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PERSUASION VS. NUDGE

 Nudge: humans fallible, cognitive misers, sheep…
 Influences behaviour in ways precluding reason
 Persuasion with social identity: humans can (or 

can be encouraged to) process information 
deliberatively.

 What works, what lasts?



ETHICAL AND POLITICAL QUESTIONS?
 Who gets to nudge?
 Whose vision of ‘the good life’?
 Trickery? (publicity principle universal?)
 Free will (markets)
 Deliberation over policy ends and means?



SOCIAL IDENTITIES ARE MEANINGFUL

 Peer education
 Redefine social norm: who we are and what we 

do.
 Norm internalisation and private acceptance.
 Lasting …







CONCLUSIONS

 Behavioural insights has a lot to offer – evidence 
based policy.

 Nudge is not (always) a quick fix.
 Evidence / basis for this nudge being justifiable?
 Social identity persuasion options available?
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