
[image: image_0.jpg]






Ripple 




The big effects of small behaviour changes in business 




Jez Groom and April Vellacott 




[image: image_1.png]








Contents 




About the authors 




Jez Groom 




April Vellacott 




Glossary 




Introduction 




Small nudges with seismic ripple effects 




The evolution of behavioural science 




From pink walls to pig abattoirs: what you will learn 




How should you read this book? 




Chapter 1: Year of the Rabbit, London 




“Why should I care about behavioural science?” 




The Year of the Rabbit 




Eating like rabbits 




Speedy like rabbits 




Bouncing like rabbits 




Copulating like rabbits 




Bringing the experiments to life 




Do it yourself: a toolkit for bringing behavioural science to life 




#1 Get a local proof point 




#2 Bring your proof point to life 




#3 Minimise deception to avoid losing trust 




Chapter 2: Babies of the Borough, Greenwich, London 




Creativity thrives when worlds collide 




The London Riots and Babies of the Borough 




A behavioural explanation 




Shop shutters as canvases 




A behavioural solution 




A reduction in antisocial behaviour and crimes 




Do it yourself: a toolkit for encouraging serendipitous collisions 




#4 Step out of the echo chamber 




#5 Collaborate with people who aren’t like you 




#6 It’s risky, but try the crazy idea 




What next for Babies of the Borough? 




Chapter 3: Reducing Pickpocketing by PutPocketing, England 




‘Do to think’, rather than ‘think to do’ 




Unintended consequences on behaviour 




The opposite of pickpocketing: PutPocketing 




Justifying the idea in behavioural terms 




Testing a prototype for PutPockets in the real world 




Do it yourself: a toolkit for bringing behavioural science ideas to fruition 




#7 Store ideas and inspiration in your bottom drawer 




#8 Simplify before you justify 




#9 Run an experiment before involving external stakeholders 




Chapter 4: Selling SIM Cards, South Africa 




How do we get people to pick up more SIM cards? 




A workshop to tackle the problem using behavioural science 




The MINDSPACE framework 




Identifying the strongest ideas 




A simple change which increased SIM sales by 16% 




Do it yourself: a toolkit for running a workshop to solve behavioural problems 




#10 The primacy effect: start the workshop on the right foot 




#11 Ambiguity aversion: give people structure for the day 




#12 The recency effect: end the workshop with a positive conclusion 




Chapter 5: Still or Sparkling, Paris and London 




P-hacking versus growth hacking 




One shot to showcase behavioural science 




A quiz to reveal universal psychological biases 




Increasing sparkling water sales with behavioural science 




A growth hacking mindset: augmenting interventions on the fly 




Do it yourself: a toolkit for convincing behavioural science naysayers, growth hacking interventions and nailing presentations 




#13 Experience behavioural science on both personal and professional levels 




#14 Adopt an iterative test and learn approach with your interventions 




#15 Big presentation? Practice (and seeming like a prat) makes perfect 




Chapter 6: Clothes Washing Habits, Thailand 




Washing clothes by hand in Thailand 




A fabric conditioner which saves water, time and energy 




Changing clothes washing behaviour 




The behavioural diagnosis 




The effort heuristic 




A technical bucket to increase perceived effort and efficacy 




Creating the bucket 




Insurmountable hurdles 




Do it yourself: a toolkit for building an ecosystem of capabilities 




#16 Forge connections with doers 




#17 Build an ecosystem of relationships 




#18 Unearth insights from specific contexts 




Chapter 7: Tackling Obesity, Mexico 




Changing the behaviour of an entire country 




Behavioural science expertise to support a nationwide campaign 




Hermosa Esperanza: an interactive TV show 




Behavioural nutrition 




‘Evoluplates’ to reduce default portion sizes 




Three-dimensional story plates to distract children from eating vegetables 




An arm-wrestling juicer to make fruit feel macho 




Engaging viewers online 




Big results 




The behaviour change movement lives on 




Do it yourself: a toolkit to drive behaviour change at scale 




#19 Think big 




#20 Think small 




#21 Tie together the big and the small with a behavioural model 




Chapter 8: From Initial Pilot to Business Growth, Scotland 




The P-R-O-O-F-I-N-G ladder 




P is for Pilot 




R is for Recognition 




O is for Operationalise 




O is for Organisational-ise 




F is for Future state 




I is for In-house 




N is for Normalise 




G is for Growth 




Do it yourself: a toolkit to start embedding behavioural science at scale 




#22 The first rung on the ladder is critical, so prioritise getting your first proof point 




#23 Climb one rung at a time 




#24 Reaching the top of the ladder 




Chapter 9: Reducing Criminal Reoffending, UK 




Reducing criminal reoffending 




Using behavioural science to improve the service user experience 




Better letters 




Better conversations 




Empowering Ingeus to apply behavioural science themselves, through training 




A better experience for customers and employees 




Do it yourself: a toolkit to train your organisation in behavioural science 




#25 First, soak up the free resources 




#26 Then, scour open market courses 




#27 Ultimately, hire a behavioural science expert 




Chapter 10: Saving More Money, UK 




Turning transactional calls into relational calls 




Helping customers to take advantage of their ISA allowance 




Why wait for a long-term outcome when you could easily measure an output? 




The challenges of measuring outcomes versus outputs 




A successful outcome 




Do it yourself: a toolkit to help you measure the right thing 




#28 Challenge your inner cognitive miser – measure the true outcome 




#29 Keep the outcome simple – how much does it cost? 




#30 Expect an emotional rollercoaster 




Chapter 11: Designing Ethical Nudges, Scotland 




From phone calls to screens: the evolution of customer service 




Inherently biased choice architecture 




Rebalancing the choice architecture 




Treading the fine line between moral corruption and moral correctness 




Do it yourself: a toolkit to design mutually beneficial and ethical nudges 




#31 Does it align with your personal ethics? 




#32 Does it align with your company ethics? 




#33 Does it align with the wider market’s ethics? 




Chapter 12: Transforming a Customer Value Proposition, UK 




Tesco’s online shopping proposition 




Extend handpicked invitations to the stakeholders you want involved 




Involve a senior stakeholder in the organisation 




Create social cohesion by articulating a common goal 




Solicit a commitment to the session 




Create a shared behavioural science epiphany 




The more people are exposed to ideas, the more they like them 




Using these principles to galvanise a multidisciplinary team 




Emails optimised by a multidisciplinary team 




Small tweaks, big results 




Do it yourself: a toolkit to galvanise multidisciplinary teams using behavioural science 




#34 Use scarcity to motivate involvement 




#35 Get sponsorship from an authoritative messenger 




#36 Solicit commitments to solidify involvement 




Chapter 13: Ink Stamps and Clean Hands, Chile 




The importance of ‘dirty consulting’ 




How do you get abattoir workers to wash their hands? 




The site visit: a behavioural audit 




The workshop: designing the intervention 




Executing the idea 




Intervention and measurement 




Do it yourself: a toolkit for diagnosing, designing and measuring behavioural interventions 




#37 Diagnose the problem with a behavioural audit 




#38 Solve the problem using behavioural design 




#39 Run an experiment to measure the outcome 




What happened next for the handstamp? 




Chapter 14: Preventing Falls with Pink Walls, London 




Using behavioural science to eradicate unsafe behaviours in construction 




Understanding the problem with a behavioural audit 




Using behavioural insights to design safety nudges 




The Cool Canteen: a space designed to reduce testosterone 




The GoldCard reward scheme 




The Weekly Walkround: spending some time in the shoes of a supervisor 




Measuring the impact, whilst avoiding the Hawthorne effect 




Step-changing results 




Do it yourself: a toolkit for applying behavioural science to your world 




#40 Follow points 1–39 




Conclusion: It’s over to you 




Repeatability, rather than replicability 




The future of applied behavioural science 




Your toolkit for using behavioural science in business 




References 




Chapter 1 




Chapter 2 




Chapter 3 




Chapter 4 




Chapter 5 




Chapter 6 




Chapter 7 




Chapter 9 




Chapter 10 




Chapter 11 




Chapter 12 




Chapter 13 




Chapter 14 




Acknowledgements 




Jez 




April 




Publishing details 








About the authors 








Jez Groom 




Jez has been practising behavioural science for over ten years working with some of the biggest organisations around the world, and was the co-founder of Ogilvy Change and Engine Decisions. In 2016 he founded Cowry Consulting, the leading behavioural economics consultancy, and is currently a visiting fellow of Behavioural Science at City University. 








April Vellacott 




April has been studying the field of human behaviour for nearly a decade, and holds degrees in Psychology and Behaviour Change. She is a behavioural consultant at Cowry Consulting, where she helps global clients to apply behavioural science in their organisations. 








Glossary 




affect – Our emotions, known in behavioural science as affective states, can have profound effects on our behaviour. 




ambiguity aversion – We have a preference for risks that are associated with known probabilities over those with unknown probabilities, and we tend to avoid decisions where the choices and commitments are ambiguous. 




anchoring – Once we’ve been exposed to one piece of information (the anchor), it influences our subsequent judgments. 




availability heuristic – Our probability judgments are affected by the ease with which we can recall examples from memory. 




authority bias – We’re influenced by cues of authority and we’re more likely to trust the guidance of those who are authorities in their field, such as doctors or lawyers. 




broken windows theory – Small examples of lawlessness encourage more law-breaking behaviour. 




choice architecture – Altering and influencing people’s decision-making context. 




chunking – The process of grouping many pieces of information into smaller chunks to make it easier to process. 




cognitive dissonance – The uncomfortable mental feeling of holding two conflicting beliefs at the same time. 




cognitive miser – Just as a miser is stingy with money, our minds are inherently lazy and prefer to avoid expending cognitive energy. 




cognitive overload – When our working memory is overloaded with too much information. 




commitment bias – Once we’ve made a commitment to do something, even if it’s small, we’re then more likely to continue investing in it. 




conformity – In social groups, we have a tendency to conform towards the behaviour of the majority; see also social proof. 




confounding variables – These are the factors which have hidden effects on the outcome of an experiment. 




consistency bias – We like to see our current behaviour as consistent with our previous behaviour and we are motivated to behave in ways which maintain this consistency. 




default bias – We prefer to stick with the default option and go with the flow, as this requires less cognitive effort; see also status quo bias. 




ecological valence theory – Our colour preferences are influenced by our previous emotional associations. 




effort heuristic – We associate the amount of effort taken to make something with its quality. 




ego/superiority bias – We like to behave in ways that make us feel good about ourselves. 




embodied cognition – Our bodies and their sensory inputs influence our mental state. 




empathy gap – We underestimate the influence of emotions and urges on our future decisions and on other people’s decisions. 




endowment – We value the things we own more than things we don’t. 




facial mimicry – When we see another person smile, we simulate the smile in the form of a micro-expression. 




frame dependence – Our choices are affected by context and their relation to available comparisons. 




Hawthorne effect – Research participants behave differently if they know they’re being watched. 




hot/cold affective states – We underestimate the extent to which our behaviour and decisions depend on our mood; see also empathy gap. 




incentives – Things which are used to motivate behaviour; these can be financial, but are more broadly defined as the benefits or costs of a given behaviour. 




joint attention – From infancy, we have the inclination to follow people’s eye gaze. 




loss aversion – We feel the impact of losses twice as much as equivalent gains. 




mere exposure effect – The more familiar we are with things, the more we like them. 




messenger effect – When evaluating a piece of information, we are significantly influenced by its messenger. 




optimism bias – We tend to think we’re more likely to experience positive events in the future and underestimate the chance of negative events. 




p-hacking – The practice of manipulating a data set in order to acquire a specific p-value. 




p-value – The level of significance of your statistical analysis. A small p-value indicates that there is a low probability you got the results of your experiment by chance, so a small p-value means you can trust your results. 




picture superiority – Our brains process images in just 13 milliseconds compared to the 300 milliseconds it takes to read a word, and up to 400ms to understand what that word means. Therefore, images are an efficient way to communicate information. 




power of because – When people provide us with a reason for a request, we tend to automatically comply, even when the reason is specious. 




power of free – Zero is a special number when it comes to price and we are irrationally drawn towards things which are free. 




pratfall effect – People come across as more likeable once they’ve made a small mistake. 




present bias – We are impatient and biased towards decisions that give us instant gratification, rather than ones with delayed gratification. 




primacy effect – We find it easier to remember the beginning of a list, rather than the middle. The beginning of an experience can shape peoples’ overall impression of it. 




priming – Our decisions can be subconsciously influenced by environmental cues. 




realistic conflict theory – A psychological model of conflict between groups. Hostility between groups comes from competition for scarce resources. 




recency effect – We find recent information easier to remember. 




reciprocity – We are social animals and form networks of trust by making reciprocal commitments to each other. When we are given small gifts or tokens, we are motivated to rebalance this debt. 




relativity bias – We make perceptual judgments relative to their surroundings. 




salience – We pay more attention to things that are salient and those to which our eyes are drawn. 




scarcity – We value objects and resources that are scarce more than those in abundance. 




serial-position effects – We find it easiest to recall things which come at the beginning and the end; see also primacy effect and recency effect. 




social identity – We derive part of our identity from the groups to which we belong. In order to increase our self-image, we look for ways to enhance the status of the groups to which we belong. 




social norms – These are the unwritten rules of social behaviour. 




social proof – We tend to adopt the behaviour of those around us, following the norms of the social group; see also conformity. 




status quo bias – We prefer to go with the flow and stick with things as they are; see also default bias. 




Theory of Interpersonal Behaviour (TIB) – Conceptualises behaviour as a function of intentions, habits, and facilitating conditions. One of the TIB’s strengths is its ability to explain complex behaviour as a result of social and environmental factors. 




transtheoretical model – Also known as stages of change, this is a theory which describes the process of deliberate behaviour change, such as smoking cessation. 




word superiority effect – When we’ve been shown words very briefly, we tend to find it easier to guess the whole word rather than individual letters. 








Introduction 




Seemingly small nudges can lead to sustained ripple effects on our world 




We jump on a plane to fly halfway around the world and stay in a stranger’s house which we’ve booked on Airbnb. After successfully bidding for a set of Titleist irons on eBay, we happily send £699.99 to golfmad_90 in Anglesey. And we’re more than comfortable with climbing into the backseat of a random Toyota Prius, hailed us ing Uber. 




If you’d recounted these counterintuitive decisions to someone a few decades ago, they’d have been aghast. Why on earth do we trust these people who we’ve never met, let alone heard of? 




It’s all down to one simple mechanism: seller feedback. 




How has this seemingly tiny nudge had such a seismic effect on the way we live our lives and the way businesses operate? 




We are social creatures who rely on networks of trust to form communities. Once upon a time, you would have happily given a box of eggs to your neighbour safe in the knowledge that, when the time came, he would return the favour by giving you a bag of sugar. 




In our current economy, it’s necessary to make transactions with people whose reputations are unknown. So how do we know who to trust? 




To make these decisions, we’re forced to rely on a proxy of trust in the form of seller feedback. After taking an Uber trip, for example, you rate your driver and your driver rates you. These scores are combined to create one measure which others can rely on when making a decision about whether to trust you. If other people have given you positive feedback, then we take this as social proof that you are a trustworthy human being. 








Small nudges with seismic ripple effects 




Seller feedback, on the surface, looks pretty inconsequential – it’s a simple star rating. Far from it. This is an example of a small feature which has enabled organisations such as Uber, Amazon, eBay and Airbnb to scale into billion-dollar businesses. This small nudge, or ripple in the water, has had butterfly effects across our entire economy. It completely changed the rules by which our hotel, transportation and retail industries operate. 




And just as this minor mechanism has had a seismic effect on our economy, so other small behaviour changes can have a monumental ripple effect on businesses. 




Anybody can harness the power of behavioural science and apply small nudges in the real world to create long-lasting and positive ripples of change. This book will inspire you to do so and show you how. We want to empower you to lead this change by applying behavioural science in your working life. 




Amazing discoveries are continuously being made in academia, and these have started to be applied in policy. What they haven’t yet been translated into, however, are widespread applications in business. For example, how can behavioural science help the conversations you have on the phone, the letters you write and the webpages you design? To see how far the field has come, and where Ripple fits in, we’ll first take a look at the evolution of behavioural science to date. 








The evolution of behavioural science 




As behavioural science has slowly seeped into our collective consciousness, there have been three major stepping stones. The first, an epic stride, was the acknowledgement from academics that humans, contrary to the long-held assumption of economists, do not always behave rationally. Work from the godfathers of behavioural science during the 1970s to the 2000s – Daniel Kahneman, Amos Tversky, Cass Sunstein, Richard Thaler, Dan Ariely and Robert Cialdini – revealed hundreds of our brains’ systematic biases and decision-making shortcuts. 




The second stepping stone was the concept of applying behavioural science in the real world, which was popularised by Thaler and Sunstein in their 2008 book, Nudge. This inspired politicians from both the US and the UK to probe whether these decision-making shortcuts and biases could be used to help the general public make better decisions for themselves. We all want to save money in our pensions, for example, but we would rather have the instant gratification of a higher pay check than the delayed benefit of a comfortable retirement. Politicians realised that they could take advantage of the fact that our brains prefer to go with the flow of the default option and so implemented automatic enrolment into workplace pensions. Not only does this help citizens to reach their savings goals, but it also helps governments, whose weighty burden of catering for an ageing population is lessened. 




These were the first two great leaps in the evolution of behavioural science. But we’ve barely made it across to the third stepping stone – the widespread application of the wonderful and varied learnings from behavioural science to the real world. Up until now, we’ve uncovered plenty of problems and potential behavioural solutions, but with no roadmap for actually bringing these solutions to life. We’ve lacked a practical toolkit for the messy process of applying behavioural science in the real world; particularly in the world of business. In short, we wrote Ripple to answer those who are thinking “What next after Nudge?” and for those who were wondering “How on earth do I start to apply behavioural science in the private sector?” 




That’s what Ripple does. It gives you case studies to illustrate the many opportunities and pitfalls of applied behavioural science, and it gives you the practical toolkit to actually get behavioural science projects off the ground. You will learn how to apply and embed behavioural science in your business, and you will be inspired to make the world around you work better for human brains. 








From pink walls to pig abattoirs: what you will learn 




We’ll travel around the world as we look at this series of case studies where behavioural science has been applied in business. At the end of each chapter, we present three practical steps which you can take to start applying behavioural science in the real world. 




We begin in London when Jez founded his first behavioural science practice. He conducted a series of experiments themed around rabbits to bring behavioural science out of the lab and into the real world. We learn the importance of running small experiments to bring behavioural science to life, before travelling a few short miles to the London Borough of Greenwich to hear about how baby faces painted onto shop shutters reduced antisocial crime. Innovative applications of behavioural science such as this come from serendipitous collisions, so we learn how to build a team which facilitates these. We then hear about how behavioural science was used to combat pickpocketing and learn the practical steps to help bring ideas such as these to fruition. 




For the next four chapters we head to foreign climes. In South Africa, we hear about how drawing on insights from a wide range of people helped to create a nudge to sell more SIM cards. We also learn how to facilitate a workshop to devise a spectrum of applied behavioural science ideas. Then we move onto Paris, where we hear about how hard it is to nudge the French to drink even more sparkling water and how adapting your interventions on the fly can overcome hurdles such as these. 




In Thailand, we learn about how behavioural science was used to devise an innovative product to change women’s ingrained hand washing habits. However, without the right ecosystem of capabilities to create this innovative product, it never became a reality. Learning from this, we discover how to ensure this doesn’t happen to you, by creating a network of people who can help you turn ideas into products. 




We then head across the Atlantic to Mexico, whose population are in the midst of an obesity crisis. In order to nudge the nation to adopt healthier habits, and when tackling behaviour change at this scale, we learn the importance of layering small nudges with big and how to tie these elements together with a model or theory of behaviour. 




Back on UK soil, we hear about how an organisation moved from one small behavioural science pilot to embedding it at scale and learn what steps to take to achieve this. We then hear how behavioural science was used when interacting with those in the criminal justice system to reduce reoffending and discover how anybody can be empowered to apply behavioural science through training. Afterwards we hear about the importance of timing when applying behavioural science in business and learn why it’s important to measure the right thing, rather than what’s easiest. 




In Scotland, we hear about a time when it was important to create neutral choice architecture and how to check that your nudges are ethical. We then hear about how to galvanise multidisciplinary teams from across a vast organisation, such as a major nationwide retailer, to improve a proposition using behavioural science. 




We conclude with two case studies which showcase the entire process from start to finish. In Chile, we hear about how nudges were used to increase hand hygiene in an abattoir. Finally, we come full circle by returning back to London, where we learn about decreasing unsafe behaviour on a construction site using pink walls. 








How should you read this book? 




First, we recommend reading this book cover to cover. Then, as you start to develop interventions of your own, use the book and its tips as prompts. The tips from each chapter are numbered from 1 to 39; you can follow them all sequentially or pick and choose as you go along. Throughout the book, we refer to resources which sit on an online hub, which will enrich your journey as you begin to apply behavioural science. 




Visit the hub at: www.ripple-book.com 








Chapter 1: Year of the Rabbit, London 






Bringing behavioural science out of the lab and into real life 




Can you remember what first piqued your interest in nudging? For April, it was when a lecturer during a Psychology seminar asked the class to take out their matriculation cards and write down the last two digits of their student ID number. 




“Now, I’d like you all to write down how much you’d be willing to pay for this lovely vintage,” the lecturer said, pointing to an image of a bottle of wine projected onto the whiteboard. 




Amazingly, each class member’s bid for the bottle was affected by the student number they’d written down moments before. Despite being completely irrelevant to the value of the wine, this arbitrary number had served as an anchor for their subsequent judgements of value. The surprise at having the anchoring effect brought to life in this way was, frankly, unforgettable. Having fallen for this psychological bias moments before, it was impossible to deny the existence of the effect. 




The start of anyone’s journey with behavioural science begins with a light-bulb moment, realising the counterintuitive and often humorous ways in which human behaviour is susceptible to nudging. It follows that if you want to get other people excited about applying behavioural science, you need to create these light-bulb moments. And to create that light-bulb moment you must move beyond the often dry academic case studies, to bring behavioural science to life in a way which feels relevant to people’s lives. 




Imagine that you’re trying to explain the beauty of applied behavioural science to someone at a party. You want to capture their imagination by telling them the classic story of the fly in the urinal at Amsterdam’s Schiphol airport. You could try explaining it to your new friend as follows: 




“To test a hypothesis that male attention could be directed into a particular domain by re-establishing a new environmental context, we did a randomised controlled trial with men in operational hygiene facilities. We found that the simple etching of an image on the urinal motivated them to hit the desired target, thus changing their behaviour and reducing urine spillage.” 




Alternatively, you could add some colour to the story: 




“From personal experience, most men I pass in the airport toilets tend to be incredibly bored, incredibly drunk, or often a combination of both. And that means that they pay little attention to weeing in the toilet, so often end up weeing on the floor. But, if you etch a fly onto the bowl of the urinal, men subconsciously aim for it, which reduces spillage by 80%.” 




Which story would you rather hear? The second version is more likely to trigger the light-bulb moment, as your listener can relate to it more easily. Rather than blinding people with science, however impressive it is, get them excited by helping them to appreciate the applications of behavioural science in relation to their own lives, their roles at work, or their relationships. 




Knowing that this was the case, this is exactly what Jez set out to do when launching a behavioural science practice within Ogilvy, the global advertising agency. 






“Why should I care about behavioural science?” 




The year was 2011 and Jez was an Integrated Strategy Director. Having worked closely with Rory Sutherland, who was Vice Chairman of Ogilvy, together they wanted to launch a team whose sole purpose was to apply behavioural science to advertising. They’d settled on the name Ogilvy Change and now needed to get their colleagues as excited about behavioural science as they were. In order to get the rest of the company to embrace behavioural science, they needed to capture their colleagues’ imaginations. 




One option would have been to spend an hour lecturing about various heuristics and biases. They could have told them about how in America there is a wonderful ‘Save More Tomorrow’ programme developed by academics,¹ which found that behavioural economics could be used to increase people’s savings from their salary from 3.5% to 13.6% over 40 months. 




Alternatively, they could have talked about how The Economist had engineered its subscription choice architecture in order to generate more print and digital sales. Would-be subscribers had the option of a $59 digital subscription, a $125 print subscription, or a $125 print and digital subscription. Who would choose the print-only subscription, when for the same price you could get online access? Indeed, Dan Ariely found that with this decoy option, significantly more people chose the more expensive package.² But without the print-only option, significantly more people chose the cheaper, digital-only option. Proof, right there, that our decisions are influenced by choice architecture and that behavioural science can have big impacts on business outcomes. 




If they’d taken this route to convert colleagues into behavioural science enthusiasts, they might have got through to a couple of them at best. And this, in the early days of the field, is where it often fell down. Many of the learnings from behavioural science are theoretical and the challenge in a business context is bringing the application possibilities to life. 




Similarly, it’s ironic that books such as the New York Times Best Seller Thinking, Fast and Slow,³ written by one of the forefathers of behavioural economics, was specifically written to appeal to an academic audience. The book was published with small, hard to read text, and very few pictures. Who knows how many more copies it may have sold had it also been published in a more populist format? Chunked into several books, with a bigger text size and plenty of pictures, this would have conveyed the virtues of behavioural science to a lay audience in a more engaging way. 








The Year of the Rabbit 




Instead of a lecture, Jez and Rory set out to conduct a series of playful studies in the agency to bring the applications of behavioural science to life. It was the Chinese Year of the Rabbit and so their experiments were all tied to this theme. Could they make people eat like rabbits, move like rabbits, bounce like rabbits and copulate like rabbits? Whilst these studies were inspired by findings from academic journals, their versions were far from being academically robust. But for their purpose this didn’t matter. The point was to bring the theories to life and to demonstrate the ways in which behavioural science could be used to nudge behaviour. 








Eating like rabbits 




Their first experiment was conducted in the agency canteen, where they set out to nudge their colleagues to eat more carrots. We are more likely to choose healthy foods if they are easy to reach, or first in line. For example, one study found that the location of desserts had a significant effect on whether customers in a hospital cafeteria chose the healthy or unhealthy options, with people more likely to choose the dessert that was easy to reach.⁴ In order to nudge their colleagues to eat more carrots, therefore, they moved the carrots earlier in the canteen line and doubled the quantity normally available. They also changed the description of the carrots to “Succulent Carrots”, knowing that sensory adjectives on restaurant menus increase both sales and satisfaction.⁵ 




The results? Before their intervention, there were always carrots left over at the end of lunchtime. As a result of their intervention, twice as many carrots were eaten, they went more quickly and they were all gone by the end of service. 








Speedy like rabbits 




When compared to tortoises, rabbits are fabled to move very quickly. How could they nudge people to walk faster than normal? A seminal, yet hard to replicate, study found that participants primed with elderly words left the room slower than a control group, aligned with the stereotype of elderly behaviour.⁶ 




To translate this into an advertising agency, they held two fictional briefings for airlines. In one of these briefings, they talked quickly and excitably about short-haul holidays to Magaluf or Tenerife. In the other, they talked slowly, this time about long-haul flights to visit grandparents in India. Crucially, they were interested in how quickly their unwitting colleagues returned to their desks after these fictional briefings. Whilst this experiment was crudely measured and would certainly not hold up in the hallowed halls of a university, they observed that their colleagues primed with the short, speedy and energetic trips moved back to their desks faster than those primed with slow, arduous and long-haul trips. 








