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Many ways to change behaviour... 



Ways of thinking about behaviour change  

• Change the person – psychology (e.g. CBT) 

• Change the incentives – economics 

• Change the situation – nudge theory 

 



 Change the person: Decades of research used mostly 

arguments and advice 

Attitude-Behaviour Relations 

• Theory of reasoned action 

• Theory of planned behaviour 

• Model of interpersonal behaviour 

• Elaboration likelihood model 

 

Models of Health Behaviour 

• Protection motivation theory 
• Prototype-willingness model 
• Health belief model 
• Stage models (e.g., Transtheoretical model) 
• Health action process approach 
• Parallel response model 
• Precaution adoption process 
• Motivational interviewing 
• Cognitive behavioural principles 

• Control theory 

• Theory of goal setting 

• Social-cognitive / social learning theory 

• Model of action phases 

• Implementation intentions theory 

Self-Regulation (Goal) Theories More than 600 studies on Condom use, Use of dental 
tablets, Testicular self-examination, Parent-child 
communication, Smoking, Skin examination, Course 
enrollment, Sunscreen use, Visiting an Internet site, 
Low fat diet, Contraceptive use, Exercise, Indoor 
tanning, Donating behavior, Sun protective, Sexual 
behavior, Breast self-examination, Seat belt use, Cycle 
helmet use, Study behavior, AIDS-risk behavior, 
Smoking, HIV-preventive behavior, Calcium intake, and 
others… but only ~15% variance explained… 





 Change the incentives: Straightforward incentives 

have their appeal too… 



But which one are you? 



Change the situation: Nudging the automatic system 

• Controlled  

• Effortful  

• Rule-based 

• Slow 

• Conscious 

• Rational 

Reflective System 

• Uncontrolled  

• Effortless  

• Associative 

• Fast 

• Unconscious  

• Affective 

Automatic System 



Cognition vs. Context 



It turns out that the environmental 

effects on behaviour are a lot 

stronger than most people expect 
 

Daniel Kahneman 
Nobel Laureate 
 



2 digit #: 58 7 digit #: 4972301 

Limited cognitive 
resources 

Shiv & Fedorikhin (1999)  

Reasons vs. Passions 
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Reasons vs. Passions 



COM-B (Susan Michie et al UCL) 





Choice architecture 
describes the way in which 
decisions are influenced by how 
the choices are presented 



An amusing but powerful nudge at Schiphol Airport 

• Image of black fly etched 
onto urinals led to ‘spillage’ 
declining by >80% 

 

• Men apparently like to aim 
at a target when urinating 







• Mindspace report 
published in March 2010 

 

• Operating framework for 
applying behavioural 
insight to public policy 

 

• Behavioural Insights 
Team established in the 
Prime Minister’s Office 

 





Policy Impact 





Prospect Theory: Application 
Advisor’s Expertise 

• People learn from experience to pay more 
attention to advisors who have given good advice 
in the past 

• Consumers are more influenced by better 
advisors 

• Advisors have less influence on more experienced 
and knowledgeable  consumers 

Advisor’s Trustworthiness 

• People take more advice from trusted advisors 

• Greater trust in advisors judged to have: 

– Similar values  

– Shared goals  

– Similar intentions 

• Being of the same sex and age increases the 
attention paid to an advisor 

Advisor’s Personality 

• Consumers are more influenced by confident 
advisors irrespective of advice quality 

• Dissenting advisors are discounted unless they are 
historically better than the consensus 

• People are better at taking advice when advisors 
are more distinct from one another 
 

Messenger 



• Children’s liking and consumption of a disliked vegetable after 
12 days exposure to taste and incentives (Cooke et al. 2011) 

Incentives – healthy diet 



• Lottery incentive scheme and a Deposit Contract where 
participants risked losing money if they did not meet targets  

(Volpp 2008) 

Incentives – weight loss 



Social Norms 



Social Norms 



Defaults 

• Opt-in 

 

 

 
 

• Opt-out 

Check the box if you want to  
participate in the organ donor program 

Check the box if you don’t want to 
participate in the organ donor program 

Defaults 



Check the box if you want to  
participate in the organ donor program 

Check the box if you don’t want to 
participate in the organ donor program 

Defaults 



Defaults 

Opt in Opt out 

Percentage of adults registered as organ donors 

Do Defaults Save Lives? Science 21 November 2003  Eric J. Johnson and 
Daniel Goldstein 



Defaults 



Salience 

see Thaler and Sunstein (2008) 



Salience – choosing what draws attention 

35 

This heat map of eye 
movements for the Tesco 
website shows how much 
importance consumers 
place on price, without 
looking for the level of 
cover the insurance gives 



Priming hand hygiene 
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Affect 



“1 in 4” is 2 min film in the cinema during World Mental Health Day 2000  

 

Disturbing images challenging preconceptions about mental health (features 

cocaine addiction, anorexia, depression, dementia) 

   

Reinforces the message that anyone can suffer from mental illness:  

"1 in 4 could be your brother, your sister. Could be your wife, your girlfriend... 1 

in 4 could be your daughter... 1 in 4 could me... it could be YOU" 

 

Affect 



Commitment 

• African American women signing a behavioural contract, were 

more likely to reach their exercise goals (Williams et al. 2006). 
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