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G
lobally, almost 68 million young people aged 
15-24 are unemployed (that is, are available 
for and seeking work), a rate three times that of 
adults 25 and over.  Labour force participation is 
particularly low among young women who are 

twice as likely as young men to not be in education, employment, 
or training (NEET).  This is particularly stark in the Arab States 
where the unemployment rate among youth aged 15-24 currently 
stands at an estimated 23%, compared with a global average 
of 13.7%.  Promoting entrepreneurship can create alternative 
opportunities for youth to contribute to economic development.   
For example, 65% of employment in the European Union is 
generated by small- and medium-sized enterprises (enterprises 
with between 0 and 250 employees).

Entrepreneurship is inherently a set of behaviours, from 
designing a product or a service to applying for funding. 
Interventions to promote entrepreneurship can therefore  
be more effective if they are based on a realistic and  
evidence-based understanding of human behaviour. Using a 
Behavioural Insights (BI) approach to understand the problem 
and design interventions  can help to improve business 
outcomes.  Even small changes to existing policies and 
programmes - or how they are communicated - can have a 
positive impact. For example, one study done in Turkey by the 
Behavioural Insights Team (BIT) found that businesses were  
27% more likely to apply for export support funding if  
the government had been upfront about the challenges  
involved and provided step-by-step guidance on  
how to apply.

The aim of this toolkit is to equip development practitioners, such 
as policy-makers, project designers and managers, with practical 
tools to develop behaviourally-informed interventions  
that support youth and women’s entrepreneurship. The tools  
and insights found in this toolkit were gathered through  
a one-year behavioural insights programme led by UNDP's 
Regional Innovation Team in the Arab States and BIT. Through this 
project, we supported 10 UNDP Country Offices across the  
Arab States region* and their local partners to: 

· identify a pressing behavioural challenge specific to 
entrepreneurship and linked to existing UNDP country 
initiatives;

· understand the barriers to, and enablers of, positive 
entrepreneurial behaviours in their context;

· design and prototype BI interventions to promote positive 
entrepreneurial behaviours; and

· pilot and evaluate their chosen intervention.

With the Country Offices, we applied the methodology laid 
out in this toolkit to help tackle some of the biggest challenges 
faced by entrepreneurs. Projects have included simplifying and 
digitising the business registration process to make it easier for 
young entrepreneurs to access support; encouraging women 
entrepreneurs to keep their books up to date; and increasing 
participation in entrepreneurship training programmes for 
people with disabilities. We hope that this toolkit provides 
other development practitioners with the knowledge and tools 
to conduct their own behavioural insights projects to promote 
successful entrepreneurship globally.

* Djibouti, Iraq, Jordan, Lebanon, Libya, Morocco, Somalia, Sudan, Syria, and Tunisia.
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Why is a Behavioural Insights 
toolkit needed?

Promoting entrepreneurship can contribute to economic growth and 
recovery, and help address the challenge of unemployment.   
Not only can it provide alternative employment opportunities 
for young entrepreneurs, it also creates more jobs for others 
as businesses grow.  One study of 23 OECD countries from 
1974-2002 found that every 1 percentage point increase in self-
employment (a common measure of entrepreneurship) predicts a 
1.12 percentage point reduction in unemployment eight  
years later.

Successfully promoting entrepreneurship requires a range of 
policy tools such as financial incentives, education programmes, 
and changes to the regulatory environment. A Behavioural 
Insights approach can complement these tools by introducing an 
evidence-based understanding of human behaviour. Behavioural 
Insights is a concept used to refer to the insights from a group 
of disciplines – including psychology, economics, sociology, 
cognitive science and neuroscience – that are applied to  
real-world problems. 

In 2021, UN Secretary-General Antonio Guterres 
recognised the key role of behavioural science to advance 
the UN's mandates and  

. 

The BI approach provides a realistic account of how and why 
humans act the way they do, and encourages the design of 
policies, products, and services to reflect this understanding. 

A BI approach also emphasises the importance of testing and 
evaluating interventions to ensure that resources are channeled 
to where they are having the most impact. It can complement 
traditional policy tools. For example, a government may decide to 
reduce the regulatory burden on banks that offer loans to potential 
young entrepreneurs, and a BI project might involve working with 
banks to make it easier for young people to successfully complete 
the loan application process. Without addressing behavioural 
barriers in the application process, a regulatory approach might 
lead to banks offering more loans but young entrepreneurs not 
applying for them.

https://www.un.org/en/content/behaviouralscience/#:~:text=The%20Secretary%2DGeneral%27s%20Guidance%20urges,to%20progress%20on%20its%20mandate
https://www.un.org/en/content/behaviouralscience/#:~:text=The%20Secretary%2DGeneral%27s%20Guidance%20urges,to%20progress%20on%20its%20mandate
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Entrepreneurship is a good target for a BI approach because 
it is inherently behavioural. Successful entrepreneurship can 
be broken down into a series of behaviours, such as drafting 
a business plan, designing a product or a service, identifying 
customers and suppliers, registering a business, and creating 
new networks to extend business reach, to name only a 
few. By narrowing in on the specific behaviours involved in 
entrepreneurship, development practitioners can focus on 
understanding barriers that are preventing youth from pursuing 
and succeeding in entrepreneurship. For example, some young 
people may decide and make plans to start their own business, 
but then struggle to find the time to successfully follow through. 
One common barrier preventing people from successfully 
implementing their intentions is planning fallacy, a cognitive 
bias describing our systematic tendency to underestimate 
the time, effort or risk implied in an action.  By identifying 
this as a key barrier, development practitioners can design 
targeted interventions to overcome it, for example by offering 
programmes that strengthen young people's action planning 
skills.  For more detail and examples of how a behavioural 
approach can be applied to entrepreneurship you can consult 
the following resources of our programme Paving the Path to 
Successful Youth Entrepreneurship: 

·  
· Presentation at 

Blog post: 

·   

·  
.

This toolkit outlines how to apply a BI approach to your own 
entrerpreneurship programming, starting with the following 
questions:  

· What behaviour should be the focus? 
· What are the motivators that help explain this behaviour?
· How can this behaviour be encouraged?
· How can the success of the intervention be measured?

In this toolkit, you will find a series of activities and tools 
to answer these questions. You will also find barrier cards 
that highlight the psychological barriers which may prevent 
entrepreneurs from being successful, and solutions cards with 
levers to address these barriers. These barrier and solution cards 
are mostly focused on entrepreneurs' behaviours, but the solution 
is not always in the hands of the entrepreneurs. As you will see, 
behavioural enablers can be designed and implemented by a 
series of actors (from banks, universities through to incubators 
and governments). These actors play a critical role in removing 
barriers to entrepreneurship and in designing a more supportive 
environment for entrepreneurs.

https://www.undp.org/publications/paving-path-successful-youth-entrepreneurship-arab-states-behavioural-science
https://www.youtube.com/watch?v=9ejx8quK_NM&list=PL5dkWbaJeOg7sQdzgmHh0c2AmtzVl2xVX&index=6
https://www.bi.team/blogs/one-behaviour-at-a-time-redesigning-entrepreneurship-pathways-in-the-arab-states/
https://www.bi.team/blogs/one-behaviour-at-a-time-redesigning-entrepreneurship-pathways-in-the-arab-states/
https://www.tn.undp.org/content/tunisia/fr/home/blog/women-entrepreneurs-in-southern-tunisia---sanas-journey-0.html
https://www.tn.undp.org/content/tunisia/fr/home/blog/women-entrepreneurs-in-southern-tunisia---sanas-journey-0.html
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How to use this toolkit

This toolkit has five sections that represent key stages in the process  
of conducting a BI project:

1. Select a behaviour to target

2. Understand your target group and their behaviour

3. Design a behaviourally-informed intervention

4. Prototype your intervention

5. Pilot your intervention

Although each stage is designed to build on the previous stage, 
the process outlined in this toolkit is not linear but iterative. At each 
stage you’ll find knowledge, tools, and activities to help you create 
a behaviourally-informed intervention. Throughout the guide, you 
will find case studies and example inspired by activities conducted 
by UNDP Country Offices.

