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WELCOME TO NUDGEATHON! 

Congratulations on being selected to participate in Nudgeathon 2018 ANU. This problem brief has 

been developed in collaboration with the Behavioural Economics Team of Australia (BETA), 

Department of Treasury, Queensland University of Technology (QUT), Griffith University and Warwick 

Business School (WBS). It describes an important issue facing Australian society - Open Banking & the 

Consumer Data Right. 

“Open Banking & the Consumer Data Right” 

On 9 May 2018 the Government announced that Open Banking, the first sector of the Consumer Data 

Right, will commence on 1 July 2019. The Consumer Data Right will give Australian customers the 

ability to direct that data about them be transferred to trusted third parties in machine readable form. 

The Consumer Data Right will also require service providers to provide a range of product information, 

including pricing information, in machine readable form. The Consumer Data Right will commence in 

the banking sector (where it is called ‘Open Banking’), followed by the energy and telecommunication 

sectors. The right will then be rolled out economy-wide on a sector-by-sector basis. Further 

information about the Consumer Data Right and Open Banking can be found here. 

Your goal is to develop a behavioural change intervention to address one or both challenges presented 

in the next section. Your solution will not only be innovative and creative but, most importantly, 

rooted in behavioural science, feasible and realistic. It needs to have the potential of being effective 

on a mass scale. We want to take the best ideas and put them into practice. 

We hope you will have a lot of fun while working with your team, and that this Nudgeathon will 

provide you with skills you can use in many other areas of your work. 

Your ideas will be evaluated on five equally weighted dimensions –  

- Originality 

- Theoretical basis of your Nudge 

- Feasibility with respect to (technological and legal) constraints & implementation (being 

effective on a mass scale) 

- Meeting the brief 

- Presentation  

Furthermore, for the use of PowerPoint during your presentation you are permitted to use up to a 

maximum of ten (10) slides in total. You will also be required to provide a 2 A4 page “intervention 

brief document” at the start of the Tuesday morning presentations. You may use the 2 A4 pages for 

any text, images, references you wish.   

The top three ideas will be presented to the Department of PM & Cabinet, BETA & the Department of 

the Treasury. 

Good luck! 

The Nudgeathon Team 

 

https://treasury.gov.au/consumer-data-right/
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Engaging Australians as thoughtful participants in the data economy 

One of the key challenges of modern society is increasing complexity. For example, consumers struggle 

with the greater volumes and complexity in the goods and services on offer (and the data relating to 

them). Some consumers need help in managing this complexity – in selecting, managing, assessing 

and switching between those offerings. The Consumer Data Right is directed at enabling the consumer 

to access that assistance from third parties. 

Under the Consumer Data Right, the holders of data (e.g. banks, electricity retailers) will be obliged to 

securely share a customer’s data, at the customer’s direction and with parties nominated by the 

customer, in a form that facilitates its use. Giving customers greater access to and control over their 

data has the potential to transform the way in which they use and benefit from a wide range of goods 

and services. 

There is substantial value in customers’ data not only for firms but also for the consumer him- or 

herself. It can give insights into a customer’s financial situation, their energy usage patterns, where 

they spend their money, where they spend their time and how they use their phone and internet 

services. To date, the value in that data has been largely captured by the companies that hold it and 

customers have been giving this information for free or for the perception of ‘free’. The Consumer 

Data Right and Open Banking aims to give customers the ability to use that value for their own benefit. 

As an example, to find a cheaper electricity provider you need to know how much and sometimes 

even when you usually consume electricity. Cass Sunstein (2013) discusses these opportunities and 

the role of government in this space in his book Simpler. 

Challenge 1: Switching 

Evidence suggests that many Australian consumers and businesses could be getting a better deal on 

their banking, energy, and telecommunications services.1 Customers tend to remain with the same 

service providers for extended periods, even in the presence of better offerings elsewhere. A 

persistent theme in findings of poor customer outcomes is the role played by poor availability of 

meaningful information, the difficulty of understanding the information that is available, and the 

effort required to change service providers. 

For customers, it can be a complex task to differentiate between available products to determine 

which best suits their needs. Faced with this complexity, many customers base their decisions on rules 

of thumb or shortcuts — such as following what their peers have done, choosing a well-known 

institution, or choosing an institution with which they already have a relationship.   

So-called ‘information asymmetries’ are a pervasive feature of markets. Provision of additional 

information alone is insufficient to overcome these asymmetries. Customers need to be able to 

meaningfully understand the information that is available to them, in order to make informed choices.  

