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Thank you for downloading this introductory guide! We at Impactually would like to
warmly welcome you to the fascinating world of behavioral science.
This guide is an introduction to the foundations of applied behavioral science. In it, we will cover the basics:
we will start with the background for the field of behavioral science and particularly behavioral economics —
where it came from and its importance. We will go into specific principles of behavioral science and how the
human brain works — or doesn’t. We will explore some of the most common and relevant cognitive biases
that cause what we call the intention-action gap — the difference between what people would like to do and
what they actually do.We will define nudging, a key tool in the toolbox of the behavioral economist, leveraging
insights about human decision-making to create behavior change.We will introduce our REFINE model which
categorizes different types of nudges. We will finish with an introduction to our BOOST Model for behavior
change — a step-by-step process to creating behavioral interventions or nudges to address your challenges
https://impactually.teachable.com/p/get-behavioral-science-to-work-for-you
and reach your goals. We explore
this model in more detail in our online course “Get Behavioral Science
https://impactually.teachable.com/p/get-behttps://impactually.teachable.com/p/get-behavioral-science-to-work-for-you
to
Work
for
You”,
which
should
be
seen as a continuation of this introductory guide.
havioral-science-to-work-for-you

Are you ready to join us on this journey to learn more about applied behavioral
science? Let’s begin!
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The Intention-Action Gap
Let’s go back in time to the 60s and 70s and to traditional economic theory. Traditional economics assumes
that people make rational decisions. In other words, they know what is good for them and behave accordingly.
According to this theory, if people know what is good for them, and they have the means to carry out the
action, and they say they intend to do something, then we should observe them taking action.
In reality, we see that this is often not the case. People know that it is healthier and cheaper to cook at home,
they have a fully equipped kitchen, a shelf full of cookbooks and vegetables in the fridge, but at the end of a
long working day, they get home and order a pizza. “Tomorrow!” they tell themselves, tomorrow they will
finally try that new recipe they have pinned to their fridge. At that moment, people like to think they are
making an optimal decision, but in the long-term, they come to regret the choice they made.
This difference between what individuals intend to do and what they end up doing is called the
“intention-action gap.” This intention-action gap is what prevents people from doing what is best for them
even though they want to, and they have the necessary means available. Traditional economic theory cannot
explain this gap.That is where behavioral economics comes to the rescue. Behavioral economics is the science
of understanding why these gaps occur, how to predict them and how to help individuals overcome them.
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System 1 and System 2

In the book “Thinking Fast and Slow” (Kahneman, 2011), Daniel Kahneman popularized the concept of
“System 1” and “System 2” thinking. This concept is helpful to understand how the intention-action gap
appears. Our System 1 consists of all the decisions that we take without thinking. These decisions are intuitive,
fast and automatic. These can be decisions that we have made many times, decisions which we do not care
very much about, or decisions we take when we are preoccupied with other factors that need our attention
more. System 2, on the other hand, works the way traditional economists assume we make all decisions —
with our full attention, in a slow and deliberate process, with our personal best interest in mind.
Economists call this process of slow decision making “utility maximization” — how can we get the absolute
best outcome given the information and preferences we have. We use System 2 for important decisions for
which we carefully weigh the pros and cons.
Whether our System 1 or System 2 takes over the decision, depends on the context and on how much
attention we can devote to a particular decision. For example, let’s assume you are going to a restaurant for
lunch with a potential new client. Your whole attention is focused on the client and what you can say to
convince her of your product.You might briefly glance at the menu and pick whatever looks “good enough” so
that you can go back to focusing on your conversation. This is an example for a decision made with System 1.
Now imagine you go back to the same restaurant in the evening with your partner for a long relaxed dinner.
Now you might spend several minutes reading the entire menu and discussing the different options with your
partner to put together the perfect dining experience. This time you made a decision with System 2.
In the lunch case, it is likely that your choice was influenced by whatever was at the top of the menu, in bold
letters or a different color. In the dinner case, the order in which the choices were presented probably had
much less of an influence. During the client meeting, the conversation was more important than the meal, so
relying on your System 1 made sense. It only becomes problematic when our System 1 makes decisions that
are not in line with our best interest in the long run.

