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Overview 

• Intro 

• Common misunderstandings about BE  

• Compare and contrast  

• Stronger together? 

• Discussion: enemy or friend? 

 



About to be published………. 

 Caisey, V. and Young, S. (2014) 

Behavioural Economics and 

Social Marketing: Points of 

Contact?, Volume II The 

Handbook of Persuasion and 

Social Marketing. Editor: David W. 

Stewart. October 2014. NY, 

Praeger 

  

 

http://books.google.co.uk/books/about/The_Handbook_of_Persu

asion_and_Social_Ma.html?id=BY8YngEACAAJ&redir_esc=y 
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Behaviour Workshops 



Show of Hands 

  

  

 Is behavioural 

economics an enemy or 

friend of social 

marketing? 

  

  



     Common Misunderstandings 

about Behavioural Economics 



  

 “Behavioural 

economics is a subset 

of social marketing.” 

 

Common Misunderstanding #1 









“Anthropology of an Idea: Behavioural Economics” Foreign Policy Magazine 

5.09 http://www.foreignpolicy.com/story/cms.php?story_id=4833   

http://www.foreignpolicy.com/story/cms.php?story_id=4833


  

 “Behavioural 

economics is all about 

‘Nudge’….” 
 

Common Misunderstanding #2 



 Thaler, Richard & Sunstein, Cass, Nudge: Improving Decisions About 

Health, Wealth, And Happiness, London: Penguin 

Common Misunderstanding #2 



 

 “A Nudge can 
change 
behaviour 
without changing 
minds.” 

 

 

 “A Nudge is a 
small feature of 
our environment, 
which captures 
our attention and 
changes our 
behaviour.” 

 



Nudge… 

 

“the basic manual for 

applying behavioral 

economics to policy.”  

 
Daniel Kahneman, (2011) Thinking 

Fast and Slow, p372 

 

 



Nudge 

Behavioural 

Economics 







 “Behavioural 

economists think that  

they have all the 

answers to solving 

society’s problems and 

changing behaviour.” 

 

Common Misunderstanding #3 



   

     “As policymakers use it to devise 
programs, it’s becoming clear that 
behavioral economics is being 
asked to solve problems it wasn’t 
meant to address. Indeed, it 
seems in some cases that 
behavioral economics is being 
used as a political expedient, 
allowing policymakers to avoid 
painful but more effective 
solutions rooted in traditional 
economics.” 

 

 George Loewenstein And Peter Ubel (2010) Economics Behaving Badly, New York Times, 14.7.10 
  
http://www.nytimes.com/2010/07/15/opinion/15loewenstein.html?_r=1&src=tptw  

http://www.nytimes.com/2010/07/15/opinion/15loewenstein.html?_r=1&src=tptw


Source: Royal Commission on Environmental Pollution, Twenty Sixth Report, The Urban Environment, published 6 March 2007 



  

   “Behavioural economics can confer great 
benefits if it is used appropriately to augment or 
strengthen policies grounded in conventional 
economics. But it cannot overcome large price    
distortions or perverse incentives for patients or 
providers, and it will be unfortunate if 
behavioural economics is treated as a substitute 
for more fundamental policies that deal with 
these problems.” 

   

 

        George Loewenstein, David A Asch, Joelle Y Friedman, Lori A Melichar, Kevin G Volpp (2012) Can behavioural 
economics make us healthier? BMJ 23.5.12 

 http://www.cmu.edu/dietrich/sds/docs/loewenstein/CanBEHealthier.pdf  

 

http://www.cmu.edu/dietrich/sds/docs/loewenstein/CanBEHealthier.pdf


 

 “…the much-heralded white paper on public health…..received a cool 
welcome from some experts, who warned that the government's preferred 
option of "nudging" people into good habits may not work. 

  

 ‘We agree that 'nudging' people to be healthy may be more effective than 
only telling them how to live their lives,’ said Dr Vivienne Nathanson, of the 
British Medical Association.  

 

 ‘However, if people live in an environment where they are surrounded 
by fast-food advertising and glamorous alcohol marketing, nudging 
will have a limited effect. We need an environment that helps us make 
healthy choices and sometimes tougher action is needed to achieve 
this.’  

 

 She urged decisive action immediately to ban cigarette displays in shops. 

 

           Ministers pledge £4bn to tackle smoking, drinking and obesity. Guardian, 1.12.10 
http://www.guardian.co.uk/society/2010/nov/30/ministers-cash-smoking-drinking-obesity  

http://www.guardian.co.uk/society/2010/nov/30/ministers-cash-smoking-drinking-obesity
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Social Marketing Behavioural Economics 

Policy timeline 

and impact 

Up to 2010 - favoured by previous government (eg 

Change4Life)  

2010 to present - favoured by current government (eg 

Nudge, MINDSPACE) 

 

Theory No unified theory - draws on commercial sector. No unified theory – anomalies in economic theory.  

Heritage Commercial marketing Augments economic theory: experiments, empiricism. 

Behavioural 

Assumption  

People often act irrationality.  

Pragmatic. 

People often act irrationality 

Methods What works. Based on social and experimental psychology 

Ideology Interventionist. Libertarian paternalism. 

Coercive? Voluntary. Voluntary. 

Segment? Yes. No. 

Need to 

understand the 

audience? 

Yes – insights into behaviours of relevant segment. Not specifically – uses known general psychological 

and cognitive biases that prevent desired behaviours. 

Rationale What moves and motivates target audience. General psychological barriers that prevent desired 

behaviours. 

Persuade? Yes, engage and persuade by segment. No, enable and facilitate. 

Costs Relatively expensive – research costs money. Relatively cheap. Nudges are mostly low cost. 

Professional 

Service 

Providers 

Many.  Few. 

Young, S. and Caisey, V. Behavioural Economics and Social Marketing: Points of Contact?  Chapter in Volume II of Stewart, D. (Ed) 

Handbook of Persuasion and Social Marketing. Santa Barbara, CA: Praeger. London: Routledge .2014.  



We have a common goal… 

Social Marketing  Behavioural 

Economics 



…..sustainable behaviour change 



Sometimes BE can offer effective solutions 

 

 

 

 

 

 

 

 

 

 

 

 



BE and SM are not mutually exclusive   

 

 

 

 

 

 

 

                          

 



  

 

 “MINDSPACE: Influencing behaviour 
through public policy”  

  

 The report explores how behaviour 
change theory can help meet current 
policy challenges, such as how to 
reduce crime, tackle obesity and 
ensure environmental sustainability.  

  

 Institute for Government and the 
Cabinet Office, 2 March 2010.  

  

 http://www.instituteforgovernment.org.
uk/content/133/mindspace-influencing-
behaviour-through-public-policy 

MINDSPACE 
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• Make it Easy  

• Make it Attractive 

• Make it Social  

• Make it Timely 

 

 10 April 2014 

 http://behaviouralinsights.co.uk/public
ations/east-four-simple-ways-apply-
behavioural-insights 
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BE and SM: enemies or friends? 

 

 

 Behaviour change includes an emerging set of practices and ways of 
thinking that no single technique can claim alone.  

 

 Behavioural economics does not claim a monopoly on behaviour change 
interventions  

 

 Problems are often complex and need more than one type of intervention – 
design, support, inform/educate. 

 

 However, not all problems are Wicked. 

 

 Sometimes people are more alike than they are not alike (so you don’t 
always need to segment). 

 





Show of Hands: Reprise 

  

  

 Is behavioural 

economics an enemy or 

friend of social 

marketing? 

  

  



Stay in touch 

http://behaviourworkshops.blogspot.co.uk/  
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Stay in touch 

@BehaviourW  
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