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Abstract

Never before has the interest for charity  been greater. At this writing, U.S. charities have collected 

nearly one billion U.S. dollars (!) only in the aid for the disaster victims in Haiti. 

But can you get people to give even more? Are there yet unexplored market in which charitable 

organizations still have growth potential? Traditional economic theory which is based in 

individuals' rational behavior and self-utility  maximization has a hard time to explain the 

phenomenon of charitable donations. But relatively  new research can possibly connect  the theory 

and the phenomenon through the theorem of warm-glow in why  people actually  donate money 

anonymously  and indirectly  to people they  never met or will ever know who made the donation. 

This thesis will examine whether or not  a small change in the environment could influence 

individuals to donate more money and / or more frequently. The study was conducted as a field 

experiment at an ICA store deposit station where people are faced with the choice to donate their 

deposit to the Swedish Red Cross instead of getting a voucher for themselves. The obtained results 

shows a statistically significant difference between the donation of the pledge of over 13 percentage 

more in the presence of a visual stimulus, more specifically a picture of a poor boy drinking clean 

water from a tap. That results in a doubling in nominal amounts of donations for the charity. 

Moreover, I find that people who already before the experiment are sympathetic to donating the 

pledge do so to a greater extent  than people who were not. Neither sex nor age seemed to affect the 

results in any way. 
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1. Introduction

Since the mid 1980s, the economic interest for charity and the financial mechanisms behind it has 

grown in extent. In the USA alone there were over 1.2 million registered private foundations and 

organizations dedicated to charitable endeavors at the end of 2009.1 Despite the fact  that donations 

to charity are not deductible in Sweden, as it is in almost all other western states, the field is 

growing even here. Through the last  15 years, the number of charitable organizations in Sweden 

have more than tripled while a number of international organizations such as Plan and ActionAid at 

the same time are trying to establish themselves within the country. Much of what  has previously 

been under governmental control is now increasingly being privatized, including but not limited to 

the care for elderly, substance abusers and support to homeless people. This new competition is 

bringing with it  a necessity  for a renewed way of operating for the existing charitable organizations. 

It is relatively sparse with studies on how organizations can modify their work to reach a higher 

level of efficiency and thus a greater turnover. Globalization and the media's growing influence 

leads to that the proximity to a disaster situation never seemed more tangible. In the last decade the 

world has suffered several disruptive disasters ranging from natural, such as the Southeast Asia 

tsunami in 2003, Hurricane Katrina in 2008, earthquakes in Haiti in 2010 to human caused 

September 11th 2001 in New York City. Progress in the information technology  arena has led to that 

its never been easier to actively help  the victims of different disasters or catastrophes. The disaster 

in Haiti was the case where money was received the fastest and this is largely due to the extensive 

number of SMS donors and internet provided even more opportunities for charitable collections. In 

May 2010, U.S. charities alone have collected nearly one billion U.S. dollars for the earthquake 

victims in Haiti.2

The traditional economic approach assumes that people act in their own self interest and through 

this is trying to predict and affect the behavior. The intersection between the well-established 

economic view and psychology thats been studied to the largest extent is the question about peoples 

rationality. This area has been well noticed by the international economic community  with the nobel 

prize awarded to Daniel Kahneman (2002) and his research about rational decisions were outcomes 

are unsure.

1 http://philanthropy.com/blogPost/Number-of-Charities-and/21832/ (2010-06-05)

2 http://philanthropy.com/article/American-Charities-Raise-Close/64684/ (2010-06-05)

http://philanthropy.com/blogPost/Number-of-Charities-and/21832/
http://philanthropy.com/blogPost/Number-of-Charities-and/21832/
http://philanthropy.com/article/American-Charities-Raise-Close/64684/
http://philanthropy.com/article/American-Charities-Raise-Close/64684/


Previous research shows that  people who donate part of their income to charity  on average are 

happier than people who spend it on themselves. Macroeconomic theory  is traditionally based in 

rational, utility-maximizing individuals driven by personal profit. It has therefore been difficult to 

explain a behavior with anonymously donating money  to charity. Here it becomes important to 

distinguish between imperfect altruism and pure altruism, where the first can be explained by some 

kind of self-interest in the underlying reasons for donating money  and the latter as completely 

selfless giving. Andreoni (1989, 1990) named this phenomenon warm-glow giving. To find support 

for this theory economists are exploring neuroeconomics, in which the brain is studied in 

individuals exposed to economic decisions. So far the results seem promising as for Andreonis 

theory. Studies has also been made in how the underlying mechanisms are functioning in what it is 

thats affecting people's decisions, for example, to be generous to charities. This research is 

progressing closer towards psychology than other economic areas and may, among other things, 

give us some idea on how to get people to subconsciously face a more regulated decision for 

example through the presence of a visual stimuli when a decision is made about charity. 

The first recycling system in Sweden was introduced in 1884 and was made to recycle glass bottles. 

The entrance of aluminum cans into the Swedish market led the government to 1982 introduce a 

similar system for that kind of container. Today, Sweden is world leading with more than 85% of all 

cans and bottles processed for recycling. In the late 1990s the option to directly donate the recycling 

pledge to charity  was introduced by ICA stores in cooperation with the Swedish Red Cross. 

Approximately  ten years later, around 3.8 million Swedish kronor a year is donated to the Red 

Cross only from ICA's own recycling machines.3 But can you get people to donate even more? 

In this study, I examine whether individuals' willingness to donate money is affected by a small 

change in the environment at the time of that donation. The study is conducted by a field 

experiment where I test if the propensity  to donate money differs from a randomly selected 

treatment group exposed to a picture of a needy child, and a control group  not exposed to the image. 

The result  shows that people have a higher propensity  to donate their deposit when an image is 

present. The results also showed that individuals who were already before the experiment 

sympathetic to donating the pledge to a greater extent were influence by the image than those who 

had a neutral or negative attitude to a donating the pledge. This result can be of particular use for  

policy decisions taken by various charitable organizations in collection strategies or other kind of 

campaign work.

