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“Our government will find intelligent ways to 

encourage, support and enable people to 

make better choices for themselves.” 
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Traditional policy levers 

 

1. Regulation 

 

 

2. Incentives 

 

 

3. Information 
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How to apply Behavioural Insights to public 

policy 
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A game… 
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1. Control 2. Norm 

3. Norm & Picture 4. Norm & Logo 
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5. Three Die 6. Nine Lives 

7. Reciprocity 8. Action 
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Name Message Image 

1. Control 

2. Norm Every day thousands of people who see 

this page decide to register. 

3. Norm & Picture Every day thousands of people who see 

this page decide to register. 

Group of people 

4. Norm & Logo Every day thousands of people who see 

this page decide to register. 

Heart Logo 

5. Three Die Three people die each day because there 

are not enough organ donors.  

6. Nine Lives You could save or transform up to nine 

lives as an organ donor. 

7. Reciprocity  If you needed an organ transplant would 

you have one? If so, please help others. 

8. Action If you support organ donation, please turn 

you support into action. 
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Proportion joining the organ donor register 

after a simple online prompt 

2,3% 
2,8% 2,9% 2,9% 2,9% 3,1% 3,2% 

2,2% 

Control Take
Action

1000s
people

Heart
logo

9 Lives
(gain)

3 Die
(loss)

Would
you

People
picture

All treatment arms were statistically significant 
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Our organ 

donation trial 

will add 

100,000 

organ donor 

registrations 

each year. 
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The basic principle for an RCT is simple:  

• divide the population you are studying into a control group and intervention group(s); 

and 

• find out what happens when you introduce your intervention relative to doing nothing 

or continuing with a previous policy (see diagram) 
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Press coverage 
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Who we are now 

Richard 

Thaler 

Nick 

Chater 

Theresa 

Marteau 

 

 

Gus 

O’Donnell 

 

 

Dan 

Goldstein 

 

Maurice 

Biriotti 

 

 

Peter 

John 
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Where we work 
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Social purpose company 

Our objectives remain the same: making public 

services more cost-effective and easier for 

citizens to use; improving outcomes by 

introducing a more realistic model of human 

behaviour to policy; and wherever possible, 

enabling people to make ‘better choices for 

themselves’. 
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Achievements 
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Results achieved for little or no cost through 

simple changes to existing policies & services 

- Increased the proportion of bankers donating a day's salary 

by more than 100%  

- Brought forward £210m in extra tax revenue to the UK 

government in 12 months  

- Tripled tax payments in Guatemala  

- Increased proportion of hospital prescription charts with 

correctly entered medication frequency from 11% to 96% 

- Reduced the drop out rate from adult education by 36% 

- Increased the probability that minority applicants to the 

police pass a recruitment test by 50% 

- Encouraged injured workers in Australia to return to work 

27% faster 
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Approach 
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A Behavioural Insights Team project is built 

around four main components – T.E.S.T. 

Target 

Explore 

Solution 

Trial 
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 What is your objective? 

The objective is to: improve the efficiency of HM Courts 

Service 

SMART OBJECTIVES: Specific, Measurable, Assignable, Realistic, Time-

related 

The objective is to: increase by 10% the payment rates 

of fines in the Kent, Surrey and Sussex Courts Service 

in the 10 day period before bailiffs are sent in 

WE ARE INTERESED IN CHANGING BEHAVIOUR – NOT ATTITUDES, NOT 

OPINIONS, NOT BELIEFS 
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 Understand the customer journey 

The aim is to find out how the existing process(es) actually work in practice, and to 

gain insights and buy in from those who’ll be implementing the work 
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Our best 

SMS brought 

in an extra £9 

per message 

sent. 

How do you encourage people to pay their 

court fines on time? 
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Average amount repaid per text message sent 

(message sent 5 days before bailiff) 

£4 

£9 

£13 
£11 £12 

No text Standard Personal Amount Personal +
Amount

All treatment arms were statistically significant 
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 Ideas generation 
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 Test, Learn, Adapt  

Develop an experiment – ideally a Randomised Controlled Trial – that will show 

whether or not the intervention is working 
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SOCIAL 

TIMELY 
ATTRACTIV

E 

EASY 
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-Use defaults 

-Simplify messages 

-Reduce friction costs 

EASY 
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We ran a trial on the ‘Tax Return Initiative’ with 

HM Revenue & Customs 

Direct to form 

Webpage 
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Removing small frictions seems to make a 

disproportionate difference 

19,2% 
23,4% 

Webpage Direct to Form

% Response rate to letters directing people to webpage vs form 
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TIMELY 
ATTRACTIV

E 

EASY 
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ATTRACTIVE  

-Attract attention  

-Personalise 

-Rewards and incentives 

-Appeal to ego 
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Our trial 

raised 

£500,000 in 

one day. 

How do you encourage bankers to donate 

to charity? 
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Proportion giving away a day’s salary to 

charity 

5% 
7% 

11% 12% 

17% 

Control Group Celebrity Sweets Personal email Sweets +
Personal

All treatment arms were statistically significant 
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SOCIAL 

TIMELY 
ATTRACTIV

E 

EASY 
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SOCIAL 

-Social norms 

-Network nudges 

-Messenger effects 

-Social commitments  

-Reciprocity 
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SOCIAL 

TIMELY 
ATTRACTIV

E 

EASY 



© Behavioural Insights ltd 

TIMELY 

-Prompt at decision point 

-Benefits now & costs later 

-Assist planning 
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Our email 

closed the 

performance 

gap between 

BME and non-

BME police 

recruits. 

How do you improve the diversity of the 

police? 
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Test score – BMEs and non-BMEs 

111,9 

105,9 

112,1 

110,5 

Non-BME BME

Control

Treatment
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The future 
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With HMRC, 

our tax trials 

brought 

forward 

£210million 

in 12 

months. 

Nine out of ten people pay their tax on time. 
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Replication and expansion 

Does our approach work in other cultures? 

 

 
Country Tax revenue % of GDP 

(Estimate 2014) 

Guatemala 12% 

Costa Rica 14% 

Poland 17% 

World Average 28% 
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Guatemala: 2013 tax year (n=43,387)  

$10,08 
$14,59 $15,81 

$20,26 
$23,66 

$29,81 

Control Original BIT letter BIT +
National

Pride

BIT + Social
Norms

BIT +
Deliberate

Choice

Amount of tax received by letter sent (after 12 months) 
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Guatemala: 2014 changed habits 

 

4,3% 4,3% 4,3% 4,5% 
5,0% 5,0% 

Control Original SAT
Letter

Behavioural
Letter

Behavioural +
National Pride

Behavioural +
Social Norms

Behavioural +
Deliberate

Choice

Percentage of taxpayers that paid their tax in 2014 by letter 
received the year before (with no further reminder) 
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Coming results 

Costa Rica – emails to firms that had not filed their 2014 tax on time 

highlighting third party information on sales, contracts or revenues that 

the firm had made. 

 

Poland – ‘dunning’ letter to individuals from tax authority versus 

behavioural letter with softer tone and social norms message 
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Poland letter 
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Mexico: Prospera conditional cash transfer 

program 

Does additional information via text message improve health outcomes? 

• Health visits 

• Uptake of nutritional supplements 

• Planning for emergencies and birth 

• Health of mother and baby 
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Kizzy Gandy 
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