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The reasons for 
non-compliance 
and non-adherence 
are varied
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Economics (high co-pays or high 
priced medications like biologics)
Denial
Difficult regimens
Side-effects
Just don’t like taking pills
Remind us we’re sick
Just forgetfulness
They don’t have symptoms
Lack of trust
Lack of education on the reason for 
the medication or lifestyle change
Inertia and apathy



COULD BEHAVIORAL 
SCIENCE BE THE 
ANSWER TO SOME 
OF THE CAUSES
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“Humans are to 
thinking as cats are 
to swimming – we 
can do it when we 
have to, but we’d 
much prefer not to” 
DANIEL KAHNEMAN
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System 1 & 2

Fast | Driven by hueristics 

Slow | Driven by rational thinking 

Fast, impulsive, implicit, 
uncontrolled, effortless, associative, 
unconscious, intuitive, emotional 

Slow, effortful, logical, calculating, 
conscious, deliberate, explicit, controlled, 
self-aware, rule following, cognitive

Automatic
Manufacturing
Primitive

SYSTEM 1

SYSTEM 2
Reflective
R&D
Advanced
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FRAMING



FRAMING
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The way a question, offering or decision is 
presented has an impact on responses 

How long was 
the movie? 

How short was 
the movie? 

130
MINUTES 

100
MINUTES 

*Mean responses. Elizabeth Loftus (1975), differences significantly significant 

Smashed
Collided
Bumped
Hit
Contacted

40.8mph
39.3mph
38.1mph
34mph
31.8mph
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PRIMING 



PRIMING 
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People’s subsequent behavior may be 
altered if they are first exposed to 
certain sights, words or sensations.  In 
other words, people behave differently if 
they have been primed by certain cues 
beforehand

Schizophrenia patients primed with pro-social 
sentences showed significantly more nonverbal 
behaviors than those primed with anti-social 
and non-social conditions.

This has clinical implications for the 
rehabilitation of social skill impairments.

Del-Monte et al (2014) 
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AFFECT



Emotional associations strongly impact 
your decisions and actions every day 

Patients may be much more compliant if they 
click with their treating physician, formal or 
informal care giver on a personal, more 
emotional level.  Its’ always easier to trust and 
follow someone’s advice when we like them.

“Predictably Irrational”, Dan Ariely 2008

AFFECT
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LOSS 
AVERSION



LOSS AVERSION
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We care much more about avoiding 
losses than we care about making 
gains 
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HYPERBOLIC 
DISCOUNTING 



HYPERBOLIC DISCOUNTING 
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We prioritize small rewards NOW 
over larger rewards LATER

At Johns Hopkins University, over 500,000 
people undergo coronary-artery bypass graft 
surgery every year, and of those only about 
10% make the necessary lifestyle changes 
to prevent future surgeries, chest pains, and 
premature death.

Edward Miller 2004 
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MESSENGER



MESSENGER
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The weight we give to information 
depends greatly on the reaction we 
have to the source of that information 

In Zimbabwe, the ‘Get Braids Not Aids’ 
scheme trained hairdressers to inform their 
clients of the benefits of female condoms and 
how to use them. This information was 
provided by a familiar person in a safe 
environment to overcome the stigma attached 
to female condoms.

Helmore 2011 
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COMMITMENT



We seek to be consistent with our 
public promises 

In order to enhance influenza vaccination rates, 
prompts that are sent out to remind people of 
available vaccination clinics are more likely to result 
in higher vaccination rates if people are asked to 
write down the date they plan to be vaccinated. This 
vaccination rate is further increased if an individual 
is prompted to write down both date and time.

Milkman et al 2011 

COMMITMENT
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Control Date Date & 

Time



22

DEFAULTS



DEFAULTS

Johnson & Goldstein (2003) 23

Defaults are pre-set courses of action 
that take effect if nothing else is 
specified by the decision maker 

ORGAN DONATION 

Setting defaults is an effective tool when 
there is inertia or uncertainty in decision 
making

DRUG FORMULARY LISTS 

Requiring people to opt-out if they 
don’t wish to donate their organs 
is associated with higher donation 
rates than if people need to opt-in 
if they do want to donate. 

Certain drugs are easily available 
and approved by the formulary 
committees, others require effort 
and/or specific action to be taken 
to access them. 

GEMANY 
OPT IN

AUSTRIA 
OPT OUT 
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PEAK END RULE



The peak-end rule suggests that we judge our 
experiences based on how they were at 
their peak (whether pleasant, unpleasant, frightening, 
etc.) and how they ended. The feeling of the peak and 
end dictates how we remember it.

PEAK END RULE
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Patients undergoing colonoscopy consistently 
evaluated the discomfort of the experience based 
on the intensity of pain at the worst (peak) and 
final (end) moments. This occurred regardless of 
length or variation in intensity of pain within the 
procedure.  

This has important implications for us in 
assessing impact of a disease on a patient’s life 
or particular experiences they describe.

Kahneman & Redelmeier (1996) 
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SOCIAL NORMS



SOCIAL NORMS
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We are strongly influenced by what others do.

Social norms are the unwritten rules about 
how to behave within a group

Emphasizing what most people do to 
encourage this behavior.

“Nine out of ten people take their medication 
every morning”.

Can accentuate feeling of belonging and 
reduce stigmatization.

Joining support groups for weight loss and 
smoking can give a sense of belonging and 
encourage behavior change.

Song et al (2008) 



“IF YOU WANT TO 

CHANGE 

ATTITUDES, START 

A WITH A CHANGE 

IN BEHAVIOR”
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William Glasser

Kantar Health is a leading global healthcare consulting firm and trusted 

advisor to many of the world’s leading pharmaceutical, biotech and medical 
device and diagnostic companies. It combines evidence-based research 
capabilities with deep scientific, therapeutic and clinical knowledge, 

commercial development know-how, and brand and marketing expertise to 
help clients evaluate opportunities, launch products, and maintain brand 
and market leadership. Our advisory services span three areas critical to 

bringing new medicines and pharmaceutical products to market –
commercial development, clinical strategies and marketing effectiveness.

WHY KANTAR HEALTH?

FOR MORE INFORMATION
Visit us at www.kantarhealth.com


