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1 Abstract 

This thesis determines and discusses the barriers to the use of behaviour change techniques (BCTs) in the 

UK water sector by interviewing and surveying a diverse range of influential people within the sector. BCTs 

have the potential to be used to influence customer behaviour, particularly increasing uptake of water 

efficiency measures such as reducing wasted domestic water and wastewater best practices such as 

correct disposal of fats, oils and greases or sanitary items. Although there is enthusiasm in the UK water 

sector for the use of BCTs, misunderstanding and conflation of important elements of behavioural 

economics and BCTs and lack of experience are all major discouraging factors. The evaluation of BCT 

projects was most often perceived as the barrier that most prevented the effective use of BCTs. These 

factors must be addressed if BCTs are to be used widely and effectively in the water sector.  

 

Key Words: Behaviour Change Techniques, UK Water Sector, Behavioural Economics, Nudge, Behavioural 

Project Evaluation, Barrier Analysis 
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5 Introduction 

There are two main types of behavioural techniques (AKA behaviour change techniques and henceforth 

BCTs): those based on the principles of behavioural economics (BE) and those described by John (2011) 

as ‘think’ approaches. BE assumes an irrational and flawed human that needs to be persuaded to act in 

their own best interests or that of society. In contrast, ‘think’ assumes that, with open dialogue, major 

issues can be consciously addressed by the general public. This report will consider both types of BCT from 

the perspective of the UK water sector. The water sector faces many challenges that are caused or 

exacerbated by human behaviour and BCTs are potential solutions to these challenges.  As Ofwat pushes 

harder for putting the customer at the centre of water companies’ business plans, BCTs have never been 

more pertinent, but their use in the water sector is limited thus far. This report assesses how the UK water 

sector uses and understands BCTs. These results have been gathered via interviews with and 

questionnaires completed by water sector professionals. In particular, the barriers (as perceived by the 

sector) will be determined, with the aim steering the future literature towards ways in which these 

barriers can be overcome and consequently increase the effective use of BCTs to address the challenges 

of the water sector.  

6 Literature Review 

In academic literature, BCTs usually refer to the application of the principles of BE to real-world situations 

in order to influence behaviour in a particular way. However, in non-academic spheres, any techniques 

designed to change behaviour, particularly towards more pro-environmental or pro-social behaviours, can 

be classed as BCTs. Hartford (2014), Samson (2015) and Kahneman (2002) agree that applications of social 

or cognitive psychology are now routinely labelled as BE. This literature review will set out the landscape 

of BE, introduce BE based BCTs and look at alternative approaches (e.g. ‘think’). It will take a critical view 

of these theories and methods. It will then look at the challenges and opportunities of behaviour change 

techniques in the water sector. This research aims to expand current understanding of these challenges 

and opportunities, and in particular look at how water professionals’ perceptions shape their use of BCTs.  
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6.1 Behavioural Economics 

Behavioural Economics (BE) is a field of study which uses psychological experimentation to explain human 

behaviour that deviates from the standard expected utility theory (SEU) (Heilmann, 2013; Hartford, 2014). 

SEU hypothesises that the subjective value of a gamble (and thus the expected behaviour of the gambler) 

is the statistical probability of the gamblers valuations of the gamble outcomes (Briggs, 2015). BE can be 

applied to various fields to create models of decision making (accounting for cognitive biases and 

dysfunctions), that can be used to inform the methods used by those wishing to influence behaviour 

(White, 2013). Table 1 reviews some of the key literature of the field of BE.  

Table 1 Critical Review of the Relevant Theories of BE 

Major Insights Complementary theories Implications 

Sutherland and Loewenstein 
(2014) succinctly distilled BE 
down to six major insights:  
1) Small changes can have 
large effects on decision 
making 
2) Psychology is really 
important 
3) People can’t always explain 
why they do what they do 
4) Preference is not absolute 
but relative, social, and 
contextual 
5) Trust and commitment are 
complex and important factors 
for decision making and 
behaviour 
6) People satisfice rather than 
optimise (for more details see 
Gigerenzer & Goldstein, 1996) 

Mullainathan and Thaler, (n.d.) 
summarise that decision making 
is not rational (as predicted by 
SEU) but may be explained by 
‘bounded rationality’. This 
reflects the limitations of 
cognition that constrain problem 
solving.  
 
According to BE theory there are 
drivers of behaviours, which can 
be utilised to push behaviours to 
achieve a certain aim. In this 
paper we will be looking at the 
potential for using these methods 
to be used to influence the way 
people use water and wastewater 
services in the UK. 
 

The way that people make 
decisions is influenced by 
several distinct psychological 
processed that can be 
manipulated in order to create 
changes in decisions made. 
 
Loewenstein & Ubel (2010) 
suggest that sometimes BE is 
applied where simple 
economics (raising or lowering 
financial costs) would suffice. 
 
In a 2012 review of the 
literature on domestic water 
demand, Correia and Roseta-
Palma found that there as very 
limited evidence of the 
incorporation of psychological 
findings into economic analysis 
over the last decade. They go 
on to point out how insights 
from behavioural economics 
and related fields can 
contribute to new 
developments in water 
resource economics 
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Griskvicius et al. (2012) suggest 
that much anthropogenic 
environmental damage is 
caused by or exacerbated by 
five ancestral tendencies:  
self-interest; relative status 
acquisition; unconscious 
copying of others; short 
sightedness and disregard of 
intangible concerns. 
Mullainathan and Thaler, (n.d.) 
have two concepts that help us 
understand the limits to 
decision making. ‘Bounded 
willpower’ captures the fact 
people sometimes make 
choices that are not in their 
interest in the long term. 
‘Bounded self-interest’ is an 
explanation of the human 
ability to sometimes sacrifice 
their own interests to help 
others. 

Certain evolved traits of human 
nature contribute to pro-social 
behaviour. These include 
empathy, cultural transmission, 
cooperation and reciprocal 
altruism. However, a proclivity 
for long-term sustainable 
decision making has not evolved. 
Alvard (1998) proposes that this 
is because there is not a strong 
selective pressure for natural 
selection to act upon this trait, as 
its benefits are too widely 
dispersed across the gene pool. 
Further, the evolved adaptations 
for decision making, including 
cooperative decision making, 
arose in the context of small 
face-to-face groups (Wilson et al. 
2014). As such, these 
mechanisms struggle to cope 
with large scale or non-face-to-
face interactions (Ibid).  

Environmental and social 
problems (including water 
resource management) are 
subject to special problems and 
conflicting elements of human 
nature. Understanding human 
tendencies, and how then can 
be exploited or overridden, may 
be an important step towards 
preventing and remediating 
environmental damage.  
 
 
Whilst BE suggests that humans 
act in predictable ways, the 
number of different influencing 
factors makes it difficult to 
forecast behaviour in practice. 
 

BE is bounded by the 
framework of dual processes. 
This distinguishes between the 
automatic (immediate, 
involuntary and emotionally 
motivated) and the reflective 
(slow, deliberate and effortful) 
systems of decision making 
(Heilmann, 2013). Automatic 
decision making has useful 
purpose but tends to reduce 
rational thinking. 
The reflective decision making 
system can also go awry and is 
subject to factors that 
influence it to be irrational 
behaviour. Schneider, Gruman, 
and Coutts (2012) point out 
that from an evolutionary 
perspective, the use of 
heuristic shortcuts is an 
efficient means for humans to 

Tendencies that are in some 
situations very beneficial include 
risk aversion and loss aversion 
(Fox et al. 2008). 
People may depart from rational 
behaviour in systematic, 
predictable ways such as 
procrastination and loss aversion 
– often referred to as predictable 
irrationality. Allais paradox 
(Allais, 1953) and prospect 
theory (Tversky and Kahneman, 
1979) are key theories that try to 
explain such predictable 
inconsistencies. 
Hardin’s (1968) ‘no technical 
solution’ theory suggests there is 
not a full technical solution to 
collective action problems and 
that a change of the values of the 
majority is the only way to solve 
such problems. According to this 

Different situations are dealt 
with by different mechanisms 
of thinking. 
Tendencies created by 
emotional responses and 
heuristics are usually useful in 
some contexts, but can lead to 
poor decision making in others 
(particularly the more complex 
situations of modern society). 
The number of individuals that 
die as a result of poor long-term 
decision making surrounding 
life choices (from smoking, 
obesity, alcoholism, drink-
driving, unsafe sex etc.) is 
testament to the fact that the 
human decision making system 
is organised in such a way that 
infrequently allows for good 
long term planning. When the 
impact of a decision is more 
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make use of limited knowledge 
and processing capabilities. 

theory, behaviours and attitudes 
must be changed in order to 
achieve sustainability in the 
modern world, environmental 
protection and effective 
management of water and other 
natural resources. Grinde (2000) 
suggests that management of 
human nature, such as the 
improvement of adaptive social 
capabilities, decision making and 
cooperative actions, is as 
important as sustainable 
development with regard to 
environmental protection. 

diffuse across the society or 
population, over future 
generations or even on other 
species, these problems are 
compounded. 
 

 

 

6.2 Behaviour Change Techniques 

Behaviour change techniques, in the context of their use by the UK government, is usefully summarized 

here: 

“While these strategies of government are commonly recognized under the now popular nomenclature of 
‘nudge’ (see Thaler and Sunstein, 2008), they are part of a broader range of libertarian paternalist policy 
interventions, which range from fairly traditional advertising campaigns, sophisticated design initiatives that 
focus on spatial arrangements (e.g. the layout of school canteens), to administrative techniques that attempt 
to ensure certain forms of optimal behaviour (e.g. presumed and differed consent in organ donation schemes; 
favourable default positions on company pension options).” (Jones, Pykett and Whitehead, 2010, P.484)  

 

The above quote gives an indication of the breadth of BCTs and their potential applications, but suggests 

that the term nudge tends to be used in place of behaviour change. Figure 1 displays a method for 

characterising the full breadth of behaviour change. This paper is focused on the use of behaviour change 

techniques with regard to water resource management. Thus the intervention functions most relevant 

include persuasion, education and subtle or ‘light touch’ forms of incentivising and restrictions. 
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Figure 1 The Behaviour Change Wheel as conceptualised by Michie, van Stralen and West, (2011). Source:  Implement Sci. 2011; 
6: 42. Published online 2011 Apr 23. doi:  10.1186/1748-5908-6-42 

 

6.3 Types of Behaviour Change 

6.3.1 Nudge 

Nudge is an important behavioural technique, and one of the most widely known, in large part due to the 

UK government’s behavioural insights team (nicknamed the nudge unit). Thaler, Sunstein and Pavillet, in 

their seminal book Nudge (2010) propose that a nudge is an aspect of the choice architecture – the context 

in which people make decisions - that alters people’s behaviour without prohibiting or significantly 

changing the economic incentive of certain choices. Barton and Grüne-Yanoff (2015) agree, but go on to 

distinguish between three types of nudge: heuristics-triggering, heuristics-blocking and informing. These 

are mechanism based definitions. Often, interventions simultaneously utilise more than one of these 

nudge types. Other definitions or groupings of nudge types are based not on mechanisms, but on the 
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nature of the aims, for example Hagmann et al. (2015) describe two broad aim categories: pro-social and 

pro-self. 

Barton and Grüne-Yanoff (2015) focus on nudges that trigger heuristics by affecting the aspects of choice 

architecture that are not usually consciously acknowledged when making decisions. Such aspects include 

the framing of the question and default options, but exclude elements over which people tend to have 

explicit preferences, for example, cost. Goodwin (2012) questions whether nudge could bring about more 

substantial changes in attitudes and values that would overcome ingrained behaviours in the long term. 

It is his view that nudge places too much emphasis on individual behaviour and that: 

‘if we really want to solve the big problems faced by society we need to think and deliberate together rather 
than in isolation (p.90).  

Think approaches may offer a solution to this (see section 6.3.4). 