3 Statistics from Tomra Systems AB, with permission from The Swedish Red Cross



2. Background

In this section, a background of charitable giving in Sweden as well as a number of previous studies 

and research will be presented based in psychology as well as economics that are of relevance to 

this thesis. Some background and facts about recycling through deposit accession will also be 

presented. The section ends with a clear problem as well as potential outcomes.

2.1. About charitable giving

The amounts donated by the public in Sweden has risen steadily over the last decade and through 

the last 15 years the number of charitable organizations have more than tripled to reach 364 in 

2010.4 

Table 2.1. This table 

presents a relatively 
clear trend in that 
people collectively 
gives more over time.

The peak in 2005 could be explained by the aftermath of the south-east asian tsunami. In Sweden 

alone the turnover from the nonprofit sector was calculated to nearly  140 billion SEK. (Wijkström 

& Einarsson 2006). In a comparison between 17 different states concerning the size of revenue in 

the nonprofit sector Sweden doesn't  reach higher than somewhere in the middle with roughly  9 

percent of the revenue in the nonprofit sector originating from philanthropy. It is not only the total 

amount of charitable donations that  has been growing steadily  each year, but organizations are also 

more efficient with a decreasing collection- / management cost as a percentage of total revenues has 

gone from 13.9% in 2000 to 10.1% in 2008.
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Ta b l e 2 . 2 .5  A 

relatively steady trend 
of diminishing costs 
can be seen in this 
table.

2.2. Previous research 

In a study by Breman (2006) different motifs are tested which could be part of the basis for 

charitable giving. The traditional macroeconomic theory is based almost exclusively on the rational, 

utility-maximizing individuals who are driven by personal profit. Therefore, it seems at first sight 

very strange that charity really is such a large market as it actually is. Here it becomes important to 

distinguish between pure altruism and imperfect altruism. The pure altruism could best be described 

as completely selfless giving without any ulterior motives or monetary or other self gain. The 

imperfect altruism involves some form of self-interest for the productive individual. Various reasons 

could be the cause including some form of self-gain from the organization receiving the donation 

like part of a hospital or a school being named after the donor. A second possibility may be that the 

person donates money to an organization that gives something back either to a school where  the 

donors children are studying, or even the religious congregation he / she belongs to. A final 

alternative is that the giving is based in a desire for higher status within the society or in the reverse 

order of not to seem ungenerous. 

However, there are still charitable actions that couldn't be explained by these theories. When a 

donation is given anonymously to a purpose not directly or indirectly affecting the donor or  if its 

bequeathed away, it can not be explained by its own benefit. Is there anything that gives an 

individual a direct benefit in the form of a good conscience or a sense of well being? Andreoni 

(1989, 1990) call this phenomenon warm-glow giving (imperfect altruism) and shows that it can 

motivate people to give to charity. Through this a kind of individual self-interest is found in 
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donating to charity. The results from his research shows that when individuals make donations to 

privately provided public goods, they may not only benefit by the overall increase in supply, but 

also by the act of giving itself. Here it is argued that donors are motivated both by pure altruism and 

the fact that he / she thrives on giving and also the final increase in benefits. 

Imperfect altruism is an area that contributes to lead economics towards a more biological approach 

in the form of neuro economics. This could be explained by the studying of brain activity when 

people are exposed to various financial decisions. This is a step further away from behavioral 

economics in which economics is supplemented with psychology. Andreonis theory gains, amongst 

others, support from Harbaugh et al (2007) were the relationship between pure altruism and feelings 

of well-being through charity is studied. Using magnetic resonance imaging and a simplified 

version of the dictator game the way in how people gives to people they know and how people 

gives to strangers is examined. This study also takes into account how the donations differs between 

giving voluntarily and being forced to give, through taxes etc. The study was motivated by the 

researchers who wanted to investigate if its more effective for the society if the state through taxes 

forced contributions to charity or whether it is better to let people give voluntarily. The conclusions 

Harbaugh and others came to, shows that even though money mandatory was given to charity, such 

as through a tax, this leads to an increased activity in parts of the brain linked to reward processes. 

In addition, the study also showed that the activity reaches even higher levels when the gift is given 

voluntarily. This research therefore provides support for Andreonis theory that a mixture of pure 

and imperfect altruism lies behind the phenomenon of charity. 

One statement that has intrigued people since the invention of monetary assets is that you can buy 

happiness. Easterlin (1995) concludes that even though real income has risen sharply, the general  

level of happiness hasn't. One possible explanation for this has been, inter alia that the increased 

purchasing power has been spent on selfish purposes that do not increase long term happiness, such 

as expensive consumer goods. However, this result does not answer the question, only that money 

spent on egoistic ends doesn't lead to greater long term happiness. What happens to the level of 

happiness if you give your money away instead? Research has shown that individuals who give to 

charity are happier than those who do not. The causality of this result however isn't proven, are 

giving people more happy or do happy people give more? 

Dunn (2008) made an attempt to untangle this. The hypothesis she had assumed that people who 

spend money on others are happier than people who spend it on themselves. She sent out survey 

questions in which people stated their income, their general level of happiness and if they give to 



charity. As before, there was a connection between giving and happiness. The second step in the 

study was to follow up on individuals who received a bonus at work. The researchers found that 

people who have given away part or all of their bonus was happier than those who spent it on 

themselves. The conclusions of the study was that the greater portion of the income which was 

spent on others the happier the person became. According to Camerers (2003) results it makes no 

significant difference whether you give to people you know or if the gift is completely anonymous. 

The same applies to the size of the amount. 

