
Abstract 

Choices are frequently made from lists where there is by necessity some ordering of options. In 
such situations individuals can exhibit both primacy bias towards the first option and recency bias 
towards the last option. We examine this phenomenon in a particularly interesting context: 
consumer response to the ordering of economics papers in an email announcement issued by the 
National Bureau of Economic Research (NBER). Each Monday morning Eastern Standard Time 
(EST) the NBER issues a “New This Week” (NTW) email that lists all of the working papers that 
have been issued in the past week. This email goes to more than 23,000 subscribers, both inside 
and outside academia, and the placement order is based on random factors. We show that despite 
the randomized list placement, papers that are listed first each week are about 30% more likely to 
be viewed, downloaded, and cited over the next two years. Lower ranking on the list leads to 
fewer views and downloads, but not cites; however, there is also some recency bias, with the last 
paper listed receiving more views, downloads and cites. The results are robust to a wide variety 
of specification checks and are present for both all viewers/downloaders, and for academic 
institutions in particular. These results suggest that even among expert searchers, list-based 
searches can be manipulated by list placement. 
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