6.3.2 Social Marketing 

Environmental information provision to adults is typically spread via marketing techniques. Sunstein 

(2015) points out that the provision of information can sometimes alter behaviour in a predictable way, 

although the impact of information is not always consistent or predictable. Social marketing differs by 

objective, but not by procedure, from traditional commercial marketing approaches. Social marketing was 

pioneered by Kotler and Zaltman in the 1970s. It is based on the idea that the same marketing principles 

that are used to sell products could be used to promote ideas, attitudes and behaviours (including but not 

limited to the use of specific products or services). As in commercial marketing, in order to achieve high 

uptake of the product or service, consumers must perceive that they have a genuine and significant 

problem that will be solved by the used of the product or service. 

Social marketing, rather than being simply about communication, encompasses the four central pillars of 

marketing (Scott et al. 2005): 

 Product. The product may be physical or it may be a service (that you a trying to increase uptake 

of), or it may simply be a behaviour. Crucially, people have to believe they have a problem that 

this ‘product’ will solve. 

 Price. The cost of the behaviour change must not be higher than the perceived benefits. The cost 

may be financial, but is more likely to be a combination of time, effort and inconvenience. 
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 Place. Tied in with costs, the behaviour must be facilitated in a convenient place. 

 Promotion. Understanding the target audience, their motivations and preferred methods of 

communication, it is possible to promote the product/service/behaviour. According to Scott the 

problem with many behaviour change campaigns is that the emphasis is wholly on promotion, the 

other pillars of marketing being ignored.  

A 5th pillar is sometimes added to complement social marketing approaches: 

 Policy. Policy can enforce provision of the product or service and can make the undesired 

behaviour more difficult. 

Sometimes social marketing techniques can be as simple as informing the public in order to change their 

perceptions of an issue and nudge their behaviour accordingly. Mistaken perceptions of risk will affect 

people’s decision-making more than the actual risk (White, 2013). So if a company or government wants 

to increase uptake of the perceived risky product, effort may be spent on changing people’s perception 

of the risk, rather than reducing the actual risk.  

Social marketing has been widely used to encourage health and hygiene behaviours. In a study by Mah, 

Tam and Deshpande (2008) 66% of the social marketing interventions studied demonstrated a significant 

improvement in hygiene behaviours. That said, only 39.6% were considered to have a strong evaluative 

design, so it is important to ensure that these methodologies are well designed. Social marketing could 

be used in the water sector to promote a variety of behaviours that have benefits to the community (e.g. 

decreasing sewage blockages by correctly disposing of waste); the environment (e.g. reducing pollution) 

or the individuals (e.g. reducing water bill). 

6.3.3 Targeting Specific Groups 

It is worth noting that this section of the literature review has been added retrospectively, to cover a topic 

that was reasonably prominent in the interview results (see section 9.1.3). It is interesting that targeting 

specific groups seems to be understood in the water sector as an important part of behaviour change, as 

there is little emphasis on this in the current literature. However, the transtheorectical model of behaviour 

change is widely used in the context of health behaviour change (Prochaska and Velicer, 1997). Kotler 

and Lee (2009) build upon this and discuss how micro-segmentation of the poor can be utilised to create 

meaningful social marketing campaigns to alleviate the symptoms of poverty. These perspectives look 
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more at the readiness of individuals to accept a new behaviour than groupings such as background, socio-

economic status, occupation or age. Lubell (2002) takes these sort of factors in to consideration in his 

model of environmental activism. His model assumes that environmental activism is influenced by 

people’s perception of the costs and benefits (not only financial but social and psychological). This kind of 

model could be useful in predicting how behaviour change interventions would be received by different 

groups, and so adjust strategies accordingly. Specific guidance on behaviour change implementation does 

have a tendency to include reference to targeting, despite a lack of academic emphasis (e.g. NICE guidance 

on behaviour change 2007). 

6.3.4 Think: Education and Engagement with Children and Communities 

‘Think’, so coined to contrast with nudge, refers to the strategy promoted by political scientists, most 

prominently John (2011). Rather than nudging citizens toward particular behaviours, they are allowed to 

make active and informed choices. Proponents of think criticise nudge by saying that it is based on the 

premise that the general public is excluded from the decision making process and is deemed incapable of 

making the most appropriate choice, compared to those with the power to influence. Think, on the other 

hand, assumes a public that are curious, reflective and able to process information well. It also relies on 

the willingness for citizens to publicly discuss public policy issues. This approach encourages active 

involvement and the formation of democratic institutional platforms and citizen centred investigations. 

Education, community engagement and engagement of children are interlinked and often overlapping 

methodologies that fit under the heading of think. Whilst most of the discourse surrounding think, and 

for that matter nudge, is focused on government-led behaviour change, it is not difficult to see how these 

ideas would be transferred to regulated private services such as water supply and sewerage.  

Table 2 Critical Review of the literature on think approaches to behaviour change 

Benefits of Think Approaches 
(as suggested by The DEA report (2010) and 
Andersson, Burall and Fennell (2010)) 

Complementary Ideas 

Deliberately engaging the public in important 
and complex issues has the potential to reach 
deeper in to their awareness than social 
marketing approaches. Andersson, Burall and 
Fennell (2010) see this as particularly important 
given the complex, intergenerational and 
distributed nature of many of the problems we 

UNICEF’s Communication for Development 
programme (2016) distinguishes between 
behaviour change and social change, but stresses 
that the two should be used as complementary 
approaches. Whilst the former addresses 
knowledge, attitudes and practices of individuals, 
social change emphases the community as the unit 
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currently face. Further it should not lead to the 
biased presentation of facts and ideas or the 
forcing of specific ideas on to people. 

of change. Usually this involves influencing the 
distribution of power within social and political 
institutions.  
Barrier Analysis is assessment tool (David and 
Thomas, 2004) used in community development 
projects to identify behavioural determinants and 
create more effective behaviour change 
communication messages and supporting activities 
(e.g. change of social norms). 

Participants in Andersson, Burall and Fennell’s 
research suggested that pursuing widespread 
sustainability in a range of areas requires a social 
shift towards understanding and appreciation of 
the intrinsic value of resources 

Dreibelbis et al. (2013) found that existing 
behaviour change models in the WASH sector 
under-represent the role of technology and the 
psychical environment and tend to focus on 
individual-level behavioural determinants. 

Deliberative engagement encourages people to 
take ownership of the issues and solutions. This 
is more sustainable than nudge approaches, 
where the effectiveness of the approach may 
wear off with time, or with the advent of a new 
issue. 
 
 

Where technological solutions are necessary, co-
design is an approach that allows community 
engagement. Engineering Comes Home is a 
particularly interesting project that aims to create 
infrastructure based on the needs, aspirations and 
daily practices of the people who will use the 
infrastructure. This project involves ethnographic 
research to inform the design of infrastructure. 

The focus is on attitudinal change, which of 
course generates behavioural change. This 
allows people to generate their own ideas, 
priorities and solutions. This is less patronising 
than both nudge and social marketing 
approaches. 

The NICE 2007 guidelines on behaviour change 
emphasise the need to build on existing skills and 
knowledge 

 

According to a 2010 DEA report, Think approaches:  

“…are relatively unproven within the sustainability field. Amongst small groups, deliberative engagement can 
strongly influence values and attitudes as well as behaviour, but we have not yet found a way to scale up 
deliberative engagement effectively.” pg. 2 

 

For these reasons, think approaches should be further studied and trials with measurable outcomes be 

undertaken.  This would determine a) whether these approaches are effective at generating sustainable, 

pro-social and pro-environmental decisions, b) in which contexts these approaches are valid and c) how 

these approaches can be used to maximum effect. That said, there is an argument that think approaches 

should be preferred over nudge on ethical grounds. This is discussed further in the section 6.4. 
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6.3.5 Gamification 

Gamification is an increasingly popular method that uses game mechanics such as entertaining activities, 

competition and rewards (Duke University, 2013) to engage people and/or motivate behaviour change 

(Schoech et al., 2013). Harmari, Koivisto and Sarsa (2014) use a model of gamification that has three main 

parts:  

1. The implemented motivational affordances (e.g. points, leader boards, story/theme, levels, 

progression etc.) 

2. The resulting psychological outcomes (Duke University (2013) use a model to understand this 

based on socialisation, externalisation and internalisation) 

3. The consequential behavioural outcomes 

In a 2014 review of the empirical literature on gamification Harmari, Koivisto and Sarsa found that, whilst 

gamification largely yielded positive results, the context and characteristics of the people being engaged 

were highly influential in outcomes. The context primarily refers to the activity being gamified. Most of 

the existing literature is on gamification of education or learning (usually effective and could be 

transferable to the water sector) and there is a distinct lack of literature on the gamification of 

environmental values or behaviour. Health behaviours are also increasingly gamified with success 

(Schoech et al., 2013). 

6.4 Ethical Context 

Most published attitudes towards BCTs are based on ethical arguments. Issues of libertarian paternalism 

arise when the use of BCTs is judged from an ethical standpoint. Non-nudge forms of paternalism include 

government incentives and commands. Nudge is described as libertarian because it does not – 

theoretically – interfere with personal freedom of choice. Behaviour change techniques are designed to 

encourage the desired behaviour whilst keeping barriers to alternative behaviours sufficiently low so that 

they are viable options for those being nudged (henceforth, the nudgee). Goodwin (2012) argues that 

freedom is not afforded simply because a choice is available, and that the quality of the choice must be 

taken in to account. Goodwin further argues that ‘internal’ restrictions - such as those imposed by social 

norms - still impinge upon personal liberty. For these reasons, ‘think’, rather than ‘nudge’ approaches to 

decision making and behaviour change may be favoured. 
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Barton and Grüne-Yanoff (2015) describe libertarian paternalism as a way of justifying the governmental 

use of nudges where there is a clear benefit to the nudgee. Dunt (2014) points out that as the public do 

not know about the psychological pressures being placed on them, it poses ethical issues. However, 

Branson et al. (2012) has shown that people are typically in favour the nudge approach compared to 

mandatory legislation.  

Libertarian paternalism arguments for benefit of nudge style BCTs go as follows (Sunstein and Thaler, 

2003): the rational choice is preferred, however irrational decision making impair a person’s ability to 

make this choice. A nudge therefore, achieves the rational outcome, which is assumed to be what the 

individual would have chosen-their true preference-if they were able to put aside irrational biases. 

Although determining the rational choice is sometimes complex, particularly given factors such as time-

discounting and self versus societal interests (Barton and Grüne-Yanoff, 2015). Furthermore, Sunstein 

(2015) argues that whenever delivering choice architecture, a nudge will be implemented, whether 

intended or not. Therefore, a deliberate nudge in a positive direction should be favoured. 

The alternative think approach which gives more power and freedom of choice to the people. Think avoids 

the possible pushing of vested interests available to social marketers and nudgers. When in support of 

behaviour change, it is assumed that the aim is always pro-social and pro-environmental. Whilst this may 

be the case, these techniques can equally be used to push a specific political agenda or product. Currently, 

water companies do not have competition for customers, so the potential for irresponsible use of these 

techniques is limited. Further, Ofwat look to ensure that the water companies do what is best for the 

customers. Introducing competition to the market (first discussed in the 2011 DEFRA White Paper, 'Water 

for Life’) could impact upon the way these techniques are used. 

6.5 BCTs in Practice 

Behaviour change techniques have been employed in a variety of sectors. The Behavioural Insights Team 

was created in 2010 to apply behavioural science to UK public policy. It is now a social purpose company 

run partially by Nesta. One of the earliest and most prominent projects of the Behavioural Insights Team 

was the distribution behaviourally-informed messages about tax payment in randomised-controlled trials. 

The messages that employed social normative pressure significantly increased the increase in tax payment 

(Service et al. 2015). 