According to Ekehammar (2007) the attitude, with prejudice and group behavior rather determinant 

in how a person reacts in a given decision situation, such as whether the person shall keep or donate 

the sum of the recycle deposit. Group behavior is a variable that is not directly relevant for this 

study because each person making the deposit are relatively shielded so that no one else sees the 

choice made. What may influence this attitude is among other things described as the exposure 

effect (you feel better about things you recognize), classical conditioning (pairing a device with a 

positive stimulus), instrumental conditioning (punishment for certain ideas and reward for others), 

and model learning (observation of the behavior of others and comply with this). There are also 

both controlled and automatic processes in relation to attitudes. This study is aimed to investigate 

the automatic processes in classical conditioning and possibly also instrumental conditioning. 

Humans have a tendency to avoid being cognitively inconsistent which can lead to individuals  who 

already before the experiment was sympathetic to donating the pledge will be more affected than 

others who are neutral or even negative towards donating the pledge. The people who are observed 

will be faced with a picture of a disaster victim from Haiti and thus will feel a certain anxiety about 

this. It is very important that the created anxiety is kept at a relatively comfortable level and that the 

message is credible. The choice to use a visual stimuli, an image, is based in that its the most 

effective channel for the type of message to be conveyed in a situation in the recycling department. 

Another theory is the cognitive dissonance theory, developed by Festinger (1957) on when attitude 

and behavior doesn't comply people feel uncomfortable and they try to reduce this by either 

changing the behavior or the attitude. Changing attitudes is known as forced consent. This theory 

could explain a result that shows that individuals who say they are sympathetic to charities and / or 

donating the pledge are affected to a greater extent when an image is displayed. The image allows 

the individual to become more aware of the possibility of donating their money and cause a certain 

level of anxiety, which leads to his / her donation of the pledge. 

The results of this study can either provide evidence that an image affects people in a way that they 

donate more which can be explained by a sense of increased anxiety when confronted with an 



image that they want to reduce and trying to do so through donating their pledges. The alternative is 

that it makes no difference in deposit behavior, which in this case contradicts the hypothesis that the 

picture actually makes a difference.

2.3. Recycling through deposit accession 

Returpack AB was founded in 1984. But the first deposit system in Sweden, then only  for glass 

bottles started 100 years earlier, in 1884. When the aluminum bottle was introduced on the Swedish 

market in 1955 it  slowly gain ground and in 1982 the government decided to introduce a system for 

this new kind of container. Two years later, Returpack AB started. Sweden is now the world leader 

in societal recycling with over 85% of all bottles and cans recycled compared to the global level of 

almost 60%.6 In March 2009, during the 25 years Returpack´s been operating more than 18 billion 

cans been recycled and that can be translated in a 95% energy  saving compared to 

remanufacturing.7 

Usually these deposit machines are located in and near supermarkets. In 1999, ICA introduced a 

system where the customer was faced with the choice to either donate the pledge to charity or to 

redeem it for goods or cash in the store. This choice was made through pressing various buttons on 

the machine and ICA's partner and beneficiary of the charity  is the Swedish Red Cross. A number of 

years later, COOP introduced a similar system but with the Kooperation utan gränser and Vi-skogen 

as the receivers. ICA has installed this charitable choice in over 350 of their approximately 1400 

domestic existing stores. In 2009, almost 3.8 million was donated to charity only from ICA's 

deposit machinery of almost one million recycling customers. 

6 Returpack´s website http://www.returpack.se (2010-06-04)

7 Returpack´s website http://www.returpack.se (2010-06-04) Archive pressrelease 2009-02-26

http:www.returpack.se
http:www.returpack.se
http://www.returpack.se
http://www.returpack.se


Table 2.3.8  People 

t e n d t o b e m o r e 
charitable and/or more 
active in the recycling 
process during the 
summer and winter 
months.

Table 2.4.9 A higher 

level of donations in 
the spring and around 
the christmas holiday.

As can be seen in the tables the aggregated monthly sum of donations varies quite a lot from month 

to month and because the lack of information about the total pledged sum every month no specific 

pattern can be derived. Since there is only statistics from 2009 no timely trend could be seen either. 

The peak in may  that is absent in the national statistics could be explained by the celebration of 

Valborg in Uppsala. The Supermarket is located in the vicinity  of several student housing areas and 

the general drinking level goes way up during this festivity and thus also the number of cans and 

bottles that could be recycled. The latter peak in December could be due to the more charitable 

holiday spirits the time before and after christmas. Finally the difference in the level of donations 
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during the summer is possibly explained by a large part of the inhabitants in Uppsala are students 

and they are leaving for summer break and going back to their respective home towns.

These machines are delivered and managed by Tomra Systems AB and all the information and 

statistics from the deposits and donations are handled by the same company. According to statistics 

from Tomra Systems AB for the observed supermarket in Uppsala, 70 779 people have deposited 

cans and bottles in 2009 and of these, 9 088 donated the pledge to charity, this results in 12.8% of 

all depositing costumers chose to give the sum to charity. The total sum of the deposits in 2009 

amounted to SEK 884 528.20 and the donation percentage of 6.15. Consequently, similar 

percentages are expected in the control group in this study.10

2.4. Specific research problem

There are several theories about  why people choose to donate to a charity and a lot of interest  from 

the organizations working in this field to understand the mechanisms behind it. The results of such 

research can be applied in particular policy decisions for such organizations as the Red Cross or 

Amnesty when designing campaigns and collection strategies. The hypothesis being examined in 

this thesis aims to find out if you can influence people to donate more and / or more often simply  by 

a visual stimuli of the recipient is present. Hypothesis:

The presence of an image affects people to give more / more often to charity.

In other words, the hypothesis is formulated as the test group have a greater propensity to donate to 

charity than the control group. The formulated hypothesis means that the experiment could lead to 

three different conclusions:

I. The presence of the image results in peoples propensity to donate their pledges are unchanged.

II. The presence of the image results in peoples propensity to donate their pledges decreases.

III. The presence of the image results in peoples propensity to donate their pledges increases.

10 Statistics from Tomra Systems AB, with permission from The Swedish Red Cross



3. The experiment

This section will first describe the hypothesis followed by a review of the background to the method 

and finally a detailed description the experiment.

