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Instructions for interpretation

Arabic

Bengali
Cantonese

Logm to ZOOM platform Chinese (Simplified)

Chinese (Traditional)

Ensure that your computer volume is switched Czech

. . Danish
off and your microphone is on mute. A -
Show captions English
Estonian
* SE|eCt from the t00| ba r: IShOW Captions and translation ?nniih(c 2da)
CGptiOns, Tr'anslatioln ‘ . French (France)
My speaking language: English ? German
* Open the menu for the show captions Mylesption/afiqfage ISP Ny o
View full transcript S
button and enable ITanS/GtIOn’ and Show original and translated captions Hindi

Hungarian

Caption settings

Indonesian

click on ‘My caption language’

Italian
Host controls A

* From the menu, choose your Set up manual captioner
preferred ca pt|on Ianguage Host caption control settings

€ ~ O x

Hide captions

Japanese

Korean

Malay

Norwegian
Parcian
w
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Module 3

Behavioral Science for Effective Climate and ACE Policy Implementation

\, United Nations

= (limate Change



Scene setting: Academy Module 3 and linkages to
ACE Dialogue

ACE Dialogue Expected Outcomes

Participants reflect on, discuss, and
share views on the effectiveness of the
Glasgow work programme on ACE.

Participants identify any emerging gaps
and needs relating to the Glasgow
work programme’s implementation that
can inform discussions on its
improvement.

Participants develop an improved
understanding of what constitutes an
effective, impactful, and implementable
activity and deliverable.

Module 3 Session Objectives

The session aims to strengthen the capacity of ACE Focal
Points to apply behavioural insights to improve the
effectiveness of climate and ACE-related policies.

Better understand behavioural barriers affecting climate
policy implementation

Identify why ACE programmes sometimes fail to achieve
expected results

Learn practical behavioural tools to improve policy
effectiveness

Explore how behavioural approaches can strengthen ACE
implementation at national level

Consider ethical aspects relevant for public sector
application.
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Behavioural Insights for more effective ACE policies
implementation

A practical training session for ACE Focal Points

ACE Academy, 13t June 2026

Bonn, Germany




Every sustainability challenge has one thing in common (* }%l FACE NDC
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Why use behavioural science?

Many climate awareness and
education programmes have been
running for decades,

and we now know more about
climate change than ever before,

but still continue to behave in
unsustainable ways...
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Objectives

Better understand behavioural barriers affecting climate policy and ACE implementation
Recognize why ACE programmes do not always achieve the expected results

Learn practical behavioural tools to make climate and ACE policies more effective

O\ Explore how behavioural approaches can strengthen ACE implementation at the national
level

Consider ethical aspects when applying behavioural approaches in the public sector
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“Behavior is ultimately
the product of the brain,
the most mysterious
organ of them all.” —
lan Tattersall




Interactive Stroop Effect Experiment (y#| FACE NDC

In this experiment you are required to say the color
of the word, not what the word says.

For example, for the word, RED, you should say
"Blue”. As soon as the words appear on your screen,
read the list as fast as you can.









BLUE
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BLUE
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Another
experiment?




Which situation is more likely? @ }l Feis R

Bob is an opera fan who enjoys touring art museums when on holiday.
Growing up, he enjoyed playing chess with family members and
friends. Which situation is more likely?

Bob plays trumpet for a G Bob is a farmer V
major symphony orchestra
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Next |
experiment
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Here's a simple
arithmetic question:

A bat and ball cost
$1.10. The bat costs
$1 more than the ball.
How much does the
ball cost?
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One more
experiment?




Imagine a situation.

You are goingto buy a
burger for lunch. In the
café nextto you it costs
15%, and in the café
which is 15 mins walk
away it costs 53%.

Will you walk for 15 mins
to the other café to save
10$?
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Now you are going to buy a
laptop.

You are in the store Aand in
this store the laptop costs
2,035%.

In the other store B, which is
15 mins walk away it costs
2,025%.