As you progress through each stage, you will learn new information 
that might prompt you to revisit previous decisions. For example, 
you might identify ‘young entrepreneurs applying to formally 
register their business’ as a suitable target behaviour, but later find 
that the main barrier young people are facing is not registration 
but instead accessing bank loans. In this case, you may need to 
reconsider your target behaviour. Each stage can therefore be 
revised and continually refined by feeding learning back from 
later stages. Sometimes, you may explore more than one stage 
in parallel. To ensure that new information feeds into previous 
decisions and enriches the success of your work, we recommend 
that you pause after completing each stage and ask yourself if 
you have learned anything new in this stage that could inform and 
adjust the decisions made at previous stages. 

This toolkit can be used as an interactive PDF, which you can fill out 
digitally. Alternatively, it can be printed out as a booklet and filled 
out by hand. For each activity, we have provided space for you to 
write your answers. However, do not hesitate to think bigger, go to 
a white board, or use pencil and paper and allow yourself more 
flexibility in your answers!

Note! While this toolkit describes how to conduct a BI project, 
it does not discuss all the ethical considerations that need to be 
thought through during your project. For more information on how 
to conduct a BI project ethically, see  

 
.

At UNDP Libya, we partner with incubation programmes, and 
have found that young entrepreneurs from rural areas are 
underrepresented in these. Our main objective was to increase 
the number of applicants from rural areas, so we crafted an SMS 
campaign aiming to enhance awareness of the programmes. 
While prototyping the messages, we exchanged more with our 
target audience and we realised that young entrepreneurs weren’t 
participating because they didn’t know about the programmes 
but also because they didn't believe they had a chance of being 
selected.  We decided to iterate on the messages in a way that 
highlights grit and motivation, to test whether this would have an 
effect on the quality of their applications. 

—UNDP Libya

https://www.unicef-irc.org/publications/1251-ethical-considerations-when-applying-behavioural-science-in-projects-focused-on-children.html
https://www.unicef-irc.org/publications/1251-ethical-considerations-when-applying-behavioural-science-in-projects-focused-on-children.html
https://www.unicef-irc.org/publications/1251-ethical-considerations-when-applying-behavioural-science-in-projects-focused-on-children.html
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Policy or organisational objectives are often broad and complex, 
for example promoting ‘youth entrepreneurship’, ‘financial 
inclusion’, or ‘women’s empowerment’.  

But as Nobel Prize winners, Esther Duflo and Abhijit Banerjee say:  
“it is possible to make very significant progress against the 
biggest problem in the world through the accumulation of a set of 
small steps, each well thought out, carefully tested, and judiciously 
implemented…”. 

A BI approach will thus require you to narrow down a broad 
policy objective into a series of target behaviours and then to 
choose the one that would be the most feasible and impactful to 
change. To do this : 

· First identify your broad policy objective

· Generate a list of specific behaviours that people do in the
context of your policy challenge (and who does them)

· Prioritise the behaviours by assessing which are most
feasible to change and are likely to have impact if shifted

· Determine  whether each prioritised target behaviour is
measurable and the data source for each

· Write a target statement for each target behaviour you
have selected.

"The political constraints are real, and they make it difficult to 
find big solutions to big problems. But there is considerable slack 
to improve institutions and policy at the margin…These changes 
will be incremental, but they will sustain and build on themselves. 
They can be the start of a quiet revolution."  
—Esther Duflo and Abhijit Banerjee.

The diagram below provides an example of how the overall 
policy objective of promoting youth entrepreneurship can 
be narrowed down to specific target behaviours in specific 
populations. The next stage of the toolkit lays out a set of activities 
to help you narrow your focus too.

Broad policy 
objective

More young 
people learn 

entrepreneurial 
skills

Banks give out 
more business 
loans to young 

women

Promote youth 
entrepreneurship

More women 
access 

governmental  
business support

Target 
behaviour

Increase the 
number of youth 

aged 18–24 who 
sign up to an 

entrepreneurship 
training 

programme

Increase the 
number  

of loans given to 
young women  

aged 18–24 by 
the four largest 

banks

Increase the 
number of women 
who complete the 
process to formally 

register their 
business with the 

government

Target 
statement
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S TA G E  1 :  Activity 1

Your broad policy objective
Before you identify a behaviour to target with your BI  
project, you need to know what your overall policy objective is.  
What entrepreneurial outcome are you hoping to change  
in the world? 

Example: promote youth entrepreneurship. 

Now, ask yourself if this policy objective is more effectively 
achieved by addressing wider structural factors (such as broader 
political and social conditions and institutions at national, regional 
and international levels) or if a behavioural approach is suitable  
and can complement traditional policy tools?

Example: 

Having an unregistered business can prevent entrepreneurs from 
accessing  government services and benefits for business owners, 
e.g., credit, training. For this case, the overall objective is:

supporting entrepreneurs to access government-provided business 
development services (by registering their businesses) 

This is an interactive PDF. 

All the activities are in green-framed pages like the one that 
immediately follows. Each time you see    you can write in it 
and save the text to refer to later and to track your progress.

Try it out here :

If you can't write here, you might have to change your  
PDF reader. We recommend you use Acrobat PDF reader  
(free PDF reader).

The  shows you an example of answer for each question.

In the grey boxes you'll find testimonials from the UNDP Country 
Offices that participated in the programme.



Social and business 
networks

National  
and local 

government

Banks  
and insurance  

agencies

Universities and  
training institutions

Incubators and 
accelerators

Potential young entrepreneurs

23

Create a behaviour map

You can now start to map out the specific behaviours that people 
do that contribute to the objective. ‘More entrepreneurship’  
may be your objective, but it is not a specific behaviour.  
The degree of effectiveness of a behavioural solution is often 
dependent upon specific targeting. How will you know when  
‘more entrepreneurship’ has been achieved? What will people  
be doing more (or less) of that will tell you your project is 
succeeding? To help you identify the specific behaviours involved,  
it can help to first map out all the different actors in the  
ecosystem. Entrepreneurship involves not only potential 
entrepreneurs themselves, but also (for example):

· National and local government,

· Banks, credit and insurance agencies,

· Incubators and accelerators,

· Universities and other training institutions, and

· Social and business networks around the entrepreneur.

Each of these actors can adopt behaviours that help (or hinder) 
successful entrepreneurship. For example, family and friends 
of a potential entrepreneur can provide financial support to 
the entrepreneur, or can volunteer their time to work for the 
entrepreneur or teach them new skills such as how to use 
social media to promote their business. Governments (which 
of course are made up of people) can change legislation or 
streamline their services to make it easier for entrepreneurs to 
access support or to register their business. Financial institutions 
can make loans easier to obtain, and training institutions can 
provide evidence-based programmes that provide entrepreneurs 
with the relevant skills to succeed. All of these behaviours (and 
many more) could be targeted with a BI project.

Remember!  
The focus here is on 
behaviours, not attitudes 
or awareness. Even if you 
want to raise awareness 
or change attitudes 
around entrepreneurship, 
the ultimate aim will be 
to change behaviour. 
Influencing attitudes is only 
one possible way to do this, 
and not an end in itself. 
Therefore, try to focus  
on the end goal.  

24
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S TA G E  1 :  Activity 2

Your behaviour map
Now create your own behaviour map! This mapping exercise  
will help you to identify key actors and the specific behaviours 
they are doing that are helping or hurting your overall goal.

Place your overall goal in the centre of your map. 

Who contributes to the success or failure of this goal?  

· Write down all the groups of people or entities you can  
think of that are involved in this space.

· For each ‘actor’ you mapped out, list all the behaviours  
or actions they take (or you would like them to take) 
that contribute to the success of this goal. As shown in 
the examples, you can list behaviours that the actors are 
already engaging in and you would like them to do more 
or less of, or you can list behaviours that you would like 
them to start doing. The goal here is quantity - write down 
all the behaviours you can think of for each actor.

Overall goal:

Actor: Actor:

Actor:Actor:Actor:

Actor:

Behaviours or actions: Behaviours or actions:

Behaviours or actions:Behaviours or actions:Behaviours or actions:

Behaviours or actions:

Entrepreneurs

- Download the registration 
  form
- Fill the form
- Submit the documentation

- Provide entrepreneurs with 
  information
- Provide support on filling 
  out the forms
- Communicate availability of 
  registration appointments

Business registration 
Office
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Identify potential partners

The behaviour map is a useful tool for identifying not only the 
behaviour and actor you want to target with a BI intervention, but 
also the main partners you could collaborate with to design and 
deliver your BI intervention.