3.1. Behavioral hypothesis

The hypothesis is that a change will occur in the donation behavior when an image is present. This 

image will create a higher level of anxiety for the customer who in turn will try  to dampen the 

conscious feeling. If the price of giving away their pledge is lower than the equivalent of the 

emotional anguish, the person will choose to push the button for donating to charity. 

Here is a description of the problem from a potential outcomes framework (see Angrist & Pischke, 

2009). The presence of a picture or not is described by a binary  random variable in the form of Ti = 

{0,1}. 

The outcome we are interested in, if people are influenced by  the image by giving more or not is 

noted by Yi. The question here becomes whether Yi will be influenced by the image Ti or not. To 

find an answer to this you want to control for the result from how would Yi look if Ti never 

occurred. This is to test for any other explanation for change in Yi that could be due to underlying or 

intermediary variables. 

                         Y1i  if  Ti = 1
                  Potential outcome =
                  Y0i  if Ti = 0

Y0i is an individual donation without the presence of an image. Y1i is an individual's donation when 

the image is displayed. The interesting thing here is the difference between these two variables, 

which can be cited as the causal effect of the image on the individual i. The observed outcome, Yi is 

rewritten in terms of potential outcome as;

                                    Y1i  if  Ti = 1
          Yi  =      
                        Y0i  if  Ti = 0     

                               =  Y0i + (Y1i −Y0i )Ti



Y1i - Y0i is the direct causal effect of the image on an individuals donation. Generally, there will be 

a distribution of both Y1i and Y0i in the population so the effect may  be different for different 

individuals, but because both outcomes never occur simultaneously for the same individual, we can 

see the effect  of the image by  comparing the average donation amongst those who were exposed to 

the image and those who were not. 

In an ideal experimental situation, the researcher has access to any  information when an individual 

faces the choice of whether to donate a sum of money to charity or not. It  would not be enough with 

information about the population quantity  and the total amounts given each year, that is easily 

accessible. What this paper intends to study is first whether or not one can affect the number of 

individuals who donate their money and also if the average amount varies by adding an image of 

the receiver when the decision to donate money or not is made. The variables that should be tested 

for randomization could possibly be exact age, residence, work status, family  status, gender, income 

and employment status. The optimal situation would also provide an absolutely perfect 

randomization of test and control group. The observed would be completely  shielded from the rest 

of the world and not know that they  are participating in the experiment when making their choices. 

The gathering would take place for two years and across days to see if there is any change in 

behavior over time as time of day, day of week or season. 

This workload would never be able to fit  within a master thesis so in order to simplify the labor, 

some pieces of the data retrieval will be simplified. In order to generalize the results to the greatest 

extent possible, the observed groups are chosen completely at random, this will be done via a coin 

toss for both the times of the observations and whether of not the visual stimuli will present. Below 

is a comparison of the different variables in the control and treatment groups.

3.2. The implementation of the experiment

This section describes how the study is divided into separate parts that forms the basis for the 

experiment. The questions subordinated to the customers using the deposit machines are 

constructed so that as much information as possible can be extracted by as few questions as 

possible. In the developed questionnaire, the sex and estimated age is first recorded within a 

predetermined range.11 The following questions that individuals respond to contain variables such 

11 See appendix Questionaire 



as previous attitude towards charity and recycling depositions and whether they donated or 

collected the achieved sum. The questions on the form are as follows: 

1. Do you regularly donate money to charity? 

2. Do you regularly donate your pledge?

3. Have you donated the pledge to charity at this occasion? 

4. How much was the pledge?

The observed responses are recorded binary with 0 for no and 1 for yes, except the last question 

which is written down in nominal terms. Sex is also noted with 0 to 1, with 0 for male and 1 for 

female. Finally the range in age is according to: <30 = 1, 31-50 = 2 and > 51 = 3. Other important 

variables in this study include the individual's general attitude towards charity. This is taken into 

consideration by question number one and two.

3.2.1. The choice set

The choice individuals are faced with and is to be studied is first divided into an deposition phase  

where people return their cans and bottles afterward they receive a receipt for the recycling. This is 

followed by  the press of a button that provides a voucher for use in the shop or entitlement to the 

sum in cash. This button has been supplemented by another directly below the first one which 

automatically donates the sum to, in the ICA case the Swedish Red Cross.

Image 3.1. Here the choice set is 

presented to the individuals placed before 
the decision of donating to charity or not. 
The green one indicates the regular pledge 
were the sum is given to the individual 
and the yellow one represents the 
charitable donation.



3.2.2. The visual stimuli

When selecting the channel to communicate a message, it  is important to choose it in the form that 

gives the strongest performance for the given purpose. Given the options; text, sound or image, I 

chose a visual presentation of the material because the message is relatively simple. The image that 

will be used is taken from the Swedish Red Cross’ official collection. It depicts a child who's 

drinking clean water from an outdoor tap. This was the image, among the available that closest 

could be linked to the disaster in Haiti, which is one of the current goals for the Swedish Red Cross 

charities. The idea of a connection to the Haiti disaster is also meant to get people to, at  least at an 

subconscious level react stronger with the temporal proximity. The image was carefully chosen in 

view of what that could bring the greatest  results. There must be a picture with anxiety-inducing 

properties, but not so strong that people simply feel uncomfortable by it, a balance must be formed 

according to the theories by Ekehammar (2007). The underlying idea is to make people feel a 

stronger sense of anxiety in order to make them counteract this negative feeling by donating money 

to charity, and the higher level of anxiety the more people should donate, up  to a certain point. If 

this level is reached the result should be the other way around. 

Image 3.2. This is the presented 

visual stimuli depicting a young boy 
drinking clean water from an outdoor 
tap. It  was placed right  next  to the 
recycling machines were it couldn't  be 
over looked by the depos i t ing 
customers.

