
A Appendix - Not intended for publication

A.1 Phase 1 Recruitment Email:
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A.2 Phase 1 Survey:

If no, the next screen shows

If yes, the next screen shows

2



3



4



†The screen above represents the WTP setting. Half of the subjects received this wording while the other half were asked

"How much money would you need to be given to stop using Facebook for a week?", which reflects the WTA setting.

For the case where the counter offer is less than the valuation:
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A.3 News Quiz
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A.4 Survey Questionnaire
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A.5 Additional Results

Figure A.5.1: Facebook Negative Emotions
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(a) Envy/Jealousy
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(b) Misery

0
10

20
30

40
50

60
Pe

rc
en

t

1 2 3 4 5 6
1 (Never) to 6 (All the time)

(c) Lonely
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(d) Annoyed
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Figure A.5.2: Change in Reported Depression and Change in the Value of Facebook between
Phase 2 survey and Phase 3 survey
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Table A.5.1: Descriptive Statistics by Survey Phases

Ineligible Eligible P-value Eligible (Show) Eligible (No-Show) P-value

Value of Facebook 85.35 27.11 0.000 28.97 26.33 0.025
(119.88) (12.72) (12.98) (12.55)

Offer 15.04 10.16 0.000 16.90 14.26 0.000
(5.19) (4.46) (5.14) (5.01)

Woman 0.60 0.59 0.720 0.65 0.57 0.089
(0.49) (0.49) (0.48) (0.50)

Age 20.77 20.55 0.009 20.59 20.53 0.693
(1.65) (1.68) (1.99) (1.53)

Income ($) 67,204 71,761 0.109 69,509 72,286 0.512
(55,192) (68,778) (63,207) (71,032)

N 1,207 562 167 395

This table presents the means for eligible and ineligible participants from the Phase 1 survey and for the eligible participants that showed
up to complete the Phase 2 survey and those that were eligible but did not show up for phase 2. The p-values represents the difference of
means for each group. Standard deviations are in parentheses.

Table A.5.2: Facebook Restriction - Balance of Cov-
ariates

Treatment Control P-value

Value of Facebook 28.42 29.43 0.618
(11.27) (14.33)

Woman 0.57 0.711 0.060
(0.50) (0.46)

Age 20.69 20.51 0.569
(2.41) (1.56)

Income($) 67,900 75,986 0.482
(55,988) (68,904)

N 77 90

The first two columns present the means of different observables charac-
teristics for the Facebook restriction treatment group and the no restriction
control group. Columns 3 presents the p-values of the difference of means
between these groups. Standard deviations are in parentheses.
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Table A.5.3: Phase 2 Survey - Summary Statistics

Mean Median Std. Dev.

Daily Time Reading or Watching News (1-5)1 2.15 2 1.19

Frequency of Use (1-7)2

Cable TV 1.93 1 1.49
Paper News 1.31 1 0.67
Radio 2.46 2 1.66
Online News 4.55 5 1.73
Social Media 5.60 6 1.56
News Feed 4.14 4 1.99

Political Nature of Preferred News (1-5)3 2.81 3 0.97

Daily Social Media Usage (hours)4

Facebook 1.87 1 2.21
Instagram 1.28 1 1.60
Twitter 0.86 0 2.06
Tumblr 0.35 0 1.57
Snapchat 1.95 1 3.02
Vimeo 0.03 0 0.16
YouTube 1.85 1 2.65

Social Media Friends and Followers (number)5

Facebook 640.99 538 442.04
Instagram 452.36 350 511.77
Tumblr 87.32 0 571.74
Twitter 182.12 0 333.80

Subjective Well-Being (0-10)6

Satisfied with life 7.15 8 1.92
Things in life are worthwhile 7.37 8 1.88
How happy are you 7.17 8 2.12
How often do you worry 6.79 7 2.33
How often do you feel depressed 3.40 3 2.63

Notes: 1Responses to the question “How much time did you spend reading or watching the news per day last week?”
Response options: 1) Less than 15 min, 2) More than 15 minutes but less than 30 minutes, 3) More than 30 minutes
but less than 1 hour, 4) More than 1 hour but less than 2 hours, and 5) More than 2 hours. N=167 obs. 2Responses to
the question “Please indicate how frequently you used the following types of news media last week.” Scale was from 1 to
7 where 1 indicates “Not at all” and 7 indicates “All of the time.” N=167 obs. 3List top news outlets/sources from the
previous week. We categorized each 1st choice as either being 1) Left, 2) Left-Center, 3) Center, 4) Right-Center, or
5) Right based on www.allsides.com. N=57 obs. 4Time spent each say on various social media platforms. 5How many
friends and followers on various social media platforms. 6Subjective well-being questions, with 0 indicating “never and”
10 “very/always.”
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Table A.5.4: Correlations between the Value of Facebook and User’s Characteristics

Value of Facebook High Time High Engage Depressed High Negative High Friends in High Friends in
Facebook other Social Media