For example, if you want to encourage more young people to  
go into entrepreneurship, you could decide to focus on increasing 
the number of youth who apply for a bank loan to start their own 
business. You may have existing connections with some banks 
and therefore seek to involve them in the design and delivery  
of your BI intervention.  

The Covid-19 pandemic prompted UNDP Morocco to invest in 
supporting the Moroccan government’s digital transformation goals. 
As part of these efforts, the behavioural challenge the team chose to 
focus on was the slow uptake of mobile money, despite the Moroccan 
Central Bank’s efforts to expand digital finance and financial 
inclusion. The Central Bank embraced this opportunity to work with 
UNDP on testing out new approaches – without them, it would have 
been impossible to pursue such a strategic leverage point. 

—UNDP Morocco

Tips on how to choose a partner to work with: 

· Who do you have access to? Who do you already work with? 
How strong is your relationship? Does this partner provide 
you with an entry point for your intervention?

· Who would be willing to collect data or give you access to data?
· Who would be willing to work with you to design or deliver a 

BI intervention?
· Who is able to adapt and possibly scale your intervention?

S TA G E  1 :  Activity 3

Identifying partners
Look at your behaviour map and the questions above and write 
down which of these groups you could partner with.

(For each potential partner listed) How will you approach this partner? 
What actions will you take, and who will be responsible for them?

Actor 1:

Actor 2:

Actor 3:

Actor 4:
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Prioritise 1-2 target behaviours

Now that you have mapped out the landscape and identified a 
partner to work with, you’ve got to dive in and make some choices! 
Not all of the behaviours you wrote down in your behaviour map 
will make good targets for a BI project. To begin with, for a BI 
project to be successful, the target behaviour must be:

· Observable: you must be able to see it.  
A behaviour is a physical event. 

· Measurable: you must be able to collect 
qualitative or quantitative data that you 
can use to assess whether the behaviour is 
happening and to what extent. 

· Specific: It should be described in a way 
that an outside observer can easily identify 
the behaviour in question.  

This point is crucial! 
If your project does not target a observable, measurable, specific 
behaviour then how will you know how to change it and how 
will you know if your intervention worked or if it backfired? For 
example, a goal to encourage ‘more entrepreneurship among 
youth in the Arab region' does not meet this criteria because 
‘entrepreneurship’ is not a behaviour. ‘Completing a 1-year 
entrepreneurship training programme’ or ‘applying for a business 
loan’, however, are specific behaviours.

S TA G E  1 :  Bonus Activity

Quiz: Is this a behaviour ?

1. Is completing an entrepreneurship training programme a 
behaviour?

 Yes  No

2. Is providing a platform for dialogue between potential 
investors and entrepreneurs a behaviour?

 Yes  No

3. Is promoting an entrepreneurial mindset a behaviour?

 Yes  No
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Now that you have a shorter list of behaviours that you could 
potentially target with your BI project, you need to prioritise which 
behaviours to take forward into the next phase. You want to end up 
with one or two behaviours. You could prioritise based on impact  
and feasibility.

· Impact: Consider the potential overall impact on your 
policy objective of changing a particular behaviour. Think 
about how many people do, or are directly or indirectly 
affected by the behaviour, and whether a small change in 
the behaviour would be considered a success by different 
stakeholders.

· Feasibility: Consider the ease with which the behaviour 
can be changed. Even the most impactful behaviour 
might not be a good target behaviour if it is very difficult 
to change. Think about what level of individual effort it 
would take for people to change their behaviour, and how 
much capacity you/your partners have to intervene in the 
environment in which the behaviour takes place.
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S TA G E  1 :  Activity 4

Defining a target behaviour
Now, it's time to choose one or two target behaviours to focus 
on. Remember that these must be observable, measurable 
and specific. It is often more effective to focus on one or two 
behaviours for which you can design tailored BI interventions for, 
rather than intervening less intensely on too many behaviours  
with generic interventions. It is helpful to use existing data at this  
stage if you have access to it. 

Which behaviour(s) is likely to have the most impact if successfully 
changed?

Which behaviour(s) could you and your partners more easily 
change? (e.g. who do you/your partners have access to, 
where in the entrepreneurial ecosystem could you potentially 
intervene?)

Write down the 1-2 behaviours that have the highest impact AND 
feasibility (and note whose behaviours they are):

Now, it’s important to refine your target population as much as 
you possibly can. 

Who are the specific people whose behaviour you want to 
change? Your project is likely to have more success if you focus 
on a specific group of people (e.g. ‘young women entrepreneurs 
between the ages of 18 and 35 who have a microbusiness 
and who live in Amman’) instead of a broad population (e.g. 
‘women entrepreneurs’). This is because you can focus your 
intervention on addressing the barriers that this group faces, 
which may be different to the barriers other groups face. 

Who is your target group?
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35

Summary
Now let’s piece it all together!

Example: 

- Overall goal: Supporting entrepreneurs to access government-
  provided business development services (by registering their 
  businesses)
- Your target behaviour: Once they have started, encourage 
  the entrepreneurs to complete the business registration process
- Your target group: Young urban entrepreneurs 
-  Any additional collaborators/stakeholders: registration office 

Your overall goal:

Your target group (whose behaviour you are hoping to change):

Your target behaviour (what you want the target group to do more/
less of):

Your (potential) partners:

At UNDP Somalia, we have a strong 
partnership with SIMAD University’s 
Institute for Innovation, Technology and 
Entrepreneurship, based in Mogadishu. 
The Institute is looking to encourage 
its students and alumni to register their 
businesses and keeps track of the impact 
of the support it provides to them. We 
decided that this would be the best entry 
point for a small-scale pilot, the learnings 
of which could later feed into the design of 
a planned one-stop centre for registration. 
According to the World Bank, Somalia 
ranks 190 on ease of doing business, 
and it is estimated that opening a new 
company in Somalia takes about 70 
days while the cost of business start-up 
procedures is 198.2 as a percentage 
of GNI per capita (World Bank Doing 
Business 2019). Improvements to the 
registration process could have significant 
ripple effects.

—UNDP Somalia
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Once you have identified the behaviour you want to encourage or 
discourage, you have to understand the mechanics behind it. You 
might have beliefs and hypotheses about this behaviour, but you 
need to confront them with reality and evidence. The goals of this 
stage are to:

· Understand the context in which existing interventions are 
delivered

· Understand the perspectives of the target group

· Understand decision points and barriers to the desired 
target behaviour

Review existing information and 
collect new data

There are several research methods you can use to help you  
better understand your target group and target behaviour.  
An ideal place to start is to review existing literature to learn what 
is already known about the topic and assess the strength of  
the evidence. For some help on how to do this, you can check the 
guide,  from  
Walden University. 

By ‘literature’, we mean both academic literature (books and  
peer-reviewed journal articles) and grey literature (material 
produced by non-academic actors such as NGOs and 
governments). You can also consult Monitoring & Evaluation 
reports to understand what has (or hasn't) worked in the past. 

This research will help you understand barriers and levers to your 
chosen behaviour, solutions that have been tried and tested and 
where there are still gaps in knowledge or evidence. 

Reviewing existing literature is only the first step. It is also 
necessary to go into the field and meet your target users to 
better understand their perspectives. What are they currently 
doing? What do they want to be doing? What is standing in 
the way of them engaging in the desired behaviour? What is 
happening around them that is influencing their behaviour? 
In some cases, it will be useful to also speak with other 
stakeholders. For example, if you would like more young people 
to apply for business loans from the bank, you should collect 
data from both young people and bank representatives in order 
to understand the system as a whole. 

https://academicguides.waldenu.edu/library/healthevidence/types
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Learning about the behavioural barriers 
preventing women entrepreneurs from 
accessing microfinance services was 
so enlightening for UNDP Djibouti. 
We quickly realised that some of our 
approaches - which had been grounded 
in survey data - were not adapted to the 
social context of some of the communities 
we serve. Direct interviews were the only 
way to truly understand their needs and 
why only 26% of the population has a 
bank account.

—UNDP Djibouti

There are several research techniques you can use to explore your 
issue. You can gather data through:

· Experiencing the journey yourself or observing others 
doing so. (e.g. spend a day at the business registration 
office to see how people register their business). This will 
allow you to identify pain points in the process or potential 
points of intervention.

