, and investment decisions, beyond what numerical
expectations reflect. Malmendier and Wellsjo (2024), for example, find that concerns about
price increases are the primary motivation for home purchases among respondents in their

survey, regardless of whether real estate actually provides an effective hedge against inflation.

Table 7 presents the estimated effects of the information treatments on respondents’

15We find similar results when splitting the sample by respondents’ reported emotional impact from reading
the treatment text (see the Table OAT in the Online Appendix).
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concerns related to future inflation. We estimate probit models with a binary dependent
variable indicating whether a respondent reports being concerned about future inflation, and
report average marginal effects evaluated at the means. All regressions include the full set

of controls.

In column (1), the dependent variable equals one if a respondent reports having some or
great concern about inflation developments over the next three years after the treatments
in the first survey wave. All information treatments significantly reduce reported inflation
concerns relative to the control group. The effect is largest among respondents who receive
both quantitative information and the narrative (T2). For an individual with average so-
ciodemographic characteristics and an average three-year-ahead inflation expectation before
treatment, receiving numerical information about past, current, and future inflation, com-
bined with an emotionally engaging narrative, reduces the likelihood of reporting concerns
about future inflation by 10 percentage points relative to an otherwise comparable respondent

in the control group.

Column (2) reports results for responses in the follow-up survey, where we measure con-
cerns based on a dummy we create from responses to an open-ended question on how current
and future inflation affects respondents’ personal lives. Respondents who received informa-
tion alongside the narrative are significantly less likely to express concerns about inflation
in the follow-up wave. In contrast, we do not find significant effects for respondents in the
treatment groups who received only numerical or textual information about inflation rates
and forecasts. Overall, these results suggest that combining information on inflation develop-
ments with a relatable, emotionally engaging narrative can have a lasting effect in reducing

households’ concerns about future inflation.
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3.2 Robustness checks and additional results

Our baseline findings crucially hinge on the assumption that participants actually read and
process the information they receive. Thus, we first verify that our baseline results hold when
accounting for outliers in the time respondents spent reading the information. On average,
respondents spend 35 and 40 seconds on the quantitative and qualitative texts, respectively,
while those in treatment groups 2 and 4 spend approximately 50 and 65 seconds on the
combined texts that include the narrative. Although we ask respondents to confirm that
they read the text, about 10% spent less than half the median reading time compared with
respondents in the same group, indicating they may not have fully processed the information.
Panels A of Table 8 and Table 9 show that our baseline findings for inflation expectation and
uncertainty, respectively, are generally robust to excluding respondents who did not engage
with the text (columns (1) & (2)) or spent unusually long reading it (columns (3) & (4)).
Panels B of both tables further confirm that the results also hold when excluding respondents

whose total survey response time was either less than half or more than twice the median.'¢

Next, we re-run our baseline estimations for respondents’ medium-term personal inflation
expectations (77"*) and associated forecast uncertainty (oP"*). Given our earlier finding
that the perceived relevance of the information for respondents’ daily lives matters, the
narrative treatments may have stronger effects on personal inflation expectations. Moreover,
the literature shows that households tend to anticipate larger price increases for their own
consumption basket than for overall prices (Armantier et al., 2016; De Bruin et al., 2012),
which is consistent with the fact that the average expected personal medium-term inflation
(Table OA2) exceeds the average expected aggregate inflation in our sample (Table 1). Thus,
given that respondents’ personal inflation expectations deviate more from experts’ forecasts,
the treatment effects might be more pronounced. However, Table 10 shows that the treatment

effects are similar in size and significance to our estimates for respondents’ aggregate inflation

16We define response time as the sum of response times across both waves, excluding the time spent reading
the information treatments and answering questions about the emotional impact.
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expectations for Germany and the corresponding uncertainty.

Lastly, Table OAS in the Online Appendix shows that we observe patterns similar to our
baseline results for the immediate effect of the treatments on short-term (one-year-ahead)
inflation expectations (7'%) and uncertainty (c'¥). However, unlike the results for medium-
term expectations, we do not find persistent treatment effects at the short-term horizon.
Moreover, Armantier et al. (2016) show that households adjust their three-year-ahead fore-
casts more strongly than their one-year-ahead forecasts when they receive information about
past and future inflation, a pattern our results confirm. That suggests that households an-
chor short-term expectations more firmly in prior beliefs and make them less responsive to

new information.

3.3 The role of literacy and knowledge

Previous research finds that cognitive ability is an important dimension of heterogeneity in
consumers’ inflation expectations (D’Acunto et al., 2019, 2023). Burke and Manz (2014)
show, based on an incentivized laboratory experiment, that individuals with higher financial
literacy make more effective use of information when predicting inflation, resulting in more
accurate forecasts. Rumler and Valderrama (2020) provide correlational evidence from an
Austrian household survey showing that those with greater inflation literacy are associated
with more accurate expectations, though they also appear less certain. Cruijsen et al. (2015)
find that Dutch consumers who understand the objectives of the European Central Bank tend
to report more accurate inflation forecasts. These findings suggest that both financial liter-
acy and knowledge may be important moderators for the responsiveness to our information

interventions.

To explore heterogeneity in the baseline treatment effects along these dimensions, respon-
dents are divided into subgroups based on financial literacy and attention to inflation-related

news. We classify individuals as having high or low financial literacy using a median split

24



based on the financial literacy measure. Similarly, we distinguish respondents who pay above-
or below-median attention to news about inflation, as a proxy for prior knowledge.!'”™ The
correlation between high financial literacy and above-median news attention is less than 5%
in the baseline regression sample, indicating that these variables capture distinct dimensions
of heterogeneity. Table 11 and Table 12 report Huber-robust regression results for three-
year-ahead inflation expectations and uncertainty across the subsamples of respondents with
low (columns (1) & (2)) vs. high (columns (3) & (4)) financial literacy (panel A) and news

attention (panel B).

Among respondents with low financial literacy, all treatments lead to significant downward
adjustments in inflation expectations upon exposure (column (1) of Table 11). Consistent
with our baseline results, the effects are strongest when we provide quantitative information
(T1 and T2). The persistent effect of receiving quantitative information combined with an
emotionally engaging narrative continues to hold (column (2)). Similar patterns arise for
respondents with low attention to news (panel B) and for forecast uncertainty as the out-
come variable (Table 12). While Section 2.2 shows that respondents do not perceive the
narrative to increase informativeness, it may increase the perceived credibility of the infor-
mation for individuals with lower literacy and knowledge, leading to more sustained updates
in their expectations. Similarly, Ehrmann et al. (2025) find that providing additional expla-
nations about the rationale behind ECB policy changes enhances credibility and increases
the likelihood of anchored inflation expectations, particularly among less financially literate

respondents.

The results in columns (3) of both tables show that respondents with high financial
literacy and close attention to inflation-related news also adjust their inflation expectations
and forecast uncertainty in response to treatments that include quantitative information (T1

and T2). However, the magnitude of these adjustments is smaller than the corresponding

17See Section 2.1 for more details on these two measures.
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effects for respondents with lower literacy or less prior knowledge (columns (1)). At the same
time, the coefficient on prior inflation expectations is more pronounced for knowledgeable
and literate respondents, suggesting that prior beliefs play a stronger role in shaping their
posterior beliefs. We find no evidence for persistent treatment effects in these subsamples,
as none of the treatment coefficients remains statistically significant over time (columns 4).
These patterns indicate that the treatments provide relatively little new information for
highly literate and informed respondents, and that emotional engagement with the narrative

plays a smaller role.

In sum, combining quantitative information on past, current, and future inflation with
an emotionally engaging narrative can lead respondents, particularly those with low financial
literacy or limited attention to inflation news, to persistently update their beliefs about future

inflation.