Bouncing like rabbits 




How could they use behavioural science to get their colleagues jumping like rabbits? At the time Jez had small children and so had watched a song called ‘Wake Up Little Bunnies’ about 272 times from a TV show called Fun Song Factory. In this infamous lyrical hit, the narrator encourages us to “see the little bunnies sleeping,” whilst everyone sleeps. This is shortly followed by a rousing “Wake up, little bunnies!” upon which everyone jumps up and around like bunnies. Children, it seems, are very happy to shamelessly join in with this bunny jumping. But how could they get their adult colleagues to adopt this behaviour, in an office environment? 




Being part of a social group involves following a set of unspoken behaviours. This is known as conformity and was famously demonstrated by Asch in 1956. Jez hypothesised that if enough people in a room bounced like bunnies, then the rest would follow suit. In addition, they recruited the CEO and Group Planning Director who, as figures of authority, their colleagues would be more willing to copy. They invited people from the company to take part in some workshop training, telling them that they’d be learning how to energise a room full of depleted workshop delegates. A control group were given a sheet of paper with instructions, which told them to press play on the bunny video before joining in by following the actions. Unsurprisingly, everybody stayed glued to their seats, muttering “There’s no chance we’re doing that.” 




And what about in the other room? Jez was there to lead the session, with his two stooges in tow. 




“So at this point,” he began, “we all need to lie on the floor and sleep like bunnies.” 




Everyone obediently complied. There they were, all adults aged between 30 to 45, lying on the floor and sleeping like bunnies. The song played and as it said “Wake up!” they all woke up, assumed rabbit shapes and bounced around the room like bunnies. Having three people engaging in the behaviour was enough to encourage the rest to conform. It’s likely that the stooges’ seniority enhanced the others’ readiness to do so. 








Copulating like rabbits 




For their fourth and final in-house experiment, could they alter their colleagues’ answers to a survey about sex? One study found that sexual arousal had an impact on several areas of judgement and decision making,⁷ such as sexual preferences and willingness to practice unsafe sex. Whilst advertising agencies are renowned for being audacious, they couldn’t completely replicate this in their office. 




A control group were surveyed in a cold room at 3pm, answering questions such as “How often do you want to make love?” and “How many partners have you had?” The other group completed the same survey at 6pm, in a warm room with beer and lads’ mags like Nuts and Zoo. Those in this room expressed higher sexual drives than those in the control and so, in a sense, they had been nudged to copulate like rabbits. 








Bringing the experiments to life 




The benefit of conducting these experiments within an advertising agency was having the capability to spin them into a compelling story. Everything was filmed and, armed with this footage, they asked the creative team to write a script for the film. In an inspired move, they positioned the film as a 1970s-era, BBC-style behavioural science programme. Rory, with his RP accent, was the perfect candidate to narrate the tongue-in-cheek script. 




Once the Succulent Carrots had been eaten, magic pixie dust floated across the screen where they’d disappeared. CCTV footage of people walking back to their desks after the airline briefing was sped up for comic effect. Everyone bouncing like bunnies looked stupid enough without need for much further editing. And the anonymous takers of their sexual preferences survey were filmed in a prison-style line-up panning from left to right, only to reveal the identity of the shortest guy in the office. 




They had conducted their studies, had a film to tell the story and were finally ready to tell the rest of the agency about their new behavioural planning practice. The company meeting was to be held at the Old Vic theatre, near London’s Southbank. After the usual updates on company performance, awards and promotions, they were allotted a segment to talk about the launch of the new practice. To bring it to life, Jez and Rachel Hatton, the Group Planning Director, donned long white lab coats to take to the stage and introduce the film. 




The reaction? People were laughing, engaged and wanted to know more. The people in the film were also in the audience, so they couldn’t deny that their behaviour had been changed. This was quite a breakthrough which helped people to understand how they’d work with clients. After the meeting, people approached Jez asking to join the team and within a week they had their first brief. 








Do it yourself: a toolkit for bringing behavioural science to life 




In order to make behavioural science practical and relatable, it’s important to go beyond telling an anecdote. You want to demonstrate the results in a tangible way. Of course, it’s always interesting to hear about the results of experiments by behavioural researchers, but this doesn’t necessarily translate into clear recommendations in the business world. 




That being said, rest assured that the task is made slightly easier by the fact that behavioural science is all about humans. Everybody can relate to it, once you’ve found a way to make it relevant for them. 








#1 Get a local proof point 




When you bring behavioural science to life for people in their line of work, they start to buy into it more. If you take a behavioural bias or heuristic and find a way to make it local to them, that’s when people start to understand the wide range of applications and merits. To do this, conduct a small experiment or case study within your organisation, in order to get a local proof point. Naturally, the type of proof point you need will depend on the nature of your business. 




For example, you might run a small experiment to get more people recycling. You might take your two waste bins titled ‘Mixed Recycling’ and ‘General Waste’, and re-label them to ‘Mixed Recycling’ and ‘Landfill’. You might go one step further and make the landfill slot smaller, so that it’s difficult to put things in. You might conduct this experiment for two weeks and compare how many people recycled before and after your mini-intervention. 




Alternatively, you might experiment with nudges in an email. There’s an upcoming event where attendance is voluntary, but you’d like to get more people to show up. Usually, you get a turnout of 60%, but you’d like to get it to 80%. You might begin by saying, “More and more of our employees are coming to these meetings and they’re giving stellar feedback.” You might say, “Eleanor, our Marketing Director, says she truly valued learning about new social media publishing tools at our last event.” You might sign off by telling your colleagues to avoid missing out, because there’s a great guest speaker lined up. You include an easy one-click calendar invite and sit back to count how many people show up to the meeting. You find that employee engagement rises by 25% as a result of that email, at no extra cost to you. You present the findings from your experiment back at the next company meeting, showing the two emails side by side. 








#2 Bring your proof point to life 




Operating within an agency like Ogilvy gave Jez a massive luxury: access to a world-class creative team with the ability and skill to transform crude behavioural experiments into a story, supported by visual effects, a script and a narrator. If you’re operating in a nascent start-up space, however, you’ve got to be a bit more resourceful. Yes, Jez had hidden cameras filming a boardroom of fully-grown adult jumping bunnies, but anybody with an iPhone can shoot some footage and cobble it together in iMovie. It might not look polished, but it will still bring to life the behavioural changes you’ve influenced. At the very least, it will capture people’s imagination more than documents of text. 








#3 Minimise deception to avoid losing trust 




An unexpected side effect of running these experiments was that Jez’s colleagues soon started to mistrust his intentions. These experiments were run a couple of months after he joined the company and often involved recruiting participants in an underhand way. For example, he’d sent out a company-wide email offering to upskill colleagues on workshop facilitation skills. After nudging them to jump around like bunnies, he’d later revealed the true purpose of the session. Before long, people grew wary of his motives, and he’d get people questioning whether legitimate and genuine requests were yet another underhand ruse. As such, be careful to limit your duplicity to times when it’s truly necessary. 




So where’s the best place to start if you want to apply behavioural science in business? Try running some experiments to bring your ideas to life for your colleagues. Get some evidence to show that it works, bring it life with videos or pictures, but keep it playful. And if you use your colleagues as your experiment participants, then they’ll have some trouble denying that subtle nudges can have an unexpected impact on behaviour. 
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Chapter 2: Babies of the Borough, Greenwich, London 






Innovative applications of behavioural science come from serendipitous collisions 




Have you ever thought about whether the requirement for scientific rigour might be holding behavioural science back? The field has progressed using the scientific method, whereby hypotheses are tested with rigorous experimentation and the results are interpreted with scepticism. In order to get published, academic research must follow the scientific method’s clear steps and withstand countless rounds of peer reviews. The problem with this process is that it limits creativity within t he field. 




Both Jez and April are scientists by training. Jez has a background in biology and chemistry, going on to study biochemistry at university, before later falling in love with behavioural science. April felt at home in the objective and unambiguous world of the sciences, studying the field of human behaviour at undergraduate and, later, postgraduate level. There is beauty, both agree, in numbers, data and statistics, but these serve no purpose when behavioural science starts and ends with science. After all, what’s the point of testing hypotheses with elegantly designed studies in a lab if the findings cannot be applied in the real world? 




Therefore, we advocate a world where anybody can try their hand at applying behavioural science. By democratising behavioural insights, this will enable people from all fields, industries and walks of life to bring them out of the lab and into the real world. 








Creativity thrives when worlds collide 




Some amazing things happen when the world of behavioural science collides with others. It’s ironic that when people refer to nudge theory they often begin with the fly in the urinal, just as we did in the previous chapter. The cleaning department at Schiphol airport did not meticulously adhere to the scientific method and there was no scientific paper published with the results. 




On the contrary, this example was borne of the collision of two worlds. The idea came from Jos van Bedaf, who managed the cleaners at Schiphol, and who in a previous life had spent time in the armed forces.⁸ Here he’d encountered urinals featuring targets and witnessed the positive influence for himself. Years later in his new role, in a completely new world, he found himself facing the age-old spillage problem. Joining the dots in his head, he suggested that they try a similar thing in the airport urinals. And the rest, as they say, is history. 




Innovation may be borne of the collision of any two worlds, but something magical happens when behavioural science collides with the world of design. When Rory, who we met in chapter 1, became a pioneer for applying behavioural science in the world of advertising, he guided a collision of this creative space with the study of human behaviour. Advertising creatives wouldn’t dream of executing an idea without good design, whether that idea was behaviourally informed or not. As such, this collision with visual design brought behavioural science to life more than academics ever could. 




Creativity thrives when isolated things come together and one of Ogilvy Change’s first landmark projects did just this. It was an innovative idea which coupled scientific insight with beautiful creative execution, at the nexus of behavioural science and design. 








The London Riots and Babies of the Borough 




It was the summer of 2011 and Jez was holidaying in Cyprus with his small children. He took a call from a friend in Manchester, who frantically asked him whether he was okay. 




“What do you mean?” replied Jez, startled out of his holiday bubble of ignorance. 




“Haven’t you seen what’s happening in London?” probed his friend. 




After switching on the TV he was soon up to speed with the rioting that was happening back home. People were smashing the windows in their streets, and looting everything from cigarettes to alcohol, TVs to trainers. One of Jez’s friends was a bouncer and later told him that he’d slept in his car clutching an iron bar, in order to safeguard one of his most valuable assets. It was a strange time for human behaviour. 








A behavioural explanation 




Strange as it was, behavioural science can help to explain what was going on. It’s been established that assault rates increase as temperatures rise.⁹ Testosterone levels are higher in warmer than colder months¹⁰ and high testosterone levels are associated with aggression.¹¹ What’s more, warmer weather means that people are more likely to congregate outside and longer daylight hours may offer more opportunities for crime. Once rioting has started, the broken windows theory posits that small signs of damage encourage further lawlessness,¹² meaning that vandalism and looting escalate once they have started. 








Shop shutters as canvases 




Elsewhere in London, someone at Ogilvy had a seemingly unrelated idea. Tara Austin, a passionate and intelligent Planner with the tenacity to take an idea to the limit, wondered why it was that security shop shutters were not used as an advertising medium? They would be ideal, she thought to herself, as a means to advertise fast-moving consumer goods – exactly the type of products which these small shops are selling. 




Fortuitously, Ogilvy Change’s very first intern, Dan Bennett, had been hired to divide his time between behavioural science and Ogilvy Labs, an innovation team. Dan was an enthusiastic, buoyant and exuberant addition to the team, who regularly found himself sitting in Tara’s department talking excitedly about behavioural science. By nature, people who work in creative communities tend to be curious and open to external influences, so Dan’s talk of behavioural science caught Tara’s imagination: rather than using shop shutters for commercial advertising, what if they could be used for social purpose? 








A behavioural solution 




Together, Tara and Dan thought about how scientific insight could be used for good. The cute features of babies, such as big eyes and round faces, have been found to stimulate a caring response in our brains.¹³ Of course, it makes sense that our evolutionary ancestors were motivated to take care of babies who, due to the long developmental periods necessitated by our exceptionally powerful brains, are unable to take care of themselves in infancy. 




What if this caring response could be used to reduce antisocial behaviour? Rather than adding more police to the streets to reduce residual post-riot antisocial behaviour, why not try something counterintuitive? And so the idea for Babies of the Borough was conceived: spray paint babies’ faces onto shop shutters in an area affected by the 2011 London Riots, in an effort to reduce antisocial behaviour. 




The idea was brought to life in the summer of 2012. The London Borough of Greenwich had been badly affected by the riots during the previous year. In particular, the Greens End shops in Woolwich had been badly damaged by looters. Greenwich Council, having been approached with the idea, were not interested in a collaboration. An alternative route was suggested by Nicole Yershon, who headed up Ogilvy Labs: why not approach the shopkeepers themselves? After knocking on shop doors up and down Greens End, they won backing from the shopkeepers. Besides being curious, the shopkeepers were excited to find out whether taking a punt on this idea could transform their community. 




The canvases were ready, but what about the baby faces? In a moment of brilliance, Dan suggested recruiting local babies using Facebook. In general, proximal and specific social norms have a more powerful effect on influencing behaviour compared to vague or generic ones. The logic went, therefore, that murals of local babies’ faces might be a more powerful influence on behaviour than random babies. 




Using these local babies’ faces as a guide, four street mural artists created spray paint portraits on the shop shutters of Greens End. The next morning, five baby faces had been created and the locals’ positive reactions were captured on tape. These reactions, coupled with an explanation of the project by Tara, were turned into a short film. This captured the imagination of the BBC, who interviewed Tara and Nicole shortly afterwards. The campaign started to get worldwide traction and was picked up in 12 countries across three continents. 








A reduction in antisocial behaviour and crimes 




Babies of the Borough was a creative exploration of how behavioural science could be innovatively used for social purpose and, as such, there was no experimental design. Despite the lack of hypotheses to test, it was still important to measure the impact. In addition to filming the locals’ reactions, the longitudinal impact on antisocial behaviour was tracked. One year after the campaign, antisocial behaviour had decreased by 24%, and declined further in the subsequent years. Five years after the campaign (2016), it was found that reported crimes in the area had reduced by 47.4% when compared with data from before the campaign (2011), with a 65.2% reduction in reported antisocial crimes specifically. Whilst it’s hard to isolate the effects of the babies on antisocial crime, the reduction for the local area (Greens End Road) was 23.7% greater than for the wider neighbourhood (Woolwich Riverside) over the same period, indicating that there was something unique to Greens End Road which reduced antisocial behaviour. 




Fig. 2.1: Reduction of anti-social crimes across two sites 
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The Ogilvy team wanted to share their success with the rest of the world. As highlighted in the previous chapter, it was crucial to bring the story to life. Tasked with this was Emma de la Fosse, an Executive Creative Director at Ogilvy, who built a strong narrative around the idea with an emotive film. On the basis of this, Babies of the Borough won a Gold Cannes Lion in 2013; a testament to its success. 




Despite this recognition, the idea could have fallen flat if it weren’t for the drive and tenacity of a whole host of people. Tara joined the dots, conceived the idea and drove it forward. Jez sponsored the project from Ogilvy Change, lending credibility from a behavioural practice. Nicole backed the project with her budget and recruited street mural artists. Dan was responsible for planning and executing the project, and Emma crafted the story to be entered for awards. Along with countless others, this team had the combination of passion, energy and resilience to knock down the barriers which so often come between an idea and its realisation. 




Now, Babies of the Borough is firmly established in the evolution of nudge theory. It is taught in behavioural science modules in universities, presented at talks as an exemplar of applied behavioural science and claimed by a multitude as their own idea. And it would not have happened if it weren’t for a collision of two worlds, two distinct ideas and many open minds. 








Do it yourself: a toolkit for encouraging serendipitous collisions 




In the first chapter, we considered how to spark a behaviour change revolution in an organisation and how to sell this to colleagues. In this chapter, we considered how you might best form a team to encourage creative ideas. What kind of people do you bring into the team to help your application of behavioural science to thrive? As shown by Babies of the Borough, it’s important to include people who are open to external influences, people with a diverse range of skills and perspectives, and those who are willing to take risks. 








#4 Step out of the echo chamber 




The best creative people have one thing in common: they’re receptive to external influences. Whilst they may not realise the value of these sources in the first instance, they file them away in their minds, only to uncover unexpected connections at a later date. 




Standing in the way of this discovery process are newsfeed algorithms, which reign us into echo chambers where we are only exposed to ideas consistent with our own. To combat this, don’t rely solely on algorithm-based platforms for your inspiration; explore your many and varied interests. Actively seek out sources of stimulation beyond your existing circle and be receptive to external influences. Let your brain do the filtering and joining up, and unlikely collisions will generate extraordinary ideas. Bringing two divergent themes together in a new context might lead to an unexpected and joyous idea about how to apply behavioural science. It’s only by embracing the messiness of this approach that you trigger developmental shifts in a field like applied behavioural science. 








#5 Collaborate with people who aren’t like you 




Similarly, the collision of diverse skill sets can lead to serendipitous discoveries. Babies of the Borough might not have come to fruition if it weren’t for the combination of energy, resilience, passion, insight, research and artistry of those involved. Brilliant ideas never come from one single person and an idea is nothing without the ability to execute. 




The successful application of behavioural science in business relies on generating a diverse range of ideas using people from different fields. Rather than cocooning yourself in an ivory tower digesting behavioural science journals, you need to venture out and take inspiration from people within your own business, or other businesses altogether, if you are to apply the insights from behavioural science in the real world. 




As such, build and work in teams with diversified skills. Perhaps you might spend the majority of your time working in solely, say, the marketing team. Day in and day out, you spend time bouncing ideas off people with similar backgrounds, skills and talents. Contrast this with working in multi-disciplinary teams which, whilst more difficult, will inevitably lead to more innovative ideas. As true as this is for applying behavioural science in business, it also holds true for behavioural science research in academia. 








#6 It’s risky, but try the crazy idea 




It can be frustrating that when budgets are tight, the first thing a business cuts is their allocation for innovation. Taking this approach erodes value in the medium to long term, because sacrificing innovation hinders overall progression. If you aspire to make a successful change, you must allocate resources to trying new things. 




It’s fair enough to keep 70% of your budget to do the safe stuff. And keep 20% to try out new approaches. But fight to keep the last 10% available for trying the risky yet innovative behavioural science idea. It might be high risk, but being the first to take an innovative approach gives you first-mover advantage, which can sometimes offer the greatest rewards. 








What next for Babies of the Borough? 




Credit to the team at Ogilvy, they’ve not rested on their laurels. The Power of Cute has been taken to other territories as street murals. Sam Tatam, a Partner at Ogilvy, is now leading the project to explore whether high-definition photographic images of babies’ faces will be even more powerful than the cruder articulations by street mural artists. Two such shutters are now up, but there are no results yet to illuminate whether the baby schema is more effective as a digital photograph or a caricatured artist’s rendition. 
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Chapter 3: Reducing Pickpocketing by PutPocketing, England 






Bringing behavioural science ideas to fruition 




On 9 August 2007, BNP Paribas froze $2.2 billion worth of funds. With this move, they were the first bank to concede the risks of US sub-prime mortgages. Many cite this as the first sign of the financial crisis. Since then, there’s been a total transformation of the way that businesses make decisions and the governance around decisions has noticeably tightened. With this has come the rise and rise of the business case – it’s now par for the course to have to justify every pen ny spent. 




It could be argued that this is generally a good thing. But it becomes problematic when championing innovative ideas. It takes a leap of faith to endorse untested ideas, which invariably involve both financial and reputational risks. It’s undeniable that some of these leaps will fail, but what if there was a way to identify the ones with a greater chance of success? 




This is where behavioural science can lend a hand. Used correctly, it can help to confidently predict whether an idea will work and even explain the mechanisms by which it might operate. What’s more, experimental methods from behavioural science can be used to test a prototype idea before rolling it out into a messy real-world context. In this way, behavioural science can give an idea greater credibility and help to justify it in a business context. 








‘Do to think’, rather than ‘think to do’ 




“Too often,” says Dr Jules Goddard, Fellow of the London Business School, “businesses think to do.” They pontificate, think about ideas very hard, and yet do very little. Rather, he advocates, they should “do to think.” By trying an idea out and quickly discovering the problems, this furthers your thinking and improves the idea. By acting first, and thinking later, businesses can innovate and progress more quickly. 




This approach is in stark contrast to that favoured by academics. In an academic experiment, the aim is to empirically demonstrate a hypothesis by retaining tight control over the parameters and possible confounders. More appropriate for businesses, however, is to quickly build a prototype which establishes whether an idea works, thus giving stakeholders the confidence to make a leap of faith. This is exactly why the Avon and Somerset Police were happy to take one such leap when they first heard of Ogilvy’s radical idea to protect the residents of the region from pickpocketing. 








Unintended consequences on behaviour 




Ask anyone who researches, studies or works in behavioural science and they’ll tell you that behaviour is dependent on context. An intervention which reduces a behaviour in one setting might have the opposite effect in another. Even experts with decades of experience and research under their belt make incorrect predictions about how people will behave in a situation, so it’s crucial to test interventions in context. Even the most well-meaning interventions can have unintended consequences on behaviour and this was the paradoxical effect of traditional efforts to reduce pickpocketing. 




In one town or city or another, you’ve almost certainly seen posters which read: “Beware of pickpockets operating in this area”. Despite aiming to increase awareness of this common crime, these signs counterintuitively make life easier for pickpockets. 




Crazy as this may sound, envisage the situation. On average, you probably have around five pockets should you be wearing trousers and a jacket. As you walk along a busy high street, you see a sign warning you about pickpocketing, which subconsciously prompts you to check your valuables. You always keep your phone and wallet in the right pocket of your jacket, so you tap to check they’re both still there. Reassured, you continue on your journey, but unbeknownst to you, an enterprising pickpocketer has been watching. Of the five pockets he could have targeted, he now knows exactly where to look for his next acquisition. And it is in this way that signs warning people of pickpockets may, in fact, make thieves’ lives easier. 








The opposite of pickpocketing: PutPocketing 




This behavioural rationale for the inadequacy of traditional efforts to reduce pickpocketing seems like a logical explanation, but it did not exist in 2013. At that time, Ogilvy One, an agency specialising in direct marketing, had a better idea for how to reduce pickpocketing. Theft from the person offences, as they are known, increased by 18% from 2010 to 2012 in England and Wales.¹⁴ This rise was thought to be due to the increased prevalence of smartphones. 




To reduce these crimes, why not do the opposite of pickpocketing? To highlight the ease with which people’s belongings could be taken, something could be inconspicuously placed into their pockets. The shock at discovering their new possession would make people realise how easy it was to steal something, allowing them to experience how it feels to have been unwittingly mugged. 




The originators of the idea, two creatives called Laila and Paul, took the concept to Executive Creative Directors Emma de la Fosse and Charlie Wilson, who fine-tuned the idea and how it would play out in practice. 




The difficulty was that despite having conceived this brilliant idea, Laila, Paul, Emma and Charlie had no rationale, justification or credibility with which to bring it to a client. Crimestoppers, the independent UK crime charity, was the perfect candidate for the solution, but it was unlikely they would blindly trust a counterintuitive idea which had never been tested in practice. As such, Ogilvy One approached Jez’s behavioural practice. Was there a behavioural rationale to support the idea? And, crucially, would the idea work in real life? First, the team at Ogilvy Change would dissect the idea for PutPockets and justify it in behavioural terms. Secondly, they would run an experiment to test the idea in the real world. 








Justifying the idea in behavioural terms 




Concepts from behavioural science indicated that the intervention would work, in theory. In general, we are not good predictors of our future behaviour, as we underestimate the influence that our feelings and urges have on decision making. In the present moment, when we are in a cold affective state, we make poor predictions about how we will act in the future in a hot affective state. The two are rarely aligned, which is known as the empathy gap¹⁵. Having been PutPocketed, the shock of discovering their new possession would place people in the hot affective state of having been mugged. Being given information about the dangers of pickpocketing whilst in this state would be much more effective than reading the same information on a poster whilst in a cold state. 








Testing a prototype for PutPockets in the real world 




Now the idea had a behavioural rationale, but it still needed to be trialled in the real world. This coincided with the inaugural year of Nudgestock, Ogilvy’s annual festival of behavioural science. This very busy event made it the perfect place to experiment with a PutPockets prototype in a relatively controlled environment. 




Ex-pickpockets and magicians were recruited for their sleight of hand skills – they would have the ability to execute the PutPocketing. They were positioned amongst the audience and tasked with slipping little leaflets highlighting the dangers of pickpocketing into pockets, coats and bags. Having targeted people, a crew of enthusiastic interns were on hand to film their reactions and explain why they had been PutPocketed. 




Despite seeming like a simple idea on paper, even the prototype version of the intervention had multiple moving parts: countless delegates wandering around, magicians and ex-pickpockets on the loose, and a camera crew to manage. Trialling the idea in this way, however, was the only way to iron out the problems. It was doing to think, rather than thinking to do, that ultimately gave the idea credibility. 




The prototype revealed the difficulty of capturing the sleight of hand on camera. In reality, the optimum technique for PutPocketing was a swift flick into people’s pockets and bags, which looked underwhelming when captured on camera. What’s more, cameramen found it hard to quickly find the right angle, making it difficult to capture the shot on film. As such, the PutPocketers were directed to slow their technique down. 




Having addressed the teething problems associated with filming, and with a video to demonstrate how the idea would work in real life, Ogilvy had the confidence and credibility to approach Crimestoppers. They were able to use principles from behavioural science to explain the mechanisms by which it would drive awareness of pickpocketing, and had conducted an experiment to show how it would work in practice. 




Crimestoppers liked the video and put forward some budget to replicate the intervention in a public space. Members of the public wandering around a market in Bristol were PutPocketed with leaflets resembling tablets, smartphones and wallets. These directed them to a website where they could learn more about pickpocketing and the methods used. For every 100 leaflets dropped, there were 93 visits to the site. A film of the intervention in Bristol was picked up by the media and generated £7.5m worth of free PR coverage for Crimestoppers. The campaign was recognised by a Gold Creative Circle award and a Gold Direct Marketing Association award. Police forces, such as Kent and the London Boroughs of Stratford and Islington, recreated the campaign locally. 








Do it yourself: a toolkit for bringing behavioural science ideas to fruition 




It’s one thing to conjure ideas for applying behavioural science in business, but making them happen is another. The idea for PutPockets was conceived long before Jez’s team had devised a behavioural science rationale for it, which then helped to convince Crimestoppers to take a punt on it. Good ideas may come to you before the time is right to execute, so store them away in your bottom drawer for the future. Use behavioural science to justify why your idea will work, to give internal sponsors the confidence to try it. And in order to convince an external sponsor that your idea will work, first get a small proof point to demonstrate its success. 








#7 Store ideas and inspiration in your bottom drawer 




Laila and Paul had the idea for PutPockets long before they put it into action, when the timing wasn’t quite right. They managed to hold on to and revive it because they kept a repository of their ideas. In times gone by, people did this by literally keeping interesting scraps of ideas from newspapers or magazines in the bottom drawer of their desk. In Jez’s early career, he’d often come into work in the morning to find an ad ripped out of a magazine with a Post-it written by his media director saying “Find out more about this!” 




At the simplest level, you can do this by curating a notebook or folder of ideas where you accumulate interesting things you’ve seen or heard. Whilst this once had to be a physical repository, such as a drawer, shoebox, or noticeboard, this can now be done digitally. You could pin images to Pinterest, share things with your team on Slack, or collect snippets on Evernote. The more salient these repositories are, the better. Rather than locking these sources of inspiration away, they need to be at the front of your consciousness to help you bring these ideas to life. 








