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Where 
does our guide come from? 
This guide is a result of a novel and innovative pilot project that explored a 
critical challenge in the advice sector – engagement. 

Over several months we worked with Ogilvy Change, a specialist behavioural 
interventions agency, to explore how we could use some of the insights from 
behavioural science to increase the number of people who access debt advice 
FSI�YMJ�JFWQNJWܪ�SINSLX�LN[J�ZX�LWJFY�HFZXJ�KTW�TUYNRNXR� 

For this project we focused on communications. Alongside Ogilvy Change 
and several debt advice organisations in London, we reviewed the general 
communications journey to see where the biggest challenges and opportunities 
to engage with over-indebted people are. 

9TLJYMJW�\J�NIJSYNܪJI�Y\T�UFWYNHZQFW�FWJFX�YT�KTHZX�TS� 

� Signposting people to services 

� Getting people to attend scheduled appointments. 

The communications used in these two areas were the subject of controlled 
trials to apply and test the effectiveness of a behavioural science approach. 
The results of the trials informed the development of this guide and a series 
of ‘10 Top Tips’, and are detailed towards the end of this guide, and provide an 
interesting and informative read. 

The tips in this guide are not meant to be comprehensive. Instead they are designed 
to provide a starting point, provoking thought and discussion around how we can 
FQQ�HTRRZSNHFYJ�GJYYJW�\NYM�UJTUQJ�YMFY�IT�TW�HTZQI�ZXJ�IJGY�FI[NHJXJW[NHJX��<J� 
will continue this work to understand how we can best use the insights from 
behavioural science before, during and after people access debt advice. 

We would greatly welcome your thoughts on this guide, and would love to hear 
your experiences of applying the behavioural tips it contains. 

Colin Kinloch – Innovation and Strategy Manager 
Louise Chu – Debt Advice Commissioning Manager 

Why 
behavioural science? 
We tend to think that when people decide to do something – buy a product, eat 
a cake, take out a payday loan - they weigh up all the pros and cons of each 
choice, making use of all available information, factor in their longer-term goals 
and then make a rational decision that’s in their best interests. 

But in a world where perfect trust and perfect information don’t exist, our 
perceptions of price, value and trust – our perceptions of everything in-fact are 
massively impacted by our previous experiences and our immediate context. 

Instead of responding logically to information or persuasive appeals, our 
decisions are governed by more unconscious and automatic processes. So 
if our services and our communications don’t take account of this, they are 
unlikely to work as well as they could. 

/ZXY�QNPJ�TZW�UM^XNHFQ�JSJWL^��\J�TSQ^�MF[J�Fܪ�SNYJ�XZUUQ^�TK�RJSYFQ�HTLSNYN[J�� 
energy. Consequently our decision making processes have evolved to conserve 
our mental energy wherever possible. Thus, rather than rationally dissecting 
each and every aspect of a situation, we use mental ‘shortcuts’ and rules of 
thumb. It also means we are prone to systematic biases in our decision making. 

By understanding these mental shortcuts, and designing our communications 
to work with them, we stand to maximise their psychological appeal and 
enhance their effectiveness, ultimately encouraging more over-indebted people 
to act on them. 

Eleanor Heather – Behavioural Strategist 
Sam Tatam – Behavioural Planning Director 
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CO Law Centres 

Forewo

pr

om the clients who engaged during the pr

This project, thr

rdForeword 
South West London Law CentresSouth West London Law Centres 

South West London Law CentresNX�F�HTRRZSNY^�QF\�HJSYWJ�FSI�WJLNXYJWJI�South West London Law Centres is a community law centre and registered 
charity. We were established in 1974 to provide specialist legal advice andcharity. We were established in 1974 to provide specialist legal advice and 
representation to people living across South West London who could not otherwiserepresentation to people living across South West London who could not 
afford access to justice.otherwise a ord access to justice. 

Our ChallengeOur Challenge 

One of the biggest challenges we face, and one I’m sure most free serviceOne of the biggest challenges we face, and one I’m sure most free service 
oviders face, is getting people to turn up to their appointments. We’re reallyproviders face, is getting people to turn up to their appointments. We’re really 

busy and missed appointments have a direct impact on other people bybusy and missed appointments have a direct impact on other people by 
NSHWJFXNSL�YMJNW�\FNYNSL�YNRJ��FX�\JQQ�FX�MF[NSLܪ�SFSHNFQ�NRUQNHFYNTSX�KTW�ZX�increasing their waiting time, as well as having financial implications for us. 

We typically send emails to alert people to their appointment and follow up withWe typically send emails to alert people to their appointment and follow up 
F�HFQQ�YMJ�IF^�GJKTWJ��'ZY�YMJܪ�SFSHNFQ�NSKTWRFYNTS�\J�SJJI�KWTR�UJTUQJ�FSI�YMJ�with a call the day before. But the financial information we need from people 
documents they have to bring can be complicated and potentially off-putting,and the documents they have to bring can be complicated and potentially 
especially for many clients who have low levels of literacy or mental healtho -putting, especially for many clients who have low levels of literacy or 
problems.mental health problems. 

We want to help as many people as possible get out of debt. For this reason weWe want to help as many people as possible get out of debt. For this reason 
wanted to focus our behaviour change project on getting more people to theirwe wanted to focus our behaviour change project on getting more people to 
appointments, and on their journey to a debt-free life.their appointments, and on their journey to a debt-free life. 

8 
6 

How behavioural science helpedHow behavioural science helped

9WFINYNTSFQ�HTRRZSNHFYNTSX�ў�UTXYJWX��QJFܫJYX��JRFNQX��UMTSJ�HFQQX�ў�FWJ�TZW�Traditional communications – posters, leaflets, emails, phone calls – are 

main method of engaging over-indebted people. But because we are a relativelyour main method of engaging over-indebted people. But because we are 

small organisation we have to produce everything ourselves, and because we’rea relatively small organisation we have to produce everything ourselves, 

so busy this means we often just stick with what we’ve done before. This isand because we’re so busy this means we often just stick with what we’ve 

why working with Ogilvy Change and the Money Advice Service has been reallydone before. This is why working with Ogilvy Change and the Money Advice 

helpful, as well as interesting.Service has been really helpful, as well as interesting.

By applying a behavioural approach to how we communicate with our clientsBy applying a behavioural approach to how we communicate with our 

we have reduced the number of missed appointments. We also had a greatclients we have reduced the number of missed appointments. We also had a 

response fr oject – they have reallygreat response from the clients who engaged during the project – they have 

appreciated the changes we made.really appreciated the changes we made.

One client with severe mental health problems for example, managed to attendOne client with severe mental health problems for example, managed to 

his appointment which was a very positive step for him. He wanted to engageattend his appointment which was a very positive step for him. He wanted 

with the service but had struggled previously. Another client who suffers fromto engage with the service but had struggled previously. Another client who 

agoraphobia, and whom the team have tried to help come in for an appointmentsu ers from agoraphobia, and whom the team have tried to help come in for 

four times in the past, attended her appointment due to the constant contactan appointment four times in the past, attended her appointment due to the 

FSI�WJFXXZWFSHJ�UWNTW�YT�NY�ў�GTYM�WJFQQ^�UTXNYN[J�WJXZQYX�constant contact and reassurance prior to it – both really positive results!

ough seeing how the words and language we use reallyThis project, through seeing how the words and language we use really 

HFS�NSܫZJSHJ�UJTUQJXѣ�GJMF[NTZW�FSI�MT\�XRFQQ�HTSXHNTZX�Y\JFPX�YT�F�can influence peoples’ behaviour and how small conscious tweaks to a 

communication really can make a big difference, has made us rethink how wecommunication really can make a big di erence, has made us rethink how 

communicate with our clients.we communicate with our clients.

We hadn’t heard of behavioural science before but we’re now seeing more andWe hadn’t heard of behavioural science before but we’re now seeing more 

more opportunities to apply behavioural science techniques to increase theand more opportunities to apply behavioural science techniques to increase 

effectiveness of our everyday activities.the e ectiveness of our everyday activities.

We’re really proud of the work we’ve done and are excited to keep it going. WeWe’re really proud of the work we’ve done and are excited to keep it going. 

MTUJ�^TZܪ�SI�YMNX�LZNIJ�ZXJKZQ�We hope you find this guide useful.

Roni Marsh – Debt Team LeaderRoni Marsh – Debt Team Leader
Mandy Groves ў�5WTOJHY�4KܪHJWMandy Groves – Project O cer 
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Citizens A

dvice R
CJ A

dvice
C

itizen
s A

d
vice R

C
J A

d
vice

Citizens A
dvice Royal Courts of Justice A

dvice is a branch of Citizens Advice
C

itizen
s A

d
vice R

o
yal C

o
u

rts o
f Ju

stice A
d

vice is a b
ran

ch
 o

f C
itizen

s A
d

vice 

based w
ithin the Central London County Court. W

e w
ere initially set-up to

b
ased

 w
ith

in
 th

e C
en

tral Lo
n

d
o

n
 C

o
u

n
ty C

o
u

rt. W
e w

ere in
itially set-u

p
 to

 

ovide free legal advice to litigants in person appearing at the H
igh Court.

p
ro

vid
e free legal ad

vice to
 litigan

ts in
 p

erso
n

 ap
p

earin
g at th

e H
igh

 C
o

u
rt. 

H
aving expanded in recent years, our services now

 include specialist debt
H

avin
g exp

an
d

ed
 in

 recen
t years, o

u
r services n

o
w

 in
clu

d
e sp

ecialist d
eb

t 

advice w
hich is also freely available to everyone.

ad
vice w

h
ich

 is also
 freely availab

le to
 everyo

n
e.
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O
ur Challenge

O
u

r C
h

allen
g

e

O
ur m

ain challenge right now
 is getting people to engage w

ith our debt advice
O

u
r m

ain
 ch

allen
ge rig

h
t n

o
w

 is gettin
g

 p
eo

p
le to

 en
g

age w
ith

 o
u

r d
eb

t 

service. W
e have a really good retention rate – once people are here they tend

ad
vice service. W

e h
ave a really go

o
d

 reten
tio

n
 rate – o

n
ce p

eo
p

le are h
ere 

YT�XYF^�NS[TQ[JI��GZY�\
JѣWJ�TKYJS�KFHJI�\

NYM�ZSܪQQJI�XQTYX�KTW�TZW�IWTU�NS�XJW[NHJ�
th

ey ten
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 to
 stay in

vo
lved

, b
u

t w
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ften
 faced

 w
ith
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n

filled
 slo

ts fo
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u
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at the Court.
d

ro
p

-in
 service at th

e C
o

u
rt.

<
J�IT�MF[J�UTXYJWX��QJFܫJYX�FSI�XTR

J�HFWIX�\
MNHM�\

J�INXYWNGZYJ�\
NYMNS�YMJ�

W
e d

o
 h

ave p
o

sters, leaflets an
d

 so
m

e card
s w

h
ich

 w
e d

istrib
u

te w
ith

in
 th
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Courts to advertise our service, but people are so busy and focused on their
C

o
u

rts to
 ad

vertise o
u

r service, b
u

t p
eo

p
le are so

 b
u

sy an
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 fo
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sed
 o

n
 th

eir 

HZWWJSY�UWTGQJR
�YMFY�FYYWFHYNSL�YMJNW�FYYJSYNTS�NX�INKܪHZQY��5QZX�YMJ�(TZWY�NX�F�

cu
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t p
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b
lem
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at attractin
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eir atten
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 is d
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o
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rt is a 

listed building w
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e can put them
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 m
ean

s w
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ited
 to

 w
h
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e can
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u

t th
em

.

W
e also can’t rely on the law

yers and legal representatives to signpost our
W

e also
 can

’t rely o
n

 th
e law

yers an
d

 leg
al rep

resen
tatives to

 sign
p

o
st 

services to their clients because they change every day, and are also incredibly
o

u
r services to

 th
eir clien

ts b
ecau

se th
ey ch

an
ge every d

ay, an
d

 are also
 

busy.
in

cred
ib

ly b
u

sy.

W
e therefore w

anted to focus our project on increasing the effectiveness of our
W

e th
erefo

re w
an

ted
 to

 fo
cu

s o
u

r p
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ject o
n

 in
creasin

g
 th

e e 
ectiven

ess o
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signposting com
m
unications in order to encourage m

ore people to seek help
o

u
r sign

p
o

stin
g co

m
m

u
n

icatio
n
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 o
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er to

 en
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u
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o
re p

eo
p

le to
 seek 

w
ith their debt issues before they hit crisis point.

h
elp

 w
ith

 th
eir d

eb
t issu

es b
efo

re th
ey h

it crisis p
o

in
t.

H
ow

 behavioural science helped
H

o
w

 b
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avio
u

ral scien
ce h

elp
ed

W
e tend to rely on the com

m
unications designed and produced by Citizens

W
e ten

d
 to

 rely o
n

 th
e co

m
m

u
n

icatio
n

s d
esign

ed
 an

d
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ro
d

u
ced

 b
y C

itizen
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Advice, w
hich w

e do try and tailor to our context.
A

d
vice, w

h
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 w
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o
 try an

d
 tailo

r to
 o

u
r co

n
text.

ough w
orking w

ith O
gilvy Change and understanding m

ore about
N

o
w

, th
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u
gh

 w
o

rkin
g w

ith
 O

gilvy C
h

an
g

e an
d

 u
n

d
erstan

d
in

g m
o

re ab
o

u
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behavioural science and how
 the subtleties of a situation can substantially

b
eh

avio
u

ral scien
ce an

d
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o
w

 th
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b
tleties o

f a situ
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 can
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tially 
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�\

J�FIFUY�YMJ�LJSJWFQ�
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eo
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ercep

tio
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o
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n
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en
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 h
o

w
 w
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t th
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Citizens Advice com
m
unications.

gen
eral C

itizen
s A

d
vice co

m
m

u
n

icatio
n

s.

W
e’ve been prom

pted to think m
ore broadly and have already seen a 30%

W
e’ve b
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 p

ro
m

p
ted

 to
 th

in
k m

o
re b

ro
ad

ly an
d

 h
ave alread
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 a 30

%
 

reduction in no-show
s in our legal appointm

ents as a result of clients booking
red

u
ctio

n
 in

 n
o

-sh
o

w
s in

 o
u

r legal ap
p

o
in
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en

ts as a resu
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f clien
ts 

their ow
n slots.

b
o

o
kin

g th
eir o

w
n

 slo
ts.
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ore creatively about how
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h

is p
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u
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ithin the building – how
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ake it

en
gage an

d
 leverage ‘m

essen
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ith
in
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e b

u
ild

in
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 – h
o

w
 w

e can
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ake it 

easy and attractive for them
 to signpost our services to the people they interact

easy an
d

 attractive fo
r th

em
 to

 sig
n

p
o

st o
u

r services to
 th

e p
eo

p
le th

ey 

w
ith. For us, this is just the start of our behavioural journey and w

e’re looking
in

teract w
ith

. Fo
r u

s, th
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st th
e start o
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u
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u
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d
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ro
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b – Chief Executive
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tive 

911 



 

 
 

 
 

 
  

 
 

 

  
 

  
 

  
 

  
 

  

  
 

  
 

o oe 

eoooe 

‘10 Top Tips’ 
Increasing the uptake 
of debt advice 

Applying behavioural science 
to debt advice com

m
unications 

can help encourage m
ore people 

YT�FHHJXX�IJGY�FI[NHJXJW[NHJX� 

Part 2 

‘10 Top Tips’ to increase the 
effectiveness of your com

m
unications 

5. Build a sense 
10. Test 

of com
m

itm
ent 

1. Avoid the 
w

ord debt 

2. M
ake 

it personal 

3. Bust m
yths

and allay fears 

4. M
ake it easy 

6. Prom
pt 

planning 

7. R
em

ind 
and trigger 

8. R
ecognise, rew

ard 
and praise 

9. M
ake it social 
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1. Avoid the w
ord ‘debt’ 

The w
ords and language w

e use can 
UT\

JWKZQQ^�NSܫZJSHJ�MT\
�UJTUQJ�YMNSP� 

and act, often w
orking at a deeper 

unconscious le vel, m
eaning people 

FWJ�STY�F\
FWJ�TK�YMJJKKJHY�TS�YMJNW� 

decisions (Dijksterhuis & Bargh, 2001). 