3.2.3. The sample selection

To study  whether, and if so an image affects the behavior to give money, first and foremost a control 

group in the form of a data set where peoples tendencies to donate money instead of taking it when 

an image is absent is required. This data set (the control group) will be collected by attending and 

observing recycle pledges in a selected ICA supermarket in downtown Uppsala. The individuals 



who completes a recycle pledge will then be asked if they are willing to participate in a study of 

charity. The number of people who said no to the participation will also be recorded.

Each recycling session (approximately one hour sessions observing people at  the recycling 

machines) will be preceded by another toss-up where it is determined whether the image will stay 

up or not. All observations were taken in the same shop and at similar times. Individuals who are 

not exposed to the image is referred to as the control group (T = 0) and individuals exposed to the 

image is called the test group (T = 1).

3.2.4. Thesis framework

This thesis will examine a data set obtained from an ICA store in downtown Uppsala, with a 

separate department for recycling machines. The study  spans a total of 150 observations, 97 of 

which the image is present and 53 after. These have been implemented for about one to two weeks 

each. Unfortunately a random choice of whether the image was up or not is not the case for the first 

50 observations, however the remaining 100 were randomly made. Therefore I will be using the 

correct collected 100 observations for the thesis. In addition to the main statistical test another one 

is made for the total of 150 observations to see if the results would be skewed because of the sample 

selection.12 The time spent in the shop was around one to one and a half hours of observation per 

session and mixed in one earlier (lunch) and one later (evening) sitting chosen randomly (by coin 

flip). These are around lunchtime (11:30 to 14:00) and evening (17:00 to 19:30). This is to not  lose 

valuable data such as that people were more likely to donate their money might be at work during 

lunch time. Collection times are mixed very well with almost as many lunch and evening sessions. 

This will then be supplemented by a similar data set with exactly the same questions with the 

difference that a picture now is displayed at the respective recycling machine, the test group. 

To test the validity of the experiment, that is how it actually is chance that determined whether the 

individual has been in test or control group a two-group proportion test in statistical program 

STATA / IC 10.0 is carried out. This test shows the average values of the variables I want to control 

for within the experiment and how they differ between the control group and test group. Are the 

12 See appendix for a statistical test of only the randomized data samples



different values closely corresponding with each other a conclusion can be drawn that the division 

of the respective groups are randomized. The variables selected are:

Table 4.1. Variable description and the expected effect from the respective variable on If 
the pledge was donated at the time of observation.

Variable Expected 
value

Description

RDC + Do you regularly donate money to charity? Yes.

RDP + Do you regularly donate your pledge? Yes.

DON Dependent Have you donated your pledge at this occasion? Yes

SUM + How much was the pledge? SEK.

TRT + Treatment group

SEX ? Sex Female

AGE + Age <30=1, 31-50=2, >50=3

It is important for the characteristics not to be skewed between the control- and treatment group so 

that the imbalance could be given as an explanation for any differences in behavior between the 

groups. The values for each variable are entered and processed with respect to which group  they 

belong to and are compiled in the following Table. 

Since the variables in the questionnaire, apart from age and the pledged amount are binary (0 or 1) a 

mean value emerges. In the form a no is recorded with a zero and a yes with a one. The table below 

shows the previous settings with a higher mean score for the more people who usually donate 

money  to charity, an earlier positive attitude towards charitable giving. Gender is a binary split 

variable with a one representing women and a zero for the men. Consequently the higher the 

number the more women participated relative to men. The variable age was divided into three 

different intervals of <30 = 1, 2 for 31-50 and > 50 = 3. Since this variable is not binary but ranges 

between 1-3, it isn't testable with a two-group proportion test, instead a two-group mean 

comparison tests is used for both the age variable and the pledged amount. 

To study  the possible causal relationship, a regression analysis is carried out. This will be a plain 

OLS and the tests will be done in the program STATA / IC 10.0 with a bias correction of 1 / (1-h)2, 



which is best suited for adjusting to heteroscedasticity. The test will be one-sided because the object 

of study is the hypothesis that individuals donate more in the presence of an image.

3.2.5. The regression models

The models that will be tested through a regressions analysis will be accordingly:

Model 1:!

The first model tests whether the presence of an image affects the propensity to donate the pledge 

and includes only the dependent variable and the independent variable for the treatment.

(1)   DONi = α + βTRTi + ε

where α is a constant, β is the treatment coefficient and ε is an error term. Through the framework 

used in this thesis the potential outcomes are;

                 1 if individual i donated the pledge
               DONi =

                 0 if individual i kept the pledge

TRTi adopt the value 1 if the individual belongs to the treatment group otherwise 0. The interesting 

element in equation (1) is the β value that tells us if and how the willingness to donate the pledge is 

affected by the visual stimuli. To achieve a higher level of precision in the estimation of β more 

variables can be added into the model thus creating more models. In the regression analysis TRTi 

denotes whether of not the image is currently present for individual i. The farther β is from zero 

greater the effect is variable TRTi on DONi, then the images effect on how individuals donate their 

pledges.

Model 2:!

Here the variable SEX is tested to see if there is a difference in the effect on the propensity to 

donate the pledge dependent on sex, i.e. if men are more or less affected by the visual stimuli than 

women. TRTi is the presence of the image and SEXi is the sex of the individual. 

This second model which is a multivariate regression model includes an interaction term which is 

controlling for if there is a difference in the treatment effect between the sexes. That is if a visual 

stimuli affects men more than women or vice versa.



(2)   DONi = α + βTRTi + β2SEXi + β3(TRTi × SEXi ) + ε

where the different variables are like the model before with α is a constant, β is the treatment 

coefficient, β2and 3 are the coefficients for the control variables and ε is an error term. When SEXi

takes the value 1, individual i is a woman. This means that if the treatment effect is more powerful 

for men than it is for women, β3 takes on a negative value. (TRTi × SEXi ) takes on the value 1 if 

individual i is a woman in the treatment group, otherwise 0. 