Where will you buy a laptop?
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Our two “operating systems” (§| FACE NDC

SYSTEM 1 SYSTEM 2
Intuiition & instinct _ ' Rational thinking

Unconscious Takes effort
Fast Slow
Associative Logical
Automatic pilot Lazy

Indecisive



How many of you promised yourselves at least g:l 3| FACE NDC

once...?
I,” glve up eatlng Junk fOOd Ne:rIyGO%ofpeoplethatwanted
to do more exercise or improve
their fitness broke their n:w year’s
. o . resolution in a few weeks.
| will be exercising at least 1-2 times From 2022 study of 14K
per week...minimum! "\"t/-

| will try to sleep more / at least 8 hours per day

How many of you have ever broken your New Year
resolutions?



Intention-action gap
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THe ACTIoN- WTENTION Gi€

WHAT  You WHAT ACTUALY
THOUGHT You'p Do HAPPENED &
) WAKE e 111 SLEPT -V
AT \ MO WA\T
WK NC O s o Twe SNoO2E
uP EARL M. ‘
v EveRY DAY : BUTON
) N\ RQOWGHT  SoME
LR A = PRACTWE | nL ROOKE & OOWNLSADED
LANGUAGE™ ¢ hicnl POPS wrthout
! EVveR  WSING THEM
“ G; = s ,
START s : Q GeT TRED, G\WE ue
A ‘ \QQ@ ASD Go BACK TO
BUSIN i YouR GRIND OF F
e WoRK € GRow DAY BB

CONSISTENTLY |

Favorable
attitudes and
good intentions
are not enough..



Changing behaviour is very difficult @}] FACE NDC

Intention
Contemplation

Knowledge

Behaviour

Awareness




Why information campaigns alone often fail @g FACE NDC

CLIMATE CHANGE Z oz
S REAL —— Noiv

TIMEIS =
Ruuums our'

If we don't act,
no one will.

Don't be part of . B
the prob/em’ =

» EXTREME WEA ™ THE PLANEﬂ's X
1S INCREASING! SUFFERING!

——————— 3

TEMPERATURES B < SEA LEVELS
ARE RISING! ARE RISING!
2 ; o

. SHARE THIS MESSAGE ~ TOGETHER WE CAN B AWARE.
WITH EVERYONE! 7 MAKE A CHANGE! ~  BE RESPONSIBLE.

There is no Planet B. (&) The Future Depends on Us All.
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Many types of barriers _t

The biggest

~ obstacles in our
lives are the

barriers our mlfrd

creates.




Cognitive biases (4| FACE NDC

ANCHORING EFFECT “The first test seemed “The conveyor belt broke three GAMBLER'S FALLACY
i OK. Do we need to look timos last monthiIts ore Believing that future probabilities are
Relying too much on the initial piece of Hires a1 a:ai:}’ Eellerhalm fins procabi s
g they are unchanged

information offered when making decisions any more?”

| “Let's just get the deal HYPERBOLIC DISCOUNTING
B Prefering a smaller. sooner payoff

AVAILABILITY HEURISTIC “I saw something very similar
/ done ASAP” over a larger, |ater reward

‘Overestimating the importance and to this on LinkedIn. We need
likelihood of events given the greater b It e e
availability of information aKe sly

“This worked fine in the ILLUSION OF VALIDITY
Overestimating our ability to make

factory in the Korea, it n ks
o accurate predictions, especially when
should work fine here’ data appears to tell a coherent "story"

BANDWAGON EFFECT “The whole department
knows there’s no
problem here”

" OSTRICH EFFECT
“Looks like we've run out Avoiding negative financial
of time to discuss this” information by pretending it
«doesn't exist

BELIEF BIAS “I didn’t quite follow your
Basing the strength of an argument argument but the conclusion

on the believability or plausibility of e
the conclusion seems about right’
“t ot's i . POST-PURCHASE
BLIND SPOT BIAS Let's ignore Sarah's “We made a good RATIONALISATION
Viewing oneself as less biased views on this one. call on that one” ivel b it
than othe: 's bi. P Tendency to retroactively ascribe positive
rs She's biased attributes to an option one has selected

“Our competitors are only REACTIVE DEVALUATION
doing well because their Devaluing an idea because it originated

CLUSTERING ILLUSION “This is the second week in a
products are cheap” from an adversary or opponent

Erroneously overestimating the row that this has happened.
importance of small clusters or 7
patterns In large data There must be a problem’

