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Presentations often do not accomplish their goals

– Try to get through all slides in 90 minutes

– Dodge questions

– Make their research seem hard

– List things that they think you should know

– Dump their brains to get the audience to figure out what is going on

– Have conversation with the screen

WHAT PRESENTERS DO

– Tell a story that

• engages
• persuades 
• motivates to offer a job, accept your paper, ...
• respects the time of the audience

WHAT PRESENTERS SHOULD DO



Developing a presentation consists of three steps

– What to say

– How to pitch

– Logical order

– To whom to target

PREPARATION COMPONENTS

Developing 
the story

Producing 
the slides

Delivering the
presentation

– Structure of slides

– Slide transitions

– Notes

– Conceptual density

– Drafting

– Rehearsing 

– Keeping time

– Taking questions

– Enganging the 
audience



Following some simple guidelines for producing slides will help you
both develop the story and deliver the presentation

– What to say

– How to pitch

– Logical order

– To whom to target

PREPARATION COMPONENTS

Producing 
the slides

Delivering the
presentation

– Structure of slides

– Slide transitions

– Notes

– Conceptual density

– Drafting

– Engaging the 
audience

– Rehearsing 

– Keeping time

– Taking questions

Developing 
the story



The title of a slide should focus on the message, not the content

STRUCTURE OF A SLIDE

Message title: why I am showing you this slide

CONTENTS TITLE: WHAT THE SLIDE CONTAINS

– What I need to make my point, i.e. to back up the message title



A slide without a message title leaves the audience in the
dark about the intentions of the presenter

EXAMPLE 1: TYPICAL STRUCTURE

Internet Car Buying

– 2000: 54% of new vehicle buyers have used the Internet in conjunction 

with the purchase

– 1998: $ 18 billion car sales generated through the Internet  

– 1999: 28 % of all dealerships using online buying services (3x 1998)



A message title allows the audience to better follow the speaker  

The Internet has become an important element in the 
car buying process

ROLE OF INTERNET IN CAR BUYING

– 2000: 54% of new vehicle buyers have used the Internet in conjunction 

with the purchase

– 1998: $ 18 billion car sales generated through the Internet  

– 1999: 28 % of all dealerships using online buying services (3x 1998)

EXAMPLE 1: BETTER STRUCTURE



The purpose of number-intensive slides is often hard to figure out

Price Definition

Consumer A Consumer B

Contract price of new vehicle 21,000 19,000
Actual cash value of trade-in 9,000 9,000

Trade-in vehicle price 10,000 8,000

TradeInOverAllowance 1,000 -1,000

Price 20,000 20,000

EXAMPLE 2: TYPICAL STRUCTURE



With a little help it becomes clear what specific point the
numbers support

EXAMPLE 2: BETTER STRUCTURE

PRICE DEFINITION EXAMPLES

Consumer A Consumer B

Contract price of new vehicle 21,000 19,000
Actual cash value of trade-in 9,000 9,000

Trade-in vehicle price 10,000 8,000

TradeInOverAllowance 1,000 -1,000

Price 20,000 20,000

We take into account that dealers shift price between 
the new vehicle and the trade-in



The idea also applies to simple "bullet point" slides

EXAMPLE 3: TYPICAL STRUCTURE

Online Results

– No effect of income, education, search costs

– Autobytel.com cancels out effect of being a member of a 
disadvantaged minority

– Not an artifact of minorities who use Autobytel.com being any different

– No evidence of racial profiling by car dealers:
Hispanics and African-Americans both recover the full race premium



Using Autobytel.com, everybody pays the white male price

ONLINE RESULTS

– No effect of income, education, search costs

– Autobytel.com cancels out effect of being a member of a 
disadvantaged minority

– Not an artifact of minorities who use Autobytel.com being any different

– No evidence of racial profiling by car dealers:
Hispanics and African-Americans both recover the full race premium

The message guarantees that the audience can tune out for 30
seconds and not lose the train of thought

EXAMPLE 3: BETTER STRUCTURE



It can be useful to have the message title in two parts

EXAMPLE OF PROBLEMATIC MESSAGE TITLE

PRICE DEFINITION EXAMPLES

Consumer A Consumer B

Contract price of new vehicle 21,000 19,000
Actual cash value of trade-in 9,000 9,000

Trade-in vehicle price 10,000 8,000

TradeInOverAllowance 1,000 -1,000

Price 20,000 20,000

We take into account that dealers shift price between 
the new vehicle and the trade-in



This can be addressed by adding a "conclusion" sentence at
the end of the slide

EXAMPLE WITH SPLIT MESSAGE TITLE

PRICE DEFINITION

Consumer A Consumer B

Contract price of new vehicle 21,000 19,000
Actual cash value of trade-in 9,000 9,000

Trade-in vehicle price 10,000 8,000

TradeInOverAllowance 1,000 -1,000

Price 20,000 20,000

Dealers don't care whether they earn profits from the 
sale of the new car or the trade in

We take into account that dealers shift price between 
the new vehicle and the trade-in



Fitting what you want to say into this slide structure forces you into
an interactive editorial process

– What to say

– How to pitch

– Logical order

– To whom to target

PREPARATION COMPONENTS

Producing 
the slides

Delivering the
presentation

– Structure of slides

– Slide transitions

– Notes

– Conceptual density

– Drafting

– Engaging the 
audience

– Rehearsing 

– Keeping time

– Taking questions

Developing 
the story

Trouble coming up with a message title?

– Does the content of the slide support what I want to say?