#8 Simplify before you justify 




In order to identify the behavioural mechanisms by which your idea will work, you must first deconstruct it into its basic behavioural terms using a simple behavioural model. For many behavioural challenges, this can be as simple as considering the personal, social and environmental factors. First, identify the mental shortcuts and biases that may be encouraging poor behaviours and hindering positive ones. Secondly, observe how other people are influencing the target behaviour. Finally, consider whether there are any local or wider environmental influences on behaviour, such as the weather, or in this case signs warning about the prevalence of pickpocketing. 




Having done this, you can substantiate the idea with further insight. In the case of PutPockets, the simple behaviour was tapping pockets. Given that this was an unintended behavioural consequence of danger signs designed to reduce pickpocketing, this justified why the current intervention was inadequate and explained how it may actually cause more pickpocketing. The idea for PutPockets, in contrast to this, had a strong behavioural rationale for reducing pickpocketing. By placing people in the hot affective state of having been mugged, they would be more receptive to a warning message about the dangers of pickpocketing. 








#9 Run an experiment before involving external stakeholders 




In chapter 1, we talked about the importance of conducting experiments to bring behavioural science to life and demonstrate its efficacy with internal stakeholders. Trialling a new idea within your organisation might, at worst, involve some reputational risk, but it certainly won’t be catastrophic for you or the business if it fails. If you’re going to pitch an idea to an external sponsor, however, you must be able to demonstrate that your idea is credible. Failure could lead to greater costs, such as industry-wide reputational damage and financial loss. 




If you need to make a business case for external stakeholders, therefore, it’s imperative to try out the idea first. Creating a prototype will teach you how to operationalise the idea in real life, thus ensuring you have the credibility and capability to carry out the idea. You can then improve and augment the idea, before confidently telling your external stakeholders how it will work for them. 





14 Crime Survey for England and Wales. 

15 Loewenstein (2005). 








Chapter 4: Selling SIM Cards, South Africa 






Workshopping to apply behavioural science in a foreign culture 




By 2014, Ogilvy had started to export its behavioural science practice around the world. In addition to hubs in Prague, Sydney and Singapore, there was interest from South Africa, where Jez and Dan found themselves to tackle a brief for South Africa’s largest single brand retailer: PEP. PEP wanted its customers to buy more SIM cards. 




As behavioural scientists, Jez and Dan needed to understand the context they were working in, and so their first two days were dedicated to cultural immersion. Given that neither were familiar with the local culture, it was important to sample the smells, hear the noises and observe the local behaviours. 




One thing that struck Jez early on was the number of brand new Volkswagen cars on the streets. Truth be told, Volkswagen does have a big factory in South Africa, but virtually everyone drives around in brand new cars. Seeing this, Jez was jealous, until his host pointed out the reason to him. “Well,” they explained, “you don’t really want to break down in Johannesburg, if you can help it.” 




In addition to this brief cultural immersion, Jez and Dan needed to bring together a diverse range of stakeholders to ensure they had the right mix of skills and deep cultural knowledge to tackle the problem. As explored in chapter 2, the collision of people from different backgrounds is the key to sparking innovation and creative solutions. With a mix of agency creatives and strategists, client management and retail staff on board, Jez and Dan were tasked with leading a group workshop to devise a behavioural solution for PEP. 




When you’re in the business of applied behavioural science, you’ll face many blockers. It’s either “silly”, or “it won’t work”, or “we’ve tried it before”. Perhaps “it’ll take too much organisation”, “it will be too risky”, or “we’ve got other priorities”. Every organisation faces these issues and so in a workshop like this it’s imperative to get your stakeholders excited about behavioural science, teach them the basic principles, and tackle the problem collaboratively. Bring it to life for them, as detailed in chapter 1, and build a diverse team, as elaborated in chapter 2. In this way, you’ll be able to bring a diverse group of people on the same journey, which was crucial in South Africa for uncovering the local and cultural insights needed to help PEP apply behavioural science. 








How do we get people to pick up more SIM cards? 




Despite being unheard of in the UK, PEP stores are ubiquitous in South Africa. They are a ‘one shop fits all’ kind of store, analogous to Wilkos in the UK or Walmart in the US. Selling everything from children’s flip flops to nappies, and from sun cream to bleach, anything you might need for your life or your home can be bought at PEP. It’s the type of place where the shelves are beautifully stocked in the morning, but the daily chaos of shoppers’ rummaging results in a bomb site by the end of the day. 




PEP also sell mobile phone SIM cards. In South Africa, mobile phone penetration is far higher than broadband or Wi-Fi, making it a more prevalent means of communication. In the UK we might buy one SIM card which stays in our phone for years on end, whereas South Africans tend to have multiple SIM cards from multiple networks in order to benefit from the panoply of deals. For example, one SIM might offer free local calls between 6pm and 8pm, then another might give you cheaper international calls after 8pm. The store who originally sold the SIM receives commission every time it’s topped up. Given this seemingly easy stream of revenue, how could PEP use behavioural science to encourage their customers to pick up more SIMs? 








A workshop to tackle the problem using behavioural science 




After two days of cultural immersion in Johannesburg, Jez and Dan moved on to Cape Town where they conducted some focus groups before gathering 25 stakeholders at an offsite venue to tackle the problem. 




They began the morning with an introduction to behavioural science, some examples of how it might be applied practically and an introduction to some of the key principles. 




With everybody now on the same page, they needed a clear definition of what behaviour they wanted to change. Instead of picking up just one SIM card, how could customers be nudged to pick up three? It seemed like a simple behaviour to change, but it was not obvious how to go about this. 








The MINDSPACE framework 




To approach this problem, they needed a framework which was easy to understand and adept at generating lots of ideas, whilst not being overwhelming for behavioural science rookies. The MINDSPACE framework was developed to facilitate the application of behavioural theory to public policy.¹⁶ It is a mnemonic for nine groupings of behavioural science principles: Messenger, Incentives, Norms, Defaults, Salience, Priming, Affect, Commitment and Ego. Using a rapid-fire brainstorm process which Jez developed whilst working with Paul Dolan in 2010, they worked through each principle in turn to generate ideas to encourage PEP customers to pick up three SIMs, rather than one. 




Messenger 




When evaluating a piece of information, we are significantly influenced by its messenger. Who, or what, would be a good messenger to encourage PEP customers to pick up three SIMs? For example, this might be PEP employees, or a customer’s friends. The more detail that can be added here, the better. Who would have more influence: friends who are mobile-savvy, or those who are technologically illiterate? Those who use their mobile the most, or those who use it the least? Whilst working through the letters of the MINDSPACE, Jez guided stakeholders towards these textured and detailed insights, knowing that these conjure more vivid and interesting ideas. Possible messengers were listed on Post-its and stuck on the wall. 




Incentives 




Incentives were skipped and returned to at the end of the process. People tend to think rationally about incentives, automatically jumping to financial incentives or rewards, and from Jez’s experience this can lead to a sticking point in the brainstorm. 




Norms 




We tend to adopt the behaviour of those around us, following the norms of the social group. What norms could be created to encourage PEP customers to pick up three SIMs? For example, this might be showcasing the most popular SIMs, or saying “Most of our customers pick up three!” 




Defaults 




We prefer to stick with the default option and go with the flow, as this requires less cognitive effort. How could the default number of SIMs be increased? This might be changing the pre-set number of SIMs in a packet, or including a bundle of SIMs with each mobile phone. 




Salience 




We pay more attention to things that are salient and those to which our eyes are drawn. How could the SIMs be made more salient in the store? This might involve moving them closer to the front of the store, or augmenting the display signage. 




Priming 




Our decisions can be subconsciously influenced by environmental cues. How could PEP customers be primed to consider picking up three SIMs? Perhaps the number three might be prevalent in signage, employees might drop mentions of the number three into conversation, or some ‘Buy 3, get 1 free’ deals could be created. 




Affect 




Our emotions, known in behavioural science as affective states, can have profound effects on our behaviour. How could affect be used to encourage people to pick up three SIMs? Perhaps a celebratory horn could be blown each time someone bought three SIMs, or images of smiling faces could be used to trigger a positive reaction to the selection of multiple SIMs. 




Commitment 




We are motivated to behave in ways that are consistent with our previous commitments. How could commitment be used to encourage the purchasing of three SIMs? For example, PEP employees might ask customers a simple question, such as “Do you like getting good deals?” or “Do you prefer having more than one SIM card?” Having said yes to either of these questions, customers would be more likely to reply in the affirmative when asked “Well, would you like to pick up three SIMs today?” 




Ego 




Our ego means that we like to behave in ways that make us feel good about ourselves. How could ego be used to influence people to buy three SIMs? Perhaps PEP adverts could show aspirational people picking up multiple SIMs, or maybe promotional merchandising in stores could showcase this behaviour. 




And finally, return to Incentives 




Finally, the brainstorm returns to the I in MINDSPACE: incentives. When people hear this word, they tend to jump to financial incentives. And whilst incentives can be financial, they are more broadly defined here as the benefits or costs of a given behaviour. As such, an incentive here could be a cognitive shortcut, such as designing a quick rule of thumb to show you how many SIMs you need. 




As previously mentioned, people often get stuck on Incentives, which ultimately causes the workshop to unravel. As such, it’s best to start with Messenger then progress straight to Norms, before returning to Incentives at the end. 








Identifying the strongest ideas 




Working through this framework in smaller teams generates about 45 ideas in 50 minutes. This is one of the beauties of behavioural science – having briefly taught people the basics, you can give them a simple framework which enables them to generate an array of ideas in a very short time. The challenge, however, arises in identifying the best ideas. Which particular idea has a centre of gravity, which ideas are sparking lots of energy and what ideas can be joined up to elaborate on an intervention? 




One idea used the principle of scarcity to make the SIMs feel more valuable, with messaging on till mats, leaflets and posters which read “Hurry, limited stock! Only available at PEP.” Another used social norms on communications to influence customers, by saying “Did you know? 10 million people have a SIM from PEP.” Another idea focussed on making the SIMs more salient, with dump bins, till mats and hanging banners to ensure that PEP SIMs captured customers’ limited attention. 




Whilst many compelling ideas were generated for PEP, one idea stood out for its brutal simplicity: why not bundle up three SIMs from separate networks, allowing customers to pick up three SIMs in one go? Rather than being sold individually, plastic wrapping could be used to package three SIMs together into a single bundle. Changing this default seemed so obvious, in hindsight, as many brilliant ideas tend to. By changing the default option to a bundle of SIMs, customers would be more likely to pick up three, top up three and use all three SIMs. What’s more, this change would cost nothing for PEP, because the SIMs were delivered free by the networks. 




The workshop was full of intelligent, skilled and experienced people, yet the solution they devised was deceptively simple. Despite seeming like a straightforward answer, nobody had thought of it before. Behavioural science has a knack of generating ideas which might seem common sense and yet are not commonplace. Don’t shy away from the smallest ideas such as these, because seemingly inconsequential ideas can have seismic outcomes. 








A simple change which increased SIM sales by 16% 




The idea needed a catchier name than a “SIM bundle” and so a product name was coined. The “Ringa Saver SIM Pack” bundled three SIMs from separate networks into one starter pack, to help PEP customers make the most of the benefits that each network offered. 




Fig. 4.1: Ringa Saver SIM Pack 
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The Ringa Saver SIM Pack was introduced to 34 stores across one month in 2015. When compared with six control stores over the same time period, PEP stores with the bundle pack sold 16% more SIMs, a statistically significant increase. 




Fig. 4.2: Average SIMs sold each week in Feb 2016 
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Do it yourself: a toolkit for running a workshop to solve behavioural problems 




Drawing on principles from behavioural science can help you to run a successful workshop. The start and end of the workshop are crucial due to serial-position effects, which is where we find it easiest to recall things which come at the beginning and the end. It’s also worthwhile to give people structure for the day of your workshop, as this reduces ambiguity. 








#10 The primacy effect: start the workshop on the right foot 




We know from studies that the beginning of an experience can shape people’s overall impression of it.¹⁷ Known as the primacy effect, this makes it important to start the workshop on the right foot. 




Begin by choosing an offsite location for your workshop. Once people are away from their normal workspace, they’re removed from the day-to-day involvement with their jobs and are less distracted. 




Before the day of the workshop, ask people to prepare by doing some pre-reading, completing a small task, or writing down some thoughts on a topic. As the workshop coordinator, you should prepare a few good ideas before the workshop starts. You can leave these in the bottom drawer and pull them out only if the session isn’t flowing. Many of the group may not have met before, so you can use an energiser to get people talking, interacting with each other, and loosened up. This might be as simple as asking people to introduce themselves to the person beside them and tell them something interesting about themselves, before then sharing their new acquaintance’s nugget with the wider group. 








#11 Ambiguity aversion: give people structure for the day 




Given our universal aversion to ambiguity, begin the workshop by outlining the structure of the day, without forgetting to tell people when they can expect their breaks. To glean the mood of the room, ask everyone for their hopes, fears and expectations for the day. In addition to giving you a sense of the energy in the room, this gives you a benchmark to return to at the end of the session. 




You can devote the rest of the morning to giving an introduction to behavioural science, sharing some case studies and testing everyone’s psychological fallibilities using a few questions designed to catch them out. This gives everyone a basic understanding of behavioural science and ensures that everyone is on the same page. 




When it comes to generating ideas, ask teams to work through a framework, such as MINDSPACE, before drawing up and sharing the most exciting ideas with the wider group. Using a limited framework such as this is a good way to reduce ambiguity and this limitation paradoxically gives people more space to be creative with their ideas. 




There will be a few ideas which clearly generate the most enthusiasm and energy. These can be evaluated using a simple STAR technique. The facilitator may draw four, six or eight axes where the centre is 0 and the outside edge is 10. Each axis represents a criterion which is important for the success of the idea, such as cost, ease and excitement. Stress test each idea according to these criteria and you quickly get a visual representation for which are the strongest ideas. You can use this method to identify the weaknesses in an idea, before solving these to bolster the idea further. 








#12 The recency effect: end the workshop with a positive conclusion 




The end of the workshop will form a lasting impression on your attendees. Known as the recency effect,¹⁸ we find endings easier to remember than the middle, which means it’s important to craft a good ending for the workshop. 




As a skilled facilitator, it’s important to assemble a record of the day. Creativity is a messy business, so you need to contain this messiness whilst allowing for blue-sky thinking. Imagine the day as a diamond, where ideas are allowed to be expansive at the start, before narrowing them down towards the end. Using the walls of the room as a canvas, you can ensure the day follows a narrative arc with each stage of the workshop showcased on lists, Post-its and diagrams. Begin with the hopes and fears expressed at the start of the day, capture any insights from the homework you set and make a record of all of the ideas generated. 




As a final wrap up, tell the story of the day by talking through the chronology on the wall. Acknowledge everyone’s hard work and give a recap of what’s been achieved. Crucially, it’s important to get everyone’s buy-in for the final idea and to assign next steps. Conclude the session by returning to the hopes and fears proffered at the beginning of the day. By seeing whether people’s hopes and expectations were met, and whether their fears were overcome, you can give people a satisfying sense of closure. 





16 Dolan, Hallsworth, Halpern, King, Metcalfe and Vlaev (2012). 

17 For example, Asch (1946). 

18 Murdock (1962). 








Chapter 5: Still or Sparkling, Paris and London 






A quiz to convince behavioural science naysayers, and how to growth hack your interventions 




Back in the early 2000s, the former CEO of WPP, the multinational advertising group, would hold ten pivotal meetings each year. At these ceremonious meetings, he brought together his top ten clients and their agencies, with representatives from advertising, media and PR. These agencies each had one opportunity at the meeting to talk about the great work they’d done for their clients; one chance to shine. It’s not an overstatement to say that an agency’s performance at this meeting could make or break its r eputation. 




At one particular meeting, one of these top ten clients was the largest food and drink manufacturing company in the world. Ogilvy was their creative agency, meaning that Jez was on the line-up to contribute at the meeting. A group of 28 people assembled in a picture-perfect setting overlooking Lake Geneva, including the CEO of WPP, the client’s global CMO and the worldwide CEO of Ogilvy. Jez had one shot to showcase the psychological innovation that Ogilvy’s behavioural science practice could offer. 




In addition to using his presentation to bring behavioural science to life for everyone on a personal level, it was also important for Jez to bring it to life for them in a business context. It’s hard for people to understand how behavioural science can help their business based on an abstract, theoretical example. In chapter 3 we learnt the importance of demonstrating how behavioural science can be applied in a specific context, such as reducing pickpocketing on the streets. As such, Jez knew that to make behavioural science feel relevant, he needed to make a video which was specific to one of the client’s brands. 








P-hacking versus growth hacking 




It was also important, for the sake of proving behavioural science’s worth to this executive team, to present significant results. Within the academic community it would be scandalous to design an experiment and its analysis with the sole intention of generating statistically significant results. Known as p-hacking, this is when data is analysed incorrectly in order to find patterns which lead to a significant p-value. 




Contrast this with the world of business and the growing phenomenon of growth hacking. In its simplest terms, this is a process of agile and dynamic experimentation, where a cross-departmental team from a business seeks the most efficient way to grow the business. As Rory Sutherland has said,¹⁹ it’s not a priority for businesses to prove a psychological principle with empirical evidence. Rather, businesses are interested in commercial outcomes, and a rigorous scientific method is not necessary to achieve these outcomes. Whilst academics will only be satisfied with a 1-in-20 chance that their experimental results were a fluke, most people in business would be happy with a more lenient 1-in-10 probability. 




As such, adopting a growth hacking mindset can be beneficial when applying behavioural science in a business context. After developing a hypothesis, designing several interventions and implementing them, it might be necessary to augment your experiment on the fly in order to achieve the business outcome. 




Rather than leaving with a worthless result, be pragmatic and change the nature of the experiment to make use of the resources you’ve invested. After all, unlike academic grants, commercial resources have to be paid back. 








One shot to showcase behavioural science 




As mentioned in earlier chapters, the first step in getting people to acknowledge the power of behavioural science is to illuminate their own psychological biases and for them to experience the fallibilities of their brain first-hand. This meeting, despite involving some of the private sector’s most senior decision makers, was no exception. On discussing the agenda for the meeting, however, Jez was told that under no circumstances was he allowed to ask their most senior client worldwide, nor the most senior leader in their organisation, to take a quiz engineered to make them fail, risking embarrassment in front of 27 people. 




Based on Jez’s experience, he knew that the presentation wouldn’t work without the quiz. It was an essential step to get everyone on board and so he made the risky decision to firmly stand his ground. After much debate, jeopardising his career, and initially being removed from the agenda, he was reluctantly given the go-ahead. 








A quiz to reveal universal psychological biases 




Jez’s slot was barely ten minutes long. It began with a quick quiz to illuminate three principles from behavioural science, intentionally designed to catch people out using systematic errors in our judgment and decision making. 




Firstly, “A bat and a ball cost $1.10 in total. The bat costs $1.00 more than the ball. How much does the ball cost?” Whilst the correct answer is 5c, most people incorrectly answer with 10c due to the way the question is framed.²⁰ 




For the second question, everyone was asked to identify the number of times “f” appears in this sentence: “Finished files are the results of years of scientific studies combined with the experience of years.” Most people spot about four of these f’s, whereas the correct answer is six. This can be explained by the word superiority effect. When we’ve been shown words very briefly, we tend to find it easier to guess the whole word rather than individual letters.²¹ Given that “of” sounds more like “ov” when spoken aloud, this makes the f’s harder to identify. 




For the third and final question, people were shown the optical illusion in fig. 5.1 and asked to decide which square was lighter: A or B? Relativity bias, where we make perceptual judgments relative to their surroundings, means that most people will answer with B. Square A looks darker because it’s surrounded by light squares; and B looks lighter because it’s surrounded by dark squares. In addition, our brain perceives the cylinder as casting a shadow. The truth is that Square A and Square B are the same shade. 




Fig. 5.1: Which square looks lighter, A or B? 
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Having privately noted down their answers to these three questions, everyone in the room was asked who’d got all three questions correct. With glee, Jez noted that the hands of the three most senior people in the room shot up, thinking they had the correct answers. Unbeknownst to them, they’d fallen prey to their psychological biases; they had actually given the wrong answer to every question. Jez glanced across the table to see that the global account director was cradling his head in his hands, no doubt anticipating Jez’s imminent dismissal. 




As Jez had predicted, however, experiencing their psychological biases was a crucial stage on their journey to understanding the potential applications of behavioural science, so it was a risk worth taking. Having laid this groundwork, he could then move on to the task of proving behavioural science’s worth in a business context. 




To do this, he’d run an experiment which showcased how behavioural science could help a famous brand of French sparkling water, one of the brands from the client’s broad portfolio of food and drink products. The aim of the experiment was simple and its commercial virtues were obvious: how could nudges be used within cafés to make people drink more of this sparkling water? 








Increasing sparkling water sales with behavioural science 




The year was 2014, and Dan and Jules set out to run an experiment to increase sales of sparking water in London and Paris. Jules Hodges was a Choice Architect and the third member of the newly established behavioural science practice. Whilst it was going to be a challenge to increase sales in the UK, it was even more so in Paris where, it’s safe to say, Parisians were already pretty fond of drinking this particular brand of French sparkling water. Even so, after auditing the bars where they’d be intervening, Dan and Jules could see some obvious wins. 




In restaurants, bars and pubs, default behaviours are commonplace. The cutlery on the table is used to set the default number of courses: a starter, main and perhaps a dessert. Wine glasses are upturned on tables, setting the default that you will drink wine with your meal. When you tell your server that you’re not going to partake in any wine, they might sniff at you before removing the glasses, triggering loss aversion and forcing you to deviate from the social norm whereby the majority of others in the restaurant are drinking wine. As such, the first intervention created a default for this sparkling water brand to be drunk in each bar. Bottles of the water and straight water glasses were part of the default table setting. 




Social norms were used to influence customers’ choice of beverage. On approaching a customer, the server asked “Would you like something to drink? A branded sparkling water or soda, perhaps?” Framing the suggestion in this way created the impression that everyone was drinking the French sparkling water, influencing customers to conform to this behaviour. 




The menu was also adapted to make the sparkling water brand more salient. Often menus begin with food, followed by alcohol and finally soft drinks, whereas the water is often unbranded. It can be hard to find on the menu and is merely described as sparkling or still. As such, the salience of the sparkling water brand was increased by creating a special menu insert with four different serving suggestions. Given that we’re more likely to go with the flow of pre-set options, this altered the choice architecture such that is was easier to choose from a predefined set of options. 








A growth hacking mindset: augmenting interventions on the fly 




When it came to implementing these changes in the Paris bar, however, Jules and Dan encountered some problems whilst working to a very tight deadline. Having set up their nudges, they quickly observed that some of them weren’t going to work. Bottles had been placed on the tables to set a default for drinking the sparkling water and to incite loss aversion when they were taken away. In practice, however, nobody wanted a warm bottle of water – they’d much prefer a cold one straight from the fridge. Instead, the bottles of sparkling water could be presented in an ice bucket, just as you might with champagne. Aside from framing the drink as a more premium experience, this would also keep the water cold and create a sense of urgency that it needed to be drunk quickly. 




The drinks menu posed another hurdle. It had been assumed that drinks menus would be handed out by default but, it turned out, most people either chose a drink from memory or from a menu behind the bar. As such, the nudges embedded in the menu were not being seen by everyone. Dan and Jules had to adapt and ask whether, for this day only, it was possible to hand out drinks menus to every patron. In ways such as this they growth-hacked the intervention in order to get the results they needed to demonstrate behavioural science’s efficacy. 




The results were measured and a case study video was created to bring it to life. In just one day, the behavioural intervention increased sales of this sparkling water brand by 116% in Paris and by 220% in London. Statistical analysis revealed that the chance of these results occurring by accident was just 1-in-30. The case study was presented to the client as an example of how nudges could be used to drive business outcomes, positioning the behavioural science practice as indispensable in their roster of agencies. 








Do it yourself: a toolkit for convincing behavioural science naysayers, growth hacking interventions and nailing presentations 








#13 Experience behavioural science on both personal and professional levels 




When it comes to behavioural science, experiencing is believing. This is true on a personal level with how it relates to your own life, and also for your role within an organisation. You need to experience the fact that you’re susceptible to these biases and also that your customers or employees are susceptible to them. In this example it was crucial for senior executives to take the quiz as, despite their potential embarrassment, this forced them to acknowledge that these psychological fallibilities affect everyone. 




Equally, it was important to bring nudging to life for the client on a professional level, by creating a case study showing how behavioural science could be applied to one of their brands to drive commercial value. It’s usually not enough to draw parallels between two different industries, which is why you need to get a local proof point. 








#14 Adopt an iterative test and learn approach with your interventions 




Sometimes referred to in business as growth hacking, taking a test and learn approach is the best way to achieve positive behaviour change in the real world. Whereas p-hacking might not be acceptable in academia, it’s commendable to adopt a growth hacking approach in applied behavioural science. As Rory has suggested, the quality of evidence you collect can be dictated by the importance of the decision it informs. “In business,” he says, “you don’t need to be ‘right.’ You just need to be right enough – or right with sufficient frequency to occupy a lucrative market space.” After all, he continues, “sometimes all you need to be is less wrong than your competitors.”²² 




As such, aim for a proof point that feels appropriate for the context of your business decision, rather than being preoccupied with academic levels of statistical significance which are, essentially, based on arbitrary numbers. Augment your experiment on the fly to get to your desired business outcome, as a growth hacker might do. 








#15 Big presentation? Practice (and seeming like a prat) makes perfect 




If you’ve only got one chance to land behavioural science to a group of people, you need a highly choreographed routine. Every second has to be practised, down to the language you use, how you say it and the order in which you say those things. You’ll need to choreograph the way you interact with colleagues in the room at key moments, the assets you have and how you interact with those assets. 




Beware of making your presentation too polished, however. As Adam Ferrier, founder of Thinkerbell, has said, it’s good to craft a bit of fumbling into your presentation, as this makes you more believable. Known in behavioural science as the pratfall effect,²³ people come across as more likeable once they’ve made a small mistake. You can do this by picking out a particular flaw. Jez, being 5 foot 5, regularly used to bring up his agency nickname in presentations. 




“People call me Yoda,” he’d say, “and I think that’s because I can change people’s behaviour using my mind-bending techniques. I don’t think it’s a reflection of my height, and my ears aren’t that hairy – yet!” 




As far as Jez knows, you don’t have to be tall to be a good behavioural scientist, so it’s best to pick a flaw which isn’t detrimental to your competence. Alternatively, you could forget your lines on purpose, hold up the wrong board, or spill the tea on purpose. Highlighting a personal flaw in this way, or making a small mistake, makes other people feel more comfortable and want to work with you. 
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Chapter 6: Clothes Washing Habits, Thailand 






Ideas can’t thrive without an ecosystem of capabilities 




In Japan there’s an alarm clock with no qualms about using shame to get you out of bed. Every time you tap the snooze button, it tweets messages from your Twitter account that are embarrassing in Japanese culture, such as “I can’t ride a bicycle”, or “I’m wearing a sailor suit right now.” If avoiding public humiliation is more important to you than a few extra minutes in bed, you’re motivated t o get up. 




This inspired Jez and his team whilst they were working on a pitch for Public Health England and pondering how they could use the Internet of Things for behavioural interventions. The Internet of Things is set to revolutionise our daily lives, offering the ability to control the temperature of your home remotely, re-stock your fridge automatically when products run low, or unlock your front door from miles away for a delivery man. 




