
Create a new dynamism and enhance communication and learning 
among volunteers and the people we serve. Fire up our 

foundational members and allow us to be more responsive to a 
changing society around us, both in Sweden and further afield. 

AUTHOR:

Prashan Thalayasingam. Advisor- Community Engagement and Accountability

BRIEF DESCRIPTION:

Create a new dynamism and enhance communication and learning among volunteers and 
the people we serve.

BACKGROUND:

The Red Cross is the world’s premier humanitarian organization. We are found all over the 
world in every single country and are comprised of millions of volunteers who decided to 
help other people. We are fighting every day in all countries to save lives and give hope.

CHALLENGE:

The Swedish Red Cross like many other organisations in Sweden responded to the influx 
of migrants during the last year. As always we rely on the strength of our movement and 

the commitment and drive of our volunteers. They are our greatest strength but this 
experience has shown that we are slow to harness the power of an emerging and 

energetic social movement and are losing out to other actors that can coalesce around 
single issues and respond more immediately. We believe in our strengths and the quality 
of our long term, well planned work but we need a new drive and new energy to take this 
work further. Another area we could improve is having the people we serve feedback on 

and shape the services they are receiving. The most relevant and effective way to support 
people in distress is to support them to find ways of helping themselves. Creating space 
for vulnerable people to communicate with us, shape our programmes and feedback on 



our progress is the most direct way to do this. Ideally we seek a web based mobile based 
tool that would allow volunteers to share experiences and skills directly with each other, 
grow in their experience of engaging with the Red Cross and for people in our various 

target groups to find out how they can influence our programmes and what they receive as 
services but also find ways of contributing and getting involved. The tool can be initially 

confined to Sweden almost as a pilot test and then rolled out across the movement 
(globally) if it is successful. We see it as a combination of a communication platform, a 

learning platform where staff and volunteers can share information, links and mobile and 
web based learning tools, and a accountability mechanism where people in society and 

especially those in our target populations can feedback and engage.

GOALS:

As a social movement with a long history and a humanitarian organization with global 
expertise we believe this tool could fire up our base, fire up our foundational members and 

allow us to be more responsive to a changing society around us, both in Sweden and 
further afield.

END USER:

Red Cross Volunteers and people recieving support from the Red Cross



How can we find a way to systematically measure the multiplier-
effect in humanitarian contexts? 

AUTHOR: 
Filip Hellberg  

Humanitarian Unit 
Swedish International Development Cooperation Agency (Sida)

BRIEF SUMMARY: 
This case deals with the constant dilemma of how to best allocate funds in humanitarian 
contexts. A trending concept in the humanitarian sphere is ‘cash transfers’, meaning that 

beneficiaries are given liquid funds instead of blankets, food, utensils etc. Evidence 
indicates that using cash transfer has several advantages when compared to traditional 

ways of delivering aid. One of these advantages is commonly referred to as ‘the multiplier-
effect’, which means that the money delivered creates a ripple-effect in the local economy, 

and thereby boosts the recovery after a disaster. Finding a method to systematically 
measure the multiplier-effect in humanitarian contexts would be an important contribution 
in legitimizing cash transfers as a means of delivering aid, and potentially also make the 

sector more cost-effective and thereby also assist more people in need.

BACKGROUND: 
Sida is a government agency working on behalf of the Swedish Parliament and 

Government with the mission to reduce poverty across the world. Sida finances aid 
operations implemented by the United Nations, the International Committee of the Red 

Cross, NGOs, and other organizations. Sida is not an implementing organization itself, it 
only funds aid projects through its implementing partner organizations. For Sida, it is of 

utmost importance to reach out to the people with the greatest needs, while trying to help 
as many people as possible with the limited funds available. It is therefore of great interest 
to Sida to make every single cent count. In order for Sida to know that the funds that the 
aid operations have received are used in the best way possible, there is a need to “follow 

the money” to see what impact/effect they have. Evaluating the impact/effect of the 
delivered aid is consequently essential to understand where to allocate future funds in 

order to ensure that the aid makes the greatest possible difference.



