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Study findings from Ideas42….

15.7% 
MORE LIKELY

to submit form

29% 
INCREASE

in college enrollment 

www.ideas42.org/blog/principle/hassle-factors-2/ 



Why is this relevant…

Even when offered beneficial services or programs, 

people often don’t take advantage of them!



BUT, Economic and Family Class Immigrants use 

services substantially less.

The IRCC offers beneficial settlement services…



How might we increase the uptake of settlement services

among Economic & Family Class Immigrants? 

Behavioural Insights!



Insights 
from psychology, 

cognitive science & 
other social sciences 

Economic strategies 
aimed at 

changing behaviour

Observations
& 

Interview Data



Behavioural Insights

Insights 
from psychology, 

cognitive science & 
other social sciences 

To understand how people: think, behave and make decisions under different 
conditions…

…in order to improve the design and delivery of products, programs and 
services through experimentation.

Economic strategies 
aimed at 

changing behaviour

HOW::

WHY: 

Observations

& 

Interview Data



Bing Feng Danielle Ocampo Jima Oyunsuren Olga Cruz Paula Neves

National Settlement Council 

Rotman Nudge Challenge

Increasing the uptake of settlement services using behavioural insights 



There are different biases and limitations through out the 

journey of a Newcomer…
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• Excited

• Dreamer

• Overconfidence 

bias

• Optimism bias

• Confirmation 

bias
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Decide to go

• Overwhelmed 

• Confused

• Choice 

overload

• Cognitive load

• Confirmation 

bias

• Not in Canada

Check 

eligibility

• Confusion

• Anxiety

• Choice 

overload

• Uncertainty 

bias

• Need to 

calculate scores 

manually and 

continuously 

check if criteria 

is met

Prepare & 

Apply

Get tests, 

additional 

docs, pay

• Bored

• Time-

consumed

• Choice 

overload

• Uncertainty 

bias

• Procrastination

• Cognitive load

• Manual 

processes

• Pain of paying 

• Mental 

accounting

• Uncertainty 

bias

Acceptance 

letter

Cold StateHot State

• Happy

• Excited

• Relieved

• Uncertainty bias

• No sense of 

urgency

• Don’t want to 

read in detail 

formal, wordy, 

lengthy letter

• Intimidated, confused

• Scared, anxious

• Pain of paying 

additional expenses

Landing

• Uncertainty bias

• Mental accounting

• Effort justification

• Herding bias

• Mental accounting

• Long wait

• Language - financial barrier

• Exposure to info limited to 

community

IRCC info/ blogs 

/ conference 

call

Seek Information

Legend:



Three interventions could boost the uptake of Settlement Services by leveraging on 

cold states

Decide to go Check 

eligibility

Prepare & 

Apply

Get tests, 

additional 

docs, pay

Acceptance 

letter

Cold StateHot State

Landing

IRCC info/ blogs 

/ conference 

call

Seek 

Information

• Visual 

progress 

tracking 

tool

- Including 

all 

sources of 

info in 

one place

• Push notifications (from tracking tool) 
with next steps and motivational 

messages

• Buddy 

program

• Offer 

welcome 

Package at 

Service 

ON/Service 

CA where 

immigrants 

get Health 

card or 

SIN#

Legend:

Get PR
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This tool will provide:
• A clear view of the immigration process which includes going through the offer of settlement services before landing, 

and using the matching program
• A checklist with all the required tasks need to be done
• The required payments at each stage
• Centralization of the links and sources of information related to the process / partners

A progress tracking tool would help newcomers to consider 

Settlement Services as a necessary step for a successful immigration

Your next step is Landing. Find 

out what you need to know.

www.cic.gc.ca

Task 1

Task 2

Task 1

Task 2

Task 1

Task 2

Task 1

Task 2

Task 1

Task 2

Push Notifications

The user will receive 

push-notifications with 

motivational messages 

and reminders on the 

next steps to be 

completed.

