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This talk

• Hi

• What is the Behavioural Insights Team?

• Four (simple) lessons:
• Make it easy
• Make it attractive
• Make it Social
• Make it Timely

• Four (simple) experiments
• Face to face
• Online solicitation
• Organ Donation
• Tax collection (?)
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Field Experiments

• We can call something a field experiment if:
• It’s an experiment (typically meaning random assignment conditions)

• It takes place in the field (typically meaning not in the lab)

• Maybe more ‘real’ than a lab study, and maybe we can test some 
things that can’t be tested in the lab

• We give up a lot of control
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We ran a trial on the ‘Tax Return Initiative’ with 
HM Revenue & Customs

Direct to form

Webpage
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Removing small frictions seems to make a 
disproportionate difference

19.2%
23.4%

Webpage Direct to Form
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Giving in the Workplace

• Giving in the workplace is underutilised

• We worked with a large investment bank

• Asking participants to donate a day’s salary to charity

• Not quite as trivial as it sounds
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Emails

• Employees of the bank are assigned to receive one of two emails:

• Control: impersonal: “Dear Colleague”

• Treatment: personal: “Dear Sarah”
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Sweets and Volunteers

• Some people are greeted when they arrive at work by a volunteer

• They are given a flier and given information about the campaign if 
they ask
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Volunteers
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Sweets

• Other people were given a small packet of sweets by the volunteer

• Sweets were branded with the logo of the campaign

• Cost us £1.49

• Cost to buy the sweets – approximately £0.50
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Sweets
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“Celebrities”

• Celebrities visited the bank during the day to endorse the charity

• We randomised the order in which they travelled around the 
buildings

• Note inverted commas.
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Proportion giving away a day’s salary to 
charity

2% 4%
8% 9%

13%

Control Group Celebrity Sweets Personal email Sweets +
Personal
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Our trial 
raised 
£500,000 in 
one day.
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Increasing payroll giving inside government
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The image of a colleague more than doubled 
the number of people who signed up

2.9%

6.4%

Control Group Image
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Organ Donation

• About 1000 people die each year in the UK due to not having 
enough organs

• Many of these would be preventable if

• More people signed up to the organ donation register 

• More young people start driving motorcycles

• The former seems like a more appropriate area for government to 
intervene

• We have a powerful tool available, but choose not to use it.
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1. Control 2. Norm

3. Norm & Picture 4. Norm & Logo
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5. Three Die 6. Nine Lives

7. Reciprocity 8. Action
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Name Message Image
1. Control

2. Norm Every day thousands of people who see 
this page decide to register.

3. Norm & Picture Every day thousands of people who see 
this page decide to register.

Group of people

4. Norm & Logo Every day thousands of people who see 
this page decide to register.

NHS Logo

5. Three Die Three people die each day because there 
are not enough organ donors. 

6. Nine Lives You could save or transform up to nine 
lives as an organ donor.

7. Reciprocity If you needed an organ transplant would
you have one? If so, please help others.

8. Action If you support organ donation, please turn 
you support into action.
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Proportion joining the organ donor register 
after a simple online prompt

2.3%
2.8% 2.9% 2.9% 2.9% 3.1% 3.2%

2.2%

 Control Take
Action

1000s Heart Lives 3 Die Would
you

People
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Our organ 
donation trial 
will add 
100,000 
organ donor 
registrations 
each year.
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Summary

• A few examples of field experiments

• Vary in their environment

• Vary in their complexity

• Vary in their audience

• Show how insights from other places can be brought into the field –
to great effect – and tested

• We don’t know what works
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