4 Conclusion

Central banks face considerable challenges in communicating with the general public and
anchoring consumers’ inflation expectations. This study examines whether combining factual
information about past, current, and projected inflation with relatable, emotionally engaging
narratives can serve as a tool to help move consumer expectations toward the inflation target
more persistently. In this paper, based on a pre-registered randomized controlled trial with
more than 3,000 German consumers, we demonstrate that both quantitative and qualitative
information about inflation rates immediately lowers medium-term inflation expectations
and forecast uncertainty. However, only the combination of numerical data and a relatable
narrative produces persistent effects, which we observe in a follow-up survey four weeks later.
This effect is particularly evident among respondents who perceive the narrative as relevant
to their daily lives and experience a stronger emotional response. We also find a lasting

reduction in inflation-related concerns in response to the numerical information combined
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with the narrative. Notably, narrative-based communication proves most effective among
respondents with lower financial literacy and limited attention to inflation news, which are

often the groups central banks have the most difficulty reaching.

Our findings suggest that there is an emotional channel for central bank communication
with non-experts that makes information resonate with households, improves information
retention, and helps anchor inflation expectations. The results in this paper indicate that
narrative-based communication need not sacrifice precision or oversimplify information, but
can make quantitative information more memorable and personally relevant when combined

with a narrative, and even ensure longer-lasting effects.

Future promising avenues of research would be to examine whether our findings are sen-
sitive to the mode of generating emotional engagement, based on insights from developing
research on the emotional channel of monetary policy in expert communication (Gorod-
nichenko et al., 2023; Curti and Kazinnik, 2023; Alexopoulos et al., 2024). For example,
rather than combining factual information with a narrative, can the use of voice or facial ex-
pressions of the person presenting factual information generate emotional engagement with
similar effects for anchoring non-expert inflation expectations? Similarly, it might be worth
exploring whether changing the type of factual information combined with a relatable nar-
rative alters our results. Lastly, studying whether emotional engagement also translates
into changes in economic behavior, such as consumption, saving, or investment decisions,
would provide important insights into the broader implications of narrative-based central

bank communication.
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Figures and tables

Figure 1: RCT design

Introductory information

Questions on demographics, financial literacy & knowledge

Prior beliefs about inflation

Information on ECB mandate

Randomization
Quantitative Qualitative
Quantitative information Qualitative information
information & relatable information & relatable
narrative narrative

~ 1

Informativeness, relatability & emotional impact of treatments

Posterior beliefs about inflation

Questions on attitudes & lived experience

Note: This figure visualizes the design of the RCT and illustrates the progression of participants through the sections of the
survey experiment.
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Figure 2: Perceived informativeness of treatments

Informativeness of provided text

T1 T2 T3 T4
Treatment groups

Note: This figure shows the average informativeness scores (0-10 scale) and 95% confidence intervals for each treatment group.
Respondents rated the informativeness of the treatment group-specific text they received in response to the question: “How
informative did you find the text? Please rate your answer on a scale from 0 (not informative at all) to 10 (very informative).”
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Table 1: Summary statistics

Mean SD Min Mdn Max N

Panel A: Socio-demographic and control variables

Household income [€] 3,519 1,974 500 3,250 10,000 3,102
Age 4772 1570  18.00 49.00  79.00 3,102
Male 0.51  0.50 0.00 1.00 1.00 3,102
Full-time job 0.51  0.50 0.00 1.00 1.00 3,102
Part-time job 0.16  0.36 0.00  0.00 1.00 3,102
Retired 0.22 042 0.00  0.00 1.00 3,102
Unemployed 0.03  0.17 0.00  0.00 1.00 3,102
Homeowner 0.49 0.50 0.00 0.00 1.00 3,102
East Germany 0.15 0.35 0.00 0.00 1.00 3,102
University degree 0.33 047 0.00 0.00 1.00 3,102
Trust in people 5.04 231 0.00  5.00 10.00 3,096
Numerical literacy 0.81 0.40 0.00 1.00 1.00 3,102
High financial literacy 0.34 047 0.00 0.00 1.00 3,102
News attention (inflation) 3.24  1.03 1.00  3.00 5.00 3,102
News attention (ECB) 2.82  1.03 1.00  3.00 5.00 3,101

Panel B: Outcome variables

Prior:
7 - Inflation expectation 6.17  8.89 -20.00 3.00 50.00 2,990

15" wave posteriors:

7 - Inflation expectation 4.40 6.89 -3.00 2.67 100.00 2,390
o - Uncertainty 297 7.21 -90.00 1.40  99.00 2,763
k - Concerns 0.65 0.48 0.00 1.00 1.00 2,989

274 wave posteriors:

7 - Inflation expectation 4.63 7.78  -3.33 2.67  93.67 1,907
o - Uncertainty 3.30 813 -29.00 1.50 110.00 2,158
% - Concerns 0.64 048 0.00 1.00 1.00 2,290

Note: This table reports summary statistics for all variables used in the analysis. Panel A presents socio-demographic char-
acteristics and control variables. Panel B reports priors and posteriors for the primary outcome variables. We truncate prior
inflation expectations to the range -20% to +50%. Table OA1 in the Online Appendix provides variable definitions.
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Table 2: Information treatments

Treatment groups: 1 2 3

Quantitative information: v v

The average inflation in Germany in 2024 was 2.5%. According to estimates
published in June 2025, professional forecasters expect an average inflation
rate in Germany of 2.2% in 2025 and 1.9% in 2027.

Qualitative information: v
Inflation in Germany was somewhat higher than what is generally considered

consistent with price stability in 2024. According to estimates published in

June 2025, professional forecasters project a decrease for 2025 and over the

next two years, with the rate moving to levels that support price stability.

Relatable narrative: v

That means that, going forward, we will have to worry less about price
changes in our everyday lives. For example, when grocery shopping, we can
feel more at ease as we do not have to constantly check price tags to see if
we can still afford the items we need. It also means that we can feel more
secure when it comes to planning, saving, and investing for the future. For
instance, we can be more confident that price changes will not derail our
plans for how we want to spend our money on.

Note: This table presents the specific information provided to participants across the four treatment groups.
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Table 3: Perceived informativeness of treatments and respondents’ characteristics

Outcome: Informativeness (1) (2) (3) (4)
Sample: T1 group T2 group T3 group T4 group
In(Houshold income) 0.243 0.086 0.289 0.078
(0.205) (0.208) (0.213) (0.196)
Age -0.001 -0.000 -0.007 -0.005
(0.009) (0.008) (0.008) (0.008)
Male -0.184 -0.485** 0.394* -0.378*
(0.222) (0.211) (0.210) (0.220)
Full-time job 0.012 0.485 0.580 0.292
(0.426) (0.399) (0.380) (0.371)
Part-time job 0.381 0.440 0.606 0.272
(0.484) (0.434) (0.416) (0.410)
Retired 0.475 0.164 0.665 0.383
(0.534) (0.496) (0.486) (0.477)
Unemployed 0.715 -0.763 0.906 0.469
(0.581) (0.621) (0.870) (0.639)
Homeowner 0.309 0.221 0.208 0.388*
(0.224) (0.225) (0.218) (0.227)
East Germany 0.129 -0.372 0.150 -0.258
(0.279) (0.293) (0.289) (0.300)
University degree 0.352 -0.165 0.068 -0.079
(0.231) (0.219) (0.219) (0.233)
High financial literacy 0.295 0.043 -0.312 -0.408*
(0.234) (0.222) (0.223) (0.228)
Numerical literacy 1.077*** 0.533** 0.216 0.659**
(0.280) (0.263) (0.254) (0.258)
Trust 0.211%** 0.286*** 0.254*** 0.297***
(0.050) (0.055) (0.048) (0.046)
News attention (inflation) 0.023 0.033 0.232* 0.377*
(0.144) (0.137) (0.132) (0.125)
News attention (ECB) -0.061 -0.007 0.040 -0.219*
(0.141) (0.138) (0.131) (0.131)
Constant 2.211 3.461** 0.640 2.602*
(1.590) (1.665) (1.604) (1.535)
Observations 619 625 612 619
R? 0.11 0.09 0.10 0.12