What Are the Barriers to the Use of Behaviour Change Techniques in the UK Water Sector? 
 Hazel Lewis 
 

Page 18 of  68 

  
 

 

Compared to water or environment related issues, the practical experiences and theoretical literature on 

behaviour change techniques in public health is far more advanced.  Public health in the developing world 

also includes hygiene and sanitation, which has a more advanced understanding of behaviour change, 

including appreciation of its importance. In recent years there has been a drive in the public health sector 

to address the following issue: 

“Key frameworks for designing and evaluating behaviour change interventions (Collins et al., 2011; Craig et 
al., 2008) emphasise the importance of using theory to inform intervention design as well as specifying 
interventions in terms of component BCTs. However, they do not offer guidance as to how to link the 
postulated theoretical mechanisms of change with BCTs. This link is necessary both to theoretically inform 
intervention development and to test theory by evaluating interventions.”  (Michie and Johnston, 2012, p.4) 

It is likely that the water sector will need to go through a similar process in order to effectively implement 

behaviour change techniques. 

6.5.1 Attitudes Towards the Use of BCTs in the Water Sector 

Research on professional attitudes and use of BCTs has been limited to The 2013 Sustainable Behaviour 

Change Marketplace Survey (AKA Motivating Millions). This reviewed the nature (including “priorities, 

motivations, strategies and challenges”) and scale of sustainable behaviour change and its increasing 

importance across a wide variety of industry sectors. This has been useful as a comparative study, but as 

it does not have a breakdown of the opinions of the specific sectors or organisations, it has limited use in 

determining what the attitudes of the UK water sector are to behaviour change techniques. It will be 

interesting to see if the findings of this report (four major findings shown in figure 2) are reflected in the 

UK water sector. Discrepancies, and the associated explanations may give insight in to the special 

problems of BCTs in the water sector.  

Michie and Johnston (2012) look at behaviour change techniques in a health context and identify the 

problem that, whilst most health interventions are strictly designed, monitored and regulated (e.g. 

medication production), behavioural interventions are not subject to the same scientific rigour in either 

design, implementation or monitoring. Further, behavioural interventions tend to be designed and 

implemented by individuals of unknown competence or specialisation. 

John (2011) endorses the use of randomized controlled experiments as a way of confirming causality and 

determining the usefulness of various public behavioural interventions. 
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Figure 2 Key findings, taken from MOTIVATING MILLIONS: The 2013 Sustainable Behaviour Change Marketplace Survey 

BCTs hold great potential to be used in the water sector, but the use of the methods has so far been 

limited. The concept of BCTs is not particular new, and has been used successfully in related sectors such 

as health, hygiene and sanitation, and to a lesser degree the energy sector. It is on this basis that the 

research assumes there must be particular barriers, either perceived or real, to their use in the water 

sector. Accordingly, this research was designed to answer the research question “what are the perceived 

barriers to the use of BCTs in the water sector?”.  

 

7 Methods 

7.1.1 Interviews 

The main part of my data is qualitative, gathered from semi-structured interviews with key informants 

from the UK water sector (plus one from Ireland). 14 companies were represented by 17 participants. 

Table 4 shows the participants and gives an overview of their roles within the water sector. The interviews 

took approximately 30 minutes each. The standardisation of the majority of the questions makes data 

reliable, comparable and replicable. However, the semi-structured interview format created a more 

relaxed atmosphere in which to collect information and allowed me to probe deeper to understand the 

responses better. It also allowed me to adapt my questions to the various interviewees. For example, the 

questions asked to regulatory bodies would not be entirely suitable to ask to utility companies. 
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Table 3 Interviewee Details 

Organisation Role in Water Sector Participants Form of Interview 

Anglian Water 
UK Water and Water 
Recycling Company 

Darren Rice, Wholesale 
Policy and Competition 
Manager 

Phone call 

DEFRA 

UK Government 
Department for 
Environment, Food and 
Rural Affairs 

Anonymous x 2 Conference call 

DFID 

UK Government 
Department for 
International 
Development 

Peter Smith, former 
Environmental & 
Infrastructure Adviser 
at DFID 

In person interview 

Environment Agency 
Environmental 
Regulator 

Technical Specialist, 
Angela Wallis 

Phone Call 

Groundwater London 

UK Charity, that create 
partnerships with local 
communities in order 
to improve prospects,  
create better, greener 
spaces and promote 
green living 
 

Anita Konrad, Director Phone call 

Irish Water Non-UK Water Anonymous Phone call 

Ofwat 
Economic Regulators of 
UK water sector 

Nicci Russel, Director 
Bart Schoonbaert, 
Principal, Strategy & 
Policy 
 

Phone call x 2 

South East Water 
UK Water Supply 
Company 

David Hinton, Asset 
and Regulation 
Director 
Jo Osborn, Head of 
Communications 

In person Interview x 2 

Southern Water 
UK Water and 
Sewerage Company 

Ben Earl, Water 
Efficiency Manager 

Phone Call 

Sutton and East Surrey 
Water 

UK Water Supply 
Company 

Anonymous Phone Call 

Unilever 
Multinational 
Consumer Goods 
Company 

Anonymous (focus on 
sustainable 
manufacturing) 

Phone call 

Water Supplier A 
(anonymised) 

UK Water Supplier Anonymous Phone call 
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Water Supplier B 
(anonymised) 

UK Water Supplier Anonymous Phone call 

WaterAid UK 

International 
Development Charity 
focusing on the 
 provision of water and 
sanitation 

Dr Om Prasad Gautam, 
Technical Support 
Manager - Hygiene 

Phone Call 

WWF-UK 
UK Conservation 
Charity 

Rose O’neill, 
Freshwater Programme 
Manager 

 Phone Call 

 

Interviewees were provided with an information sheet, a consent form and a preview of the questions 

before the interview. The preview question sheet can be viewed in appendix 9.1. The majority of 

interviews were conducted over the phone, although some were done face to face. All were recorded and 

then transcribed in note form.  

Thematic analysis of recordings was done using a coding system. Appendix 9.2 shows an extract of 

transcription and indicates how coding was done. The themes drawn from this process were 

conceptualisation, sources of knowledge, breadth of understanding and barriers to use (see section 7).  

7.1.2 Surveys 

Supplementary qualitative and quantitative data came from online survey generated using Qualtrics. This 

survey was designed pose similar questions as the interviews but to take only 5-10 minutes to complete. 

This was achieved by adapting the interview questions in to multiple choice questions. Two long answer 

questions were asked, which has vastly reduced response rate compared to the multiple choice questions. 

There were 32 respondents representing a variety of organisations both in the UK and abroad. These 

results can be used to support or refute the attitudes expressed by interviewees. The survey can be viewed 

in appendix 9.3.  

7.2 Limitations 

There are some limitations of qualitative data generated in the above ways. These limitations have been 

assembled from Cloke et al. (2004). For the interviews there is always a tendency to rely on first 

impressions, ignore conflicting or unusual information and to ignore information that is hard to gain. 
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There is always a tendency toward confirmation bias, and co-occurrence of ideas can be interpreted as 

correlation when it is not necessarily the case. The biased asking of questions or forcing of answers is an 

issue that has been tried to avoid as far as is possible. Another problem with the semi-structured form of 

the interview is that, where different questions are asked of different interviewees, there is the possibility 

for misleading results and this could be seen as misleading by participants. The survey is limited by the 

fact that it is very abridged for usability, but likely fails to capture the nuances of people’s attitudes toward 

behaviour change.  

Despite these limitations, the interviews were appropriate for determining the perception of barriers to 

BCT use in the water sector. This data is of high quality due to the breadth of key informants, and the 

survey helps to confirm the accuracy of the interview responses.  

 

8 Results 

8.1 Conceptualization of Behaviour Change 

Precise understanding of how behaviour change techniques work and how they could be used to achieve 

the various aims of the water companies is necessary before behaviour change interventions can be used 

effectively. A principle of this research is that idea that BE needs to be understood before behaviour 

change can be effectively implemented. As Darren Rice from Anglian water pointed out: 

“Understanding how people are wired is important. It has the potential to feel quite invasive. We are making 
a transition as a society to understanding why people might do things – social media and advertising impact 
on people’s behaviours. It’s a hot topic and we can definitely use this in the water sector.”  

Figure 3 (pg. 23) compares the conceptualisation of BCTs in the motivating millions report compared to 

the conceptualisation expressed by the water sector and finds that there are broad similarities. 
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Were these findings reflected in this survey of the UK water sector? 

This research was primarily 
directed at finding out 
whether organisations 
influenced customer 
behaviour. All water 
companies believed that 
they should try to influence 
their customers’ behaviour. 
The regulators asked were 
not keen on the idea of 
influencing customer 
behaviour themselves, and 
felt that the water 
companies were best 
placed to do that. Unilever 
talked about influencing 
the behaviour of their 
employees at production 
factories, as this was the 
interviewee’s area of 
expertise, but said that 
BCTs were used in many 
areas of the company. 
South East Water were the 
only water supplier to put a 
strong emphasis on 
influencing not only 
customers but employees. 

All interviewees 
believed that behaviour 
change was important. 
100% of survey 
respondents answered 
either 4 or 5 on the 
scale when asked if they 
thought that customer 
behaviour has an impact 
on water and 
wastewater 
management (1 
representing no impact, 
5 representing great 
impact). Many 
interviewees talked 
about how behaviour 
change was essential 
going forward, due to 
increasing pressures on 
water resources due to 
climate change and 
population growth. 

Whilst there was 
generally enthusiasm 
for behaviour change in 
the water sector there 
was an underlying 
uncertainty and 
scepticism about its 
use. Water supplier A 
in particular talked 
about reputational risk. 
Most concerns focused 
on evaluation and how 
the programmes could 
be justified to 
stakeholders/funders 
and Ofwat, rather than 
customers. These 
perceived issues are 
discussed further in 
section 8.4 

Due to the emphasis 
on customer 
engagement in PR15, 
the use of BCTs has 
increased over recent 
years. 75% of survey 
respondents said that 
their organisation 
used BCTs. The 
majority of water 
company 
interviewees said 
their organisation 
uses BCTs, although 
few of them said that 
they had a specific 
strategy that 
incorporated these 
techniques. 

Figure 3 The overall understanding and use of behaviour change techniques in the water sector, compared to the corporate 
marketplace as a whole. Adapted from Key Findings, taken from MOTIVATING MILLIONS: The 2013 Sustainable Behaviour Change 
Marketplace Survey  

Key findings of MOTIVATING MILLIONS: The 2013 Sustainable Behaviour Change Marketplace Survey 
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8.1.1 Depth of Understanding 

One of the over-arching themes to emerge from the interviews (which echoes trends in public 

policy discussed described by Jones, Pykett and Whitehead, (2010)) was that BCTs were 

becoming increasingly acknowledged and understood. Figure 4 shows that of survey 

respondents, the majority clustered around a moderately knowledgeable understanding of BCTs. 

One respondent said that, although their organisation used BCTs, they were not at all 

knowledgeable about them. No one considered themselves extremely knowledgeable, although 

two respondents were very knowledgeable, despite not using the techniques in their (current) 

organisation.  

 

Figure 4 Degree of self-reported understanding 

 

Similarly, Ofwat director Nicci Russell said that at Ofwat most staff probably weren’t aware of 

the psychological drivers of BCTs (see table 1). However certain individuals, including herself and 

Bart Schoonbaert, had previous experience of the techniques. These kind of people, from varying 

backgrounds, are going to be important players if behaviour change is to become a mainstream 

approach used by water companies. 

Extremely knowledgeable

Very knowledgeable

Moderately knowledgeable

Slightly knowledgeable

Not knowledgeable at all

0 2 4 6 8 10 12 14 16

Organisation Did Not Use Behavioural Techniques

Organisation Used Behavioural Techniques
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The drivers of behaviour are of course an important part of behaviour change methods. The term 

‘driver’ was mentioned by the majority of interviewees, but there was quite a variety of 

understanding of this term. Whilst most people were aware of social norms, not everyone was 

aware of other drivers. Further, drivers were not always distinguished from specific influencing 

factors. Table a clarifies the distinction between drivers of behaviour and specific influencing 

factors. 