· Surveys. Surveys allow you to get a broad impression 
of an issue from a larger number of people in a short 
time. Surveys are ideal for estimating the prevalence of 
particular issues, and contrasting and comparing different 
people’s perspectives and experiences. For example, if 
your goal is for more young entrepreneurs to complete 
the process of registering their business, you may want 
to survey people who have completed the registration 
process to understand what they found easy and difficult 
about the process, and what would have helped them.

· Focus groups or interviews with people who have first-
hand experience of the behaviour (e.g. target users, front-
line service providers).  By speaking with users about their 
views, experiences, values, emotions, and motivations, you 
can get an in-depth understanding of the issues they face.  

· Analyse existing historical data. Analysing existing data 
(e.g. administrative data from stakeholders) can be a very 
useful way of identifying the key aspects and scale of a 
problem. For instance, if you are interested in the formal 
registration process, try to analyse government data on the 
registration process to identify where in the process people 
are most often dropping off.

You may not need to use every tool in every project. The tools 
you should use in your project will depend on what questions you 
have. Once you have collected and analysed the data you need, 
you should look at the findings all together to give you a clear 
picture of the issue.

A few tips to keep in mind to ensure interviews/surveys are 
conducted ethically:

· Participants must provide informed consent to take part in the 
research. 

· Remind your participants that they are free to opt out of the 
interview at any time, and not answer any question they do 
not wish to.

· Remember that data should be stored securely and reported 
anonymously, unless participants have given express 
permission to be identified.

 

 
For more information on conducting ethical BI research, see 
BIT’s recent UNICEF discussion paper and associated toolkit 
on applying BI ethically with children.
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Once you have an understanding of the user and their context, 
you should identify possible points in the user’s journey that can 
be effectively targeted with a behavioural insights intervention. 
In order to find your entry point you have to zoom in, breaking 
down the process into a series of precise actions. One way of 
doing this is by drawing a user journey.

A user journey is a tool that allows the diagnosis of the current 
state of an experience for a particular user. It shows step by 
step the different actions that a person must perform to access 
and use a service or a product, or to perform a behaviour. It 
is used to identify the bottlenecks or problematic points of an 
experience, and thus identify possible areas for action. The 
knowledge you have gathered in the previous section should 
help you to draw your user journey. If your targeted audience is 
very diverse, do not hesitate to draw up various user journeys, 
for example if you are targeting people with disabilities you 
might want to draw different user journeys concerning different 
types of disabilities. 

If you still have questions about the journey, consider going back 
to the previous step and collecting more data. The user journey 
process can benefit from a collaborative approach with users. 
For example, during interviews you could ask users to describe 
the process as they have experienced it while you note down the  
different steps on post-it notes. You can then work with the 
user to move the post-it notes around until they confirm that the 
journey you have mapped out reflects their experience. 

During the exploration phase of our experiment, we gathered 
secondary data via questionnaires and semi-structured 
interviews with young entrepreneurs, start-up hubs and 
corporate lawyers involved in the business registration 
process. We found that each party displayed some level 
of in-group and self-serving bias towards some of the other 
parties involved. To overcome this, we decided to conduct 
first-hand observation at the commercial registrar’s office. 

We were directed to an independent printing store a few 
metres away from the registration office in order to print 
and sign a small booklet which in turn must be signed by an 
attorney in order to begin the process within the registration 
office. The next step, for all types of business, is to present 
this booklet to the commercial registrar’s office along with a 
fee of 50,000 SDG (over 100 USD) in order to receive initial 
approval. In the absence of formal information materials, 
we were fortunate to receive detailed guidance from the 
staff at the printing store. They had time to dedicate to us, 
because the economic situation in Sudan meant very few 
entrepreneurs could afford to register.

The observation exercise proved to be extremely helpful 
in debiasing the information that we had received and 
understanding how the parties involved interact with one 
another during the registration process. It gave us better 
insight into the process overall and how to select the most 
impactful and efficient intervention.

—UNDP Sudan 

Map out the user journey
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S TA G E  2 :  Activity 5

Your user journey map
Step1 
 
Write down every step of the user journey to better understand the 
process your user goes through.
 
As shown in the example, each step in the journey should  
be a decision or action the user (or someone they interact with) 
has taken.

Step2  
 
Now that you have your user journey map, you can identify the 
main pain points in your journey. 
 
Ask yourself, what is the most difficult or/and frustrating step for 
the user? 
 
Use the dot line to rate each step as follows:

    

Not difficult/ A little bit difficult/ Frustrating Very difficult/
frustrating at all frustrating  frustrating

The step with the most black dots is: Bonus step
 
You can copy and use the same template to map out what 
your ideal process "should" look like.

Go to
the registrar's
office

Gather all 
the paperwork 
needed 

Try to find someone 
at the registrar 
office to follow up 
and inform you 

Fill out the form 
correctly depending 
on the type of 
business you want 
to register 

Unable to find 
clear information 
about the process

The company has 
now been approved 
and register. 
Entrepreneurs can 
start filing taxes 
and applying for 
funding. 

Get the forms 
required 
for registration

Go to the office
meet with registrar, 
the office is closed

Wait and
follow up 

Example: 
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Identify barriers to, and enablers 
of, the target behaviour

There are many reasons why a behaviour can occur or not. 
People can face barriers to enacting a particular behaviour, or 
they can face enablers that encourage the behaviour. 

Behavioural science has identified and developed an increasingly 
sophisticated number of behavioural insights that capture when, 
how and why we are motivated to act (or not) as we do. They 
reveal, among other things, that people:

· Rely on a set of known mental shortcuts to make important 
decisions (known as heuristics);

· Are susceptible to systematic and predictable errors in 
judgement when they make decisions;

· Can make worse (rather than better) decisions when 
offered more information or more choices;

· Struggle to convert their intentions into actions, even when 
they are motivated.

To identify the particular barriers and facilitators impacting 
your target behaviour, you should review the information you 
have gathered, up until this point. What is stopping your target 
group from engaging in the desired behaviour? Is there anything 
that encourages people to perform the behaviour? Although 
the exact barriers at play will be different for every target 
behaviour, there are some common barriers to entrepreneurial 
behaviours that we identified during our project. On the next 
page, you will find a list of the main barriers that we have 
identified as inhibiting entrepreneurial behaviour. Please note 

that not all will apply to your context or behaviour. Moreover, 
while we have conceptualised these as barriers, they can also 
be turned into behaviour levers. 
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Barriers

Missing conceptual models
Does the entrepreneur know what they need to do to start and 
run a business?

Starting and running a business venture requires knowledge of 
what steps are required and how to perform them successfully (e.g. 
understanding the competitive landscape, identifying a gap in the 
market, exploring the viability of the product or service, seeking 
market feedback, choosing the right employees and incentivising 
them, accessing resources, and developing and growing one’s 
business). When entrepreneurs have little or no conceptual 
understanding of how to start a business, they may be less successful.

Frictions
How complex and demanding is the process that the 
entrepreneur needs to engage with?

Entrepreneurs are often faced with administrative processes and 
requirements when starting, operating, and growing a business. 
Real or perceived regulatory complexity may prevent them 
from undertaking these tasks, despite being initially motivated 
to complete them. Even small frictions in a process such as one 
extra step in a form or unnecessarily complex language on a 
website can make the difference between taking action and not. 

Lack of self-efficacy
Does the entrepreneur believe they have the ability to succeed?

Self-efficacy is the belief that one has the necessary abilities 
and skills to succeed. Entrepreneurs’ self-perceptions influence 
how interested and likely they are to start a business, and how 
motivated and likely they are to succeed at it. It also impacts 
their perceived control, how much stress and self-blame they 
experience, and how long they persevere for. Finally, it predicts 
the scope of career options and occupational interests considered 
(especially for girls and women). 

Poor goal-setting
Does the entrepreneur set ambitious goals for their business?

Setting goals and committing to them affects performance because 
they focus attention and lead to greater efforts and persistence. 
Entrepreneurs who set specific and challenging growth goals for 
their ventures (e.g., regarding sales and employment) achieve 
higher growth rates and new venture survival rates. Goal-setting 
can also increase and nurture motivation among prospective 
entrepreneurs.
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Choice overload
Does the entrepreneur have too many choices available?