One of Public Health England’s target audiences was elderly people who were beginning to lose their independence and rely on their children for support. Their children, now middle-aged, increasingly felt the need to text, call or drop round on their elderly parents to check on them. Of course, such things as fall alarms exist, but there was no means of giving the children of the elderly periodic updates on their parent’s activity. Inspired by the tweeting alarm clock, the Ogilvy Change team had a crazy idea: what if they created a tweeting kettle? In Britain, the first thing that people do in the morning is brew a cup of tea. Up and down the country, concerned children could be reassured by a tweet from their parent’s kettle, saying “Good morning! I’m just making myself a cup of tea.” 




And so it transpired that a tweeting kettle was created by a laboratory team at Ogilvy for their Public Health England pitch. Attached to the kettle was an electric box with assorted wires poking out of the side which, needless to say, didn’t look very attractive. Rather than a simple tweet confirming that the kettle-owner was okay, it tweeted the exact temperature that the water had reached. “Hey, the water is now at 40 degrees,” the tweet would read. Seconds later, it would update to “Hey, now at 45 degrees”; a strong contender for the most boring tweet of all time. 




The team had brought the tweeting kettle idea to life, but it was impossible to take seriously. It was an ugly contraption, and the tweets hit the wrong tone. Whilst this didn’t stop the team from winning the pitch, the moral of the story was simple: if you don’t have the right ecosystem to execute an idea, then the idea doesn’t fly. 




For this reason, as we’ll see in this chapter, when the opportunity came to change ingrained laundry behaviours in Thailand, Jez and his team’s idea never came to fruition. It’s all very well dreaming up the perfect behaviour change idea, but you also need to have the ability to execute it. 








Washing clothes by hand in Thailand 




In the West we have largely been emancipated from the chore of hand-washing clothes. Yet women in many parts of the world – Thailand, for example – still spend three hours each day on laundry. Using a series of buckets, they move clothes through various washing stages along a factory line, of sorts. First comes the pre-wash bucket, followed by the wash bucket with detergent, ending with a fabric conditioning bucket. Some use two buckets, whilst some use four, but everybody’s process has something in common: it’s incredibly labour-intensive. In addition to the physical effort, the process also requires multiple bucket-loads of water in order to manually rinse the clothes. 








A fabric conditioner which saves water, time and energy 




Comfort is a fabric conditioner made by Unilever, with a hand-washing version called Comfort One Rinse. Unlike traditional fabric conditioners, Comfort One Rinse only needs a single rinse, which is a boon for rural areas of Asia where water is a precious commodity. 




In addition to conserving water, the product also saves time. One less rinse could strike 20 minutes off the hand-washing process and give 20 minutes back to women’s days. Adding up this time across an entire year could lead to an extra week of leisure – all from cutting back on one extra rinse of the laundry. Comfort One Rinse, if used properly, seemed to offer environmental benefits, physical benefits and liberation. 




The problem, however, was that women were not using it properly. Comfort One Rinse was sold, marketed and packaged in the same way as their normal fabric conditioner. Despite claims that this was a fundamentally different product, it looked and felt exactly the same, meaning that people were using it in the same way as every other fabric conditioner. Rather than the single rinse needed, they persisted with performing two or three rinses. 








Changing clothes washing behaviour 




Jez and his team were presented with a behavioural challenge. How could they change women’s behaviour such that they rinsed their clothes only once with Comfort? It was an interesting behavioural brief, but had many constraints. The packaging, product and price had to stay the same. 




Despite the importance of experiencing the context for a behavioural intervention first hand, as explored in chapter 4, in this instance it wasn’t possible for the Ogilvy Change team to go to Thailand. The next best thing was a visit from the Unilever Sustainability team from Thailand, who gathered with Jez’s team for a workshop at One Aldwych, a five-star hotel in central London. To give the Ogilvy team a sense of how the Thai women used Comfort One Rinse in their hand-washing, the Unilever Sustainability team gave a product demo in the downstairs ladies’ toilets of the hotel. Jez has fond memories of watching Rory, on his knees on the toilet floor, waistcoat on, sleeves rolled up, happily washing clothes in a bucket and getting his hands dirty. (Or clean, as it were.) 








The behavioural diagnosis 




It is notoriously hard to change behaviours in order to promote sustainability. People might hold virtuous intentions to conserve water, recycle plastic, or use less energy, yet translating this into new behaviours tends to take a lot of physical and cognitive effort. 




In the case of this project, local insights from the Thai team and video ethnography were used to inform a behavioural diagnosis, which revealed that habits, context and social norms were reinforcing women’s laundry routines. Washing practices had been passed down from generation to generation, with grandmothers teaching mothers, who then taught their children how to wash. The habit of rinsing for two or three times after using fabric conditioner was deeply ingrained, so it had to be unlearnt or replaced. Compounding this, all contextual and environmental cues were exactly the same as before, so there was nothing to signal a deviation in behaviour. 








The effort heuristic 




When devising a behavioural solution, the team were inspired by toothpaste. As toothpaste is squeezed from a tube, the distinct stripes of colour make people believe in the active ingredients. Despite involving extra effort to manufacture, seeing a separate red line for healthy gums, a white line for strong teeth, and a blue line for fresh breath makes these active ingredients feel more real. The effort heuristic is a mental rule of thumb where we associate the amount of effort taken to make something with its quality.²⁴ It looks like it took a lot of effort to make the toothpaste, so it is perceived as more valuable and effective. In this way, adding complexity to a product can make it more believable. 




The effort heuristic could be used to explain why women were still rinsing their washing multiple times with Comfort One Rinse. Given that the product required less effort, it was perceived by these women as less effective. The challenge for Jez and the team was to increase the perceived effort involved with using the product. 








A technical bucket to increase perceived effort and efficacy 




Despite the tight constraints dictated by the brief, there was one thing that could be changed: the bucket itself. If more technical aspects were added to the bucket, this would increase the perceived effort of clothes washing and thus convince women that the product was effective with just one rinse. 




The idea was conceived for a technical bucket with several key features: measuring lines, a tap and rippled sides. Women would be instructed to fill the bucket with water up to a specific volume using the measuring lines and then use the tap to drain out the precise amount of water needed to reach the perfect concentration for peak product effectiveness. This exactness would convey the product’s scientific formula and enhance its perceived efficacy. 




Ripples on the walls of the bucket, dubbed Ripple Release Technology, were designed to give a more rugged edge to rinse the clothes against, making the product seem to work harder. Taken together, these three features on a new bucket would make the fabric conditioning process seem like more effort for a single rinse, despite needing less water and manual labour. 




Buckets would be handed out in an amnesty, where in return for your old, battered, metal bucket you received a shiny, new, free bucket from Comfort One Rinse. Conveniently, this would remove the old bucket from their possession, which was an environmental cue for the old behaviour. The bucket would be framed as a limited edition gift, to increase the scarcity and value of the product. 








Creating the bucket 




The team started to sketch out bucket designs, but the agency had no experience of making buckets and neither did their client. They were sat in a building where people were very good at making adverts, but not much else. 




With naive optimism they approached a product design practice for a quote. Apparently, the only way to make the bucket would be to mass produce it in China, which would require the creation of metal moulding plates and a hefty minimum run to make it cost effective. If they were to make 30 buckets to trial the idea, each bucket would amount to £15,000. Admittedly, it was a highly technical bucket, and the tap feature was highly unusual, but this route made the idea too expensive to test. 




If the mass production route was out of budget, what about a bespoke solution? Initial conversations revealed it might be possible to mould a tap onto an existing bucket, then add some ripples and a measuring line. However, it would be difficult to make the product look premium, and this option would still cost around £5,000 per bucket. There was no point in creating something which didn’t look beautiful. The bucket amnesty would only work if people were happy to trade in their existing metal vessel for a bucket upgrade. 




Fig. 6.1: The Comfort One Rinse Bucket 
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Insurmountable hurdles 




As with any opportunity, there was a time-constrained window in which it could be grabbed. Having generated a strong idea which would alter laundry behaviour, production hurdles meant that it couldn’t be executed within the few months of opportunity with this client. Despite a successful workshop, insightful analysis of the behavioural problem and an interesting idea which everyone believed in, there was a missing link: nobody in the room knew how to make a bucket, unless they had bucketloads of cash. 




With behavioural approaches, the solution could be anything from spoken word, to a poster, to a way of working, to an app, to re-designing a room, to a bucket. However brilliant your solution, though, it’s imperative to have an ecosystem of people who can help you realise your idea. And sadly, as with many great ideas that can’t be executed, the Comfort One Rinse bucket was relegated to a PowerPoint deck, and forever stuck in Jez and Dan’s minds. 








Do it yourself: a toolkit for building an ecosystem of capabilities 




Without the right community around your idea, it may never come to fruition – making connections with the right people is key to the success of your behavioural science applications. To give your ideas the best chance of survival, forge connections with those who do rather than merely think, build an ecosystem of relationships with those who are able to execute your ideas, and draw on the perspectives of those who truly understand the context for your intervention. 








#16 Forge connections with doers 




Chapter 3 talked about the benefits of doing before thinking, of acting first and then reflecting later. In a similar way, it’s beneficial to have a doing methodology in addition to a thinking methodology. The thinking behind the Comfort bucket was sound, but without the ability to create it, it was just an idea stuck on paper. 




Align yourself with a community of makers and doers by having seemingly random meetings with interesting people. These might not make sense at the time, but you never know when and how these connections will prove helpful. Down the line they may offer invaluable help to bring an idea to fruition. Cultivate a network of diverse people and it’s more likely you’ll spark the serendipitous collisions extolled in chapter 2. 








#17 Build an ecosystem of relationships 




Many behavioural interventions are beautifully simple and might just involve re-wording a letter. For those that require physical product design, however, it’s important to have the ecosystem of relationships to allow you to realise the product delivery. Find people who can execute your idea, however unusual they are. 




FabLab, for example, is a global network of inventors who can create everything from drum kits to bicycle lights, and from robots to water turbines. Lab For Hire, alternatively, draws on a diverse network of creators and innovators to design products or services. 




Establish relationships with organisations such as these before you need them. By the time you have your idea, these existing relationships will enable you to execute your idea within the fragile window of time in which it can thrive. 








#18 Unearth insights from specific contexts 




Given that behaviour is inextricably linked to context, it’s essential to uncover domain-specific insights. Rather than relying on your life experience and perspective, you need to hear about the context straight from the horse’s mouth. 




In chapter 14 we will see how Jez uncovered domain-specific insights by spending time in a Chilean pig abattoir to discover what was needed to change workers’ hand-washing behaviour. If possible, it’s best to experience the context for yourself. In this example for Comfort, it would have been ideal to send a team of behavioural scientists to Thailand to audit the situation. As this was unfeasible, the next best thing was to have someone fly over from Thailand to give her first-hand perspective on the problem and the context which Thai women founds themselves in when doing their daily laundry. It was only with this perspective that an apt behavioural solution could be designed, which highlights the importance of unearthing domain specific insights. 
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Chapter 7: Tackling Obesity, Mexico 






Changing the behaviour of an overweight nation at scale 




Pulling out a packed lunch stuffed with vegetables in Jez and April’s London office provokes murmurs of admiration from colleagues, combined with a slight twinge of guilt. “That looks so healthy,” someone will comment. “You’re so good!” 




This is in stark contrast to the reaction you’d get in Mexico, where eating vegetables, salad or fruit is considered a sure-fire sign of illness. Only when Mexicans are under the weather do they make an effort to eat more greens. If someone is seen eating vegetables whilst apparently healthy, their family is bemused. “What’s wrong with you?” they’ll ask. “Why on earth are you eating a salad?” In this culture where eating healthily is a sign of weakness, it’s no wonder that Mexico’s obesity problem is one of the gravest in the world. 




It was reported in 2014 that more than 70% of the Mexican population was overweight – the highest proportion in the world – with 32% classified as obese.²⁵ And whilst the scale of the problem was recognised by healthcare organisations around the world, it didn’t seem to resonate with the residents of Mexico. By some reports, 10% of infants under six months are fed fizzy drinks such as Coke,²⁶ rising to 80% by the time they reach two years old. 




This lack of awareness meant that Mexicans needed huge shifts in their self-perception and daily habits in order to combat their obesity. Changing the weight problem of an entire country was not going to be solved by a little nudge in the right direction. It wouldn’t be solved with graffiti on shop shutters, ripples on a bucket, or bundles of SIM cards. 




Whilst many examples of nudging illustrate how a small change can have a seismic impact on behaviour, executing behaviour change at scale requires a different approach. To change the habits of an entire country, you need a multi-faceted idea and an influential team to be able to execute it. This needs to be backed with sufficient resources, sponsors and skills. And, with enough of this clout, you can make something truly unique happen. 








Changing the behaviour of an entire country 




Nestlé, the world’s largest food company, was originally founded to help mums and dads raise healthier kids. By 2014 they were looking for a way to celebrate their 150th birthday and, as a food producer, they could be cast on the world stage as part of the obesity problem. But, they thought, what if they became part of the solution? As a brand, they would make it their mission to once again help families lead healthier lives – and so United for Healthier Kids was born. 




The movement was galvanised by one shocking academic insight: unless obesity is addressed with far-reaching interventions, children today will be the first generation to live shorter lives, on average, than their parents.²⁷ Of course, this problem can’t be solved by one food manufacturer, one government, or one retailer. Rather, it needs the combined effort of everyone who influences children’s diets, from parents, teachers and nutritionists, to governments, retailers and brands. 




And so Nestlé set out to change the behaviour of an entire country. They wanted to help Mexican families to eat more healthily, pass these healthy practices onto their children and to safeguard the upcoming generation from living shorter lives than their parents. 








Behavioural science expertise to support a nationwide campaign 




The campaign to help Mexican families lead healthier lives was led by Ogilvy Paris from the heart of the Champs-Élysées. The team was headed up by Benoit de Fleurian and Pauline Desforges, both of whom fully lived up to Jez’s expectations of the French stereotype: intense and passionate, somewhat chaotic, yet always highly creative. 




Jez and Dan were brought in as the behaviour change specialists, where they approached the problem using the transtheoretical model of behaviour change.²⁸ The model describes the five stages of change that people go through as they move from unhealthy to healthy behaviours. The five stages for the context of weight loss behaviours, for example, are as follows: 




Precontemplation – Mexican families are unaware of their weight problem and poor lifestyle habits. 

Contemplation – Mexican families understand they have a weight problem and are aware that they need to make changes. 

Preparation – Mexican families intend to make the lifestyle changes needed to lose weight. 

Action – Mexican families exercise more and eat more healthily. 

Maintenance – Mexican families work to maintain their new healthy habits and weight loss. 




The model was used to understand where the people of Mexico were currently on their behaviour change journey, influenced the strategy for progressing them through the stages and highlighted the type of interventions needed to tackle the obesity problem. 




The prevalence of obesity meant that Mexicans were blind to the problem, landing them in the precontemplation stage. As such, the model identified that some form of provocation was needed to drive mass awareness of the systemic problem. Whilst some applications of nudge are on a small scale, this idea had to be seen by, and influence the lives of, millions of Mexicans. 








Hermosa Esperanza: an interactive TV show 




To make families aware of the problem and the need for change, the idea for an interactive TV show was born. Hermosa Esperanza would follow the lives of five families on their quest to live healthier lives and lose weight. Each week, viewers would see families dealing with a different nutritional problem and would be invited to submit their own ideas for healthier habits to an online platform. 




For the idea to get traction, the team needed to get Mexican TV executives on board. Benoit approached the executive director of the biggest soap in Mexico. This director, Gabriel, was a charismatic and patriotic middle-aged Mexican. Gabriel bought into the idea and galvanised the TV networks to create the programme. 




Two Mexican TV stars were brought on board to host the show, which was intended to shift Mexicans from the precontemplation to contemplation stage of the transtheoretical model. 




In order to ensure the show was grounded in behavioural science, Jez and Dan educated the TV producers about why people find it difficult to adopt new behaviours. After giving them a basic lesson in behavioural science, they explained the mental biases and heuristics which stand in the way of weight loss. For example, it’s a lot easier to gain weight if the people around you are also overweight, as we are influenced by the norms set by our close social groups. By bringing the TV producers on board with the behavioural science, the show could be structured to maximise the success of the behaviour change mission. 








Behavioural nutrition 




Once Mexican families were at the action stage of change, how could they be supported to make better lifestyle choices? A team with expertise in behavioural science, nutrition and creativity came together to design a series of products which could help people overcome their unhealthy behaviours. 








‘Evoluplates’ to reduce default portion sizes 




For example, nutritionists knew that default portion sizes were too big. Mexican parents feed their children the same food as everyone else, even at ages from 6 to 12 months. They’ll eat the same food as their parents and often with the same portions as adults. 




Behavioural scientists know that plate size influences how much you eat²⁹ – the bigger your plate, the more you eat.³⁰ In the last century plate sizes have gradually increased, with recipes and portion sizes increasing to reflect this. Plate size and recipes set a strong default for portion sizes, so a simple way to reduce the default portion size is to use smaller plates. As such, the idea for Evoluplates was conceived: plates with portion size rings that increase in size as your child grows, to give them the right portion. 








Three-dimensional story plates to distract children from eating vegetables 




Nutritionists know that children tend to dread eating vegetables. Behavioural scientists, on the other hand, know that we tend to eat mindlessly when we’re distracted. You might be familiar with this scenario: sat in front of the TV, you reach for a salty or sugary carbohydrate snack to keep you company. With your attention on the TV, you eat without thinking, mindlessly unaware of how much you consume. How could mindless eating be used in a positive way to help children eat more vegetables? 




A series of three-dimensional story plates were designed to distract children whilst eating vegetables. One plate was designed to be sky blue, so that cauliflower florets looked like clouds. Another was green with volcano cones, where mini broccoli trees could form part of the dinner time narrative. What’s more, camouflaging green vegetables on a green plate was an additional mechanism to facilitate mindless eating. The lower contrast between the vegetables and the plate would decrease their salience, thus making children less conscious of consuming vegetables. Parents could interact with small children at mealtimes by talking to them about the story on the plates, distracting them from the vegetables they were eating. 








An arm-wrestling juicer to make fruit feel macho 




As previously mentioned, eating fruit and vegetables is perceived as a sign of weakness in Mexican culture. If you’re seen eating a salad, people will assume that you’re trying to regain your strength after an illness. How, therefore, do you make fruit and vegetables feel macho? 




An arm-wrestling fruit juicer was created, modelled on the arm of the most famous Mexican WWE wrestler. Rather than eating fruit just when they were ill, dads and uncles could now try to beat the strongest man in Mexico in order to get their vitamins. This created a new norm, whereby men felt it was socially acceptable to prepare and eat healthy fruits. 




Crucially, the juicer had to be big. Whilst everyday essentials like the kettle and toaster might earn a permanent place on the kitchen counter, most appliances get relegated to storage once their novelty wears off. Once they’re out of sight they’re also out of mind, never to be used again. As such, this juicer was designed to be too big to fit into a cupboard, forcing it to stay on the counter and serve as a visual cue to prepare more fruits. 




A whole range of products were designed to promote healthy behaviours. A game of ‘guess who’ to sip more water, maracas which could be used to shake away fat and a digital pet worn on your wrist which grew the more you exercised. 




In contrast with chapter 6, where the idea for the Comfort One Rinse bucket fell down when it came to creating the product, on this occasion the team had relationships with innovative product design agencies ready to create the products. With a partner in place who could take behaviourally-rooted creative ideas and make them into real products, prototypes of the products were produced for the show. Each week on Hermosa Esperanza, a new product was introduced to families to help them combat obesity. 








Engaging viewers online 




It was not enough for Hermosa Esperanza to change the behaviour of the families featured on the show – it also had to motivate families across Mexico to take action and live healthier lives. Viewers were directed online to discover more about the products and contribute their own ideas for leading healthy lives to social media platforms, in order to start a nationwide behaviour change movement. 








Big results 




Hermosa Esperanza drew in 30 million viewers on Latin America’s biggest TV network. It was nominated for the Best Show category in Mexico’s TV awards, and was backed by Mexico’s Secretary of Health and other celebrities. Over three million people engaged with the platform online and the campaign earned twice as much support on social media as Michelle Obama’s Let’s Move campaign. This was the first major step of a long-term goal to drive behaviour change in Mexico and enabled Nestlé to be part of the solution to obesity. 








The behaviour change movement lives on 




Whilst the behaviourally-influenced nutrition products didn’t get produced at scale, the initiative lives on globally. Now dubbed Nestlé for Healthier Kids, you can still access tools informed by behavioural science online to help your children have healthier lives. You can download and print portion size placemats specific to your child’s age, print and cut out circular faces to stick onto the bottom of water cups to play a game of ‘guess who’, and find games to incorporate more movement into your life whilst watching TV. 








Do it yourself: a toolkit to drive behaviour change at scale 




Changing behaviour at scale is complex. To achieve this, you need to combine big ideas with small ones, and tie these separate parts of your intervention together with an appropriate behavioural model. 








#19 Think big 




When dreaming up nudge ideas it is, more often than not, perfectly acceptable to think small and generate ideas which change the behaviour of an individual person. After all, the beauty of behavioural science is in its ability to inspire a small intervention which can have a big impact on behaviour. The exception to this is when you’re trying to tackle a mammoth and multifaceted problem, such as population-wide obesity. In these cases, it’s imperative to think very big. When tackling Mexico’s obesity problem, the TV show was the big idea. Hermosa Esperanza was a way to inspire behaviour change at a population level, but a standalone TV show would not be enough to solve the problem. 








#20 Think small 




Whilst the TV show provided the overall emotional vehicle to drive behaviour change at the scale of an entire country, it was important to layer this with small interventions which trigger individual behaviour change. These small interventions, such as the concentric ring plates and the arm-wrestling juicer, were necessary to change behaviour for individuals and families. By thinking small you tackle specific contexts and give people the practical tools to change their individual behaviour in specific ways. 








#21 Tie together the big and the small with a behavioural model 




When designing a behaviour change intervention on this scale, there will inevitably be multiple moving parts. You need to combine big and small interventions to tackle a problem as complex as obesity. Identifying a behavioural model which is relevant for the problem will help you to diagnose the problem, identify what needs to change, plan a multifaceted intervention and track its progress. 




The transtheoretical model was suited to tackling the obesity problem, as it was developed to describe the deliberate process of behaviour change. This makes it a useful model to help with modifying unhealthy behaviours, or adopting healthy ones. As such, the model was used to join up the dots for the behavioural science input: it helped to identify the stage that Mexicans were currently at, prioritise where the intervention should focus and allowed for interventions to be categorised by their stage. The TV show tackled the precontemplation and contemplation stages, the action stage was solved with the products, whereas social media engagement spanned preparation, action and maintenance. 
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29 Many of Wansink’s papers have now been retracted amidst accusations of p-hacking – that is, augmenting data and using incorrect statistical analyses in order to achieve statistically significant results. As mentioned in chapter 5, however, the implications of p-hacking are less sinister when applying behavioural science in the private sector. If these studies generate interesting ideas for interventions, then they are still valuable as sources of inspiration. 
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Chapter 8: From Initial Pilot to Business Growth, Scotland 






Climbing the ‘proofing ladder’ to embed behavioural science at scale 




By this point, we hope you’re convinced that anyone in business can try using nudges in some small way. Perhaps that’s reframing a request in an email to tap into the principle of reciprocity . Maybe it’s incorporating present bias in a ‘Buy now!’ button on your website to encourage more people to click through. Or it could be helping customers to trust you on the phone by weaving your qualifications seamlessly into the conversation, therefore enhancing your a uthority . 




These are admirable first steps, but in order to reap the full benefits of behavioural science it needs to be baked into propositions from the ground up. How do you earn the confidence of your organisation to adopt such a seemingly radical approach? For a company which has barely heard of behavioural science, you can’t jump straight in at the deep end. To embed behavioural science at scale, you need to progressively climb the rungs of a metaphorical ‘proofing ladder’. As you climb each rung, you begin with a small pilot and increasingly earn the trust of your organisation until you reach a stage where behavioural science is integral to the business. 




Having helped multinational clients to work towards this for over ten years, Jez has developed a mnemonic to guide you on your journey up this ladder, where each of the eight rungs correspond to each letter of the word P-R-O-O-F-I-N-G. 




First you run a Pilot, which earns you the Recognition that allows you to Operationalise behavioural science. As leaders start to take notice, you can start to roll it out to different parts of the Organisation, before starting to bake behavioural science into Future propositions. At this stage, it makes sense to grow your In-house capability, which Normalises applied behavioural science in your organisation and, ultimately, leads to Growth. 




Rung by rung you ascend the proofing ladder, the ultimate goal of which is leveraging behavioural science at scale within your organisation. This process can take several years, as Jez discovered when supporting Aegon, one of the world’s largest life insurance and pensions companies, to embed behavioural science throughout their organisation. 








The P-R-O-O-F-I-N-G ladder 








P is for Pilot 




Senior stakeholders are always looking for innovative ideas to propel their business forward, but they can be reluctant to try new things, knowing that they present reputational risks. If an expensive new programme doesn’t work as well as they’d hoped, this can damage their reputation. 




To avoid this, start by running a pilot to give everyone confidence that behavioural science will work. This pilot should be small enough that, should it fail, it carries minimal reputational risks for you and your organisation. The pilot should be big enough that, if it succeeds, it will give behavioural science the opportunity to be taken seriously and be recognised by other parts of the organisation. 




A pilot to make pension conversations more human 




In 2016, Aegon had invested heavily into a new digital pension platform, dubbed ‘Retiready’, which allowed customers to view their pension pots, move their money around and switch funds. People who struggled to use the platform would call Aegon’s contact centres, frustrated and desperate to talk to a human. These conversations were a crucial part of the customer experience, but they were falling short due to Aegon’s complicated call scripts. 




A common query was about consolidation, when customers want to bring multiple pension pots together in one place. For example, one of the call scripts went like this: 







  
    	
        You have 2 options of how to do this here at Aegon when you are looking at consolidating. One option is to move it into your existing plan and we have an execution only area that will review this, to check it’s definitely possible. If so, they will send you the relevant paperwork if they agree to process this for you. Alternatively we have a non-advised service called Retiready which has a personal pension that has been designed for people who are happy to manage their plans online themselves. I will send you an email with the details for both options and this will confirm what information you need to continue. Your current Aegon plan and the Retiready plan will have different benefits and charges so make sure you are comfortable with your choice. Let me know if you want any more information on either option. If you are unsure you should speak to a financial adviser. 
    

  








Identifying points of psychological ‘friction’ 




Most callers listening to this would tune out halfway through, when they heard the word “Alternatively…”. The script featured some terrifying language such as “execution only area”, which primed callers to subconsciously fear for their lives. There was also too much information, which led to cognitive overload and meant that callers’ brains couldn’t process what they were hearing. By the end of this monologue callers were left feeling confused and overwhelmed, upon which they heard that they should consider “speaking to a financial advisor”. Given that this was the last thing they heard, the recency effect meant that callers were left thinking about seeking the help of an advisor. Paradoxically, Aegon’s employees were unintentionally dissuading people from using the very platform which they were trying to promote – Retiready. 




Psychologically fluent conversations 




To address this, Jez and his team redesigned the conversation using behavioural science: 







  
    	
        These are three of the options available when you are looking at bringing your plans together: The first one is to speak to a financial advisor if you’re unsure about any of the financial options that are available to you. The second option is to transfer your other pension into your existing Aegon plan, which will require a check and paperwork to bring your pots together. The third option is to transfer both pension pots into our new service, Retiready, which allows you to see your current balances online, see how well you’re saving and add more savings whenever you like. 
    