Note: This table reports regression results estimating the association between respondents’ characteristics and perceived infor-
mativeness of the treatment texts, based on responses to the question: “How informative did you find the text? Please rate your
answer on a scale from 0 (not informative at all) to 10 (very informative).” Results are presented separately for each treatment
group. Standard errors are robust, and Table OA1 in the Online Appendix provides variable definitions. * p < 0.10, ** p < 0.05,
*** p < 0.01.
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Table 4: Emotional responses to information treatments

(1) (2) (3) (4) ()

Outcome: Relevance  Emotional Self- Counter- React-
to life impact reflection arguing ance
T2 (Quantitative info + Narrative) 0.184*** 0.172%** 0.156** 0.231*** 0.363***
(0.063) (0.065) (0.065) (0.067) (0.064)
T3 (Qualitative info) 0.078 -0.103 -0.037 0.076 0.082
(0.060) (0.064) (0.064) (0.066) (0.063)
T4 (Qualitative info + Narrative) 0.206*** 0.126** 0.122* 0.198*** 0.382%**
(0.062) (0.064) (0.063) (0.068) (0.063)
Observations 2,476 2,475 2,474 2,476 2,475
R? 0.07 0.09 0.07 0.06 0.07

Note: This table reports regression results for respondents’ emotional responses to the information treatments. We estimate
effects relative to the group that received only quantitative information (T1). In column (1), the outcome is a measure of
whether respondents perceive the information to be relevant to their daily lives. Column (2) reports the results for emotional
impact. In column (3), we present results for the outcome measuring the extent to which the information prompts respondents to
reflect on their own experiences. The outcome in column (4) captures counter-arguing, i.e., whether the respondents considered
contradictions or inconsistencies in the provided text. In column (5), the outcome measure is reactance, that is, whether
respondents perceive the information as intended to influence their opinion. We measure all outcomes on a 1-5 scale, with
higher values indicating stronger responses. All regressions include demographic controls for household income, age, gender,
education, financial literacy, numerical literacy, trust in others, homeownership status, region, attention to inflation news, and
attention to ECB news. Standard errors are robust, and Table OA1 in the Online Appendix provides variable definitions. *
p < 0.10, ** p < 0.05, *** p < 0.01.
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Table 5: Treatment effects on inflation expectations and uncertainty

(1) (2) (3) (4)

Outcome: m - Inflation expectation o - Uncertainty
15t wave 27? wave 1% wave 27 wave
Prior 0.450*** 0.188*** 0.090*** 0.052***
(0.002) (0.004) (0.004) (0.005)
T1 (Quantitative info) -0.309*** -0.102 -0.500*** -0.060
(0.054) (0.076) (0.082) (0.097)
T2 (Quantitative info + Narrative) -0.329*** -0.199*** -0.511%** -0.162*
(0.054) (0.076) (0.081) (0.097)
T3 (Qualitative info) -0.093* -0.037 -0.053 0.090
(0.053) (0.076) (0.081) (0.098)
T4 (Qualitative info + Narrative) -0.107** 0.007 0.027 -0.046
(0.054) (0.077) (0.081) (0.099)
Observations 2,389 1,925 2,389 1,925
R2 0.95 0.63 0.30 0.12

Note: This table reports the treatment effects on medium-term inflation expectations (7 in columns (1) & (2)) and uncertainty
(o in columns (3) & (4)) for individuals in each treatment group relative to the control group, based on Huber-robust OLS
regressions. We truncate prior inflation expectations to the range -20% to +50%. Columns (1) and (3) present the immediate
effects of the information treatments during the first wave of our survey, while columns (2) and (4) show the effects in the second
wave of our survey, that is, after four weeks. All regressions include demographic controls for household income, age, gender,
education, financial literacy, numerical literacy, trust in others, homeownership status, region, attention to inflation news, and
attention to ECB news. Standard errors are robust and reported in parentheses. Table OA1 in the Online Appendix provides
definitions of the variables. * p < 0.10, ** p < 0.05, *** p < 0.01.
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Table 6: The role of perceived relevance for the effectiveness of narratives

(1) (2) (3) (4)
Outcome: 7w - Inflation expectation o - Uncertainty
1% wave 2" wave 15t wave 2" wave
Panel A: Relevance to daily life high
Prior 0.453*** 0.230%** 0.131** 0.028***
(0.003) (0.004) (0.004) (0.006)
T1 (Quantitative info) -0.338*** -0.147 -0.560*** -0.077
(0.065) (0.090) (0.101) (0.123)
T2 (Quantitative info 4+ Narrative) -0.351%** -0.177* -0.577** -0.230**
(0.060) (0.085) (0.093) (0.116)
T3 (Qualitative info) -0.145** -0.017 -0.131 0.035
(0.062) (0.091) (0.096) (0.124)
T4 (Qualitative info + Narrative) -0.180*** 0.119 0.076 0.102
(0.060) (0.088) (0.093) (0.120)
Observations 1,456 1,178 1,456 1,178
R? 0.96 0.76 0.48 0.08
Panel B: Relevance to daily life low
Prior 0.478*** 0.136™** 0.075*** 0.068***
(0.003) (0.005) (0.005) (0.006)
T1 (Quantitative info) -0.285%** -0.045 -0.444** -0.042
(0.067) (0.094) (0.104) (0.118)
T2 (Quantitative info + Narrative) -0.291%** -0.161 -0.374*** -0.056
(0.071) (0.099) (0.110) (0.124)
T3 (Qualitative info) -0.044 -0.057 -0.000 0.117
(0.067) (0.094) (0.104) (0.118)
T4 (Qualitative info + Narrative) 0.003 -0.149 0.003 -0.241*
(0.072) (0.101) (0.110) (0.127)
Observations 1,388 1,137 1,388 1,137
R? 0.94 0.44 0.20 0.15

Note: This table reports the treatment effects on medium-term inflation expectations (7 in columns (1) & (2)) and uncertainty
(o in columns (3) & (4)) for individuals in each treatment group relative to the control group, based on Huber-robust OLS
regressions. We truncate aggregate prior inflation expectations to the range -20% to +50%. We present estimation results for
the sub-samples of respondents that reported the relevance to their daily life of the treatment to be high (panel A) or low (panel
B). We define high relevance to daily life to be (strong) agreement with the statement “The information in the provided text
feels relevant to my daily life.” All estimations include the entire control group. Columns (1) and (3) present the immediate
effects of the information treatments during the first wave of our survey, while columns (2) and (4) show the effects in the second
wave of our survey, that is, after four weeks. All regressions include the complete set of demographic controls. Standard errors
are robust and reported in parentheses. Table OA1 in the Online Appendix provides definitions of the variables. * p < 0.10, **
p < 0.05, *** p < 0.01.
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Table 7: Treatment effects on inflation concerns

(1) (2)

Outcome: k - Concerns
1%t wave 274 wave
Prior 0.007*** 0.002
(0.002) (0.002)
T1 (Quantitative info) -0.087*** -0.026
(0.031) (0.035)
T2 (Quantitative info + Narrative) -0.100*** -0.059*
(0.031) (0.034)
T3 (Qualitative info) -0.072** -0.037
(0.030) (0.034)
T4 (Qualitative info 4+ Narrative) -0.060** -0.093**
(0.030) (0.036)
Observations 2,388 1,763
Pseudo R? 0.10 0.13

Note: This table presents the total marginal effects at the means of treatments on concerns about inflation (k). We estimate
a probit model with a dummy dependent variable indicating whether a respondent reported being concerned about future
inflation. In column (1), this binary variable is one when a respondent reports having some or great concern about the expected
future development of inflation rates over the next three years during our first survey wave. In column (2), the dummy variable
equals one if a respondent reported concerns about future inflation in an open-ended question during the second survey wave,
four weeks later. The prior measures aggregate three-year-ahead quantitative inflation expectations, which we truncate to the
range -20% to +50%. All regressions include demographic controls for household income, age, gender, education, financial
literacy, numerical literacy, trust in others, homeownership status, region, attention to inflation news, and attention to ECB
news. Standard errors are robust and reported in parentheses. Table OA1l in the Online Appendix provides definitions of the
variables. * p < 0.10, ** p < 0.05, *** p < 0.01
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Table 8: Robustness to reading- and response-time outliers: Inflation expectations