Having too many choices available in any given situation can 
impact the decision-making process because it takes more time 
and effort to choose. We have limited cognitive resources to 
process complex information and to weigh up pros and cons. 
When it takes too much time and effort to decide, entrepreneurs 
may stick to the status quo and the default option - even if it’s not 
in our best interests. They may also defer or avoid making this 
decision altogether, or make poor decisions because of decision 
fatigue.

Feeling helpless
Does the entrepreneur feel helpless and discouraged when they fail?

Business ventures are associated with high risks and therefore 
high failure rates. Repeated failure may negatively impact a 
person’s perceived ability to solve a given task and lead to a 
lack of motivation to even try. When faced with repeated failure, 
entrepreneurs may become discouraged and give up on their 
entrepreneurial endeavours. Feeling helpless may worsen the 
entrepreneur’s performance and lead to higher exit rates.

Scarcity mindset 
Are the entrepreneur's decision-making abilities affected because 
of pressing needs?

Poverty and associated stressors can be a source of cognitive 
load, leading people to ‘tunnel’ their attention towards their 
most pressing needs (such as food or money), leaving limited 
mental bandwidth for other important issues. Entrepreneurs who 
face this ‘scarcity mindset’ may be less able to focus on business 
activities, especially those that involve planning for the future. 
As a result, they can make suboptimal decisions (e.g. not saving 
enough, overborrowing, or not investing enough in education). 
Unnecessarily complicated processes may therefore particularly 
discriminate against entrepreneurs from low income or otherwise 
marginalized backgrounds.

Negative emotions 
Does the entrepreneur experience negative emotions that impede 
performance?

The uncertainty of entrepreneurial environments can make people 
more susceptible to negative emotions such as stress, fear of failure, 
loneliness, mental strain, and grief. These emotions may cause severe 
emotional strain and impede one’s ability to perform at their best. 
 
If entrepreneurs are too afraid of failing, for instance, their 
likelihood of starting a new venture decreases. Entrepreneurs need 
suitable coping strategies to manage these emotions, such as 
cognitive reappraisal of a situation to lessen its emotional impact.
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Self-identity
Does the entrepreneur think of themselves as an entrepreneur?  

Self-identifying as an entrepreneur is an important motivator of 
entrepreneurial activity (beyond monetary incentives which are often 
low and/or uncertain. When ‘being an entrepreneur’ is central to 
a person’s identity, they experience more entrepreneurial passion 
and work harder to pursue their business goals. Individuals who 
have been socialised in an entrepreneurial environment (through 
parental and peer influence) and identify with the prevailing values 
of these groups are more likely to start a venture themselves. 
Because entrepreneurship is often associated with masculine 
norms of success, women may find it harder to strongly identify as 
entrepreneurs.

Optimism and overconfidence bias
Does the entrepreneur overestimate their chances of success?

Overconfidence or optimism bias is the tendency to overestimate 
one’s abilities and chances of success. Optimism is required for 
entrepreneurs to believe in the feasibility and success of their 
enterprise and provides impetus for them to start their business. 
But too much confidence or optimism may be a barrier to 
success, especially later in the entrepreneurial process. It can lead 
entrepreneurs to set unrealistic goals, overestimate the demand for 
their products and services; underestimate risks or the competitive 
response, ignore important cues that a business venture may fail, 
make flawed decisions, and persist with unsuccessful strategies 
longer than is helpful.

Lack of support from family and friends
Does the entrepreneur have support from family and friends?

Support from close friends and family, including spouses, in-laws, 
relatives and friends and peers, as well as mentors and close 
business contacts, can provide access to human and financial 
capital. These strong affective ties are particularly important during 
the emergence phase of an enterprise and can help entrepreneurs 
access input, knowledge and resources that lead to improved 
performance and potential customers. Emotional support (i.e. the 
provision of reassurance and encouragement) can also reinforce 
self-esteem and reduce work-life conflict. The lack of such support 
is a particularly strong barrier for women, who are often carrying 
more care responsibilities and may not identify as strongly as 
entrepreneurs.

Lack of networks
Does the entrepreneur have many acquaintances and/or 
connections?

Weak ties or acquaintances (such as former employers, co-workers, 
bankers, venture capitalists, etc.) are important to acquire insights, 
advice and material benefits, and to access alternative sources 
of capital. They are particularly important for newly established 
or mature businesses. Not having enough weak ties may impede 
an entrepreneur’s ability to discover and identify new business 
opportunities, gather resources and establish their venture within 
the market. The lack of these economic and instrumental ties is 
especially challenging for youth and women entrepreneurs.
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Negative and harmful stereotypes
How do negative stereotypes harm entrepreneurs’ prospects 
and/or activities?

Gender stereotypes, whether explicit or implicit, affect women’s 
aspirations to become entrepreneurs, but also affect the decision-
making of suppliers, clients and other members of entrepreneurs’ 
networks and make financing or growing their business more difficult.

Women are associated with gender-based stereotypes (e.g. 
personality traits such as being emotional, or behaviours such as 
being expected to take on domestic roles) which can lead to gender-
based discrimination towards women from institutions and clients 
(e.g. investors being less likely to provide finance to women). Some 
traits are generally perceived as positive in male entrepreneurs (e.g. 
confidence) but negative for women.

Implicit bias
Does implicit bias get in the way of accessing finance or  
resources for certain groups?

Implicit bias, which can be based on stereotypes and attitudes, 
affects our behaviours and actions and can impede women’s ability 
to access finance to uptake or grow their ventures.

Financial capital is an important prerequisite for entrepreneurial 
activity. Yet, the lack of fair access to financial resources (loans, credits, 
investments etc) is a particularly strong barrier for youth, women and 
minority entrepreneurs. Implicit gender bias has been found in loan 
officers, which can lead to lesser likelihood of receiving credit or higher 
interest rates. Implicit bias is subconscious and automatic - people may 
not be aware that they are biased against women entrepreneurs.

Planning fallacy
Have entrepreneurs adequately planned for how they will 
achieve their goals?

Entrepreneurs may be full of good ideas and big intentions, but 
one key finding from behavioural science is that intentions do not 
always translate into action. One common reason for this is the 
planning fallacy, the tendency for people to underestimate the time, 
effort or risk required for an action. When entrepreneurs don’t have 
plans - particularly specific, action-focused plans - to calibrate these 
estimations, they are less likely to follow through on their goals and 
succeed in their business endeavours.
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S TA G E  2 :  Activity 6

Identifying the barriers 
Looking back to the user journey you have  
created and the different barriers that  
have been identified, write down the top  
three barriers to your behaviour:

Barrier 1:

Barrier 2:

Barrier 3:

Missing conceptual models

Choice Overload

Small frictions

Resources and time

Many young entrepreneurs do not know where to find the 
forms or what documents they need in order to complete the 
process.

There are many legal categories under which companies 
can register, and it can be difficult to choose.

The process is arduous and unclear, discouraging people 
from completing their registration.

Follow-up on the progress of the paperwork can only be 
done physically, forcing entrepreneurs to spend a lot of time 
and money commuting to and from the registration office.

Now be more specific. How does each barrier 
manifest itself in your context?

Look at your journey map again. Where are the barriers 
occurring in the user journey? 

Are the barriers you’ve identified happening at the key bottlenecks you found when mapping your journey in activity 5?  Yes  No
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Now that you have a thorough understanding of your target 
group and the barriers to the target behaviour, you are ready to 
design targeted solutions to overcome them! BI solutions can come 
in different forms, and the right solution for you will depend on the 
target behaviour, the key barriers you have identified, as well as 
the resources you have available for your project. BI interventions 
often include things like:

· Redesigning individual communications such as letters, 
emails, and SMS, based on behavioural science principles

· Imparting skills through training or using education to 
increase knowledge or understanding,

· Changing or streamlining processes to make it easier for 
users to complete them,

· Redesigning incentives (financial or symbolic) to 
encourage or discourage certain behaviours,

· Creating or adapting infrastructure to alter the environment 
in which behaviours take place,

· Changing systemic rules and regulations to make the 
desired behaviour easier for people to complete.

Generate a long list of solutions

There are several activities you can undertake to help you 
generate solution ideas, such as reviewing the behavioural 
science and other relevant literature and frameworks (including 
BIT’s ) or formalising existing ideas that have 
been informally tried elsewhere. But we have also identified 
15 solution ideas that are promising in promoting successful 
entrepreneurship behaviours, which we outline on the next page.  
You can use these behavioural levers and tailor them for your 
context. If there is a particular idea you would like to learn more 
about, head to the References card where we list further  
reading for each solution.