W
hy does this m

atter? 

The w
ord ‘debt’ has, for m

any over-indebted people, very negative associations 
(FWS���-

F^FXMN���������9MJWJ�NX�F�XTHNFQ�[FQZJ�OZILJR
JSY�FXXTHNFYJI�\

NYM�YMJ� 
act of getting into and being ‘in debt’. W

hilst a person m
ay recognise they have 

debt, they m
ight not see them

selves as actually being ‘in debt’ because this 
ITJXSѣYܪ�Y�\

NYM�YMJNW�XJQK�NIJSYNY^�TW�MT\
�YMJ^�\

FSY�TYMJWX�YT�UJWHJN[J�YMJR
�YMJ^�FWJ� 

STY�YMJ�ѢY^UJѣ�TK�UJWXTS�YMFY�LJYX�NSYT�IJGY�� 

M
ini tip: 

�
9W^�WJUQFHNSL�ѢIJGYѣ�\

NYM�ѢR
TSJ^ѣ�TW�ѢܪSFSHJXѣ�J�L��ѢIJGY�NXXZJXѣ�HTZQI� 

GJHTR
J�ѢR

TSJ^�HTSHJWSXѣ�TW�ѢܪSFSHNFQ�\
TWWNJXѣ �FSI�ѢIJGY�FI[NXTWѣ�HTZQI� 

becom
e ‘m

oney advisor’. 

2. M
ake it personal 

W
e are inundated w

ith m
ore and m

ore 
inform

ation and dem
ands on our attention, 

and spend m
ere seconds considering 

w
hether to engage w

ith a stim
uli or not. 

9TLWFG�TZW�FYYJSYNTS��XYNR
ZQN�SJJIX�YT�GJ� 

novel or of great personal relevance (Dolan 
et al, 2012). 

W
hy does this m

atter? 

5JTUQJ�NS�XJWNTZX�IJGY�\
NQQ�TKYJS�NLSTWJ�TWܪ�QYJW�TZY�STS�JXXJSYNFQ� 

com
m
unications because of the excessive cognitive load being in debt places 

on them
. This m

akes it even harder to attract and m
aintain their attention 

)FR
NSLJW�JY�FQ�������� 

To counter this, m
ake your com

m
unications as personal as possible. 

If you have their nam
e, use it, and m

ake sure you use personal language 
FX�R

ZHM�FX�UTXXNGQJ��KTW�J]FR
UQJ�Ѣ.ѣ��Ѣ^TZѣ�TW�Ѣ\

J ѣ��(TSXNIJW�\
MFY�GJSJܪYX�TK� 

engaging m
ight be the m

ost m
otivating in your area, and em

phasise these 
NS^TZW�HTR

R
ZSNHFYNTSX� 

M
ini tip: 

�
H
ighlight w

hat you’ve done for them
 – gathering useful inform

ation, 
booking an appointm

ent at their preferred tim
e, or even give free teas 

and coffees w
hile they are w

aiting in reception to create a personal bond 
and sense of reciprocity. 

�
Pop a hand w

ritten post-it in any letters you’re sending, and handw
rite 

their nam
e and address on the envelope. 

14 
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3. Bust m
yths and allay fears 

<
J�FWJ�MJF[NQ^�NSܫZJSHJI�G^�TZW� 

em
otions and w

ill avoid confronting 
uncom

fortable or uncertain situations 
as m

uch as possible. Our choices are 
also driven by our prior beliefs, often 
selectively interpreting inform

ation t o 
HTSܪWR

�FS�J]NXYNSL�GJQNJK� 
(Sam

son, 2017a). 

W
hy does this m

atter? 

There are em
otional barriers as m

uch as practical ones to accessing debt 
FI[NHJ�9MJ�.SXYNYZYJ�TK�<

JQKFWJ���������XZHM�FX�YMJ�KJFW�TK�MF[NSL�YT�INXHQTXJ� 
TW�XMFWJ�IJGY�NXXZJX��&Y�YMJ�XFR

J�YNR
J�R

NXHTSHJUYNTSX�HFS�NSܫZJSHJ�UJTUQJXѣ� 
perceptions and attitudes tow

ards debt advice. 

For exam
ple, the price of a service or good can be used as a signal of its quality 

(MFSL��(MFSL���8Z���������<
MNQXY�NS�R

FS^�XNYZFYNTSX�ѢKWJJѣ�NX�F�XYWTSL�R
TYN[FYTW�� 

in relation to debt advice, it can also im
ply a low

er quality service. W
ith o ver-

indebted people m
ore prone to using m

ental shortcuts, ‘free’ m
ay evoke fears of 

long w
aits, inexperienced staff or a service staffed by volunteers, driving them

 
to pay for services. 

M
ini tip: 

�
Follow

 statem
ents like ‘free’ w

ith ‘expert’, ‘experienced’, 
‘full-tim

e’, ‘dedicated’. 
�

Consider including any aw
ards or form

al recognition you’ve achieved on 
your w

ebsite and em
ail signature. Acknow

ledge that you are Financial 
(TSIZHY�&ZYMTWNY^�+(&��WJLZQFYJI�TW�2

TSJ^�&I[NHJ�8JW[NHJ�KZSIJI�YT� 
establish credibility. 

4. M
ake it easy 

Thinking, planning and acting all use up 
m
ental energy, of w

hich w
e only have a 

\�SNYJ�XZUUQ^��9MNX�NXܪ
M^�\

J�YJSI�YT�TUY� 
for the easy option w

henever possible 
and tend to m

ake poorer choices after 
a long or com

plicated decision m
aking 

process (Kahnem
an, 2011). 

W
hy does this m

atter? 

The constant anxiety of being in debt and the need to trade-off choices places 
an additional tax on peoples’ m

ental energy, m
aking over-indebted people 

m
ore likely to succum

b to tem
ptation, m

ake poorer choices and focus on the 
NR

R
JINFYJ�WFYMJW�YMFS�YMJ�QTSLJW�YJWR

�NR
UQNHFYNTSX�TK�YMJNW�XNYZFYNTS�,

FSI^�JY� 
FQ�������� 

To attr act and m
aintain attention, com

m
unications need to be sim

ple and easy 
to understand. 

This can include m
inim

ising the num
ber of choices presented at any one tim

e, 
reducing the num

ber of steps required t o engage or breaking dow
n the process int o 

sm
aller, easier tasks w

ill m
ake it easier for people to take up services. 

M
ini tip: 

�
5WJܪ�QQ�KTWR

X�\
NYM�NSKTWR

FYNTS�^TZ�FQWJFI^�MF[J� 
�

Consider m
aking an inform

ation hierarchy so you only include the m
ain 

points or action you w
ant people to do in each piece of com

m
unication. 

�
M
ake use of bold fonts, bullet points and bo xes to call attention t o key 

NSKTWR
FYNTS��FSI�NSHQZIJ�QNSPX�YT�FS^�XUJHNܪH�\

JGUFLJX�^TZ�\
FSY�YMJR

�YT� 
FHHJXX�WFYMJW�YMFS�OZXY�YMJ�\

JGXNYJ�� 
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5. Build a sense of com
m

itm
ent 

W
e are m

ore likely to continue a course 
of action w

e feel w
e’ve com

m
itted to in 

som
e w

ay. This is because w
e like to 

be consistent w
ith our self-im

age,
and the greater the cost of breaking
a com

m
itm

ent, the less likely w
e are

YT�IT�XT� )TQFS�JY�FQ�������� 

W
hy does this m

atter? 

Being over indebted m
akes people m

ore focused on the present m
om

ent. 
W

hen a goal or intention is quite abstract like ‘getting help for debt issues’, this 
ѢUWJXJSY�GNFXѣ�9MFQJW���8ZSXYJNS��������R

FPJX�UJTUQJ�QJXX�QNPJQ^�YT�FHY�TS�YMJNW� 
good intentions w

hen som
ething m

ore pressing com
es up.

W
e can w

ork to overcom
e this by building a sense of com

m
itm

ent, for exam
ple 

G^�MF[NSL�XTR
JTSJ�\

WNYJ�IT\
S�YMJ�XUJHNܪH�WJFXTS�YMFY�YMJ^�\

FSY�YT�LJY�TZY�TK� 
debt. It can even be as sim

ple as getting them
 to verbally agree to get in touch. 

5JWXTSFQ�XTHNFQ��HTR
R

NYR
JSYX�QNPJ�YMNX�HFS�R

TYN[FYJ�FHYNTS�NS�TWIJW�YT�F[TNI� 
the guilt of letting som

eone dow
n.

M
ini tips:

�
9JQQ�UJTUQJ�NS�FI[FSHJ�\

MT�XUJHNܪHFQQ^�YMJNW�FUUTNSYR
JSY�NX�\

NYM� 
�

H
ave people sign their nam

es on appointm
ent cards to help com

m
it them

 to 
turning up, or even have them

 com
plete them

 in full them
selves. 

�
Rem

ind people of actions they have already taken to m
ake them

 feel like 
they’re already on a journey e.g. ‘…the appointm

ent you requested’. 

6. Prom
pt planning 

W
e all procrastinate, favouring pleasure 

now
 and delaying pain until later

8FR
XTS������G���4ZW�\

NQQUT\
JW�\

FNSX� 
w
hen w

e’re m
entally fatigued, m

aking 
us m

ore likely to succum
b t o em

otions 
and postpone uncom

fortable or 
ZSIJܪSJI�YFXPX�

W
hy does this m

atter? 

The additional m
ental tax caused by being in debt places over-indebted 

people at greater risk of delaying potentially painful, effortful or abstract tasks 
2

ZQQFNSFYMFS���8MFܪW���������XZHM�FX�XJJPNSL�IJGY�FI[NHJ��9MJ�IJXNWJ�YT�F[TNI� 
confronting their situation can often override their better judgem

ent. 

.R
UQJR

JSYFYNTS�UQFSX�\
MJWJ�YMJ�XUJHNܪH�FHYNTSX�WJVZNWJI�YT�FHMNJ[J�F�LTFQ�FWJ� 

NIJSYNܪJI�2
NHMNJ��8YWFQJS���<

JXY��������HFS�MJQU�T[JWHTR
J�UWTHWFXYNSFYNTS�G^� 

m
aking a concrete connection betw

een an outcom
e and the steps required to 

achieve it. 

Prom
pt people t o focus on the actions they need to take rather than the end 

goal, for exam
ple w

hat tim
e they w

ill phone for advice or w
hat m

ode of
transport they w

ill use to get to an appointm
ent. 

M
ini tip:

�
Prom

pt people to think about the steps betw
een now

 and their next 
action - do they need to arrange childcare to attend an appointm

ent? 
W

hen w
ill they do this?

�
Encourage people to plan for the possibility of failure by specifying how

 
they w

ill overcom
e potential barriers like anxiety e.g. ‘each tim

e I think
about cancelling I w

ill look at a picture of m
y daughter to rem

ind m
e of 

w
hy I w

ant to help m
yself’. 

18
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7. R
em

ind and trigger 
Forgetfulness is an annoying fact of 
life. W

e all have a lim
ited capacity to 

com
m
it tasks or goals to m

em
ory 

(M
iller, 2015), and w

hen it is an 
unfam

iliar one, w
e are also less able to 

rem
em

ber to do it w
hen the opportunity 

arises. 

W
hy does this m

atter? 

/ZLLQNSL�R
FS^�INKKJWJSY�YMNSLX�FY�TSHJ�WJVZNWJX�F�XNLSNܪHFSY�FR

TZSY�TK� 
FYYJSYNTS�FSI�R

JSYFQ�JSJWL^�R
FPNSL�NY�R

TWJ�INKܪHZQY�YT�WJR
JR

GJW�F�UWJ[NTZXQ^� 
planned goal or intention to engage in a new

 behaviour. 

For over-indebted people, this effect can result in a failure to both seek advice 
FSI�YT�KTQQT\

�YMWTZLM�TS�FS^�FI[NHJ�LN[JS��J[JS�NK�YMJ^�NSYJSIJI�YTIT�XT� 

Tim
ely, tailored rem

inders, such as a personalised text the day before an 
FUUTNSYR

JSY��HFS�UWTR
UY�WJHFQQ�8ZSXYJNS���������8JSINSL�HFQJSIFW�NS[NYJX� 

containing appointm
ent details also helps reduce the need for people to 

com
m
it that inform

ation to m
em

ory and keeps the action front of m
ind. 

Finally, im
ages and pictures are m

ore easily recalled than text alone – 
YW^NSHQZINSL�NR

FLJX�TK�YMJ�ITHZR
JSYX�UJTUQJ�SJJI�Y T�GWNSL�YT�YMJNW� 

appointm
ents in your com

m
unications. 

M
ini tip: 

�
H
ave people repeat back im

portant tasks or inform
ation to focus their 

attention, increasing the chance they w
ill com

m
it it to m

em
ory. 

�
Association cues can prom

pt recall at the right tim
e by m

aking a concrete 
link betw

een the desired behaviour and som
ething novel encountered in 

the environm
ent, for exam

ple ‘next tim
e I use the scream

 em
oji, I’ll phone 

the debt advice helpline..’. 

8. R
ecognise, rew

ard and praise 
W
e’re m

ore likely to repeat a behaviour 
w
hen w

e’ve experienced a positive 
outcom

e (Ayres, 2010)�FSI�\
MJS�TZW 

efforts are recognised by people 
\

MTXJTUNSNTS�\
J[FQZJ� 

W
hy does this m

atter? 

There are huge anxieties surrounding accessing debt advice - the fear of social 
judgem

ent or privacy risks, the uncertainty over w
hat the im

pact on day-to-day 
life m

ight be, and the w
orry about ‘doing it w

rong’. 

(TR
UTZSINSL�YMNX��KTW�R

FS^�T[JW�NSIJGYJI�UJTUQJ��YMJNWܪ�SFSHNFQ�XNYZFYNTS\
NQQ� 

MF[J�NR
UFHYJI�YMJNW�XJQK�HTSܪIJSHJ�FSI�YMJNW�GJQNJK�NS�YMJNW�T\

SHFUFGNQNYNJX� 

Pr oviding positive feedback, recognising each sm
all action people take and 

UWT[NINSL�LJSZNSJ�UWFNXJ�\
NQQ�MJQU�GZNQI�HTSܪIJSHJ�FSI�HWJFYJ�F�UTXNYN[J� 

association w
ith your service. 

A ‘thank you’ and a sm
ile can go a long w

ay. 

M
ini tip: 

�
Acknow

ledge the anxieties and fears people have had to overcom
e to get 

in touch, and reassure them
 that they are doing the right thing. 

�
Recognise the effort that people have put in to gather docum

ents, even if 
they don’t get everything you m

ight need. 
�

-
JQU�GZNQI�HTSܪIJSHJ�G^�WJR

NSINSL�UJTUQJ�TK�JFHM�UTXNYN[J�FHYNTS�they 
MF [J�YFPJS�YMJR

XJQ[JX�YT�LJY�TZY�TK�IJGY��KW TR
�R

FPNSL�YMFYܪ�WXY�HFQQ�YT� 
turning up to an appointm

ent. 