Table 4 Drivers of Behaviour and the associated factors that exploit the driver 

Driver of Behaviour (as defined in BE theory) Specific Factors (that exploit the driver) 

Risk Aversion Avoidance of gambles; preference for more 
certain payoffs, even if overall payoff is 
reduced; avoidance of behaviours perceived 
as riskier; avoidance of financial penalties.  
E.g. avoiding seemingly trivial penalties such 
as a 5 pence charge for a plastic shopping bag. 

Ambiguity Aversion Preference for known risks over unknown 
risks; avoidance of novel behaviours 
E.g. staying with a well-known service 
provider over a newer service provider, even 
if the possible benefits of switching are high 

Prestige Acquisition Doing behaviours that are associated with 
upper classes or those otherwise respected in 
society; doing things that lead to the 
acquisition of status symbols; conspicuous 
consumption behaviours 
E.g. the use of brands associated with high 
prestige 

Social Norms (adherence to) Avoiding novel behaviour that contradicts 
social norms; conforming to pre-existing 
modes of behaviour 
E.g. people will reduce water consumption if 
they are told that the average use in their 
neighbourhood is lower than their own 

 

In the following quote, water supplier A possibly identifies risk aversion (money saving) and 

empathy, social norms or status acquisition (benefits to the environment). The fact that the 
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underlying reasons that these factors to influence behaviour was not mentioned suggests that 

there is a lack of understanding here: 

“There are so many different drivers to water efficiency-saving money, good for the environment 
for example. I think you need to use lots of different drivers, including social norms to influence 
them.” 

Anita Konrad from Groundwork London appeared to be most informed about how BCTs actually 

work. She was familiar with the commonly identified drivers for behaviour change and with the 

concepts and models for achieving behaviour change. She also said it was important to 

understand why people behave the way they do, otherwise behaviour change interventions 

would be designed in a completely ineffective way. She also emphasised that the most important 

part was a sound understanding of how to translate this theory in to effective projects. Opinion 

was split on whether or not understanding the drivers of behaviour was relevant. Many, including 

Ofwat, agreed that understanding the drivers could lead to more effective campaigns. For many, 

however, the emphasis was on effectiveness and implementation. 

The UK water sector is relatively uninformed on BCTs compared to the far more experienced 

hygiene sector. Cross-industry sharing of ideas could be useful in this context. Peter Smith, who 

formerly worked for DFID on hygiene and development programmes, was one of the only 

interviewees to spend much time talking about the socioeconomic, political and cultural context 

in which you are trying to affect change. Much of his understanding was grounded in sociological 

rather than psychological theories. His more recent work as a contracted consultant on 

behaviourally informed safety measures in industry, has, he said, had more of a psychological 

emphasis. Meanwhile, those from the UK water sector primarily understood BCTs as a 

psychological phenomenon, although the role of behavioural norms was widely recognised.  

8.1.2 Definitions 

Most interviewees were reluctant to give a concise or precise definition, but they all agreed, on 

a basic level, with the perspective presented by Thaler and Sunstein (2008) that BCTs are focused 

on getting people to change behaviours or adopt new habits through small changes to their 
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environment or choice architecture. Some interviewees clearly had some knowledge of BE and 

how it is related to behaviour change. Some believed it was simple and the problems arose out 

of it being a new field rather than a complex one: 

“It is relatively simple and it is new. I think there are 8 or 9 fundamental principles of behavioural 
economics”  

-David Hinton, South East Water 

Interestingly, it was only Unilever that hinted at BCTs being about winning ‘hearts and minds’. 

This may be due to the company’s role as a commercial retailer, where this style of marketing is 

prevalent, rather than essential service provider. 

Angela Wallis from the Environment Agency and Water Supplier A took very broad views of BCTs, 

and did not necessarily link it to BE. The latter explained: 

“I think my understanding is that it is any form of customer engagement that allows people to 
change behaviour. For example, in [our campaign] social norms were not used, but the posters did 
attempt to engage people at the point of interaction with water” 

Sutton and East Surrey Water readily acknowledged to having a basic understanding of the 

techniques. The unintended conflation of nudge and think approaches was a common theme 

throughout interviewees. At Irish Water, behaviour change is seen as being important, ‘now 

more than ever’. Their approach will be primarily customer education, with a focus on 

showcasing why people should value water and why they should be mindful about their 

consumption. It is difficult to assess the extent to which this rebranding would actually change 

the nature of BCTs.  

8.1.3 Understanding of Targeted Behaviour Change 

It was generally recognised that BCTs could involve targeting specific groups of people. This is 

interesting as relatively little of the behaviour change literature is focussed on targeting specific 

groups (see section 6.3.3). There was also an acknowledgement that different types of people 

would be affected by different approaches. The social marketing literature has more focus on the 

targeting of specific groups. Kotler and Lee (2009), for example, talk about the importance of 
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identifying the stage of change that the target audience is at. This is based on the 

transtheorectical model of behaviour change (Prochaska and Velicer, 1997). Whilst not fully 

understood, this was tacitly implied. For example, Water supplier A said:  

“Some people want to take on more information and learn and change their behaviours, and some are more 
stuck in their ways-it is just human nature really.” 

The tendency in the literature is to look at the ways in which all humans could be, broadly 

speaking, influenced (heuristics and social norms). The hygiene sector individuals interviewed 

seemed to have a much deeper understanding of how ‘targeting’ might actually be done and why 

it was necessary. 

That said, many companies identified that BCTs would only work in specific contexts or on certain 

people. Water supplier A also talked about targeting specific groups, such as teenagers, who they 

believed spent a considerable amount of time in the shower and bathroom. Water supplier B said 

they understood that BCTs worked better on some people than others, but admitted that they 

were not clear on how the techniques worked or how they could be applied in the water sector. 

The understanding of the benefits of targeting specific groups of people fairly rudimentary in 

water sector compared to the hygiene sector. In the hygiene sector, cultural, socio-economic and 

socio-political factors are seen as highly important when trying to influence behaviour. At DFID 

cultural sensitivities, such as the caste system in India, are taken in to account not only with BCTs 

but for infrastructure, where acceptable design and construction procedures are necessary to 

encourage people to use the technology or infrastructure once constructed.  

8.1.4  The Relationship between Behaviour Change and Technical Solutions 

Dr Om Gautam from WaterAid saw BCTs as a way to maximise the benefit of technical solutions. 

This reflects Hardin’s 1968 theory of no technical solution. Peter Smith, former DFID project 

manager, also spoke about the need to identify negative consequences of current behaviour in 

order to design technical solutions that will counter this problem. BCTs are also used by DFID in 

order to ensure the infrastructure is accepted and used effectively by the community. As Anita 

Konrad from Groundwork London pointed, some of the misunderstandings about what BCTs 
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actually are within the water sector probably stems from the fact that until recently BCTs has not 

been part of water sector professionals’ roles. It was therefore important for the sector to invest 

in developing this expertise.  

Peter Smith also has experience of looking at human-machine interactions in the context of 

designing effective health and safety equipment and procedures. Looking at these kind of aspects 

may be translatable in the water sector by looking at the way that customers interact with meters, 

water efficiency devices and water supply systems and devices in general. This insight would 

mean that water companies and their partners are able to design and build devices and meters 

that customers will accept, want to use and use effectively. Further this would be a starting point 

for water companies to influence customer behaviour at their point of interaction with water 

related technology. Ben Earle from Southern Water saw BCTs as having better cost efficiency 

than technical solutions and talked about how Southern were already making changes to how 

they interacted with customers. Whilst there was mention of retrofit programmes and smart 

metering by water companies, there was a distinct lack of appreciation of the full potential of 

these projects. 

8.2 Sources of Knowledge 

Ofwat are keen that water companies use these techniques if and when they are appropriate to 

improve engagement with customers, better understand customers’ views and priorities or to 

work with customers to collaboratively deliver solutions. and understanding of customers’ views 

and priorities. It seems that in order for water companies to do this effectively they need to be 

better informed on the subject and more confident in using the approaches. This section will 

detail the current sources of information, knowledge and advice.  

Where and how water companies and other organisations get information about BCTs is an 

important aspect. Ideally the source(s) of knowledge should be aligned with their preferred mode 

of learning. Further, the source of knowledge is generally related to the type and quality of the 

information. Whereas my understanding of BCTs is derived primarily from the scholarly literature 
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of BE (as demonstrated in the literature review), it is unlikely that this is the case for water sector 

professionals. My findings show that there is a high degree of diversity as to where the water 

sector gets its information. The figure 5 shows that most survey respondents said that their 

organisation got information or expertise from in house or consultants. Only 9% of respondents 

said that their organisation did not get information or expertise on the topic, and the majority of 

other respondents said that they got information from several sources. 

 

Figure 5 Percentage of survey respondents that used each of these sources of information or expertise 

8.2.1 Personal Knowledge 

Some interviewees had knowledge of BCTs and BE due to personal or previous professional 

experience, rather than from their current organisation. For example, Nicci Russell at Ofwat had 

gained most of her knowledge from her previous role at Waterwise; Darren Rice at Anglian Water 

had an economics background; another UK water company representative had experience from 

working for an Estonian Water company that encouraged its customers to drink tap water and 

David Hinton at South East Water was an avid listener of podcast ‘Freakenomics’, which is based 

on the book “Freakenomics: A Rogue Economist Explores the Hidden Side of Everything”. 
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8.2.2 Consultants and Partnerships 

Most water companies used consultants to a greater or lesser extent for advice on using BCTs. 

Most said that there were plenty of consultants with expertise on the subject-some even hinted 

to an over-abundance of these specialists. For the Environment Agency, most of the information 

came from consultancies, conferences and the sharing of publications between organisations. 

Waterwise came up several times as a source of knowledge on the topic. It is possible that this 

prevalence was a product of the interviewee recruitment process, where contacts of Waterwise 

were approached directly. However, it is also likely that not for profit organisations such as 

Waterwise are key players in the guidance of these approaches. Waterwise were seen as a source 

of information in themselves, as well as a ‘filter’ between consultancies and the water companies. 

Partnerships, such as Sutton and East Surrey Water with WWF, gives companies an opportunity 

to share ideas, distribute the workload and engage with customers on a deeper level. However, 

with these kind of collaborations, it is still the water companies that tend to monitor and evaluate 

the results. For NGOs the sharing of information is limited by the fact that they compete for the 

same funding. However, sharing of knowledge within organisations is very important. 

Groundwork is a federation of independent charitable trusts specialising in environmental and 

social regeneration. This enables joint working and sharing of learning as well as rolling out 

successful delivery models, e.g. the Green Doctor® behaviour change programmes, on a national 

scale. At Unilever sharing of management strategy theory is done through promotion of 

publications and a book club. If a water company were going to aim to be a centre of excellence 

for BCTs, it would be good if they had a mechanism for sharing information either internally or 

with other water companies. In this way high quality, non-repetitive research can be done and 

utilised effectively. That said, there is a limit to the amount of information sharing that is useful 

as many projects are geographically specific.  
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8.2.3 Governmental Organisations 

DEFRA suggested, and this was supported by the experiences of some other interviewees, that 

for most people, their first encounters with behavioural psychology come from the Behavioural 

Insights Team (AKA BIT or the nudge unit). Whilst South East Water said that they had read 

publications by or had discussions with the BIT, no organisations questioned had received direct 

guidance from them, or worked in partnership with them. Sutton and East Surrey Water indicated 

that they believed that the Environment Agency were quite knowledgeable about using BCTs for 

water resource management and that they might reach out to them for advice. Irish Water are 

currently partnering with the environmental education programme Green Schools, which 

promotes valuing water and efficient water use.  They are also partnered with a community 

outreach network, called Tidy Towns, who promote valuating water. 

