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Agenda
• How to Help People Make Better 

Decisions

• Case Discussions

• Open Discussion 



“In contrast to economic models of rational choice 

suggesting that we respond to information and price signals, 

insights from across the behavioral sciences suggest that 

human behavior is actually led by our very human, 

emotional and fallible brain, and influenced greatly by the 

context or environment within which many of our decisions 

are taken (Kahneman, 2011; Thaler & Sunstein, 2008). In 

other words, behavior is not so much thought about; it 

simply comes about. The human brain uses a number of 

heuristics to simplify decision making, but these ‘rules of 

thumb’ can also lead people into predictable systematic 

biases and errors (Kahneman, 2003; Kahneman & Tversky, 

2000).”

The Theory and Practice of ‘Nudging’: Changing Health Behaviors 

Ivo Vlaev1, Dominic King, Paul Dolan, Ara Darzi







Barriers



Illusions



System Automatic
(System 1)

Reflective
(System 2)

Characteristic Uncontrolled Controlled

Effortless Effortful

Emotional Deductive

Fast Slow

Unconscious Self-aware

Examples of use Speaking in your 
mother tongue

Taking the daily 
commute

Learning another 
language

Planning an 
unfamiliar journey



Croskerry Academic Med 2009

Sensitive to cognitive bias



Danziger PNAS 2011



Linden JAMA Int Med 2014



Context and Decision Making



Normal Human Limits



http://www.implementationscience.com/content/6/1/42 



The Nudge Ladder

DOI: 10.1136/bmjopen-2021-048801

https://doi-org.offcampus.lib.washington.edu/10.1136/bmjopen-2021-048801


DOI: 10.1136/bmjopen-2022-062688

Nudges That Work

https://doi-org.offcampus.lib.washington.edu/10.1136/bmjopen-2022-062688


Messenger we are heavily influenced by who communicates 
information

Incentives our responses to incentives are shaped by predictable 
mental shortcuts such as strongly avoiding losses 

Norms we are strongly influenced by what others do

Defaults we ‘go with the flow’ of pre-set options

Salience our attention is drawn to what is novel and seems 
relevant to us

Priming our acts are often influenced by sub-conscious cues

Affect our emotional associations can powerfully shape our 
actions

Commitments we seek to be consistent with our public promises, and 
reciprocate acts

Ego we act in ways that make us feel better about ourselves

MINDSPACE



Messenger



Tanis Annals Int Med 194



•Massachusetts General Physicians 
Organization Quality Incentive 
Program 
•Advance Incentive Payment 

•MACRA and MIPS 
•Medicare Payment Adjustments (+/-) 

based on measures of quality/value 

Incentives



Norms

Schultz Psych Sci 2007



Defaults



Salience

Dayan Judgment and Decision Making 2011 



Salience

Arriaga NEJM 2013



Priming

King Health Psychology 2016



•Stories and individuals

Affect



• Displayed poster sized 
“commitment letters” in exam 
rooms for 12 weeks during cold 
and influenza season 

• Letters had photo of PCP and 
signature 

• Randomized 14 clinicians, 5 
clinics, 1000 adult patients with 
URI 

• Baseline prescribing rates 
42.8% intervention arm and 
43.5% control arm 

• Reduction of 10% in Rx rate in 
intervention arm (p<.05) 

Commitment

Meeker JAMA 2014



Ego



•How we make decisions (bias and 
context) impact our ability to 
provide high value care 

•Changing behavior is hard but we 
can leverage our understanding of 
how humans make decisions to 
help us make better decisions

Summary
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