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How do you like them apples?



How do we educate, inform and help shift 
behavior

• A tool among other tools

• Careful not to shove

• Building from what we know

• A few case studies: claims 

letters, employers of young 

workers, fishing, contractors 

and asbestos
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Our Marketing process

What is the opportunity?

Business problem/opportunity audience .  Goals and objectives .  Strategic alignment .  Owners .  

Related work (ie. VOB, VOR)   

1.

Understanding: Probing deeper

Market research .  Customer intelligence (ie. VOC) .  Validation .  Success measures
2.

Solutions

Marketing strategy/integrated communications plan .  Prototypes .  Impact analysis  .  Plan .  

Measurement approach

3.

Will the solution meet the need?

Testing .  Refinement
4.

Implementation

Solutions .  Measurement
5.

Follow-up and sustainment

Monitoring . Refinement .  Learning .  Integrating
6.
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Our decisions are based on 
rational, systematically biased, 
strongly habitual contexts  
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A nudge, not a shove



Influencing behaviours with 
small shifts at WorksafeBC
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Rewriting letters
Framing, personalizing and simplifying 



Key information 
easy to reference

Classification unit 
description 
highlighted for 
confirmation

Essential information on 
the first page with titles 
to guide reader

Other helpful  information 
called out on second page
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Rewriting letters
Framing, personalizing and simplifying 
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Supporting Employers of Young Workers

Door hangers: social norms and prompts 



Changing the way we engage at workplaces 

Fishermen : salience and simplification
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Reaching out to contractors about Asbestos

Why risk it? Loss Aversion and prompts
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What small change can we make today
that will have a positive impact on 

decision making tomorrow? 