One of the core pillars when delivering aid today is a concept commonly referred to as ‘the 
needs-based approach’, meaning that the needs of the beneficiaries should decide what 
shape the assistance should take. This approach is not as obvious as it might sound like, 

and there has often been a discrepancy between what beneficiaries and benefactors 
perceive as the most pressing needs. This occurrence can be said to have many different 
explanations, one being what aid is perceived as. When people are asked to think of what 
aid translates to in practice, what most often comes to people’s minds is something that is 

referred to as in-kind aid (food, blankets, water etc) – in other words, tangible things 
providing an immediate solution to an immediate need. This way of delivering aid has been 

the standard approach for decades and is still by far the most common way of delivering 
aid. This approach has been debated lately, and a significant number of especially 

academics argues that this approach starts from our own perspective, and what we think 
they need. It might hence not be what the beneficiaries most need or want that is allocated 

to them, but what the benefactors traditionally would choose for them.

One way of solving the abovementioned issue that has gained increasing recognition over 
the past decade is the distribution of cash to the people in need, commonly referred to as 
Cash Transfer Programming (CTP). Studies have shown that receiving aid in the shape of 
money in many cases is preferred by the recipients instead of in-kind aid, as it improves 

their perceived sense of self-sustenance, and a greater self-sustenance, in turn, is 
essential for retaining and restoring dignity in situations of vulnerability. Moreover, 

unconditional cash-transfers might also give beneficiaries a greater flexibility in what 
commodities they acquire.

Instead of simply being given a pre-defined basket of goods, beneficiaries are to a greater 
extent able to buy according to their own or to the household’s specific preferences. In a 
study in Iraq, 70 % of the Syrian refugees participating in an in-kind aid programme told 
the researchers they had sold parts of the received aid. This specific study demonstrates 
an often recurring issue with in-kind aid, as it points to the fact that it is nigh on impossible 

to account for all the various needs a host of refugees/IDPs have. The result also 
emphasizes another critical issue where cash transfers could prove a better option, 

namely in terms of cost-effectiveness. When a majority of the recipients sell the same 
bundle of commodities on small markets, the market prices tend to drop. From a donor’s 

perspective, this means that the money provided in the form of in-kind aid will not suffice to 
as much as intended, as the beneficiaries lose money when selling their received goods 

and instead buy goods they need more. This situation does not occur with cash transfers. 
Instead, the value of the money injected by cash transfers could even multiply in the local 

market. The benefit of cash transfers mentioned lastly is also the aspect this case will 
revolve around – the multiplier-effect.

The multiplier-effect is an effect of cash transfers that goes beyond the immediate injection 
of cash. An influx of money on the local markets (through the beneficiaries’ consumption) 



means that vendors are given the opportunity to do either short- or long-term investments 
in their businesses. These investments are often procured locally, and do thereby provide 

further impetus to the local economy, on top of the initial cash injection. This added 
stimulus constitutes the multiplier-effect. In contrast, an in-kind distribution will only provide 

a one-time addition of the specific goods, and when the goods are consumed, the effect 
resides. The potential benefit of cash transfers is therefore that the money will make more 
of a difference since the cost-effectiveness is higher. Another potential benefit that comes 
from the resurgence of local markets and increasing trade is that the local community and 

its inhabitants will have the possibility to sooner return to a state of normalcy. While the 
multiplier-effect is an established phenomenon in economic theory and a fundamental 

component to how our entire banking system works, there is little evidence on the effect in 
humanitarian contexts. The few studies available do however indicate that the theory 
probably holds water. A study from rural Zimbabwe estimates the multiplier-effect to 

amount to 2.59, meaning that an injection of $1 million in cash aid would generate an 
additional $2.59 million to the local economy. In this study, a methodology called the Social 

Accounting Matrix (SAM) was used. In the SAM framework, different market actors are 
classified. Financial flows between the actors are subsequently analyzed, which permits a 
closer understanding of how the injected cash will flow in the local economy. The SAM is 

however very difficult to construct and requires accurate income and expenditure data 
rarely available in developing countries, and to an even lesser extent in humanitarian 
contexts. There is consequently a need for a more simplified, systematic approach to 

measure the multiplier-effect in humanitarian contexts.

CHALLENGE: 
A deeper knowledge of the multiplier-effect would, from a donor’s perspective, provide a 
significant contribution when deciding on how to best allocate funds. Today, the base of 
evidence of the multiplier-effect is far from satisfactory, and this lack of evidence is an 

aspect undoubtedly holding back the acceptance of cash transfers as a way of allocating 
funds in general.

The challenge from Sida is therefore to develop a tool/method for how to, in a simple and 
systematic way, measure the multiplier-effect in humanitarian contexts. Being able to do so 
would doubtlessly contribute to a more well-informed humanitarian donorship, essentially 
leading to the humanitarian sector being able to reach out to more people in need in the 

most effective way possible.