– Does this slide belong at this point in the presentation?

– Do I need to insert an additional slide  to make things flow?

– Does this slide belong into my presentation at all?



The Carburetor vs. Electronic Fuel Injection:
 Technology 'Last Gasps' and the Sourcing Decision

for Next-Generation Technology Inputs

John Doe
University of California at Berkeley

Haas School of Business

ILLUSTRATION



ILLUSTRATION

Research Questions

• Do spillovers from next-generation technology
cause “last gasps” in current technology?

• Which firms create last gasps, and why?



ILLUSTRATION

Motivation

• Technologies often demonstrate extraordinary
efficiency growth (a last gasp) late in their lives.

• Prominent theme in the innovation literature
– Utterback, Tripsas, Henderson, Rosenberg

• Canonical case is increase in sailing ships efficiency
after appearance of steam power



ILLUSTRATION

Last Gasp:
Automobile Carburetors

• Entrance of Electronic Fuel Injection;
competition with Carburetors during 1980s.
Electronic Fuel Injection completely replace
Carburetors by the late 1980s.

• Increase (last gasp) in Carburetor efficiency
during period of competition.

• Test data from two EPA datasets on all car
models (about 1500 per year) approved for sale
in US for model years 1979-1996



John Doe
University of California at Berkeley

Haas School of Business

Technological ‘Last Gasps’:

The Carburetor vs. Electronic Fuel Injection

ILLUSTRATION



ILLUSTRATION

Technologies often experience extraordinary improvement just
before they are superseded

Canonical case is increase in sailing ships efficiency after
appearance of steam power

– North, Harley

Analog phototypesetters

– Utterback

Unexpectedly long life of photolithography

– Henderson

Prominent theme in the innovation literature

– Tripsas, Christensen

EXAMPLES OF LAST GASPS



ILLUSTRATION

This research asks two questions about technological "Last Gasps"

RESEARCH QUESTIONS

– Do spillovers from next-generation technology cause “last
gasps” in current technology?

– Which firms are involved in these last gasps, and why?



ILLUSTRATION

– 1980, entrance of electronic fuel injection, a more efficient
alternative to carburetors

– 1980-1990, competition between carburetors and electronic fuel
injection 

– Performance increase of carburetors during period of competition.

I address the research questions in the context of automobile
carburetor technology

WHY STUDY CARBURETORS?

HISTORY OF AUTOMOBILE CARBURETORS

– Have been completely superseded by next technology

– Good firm and performance data available



1. Presentation often do not accomplish their goals

2. Developing a presentation consists of three step

3. Following some simple guidelines for producing slides will help you both
develop the story and deliver the presentation

4. The title of a slide should focus on the message, not the content

5 The typical title leaves the audience in the dark about the intentions of the
presenter

6. A message title allows the audience to better follow the speaker 

7. The purpose of number-intensive slides is often hard to figure out

8. With a little help it becomes clear what specific point the numbers support

9. The idea also applies to simple "bullet point" slides

10.The message guarantees that the audience can tune out for 30 seconds and
not lose the train of thought

Good message titles often read like a summary

MESSAGE TITLES OF CURRENT PRESENTATION

The succession of ideas should tell a story:

• logically follow the last idea
• prepare for the next idea



The second step in producing slides is to develop slide transitions 

– What to say

– How to pitch

– Logical order

– To whom to target

PREPARATION COMPONENTS

Producing 
the slides

Delivering the
presentation

– Structure of slides

– Slide transitions

– Notes

– Conceptual density

– Drafting

– Engaging the 
audience

– Rehearsing 

– Keeping time

– Taking questions

Developing 
the story



Good transitions are another key feature of a presentation

– Writing transitions will alert you if the jump you are making is 
• too big ––> need another slide
• too awkward ––> slides are in the wrong order

– Prevents you from being surprised

– Using transitions in the presentation prevents tangential comments that delay
or take you off course

VALUE OF TRANSITIONS

You need a transition sentence

between each pair of slides

Message Title

Content title

Message Title

Content title

Message Title

Content title

Transiti
on

Transiti
on



ILLUSTRATION

Technologies often experience extraordinary improvement
before they are superseded

Canonical case is increase in sailing ships efficiency after
appearance of steam power

– North, Harley

Analog phototypesetters

– Utterback

Unexpectedly long life of photolithography

– Henderson

Prominent theme in the innovation literature

– Tripsas, Christensen

EXAMPLES OF LAST GASPS



ILLUSTRATION

This research asks two questions about technological "Last Gasps"

RESEARCH QUESTIONS

– Do spillovers from next-generation technology cause “last
gasps” in current technology?

– Which firms are involved in these last gasps, and why?



ILLUSTRATI

• Now, I hope to contribute to this literature by answering … 

Technologies often experience extraordinary improvement
before they are superseded

Canonical case is increase in sailing ships efficiency after
appearance of steam power

– North, Harley

Analog phototypesetters

– Utterback

Unexpectedly long life of photolithography

– Henderson

Prominent theme in the innovation literature

– Tripsas, Christensen

EXAMPLES OF LAST GASPS



ILLUSTRATION

This research asks two questions about technological "Last Gasps"

RESEARCH QUESTIONS

– Do spillovers from next-generation technology cause “last
gasps” in current technology?

– Which firms are involved in these last gasps, and why?



Writing transitions forces you into an interactive editorial process

– What to say

– How to pitch

– Logical order

– To whom to target

PREPARATION COMPONENTS

Producing 
the slides

Delivering the
presentation

– Structure of slides

– Slide transitions

– Notes

– Conceptual density

– Drafting

– Engaging the 
audience

– Rehearsing 

– Keeping time

– Taking questions

Developing 
the story

Trouble coming up with a transition?

– Do I have trouble because the step is too big?

– Perhaps I need an intermediate slide?

– Do I have to swap the order of slides (top-down vs. bottom-up)?

– Should this slide be somewhere else or not here at all?



Transitions are equally important within slides

– What to say

– How to pitch

– Logical order

– To whom to target

Producing 
the slides

Delivering the
presentation

– Structure of slides

– Slide transitions

– Notes

– Conceptual density

– Drafting

– Engaging the 
audience

– Rehearsing 

– Keeping time

– Taking questions

Developing 
the story

PREPARATION COMPONENTS



PRICE DEFINITION

Consumer A Consumer B

Contract price of new vehicle 21,000 19,000
Actual cash value of trade-in 9,000 9,000
Trade-in vehicle price 10,000 8,000

TradeInOverAllowance 1,000 -1,000

Price 20,000 20,000

Dealers don't care whether they earn profits from the
sale of the new car or the trade in

We take into account that dealers shift price between the
new vehicle and the trade-in

ILLUSTRATI



PRICE DEFINITION

Consumer A Consumer B

Contract price of new vehicle 21,000 19,000
Actual cash value of trade-in 9,000 9,000
Trade-in vehicle price 10,000 8,000

TradeInOverAllowance 1,000 -1,000

Price 20,000 20,000

Dealers don't care whether they earn profits from the
sale of the new car or the trade in
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PRICE DEFINITION

Consumer A Consumer B

Contract price of new vehicle 21,000 19,000
Actual cash value of trade-in 9,000 9,000
Trade-in vehicle price 10,000 8,000

TradeInOverAllowance 1,000 -1,000

Price 20,000 20,000

Dealers don't care whether they earn profits from the
sale of the new car or the trade in

We take into account that dealers shift price between the
new vehicle and the trade-in

• One problem we have in measuring the price of a new car is that 

• Let me give you an example of what the problem is: 

• Hence, to correct for this problem,
• in defining the dependent variable .... 

• by adjusting for the trade-in-over-allowance

• = profit of customer
on trade-in 

ILLUSTRATI



Transitions – internal and between slides – should be written down

– Makes sure you really know what to say

– Makes sure you tell a narrative that flows

– Helps you rehearse

– Helps you remember between presentations

VALUE OF NOTES



Conceptual density:

– One idea per slide

– Complex idea? 
–> series of simple slides

Visual density:

– Leave enough white space

– Font size is not everything

In other aspects of designing slides, choose in favor of clarity and
ease for audience

TIPS FOR OTHER ASPECTS OF SLIDE DESIGN

Layout: 

– Use both dimensions

– Draft on paper

"Fancy visuals"

– Use them only if they serve a purpose
• Animations/build-ups
• Logos/themes
• "Chart junk"
• Clip Art
• Fades/dissolves



The third step of preparation is to deliver the presentation well

PREPARATION COMPONENTS

Producing 
the slides

Delivering the
presentation

– Having a good, coherent story makes you relaxed insted of anxious

– Preparing this way gives you a good story so you can relax 

– REHEARSE! ALOUD! EVERY TIME!

– The better rehearsed you are, the faster you go and the more likely to finish

– When you get questions, stop, listen, think, then reply

– Feel free manage your own time, but be sensitive to audience annoyance

– If you are prepared like this, then you can focus on energy, eye contact,
entusiasm, performance, audience response, etc.

Developing 
the story



This presentation approach is about the process of preparing,
not about the slides you prepare

– Think of the presentation as a story

– Slide structure helps you figure out the story

– Slides are not there to remind you what to say

– Slides help your audience follow along with you

– Much of the preparation is in the transitions

– Pull all the mental effort from the delivery into the preparation

– Focus on delivery, body language, and audience responding

PRESENTATION APPROACH



Meghan Busse
Haas School of Business, UC Berkeley

San Francisco Federal Reserve

Pointers on presenting 
quantitative material and on 
delivery



Quantitative material continues or elaborates the story 
started in the introduction

- Quantitative material should be a narrative (from methodology to results)

- Put yourself in the audience’s head

• What is the clearest, most effective way to explain something?

• What does the audience need to know to understand what you’re telling 
them?

- Talk about anything you display on your slides; don’t display things you 
don’t intend to talk about

GUIDING PRINCIPLES FOR QUANTITATIVE MATERIAL



- Guiding principles

- Charts and figures

- Tables

- Methodology

- Equations and models

- Delivery

OUTLINE



Charts and figures can be very effective presentation 
elements

- “A picture is worth a thousand words”

• Greater impact

• Quicker way to convey the idea

- Breaks up the format, not all numbers and words

ADVANTAGES OF CHARTS AND FIGURES

- Some risk that people will focus on something that isn’t the main story or 
isn’t the whole story

• Can mitigate this by presenting well

DISADVANTAGES OF CHARTS AND FIGURES



A good chart or figure has to be well designed and well 
presented

- Label so that it is readable, so the audience can figure out anything they 
miss you saying

- Indicate the conclusion or take-away in the message title or slide 
conclusion

- Highlight, circle or arrow and label aspects you particularly want noticed, 
especially in complex charts

- Beware of optically misleading charts

CHART AND FIGURE DESIGN
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Avoid 3-dimensional charts for simple comparisons

CHART COMPARISON
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Stacking line graphs may also be misleading

CHART COMPARISON
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There are three steps to delivering a chart well

1. Describe the axes

2. Describe what the lines represent

3. Describe what the chart shows, the message you want the audiences to 
take away

PRESENTING A CHART

Do this for every graph, even the second time for a very similar graph. 
You can back off a little with the third in a row. 



You must also explain other kinds of figures

- Parameter spaces

• What’s on axes

• Fix one axis, describe how results change along that axis, then vice versa

• Then focus on the region you care about

- Schematics

• What the elements are

• What the relationships are

• What the message is

- Other examples?

PRESENTING OTHER FIGURES

Figures are not self-explanatory 



- Guiding principles

- Charts and figures

- Tables

- Methodology

- Equations and models

- Delivery

OUTLINE



Like charts and figures, tables have to be well designed and 
well delivered

- Think hard about what you really need to show

• all the covariates?

• the number of observations?

• the min and max of the distribution?

- Not everything that belongs in your paper necessarily belongs on a slide

- Be guided by what you actually want to talk about

- Don’t put in so much information it is unreadable

- Highlight what you want noticed; indicate conclusions on the slide

- List dependent variable, and (if relevant) estimation method

TABLE DESIGN



The key to presenting tables well is to remember that they 
are not self-explanatory either

- Repeat the dependent variable, estimation method (if relevant), and how to 
interpret the coefficients of interest

- Describe the coefficients of interest in a way that conveys the magnitude 
and/or economic significance

- Describe the interpretation/conclusion for whatever hypothesis you are 
testing

PRESENTING TABLES



Diff-in-diff Results

(1)
Di!-in-Di!

Customer Cash -0.88
(0.03)**

Dealer Cash -0.39
(0.07)**

GM Card -1.06
(0.03)**

Competition -7.66
(5.60)

Weekend -27.51
(16.79)

EndOfMonth -55.57
(16.61)**

EndOfYear 14.61
(69.49)

ModelMonth5-13 31.46
(36.42)

ModelMonth14+ -99.24
(55.96)+

SouthernCal -243.03
(48.64)**

Demographics ...
Constant 26610.52

(163.18)**
Car fixed e!ects Yes
Other fixed e!ects Week*Segment
Observations 133424
Adj. R-squared 0.97



(1)
Di!-in-Di!

Customer Cash -0.88
(0.03)**

Dealer Cash -0.39
(0.07)**

GM Card -1.06
(0.03)**

Competition -7.66
(5.60)

Weekend -27.51
(16.79)

EndOfMonth -55.57
(16.61)**

EndOfYear 14.61
(69.49)

ModelMonth5-13 31.46
(36.42)

ModelMonth14+ -99.24
(55.96)+

SouthernCal -243.03
(48.64)**

Demographics ...
Constant 26610.52

(163.18)**
Car fixed e!ects Yes
Other fixed e!ects Week*Segment
Observations 133424
Adj. R-squared 0.97

Pass-through of customer cash is much higher than of dealer cash
PASS-THROUGH, DIFF-IN-DIFF APPROACH INTERPRETATION

• 88% pass-through of
customer cash

• 39% pass-through of 
dealer cash

• 106% pass-through of GM
card rebates
(statistically 100%)

Others
• Price lower at end of month
• Prices lower for old models
• Prices lower in Southern

California



Table 3: Regression results

OLS Fixed effects
Dependent variable: TableA All plants TableA All plants
Delivered coal price (1995 $/ton) (1) (2) (3) (4) (5) (6) (7)

Constant-cost rail distance 0.0122 ** 0.0086 ** 0.0128 ** 0.0130 ** 0.0060 ** 0.0092 **
(0.0015) (0.0005) (0.0005) (0.0005) (0.0015) (0.0017)

Title IV period -1.60 -1.79 ** -1.62 ** -0.75 * -1.19 **
(1.79) (0.31) (0.31) (0.37) (0.38)

Title IV ! distance 0.0009 -0.0005 + -0.0004 -0.0008 * -0.0004
(0.0016) (0.0003) (0.0003) (0.0004) (0.0004)

Table A plant -5.14 *
(2.17)

Table A ! distance 0.0155 ** 0.0020 -0.0008 -0.0000 -0.0003 -0.0002
(0.0014) (0.0020) (0.0012) (0.0012) (0.0012) (0.0012)

Table A ! Title IV 4.38 ** 5.83 * 1.36 ** 4.20 ** 4.19 ** 3.59 ** 3.53 **
(1.23) (2.73) (0.36) (0.91) (0.91) (0.91) (0.91)

Table A ! Title IV ! distance -0.0044 ** -0.0050 + -0.0020 ** -0.0021 * -0.0024 ** -0.0018 * -0.0017 +

(0.0013) (0.0026) (0.0004) (0.0009) (0.0009) (0.0009) (0.0009)

Rail service only, multiple RRs 1.04 + -2.35 **
(0.63) (0.79)

Minemouth price 0.74 ** 0.97 * 0.82 ** 1.17 ** 1.18 ** 0.14
(0.28) (0.48) (0.10) (0.10) (0.10) (0.21)

Spot-market delivery -0.29 -3.69 ** -0.54 ** -2.89 ** -2.95 ** -3.07 ** -3.07 **
(0.30) (0.41) (0.08) (0.09) (0.09) (0.09) (0.09)

Single RR, other options 0.75 -1.84 *
(0.65) (0.85)

Multiple RRs, other options -0.30 -4.78 **
(0.80) (0.80)

