S M A L L D O N AT I O N
B I G I M PAC T

PROBLEM

Food drives are a common and powerful way to donate to charities and
help those who suffer from food insecurity. As many as 1 in 7 Americans
rely on food banks for their meals. However, in our research, we found that
food donations are not as impactful as monetary donations. Individuals can
only donate about 1-2 meals per dollar spent. However, food banks like
Mother Hubbard’s Cupboard and Feeding America can purchase between
4 and 20 meals with that same dollar. How can we help those who want to
make a difference for a good cause have the greatest impact?

VISUALIZE YOUR CONTRIBUTION
We want to encourage monetary
donations as they are more
effective than food donations

SOLUTION
We created a charity box that helps
donors visualize their monetary
contributions as food contributions.

1

3

2

4
Figure 1: A picture of people in
need instills an emotional
connection to those who suffer
from food insecurity.

Figure 2: A side by side view
compares the amount of food
that can be purchased for a
dollar by individuals and MHC.

Figure 3 The footage of people
preparing donated food instills
conﬁdence that donors’ money
will be well spent.

1. This machine accepts coins, cash, and credit card. Each credit card swipe is $1.
2. When someone inserts a donation, they see a fun interaction of food falling. It will
rotate between rice, vegetables, bread, and fruit, which are commonly provided
at food banks.
3. A thank you message is shown after a donation.
4. The corresponding amount of food falls on to the scale, and is measured by meals.

This digital donation box is
located in grocery stores so
that it is accessible to everyone.

USER TESTING

HOW IT WORKS
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Figure 4: Testing our concept of
visualizing your donation as
falling food.

A potential donor will
shop as normal and
check out at the register.

After being encouraged to
donate by the initial screens,
he decides to try it out.

He is surprised by the
amount of food that is
donated by just a quarter.

A thank you message lets him feel
appreciated, he can walk away
conﬁdent that his money is well spent .

S O C I A L I M PA C T

Figure 5: Testing if the scale adds
clarity to our design.

This design has a positive outcome for all the stakeholders involved.

Donors
Donors maximize the effect of
their contributions.

Charities
Charities get to encourage more
donations for their cause.

Grocery stores
Grocery stores facilitate community engagement in
their stores, leaving a positive view of their businesses.
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Figure 6: One donor inserts $1
cash into our hi-ﬁ prototype.
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