GOAL:  
How can we find a way to systematically measure the multiplier-effect in humanitarian 

contexts?  



New digital means of engagement with ActionAid on issues of 
solidarity and social justice! 

AUTHOR:

Mattias Brunander Head of Policy and Program

BRIEF DESCRIPTION:

New digital means of engagement with ActionAid on issues of solidarity and social justice!

BACKGROUND:

ActionAid International is a federation with presence in 48 countries supporting individuals, 
organisations and movements for human rights, democracy, social justice and gender 

equality, primarily focusing on youth and women. AA aims at being a locally rooted, 
feminist, political and courageous organisation. AA is a global referent on issues of tax 

justice, climate change and equality, i.a. In our new strategy (2017-27) we aim to leave the 
North vs South development aid paradigm and become a go-to organisation for social 

justice, applying and adjusting our strategies and tools to any context, including Sweden. 
So far engagement between ActionAid Sweden and the Swedish public has focused on 

fundraising, without providing much space for other kinds of engagement, which is now the 
challenge we face.

CHALLENGE:

We want to communicate with our supporters and collaborators through their smart 
phones to make it possible for them to:

– sign petitions to be sent to politicians, companies or other power holders, in Sweden or 
abroad

– join activities like demonstrations, manifestations, media stunts, etc.

– sign up to support an ActionAid advocacy agenda

– receive information/news as background to the action to take

– show solidarity with an issue / group



– show solidarity with an issue / group by help funding action

– show solidarity by becoming a regular giver

– sign up for membership in ActionAid

– access different tools for social mobilisation

– share anything in their wider networks

– adapt preferences so that the user is only in the loop of what she/he is interested in

GOALS:

To have a digital platform which can provide strategic options for people to engage in 
issues of social justice in Sweden and abroad, tapping in to energy that today often 

doesn’t have an outlet. The aim is that it will make the work of ActionAid more rooted and 
more effective in our pursuit for social justice.

END USER:

ActionAid members, activists, volonteers, people on maillists, the public. Anybody that 
shares our fundamental values and wish to be part of a movement set to fight social 

injustices.

REQUIREMENTS:

An application for smartphone able to reach as many normal users as possible. 



Graphic visualization of possibilities for jobseekers using 
competence matching tools. Can we use gamification as a trigger 

for creating more interest in the labor market? 

AUTHOR:

Olle Lundin, Digital Innovation Manager

BRIEF DESCRIPTION:

Graphic visualization of possibilities for jobseekers using competence matching tools.

BACKGROUND:

In 2015 there were 796,000 available jobs in our job bank. The number of registered 
jobseekers amounted in 2015 to just under 676,000 people, of which 379 000 is 

unemployed. In Sweden we now have a situation where we both have a relatively high 
unemployment rate and at the same time a high number of vacancies. This indicates a 
possibility in increasing the matching rate. Arbetsförmedlingen is therefore shifting its 

matching focus from profession-orientation to a competence and skillbased orientation.

CHALLENGE:

Professional roles and job titles have different meanings both within and outside a specific 
industry, and also over the time. 

Can we make jobseekers and employers more interested in exploring and using skills and 
competencies in the recruitment process instead of using roles and jobtitles?  

Can we use gamification as a trigger for creating more interest in the labor market? 
(Arbetsförmedlingen have used gamification in a pilot project 

www.kompetensutmaningen.se) 
The visualization should focus on insights more than geographical data.

GOALS:

http://www.kompetensutmaningen.se/


We want to ensure that we have a well-functioning labor market and an unemployment as 
low as possible in Sweden In order to achieve that we want companies to effectively find 

people with the right skills and competencies interdisciplinary.

END USER:

Primarily jobseekers but also employers

REQUIREMENT/CRITERIAS:

Openhack participants will during December 2-4 have unique access to data from 
Arbetsförmedlingen. Some of this information will be exclusive and is not open to the 

public yet: 
1) A database of 120 000 job defined in 3D-coordinates (not public) 

2) Statistics and open data published at www.arbetsformedlingen.se/opendata 
3) Our taxonomies http://api.arbetsformedlingen.se/taxonomi/v0/TaxonomiService.asmx 

4) API text analyzed historical data (not public) 

http://www.arbetsformedlingen.se/opendata
http://api.arbetsformedlingen.se/taxonomi/v0/TaxonomiService.asmx


Challenging the world wide spread stigma around mental illness by 
creating an information app. 

