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By registering for the AIM Nudging for Good Awards, participants accept the terms and conditions
laid down in this document.
AIM is the European Brands Association. It represents brand manufacturers in Europe on key issues
which affect their ability to design, distribute and market their brands. AIM’s membership groups
some 2500 companies of all sizes through corporate members and national associations in 20
countries.
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Article 1: Objective
The objective of the AIM Nudging for Good Awards is to promote the creation of original “Nudges
for good” by the members of AIM. It aims at encouraging them to start Nudging for Good in order
to help people adopt healthier and more sustainable lifestyles. It will reward excellence, showcase
the original work done by brands, position them as Nudge for good leaders and promote their
initiatives in high-level settings.
A Nudge is “any aspect of choice architecture that alters people’s behaviour in a predictable way
without forbidding any options or significantly changing their economic incentives.” (Thaler &
Sunstein in Nudge, 2008).
A Nudge for good, according to AIM, is how a brand, on the basis of consumer insights, makes it
easy and desirable for people to change behaviour or habit and adopt a healthier and/or more
sustainable one.
With the help of BVA, AIM has created a Nudging for Good toolkit which provides inspiration and
guidance for creating original Nudges for good to be submitted to the Awards contest. The toolkit
can be accessed at http://www.nudgingforgood.com/ and includes:
1. Background knowledge on behavioural economics and nudging
2. A 6-step process to create Nudges for good
3. Nudging for Good case studies
4. An explanation of the AIM Nudging for Good initiative

Article 2: Candidates
Participation in the Awards is restricted to AIM members and members of AIM’s national
associations (see list on http://www.aim.be/about-aim/members).
Participants can register individually or as a team, including other employees of their company, or
external partners / stakeholders. Teams should select a leader who will be the main point of contact
for the Awards.
Candidates can come from any company department, including CSR, marketing, R&D functions, etc.
To participate in the Nudging for Good Awards, candidates have to complete the registration form
on http://www.nudgingforgood.com/nudging-for-good-award-registration-form-2019/.
Participation is free of charge. The language of the contest is English.
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After the contest, each participant will also have the opportunity to upload their initiative in the
Case Studies section of the AIM Nudging for Good toolkit.

Article 3: Nudging for Good initial case submission – step 1
Candidates will submit original Nudging for Good initiatives by a brand of their company (product
or corporate brand). The cases do not need to be from Europe as long as the lessons learnt are
relevant in the European context.
The first step will be to complete a registration form including a short description of the initiative
via a simplified template (http://www.nudgingforgood.com/wp-content/uploads/2018/10/
First-submission-template-Nudging-for-Good-Awards.pdf). To enter the contest, the Nudging for

Good initiative must comply with the criteria laid down in articles 3.1 to 3.4. It will be rejected
at desk level if it does not fulfil the criteria below. The description of an idea or project is
enough for this first step.

Article 3.1: Nudge for good
The Nudge must comply with the “for good” criteria below as a pre-requisite:
•

Aimed at influencing consumer behaviour in order to help them achieve their
own goals.

•

Ethically designed, with the brand being legitimate to nudge in this matter.

•

In the interest of the environment and/or public health. If there is a trade-off
between the two, the positive outcome should outweigh significantly any
adverse side effects (e.g. positive health impact far outweighing some additional
packaging waste).

Article 3.2: Active, recent or re-submissions
The Nudging for Good initiative must be active, or if stopped, it must have been active in
2017. Earlier initiatives can be entered if new measurement data is included to show how
the benefit has grown since 2017. Nudging for Good initiatives that were submitted by
brands during the 2017 AIM Awards contest can be re-submitted under the condition that
a) it did not win any previous AIM Nudging for Good Award, and b) it is still a relevant,
ongoing initiative within the company.
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Article 3.3: Categories
The initiative should address at least one of the AIM Nudging for Good focus areas
1. Health & Well-being
o Healthier balanced diets (incl. portion-control)
o Active lifestyles
o Responsible drinking
o Good hygiene and appropriate product use
o Other
2. Environmental Sustainability
o “Green” lifestyles
o Resource efficiency e.g. water or energy/CO2 saving (climate change)
o Collection & waste/litter prevention with focus on plastics (-> Circular Economy
solutions)
o Sustainable products (e.g. durability, repairability)
o Less packaging
o Other
3. Social Responsibility
o Changing stereotypes and bias referring to gender equality, inclusion/nondiscrimination, access & type of education/life long learning
o Healthier development for future generations, e.g. taking care of and supporting
people, families and communities, health care
o Enabling socially responsible consumer choice
o Other