RISK COMPENSATION
Taking bigger risks when perceived

“Now we've got the new

CONFIRMATION BIAS “We did loads of
Focusing on information that only simulations. Most of them SeiUipment we cah citithe afuty lncrsasax bokiomors - srutil
confirms existing preconceptions showed there’s no problem” time spent on maintenance” wm‘:p“@md’ ,,sks?“c,e,ses

COURTESY BIAS “The last time we discussed STATUS QUO BIAS

Giving an opinion/conclusion that is. this the meeting lasted for “If it ain’'t broke - don't fix it Preferring the current state of affairs

viewed as more socially acceptable so as hours Lats move ont over change

to avoid causing ntroversy z

ENDOWMENT EFFECT “I know it will cost a fortune \ “Dave from tech is worried STEREOTYPING
~——— - but frankly the tech team Assuming a person has characteristics Source:

—— to fix but it cost us £15,000.

‘The tendency for people to ascribe more
value to things merely because they already We can't just throw it away.”

own/have them

are always pessimists” because they are a member of a group MCONTE“ Desja rd i n
(2021)




Barriers to “green transport”
(Park, 2023, p. 90)

Reduced aviation demand,
& choosing greener flights

Reduced vehicle use in favour of
public and active travel

Adoption of electric vehicles

*+ Upfront cost * Ingrained habits * Lack of affordable,

Real and perceived limited
public charging infrastructure
Real and perceived range
anxiety and charging time
Lack of established second-
hand market

Consumer knowledge,
awareness and attitudes
Especially poor charging
options for those without off-
street parking

Delaying purchase because
tech is still improving rapidly

Frictions and hassle factors,
especially the ‘first mile’
decision which dictates the
whole journey mode

Limited infrastructure,
accessibility, and functionality
Desirability and identity
Affordability and perceptions
of value

Skills, safety and confidence

convenient, or quick
alternatives for long-
distance travel
Reluctance to sacrifice
overseas vacations
Lack of fransparency
about the carbon
impacts of flights for
consumers

Lack of regulation or
strong incentives for
more efficient flights
among airlines



Barriers to “green food” Q“:l %] FACE NDC

(Park, 2023, p. 106)

Reducing beef, lamb and dairy consumption in Reducing household food waste
tavour of more plants

*  Social norms around eating meat, and cultural * Lack of knowledge of how to use leftovers;
identity lack of knowledge of how o fell if
* Low availability and access to appealing plant- something is sfill edible
based dishes, particularly when eating out *  Sub-optimal food shop planning (planning
*  Most people have small repertoire of recipes; for leftovers), home storage (freezing), and
(knowledge and time/effort barriers) meal planning (using up)
* low awareness of environmental impacts of food, ~ *  'Disgust factor’ for handling leftover food
relafive to other impacts * Tendency to buy bulk rather than lose out on
*  Most peup|e prioritise cost, faste and convenience savings
over health and environmental concerns * Habits and frictions associated with using
* Costis often perceived as higher - this can be up leftovers

true for processed plant-based meat alternafives,
though not for fresh veg and legumes

¢ Consumption is deeply habit-based



Group exercise (4| FACE NDC

Divide in groups of 4-5 people

Using Barrier analysis cards, work in your group to identify barriers that prevent
effective ACE implementation — as many as you can. Fill in Worksheet 1.

Competition:

Each group will report back two barriers that have not yet been mentioned by other
groups.

The last group still able to identify new barriers wins.




Types of barriers

g}l FACE NDC

1. Capabilities - refer to a person's physical or
psychological ability to perform the behaviour.

2. Opportunities - refer to anything in the physical or
social environment that may encourage or discourage a
behaviour.

3. Motivations - refer to internal reflective and automatic
mechanisms that activate or inhibit a behaviour.

Copabilifies *

Barrier
Attention Span
zZ
z
S
\ 5
N

Will it capture and hold my
attention?

Opportunities *

Borrier

Resources & Time

HO

Do Lhave the resources and
the time.needed to do it?

S 4

Motivation

Beliefs About
Consequences

§1°

Will it lead to a positive
o e outcome?
Is this outcome likely to happen?
What impact will it have?

Capabilifies *
Barrier
Awareness
Am | aware of the options
ovailable to me?
Opportunities *
Batrier
Social &

Cultural Norms

b
5 F '

I i %5

15 it the norm in my social

groupto do if?