20 
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9. M
ake it social 

W
e are highly social creatures and tend 

to follow
 the behaviours of people ‘like 

us’. W
hen faced w

ith unfam
iliar situations 

w
e’ll look to w

hat others are doing as a 
signal of w

hat the appropriate behaviour 
is and are m

ore likely to engage in 
F�GJMF[NTZW�NK�NY�LTJX�\

NYMTZW� 
socio-cultural norm

s 
(Dolan et al, 2012). 

W
hy does this m

atter? 

Although having debt is now
 relatively norm

al, talking about it is not. M
any 

T[JW�NSIJGYJI�UJTUQJ�PJJU�YMJNW�INKܪHZQYNJX�F�XJHWJY��KJFWNSL�YMJ�XYNLR
F�FSI� 

judgem
ent of others. W

hen coupled w
ith the uncertainty over w

hat ‘debt advice’ 
m
ight entail, the lack of a positive norm

 can prevent individuals from
 seeking 

advice. 

T o overcom
e this, prom

ote just how
 m

any people have accessed your service, 
m
aking the act of seeking support appear m

ore socially acceptable. W
here 

possible, personalise the norm
 to increase its m

otiv ational pow
er, for exam

ple 
G^�IJXHWNGNSL�MT\

�R
FS^�UJTUQJ�\

NYMNS�F�XUJHNܪH�FWJF�TW�UTXYHTIJ�LTY�NS�YTZHM� 
;T^JW �������� 

Testim
onials are also pow

erful m
otivators as people connect em

otionally w
ith 

m
essengers they can identify w

ith, increasing the im
pact and credibility of the 

m
essage. 

M
ini tip: 

�
Appeal to peoples’ desire to be part of a group by highlighting how

 m
any 

TYMJWX�ѢQNPJ�YMJR
ѣ�MF[J�FQWJFI^�XTZLMY�FI[NHJ��FSI�YMFY�YMJ^�ITSѣY\

FSY�YT� 
be one of the few

 w
ho doesn’t. 

�
':9�GJ�HFWJKZQ�\

NYM�STWR
X��9MJ^�HFS�GFHPܪWJ�NK�ZXJI�NSHTWWJHYQ^�� 

Prom
ote the num

ber of people engaging in the good behaviour ^TZ\
FSY� 

YT�IWN[J��WFYMJW�YMFS�YMJ�SZR
GJWX�JSLFLNSL�NS�YMJ�ZSIJXNWJIGJMF[NTZWX� 

10. Test 
One thing w

e know
 for certain about 

behaviour is that it’s com
plicated. Although 

behavioural science has evidenced the 
m
yriad of psychological and behavioural 

KFHYTWX�YMFY�HFS�NSܫZJSHJ�GJMF[NTZW��� 
norm

s, em
otions, ease - w

e can never 
UWJINHY�\

NYM����

�HTSܪIJSHJ�\

MFY�YMJ� 
im

pact w
ill be for any one individual. 

W
hy does this m

atter? 

9MJ�NSIN[NIZFQX�\
MT�HTZQI�GJSJܪY�KWTR

�IJGY�FI[NHJ�[FW^�XNLSNܪHFSYQ^�NS� 
preferences, backgrounds and circum

stances. Therefore gaining a better 
understanding of w

hat w
orks best for w

hom
 by testing any changes m

ade to 
your com

m
unications in as controlled a w

ay as possible can m
ake your debt 

advice com
m
unications m

ore com
pelling, and cost-effective. 

‘Testing’ m
ight sound onerous but in the pilot studies that follow

, you can see 
how

 easy it can be. In m
ost situations you’ll already be collecting ‘effectiveness’ 

data m
eaning you only need to star t m

aking som
e behavioural science tw

eaks 
to your com

m
unications. 

M
ini tip: 

�
,

JY�NS�YTZHM�\
NYM�YMJ�2

TSJ^�&I[NHJ�8JW[NHJ�YTܪ�SI�TZY�MT\
�^TZ�HFS�YJXY� 

the im
pact of applying som

e of these top tips to your com
m
unications. 

�
*R

FNQ�ZX�FY��testingtogether@
m
oneyadviceservice.org.uk 
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   ••• Personalisation 

�
Use ‘your’ or ‘you’ in the subject line of an em

ail to attract 
attention e.g. ‘your appointm

ent is w
ith..’. 

�
:XJ�YMJ�UJWXTSѣXܪ�WXY�SFR

J�NS�YMJ�TUJSNSL�TK�YMJ�JR
FNQ�FSI� 

pepper it throughout the body text. 

Com
m

itm
ent 

�
7JVZJXY�YMFY�UJTUQJ�WJXUTSI�YT�^TZW�JR

FNQ�NS�TWIJW�YT�HTSܪWR
� 

their appointm
ent.

�
O
r, better still, send a calendar invite that requires them

 to 
actively respond.

Ease
�

Put im
portant m

essages at the top of your em
ail. 

�
Use boxes, bullet points and icons to draw

 attention to 
[NYFQNSKTWR

FYNTS�
�

Use an em
ail address that people can reply to. N

ot only does 
this feel m

ore personal, it also reduces the effort required 
YTWJXUTSI� 
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W
ritten com

m
unications 

W
ritten com

m
unications 

Case study –
 R

eciprocity 
.ѣ[J�GTTPJI�^TZ�F�UQFHJ��,

TTI�QZHP��Fܪ�JQI�J]UJWNR
JSY�FUUQ^NSL�GJMF[NTZWFQ� 

XHNJSHJ�YT�NR
UWT[J�FYYJSIFSHJ�FY�MNLM�NR

UFHY�WJHWZNYR
JSY�J[JSYX� 

(Sanders & Kirkm
an, 2014)

Background Recruitm
ent events can be a m

ore effective and productive 
R

JFSX�TKܪ�SINSL�F�OTG�YMFS�TYMJW�OTG�XJJPNSL�FHYN[NYNJX��)JXUNYJ�YMNX��'JIKTWI�
Jobcentre Plus found attendance rates am

ongst registered jobseekers w
ere 

still low
. 

A
im

 To test the effectiveness of text m
essages in m

otivating m
ore jobseekers 

to attend job recruitm
ent e vents in order to help them

 get back into w
ork 

quicker. 

+FGPVKƓGF�#
RRNKECVKQPU�QH�6QR�6KRU 

�

Test Jobseekers w
ere random

ised to receive one of three new
 

versions of the standard text m
essage to identify w

hich w
as 

the m
ost m

otivating com
pared to the existing version. 

Personalisation 
�

9MJ�OTGXJJPJWѣXܪ�WXY�SFR
J�\

FX�FIIJI�  
�

/TGXJJPJWX�\
JWJ�YTQI�YMFY�F�UQFHJ�MFI�GJJS�WJXJW[JI�KTWYMJR

� 
�

/TGXJJPJWX�\
JWJ�\

NXMJI�LTTI�QZHP�G^�YMJ�TKܪHJW�XJSINSL�YMJ�
m
essage, evoking a sense of reciprocity. 

Im
pact The sim

ple addition of the jobseeker’s nam
e increased attendance

by4.3%
.

Using reciprocity - telling the jobseeker that they had been reser ved a place - 
increased attendance rates by 16.3%

, com
pared to the existing text m

essage. 

LettersPersonalisation 
�

H
andw

rite nam
es and addresses on envelopes.

�
W

rite a note on the envelope to help your letter stand out and 
catch attention.

�
Consider using a novel but subtle colour of envelope or 
a different w

eight or quality to m
ake it distinct from

 bills 
FSIR

FWPJYNSL�

Ease
�

Use bold headers to signpost inform
ation and chunk up text. 

�
Keep copy to the bare m

inim
um

 – only include the inform
ation 

people actually need at that tim
e.

Planning 
�

G
ive exam

ples of w
hat people m

ay need to think about before 
their appointm

ent.
�

G
ive people a tim

eline of w
hen they need to do each action – 

w
e are all overly optim

istic about how
 long it w

ill take us to do 
FS^YMNSL�

Social N
orm

s
�

If there is a w
aiting list, explain that it is because your services 

are in high dem
and, to norm

alise the act of seeking advice and 
reinfor ce that they’re doing the right thing. 

�
Com

m
unicate that the vast m

ajority of people bring the right 
docum

ents w
ith them

 to their appointm
ent. 

26
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   W
ritten com

m
unications 

Verbal com
m
unications 

%CUG�UVWF[�ť
5KO

RNKƓECVKQP 
Calls 

+WFR
NSL�YMJ�2

JXXFLJ��:XNSL�'JMF[NTZWFQ�*HTSTR
NHX�YT�*SLFLJ�9JR

UTWFW^� 
R

ew
ard 

&XXNXYFSHJ�KTW�3
JJI^�+FR

NQNJX�7JHNUNJSYX� (Farrell et al, 2016) 
�

Start and end each call on a positive note, acknow
ledging 

Background A change in Los Angeles state policy m
eant som

e adults w
ith young 

the effort people have gone to, or the barriers they’ve had to 
children w

ere no longer exem
pt from

 participating in the w
elfare-to-w

ork program
m
e. 

overcom
e. 

Appointm
ents w

ere scheduled and com
m
unicated to new

ly eligible adults, but less 
�

Tell them
 that you appreciate them

 getting in touch, or taking 
than half attended. 

the tim
e to speak to you. 

A
im

 To test if sending a new
 behaviourally inform

ed letter w
ould reduce appointm

ent 
Ease 

STS�FYYJSIFSHJ��FSI�NK�XT��\
MNHM�TK�Y\

T�[JWXNTSX�\
TZQI�GJ�R

TXY�JKKJHYN[J��F�QTXX�KWFR
JI� 

�
If you have a lot of inform

ation of questions to cover, tell people 
or a gain fram

ed m
essage. 

in advance how
 long it w

ill take. 
+FGPVKƓGF�#

RRNKECVKQPU�QH�6QR�6KRU 
�

Consider breaking dow
n the inform

ation into m
anageable 

HMZSPX�J�L����XJHYNTSX��YT�R
FPJ�NY�FUUJFW�FSI�GJ��QJXX�JKKTWYKZQ� 

R
em

ind 
�

Start w
ith easy questions to m

ake people feel good, and follow
 

�
The new

 letter w
as sent the w

eek before the scheduled 
any arduous or tiring questions w

ith lighter, easier ones. 
appointm

ent, giving people tim
e to notice it and prepare. 

Social N
orm

s
Ease 

�
9JQQ�YMJR

�MT\
�TYMJW�UJTUQJ�KJJQ�FKYJW�YMJ^ѣ[J�YFPJS�YMJܪ�WXY�XYJU�

�
The original letter w

as shortened and com
plicated jargon 

J�L��TK�LJYYNSL�NS�YTZHM��YT�MJQU�R
FPJ�YMJ�TZYHTR

JX�TK�LJYYNSL� 
rem

oved. 
MJQU�R

TWJ�NR
R

JINFYJQ^�YFSLNGQJ�Ѣ\
JNLMY�TKK�YMJNW�XMTZQIJWXѣ � 

�
Coloured boxes and bold text w

ere used to call attention to the 
ѢUWTGQJR

�XMFWJI�NX�F�UWTGQJR
�MFQ[JIѣ�� 

appointm
ent details.

�
A post-it note highlighting either w

hat people stood to gain from
 

FYYJSINSL�LFNS�KWFR
NSL��TW�\

MFY�YMJ^�XYTTI�to lose from
 not 

FYYJSINSL�QTXX�KWFR
NSL��\

FX�NSHQZIJI� 

Planning 
�

Im
plem

entation prom
pts encouraged the recipient t o plan how

 
they w

ould travel to the appointm
ent. 

Im
pact 9MJ�GJMF[NTWFQQ^�NSKTWR

JI�R
FYJWNFQX�XNLSNܪHFSYQ^�NSHWJFXJI�FYYJSIFSHJ� 

rates by 3.6%
 \

NYM�YMJ�QTXX�KWFR
JI�UTXY�NY�STYJ�QJYYJW�GJNSL�R

TXYJKKJHYN[J�� 
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 Verbal com
m
unications 

O
nline com

m
unications 

Case study –
 R

efram
ing 

-
T\

�<
J�(TSHJUYZFQN_J�4

ZW�&YYNYZIJX�2
FYYJWX��9MJ�*KKJHYX�TK�;FQJSHJ�+WFR

NSL� 
TS�YMJ�7JXNXYFSHJ�TK�5TQNYNHFQ�&YYNYZIJX� (Bizer & Pett, 2005)

Background The unquestioned beliefs and attitudes people have learned form
 

the ‘lenses’ though w
hich they interpret and assess situations.

In m
any circum

stances negative fram
ing has been show

n to have a stronger 
im

pact on attitudes than positive ones, w
ith negative attitudes then exerting a 

XYWTSLJW�NSܫZJSHJ�TS�GJMF [NTZW� 

A
im

 9T�YJXY�\
MJYMJW�UJTUQJXѣ�UTQNYNHFQ��FYYNYZIJX�\

JWJ�NSܫZJSHJI�R
TWJ�G^�F� 

SJLFYN[JQ^�KWFR
JI�R

JXXFLJ�TUUTXNSL�TSJ�UTQNYNHFQ�HFSINIFYJ��TW�UTXNYN[JQ^� 
KWFR

JI�R
JXXFLJ�XZUUTWYNSL�YMJ�FQYJWSFYN[J�HFSINIFYJ�� 

+FGPVKƓGF�#
RRNKECVKQPU�QH�6QR�6KRU 

Test 
�

Participants w
ere random

ly assigned to either the negative 
TUUTXJX��TW�UTXNYN[J�XZUUTWYX��KWFR

NSL�NS�TWIJW�YT�FXXJXX�YMJ� 
im

pact the language fram
ing had on their attitudes. 

Build Com
m

itm
ent 

�
Participants w

ere presented w
ith tw

o alternative candidate 
options and asked w

hich they preferred. In a language
m
anipulation, they w

ere then asked either w
hether they

N�opposed�YMJ�TYMJW�HFSINIFYJ�TW�NN��suppor ted their preferred
candidate. 

�
Participants w

ere then presented w
ith negative inform

ation 
about their preferred candidate. Their strength of preference 
and com

m
itm

ent to that candidate w
as m

easured again. 

Im
pact

The negative fram
ing created a greater sense of com

m
itm

ent to participants’ 
initially preferred candidate, dem

onstrating how
 subtle language m

anipulations 
NSܫZJSHJ�FYYNYZIJX� 

Landing page 
Avoid ‘D

ebt’ 
�

Consider rem
oving the w

ord ‘debt’ from
 your w

ebsite url as the 
act of typing it m

ight create a negative association w
ith your

service. 

Bust m
yths

�
Consider creating a separate w

ebsite for any inform
ation 

that m
ight cause anxiety for over-indebted people, such as 

pr om
oting volunteering opportunities w

ith your service or 
requests for donations.

Ease
�

M
inim

ise the num
ber of clicks required to access inform

ation 
– the effort required from

 each additional click w
ill reduce the 

num
ber of people continuing and clicking through. 

�
Bright colours, icons and boxes attract attention t o key calls-
to-action. H

igh contrast betw
een text and background colour 

m
akes statem

ents easier to read, and bigger boxes attract 
m
ore attention.