Model 3:

In this model the regression tests if those who already  before the experiment were sympathetic to 

charitable donations to a greater extent  are affected by the image than people who do not usually 

donate to charity. The third model takes into account the previous attitude for donating to charity in 

the same way model (2) tests for differences in the treatment effect in sex. 

(3)   DONi = α + βTRTi + β2RDCi + β3(TRTi × RDCi ) + ε

(TRTi × RDCi ) will take on the value 1 if the individual i´s previous attitude towards donating to 

charity is positive, i.e. he said yes to question 1. β3 will therefore be negative if the treatment effect 

is stronger for people who didn't already have an positive attitude towards donating to charity.

Model 4:

In the same way as the two models before model 4 through an interaction term is meant to test 

whether or not  people with an earlier positive attitude towards donating the recycling pledge is 

more affected by the presence of an image. The difference in model 4 from model 3 is that it tests if 

the treatment effect is stronger when people are already positive in giving the recycling pledges in 

contrast to only positive towards charitable giving in general.

(4)   DONi = α + βTRTi + β2RDPi + β3(TRTi × RDPi ) + ε

To interpret the results the most relevant variable to study is β3 that will take on a positive value if 

the individuals who were already positive with donating the recycling pledge are more affected by 

the image.



Model 5:

(5)   DONi = α + βTRTi + β2RDCi + β3RDPi + β4SEXi + β5AGEi + β6SUMi + ε

β in model 5 is like the same in model 1 and β2 through β6 are the coefficients for the various 

control variables. Model 5 is a multivariate regression model though the coefficients can be 

interpreted in the same way as model 1. 

3.3. Experimental success

Table 3.1. As can be 

seen in the table the 
c h a r a c t e r i s t i c s a r e 
relatively close between 
the control- and treatment 
group except for if the 
pledge was donated.

There isn't  a difference between the control- and the treatment group that  exceeds a few percent 

variation except for if the pledge was donated or not (DON) which differs more than 100%. 

Table 3.2. Numeric comparison of treatment and control characteristics in the experiment. 
Number of observations: 100

Variable Control group
(Std. error)

Treatment group
(Std. error) P-value

RDC .1867     
(.0538)

.1976
(.0557) .2998

RDP .1750     
(.0538)

.1698
(.0516) .4832 

SEX .4483
(.0720)

.4528
(.0684) .5221  

AGE 1.8750
(.0766)

1.9057
(.0863) .1232   

SUM 19.2424
(1.1112)

19.1111
(1.5490) .5269

DON .3019
(.0630)

.1425
(.0349) .0011 ***

*= Significant on the 10 % level, **= Significant on the 5 % level, ***= Significant on the 1 % level.
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The results of the test shows very similar values between the control group and the test group and in 

almost every case except in If the pledge was donated at the time of observation DON and possibly 

AGE. All the variables are relatively  far from being statistically  significant different from zero. This 

means that it was a very small difference in the mean of the different variables between the control 

group and the treatment group. Variable DON is in addition to the large difference in mean between 

the groups also statistically significant at the 1% level, even closing in on 0.1%. This is interpreted 

as that the probability of getting this result (with an more than twice the average value post-

treatment) by chance and thus do not show an actual statistical relationship is only 0.11% which is 

well below the statistically significant 1% level. Test and control groups are relatively well balanced 

when you look at the different background characteristics, the experiment is therefore considered to 

be a success. 

4. Results

Before a thorough analysis is carried out one can sense that the results indicate that the hypothesis 

that individuals not only have a higher propensity to donate money i.e. more people donating their 

money to charity, but the sum which is given also seems to be greater. 

When comparing the percentage of how many donated their pledge to charity (based on Tomra's 

statistics) and their donation percentage for 2009 with the gathered data these sets are very similar, 

which should indicate that the data collection for the thesis successfully was acquired. The 

proportion of all who gave their pledge in 2009 amounted to 12.8% and in the field experiment 

gathered dataset landed on 14.25%, a difference of less than 8.9%. The donation percentage on the 

other hand differs considerably more from 6.15% for 2009 to 9,19% in the control group. This is a 

relatively big difference but still not unlikely. When the data is compared with the treatment group 

the differences becomes considerable. The proportion who gave their pledge with the presence of an 

image amounted to 30.19%, i.e. more than twice as many as without an image. In terms of change 

in percentage this donation from 9.19 to 25.29 through the presence of an image is more than a 

doubling. 



Table 4.1. Differences in percent who donated and donation percentage in old statistics, 
the control group and the treatment group.13

Percent of people 
who donated

Donations 
percentage Difference in difference

Tomra statistics 12.80% 6.15% 0.48

Controll group 14.25% 9.19% 0.65

Treatment group 30.19% 25.29% 0.84

The ratio between the percentage of people who donated and the donation percentage is with the 

Tomra statistics 0.48, this means that on average people donated around half the sum that they kept. 

If you study the correlation between the percentage that are donating and the donation percentage in 

the control group at 0.65 which basically  means that the pledged amount, on average, is about a 

third lower than when the money is given than its taken.. Finally  in the treatment group this number, 

0.84 means that the donation amount is around 16 percent less money than the collected. People 

give not only more frequently when an image is displayed but also on average larger sums. In total 

161 people were approached in collecting the dataset and 150 chose to participate which results in a 

statistical loss of (161-150)/161=0.068, 6.8%. This gives a fairly  good response rate of 

150/161=93.2% which means that the lack of responses wouldn't affect the end results in a dramatic 

way. Divided by control- and treatment group the statistical loss for the first was 7/97=7.2% and the 

latter 4/53=7.5% thus the distribution was even through the groups. 

4.1. Difference in control- and treatment group

Table 4.1. This table describes the 

difference in the mean value in the 
proportion who donated their pledge in the 
control- and treatment group.
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13 Dervied from statistics from Tomra systems AB and the collected data set.



What can be seen in this table is a result very close to a doubling in the propensity to donate the 

pledge when an image is present.