SYSTEM 2

SYSTEM 1

Slow

Fast

Reflective

Automatic

Conscious

Unconscious

Deductive

Associative

Logical

Emotional

Source: Kahneman, 2011
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Biases and Heuristics

We are influenced by what people around us say and do. We overvalue instant gratification compared to the
long-term benefits. We hate losses more than we love gains. These are examples for cognitive biases which can
hinder us from reaching our goals. Our System 1 makes use of shortcuts and rules of thumb, also known as
heuristics, to make decisions quickly. In general, that is a good thing — without our fast decision-making skills,
we would never make it out of the house in the morning, because every decision, from what to wear to what
to eat, would take far too much time.
However, the fact that we have come to rely on these shortcuts, means that we don’t always end up making
the optimal decision, the one that is in-line with our best interest in the long run. Relying on these shortcuts
makes us vulnerable to cognitive biases, which can get in the way of optimal decisions and proceeding from
intention — to action.
Biases can be thought of as predictable, repeated mistakes in decision-making that throw us off track from
rational decision-making. We all fall prey to biases and heuristics in our decision making. In many cases, they
are useful and make our lives easier. But in some cases, they take us off the optimal path.
While we can consciously work on overcoming biases and over time suppress them to make better decisions,
it is not easy to curb their effect on ourselves altogether and in every setting. In cases where we see those
biases leading people astray, redesigning the context to help them make better decisions despite their biases
can be very powerful.
If we want to help people overcome their intention-action gap, we need to understand which of these biases
are affecting our decisions in any given situation. We picked five categories of biases which are classic
hindrances for behavior change and we think would be most relevant for practitioners. These are cognitive
load, social norms, overconfidence, loss aversion and present bias. We will now go through them one by one
and give you clues on how to detect whether this cognitive bias is at play.

Cognitive load
Framing
Social norms

Context
Loss aversion
Anchoring

Halo effect
Overconfidence

Present bias
Confirmation bias

Source: Kahneman, 2011
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Cognitive Load

Our brain has limited capacity at any given moment. Most of us are not good at multitasking, no matter what
we may believe. If we need to pay more attention to one thing, it will come at the expense of another. In a
classic study (Shiv and Fedorikhin, 1998) the researchers demonstrated our limited ability to focus on several
things at the same time with a simple task. Some participants had to memorize a two-digit number, for
example ‘Don’t forget 71,’ and some had to memorize a seven-digit number — ‘Don’t forget 2585471’ — the
seven-digit participants then chose more unhealthy snacks from a buffet than the two-digit participants. This is
because their mind was taken up by the cognitive task, and they had therefore less capacity to resist
temptation. Their System 1 chose the unhealthy snack, although their System 2 would have made a different
choice.
Our brain can get overwhelmed when there is too much choice. When Barack Obama was still president, he
famously said that he only wears dark suits. He had so many important decisions to make, so he didn’t want
to waste his brainpower on something as trivial as clothes. If you look at pictures of Steve Jobs or Mark
Zuckerberg, you will see that they also wear the same thing every day.

If we want to help people to overcome this bias, then we need to
know how to detect it. How can we identify if someone is subjected
to a too high cognitive load?

People are:
Distracted
Confused
Busy

Here are some footprints to look out for:
People seem…
… paralyzed and unable to make a decision
… distracted or confused
… already very busy, with competing priorities
… like they are not paying attention to important information
… to avoid choosing between many options
Source: Shiv and Fedorikhin, 1998
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Social Norms

We are all social beings, and we care about how other people see us. Especially in situations where we are not
quite sure how to behave, we pay attention to what others are doing and conform. In a classic experiment by
Solomon Asch (1951), students were asked to determine which line of three had the same length as the line
they were shown first. This was a very simple task, and if completed by themselves, almost all students stated
the correct answer. But when confederates were introduced who all gave the wrong answer, more than half of
the students also gave the wrong answer. These students were influenced by the answers of their peers and
doubted their own decisions — even when there was an obvious right choice.
As children, we learn by copying our parents or other children without asking why. This is a way to simplify
decision making, and in many cases, this is very helpful. When we see people standing in a line, we get in line
behind them. In most cases, this is the right thing to do to get the service we came for. However, sometimes
following others’ example doesn’t necessarily bring us to the optimal outcome. In a littered environment, we
are also more likely to litter. In this case, the social norm not only doesn’t help us, but also hurts us and the
environment.
We can be influenced by social norms to leave our dirty dishes in the sink if we see that others have done so.
Or to cheat on our taxes if we believe that everyone else is doing it too. We can be swayed to buy things we
don’t need just to have the same gadgets as other people. Without deliberately paying attention, we conform
to the expectations of those around us and sometimes end up worse off than if we would make the same
decision without any outside influence.