�
Ѣ&KKTWIFSHJ�HZJXѣ��XZHM�FX��)�HQNHP�GZYYTSX�YMJ�INLNYFQ� 
JVZN[FQJSY�TK�ITTW�MFSIQJX���WJIZHJ�YMJ�JKKTWY�WJVZNWJI�YT� 
understand w

hat to do, and can m
otivate action. Affordance 

cues refer to the design elem
ents of an object or choice 

environm
ent that provide a visual clue as to the function of that 

object. 
�

Allow
 people to schedule appointm

ents or get in touch directly 
via your w

ebsite. This w
ill capitalise on peoples’ m

otivation 
YT�YFPJ�FHYNTS�YMJWJ�FSI�YMJS��FSI�WJIZHJ�FS^FS]NJY^�UJTUQJ� 
R

NLMY�MF[J�FWTZSI�JSLFLNSL�\
NYM�FSTYMJWUJWXTS� 
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Case study –

 Ease
)JXNLSNSL�TUYNR

FQ�UWNHJ�HTR
UFWNXTS�\

JGXNYJX�NS�YMJ�UF^IF^�QJSINSLR
FWPJY��

(N
ava, A. & Zam

an, Q., 2016) 

Background 9MJ�\
F^�NS�\

MNHM�NSKTWR
FYNTS�NX�UWJXJSYJI�HFS�NSܫZJSHJ�MT\

�
people interpret it - people are generally bad at understanding percentages and 
WNXPX�KTW�J]FR

UQJ��\
MNHM�HFS�INXFI[FSYFLJ�YMJR

�NS�YMJܪ�SFSHNFQ�R
FWPJY� 

A
im

 9T�YJXY�MT\
�YMJ�UWJXJSYFYNTS�TK�NSKTWR

FYNTS�NSܫZJSHJI�HTSXZR
JWXѣ�FGNQNY^� 

to chose the cheapest loan on payday loan com
parison w

ebsites, in order t o 
inform

 the Financial Conduct Authority’s adver tising regulations. 

+FGPVKƓGF�#
RRNKECVKQPU�QH�6QR�6KRU 
Test 
�

Consum
ers w

ere random
ly assigned to see three of six 

different price com
parison w

ebpages com
paring payday loans,

w
ith six separ ate ‘good practice’ standards tested. 

Personalisation 
�

(TSXZR
JWX�HTZQIܪ�QYJW�TUYNTSX�G^�QTFS�FR

TZSY�FSI�QTFS�YJWR
�

to personalise the offers they saw
. 

Ease
�

All available offers w
ere displayed on one page to m

inim
ise the 

SZR
GJW�TK�HQNHPX�FSI�JKKTWY��WJVZNWJI�YT�FXXJX�YMJR

�FQQ� 
�

9MJ�ѢYTYFQ�FR
TZSY�UF^FGQJѣ�9&7��\

FX�INXUQF^JI�WFYMJW�YMFS�YMJ� 
WJUWJXJSYFYN[J�ѢF [JWFLJ�UJWHJSYFLJ�WFYJѣ�&57�� 

Im
pact

Increasing the effort required to assess the offers reduced the respondents’ ability 
to m

a ke optim
al choices. Splitting offers across a num

ber of pages reduced 
YMTXJ�FGQJ�YT�HTWWJHYQ^�NIJSYNK^�YMJ�HMJFUJXY�QTFS�G^���


�HTR
UFWJI�YT�YMJ�HTSYWTQ� 

\
JGUFLJ��FX�INI�XMT\

NSL�YMJ�&57�NSXYJFI�TK�the TAR, w
hich reduced correct loan 

choice from
 63.5%

 to 13.5%
. 
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The charity for your com

m
unity 

The C
itizens A

dvice service provides free, independent, 
confidential and im

partial advice to everyone on their rights and 
O

ur service is free, confidential and independent of the court. 

The C
itizens A

dvice service provides free, independent, 
responsibilities. It values diversity, prom

otes equality and 
confidential and im

partial advice to everyone on their rights and 
challenges discrim

ination. 
responsibilities. 
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-----i. Monday -Friday 

""®\10am-1pm 9 Ground floor, Thomas More Building 
YOUR MONEY PROBLEMS 

ARE SOLVABLE 

Over 2000 people came to 
us for help last year ... 

When are yo11 coming In for a chat? 
Day: 

IE© -TI~m-e-, -- IE~ 

When •re you coming In for • <h•t? 
Day: 

A Signpost Card 
appear

prime 

and last longer

simple salient.

security

T

question “

messengers

The SolutionThe Solution 

was created to make the act of signposting RCJCA’s serviceA Signpost Card was created to make the act of signposting RCJCA’s service 
GJ�FSI�NRUTWYFSYQ^� ��JFXNJW�be (and importantly appear) easier. 

FREE 
CONFIDENTIAL 
EFFECTIVE 

You are entitled to free money advice. 

Our trained money advisors are here for you: 

5R\DO�&RXUWV�RI�-XVWLFH��:&�$��// 

Don’t
miss out! 

Priming 
personalisation 

Loss aversion 

The Signpost Cards were the size of business cards to be discreet andThe Signpost Cards were the size of business cards to be discreet and 
encourage people to slip them in their wallet/purses, UWTRUYNSL�WJܫJHYNTS�theencourage people to slip them in their wallet/purses, prompting reflection 
next time they were in a ‘money mindset’.the next time they were in a ‘money mindset’. 

High quality, smooth card was used to UTXNYN[Jܪ�WXY�NRUWJXXNTSX�TK�YMJ�High quality, smooth card was used to prime positive first impressions of the 
XJW[NHJ�MFUYNH�HZJX���YFHYNQJ�XJSXFYNTSX�HFS�ZSHTSXHNTZXQ^�NSܫZJSHJ�UJTUQJXѣ�service (haptic cues - tactile sensations can unconsciously influence peoples’ 
UJWHJUYNTSX�TK�F�LTTI�TW�XJW[NHJ�XJJ�J�L�� <NQQNFRX��1�����&HPJWRFS��/�����������perceptions of a good or service (see e.g. (Williams, L., & Ackerman, J., 2011)), 

.and last longer.

We did not mention the ‘D’ word and the text was kept andWe did not mention the ‘D’ word and the text was kept simple and salient. 
Icons attracted attention and made the information provided cognitively easierIcons attracted attention and made the information provided cognitively 
to process whist words like ‘trained money advisor’ and ‘effective’ addressedeasier to process whist words like ‘trained money advisor’ and ‘e ective’ 
potential fears around quality. The ‘don’t’ miss out’ was designed to tap intoaddressed potential fears around quality. The ‘don’t’ miss out’ was designed 
loss aversion.to tap into loss aversion. 

We chose the softer green and purple Citizens Advice branding to build trustWe chose the softer green and purple Citizens Advice branding to build trust 
and convey ��UJTUQJ�MFI�WJXUTSIJI�RTWJ�KF[TZWFGQ^�YT�YMJ�LWJJS�and convey security: people had responded more favourably to the green 
UFQJYYJ�NS�UWJ�YJXYX��&ܪ�SFQ�YTZHM�\FX�YMJ�MNLMQNLMYJW�FHHJSY��IJXNLSJI�YT�RFPJ�palette in pre-tests. A final touch was the highlighter accent, designed to 
the card feel more personal and create a sense of commitment and reciprocitymake the card feel more personal and create a sense of commitment and 
towards the card-giver.reciprocity towards the card-giver. 

3436

wo separate versions of the back were created. One included a social norm,Two separate versions of the back were created. One included a social 

and the other a testimonial. Both aimed to address the fears and anxietynorm, and the other a testimonial. Both aimed to address the fears and 

around seeking debt advice, and the social stigma that still exists.anxiety around seeking debt advice, and the social stigma that still exists. 

Both versions also included an implementation prompt in the form of theBoth versions also included an implementation prompt in the form of the 

when are you coming in for a chat?”, accompanied by a space to jotquestion “when are you coming in for a chat?”, accompanied by a space to 

down a day and time. This question was designed to overcome procrastinationjot down a day and time. This question was designed to overcome 

by making the act of getting help more immediately tangibleprocrastination by making the act of getting help more immediately tangible

Norming statement Testimonial, in handwritten font 

Loss aversion 

Early ResultsEarly Results

4[JW�F�KTZW�\JJP�YJXYNSL�UJWNTI�F�YTYFQ�TK�����HFWIX�\JWJ�LN[JS�TZY����INWJHYQ^�Over a four week testing period a total of 130 cards were given out, 

to individuals. Around 15% TK�YMTXJ�NSIN[NIZFQX�LN[JS�F�HFWI�YTTPFHYNTS�XYWFNLMY�80 directly to individuals. Around 15% of those individuals given a card 

away and sought debt advice whilst still in the court.took action straight away and sought debt advice whilst still in the court.

50 cards were also given to ‘messengers’ within the court, and as a result50 cards were also given to ‘messengers’ within the court, and as a result 

new and valuable relationships between CARCJ and other departmentsnew and valuable relationships between CARCJ and other departments 
N�J� ��TUJWFYNSL�\NYMNS�YMJ�HTZWYX�MF[J�GJJS�KTWRJI�(i.e. messengers) operating within the courts have been formed. 

3537 
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est London Law
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R
obert S

treet 

5th
Floor, D

avis H
ouse

C
roydon, C

R
0 1Q

Q
 

com
ing and you knew

 w
here to go. �

T 020 8667 9252 

� 
## 

Your consultation is at:� 
D
ate: ## 

C
onfirm

ation of your appointm
ent at The Debt C

linic 

<tim
e> on <day/date> � 

<location>� 
� H
ow
 do you plan to get here? � 

Thank you for contacting us for a one-off appointm
ent at The D

ebt C
linic. 

Your Appointm
ent is on: 

D
A
Y: 

# 
D
A
TE: 

# 
�W
hat do you need to do now

?� 
TIM

E: 
# 

� 

9
Step 1. G

et in touch� 

x x 
Photo P

roof of ID

electric, phone bills, etc 

9
Step 3. Start to prepare today�

9
Step 2. &RQILUP

�\RX¶UH�FRP
LQJ�

x 
Any court papers 

benefit aw
ard letters, H

ousing B
enefit letters, rent statem

ents, C
ouncil Tax letters, gas, 

Proof of each item
 of incom

e and expenditure w
hich could be bank statem

ents, w
age slips, 

W
hat 3 docum

ents do you need to bring?� 
� 

1. Proof of id� 

2. Bank statem
ents� 

x 
they w

ill print a copy for you. � 
3. Letters from

 people you ow
e m

oney to� 

�The m
ost recent letters and em

ails sent to you about your m
oney issues.� 

Tip! If you don’t have internet banking or a printer, go into your local bank-

� 

they give you a reference num
ber and login details m

eaning that you can bring it up online at your 

appointm
ent. 

Yours sincerely 
� 

ing
A

tten
d

in
g

appointm
ents in Croydon

ap
p

o
in

tm
en

ts in
 C

ro
yd

o
n

 
Background 8TZYM�<

JXY�1TSITS�1F\
�(JSYWJX�8<

11(��UWT[NIJX�F�KWJJ�IJGY�
B

ack
g

ro
u

n
d

 So
u

th
 W

est Lo
n

d
o

n
 Law

 C
en

tres (SW
LLC

) p
ro

vid
es a free d

eb
t 

advice service for people in South W
est London.

ad
vice service fo

r p
eo

p
le in

 So
u

th
 W

est Lo
n

d
o

n
. 

They are w
ell established in their area attracting oftentim

es m
ore people than

T
h

ey are w
ell estab

lish
ed

 in
 th

eir area attractin
g o

ften
tim

es m
o

re p
eo

p
le 

there are appointm
ents available. H

ow
ever, SW

LLC w
ere experiencing high

th
an

 th
ere are ap

p
o

in
tm

en
ts availab

le. H
o

w
ever, SW

LLC
 w

ere exp
erien

cin
g

no-show
 rates for scheduled appointm

ents. Although people w
ere requesting

h
igh

 n
o

-sh
o

w
 rates fo

r sch
ed

u
led

 ap
p

o
in

tm
en

ts. A
lth

o
u

gh
 p

eo
p

le w
ere 

appointm
ents, they w

ere then failing to turn up.
req

u
estin

g ap
p

o
in

tm
en

ts, th
ey w

ere th
en

 failin
g to

 tu
rn

 u
p

.

Em
ails, letters and phone calls w

ere the prim
ary m

eans of com
m
unicating

Em
ails, letters an

d
 p

h
o

n
e calls w

ere th
e p

rim
ary m

ean
s o

f co
m

m
u

n
icatin

g 
appointm

ent details to clients, w
ith no option of text m

essage rem
inders.

ap
p

o
in

tm
en

t d
etails to

 clien
ts, w

ith
 n

o
 o

p
tio

n
 o

f text m
essage rem

in
d

ers. 
A

im
 O

ur aim
 therefore w

as to im
prove the effectiveness of SW

LLC’s overall 
A

im
 O

u
r aim

 th
erefo

re w
as to

 im
p

ro
ve th

e e 
ectiven

ess o
f SW

LLC
’s o

verall
com

m
unication strategy to reduce the num

ber of no-show
s.

co
m

m
u

n
icatio

n
 strategy to

 red
u

ce th
e n

u
m

b
er o

f n
o

-sh
o

w
s. 

vioural Insights
B

eh
avio

u
ral In

sig
h

ts 

To 
etter understand the challenge, w

e im
m
ersed ourselves in the existing

To
 better understand

 the challenge, w
e im

m
ersed

 ourselves in
 the existing 

HTR
R

ZSNHFYNTS�OTZWSJ
�̂FX�J]UJWNJSHJI�G

�̂F�HQNJSY��9MNX�NS[TQ[JI�
com

m
unication journey as experienced by a client. This involved: 

SW
LLC’s existing com

m
unication assets from

 a behavioural 
�

A
ssessin

g
 SW

LLC
’s existin

g co
m

m
u

n
icatio

n
 assets fro

m
 a b

eh
avio

u
ral

d
esign

 p
ersp

ective.
Interview

ing SW
LLC advisors.

�
In

terview
in

g
 SW

LLC
 ad

viso
rs.

Developing a com
m
unications m

ap, plotting the com
m
unications sent and

�
D

evelo
p

in
g

 a co
m

m
u

n
icatio

n
s m

ap
, p

lo
ttin

g th
e co

m
m

u
n

icatio
n

s sen
t

YMJ�XUJHNܪH�GJMF[NTZWX�FS�NSIN[NIZFQ�R
NLMY�GJ�WJVZNWJI�YT�YFPJ�NS�TWIJW�YT�LJY�

an
d

 th
e sp

ecific b
eh

avio
u

rs an
 in

d
ivid

u
al m

igh
t b

e req
u

ired
 to

 take in
 

to their appointm
ent.

o
rd

er to
 get to

 th
eir ap

p
o

in
tm

en
t. 

Fro
m

 o
ur research, several key insights em

erged including the need to
: 

+WTR
�TZW�WJXJFWHM��XJ[JWFQ�PJ

�̂NSXNLMYX�JR
JWLJI�NSHQZINSL�YMJ�SJJI�YT� 

�
Elicit greater co

m
m

itm
en

t fro
m

 th
e clien

t esp
ecially w

h
en

 sch
ed

u
lin

g
�

Elicit greater com
m
itm

ent from
 the client especially w

hen scheduling
ap

p
o

in
tm

en
ts.

appointm
ents.

�
C

h
u

n
k u

p
 th

e jo
u

rn
ey in

to
 sm

aller an
d

 m
o

re freq
u

en
t co

m
m

u
n

icatio
n

s 
�

Chunk up the journey into sm
aller and m

ore frequent com
m
unications and

an
d

 actio
n

s.
actions.

