
The Choice Factory: 
behavioural 
science and effective 
advertising

@rshotton 



Presenter
Presentation Notes
EAST is an effective framework for organising the many biases and making it easier for them to be put to be applied.

The framework can be found here: 

https://www.bi.team/publications/east-four-simple-ways-to-apply-behavioural-insights/

The CEO of the Behavioural Insight Team has also written a book about the EAST framework. Insight the Nudge Unit, which is available here: https://www.libris.ro/inside-the-nudge-unit-9780753556559--p1035141.html



Make it 
timely



Habits become disrupted just after a life event

2,370 consumers were asked which life events they had recently experienced and 
whether they had tried any new brands. 

For every product category, the probability of trying a new brand more than doubled if 
someone had recently undergone a life event 
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In which of these categories have you recently changed the brand that you use?

Recently undergone life event Not undergone life event
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Life transitions and cars
https://travelbehaviour.files.wordpress.com/2014/06/lttb_carownbriefingnote_16-june.pdf 
https://travelbehaviour.com/outputs-lttb/
http://eprints.uwe.ac.uk/26972/1/LTT679%20pp18.pdf
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social
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Cialdini, a professor of psychology and marketing at Arizona State University, persuaded an American hotel chain to adapt the messages they left in guests’ rooms trying to encourage towel re-use. He created three different messages. The first, his control message, which stated the environmental benefits, was successful among 35% of visitors. 

The social proof message, in contrast, simply stated that most people re-used their towels. This version, shorn of any rational message, boosted compliance to 44%. An uplift of 9% points, or 26%, is impressive, especially when it required no extra spend.
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Tapping into social proof doesn’t even require facts. Your task is to create the illusion of popularity. 
�In 2001 when Apple launched the iPod, the competitors all had bland, black earphones. When the mp3 player was tucked in a listener’s pocket, passers-by had no idea which make was being listened to. Their success was invisible.
�In contrast, iPod owners were easily identifiable with their striking white headphones. Their distinctiveness made Apple look like the market leader long before it was, which made the brand that much more desirable. As Guy Kawasaki, Apple’s former Chief Evangelist, said “the bottom line is that familiarity breeds commitment, not contempt”. When Business Insider looked back at the iPod’s phenomenal success they claimed that “perhaps the company’s greatest innovation was … those all-white earbuds”.
��
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Cialdini, a professor of psychology and marketing at Arizona State University, persuaded an American hotel chain to adapt the messages they left in guests’ rooms trying to encourage towel re-use. He created three different messages. The first, his control message, which stated the environmental benefits, was successful among 35% of visitors. 

The social proof message, in contrast, simply stated that most people re-used their towels. This version, shorn of any rational message, boosted compliance to 44%. An uplift of 9% points, or 26%, is impressive, especially when it required no extra spend.
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We tend to notice what is distinctive

The academic evidence for this dates back to 1933 and the experiments of a young, post-doctoral student, Hedwig von Restorff.
Restorff was a paediatrics researcher at the University of Berlin when she published her study on memorability. She gave participants a long list of text: it consisted of random strings of three letters interrupted by one set of three digits. So, for example: jrm, tws, als, huk, bnm, 153, fdy. After a short pause the participants were asked to remember the items. The results showed that items that stood out, in this case the three digits, were most recalled. This is known as the Von Restorff, or isolation, effect.
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An experiment from Mountainview demonstrates the idea of extremeness aversion. That is, when people choose products they don’t solely base their choice on the inherent characteristics of the items available. They are also influenced by the relative position of the items.  

In their experiment they set up a bar and only offered Carling (£1) and Budvar (£2). Roughly 1/3 bought Carling and 2/3 bought Budvar
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They then introduced Tesco Value (20p). While no-one bought Tesco lager the proportions buying Carling and Budvar changed. Now roughly half bought each brand.
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In their final variant they removed Tesco Value and introduced a premium beer, Kronenbourg Blanc (£4)

Since it was priced at a premium only 10% brought Kronenbourg. 

However, once again the relative ratio of Budvar : Carling sales changed. Now 90% bought Budvar and no-one bought Carling.

When people are offered three choices they tend to opt for the middle one. They want to avoid the cheap option as it might be poor quality but they also tend to avoid the expensive option as it might be over-priced. 
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Another technique is to make a very small ask, followed up later by your actual goal: a bigger ask
�Read about some of the studies here about the foot in the door technique: https://www.simplypsychology.org/compliance.html
��
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