  








What made this version better? The script was chunked into three manageable stages, which callers found easier to process and remember. The options were reordered such that speaking to a financial advisor was not always mentioned last. Given that the last thing we hear is the easiest to remember, the order of these three options was randomised to ensure that the choice architecture wasn’t unfairly biasing Aegon’s customers towards a particular option. And finally, by reordering the options in this way, the script gave the authority back to Aegon’s employees, increasing callers’ trust in them. 




Instrumental to running the pilot was Ziba Goddard, Cowry’s vivacious Head of Core Consulting, who coached the Aegon team to achieve their full potential with the new scripts. After running a brief five-week pilot of these script changes, amongst others, Aegon’s Net Promoter Score (NPS) rose by 15 points, they saw a 68% increase in consolidation and a 60.5% increase in their assets under management. With these unequivocally positive results, this pilot demonstrated that behavioural science worked in this context for Aegon. 








R is for Recognition 




Once you’ve got a pilot under your belt, you start to garner recognition: recognition that behavioural science works and that you’ve taken a worthwhile risk. On this rung of the ladder, you start to get senior stakeholders involved who, provided with the right ammunition, can start to generate recognition for behavioural science within the wider organisation. 




During the first four months of working with Aegon, Jez demonstrated that not only could behavioural science significantly help Aegon’s customers, but that this improved customer experience also lead to financial results. Without compelling results from an initial pilot, it’s hard to get to this second rung of the ladder. You might get recognition for the idea, but it will be impossible to get recognition for the business case of applied behavioural science. 








O is for Operationalise 




To start using behavioural science beyond your pilot, you’ll need more investment to put it into operation. At Aegon, this meant Jez and his team turned their attention to one of Aegon’s larger contact centres. Amongst a team of 300, how could behavioural science be used to improve customer service and increase employee engagement levels? They wanted to transform transactional calls, such as changes of address, into relational ones, and to make relational calls, such as those about bereavement, feel more human. 




For example, fully trained yet inexperienced employees might not have the right language to navigate sensitive conversations about death. With no ill-intentions, some of them said things such as “I’m afraid the death team are quite busy at the moment”. It was crucial to reframe these responses to be more empathetic, so Jez and the team recommended that Aegon changed how they referred to the team internally, with the ‘death team’ becoming the ‘bereavement team’. 




Having rolled out improvements like this, Aegon’s lowest performing contact centre then became their highest performing one. Employee engagement rose by 47 points, which lead to a 63% reduction in churn. 








O is for Organisational-ise 




Having started to operationalise behavioural science beyond your initial pilot, your successes will start to be talked about at board level. Once the C-Suite starts having conversations about the huge impact behavioural science is having, you can start to move into other verticals in the organisation. On this rung of the ladder, it’s crucial to inspire these senior stakeholders to talk about your work. Armed with the successful outcomes from your pilot and wider roll-out, they start to recognise that behavioural science can be a differentiator for customers and for the organisation. With this support from the most influential people in your organisation, behavioural science can start to be cascaded to other areas of the business. 




By 2017, there were silos of people at Aegon who appreciated the value of applied behavioural science. With proof points in the Operations department, the next step was to demonstrate how the same principles could be applied to other areas, such as the letters Aegon were sending to customers. Letters which are poorly designed or badly worded can prime customers to become angry or frustrated. It follows that behavioural science can be used to write beautiful letters which customers find easy to understand. Jez and his team transformed the highest volume letters with the lowest performance and demonstrated that this was yet another realm where behavioural science could add value. 




With a string of outstanding results, Aegon started to win awards. In 2017, they were awarded an Innovation Award from The Forum, the community of customer contact professionals. Then came an award for the Best Learning and Development programme in 2018 at the European Contact Centre & Customer Service Awards. By this point Aegon started to talk about behavioural science as a differentiator in their relationships and began using behavioural science when talking to their corporate customers. Whilst behavioural science had started to become widespread for fixing run-of-the-mill problems, Al Rhind, Aegon’s Head of Retention, saw the potential to bake behavioural science into future propositions. 








F is for Future state 




Once you’ve got proof points from across the organisation and cross-departmental teams that appreciate the value of behavioural science, you’ll reach the stage where you can begin to bake behavioural science into your organisation’s strategic decisions and propositions. Starting from first principles, behavioural science can be used to build something from the ground up. 




By 2019, Aegon started to think about how they could build new propositions, products and services from first principles using behavioural science. With the support of Ella Morrison, one of Cowry’s behavioural designers, Aegon thought about how they might use personalised videos to help customers understand their pensions and empower them to make better financial decisions. By this stage, they had the confidence from the wider organisation to bake behavioural science into future products, rather than merely fixing legacy problems. 








I is for In-house 




Having scaled the previous rungs of the ladder, the next step is to bring behavioural science capability in-house. Businesses such as Swiss Re, Walmart, Uber and Bupa all have dedicated behavioural science teams who are starting to develop the body of behavioural science knowledge as it applies within their own organisation. Given that context has an undeniable impact on behaviour, these internal behavioural science teams are conducting their own research to discover more about how to successfully build nudges in their own unique business environments. We expect that organisations will increasingly start to adopt a hybrid model of in-house capability combined with consultancy expertise and, as demand grows, more Chief Behavioural Officer roles will be created, as we’ve seen with the likes of Dan Ariely at Lemonade, the full-stack insurance company. 








N is for Normalise 




Once you’ve got in-house behavioural science specialists and you’ve built behavioural science into the core training for every new joiner of your business, then it starts to normalise applied behavioural science. Rather than being a new thing that only specialised people have the skills to apply, it’s a core competence in the way you work: from writing emails, to using computers and to complying with regulation. At this point, people from around the organisation can embed principles from behavioural science into everything from internal work to external work. A few companies have reached this level of adoption so far and it’s possible that we’ll see this becoming widespread by 2025. 








G is for Growth 




We predict that organisations who have ascended these rungs of the proofing ladder will start to outperform those who haven’t in terms of growth: growth of relationships, reputation and revenue. Whilst we aren’t yet at this stage, it seems that behavioural science as an organisational capability is set to proliferate in a similar way to digital or social. Either way, it’s undoubted that organisations who embed it at scale will have the competitive edge to grow faster than their competitors. 








Do it yourself: a toolkit to start embedding behavioural science at scale 








#22 The first rung on the ladder is critical, so prioritise getting your first proof point 




When asking people to embrace behavioural science for the first time, it can be hard to believe that such seemingly trivial and low-cost nudges will lead to truly transformational business outcomes. It’s hard for these people, however, to argue with a statistically significant proof point from the results of your initial pilot. Given the importance of getting this first proof point under your belt, you should be prepared to adopt a test and learn approach. Be flexible when choosing the statistical test to analyse your results. 




For those with no statistics skills, we’ve included a helpful chart to help you decide which statistical test is best for your experiment. You can find this on the book’s online hub at ripple-book.com. 




After acquiring this proof point, you’ll have the confidence to continue climbing the ladder – confidence from your colleagues, confidence from senior stakeholders and confidence in yourself. 








#23 Climb one rung at a time 




In your excitement over the compelling results from your pilot, you’ll probably want to start applying behavioural science everywhere. Whilst it’s tempting to run before you can walk, avoid skipping a rung on the proofing ladder if your aim is to create a sustainable culture of applied behavioural science. 




Why shouldn’t you skip a rung? If you were to jump straight from pilot to operationalise, for example, then you risk failing to operationalise behavioural science because you don’t first have the recognition from people that it truly works. If you rushed to operationalise before you were confident in your results, and confident in the story around your results, then you risk losing your colleagues’ confidence. 




Similarly, you may trip up if you were to skip a rung and climb straight from operationalise to future state without first having demonstrated that behavioural science can be applied in different domains. If you haven’t first demonstrated that nudges work in multiple contexts, then you risk building it into future propositions which won’t, ultimately, work. 




By methodically climbing one rung at a time, you can build a strong path to embedding behavioural science at scale within your organisation. 








#24 Reaching the top of the ladder 




Even if you’ve never heard of Eddie Cantor, an American entertainer from the early 20th century, you’ll be familiar with one of his quotes. 




“It takes 20 years to make an overnight success,” he is quoted as saying. Just as it tends to take a lot of hard work to become a lauded celebrity, so it also takes plenty of effort to scale the rungs of the proofing ladder. Yes, it takes time and patience to roll behavioural science out across an organisation, but it will be rewarded when you reach the top of the ladder. When behavioural science is embedded at scale and helps your organisation to grow, it becomes something which differentiates you from your competitors. 








Chapter 9: Reducing Criminal Reoffending, UK 






Use training to empower anyone to apply behavioural science 




There’s been a bustling market on the current site of Borough Market near London Bridge for more than a thousand years. Locals and tourists alike flock to Borough Market to buy everything from oysters to oyster mushrooms, and from croissants to Caerphilly. When she first moved to London, April worked here selling bread. Arriving before sunrise in the depths of winter, she’d set up the stall with gloved hands before piling the tables high with sourdough, focaccia and d oughnuts. 




After a couple of months, she picked up a few tricks from the seasoned market traders. She noticed that people often bought something from the stall after tasting a free sample of the rich chocolate brownie. Often, they didn’t even buy a brownie, instead opting for one of the cheaper cheese and olive bread sticks built into an eye-catching Jenga tower. 




Looking back, April realises that by offering free samples, she was using the principle of reciprocity.³¹ People hate to feel indebted to one another and so after receiving a small taster they want to rebalance the debt by buying something from the stall. Market traders have intuitively used principles like this for thousands of years, which shows how simple it can be to apply behavioural science in your working life. 




In fact, virtually anyone can be empowered to apply these principles in their organisation once the academic theory has been translated into practical and accessible tools. When setting up Cowry, Jez embarked on a mission to translate the academic principles from behavioural science into such a series of tools and processes that anybody could use to make their business work better. 




Jez firmly believes that it’s possible to retain the gravitas from academic research in behavioural science, whilst communicating it in more colloquial language. This translation of lofty academic principles into layman’s terms and anecdotal case studies is what gives people the aha! moment, upon which they begin to recognise these behavioural biases in their everyday lives. 




Through training, you can enable anyone to apply the principles from behavioural science in their work. Through relatable real-world case studies and accessible language, you can demonstrate how these principles can be practically applied in a business to enable people to do their jobs better and to help improve the customer experience. This holds true for any type of business, even one whose customers are people who find themselves in the criminal justice system. 








Reducing criminal reoffending 




Once you’ve been to prison for committing a crime, there’s an increased likelihood that you’ll commit another crime and go back to prison again. In fact, of those who serve a prison sentence of less than a year, 63% reoffend in the year they are released.³² This is a symptom of the prison system failing to reform offenders. To try to get people to change, a collaboration was formed of charities and organisations designed to help people in the probation system, known as the Reducing Reoffending Partnership. 




Ingeus, a private sector supplier, was responsible for delivering the partnership’s services. Previous offenders, known as service users, would rely on the team at Ingeus to help them stay on track with their rehabilitation programmes, to make appointments with their case manager and to successfully re-enter their community. How could behavioural science be used to create a better experience for these service users, stop them from reoffending and keep them out of jail? 








Using behavioural science to improve the service user experience 




Ian Gibson, an experienced director at Ingeus, saw the value that behavioural science could bring to the services they provided, for both their employees and their service users. If the Cowry team were to design nudges, whilst also empowering Ingeus’ employees to do so themselves, then behavioural science could be embedded within the organisation to transform the entire experience. 




To get to grips with the world of probation, the Cowry team began by listening to some of the phone calls between Ingeus and their service users. It seemed, after listening to a range of conversations, that there were two types of service users. First, there were the amenable people who regretted their crimes, who were doing everything they could to get back on the right track. If these people couldn’t make an appointment with their case manager, they’d call up the service centre to proactively reorganise. 




On the opposite end of the spectrum were the serial offenders for whom being a service user was part of their identity. They didn’t want to engage with the helpful services that Ingeus was offering, which made their conversations combative. It became clear that the Cowry team could fundamentally change the experience, so they set out to redesign the letters and conversations to improve the experience for both Ingeus’ employees and their service users. 








Better letters 




For many service users, attending their appointments was a strict condition of their probation order. The letter they received which told them about this appointment, however, did not set them up for success: 




[image: image_7.png]




The most important details of the appointment, such as the date and location, were not salient. And there were no ways in which the letter increased service users’ commitment to attend their appointment. On the contrary, service users were told that they were “invited to attend” their appointment, which made it seem optional. 




Using principles from behavioural science, the Cowry team reimagined the letter to look like this: 




[image: image_8.png]




The new letter employed various principles from behavioural science to nudge service users to attend their appointment. Service users were told that they had already been enrolled on the programme, which set a strong default that they would attend their appointments. Possessive pronouns in phrases like “Your Building Better Relationships Programme” and “My Next Appointment” were used to increase their sense of ownership over the scheme, to help them value it more.³³ 




Their appointment details were made salient in a stand-out box and within this box service users were encouraged to “Make a note now” in their diary, to increase their commitment to attending their appointment. Finally, the letter gave the reason their attendance was required: “so you don’t lose the progress you have already made and risk breach or recall proceedings.” This is because we are more likely to comply with a request when we are given a reason for the demand.³⁴ Together, these nudges made it easier for service users to comply with the conditions of their order and attend their compulsory appointments. 








Better conversations 




As well as redesigning these letters, the Cowry team rescripted conversations to improve first-contact fix rates in the Ingeus service centre. In other words, the conversations were restructured so that service users got what they needed during the first call. 




The beginning of a phone interaction is a crucial determinant of the overall customer experience. In the academic literature this is known as the primacy effect, but even those without a background in behavioural science have an intuitive understanding of this concept. In layman’s terms, it is widely understood that first impressions count. Whilst this is a reductive form of the principle, this level of understanding is enough to be able to apply it in business. 




As such, the Cowry team recommended that Ingeus’ employees began their calls by identifying themselves with their job title. Rather than beginning the call with “Hello, my name is Tom. How can I help you?” open with “Hello, my name is Tom and I’m a Probation Consultant here. Can I start by taking your security details?” Articulating their job title afforded them a sense of authority, meaning that service users would be more likely to trust and comply with their guidance. 




In a similar way, the Cowry team also recommended that they improve the end of their calls by ending on a positive final impression. Known as the recency effect, this means that the last thing you hear is the last thing you remember, which influences the overall customer experience. Oftentimes, closing the call with “Can I help you with anything else?” leads to a polite “No, thanks” from the service user, thus ending on a negative. Conversely, tweaking this to “Have we covered everything you need on the call today?” is more likely to result in a “Yes, thank you” from the service user, thus ending on a positive note. 








Empowering Ingeus to apply behavioural science themselves, through training 




In tandem with designing these interventions, the Cowry team immersed Ingeus’ colleagues in expert-level training to enable them to apply behavioural science themselves. This meant that, using their new knowledge of nudging, Ingeus could refine their behavioural solutions alongside the Cowry team. 




Sometimes, when people are autocratically told by their manager to attend a new training programme, they don’t engage with the training. They’ve got other priorities and training gets in the way of doing their day-to-day duties. Ian, from Ingeus, suggested an ingenious nudge mechanism to tackle this. In order to be considered for the training programme, colleagues were asked to write two sides of A4 as a personal statement outlining why they should be selected. This acted as a commitment device and thus motivated the lucky ones who were chosen to engage with the training. What’s more, having articulated all of the reasons why they were the perfect candidate for the training, this meant that they would subsequently experience cognitive dissonance if they didn’t invest in the opportunity. As such, the chosen cohort were fully engaged and excelled during the training. 




For three hours each week, the chosen candidates were immersed in the world of behavioural science. A blended learning programme was used, with a combination of face-to-face interaction, videos, discussions and group work. They were given homework exercises to submit on a social platform and their learning was chunked into manageable sections. People learn better when they know they’re going to be challenged on their knowledge, so the training culminated in a test. 




After spending six weeks together, the Ingeus colleagues had a community of behavioural science advocates within their organisation, who could then support each other in their application of behavioural science. For some individuals, such as Rachael Cunningham, a Quality and Insight Manager at Ingeus, it was a transformative life experience. She took all of her new knowledge on board and started to apply it in her daily job before starting to advocate its use throughout the organisation. 




One of the many merits of delivering behavioural science training to a team is the shared language that is developed. Naturally, Ingeus understood their business and problems better than Cowry, whilst the Cowry team had a better understanding of behavioural science. Through training and working in tandem, the two parties started to create a shared vocabulary. For example, if Jez was explaining how to create an experience when you interact with service users, together they started to refer to this as the service user experience. Alternatively, he might explain how psychological studies have revealed a phenomenon known to academics as the primacy effect. As a group, however, they might talk about how first impressions count. Once everyone talks about behavioural science in these shared terms, you get a brilliant combination of the gravitas of academia, with the accessibility of colloquial language. 








A better experience for customers and employees 




Having completed the training and implemented the interventions, first-contact fix rates were up by 103.54% and the Ingeus team was awarded an internal accolade for demonstrating company values. Whilst this award was motivating for employees, the uplift in first-contact fix rates ultimately improved the experience for the service users. By taking the academic theory and translating it into usable assets, whilst teaching it to people in a language they understood, the Cowry team were able to collaboratively redesign letters and conversations that made it easier for the Ingeus team to do their jobs, and for service users to get their lives back on track. 




Ultimately, you can empower anyone to use behavioural science to make the world around them a better place. After all, it’s not rocket science. 








Do it yourself: a toolkit to train your organisation in behavioural science 




As a one-man band, you’ll only get so far with your endeavours to apply behavioural science. Sooner or later, you’ll need to upskill your colleagues so that they can support you. First, begin by using the abundant free resources available online, before starting to pay for open market training courses. Ultimately, you should aim to hire an expert in behavioural science who will be able to deliver internal training which is tailored to your industry. 




Who do you choose to invest these training opportunities in? At first, identify the people who have a natural interest in the topic and choose to lean in. These early adopters will become great advocates for behavioural science, and inspire their peers to seek training as behavioural science begins to permeate the rest of the organisation. 








#25 First, soak up the free resources 




Those at the start of their journey of behavioural science discovery can draw on the rich pool of fascinating TED talks from Dan Ariely, Tali Sharot and Daniel Kahneman. You can discover these, amongst other free content, on the companion hub to this book at ripple-book.com. 








#26 Then, scour open market courses 




For more structured learning, there are a range of paid courses to suit various sectors and budgets. For a general introduction to behavioural science and its key concepts, the e-learning course provided by 42courses has 42 bite-sized lessons delivered by Rory Sutherland. For those who work in marketing, the Mindworx Academy has a certificated course with 7.5 hours of online video content which gives an overview of the principles related to consumer psychology. For face-to-face training, Coglode deliver an energising day of behavioural science discovery to equip people with the tools to apply behavioural insights in the workplace. For links to these courses, and others, head to ripple-book.com. 








#27 Ultimately, hire a behavioural science expert 




To embed and sustain behavioural science in an organisation, it will ultimately become necessary to hire experts who are able to deliver internal training. Ideally, these hires will not only be experts in behavioural science, but also knowledgeable about your industry. This way, they’ll be able to deliver tailored training to your organisation. 




For graduate hires, there are now a plethora of postgraduate courses from where to find people who are well versed in behavioural science. For example, Warwick University, University of Bath, the London School of Economics, University College London and City University of London all offer respected courses from which to hire knowledgeable graduates. Alternatively, you may wish to headhunt those who have practised behavioural science for some years. 
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Chapter 10: Saving More Money, UK 






Measuring what’s right, rather than what’s easiest 




Yorkshire puddings. A marriage proposal. Scoring the winning goal. Timing is everything. And Jez has learnt that this old adage also holds true for running behavioural interventions in business. He was once asked by one of his board members at Cowry, a practical man called Simon Gulliford, for his opinion on the ideal length of a behavioural experiment in business. 




“Well,” Jez began on an eloquent answer, “that all depends on the context, the nature of the intervention and the overall project map.” 




“That’s as may be,” Simon replied, “but I think it’s down to something far more fundamental.” Having worked as a business strategist in the private sector for over 30 years, Simon knew that every project within an organisation is driven by a sponsor. The sponsor proposes the project to the board in a quarterly meeting, during which it is captured in the minutes. At the next meeting, this sponsor is expected to report back on the project. If it’s a success, the project lives. If its fate is ambiguous, it risks falling by the wayside. These politics mean that, for a behavioural science project to gain momentum, it’s crucial to acquire a proof point in these first three months, which gives you a six- to eight-week timeframe for your experiment. 




This narrow window places you, as someone advocating applied behavioural science, under considerable time pressure. You have a limited time during which to convince an organisation of the merits of behavioural science. 




Compounding this, it’s been shown that even when people are aware of their own cognitive biases, this doesn’t mean they’re any less susceptible to them.³⁵ This is especially true when your brain is looking to conserve energy – because of this, the human brain has been referred to as a cognitive miser.³⁶ Just as a miser is stingy with money, our minds are inherently lazy and prefer to avoid expending cognitive energy. As a result, we’re prone to taking mental shortcuts when our brains are under-resourced. 




When you’re anxious, excited or tired – all within the range of emotions you might expect if you were running a behavioural science experiment within your organisation – your brain will opt for the easiest option. This means that, when choosing how to measure the success of your intervention, you might be tempted to measure the most convenient output, rather than the one which will give you the most representative, accurate and useful picture of how well your intervention worked. 




Thus you have two forces pushing you towards this path of the quick and convenient option: the race against time due to boardroom politics and the brain’s natural inclination to seek an easy solution to a problem. 




Jez first fully appreciated this whilst conducting an experiment for Fidelity, the savings and investment business. Fidelity wanted to help their service teams promote their diverse range of services and products. However, a ‘hard sell’ didn’t align with Fidelity’s culture, so they wanted to see how behavioural science could allow them to do this in a way which helped their customers rather than hindered them. When it came to measuring the success of their intervention, it was tempting to take the quick and easy route. This, however, ended up being a poor measure of Fidelity’s ultimate goals. By taking more time for measurement, and challenging their inner cognitive misers, they finally measured the right outcome. 








Turning transactional calls into relational calls 




If you want to tell your investment provider that you’ve moved to a new house, you might pick up the phone to their contact centre. This type of call has the potential to feel like a transaction: the employee you speak to on the phone obligingly updates your address on their system and robotically wishes you a pleasant day. This type of interaction misses the opportunity to create value for the customer and build relationships. 








Helping customers to take advantage of their ISA allowance 




Each year, every adult in the UK is allowed to save up to £20,000 in an Individual Savings Account. Known as an ISA, this is a savings account whose interest is free from tax. The deadline to take advantage of this falls on 5 April each year. Fidelity wanted to use behavioural science to help their customers take advantage of this window of opportunity using timely reminders. For products or services with a deadline such as this, it becomes critical to deliver information at timely points. 




Having listened to some of the phone conversations that Fidelity were having with their customers, it seemed to the Cowry team that people weren’t aware of the tax benefits of using their ISA allowance, nor the looming deadline. There was the chance to create a mutual benefit for Fidelity and their customers: Fidelity could help their customers by telling them about the opportunity, with the added benefit of increasing the amount invested with Fidelity. 




Before their call scripts were transformed with behavioural science, Fidelity’s employees found it awkward to promote a proposition. Usually, it feels like there’s a lack of reciprocity when companies try to upsell on the phone – you call up to change your address and then you’re attacked with a sales pitch. If you’ve experienced this kind of approach, you can attest to how frustrating this conversation feels. Because of this, Fidelity wanted to turn transactional calls into opportunities to help their customers. 




These types of transition can be awkward. “Well, whilst I’ve got you on the phone,” they might try, “would you be interested in putting any of your spare cash into your ISA?” This came as an afterthought which was irrelevant to the customer’s query; it felt like an uncomfortable request. The awkwardness felt by employees made them reluctant to ask and this reluctance was compounded by their customer’s invariably negative response. 




Having understood this, the Cowry team helped Fidelity to build principles from behavioural science into this interaction to change it from a transactional conversation into a relational one: 




“As I’m sure you know, you can only get one ISA per tax year and as we’re coming towards the end of this tax year, I wanted to check if you wanted to invest some money in this product? 




If you choose not to invest before the end of this tax year, a new ISA allowance will be available on 6 April.” 




Beginning with “As I’m sure you know,” the new phrasing appealed to customers’ egos by suggesting they were already knowledgeable; this flattered them and made them feel good. The impending deadline activated customers’ scarcity bias, meaning that they would place a higher value on the opportunity. In order to be ethical, and to avoid nudging the customer to invest money they didn’t have, this scarcity was neutralised by highlighting that their new allowance would be available to use on 6 April. 




By changing this interaction to be one in which Fidelity was helping its customers, rather than selling to them, it made customers feel better about their relationship. The knock-on benefit, of course, is that more money was deposited into Fidelity investment products. But how could the impact of behavioural science in these phone conversations be quantified? 








Why wait for a long-term outcome when you could easily measure an output? 




When choosing the best way of measuring your intervention, it’s tempting to capture the output rather than the ultimate outcome. For example, if you’d designed an intervention to combat obesity, part of your solution might involve increasing activity levels by walking. 




One of the quickest and easiest things to measure would be daily step count. You devise a trail of logic to justify this output measure – increased step count will be a good indicator of higher overall activity levels and calorie usage, which will ultimately reduce their weight. 




Interestingly, however, people tend to compensate for their increased activity with a food reward. They go for a half-hour jog, then reward themselves with a Mars bar and a second helping of lasagne for dinner. Unsurprisingly, their weight doesn’t change and, paradoxically, may even increase.³⁷ If you were to measure an output such as step count, therefore, you might think your intervention was working. But if you were to measure the ultimate long-term outcome, weight, you’d then get the realistic picture – and realise that your intervention had failed. 




Similarly, you might run a marketing campaign which uses customer acquisition, an output, as a quick measure of success. The campaign could, in the long run, have a disastrous impact on the lifetime value of a customer, which is the ultimate outcome. This happened to the Marketing Director of a retail bank who wanted to acquire current accounts and so ran a campaign to steal share from their competitor. It was deemed a success in the short term, as the output was a major acquisition in current accounts. One year later, this Marketing Director met up with his counterpart at their competitor. He was surprised by the warm reception he received. 




“Thanks for all of the hard work you’ve done for me in the last year,” they said. 




Met with a baffled look, they continued. “We had a lot of unprofitable customers that you very kindly took off our hands.” By measuring the output, they’d been too myopic to comprehend the ultimate outcome of their marketing activity. 








The challenges of measuring outcomes versus outputs 




For Fidelity, the ultimate outcome of this intervention was the amount of money deposited into investment accounts as a result of these improved call scripts, but this was hard to measure. 




Large organisations are often encumbered by legacy systems between which data cannot be shared. For example, the contact centre data might be held in a suite in London, whereas the transaction data is stored in Mumbai, and the organisation headquarters sits in Toronto. This makes it hard to join up the dots and infer that a conversation which took place on the phone had a direct impact on the money deposited in customer accounts. 




What’s more, countless other factors will have influenced investments over the same time period – marketing campaigns, technology updates and the overall financial marketplace – making it tricky to attribute an outcome to your intervention. Known to academics as confounding variables, these would be controlled in a lab experiment, but are tricky to account for when running real-world interventions. 




The easier to measure output, on the other hand, was an immediate conversion on the call. In this case, this was the number of information packs sent out to customers who expressed an interest in learning more about ISAs. Due to time constraints, and miserly minds, this output was used as a measure of the intervention’s success. Over five weeks, two groups of five Fidelity employees each were compared. Contrary to expectations, the number of information packs sent to customers was significantly higher in the control group, whilst the treatment group only saw a slight increase. The intervention had the opposite effect than intended! This was potentially a proverbial nail in the coffin for applied behavioural science at Fidelity. 