�
Sim

p
lify em

ails, an
d

 m
ake th

e m
ain

 m
essage m

o
re salien

t 
Sim

plify em
ails, and m

ake the m
ain m

essage m
ore salient

�
R

ed
u

ce th
e co

m
p

lexity su
rro

u
n

d
in

g th
e fin

an
cial statem

en
t p

eo
p

le
�

Reduce the com
plexity XZWWTZSINSL�YMJܪ�SFSHNFQ�XYFYJR

JSY�UJTUQJ�SJJI�YT�
n

eed
 to

 co
m

p
lete as w

ell as th
e d

o
cu

m
en

ts th
ey m

u
st b

rin
g to

HTR
UQJYJ�FX�\

JQQ�FX�YMJ�ITHZR
JSYX�YMJ^�R

ZXY�GWNSL�YT�YMJNWFUUTNSYR
JSY�

th
eir ap

p
o

in
tm

en
t. 

The Solution
T

h
e So

lu
tio

n

A new
 com

m
unication strategy w

as developed, encom
passing three em

ails
A

 n
ew

 co
m

m
u

n
icatio

n
 strategy w

as d
evelo

p
ed

, en
co

m
p

assin
g th

ree 
w
ith tw

o supporting calls. N
ew

 em
ail tem

plates and call scripts w
ere produced

em
ails w

ith
 tw

o
 su

p
p

o
rtin

g calls. N
ew

 em
ail tem

p
lates an

d
 call scrip

ts w
ere 

to support SW
LLC staff.

p
ro

d
u

ced
 to

 su
p

p
o

rt SW
LLC

 sta 
. 

vioural A
pplica

B
eh

avio
u

ral A
p

p
licatio

n
s 

o m
ake the overall act of com

ing to the appointm
ent seem

 easier, the journey
To

 m
ake th

e o
verall act o

f co
m

in
g

 to
 th

e ap
p

o
in

tm
en

t seem
 easier, th

e 
w
as chunked into three m

ain steps. Each step w
as associated w

ith one em
ail

jo
u

rn
ey w

as ch
u

n
ked

 in
to

 th
ree m

ain
 step

s. Each
 step

 w
as asso

ciated
 w

ith
 

FSI�TSJ�XZUUTWYNSL�HFQQ�
o

n
e em

ail an
d

 o
n

e su
p

p
o

rtin
g call:

���(TSܪWR
�FUUTNSYR

JSY
1. C

o
n

firm
 ap

p
o

in
tm

en
t

Collect the right inform
ation

2. C
o

llect th
e rig

h
t in

fo
rm

atio
n

 

3. Plan how
 to get there

3. P
lan

 h
o

w
 to

 get th
ere

The m
ore frequent contact reduced the risk of people m

issing em
ails

T
h

e m
o

re freq
u

en
t co

n
tact red

u
ced

 th
e risk o

f p
eo

p
le m

issin
g em

ails
UWJ[NTZXQ^�FUUTNSYR

JSY�IJYFNQX�MFI�TSQ^�GJJS�XJSY�F�KJ\
�IF^X�GJKTWJ�

(p
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sly ap
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ad

 o
n
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 sen
t a few

 d
ays b

efo
re 

FUUTNSYR
JSYX��
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ǀŝ , 
t 
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t 
f 

r 

, 

t 
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l 
-

W
e recom

m
end the M

yM
one ySteps w

ebsite. It’s straightf r 
j 

log-in to your M
yM
oneyS

 teps account w
hen you get her 

Tip! Your bank 
t 

ill 
ti 

’ll 
. 

^ƵďũĞĐƚ͗� 
�ŽŶĨŝƌŵ

�ǇŽƵƌ�ĐŽŶƐƵůƚĂƚŝŽŶ�ǁ
ŝƚŚ�фZŽŶŝх�ŽŶ�фĚĂǇ͕�ƚŝŵ

Ğ�͕K
ĨĨŝĐĞх� 

�D
ear XX

,� 

�Thanks again IRU�WDNLQJ�WKH�WLP
H�WR�VSHDN�WR�P

H��7KDW�ILUVW�VWHS�LV�RIWHQ�WKH�KDUGHVW��DQG�\RX¶YH� 

already done it!� 

� 
9

Step 1. G
et in touch� 

,¶YH�JRW�\RX�ERRNHG�\RX�LQ�IRU�D�FRQVXOWDWLRQ��VR�Z
H�FDQ�FRQWLQXH�WR�Z

RUN�WKURXJK�\RXU�P
RQH\� 

issues together.� 

�Your consultation is at:� 

<tim
e> on <day/date> � 

<location>� 

�W
hat do you need to do now

?� 

� 
Step

2. Reply
to this em

ail � 

Because our services are in high dem
and, I need you to confirm

 that you w
ill 

t 

your consultation. � 

C
onfirm

 by replying to this em
ail.� 

�Step 3. Start to prepare� 

,¶OO�HP
DLO�\RX�WKLV�Z

HHN�Z
LWK�LP

SRUWDQW�LQIRUP
DWLRQ�DERXW�\RXU�FRQVXOWDWLRQ�- kee 

l 

out for m
y em

ail.� 

�In the m
eantim

e, if you have any questions at all, em
ail m

e on 
i. 
arsh@

sw
llc.

� 

�See you soon!� 

R
oni M

arsh� 
m
 Leader� 

Tel: 020 8667 9252� 

W
e 

. 
llc.org � 

� 

� 

� 

� 

�� 

M
ost of the people I w

ork w
ith plan their journey w

ith G
ooglem

aps. <Click H
ERE to plan yours 

now
.>� 

� 
W
hat is the one form

 you can com
plete this now

?� 

^ƵďũĞĐƚ͗� 
ηĐĂƐŚη�h

ƉĚĂƚĞ͊�/ŶĨŽƌŵ
ĂƚŝŽŶ�ĂďŽƵƚ�ǇŽƵƌ�ĐŽŶƐƵůƚĂƚŝ 

�H
i <nam

e>, 

H
ow
 are you? Thanks for confirm

ing that you’re com
ing to your consult 

office>
9

Step 1. G
et in touch 

9
Step 2. &

RQILUP
�\RX¶UH�FRP

LQJ 

W
hat do you need to do now

? 

Step 3. Start to prepare today 
It’s less than 2 w

eeks until your consultation! To m
ake sure you 

� 
� 

H
i XXX

,� 

F 020 8043 0665 
E debt@

sw
llc.org 

D
X 144264 C

roydon 24
w

w
w

.sw
llc.org 

H
ow
 are you? Your consultation is in less than <2> days so I just w

anted to check you w
ere 

&ƌŽŵ
͗� 

� 
consultation you need to bring 4 types of docum

ents. 
^ĞŶƚ͗� 

ϯϭ�:ĂŶƵĂƌǇ�ϮϬϭϳ�ϭϱ͗Ϯϭ� 
dŽ͗� 

�ůĞĂŶŽƌ�,ĞĂƚŚĞƌ� 
^ƵďũĞĐƚ͗� 

�Ğďƚ��ů ŝŶŝĐ�ĂƉƉŽŝŶƚŵ
ĞŶƚ�>Ğƚƚ 

� 

W
hat 4 docum

ents do you need to gather now
? 

W
e ask you to bring these because, before w

e’re allow
ed to hel 

it’s really you. 
� 

1. Proof of ID
 

�ĞĂƌ�η͕�� 
Any one of: Passport | D

river’s license | Bus pass 
�� 

͘� 
D
ocum

ents – 
Please bring w

ith you as m
any of the follow

ing as you can: 

I’ll 

2. B
ank statem

ents 
C
overing the last 3 m

onths. 
Tip! If you don’t have internet banking or a printer, g 
they w

ill print a copy for you. 

3. M
ost recent gas, electric &

 w
ater statem

ents 

4. Letters from
 people you ow

e m
oney to 

The m
ost recent letters and em

ails sent to you about 
i 

There is also one online form
 you can start to com

plete now
. 

W
hat is the one form

 you can com
plete this w

eek? 

M
yM
oneySteps.org 

give you a call this w
eek to see how

 you’re getting on. 

Speak soon, 

R
oni 

WůĞĂƐĞ�ĨŝŶĚ�ĂƚƚĂĐŚĞĚ�ǇŽƵƌ�ĂƉƉŽŝŶƚŵ
ĞŶƚ�ůĞƚƚĞƌ�ĂŶĚ�ƚŚĞ�ůŝ 

Ĩ 
ŝ 

��zŽƵƌƐ�ƐŝŶĐĞƌĞůǇ� 
ZŽŶŝ�D

ĂƌƐŚ� 
�� ��—

 �
R
oni M

arsh� 
D
ebt Team

 Leader� 
D
irect Line: 020 8667 9252� 
� 

� 
� 

x 
Your latest letters from

 each of creditors and also your w
ater, gas and electric bills 

Financial Inform
ation –

W
e need you to com

plete an incom
e and expenditure form

. You can do 

this using the attached sheets or you can use one of the follow
ing w

ebsites to do this: 

w
w
w
.nationaldebtline.org

x 
w
w
w
.m
yfirstm

oneysteps.org 
You can then either print this out or w

hen you com
e to the appointm

ent w
e can look at it then as 

C
overing the last 3 m

onths. 

Any one of: Passport | D
river’s licence | Bus pass � 

�

�
C
roydon 

5th Floor D
avis H

ouse � 
South W

est London Law
 C
entres -

D
ebt Team

 ± 
South W

est London Law
 Centres � 

� 
R
obert Street� 
C
roydon� 



^

WXY emܪ
ail sought to gain 

by 
T

h
e fi

rst em
ail so

u
gh

t to
 gain

 co
m

m
itm

en
t

acknow
ledging the tim

e investm
ent the recipient

b
y ackn

o
w

led
gin

g th
e tim

e in
vestm

en
t th

e

MFI�FQWJFI^�R
FIJ�TS�F�UWJ[NTZX�HFQQ��FSI�

recip
ien

t h
ad

 alread
y m

ad
e (o

n
 a p

revio
u

s 

explicitly requiring the client to reply HTSܪWR
NSL

call) an
d

 exp
licitly req

u
irin

g th
e clien

t to
 rep

ly 

that they w
ould attend.

co
n

fi
rm

in
g

 th
at th

ey w
o

u
ld

 atten
d

.

Im
portantly this em

ail also told the client w
hen

Im
p

o
rtan

tly th
is em

ail also
 to

ld
 th

e clien
t

the next contact w
ould be, reducing uncertainty

w
h

en
 th

e n
ext co

n
tact w

o
u

ld
 b

e, red
u

cin
g

 

and prom
pting planning.

u
n

certain
ty an

d
 p

ro
m

p
tin

g
 p

lan
n

in
g

.

norm
 “our services are in high dem

and” 
A

 su
b

tle n
o

rm
 “o

u
r services are in

 h
ig

h
 

appealed to the ‘fear of m
issing out’ and served

d
em

an
d

” ap
p

ealed
 to

 th
e ‘fear o

f m
issin

g
 

to m
ake it feel m

ore socially acceptable to com
e

o
u

t’ an
d

 served
 to

 m
ake it feel m

o
re so

cially 

to the appointm
ent.

accep
tab

le to
 co

m
e to

 th
e ap

p
o

in
tm

en
t.

for clients
T

h
e seco

n
d

 em
ail m

ad
e it easier fo

r clien
ts 

to understand w
hat they needed to bring and

to
 u

n
d

erstan
d

 w
h

at th
ey n

eed
ed

 to
 b

rin
g an

d

how
 to prepare by only detailing three types

h
o

w
 to

 p
rep

are b
y o

n
ly d

etailin
g th

ree typ
es

TK�ITHZR
JSYX�R

NSNR
NXNSL�YMJ�WNXP�TK�

o
f d

o
cu

m
en

ts (m
in

im
isin

g th
e risk o

f ch
o

ice 

overload and overcom
ing inertia��FX�\

JQQ�FX�
o

verlo
ad

 an
d

 o
verco

m
in

g in
ertia) as w

ell as 

giving tips on how
 to obtain the docum

ents.
givin

g tip
s o

n
 h

o
w

 to
 o

b
tain

 th
e d

o
cu

m
en

ts.

&�HTR
UQJ]�FSI�QJSLYM^�UJWXTSFQܪ�SFSHJ�KTWR

�
A

 co
m

p
lex an

d
 len

gth
y p

erso
n

al fin
an

ce fo
rm

 

w
as replaced w

ith a link to a trusted and sim
ple

w
as rep

laced
 w

ith
 a lin

k to
 a tru

sted
 an

d

online form
, w

hich could be accessed w
hen in

sim
p

le o
n

lin
e fo

rm
, w

h
ich

 co
u

ld
 b

e accessed
 

their appointm
ent.

w
h

en
 in

 th
eir ap

p
o

in
tm

en
t.

im
plem

entation
T

h
e th

ird
 em

ail u
sed

 an
 im

p
lem

en
tatio

n
 

to encourage people to plan
p

ro
m

p
t to

 en
co

u
rage p

eo
p

le to
 p

lan
 h

o
w

 th
ey 

w
ould get to the appointm

ent, and repeated the
w

o
u

ld
 get to

 th
e ap

p
o

in
tm

en
t, an

d
 rep

eated
 

appointm
ent details.

th
e ap

p
o

in
tm

en
t d

etails.
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�D
ear XX

,� 
�Thanks again IRU�WDNLQJ�WKH�WLP

H�WR�VSHDN�WR�P
H��7KDW�ILUVW�VWHS�LV�RIWHQ�WKH�KDUGHVW��DQG�\RX¶YH� 

already done it!� 
� 

9
Step 1. G

et in touch�

Em
ail 1: C

o
m

m
itm

en
t e 

ect
,¶YH�JRW�\RX�ERRNHG�\RX�LQ�IRU�D�FRQVXOWDWLRQ��VR�Z

H�FDQ�FRQWLQXH�WR�Z
RUN�WKURXJK�\RXU�P

RQH\� 
issues together.� 

�Your consultation is at:� 

<tim
e> on <day/date> � 

<location>

ƵďũĞĐƚ͗� 
�ŽŶĨŝƌŵ

�ǇŽƵƌ�ĐŽŶƐƵůƚĂƚŝŽŶ�ǁ
ŝƚŚ�фZŽŶŝх�ŽŶ�фĚĂǇ͕�ƚŝŵ

Ğ�͕K
ĨĨŝĐĞх� 

<location>
� 

�W
hat do you need to do now

?� 
&ƌŽŵ

͗� 
ZŽŶŝ�D

ĂƌƐŚ�;^t
>>�Ϳ�фZŽŶŝ͘D

ĂƌƐŚΛ
Ɛǁ

ůůĐ͘ŽƌŐх� 
� 

Step 2. R
eply to this em

ail �
^ĞŶƚ͗� 

ϬϮ�D
ĂƌĐŚ�ϮϬϭϳ�ϭϳ͗ϭϵ� 

Because our services are in high dem
and, I need you to confirm

 that you w
ill com

e to 
dŽ͗� 

�ůĞĂŶŽƌ�,ĞĂƚŚĞƌ� 
your consultation. � 
C
onfirm

 by replying to this em
ail.� 

^ƵďũĞĐƚ͗� 
η�ĚĂǇƐ�ƵŶƚŝů�ǇŽƵƌ�ĐŽŶƐƵůƚĂƚŝŽŶ�Ăƚ�t

ĂŶĚƐǁ
ŽƌƚŚ�Ͳ�ĂƌĞ�ǇŽƵ�ĐŽŵ

ŝŶŐ�фĐůŝĞŶƚ� 
� 

ŶĂŵ
Ğх͍� 

Step 3. Start to prepare� 
� 

,¶OO�HP
DLO�\RX�WKLV�Z

HHN�Z
LWK�LP

SRUWDQW�LQIRUP
DWLRQ�DERXW�\RXU�FRQVXOWDWLRQ�-keep a look 

out for m
y em

ail.� 
� Hi XXX

,� 
In the m

eantim
e, if you have any questions at all, em

ail m
e on R

oni.m
arsh@

sw
llc.org � 

��See you soon!� 
H
ow
 are you? Y

our consultation is in less than <2> days so I just w
anted to check you w

ere 
R
oni M

arsh�
com

ing and you knew
 w
here to go. � 

Team
 Leader� 

�Tel: 020 8667 9252� 
W
eb: w

w
w
.sw
llc.org � 

Your consultation is at:� 
� 

<tim
e> on <day/date> � 

<location>
� 

�H
ow
 do you plan to get here? � 

� 
�Most of the people I w

ork w
ith plan their journey w

ith G
ooglem

aps. <C
lick H

ER
E
 to plan yours 

now
>� 

� 
���
Em

ail 2: Sim
p

lifi
ed

 ch
ecklist

W
hat do you need to do now

?� 
� 

9
Step 1. G

et in touch� 

9
Step 2. &

RQILUP
�\RX¶UH�FRP

LQJ� 

9
Step 3. Start to prepare today� 
W
hat 3 docum

ents do you need to bring?� 
� 

1. Proof of id� 
Any one of: Passport | D

river’s licence | Bus pass � 
�2. B

ank statem
ents� 

C
overing the last 3 m

onths. 
� 

Tip! If you don’t have internet banking or a printer, go into your local bank-
they w

