
Why BeSci ?

Beyond attitudes, toward 
changing behaviours

M a r c h  2 9 t h ,   2 0 2 1
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We are the BVA Nudge Unit 

Enhancing
customer experience 

Improving digital
adoption and conversion 

Optimising 
Communications

Addressing 
management challenges
(Diversity, workplace safety, etc.)

New product adoption
and easing shopper journey
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We help you see through a behavioural lens
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We believe if you are in business 
you are in the 

And your challenges are 

we can help you influence
your teams

your stakeholders
your consumers

to achieve successful outcomes
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Facing the reality of how decisions are made

We are not rational agents 
maximizing self-ƛƴǘŜǊŜǎǘΧ

Χ ōǳǘ ƻƴƭȅ ŦŀƭƭƛōƭŜ ƘǳƳŀƴǎ ŘǊƛǾŜƴ ōȅ 
ƛƳǇǳƭǎŜΣ ƘŀōƛǘǎΣ ƘŜǊŘΧ Ŝŀǎƛƭȅ ŎƻƴŦǳǎŜŘΣ 

ŀƴŘ ƻŦǘŜƴ ƛƴŎƻƴǎƛǎǘŜƴǘΧ 
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Having relevant information is not enough to help us 
make the right decision evenwhen the stakesare vital
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We need to work on both the System 1 & System 2

System 1 operates automatically, non 
consciously and quickly , with little or 
no effort and no sense of voluntary control, 
24/7 .

System 2 allocates attention to the effortful 
mental activities that demand it, including complex 
computations . 
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the journey to real decision making is the 
exploration into these 2 systems and what 
influences them 
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Beyond its imperfections, System 1 has 3 major influences:

context social

SYSTEM 1
Cognitive biases

emotion
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Itôs complex, but we can affect how our consumers decide

30+ years of academic research and over 200 cognitive biases and heuristics, 
translated and hand-picked into 21 key drivers for consumer behaviour