How do we identify when a person is acting under the excessive
influence of social norms?
People are:
Acting in groups
Conforming
to their
enviroment

Here are some footprints to look out for:
Situations where:
... people are acting in groups or teams
... a few bad apples are spoiling the bunch
... the behavior gets worse when more people are together and
observe how others behave
... even if other people are not around, individuals can take cues
from the environment about how others behave (such as seeing
graffiti on a wall or dirty dishes in a sink)
Source: Asch, 1951
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Loss Aversion

Nobody likes losing. Intuitively we know this to be true. It perhaps comes as no surprise that we try to avoid
losing as much as possible. Sometimes though, our aversion to losing can stand in the way of a better outcome
for ourselves. This is because we evaluate gains and losses in comparison to a reference point and not in
absolute terms.
Think about the following situation. You buy a ticket to a concert of your favorite artist playing in your city
next month.You are really excited. However, the day of the concert you wake up with a headache and signs of
an upcoming flu, and on top of that it is raining and a miserable storm outside.You were really looking forward
to the concert, but the last thing you feel like doing is leave the house. What will you do? If you are like most
people, you will still go to the concert.You will look at not going to the concert as a loss of money and place
a higher importance on that, compared to how awful you might feel the next day from having gone to a
concert when you should have stayed to rest.
Losses can be tangible, such as the loss of money or an item, or intangible. For instance, using the same
computer system for years and being hesitant about switching to a new one, even when presented with its
obvious benefits. Loss aversion makes us want to stick with what we know out of fear of change.

In situations where loss aversion may manifest itself, what should
we watch for?

People are:
Afraid to try
new things
Overly attached
to how things
are

Here are some telling footprints:
Situations where people seem:
… resistant to change and afraid of new processes, ideas or tasks
… overly attached to something they own or have created /
worked on
… to continue investing in something that doesn’t bring value
anymore, to avoid incurring a “loss”
Source: Kahneman and Tversky, 1968
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Overconfidence

Though many of us are certainly intelligent and skilled, only some of us can be better than average at any
particular activity.Yet we generally rate ourselves better than average on most things. Most people think they
are better than average at driving, better looking than the average person, smarter than average, and that they
are likelier to succeed at specific tasks than most individuals (e.g. Svenson, 1981).
One way in which overconfidence consistently manifests itself is in the planning fallacy — our tendency to
underestimate both time and costs for projects. Overconfidence is also to blame when we think statistics
don’t apply to us. We believe we are less likely to develop lung cancer from smoking or that our small business
is less likely to fail than those of others. This positive view about ourselves can be motivating in difficult
situations, but it can also lead us to take unnecessary risks.

How can we recognize situations where people are being
overconfident?

People are:
Resistant to
feedback
Making unrealistic
plans

Here are some footprints to look out for:
Situations where people:
… make unrealistic plans or promise unrealistic positive
outcomes
… engage in reckless behavior such as smoking or driving without
a seatbelt
… are resistant to feedback from others regarding their own
capabilities
Source: Svenson, 1981
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Present Bias

Present bias means that we overvalue the present moment compared to the future. We make plans for the
future, but once that future arrives, we override these plans in favor of instant gratification. Present bias is
responsible for the fact that we have a hard time saving money for retirement, never manage to go to the gym
and always end up procrastinating our schoolwork. Even though we know what is good for us in the long run,
we just cannot bring ourselves to resist the temptation in the present moment. Have you ever ate one too
many rolls from the bread basket in a fancy restaurant despite knowing that a fine-dining experience is
forthcoming? You wanted to resist to not spoil your appetite, but the bread was right there, smelling delicious,
and you were hungry.
Present bias often manifests itself as giving in to immediate gratification, but it can also appear as “laziness”. It
makes us stick with the status quo more than we should. If you’ve ever bought anything online and have been
added to a marketing mailing list you weren’t interested in because you neglected to untick a box, you know
what we mean. Present bias is what leads us to stick with a choice because we are lazy – even though we know
it is best to resist or to change.