ill print a copy for you. � 
�3. Letters from

 people you ow
e m

oney to� 
The m

ost recent letters and em
ails sent to you about your m

oney issues.� 
� 

W
hat is the one form

 you can com
plete this now

?� 

&ƌŽŵ
͗� 

ZŽŶŝ�D
ĂƌƐŚ�;^t

>>�Ϳ�фZŽŶŝ͘D
ĂƌƐŚΛ

Ɛǁ
ůůĐ͘ŽƌŐх� 

^ĞŶƚ͗� 
ϬϮ�D

ĂƌĐŚ�ϮϬϭϳ�ϭϳ͗ϭϵ� 

dŽ͗� 
�ůĞĂŶŽƌ�,ĞĂƚŚĞƌ� 

^ƵďũĞĐƚ͗� 
η�ĚĂǇƐ�ƵŶƚŝů�ǇŽƵƌ�ĐŽŶƐƵůƚĂƚŝŽŶ�Ăƚ�t

ĂŶĚƐǁ
ŽƌƚŚ�Ͳ�ĂƌĞ�ǇŽƵ�ĐŽŵ

ŝŶŐ�фĐůŝĞŶƚ� 
ŶĂŵ

Ğх͍� 

�Em
ail 3: Im

p
lem

en
tatio

n
 p

ro
m

p
t

H
i XXX

,� 

�H
ow
 are you? Y

our consultation is in less than <2> days so I just w
anted to check you w

ere 
com

ing and you knew
 w
here to go. � 

�Your consultation is at:� 

<tim
e> on <day/date> � 

<location>
� 

�H
ow
 do you plan to get here? � 

M
ost of the people I w

ork w
ith plan their journey w

ith G
ooglem

aps. <C
lick H

ER
E
 to plan yours 

now
>� 

�W
hat do you need to do now

?� 
� 

9
Step 1. G

et in touch� 

9
Step 2. &

RQILUP
�\RX¶UH�FRP

LQJ� 

9
Step 3. Start to prepare today� 
W
hat 3 docum

ents do you need to bring?� 
� 

1. Proof of id� 
Any one of: Passport | D

river’s licence | Bus pass � 
�2. B

ank statem
ents� 

C
overing the last 3 m

onths. 
� 

Tip! If you don’t have internet banking or a printer, go into your local bank-
they w

ill print a copy for you. � 
�3. Letters from

 people you ow
e m

oney to� 
The m

ost recent letters and em
ails sent to you about your m

oney issues.� 
� 

W
hat is the one form

 you can com
plete this now

?� 

All em
ails w

ere 
using both the client and advisor’s nam

e, and
A

ll em
ails w

ere p
erso

n
alised

 u
sin

g b
o

th
 th

e clien
t an

d
 ad

viso
r’s n

am
e, an

d

including personal language such as ‘your’. 
and colours w

ere used to 
in

clu
d

in
g p

erso
n

al lan
gu

age su
ch

 as ‘yo
u

r’. B
o

ld
 fo

n
t an

d
 co

lo
u

rs w
ere u

sed
 

attract attention to key inform
ation, w

ith the am
ount of text kept to a m

inim
um

to
 attract atten

tio
n

 to
 key in

fo
rm

atio
n

, w
ith

 th
e am

o
u

n
t o

f text kep
t to

 a 

to reduce the m
ental effort required to process it.

m
in

im
u

m
 to

 red
u

ce th
e m

en
tal e 

o
rt req

u
ired

 to
 p

ro
cess it.

A
 sense of com

m
itm

ent and progression w
as created by breaking the

A
 sen

se o
f co

m
m

itm
en

t an
d

 p
ro

g
ressio

n
 w

as created
 b

y b
reakin

g th
e 

actions the client w
ould need to take into the three steps. W

ith each em
ail,

actio
n

s th
e clien

t w
o

u
ld

 n
eed

 to
 take in

to
 th

e th
ree step

s. W
ith

 each
 em

ail,

YMJ�UWJHJINSL�XYJU�JR
FNQ��\

FX�R
FWPJI�\

NYM�F�YNHP�FKKTWINSL�F�XJSXJ�TK�
th

e p
reced

in
g

 step
 (em

ail) w
as m

arked
 w

ith
 a tick a 

o
rd

in
g a sen

se o
f 

&ƌŽŵ
͗� 

ZŽŶŝ�D
ĂƌƐŚ�;^t

>>�Ϳ�фZŽŶŝ͘D
ĂƌƐŚΛ

Ɛǁ
ůůĐ͘ŽƌŐх� 

^ĞŶƚ͗� 
ϬϮ�D

ĂƌĐŚ�ϮϬϭϳ�ϭϳ͗ϭϵ� 
accom

plishm
ent. 

dŽ͗� 
�ůĞĂŶŽƌ�,ĞĂƚŚĞƌ� 

^ƵďũĞĐƚ͗� 
�ŽŶĨŝƌŵ

�ǇŽƵƌ�ĐŽŶƐƵůƚĂƚŝŽŶ�ǁ
ŝƚŚ�фZŽŶŝх�ŽŶ�фĚĂǇ͕�ƚŝŵ

Ğ�͕K
ĨĨŝĐĞх� 

� 

acco
m

p
lish

m
en

t.

C
o

m
m

itm
en

t 
D
ear XX

,� 
an

d
 p

ro
g

ressio
n

 
�Thanks

again IRU�WDNLQJ�WKH�WLP
H�WR�VSHDN�WR�P

H��7KDW�ILUVW�VWHS�LV�RIWHQ�WKH�KDUGHVW��DQG�\RX¶YH�

WDWLRQ��VR�Z
H�FDQ�FRQWLQXH�WR�Z

RUN�WKURXJK�\RXU�P
RQH\�

Thanks again IRU�WDNLQJ�WKH�WLP
H�WR�VSHDN�WR�P

H��7KDW�ILUVW�VWHS�LV�RIWHQ�WKH�KDUGHVW��DQG�\RX¶YH� 
already done it!� 
� 

9
Step 1. G

et in touch� 

,¶YH�JRW�\RX�ERRNHG�\RX�LQ�IRU�D�FRQVXOWDWLRQ��VR�Z
H�FDQ�FRQWLQXH�WR�Z

RUN�WKURXJK�\RXU�P
RQH\� 

issues together.� 
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D D 

3 docum
ents

do
you

need
to bring?

is
the

one form
you

can com
plete this

now

<
a

>

,¶YH�JRW�\RX�ERRNHG�\RX�LQ�IRU�D�FRQVXO

The 
com

m
itm

ent

A subtle 

The second em
ail m

ade it easier

choice 

The
third em

ail used an 
prom

pt 
how

 they 

Yourconsultation
is at:

<tim
e> on <day/date>

,¶OO�HP
DLO�\RX�WKLV�Z

HHN�Z
LWK�LP
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	Increasing the uptake of debt advice 
	Applying behavioural science to debt advice communications can help encourage more people 
	 
	Part 2 
	‘10 Top Tips’ to increase the effectiveness of your communications 
	Artifact
	5. Build a sense 
	10. Test 
	10. Test 
	Artifact

	of commitment 

	1. Avoid the word debt 
	2. Make it personal 
	3. Bust mythsand allay fears 
	4.
	4.
	4.
	 Make it easy 
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	6. Prompt planning 
	7. Remind and trigger 
	8. Recognise, reward and praise 
	9.
	9.
	 Make it social 

	1. Avoid the word ‘debt’ 
	The words and language we use can 
	 
	and act, often working at a deeper unconscious level, meaning people 
	 
	decisions (Dijksterhuis & Bargh, 2001). 
	Why does this matter? 
	Artifact
	The word ‘debt’ has, for many over-indebted people, very negative associations 
	 act of getting into and being ‘in debt’. Whilst a person may recognise they have debt, they might not see themselves as actually being ‘in debt’ because this   
	Mini tip:   become ‘money advisor’. 
	2. Make it personal 
	We are inundated with more and more information and demands on our attention, and spend mere seconds considering whether to engage with a stimuli or not. 
	 
	novel or of great personal relevance (Dolan et al, 2012). 
	Why does this matter? 
	Artifact
	 
	communications because of the excessive cognitive load being in debt places on them. This makes it even harder to attract and maintain their attention 
	 
	To counter this, make your communications as personal as possible. If you have their name, use it, and make sure you use personal language 
	 
	engaging might be the most motivating in your area, and emphasise these 
	 
	Mini tip: 
	Highlight what you’ve done for them – gathering useful information, booking an appointment at their preferred time, or even give free teas and coffees while they are waiting in reception to create a personal bond and sense of reciprocity. 
	ExtraCharSpan

	Pop a hand written post-it in any letters you’re sending, and handwrite their name and address on the envelope. 
	ExtraCharSpan

	3. Bust myths and allay fears 
	 
	emotions and will avoid confronting uncomfortable or uncertain situations as much as possible. Our choices are also driven by our prior beliefs, often selectively interpreting information to 
	 
	(Samson, 2017a). 
	Artifact
	Why does this matter? 
	There are emotional barriers as much as practical ones to accessing debt 
	  
	perceptions and attitudes towards debt advice. 
	For example, the price of a service or good can be used as a signal of its quality 
	 in relation to debt advice, it can also imply a lower quality service. With over-indebted people more prone to using mental shortcuts, ‘free’ may evoke fears of long waits, inexperienced staff or a service staffed by volunteers, driving them to pay for services. 
	Mini tip: 
	Follow statements like ‘free’ with ‘expert’, ‘experienced’, ‘full-time’, ‘dedicated’. 
	ExtraCharSpan

	Consider including any awards or formal recognition you’ve achieved on your website and email signature. Acknowledge that you are Financial 
	ExtraCharSpan

	 
	establish credibility. 
	4. Make it easy 
	Thinking, planning and acting all use up mental energy, of which we only have a 
	 
	for the easy option whenever possible and tend to make poorer choices after a long or complicated decision making process (Kahneman, 2011). 
	Artifact
	Why does this matter? 
	The constant anxiety of being in debt and the need to trade-off choices places an additional tax on peoples’ mental energy, making over-indebted people more likely to succumb to temptation, make poorer choices and focus on the 
	  
	To attract and maintain attention, communications need to be simple and easy to understand. 
	This can include minimising the number of choices presented at any one time, reducing the number of steps required to engage or breaking down the process into smaller, easier tasks will make it easier for people to take up services. 
	Mini tip: 
	 
	ExtraCharSpan

	Consider making an information hierarchy so you only include the main points or action you want people to do in each piece of communication. 
	ExtraCharSpan

	Make use of bold fonts, bullet points and boxes to call attention to key   
	ExtraCharSpan

	5. Build a sense of commitment 
	We are more likely to continue a course of action we feel we’ve committed to in some way. This is because we like to be consistent with our self-image,and the greater the cost of breakinga commitment, the less likely we are
	  
	Why does this matter? 
	Artifact
	Being over indebted makes people more focused on the present moment. When a goal or intention is quite abstract like ‘getting help for debt issues’, this 
	 
	good intentions when something more pressing comes up.
	We can work to overcome this by building a sense of commitment, for example 
	 
	debt. It can even be as simple as getting them to verbally agree to get in touch. 
	 
	the guilt of letting someone down.
	Mini tips:
	 
	ExtraCharSpan

	Have people sign their names on appointment cards to help commit them to turning up, or even have them complete them in full themselves. 
	ExtraCharSpan

	Remind people of actions they have already taken to make them feel like they’re already on a journey e.g. ‘…the appointment you requested’. 
	ExtraCharSpan

	6. Prompt planning 
	We all procrastinate, favouring pleasure now and delaying pain until later
	 when we’re mentally fatigued, making us more likely to succumb to emotions and postpone uncomfortable or 
	Why does this matter? 
	Artifact
	The additional mental tax caused by being in debt places over-indebted people at greater risk of delaying potentially painful, effortful or abstract tasks 
	 
	confronting their situation can often override their better judgement. 
	  
	making a concrete connection between an outcome and the steps required to achieve it. 
	Prompt people to focus on the actions they need to take rather than the end goal, for example what time they will phone for advice or what mode oftransport they will use to get to an appointment. 
	Mini tip:
	Prompt people to think about the steps between now and their next action - do they need to arrange childcare to attend an appointment? When will they do this?
	ExtraCharSpan

	Encourage people to plan for the possibility of failure by specifying how they will overcome potential barriers like anxiety e.g. ‘each time I thinkabout cancelling I will look at a picture of my daughter to remind me of why I want to help myself’. 
	ExtraCharSpan

	7. Remind and trigger 
	Forgetfulness is an annoying fact of life. We all have a limited capacity to commit tasks or goals to memory (Miller, 2015), and when it is an unfamiliar one, we are also less able to remember to do it when the opportunity arises. 
	Artifact
	Why does this matter? 
	  
	planned goal or intention to engage in a new behaviour. 
	For over-indebted people, this effect can result in a failure to both seek advice 
	 
	Timely, tailored reminders, such as a personalised text the day before an 
	 
	containing appointment details also helps reduce the need for people to commit that information to memory and keeps the action front of mind. 
	Finally, images and pictures are more easily recalled than text alone – 
	 
	appointments in your communications. 
	Mini tip: 
	Have people repeat back important tasks or information to focus their attention, increasing the chance they will commit it to memory. 
	ExtraCharSpan

	Association cues can prompt recall at the right time by making a concrete link between the desired behaviour and something novel encountered in the environment, for example ‘next time I use the scream emoji, I’ll phone the debt advice helpline..’. 
	ExtraCharSpan

	8. Recognise, reward and praise 
	We’re more likely to repeat a behaviour when we’ve experienced a positive outcome (Ayres, 2010) efforts are recognised by people 
	 
	Artifact
	Why does this matter? 
	There are huge anxieties surrounding accessing debt advice - the fear of social judgement or privacy risks, the uncertainty over what the impact on day-to-day life might be, and the worry about ‘doing it wrong’. 
	  