Tip!

The intervention design stage of your project can really benefit  
from collaboration with users. With their first-hand experience  
of the challenges and touchpoints in the process, users can 
provide a unique perspective on interventions that might be 
effective. Provide space for co-design with users or seek their 
feedback early on initial ideas.

https://www.bi.team/publications/east-four-simple-ways-to-apply-behavioural-insights/
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Solutions

Leverage positive or dynamic social norms
We are more likely to adopt behaviours that are ‘normal’ or that we 
think most others are doing. For example, female students in Saudi 
Arabia who were provided with information about their female 
peers’ (quite high) labour market aspirations reported greater 
expectations about their own labour market participation. Two types 
of norms can be communicated to encourage behaviour change: 
injunctive norms describe acceptable or desirable behaviours and 
descriptive norms describe what most others are doing. They need 
to be used with caution to avoid a backfire effect (such as regressing 
to undesirable behaviours).

Adapt loan and grant processes  
to minimise bias
Women and other underrepresented groups face additional barriers 
when applying for business finance. For example, in the context 
of business loans, applying techniques that have shown to be 
successful in mitigating gender bias in recruitment could help to 
reduce discrimination against marginalised entrepreneurs. Examples 
of such techniques include blinding processes, setting specific 
equality targets, appointing diversity leads / taskforces to hold staff 
accountable, running structured and skills-based assessments with 
applicants, and increasing process transparency.

Simplify application forms
Applications for new business registrations, grants, and training 
courses can often be long, complex, and require information that 
is not readily at hand.  Removing friction and simplifying processes 
can increase completion. For example, you can remove unnecessary 
steps or pre-fill application forms with existing data already held 
by governments and agencies. Streamlining processes have been 
successful in reducing errors in tax submissions and increasing 
applications for college aid.

Create opportunities for structured peer 
networking
Connecting with other business owners can allow an entrepreneur 
to learn from their peers and identify new opportunities. Facilitate 
opportunities for entrepreneurs to connect with their peers through 
networking programmes. Entrepreneurs can be assigned by default 
to a peer with conversation prompts to ease the interaction.  For 
example, an intensive and focused networking programme in China 
increased small business revenues by 8.1%. In another study, young 
manufacturing entrepreneurs in Ethiopia, Tanzania, and Zambia 
who connected with their peers engaged in more best-practice 
business formalisation activities.
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Personalise and customise training  
and support
We are more likely to pay attention and respond to information 
which is personalised or tailored to us. In one example from Chile, 
personalised (compared with group) assistance in a training 
programme increased business income by 15%. Understanding 
target groups and their main barriers to entrepreneurship will help 
to develop customised materials to address these. Personalisation 
can also be incorporated into communications, for example by 
including the person’s name, which can help attract attention.

Encourage action planning
Action planning has been positively linked to the creation and 
performance of successful businesses. Encourage entrepreneurs 
to develop action plans that break down complex goals into small 
practical steps, and that specify how, when, and where actions 
should occur.  You can also encourage them to include opportunities 
to monitor progress and gather feedback, so that they can be 
responsive to changes in the business environment.

Encourage a personal initiative mindset
A personal initiative mindset (being self-starting, future-oriented, 
proactive, and persistent) can help entrepreneurs to overcome 
barriers and increase their chances of success. Skills such as 
exploiting new opportunities, anticipating problems, better 
overcoming setbacks, and fostering better planning can be taught. 
Personal initiative training works and can sometimes lead to better 
outcomes (such as increasing sales and profit) than traditional 
business training that focuses on basic financial and marketing 
practices. 

Match potential entrepreneurs with relatable 
mentors
Timely and effective one-to-one mentorship can encourage people to 
pursue entrepreneurial activities and develop their business. Mentees 
should be matched with successful entrepreneurs who come from a 
similar background and have market-specific localised information 
that usually isn’t available via formal class training. For example, 
female microenterprise owners in Kenya who were mentored by 
experienced women entrepreneurs in the same community saw a 
20% increase in profits compared to the control group. However, the 
effects diminished after mentorship finished, so this solution should 
be supplemented with other strategies.

Find and expose entrepreneurs to role models
Role models can influence individuals’ choices about whether to 
become entrepreneurs and their business decisions thereafter. For 
example, participants in an entrepreneurship programme who were 
exposed to presentations from successful previous course participants 
showed a 15% increase in income one year later compared to those 
with no role model exposure. Role models increased entrepreneurs’ 
confidence, in turn influencing their investment decisions, resulting in 
better business results. For under-represented groups who have limited 
role models (e.g. women), exposure is likely to be particularly powerful.

Set smart defaults
People have a strong tendency to follow the pre-set option. Consider 
whether you can set smart defaults based on ‘what works’ to improve 
entrepreneurial outcomes. For example, you can automatically enrol 
students into training or mentoring programmes, or default newly 
registered business owners into receiving support. You can also 
review existing processes and forms and ensure that any existing 
defaults are helpful. A default is different to a mandate and it should 
not limit choice (i.e. people should still be easily able to opt-out and 
choose a different option for themselves if they want to).
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S TA G E  3 :  Activity 7

Generating solution ideas
Write down all possible solutions that could address the barriers 
to your target behaviour. You do not need to limit yourself to 
the cards above, you can add other ideas based on your own 
research and field work. Don’t worry too much about feasibility 
just yet, this is just the brainstorming phase.

Now that you have your longlist of ideas, you can start to think about 
how they might work in practice. Be specific - how can this solution 
be applied to your context? What could it look like in practice?

Solution 1:

Solution 2:

Solution 3:

Solution 4:

Solution 5:

Solution 6:

Solution 7:
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Prioritise your solutions

You will now have a longlist of solution ideas, but it’s  
unlikely you’ll be able to implement all of them, so it’s time to 
prioritize. Ideally, you want to cut down your list to no more than 
two ideas that you can take forward to prototyping. To help  
you prioritize, you should think about feasibility, impact, and  
ethics and equity. Consider the following questions to help you:

Feasibility:
· What investment (time and cost) is required to implement 

this solution? Consider both immediate costs and potential 
ongoing costs.

· Can the solution be implemented in the available  
time frame?

· Do you control the system within which the solution needs 
to be implemented?

· Can you get access to data to measure the outcome?

· Will the solution be acceptable to the target population? 
And to the partner you’re working with?

· Can the solution be scaled beyond an initial pilot or  
test site? 

Impact:
· What impact will this solution likely have on the target 

behaviour?

· How does it compare to other solutions with regards to 
potential impact?

Ethics and equity:
· Is it ethical to promote this behaviour?  Could it have  

side effects or boomerang effects on entrepreneurs?  
Could this disadvantage them in the short or long-run? 

· Would this solution impact different groups of people 
equally (e.g. women, those living in rural areas, those 
with lower levels of literacy)? A solution that impacts 
groups unequally isn’t necessarily problematic; for 
example, a solution that is open to everyone but benefits 
disadvantaged groups more than advantaged groups can 
serve to reduce inequality. However, you should ensure 
that no group will be harmed by the intervention and that 
it won’t contribute to existing inequalities (for example,  
by benefiting advantaged groups more than 
disadvantaged groups).

· Do you need to add any design features to ensure  
equity? You may need to add elements to your solution 
to ensure that different groups can access it, for example 
providing communications in different languages or using 
videos as well as text to cater to groups with different 
levels of literacy.
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S TA G E  3 :  Activity 8

Prioritizing your solutions 
Using the questions above score each solution. For impact: from 
1 to 10, 1 being the least impactful and 10 being the most 
impactful. For feasibility: from 1 to 10, 1 being hardly feasible 
and 10 being the easy to do.