Whilst he was disappointed with these results, Jez relayed them back in time for Fidelity’s quarterly meeting along with a plea for more resources to investigate the long-term outcomes. Sometimes, he explained, it’s tempting to measure the easy outputs, avoiding the costly task of measuring outcomes. Despite taking longer to quantify, and being harder to attribute to a specific intervention, he made a case for measuring the ultimate outcome – investments. 








A successful outcome 




It was a complex exercise. In order to eliminate the impact of confounding factors such as those mentioned above, customers’ records and their calls needed to be linked to all of their account transactions over a three-month period, with a six-month analysis which was outsourced to their IT centre in Asia. This ensured that both groups were exposed to similar things, except for the intervention itself. This extra analysis came at a cost, but one which was worth incurring in order to measure the right thing. 




During the tense wait for the results, a collective breath was held throughout the subsequent quarterly meetings. But, ultimately, everyone’s patience was rewarded. When the final data came through, they revealed a significant result – the new scripts had led to a 103.15% increase in assets under management (p=0.00038). In other words, the new scripts had more than doubled the amount of money which Fidelity was looking after. 




Despite taking longer than anticipated, the extra time and money had paid off. With an incontrovertible proof point under their belt, Fidelity could now confidently move from proof of concept to bigger interventions within the company. The Cowry team helped them with some award-winning work when the new General Data Protection Regulation (GDPR) guidelines arrived in May 2018 and behavioural science continues to be increasingly embedded throughout Fidelity. 








Do it yourself: a toolkit to help you measure the right thing 








#28 Challenge your inner cognitive miser – measure the true outcome 




Whilst it’s tempting to measure the things you’ve historically measured, or the things which are easiest to measure, ask yourself: what’s the most important outcome of this intervention? Challenge your inner cognitive miser, the lazy part of your brain which wants to take the path of least resistance, and measure the true outcome as opposed to the output. Whilst this can often take more time and money to evaluate, it’s worth measuring this outcome if you want to evaluate the true success of your intervention. 




Once you’ve acquired several impressive proof points using this approach, it’s not necessary to obsessively measure every intervention. Once you’ve completed a pilot and proven the efficacy of applied behavioural science in multiple domains, you don’t need to continue investing in measurement when this money could be better spent elsewhere. 








#29 Keep the outcome simple – how much does it cost? 




Every business is different, unique and complex. A unifying feature of all businesses, however, is their desire to attract customers. Once they’ve attracted these customers, businesses want to keep them. And once they’ve kept them, businesses want to grow this customer base. This unifying truth of business means that, if you want to demonstrate the value of behavioural science in your organisation, the most appropriate ultimate outcome measure may be the cost of attracting a customer, the cost of keeping them and the cost of growing them. 




In its simplest form, this calculation is the total cost of an intervention divided by the number of customers. If you can prove that your approach has decreased this cost, then you’ve got a stellar business case for further investment. 








#30 Expect an emotional rollercoaster 




Behaviour is complex and highly dependent on context, so don’t assume you’ll immediately get your desired results. This project was Jez’s first piece of work with Fidelity and so there was a lot riding on getting a positive proof point. As such, Jez was heavily invested in the success of the project and wasn’t prepared for the null result. 




When you hit obstacles like this you need to persevere, even if this means changing your measurement approach on the fly. Expect an emotional rollercoaster and prepare for the unexpected. 





35 For example, see Hansen et al. (2014). 
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Chapter 11: Designing Ethical Nudges, Scotland 






Neutralising choice architecture and the ethics of nudging 




Since the publication of Nudge in 2008, businesses have tentatively begun to adopt behavioural science to create positive change for various stakeholders. Had nudge theory entered popular consciousness a few decades earlier, it could have been a very differe nt story. 




In 1970, Milton Friedman famously argued that businesses should “make as much money as possible while conforming to the basic rules of the society”.³⁸ In the decades following, the prevailing mood in boardrooms was to maximise shareholder value at any cost, even to the detriment of their spiderweb of other stakeholders. If nudge theory’s popularity had coincided with the advent of the dot-com boom in 1995, it’s possible that nudges would have been designed for the singular benefit of this overriding goal, to the detriment of other important uses of nudge theory. 




The turn of the millennium, however, signalled a tangible shift in company values. This was further catalysed by the 2008 subprime crisis. Rather than simply trying to make as much money as possible, organisations are now using purpose as their guiding light.³⁹ Serendipitously, nudge theory entered the public discourse at this time when businesses had begun prioritising stakeholder value over shareholder value. Nudge theory landed at a time when the world was receptive to the idea – when businesses were looking for low-cost ways to solve big problems. It created more value for all parties, by allowing employees to do the right thing whilst creating a better experience for customers, and simultaneously making more money for shareholders. 




Unfortunately, there’s a misconception that those who work in the private sector have corrupt motives for using nudge theory to change customer behaviour. And this perception isn’t without precedent. In the ’80s and ’90s, some corporations made ill-informed decisions which failed to take their stakeholders into consideration. Companies would use psychological sales techniques in order to exploit their customers’ foibles, such as mortgages being sold to people who couldn’t afford to pay them back. By all means, it’s possible to use behavioural science to change customers’ behaviour and yield short-term financial gains, but this is an unsustainable business strategy. It damages your relationship with customers and makes employees feel disingenuous. 




Despite the obvious possibilities for exploitation, nudge theory can be used to create long-term value for customers. Without behavioural science, customer experiences tend to be designed with some technical rational thought, but little consideration of how people actually think and behave. In these situations, behavioural science can be used to remove the negative types of cognitive friction which are hindering people from making the best decision for themselves. Then, positive types of cognitive friction can be added to the choice architecture so that people are empowered to make better decisions. 




Just as cognitive friction can be used in a negative way to drain energy and slow down peoples’ mental processes, this friction can be used in a positive way. Those who gamble, for example, make poor financial decisions when in a ‘hot state’. By adding positive friction to their gambling transactions, such as a time delay, this can encourage more rational decision making. In this way, nudge theory can be used to create genuine value for customers. 




Nudging itself isn’t inherently unethical, says Cass Sunstein.⁴⁰ In every decision you make, some kind of choice architecture is inevitable. Every restaurant menu you peruse, for example, has a choice architecture. It’s down to the person who designed it whether you’re nudged towards the most expensive bottle of wine, the healthiest main course, or the chef’s recommendation. As such, the ethics of nudging lies in the morals of the practitioner. If you’ve had training on the parameters of ethical nudging, prioritise compliance with regulations, and use your company values as your moral lodestar, then behavioural science can be used in ways which are wholly ethical. 




When Jez and the Cowry team began working with Standard Life, an investments company, it was important to use behavioural science in ways which helped their shareholders and their stakeholders. How could nudges help not only Standard Life’s shareholders, but also their customers and employees? 








From phone calls to screens: the evolution of customer service 




Screens are ubiquitous. Everywhere from restaurants, to supermarkets and banks, we’re expected to interact with businesses through a screen. For those customers who’ve grown up with this technology, digital natives, this feels natural. For those of an older generation, it can seem like a foreign language. They’re far more comfortable interacting with a company in the way they’re accustomed – picking up the phone. 




For companies like Standard Life, it’s much cheaper to create and maintain a website than it is to train and pay a contact centre full of helpful employees. As such, encouraging their customers to use a digital platform rather than calling them on the phone has significant cost benefits. But whilst this might save money in the short run, thus maximising shareholder value, it’s a sure-fire way to reduce stakeholder value in the long run. 








Inherently biased choice architecture 




At Standard Life, their customers had two options to get help with pension drawdown. Their first option was to call customer service for support, for which customers paid £495. Alternatively, customers could do this online for free. Some customers were happy to pay for the telephone service, but Standard Life’s competitors were offering it for free, so the business decided to follow suit. 




Having made their telephone service free, Standard Life were worried that this would lead to an influx of calls. When it comes to price, zero is a special number. Known as the Power of Free, it’s been shown that we are irrationally drawn to things which are free.⁴¹ There was an opportunity to use behavioural science to try to minimise the effect of this bias on someone’s decision to call Standard Life and to help them make the best decision for themselves. 




In order to weigh up a decision effectively, you need to know the benefits of both options. For many, the digital service could be the better option, but they may have been irrationally influenced by the fact that the telephone service was now free. As such, customers might have been unfairly biased towards the telephone option if they’d been told: 




“We used to charge £495 for our telephone service and we’ve now made this free of charge. Alternatively, you can do it online yourself, which is also free.” 




Customers who had previously used the online option could have been influenced by the reduction in price and, sensing a bargain, choose to start using the telephone option. Likewise, customers who were in the habit of using the telephone service would have been tempted to stick with the status quo. Having had consistently good service on the phones, it would make no sense to try the digital option and, even better, their preferred phone service was now free. 








Rebalancing the choice architecture 




In order to make the choice architecture as neutral as possible, so that customers could make an empowered choice, the change in price needed to be explained alongside the benefits of both options. 




The phone option was longer. It consisted of two 45-minute calls which, to ensure the caller was making the right financial decision, included several lengthy periods of regulations being read aloud. 




On the other hand, using the digital option could be done quicker and gave more flexibility. For those who preferred to read, the digital service meant they could complete the process at their own pace, over a matter of hours or even weeks. They could chunk the process into several steps and take time to consider their options in depth. 




To reassure those who were in the habit of using the phone that the digital option might suit them, customers were told, “We’ve worked with customers like yourself to ensure that this [digital] system helps you in your decision making.” For those customers who lacked the confidence to switch from the phone to digital, alluding to other customers was a powerful way to encourage them to try the digital option. 




By explaining the relative benefits of both options to customers, the options were now presented with a more neutral choice architecture, which allowed people to make a decision based on their relative benefits. Undoubtedly, the telephone option suited some customers better – perhaps those who found it difficult to read, or those who were reassured by a human voice. 




For others, however, this was an opportunity to try a new service which they might prefer. The digital option allowed them to take as long or as short as they pleased, and they had complete control over the process. And in the instances where customers chose to go online, this also saved money for Standard Life. 








Treading the fine line between moral corruption and moral correctness 




As this example with Standard Life shows, nudge theory can create value for the customer as well as the company. These mutual benefits create long-term value for both stakeholders and shareholders. 




Companies who choose to design unethical nudges which only create value for their shareholders to the detriment of their other stakeholders, however, do not go unnoticed. Anyone who spots an unethical nudge, or dark pattern, whilst browsing the internet can name and shame the guilty culprits on darkpatterns.org. Ryanair, for example, received negative publicity for using defaults in an unethical way. Customers who bought a flight were, by default, opted-in to paying for travel insurance. The checkbox to opt-out was hidden in a drop-down menu.⁴² This type of publicity for unethical nudges has a silver lining, in that it deters other companies from making a similar mistake. 




Academic institutions require behavioural scientists to jump through a series of hoops created by an ethics committee to ensure that none of their experimental participants are unethically manipulated. Whilst private sector companies don’t have a comparable ethics committee, there’s a misconception that this means they don’t consider ethics. On the contrary, within every private sector company sits a risk and compliance team who follow similar processes as the academic ethics committee. This means that the customer is treated fairly, whilst protecting the organisation from risk. 




By ensuring that your nudges are fair, transparent and aligned with your values, you can proudly build behavioural science principles into your business. Additionally, you can check that your approach complies with industry-specific regulatory guidance on how to use behavioural science. The Financial Conduct Authority (FCA), the Competition and Markets Authority (CMA), and the Office of Gas and Electricity Markets (Ofgem) have all published guides, so you should make yourself aware of their stance on how to apply behavioural science in your sector. 




As behavioural science is adopted by more and more businesses, there needs to be an ongoing and open debate about the ethics of nudging. As a simple rule of thumb when applying behavioural science, stop and think to yourself: does this create value for my stakeholders as well as my shareholders? If so, you can rest assured that you’ve created mutually beneficial and ethically-sound nudges. 








Do it yourself: a toolkit to design mutually beneficial and ethical nudges 




There are three levels of questions you can ask yourself to evaluate whether your nudges are ethical. First, question yourself: does it align with your personal ethics? Second, consider how it fits within your company culture: does it align with your company ethics? And finally, think from the regulator’s perspective: does it align with the wider market’s ethics? 








#31 Does it align with your personal ethics? 




Who are you nudging? Try to put yourself in their shoes and ask the following questions. How would you feel if this nudge made it difficult for you to make the best decision for yourself, or to avoid buying something you didn’t want? Has your choice been limited, or have your choices been framed in a way which prevents you from choosing? Are you being deliberately misled with untruthful nudges, or is information being withheld from you? If you can answer yes to any of those questions, then you should return to the drawing board. 




If you can answer no to all of those questions, then your nudge aligns with your personal ethics. Nudges should never limit people’s choices and should always frame choices in a way which retains their freedom to choose. Nudges should make it easy for people to choose otherwise and consent should be completely transparent. Nudges should always be based on information which is true and should never withhold information. If you don’t want to spend your career encouraging people to do things which they don’t want to do, then it’s likely that you intuitively agree with all of these statements. As Jez often says, he always wants to do work that he’d be happy to tell his mother about. 








#32 Does it align with your company ethics? 




Once you’ve checked that your nudges align with your personal ethics, you need to think about whether they fit within your organisation’s ethics. Does your intervention strike a balance of helping both the customer and the company? What balance will your organisation be happy with? 




Thankfully, the kind of controls that exist within private sector businesses force you to consider the ethical implications of an intervention before they can be signed off. By scheduling governance sessions to consider psychological compliance with your risk and legal teams, you can ensure your nudges pass through the equivalent of an ethics committee. Before running your intervention, use these sessions to scrutinise the likely consequences of your nudges. After your intervention, you should identify the intended and unintended consequences over the short and medium term. 




What’s more, as an organisation you should do unto others as you would have them do unto you. A business or organisation that uses nudges for good with their customers should itself use nudges for good within its own workforce. Practice what you preach and a culture of ethical nudging will follow. 








#33 Does it align with the wider market’s ethics? 




Finally, check whether your approach to applying behavioural science complies with the ethical guidelines of the market in which you operate. Such guidelines have been published by various organisations such as the Financial Conduct Authority (FCA), the Office of Gas and Electricity Markets (Ofgem), the Competition and Markets Authority (CMA), the Retail and Markets Commission (RMC), and the Monopolies and Mergers Commission (MMC). You can find these on ripple-book.com. These guides contribute to a shared language between the regulatory bodies and practitioners of applied behavioural science, meaning that both parties can have open and transparent conversations about the ethics of nudging. 





38 Friedman (1970). 

39 Accenture (2018). 

40 Sunstein (2015). 

41 Shampanier, Mazar and Ariely (2007). 

42 Willis (2013). 








Chapter 12: Transforming a Customer Value Proposition, UK 






Galvanising multidisciplinary teams using behavioural science 




When John F. Kennedy first visited the NASA space centre in 1961, he struck up a conversation with one of the cleaners to ask what he w as doing. 




“Well, Mr President,” the man replied, “I’m helping to put a man on the moon.” 




He understood that even a task as seemingly inconsequential as mopping the floor was contributing to something on a grander scale. Big projects, even those that aren’t in the same order of magnitude as visiting the moon, need multifaceted teams. One person’s knowledge and skills are rarely enough to complete every puzzle piece of a complex problem. This is as true for astronauts as it is for behavioural scientists. Rather, you have to bring together a team from a spectrum of specialisms and find a way to use your relative strengths to tackle the problem together. 




It’s one thing to bring together people from multiple disciplines to brainstorm creative ideas, but quite another to work together to make these happen. It’s easy to bring together a team to generate interesting ideas, but these ideas are worthless if you can’t bring them to fruition. You’ll surely know a friend who is always sharing their new business idea at a party. Without the ability to execute this idea, however, your friend’s well-intentioned plan is soon forgotten. As such, once you have an idea for applying behavioural science in your business, you need to galvanise a team to get it done. Bringing together a multidisciplinary team to execute ideas on a big scale, however, is challenging. 




Applied behavioural science is still in a nascent stage, so there aren’t yet many people who are skilled in its application. This means that behavioural science teams are often very small. With just a couple of experts to understand the behavioural problem, design the solution and run the experiment, this leads to an efficient way of working. 




Whilst this approach offers complete control, it doesn’t scale up when you’re tackling problems in major global organisations. Tesco, the British multinational retailer, employs 450,000 people, with group sales of £56.9 billion.⁴³ Tesco’s value propositions, or the reasons why customers should shop with them rather than their competitors, involve employees from across the entire organisation. The challenge for Jez and the Cowry team when helping Tesco with one of their propositions, therefore, was bringing together an array of stakeholders to collaboratively deliver transformation at scale. 








Tesco’s online shopping proposition 




Tesco is the biggest supermarket chain in the UK, with 27.4% market share.⁴⁴ Tesco has nearly 7,000 bricks-and-mortar stores, yet the convenience of online grocery shopping has made it one of the fastest growing channels in the UK.⁴⁵ Faced with threats from grocery delivery services such as Amazon Fresh, and meal delivery subscription kits such as HelloFresh, Tesco needed to differentiate their online delivery proposition to attract new customers and to retain their existing ones. 




Taking inspiration from subscription-based services such as Netflix, Delivery Saver is Tesco’s proposition to help regular shoppers save money on their home deliveries. For a monthly subscription fee, those Tesco customers with Delivery Saver can get unlimited free deliveries to their home. New customers are given a free trial to encourage them to get started. Tesco then wanted to use behavioural science to help people to continue getting the benefits of Delivery Saver once their trial was over. 




Whilst Delivery Saver might seem like a simple proposition, it involves people from disparate departments spanning the entire organisation. The marketing team are responsible for telling customers about Delivery Saver, encouraging them to try it and helping them to become full-time subscribers. The UX team look after the customer’s experience on the website as they complete their grocery order and begin their Delivery Saver trial. The home deliveries are planned by a team of schedulers and a fleet of drivers deliver the customer’s groceries to their door. And, finally, if something is missing from their order, the customer calls up the contact centre to find a resolution. 




From the first time a customer hears about Delivery Saver, through to giving their feedback on the experience, the entire journey of this proposition involves a multitude of stakeholders. The challenge, then, was in bringing together this disparate group of people to share their collective understanding of the problem. The group would have to approach the problem together using a behavioural science toolkit. In doing this, Jez and the team used principles from behavioural science to increase group cooperation, engagement and buy-in. 








Extend handpicked invitations to the stakeholders you want involved 




The Delivery Saver project was an early proof of concept for Tesco to demonstrate the power of applied behavioural science. By its very nature, therefore, the opportunities to get involved were exclusive and scarce. We value objects and resources that are scarce more than those in abundance,⁴⁶ so this meant that it was an opportunity which people valued. By giving a select group of people the first opportunity to be involved with an innovative approach, this motivated stakeholders to engage with the project. 








Involve a senior stakeholder in the organisation 




We’re more likely to trust the guidance of those who are authorities in their field and we’re all influenced by cues of authority. For example, people trust doctors wearing stethoscopes, a cue to their expertise, more than those who are not.⁴⁷ As such, to earn stakeholders’ trust in the project, Jez knew it was important to involve a senior stakeholder at Tesco. Matt Davies, the then-Tesco UK CEO and an active Delivery Saver customer, showed an interest in the project. This meant that other stakeholders were more likely to want to be involved, to engage with the work and to have faith in its success. 








Create social cohesion by articulating a common goal 




When bringing together people from across an organisation as large as Tesco, it transpired that some of them had never met each other before, let alone worked together. We all identify with various social groups depending on the context, so someone who works in marketing might identify with the marketing team. Likewise, another person who manages the contact centre might identify with the operations team. When those who identify with different groups first work together, there’s a possibility that they won’t cooperate. 




This phenomenon of intergroup behaviour was demonstrated in the seminal Robbers Cave study.⁴⁸ When boys arrived at the Robbers Cave summer camp, they were split into two arbitrary groups: the Eagles and the Rattlers. Each group developed a shared identity, before being pitted against each other in a series of competitions. Before long, they’d become hostile towards the other group. Assigning people at random to one group or another, and creating competition between them, was enough to create discord between the two groups. However, this discord evaporated as soon as both groups had to work together to achieve a common goal. Demonstrating a psychological model of intergroup conflict known as realistic conflict theory, this principle can be useful to consider when bringing together people from disparate parts of an organisation. 




Be aware that people from different functions within an organisation might not have met each other before, let alone worked together. To increase their cohesion, highlight their commonalities and give them a shared goal. In this case, the teams were all working to help Tesco with their Delivery Saver proposition, to transform it using behavioural science. 








Solicit a commitment to the session 




After bringing together 27 Tesco stakeholders from UX, marketing, data and operations to collectively devise a behavioural solution, Jez asked everyone for their expectations and worries for the day. Essentially, this is a simple way to get people to invest in the session, because once we’ve made a verbal or written commitment to achieve something, we’re then more likely to behave in ways that are consistent with this commitment. Known as commitment devices, asking people to articulate their goals means that they’re more likely to achieve them.⁴⁹ 




For example, when Jez asked the Tesco team for their hopes, one of them said they wanted to find a truly innovative solution. Another wanted to learn some new techniques they could apply in their roles. Their fears, on the other hand, were worries about coming up with ideas that were too expensive, or impossible to realise. Having articulated their hopes and goals for the session, people were more likely to achieve them. Identifying their fears, on the other hand, meant that the right stakeholders could discount or endorse them. 








Create a shared behavioural science epiphany 




As revealed in chapter 5, it’s extremely powerful to reveal people’s psychological biases and decision-making shortcuts using a quiz. By beginning the workshop with this, Jez demonstrated to each of the 27 stakeholders that they were susceptible to these foibles and that they were, in fact, universal. Having raised their hand to admit they’d been caught out by the quiz questions, it would have been very hard for anyone to deny the validity of these principles from behavioural science. Known as cognitive dissonance,⁵⁰ this is because we find it hard to hold two conflicting beliefs at the same time. When bringing together this diverse group from across Tesco, beginning the workshop with the quiz meant that everyone in the room began on the same page. From the start, they were open to using behavioural science as their toolkit. 








The more people are exposed to ideas, the more they like them 




It was important that the ultimate decision makers at Tesco were involved from the beginning of the process. By getting these people involved in the initial generation of ideas, this meant they were more likely to value the final concepts. The more familiar we are with things, the more we like them. Known as the mere exposure effect,⁵¹ this means that we like people the more we see them, like songs the more we hear them and like ideas the more we’re presented with them. As such, the Tesco stakeholders who would have the power to veto ideas needed to be involved in their initial generation. 








Using these principles to galvanise a multidisciplinary team 




Before the session, the Cowry team had identified over 25 friction points across the customer journey, from the banner ads on the Tesco home page through to the direct email communications. Towards the end of their free trial of Delivery Saver, customers were sent an email to encourage them to continue with the full subscription: 
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Despite conveying all of the necessary information, the email had several cognitive friction points that were hindering its main goal: to encourage customers to convert from the free trial to the full subscription. There were no social norms which reassured customers of the benefits that other customers were getting from using Delivery Saver. Despite featuring an image of a delivery van, there were no pictures which conveyed any of the benefits offered by Delivery Saver: unlimited, efficient and friendly deliveries. Compounding this, the imminent loss of their free trial was not amplified, so customers felt no urgency to subscribe to the full service. 




Having presented these friction points, amongst others, Jez gave the wider group of stakeholders the opportunity to explain the reasons why, if any, they were there. For example, it may have been impossible to talk about what other customers did for data protection reasons, or they may have been unable to change the content management system to insert specific customer data. By having the right stakeholders in the room, this meant that they could understand the root of the problem, and ensure that their new ideas were feasible. 








Emails optimised by a multidisciplinary team 




Having understood the psychological pain points, everyone was then split into five teams. Jez was careful to ensure each group had stakeholders from multiple disciplines. Each team was asked to tackle a different part of the journey. Armed with their new knowledge of behavioural science, the group responsible for the emails set about transforming them whilst drawing on their collective understanding of the problem: 
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The new email addressed all of the problems from the old version. To frame the end of the free trial as a loss, the email had a salient header which read “Don’t miss out on unlimited FREE deliveries”. We feel the impact of losses twice as much as equivalent gains,⁵² so framing the end of the trial as a loss was an effective way to motivate customers to become full-time subscribers. 




To convey the benefits of Delivery Saver, a photo of a friendly delivery woman was used to place customers in the hot state of receiving their groceries. What’s more, the woman was smiling. Our capacity for facial mimicry means that we simulate a smile when we see someone else grinning,⁵³ meaning that customers would feel more positive about the Delivery Saver proposition. 




Finally, the woman in the photo was looking towards the pale blue lozenge. From infancy, we have the capacity to follow people’s eye gaze,⁵⁴ so our attention can be directed to follow another’s line of sight. By including the image of the woman looking towards the lozenge, this meant that customers reading the email would have their attention directed towards the fact that “Delivery Saver customers save on average £76.44 per year”. Highlighting this cost saving acted as a social norm, reassuring customers that others were benefitting from the service. The cost saving was stated correct to the penny, given that specific numbers are more believable than rounded numbers.⁵⁵ 








Small tweaks, big results 




Cowry’s Head of Behavioural Design, Raphy March, was instrumental in bringing these changes to life by redesigning the assets. The changes to this email alone lead to a 10.2% uplift in conversion from free trial to paid plan (p = 0.1). Testament to the transformation, Matt Davies, the then-Tesco UK CEO who received these new emails as a Delivery Saver customer, commented that the difference between the old and new versions was “like chalk and cheese”. A report on how behavioural science had been applied to the Delivery Saver proposition was written by Georgia Thomas, Tesco’s Head of Emails and Retention, which meant that all of the stakeholders who took part in the workshop could appreciate the fruits of their labour. 




From the initial brief to this final report, achieving a project on this scale was only possible due to the ability to galvanise a multidisciplinary team from across Tesco. Having never worked together before, people from disparate teams across Tesco came together to transform the Delivery Saver proposition using behavioural science. After creating an environment which facilitated the joint execution of a common goal, they used a behavioural science toolkit to deliver transformational results. Accordingly, this lead to another project on their ClubCard proposition and, given their willingness to innovate, Tesco is quickly becoming one of the biggest proponents of behavioural science in the UK. 








Do it yourself: a toolkit to galvanise multidisciplinary teams using behavioural science 








#34 Use scarcity to motivate involvement 




We place higher value on things which are scarce than those which are abundantly available.⁵⁶ This is as true for experiences as it is for things. If the opportunity to get involved with an innovative project applying behavioural science seems scarce, people will be more motivated to get involved. 




You can do this in two ways. You can approach people individually and appeal to their ego. Explain that there’s an amazing opportunity to join a group of eight handpicked people and that you’d like them to be involved. We are extremely susceptible to statements which boost our ego, so this approach is motivating for those who may not have put themselves forward. 




Alternatively, you can tell everyone about the opportunity. You let everyone know that out of a broader team of 50 people, there’s space for eight people to get involved in an innovative project, and ask who would like to put themselves forward. Both are effective ways to motivate people to get involved using scarcity. 








#35 Get sponsorship from an authoritative messenger 




Given that we tend to trust those in positions of authority more than those who are not,⁵⁷ it’s compelling to involve an authoritative stakeholder from the outset. Consider who would add credibility to the project and encourage others to get involved. Perhaps it’s the head of department, or even the CEO. 




The way you benefit from their power as a messenger depends on how much time they have to give. You can either get them physically involved in the project, or name drop them to the team. It can even be powerful to mention that they’re incredibly excited by the project and its outcomes, and that you’ll be catching up with them about it later. Use authority bias in this way and your multidisciplinary team will be more invested in the project. 