Value of Facebook 1.00

High Time 0.23*** 1.00

High Engage 0.20** 0.32*** 1.00

Depressed -0.11 0.23*** 0.05 1.00

High Negative -0.06 0.17** 0.09 0.32*** 1.00

High Friends on Facebook 0.06 0.10 0.21*** -0.02 0.01 1.00

High Friends on other Social Media 0.17** 0.18** 0.38*** -0.10 0.01 0.42*** 1.00

* p < 0.1 ** p < 0.05 *** p < 0.01

This table presents the Pearson correlation coefficients between the stated value of Facebook and characteristics of its users based on Phase 2 survey responses. High Time refers
to individuals who on average use Facebook for more than one hour per day; High Engage refers to individuals who post pictures and comments on Facebook at least once or twice
per month; Depressed refers to individuals who reported feeling depressed above the reported median value; High Negative refers to individuals who are above the median of the
factor index that combines measures of feeling envy, misery, lonely and annoyed while on Facebook; High Friends in Facebook refers to individuals who have more than 564 friends in
Facebook (median number of friends); and High Friends in other Social Media refers to individuals who have more than 529 friends in Facebook (median number of friends in other
social media).

Table A.5.5: Distribution Shift Tests

Equality FSD C-T SSD C-T FSD T-C SSD T-C

Facebook Use 0.00*** 0.00*** 0.00*** 0.93 1.00

News Media Index -Traditional Media 0.41 0.22 0.10* 0.60 0.57
News Media Index -Social Media 0.00*** 0.00*** 0.00*** 0.94 1.00
News Consumption Index 0.07* 0.04** 0.00*** 0.95 0.75
Probability Right Answer - Mainstream News 0.37 0.77 0.80 0.18 0.23
Probability Wrong Answer - Mainstream News 0.61 0.70 0.55 0.33 0.34
Probability Not Sure Answer - Mainstream News 0.55 0.29 0.21 0.58 0.51
Probability Right Answer - Skewed News 0.01*** 0.01*** 0.01*** 0.54 0.99
Probability Wrong Answer - Skewed News 0.46 0.50 0.75 0.23 0.23
Probability Not Sure Answer - Skewed News 0.37 0.51 0.81 0.19 0.19

Overall Satisfaction 0.25 0.11 0.20 0.58 0.76
Life is Worthwhile 0.28 0.14 0.09* 0.62 0.79
Feel Happy 0.17 0.09* 0.11 0.93 0.82
Worry 0.21 0.90 0.79 0.10* 0.11
Feel Depressed 0.32 0.16 0.22 0.91 0.98

Consumption Index 0.03** 0.97 0.89 0.01** 0.00***
Productive Time Index 0.10 0.97 0.90 0.05* 0.02**
Efficient Time Index 0.10* 0.98 0.90 0.05* 0.01***
Expected Consumption Index 0.07* 0.79 0.63 0.03** 0.01***

Value of Facebook 0.47 0.70 0.99 0.25 0.14

* p < 0.1 ** p < 0.05 *** p < 0.01

This table presents the bootstrap p-values of Kolmogorov-Smirnov statistics that test for equality of distributions,
first order stochastic dominance and second order stochastic dominance between treatment and control after a one
week Facebook restriction. In column 1 the null hypothesis is that the distributions are the same, in column 2 the
null hypothesis is that the treatment group first order stochastic dominates the control group, in column 3 the null
hypothesis is that the treatment group second order stochastic dominates the control group, in column 4 the null
hypothesis is that the control group first order stochastic dominates the treatment group, and in column 5 the null
hypothesis is that the control group first order stochastic dominates the treatment group. First order stochastic
dominance and second order stochastic dominance are defined as in Abadie (2002).
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Table A.5.6: Adjustments for Multiple Comparisons

Unadjusted P-value FDR Adjusted P-value

Facebook Use 0.000*** 0.000***

News Media Index - Traditional Media 0.785 1.000
News Media Index - Social Media 0.000*** 0.000***
News Consumption Index 0.004*** 0.027**
Probability Right Answer - Mainstream News 0.826 1.000
Probability Wrong Answer - Mainstream News 0.926 1.000
Probability Not Sure Answer - Mainstream News 0.885 1.000
Probability Right Answer - Skewed News 0.006*** 0.030**
Probability Wrong Answer - Skewed News 0.458 0.723
Probability Not Sure Answer - Skewed News 0.022** 0.052*

Overall Satisfaction 0.993 1.000
Life is Worthwhile 0.845 1.000
Feel Happy 0.893 1.000
Worry 0.139 0.228
Depressed 0.014** 0.048**

Consumption Index 0.020** 0.057*
Productive Time Index 0.302 0.499
Efficient Time Index 0.346 0.530
Expected Consumption Index 0.504 0.743

Value of Facebook 0.068* 0.125

* p < 0.1 ** p < 0.05 *** p < 0.01

This table shows how the significance of the main results changes when we control for multiple comparisons.
The table present the unadjusted p-values of our main estimates (Column 1) and their corresponding values
adjusted for multiple comparisons (Column 2). We apply a false discovery rate control as described in
Anderson (2008).
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