Solution 1:

Solution 6:

Solution 4:

Solution 2:

Solution 7:

Solution 5:

Solution 3:

Impact:

Impact:

Impact:

Impact:

Impact:

Impact:
Impact

Impact:

Feasibility:

Feasibility:

Feasibility:

Feasibility:

Feasibility:

Feasibility:

Fe
as

ib
ili

tyFeasibility:

Then place your solutions in the graph. For example if your 
example solution ( ExS ) rates 4 on feasibility and 6 on impact it 
would be placed like this:

10

9

8

7

6

5

4

3

2

1

1 2 5 7 92 4 6 8 10

ExS
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A quarter of the Syrian population is 
estimated to be living with a disability, 
with young people disproportionately 
affected as a result of the war. Supporting 
young persons with disabilities is a 
priority for UNDP Syria, and yet they are 
underrepresented in our entrepreneurship 
development programmes. By applying 
BIT’s LEAD tool (Listen, Experience, Ask, 
Data), we found that our usual way 
of publicizing these programmes isn’t 
attractive and easy enough to capture the 
attention of persons with disabilities and 
nudge them to apply. While phrasing 
like “persons with disabilities are strongly 
encouraged to apply” may have been 
effective at first, it no longer seems to 
be a sufficient motivator. Based on the 
behavioural barriers and enablers we 
identified, we brainstormed several solution 
options. We went on to prioritize these 
based on cost-effectiveness, availability of 
data, and learning potential (what do we 
most want/need to find out?) By leveraging 
framing and messenger effects (e.g. use of 
role models), we will be testing the impact 
of different social media posts on the rate 
of engagement of our target audience 
and ultimately the number of applications 
received from persons with disabilities. 

—UNDP Syria 

Example: 

Reducing friction by providing personalised and relevant 
information to the business owner (such as the documents required 
to register one’s business based on the size of their business, 
or the location of the nearest registration office, etc.) 

Using the list of additional questions above and other criteria you 
deem relevant, decide on one or two solutions that are equitable 
and have the highest potential for impact and highest feasibility 
to take through to the next stage (the ones closest to the up right 
corner of the graph). Write them here: 

Note that there may be impactful solutions you can’t feasibly 
implement right now but could advocate for!

Solution 1:

Solution 2:
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Once you have prioritized your solution ideas and selected one or 
two to pursue, you need to refine them. This is where prototyping 
can help. Prototyping is the process of making ideas tangible, 
and to quickly get key feedback from users on those ideas. 
Rapidly testing your intervention ideas with real users helps you 
to select ideas that are accessible, feasible, and desirable, and to 
refine and improve them.  

Sometimes known as “failing fast,” it’s better to know if something 
won’t work (or needs to be changed) as soon as possible,  
before you’ve spent lots of time and resources developing it. 
You can also consult this  for ideas of 
activities you could do to involve users in the prototyping  
process and to get their insights. 

Below we also suggest how to develop prototyes to test out your 
solution ideas.

There are different types of prototypes you can use to test  
out your intervention ideas. Early stage low-fidelity prototypes 
allow you to quickly test and receive feedback on early ideas. 
These prototypes are a rough ‘mock-up’ of the idea, for example  
a sketch of the concept that can be shown to target users for 
feedback. Once you have refined your early idea, you can 
develop a higher-fidelity prototype that more closely resembles 
the final intervention design. The kind of prototype you develop  
will depend on the nature of the intervention, but below we 
outline some possible options you can choose from.

REGISTER NOW

Lorem ipsum dolor sit amet, consecte-
tuer adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet 
dolore magna aliquam erat volutpat. Ut 
wisi enim ad minim veniam. 

Entrepreunership training 
program 
begins february 2022

REGISTER NOW

Lorem ipsum dolor sit amet, consecte-
tuer adipiscing elit, sed diam nonummy 
nibh euismod tincidunt ut laoreet 
dolore magna aliquam erat volutpat. Ut 
wisi enim ad minim veniam. 

Entrepreunership training 
program 
begins february 2022

Low-fidelity prototype

High-fidelity prototype

https://www.arabstates.undp.org/content/rbas/en/home/library/Sustainable_development/design-thinking-.html
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imagine the navigation between several sections 
or pages of a website/application and therefore 
imagine the structure of a website without having 
to code or develop a real platform to begin with. 
These prototypes can be drawn up and shown to 
users in interviews. This kind of prototype is best for 
information or communication interventions.

Desk walkthrough, serious games  
and play your service:

This method consists of demonstrating the process 
or experience of a service through a reduced scale 
model. LEGO bricks, toys, or cardboard can be 
used to recreate the steps necessary for the service 
or intervention to take place.

The idea is to play the service from beginning to end "as if for 
real" in order to identify the critical steps of an experience and 
to spot any omissions or problems that have yet to be addressed. 
This kind of prototype is best for environmental or process  
re-design interventions.

How to get the data you need during your prototyping:

Once you have mocked-up your prototype, you want to get 
feedback from real users. There are different ways to do this but 
most often you will conduct brief interviews with a small number of 
people from your target group. In these interviews you will present 
your prototype and, depending on the prototype you use, explain 
it to users. You will likely want to develop specific questions to ask 
users. For example, you might want to prompt participants to share 
their first impressions, their emotional reactions and thoughts about 
different aspects of the intervention, and what they would like to 
see changed or kept in the final version.

Note that the prototyping process is distinct from research -  
it is a method used to create and improve on intervention 
designs by testing them with end users. This process requires 
user testing, where a small number of target users react to 
prototypes and provide feedback that will help to refine content 
designs. Findings from user testing are not published in a single 
report; instead, they are collected and used to quickly inform the 
next version of content designs. 

There are different types of prototypes for different  
types of interventions: 

Role play: 
Role play prototypes involve drafting scripts and role 
playing an interaction or scenario with users. Role 
play prototypes are best for interventions that are 
focused on process or service delivery design.

Storyboard:
Like the user journey, a storyboard is a tool that 
allows you to illustrate an experience, a service or 
an activity step by step. It is presented in the form 
of frames, which makes it possible to visualise the 
form that the service/product experience will take. 
Storyboards can be shown and explained to users 
in interviews. Storyboard prototypes are best for 
process design interventions, or interventions that 
change incentives or systemic rules.

Paper interface:
Paper prototypes are either drafts of paper 
interfaces or analogue versions of digital interfaces. 
They don't need to be very refined, as they are 
meant to be rapid to design. You can quickly 
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How to know when you’re ready 
to move on from prototyping

The goal of prototyping is to refine and improve your ideas  
so that they have the best chance of success in the field. So you 
should finish prototyping when you have developed a high-fidelity 
(as close to the real thing as possible), fully-testable working version 
of your intervention and have refined it based on some rapid user 
feedback. Then you are ready to test it for real in the field!

You can also use another technique known as ‘thinking out loud’. 
This technique involves asking users to verbalize their thoughts while 
examining your prototype. For example, if you have mocked up a 
website on a few pieces of paper, you could ask users to look at 
each page and say all their thoughts out loud. The idea behind this 
technique is that you seek to understand people’s free responses to 
your idea, rather than probing them to examine particular aspects 
of your intervention. You could also combine different methods, for 
example by using the ‘thinking out loud’ technique at the start of the 
interview and then asking specific questions of interest afterwards. 
Regardless of the method you choose, it is important that you remain 
open and responsive to feedback, iterating your idea as you go.

One question you may have is how many users you should 
gather feedback from. There is no magic number, however 
you do not need to collect data from a large number of users 
here. Try to have the most representative sample and to collect 
feedback from every subgroup within your target population 
(thinking about gender, age, ethnicity, disabilities, economical 
background). Remember that the goal is to get rapid feedback 
from a small number of people so that you can iterate and refine 
your intervention without wasting resources. The goal is not to 
launch the intervention and determine whether it works and can 
be scaled - that’s for the next phase, the Pilot phase.
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S TA G E  4 :  Activity 9

Prototyping (Fill this in for each intervention idea)

What is the intervention idea?

Example: 
Providing information tailored to the stage of the application 
the business owner is at (or some other dimension: location 
of the nearest registration office, type of business) in an easy to 
understand / accessible way.

What prototype will you develop first? 

 Concept sketch  Role play 

 Desk walkthrough  Storyboard

 Paper interface

Example: 

 Paper interface  Storyboard

What materials do you need to develop for your chosen 
prototype, and how will you do it?

Example: 
Paper and pens, or if I can, a prototyping digital tool.

Who will you get feedback from? Ideally you will gather feedback 
from your target group, but you may also want feedback from the 
group delivering the intervention (if there is one). Also note how 
many people you will aim to speak to and how you will reach them.

Example: 
We will get feedback from young entrepreneurs, but also
from people of the registrars office and lawyers specialized in 
business registration. 