(1) (2) ®3) (4)
Outcome: 7w - Inflation expectation
1% wave 274 wave 15 wave 274 wave
Panel A: Reading time for treatment text > 0.5 x Median < 2 x Median
Prior 0.300*** 0.234*** 0.456*** 0.196***
(0.002) (0.004) (0.003) (0.004)
T1 (Quantitative info) -0.333*** -0.081 -0.285*** -0.103
(0.052) (0.072) (0.056) (0.080)
T2 (Quantitative info + Narrative) -0.367*** -0.217*** -0.335*** -0.219***
(0.052) (0.072) (0.055) (0.080)
T3 (Qualitative info) -0.129** -0.037 -0.099* -0.050
(0.052) (0.073) (0.055) (0.081)
T4 (Qualitative info + Narrative) -0.115** 0.019 -0.085 0.006
(0.052) (0.074) (0.055) (0.082)
Observations 2,141 1,735 2,133 1,709
R2 0.88 0.72 0.95 0.64
Panel B: Response time for questions > 0.5 x Median < 2 x Median
Prior 0.456*** 0.161*** 0.455*** 0.172***
(0.003) (0.004) (0.003) (0.004)
T1 (Quantitative info) -0.338*** -0.132* -0.325*** -0.084
(0.056) (0.077) (0.061) (0.083)
T2 (Quantitative info 4+ Narrative) -0.343*** -0.211*** -0.339*** -0.144*
(0.055) (0.076) (0.060) (0.083)
T3 (Qualitative info) -0.145*** -0.037 -0.108* 0.004
(0.055) (0.077) (0.060) (0.083)
T4 (Qualitative info + Narrative) -0.183*** -0.004 -0.127** 0.059
(0.056) (0.078) (0.061) (0.085)
Observations 1,802 1,787 1,674 1,675
R? 0.94 0.52 0.95 0.59

Note: This table reports the treatment effects on inflation expectations (7) for individuals in each treatment group relative
to the control group, based on Huber-robust OLS regressions. We truncate aggregate prior inflation expectations to the range
-20% to +50%. In panel A, we exclude respondents who spent less than half of the median time reading the information text
relative to respondents in the same treatment group (columns (1) & (2)) or more than twice the median time (columns (3)
& (4)). In panel B, we drop observations with a total response time that is less than half (columns (1) & (2)) or more than
twice (columns (3) & (4)) the median total response time within the same treatment group. We define total response time
as the sum of response times across both survey waves, excluding the time spent reading the information text and answering
questions about the emotional impact of the treatments. Columns (1) and (3) present the immediate effects of the information
treatments during the first wave of our survey, while columns (2) and (4) show the effects in the second wave of our survey, that
is, after four weeks. All regressions include the complete set of demographic controls. Standard errors are robust and reported
in parentheses. Table OA1 in the Online Appendix provides definitions of the variables. * p < 0.10, ** p < 0.05, *** p < 0.01.
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Table 9: Robustness to reading- and response-time outliers: Uncertainty

(1) (2) ®3) (4)
Outcome: o - Uncertainty
1% wave 274 wave 15 wave 274 wave
Panel A: Reading time for treatment text > 0.5 x Median < 2 x Median
Prior 0.090*** 0.080*** 0.119*** 0.057***
(0.004) (0.005) (0.004) (0.005)
T1 (Quantitative info) -0.545%** -0.076 -0.450*** -0.051
(0.080) (0.095) (0.086) (0.102)
T2 (Quantitative info + Narrative) -0.576*** -0.220** -0.489*** -0.138
(0.079) (0.095) (0.084) (0.102)
T3 (Qualitative info) -0.063 0.050 -0.042 0.096
(0.078) (0.096) (0.085) (0.103)
T4 (Qualitative info + Narrative) -0.010 -0.082 0.058 -0.020
(0.079) (0.097) (0.085) (0.105)
Observations 2,141 1,735 2,133 1,709
R2 0.29 0.18 0.39 0.13
Panel B: Response time for questions > 0.5 x Median < 2 x Median
Prior 0.173*** 0.101*** 0.154*** 0.059***
(0.004) (0.005) (0.004) (0.005)
T1 (Quantitative info) -0.453*** -0.094 -0.417+** -0.071
(0.086) (0.095) (0.094) (0.105)
T2 (Quantitative info 4+ Narrative) -0.437* -0.230** -0.394*** -0.137
(0.084) (0.095) (0.093) (0.105)
T3 (Qualitative info) -0.057 0.084 -0.087 0.081
(0.085) (0.096) (0.093) (0.106)
T4 (Qualitative info + Narrative) 0.036 -0.063 0.134 0.004
(0.086) (0.097) (0.094) (0.107)
Observations 1,802 1,787 1,674 1,675
R? 0.53 0.25 0.52 0.14

Note: This table reports the treatment effect on uncertainty (o) for individuals in each treatment group relative to the control
group, based on Huber-robust OLS regressions. We truncate aggregate prior inflation expectations to the range -20% to +50%. In
panel A, we exclude respondents who spent less than half of the median time reading the information text relative to respondents
in the same treatment group (columns (1) & (2)) or more than twice the median time (columns (3) & (4)). In panel B, we drop
observations with a total response time that is less than half (columns (1) & (2)) or more than twice (columns (3) & (4)) the
median total response time within the same treatment group. We define total response time as the sum of response times across
both survey waves, excluding the time spent reading the information text and answering questions about the emotional impact
of the treatments. Columns (1) and (3) present the immediate effects of the information treatments during the first wave of our
survey, while columns (2) and (4) show the effects in the second wave of our survey, that is, after four weeks. All regressions
include the complete set of demographic controls. Standard errors are robust and reported in parentheses. Table OA1 in the

Online Appendix provides definitions of the variables. * p < 0.10, ** p < 0.05, *** p < 0.01.
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Table 10: Robustness tests for personal-level inflation expectation and uncertainty

(1) (2) (3) (4)

Outcome: wPers - Inflation expectation oPers - Uncertainty
1% wave 274 wave 15t wave 27? wave
Prior 0.438*** 0.136*** 0.085*** 0.067***
(0.003) (0.004) (0.003) (0.005)
T1 (Quantitative info) -0.342*** -0.062 -0.446*** -0.062
(0.064) (0.092) (0.082) (0.100)
T2 (Quantitative info + Narrative) -0.302*** -0.185** -0.499*** -0.223**
(0.063) (0.091) (0.081) (0.099)
T3 (Qualitative info) -0.111* -0.113 -0.038 0.039
(0.064) (0.092) (0.081) (0.099)
T4 (Qualitative info + Narrative) -0.042 -0.022 -0.070 -0.058
(0.064) (0.093) (0.082) (0.100)
Observations 2,382 1,905 2,382 1,905
R2 0.93 0.39 0.27 0.14

Note: This table reports the treatment effects on medium-term personal-level inflation expectations (7P€*S in columns (1) &
(2)) and uncertainty (cP*s in columns (3) & (4)) for individuals in each treatment group relative to the control group, based
on Huber-robust OLS regressions. We truncate prior inflation expectations to the range -20% to +50%. Columns (1) and (3)
present the immediate effects of the information treatments during the first wave of our survey, while columns (2) and (4) show
the effects in the second wave of our survey, that is, after four weeks. All regressions include demographic controls for household
income, age, gender, education, financial literacy, numerical literacy, trust in others, homeownership status, region, attention to
inflation news, and attention to ECB news. Standard errors are robust and reported in parentheses. Table OA1 in the Online
Appendix provides definitions of the variables. * p < 0.10, ** p < 0.05, *** p < 0.01.
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Table 11: Treatment effect heterogeneity by literacy and knowledge: Inflation expectations