Ofwat have a level of expertise, but also continue to learn and develop. A need for guidance was 

expressed by the people I interviewed. Generally, water companies were aware that Ofwat were 

happy for them to try behavioural approaches, but said that advice and guidance was very limited 

(Ofwat also felt it was not their place to give strong guidance on this). DEFRA were also not in a 

position to offer advice to water companies on BCTs. DEFRA suggested that in the future it would 

be good if there was a database (like Waterwise have started, but possibly more comprehensive). 

This could be done by a centre of excellence which would collate all the information in one place. 

Anita Konrad from Groundwork also stressed the need for a robust, longitudinal evidence base 

to be created and made accessible to help make the case for investment in behaviour change-

based approaches. 

8.2.4 Internal Research 

Most organisations got at least some of their information on BCTs from internal staff. Water 

supplier A got information from a variety of sources: governmental bodies (papers from DEFRA 

and CCwater), conferences and networking, and internal expertise. The water efficiency network 

can play a role for water supplier A but generally it is through the publications that they learn 
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about BCTs. They were not convinced that increased availability of information would influence 

them to use more BCTs, internal trials are more powerful. On the other hand, they conceded that 

increased information always makes it easier to justify to funders. I am reluctant to fully support 

this approach and instead promote sharing of information and using existing data to support 

designs. With regard to internal teams, water supplier A found it useful to use staff from outside 

the water efficiency department, including a specific team that the interviewee is describing 

here: 

“We love to test things and trial things; we try to learn from things that don’t work. We have a very flexible 
strategy. We have a social researcher with a strong background in behavioural sciences. We would also go to 
organisations such as Waterwise, who have conferences and information on BCTs. [we would also look] Just 
generally on the internet and in academic journals. We like to keep on top of the research but we don’t have 
much in house expertise.” 

8.2.5 Academia 

Few organisations cited academics as sources of knowledge, and many believed that academic 

research was inaccessibly written, hard to find and difficult to incorporate in to designs. At Water 

Supplier B it was suggested that academic literature needed to be in an accessible format for it 

to be useful for the water companies. Paul Dolan, Professor of Behavioural Sciences at the 

London School of Economics, was mentioned as a source of information on the drivers of human 

behaviour by Ben Earl at Southern Water and others. This was mainly through his presentations 

at conferences and the like rather than the water companies reading his publications. Water 

supplier A’s recent customer engagement campaign was inspired by an experiment published in 

the Journal of Applied Social Psychology, which utilised a Social-Ecological Framework to Promote 

Water Conservation. A number of Groundwork’s programmes include an academically-led 

evaluation. In general, the organisation designs its own programmes in-house, supported by its 

multi-disciplinary teams, but drawing on state-of-the-art research and engagement with partners 

including from academia. Many water suppliers also said that their BCT programme designs were 

rarely overseen by academics as they tended to prefer to draw on existing literature and then 

develop programmes in-house.   
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8.2.6 The Hygiene and Sanitation Sector 

Dr Om Gautam from WaterAid saw BCTs as a way to maximise the benefit of technical solutions. 

At WaterAid behavioural interventions are run in conjunction to infrastructure projects, are 

produced by a multidisciplinary team and designed based on evidence based such informed by 

formative research. In particular design tends to involve on external people as well with expertise, 

whilst most of the implementation and monitoring is done internally through a routine service 

delivery mechanism. WaterAid, like many other charity/development organizations, are trying to 

increase their capacity for designing robust behavioural change intervention targeting 

communities (schools, healthcare care settings) and at household level. In the hygiene sector, 

engineers are expected to have a good understanding of behaviour change and include this in 

their project plans. There is also emphasis on having a wide range of specialists who can 

contribute to the plans. A further area of research could be determining how hygiene sector 

approaches toward BCTs could be incorporated in the water sector. At DFID contracting was the 

norm, so expertise was gathered from a wide range of people being involved. Whilst Peter Smith 

is a civil engineer by training, it was a clear part of DFIDs approach that, as someone responsible 

for infrastructure projects, he had to ensure that the physical infrastructure would meet the 

desired outcome (usually a health statistic). Peter Smith described how these approaches 

designed to fit in to the logical framework matrix (AKA logframe), which is an essential part of 

the planning process for most aid workers. The specifics of logframes are beyond the scope of 

this report, but they are further discussed in the section evaluation. This meant that he needed 

to have good knowledge of BCTs, as well as be able to call upon expertise in the field. Some of 

this advice would need to come from within the community (the people whose behaviour is 

trying to be influenced), in order to account for cultural norms. Interestingly, no water sector 

interviewees mentioned the hygiene or sanitation sectors as possible sources of knowledge.  
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8.3 Breadth of Understanding: Types of BCTs Acknowledged, Understood and 

Used 

Both the source of knowledge and the breadth and depth of understanding of behaviour change 

will influence the types of BCTs that are acknowledged, understood and used by water sector 

professionals. As suggested in sections 8.1 and 8.2, there is diversity in conceptualisation of 

behaviour change techniques. The overall trend is that ‘nudge’ was most commonly understood 

and referred to as a behavioural technique. Despite this, the most commonly used method was 

education. As expected, many programmes used a blend of different types of techniques. For 

clarity, this section will follow the same format as section 6.3.  

8.3.1 Nudge 

There was some reference to nudge theory (Thaler and Sunstein, 2010) but specific mechanisms 

for nudging were not widely mentioned. Social norms were widely understood, although actual 

use of these approaches is limited. Irish Water, who operate in an immature and fragmented 

water industry compared to the UK water sector, alluded to the fact that monetary drivers are 

not huge because water is cheap or free in Ireland, with domestic charging currently suspended 

but being a relatively new concept for Irish people. Irish Water believe that: 

‘people in Ireland typically follow social norms which if met with the right policies and funding of initiatives 
could be a greater driver, such as free water saving products, FOG reduction products or home water efficiency 
visits’. 

At Sutton and East Surrey, they were unsure what else ‘behaviour change’ referred to, other than 

social norms and nudging. This is idea was reflected across most of the sector and echoes 

Kahneman’s assertions about the misunderstanding of BCTs. South East Water seemed to have 

a slightly more concrete understanding and David Hinton explained the different levers around 

water efficiency, although the focus was on changing people’s perceptions, as well as behaviour. 

Irish Water also talked about behaviour change and perception change being interlinked. At 

Anglian Water, as well as behavioural nudges, the primary focus seemed to be on positive 
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customer engagement, understanding customer experiences and ensuring high customer 

satisfaction. 

8.3.2 Social Marketing  

A survey respondent that wishes to remain anonymous summarised the problem with marketing 

in the water sector: 

“I believe, as an industry, the water sector needs to have proper marketing style investment, something it 
lacks. I also worry that many of the high level managers have spent their whole careers in the water industry 
and are not experienced other industries where marketing and behaviour change is critical. As a result, 
although they know behaviour change amongst customers is essential, they lack the knowledge and 
understanding as to how best to invest and get the results required. With money being tight, understandably, 
marketing isn't seen as a priority when there are pipes to upgrade to reduce leaks and bursts.”  

 

Social marketing is an approach that, whilst not usually distinguished from traditional marketing, 

is frequently used behavioural technique in the UK water sector at present. Proactive 

engagement campaigns such as ‘Love every Drop’, ‘Drop 20’ and ‘Keep it Clear’ by Anglian Water 

aim to change behaviours and attitudes towards water, and South East Water’s ‘Know How’ 

campaign aims to change attitudes towards the water sector itself. However, as predicted by 

Scott (2005), it seems that the majority of campaigns in the water sector are focused on 

promoting a specific behaviour, rather than taking in to considerations the other aspects of 

marketing. 

A Senior Research Fellow at a UK University said in the online survey: 

“Whilst I appreciate that changing social norms is a valid approach and using techniques such as social 
marketing may be a route to that, I feel that encouraging behaviours to become subconscious should not be 
the only approach used by water companies. Water stewardship and care for the environment (water or 
otherwise) needs to be encouraged, embedded and engendered from an early age as well” 

 

The respondent went on to explain that, in their opinion, it is not necessarily the responsibility of 

the water companies to change behaviour and attitudes towards water. The suggestion that the 

education system and others have a role to play in creating a society where water is valued is an 
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interesting and valid one. Whilst this paper focuses on how water companies and those working 

closely with them may be able to generate behaviour change, it should be pointed out that there 

are multiple different players who are able to make a difference in a variety of different ways. 

 

8.3.3 Think: Education and Engagement with Children or Communities 

DEFRA suggested that they were moving away from techniques that are designed to nudge 

people towards a certain preferred behaviour. They are trying to now use a ‘more inclusive, less 

directive’ approach, that incorporate behavioural insights.  Co-design, deliberative approaches 

and public dialogues would all be part of this. These could be grouped under John’s ‘think’ 

approaches (2011). 

The hygiene sector use education and engagement with children as a key way of not only 

delivering messages to the young, but influencing the community as a whole. Work within 

schools is a particularly important aspect of their work. At DFID the dominant approach is 

community contracting, with a big focus on community participation and ensuring that the 

community owns the infrastructure. Peter Smith described how this approach came out of 

criticisms of the paternalistic 1980s and 1990s approaches. WaterAid also describe similar 

participatory methods of engagement and promotion. Another approach used by DFID was ‘role 

modelling’. Whilst this was not usually an official strategy, it was found to be very effective in 

increasing perceptions of acceptability and increasing uptake of facilities. This was usually as 

simple as the community seeing that the engineers and aid workers used the facilities. Sometimes 

more deliberate efforts were made to ensure that those involved with the project and early 

adopters of the technology and/or habit were respected within the community. 

WWF work mainly in the realm of engaging influencing and informing. This strategy is common 

across the whole business, not just the water efficiency and protection campaigns. Groundwork 

specialise in tailored community engagement and education methodologies. With regard to 

water, they often choose a holistic approach, for example raising awareness of people’s 
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understanding of the water cycle, the underlying reasons for surface water flooding, water 

efficiency and how their own behaviour impacts on the quality and sustainability of our water 

supply. Groundwork take a multipronged approach, where they not only try to get the 

understanding in place, but also test and encourage alternative solutions (whether they be 

technological, behavioural or a combination of both).  Rose O’neill from WWF agreed that ‘often 

the customer does not even know it is going on’. Many of the water companies were also 

somewhat despairing that the majority of people do not understand aspects of water supply and 

wastewater management. Specific areas that came up repeatedly were: 

• Misunderstanding or unawareness of the role that water companies play in delivering water 

and dealing with waste water. Further to this some complained of a lack of understanding of 

what their employees do 

• How wastewater management worked and how individuals could have an impact on this 

process. On a related note, what can and cannot be flushed down the toilet or put down the 

drain 

• The belief and/or sentiment held by many to a greater or lesser degree of “water falls from 

the sky-why should we pay for it?” 

• The misunderstanding of how flooding, droughts, precipitation and water storage interact. In 

other words, the belief that if there were floods in Spring there should not be a drought in 

Summer 

Many of the education and engagement programmes described by water sector professionals 

tackled these issues of perception. 
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8.3.4 Gamification 

Gamification went unmentioned by all interviewees. They only survey respondent to mention 

gamification was Natasha Wyse from the Environment Agency: 

“[The] water sector could be more savvy and try to get more data to customers real-time to enable 
gamification/apps etc. that could be a fun/competitive way to encourage behavioural change. But again data 
needs investment and payback for this is low due to the relatively cheap cost of this (precious and vital) 
resource.” 

Natasha is correct and these issues are briefly discussed in the literature review of this report. At 

this stage, gamification does not seem to be widely acknowledged behavioural method within 

the water sector. This is interesting as it has had some use within the energy sector and lends 

itself to metering, something that water companies are currently pushing for increased uptake 

of. Further research, pilot schemes and inter-industry sharing could be beneficial. 