                                                           

1 See, for example, Productivity Commission (2018), Competition in the Australian Financial System, Draft Report, Canberra; 

AEMC (2017), Retail Energy Competition Review; ACCC (2018), Retail Electricity Supply and Prices Inquiry; ACCC (2018), ACCC 

Telecommunications Report 2016-17. 
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At its most fundamental level, the Consumer Data Right seeks to reduce those barriers. Allowing 

customers to transfer their information in a useable form should lead to the development of 

comparison services better able to provide tailored product recommendations. Better tailored 

product recommendations could dramatically simplify the choices faced by customers when accessing 

services. Giving customers the ability to transfer their data to a new provider should help to overcome 

the ‘hassle factor’ that sees customers stick with their current provider even in the presence of more 

competitive deals elsewhere. 

How can comparison services leverage behavioural insights to present complex information to 

customers in a form that enables them to make the best choice for them, without making the choice 

itself complex? To help you focus, we would like you to think about credit cards as an example.  

Challenge 2: Privacy engagement 

Before using such comparison services, customers face the choice of whether to transfer their 

information. The agreement to exchange information between a customer and a service provider can 

itself be conceptualised as a market where the customer faces information asymmetries.2 These 

asymmetries include either a lack of information, or unclear information about how information will 

be used, who will be able to access it, whether it will be sold to another party, and where and how it 

will be stored or deleted. At the moment, the data of many Australians is being shared with service 

providers without those Australian’s awareness and without them reaping any benefits from this 

sharing of their data.  

The Privacy Act 1988 requires organisations to disclose the answers to many of these questions to 

customers in privacy statements. However, few customers read these statements. This may be 

because customers don’t understand the value of their data or realise that it is being collected, 

because many privacy statements are incredibly long, are worded so that they are confusing to 

customers, or because customers feel as though they have no choice but to consent to them.3  

One of the sets of information available under the Consumer Data Right will be information about 
how a customer’s Consumer Data Right data has been shared. This should enable a competitive 
market for privacy management services.  
 
The Consumer Data Right will also introduce new requirements for how customers are presented with 
the choice to transfer their information when using the Consumer Data Right system. Suggestions 
have included limiting privacy consents to a single page, or introducing a traffic light system (red, 
amber, green). These new requirements are currently being developed by the ACCC and will aim to 
overcome some of the barriers to people not taking control of their data. Your solutions could help to 
inform these requirements.  
 
How can we leverage behavioural insights to help people make informed and thoughtful choices 

about sharing their data and receive benefits from doing so? To help you focus, we would like you 

to think about credit cards as an example. 

                                                           
2 This conceptualization may be incomplete, for example privacy also has human rights dimensions. 
3 Nguyen, P. and Solomon, L (2018), Consumer data and the digital economy: Emerging issues in data collection, use and 

sharing, Consumer Policy Research Centre. 
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Breakdown of behavioural barriers to switching 

Source: Dr Juliana Silva-Goncalves (2015), Australians’ switching behaviour in banking, insurance services and 

main utilities, Queensland University of Technology 

1. Considering switching 

Survey respondents were asked whether they had seriously considered switching the following 

products in the past five years and if they had actually switched. If they had seriously considered 

switching but hadn’t switched, they were asked if they were planning to switch in the next 6 months. 

 

Chart 1: Switching behaviour of survey respondents in the 5 years to 2015 and intentions in the 
forward 6 months 
 

 

 

 

 

 

 

 

 

 

 

 

 

2. Perceptions of the best deal 

Of the respondents who had not switched in the past 5 years, the perception that they already had 

the best deal was a key barrier to the switching of home loans (43% reported this as a barrier), credit 

cards (44%), home and contents insurance (54%), and mobile phone and internet suppliers (40%). 

Of the respondents who did switch, the perception that they could get a better deal was a key reason 

for switching home loans (71%), credit cards (59%), home and contents insurance (80%), and energy 

suppliers (78%).4 

3. Effort of switching 

Of the respondents who had not switched in the past 5 years, the effort of switching was a key barrier 

to the switching of home loans (37%), credit cards (29%), home and contents insurance (25%), energy 

suppliers (30%), and mobile phone and internet suppliers (25%). 

4. Cost of switching 

Of the respondents who had not switched in the past 5 years, the cost of switching was a barrier to 

the switching of home loans (36%), credit cards (11%), home and contents insurance (approximately 

10%), and energy suppliers (approximately 9%). 

                                                           
4 Note: the source paper provides limited information on reasons why respondents did switch and does not provide any 

information on why respondents switched mobile phone and internet providers. 
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5. Availability of information on alternative options 

Of the respondents who had not switched in the past 5 years, the lack of information about 

alternatives was a barrier to the switching of home loans (13%), credit cards (13%), home and contents 

insurance (approximately 15%), and energy suppliers (22%). 

 

Breakdown of privacy engagement by individuals 
 

Source: Nguyen, P. and Solomon, L (2018), Consumer data and the digital economy: Emerging issues in data 
collection, use and sharing, Consumer Policy Research Centre 

Knowledge of collection and sharing of data 
• 91% of Australians surveyed understood that companies have the ability to follow their activities 

across many websites. 

• 88% of Australians surveyed understood that some companies exchange information about 

their customers with third parties for purposes other than delivering the product or service the 

customer signed up for. 