Will | be perceived
negatively if | do it?

>

Motivation

Borrler

1‘;\
&

45
How do | feel when | doiit?

How do I feel about doing it?

@

Capabilities

Barrier
Interpersonal Skills

g

Do | have the interpersonal
skills to do it?

Opportunities *
Basfier

Prompts in the
Environment

‘®

£

Doesithe environmen! t encoura ge
or discourage me to do it?

Motivation °
Ba

Habits

Is the behaviour a habit?



Types of barriers

Capability barriers

Cognitive skills
Interpersonal skills

Evaluating options &
making decisions

Attention span
Memory
Awareness

Physical ability

Opportunity barriers

Opportunities in the
environment

Resources & time
Prompts in the environment
Role models

Social & cultural norms

g}l FACE NDC

Motivation barriers

. ldentity

. Beliefs about

consequences

. Emotions

« Goals

. Beliefin abilities
. Habits

« Accountability

. Automatic responses



A few examples
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Capabilities

Barrier

Attention Span

zZ
N

‘\\\\\.\
-
N

\.n

Will it capture and hold my
attention?

Attention span

ACE receives limited
institutional attention
compared to adaptation
and mitigation agendas.

Opportunities t

Barrier

Social &
Cultural Norms

Py

Is it the norm in my social
group to do it?

Will| be perceived
negatively if | do it?

Social & cultural norms

Institutional culture and
resistance to collaborate
across ministries for
effective mainstreaming
of ACE.

®

Motivation

Barrier

Beliefs About
Consequences

Will it lead to a positive
or negative outcome?

Is this outcome likely to happen?
What impact will it have?

Beliefs about
consequences

Decision-makers may
doubt the impact of ACE
as ACE outcomes are
often long-term and
difficult to quantify.



Understanding behaviour — designing better policies
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BETTER
POLICIES

Understand people’s
needs, motivations
and barriers

T Y

Turn insights
into solutions

Learn, evaluate and improve

e

Create policies that
work for people and
deliver real impact

Sustainable
outcomes

Better
impact



Behavioural insights complement traditional policy tools El FACE NDC

Behavioural Regulation Incentives Information Better policies,
insights provision better outcomes

--------------------- Stronger together e L E LT L LT
Using the right tools in combination
for greater impact

PP —




Examples of Organisations using Behavioural Insights (}| FACE NDC

() World Health
Y ¥ Organization

&) OECD

SRR
!F-‘\

United
vé,i
‘v Nations

_\,—

Rk 3
* *
* *
* n o
Joint Research Centre

-’

@ THE WORLD BANK

Government

of Canada ‘

“ Department of the Prime Minister and Cabinet

sg - WWF
rare
TRAFFIC
the wildlife trade monitoring network
o
BEHAVIOURAL m
INSIGHTS
TEAM
Porsche Consulting



The panel concludes that
behavioural interventions can
increase the efficacy of pricing
strategies, mandates, subsidies

and taxes. , ,

Intergovernmental Panel on Climate Change (IPCC)
Assessment Report 6, 2022

g}l FACE NDC




Qﬁél FACE NDC

THE GLOBAL BESTSELLER

‘Few books can be said to have
changed the world, but Nudge did.
The Final Editio vellous:

A nudge is “any aspect of the choice architecture s okl
that alters people’s behaviourin a predictable way

without forbidding any options or
significantly changing their economic incentives. nl'd

To count as a mere nudge, the intervention must be

easy and cheap to avoid.” (p. 8) e R

RICHARD H. THALER
& CASS R. SUNSTEIN

0



Why nudges are popular (y$] FACE NDG

Qf,//‘ Bl-based instruments can be very effective, sometimes more than harder instruments
._i}.« Nudges do little harm, can be adapted low-cost; low-hanging fruits
@ Behavioural approaches are often easy to test

»ASAP tools“ responding to the urgency and wickedness of climate change — ,,all hands on deck®



The BIT mantra: “Make it EAST” €] FgEline

People are much more
likely to do something if ﬁ
it' - THE
it's easy and low-hassle BEHAVIOURAL
INSIGHTS
People are drawn to TEAM

that what catches their
attention, and what is
attractive to them

Behaviour change is more
effective before habits
formed, or behaviour has
been disrupted for other
reasons

People are strongly
influenced by what others
are doing or have done



Make it EASY! @% FACE NDC




Simplification O [RAEENET

5@
Many households UK Behavioural Insights Team = Result: = @

wanted IOH‘M\-" 2 offered low-cost

loft-clearance services. A 5x increase

in insulation
installation rates.