When we want to identify whether people are affected by present
bias, what should we look out for?

People are:
Focused on instant
gratification
Giving into temptation
Sticking with
the convenient
choice

Here are some footprints to look out for:
Situations where people:
… only care about the present moment and immediate
gratification
… give in to temptation
… make plans they fail to carry out
… seem “lazy” and go with the most convenient alternative
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Introduction to Nudging
Nudging, a term coined by Richard Thaler and Cass Sunstein in their book “Nudge” (2008), is a
tool with which we can redesign decision-making environments in a way that helps individuals
make decisions that are in their best interest despite their cognitive biases. Nudging is a gentle
correction back onto the path of action that a fully rational person would have taken.
Nudging utilizes techniques informed by behavioral science to gently “nudge” people to make
decisions that are more in line with their intentions, or that are better for society. If a cognitive
bias steers people off the correct path, then the nudge steers them back on. One classic nudge
is placing green footprints leading up to trash cans around the city — increasing the number of
people who throw their garbage away properly. This intervention doesn’t restrict people from
doing anything, and it doesn’t try to convince them that littering is bad. It simply makes it a bit
easier to do the right thing by drawing attention to the decision itself — walking a couple of
steps to properly throw away garbage.
Nudging can complement other traditional tools of behavior change, such as regulations (which
restrict people’s choice by prohibiting certain options), economic incentives (which make certain
alternatives more or less appealing by changing their price), and information (which is given to
change a preference or an attitude). However, these traditional instruments appeal to our
rational decision making and can therefore fall short in cases of intention-action gaps. Those
situations call for a different solution — nudging.

Source: Thaler and Sunstein, 2008
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Choice Architecture
Nudging can be a powerful force for good. There are many areas from sustainability to personal finance to
education where we know what is good for us and have the right intentions, but for some reason we make
the wrong decision. In an ideal world, we might have the time and mental capacity to carefully weigh the
pros and cons in order to reach the optimal solution. But in reality, we need to make a fast decision and are
therefore heavily influenced by the environment: the decision making context. This means that we are
affected by how information is presented, which can trigger our biases and steer us off the optimal path.
If the context is so crucial, then we should be able to steer individuals’ decision making by designing the
environment. That is called the choice architecture, and it is a key component of nudging. To understand the
concept of choice architecture, it helps to think about traditional architecture and the choices an architect
makes when designing a building. For example, where is the staircase? At the end of the hallway, in a hard to
find dark corner? Or in the middle of floor, open and inviting? These two options would promote very
different behaviors from the people using the building when it comes to stair-taking. This is analogous to the
choice architecture in any decision. Where you end up depends on how the options are laid out and what
the context of the choices is.
There is no neutral choice architecture. It is impossible for the way a choice is set up to have zero impact
on what an individual chooses. Choice architecture nudges the decision-maker in some direction, and you
want to ensure that your nudges are for their benefit. By altering the environment in which someone has
to make a decision, you alter what they are likely to do — you nudge them in the right direction.

Source: Thaler and Sunstein, 2008
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Nudge Typology — the REFINE Matrix

We want to make it as easy as possible for you to get started with nudging. Therefore, we have developed
a categorization tool to help determine the type of nudge that will work best in your scenario. Just like
other nudge categorizations out there, there is some overlap between the different categories, but our
experience shows that practitioners find this typology to be useful, especially when trying to use the tool
themselves.
We call our categorization tool the REFINE matrix: Reframe, Encourage, Facilitate, and INcentivizE.
In the following pages, we will explain the four quadrants of the matrix and give you examples. Naturally,
these are not exclusive. When reading the following sections you can challenge yourself to find at least one
additional example for a nudge that you have seen before that fits into each category.