#36 Solicit commitments to solidify involvement 




Once we’ve made a commitment to do something, even if it’s small, we’re then more likely to continue investing in it.⁵⁸ You can use an array of commitment devices to galvanise a team and solidify their involvement in the project. Clicking attending on a calendar invite is one such device, as is asking people for their hopes and fears at the beginning of a workshop, as we saw in chapter 4. Likewise, giving each person responsibility for tasks to complete after your workshop is another way to seek commitment to a project and, taken together, these nudges will subconsciously make your team feel more invested in the outcomes. 
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Chapter 13: Ink Stamps and Clean Hands, Chile 






Diagnosing, designing and measuring an end-to-end behavioural intervention 




Groggy from jet-lag, Jez climbed into the minibus to head out of Santiago towards a factory which, he assumed, made chocolate. He found himself in Chile, tasked with developing a behavioural intervention to increase food manufacturers’ hand hygiene. Essentially, he was on a mission to get workers to wash their hands. Despite his poor grasp of Spanish, fractured conversations revealed that he was, in fact, en route to an agricultural factory. Childhood dreams of a Willy Wonka-inspired experience shattered, he resigned himself to a more mundane day, perhaps getting to grips with the intricacies of broccoli pr ocessing. 




“Are you happy to go into the Dry zone?” asked their strong-willed Australian client. 




“Sure,” Jez replied. 




“And what about the Wet zone?” she continued. “Yeah, okay,” he said, wondering to himself how wet the broccoli needed to get. 




“And are you okay to enter the Kill zone?” Gosh, Jez thought. He knew that, in biological terms, broccoli is technically alive, but he didn’t realise they had to kill it. 




Slightly baffled, as the minibus pulled up to an unbranded warehouse in the middle of the desert it slowly dawned on him. They had arrived at an abattoir. 








The importance of ‘dirty consulting’ 




In order to apply behavioural science to the real world, you have to experience the context for your intervention first hand. Despite the deeply unglamorous location for their intervention, it was crucial to roll up their sleeves and jump straight in – or, as Jez likes to call it, ‘dirty consulting’. 




Evidence from both the academic world and the field of applied behavioural science has shown that interventions are highly dependent on context. An intervention which works to improve hand hygiene in a factory in Sweden may fail completely in China. What’s more, experiencing the context first hand allows you to quickly eliminate ideas which have no chance of thriving further down the line. 




This story, where a behavioural intervention was developed to improve hand hygiene in a pig abattoir, follows the end-to-end process of practically applying nudge theory in a real-world context, and brings together the concepts and principles detailed in previous chapters. We show you how to diagnose a behavioural problem with the help of theory and how to design a solution by applying a behaviour change framework as a tool. 




Often, the best applications of nudge theory are the simplest. Minimalist interventions may appear simple in retrospect, but will have undergone countless iterations and encountered many dead ends. Despite their seeming simplicity, these elegant solutions have many facets and moving parts. They are firmly grounded in theory, deep thinking and collaboration. 








How do you get abattoir workers to wash their hands? 




Jez was working with a global provider of hygiene solutions to solve the lack of hand washing in food manufacturing environments. Foodborne illnesses are thought to cause thousands of deaths each year,⁵⁹ with a significant number of these being spread through hand contamination.⁶⁰ Poor hand hygiene is a behavioural problem and Jez was tasked to solve this by designing an intervention. 




Working closely with Jez was Pete Dyson, a human geographer with a pragmatic character and an unwavering enthusiasm for triathlons. 








The site visit: a behavioural audit 




The day after landing in Chile, Jez and Pete visited the abattoir. In order to understand why workers were failing to properly wash their hands, it was crucial to interview some of them and to experience the context in which they spent their working days. Having agreed to visit the Dry, Wet and Kill zones, they were kitted out in full uniform. Reminiscent of crime scene investigators, it included pure white boots, white overalls and a white balaclava. With only their eyes visible, they realised that communicating with colleagues must prove tricky. Indeed, they watched as workers resorted to hand signals to talk to one another. 




As they began their journey through the clattering and sterile environment, senior officials revealed that education and attitudinal approaches to improve hand hygiene had been largely ineffective. Killing pigs is a physical and noisy process, and the sound of their bodies rolling across the floor created a backdrop of continual rumbling. Amidst this visceral and gritty atmosphere worked one man dressed head to toe in red, aptly named The Killer. Armed with a knife the length of Jez’s forearm, his sole role was to stab the already-dead pigs, letting the blood drain from their carcasses. As the tour group walked past his station, some of their uniforms and faces were splashed with blood. It became apparent that spending time in this environment, day in, day out, might cause workers to emotionally disengage. 




Arriving at the recreation area, they found off-duty workers smoking and playing elaborate ping pong tournaments. With the help of a translator they interviewed some of them, discovering that time constraints were partly to blame for their lazy hand washing. A ten-minute break might be spent chatting, smoking, or playing ping pong, and at the very end they would rush to use the toilet before returning to their shift. Once everyone did this, overcrowded handwashing stations left workers too hurried to thoroughly cleanse. There was nothing to stop workers from lazy hand washing. Everyone’s behaviour created a social norm where it was acceptable to wash hands only briefly. 




Reflecting on the tour back at their hotel, Jez and Pete triangulated the insights they’d collected from talking with senior officials and workers, and from their observational audit. Their intervention was going to have to go beyond education or attitudinal change. It had to work within a noisy environment where communication was sometimes hindered. In addition, it had to slot easily into a time-constrained break and overcome the existing lax hand washing norms. 








The workshop: designing the intervention 




The next day, they hosted a workshop with their client to generate intervention ideas. Before the workshop, Pete and Jez had identified a behavioural theory which helped to diagnose the problem. Given that habits play a crucial role in hand washing, they chose Triandis’ Theory of Interpersonal Behaviour (TIB).⁶¹ Unlike many theories of human behaviour, the TIB considers the role of habits and their influence on resultant behaviours. They simplified the theory for the purpose of the workshop, and pre-populated it with the insights from their desk research and site visit. 




When working with a client who is new to the field of behavioural science, get them on board before you begin the work. Ahead of the workshop, clients had been sent a brief literature review to give them a grounding in some key concepts from behavioural science. Additionally, they opened the workshop with a quiz designed to reveal some of the universal psychological biases and heuristics that we all unwittingly utilise, as shown in chapter 5. In Jez’s experience, a quiz like this ensures that everyone in the room is on board with behavioural science. 




Together, they then began to generate intervention ideas using the MINDSPACE framework,⁶² as detailed in chapter 4, creating a list of over 40 possible interventions. As the workshop moderators, Pete and Jez aggregated the key themes into seven idea mash-ups, upon which these ideas were developed further. To pick the most promising intervention, these ideas were mapped against the TIB, then evaluated against a set of selection criteria. 




One idea clearly stood out amongst the rest: a washable handstamp to be inked onto workers’ hands during each break. Featuring an ugly illustration of bacteria, the stamp would create disgust amongst the workers and make the invisible germs salient. The stamp would act as a visual trigger to wash hands and ensure that workers wash for long enough to remove it, thus creating a default hand washing period. The stamp would make it obvious if workers failed to wash their hands, so peers would now know whether their fellow workers had done so. This would provoke shame if the stamp remained and generate a social norm of thorough hand washing. And, they hypothesised, repetition of this behaviour would render it habitual. 








Executing the idea 




Buoyed by their intervention idea, they bade farewell to their clients and returned to London to create the handstamp. As we learnt in chapter 6, it’s important to have the ability to execute an idea. It’s all very well conjuring up a dream intervention which ticks all of the metaphorical boxes, but if it’s impossible to accomplish then it will never change behaviour. 




They briefed the creative department to create a stamp design which made the invisible visible by dramatizing several of the culprit bacteria: E. Coli, salmonella and listeria (see fig. 13.1). They sourced ink that was safe for both skin and food. It was also crucial that the ink washed off in the right amount of time: too fast and workers would not wash their hands for long enough; too long and they would become frustrated with the impossibility of washing off the stamp. Fortunately, they found an ink which took roughly 30 seconds to remove and selected it in an unappealing colour. Ecological valence theory⁶³ suggests that our colour preferences are influenced by our previous emotional associations. Given this, they chose brown for the ink, predicting that the majority of workers would have a negative emotional attachment to the colour. 




Fig. 13.1: The agency’s creative department dramatised three of the culprit bacteria to be slug-like and repulsive 
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Intervention and measurement 




Whilst the behavioural audit was done in Chile, the intervention itself was carried out in a Guatemalan meat processing plant. Posters were placed in communal areas to increase the salience of the stamping scheme and to introduce the three bacteria characters. One of their clients, as a relatively senior figure of authority, introduced the stamp to workers as a hand washing aid, to tap into messenger effects. 




Measuring the outcome of the intervention was crucial, as they needed to demonstrate its efficacy. Whilst they were initially drawn to using surveillance methods to capture the frequency and duration of hand washing, this measurement would have been a red herring. Despite aiming to increase hand washing behaviour, the ultimate goal of the intervention was to reduce hand bacteria and, as we’ve seen in chapter 10, it’s important to measure the true outcome of your intervention rather than the easiest output. 




As such, they measured the bacteria on workers’ hands before, during and after their handstamp intervention. Swabs were taken of workers’ hands and microbiological testing was carried out by a lab. The Total Plate Count danger limit was >1000 UFC per hand. Before their intervention, 25% of workers were above this danger limit. During the stamp intervention just 9% of workers were above the limit, representing a 63% reduction in bacteria (p < 0.001). The stamp was removed after 12 days and microbiological testing in the following week revealed that most of the behaviour change had been preserved. 








Do it yourself: a toolkit for diagnosing, designing and measuring behavioural interventions 




If you’re inspired to apply behavioural science in a practical way, there’s a three-stage process to follow. First, diagnose your problem with a behavioural audit. Then solve the problem using behavioural design. Finally, measure the outcome of your intervention. 








#37 Diagnose the problem with a behavioural audit 




First, identify an appropriate theory. Theories can be used to diagnose a problem and suggest a direction for interventions. In addition, they can also explain why and how an intervention might work – in other words, they can illuminate the mechanisms of action. 




In this case, desk research revealed that habits play a large role in hand washing behaviour. As such, they sought a theory which focussed on the role which habits play in influencing behaviour. Triandis’ Theory of Interpersonal Behaviour⁶⁴ does just that. One of its strengths is in its ability to explain complex behaviour as a result of social and environmental factors. They used the TIB to diagnose the problem, by using it as a structure for both their initial desk research and their site visit. In addition, they mapped each intervention idea against this theory to assess which ones addressed the problem holistically. 




It was also crucial to get stuck in and experience the intervention context first hand. Had they not visited the abattoir in Santiago, they could have designed wildly inappropriate interventions. One of the ideas generated during their workshop involved playing music to get workers to wash their hands in a more quick and methodical way. However, their visit to the abattoir meant that they knew any music would be drowned out by the continual background noise. With this knowledge, they were able to eliminate the music idea. 




In a similar vein, experiencing the context and culture first-hand sparked a debate on the social and cultural connotations of human branding that the stamp would imply. Discussions with both factory supervisors and workers established that stamping each others’ hands felt collegiate and friendly, while reinforcing the social norm. 




Both of these examples illuminate the benefits of, whenever possible, rolling your sleeves up to take a dirty consulting approach to collect insights and gain a practical understanding of which interventions are likely to work. 








#38 Solve the problem using behavioural design 




To solve the problem collaboratively, use an accessible tool which everyone can quickly grasp. In the hand washing workshop, they structured their brainstorm with the MINDSPACE framework⁶⁵ (see fig. 13.2). Whilst it’s not the most comprehensive framework, it is simple to use and accessible for novices. This was used as a skeleton with the client to generate a long list of ideas, from which Jez, as the workshop facilitator, identified the centres of gravity to create a shorter list of key ideas. 




Fig. 13.2: The MINDSPACE framework was used as a framework to generate intervention ideas 
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Having generated some viable concepts for behavioural interventions, how do you know which one to pick? It’s too expensive and impractical to try them all, so you need to decide on a set of mutually agreed selection criteria. 




During their workshop, they scored each idea against the TIB, to get a feel for which idea tackled the problem holistically. What’s more, Jez and Pete drew on their experience from the site visit to eliminate ideas which seemed unviable. 




Finally, ensure you are able to execute the idea. There’s no point painstakingly designing an elegant behavioural intervention if it’s impossible to accomplish. Great ideas can fall down if they are too ambitious, as we found in chapter 6. Jez and Pete were able to create the handstamp with relative ease, given that they had access to a creative department. It was scalable and fairly cheap to implement. 








#39 Run an experiment to measure the outcome 




Whilst it’s tempting to measure whatever is the easiest or cheapest outcome, try to measure the thing that is directly related to the behaviour you want to change. In this case, it would have been possible to directly ask workers about their hand washing, observe them, or use CCTV to measure their behaviour. However, the most important outcome was the reduction of hand bacteria. Despite incurring a hefty cost, this was the most pertinent thing to measure. 




As an additional benefit, swab testing was already being carried out each month in the abattoir. As such, taking swabs of workers’ hands was unlikely to make them feel like they were suddenly being watched. It has been established that study participants behave differently if they know they’re being watched. Known as the Hawthorne effect, this can be avoided by using covert or naturalistic methods of observation. 




Changing behaviour during an intervention is certainly an accomplishment, but what happens after is just as important. After all, there’s little to no point in having intervened at all if everything goes back to normal once the intervention ends. Many behaviour change interventions fail to gain traction and once you remove the intervention, behaviour often reverts back to baseline. In this case, it was sustained for ten days after removing the handstamp. Whenever possible, follow up after the intervention to determine whether the change has been sustained. 








What happened next for the handstamp? 




Naturally, Jez was thrilled that their intervention had been able to drastically improve hand washing, even once the handstamp was removed. They did some rough cigarette-packet planning to work out how much their solution could be worth to the global hand hygiene market. Gobsmacked, they realised they had a $128 billion solution on their hands, plus the potential for hugely positive social impact. In short, this was the case study that would make their names and their chance to put the agency firmly on the map. 




Proud of their accomplishment, Jez talked about it at every opportunity and mentioned it to one of the agency’s board members. This board member looked puzzled and mentioned that he’d heard of a similar handstamp which had won a Cannes Lion a couple of years previously. Dismayed, Jez raced to his laptop and frantically Googled it. Before long he found the award-winning study masterminded by a rival agency. Titled The Germ Stamp, it had been designed to improve hand hygiene in Singaporean school children. 




During the intense soul-searching which followed, Jez eventually gleaned some insight. Whilst the ability to replicate findings was celebrated in the academic world, it was tantamount to scandal in the creative industry. Despite having no intention to, they had essentially copied someone else’s idea. As such, they had no hope of rolling out their handstamp at scale to reduce foodborne illness, let alone claim intellectual property rights. 




It dawned on Jez that those in the practice of applying behavioural science in the private sector could learn something from the academics. Perhaps they could celebrate the replication of intervention ideas in different contexts and populations, thus helping us to continually innovate and improve behaviour change. Perhaps we could all benefit if our interventions, whether they succeed or fail, are shared openly for the greater good. 
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Chapter 14: Preventing Falls with Pink Walls, London 






Nudging to improve construction site safety 




You’ve probably never heard of Jessie Potter, a family relationship counsellor from the US. But you’re probably familiar with the sentiment of something he said which is commonly misattributed to Einstein. 




“If you always do what you’ve always done,” he said when giving a talk in 1981, “you always get what you’ve always gotten.” 




Whilst he was talking about the state of America’s family relationships, the same can be said of many aspects of business, including health and safety approaches. Often, it is assumed that extensive training coupled with repetitive reminders to follow health and safety protocol are enough to get employees to behave safely. Indeed, this is the approach that tends to be taken even in risky and hazardous environments such as the construction industry. Stringent safety requirements in the UK mean that there are barely any safety incidents. 




In isolation, a couple of safety incidents or near misses might not seem catastrophic. However, a 2013 parliamentary legislation known as the Reporting of Injuries, Diseases and Dangerous Occurrences Regulations (known simply as RIDDOR) requires construction companies to record all safety incidents, which includes near misses. This record can have a ripple effect on the financial success of the business, as they have to reveal their RIDDORs when bidding for business contracts. If the choice is between two construction companies where one has more RIDDORs than another, this can mean the difference between winning a £50m contract or not. As such, health and safety can be an important determinant of commercial success for construction companies. 




From a layman’s perspective, the construction industry might seem like a homogenous team of generic builders. But, on the contrary, every construction job involves many specialised teams, from the groundworkers who lay the foundations, the builders who construct the building, to the fit-out and refurbishment specialists who transform the inside of the building. One such fit-out specialist is Overbury, which has led the UK industry on quality and innovation for the past 75 years. In 2017, Overbury began to transform the interior of Shell’s London headquarters on the Southbank. 




Whilst Overbury was seen as an industry leader in health and safety, it wanted to take its approach to the next level and completely eradicate unsafe behaviours onsite. One of Cowry’s board members, Simon Gulliford, was in an Overbury meeting to discuss their health and safety approach, and there was talk of devising a new poster campaign to get people to encourage their employees to behave more safely. Simon recognised that if they did what they’d always done, they’d carry on getting the results they’d always gotten. As such, he suggested that they needed to take an innovative approach. If they wanted to eradicate unsafe behaviours onsite, they needed to consider the subconscious human factors that were driving lazy, and invariably unsafe, behavioural shortcuts. 








Using behavioural science to eradicate unsafe behaviours in construction 




Having met the executive team at Overbury, it was clear to Jez that they had brilliant project management with good health and safety protocols. A behavioural science toolkit, however, could help them to become pioneers in health and safety. After seeing how Babies of the Borough had used nudges to reduce antisocial behaviour, and how the handstamp had increased hand hygiene in a manufacturing environment, the Overbury executive team were confident that behavioural science would give them a competitive advantage. 




Having never worked in the construction industry before, Jez and the Cowry team gathered a team of stakeholders to give them license to operate in this realm. The project was endorsed by Tim Charlton-Hunt, a construction director from Overbury, and they involved a construction health and safety consultancy, RyderMarsh OCAID. Also supporting the project was an organisational psychology associate called Andy Patterson who, having worked as a helicopter pilot in the Royal Navy, had an understanding of the psyche and culture of working in high octane male-dominated environments. Given that many consultants have only ever worked in an office, having this experience in the team gave them credibility to tackle the problem. 








Understanding the problem with a behavioural audit 




To get a clear picture of why Overbury’s employees were sometimes taking unsafe shortcuts, the Cowry team began with an offsite and onsite investigation to uncover psychological insights. In particular, their aim was to eliminate a series of unsafe behaviours whilst employees were working at height, or whilst they were moving things around (known as material movement). After conducting a literature review of academic studies that were relevant to habit formation, risk taking and safety in commercial environments, the Cowry team conducted an observational survey onsite to identify the subconscious drivers and barriers related to unsafe behaviours. Finally, interviews were used to identify the social and cultural factors that help or hinder safety behaviours. 




Taken together, this approach revealed several behavioural insights. Firstly, the young men had a high appetite for risk, which was driven by naturally high levels of testosterone. Compounded by time pressures, this meant they were tempted to take unsafe shortcuts. Older men who’d never had an injury were optimistic that, despite taking these unsafe shortcuts, nothing bad would happen to them. Over the years, they’d developed habitual patterns of unsafe behaviours which meant they could get the job done more quickly. This established a status quo for poor behaviours, that was then reinforced by more and more employees following suit, until it had become a strong social norm. 








Using behavioural insights to design safety nudges 




Having gleaned these insights, they were then used to design nudges to change behaviour in a co-creative workshop. Chapter 12 talked about the importance of bringing together a diverse range of people from within one organisation for a collaborative workshop. This project involved bringing together representatives from Overbury, behavioural safety specialists and behavioural scientists, and also Overbury’s subcontractors such as electricians, who were able to give insight from the coalface of the problem. Involving all of these stakeholders in the generation of ideas meant that everyone felt ownership of the solution and as a result were committed to the final ideas. 




During the morning, everyone was trained on the core principles of behavioural science, before using the behavioural insights from the audit to brainstorm six interventions. Using the STAR technique outlined in chapter 4, these six concepts were whittled down to three ideas: the Cool Canteen to reduce testosterone, the GoldCard scheme to reward good behaviour, and the Weekly Walkround to help employees see site safety from their supervisor’s perspective. 








The Cool Canteen: a space designed to reduce testosterone 




The onsite canteen was redesigned as a chill-out area to reduce employees’ heightened emotional states and testosterone levels, and thus reduce their risk-taking behaviour. This included painting the walls Baker-Miller Pink, which is also known as Drunk Tank Pink. This colour has been used to calm violent prisoners in jails. Dr. Alexander Schauss, director of the American Institute for Biosocial Research in Tacoma Washington, has noted the effects of this colour on prisoners: “Even if a person tries to be angry or aggressive in the presence of pink, he can’t. The heart muscles can’t race fast enough. It’s a tranquilizing colour that saps your energy. Even the colour-blind are tranquilized by pink rooms.”⁶⁶ Given this effect, the canteen walls were painted this specific shade of pink in order to calm employees before they went back on shift. 




In addition to the pink walls, the canteen was furnished with more plants, communal tables and natural lighting. Posters were also placed on the walls to encourage employees to take the time to plan their work in a safe way. Taken together, the pink walls, furnishings and posters came together to create a canteen space which placed employees in an emotional state which prepared them to behave safely onsite. 








The GoldCard reward scheme 




To reward and reinforce good behaviour, a physical GoldCard was given to each employee. Having joined this incentive scheme, employees were asked to sign their card as a commitment to both the scheme and to behaving safely. What’s more, their GoldCard featured their membership start date to highlight their length of tenure and to increase their sense of ownership over the scheme. 




Having a GoldCard entitled employees to enter a prize draw at the end of each week, but if they were caught behaving unsafely then their entry for that week was revoked. To further incentivise good behaviour, if three or more people from the same company had their cards removed in a given week, then the whole company had their cards removed from the draw. Random prizes were up for grabs in the prize draw, as random rewards are more motivating than consistent ones.⁶⁷ One week it was a Smart HD 55” TV, for example, whereas the next it was £150 of M&S vouchers. 




Employees were made aware that the GoldCard was theirs to lose, which was powerful given that people feel losses as twice as painful as the pleasure from an equivalent-sized gain.⁶⁸ The concept also worked because it credited every employee automatically from day one, allowing them to start the job with a higher expectation of safety behaviour. Being given the benefit of the doubt, employees felt good about themselves, which motivated them to return the favour with a reciprocal act: namely, complying with health and safety protocols. 








The Weekly Walkround: spending some time in the shoes of a supervisor 




The final intervention built on an existing one at Overbury and was devised to help employees see the importance of site safety through their supervisor’s eyes. During the Weekly Walkround, employees took turns walking around onsite with a Health & Safety Specialist to assess the risks taken by their peers. The Walkround was supported by a script which asked questions in a particular way, using psychology, to reinforce the good behaviours in employees’ minds. 




For example, if unsafe behaviour was observed during the Walkround, employees were encouraged to think about the risks and what they had to lose. In addition, the script asked employees to think about how they would go about the task differently, what should be done to stay safe in this situation and what they could do to avoid the unsafe behaviour. Finally, the employee participating in the Walkround was encouraged to think about whether they had ever behaved in this same way and, importantly, what their reasons were for this. Answering these questions encouraged them to see that the potential risks outweigh the benefits, such as saving time. 








Measuring the impact, whilst avoiding the Hawthorne effect 




It became apparent that employees would warn their peers that their safety was being assessed by shouting ”Kilimanjaro!”, so covert observations were needed to measure the success of the three interventions. Known as the Hawthorne effect, it’s often found in behavioural science experiments that participants behave differently if they know they’re being watched. To avoid these observer effects, Pippa Pennycook, a pragmatic behavioural designer, was positioned as a health and wellbeing expert who was there to learn how they worked. 




Little did Overbury’s employees know that Pippa had two clickers hidden in her pockets, each to count the number of times she observed incidences of unsafe behaviours. These observations were made twice per week, for four weeks before the interventions were implemented, and for 12 weeks during the interventions. To minimise observer patterns of behaviour, and employees’ awareness of the measurement, each week included one morning observation and one afternoon observation at varying times. All areas and floors on site were covered in the observation, as far as practical, with each floor observed twice. 








Step-changing results 




Taken together, the three interventions resulted in an 82% reduction in unsafe behaviours when working at height (p = 0.01447) and a 93% reduction in unsafe material movement (p = 0.0002047) behaviours. Both results were statistically significant. Overbury was astonished that these low-cost interventions had lead to results that are rarely seen following traditional large scale and expensive onsite overhauls. 




Testament to its success, Jez was interviewed on BBC Radio 4’s daily consumer affairs programme, You and Yours, about how the project prevented falls with pink walls. The project has won an award for innovation in construction health and safety, and was recognised in the 2019 International Safety Awards. Overbury continues to use the GoldCard scheme and Walkrounds, and the Cool Canteen concept, pink walls included, has been rolled out across all of their sites. To continually improve its health and safety approach, Overbury is now looking at opportunities posed by digital innovation, such as evolving the GoldCard concept into a digital scratchcard on people’s smartphones, and virtual reality experiences with haptic feedback suits to dramatise the risks of unsafe behaviour. 




For Jez and the Cowry team, the success of this project inspired them to continue applying behavioural science to reduce unsafe behaviour in construction, with the aim of preventing accidents and, ultimately, saving lives. 








Do it yourself: a toolkit for applying behavioural science to your world 








#40 Follow points 1–39 




“In any given moment we have two options: to step forward into growth or step back into safety.” 




So said Abraham Maslow, the famed American psychologist renowned for his hierarchy of needs. You can continue to take the same safe approach you’ve always done, or you can step forward and try using small nudges to have a seismic impact on your organisation. It will undoubtedly be a tough and sometimes messy process, but using these 39 tips will help you to roll with the punches and adapt to moments of difficulty. 




The behavioural science toolkit offers structure and robustness, but applying it to real-world problems requires creativity and adaptability. Expect your best laid plans to change as you embark on the adventure of designing nudges to improve your world. 








Conclusion: It’s over to you 




Using small nudges can have seismic and sustained ripple effects. By applying behavioural science in your working life, you can improve outcomes for your colleagues, customers and your business. 




As we’ve told stories of how such nudges have had significant impacts on problems around the globe, we’ve covered 39 steps to help you have the same success. 




We began with ideas. We showed you how to bring behavioural science out of the academic lab and into the real world by bringing it to life in your organisation. We talked about how to use behavioural science to justify an existing idea. We emphasised the importance of running a small internal pilot of your idea before involving external stakeholders. And we covered the importance of adapting your ideas on the fly if they’re not giving you the results you need. 




We talked about people. It’s important to build a team of people who can help you devise and execute the most creative nudge ideas. We showed you how to run a workshop to enable a disparate group to collectively devise a behavioural science solution. We gave you some tips from behavioural science to help you bring together a disparate group of people within a vast organisation. And we showed you that it’s possible to empower anyone in your organisation to design nudges with the right training. 




We gave you tips for making your nudges a success. Knowing that our brains are inherently lazy, we urged you to always make the effort to measure the true outcome of your intervention, rather than the easiest output. We showed you that if you want to apply behaviour change at scale, then you need to combine small nudges with big. Once you’re ready to start embedding behavioural science at scale within your organisation, we showed you the rungs of the ladder you’ll need to climb. And we gave you guidance on how to check the ethics of your nudges. 




It’s true that applying behavioural science in the real world is not easy, and these steps will equip you to have the best chance of success. 