• 26% of Australians surveyed incorrectly understood that all mobile/tablet apps only ask for 

permission to access things on their device that are required for the app to work and 19% of 

Australians surveyed incorrectly understood that when a company has a privacy policy, it means 

the site will not share their information with other websites or companies. 

Engagement with privacy documents 
• 94% of Australians surveyed did not read the documents for any of the products or services they 

signed up to in the past 12 months.  

• 33% of Australians surveyed reported never reading privacy documents. 

• 67% of Australians surveyed who read at least one privacy policy accepted terms they were not 

comfortable with. 73% of those who accepted terms they were not comfortable with did so 

because it was the only way to access the product. 

• An Australian study by consumer advocates Choice, found it would take 9 hours to read the 

Terms and Conditions of Amazon’s Kindle.  

• It is estimated that it would take an individual 244 hours a year to read Privacy Policies for each 

new website they visited—an average of 40 minutes a day, or approximately 10 days per year. 

• 25% of Australians surveyed reported that they ‘Always’ adjust privacy settings on social 

networking sites, a further 22% reported that they ‘Often’ do so. 

Managing use of data  
• 95% of Australians surveyed want to be able to ‘opt out’ of certain types of data collection, use 

and sharing. 

• 33% of Australians surveyed reported that they ‘Always’ select ‘opt out’ options where available, 

a further 33% reported that they ‘Often’ select these options. 
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• 92% of Australians surveyed want companies to be open about how they use their data to assess 

their eligibility or exclude them from services or products. 
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Potential Challenge Areas 

Presentation Guidelines 

Helpful Resources 

Consumer Data Right documents 

https://treasury.gov.au/consumer-data-right/   

Open Banking Review (see in particular, Chapter 4 and Appendix E for example rules on consent) 

https://treasury.gov.au/consultation/c2018-t247313/   

ACCC retail electricity pricing inquiry (see in particular Part 3 – Improving consumer experiences and 

outcomes) 

https://www.accc.gov.au/regulated-infrastructure/energy/electricity-supply-prices-inquiry/final-

report  

Consumer Policy Research Centre – Making consumer decisions easier and fairer 

http://cprc.org.au/research-areas/making-consumer-decisions-easier-and-fairer/  

Consumer Policy Research Centre – Living online 

http://cprc.org.au/research-areas/living-online/  

Energy Consumers Australia – Electricity meter data portability discussion paper 

http://energyconsumersaustralia.com.au/publication/electricity-meter-data-portability-discussion-

paper/   

Hub of all Things initiative at Warwick University 

https://warwick.ac.uk/fac/sci/wmg/research/business_transformation/ssg/research/value/
hat/craftofthepossiblexiaoma.pdf 
 

  

https://treasury.gov.au/consumer-data-right/
https://treasury.gov.au/consultation/c2018-t247313/
https://www.accc.gov.au/regulated-infrastructure/energy/electricity-supply-prices-inquiry/final-report
https://www.accc.gov.au/regulated-infrastructure/energy/electricity-supply-prices-inquiry/final-report
http://cprc.org.au/research-areas/making-consumer-decisions-easier-and-fairer/
http://cprc.org.au/research-areas/living-online/
http://energyconsumersaustralia.com.au/publication/electricity-meter-data-portability-discussion-paper/
http://energyconsumersaustralia.com.au/publication/electricity-meter-data-portability-discussion-paper/
https://warwick.ac.uk/fac/sci/wmg/research/business_transformation/ssg/research/value/hat/craftofthepossiblexiaoma.pdf
https://warwick.ac.uk/fac/sci/wmg/research/business_transformation/ssg/research/value/hat/craftofthepossiblexiaoma.pdf
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Appendix 1: Common behavioural Insights related to switching and 

privacy 

• Status quo bias: Australians who have established routines and habits and who may not be 

used to switching or to making active choices about privacy management may be hesitant to 

change.  

• Present bias: Costs of switching or managing privacy are immediate and tangible and benefits 

are indirect and long term.  

• Hassle factors: Lack of flexibility and administrative requirements can act as deterrents to 

switching or to managing privacy.  

• Choice overload: People interested in switching may find it difficult to match their preferences 

and needs to available options. In many sectors there exists a wide range of choices, but 

customers are either not finding these options or are not switching to them when they find 

them. 

• Salience: People choosing to use services may not notice privacy documents, or be aware that 
they are able to make choices about their information even when this option is provided. 
Making something more tangible or prominent so that it stands out can help change 
behaviour. 

• Reference dependency : People can be anchored to a reference point that affects their ability 

to accurately assess alternative or future options. 

• Anchoring: is a particular form of priming effect whereby initial exposure to a number serves 

as a reference point and influences subsequent judgments about value. The process usually 

occurs without our awareness. 

 

 

http://www.behavioraleconomics.com/priming-conceptual/