This feature is included as a default but can be disabled 

Progres

s

70%

www.cic.gc.ca

www.cic.gc.ca

www.cic.gc.ca

www.cic.gc.ca

www.cic.gc.ca

1

Progress tracking tool

http://www.cic.gc.ca/
http://www.cic.gc.ca/
http://www.cic.gc.ca/
http://www.cic.gc.ca/
http://www.cic.gc.ca/
http://www.cic.gc.ca/


The progress tracking tool tackles the need for centralized information and 

creates psychological rewards

Rational: Interviewed users reported the 

disorganization of the information as their 

key pain point through out the immigration 

process

• Centralized information tackles this pain 

point and addresses the uncertainty bias 

and choice overload.

I have two kinds of problems: the urgent and the important. The urgent are not important, and the important are never 
urgent. —Dwight D. Eisenhower

Rational: Checking off items is 

psychologically rewarding1

• After you complete a task, being able to 

literally check a box makes you happier 

than when you are not given a box to check.

• Your brain releases dopamine when you 

achieve goals.

• Completing small tasks frees up the 

cognitive resources people need to tackle 

other activities. 

1

(1) Harvard Business Review, “Your Desire to Get Things Done Can Undermine Your Effectiveness”



Bring the Existing Matching Program to the Journey

• Introduce program when the newcomer has received the “Acceptance Letter”

• As part of the Progress Tracking Tool, the user will receive a notification enabling him/her to

find a buddy (who has used settlement services before)

Rational: Facebook groups and blogs are in the top of mind for valuable information.

Allows immigrants to receive the “Newcomers package” prior to arrival.

Take advantage of different touchpoints

• Upon arrival immigrant will need to go to touchpoints such as Service Ontario for SIN

number, Service Canada for address change and OHIP card

• At triage, users will receive the newcomers package, which they can read while they wait for

their turn

Rational: The greatest number of biases and negative emotions are experienced by the newcomers 

upon arrival to the country. 

By using a different touchpoints to deliver there is a higher probability the users will use the services.

2

3

Taking advantage of the matching program and of different touchpoints to 

deliver valuable information to the newcomers 



Using Randomized Control Trials to pilot projects

We propose testing the interventions during 4 months

Experiment A

Group 1 – User who get access to the progress 

tracking tool

Group 2 – User with no access to tool

Experiment B
Group 1 – Users that use matching program

Group 2 – Users that don’t use the matching program

Group 1 – Users that receive newcomers package 

through bundling services 

Group 2 – Users that don’t receive the package 

Experiment C

Dependent Variable

# of people registered for Settlement Services

Experiments Independent Variables

• # people that use the tracking platform

• # of people registered for matching program

• # of people receiving the Newcomers Package



Design

● Service Email with Visa Documents

○ Simple Email

○ Tailored Email using Visa Type or other IRCC Email



Nudges

● Social Norm

○ Leverage existing uptake via “word of mouth”

● Loss Aversion + Framing

○ “X% of immigrants who used these services saved or 

did Y in their first year in Canada”



The Experiment

● 4x4 

○ Factors: Generalized or Customized Email

○ Levels: Nudges

● Variables

○ Independent: Email Type

○ Dependent: Service Sign-up Uptake

■ Awareness

■ Sign-ups



The Experiment



Measurement and Moving Forward

● Chi-squared or logistic regression test

● Measure click-through rate

● Utilize 2019 Settlement Survey

● Scaling and Modularity



Increasing Settlement Services Uptake 
with Behavioural Insights
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Background   

Goal of the IRCC: Increase uptake of settlement services 
among economic and family class immigrants. 

We suspect that newcomers…

a) May not know the services exist.

b) May not know that the services are free.

c) May not realize that the services can help them. 

Goal of this nudge: Increase uptake of the Needs 
Assessment using a foot-in-the-door technique. 