AUTHOR: 
Malin Idar Wallin, president

BRIEF DESCRIPTION:  
Challenging the world wide spread stigma around mental illness.

BACKGROUND: 
Psychologist without borders is a non-profit association for psychologist, psychology 

students and others, who want to work internationally in order to disseminate 
psychological knowledge, provide outreach services or form public opinion. The 

association has no religious or political affiliations. Its main aims are to promote mental 
health and to prevent mental illness globally by improving public psychological knowledge. 

We strive to influence public opinion in national and international contexts. Through 
various international and national projects, we support we support local psychologists and 
other professionals who work against mental illness. We work with resources already in 

place in order to assure good adaption to the local culture and context.

Mental illness and the people suffering from it are strongly stigmatized around the world, 
resulting in these people being extremely badly treated. Psychologists without borders 

actively work to increased knowledge and reduced stigma, contributing to work for better 
lives for people with mental illness around the world.

CHALLENGE: 
Stigmatized perceptions around mental illness are very common around the world, which 

makes the lives of people suffering from it very difficult. With this challenge we want to 
raise awareness, spread knowledge and reduce stigmatized perceptions. We want to 



create an interactive information app with functions like ”Did you know this about mental 
illness” where the user can learn more about mental illness, get more aware of the 

presence of it and also learn about strategies on how to deal with metal issues.

GOALS:  
With this challenge Psychologists without borders want to spread knowledge, raise 

awareness and reduce stigma about mental health issues around the world.

END USER: 
Organizations working with mental health issues and to minimize stigma around it, but also 

anyone who are interested.



A universal framework for charity organizations to report back to 
their individual donors with information on how their money was 

used and what results it gave. 

AUTHOR: 
Jakob Gelberg, CEO

BRIEF DESCRIPTION:  
A universal framework for charity organizations to report back to their individual donors 

with information on how their money was used and what results it gave.

BACKGROUND:

BIGHEART is providing modern digital tools to make charity donations available for more 
people and to improve the overall experience of all involved stakeholders.

One of the main reasons why people are not donating to charity is because they can’t 
afford. Our smartphone app makes it possible for individuals to donate more than 100 SEK 

to charity every month by seeing ads and offers on their lock screens, without taking 
money from their own pockets.

Another of the main reasons why people are not donating money is because lack of 
transparency and feedback regarding how their money was used. BIGHEART aim to solve 
this by developing a universal framework in which charity organizations can report back to 

individual donors based on where and when they donated their money. We believe that 
Open Source is the best tool for this solution.

CHALLENGE:

The big challenge with reporting back to individual donors is the administrative efforts that 
it takes. These are the main challenges we have identified:



• The organizations can’t trace the donations backwards to the individual donor

• The organizations can’t identify the specific effect and results generated by the individual 
donations

• The organizations don’t have a framework in which they can report results from various 
projects in a predetermined universal format to the donors that has contributed to the 

projects.

To solve these problems we need a traceable system where donations can be followed 
from start to end and also a universal reporting system in which the organizations can 

present the results generated in specific projects. The organizations, departments, 
accounts, projects and sub-projects has to be ordered in a clear hierarchical system in 

which donations can be associated to. Every donation that is associated with any specific 
group in the hierarchy is entitled to get a report from this group. This has to be simplified 

and approximate in order to provide the individual donor with a simple and clear report that 
is not presenting every details, but the overall image.

GOALS:

The goal of developing a solution for this issue is to provide a tool that every charity 
organization will use to report their results internally and externally no matter the source of 

the donation. In the long run this will create more trust for the organization which will 
increase their overall collection of donations. It will also engage the donors by giving them 
personal feedback and encourage them to donate more. The tool will be applicable to all 
sources of donation and flexible to fit every organizations way of working. It will also be 

possible to integrate to any digital tool that is used for collecting charity donations.

END USER:

The tool will be used and operated by the charity organizations and presented to the 
individual donors. It has therefore two end users to satisfy in different ways.

REQUIREMENTS:

The format of the reporting system has to be predetermined in order to provide consistent 
reports, but with room for customizations to fit specific conditions of different projects. Both 

ends of the hierarchical tracing system has to be universal and integratabtle to different 
tools/systems/platforms. One end is where the user gets the report and the other end is 

where the organizations generate the reports. 



A service or tool to help young talents and employers to find each 
other in a digitalized gig economy. What will replace the 

CV? 