The REFINE Matrix:
Reframe, Encourage, Facilitate, and INcentivizE

Loss
aversion

Salience

Social Proof

ENCOURAGE

REFRAME
Future
Focus
Defaults

Restructure
Physical
enviroment

Reminders

Loss vs. gain

FACILITATE
Hassle
Factor

Commitment

INCENTIVIZE
Simplify

Symbolic

Goals and
feedback
Remove
monetary
incentives
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REFRAME
The first category of nudges in the REFINE matrix
is Reframe. Reframing means presenting
information in a different way to counteract a
cognitive bias. If we, for example, know that people
avoid a choice that is right for them because they
suffer from loss aversion, then we can reframe the
choices in a way that downplays these losses, or
reassures of the gains. If we have identified a
situation where people are overwhelmed by too
much choice, then we could bundle several
alternatives into smaller subsets to make choosing
less overwhelming.

For example, Save More Tomorrow (Thaler,
Benartzi, 2004) is a pension program designed to
counter the many biases that get in the way of
retirement savings, including present bias. The basic
principle is that individuals commit that a share of
all future salary raises will go into their savings
account, instead of committing to saving more right
now. One aspect of this pension scheme reframes
the decision by focusing on future costs and
benefits, rather than comparing immediate costs
with future benefits. This aspect counters the
impulse to go with short term gratification.

We Reframe when we change how different
alternatives are presented. These could be
alternatives on a typical menu in a restaurant, or on
a drop-down menu on a website. Remember the
concept of choice architecture? Reframing is the
most literal application of redesigning the choice
architecture. Reframing changes what is prominent
in our minds and what we pay most attention to in
a situation.

Types of nudges that fall under Reframe are:
Increasing salience of a particular choice, reframing
between loss and gain messages, using future
focused framing and restructuring choice by
reordering options or grouping them differently.

$150
per month

7%

$5
per day

30%

One example of Reframe in action is the Acorn savings app. To help individuals save more money, a behavioral
science team led by Shlomo Benartzi created an app called Acorns which allows users to automatically transfer
a certain amount into a savings account each month.The team tested whether the way in which the question
of how much to save was framed affected individuals’ saving behavior. Individuals were presented, when
prompted to enroll, with the amount they would be transferring into the savings account. The amounts were
equivalent (150 dollars every month) yet presented in different ways. One group of individuals was asked
whether they would like to deposit 150 dollars per month, and they enrolled in the program at a 7% rate.
Another group was asked whether they would like to deposit 5 dollars a day, and they enrolled at almost a 30%
rate (Hershfield et al. 2018). It is easier for people to imagine giving up a 5 dollars per day consumption (“that’s
like one latte per day, I can do that!”) than a 150 dollar per month consumption (“I’d have to give up my gym
and Netflix memberships!”). Reframing the choice based on this psychological insight, nudged the individuals
into a behavior that is better for them in the long term.

Source: Thaler, Benartzi, 2004 ; Hershfield et. al., 2018
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ENCOURAGE
In the Encourage category, we use conscious nudges
that add information to a situation. They involve
some kind of communication between the choice
architect and the person being nudged, making the
behavior in question more desirable and appealing.
Encourage nudges, for example, make use of social
norms by making the better behavior the norm.
Our desire to conform to the group behavior has
an effect on our decisions, and we are then more
likely to engage in the same behavior, especially if we
don’t have a strong preference either way. In a
classic study (Cialdini, 2008), a hotel chain tested
different messages to encourage their guests to
reuse their towels. Messages that were particularly
effective included information on how other guests
behave: “most of our guests have chosen to reuse
their towels”.

We do not just care about what others think of us,
we also care about what our future selves think of
us. That is why goals and commitment devices are
other powerful types of Encourage nudges. When
asked to commit and to plan how they will act in the
future, people are more likely to follow through.
This effect has been demonstrated on, among
others, finding a job, getting a flu vaccine and
recycling.
Other types of nudges in the Encourage category
are using well-timed reminders, and sharing
feedback with individuals on how they are doing.

In 2010 during election day for U.S. congressional elections, a 61 million person experiment was conducted on
Facebook with an Encourage nudge. Users who visited the site that day were randomly assigned to different
groups. One group saw a social message at the top of their newsfeed encouraging them to vote by also telling
them that six of their friends (including profile picture) and a host of other people, have chosen to do so. The
researchers measured voting by collecting the actual, publicly available voting records of millions of users. The
group who was exposed to the social proof messaged had an increased voter turnout by 0.39 percent — an
effect larger than the margin of victory in many elections!