...but lofts were
cluttered. They had
to clear the space first. _l




Removing sludge (y$] FACE NDG

SIMPLIFYING ACCESS TO SOLAR SUBSIDIES ROOFTOP SOLAR ADOPTION BY POPULATION

BEFORE (COMPLEX PROCESS) AFTER (SIMPLIFIED PROCESS) NEARLY ~4X

@ Many documents — Fewer documents
2 required @ required
INCREASE

® Multiple department O Single-window 2024 to 2025

approvals » @ approval

1X

r— Physical submissions Q Online application
A :coeoted visits Bitracking CASS R. SUNSTEIN

Long approval Q Faster approvals, 2024 2025

delays minimal delays v

Sludge 4

Easier access. Faster approvals.
What Siops Us

More roofs going solar.

from Ge(tmg Thmgs Done
and What to Do about It '




Power of defaults
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We ‘go with the flow’ of pre-set options

B The Power of Default: Germany’s Green Choice

Making renewable electricity the default option led millions
to choose green—without lifting a finger.

OLD SYSTEM: OPT-IN (ACTIVE SIGN-UP)

Customers had to actively choose green electricity.

5
xw 1

_%_‘ : ---‘

7 7 <

NEW SYSTEM: DEFAULT (AUTOMATIC GREEN)

Renewable electricity is the default option.

Customers are automatically on green unless they opt out.

?

CHOOSE YOUR .
TARIFF YOUR TARIFF 4 ~
Standard Green
Electricity ~ 20% # ' Electricity
y (Default)
G of customers of customers
feon on green on green
Electricity tariffs Switehité o tariffs
Standard

Defaults:

. require less effort
. feel recommended

. status quo bias in

action



Action planning (ry#| FACE NDC

El.ﬁ The Power of Planning: UK Commuters Get on Board
Z1[S

Specific travel plans turn good intentions into real action.

SPECIFIC TRAVEL PLANNING GENERAL ENCOURAGEMENT THE IMPACT

Commuters were asked to make Others were simply encouraged Specific planning led to

detailed plans for their public transport. to “travel sustainably.” 1 0 1 5 o/
I~ =]
66 O more

increase in public transport use

“On Monday and Wednesday “Please try to

| will take the 8:10 train.” l @ travel sustainably.” compared to general encouragement.
ot ¢ 10-15%
& LY & MORE
11
Exactly Exactly Exactly -
when where how General Specific
Encouragement Planning
A Way out
o 4 Platforms1&2
3 S . o &8 Trains to London
A plan in mind. A change in habit. S

Specific travel plans helped commuters choose
Q public transport—10-15% more.




Small doable actions (§| FACE NDC

Instead of asking people to change their diet completely,

Just one day the campaign encouraged just one small step:
Stop eating meat .
- n a week? " \
forever? lican doithat! | Go meat free just one day a week. |

\\

Too hard. | can’t
do that right now.

s

TUE WED THU FRI SAT SUN

¥ " e e e e @

0 Feels easier

° Less overwhelming Made the change More people
Q More likely to start feel smaller and easier were willing to try it

Small actions can lead to

= - Small step Builds into Leads to \ 'Y
big change over time. kel Bl R ONE DAY
Start small. Stay consistent. & | v y : CAN MAKE A
Create a better future. © v ~ 28 @Y%\ DIFFERENCE

v



Increasing convenience
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% Designing Convenience. Inspiring Change.

By making cycling easier, safer, and more convenient for everyone,
Copenhagen turned everyday trips into a greener choice. B |

THE CHALLENGE THE SOLUTION THE RESULT

Too many people drove
short distances.

COPENHAGEN'’S BIKE REVOLUTION

The city invested in wide, safe,
and connected bike lanes
all around Copenhagen.

More people choose cycling
instead of driving.