Somewhat surprisingly, digital engagement as a whole was fairly limited. Water supplier A said 

that an ICT based approach could be beneficial and expressed an interest in gaining a bigger 

digital presence. Sutton and East Surrey also want to look at how information provision can be 

enabled by apps. Water supplier A was the most positive on this front 

“Social media and […] YouTube can be useful, as can mobile apps. I hope and expect to see the use of these 
techniques, used through these mediums” 

It is notable that at a recent, day-long Ofwat thought leadership event on customer engagement 

attended by over 60 sector professionals, there were only 11 tweets using the relevant hashtag 

for the event.  Further, only one tweeter was not involved in the organisation of the event. Whilst 

this is wholly unscientific data, I think it points to another area of concern: those involved with 

customer engagement in the water companies are not regularly engaging with customers 

themselves via the most popular means.  
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8.4 Barriers to Use 

Some of the major barriers to the effective use of behaviour change techniques in the water 

sector have already been discussed. These include: 

 Misunderstanding of what behaviour techniques are and a misperception of what they can be 

used for (lack of depth of knowledge) 

 A lack of knowledge about the full breadth of behaviour change also contribute to a lack of 

effective behaviour change projects.  

 A lack of experience and a diverse but not necessarily comprehensive range of sources of 

knowledge contributes to hesitancy around behaviour change 

Many of the perceived barriers to the use of BCTs in the water sector were due to a lack of 

confidence generated by the above problems. Many of the companies were currently trying to 

build their in-house capacity and increase their understanding. As described in section 8.2, NGOs 

are important sources of information and experience. However, for most companies it is 

important to have their own internal teams that are specialised in these things. Some of these 

individuals encountered reluctance from their colleagues and said that a major step in 

behavioural project is getting the rest of the team on board. 

UK water companies are divided on whether more information about behaviour change would 

allow and encourage the sector to use these techniques more effectively. Whilst some are 

working to have more robust internal data and evaluation methods, others were enthusiastic 

about having information provided in more accessible ways and others still were convinced that 

there was an overabundance of information out there. The majority of interviewees found 

scholarly literature either inaccessible or not useful for their needs. Most preferred (or would 

prefer) literature with an emphasis on implementation and evaluation as well as proof of their 

effectiveness. For the majority, the reasons behind how behaviour change works to influence 

customer behaviour (behavioural economics or psychological theories for example) are not a 

priority. A minority disagreed with this sentiment and believed that it was necessary for 
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implementers and designers of behaviour change projects to have a good baseline understanding 

of how they work.  

Fundamentally, the above problems can be resolved through increased guidance and sharing of 

ideas. The following sections will outline the perceived barriers to the use of BCTs, determine 

whether these perceived barriers are realistic and look at how they could be addressed. Figure 6 

shows the percentage of survey respondents that felt that each problem was a barrier to the use 

of behaviour change techniques. Issues of understanding and experience scored highly. 

Evaluation (difficulty assessing success and uncertainty of outcome) was the other difficulty 

perceived to be especially problematic. The other factors scored relatively low, but are 

nonetheless discussed briefly in sections 8.4.1 - 8.4.4. A small percentage of respondents stated 

‘other’. This is encouraging as it suggests that the list was fairly comprehensive. The survey results 

were reflected by the interviews. 

 

 

Figure 6 Percentage of survey respondents that thought that each factor was a barrier to the use of BCTs. 
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8.4.1 Regulatory Resistance 

Ofwat will be glad to hear that the vast majority of water companies interviewed knew that Ofwat 

were supportive of them using behaviour techniques in an appropriate context. A small 

percentage of survey respondents cited resistance from regulators as a barrier, all of which were 

consultants or chose ‘other’ for the role of their organisation. This suggests that, at least for the 

majority of the water sector that regulatory resistance was not seen as a problem. Whilst Ofwat 

encourage the appropriate use of BCT, for sector professionals it is can often be contentious 

when engineering meets social science and there is a general feeling that, for some professionals, 

they do not feel fully equipped and capable in the BCT arena. This perception of ‘it is not my job 

to do this’ is definitely being phased out due to recent guidance from Ofwat. There is, of course, 

still a knowledge deficit and in some cases a lack of enthusiasm or motivation. 

8.4.2 People are Difficult to Persuade 

Some water companies said that requests from customers to use demand-side (rather than 

supply-side) techniques would persuade them to use them more often, but most felt this was 

unlikely to happen. Many more talked about the problem of the customer perceiving behaviour 

techniques as manipulative and patronising. This dilemma is discussed in section 6.4. This 

finding implies that water companies perceive deliberative approaches to be more popular with 

their customers than social marketing or nudge approaches.  

Peter Smith at DFID seemed to have the greatest insight into the barriers that the people trying 

to be influenced create. For example, he spoke about his experience that if you impose 

something on somebody, they will tend to reject it regardless of whether it has a benefit to them 

and or the community. This is shows awareness of theories such as Kotler and Lee’s (2009) and 

other decision making biases that go against the standard expected utility theory, that appear to 

be lacking in the UK water sector. At WaterAid the characteristics of the people whose behaviour 
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is trying to be changed were high priority. This meant that social barriers such as culture, political 

tensions and gaps in understanding are put at the heart of any behaviour or intervention.  

8.4.3 Cost 

Ofwat’s framework, which now includes a focus on outcomes including for the longer-term, is 

now more accommodating of different approaches. Ofwat also said that whilst companies will 

likely focus on costs, these techniques should often lead to operational and customer experience 

benefits. That said, it was mainly thought by the water companies that behaviour techniques did 

not have high absolute cost. The main concern was about cost effectiveness and how the benefits 

could be quantified. They were also concerned about reputational risk but felt that if it was likely 

to have a reputational benefit or a benefit to the customer it would usually be prudent to use 

such a technique.  David Hinton from South East water said that the incentives to use these 

techniques would always be a huge motivating factor as water companies in the UK do not have 

market incentives. 

8.4.4 Political Barriers 

Ofwat explained that they had traditionally not tried to directly influence customer behaviour 

themselves. Instead they have been leaving it up to water companies to implement if they felt it 

necessary and could make a good business case for using the techniques. Ofwat say that 

customer protection, resilience and holding companies accountable is at the heart of what they 

do and that it is important to them that customers are engaged with their water companies. 

Ofwat were keen to make sure that the water companies were not using these techniques to 

simply get their customers as the companies wished, but Ofwat did want increased customer 

engagement. 

The Environment Agency and DEFRA spoke about the impact that the current government 

approach had on the use of BCTs. DEFRA also felt that in some cases, BCTs would not be the most 

effective approach to use because generally people do not like to be told what to do by the 

government. Contrastingly, for DFID complex political situations brought both barriers and 
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opportunities for the implementation of behaviour change programmes. Peter Smith said that 

some people take the view that if a behaviour is traditional, it is impossible to change it. However, 

many traditional practices are very oppressive, particularly for women. If the hygiene improving 

behaviour (e.g. defecating in latrines rather than in open fields) has perceived benefits (in this 

case increased safety) it will be far easier to encourage this behaviour. Simply by presenting 

alternative views and opportunities to take on a different practice, traditional ideas can be 

overturned. The hierarchical structure of a society can also be helpful, in that by engaging key 

members of the community, perceptions can be changed rapidly. It can also be a hindrance as it 

may limit the people who can be involved in the project to those of a particular caste, religion or 

ethnicity (regardless of expertise). 

Irish Water said that the political environment in Ireland is disabling when it comes to moving 

forward with influencing perception and behaviour. For example, they have suspended their 

water conservation project which evaluated the impact of behaviours on consumption. The 

interviewee at Irish Water did not want to comment further on the political situation in Ireland. 

The situation, as seen from my perspective, is briefly described in figure 7. 

  

Domestic water charges were only introduced in 2014 and there have since been protests against 

these. On protester indicates that people’s valuing of water does need to be tackled: 

"We could supply the rest of Europe with water - we get that much of it. We're all wondering now what's 
going to happen - are they going to charge us for air?" (Fleming, BBC News, 2014) 

The main issue is that water tariffs were seen as the last straw with regard to austerity measures and 

in response to this pressure, there has been an indefinite suspension of domestic charges. 

Figure 7 A brief description of the relevant politics surrounding domestic water charges in Ireland 
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8.4.5 The Greatest Barrier: Evaluation 

Evaluation was most frequently identified as the most problematic barrier to the use of BCTs. All 

interviewees said that ‘uncertainty of outcome’ and ‘difficulty in assessing the success’ of projects 

were not only problematic, but usually that these were the most inhibitory problems that they 

encountered. Uncertainty about the effectiveness of BCTs in general was also, to a greater or 

lesser degree, a barrier to them using BCTs. As previously shown in figure 6, these findings are 

consistent with those found in the online survey. 

Robust evaluative methods are important as projects must be shown to be effective and provide 

good customer value for money and satisfaction.  All water companies discussed the need for 

good evaluative methods and many are concerned that their current methods of evaluation will 

not be accepted by Ofwat or will not yield the results that they need in order to be able to justify 

the extension of their pilot projects. 

Commonly used evaluation methods in the water sector include: 

 Willingness to pay and willingness to accept surveys 

 Stated preference surveys 

 customer feedback surveys  

 monitoring changes in water metering statistics  

 customer satisfaction surveys including ‘rant and rave’ style approaches  

 engagement statistics gathered from online platforms such as social media including numbers of 

clicks, likes and shares 

Regulators (the Environment Agency, DEFRA and Ofwat) felt it was not appropriate for them to 

give views on evaluation where these were put in place by water companies, as it would be the 

responsibility of individual water companies to create robust and appropriate methods. However, 

many water companies stated that they would appreciate more guidance from Ofwat on BCTs as 

a whole, but particularly in the areas of evaluation. 
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Figure 7 is from the Motivating Millions report and shows how early adopters of behaviour 

change from a variety of sectors (here split in to public and private) are measuring the 

effectiveness of their behaviour change programmes. Table 6 compares these methods of 

evaluation compare to those reportedly used by the water sector. 

 

Figure 8 Taken from the MOTIVATING MILLIONS report, the above image shows how public and 
private sector organisations are measuring the effectiveness of their behaviour change 
programmes. 
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Table 5 An overview of the evaluative methods used by the water sector, with comparison with the Motivating Millions 
report findings shown in figure 8 

Method of Evaluation How do the motivating millions statistics compare to the 
responses from the water sector professionals interviewed? 

Do not evaluate Similar to the Motivating Millions analysis, only a few 
interviewees said that they did not measure the effectiveness of 
their behaviour change projects at all. That said, this research 
captured the fact that many water companies have concerns 
about the way that they are evaluating such projects and feel that 
they are not evaluating in a robust enough way. 

Proxy measures (give an 
indication but are not hard 
evidence) 

These were used to a lesser extent than other forms of 
evaluation, according to the motivating millions research. In the 
UK water sector, the only proxy used was ‘digital impressions’, 
and this was only mentioned by one supplier. In the hygiene 
sector, Dr Gautam from WaterAid described how various proxies 
were used to evaluate the effectiveness of both behaviour 
change and service delivery projects. He stressed that in many 
cases they were attempting to create a more robust evaluative 
process that measures directly, rather than by proxy.  

DFID’s logframes are examples of how behaviour change can be 
built in to robust evaluation of outcomes. 

Quantitative research According to Motivating Millions, quantitative research is quite 
commonly used to evaluate behavioural projects, more so in the 
public than private sector. 

Willingness To Pay and Willingness To Accept surveys are widely 
used in the water sector, but for evaluating behaviour change 
methods they are of limited use. Surveys capturing customer 
satisfaction are also commonly used, but in a sense these are 
proxy methods of evaluation, they do not capture behaviour and 
even attitudes may not be reported accurately. 