Figure 1: Newcomers’ Journey Map

Decides to move 
to Canada

Applies for PR
Approved to 

come to 
Canada

Uses settlement 
services (pre)

Defines date of 
travel to Canada

Interviewed at 
arrival

Receives PR 
card (mail)

Becomes a citizenArrives in Canada
Begins 

preparations to 
settle in Canada

• Travel to and arrival in Canada is a 
cognitively demanding task

• Due to this, fatigues leads to use of 
system 1, which is less focused on 
long term needs and benefits

Researches 
settlement 

services (pre)

• Manner in which information is given can 
lead to information overload and choice 
overload

• Optimism bias and illusory superiority bias 
may lead newcomers to believe they do not 
require these services

The Nudge1

• Nudge at a time when there is cognitive capacity

• Not only nudge, but also use:

• Active choice 

• Loss aversion

• Social proof

• Increasing Needs Assessment specifically, allows for “foot
-in-the-door” and also streamlines choices for 
newcomers

Marketing & Behavioral Economics
November 2018

Nudge Challenge: 
Immigration, Refugeed and Citizenship Canada 

Page 23

✓

Uses settlement 
services (pre)

Uses settlement 
services (post)

Researches 
settlement 

services (pre)

Researches 
settlement 

services (post)

Legend

Newcomer Choices

Immigration events

Targeted Behaviour

The Nudge

Roadblocks

Optional steps in journey



Email 2: Nudge with Loss Aversion

In addition to the reminder, this email will contain a
brief note regarding monetary benefits that the
newcomer could obtain by using settlement services.
This will be framed as a potential loss (if services are
not used).

Email 3: Nudge with Social Proof

In addition to the reminder, this email will contain a
statement from a newcomer that has used
settlement services in the past. The statement will
serve as social proof to newcomers and signal that
this behavior (using services) is used by others.

Email 1: Nudge Active Choice

The first version of the email will be a simple
reminder that these services are available to
newcomers, nudging them to access the settlement
services, specifically the Needs Assessment.

Figure 2: Nudge Emails2

Marketing & Behavioral Economics
November 2018

Nudge Challenge: 
Immigration, Refugeed and Citizenship Canada 

Page 24

2The emails shown above are mock ups. The format will need to be validated with IRCC before they are sent.



Figure 3: The Behavioral Lens

Marketing & Behavioral Economics
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A Better Default option:

Automatically schedule a Needs and 
Assessment Referral appointment for 

approved immigrants

(An option to cancel will be provided)

Attend a Needs and 
Assessment appointment 

upon arrival

Register for and partake in 
settlement services at pre 

and/ or post-arrival

Read Letter with full 
attention 

Send a letter in the mail upon pre-arrival to 
complement email notifications regarding 

settlement services  

Increase uptake of 
settlement services 

among family class and 
economic immigrants 

Register for settlement services because of:
A) Fear of loss aversion 

B) Positive social influence 
C) All the benefits have been made salient

Register for and partake in 
settlement services at pre 

and/or post arrival

Communications that emphasize:

1) The value of the free, limited-time services 
in monetary terms

2) The widespread use of the services by 
successful/ admirable people 

3) The value of  the services beyond access 
to language training 

Create a “Brand Community” for Approved 
Immigrants on Social Media 

Visit website and join 
online communities related 

to settlement services  

Register for and partake in 
settlement services at pre 

and/ or post-arrival

Goal

Strategies Behavioural Components

Register for and partake in 
more settlement services 

post-arrival 

A) Emotional support from others can help a person 
become more engaged with the settlement services   

B) Social Proof can increase belief in the value and efficacy 
of the program as well as reduce stigma and suspicion

Letter mail ensures Saliency:
A) Transaction costs/decision points: (i.e.: opening 

envelope, unfolding letter 
B) Less distraction from notifications and hyperlinks on 

email 

Rationale 

A) Default appointment leverages social proof by suggesting 
that this is part of regular process for most people 

B) Rearranges or presents choice architecture so that 
individuals experiencing a high level of cognitive overload 

and find it difficult to plan, can still partake in services



Thank You!!! 