M Less traffic
and congestion
Cleaner air
and a healthier city
Better for people,
better for the planet

AROUND

50%

OF TRIPS TO
WORK OR SCHOOL
ARE MADE BY BIKE

TODAY




Make it ATTRACTIVE! @% FACE NDC




Framing and Positive Messaging @E' LOSE DS

The way information is presented changes how people respond.

" FOCUS ON CLIMATE & EMISSIONS

Less effective

o

FOCUS ON HEALTH, FAMILY & SAVINGS

More »effective

\
Protect your family
from smoke J

—
) Better health for
7 you and your famil)J

CO, EMISSIONS

CLIMATE CHANGE
N 4 Save money
on fuel
X Feels distant v Feels relevant
X Hard to relate to daily life v Easy to relate to daily life

X Benefits feel far away v Benefits are immediate and personal



Salience and visibility @% FACE NDC

1. PAINT FOOTPRINT; ] g 2. VISUAL CUEW 3. HANDWASHING STATIONW

- kg -

/ Handwashing rates among children
I increased a lot

even without any additional education.
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Emotional Appeals

0o, WWF has long used images of
- pandas, tigers and other cute
WWF  animals in their campaigns. ’1

EMPATHY PRIDE HOPE TOGETHERNESS

| care about | feel good | believe we can We're in this
this. supporting make a together.
this. difference. ADOPT A
y A 2 TIGER

Adopt a better future with WWF

—3> People are much more likely to care
when they feel an emotional connection.

In Sweden alone, they raised about

l
' é 400,000 USD with such campaign

to protect endangered species.

Emotional connection
leads to care, support and action




Make it SOCIAL! @}g FACE NDC




Power of social pressure

Qﬁél FACE NDC

NEW EPISODES
MONDAYS 9/8C

#braingames




Social norms and peer comparisons €] FgEline

YOUR HOME ENERGY REPORT

YOUR ENERGY Instead of just telling people For the period: May 1 - May 31 ;llc:dvle Z(;l:{ g&ngms T0

REPORT to save electricity, these reports
show how your energy use YOU USED Top 20% of efficient homes

i FeE————,
1 compares to similar homes 1 242 750 5Wh
in your area. ’ kWh Average home
This month 1’000 kWh
One f L f Your home
Of PRI AT e R N 202 W
EE energy companies in the US and
o several other countries.

When people saw they were EQUIVALENT TO TAKING pe
using more energy than similar i
homes, many reduced % hundreds Of

their consumption. — thousands of

LESS
ELECTRICITY cars
USE off the road. :




Public commitments §| Az

EXAMPLE: PUBLIC COMMITMENT IN SPAIN

Households were invited e A small action, e Households that signed the pledge
to sign a pledge to sort a big impact. were about 5% more likely to

and recycle organic waste. participate in recycling.

0/
+ 5 o

ommit to SO :
w: ncd recycling our more likely to

organic waste- \

recycle
Information  Pledge
only signed
At scale, a small increase
like 5% leads to a huge
ORGANIC increase in recycling—
WASTE Y 9

at almost no cost.

|
:]-- K8



Make it TIMELY! @% FACE NDC




Targeting at the right moment @% FACE RDC

leads to more use

' KENYA | Timely opportunity to buy fertilizer

Willing but cash runs out The solution: act at the right time
After harvest Later in the season Planting season 4
f - \ N Right after
n ‘ i = : ﬁ harvest
o~ e < o || | [o ) )
P e . : i N » e \ @ Pay now
< v;:(: @“[ 5%
Bl Il Delivered later
© “ when needed
Cash available Cash spent Still wants fertilizer, )
on other needs but no cash left

The impact

+11-14%

increase in
fertilizer adoption

As effective as a
50% subsidy later
in the season




Group exercise #2 (y$] FACE NDG

Divide in the same groups as in exercise #1.

Looking at the barriers identified in exercise 1, propose 2-3 nudges that could help
address these barriers. Fill in worksheet 2.

