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Social Influence – it happens
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Using role models to encourage volunteering
Michael Sanders, Aisling Ni Chonaire
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Responses
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Getting Investment 
Bankers to Donate 
To Charity (£1000)
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Getting people to 
give up their time to 
donate
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Business As Usual Network Nudge 2nd Degree Network Nudge
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Social Licensing and Donations
Karen Tindall and Michael Sanders
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Movember Behavioural Insights Fundraising Trials
Early donors were sent one of three versions of an email

Simple Ask

Threshold Match

Standard 1:1 Match
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Results

6.5%

13.7%

***

Standard MatchSimple Ask

0.0%

Total N=294
* p < 0.05, ** p < 0.01, *** p < 0.001

Threshold Match

Transaction Rate 
by Email Type 
%
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Why does this matter?
Michael Sanders, Aisling Ni Chonaire, Dan Carr
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Similarities
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Differences
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Strengths and Weaknesses
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Results: Talking about similarities boosts trust of others

• Participant groups who talked about 
their differences or their similarities 
reported higher trust across all 5 
questions.

• The similarities group performs best of 
all

• Although there is no overall impact of 
the strengths and weaknesses 
intervention, on some measures it 
increases scores, while on others it 
decreases them
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Results: Talking about similarities is especially good for people with low trust

• Participants with low trust benefited 
most from the similarities intervention

• Their trust increases by 0.2 units -
about the same as moving from the 
25th percentile to the 50th percentile 
in terms of social trust
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michael.sanders@bi.team

Any Questions?

mailto:michael.sanders@behaviouralinsights.co.uk