AUTHOR: 
Per Lagerström, Head of Communications

BRIEF DESCRIPTION:  
A service or tool to help young talents and employers to find each other in a digitalized gig 

economy.

BACKGROUND: 
The way we work is changing forever. Technologies—from automation to digital platforms 
for coordination of tasks—are reinventing not just what people do to earn a living but at a 
much deeper level how we organize to create value. In a way, Futurion is The Swedish 

Confederation of Professional Employees (TCO’s), response to this and a way for TCO, its 
member organizations and the 1.6 million Swedish professional employees to be more 

future adaptive.

CHALLENGE: 
In the next 10 years robotics and automation can replace 47% of all jobs now existing. 

New technologies also lead to a new paradigm in value creation. Many iconic start ups are 
huge successes, but also good examples of a jobless growth. When Volvo was soldto the 

Chinese company Geely it had 21.000 employees. When Mojang was sold to Microsoft, for 
about the same amount, they had 39 people working there…

Right now 1 out of 4 young Europeans are unemployed and not able to find a place to live, 
start a family etc. At the same time business across Europe, and especially in Sweden, is 
crying out that they need people to hire. But that they can’t find the right competence. In 
the coming years there will be a continuing large number of people fleeing from conflict 

coming to Europe. People in need for shelter and safety, but also people with skills, 
abilities and education. A huge potential for creating a sustainable growth in a rapidly aging 
Sweden and other European countries. We desperately need to find new and better ways 

of showing and matching the skills needed in the future labour market, seizing the 
opportunities with new and smarter ways of sharing ideas and services.



GOAL:  
To put it simple: I don’t care how you became an expert – I just want to know that you are 
one! How can we help companies and talents find each other? How can we speed up how 

refugees and immigrants get their first job? How can we make sure that the new digital 
and platform-based labour market reduces the present gaps between insiders and 

outsiders?

WHO IS THE END USER? 
Both talents already living in Sweden and other parts of Europe and people arriving from 

other parts of the world, as well as employers in Sweden and Europe.

REQUIREMENTS: 
No specific requirements on technical solutions. The tool needs to be relevant both in 

Sweden and in a European context. 



Detect patterns of discrimination in written language through a data 
set with over 7000 case laws. Investigated how machine learning 

techniques can help to understand collections of documents and to 
facilitate their accessibility for human rights advocates.

AUTHOR:

Natalie Widmann – former AI Intern

BRIEF DESCRIPTION:

Detect patterns of discrimination in written natural language

BACKGROUND:

HURIDOCS is an international NGO supporting human rights organizations with 
information management and the usage of technology. In my internship we investigated 

how machine learning techniques can help to understand collections of documents and to 
facilitate their accessibility for human rights advocates, organizations and institutions. With 
our partner ICAAD, the International Center for Advocates against Discrimination, we are 

facing a very interesting challenge: In their last report, they showed that gender 
stereotypes and discriminatory practices have considerable influence on judicial sentences 

in the Pacific Islands. Especially in domestic violence and sexual assault cases 
stereotyped arguments, like ‘my wife is suspected of having an affair’ or cultural practices 
like reconciliation ceremonies which often exclude the victim, are brought up to defend the 
perpetrator and reduce punishment. The consideration of gender stereotypes, rape myths 

or discriminatory practices in legal institutions leaves victims disempowered, vulnerable 
and without faith in a justice system that should be protecting them. Therefore, it is 

important to detect and reveal patterns of systematic discrimination. However, extracting 
relevant patterns is labour intense and so far, mainly done manually which limits the scope 
of research in this field. In this challenge we want to explore the possibility to automatically 

identify patterns of discrimination and extract relevant information from specific 
documents.



CHALLENGE:

In this challenge we want to investigate how discrimination is expressed in written natural 
language and explore approaches to detect these patterns. We provide the dataset which 

builds the basis for ICAADs report on the ‘Analysis of judicial sentencing practices in 
sexual and gender-based violence cases in the Pacific Island Region’. It contains about 
7000 case laws with their full text and additional properties like the court, the topic of the 

case, the applied legal code, the frequency of relevant words like reconciliation, etc… 
About 600 of these cases are about sexual assault or domestic violence. From the ICAAD 
report we know in some of these cases gender stereotypes are raised to justify a crime. Is 
it possible to identify these cases and to extract information about how they influence the 

final sentence, e.g. are they considered or dismissed by the judge? Can we derive insights 
about how patterns of discrimination are expressed in written natural language? What are 

possible approaches to automatically detect them?