	Providing positive feedback, recognising each small action people take and 
	 
	association with your service. 
	A ‘thank you’ and a smile can go a long way. 
	Mini tip: 
	Acknowledge the anxieties and fears people have had to overcome to get in touch, and reassure them that they are doing the right thing. 
	ExtraCharSpan

	Recognise the effort that people have put in to gather documents, even if they don’t get everything you might need. 
	ExtraCharSpan

	they  
	ExtraCharSpan

	turning up to an appointment. 
	9. Make it social 
	We are highly social creatures and tend to follow the behaviours of people ‘like us’. When faced with unfamiliar situations we’ll look to what others are doing as a signal of what the appropriate behaviour is and are more likely to engage in 
	 
	socio-cultural norms 
	Artifact
	(Dolan et al, 2012). 
	Why does this matter? 
	Although having debt is now relatively normal, talking about it is not. Many 
	 
	judgement of others. When coupled with the uncertainty over what ‘debt advice’ might entail, the lack of a positive norm can prevent individuals from seeking advice. 
	To overcome this, promote just how many people have accessed your service, making the act of seeking support appear more socially acceptable. Where possible, personalise the norm to increase its motivational power, for example 
	  
	Testimonials are also powerful motivators as people connect emotionally with messengers they can identify with, increasing the impact and credibility of the message. 
	Mini tip: 
	Appeal to peoples’ desire to be part of a group by highlighting how many 
	ExtraCharSpan

	 
	be one of the few who doesn’t. 
	 Promote the number of people engaging in the good behaviour   
	ExtraCharSpan

	10. Test 
	One thing we know for certain about behaviour is that it’s complicated. Although behavioural science has evidenced the myriad of psychological and behavioural 
	 
	norms, emotions, ease - we can never 
	 
	impact will be for any one individual. 
	Artifact
	Why does this matter? 
	 
	preferences, backgrounds and circumstances. Therefore gaining a better understanding of what works best for whom by testing any changes made to your communications in as controlled a way as possible can make your debt advice communications more compelling, and cost-effective. 
	‘Testing’ might sound onerous but in the pilot studies that follow, you can see how easy it can be. In most situations you’ll already be collecting ‘effectiveness’ data meaning you only need to start making some behavioural science tweaks to your communications. 
	Mini tip:  the impact of applying some of these top tips to your communications. testingtogether@moneyadviceservice.org.uk 
	Written communications 
	Emails
	Application Using the ‘10 Top Tips’in your communications Part 3 
	Artifact
	Personalisation 
	Use ‘your’ or ‘you’ in the subject line of an email to attract attention e.g. ‘your appointment is with..’. 
	 
	pepper it throughout the body text. 
	Commitment 
	 
	their appointment.
	Or, better still, send a calendar invite that requires them to actively respond.
	Ease
	Put important messages at the top of your email. 
	Use boxes, bullet points and icons to draw attention to 
	P
	Use an email address that people can reply to. Not only does this feel more personal, it also reduces the effort required 
	 
	Written communications Written communications 
	Case study – Reciprocity 
	  
	(Sanders & Kirkman, 2014)
	Background Recruitment events can be a more effective and productive 
	P
	Jobcentre Plus found attendance rates amongst registered jobseekers were still low. 
	Aim To test the effectiveness of text messages in motivating more jobseekers to attend job recruitment events in order to help them get back into work quicker. 
	 
	Test 
	Artifact

	Jobseekers were randomised to receive one of three new versions of the standard text message to identify which was the most motivating compared to the existing version. 
	Personalisation 
	  
	message, evoking a sense of reciprocity. 
	Impact The simple addition of the jobseeker’s name increased attendanceby4.3%.
	Using reciprocity - telling the jobseeker that they had been reserved a place - increased attendance rates by 16.3%, compared to the existing text message. 
	Letters
	Personalisation 
	Artifact

	Handwrite names and addresses on envelopes.
	Write a note on the envelope to help your letter stand out and catch attention.
	Consider using a novel but subtle colour of envelope or a different weight or quality to make it distinct from bills 
	P
	Ease
	Use bold headers to signpost information and chunk up text. 
	Keep copy to the bare minimum – only include the information people actually need at that time.
	Planning 
	Give examples of what people may need to think about before their appointment.
	Give people a timeline of when they need to do each action – we are all overly optimistic about how long it will take us to do 
	P
	Social Norms
	If there is a waiting list, explain that it is because your services are in high demand, to normalise the act of seeking advice and reinforce that they’re doing the right thing. 
	Communicate that the vast majority of people bring the right documents with them to their appointment. 
	   Written communications Verbal communications 
	 Calls 
	 
	Reward 
	 (Farrell et al, 2016) 
	Start and end each call on a positive note, acknowledging Background A change in Los Angeles state policy meant some adults with young the effort people have gone to, or the barriers they’ve had to children were no longer exempt from participating in the welfare-to-work programme. overcome. Appointments were scheduled and communicated to newly eligible adults, but less 
	Artifact

	Tell them that you appreciate them getting in touch, or taking 
	Tell them that you appreciate them getting in touch, or taking 
	than half attended. 

	the time to speak to you. Aim To test if sending a new behaviourally informed letter would reduce appointment 
	Ease 
	 
	If you have a lot of information of questions to cover, tell people 
	If you have a lot of information of questions to cover, tell people 
	or a gain framed message. 

	in advance how long it will take. 
	 
	Consider breaking down the information into manageable 
	 
	Artifact

	Remind 
	Start with easy questions to make people feel good, and follow 
	Start with easy questions to make people feel good, and follow 
	The new letter was sent the week before the scheduled 

	any arduous or tiring questions with lighter, easier ones. 
	appointment, giving people time to notice it and prepare. 
	Social Norms
	Social Norms
	Ease 

	P
	The original letter was shortened and complicated jargon 
	 
	removed. 
	 
	Coloured boxes and bold text were used to call attention to the 
	 
	appointment details.
	A post-it note highlighting either what people stood to gain from to lose from not  
	Planning 
	Implementation prompts encouraged the recipient to plan how they would travel to the appointment. 
	Impact  rates by 3.6%  
	28 
	29 
	 Verbal communications Online communications 
	Case study – Reframing 
	  (Bizer & Pett, 2005)
	Background The unquestioned beliefs and attitudes people have learned form the ‘lenses’ though which they interpret and assess situations.
	In many circumstances negative framing has been shown to have a stronger impact on attitudes than positive ones, with negative attitudes then exerting a 
	 
	Aim    
	 
	Test 
	Artifact

	Participants were randomly assigned to either the negative 
	 
	impact the language framing had on their attitudes. 
	Build Commitment 
	Participants were presented with two alternative candidate options and asked which they preferred. In a languagemanipulation, they were then asked either whether theyopposedsupported their preferredcandidate. 
	Participants were then presented with negative information about their preferred candidate. Their strength of preference and commitment to that candidate was measured again. 
	Impact
	The negative framing created a greater sense of commitment to participants’ initially preferred candidate, demonstrating how subtle language manipulations 
	 
	Landing page 
	Artifact
	Avoid ‘Debt’ 
	Consider removing the word ‘debt’ from your website url as the act of typing it might create a negative association with yourservice. 
	Bust myths
	Consider creating a separate website for any information that might cause anxiety for over-indebted people, such as promoting volunteering opportunities with your service or requests for donations.
	Ease
	Minimise the number of clicks required to access information 
	– the effort required from each additional click will reduce the number of people continuing and clicking through. 
	Bright colours, icons and boxes attract attention to key calls-to-action. High contrast between text and background colour makes statements easier to read, and bigger boxes attract more attention.
	  understand what to do, and can motivate action. Affordance cues refer to the design elements of an object or choice environment that provide a visual clue as to the function of that object. 
	Allow people to schedule appointments or get in touch directly via your website. This will capitalise on peoples’ motivation   
	 Online communications 
	Behavioural science in action Insights from two pilot projects Part 4 
	Case study – Ease
	P
	(Nava, A. & Zaman, Q., 2016) 
	Background 
	people interpret it - people are generally bad at understanding percentages and 
	 
	Aim  
	to chose the cheapest loan on payday loan comparison websites, in order to inform the Financial Conduct Authority’s advertising regulations. 
	 
	Test 
	Consumers were randomly assigned to see three of six different price comparison webpages comparing payday loans,with six separate ‘good practice’ standards tested. 
	Personalisation 
	P
	to personalise the offers they saw. 
	Ease
	All available offers were displayed on one page to minimise the 
	 
	 
	 
	Impact
	Increasing the effort required to assess the offers reduced the respondents’ ability to make optimal choices. Splitting offers across a number of pages reduced 
	 the TAR, which reduced correct loan choice from 63.5% to 13.5%. 
	Artifact
	vioural Insights
	Behavioural Insights
	Before jumping to the solution, we needed to better understand what the main
	Before jumping to the solution, we needed to better understand what the 
	barriers to engagement were.
	main barriers to engagement were.
	P
	To unearth the less conscious, as well as conscious, factors inﬂuencing 
	P
	people we:
	Assessed CARCJ’s existing communication assets from a behavioural
	CARCJ’s existing communication assets from a behavioural 
	design perspective.
	Interviewed CARCJ sta , people attending the court, lawyers and non-
	Interviewed CARCJ staff, people attending the court, lawyers and non-legal
	legal representatives.
	representatives.
	Observed the court environment and the interactions occurring within it.
	Observed the court environment and the interactions occurring within it.
	Reviewed the behavioural science literature surrounding debt and
	Reviewed 
	ﬁnancial decision making.
	decision making. 
	rom our research, several key insights emerged including the need for the
	From our research, several key insights emerged including the need for the 
	P
	existing communications to be:
	Simpliﬁed.
	P
	Personally relevant whilst still maintaining privacy. 
	Personally relevant privacy. 
	Salient within the court environment.
	within the court environment. 
	Friendly, and make the act of seeking advice seem easy and acceptable. 
	riendly, and make the act of seeking advice seem easy and . 
	 
	We also noted that the inﬂuential power the right messenger (who or 
	P
	what delivers the message) could have on driving engagement was being
	under utilised, in part due to the lack of continuity in legal and non-legal
	under utilised, in part due to the lack of continuity in legal and non-legal
	representatives.
	representatives.
	Existing communications
	Existing communications 
	Signposting
	Signposting
	at the Royal Courts of Justice
	at the Royal Courts of Justice
	Figure
	Background Citizens Advice RCJ Advice (CARCJ) provide a free debt advice 
	Background 
	Citizens Advice RCJ Advic ovide a free debt advice 
	service within the Central London County Court.
	service within the Central London County Court. 
	service within the Central L
	Many of the people coming into the courts have wider debt and money
	Many of the people coming into the courts have wider debt and money
	concerns and would beneﬁt from formal advice. Yet, people tend to be
	P
	concerns and would beneﬁt from formal advice. Y 
	focused on dealing with the emergency at hand and may not be aware of 
	on dealing with the emergency at hand and may not be aware of the debt
	f gency a e of 
	the debt advice service, or of their need for it.
	advice service, or of their need for it.
	the debt advice service, or of their need for it.
	CARCJ typically rely on word-of-mouth and conventional communication
	CARCJ typically rely on word-of-mouth and conventional communication
	d-of-mouth and conventional communication 
	channels such as posters to sign-post their debt services within the courts. 
	channels such as posters to sign-post their debt services within the courts. But
	es within the courts. 
	But restrictions on where posters can be placed within the court buildings
	restrictions on where posters can be placed within the court buildings create an
	But restrictions on wher ed within the c
	create an additional challenge to engaging people. 
	Islington Citizens Advice Bureau Bankruptcy Advice Service 
	PHONE ADVICE PHONE ADVICE
	Artifact

	PHONE ADVICE 
	Islington CAB 
	Islington CAB
	Islington CAB 
	We are a CAB that provides free advice 
	to Islington residents on areas such as: Call 020 3475 5080
	r ttri fr i 

	We can give advice on any area of personal insolvency such as:  Bankruptcy, including -Statutory Demand -Creditors Petition -Debtors Petition -Annulments  Insolvency Voluntary Arrangements (IVAs)  Debt Relief Orders (DROs) 
	We can give advice on any area of personal insolvency such as:  Bankruptcy, including -Statutory Demand -Creditors Petition -Debtors Petition -Annulments  Insolvency Voluntary Arrangements (IVAs)  Debt Relief Orders (DROs) 
	 Benefits checks, applications and 
	appealst li i 
	Call 020 3475 5080
	Call 020 3475 5080 
	       
	  
	Ili ritr : 
	Debt problems, debt relief orders
	 
	  
	  
	            
	 
	and bankruptcy applications  Bankruptcy 
	, li f r 
	additional challenge to engaging people. 
	additional challenge to engaging people. 
	r 

	crea 
	t li i 
	t li i 
	 Housing problems, including tenanc 

	     
	  
	  
	          

	 
	 
	  
	issuesi and repairs, i l 
	     
	 
	Aim Our aim therefore was to improve the e ectiveness of the signposting
	Aim Our aim therefore was to improve the effectiveness of the signposting
	Aim Our aim therefor ove the e ectiveness o 
	  
	i rir 
	 Employment problems, such as 
	    
	      
	 
	redundancy, unfair dismissal and discrimination
	l t l,
	activities to increase awareness of the debt advice service and drive more 
	fiili t 
	 Utilities problems -issues with suppliers of gas, electric and water 
	 
	    
	     
	 
	      
	 
	34
	32 
	Islington CAB
	Islington CAB 
	PHONE ADVICE
	PHONE ADVICE
	Call 020 3475 5080
	Call 020 3475 5080
	 
	33
	35
	Islington CAB
	Islington CAB 
	PHONE ADVICE
	PHONE ADVICE
	Call 020 3475 5080
	Call 020 3475 5080
	 
	activities to increase awareness of the debt advice service and drive more over
	-

	activities to increase awareness of the debt advice service and drive more 
	over-indebted people to engage. 
	iliti l-i it li ,tri 
	 Consumer problems, for example faulty goods, and complaints. 
	r , f ft , lit. 
	C nd 222 Uppe S London N1 1XR 
	    
	 
	COME AND SEE ISLINGTON CAB COME AND SEE ISLINGT 
	Mond y Tue d y W dne day&Frd y930 430pm Thur d y1pm 8p 
	Y0207 947 7771. 
	indebted people to engage. 
	              
	  
	COME AND SEE ISLINGT 
	  
	ph M day Frday10 1pm d 2pm 430pm 
	  
	             
	P
	Call 020 3475 6855 Call 020 3475 6855
	Call 020 3475 6855 
	       
	    
	             
	  
	O dv of h g nd dent O undd by 
	ngt C but ndep nd he 
	 
	Artifact
	RCJ Advice Bureau 
	The charity for your community 
	The Citizens Advice service provides free, independent, confidential and impartial advice to everyone on their rights and Our service is free, confidential and independent of the court. 
	The Citizens Advice service provides free, independent, 
	responsibilities. It values diversity, promotes equality and 
	confidential and impartial advice to everyone on their rights and 
	challenges discrimination. 
	responsibilities. 
	c rit for our comm t 
	It values diversity, promotes equality and 
	challenges discrimination. 
	       