Source: Cialdini 2003, Bon et. al. 2012
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FACILITATE
Some processes are easy, while others are
needlessly difficult. If you ever had to fill out a
governmental form, you have probably seen a
needlessly difficult document. And even though we
know that we should still fill in the tax declaration,
scholarship application or pension plan sign-up
form, we procrastinate until the deadline has passed,
or avoid it altogether. Life is hard enough! We have
so many competing priorities with work and family
life that if these necessary actions include
something we consider as a hassle, we are likely to
stick our head in the sand and ignore them. Even
very small obstacles can get in our way of reaching
our goals.
Some choice architectures resemble mazes when
they should instead resemble straight paths. Some
can be navigated while distracted and preoccupied,
while others require extended periods of time and
a full attention span. By using Facilitate type nudges,
you are smoothing the way for the decision maker,
clearing any obstacles and straightening the path.

Richard Thaler, the Nobel Prize in Economics
winner for 2017, has famously said: “If you want to
get somebody to do something, make it easy!
Remove the barriers”. Facilitate nudges do just that.
They leverage tools such as defaults to combat our
laziness, for example, which prevents us from
signing up for a program with long-term benefits
such as a pension plan. By automatic enrollment —
making the enrollment the default, people do not
need to exert any effort themselves.
Facilitating can also leverage the physical
environment. When Nordic Choice Hotels reduced
the size of the plates at their hotel buffets from 24
cm diameter to 21 cm, people served themselves
less food and in turn wasted less food. The results
showed a reduction of 19% in food waste — great
for the hotel chain, the environment, and perhaps
even the guests’ waistlines.
In addition to default and physical environment,
other categories of Facilitate nudges include
simplification and reducing the hassle involved.

Simplex

Duplex

A study conducted in a large Swedish University found that simply changing the default option from single-sided
printing to double-sided printing reduced the use of paper by 15%. This shows the power of default options –
if we do not care enough about an outcome, in this case whether the printout will be single – or double-sided,
then the smallest obstacles can keep us stuck on the status quo. So in cases where people don’t care much
either way, we may as well make the better outcome the status quo.

Source: Egebark, Ekström, 2013
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INCENTIVIZE
The last category within the REFINE matrix is
INcentivizE. By that we mean using incentives in a
behaviorally informed way, not giving a classic carrot
or stick. This category is about redesigning
incentives by taking cognitive biases into
consideration to make them more effective. So to
change behavior, we don’t just give people money or
take it away to encourage or discourage a behavior,
but we reconsider whether money is the right
approach in the first place and if so, how that
reward can be reframed in a way that makes it more
powerful.
Traditional economic incentives can be powerful
tools to change behavior, but in some situation, their
effect can actually backfire. An experiment in Israel
(Gneezy and Rustichini, 2000) showed that when a
fine for late daycare pickup was introduced, more
parents arrived late rather than fewer. Before the
fine, being late meant facing the teacher that had to
stay late taking care of one’s child, full of guilt. After
the fine was introduced, tardiness was seen as

transactional — ”I’m paying for their time!” In this
case, it would have been better to never have
introduced economic incentives into the first place.
The Gates foundation experimented with reframing
incentives to encourage commuting by public
transport — specifically using loss aversion. During
a specific period, each time an employee commuted
by car they were entered into a lottery with a “loser
ticket”, and each time they commuted by public
transport they were entered with a “winner ticket”.
At the end of the period, one ticket was drawn. If
your name was on a “loser ticket”, you were made
aware that you could have won, but didn’t because
you had commuted by car, and a new name was
drawn. This method increased public transport
commuting significantly compared to a basic lottery
with only “winner tickets” (Gneezy and List, 2014).
Types of nudges that fall under Incentivize are: loss
vs. gain framing of incentives, removing monetary
incentives altogether and symbolic incentives.