What data will you collect, and how? What methods will you  
use to gather user feedback (e.g. one-on-one interviews,  
focus groups, think out loud method)? What data will you collect 
(for example, what questions will you ask users)? Consider 
whether these data will tell you if the intervention targets the right 
barriers and whether it is likely to effectively address them.

Example: 
At this stage the best approach will be to get feedback from 
a focus group with the different actors and stakeholders.

Once you have got some feedback on your first prototype, use 
it to refine and improve your intervention. This is an iterative 
process, so keep refining and testing your prototype with users 
until you are ready to pilot your intervention.
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Now that you have refined your intervention, it is time to confront 
it with reality. A pilot is a process of testing the implementation of 
a intervention with a small sample of the target audience. A pilot 
will help you identify any tweaks to the design or implementation 
of your intervention that you can make to increase its effectiveness 
in encouraging your target behaviour. In essence, you are 
comparing reality to your implementation plan.

Note! High-quality implementation of your intervention is 
necessary to achieve change in your target outcomes; a pilot will 
help you assess whether your intervention is well-implemented 
and has the potential to achieve the intended effect. However, a 
pilot will not allow you to rigorously estimate the impact of your 
intervention on your target outcome. To find that out you will need 
to conduct a rigorous impact evaluation such as a randomised 
controlled trial (see BIT’s  framework for more 
information on such evaluations).

Defining your research question(s)

To maximise the learning from your pilot, it is important to define 
good research questions. A good research question tells you 
specifically what you are going to learn at the end of your pilot. In 
this way, it also clarifies exactly what you will not learn. Crafting 
a research question requires making a lot of decisions. No 
matter what, it’s important that you bring your partners in to help 
you make these choices. Collaboratively writing your research 
questions will ensure that everyone knows exactly what you’re 
spending your time and money to learn.

There are four key components of a good research question: 
sample, indicators, comparator, and timeframe.

Sample
Your sample is the group whose behaviour or outcomes you are 
interested in. You will only be able to gather evidence about 
the people you have included in your sample. This means it’s 
important that the group of people you include in your pilot are 
the people whose behaviour or experience you want to learn 
about. Your sample also needs to be people that you can reach 
and collect data on, so that you can measure the outcomes 
you’re interested in. It can be useful to gather the perspectives 
of both end users (the group you are targeting with your 
intervention) and implementation actors (those who are involved 
in delivering your intervention).

https://www.bi.team/publications/test-learn-adapt-developing-public-policy-with-randomised-controlled-trials/
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Indicators
Indicators are the outcomes you are measuring as a result of 
your intervention, for example the data you will collect to tell you 
whether your intervention was effective or not. An indicator needs 
to be: 

· something you want to learn about; 

· something you can collect data on; and 

· something that could be plausibly influenced by your 
intervention. 

The tools available to you for measuring your indicators are 
the same methods that were available during Step 2 of your 
project (Understand your target group and their behaviour): 
observation; interviews or focus groups; surveys; and analysing 
data that is already being collected. You can use more than 
one of these methods and then bring the data together to help 
you answer your research question. To help you answer your 
research question, you could:

· Observe the implementation of the intervention. 
Observing users experience the intervention can help you 
determine if it is feasible, implemented as intended, and 
if there are any side effects. 

· Ask people about their experiences of the intervention. 
This can be done through qualitative methods (semi-
structured interviews, focus groups) or quantitative 
methods (surveys). Gathering the perspectives of end 
users can shed light on whether an intervention is 
acceptable, received as intended, and shifts intermediate 
measures of interest (e.g. understanding/knowledge). 
Speaking with implementation actors can help you to 
understand their experiences related to implementation, 
including any challenges they faced.

· Analyse data. Data can help you understand if the 
intervention is implemented as intended, and give 
you some indication as to whether it has the potential 
to be effective (or if it appears to be backfiring). Use 
administrative data that are already being collected 
when you can.

For example, if you are working with the government to simplify 
the business registration process and your intervention has 
streamlined the process at 3 different points, then you could:

· Observe interactions between business owners and 
government staff at these 3 key points in the process;

· Interview business owners who have completed the 
registration process, as well as people who have started 
it but did not complete it, to understand whether people 
responded to the intervention as intended;

· Survey government staff about their experiences 
delivering the new process; and

· Analyse government data on how many business owners 
are beginning the registration process, how many are 
completing it, and where people are dropping off in the 
process to see if they are still dropping off at your points 
of intervention.

Comparator
Your comparator is what you are comparing your intervention 
against. After you have collected your data, what yardstick 
will you use to determine if your intervention was “successful” 
or not? The comparator could be your implementation plan, 
another version of the programme, the ‘business as usual’ 
programme or approach, or a world without the programme.
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Timeframe
The timeframe of your pilot is the period of time you are measuring 
your outcomes over. Thoughtfully choosing a time frame is important 
because many indicators change over time and it can take time to 
see change occur. When choosing your timeframe, consider: 

· How long you expect it to take to see a change in your 
indicators in response to your intervention; 

· When you can collect data and for how long; and 

· Whether there are any seasonal effects or external events 
outside of your intervention that could influence your 
indicators. For instance, if business registration data show 
that fewer businesses are registered over the summer 
months because that is when people are on holiday, then 
you may want to avoid conducting a pilot over the holiday 
weeks/months.

It is also important to think about how long you will implement 
your intervention for in order to give it the best chance of success.

Bringing it all together
Now that you have defined your sample, indicators, comparator, 
and timeframe, you are ready to define your research question.

Remember!  
You may need to refine your intervention or its implementation 
parameters and collect more feedback before moving forward. 
Before you roll your intervention out to a larger group to test  
more rigorously, you should feel confident that your intervention  
is being implemented as you planned and it is being  
accepted by users and other stakeholders.

S TA G E  5 :  Activity 10

How to design your pilot 
evaluation
What is the goal of your pilot? What are you trying to learn about 
the implementation of your intervention?

What is your sample? Who, among the people who will receive 
the intervention, will you collect data for? How many? Are they 
representative of the population receiving the intervention? Do you 
or your partners have a way of reaching your sample already? 
What steps do you need to take to get access to your sample?

What are your indicators? What indicators will you collect data 
for, and using what tools/processes? What will this data tell you 
about the implementation of your intervention?
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Example: 

For the intervention: 

Reducing friction by providing personalised and relevant 
information to the business owner (such as the documents required 
to register one’s business based on the size of their business, 
or the location of the nearest registration office, etc.)

A possible piloting research question could be:

"Is the information provided to entrepreneurs to help
them to complete additional stages of the registration process 
well-tailored to the needs of the entrepreneurs and easy
to understand?"

- The indicators here could be reported usefulness,
     or understanding of the information as measured by 
     some questionnaire

- The sample would be many entrepreneurs you send 
     the information to

- The time frame could be whatever period you think 
     it would take people to receive, read and process the
     messages

- The comparator here is "relative to the plan/objectives" - 
     is the information as useful as the intervention developers 
     thought it would be?

What is your comparator? What are you comparing the 
intervention to? The implementation plan? Another version of the 
intervention? A world without the intervention?

What is your timeframe? Over what period will you collect data 
for your indicators?

What is your research question(s)? Now that you have defined 
your sample, indicators, and timeframe, how would you define 
your research question(s)?

How will you use the results? How will you use the feedback to 
refine the implementation of your intervention? How will you know 
when you are ready to implement the intervention at a larger 
scale and more rigorously evaluate its impact?



96

C
on

cl
us

io
n

95

Co
nc

lu
si

on

Promoting entrepreneurship can help to reduce unemployment 
and enhance economic growth and recovery, and taking a 
behavioural approach can improve the design, delivery or 
evaluation of entrepreneurship policies, communications, 
programmes and services.  

The aim of this toolkit was to equip development practitioners 
and programmers with practical tools to develop behaviourally-
informed interventions that support youth and women's 
entrepreneurship. 

The toolkit lays out five key stages to conduct a Behavioural 
Insights project to support entrepreneurship, from selecting a 
behaviour to change and understanding the barriers people 
face, to designing, prototyping, and piloting an intervention to 
overcome these barriers. 

We hope that the practical resources, activities, and examples 
we have provided throughout the toolkit have supported you to 
conduct your own BI entrepreneurship project. 
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