4.2. Regression analysis

This section of the thesis will first present a table combining the different models and the results 

from the regression analysis. Second a short statement will be made concerning the most interesting 

results from each model.

Table 4. Linear regression analysis. Standard error in parenthesis. STATA/IC 10.0. 
Number of observations: 100

Variable Model 1 Model 2 Model 3 Model 4 Model 5

Constant .124 ***
(.034)

.113 ***
(.044)

.117 ***
(.037)

.088 ***
(.032)

.233 **
(.127)

TRT .122 **  
(.069)

.094 * 
(.089)

.097 * 
(.075)

.049 *
(.062)

.131 ** 
(.063)

SEX .023
(.069)

.040
(.062)

RDC .033
(.092)

.026
(.086)

RDP .207 *
(.122)

.343 ***
(.106)

AGE -.066
(.043)

SUM -.004 *
(.002)

TRT*SEX .062
(.142)

TRT*RDC .116
(.195)

TRT*RDP .435 **
(.205)

R2 .024 .030 .035 .201 .184

*= Significant on the 10 % level, **= Significant on the 5 % level, ***= Significant on the 1 % level.

The constant in Model 1 is highly significant and the coefficient for the treatment variable is 

significant at the 5% level. The first variable (Constant) shows how large the portion of the 

control group that donated their pledge is and the latter (TRT) defines the additional portion of 

people that donated their pledge after the treatment, i.e. the treatment effect more than doubled the 



donating share, a 98.5% increase. Another interesting variable is the R2 (determination coefficient) 

which assumed a relatively  low value and interprets as the model has a fairly limited explanatory 

degree.

In model 2 the model is designed to find out if there is any differences in the treatment effect 

between the sexes and therefore includes both SEX and TRT*SEX. Here the determination 

coefficient is still at a fairly low level and the TRT coefficient  has lost some of its significance. The 

TRT*SEX variable is far from being statistically  significant but  has a positive value of 0.062 which 

is a relatively low number and is interpreted as the effect from the visual stimuli is affecting women 

in a higher extent than men.

The third model includes the variables RDC and TRT*RDC. This model is interpreted in the same 

way as the second one and shows, although far from statistically significant  that the value of the 

TRT*RDC coefficient is a positive one which means that people who before the experiment had a 

positive attitude towards charitable giving were more affected by the image than people who were 

negative or neutral towards giving to charities. And alike the models before, the determination 

coefficient is still at a rather low level. Although even lower, The TRT still keeps its significance.

In model 4 R2 raises substantially and reaches a value of 0.201. This can be interpreted as the  

model gains a considerable amount of explanatory power As in the previous regression model the 

interesting variable in this model is the coefficient for TRT*RDP. 0.435 is a relatively high value 

and means that people who before the experiment had a positive attitude towards donating the 

recycling pledge to a much larger extent were affected by  the visual stimuli. The value is also 

statistically  significant on the 5% level. Both the TRT and the RDP coefficients are also 

statistically significant but on the 10% level.

In the final model, only  three variables reached statistical significance. First  the treatment- and the 

earlier positive attitude towards donating pledges with the first  reaching the 5% level and the latter 

almost the 0.1% level. The SUM coefficient also became significant although without margin, P-

value of 0.100. With all the other variables the RDP coefficient at 0.3425 became higher than 

expected. There was also an effect from the visual stimuli with a coefficient for TRT at  0.1309. The 

coefficient of TRT in model 1 was 0.1206 which means that that was the "pure" treatment effect of 

the presence of the image. When you add several other variables into the regression other factors 



are also taken into consideration and thus giving us a better accuracy in the test. When adjusted  for 

the before mentioned variables the TRT coefficient goes up to 0.1309. The R2 fell a little bit from 

the previous model to 0.184 in this model which means that it has an explanatory degree of 18,4%. 

The regression analysis of model 1 through 5 gives an fairly strong indication that the treatment 

really get results with TRT significant in all the models. People actually  tends to give more in the 

presence of an image and therefor presents some validation for the hypothesis tested in this thesis.

5. Discussion

This thesis is meant  to try  to answer the question of whether people tend to donate more money  in 

the presence of an image depicting a potential receiver of the donation or not. The results show that 

individuals not only  donate more frequently, but also a larger percentage of their deposit when the 

image is displayed than before. The sex on the individual or the age doesn't seem to affect the 

propensity  to donate the pledge, this fact wasn't all that surprising. I think that it doesn't  make any 

difference whether you're a man or a woman or if you are 25 or 55 years old, the human brain and  

subconscious work in a similar way  when it comes to dealing with emotions like anxiety. And if the 

feeling doesn't  present itself in the same way for all people, the reaction to dampen it is all the more 

alike.

Taking into account all the variables studied in this thesis a presence of an image resulted in a 

significant increase in that 13.1 percentage more money  was given to charity  than without the 

image. A not so surprising finding was that when testing for the effect of an image on people who 

before the experiment had a positive attitude towards donating their pledge the result shows a 

several times greater propensity  for donating the pledge with the image present than not. If this is 

because they already consciously lie closer to the pivot point, of donating or not, or if those people 

really are more easily influenced, you can not answer through this thesis. This is in compliance with 

Ekehammars theory of cognitive coherence. Individuals who already had opened up  the possibility 

of donating money in the form of recycle pledges tend to be more easily influenced. This can be 

explained by that the big step probably isn't about the amount to be donated or not but the decision 

to be generous to charitable organizations in general. 

The underlying reason for the increase in the propensity to donate cannot be clearly defined by the 

theories presented in this study but it can be concluded that traditional economic theory  of rational 



behavior and self maximizing profit, cannot be ignored. This can come from that the image brought 

with it  such an extensive increase in the pleasure of those who gave more / more often in the test 

group, which in this case means that individuals gave more because they had a higher level of self-

interest in mind. The theories presented by Andreonis gets further evidence in the results of this 

study. 