One example of an Incentivize intervention comes from Wikipedia (Gallus 2016), who examined how
non-monetary incentives can keep people participating in voluntary activities. Could a non-monetary incentive
encourage greater volunteer participation in activities involved in keeping Wikipedia going, such as writing and
editing articles? They conducted a research project on the German Wikipedia, among 4,007 individuals over 11
months. A number of new authors and editors were given a symbolic reward. This reward consisted of an
emblem (“Edelweiss”) posted on their personal page as well as an announcement on the official award page.
This simple award with no monetary value increased the rate at which the authors stayed on the site by 20%,
while the rate of article contribution increased by 13%.This shows that sometimes, a symbolic reward can drive
behavior change effectively, without the need for an economic incentive.

Sources: Gneezy, Rustichini, 2000; Gneezy, List, 2014; Gallus, 2016

The BOOST Model for Behavioral Change

BEHAVIOR

Define the desired outcome, understand the target group, and identify the most
important behavior to get them there. What would you want people to do in an ideal
world that they are not doing today?

OBSTACLE

Understand the barriers that inhibit your users from engaging in the desired behavior.
Why do people get derailed? How does the decision-making process look and what
cognitive biases are at play?

OUTLINE
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Identify potential interventions to promote the behavior based on science. Look for
inspiration from past projects that have worked in similar situation, and design nudge
alternatives that have high potential to address your target’s barriers.

STUDY

Understand which intervention works best in your context by testing and quantifying
the effect. What worked in one context might not work in the next, so experimenting
is a key part of the process.

TAILOR

Adapt the winning intervention to your needs and implement across users and markets.
If the results are promising, consider scaling. If the results are less promising, go back in
the process to understand where to adjust to get a better result.

This is just the beginning. Read on to learn how to effectively use the BOOST
model to create impact in your organization through behavioral science.

Get Behavioral Science to Work for You Online Course
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Based on years of research, applying behavioral science in practice and training hundreds of executives, we at
https://impactually.teachable.com/p/getImpactually have developed an online course “Get
Behavioral Science to Work for You” in order to
behavioral-science-to-work-for-you
spread knowledge about applying behavioral science. The course teaches you how to apply the BOOST
model to influence decision making and create change in your organization. We demonstrate the different
stages of the BOOST model on a real life case study of a project we did with ICA, Sweden’s leading grocery
retailer. More importantly, we walk you through the different steps as you implement them yourself on your
own project or challenge.

Taking the next step

Is this course right for you?

You might have already realized that
How do you know if this course is for you?
successful nudging is more than just
The course is aimed at practitioners — i.e.
learning a list of biases and nudging
not academics — who have some basic
knowledge in behavioral science and are
techniques. Maybe you feel overwhelmed
interested in going deeper. Having gone
with the idea of getting started with
over this introductory guide, you probably
nudging? Learning a new technique may
seem complicated at first glance. Our
have sufficient background. The course is
meant as the next step for those who are
self-paced course will make it easy for you
serious about applying this knowledge in
with videos, quizzes, and an accompanying
their organization. On the course website
workbook. Within days, you can get
(Impactually.teachable.com) you can see
started with implementing nudging inhttps://impactually.teachable.com/p/get-behavioral-science-to-work-for-you
your
the complete outline of the course and
organization, and become an ambassador
for behavioral science to your colleagues.
even see some of the videos before
enrolling.

Interested in learning how to use the BOOST model
and getting started with applying behavioral science in
your organization?
https://impactually.teachable.com/p/get-behavioral-science-to-work-for-you
https://impactually.teachable.com/p/get-behavioral-science-to-work-for-you
https://impactually.teachable.com/p/get-behavioral-science-to-work-for-you
LEARN MORE
https://impactually.teachable.com/p/get-behavioral-science-to-work-for-you
https://impactually.teachable.com/p/get-behavioral-science-to-work-for-you

Need help implementing behavior
change in your organization?
We are here for you:
info@impactually.se
mailto:info@impactually.se
https://twitter.com/impactually
@impactually

https://www.linkedin.com/company/impactually/
linkedin.com/company/impactually
Impactually.se
http://impactually.se

Learn more in our online course:

https://impactually.teachable.com/p/get-behavioral-science-to-work-for-you
impactually.teachable.com

Get the latest behavioral science news and
inspiration monthly to your inbox:
impactually.se/#newsletter
https://impactually.se/#newsletter

Special thanks to Christopher Lingelbach and Max Low from Brown
University for their contribution to the creation of this guide