Repeatability, rather than replicability 




In recent years, academics in the field of behavioural science have struggled to replicate results of seminal experiments, despite carrying these out in tightly controlled labs. This contrasts with the messy process of applying behavioural science to solve problems in the real world. The stories you’ve heard in this book all took place in uncontrolled and chaotic environments, with countless confounding factors. What’s more, most of these interventions used multiple nudges at once, which academics would baulk at. By layering several nudges in one intervention, how can we possibly know which elements worked best? Interestingly, what these stories show is that when we apply a number of nudges in tandem then we get repeatable results. 




As such, it could be beneficial to move our focus away from trying to replicate isolated behavioural science principles and instead concentrate on applying any combination of nudges which might work in a particular context. After all, what’s the point of understanding how humans behave if it doesn’t help us to improve things in the real world? This approach offers repeatable and consistent business success. So far, Jez has never failed to get results for businesses using this way of thinking. 








The future of applied behavioural science 




A future where academia feeds into businesses, and businesses feed into academia, could drive the next big leap in the evolution of behavioural science. Whilst academics have done outstanding work using discrete data sets collected in controlled studies in order to prove one psychological principle, a grand universal theory of human behaviour is proving elusive. However, as businesses start to capture more and more data about our behaviour, these vast data sets could, if fed back to academics, quantify and improve our models of behaviour in real time. 




As more and more people start to apply behavioural science in their respective industries, we hope that communities will start to form. Communities such as these will allow learnings to be shared and support to be offered. This will hopefully increase the speed of progress. If you’d like to be part of this group of those applying behavioural science in organisations, you can join our online community from the companion hub to this book at ripple-book.com. 




And now it’s over to you, for the future of applied behavioural science lies in your hands. Armed with these case studies and tools, it’s your turn to start using them. You have thousands of opportunities to help organisations solve human problems to become more efficient, profitable and successful, so where will you start? 





66 Walker (1991), pp. 50–52. 

67 Wright (1962). 

68 Kahneman and Tversky (1979). 








Your toolkit for using behavioural science in business 




#1 To illuminate the relevance of behavioural science to people in your organisation, get a local proof point by conducting small experiments on your colleagues. 




#2 Bring this proof point to life by creating a short film to capture peoples’ imaginations. 




#3 If you’re conducting experiments on your colleagues, minimise deception to avoid losing trust. 




#4 To increase your chances of having creative behaviour change ideas, step out of the echo chamber and be receptive to external influences. 




#5 Collaborate with people who aren’t like you, because diverse skillsets can lead to serendipitous discoveries. 




#6 The high-risk, crazy and innovative ideas can offer the greatest rewards, so preserve some of your budget to try these. 




#7 Sometimes you’ll have great ideas at a bad time, so keep a repository of these in your bottom drawer as future inspiration. 




#8 To identify the behavioural mechanisms by which your idea will work, simplify before you justify. 




#9 To prove your idea will work, run a small experiment before involving external stakeholders. 




#10 When running a workshop to generate nudge ideas, it’s important to start the workshop on the right foot. 




#11 For workshop days such as these, reassure people by giving them a clear structure for the day. 




#12 Craft a satisfying ending for the workshop by regaling the story of the day. 




#13 To convince naysayers of the value of behavioural science, help them to experience the effects on both personal (by showing they’re susceptible to biases and mental shortcuts) and professional (with a case study relevant to their working life) levels. 




#14 Adopt an iterative test and learn approach with your interventions to get the results you need. 




#15 When presenting your ideas to a group of people, make them feel more comfortable by acknowledging a personal flaw or making a small mistake. 




#16 Forge connections with people who have the skills to bring your behavioural science ideas to life. 




#17 Build an ecosystem of relationships with people who can execute your unusual ideas. 




#18 Behaviour is inextricably linked to context, so it’s important to unearth insights from the specific context in which you’re working. 




#19 In order to change behaviour at scale, you need a big idea to tackle the population level. 




#20 In addition to this big idea, you need small ideas which tackle behaviour change at the individual level. 




#21 Use a behavioural model to tie together the big and the small ideas from #19 and #20. 




#22 To embed behavioural science at scale within an organisation, the most important thing is getting your first proof point. 




#23 If you want to roll behavioural science out across a big organisation, don’t walk before you can run; rather, methodically climb the proofing ladder one rung at a time. 




#24 Embedding behavioural science within an organisation takes time, but with enough patience you will experience the rewards of behavioural science. 




#25 As you begin to train your teams in behavioural science, encourage them to start with the free resources. 




#26 For more specialised training in behavioural science, scour the open market courses. 




#27 Once you’ve reached the stage where you want to embed behavioural science throughout your organisation, choose to hire a behavioural science expert who can deliver internal training. 




#28 When measuring the success of your intervention, challenge your inner cognitive miser to measure the true outcome. 




#29 One simple way to demonstrate the value of your intervention is by showing that it reduced the cost of attracting, keeping or growing customers. 




#30 Measuring behaviour change in real-world contexts is complex, so expect an emotional rollercoaster. 




#31 When designing nudges in business, check whether they align with your personal ethics. 




#32 To check whether your nudges align with your company ethics, schedule governance sessions with your risk and legal teams. 




#33 To check whether your nudges align with the wider market’s ethics, study the ethical guidelines published by the various regulatory organisations. 




#34 To galvanise multidisciplinary teams to approach a behavioural problem together, use scarcity to motivate involvement. 




#35 When bringing together people from across a vast organisation, get sponsorship from an authoritative messenger for the project. 




#36 To ensure that individuals in the team are invested in using behavioural science to solve the problem, solicit commitments from them. 




#37 Before your start designing a behaviour change intervention, diagnose the problem with a behavioural audit. 




#38 Once you’ve understood the problem in this way, solve the problem by designing your behavioural intervention. 




#39 Finally, run an experiment to measure the outcome of your intervention and prove that it works. 








References 








Chapter 1 




Ariely, D. ‘Are we in control of our own decisions?’, TED, www.ted.com/talks (2008). 




Ariely, D. Predictably Irrational: The Hidden Forces That Shape Our Decisions (New York, Harper Perennial, 2010). 




Ariely, D. and Loewenstein, G., ‘The Heat of the Moment: The Effect of Sexual Arousal on Sexual Decision Making’, Journal of Behavioral Decision Making 19 (2006), 87–98. 




Bargh, J. A., Chen, M. and Burrows, L., ‘Automaticity of social behavior: Direct effects of trait construct and stereotype activation on action’, Journal of Personality and Social Psychology 71 (1996), 230–244. 




Kahneman, D., Thinking, Fast and Slow (New York, Farrar, Straus and Giroux, 2011). 




Meyers, A. W., Stunkard, A. J. and Coll, M., ‘Food accessibility and food choice. A test of Schachter’s externality hypothesis’, Arch Gen Psychiatry 37 (1980) 1133–1135. 




Thaler, R. H. and Benartzi, S., ‘Save More Tomorrow™: Using Behavioral Economics to Increase Employee Saving’, Journal of Political Economy 112, No. S1 (2004), pp. S164–S187. 




Wansink, B., Painter, J. and Van Ittersum, K., ‘Descriptive Menu Labels’ Effect on Sales’, Cornell Hospitality Quarterly 42:6 (2001). 








Chapter 2 




Bushman, B., Wang, M. and Anderson, C., ‘Is the Curve Relating Temperature to Aggression Linear or Curvilinear? Assaults and Temperature in Minneapolis Reexamined’, Journal of Personality and Social Psychology 89 (2005), 62–6. 




Dabbs, J. M., Jr., Hargrove, M. F. and Heusel, C., ‘Testosterone differences among college fraternities: Well-behaved vs. rambunctious’, Personality and Individual Differences 20:2 (1996), 157–161. 




Demir, A., Uslu, M. and Arslan, O. E., ‘The effect of seasonal variation on sexual behaviors in males and its correlation with hormone levels: a prospective clinical trial’, Cent European J Urol. 69:3 (2016), 285–289. 




Evans-Pritchard, B., worksthatwork.com/1/urinal-fly (2013). 




Glocker, M. L. et al., ‘Baby schema in infant faces induces cuteness perception and motivation for caretaking in adults’, Ethology 115 (2009), 257–263. 




Wilson, J. Q. and Kelling, G. L., ‘Broken Windows: The police and neighborhood safety’, The Atlantic, www.theatlantic.com/magazine/archive/1982/03/broken-windows/304465 (1982). 








Chapter 3 




Crime Survey of England and Wales, ONS, www.ons.gov.uk 




Loewenstein, G., ‘Hot-cold empathy gaps and medical decision-making’, Health Psychology 24, Suppl. 4 (2005), S49–S56. 








Chapter 4 




Asch, S., ‘Forming impressions of personality’, Journal of Abnormal and Social Psychology 41:3 (1946), 258–290. 




Dolan, P., Hallsworth, M., Halpern, D., King, D., Metcalfe, R. and Vlaev, I., ‘Influencing behavior: the MINDSPACE way’, Journal of Economic Psychology 33 (2012), 264–77. 




Murdock, B. B., ‘The serial position effect of free recall’, Journal of Experimental Psychology 64:5 (1962), 482–488. 








Chapter 5 




Aronson, E., Willerman, B. and Floyd, J., ‘The effect of a pratfall on increasing interpersonal appeal’, Psychonomic Science (1966). 




Kahneman, D. Thinking, Fast and Slow. 




Reicher, G. M., ‘Perceptual recognition as a function of meaningfulness of stimulus material’, Journal of Experimental Psychology 81:2 (1969), 275-280. 




Sutherland, R., ‘It Isn’t a Replication Crisis. It’s a Replication Opportunity’, behavioralscientist.org (Oct 2018). 








Chapter 6 




Kruger, J., Wirtz, D., Boven, L. and Altermatt, T., ‘The effort heuristic’, Journal of Experimental Social Psychology 40 (2004), 91–98. 








Chapter 7 




BBC, ‘The Mexicans dying for a fizzy drink’, www.bbc.co.uk/news/magazine-35461270 (2016). 




OECD, ‘Obesity and the economics of prevention: fit not fat. Key facts – Mexico, update’, www.oecd.org/mexico/Obesity-Update-2014-MEXICO_EN.pdf (2014). 




Olshansky, S. J., Passaro, D. J., Hershow, R. C., Layden, J., Carnes, B. A., Brody, J., Hayflick, L., Butler, R. N., Allison, D. B. and Ludwig, D. S., ‘A Potential Decline in Life Expectancy in the United States in the 21st Century’, New England Journal of Medicine 352 (2005) 1138–1145. 




Prochaska, J. O. and DiClemente, C. C., ‘The transtheoretical approach’, in Norcross, J. C. and Goldfried, M. R. (eds.) Handbook of Psychotherapy Integration (New York, Oxford University Press, 2nd ed., 2005), pp. 147–171. 




Wansink, B. and van Ittersum, K., ‘Portion size me: Plate-size induced consumption norms and win-win solutions for reducing food intake and waste’, Journal of Experimental Psychology: Applied 19:4 (2013), 320–332. 








Chapter 9 




Hoffman, E., McCabe, K. A. and Smith, V. L., ‘Behavioral foundations of reciprocity: Experimental economics and evolutionary psychology’, Economic Inquiry 36:3 (1998) 335-352 




Kahneman, D., Knetsch, J. L. and Thaler, R. H., ‘Anomalies: The Endowment Effect, Loss Aversion, and Status Quo Bias’, The Journal of Economic Perspectives 5:1 (1991) 193–206. 




Langer, E., Blank, A. and Chanowitz, B., ‘The mindlessness of Ostensibly Thoughtful Action: The Role of “Placebic” Information in Interpersonal Interaction’, Journal of Personality and Social Psychology 36:6 (1978) 635-642. 




Prison Reform Trust, ‘Prison: the facts’, Bromley Summer Briefings, www.prisonreformtrust.org.uk (2018). 








Chapter 10 




Hansen, K., Gerbasi, M., Todorov, A., Kruse, E. and Pronin, E., ‘People claim objectivity after knowingly using biased strategies’, Personality and Social Psychology Bulletin 40 (2014), 691–699. 




Martin, C. K., Johnson, W. D., Myers, C. A., Apolzan, J. W., Earnest, C. P., Thomas, D. M., Rood, J. C., Johannsen, N. M., Tudor-Locke, C., Harris, M, Hsia, D. S. and Church, T. S., ‘Effect of different doses of supervised exercise on food intake, metabolism, and non-exercise physical activity: The E-MECHANIC randomized controlled trial’, The American Journal of Clinical Nutrition (2019). 




Stanovich, K. E., ‘The cognitive miser: ways to avoid thinking’, What Intelligence Tests Miss: The Psychology of Rational Thought (New Haven, Yale University Press, 2009), pp. 70–85. 








Chapter 11 




Accenture, ‘From me to we: The rise of the purpose-led brand’, accntu.re/33n5LN5 (2018). 




Friedman, M., ‘The Social Responsibility of Business Is to Increase its Profits’, The New York Times (13 September 1970), 122–126. 




Shampanier, K., Mazar, N. and Ariely, D., ‘Zero as a Special Price: The True Value of Free Products’, Marketing Science 26:6 (2007), 742–757. 




Sunstein, C. ‘The Ethics of Nudging’, Yale Journal on Regulation 32:2 (2015), 413–450. 




Willis, L., ‘When Nudges Fail: Slippery Defaults’, The University of Chicago Law Review 80:3 (2013), 1155–1229. 








Chapter 12 




Cialdini, Robert B., Influence: Science and Practice (Boston, Allyn and Bacon, 4th ed., 2001 [1984]). 




Farroni, T., Massaccesi, S., Pividori, D. and Johnson, M. H., ‘Gaze following in newborns’, Infancy 5 (2004), 39–60. 




Festinger, L., A Theory of Cognitive Dissonance (Evanston, IL, Row, Peterson, 1957). 




Finzi, E., The Face of Emotion: How Botox Affects Our Moods and Relationships (Macmillan, 2014). 




Jiwa, M., Millett, S., Meng, X. and Hewitt, V. M., ‘Impact of the presence of medical equipment in images on viewer’s perceptions of the trustworthiness of an individual on-screen’, Journal of Medical Internet Research 14, e100 (2012). 




Kahneman, D. and Tversky, A., ‘Prospect theory: An analysis of decision under risk’, Econometrica 47 (1979), 263–291. 




Malia, M., Lee, A. J., Wiley, E. A. and Ames, D., ‘Precise Offers Are Potent Anchors: Conciliatory Counteroffers and Attributions of Knowledge in Negotiations’, Journal of Experimental Social Psychology 49 (2013), 759–763. 




Milgram, S., ‘Behavioral Study of obedience’, The Journal of Abnormal and Social Psychology 67:4 (1963), 371–378. 




Mintel, ‘Brits Spent £12.3 Billion On Online Groceries In 2018’, www.mintel.com (2019). 




Mittone, L. and Savadori, L., ‘The Scarcity Bias’, Applied Psychology 58:3 (2009), 453–468. 




Sherif, M., Harvey, O. J., White, B. J., Hood, W. R. and Sherif, C. W., Intergroup conflict and cooperation: The Robbers Cave Experiment (Vol. 10), Norman, OK, University Book Exchange (1961). 




Statista, ‘Market share of grocery stores in Great Britain from January 2015 to May 2019’, www.statista.com (2019). 




Staw, B. M., ‘Knee-deep in the big muddy: a study of escalating commitment to a chosen course of action’, Organizational Behavior and Human Performance 16:1 (1976), 27–44. 




Strecher, V. J., Seijts, G. H., Kok, G. J., Latham, G. P., Glasgow, R., DeVellis, B., Meertens, R. M. and Bulger, D. W., ‘Goal setting as a strategy for health behavior change’, Health Education Quarterly 22 (1995), 190–200. 




Tesco Key facts, www.tescoplc.com/about/key-facts (2019). 




Zajonc, R. B., ‘Attitudinal Effects Of Mere Exposure’, Journal of Personality and Social Psychology 9:2 (1968), 1–27. 








Chapter 13 




Centers for Disease Control and Prevention, ‘Estimates of Foodborne Illnesses in the United States’, www.cdc.gov/foodborneburden (2014). 




Dolan, P., Hallsworth, M., Halpern, D., King, D., Metcalfe, R. and Vlaev, I., ‘Influencing behavior: the MINDSPACE way’, Journal of Economic Psychology 33 (2012), 264–77. 




Palmer, S. E. and Schloss K. B., ‘An ecological valence theory of human color preference’, Proceedings of the National Academy of Sciences 107 (2010), 8877–82. 




Triandis, H. C., Interpersonal Behaviour (Monterey, CA, Brook/Cole, 1977). 




World Health Organization (WHO), ‘Water for health: taking charge’,  www.who.int/water_sanitation_health/wwdreportchap4.pdf (2001). 








Chapter 14 




Jessie Potter quote in Ahern, T., ‘Quality Called Key To Life’, page 5, column 5, The Milwaukee Sentinel (24 October 1981). 




Kahneman, D. and Tversky, A., ‘Prospect theory’. 




Walker, M., The Power of Color (New York, Avery Publishing Group, 1991), pp. 50–52. 




Wright, J. C., ‘Consistency and complexity of response sequences as a function of schedules of noncontingent reward’, Journal of Experimental Psychology 63:6 (1962), 601–609. 








Acknowledgements 








Jez 




After supporting me through a career transition and throughout the last ten years of working in behavioural science, I’d like to thank my wife Jo, and my boys Louis, Miles and Alex who have been behind me all the way (mostly!) in following my passion for this work and agreeing to let me leave a highly paid job in advertising! 




I'd also like to thank my mum and dad, Maggie and Alan, my mum-in-law, Maureen, and my wider family, Helen, Mark, Claire, Chris, Harry, Dean, Michelle, Enfys, Seren and Nick for all of their patience and ability to listen, and allow to me talk endlessly at family meals and celebrations with anecdotes and tales of behavioural science. 




In the early years, I’d like to thank Rachel Hatton, Annette King and Paul O’Donnell for taking a punt and investing precious, and sometimes expensive, time and resources into a new behavioural science practice, #ogilvychange back in December 2011. The Head of Ogilvy Labs, Nicole Yershon also deserves a huge thanks for pouring time and money into #ogilvychange and helping us win new clients and break new ground, especially with Babies of the Borough. 




I had a tremendous amount of fun with some of my earliest hires in behavioural science and a big thanks to the #ogilvychange team – Dan, Jules, Ciosa, Pete, Rebecca, Vishal and Eleanor, who are now all thriving in behavioural science and consulting careers.  




One of the unsung heroes, Joanna Nehra, deserves the recognition for taking the first three original Nudgestock festival events from a dream to a reality. Over these years, Jo worked with me and the team to create the early days of the annual conference platform you see on the circuit now. 




Breaking out on my own, I then decided to start up a new behavioural science practice, Cowry Consulting, and without the help of Will, Rhona, Simon, Paul and Steve this would not have been possible – thank you. 




And a big shout out to the Cowry team – Ziba, Raphy, Pippa, Ella, Phoebe, Eoin, Jess, Azim, Jamie, Sam, Ralph, Andy, John, Rickard, Emma, Amy and Christian. Everyone has given so much to our mission to make businesses as human as humanly possible and long may this continue. 




Without the help of Sally, Craig, Lucy and Chris and the wider team of Harriman House, this book would never have been written and thanks so much for your skills, counsel and expertise. 




And finally, my heartfelt thanks for making this book a reality, is to my co-author April who has had the patience and diligence to make this happen. Whilst the stories may be mine, the words are most definitely hers and the ways in which she has brought these exceptional stories to light is outstanding and for that I am truly grateful. 








April 




It takes a big leap of faith to let someone tell your stories, and so my first thanks go to Jez for his wholehearted trust. It was a privilege to listen to, learn from and articulate the many nuggets of insight from your entire career. Thanks to you, I’ve probably learnt more in the past year than during a four-year degree. I cannot thank you enough for giving me this incredible platform and opportunity. 




Thank you to Craig Pearce, our diligent editor, for your endless encouragement and enthusiasm for the book. It’s been a true pleasure to work with you, and without your support this book would not exist. Thanks also to the rest of the team at Harriman House: Sally for getting the ball rolling, Lucy for telling the world about Ripple, and Chris for your fabulous cover design. 




At Ogilvy, a massive thanks to Pete Dyson for his helpful feedback on our very first sample chapter, and to Dan Bennett for bringing me up to speed with the amazing Ogilvy work. 




Here at Cowry, I’d like to thank Ziba, Raphy, Pippa and Ella for letting me tell the stories of your work. Each day it’s a delight to work with you, and the rest of the Cowry team – Will, Ralph, Jamie, Eoin, Phoebe, Jess, Azim, Emma, John and Andy. Thanks also to Sam, for generously taking our author photos. 




A special thanks to my mum and dad, Hazel and Oliver, for giving me the space to follow my interests and being completely cool about me switching from a degree in Maths to one in Psychology. Thank you for encouraging me to pursue a career which prioritises personal fulfilment over financial gains. Thanks also to my grandparents for their unwavering delight at everything I do, and thanks in advance for your glowing Amazon review. 




Thank you to my sister Bee, for pointing me in the direction of the idea for Ripple’s introduction, and for always letting me copy her life choices. 




And finally, to Robbie – thank you for being a big-time chiller and making me laugh every day. 








Publishing details 




harriman house ltd 




3 Viceroy Court 

Bedford Road 

Petersfield 

Hampshire 

GU32 3LJ 

GREAT BRITAIN 




Tel: +44 (0)1730 233870 

Email: enquiries@harriman-house.com 

Website: www.harriman-house.com 




First published in Great Britain in 2020 

Copyright © Jez Groom and April Vellacott 




The right of Jez Groom and April Vellacott to be identified as the Authors has been asserted in accordance with the Copyright, Design and Patents Act 1988. 




Paperback ISBN: 978-0-85719-753-5 

eBook ISBN: 978-0-85719-754-2 




British Library Cataloguing in Publication Data 

A CIP catalogue record for this book can be obtained from the British Library. 




All rights reserved; no part of this publication may be reproduced, stored in a retrieval system, or transmitted in any form or by any means, electronic, mechanical, photocopying, recording, or otherwise without the prior written permission of the Publisher. This book may not be lent, resold, hired out or otherwise disposed of by way of trade in any form of binding or cover other than that in which it is published without the prior written consent of the Publisher. 




Whilst every effort has been made to ensure that information in this book is accurate, no liability can be accepted for any loss incurred in any way whatsoever by any person relying solely on the information contained herein. 




No responsibility for loss occasioned to any person or corporate body acting or refraining to act as a result of reading material in this book can be accepted by the Publisher, by the Authors, or by the employers of the Authors. 




OPS/cover.xhtml


  

     

  




OPS/images/image_0.jpg
JEZ GROOM

AND

APRIL VELLACOTT

Ripple

Ot f—
The big effects of
AT

small behaviour changes

in business





OPS/images/image_6.png





OPS/images/image_12.png
MINDSPACE

Professor Paul Dolan and some of the world's leading
behavioural thinkers have developed the MINDSPACE
framework to make it possible to apply psychological
insights to non-academic sectings. MINDSPACE s an
acronym that boils down the last century of behavioural
rescarch into 9 principles of human behaviour.

Messenger

We are heavily influenced
by who communicates
information to us

Incentives

Our responses to incentives
are shaped by predictable
mental shortcuts such as
strongly avoidong losses

Norms
We are snonglﬁl

influenced by what
others

Defaults

We “go with the flow”
of pre-set options

@ 00

@ 30O

Saliency

Our attention is drawn to
what is novel and seems
relevant to us

Priming

Our acts are ofien
influenced by sub-
conscious cues

Affect

Our emotional associations
can powerfully shape
our actions

Commitment

We seck to be consistent
with our public promises
and reciprocate acts

Ego

We act in ways that
make us feel better
about ourselves






OPS/images/image_7.png
Dear [Select Title]
Re: [Enter Programme Title] Programme

You have been placed on an order with a condition to attend
the [enter programme name] Programme. You must attend this

Programme as it is a condition of your order.
You are invited to attend at [enter location] on [enter date] at

enter time]. The programme will be held every [enter day(s)].

If you do not attend you will be referred back to your supervising
Probation Officer, who may refer you back to court for breach

of your order.

If any difficulty arises or you have uncertainty about attendance,

please contact the Programmes Unit directly on [enter number].

We look forward to seeing you on [enter date] at [enter time]. We

hope you find the programme both rewarding and worthwhile.
Yours sincerely

Programme Manager






OPS/images/image_11.png





OPS/images/image_4.png





OPS/images/image_5.png





OPS/images/image_8.png
Dear [First Name],
Your Building Better Relationships Programme

We are pleased to confirm that you have been enrolled on the

Building Better Relationships Programme as part of your order.

My Next Appointment

[NAME]'s Appointment:
[Date and Time]

Make a note now

It is important that you attend this session so you don't lose
the progress you have already made and risk breach or recall
proceedings. If you are unable to attend this appointment or
have any questions regarding this letter, please contact our
Customer Support Consultants, who will be happy to help, on
the following number:

Customer Services: 0800 200 6565*
(Mon-Thur 8:30am-6pm/Friday 8:30am-spm) *Freephone

We look forward to seeing you on [Date] at [Time]. The
programme will then run every [Day(s)]. We hope you find the
programme both rewarding and worthwhile.

Yours sincerely

Programme Facilitator






OPS/images/image_10.png
Delivery Saver

Don’t miss out on = :
unlimited FREE g i
de“VerieS a customers save

on average
£76.44 per year

Dear Mr Arteaga,

Your 30 days of FREE deliveries are nearly over, so we wanted to drop you a line to make
sure you don’t miss out on the chance to carry on saving by signing up to one of our

Delivery Saver plans.

My Plan Cost Cost of X Deliveries I have saved
£0 £99.99 £99.99
to date

You’ve got just 7 DAYS left to make sure you continue saving

Delivery Saveris the simplest way to get all your orders delivered to your door without
paying a separate delivery charge each time. Choose the Delivery Saver plan that suits

you best to make sure you continue to get:

Your plan benefits

iy Ml

Free grocery Free Tesco Direct Free Tesco wine by
delivery delivery the case delivery






OPS/images/image_9.png
Your Delivery Saver plan

Dear Mr Arteaga
We wanted to let you know that your free trial of Delivery Saver will end on 25th July 2016.

To make sure you get as much out of your trial as possible here’s a quick reminder of all your free delivery
benefits:

« Free unlimited delivery on Tesco grocery orders over £40.

+ Free next day delivery and Click + Collect on F&F clothing and household products on Tesco direct orders
over £10.

+ Free next day delivery on Wine by the case.

If you have enjoyed your free trial you can get all the great benefits of Delivery Saver all year round from as
little as £2.50 a month. And don't forget about the reassurance of the Delivery Saver guarantee. If your plan
costs more than you would have spent on delivery charges or Click+Collect, we'll give you a grocery
eCoupon for the difference. So we promise you'll never be out of pocket with Delivery Saver.

Simply visit My Plan to register for a full Delivery Saver plan today.

For any further information or queries please call our Customer Service team on 0800 323 4040

Best wishes,
Your Delivery Saver Team






OPS/images/image_2.png
1800

1600

1400 52.9%

reduction

1200
1000

800

600 65.2%

reduction

400

200 138 -y

48

2011 2016 2011 2016
Greens End Road Woolwich Riverside






OPS/images/image_3.png
AL *130° 7314 (FREE) DAILY i
to find out which

g one of your new SIM cards to Tint
|1 save you the most airtime

network Wi






OPS/images/image_1.png
Harriman
House