	222 Upper Street, Islington N1 1XR 222 Upper Street, Islington N
	222 Upper Street, Islington N 
	                  
	             
	             
	The Solution
	The Solution 
	was created to make the act of signposting RCJCA’s service
	A Signpost Card was created to make the act of signposting RCJCA’s service 
	 
	be (and importantly appear) easier. 
	FREE CONFIDENTIAL EFFECTIVE You are entitled to free money advice. Our trained money advisors are here for you:  Don’tmiss out! Priming personalisation 
	Loss aversion 
	The Signpost Cards were the size of business cards to be discreet and
	The Signpost Cards were the size of business cards to be discreet and 
	encourage people to slip them in their wallet/purses, the
	encourage people to slip them in their wallet/purses, prompting reﬂection 
	next time they were in a ‘money mindset’.
	the next time they were in a ‘money mindset’. 
	High quality, smooth card was used to 
	High quality, smooth card was used to prime positive ﬁrst impressions of the 
	P
	service (haptic cues - tactile sensations can unconsciously inﬂuence peoples’ 
	 
	perceptions of a good or service (see e.g. (Williams, L., & Ackerman, J., 2011)), .and last longer.
	We did not mention the ‘D’ word and the text was kept and
	We did not mention the ‘D’ word and the text was kept simple and salient. 
	Icons attracted attention and made the information provided cognitively easier
	Icons attracted attention and made the information provided cognitively 
	to process whist words like ‘trained money advisor’ and ‘effective’ addressed
	easier to process whist words like ‘trained money advisor’ and ‘e ective’ 
	potential fears around quality. The ‘don’t’ miss out’ was designed to tap into
	addressed potential fears around quality. The ‘don’t’ miss out’ was designed 
	loss aversion.
	to tap into loss aversion. 
	We chose the softer green and purple Citizens Advice branding to build trust
	We chose the softer green and purple Citizens Advice branding to build trust 
	and convey 
	and convey security: people had responded more favourably to the green 
	P
	palette in pre-tests. A ﬁnal touch was the highlighter accent, designed to 
	the card feel more personal and create a sense of commitment and reciprocity
	make the card feel more personal and create a sense of commitment and 
	towards the card-giver.
	reciprocity towards the card-giver. 
	34
	36
	wo separate versions of the back were created. One included a social norm,
	Two separate versions of the back were created. One included a social 
	and the other a testimonial. Both aimed to address the fears and anxiety
	norm, and the other a testimonial. Both aimed to address the fears and 
	around seeking debt advice, and the social stigma that still exists.
	anxiety around seeking debt advice, and the social stigma that still exists. 
	Both versions also included an implementation prompt in the form of the
	Both versions also included an implementation prompt in the form of the 
	when are you coming in for a chat?”, accompanied by a space to jot
	question “when are you coming in for a chat?”, accompanied by a space to 
	down a day and time. This question was designed to overcome procrastination
	jot down a day and time. This question was designed to overcome 
	by making the act of getting help more immediately tangible
	procrastination by making the act of getting help more immediately tangible
	Norming statement Testimonial, in handwritten font 
	Artifact
	Artifact
	Loss aversion 
	Early Results
	Early Results
	P
	Over a four week testing period a total of 130 cards were given out, 
	to individuals. Around 15% 
	80 directly to individuals. Around 15% of those individuals given a card 
	away and sought debt advice whilst still in the court.
	took action straight away and sought debt advice whilst still in the court.
	50 cards were also given to ‘messengers’ within the court, and as a result
	50 cards were also given to ‘messengers’ within the court, and as a result 
	new and valuable relationships between CARCJ and other departments
	new and valuable relationships between CARCJ and other departments 
	 
	(i.e. messengers) operating within the courts have been formed. 
	35
	37 
	ing
	Attending
	appointments in Croydon
	appointments in Croydon 
	Background 
	Background South West London Law Centres (SWLLC) provides a free debt 
	advice service for people in South West London.
	advice service for people in South West London. 
	They are well established in their area attracting oftentimes more people than
	They are well established in their area attracting oftentimes more people 
	there are appointments available. However, SWLLC were experiencing high
	than there are appointments available. However, SWLLC were experiencing
	no-show rates for scheduled appointments. Although people were requesting
	high no-show rates for scheduled appointments. Although people were 
	appointments, they were then failing to turn up.
	requesting appointments, they were then failing to turn up.
	Emails, letters and phone calls were the primary means of communicating
	Emails, letters and phone calls were the primary means of communicating 
	appointment details to clients, with no option of text message reminders.
	appointment details to clients, with no option of text message reminders. 
	Aim Our aim therefore was to improve the effectiveness of SWLLC’s overall 
	Aim Our aim therefore was to improve the e ectiveness of SWLLC’s overall
	communication strategy to reduce the number of no-shows.
	communication strategy to reduce the number of no-shows. 
	vioural Insights
	Behavioural Insights 
	To etter understand the challenge, we immersed ourselves in the existing
	To better understand the challenge, we immersed ourselves in the existing 
	P
	communication journey as experienced by a client. This involved: 
	SWLLC’s existing communication assets from a behavioural 
	Assessing SWLLC’s existing communication assets from a behaviouraldesign perspective.
	Interviewing SWLLC advisors.
	Interviewing SWLLC advisors.
	Developing a communications map, plotting the communications sent and
	Developing a communications map, plotting the communications sent
	P
	and the speciﬁc behaviours an individual might be required to take in 
	to their appointment.
	order to get to their appointment. 
	From our research, several key insights emerged including the need to: 
	 
	Elicit greater commitment from the client especially when scheduling
	Elicit greater commitment from the client especially when scheduling
	appointments.
	appointments.
	Chunk up the journey into smaller and more frequent communications 
	Chunk up the journey into smaller and more frequent communications and
	and actions.
	actions.
	Simplify emails, and make the main message more salient 
	Simplify emails, and make the main message more salient
	Reduce the complexity surrounding the ﬁnancial statement people
	Reduce the complexity 
	need to complete as well as the documents they must bring to
	P
	their appointment. 
	The Solution
	The Solution
	A new communication strategy was developed, encompassing three emails
	A new communication strategy was developed, encompassing three 
	with two supporting calls. New email templates and call scripts were produced
	emails with two supporting calls. New email templates and call scripts were 
	to support SWLLC staff.
	produced to support SWLLC sta . 
	vioural Applica
	Behavioural Applications 
	o make the overall act of coming to the appointment seem easier, the journey
	To make the overall act of coming to the appointment seem easier, the 
	was chunked into three main steps. Each step was associated with one email
	journey was chunked into three main steps. Each step was associated with 
	P
	one email and one supporting call:
	P
	1. Conﬁrm appointment
	Collect the right information
	2. Collect the right information 
	3. Plan how to get there
	3. Plan how to get there
	The more frequent contact reduced the risk of people missing emails
	The more frequent contact reduced the risk of people missing emails
	P
	(previously appointment details had only been sent a few days before 
	P
	appointments).
	Chunked journey: smaller more frequent communications 
	Artifact
	Artifact
	393836CR0 1QQReception: 020 8767 2777 Fax: 020 8043 0665 DX : 144264 Cr oydon 24 W eb: www.s wllc.or g        37  , t t t t f r , t r l l -We recommend the MyMone ySteps website. It’s straightf r j log-in to your MyMoneyS teps account when you get her Tip! Your bank t ill ti ’ll .   Dear XX, Thanks again  already done it!  Step 1. Get in touch  issues together. Your consultation is at: <time> on <day/date>  <location> What do you need to do now?  Step2. Replyto this email  Because our services are in high d
	  
	Hi <name>, 
	How are you? Thanks for confirming that you’re coming to your consult 
	office>
	Step 1. Get in touch 
	ExtraCharSpan

	Step 2.  What do you need to do now? 
	ExtraCharSpan

	Step 3. Start to prepare today 
	Artifact

	It’s less than 2 weeks until your consultation! To make sure you 
	 
	 
	Hi XXX, 
	F 020 8043 0665 E debt@swllc.org DX 144264 Croydon 24www.swllc.org 
	How are you? Your consultation is in less than <2> days so I just wanted to check you were 
	  
	Artifact

	consultation you need to bring 4 types of documents. 
	  
	  
	   
	Artifact

	What 4 documents do you need to gather now? 
	We ask you to bring these because, before we’re allowed to hel 
	it’s really you. 
	 
	1. Proof of ID 
	 
	Any one of: Passport | Driver’s license | Bus pass 
	 
	 Documents – Please bring with you as many of the following as you can: 
	I’ll 
	2. Bank statements 
	Covering the last 3 months. 
	Artifact
	Tip! If you don’t have internet banking or a printer, g 
	they will print a copy for you. 
	3. Most recent gas, electric & water statements 
	4. Letters from people you owe money to 
	The most recent letters and emails sent to you about i 
	There is also one online form you can start to complete now. 
	What is the one form you can complete this week? 
	MyMoneySteps.org 
	Artifact
	give you a call this week to see how you’re getting on. 
	Speak soon, 
	Roni 
	   
	P
	 
	 
	 
	P
	— 
	Roni Marsh 
	Debt Team Leader Direct Line: 020 8667 9252 
	 
	 
	Artifact

	 
	 Your latest letters from each of creditors and also your water, gas and electric bills 
	Financial Information –We need you to complete an income and expenditure form. You can do this using the attached sheets or you can use one of the following websites to do this: www.nationaldebtline.org www.myfirstmoneysteps.org You can then either print this out or when you come to the appointment we can look at it then as 
	Covering the last 3 months. 
	Any one of: Passport | Driver’s licence | Bus pass  
	P
	Croydon 
	5th Floor Davis House 
	South West London Law Centres 
	-
	Debt Team  South West London Law Centres   
	Robert Street 
	Croydon 
	 email sought to gain by 
	The ﬁrst email sought to gain commitment
	acknowledging the time investment the recipient
	by acknowledging the time investment the
	P
	recipient had already made (on a previous 
	explicitly requiring the client to reply 
	call) and explicitly requiring the client to reply 
	that they would attend.
	conﬁrming that they would attend.
	Importantly this email also told the client when
	Importantly this email also told the client
	the next contact would be, reducing uncertainty
	when the next contact would be, reducing 
	and prompting planning.
	uncertainty and prompting planning.
	norm “our services are in high demand” 
	A subtle norm “our services are in high 
	appealed to the ‘fear of missing out’ and served
	demand” appealed to the ‘fear of missing 
	to make it feel more socially acceptable to come
	out’ and served to make it feel more socially 
	to the appointment.
	acceptable to come to the appointment.
	for clients
	The second email made it easier for clients 
	to understand what they needed to bring and
	to understand what they needed to bring and
	how to prepare by only detailing three types
	how to prepare by only detailing three types
	P
	of documents (minimising the risk of choice 
	overload and overcoming inertia
	overload and overcoming inertia) as well as 
	giving tips on how to obtain the documents.
	giving tips on how to obtain the documents.
	P
	A complex and lengthy personal ﬁnance form 
	was replaced with a link to a trusted and simple
	was replaced with a link to a trusted and
	online form, which could be accessed when in
	simple online form, which could be accessed 
	their appointment.
	when in their appointment.
	implementation
	The third email used an implementation 
	to encourage people to plan
	prompt to encourage people to plan how they 
	would get to the appointment, and repeated the
	would get to the appointment, and repeated 
	appointment details.
	the appointment details.
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	Dear XX, 
	Thanks again  already done it!  
	Step 1. Get in touch
	ExtraCharSpan

	Email 1: Commitment e ect
	 
	issues together. 
	P
	Your consultation is at: 
	<time> on <day/date>  
	<location>  <location> 
	What do you need to do now? 
	  
	 Step 2. Reply to this email 
	 
	 

	Because our services are in high demand, I need you to confirm that you will come to 
	  
	your consultation.  Confirm by replying to this email. 
	  
	 
	 
	Step 3. Start to prepare 
	 -keep a look out for my email. 
	Hi XXX, In the meantime, if you have any questions at all, email me on Roni.marsh@swllc.org  
	P
	See you soon! 
	How are you? Your consultation is in less than <2> days so I just wanted to check you were Roni Marsh
	coming and you knew where to go.  Team Leader 
	P
	Tel: 020 8667 9252 Web: www.swllc.org  
	Your consultation is at: 
	 
	<time> on <day/date>  
	<location> 
	P
	How do you plan to get here?  
	 
	Most of the people I work with plan their journey with Googlemaps. <Click HERE to plan yours now> 
	 
	P
	Email 2: Simpliﬁed checklist
	What do you need to do now? 
	 
	Step 1. Get in touch 
	ExtraCharSpan

	Step 2.  
	ExtraCharSpan

	Step 3. Start to prepare today 
	ExtraCharSpan

	What 3 documents do you need to bring?  
	1. Proof of id Any one of: Passport | Driver’s licence | Bus pass  
	Artifact

	2. Bank statements Covering the last 3 months.  Tip! If you don’t have internet banking or a printer, go into your local bank-they will print a copy for you.  
	3. Letters from people you owe money to The most recent letters and emails sent to you about your money issues.  What is the one form you can complete this now? 
	  
	  
	  
	   
	P
	Email 3: Implementation prompt
	Hi XXX, 
	P
	How are you? Your consultation is in less than <2> days so I just wanted to check you were coming and you knew where to go.  
	P
	Your consultation is at: 
	<time> on <day/date>  
	<location> 
	Artifact

	P
	How do you plan to get here?  
	Most of the people I work with plan their journey with Googlemaps. <Click HERE to plan yours now> 
	What do you need to do now? 
	 
	Step 1. Get in touch 
	ExtraCharSpan

	Step 2.  
	ExtraCharSpan

	Step 3. Start to prepare today 
	ExtraCharSpan

	What 3 documents do you need to bring?  
	1. Proof of id Any one of: Passport | Driver’s licence | Bus pass  
	2. Bank statements Covering the last 3 months.  Tip! If you don’t have internet banking or a printer, go into your local bank-they will print a copy for you.  
	3. Letters from people you owe money to The most recent letters and emails sent to you about your money issues.  What is the one form you can complete this now? 
	All emails were using both the client and advisor’s name, and
	All emails were personalised using both the client and advisor’s name, and
	including personal language such as ‘your’. and colours were used to 
	including personal language such as ‘your’. Bold font and colours were used 
	attract attention to key information, with the amount of text kept to a minimum
	to attract attention to key information, with the amount of text kept to a 
	to reduce the mental effort required to process it.
	minimum to reduce the mental e ort required to process it.
	A sense of commitment and progression was created by breaking the
	A sense of commitment and progression was created by breaking the 
	actions the client would need to take into the three steps. With each email,
	actions the client would need to take into the three steps. With each email,
	P
	the preceding step (email) was marked with a tick a ording a sense of 
	    
	     
	accomplishment. 

	accomplishment.
	Commitment 
	Dear XX, and progression 
	Thanksagain Thanks again  already done it!  Step 1. Get in touch  issues together. 
	P
	Your consultation is at: 
	<time> on <day/date>  
	<location> 
	What do you need to do now?  Step 2. Reply to this email  Because our services are in high demand, I need you to confirm that you will come to your consultation.  Confirm by replying to this email. Step 3. Start to prepare 
	Artifact
	-keep a look out for my email.  In the meantime, if you have any questions at all, email me on Roni.marsh@swllc.org  See you soon! Roni Marsh 
	Team Leader 
	Early Results 

	Early Results
	Within the four week testing period, appointment attendance rates increased by
	Within the four week testing period, appointment attendance rates increased 
	Tel: 020 8667 9252 Web: www.swllc.org 
	 
	over one third, from around 50% to 67%.
	by over one third, from around 50% to 67%.
	The streamlined communications and more frequent contacts have had a
	The streamlined communications and more frequent contacts have had a
	P
	particularly positive impact on harder to reach clients – those with mental
	particularly positive impact on harder to reach clients – those with mental
	P
	P
	health challenges, low literacy levels and those who had already failed to attend
	health challenges, low literacy levels and those who had already failed to
	P
	multiple appointments previously.
	attend multiple appointments previously.
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	Worth a read 
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	Contact us 
	Contact us 
	Contact us 

	Eleanor.heather@ogilvy.com 
	Eleanor.heather@ogilvy.com 
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