Article 3.4: Measurement
The entry should show how the initiative is being or will be validated in terms of behavioural
impact. Candidates are free to show it in any way they wish (quantitative, qualitative,
testimonials, etc.).
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Article 4: Nudging for Good detailed case submission – step 2
Once the Nudging for Good initial submission has been validated, candidates will be asked as a
second step to submit their final entry for the Nudging for Good Awards using a special template
to provide a more detailed description of their case. It is recommended to also submit a video
and/or pictures in order to make the Nudging for Good case more tangible. Additional material
(PowerPoint, supporting research, etc.) can be included as well.
The case does not necessarily have to be fully rolled out, but the company should at least have
conducted a pre-test of a prototype.
When completed, the template with the final entry will be emailed to AIM: eva.schneider@aim.be.
The main evaluation criteria of the Nudging for Good case submissions are the following:
1. Significance of the behavioural challenge (or meaningful behavioural change)
2. Novelty of the Nudge for good
3. Nudge for good principle and execution
4. Behavioural evidence of its effectiveness

The Jury will pay particular attention to:
Observational insights behind the Nudge for good:
•

The behaviour has been observed in a real-life setting.

•

The barriers and levers to the desired behaviour have been clearly identified.

Desired behaviour:
•

The desired behaviour is relevant to the objective of the AIM Nudging for Good initiative.

•

It is realistic and specified in a precise manner.

•

It is significant (target size) and meaningful (for society).

The behavioural change is meaningful and complies with the Nudging for Good criteria:
•

The Nudge influences behaviour.

•

It is original, transparent, smart and simple.

•

It preserves the freedom of choice: no options are removed and nothing is imposed on
the consumer or individual.
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•

It is based on observational insights of individuals in their local environment and
community.

•

It leverages unconventional factors revealed by behavioural economics, neurosciences
and psychology, possibly along with more conventional concepts (education,
information, marketing and communication).

•

It is based on the creative re-design of some situations and interaction points (including
branded touch-points).

•

It does not rely solely on education, information or economic incentives.

The evidence path:
•

There is an experimental evaluation of the Nudge (qualitative or quantitative or both).

•

The experimental design reveals the impact of the Nudge on the desired behaviour.

•

The results are convincing.

The teachings:
•

Participants have made their work and/or results public or intend to make them public.

Article 5: Planning Schedule
The planning schedule is the following. Should modifications become necessary, candidates will be
informed in due course:
1. Contest official launch in November 2018. Registration form available as of launch date
on http://www.nudgingforgood.com/nudging-for-good-award-registration-form-2019/.
2. Nudging for Good initial submission to be entered before 4 February 2019, using the initial
submission template. Validation feedback from AIM by 15 March 2019. BVA, the co-creator
of the Nudging for Good Toolkit, will check compliance with Nudging for Good criteria (cf.
article 3) and provide feedback to the participants via AIM (either validated or rejected and
reason why).
3. Nudging for Good detailed case submission to be entered from 15 March 2019 to 15
July 2019, using the template that will be provided to submitters by AIM. BVA and AIM will
select nominees to present to the Awards Jury based on the evaluation criteria (cf. article
4). The nominees and non-nominated submitters will be duly notified.
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4. Nominees will present their cases to the Awards Jury in face-to-face meetings in
September 2019 (date tbc). The Jury will select the winners after having seen all the
presentations..
5. The winners will be announced during the Awards Ceremony of 17 October 2019 in
Brussels which will take the form of a Gala Dinnerin the presence of the CEOs of the
European branded goods industry, policy-makers from the European Parliament and
European Commission and representatives of NGOs and other stakeholders.

Article 6: Awards Jury
The composition of the Awards Jury will among others include:
•

Monique Goyens / Director General of BEUC

•

Kavita Prakash-Mani / Practice Leader, Markets, WWF International

•

Richard Bordenave / Co-director, BVA

•

Faisal Naru / Head Strategic Management and Coordination, Executive Director's Office at
OECD & initiator of OECD’s work on Behavioural Insights

•

Marie-Eve Laporte / Associate Professor Marketing and Communication, Research in food
consumer behaviour and brand management, Panthéon - Sorbonne University, Paris

•

Sille Krukow / Founder & Chief Behavioural Designer, Krukow - Behavioural Design Team

Article 7: Prizes
The following prizes will be awarded:
•

One Diamond Award

•

Four Excellence Awards

•

One “Jury’s Coup de Coeur”

The Jury reserves the right to modify the prize categories and names according to the number and
the quality of the submissions. There are no monetary prizes. Winners will receive a trophy.

Article 8: Claims & Miscellaneous
Any contestation, questions and/or claims relating to the Awards must be received at the latest
within 15 days of the date at which the nominees have been announced. The dispute,
questions and/or claims must be sent in writing to AIM (eva.schneider@aim.be).
AIM will reply within 15 days of receipt. Any decision of AIM shall be binding and final and no
participant shall have any further right to recourse or to appeal.
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AIM reserves the right to modify, or cancel the Awards.
AIM is not responsible for errors in the entries of participants, malfunction of the website, incorrect
email addresses, or other transmission problems related to the Awards.
Teams will not be reimbursed for materials or resources used in the preparation of their
presentation or for expenses related to travel in connection with the Awards.
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