The results from the study shouldn't be affected in any particular way by the way the data set was 

collected. A slow, careful approach with non-leading and easily answered questions should lead to a 

successful data collection. Of course you can never be sure about the honesty of the people who 

took time of their schedule and answered the questionnaire but on the other hand there isn't really 

any reason for lying on such an open and unprovoking approach.

It would be desirable to, in addition to the picture that was chosen also test the same experiment 

with different motives. But due to the limitation in time, this want possible. In contrast, the same 

results should apply in other stores and cities if the experiment is carried out in the same way. 

Although the result may vary, the increase in the aggregated donations should be present. I do not 

think there is a special situation that produced this result in Uppsala. The results are fairly  possible 

to generalize over larger groups of people or even regions or countries, especially given how well 

dispersed the various background variables were between the test- and control group.

6. Concluding remarks
By simply using a picture of a needy child, I have been able to show that individuals' propensity to 

donate their recycling pledge instead of taking it themselves increased by more than 15 percentage 

from 14.25% to 30.19%, i.e. more than a doubling in the nominal amount. It would represent an 

increase of more than 4.2 million per year, solely from the Swedish ICA stores that have this system 

installed. The revenues would go up from 3.8 to over 8 million SEK. When individuals are faced 

with the decision to take money or to donate them for charitable purposes, they  also suffered under 

the conscious or aware of the extra added visual stimulus, which resulted in demonstrably  effective. 

Its not realistic to draw the conclusion that all the ICA Supermarkets would benefit in the same way 

and with the same numbers but a positive result is almost certain. The different stores have different 

clientele and the gain in charitable donations will perhaps not be evenly distributed around the year. 

Its important to remember that the month during the experiment took place had the highest recycle 

based turnover all year.



There is already a lot of research that deals with the phenomenon of charity from an economic 

perspective but I think the absence of sufficient field studies at a lower level than national or 

organizational level is worth examine. Studies like this would according to me have a higher level 

of policy changing potential. Research has been done from all angles in the economy in laboratories 

with anything from a simple dictator game to the observation of brain activity during difficult 

economic decisions. Although this kind of research has its advantages with isolated situations and 

more significant results it rarely reflects the reality  as it really is, and that's the specific object we 

are interested in understanding and affecting. I realize of course that some information cannot be 

obtained without a laboratory  experiment, but in relation to the number of field experiments the 

aforementioned are probably too many. As mentioned, field experiments are usually carried out in 

cooperation with charitable organizations and studies of economic behavior at the individual level 

are relatively  are lacking in numbers. This thesis shows only  that there are great efficiency- and 

profitability gains to be made by relatively simple techniques and small operations. 

The result is also a strong evidence that the charitable organizations miss out on a large amount of 

potential revenue for each day they  do not implement any form of additional stimuli. That stimuli 

would draw customers attention to the recipients of the charity during the time they  are faced with 

the choice. The challenge is to get the customers to become aware of the receiver in the precise 

moment they are faced with the decision to donate their pledge or not. Not only  to realize that 

option is available (they  do by selecting one of the buttons) but its both important to ensure that 

individual feels anxiety  before the decision is taken and that he / she feels even better after you have 

chosen to donate money. Such a feeling creates some kind of conditioning which helps the person 

remember to donate their money the next time at the store. 

Further studies could be made to see if there are other ways to influence the decision making 

process through the underlying feelings people subconsciously are experiencing. This could be done  

by testing other images, or even form of media such as a small video- or audio feed next to the 

location of the decision.

This thesis doesn't claim to bring answers to all questions concerning charitable giving but has 

undoubtedly provided some proof that there are more to charitable collection than it seems and for 

the hypothesis it  was meant to test, the answer is a yes. The presence of an image (at least this 

image) does affect people to give more / more often to charity.
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8. Appendix

8.1. Appendix 1. 

Regression test with DON as the dependent variable with the total 150 observations.
Model 5Model 5

Variabel Coeffcient
(Std. error) P-value

Constant .2329
(.1269) .069  

TRT .1309  
(.0627)   .039 *

RDC .0263
(.0858) .759

RDP .3425
(.1062)     .002 **

SEX .0396
(.0615) .520

AGE -.0658
(.0430) .128

SUM -.0038
(.0023) .099

R2 .1837.1837

*= Significant on the 10 % level, **= Significant on the 5 % level, ***= Significant on the 1 % level.

As can be seen in appendix 1 the only two variables that are statistically significant are TRT and 

RDP. The effect (value of the coefficient) from these two variables were also the largest.

8.2. Appendix 2. 

Table 3.2. Numeric comparison of treatment and control characteristics in the experiment.         
Number of observations: 150

Variable Control group
(Std. error)

Treatment group
(Std. error) P-value

RDC .2062     
(.0411)

.2075
(.0557) .4921

RDP .1752
(.0386)

.1698
(.0516) .5336 



Variable Control group
(Std. error)

Treatment group
(Std. error) P-value

SEX .4536
(.0505)

.4528
(.0684) .5037  

AGE 1.7526
(.0672)

1.9057
(.0863) .0851  * 

SUM 20.0825
(1.1271)

19.4245
(1.2579) .6434

DON .1237
(.0334)

.2453
(.0591) .0281 **

*= Significant on the 10 % level, **= Significant on the 5 % level, ***= Significant on the 1 % level.

The values between the two groups are as before very similar except for DON and RDC. RDC 

differs quite a bit but its not statistically significant. DON on the other hand differs a lot more than 

with all the observations and is at a higher level of significance and closing in on the 0.1% level. 

The only variable significantly separated from zero is DON. 

8.3. Questionnaire

TIME: (LUNCH/EVENING) and weekday
TREATMENT GROUP: (YES/NO) 
SEX: (MALE/FEMALE)  

AGE: (1,2,3)  
QUESTIONS:

1. Do you regularly donate money to charity? 
2. Do you regularly donate your pledge?
3. Have you donated the pledge to charity at this occasion? 
4. How much was the pledge?

Number of non-respondents:


