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Figure 3.5
Average outcomes under heterogeneous impacts

Ideally, we would like to use a method that allows marginal effects to vary across different
values of the intervention, as it is not guaranteed that the intervention always has the same
impact. For instance, we want to allow for the possibility that increasing a discount from
4% to 5%may have a different impact on sales than increasing it from 14% to 15%, as there
is no reason to believe that a 1% increase has the same effect across all discount margins.
Figure 3.5 illustrates a scenariowhere the impact of the intervention varies across different

levels of the intervention, meaning that the impact is hetergeneous (rather than homo-
geneous). The y-axis shows the outcome, which is sales per customer, while the x-axis
represents the intervention, namely the discount measured in percentage points. The dots in
the graph represent the sales and discounts of specific customers. The solid line shows the
association between average sales per customer and the discount level—that is, the average
outcome across different values of the intervention. We observe that among customers with
relatively small discounts (e.g., 4%), an increase in the discount has a noticeable effect in
terms of extra sales created, as the solid line is clearly upward sloping for low values of the
intervention. However, for comparatively high values of the discount (e.g., 14%), increas-
ing the discount has a relatively small effect, as the solid line demonstrating the association
between sales and discounts is rather flat for such values of the intervention.
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