(1) (2) (3) (4)
Outcome: 7w - Inflation expectation
15t wave 274 wave 15t wave 2" wave
Panel A: Financial literacy Low High
Prior 0.398*** 0.035*** 0.493*** 0.422***
(0.003) (0.005) (0.004) (0.008)
T1 (Quantitative info) -0.422%** -0.145 -0.196*** -0.091
(0.092) (0.122) (0.058) (0.088)
T2 (Quantitative info + Narrative) -0.512%** -0.262** -0.254*** -0.083
(0.090) (0.121) (0.058) (0.088)
T3 (Qualitative info) -0.213** 0.004 -0.014 -0.041
(0.091) (0.121) (0.057) (0.089)
T4 (Qualitative info + Narrative) -0.270*** -0.181 0.023 0.122
(0.092) (0.124) (0.058) (0.089)
Observations 1,454 1,125 935 800
R? 0.92 0.09 0.94 0.81
Panel B: Attention to news Low High
Prior 0.306*** 0.221%** 0.477*** 0.174%**
(0.003) (0.005) (0.003) (0.005)
T1 (Quantitative info) -0.333*** -0.112 -0.274*** -0.135
(0.074) (0.102) (0.080) (0.116)
T2 (Quantitative info + Narrative) -0.394*** -0.214** -0.241*** -0.185
(0.074) (0.102) (0.079) (0.115)
T3 (Qualitative info) -0.122* -0.041 -0.045 -0.099
(0.073) (0.101) (0.078) (0.118)
T4 (Qualitative info 4+ Narrative) -0.099 0.118 -0.082 -0.169
(0.073) (0.104) (0.081) (0.119)
Observations 1,352 1,088 1,037 837
R? 0.88 0.68 0.96 0.63

Note: This table reports the average change in inflation expectations (7) for individuals in each treatment group relative to
the control group, based on Huber-robust OLS regressions. We truncate aggregate prior inflation expectations to the range
-20% to +50%. We present estimation results for sub-samples of respondents with low (below median; columns (1) & (2)) vs.
high (above median; columns (3) & (4)) financial literacy (panel A) and attention to inflation-related news (panel B). Columns
(1) and (3) present the immediate effects of the information treatments during the first wave of our survey, while columns (2)
and (4) show the effects in the second wave of our survey, that is, after four weeks. All regressions include the complete set of
demographic controls. Standard errors are robust and reported in parentheses. Table OA1l in the Online Appendix provides
definitions of the variables. * p < 0.10, ** p < 0.05, *** p < 0.01.
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Table 12: Treatment effect heterogeneity by literacy and knowledge: Uncertainty

(1) (2) (3) (4)
Outcome: o - Uncertainty
15 wave 274 wave 15¢ wave 274 wave
Panel A: Financial literacy Low
Prior 0.049*** 0.031*** 0.295*** 0.210***
(0.004) (0.005) (0.008) (0.011)
T1 (Quantitative info) -0.517*** -0.084 -0.367*** 0.018
(0.120) (0.140) (0.107) (0.126)
T2 (Quantitative info + Narrative) -0.626*** -0.278** -0.327*** 0.030
(0.117) (0.138) (0.107) (0.126)
T3 (Qualitative info) -0.106 0.126 0.004 0.035
(0.118) (0.139) (0.105) (0.128)
T4 (Qualitative info + Narrative) -0.005 -0.186 0.117 0.083
(0.119) (0.143) (0.106) (0.129)
Observations 1,454 1,125 935 800
R2 0.18 0.09 0.63 0.37
Panel B: Attention to news Low
Prior 0.066*** 0.116*** 0.148*** 0.370***
(0.005) (0.006) (0.005) (0.007)
T1 (Quantitative info) -0.512*** -0.150 -0.466*** -0.075
(0.112) (0.129) (0.120) (0.145)
T2 (Quantitative info + Narrative) -0.547*** -0.234* -0.445*** -0.117
(0.111) (0.129) (0.118) (0.144)
T3 (Qualitative info) -0.065 0.082 -0.027 0.024
(0.111) (0.128) (0.117) (0.147)
T4 (Qualitative info 4+ Narrative) -0.099 -0.148 0.156 -0.018
(0.110) (0.132) (0.121) (0.149)
Observations 1,352 1,088 1,037 837
R? 0.20 0.30 0.54 0.83

Note: This table reports the average change in uncertainty (o) for individuals in each treatment group relative to the control
group, based on Huber-robust OLS regressions. We truncate aggregate prior inflation expectations to the range -20% to +50%.
We present estimation results for sub-samples of respondents with low (below median; columns (1) & (2)) vs. high (above
median; columns (3) & (4)) financial literacy (panel A) and attention to inflation-related news (panel B). Columns (1) and (3)
present the immediate effects of the information treatments during the first wave of our survey, while columns (2) and (4) show
the effects in the second wave of our survey, that is, after four weeks. All regressions include the complete set of demographic
controls. Standard errors are robust and reported in parentheses. Table OA1 in the Online Appendix provides definitions of the

variables. * p < 0.10, ** p < 0.05, *** p < 0.01.
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A Online appendix

A.1 Tables

Table OA1: Variable definitions

Variable

Definition

7 - Inflation expectation

o - Uncertainty

x - Concerns

wPeTs -~ Inflation expectation

pers

o - Uncertainty

m1Y - Inflation expectation

oY - Inflation expectation

w2 _ Inflation expectation

Household income [€]

Age
Male
Full-time job

Part-time job

Retired
Unemployed

Homeowner

Three-year-ahead inflation expectation for Germany in percent.
Prior: point estimate. Posterior: average of mode, minimum,
and maximum.

Difference between maximum and minimum for
three-year-ahead inflation expectation for Germany in
percentage points

Dummy variable that equals one if a respondent reports having
some or great concern about the expected future development
of inflation rates over the next three years (survey wave 1)
and/or if a respondent reported concerns about future inflation
in an open-ended question (survey wave 2)

Three-year-ahead personal inflation expectation in percent.
Prior: point estimate. Posterior: average of mode, minimum,
and maximum.

Difference between maximum and minimum for
three-year-ahead personal inflation expectation in percent

One-year-ahead aggregate inflation expectation in percent.
Prior: point estimate. Posterior: average of mode, minimum,
and maximum.

Difference between maximum and minimum for one-year-ahead
aggregate inflation expectation in percent

Three-year-ahead qualitative inflation expectation for Germany
on a 1-5 scale, where 1 indicates “decrease significantly” and
five indicates “increase significantly”

Average total net monthly household income based on 13
predefined ranges from less than €500 to €10,000 or more

Respondent’s age in years
Dummy variable that equals one if respondent’s gender is male

Dummy variable equal to one if the respondent is currently
employed full-time

Dummy variable equal to one if the respondent is currently
employed part-time

Dummy variable equal to one if the respondent is retired

Dummy variable equal to one if the respondent is currently
unemployed

Dummy variable equal to one if the respondent owns property

Continued on next page —
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Table OA1 — continued from previous page

Variable Definition

East Germany Dummy variable equal to one if the respondent resides in
Brandenburg, Mecklenburg-Vorpommern, Saxony,
Saxony-Anhalt or Thuringia

University degree Dummy variable equal to one if the respondent holds a
university degree

Trust in people Respondent’s level of general trust in others, measured on a
scale from 0 = “cannot trust/need to be very careful” and 10 =

“most people can be trusted”

Numerical literacy Dummy variable equal to one if the respondent correctly answer
the question “If the chance of getting a disease is 10 percent,
how many people out of 1,000 would be expected to get the
disease?”

High financial literacy Dummy variable equal to one if the respondent correctly
answered all three questions assessing financial literacy

News attention (inflation) Indicator variable measuring how often the respondent has
followed news related to the inflation rate over the past 12
months, coded from 1 = “never” to 5 = “very often”

News attention (ECB) Indicator variable measuring how often the respondent has
followed news related to the monetary policy of the European
Central Bank (ECB) over the past 12 months, coded from 1 =
“never” to 5 = “very often”

Informativeness Respondent’s assessment of how informative they found the
provided treatment text, measured on a scale from 0 = “not
informative at all” to 10 = “very informative”.

Relevance to life Measures respondent’s agreement with the statement “The
information in the provided text feels relevant to my daily life”,
on a scale from 1 = “strongly disagree” to 5 = “strongly agree”

Emotional impact Measures respondent’s agreement with the statement “The text
I read had an emotional impact on me”, on a scale from 1 =
“strongly disagree” to 5 = “strongly agree”

Self-reflection Measures respondent’s agreement with the statement “The text
made me reflect on my own experiences with price changes”, on
a scale from 1 = “strongly disagree” to 5 = “strongly agree”

Counter-arguing Measures respondent’s agreement with the statement “While
reading, I thought about possible contradictions or
inconsistencies”, on a scale from 1 = “strongly disagree” to 5 =
“strongly agree”

Reactance Measures respondent’s agreement with the statement “I feel
that the information provided in the text is intended to
influence my opinion”, on a scale from 1 = “strongly disagree”
to 5 = “strongly agree”
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Table OA2: Summary statistics of additional outcome variables

Mean SD Min Mdn Max N

Prior:

wPeTs - Inflation expectation 6.46 9.07  -14.00 3.00 50.00 2,966
1Y - Inflation expectation 592 8.60 -18.00 3.00 50.00 2,990

1%t wave posteriors:

wP¢T¢ - Inflation expectation 448 6.87 -2.27 2.67 100.00 2,384

oPers - Uncertainty 2.86 6.94  -75.00 1.30  98.00 2,761
Y - Inflation expectation 4.08 6.31 -1.33 2.50  83.33 2,466
o'¥ - Uncertainty 2.88 8.11 -200.00 1.30  99.00 2,761

7%l _ Inflation expectation 3.21 1.04 1.00 3.00 5.00 2,989

2" wave posteriors:

wPers _ Inflation expectation 4.88 8.06 -3.33 2.73  90.00 1,906

oPe"s - Uncertainty 3.53 9.34  -40.00 1.50 135.00 2,181
7Y - Inflation expectation 3.97 6.06 -1.23 2.50  73.33 1,967
o'¥ - Uncertainty 3.00 7.29 -11.00 1.30  98.00 2,167

maual _ Inflation expectation 3.53 0.95 1.00  4.00 5.00 2,288

Note: This table presents summary statistics for additional outcome variables used in our robustness analyses. We truncate
prior inflation expectations to the range -20% to +50%. Table OA1 in the Online Appendix provides variable definitions.
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Table OAS5: Differences in perceived informativeness across treatment groups

Outcome: Informativeness (1)
T2 (Quantitative info + Narrative) -0.233
(0.144)
T3 (Qualitative info) -0.702***
(0.142)
T4 (Qualitative info 4+ Narrative) -0.738***
(0.144)
Observations 2,475
R? 0.10

Note: This table reports regression results estimating the difference in the perceived informativeness of the treatment texts
relative to the group receiving quantitative information only (T1). The outcome variable is categorical (0-10 scale) based on the
responses to the question “How informative did you find the text? Please rate your answer on a scale from 0 (not informative
at all) to 10 (very informative).” All regressions include the complete set of demographic controls. Standard errors are robust
and reported in parentheses. Table OA1 in the Online Appendix provides definitions of the variables. * p < 0.10, ** p < 0.05,
*** p < 0.01.
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Table OAG6: Treatment effects on qualitative inflation expectations

(1)

(2)

Outcome: m9ual _ Inflation expectation
18t wave 274 wave
Prior 0.014*** 0.014%**
(0.002) (0.003)
T1 (Quantitative info) -0.385*** -0.132**
(0.057) (0.061)
T2 (Quantitative info + Narrative) -0.331%** 0.041
(0.056) (0.059)
T3 (Qualitative info) -0.295%** -0.059
(0.057) (0.060)
T4 (Qualitative info 4+ Narrative) -0.282%** -0.067
(0.056) (0.061)
Observations 2,983 2,340
R2? 0.08 0.07

Note: This table reports the treatment effects on medium-term qualitative inflation expectations (ﬂ'q“al) for individuals in
each treatment group relative to the control group, based on Huber-robust OLS regressions. The dependent variable measures
three-year-ahead aggregate qualitative inflation expectations on a 0-5 scale, where zero indicates “decrease significantly,” and
five indicates “increase significantly.” The prior measures aggregate three-year-ahead quantitative inflation expectations, which
we truncate to the range -20% to +50%. Column (1) presents the immediate effects of the information treatments during the
first wave of our survey, while column (2) shows the effects in the second wave of our survey, that is, after four weeks. All
regressions include demographic controls for household income, age, gender, education, financial literacy, numerical literacy,
trust in others, homeownership status, region, attention to inflation news, and attention to ECB news. Standard errors are
robust and reported in parentheses. Table OAl in the Online Appendix provides definitions of the variables. * p < 0.10, **

p < 0.05, *** p < 0.01.
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Table OAT: The role of emotional impact for the effectiveness of narratives

(1) (2) (3) (4)
Outcome: 7w - Inflation expectation o - Uncertainty
15 wave 2" wave 15 wave 2" wave
Panel A: Emotional impact high
Prior 0.429*** 0.182*** 0.055*** 0.037***
(0.003) (0.005) (0.004) (0.006)
T1 (Quantitative info) -0.289*** -0.103 -0.428*** 0.028
(0.072) (0.106) (0.111) (0.126)
T2 (Quantitative info 4+ Narrative) -0.329*** -0.242** -0.505*** -0.152
(0.067) (0.101) (0.104) (0.120)
T3 (Qualitative info) -0.079 -0.102 0.077 0.133
(0.072) (0.111) (0.111) (0.133)
T4 (Qualitative info + Narrative) -0.211%** 0.047 0.009 -0.010
(0.070) (0.108) (0.107) (0.129)
Observations 1,447 1,158 1,447 1,158
R2 0.95 0.61 0.17 0.09
Panel B: Emotional impact low
Prior 0.600*** 0.207*** 0.158*** 0.124***
(0.003) (0.005) (0.005) (0.006)
T1 (Quantitative info) -0.283*** -0.090 -0.456*** -0.063
(0.060) (0.083) (0.092) (0.112)
T2 (Quantitative info + Narrative) -0.284*** -0.135 -0.506*** -0.174
(0.062) (0.086) (0.096) (0.117)
T3 (Qualitative info) -0.078 -0.008 -0.145 0.045
(0.057) (0.080) (0.089) (0.109)
T4 (Qualitative info + Narrative) -0.008 -0.032 0.038 -0.087
(0.061) (0.085) (0.094) (0.116)
Observations 1,396 1,156 1,396 1,156
R2 0.96 0.65 0.48 0.30

Note: This table reports the treatment effects on medium-term inflation expectations (7 in columns (1) & (2)) and uncertainty
(o in columns (3) & (4)) for individuals in each treatment group relative to the control group, based on Huber-robust OLS
regressions. We truncate aggregate prior inflation expectations to the range -20% to +50%. We present estimation results for
the sub-samples of respondents that reported the emotional impact of the treatment to be high (panel A) or low (panel B).
We define high emotional impact to be (strong) agreement with the statement “The text I read had an emotional impact on
me.” All estimations include the entire control group. Columns (1) and (3) present the immediate effects of the information
treatments during the first wave of our survey, while columns (2) and (4) show the effects in the second wave of our survey, that
is, after four weeks. All regressions include the complete set of demographic controls. Standard errors are robust and reported
in parentheses. Table OA1 in the Online Appendix provides definitions of the variables. * p < 0.10, ** p < 0.05, *** p < 0.01.
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Table OAS8: Treatment effects on short-term inflation expectations and uncertainty

(1) (2) (3) (4)

Outcome: 1Y - Inflation expectation oY - Uncertainty
15t wave 27? wave 1% wave 274 wave
Prior 0.255*** 0.077*** 0.125%** 0.050***
(0.002) (0.003) (0.003) (0.004)
T1 (Quantitative info) -0.206*** -0.045 -0.470*** -0.068
(0.040) (0.062) (0.073) (0.083)
T2 (Quantitative info + Narrative) -0.172%** -0.063 -0.460*** -0.105
(0.040) (0.062) (0.073) (0.083)
T3 (Qualitative info) -0.088** 0.013 0.000 0.116
(0.040) (0.062) (0.073) (0.083)
T4 (Qualitative info + Narrative) -0.070* 0.065 0.045 0.029
(0.041) (0.063) (0.074) (0.085)
Observations 2,464 1,978 2,464 1,978
R2 0.90 0.28 0.45 0.12

Note: This table reports the treatment effects on short-term inflation expectations (7 in columns (1) & (2)) and uncertainty
(o in columns (3) & (4)) for individuals in each treatment group relative to the control group, based on Huber-robust OLS
regressions. We truncate prior inflation expectations to the range -20% to +50%. Columns (1) and (3) present the immediate
effects of the information treatments during the first wave of our survey, while columns (2) and (4) show the effects in the second
wave of our survey, that is, after four weeks. All regressions include demographic controls for household income, age, gender,
education, financial literacy, numerical literacy, trust in others, homeownership status, region, attention to inflation news, and
attention to ECB news. Standard errors are robust and reported in parentheses. Table OA1 in the Online Appendix provides
definitions of the variables. * p < 0.10, ** p < 0.05, *** p < 0.01.
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A.2 Questionnaires
A.2.1 1st Survey wave

This survey is about your views about inflation, monetary policy and the general state of the economy. The
survey is part of a scientific study at the Leibniz University Hannover and the Halle Institute for Economic
Research (IWH). Answering this survey takes about 15 minutes, your responses are strictly anonymous and
will be used for scientific purposes only. In the coming weeks, we will invite you to participate in a short

follow-up survey, which will take about 5 minutes to complete.

The information you provide in this survey will be linked to your responses in the follow-up survey. Do you

consent to having your data linked across these two survey waves?

(O Yes, I consent
(O No, I do not consent

We care about the quality of our data. In order for us to get the most accurate measures of your knowledge
and opinions, we kindly ask you to answer each question to the best of your ability. For most questions, there
are no right or wrong answers. We are primarily interested in your personal assessments, regardless of how
much experience you have with the topic. Do you commit to thoughtfully provide your best answers to each

question in this survey?

O Yes
O No

If you are unable or do not want to answer a question, simply click CONTINUE.

How old are you?

O

years

Please specify your gender.

O Male
(O Female
(O Diverse

In which German federal state do you live?

(O Baden-Wiirttemberg
(O Bavaria

(O Berlin

(O Brandenburg

(O Bremen
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ONOCHONONONONCHONONONE)

Over the past twelve months, what is the total net monthly income of your household on
average?

Hint: This refers to the total amount, comprising wages, salaries, income from self-employment and pen-
sions, in each case after deducting tax and social security contributions. In this amount, please include any

income received through public aid, earnings from rents and leases, housing allowance, child benefits and

Hamburg

Hesse
Mecklenburg-Vorpommern
Lower Saxony

North Rhine-Westphalia
Rhineland-Paptinate
Saarland

Saxony

Saxony-Anhalt
Schleswig-Holstein
Thuringia

any other sources of income.

O
O
O
O
O
O
O
O
O
O
O
O
O

Over the past twelve months, how much did your household spend on average per month on
the following goods and services?
Hint: If your household did not spend any money on a specific item or service in the last 12 months, then

enter 0. If you don’t know the exact figure, please provide an estimate.

1. Food, beverages, groceries, tabacco:

Less than 500 Euro
500 bis 999 Euro
1000 bis 1.499 Euro
1.500 bis 1.999 Euro
2.000 bis 2.499 Euro
2.500 bis 2.999 Euro
3.000 bis 3.499 Euro
3.500 bis 3.999 Euro
4.000 bis 4.999 Euro
5.000 bis 5.999 Euro
6.000 bis 7.999 Euro
8.000 bis 9.999 Euro
10.000 Euro and more

26

€




2. Restaurants (incl. take-out food, delivery), cafes, canteens: __ €

3. Housing (incl. rent, maintenance/repair costs, home owner/renter insurance, but excluding mortgage

payments): €
4. Utilities (including water, sewerage, electricity, gas, heating oil, phone, cable, internet): &

5. Furnishings (furniture, carpets), household equipment (textiles, appliances, garden tools), small

appliances and routine maintenance of the house (cleaning, gardening): €
6. Clothing, footwear: __ €

7. Health (health insurance, medical products and appliances, dental and paramedical services, hos-
pital services, prescription and non-prescription medication, personal care products and services):
€

8. Transport (fuel, car maintenance, public transportation fares): — €

9. Travel, recreation, entertainment and culture (holidays, theatre/ movie tickets, club/ gym

membership, newspapers, books, hobbies equipment): €

10. Childcare and education (including tuition fees for child and adult education, costs of after school

activities, care of children/ babysitting, but excluding instalments on student loans): — €

What is the highest level of vocational training or academic degree you have completed?
Please only select your highest qualification.

Currently in training or studying (have not yet completed a Bachelor’s degree)

Completed vocational/apprenticeship training (company-based)

Completed school-based vocational training (e.g., vocational school, higher commercial school)

O O OO0

Completed training at a technical college, trade school, or professional academy; completed master

craftsman training

Completed a Bachelor’s degree, university of applied sciences degree, or engineering school degree
Completed a Master’s or Diploma degree, or teacher training

Completed a Doctorate (PhD)

Other vocational qualification

O OCHONONGO)

No vocational qualification (and not currently in training or studying)

Which of the following best describes your current employment status?

In full-time employment (including apprenticeship)

In part-time employment (including phased retirement)

In casual or irregular employment (including paid internship and integration measures)

On maternity leave/parental leave/longer-term sick leave/other leave; planning to return to work
Unemployed (officially registered)

At school, university or in an unpaid internship

ONOCHONONONONG

Retirement / pension
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(O Early retirement or about to retire (including unfit for work or reduced ability to work)
(O Federal volunteer service/voluntary year
(O Homemaker

(O Other form of non-employment

Does your household live in a rented property or an owner-occupied apartment or house?

(O Rent and do not own any other home(s)
O Rent but own other home(s)
(O Live in own apartment

(O Live in own house

Generally speaking, would you say that most people can be trusted or that you cannot trust
people and need to be very careful in dealing with people?
Please indicate your level of trust on a scale from 0 to 10, where 0 means ‘you cannot trust/ need to be

very careful’ and 10 means ‘most people can be trusted’.
0 1 2 3 4 5 6 7 8 9 10

O O oo o000 0 00 00 O

How often have news about the following topics come to your attention in the last month?

Please select one answer for each row.
Never Rarely Occasionally Often Very often

Inflation rate O O O O O
Monetary policy of the ECB O O O O O

We now ask a series of questions to better understand your comfort and experience with handling financial

and numerical information.

Imagine you have 100€ in your account with an annual interest rate of 10%. How much
money would you have in your account after two years?

O Exactly 110€

O Exactly 120€

O Exactly 200€

(O Slightly more than 120€

(O Don’t know
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Imagine that your net income (income after taxes and social transfers) had been twice as
high, but that the prices of all goods had also doubled. How would you have been able to
buy with your income last year in that case?

(O More than before

(O The same as before

(O Less than before

(O Cannot be determined based on the given information

(O Don’t know

Do you agree with the following statement: ”Investing in the stock of an individual company

is less risky than investing in a fund of stocks from similar companies”?
O T agree

O 1 disagree
(O Don’t know

If the chance of getting a disease is 10 percent, how many people out of 1,000 would be

expected to get the disease?

O
(O Don’t know

people

Now, we would like to ask you about the current and expected inflation rate in Germany. Inflation is the

percentage increase in the general price level. A decrease in the price level is generally described as deflation.

How do you think inflation rates in Germany have developed over the past twelve months?

decrease significantly
decrease slightly
stay roughly the same

increase slightly

O OO O0O0

increase significantly

We would like to inquire about the average inflation/deflation rate over the past twelve
months in Germany. What do you believe was the average increase/decrease in prices

over the past twelve months in Germany? Please enter a number in the field below.

Hint: In the case of assumed falling prices (deflation), please enter a negative value.