Rail distance to Central App. 0.0057 ** 0.0014
(0.0020) (0.0015)

Constant -5.19 6.29 + 6.10 ** 4.43 ** 4.19 ** 16.86 ** 11.74 **
(3.34) (3.56) (0.62) (0.62) (0.63) (1.99) (1.35)

Coal characteristics Yes Yes Yes Yes Yes Yes Yes
Month dummies Yes Yes Yes Yes Yes Yes No
Fixed e!ects (plants) No No Yes Yes Yes Yes Yes
Mine dummies No No No No Yes Yes Yes
Year dummies No No No No No Yes No
Month-by-year dummies No No No No No No Yes

Observations 3121 16552 3121 16552 16552 16552 16552
R-squared 0.48 0.28 0.27 0.25 0.27 0.28 0.29
Number of plants 35 130 130 130 130

Notes: Table reports results from OLS and fixed e!ects estimation of equation (1) in the text.
Columns 1 and 2 present OLS results; columns 3-7 present results with plant-level fixed e!ects.
Columns 1 and 3 present results for Table A plants only; the remainder present results for the full sample.
Coal characteristics and month dummies are included in every regression; source and year dummies
included as indicated in the table. Column 7 uses month-by-year dummies (i.e. the cross-product of
month dummies and year dummies).
Note that the “constant-cost rail distance” is used in the interaction terms as well as on its own.
+ denotes significance at 10 % level; * at 5 % level; ** at 1 % level.
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Columns 1 and 2 present OLS results; columns 3-7 present results with plant-level fixed e!ects.
Columns 1 and 3 present results for Table A plants only; the remainder present results for the full sample.
Coal characteristics and month dummies are included in every regression; source and year dummies
included as indicated in the table. Column 7 uses month-by-year dummies (i.e. the cross-product of
month dummies and year dummies).
Note that the “constant-cost rail distance” is used in the interaction terms as well as on its own.
+ denotes significance at 10 % level; * at 5 % level; ** at 1 % level.

Table 3: Regression results

OLS Fixed e!ects
Dependent variable: TableA All plants TableA All plants
Delivered coal price (1995 $/ton) (1) (2) (3) (4) (5) (6) (7)

Constant-cost rail distance 0.0122 ** 0.0086 ** 0.0128 ** 0.0130 ** 0.0060 ** 0.0092 **
(0.0015) (0.0005) (0.0005) (0.0005) (0.0015) (0.0017)

Title IV period -1.60 -1.79 ** -1.62 ** -0.75 * -1.19 **
(1.79) (0.31) (0.31) (0.37) (0.38)

Title IV ! distance 0.0009 -0.0005 + -0.0004 -0.0008 * -0.0004
(0.0016) (0.0003) (0.0003) (0.0004) (0.0004)

Table A plant -5.14 *
(2.17)

Table A ! distance 0.0155 ** 0.0020 -0.0008 -0.0000 -0.0003 -0.0002
(0.0014) (0.0020) (0.0012) (0.0012) (0.0012) (0.0012)

Table A ! Title IV 4.38 ** 5.83 * 1.36 ** 4.20 ** 4.19 ** 3.59 ** 3.53 **
(1.23) (2.73) (0.36) (0.91) (0.91) (0.91) (0.91)

Table A ! Title IV ! distance -0.0044 ** -0.0050 + -0.0020 ** -0.0021 * -0.0024 ** -0.0018 * -0.0017 +

(0.0013) (0.0026) (0.0004) (0.0009) (0.0009) (0.0009) (0.0009)

Rail service only, multiple RRs 1.04 + -2.35 **
(0.63) (0.79)

Minemouth price 0.74 ** 0.97 * 0.82 ** 1.17 ** 1.18 ** 0.14
(0.28) (0.48) (0.10) (0.10) (0.10) (0.21)

Spot-market delivery -0.29 -3.69 ** -0.54 ** -2.89 ** -2.95 ** -3.07 ** -3.07 **
(0.30) (0.41) (0.08) (0.09) (0.09) (0.09) (0.09)

Single RR, other options 0.75 -1.84 *
(0.65) (0.85)

Multiple RRs, other options -0.30 -4.78 **
(0.80) (0.80)

Rail distance to Central App. 0.0057 ** 0.0014
(0.0020) (0.0015)

Constant -5.19 6.29 + 6.10 ** 4.43 ** 4.19 ** 16.86 ** 11.74 **
(3.34) (3.56) (0.62) (0.62) (0.63) (1.99) (1.35)

Coal characteristics Yes Yes Yes Yes Yes Yes Yes
Month dummies Yes Yes Yes Yes Yes Yes No
Fixed e!ects (plants) No No Yes Yes Yes Yes Yes
Mine dummies No No No No Yes Yes Yes
Year dummies No No No No No Yes No
Month-by-year dummies No No No No No No Yes
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Note that the “constant-cost rail distance” is used in the interaction terms as well as on its own.
+ denotes significance at 10 % level; * at 5 % level; ** at 1 % level.

