
NUDGING BEHAVIOUR Moving Faster Through People



AGENDA

1. MENTAL SHORTCUTS & 

BIASES

2. BEHAVIOURAL INSIGHT 

for Health and Safety

3. 30-day challenge 4. Questions



WHAT IS 
BEHAVIOURAL 

ECONOMICS





MISBEHAVINGA bat and 
ball cost 
£1.10

01
The bat costs 
one pound 
more than the 
ball

02
How much 
does the ball 
cost?

03



MISBEHAVING

You have to roll a dice 6 times; 
which sequence is more likely?

A: {1, 2, 3, 4, 5, 6}  

B: {2, 5, 3, 6, 1,2}

You have to toss a coin 12 times; 
which sequence is more likely?

A: H H H H H H H H H H H H

B: T T H H T T T H T H T H



MISBEHAVING

1. You are about 
to buy a clock 
radio – its £45

Just before you 
buy it…..you can 
get one at £35 

for a 10 min drive

Which one do you 
buy?

2. You are about 
to buy a TV – its 

£495

Just before you 
buy it…..you can 
get one at £485 

for a 10 min drive

Which one do you 
buy?



PLANNING FALLACY



LINDA

Linda is a 31 years old, single, outspoken and very bright. She majored in philosophy. As a student, she was 
deeply concerned with issues of discrimination and social justice and also participated in antinuclear 
demonstrations.

What is Linda most likely to be? Rank your answers from 1-8 with 1 being the most likely

❖ Linda is a teacher who works in an elementary school

❖ Linda works in a bookstore and takes yoga classes

❖ Linda is active in the feminism movement

❖ Linda is psychiatric social worker

❖ Linda is a member of a womens right movement group

❖ Linda is a bank teller

❖ Linda is an insurance salesperson

❖ Linda is a bank teller and is active in the feminism movement



TWO SYSTEMS OF THE MIND WITH DIFFERENT 
STRENGTHS

SYSTEM 1 – The HARE

• Intuitive

• Hunches

• Shortcuts

• Fast

SYSTEM 2 – The TORTOISE

• Rational

• Thoughtful

• Systematic

• Slow



HEURISTICS & 
BIASES

1. Much of our behaviour is 

subconscious 

2. System 1 is in the driving seat

3. Influenced by the context around 

us and use mental short cuts, 

anchors and rules of thumbs to 

navigate and make decisions

4. Mass of cognitive biases which 

drive our behaviour



THE IMPORTANCE 
OF CONTEXT

We are continuously subjected to 
influences in our environment that shape 
our behaviour at any given moment, and 
which condition us to behave in certain 
ways in the future – even in the absence of 
explicit cues.

These influences are usually not obvious, 
and we process them non-consciously; 
however, they can still be very powerful.

Most of these influences are ‘hard coded’ 
into the environment (lifts and stairs in 
building), but other influences are 
deliberative and manipulative (whether for 
good or ill).



OBESITY IS THE RESULT 
OF PEOPLE “RESPONDING 

NORMALLY” IN AN 
OBESOGENIC 

ENVIRONMENT

Swinburn B et al, (2011) ‘Series Obesity 1 The global 

obesity pandemic: shaped by global drivers and 

local environments’ www.thelancet.com Vol 378 

August 27



BEHAVIOURAL ECONOMICS DEFINTION

‘Nudge’ people to make the ‘right decision’ that’s in their best interest

Create ‘choice architecture’ for small actions which encourage (but don’t force)
people to make better decisions

Persuade people to better choices rather than mandate

DESIGNING EFFECTIVE INTERVENTIONS DEMANDS CONSIDERATION OF HOW 
PEOPLE THINK AND WHAT INFLUENCES THEIR BEHAVIOUR



Make it Easy

Make it Attractive

Make it Social

Make it Timely



1. Make it EASY

• Design with defaults

• Reduce the “hassle factor”

• Simplify processes, forms and other written messages



DEFAULTS

We ‘go with the flow’ of pre-set options:

Many everyday decision have a default option – it happens if you do not decide 

otherwise.

We are cognitively lazy and often just go down the path of least psychological 

resistance.