Qualitative research This could be useful for water companies, and is most suited to 
‘think’ approaches to behaviour change. Whilst this was widely 
used in the public sector (according to the Motivating Millions 
report), it was rarely mentioned by water sector professionals. 
Typically, multiple choice surveys were favoured over in-depth 
interviews. The customer challenge groups (established as a 
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Water Supplier B gave the most comprehensive account of their evaluation process. The first 

method mentioned was a per capita calculation, which they admitted to be flawed and full of 

assumptions, but said this was commonly used in the water industry and that all of these types 

calculations were inevitably inaccurate. Their second method of evaluation involved customer 

feedback. This took many forms: feedback surveys, willingness to pay surveys and regular 

feedback from the sentiment rating system ‘rant and rave’ were the quantitative methods used. 

Qualitative data came from engagement with their customer challenge group. With regard to 

specific projects-such as trying to get people on to the right tariff for them-they also took 

outcome based data.  

At South East Water, when asked how they would evaluate the success of behaviour approaches, 

they said it was ‘a bit of a leap of faith’. South East Water felt that a controlled study (such as one 

they are currently doing on a behaviourally informed, internally circulated magazine) was the 

result of PR14) create an opportunity for more qualitative 
methods to be used. 

Evaluation of this kind is often used in the development sector. 
For example, Davis and Thomas’s 2004 barrier analysis tools can be used to 

understand the limitations to behaviour change uptake in specific contexts. 

Data analysis of outcomes The most commonly used form of evaluation by the public sector 
and the second most common form used by the private sector 
was also frequently used in the water sector. Data analysis 
tended to be monitoring of water usage via meters or smart 
meters. The reliability of this data was often a concern, because 
of complicating factors such as the weather. 

Informal feedback 

 
 
  

Whilst this approach seemed to be fairly widely used according 
to the motivating millions report, it is unclear exactly what this 
would involve. Water companies seemed more likely to get 
quantitative or qualitative feedback from customers. There is 
potential for plumbers, maintenance workers and meter 
installers to provide informal (or qualitative) feedback on 
customer behaviours and attitudes, however this approach does 
not seem to have been used so far. 
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best and only way to properly assess the impact of BCTs. On the other end of the spectrum, 

Sutton and East Surrey Water admitted that they did not know how effective their retrofit 

programme (which included some behaviour change methods) was as they had not done it on a 

big enough scale. They also mentioned that it would be difficult to attribute any change to their 

methods anyway.  

Whilst metering was seen by some (e.g. Southern Water) as a good way to be able to quantify 

the effectiveness of behaviour change projects, many we're still concerned that it would be 

difficult to attribute reduced usage to the project rather than to other factors such as influence 

from the television, celebrity endorsement, or factors such as extreme weather events. Rose 

O’Neill, from WWF, focused on the fact that it is difficult to assess success if the strategies for 

monitoring were not in place before the project was initiated. Furthermore, she spoke about the 

ways in which smart metering could be used to account for daily and monthly variation in water 

consumption.  

Anita Konrad from Groundwork explained that the generation of robust data for behaviour 

techniques requires longer term commitment and more funding than other approaches to 

establish a sound evidence base, which can subsequently be used to make a case for investment 

in further developing behaviour change interventions in the water sector. Rose O'Neill from WWF 

thought that water companies could benefit from collaborating with academics in order to 

evaluate the projects, especially when they had a large body of data. The potential for academic 

involvement with BCTs in the water sector, particularly on the issue of evaluation seems relatively 

untapped. It is also important that academics work to address the concerns voiced by the water 

companies.  

9 Conclusion 

The perspectives offered by the interviewees and survey participants were generally consistent 

and some overarching themes emerged. Reluctance from internal teams, lack of experience, 

perceived cost and political barriers were all pertinent themes. However, the conceptualisation 
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and understanding of BCTs and difficulty with evaluation of projects were the most significant 

themes to emerge. These problems were perceived to be the most challenging and hold the 

greatest potential for further research. 

UK water companies are generally not convinced that they have a robust evaluative method for 

BCT projects and many feel that robust evaluation is near impossible when it comes to 

behavioural approaches. This is typically correlated to a misunderstanding of the nature of BCTs, 

but is also owing to factors such as: uncertainty about the expectations of Ofwat; reluctance to 

use ‘soft’ approaches; lack of experience in using non-technical approaches and the perception 

that complicating factors make robust evaluation unattainable. 

The types of BCTs that were acknowledged and understood were limited. There is an over-

reliance on social norms and nudge, as well as a conflation of think and nudge approaches. Patchy 

knowledge of behavioural economics, the drivers of behaviour and specific behavioural 

techniques all led to incomplete understanding and henceforth ineffective implementation. 

There is a divide in the UK water sector as to whether increased studies or handbooks would be 

useful, or whether internal research is more valuable. Sources of knowledge were varied and 

most water sector professionals’ knowledge incomplete. This explains most water companies’ 

desire for increased guidance either from Ofwat or elsewhere. 

Further research needs to be undertaken in order to determine the behavioural based 

approaches that are most suitable for addressing the various challenges in the water sector. 

Behavioural economics predicts what people will actually do, rather than what they think they 

will do or intend to do, and thus is greatly different from more traditional customer engagement 

approaches such as surveys. Research on the effectiveness of interventions based on the 

approaches to behaviour change should be undertaken so that the most appropriate methods 

are used to address each challenge. Evaluation of projects is also something that clearly needs to 

be studied further. 
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11 Appendices 

11.1 Interview Questions 

INTERVIEW QUESTIONS FOR PARTICIPANTS IN RESEARCH STUDIES                        

This is a semi-structured interview. This means that, whilst there is a suggested way to 
answer each question, you may add more detail whenever you wish. You can also refuse 
to answer as many questions as you like. The interview should take 30-45 minutes, but of 
course this will depend on how much detail you wish to add. Where customers are 
referred to, you should answer with regard to the people that use your service, regardless 
of whether or not they pay. 

Interview Questions 
‘Behavioural techniques’ or ‘behavioural approaches’, for the purpose of this study, are terms used to describe 
techniques designed to influence customer behaviour.  There are further details on the information sheet. 
Q1. What is your understanding of behavioural techniques? 

Open response. 
You may wish to include: How they work, what they involve and how they are or could be used in the water sector 

 
 

Q2. To what extent do you think customer behaviour has an impact on water and wastewater management? 

Please give a number from 1-5 with 1 representing ‘has a large impact’ and 5 representing ‘has no impact’. If you 
would like to elaborate, please do so. 
 

Q3. To what extent do you think it is possible to influence customer behaviour? 

Please give a number from 1-5 with 1 representing ‘very possible’ and 5 representing ‘not possible’. If you would 
like to elaborate, please do so. 
 

Q4: For which issues do you think influencing customer behaviour is most important? 

Open response. 
Examples of issues include reducing domestic consumption, hygiene behaviours, fat, oils and greases etc. 

 
 

Q5: Does your organisation try to influence customer behaviours? 

Yes/No 

Q6: Does your organisation have a specific strategy to influence customer behaviours? 

Yes/No. If you wish to elaborate or name specific strategies, please do so 

Q7: How do you (or would you) evaluate the success of behavioural approaches? 

Open response 
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Q8: Where does your organisation get information or expertise on behavioural techniques? 

Please choose all that apply from the list below 

In house  

Consultants  

Government or governmental bodies  

Regulators  

Academia  

NGOs or local community groups  

Other (please list)  

 
 
 
 
 
 
 
 
 
 
 

Q9: What do you perceive to be the problems with and barriers to the use of behavioural techniques? 

Choose all that apply from the list below 

Absolute Cost  

Cost-benefit/cost-effectiveness  

Difficulty in assessing success  

Uncertainty of outcome  

Lack of in-house experience of using these techniques  

Lack of experience in the water sector   

Resistance from regulators towards using these approaches   

Lack of knowledge on how to implement these approaches  

Lack of consultants with relevant expertise  

Unsure how to find relevant consultants  

Lack of staff and expertise  

Other (please list) 
Please indicate what you find to be the most important problem(s) or biggest barrier(s) 

 

Q10: What would make you more likely to use behavioural techniques? 

Please rate each item from 1-5, where 1=”Very likely to make me use behavioural techniques” and 5= “Not very 
likely to make me use behavioural techniques” 

More information on how to implement techniques  

More experience in the sector  

More information on the effectiveness of behavioural techniques  

More scholarly literature how behavioural techniques work to influence behaviour  

Behavioural packages with a clear price and specific outcomes  

Better ICT based behavioural solutions  

Pressure from regulators  

Pressure from customers  

More experts in the field  

Other (please list)  

Q11: To what extent are you and your colleagues aware of the social or psychological reasons behind how 
various behavioural techniques work? 

Open Answer   
 
 

Q12: Do you think that the social or psychological reasons behind behavioural techniques are relevant to you 
or your organisation? 
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Yes/No. Please elaborate on who, if anybody, they are relevant to within your organisation, and why. 

Q13. If you have used behavioural approaches in your organisation, what were your practical experiences? 

Open response.  
Be as detailed or as brief as you wish. You may name specific projects or campaigns or you can speak more generally. You may 
wish to mention: Which techniques you used, to what end and why. How you found out about the behavioural technique. Any 
barriers you encountered. The outcome(s) of this project. 

Q14. What do expect to see in the future, with regard to the use of behavioural techniques in the water sector? 

Open response.    
 
 

Q15. This is the end of the interview. If there is anything else you would like to add, please do so now. 

Open response.  
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11.2 Transcription and Coding 

Below a short segment of transcription is shown, with the questions asked indicated above each answer. 
Then the coding process for this segment is shown: 

Different segments of the transcription were copied in to a table showing key themes (in this case 
conceptualisation and barriers) 

Highlighting with different colours was used to indicate possible sub themes (such as various types of 
BCTs) 

Bold font was used to indicate possibly important ideas or things to be further researched 

Over time themes and sub-themes were refined, defined and regrouped. 

This was repeated for all interview transcripts and the data was consolidated, resulting in clear sections, 
used as headings and subheadings. 

 

 

‘Behavioural techniques’ or ‘behavioural approaches’, for the purpose of this study, are terms used to 
describe techniques designed to influence customer behaviour.  There are further details on the information 
sheet. 
Q1. What is your understanding of behavioural techniques? 

Companies are interested, we are interested, doesn’t necessarily mean they have practical experience. One part of looking 
behavioural techniques is the social norms which is what you seem to be focusing on-the opower of the energy industry. I’d 
look at it a bit more broadly. It’s quite broad. 
On one hand there is behavioural economics and psychological insights in to how people make economic decisions. In the 
water sector we make it in to a retail sector, even for water which is monopolistic, a lot of companies do customer research. 
We want them to do customer research.  Its customer focussed. The way you design the research and interpret the results 
can be influenced by behavioural economics, looking at different drivers such as risk aversion, and those things that we 
know influence customer behaviour. 
Still part of behavioural techniques even if it does not directly influence customer behaviour. On the other end of the 
spectrum is campaigns, projects etc. that encourage people to change their behaviour, and this make be using social norms 
etc. there is also a halfway house where you use communication or educating and informing as the main thing but this can 
be shaped by the theories of behavioural economics and behavioural insights and all the information out there. 
There is a lot of info out there that will never be used. 

 

Q2. To what extent do you think customer behaviour has an impact on water and wastewater management? 

Yes, I do [think that customer behaviour has an impact]. In different ways. The way they use the water but also 
how they behave when participating in research and making willingness to pay decisions. A lot of the decisions 
water companies made are willingness to pay. Their behaviour really matters and I’d argue it matters more 
now. As a regulator we are putting customers at the heart of company decision making, how customers interact 
with the water companies, the information they are getting. Also how they perceive the water utilities and how 
they perceive water itself. How they perceive the resource and everything that hangs off it. We are all about 
trust and confidence in the water sector.  
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Conceptualisation Barriers 
One part of looking behavioural techniques is the 
social norms 
 
On one hand there is behavioural economics and 
psychological insights in to how people make 
economic decisions. In the water sector we make it in 
to a retail sector, even for water which is 
monopolistic, a lot of companies do customer 
research 
 
We want them to do customer research.  Its customer 
focussed. The way you design the research and 
interpret the results can be influenced by behavioural 
economics, looking at different drivers such as risk 
aversion, and those things that we know influence 
customer behaviour. 

