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Introduction
Descriptive norms indicate how other 

consumers behave and can be used to 

nudge prosocial behavior (Cialdini et al., 

1990; Goldstein et al., 2008).

Although descriptive norms are usually 

presented using small denominators, often 

of ten or one hundred (e.g., 8 in 10, 80 in 

100), we propose that using larger 

denominators (e.g., 800 in 1000) increases 

compliance with the norm.

Theoretical Background

Larger (vs. smaller) foreground numbers 

lead equivalent amounts to feel 

perceptually larger (Monga & Bagchi, 2012; 

Pandelaere et al., 2011).

Thus, the larger the foreground number of a 

descriptive norm, the more consumers may 

feel that others tend to comply, increasing 

compliance.

Hypothesis

Study 1: Hypothetical Donation

Methods
Participants: 420 undergraduates

Design: 4-cell (norm framing: 7 in 10 vs. 70 in 100 vs. 700 in 1000 vs. control/no 

norm) between-subjects

Procedure: Participants imagined that while checking out at the supermarket, a 

message appeared asking them whether they wanted to make a charitable donation.

DV: Choice to donate
Results

Key Takeaways
• Participants were more likely to donate to charity when a descriptive norm was 

presented using a larger denominator (700 in 1000) versus a small denominator 

(7 in 10 or 70 in 100).

• In this study, only a descriptive norm with a large denominator (700 in 1000) 

increased donation rates compared to a control in which no norm was presented.

X2(3) = 9.63, p = .022
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Study 2: Real Donation

Methods
Preregistration: https://aspredicted.org/7TJ_TFM

Participants: 400 MTurkers

Design: 2-cell (norm framing: 8 in 10 vs. 800 in 1000) between-subjects

Procedure: Participants received a $0.25 bonus that they could either keep or donate 

to a charity (adapted from Goswani & Urminsky, 2016).

DV: Choice to donate

Founded in 1948, Direct Relief International (www.directrelief.org) is one of the 
largest international humanitarian nonprofit organizations. It is also one of the 
most trusted nonprofits in the world for financial performance, transparency, and 
accountability. Direct Relief International provides medical assistance to improve 
the health and lives of people affected by poverty and disaster – at home and 
throughout the world.

Thanks for participating in today's study! As an added thank you, all participants will receive a $0.25 
bonus. You can choose to either keep this bonus or donate it to Direct Relief International:

When given the opportunity in the past, 800 in 1000 MTurkers choose to donate their bonus.
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X2(1) = 7.28, p = .007

Results Key Takeaways
• Participants were more likely to donate a 

bonus to charity when a descriptive norm 

was presented using a larger denominator 

(800 in 1000) versus a small denominator 

(8 in 10).

• This study replicated the effect of larger 

denominators using an incentive-

compatible design.

The present research demonstrates a unique numerical framing effect whereby 

presenting a descriptive norm with a larger (vs. smaller) denominator increases 

compliance with the norm. Consumers are more likely to donate to a charity – both 

when the decision is incentive-compatible or hypothetical – when a norm describing 

the proportion of the population that complies is presented with a denominator 

greater than 100. 

Discussion

References
Cialdini, R. B., Reno, R. R., & Kallgren, C. A. (1990). A focus theory of normative conduct: Recycling the concept of norms to 

reduce littering in public places. Journal of Personality and Social Psychology, 58(6), 1015–1026.

Goldstein, N. J., Cialdini, R. B., & Griskevicius, V. (2008). A room with a viewpoint: Using social norms to motivate environmental 

conservation in hotels. Journal of Consumer Research, 35(3), 472-482.

Goswami, I., & Urminsky, O. (2016). When should the ask be a nudge? The effect of default amounts on charitable 

donations. Journal of Marketing Research, 53(5), 829–846. 

Monga, A., & Bagchi, R. (2012). Years, months, and days versus 1, 12, and 365: The influence of units versus numbers. Journal of 

Consumer Research, 39(1), 185-198.

Pandelaere, M., Briers, B., & Lembregts, C. (2011). How to make a 29% increase look bigger: The unit effect in option 

comparisons. Journal of Consumer Research, 38(2), 308-322.

Schapira, M. M., Nattinger, A. B., & McHorney, C. A. (2001). Frequency or probability? A qualitative study of risk communication 

formats used in health care. Medical Decision Making, 21(6), 459-467.

Planned Study: The Role of Numerical Salience

Methods
Participants: 800 undergraduates (expected)

Design: 2 (norm framing: 7 in 10 vs. 700 in 1000) x 2 (visual salience: 

numerator only vs. numerator and denominator) between-subjects 

Procedure: Will closely follow Study 1, with the addition of human 

figures designed to increase the salience of either the numerator only 

or the numerator and denominator.

DV: Choice to donate

Human Figures Manipulation 

(adapted from Schapira et al., 2001)

Numerator salient conditions:

Numerator & denominator salient conditions:Predicted Results
To the extent that the effect of larger denominators is driven by a 

relative focus on the larger corresponding numerator, the effect 

should be mitigated once the contextual information of the 

denominator is made more salient (Monga & Bagchi, 2012). Thus, we 

predict an interaction such that the effect will be mitigated when both 

the numerator and denominator are visually salient.

1,000 human figures
of which 700 donate

10 human figures
of which 7 donate

700 human figures
who donate

7 human figures
who donate

Consumers will be more likely to comply 

when a descriptive norm is presented with a 

larger (vs. smaller) denominator due to  the 

larger (vs. smaller) corresponding numerator.
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