Table 3: Regression results

OLS Fixed e!ects
Dependent variable: TableA All plants TableA All plants
Delivered coal price (1995 $/ton) (1) (2) (3) (4) (5) (6) (7)

Constant-cost rail distance 0.0122 ** 0.0086 ** 0.0128 ** 0.0130 ** 0.0060 ** 0.0092 **
(0.0015) (0.0005) (0.0005) (0.0005) (0.0015) (0.0017)

Title IV period -1.60 -1.79 ** -1.62 ** -0.75 * -1.19 **
(1.79) (0.31) (0.31) (0.37) (0.38)

Title IV ! distance 0.0009 -0.0005 + -0.0004 -0.0008 * -0.0004
(0.0016) (0.0003) (0.0003) (0.0004) (0.0004)

Table A plant -5.14 *
(2.17)

Table A ! distance 0.0155 ** 0.0020 -0.0008 -0.0000 -0.0003 -0.0002
(0.0014) (0.0020) (0.0012) (0.0012) (0.0012) (0.0012)

Table A ! Title IV 4.38 ** 5.83 * 1.36 ** 4.20 ** 4.19 ** 3.59 ** 3.53 **
(1.23) (2.73) (0.36) (0.91) (0.91) (0.91) (0.91)

Table A ! Title IV ! distance -0.0044 ** -0.0050 + -0.0020 ** -0.0021 * -0.0024 ** -0.0018 * -0.0017 +

(0.0013) (0.0026) (0.0004) (0.0009) (0.0009) (0.0009) (0.0009)

Rail service only, multiple RRs 1.04 + -2.35 **
(0.63) (0.79)

Minemouth price 0.74 ** 0.97 * 0.82 ** 1.17 ** 1.18 ** 0.14
(0.28) (0.48) (0.10) (0.10) (0.10) (0.21)

Spot-market delivery -0.29 -3.69 ** -0.54 ** -2.89 ** -2.95 ** -3.07 ** -3.07 **
(0.30) (0.41) (0.08) (0.09) (0.09) (0.09) (0.09)

Single RR, other options 0.75 -1.84 *
(0.65) (0.85)

Multiple RRs, other options -0.30 -4.78 **
(0.80) (0.80)

Rail distance to Central App. 0.0057 ** 0.0014
(0.0020) (0.0015)

Constant -5.19 6.29 + 6.10 ** 4.43 ** 4.19 ** 16.86 ** 11.74 **
(3.34) (3.56) (0.62) (0.62) (0.63) (1.99) (1.35)

Coal characteristics Yes Yes Yes Yes Yes Yes Yes
Month dummies Yes Yes Yes Yes Yes Yes No
Fixed e!ects (plants) No No Yes Yes Yes Yes Yes
Mine dummies No No No No Yes Yes Yes
Year dummies No No No No No Yes No
Month-by-year dummies No No No No No No Yes

Observations 3121 16552 3121 16552 16552 16552 16552
R-squared 0.48 0.28 0.27 0.25 0.27 0.28 0.29
Number of plants 35 130 130 130 130

Notes: Table reports results from OLS and fixed e!ects estimation of equation (1) in the text.
Columns 1 and 2 present OLS results; columns 3-7 present results with plant-level fixed e!ects.
Columns 1 and 3 present results for Table A plants only; the remainder present results for the full sample.
Coal characteristics and month dummies are included in every regression; source and year dummies
included as indicated in the table. Column 7 uses month-by-year dummies (i.e. the cross-product of
month dummies and year dummies).
Note that the “constant-cost rail distance” is used in the interaction terms as well as on its own.
+ denotes significance at 10 % level; * at 5 % level; ** at 1 % level.

Table 3: Regression results

OLS Fixed e!ects
Dependent variable: TableA All plants TableA All plants
Delivered coal price (1995 $/ton) (1) (2) (3) (4) (5) (6) (7)

Constant-cost rail distance 0.0122 ** 0.0086 ** 0.0128 ** 0.0130 ** 0.0060 ** 0.0092 **
(0.0015) (0.0005) (0.0005) (0.0005) (0.0015) (0.0017)

Title IV period -1.60 -1.79 ** -1.62 ** -0.75 * -1.19 **
(1.79) (0.31) (0.31) (0.37) (0.38)

Title IV ! distance 0.0009 -0.0005 + -0.0004 -0.0008 * -0.0004
(0.0016) (0.0003) (0.0003) (0.0004) (0.0004)

Table A plant -5.14 *
(2.17)

Table A ! distance 0.0155 ** 0.0020 -0.0008 -0.0000 -0.0003 -0.0002
(0.0014) (0.0020) (0.0012) (0.0012) (0.0012) (0.0012)

Table A ! Title IV 4.38 ** 5.83 * 1.36 ** 4.20 ** 4.19 ** 3.59 ** 3.53 **
(1.23) (2.73) (0.36) (0.91) (0.91) (0.91) (0.91)

Table A ! Title IV ! distance -0.0044 ** -0.0050 + -0.0020 ** -0.0021 * -0.0024 ** -0.0018 * -0.0017 +

(0.0013) (0.0026) (0.0004) (0.0009) (0.0009) (0.0009) (0.0009)

Rail service only, multiple RRs 1.04 + -2.35 **
(0.63) (0.79)

Minemouth price 0.74 ** 0.97 * 0.82 ** 1.17 ** 1.18 ** 0.14
(0.28) (0.48) (0.10) (0.10) (0.10) (0.21)

Spot-market delivery -0.29 -3.69 ** -0.54 ** -2.89 ** -2.95 ** -3.07 ** -3.07 **
(0.30) (0.41) (0.08) (0.09) (0.09) (0.09) (0.09)

Single RR, other options 0.75 -1.84 *
(0.65) (0.85)

Multiple RRs, other options -0.30 -4.78 **
(0.80) (0.80)

Rail distance to Central App. 0.0057 ** 0.0014
(0.0020) (0.0015)