 
Still part of behavioural techniques even if it does not 
directly influence customer behaviour. On the other 
end of the spectrum is campaigns, projects etc. that 
encourage people to change their behaviour, and this 
make be using social norms etc. there is also a halfway 
house where you use communication or educating and 
informing  as the main thing but this can be shaped by 
the theories of behavioural economics and behavioural 
insights and all the information out there. 

 
how they behave when participating in research 
and making willingness to pay decisions. A lot of 
the decisions water companies made are 
willingness to pay. Their behaviour really matters 
and I’d argue it matters more now. 
 
Also how they perceive the water utilities and 
how they perceive water itself. How they 
perceive the resource and everything that hangs 
off it. We are all about trust and confidence in 
the water sector. 

Companies are interested, we are interested, doesn’t 
necessarily mean they have practical experience 

 
There is a lot of info out there that will never be used. 
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11.3 Survey Questions 

 

What is the role of your organisation?    Please select all that apply 

 Industrial water supply (1) 

 Domestic water supply (2) 

 Industrial wastewater supply (3) 

 Domestic Wastewater supply (4) 

 Regulation of suppliers (5) 

 Waterway conservation (6) 

 Water quality monitoring (7) 

 Consulting (8) 

 Environmental protection (9) 

 Other (10) 

 

Please show that you are paying attention and are not a robot by selecting the fruit from the list below 

 Male (1) 

 Apple (2) 

 Water (3) 

 

 I have read and understood the above information and desire of my own free will to participate in this study.  

 Yes (1) 

 No (2) 

If No Is Selected, Then Skip to End of Survey 

 

 ‘Behavioural techniques’ or ‘behavioural approaches’, for the purpose of this study, are terms used to describe a 

range of techniques designed to influence customer behaviour. How knowledgeable are you about behavioural 

techniques? 

 Extremely knowledgeable (5) 

 Very knowledgeable (6) 

 Moderately knowledgeable (7) 

 Slightly knowledgeable (8) 

 Not knowledgeable at all (9) 

 

To what extent do you think customer behaviour has an impact on water and wastewater management? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

No Impact: 
Great Impact (1) 
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 To what extent do you think it is possible to influence customer behaviour? 

 1 (1) 2 (2) 3 (3) 4 (4) 5 (5) 

Impossible: 
Highly Possible 

(1) 
          

 

 

 Does your organisation try to influence customer behaviours? 

 Yes (1) 

 No (2) 

 

Does your organisation have a specific strategy to influence customer behaviours? 

 Yes (1) 

 No (2) 

 

 Does your organisation use behavioural techniques? 

 Yes (1) 

 No (2) 

 

Where does your organisation get information or expertise on behavioural techniques? Please tick all that apply 

 In house (1) 

 Consultants (2) 

 Government or governmental bodies (3) 

 Regulators (4) 

 Academia (5) 

 NGOs or local community groups (6) 

 Other (7) 

 We do not get information or expertise on this topic (8) 

 

What do you perceive to be the problems with and barriers to the use of behavioural techniques? Please tick all 

that apply 

 Absolute Cost (1) 

 Cost-benefit/cost-effectiveness (2) 

 Difficulty in assessing success (3) 

 Uncertainty of outcome (4) 

 Lack of in-house experience of using these techniques (5) 

 Lack of experience in the water sector (6) 

 Resistance from regulators towards using these approaches (7) 

 Lack of knowledge on how to implement these approaches (8) 

 Lack of staff and expertise (9) 

 Other (10) 
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What would make you more likely to use behavioural techniques? Rate each factor from "definitely would" make it 

more likely to "definitely would not" make it more likely that I would use behavioural techniques 

 

 

How knowledgeable are you about the psychological and/or sociological explanations of behavioural techniques? 

 Extremely knowledgeable (11) 

 Very knowledgeable (12) 

 Moderately knowledgeable (13) 

 Slightly knowledgeable (14) 

 Not knowledgeable at all (15) 

 

 
Definitely 

would (15) 
Probably would 

(16) 
Might or might 

not (17) 
Probably not 

(18) 
Definitely not 

(19) 

More 
information on 

how to 
implement 

techniques (1) 

          

More 
experience in 
the sector (2) 

          

More 
information on 

effectiveness (3) 
          

Pressure from 
regulators (7) 

          

Pressure from 
customers (11) 

          

More scholarly 
literature on 
behavioural 

techniques (4) 

          

Better ICT based 
behavioural 
solutions (6) 

          

More experts in 
the field (9) 

          

Behavioural 
packages with a 
clear price and 

specific 
outcomes (5) 

          

Other (10)           
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The final question asks you to talk about your experiences with using behavioural techniques.  If you have used 

behavioural approaches in your organisation, what were your practical experiences?    Be as detailed or as brief as 

you wish. You may name specific projects or campaigns or you can speak more generally. You may wish to 

mention: Which techniques you used, to what end and why. How you found out about the behavioural technique. 

Any barriers you encountered. The outcome(s) of this project. 

 

Thank you very much for participating. If there is anything else you would like to add that you feel relevant to the 

previous questions or to the research as a whole, please do so now. If you would like to discuss any of your 

answers, query how your data will be used or withdraw your data from the survey, please do not hesitate to 

contact Hazel Lewis on hazel.lewis@kcl.ac.uk 
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11.4 Participants 

Organisation Role in Water Sector Participants Form of Interview 

Anglian Water 
UK Water and Water 
Recycling Company 

Darren Rice, Wholesale 
Policy and Competition 
Manager 

Phone call 

DEFRA 

UK Government 
Department for 
Environment, Food and 
Rural Affairs 

Anonymous x 2 Conference call 

DFID 

UK Government 
Department for 
International 
Development 

Peter Smith, former 
Environmental & 
Infrastructure Adviser 
at DFID 

In person interview 

Environment Agency 
Environmental 
Regulator 

Technical Specialist, 
Angela Wallis 

Phone Call 

Groundwater London 

UK Charity, that create 
partnerships with local 
communities in order 
to improve prospects,  
create better, greener 
spaces and promote 
green living 
 

Anita Konrad, Director Phone call 

Irish Water Non-UK Water Anonymous Phone call 

Ofwat 
Economic Regulators of 
UK water sector 

Nicci Russel, Director 
Bart Schoonbaert, 
Principal, Strategy & 
Policy 
 

Phone call x 2 

South East Water 
UK Water Supply 
Company 

David Hinton, Asset 
and Regulation 
Director 
Jo Osborn, Head of 
Communications 

In person Interview x 2 

Southern Water 
UK Water and 
Sewerage Company 

Ben Earl, Water 
Efficiency Manager 

Phone Call 

Sutton and East Surrey 
Water 

UK Water Supply 
Company 

Anonymous Phone Call 

Unilever 
Multinational 
Consumer Goods 
Company 

Anonymous (focus on 
sustainable 
manufacturing) 

Phone call 
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Water Supplier A 
(anonymised) 

UK Water Supplier Anonymous Phone call 

Water Supplier B 
(anonymised) 

UK Water Supplier Anonymous Phone call 

WaterAid UK 

International 
Development Charity 
focusing on the 
 provision of water and 
sanitation 

Dr Om Prasad Gautam, 
Technical Support 
Manager - Hygiene 

Phone Call 

WWF-UK 
UK Conservation 
Charity 

Rose O’neill, 
Freshwater Programme 
Manager 

 Phone Call 

 

 

 

Identified Survey Participants 

Jeffrey Rice, self-employed (formerly with Urban Systems Ltd, Vancouver BC), water resources engineer 

Daniel Medina, PhD. Fellow. Atkins 

Stephen Young, Head of Profession (Retired), DFID 

Chris Williams, United Utilities, Operational Scientist. 

Mr. Ashley Menezes Wajhat Industrial & Development Company Foreman: Water & Wastewater 
Treatment Riyadh, Kingdom of Saudi Arabia 
Natasha Wyse, Environment Agency, National Drought and Demand Management Advisor 

Marius Greaves, Principal Officer - Water, London Area, Environment Agency 

Rob Lawson, Director, Artesia Consulting Ltd 

Rémi Kaupp, Programme Officer, WaterAid UK, specialised in urban sanitation. 

Donna Murray, Scientist, WRc plc 

Paul Merchant Demand Strategist, South West Water Programme Lead - Water Resources - UKWIR 

Ian Limb Head of HR - Portsmouth Water Responsible for delivering Water Efficiency to our customers 

Jonathan Abra, Theme Leader: Water and Wastewater, The Knowledge Transfer Network 

Peter Gregory, co-founder - evridrop LLP, Rainwater Harvesting Systems 

Peter Smith PSE Environment Ltd 
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Daniel Schechter, Water Resources Program Manager, Environmental Consulting & Technology.  
Formerly Superintendent of Engineering, Detroit Water and Sewerage Department. 

 

 
 

Anonymised Survey Participants 

Independent Consultant  

Consultant on Water Management 

Director of an Environmental Regulatory Body 

Timothy Compton, Social Business Manager, Affinity Water 
 
Planning Engineer Canadian Municipal water and wastewater utility 

Water Efficiency Project Manager at UK Water supplier 

Manufacturing Sustainability manager at a large multinational corporation 

Engineer at UK regulatory body 

Historically worked with CCwater and a water supplier, now on the stakeholder panel of Southern 
Water 
Water Utilities Director 

Senior Research Fellow, UK University 
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11.5 Ethical Approval 

 

 

 

Research Ethics Office 

King's College London 

Rm 5.11 FWB (Waterloo Bridge Wing) 

London  
SE1 9NH 

DATE: 29/03/16 

TO: Hazel Lewis 

SUBJECT:  Confirmation of Registration  

 

Dear Hazel, 

  

Thank you for submitting your Research Ethics Minimal Risk Registration Form. This letter acknowledges 
the receipt of your registration; your Research Ethics Number is MR/15/16-261. You may begin 
collecting data immediately.  
 
Be sure to keep a record your registration number and include it in any materials associated with this 
research. Registration is valid for one year from today’s date. Please note it is the responsibility of the 
researcher to ensure that any other permissions or approvals (i.e. R&D, gatekeepers, etc.) relevant to 
their research are in place, prior to conducting the research. 
 
Record Keeping: 
In addition, you are expected to keep records of your process of informed consent and the dates and 
relevant details of research covered by this application. For example, depending on the type of research 
that you are doing, you might keep: 

o A record of the relevant details for public talks that you attend, the websites that visit, the 
interviews that you conduct  
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o The ‘script’ that you use to inform possible participants about what your research involves. This 
may include written information sheets, or the generic information you include in the emails 
you write to possible participants, or what you say to people when you approach them on the 
street for a survey, or the introductory material stated at the top of your on-line survey. 

o Where appropriate, records of consent, e.g. copies of signed consent forms or emails where 
participants agree to be interviewed.  

 
Audit: 
You may be selected for an audit, to see how researchers are implementing this process. If audited, you 
will be expected to explain how your research abides by the general principles of ethical research. In 
particular, you will be expected to provide a general summary of your review of the possible risks 
involved in your research, as well as to provide basic research records (as above in Record Keeping) and 
to describe the process by which participants agreed to participate in your research.  
 
Remember that if you have any questions about the ethical conduct of your research at any point, you 
should contact your supervisor, the Research Ethics office, or a member of your Department’s Research 
Ethics Panel for advice.  
 
Feedback: 
If you wish to provide any feedback on the process you may do so by emailing crec-minrisk@kcl.ac.uk .  
 
We wish you every success with this work. 
 
With best wishes 
 
Research Ethics Office   
 

mailto:crec-minrisk@kcl.ac.uk

