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Overview 
•  Changing behaviour 

•  The Mindspace framework 

•  Some thoughts encouraging volunteering 
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Changing behaviour 
•  Rational man models of changing 

behaviour 
–  Costs and benefits 
–  Information 

•  Behavioural economics 
–  More “Homo Homer Simpsonus” than 

“Homo Economicus” 
–  Often influenced by factors other than 

simple costs and benefits 
–  Limited information/Limited time 

3 



Mindspace 
•  9 robust influences on behaviour  

•  Drawn from literature on behavioural 
economics and social psychology 

•  Simple way of thinking through how  
to make changes 
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What does MINDSPACE stand for? 
Messenger Who communicates 

Incentives The kinds of incentives 

Norms What others do 

Defaults We “go with the flow” 

Salience Novelty and relevance 

Priming Influenced by cues in 
environment 

Affect Emotion 

Commitments Promises and reciprocity 

Ego How we feel about ourselves 



Messenger 
•  We are heavily influenced by 

who communicates information  
•  Messengers at different levels 

–  Social - friends, family etc.  
–  Local – local organisations, council 

etc. 
–  Wider world – media, government 

etc. 

•  Who will people trust and who 
will motivate them? 



Messenger 
•  Of course, you must be very careful in choosing a 

messenger! 
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Incentives 
•  More than just traditional financial incentives 
•  People do not respond to incentives in a 

straightforward way 
–  More concerned with losses than gains 
–  More concerned with short-term than long-term gain 
–  Engage in mental accounting (with money, time etc.) 
–  Sometimes financial incentives can get in the way 

•  Will people respond straightforwardly to the incentives 
you use? 



Norms 
•  Real or perceived social 

norms are important 
•  Personal, local, national and 

international norms 
–  E.g., “women didn’t go into a 

pub or club alone” 

•  Can be implicit in how you 
describe events 
–  E.g,. More people are doing X 

vs. Most people aren’t doing X 

•  What norms are acting on 
your target group? Can these 
norms be changed? 



Defaults 
•  We often go with the flow 
•  Inertia / habit 

–  Think about what people’s 
current routines and habits are 

–  Can we use defaults to help 
rather than hinder? 

–  How can we build new 
routines? 

•  What are the current defaults? 
What would be a better one? 

•  Pensions reform/ Organ Donation 



Salience 
•  Novelty and Relevance are 

important 

•  We pay more attention to 
things that stand out, and to 
things that are relevant to 
ourselves 

•  www.thefuntheory.com 
(Volkswagen site) 

•  Can you make it salient and 
relevant to the target group? 



Priming 
•  People are influenced by 

cues in the environment 
–  Positive images 
–  Honour codes 

•  How is the environment 
structured? What can you 
do? 



Affect 
•  Emotions are a key driver of 

behaviour 

–  Can both motivate and act as barriers 
•  Power of a positive experience 

–  Anticipated regret – can be both positive 
and negative 

•  “if you don’t try you’ll regret it” 

•  Are emotions holding people 
back? Could they push people 
forward? 



Commitments 

•  Public commitments and 
reciprocity 
–  Pledgebank 

 

•  Fairness 

•  What role can 
commitments play?  

•  Fairness? 



Ego 

•  We do things that make us feel better 
about ourselves and that are consistent 
with the kind of person we think we are 

–  Flattery 
–  Feeling valued 
–  “not my kind of thing” 

•  Who are the target audience? What do 
they value about themselves? 



Volunteering 
•  How might you apply Mindspace to thinking 

about recruiting and keeping volunteers? 

•  Some ideas… 
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Incentives 
•  Incentives – what 

are people 
missing out on? 

 
•  What would the 

loss be to your 
organisation of a 
volunteer? 
–  Can this 

incentivise 
people to stay? 
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Incentives 
•  “I don’t have time to volunteer” 

•  What are real time commitments? 
–  Do people hold unrealistic views? 

•  Mental accounting 
–  Finding “new” time for volunteering 
–  Can you fit it into an existing account? 
–  Can you compare with “problem” accounts? 

•  E.g. time watching TV, time spent staring at smartphone 
–  Are there things that can be done as part of day? 
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Norms 
•  Norms – is there a norm you can emphasise? 
•  E.g. The US Federal Agency for Service and 

Volunteering 
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Norms 
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Salience 
•  Can you make existing volunteers more salient? 

–  Do your volunteers talk about volunteering? 

•  Can you make volunteering relevant? 
–  Skills? Goals? 
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Affect and Ego 
•  Warm glow hypothesis 

(Andreoni, 1989, 1990) 
–  Doing good things makes people 

feel good (and that is perhaps why 
they do them…) 

–  Impure altruists 
–  Can the warm glow increase 

subsequent good behaviour? 

•  Licensing effects (e.g. Mazar & 
Zhong, 2010) and trade offs 
–  But – people know they do this – 

can you use it? 
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