Constant -5.19 6.29 + 6.10 ** 4.43 ** 4.19 ** 16.86 ** 11.74 **
(3.34) (3.56) (0.62) (0.62) (0.63) (1.99) (1.35)

Coal characteristics Yes Yes Yes Yes Yes Yes Yes
Month dummies Yes Yes Yes Yes Yes Yes No
Fixed e!ects (plants) No No Yes Yes Yes Yes Yes
Mine dummies No No No No Yes Yes Yes
Year dummies No No No No No Yes No
Month-by-year dummies No No No No No No Yes

Observations 3121 16552 3121 16552 16552 16552 16552
R-squared 0.48 0.28 0.27 0.25 0.27 0.28 0.29
Number of plants 35 130 130 130 130

Notes: Table reports results from OLS and fixed e!ects estimation of equation (1) in the text.
Columns 1 and 2 present OLS results; columns 3-7 present results with plant-level fixed e!ects.
Columns 1 and 3 present results for Table A plants only; the remainder present results for the full sample.
Coal characteristics and month dummies are included in every regression; source and year dummies
included as indicated in the table. Column 7 uses month-by-year dummies (i.e. the cross-product of
month dummies and year dummies).
Note that the “constant-cost rail distance” is used in the interaction terms as well as on its own.
+ denotes significance at 10 % level; * at 5 % level; ** at 1 % level.

Table 3: Regression results

OLS Fixed e!ects
Dependent variable: TableA All plants TableA All plants
Delivered coal price (1995 $/ton) (1) (2) (3) (4) (5) (6) (7)

Constant-cost rail distance 0.0122 ** 0.0086 ** 0.0128 ** 0.0130 ** 0.0060 ** 0.0092 **
(0.0015) (0.0005) (0.0005) (0.0005) (0.0015) (0.0017)

Title IV period -1.60 -1.79 ** -1.62 ** -0.75 * -1.19 **
(1.79) (0.31) (0.31) (0.37) (0.38)

Title IV ! distance 0.0009 -0.0005 + -0.0004 -0.0008 * -0.0004
(0.0016) (0.0003) (0.0003) (0.0004) (0.0004)

Table A plant -5.14 *
(2.17)

Table A ! distance 0.0155 ** 0.0020 -0.0008 -0.0000 -0.0003 -0.0002
(0.0014) (0.0020) (0.0012) (0.0012) (0.0012) (0.0012)

Table A ! Title IV 4.38 ** 5.83 * 1.36 ** 4.20 ** 4.19 ** 3.59 ** 3.53 **
(1.23) (2.73) (0.36) (0.91) (0.91) (0.91) (0.91)

Table A ! Title IV ! distance -0.0044 ** -0.0050 + -0.0020 ** -0.0021 * -0.0024 ** -0.0018 * -0.0017 +

(0.0013) (0.0026) (0.0004) (0.0009) (0.0009) (0.0009) (0.0009)

Rail service only, multiple RRs 1.04 + -2.35 **
(0.63) (0.79)

Minemouth price 0.74 ** 0.97 * 0.82 ** 1.17 ** 1.18 ** 0.14
(0.28) (0.48) (0.10) (0.10) (0.10) (0.21)

Spot-market delivery -0.29 -3.69 ** -0.54 ** -2.89 ** -2.95 ** -3.07 ** -3.07 **
(0.30) (0.41) (0.08) (0.09) (0.09) (0.09) (0.09)

Single RR, other options 0.75 -1.84 *
(0.65) (0.85)

Multiple RRs, other options -0.30 -4.78 **
(0.80) (0.80)

Rail distance to Central App. 0.0057 ** 0.0014
(0.0020) (0.0015)

Constant -5.19 6.29 + 6.10 ** 4.43 ** 4.19 ** 16.86 ** 11.74 **
(3.34) (3.56) (0.62) (0.62) (0.63) (1.99) (1.35)

Coal characteristics Yes Yes Yes Yes Yes Yes Yes
Month dummies Yes Yes Yes Yes Yes Yes No
Fixed e!ects (plants) No No Yes Yes Yes Yes Yes
Mine dummies No No No No Yes Yes Yes
Year dummies No No No No No Yes No
Month-by-year dummies No No No No No No Yes

Observations 3121 16552 3121 16552 16552 16552 16552
R-squared 0.48 0.28 0.27 0.25 0.27 0.28 0.29
Number of plants 35 130 130 130 130

Notes: Table reports results from OLS and fixed e!ects estimation of equation (1) in the text.
Columns 1 and 2 present OLS results; columns 3-7 present results with plant-level fixed e!ects.
Columns 1 and 3 present results for Table A plants only; the remainder present results for the full sample.
Coal characteristics and month dummies are included in every regression; source and year dummies
included as indicated in the table. Column 7 uses month-by-year dummies (i.e. the cross-product of
month dummies and year dummies).
Note that the “constant-cost rail distance” is used in the interaction terms as well as on its own.
+ denotes significance at 10 % level; * at 5 % level; ** at 1 % level.

Regression Results
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Figure 8: Estimated “constant-cost” delivered prices as a function of distance, for both Table A
and non-Table A plants, before and after the advent of the allowance market.

Estimated “constant-cost” delivered prices as a function of distance
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Presenting a methodology is a narrative of its own

- If you explain the story or logic of the methodology well, it will help the 
audience follow the rest of the presentation

- Err on the side of explaining a little too much rather than a little too little

- Explain why you do what you do, not just what you do

- Consider using figures, illustrative examples, schematics, etc.

