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Today’s topic 

• What is Nudge and Nudging for Good ? 
 

• The AIM-BVA Nudging for Good toolkit 
 

• Brand examples to guide littering behaviour 
 

• Engaging stakeholders 
 

• Q&A 



Nudge – behavioural science 



Nudge by definition 

 

 

 

“A Nudge is any aspect of the choice architecture that 

alters people’s behaviour in a predictable way without 

forbidding any options or significantly changing their 

economic incentives.” 

R. Thaler & C. Sunstein, in “Nudge“ (2008) 

 

AIM-Nudge transposition:   How a brand, on the basis 

of consumer insights, makes it easy and desirable for 

people to change behaviour or habit and adopt a 

healthier and/or more sustainable one.  

 

 

 

 

 



An international success  



Nudge as part of policy options 

Information 
provision Nudge Subsidy 

Tax 

Ban 

Injunction 

Libertarian Paternalistic 

Source: DG JUST 2014 



Some Nudge examples… 



Some Nudge examples… 

How to get more people to take the stairs by 
making it appealing and fun to do so… 

Singapore Bugis MRT station 
The Fun Theory experiment 



How to decrease littering in the streets in 
Copenhagen ? 



Cigarette butts - The voting butt bin (Hubbub) 

• Part of a campaign to nudge people to stop littering 
• One of several measures trialled by Hubbub 



Gum Litter (Gumdrop bin and on-the-go)  

• Gumdrop and Gumdrop on-the-go, pink receptacles designed 
specifically for the disposal of waste chewing gum, are collected, 
recycled and processed to manufacture new Gumdrops. 

• Campaigns to involve citizens are organised with various partners 



Gum litter (smart packaging) 



Social pressure…. 



An AIM initiative supported by BVA 
 

« Helping people to adopt healthier and more 
sustainable lifestyles » 



15 
Nudge Marketing – Conférence BVA Nudge Unit – 23 juin 2015 

Brands are in a privileged 

position to be actors of 

change in society…. 

….thanks to their 

daily relationship 

with consumers in 

the home and 

elsewhere. 



Building trust and brand equity for 
the long term 

« Brands that have been part of our life for 
dozens of years cannot build sustainable 

prosperity on the back of unsustainable or 
unhealthy consumption  » 

« By adding a social dimension to its 
value proposition, a company 

differentiates itself from others who 
cannot.  It opts to operate for the 

long-term economic performance… 
and it does so in cooperation with 

consumers ». 

Hubert Weber, 
CEO, Mondelez Europe 

Professor Alberto Alemanno, 

HEC, NYU, Young Global Leader of the 

World Economic Forum  



Our open-source toolkit:  making good practice 
widely available via www.nudgingforgood.com 

Module 

“Consumer insight” 

Detailed chapters 

Nudges & Behavioral 

Economics 

Module 

“Case studies” 
Module 

“Nudge Process” 

Module 

“AIM’S Project” 



AIM-BVA Nudging for Good toolkit:   
Six steps process to design a nudge 

4 DESIGN 3 5 EXPLORE 2 DEFINE 1 
IMPLEMENT & 

MEASURE 6 
DEFINE EXPLORE 

DESIGN

  
PRE-SELECT EVALUATE 

IMPLEMENT 

AND 

MEASURE 

Less waste 
and litter 

Resource 
efficiency - 
less water 
and energy 
consumption 

Healthier 
/balanced diets 
& physical 
activity 

Good 
self-care 

Personal 
hygiene 

Responsible 
drinking 

Six focus areas 



We could give a call to invite our 
packaging supplier! The pack 

remains our maintouch point after 
all…  

PREPARING THE LAB 
Could we measure the 

water consumption levels 
linked with our product 

usage? 

It’d be great having the input of an 
NGO like the European Water 
Foundation on this! Let’s invite 

them to the NudgeLab workshop. 

http://10.192.1.110/Pictures/plog-content/images/banque-images-bva/illustrations/crayon-orange.png


Great case studies from brands… 



Recyclage @Festivals 
(Benelux) 
• Encouraging collection & recycling of 

beverage containers instead of 
discarding them 

• Use the brand to educate and inspire 
consumers 

• Recycling becomes the norm for 
everyone 
 
 
 
 

 

How:  
• Make the recycling bag salient and a useful tool to carry the 

empty bottles from the consumption point to the recycling point.  
• Additionally the nudge gives the possibility to receive a drink 

voucher or to win a ticket for the festival next year. 
 

… on littering of packaging 



Bin it for Good 
http://www.keepbritaintidy.org/binitforgood/2347 

 
• Get people to put their litter in the 

bin by turning them into giant 
charity donation boxes 

• Rubbish on the ground is worthless, 
rubbish in the bin is value for 
charities 
 How:  

• The more litter that goes into the bins, and the less on the 
ground, the more money the featured charity/cause 
receives.   

• Average of 43% reduction in litter on the street during the 
experiment. 

• Funded by Wrigley, partnering with Keep Britain Tidy 

… on littering of chewing gum 

http://www.keepbritaintidy.org/binitforgood/2347


Our objectives 

Establish legitimacy of nudging for good by the private sector 
through inspiring original and effective company nudges 
 
Demonstrate that nudging can contribute to public policy goals, 
including that of reducing waste and litter 
 
Create critical mass: 
• through engaging sector associations relevant for our focus areas 
• through organising Nudging for Good Awards targeted at brand 

manufacturers 
 
 



More information on AIM’s website www.aim.be 

Follow us on      @AIMbrands 

http://www.aim.be/