The average inflation/deflation rate in Germany over the past twelve months was — % (one

decimal point possible)
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Next, we would like to ask you about your expectations regarding the average inflation/deflation

rate over the next twelve months and over the next three years in Germany. Please enter a

number in the field below.

Hint: In the case of assumed falling prices (deflation), please enter a negative value.

I expect the average inflation/deflation rate in Germany over the next twelve monthswillbe %

(one decimal point possible).

I expect the average inflation/deflation rate in Germany over the next three years willbe %

(one decimal point possible).

Next, we would like to ask you about your personal inflation/deflation rate. This refers to the rate of change

in the prices of goods and services that you regularly purchase for yourself.

How do you think your personal inflation rate has developed over the past twelve months?

(O Decreased significantly
(O Decreased slightly

(O Stayed roughly the same
(O Increased slightly

O Increased significantly

What do you believe was your personal inflation/deflation rate over the past twelve months?

Please enter a number in the field below.

Hint: In the case of assumed falling prices (deflation), please enter a negative value.

My personal inflation/deflation rate over the past twelve months was _ % (one decimal point

possible).

What do you believe was your personal inflation/deflation rate over the next three years?

Please enter a number in the field below.

Hint: In the case of assumed falling prices (deflation), please enter a negative value.

I expect my personal inflation/deflation rate over the next twelve months will be _ % (one

decimal point possible)

I expect my personal inflation/deflation rate over the next three years willbe % (one decimal

point possible)

Now we would like to inform you that the primary task of the European Central Bank (ECB) is to maintain

price stability. To achieve this, the ECB targets an inflation rate of 2% over the medium term.
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Is this information new to you?

O yes
O no

Only for treatment groups:

Below, we would like to provide you with text on the current development of inflation. Please read the

text carefully.

Treatment text, as detailed in Table 2, is inserted here.

(O T have read the text in full.

How informative did you find the text? Please rate your answer on a scale from 0 (not

informative at all) to 10 (very informative).
o 1 2 3 4 5 6 7 8 9 10

O O OO0 OO0 0 OO0 OO0 OO0 O

Please take a moment to reflect on how reading the text made you feel before answering the
following questions. Please rate your agreement with each of the following statements, where

1 indicates “Strongly agree” and 5 indicates “Strongly disagree.”

The text I read had an emotional impact on me. O O O O O
The information in the provided text feels relevant to my daily life. O O O O O
While reading, I thought about possible contradictions or inconsistencies. O O O O O
I feel that the information provided in the text is intended to influence O O O O O
my opinion.

The text made me reflect on my own experiences with price changes. O O O O O

How do you think inflation rates in Germany will develop over the next twelve months and

over the next three years? 1 indicates “Decrease significantly” and 5 indicates “Increase sig-

nificantly.”
1 2 3 4 5
Over the next twelve months O O O O O
Over the next three years O O O O O
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What do you think the average rate of inflation (or rate of deflation) in Germany is most

likely to be over the next twelve months and over the next three years? What will the rate

of inflation be as a maximum or minimum value?

Hint: In the case of assumed falling prices (deflation), please enter a negative value.

Over the next twelve months:

Most likely: — %
Minimum: _ %
Maximum: %

Over the next three years:

Most likely: — %
Minimum: %
Maximum: - %

How do you think your personal inflation rate will develop over the next twelve months and

three years? This refers to the rate of change in the prices of goods and services that you

regularly purchase for yourself. 1 indicates “Decrease significantly” and 5 indicates “Increase

significantly.”
1 2 3 4 5
Over the next twelve months O O O O O
Over the next three years O O O O O

What do you think your personal rate of inflation (or your personal rate of deflation) is most

likely to be on average over the next twelve months and the next three years? What will your

personal rate of inflation/deflation be as a maximum or minimum value?

In the case of assumed falling prices (deflation), please enter a negative value.

Over the next twelve months:

Most likely: — %
Minimum: _ %
Maximum: - %

Over the next three years:

Most likely: %
Minimum: _ %
Maximum: - %
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Do you think now is a good time or bad time to spend more on the following things?

Major purchases (e.g. car, furniture, electrical appliances, etc.)

O Good
(O Neither good nor bad
O Bad

Essential goods (e.g. food and beverages, non-food items such as cleaning products or similar)

O Good
(O Neither good nor bad
O Bad

Savings (e.g. savings account, stocks, bonds)

O Good
(O Neither good nor bad
O Bad

To what extent are you concerned about the expected future development of the inflation

rates in Germany over the next twelve months and over the next three years?

Over the next twelve months:

(O No concern
(O Little concern
(O Some concern

(O Great concern

Over the next three years:

(O No concern
(O Little concern
(O Some concern

(O Great concern

Do you think that a year from now you will be better off financially, worse off financially, or

just about the same as now?

(O T will be better off financially a year from now.
(O My financial situation is unlikely to be much different a year from now.

(O T will be worse off financially a year from now.
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Now we would like to ask you a few general questions about your lifestyle and attitudes.

Who does the grocery shopping for you or your household?

(O I do most of the grocery shopping.
(O I do part of the grocery shopping.

(O Someone else does the grocery shopping.

How likely do you think it is that the European Central Bank (ECB) will maintain price
stability over the next three years? Please use the slider below with values from 0 (probability of 0%)

to 100 (probability of 100%) to indicate your response.

0% 100%

How satisfied are you with the economic policy of the current government?

(O Very unsatisfied
(O Rather unsatisfied
(O Neither nor

(O Rather satisfied
(O Very satisfied

How interested are you in politics?

(O Not interested at all
(O Slightly interested

(O Moderately interested
(O Very interested

Where would you place yourself on a political scale from left (1) to right (10)?

1 2 3 4 5 6 7 8 9 10

O O OO0 OO0 0 0 OO0 OO0 O

Suppose there were a federal election next Sunday: Which party would you be most likely to
vote for?

O CDU/CSU

O SPD

(O Biindnis 90/Die Griinen

O FDP

O AfD
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(O Die Linke
O BSW
(OO Other

Thank you very much for participating in our survey.

A.2.2 2nd Survey wave

A couple of weeks ago, you participated in the Leibniz Online Survey of Households. The survey is
part of a scientific study at the Leibniz University Hannover and the Halle Institute for Economic Research
(IWH). This follow-up survey takes about 5 minutes to complete. Your responses are strictly anonymous

and will be stored for scientific purposes only.

If you are unable or do not want to answer a question, simply click CONTINUE.

How do you think inflation rates in Germany will develop over the next twelve months and

over the next three years? 1 indicates “Decrease significantly” and 5 indicates “Increase sig-

nificantly.”
1 2 3 4 5
Over the next twelve months O O O O O
Over the next three years O O O O O

What do you think the average rate of inflation (or rate of deflation) in Germany is most

likely to be over the next twelve months and over the next three years? What will the rate

of inflation be as a maximum or minimum value?

Hint: In the case of assumed falling prices (deflation), please enter a negative value.

Over the next twelve months:

Most likely: %
Minimum: %
Maximum: %

Over the next three years:

Most likely: %
Minimum: %
Maximum: - %
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How do you think your personal inflation rate will develop over the next twelve months and

three years? This refers to the rate of change in the prices of goods and services that you

regularly purchase for yourself. 1 indicates “Decrease significantly” and 5 indicates “Increase

significantly.”
1 2 3 4 5
Over the next twelve months O O O O O
Over the next three years O O O O O

What do you think your personal rate of inflation (or your personal rate of deflation) is most

likely to be on average over the next twelve months and the next three years? What will your

personal rate of inflation/deflation be as a maximum or minimum value?

In the case of assumed falling prices (deflation), please enter a negative value.

Over the next twelve months:

Most likely: %
Minimum: %
Maximum: - %

Over the next three years:

Most likely: — %
Minimum: %
Maximum: - %

How do you think current and future inflation matters for your personal life?

Open-end text box, max. 100 words

Now we would like you to think back to the previous round of this survey. Did you receive

information about past, current and future inflation that felt relevant to your daily life?

O Yes
O No

— Additional questions unrelated to this RCT —

Thank you very much for participating in our survey.
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