Each group should report back 1-2 nudges that they feel could work best. Explain
how they will look like and which barriers they will help address.




v’ Strong majority approval in most countries Supports non-legitimate goals of the nudger ;}% FACE NDC

Automatic enrollmentin saving plansand Inconsistent with dominant social values or

greenenergytarifs ority int ;
v" Trafficlights, calory labels for healthiness of Majority INterests

food * Takes financial contributions by default
v' Graphic warnings on cigarette packages '"* Manipulates (subliminal advertising)
Judgment and Decision Making, Vol. 11, No. 4, July 2016 Do Europeans like nudges? 313

Table 2: Overview on the approval of the 15 nudges in the six surveyed countries.

IT UK FR DE HU DK

1 Requiring calorie labels in chain restaurants 86 85 85 84 74 63
2 Requiring traffic light labels signaling healthiness of food 77 86 74 79 62 52
Tr u Sti n g 3 Encouraging defaulting customers into green energy providers 76 65 61 69 72 63
4 Law requiring active choice regarding organ donation on obtaining the driver’s license 72 71 62 49 54 62
N U D G ES 5  Law requiring supportive choice architecture for healthy food in large grocery stores 78 74 85 63 59 48
6  Public education campaign with vivid pictures against distracted driving 87 88 86 82 76 81
A Bill of Rights 7 Public education campaign for parents promoting healthier food for their childrento 89 88 89 90 82 82
for Nudging fight childhood obesity
8  Requiring subliminal advertising in movie theatres against smoking and overeating 54 49 40 42 37 25
9  Requiring airlines charging their customers a carbon emission compensation fee 40 46 34 43 18 35
10 Requiring industry to put warning labels on food with high salt content 83 88 90 73 69 69
11 Default citizens to donate 50 Euro for the Red Cross on tax return 48 25 29 23 37 14
12 Requiring movie theatres running information campaigns against smoking and 77 67 66 63 40 35
overeating
gﬁ[iSEURéliux SRTEEIIS,‘JCH 13 Requiring energy providers to default customers into green energy 74 65 57 67 65 55
14 Requiring sweel-free cashier zones in supermarkets 54 82 75 69 44 57
15 Requiring one meal-free day in public canteens 72 52 62 55 46 30




Nudging “for Bad” — Dark patterns €] FgEline

Trick questions On"r.'e Choice
Architecture

How do we end up making

,Sneak into basket®

In-app-purchases decions we dot vant ,,
Subscription sneaking (,,Roach motels®) '
Data Zuckering ‘ WN —
Making price comparisons difficult fﬂwﬁw :‘ Y

Hidden costs
ConfirmShaming
Hidden advertisements

Dark Online Choice

Forced continuity Patterns

ol Architecture
Friend spamming

Exampile: Choice Overioad

Deepfakes
Dark defaults

X X X X X X X X X X X X X




Good Governance of Nudging €] FgEline

» Nudges must respect basic » Nudges must not
individual rights manipulate people
Trusting X » Nudges must be consistent » Nudges should be
NUDGES ( with people’s values and transparent rather than
Toward a Billof ‘ interests hidden
Rights for Nudging
» Nudges should not take things » Beware of the side effects

from people, and give them to
others, without their explicit

CASS R. SUNSTEIN 3 consent
and LUCIA A. REISCH ]
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Governmental Academic/Research Private [nternational Total

322 126 109 31 631

Distribution of behavioural public policy bodies worldwide (Naru, 2024, p. 5)

631 total

322 government




Categories of behavioural public policy bodies @g FACE NDC
(Naru, 2024)

Category Examples

Governmental Body in or set up or primarily funded by a central, federal, provincial, state,
or local government; a regulatory agency; a governmental initiative; other
public sector entity

Academic / Body in a university; academic initiative; research entity; various think tanks
Research

Private For-profit or nonprofit independent private entity (such as a consultancy)
International Multinational organization

Others Network, association, or membership organization, policy advocacy

organization, philanthropic or foundation organization, knowledge hub



Number of behavioural public policy bodies by continent

South America
27 bodies
4%

Oceania
47 bodies
7%

Middle East and Aftrica
49 bodies
8%

Asia
50 bodies

Europe
8% P

339 bodies
54%

North America
119 bodies
19%

Source: Naru (2024, p.6)

© Europe North America ™ Asia  ® Middle East and Aftrica  ® Oceania ™ South America



Policy areas worked in by the behavioural public policy (BPP) bodies in the in-depth survey