GOAL:

The automatic detection of discriminatory arguments in case law, speeds up the whole 
process of document analysis such that it is feasible to expand the research done by 

ICAAD to other countries. Regarding their results which show a significant influence of 
gender stereotypes on judicial sentencing in the Pacific Islands, further analysis is 

important to quantitatively proof this issues, raise awareness and combat systematic 
discrimination.

END USER:

For this specific project, we will directly make use from the ideas and methods developed 
during the hackathon. In collaboration with ICAAD we will use these insights to facilitate 
the detection of affected cases and make a broader research in more countries and with 

different cases possible.

REQUIREMENTS:

English in order to communicate the results 



Improve the ways of donating recycling bottles/cans through 
innovative digital solutions.

AUTHORS:

Sasa Farkas (technical development) and Danica Caganic (project manager)

BRIEF DESCRIPTION:

Increase the recycling of metal cans and PET bottles in Sweden through innovative digital 
solutions.

BACKGROUND:

Gepant have created an easy-to-use platform that enables individuals and companies to 
support sport and other non profit organisations in their local area. The platform connects 

citizens and companies that seek to save time but also to make a social and financial 
contribution to local organisations. Gepant makes the fundraising simple and fun, and at 

the same time creates a win-win situation for both user groups for the platform, and of 
course while it contributes a great benefit for the Swedish environment. Gepant is a social 
and environmental innovation ‐ a facilitator that aims to increase Sweden’s recycling rate, 

non-profitable organisations financial situation and citizens and companies ease of 
acquisition. The platform enables “supporters” – citizens and companies and 

“organisations” – sport/activities organisations, to generate value in mutual benefits for 
both parts. Meaning, if supporters does not wish to return their cans/bottles for refund, 
Gepant enables an easy service to donate the refund to a local organisation. Or, if the 

organisations have a tough time to find financial support, Gepant provide them visibility on 
the platform to increase supporters for the organisation. It works as the “organisation” 

registers on Gepant’s platform with their contact details, objective and goal. “Supporter’ on 
the other hand navigates to Gepant’s platform and registers their contact details, 

approximate number of cans/bottles, selects the organisation to support and when they 
want it to be picked up. Donation is then done and collectors pick up the cans/bottles.

CHALLENGE:



As for many other small platform businesses, the biggest challenge is to continuously 
create value within and across new users of the system. We want Gepants’ users to be 

motivated to continuously use our platform for their service and to frequently visit the 
website but also Facebook and Instagram. Our challenges can be addressed as:

→ To make a greater interaction between individuals and companies that have bottle/cans 
refunds with non-profitable organisations that search for bottle/cans refunds.

→ To make it possible for the non-profitable organisations to print out Gepant material 
straight from our website in order to be used for increasing the collection rate of bottle/

cans refund but also to marketing our platform and service.

→ To find new ways on how to make the platform more accessible to individuals and 
companies to increase their use of the platform. This could be, for instance to give 

“supporters’” points in form of badges as a rewarding system for their contribution of 
bottles/cans refund donation to a local sport/activity organisation. This kind of rewarding 

system should be visible for all users of the platform in order to increase the motivation to 
continuously support local organisations. Furthermore, the idea can be developed to 

separate the rewarding system so that companies have one kind of system (which will be 
connected to our future business model of certification system), and a system for private 

citizens that acts as supporters for local organizations.

→ To develop website further into an easy-to-use tool for the donors to make more 
donations straight on their phone (eventually make an app). Also, to give the collectors the 

ability to track their donation on their phone.

GOALS:

We would like to reach a complete clean Sweden from softdrinks metal cans and PET 
bottles by providing an innovative way of recycling and fundraising. Our first target is to 
rise the number of recycled cans and bottles through Gepant’s platform with 1 million. In 
Sweden we recycle around 84% of all cans and bottles out there. The remaining 16 % 

stands for 188 000 000 cans and bottles that does not get recycled. We want to change 
that and raise the number of recycled cans and bottles by making it more accessible to the 

ones that are not recycled today to donate their cans and support local organisation.

END USER:

We have three end users:

(1) The organisations that receives the fundraising through the supporters bottles/cans 
refund.

(2) The supporters that save time and want to make a social contribution to a local sport/
activity organisations.



(3) Lastly, the recycling companies who finally receives the bottles/cans for their recycling 
processes.