Decisions are psychologically effortful and potentially costly – the herd  mentality 

reduces the perceived effort 

Cost and outcome uncertainty – ambiguity uncertainly plays a role.

 Standing out from the group and being independent, and seen to be, is aversive 

to many people.



DEFAULTS 



THINK DESIGN USING DEFAULTS

Workplaces with noisy machinery can be made quieter by fitting sound insulating 
hoods over the machinery. 

Better still would be to select inherently quieter machinery. 

Both are better choices than trying to get everyone to wear ear plugs



REDUCE THE HASSLE FACTOR

Add friction to discourage dangerous or 
unhealthy behaviours

Remove friction to encourage safer 
behaviours



SIMPLIFY MESSAGES - WE PREFER SIMPLE LOOKING 
OPTIONS TO MORE COMPLEX, AMBIGUOUS OPTIONS

“Build the wall! Build the wall!” “Creating an economy that works for everyone, … ”



2. MAKE IT ATTRACTIVE

Attract attention – make it salient

Frame the message for maximum effect



ATTRACT ATTENTION – EMOTIONAL 
ASSOCIATIONS



MAKE IT SALIENT

Personalised messages that means something in the context of my life:

Individual messages to employees re: how hearing loss may effect them in the long-
term (based on age/hours of work/length of service etc)

Impact on my life if I have an injury at work

Loss framing for preventative checks eg cancer/medical check ups

Gain framing for healthy lifestyles



INCENTIVES - PROVIDING REFERENCE POINTS 
TO PUT STORAGE CHARGES INTO PERSPECTIVE



INCENTIVES - POSITIVE FRAMING AROUND 
HEALTHY FOOD

75% 

lean

25% 

fat

Group 1 Group 2

STUDY BACKGROUND:

Participants were asked to guess the quality of a batch of meat after being told it was 

either 75% lean or 25% fat.



INCENTIVES - POSITIVE FRAMING AROUND 
HEALTHY FOOD

Source: Zweig ‘Your money and your brain’

High in quality

High in taste

Lower in quality

Lower in taste

KEY RESULTS: People estimated the meat would be:

75% 

lean

25% 

fat

Group 1 Group 2



3. MAKE IT SOCIAL

Show that most people perform the desired action

Use the power of networks

Introduce opportunities for employees to participate in decision making



NORMS: POINT IN THE RIGHT DIRECTION

“A Record Turnout is 

Expected”

“76 people 

missed their 

GP 

appointment in 

November”

vs



AN EXAMPLE

The Chilean Safety Association follow up to audit:

• Simplification: a simplified version of the firm prevention plan produced following  
the Assessment (reduced a 20 page document into a simple checklist) 

• Monetisation: a translation of firm accident record into monetary costs (calculated 
based on expected effects on insurance premiums) 

• Social norms: a graph comparing the firm’s accident rate to the average accident 
rate in the firm’s sector

The social norms email reduced accident rates in the two months following the 
intervention. 

Firms who had accident rates above the sector average drove this effect. The letter 
did not affect firms who had accident rates below the sector average.



4. MAKE IT TIMELY

Prompt people when they are most likely to be receptive

‘Chunk’ goals into smaller manageable pieces

Provide (meaningful in the moment) feedback to help people change



ROAD SAFETY IN KENYA

Emotive messages on stickers in mini-buses

Purpose to encourage people to speak up if the driver was driving unsafely.  

The study found that the stickers reduced the number of insurance claims made by 
minibuses  by 25-33% and were associated with lower average speeds 



COMMIT IN 
ADVANCE

A study aimed to increase 
attendance at a university’s fire 
safety training course.

Researchers sent questionnaires to a 
random sample of university 
employees asking them about 
safety attitudes and informing them 
about upcoming fire safety training. 

They added different messages to 
the questionnaires.



30 –DAY CHALLENGE

1. Read the EAST for Health & Safety

2. Reflect on where it can help with projects/communications you are working on

3. Come up with ideas to share with colleagues at event in February

4. How might you test the idea to show if it works or not?



QUESTIONS

Thanks for your participation.

My contact details are:

jo@movingfaster.com

07803 508840