PRESENTING THE METHODOLOGY



Empirical Strategy

! Need to measure correct counterfactual

! Difference-in-differences
" Use prices in for cars in same segment as control

! Regression discontinuity
" Use data only for a narrow window of time around

promotion change



Our main empirical problem is to find the correct counterfactual
against which to measure the "treatment effect" of the promotion

PRIMARY EMPIRICAL ISSUE

– Estimating the treatment effect of a promotion means comparing dealer pricing 
"with promotion" to dealer pricing "without promotion" 

– Problem: Promotions not random; are more likely to be instigated when prices are
low or declining because of variations in demand

– Dealer prices in "no promotion" states are not necessarily what dealer prices 
would have been in "promotion" states had no promotion actually occurred

– Not accounting for this could lead us to
overestimate rate of pass through

Price
(no
promotion)

Price
(with a
promotion)

$ X

$ Y

High Demand Low Demand



Our main empirical problem is to find the correct counterfactual
against which to measure the "treatment effect" of the promotion

EXAMPLE: WHAT IS THE EFFECT OF A $2000 PROMOTION?

Price
(no promotion)

Price
(with a
promotion)

$25,000

$23,000

What is the pass-through rate?
– $2000 promotion
– $2000 price decrease
––> 100% pass-through?

– Estimating the treatment effect of a promotion means comparing dealer pricing 
"with promotion" to dealer pricing "without promotion" 
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Problem: Incentive promotions are more likely to be instigated when
prices are low or declining because of variations in demand

Price
(no promotion)

Price
(with a
promotion)

$25,000

$23,000

High Demand Low Demand

EXAMPLE: WHAT IS THE EFFECT OF A $2000 PROMOTION?
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Dealer prices in "no promotion" states need not be what dealer prices
would have been in "promotion" states had no promotion actually occurred

Price
(no promotion)

Price
(with a
promotion)

$25,000

$23,000

High Demand Low Demand

$ ???
"Average
treatment effect
on the treated"

EXAMPLE: WHAT IS THE EFFECT OF A $2000 PROMOTION?
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Not accounting for this could lead us to overestimate the 
rate of pass through

EXAMPLE: WHAT IS THE EFFECT OF A $2000 PROMOTION?

Price
(no promotion)

Price
(with a
promotion)

$25,000

$23,000

High Demand Low Demand

$24,000

$24,000

$1000

$1000
Effect of demand

Effect of $2000
promotion

– $2000 promotion led to $1000 price decrease --> pass-though rate is 50%
– Comparison of promotion and no-promotion prices suggests 100%



We use regression a regression discontinuity approach

- Goal is to estimate effect of binary treatment x on outcome y

- y1i = outcome under treatment (xi = 1)
y0i = outcome without treatment (xi = 0)

- yi = ai + b xi

ai = y0i and b = y1i - y0i

- Suppose xi = f(zi) where z is observable and f(z) = E[xi | zi = z] = E[xi = 1 | zi = z] is 
discontinuous at z0

- If E[ai | zi = z]  is continuous in z at z0 then b is non-parametrically identified 

- b = limz->z0+ E[yi | zi = z] - limz->z0- E[yi | zi = z]

- In our case, y1i is price under promotion, y0i is price without promotion, and z is 
when customer arrives to buy a car

REGRESSION DISCONTINUITY
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We use regression discontinuity as our second approach 

APPROACH 2: REGRESSION DISCONTINUITY

0 500 1000 0

June 15
$500

Cust. Cash

July 20
Boosted to 

$1000

Aug 10
Promotion

ends

• Underlying demand should change little within two weeks

Econometrically

– Use sample consisting of one week immediately preceding and one week
immediately following change in promotion 

Promotion
Starts

Price

Time

Observed data

Trend effect

Actual
promotion effect

Estimated
pre vs.
post
difference

Window

Estimated
pre vs.
post
difference

Estimated pre vs.
post difference

Actual
promotion effect

Actual
promotion effect



- Guiding principles

- Charts and figures

- Tables

- Methodology

- Equations and models

- Delivery

OUTLINE



Presenting a theoretical or empirical model is also telling a 
story

- Display the fewest equations necessary to tell the story

• Don’t put up math just to show you can do it

- Talk through the pieces of the equations to give the intuition

- Consider using a running example, 2-by-2 version, numerical illustration, 
two-period case, etc. to convey the main ideas

PRESENTING MODELS



- Guiding principles

- Charts and figures

- Tables

- Methodology

- Equations and models

- Delivery

OUTLINE



In delivering the presentation, you want to be relaxed and 
loose, not stilted and stiff

- Have the first several slides especially well-rehearsed and force yourself to 
make eye contact from the first sentence on

• Don’t start talking until you are making eye contact with the audience

- Use a “clicker” so you are not tethered to the podium

- Never use a laser pointer to point to anything you can reach with your 
finger

- NEVER present sitting down

- Keep making eye contact

- Use vocal dynamics (pauses, slowing down, signposts, volume changes) to 
accentuate your message

IMPLEMENTABLE TIPS FOR MAKING DELIVERY RELAXED



It matters how you present

- “Every talk is a job talk”: Every talk you give, people are updating their 
beliefs about you and your work

- Most of the audience is not going to read the paper, and they will not be 
excited about a paper that they didn’t understand or wasn’t made 
interesting to them

- Presentation skills cannot convince people that a bad paper is a good paper

- But how you present can influence on the margin how people think about 
both you and your work

CONCLUSIONS


