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ACTIVATE RESEARCH - BRIEF SUMMARY

= \We inspire change and drive growth
through enabling a deeper understanding of

how people think and why they behave as
they do

= |[nsights and approaches from behavioural
science
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BEHAVIOURAL SCIENCE 1.0

‘A lifetime’s worth of wisdom’
even D. Levitt, co-author of Freakomomics

SYSTEM 1 SYSTEM 2 The International
Bestseller
FAST SLOW e
INTUITIVE DELIBERATE Thinking, -
AUTOMATIC EFFORTFUL Fast and Slow
.

Winner of the Nobel Prize

Daniel Kahneman o
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BEHAVIOURAL SCIENCE 1.0: EFFECTIVE NUDGES

§
g £30006,00000011:00 %0
:

is easy to pay. Please call the phone number above o pay by debit card, credit card, or
mecnem

You can also pay using intemet and For and
how to pay, go lo www.hmrc.gov.ukipayinghmrc

—
—_—
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Small Medium Large

If you don't belleve that this payment is overdue, piease contact us on the number above.

If you have aiready paid, thank you. If not, please act now.

2*« —y (decoy)



BEHAVIOURAL SCIENCE 2.0

Complex goals

DellaVigna, S., & Linos, E. (2022). RCTs to scale: Comprehensive evidence from two nudge units. Econometrica, 90, 81-116.



https://onlinelibrary.wiley.com/doi/abs/10.3982/ECTA18709
https://onlinelibrary.wiley.com/doi/abs/10.3982/ECTA18709
https://onlinelibrary.wiley.com/doi/abs/10.3982/ECTA18709
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EXERCISE: BUYING A PROPERTY

> View property(ies)
» Arrange mortgage

> Make offer(s)
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EXERCISE: BUYING A PROPERTY

» Saving for a deposit

» Researching the market

> Viewing properties

» Getting mortgage approval
» Making offers

» Contacting a solicitor

» Selling current property

» Exchanging contracts g



COMPLEX GOALS INVOLVE
MULTIPLE INDIVIDUAL
BEHAVIOURS

P Activate Researc
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SOME OTHER COMPLEX GOALS
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CUSTOMER ENGAGEMENT
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CUSTOMER LOYALTY
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IDENTIFYING COMPLEX GOALS

1. A problem you or your client / stakeholder
have struggled to solve for some time

2. Inconsistent behaviour despite strong
Intentions

3. Multiple contexts, touchpoints or devices
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EXERCISE

> Tell me about a complex goal you'd like to
tackle — something involving multiple
individual behaviours

1. A problem you or your client / stakeholder
have struggled to solve for some time

2. Inconsistent behaviour despite strong
Intentions

3. Multiple contexts, touchpoints or devices

14
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STEP 1: INDIVIDUAL BEHAVIOURS

Buying healthy food
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/1 1 Preparing healthy //'/
Individual behaviours

16



P Activate Research

STEP 2: OTHER PEOPLE
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Buying healthy food
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/1 1 Preparing healthy //'/
Individual behaviours

Other people
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Friends’ eating

Higgs, S., & Thomas, J. (2016). Social influences on eating. Current opinion in behavioral sciences, 9, 1-6. B 7



https://www.sciencedirect.com/science/article/pii/S235215461500131X
https://www.sciencedirect.com/science/article/pii/S235215461500131X
https://www.sciencedirect.com/science/article/pii/S235215461500131X
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STEP 3: ORGANISATIONS
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Restaurants
advertising fast food
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/1 1 Preparing healthy //'/
Individual behaviours

Other people

Organisations

R 18
Harris, J., Bargh, J., & Brownell, K. (2009). Priming effects of television food advertising on eating behavior. Health Psychology, 28, 404-413.



https://pmc.ncbi.nlm.nih.gov/articles/PMC2743554/
https://pmc.ncbi.nlm.nih.gov/articles/PMC2743554/
https://pmc.ncbi.nlm.nih.gov/articles/PMC2743554/
https://pmc.ncbi.nlm.nih.gov/articles/PMC2743554/
https://pmc.ncbi.nlm.nih.gov/articles/PMC2743554/

STEP 4: INFLUENCES

Individual behaviours

Other people
Organisations

Influences

House, J., Su, J., & Levy-Milne, R. (2006). Definitions of healthy eating among university students. Canadian Journal of Dietetic Practice and Research, 67, 14-18.

Buying healthy food
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Restaurants
advertising fast food

V! il v

Friends’ eating
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https://pubmed.ncbi.nlm.nih.gov/16515743/
https://pubmed.ncbi.nlm.nih.gov/16515743/
https://pubmed.ncbi.nlm.nih.gov/16515743/
https://pubmed.ncbi.nlm.nih.gov/16515743/
https://pubmed.ncbi.nlm.nih.gov/16515743/
https://pubmed.ncbi.nlm.nih.gov/16515743/
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STEP 5: ROOT CAUSES

Restaurants
advertising fast food

Escoto, K., Laska, M., Larson, N., Neumark-
Sztainer, D., & Hannan, P. (2012).

Work hours and perceived time barriers N WY
healthful eating among young adults.|  woring | --occoooemoo e e Rz
] . r Know!edge preferlences € W T
American Journal of Health Behaviour, 3¢ ' ; L2

7/86-796.

. . . Preparing healthy ',//
Individual behaviours

Other people

Orga N isations Friends’ eating

behaviours

Influences
Root cause behaviours
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SUMMARY - BEHAVIOURAL SCIENCE 2.0

» Complex goals involve multiple individual
behaviours

P Activate Research

STEPS 1-5 - CONSIDER:

1. Individual behaviours

2. Other people

3. Organisations

4. Influences

5. Root cause behaviours

21
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THANK YOU!
ANY QUESTIONS OR COMMENTS?

Chris.Harvey@activate-research.com
(+44) 7816 015772
www.activate-research.com https://www.activate-research.com/newsletter
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