Policy areas that the BPP bodies are currently working on

Health
Social policies
Envrionment/Climate change
Energy
Digital policy

Agricultue

Transportation

Equality and inclusion
Water

Public administration
Employment
Economy/Economic development
Tax/Customs

Safety/Security (of segments of society)
Food Safety

Finance

Education

Development and aid
Consumer protection

Voting

Trade and industry
Sustainable procurement
Natural resources
Commpetition

o
-

2 3 4

w

6 7 g 9 10

Number of the BPP bodies currently working on the particular policy area

Source: Naru (2024, p.11)



Export package on BeSci for policymakers ~ (3#| FACENDC

UNIVERSITY OF
CAMBRIDGE

L<LL

GUIDANCE DOCUMENT C
FOR POLICYMAKERS —
on Applying BeSci =

in the Agrifood Systems

=‘= TRAINING STEP-BY-STEP CASE STUDIES CHECK-LISTS
GUIDE
¥ e . FULL TRAINING PACKAGE OF MATERIALS Lo o )
Basics of Application of — > y = -
Behavioural Science to o e o —
A Facilitator Guide
Environmental and 00— = — -
Climate-related Policies O— @
Participant Learning Manual E—
= W= o=
@ Case Studies
Activity Worksheets ﬁ
THE
S BEHAVIOURAL
EE Pre- and Post-Assessments INSIGHTS

TEAM




Export packages on BeSci for educators

g}l FACE NDC

on Applying

= BeSci’ =

to |mprove \mpacts of
EDUCATlONAL
PROGRAMMES
W\ ol -

ICAL e IMPACTFUL @ FOR A SUSTAINABLE FUTURE W

mpect:
ositive chandé
. o EVIDENCE-BASED

Guide for educators on applying BeSci to
improve impacts of educational programmes
v’ Step-by-step guide

v' Case studies

v' Check-lists

M&E Guide for non-formal education
Step-by-step guide

Examples and case studies
Indicators

Tools

QR code gamification app

ANANE NENEN

L
FOR NON-FORMA
EDUCATION



BeSci package for comms (ry#| FACE NDC

U\DE

_ FOR COMMS~

<
geSciM

n Commumca'uons

— o galience
\ P ;_mo\\n“ﬁ\ pppedt u':.

\ (] Framing

\ o gocial ook

On-the-desk Guide for Communications
teams - applying BeSci approaches to
improve comms impacts

v’ Step-by-step guide

v' Case studies

v' Check-lists

Training package on behavioural science approach
incomms

v Ppts
v Activity worksheets
v" Possible training support for ACE Focal points



Education resources <§| FACE NDC

Educational packages on climate
action for schools, universities and

C\ ) youth organizations:

1 v"  empowerment packs,

Change v teaching aids,

challe\agg v educational videos etc.
Badd

TEACHING
MATERIALS

Master Courses

YUNGA Challenge badges r gEENNEE‘gg?rLEEFiT;EﬁZ:Y

New ones:

- Green Cities Challenge badge

- Food Losses and Waste Challenge badge
- Gender Equality Challenge badge

- Ecosystem Restoration Challenge badge
- Agriculture Challenge badge




Some other guidance docs (ry#| FACE NDC

m e%e0 Q
o o s a

Guidance on how countries CuIdancoOnbOWrACE

e e:‘feqt|vely underigke interventions can effectively
mEsRapsgisdo Suppok address the needs of

climate actlpn, such as the different stakeholders, i.e.
use of public engagement
: 2 the most vulnerable and
mechanisms and educational ol
marginalized groups

Guidance on peer-to-peer
mechanisms for farmers,
youth leaders, teachers
and activists

programmes

v M




M&E package gjac=ine

!,

==

LESSONS

GUIDANCE
M&E ®
— TRAINING @ LEARNT
e
©

“ GUIDANCE M&E TRAINING PACKAGE LESSONS LEARNT



Quick poll @% FACE NDC

Join at
slido.com

#3773 483




M

e

FACE NDC

Thank you for your attention



Closing

® Final Remarks

® Next Steps

‘?/C\\?! United Nations 6 ACE

-
W= (limate Change



We would appreciate
your feedback!

/() United Nations
V
VQ\JJ Climate Change 6 é&Eﬁ
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