Jaimie Holland Dante Vertolli Sarah Vandersluis Michael D’Ercole Chris Daniels



Seeking

Information
Application

Health Check 

& 

Application Approved 
…

Pre-arrival services Arrival in Canada

Online
Cold State

Online/In person
Cold State

Online via post
Cold State 

In person
Hot state 

… Interview
Permanent Resident 

Card 
Free settlement 

services
Settlement 
Evaluation

Citizenship

Online or In person
Cold or Hot State 

Possible

In person
Hot State

Via post (4 weeks)
Hot State

Barriers:
-Language barriers
-Competing Priorities
-Accuracy of Submission

Behavioural Biases:
-Social Desirability Bias

In person
No Longer Eligible

Online or In Person Survey 
(every 5 years)

Hot or Cold State Possible

Barriers:
-Language
-Following Instructions & 
Application Accuracy

Behavioral Biases:
-Inattention Bias

A NEWCOMER’S JOURNEY & TOUCHPOINTS

Barriers:
- Language
-Time/ Competing Priorities
-Access to Online Resources
-Negative Experience of 
finding and accessing info 
online
-Salience

Behavioral Biases:
-Info Overload
-Inattention Bias

Barriers:
-Language
-Timing & Competing Priorities
-Lack of Awareness for Domestic & Pre-Arrival 
Settlement Services
-Perceived stigma with free service use
-Negative experience of finding and accessing info 
online

Behavioral Biases:
-Info Overload & Inattention Bias
-Salience of service offerings
-Bounded Rationality
-Confirmation Bias – causing people to view services 
as unnecessary, unhelpful, not for them etc.

Barriers:
-Timing Challenges
-Stress/High pressure
-Lack of Awareness for Domestic 
Settlement Services

Behavioural Biases:
-Info Overload & Inattention Bias
-Hyperbolic Discounting – competing 
priorities seem more important in the 
moment instead of accessing settlement 
services identified in advance
-Salience of service offerings

Barriers:
-Perceived stigma with free service use & 
Suspicion towards Govt of Canada for 
providing free services
-Language, Address Accuracy, Service 
Applicability, & Competing Priorities

Behavioral Biases:
-Info Overload & Inattention Bias
-Salience of service offerings

In person
Hot State

Barriers:
-Health Status
-Following Instructions & 
Application Accuracy

Barriers:
-Language
-Time/ Competing Priorities

Behavioral Biases:
-Info Overload
-Inattention Bias
-Bounded Rationality

Barriers:
-Language
-High Stress
-Timing Challenges
-Unawareness of Services/Help

Behavioral Biases:
-Inattention Bias
-Info Overload

Decision Point



29

Feedback
My application took so long to 
get approved that I didn’t want to 
bother accessing any new to 
Canada services. 

I didn’t want anything to do with the 
government after how long the application 
process took. I didn’t believe settlement 
services would be any easier.

My primary concern upon arriving 
was finding a house, a job, a 
doctor and a bank account. 
Thinking about the government  
was not top of mind.

I didn’t have the time or the need 
to access the settlement services.

I used an agency and the settlement 
services were great! Wish there was 
housing help though for people without 
established credit.

So much information. I didn’t 
know where to focus on. I wish I 
had known sooner that I could 
get useful help.

It took a while - I didn’t know the services 
were free and only a couple blocks away 
from me. I wish I had found that out 
sooner.

I didn’t see anyone else using the services 
like me and didn’t think the services  could 
really help me or apply to me as a result.



Insight 1: Earlier Access: People need access to information & services BEFORE arrival in Canada. 

Insight 2: Information Overload: Too much information. It’s tough to know what can really help people personally.

Insight 3: Stigma: around using free services because of prior negative experiences with application process and others 
‘like me’ not using services.

Auto-Enroll (Default Option) 
in Pre-Arrival & Domestic 

Settlement Services

Social Pressure
Progress bar with socially relevant statistics

Rationale: Avoid Information Overload

People have trouble making decisions 
when too much information is given to 
them at once. 

Through auto-enrollment, we’ve 
designed the default to help individuals 
avoid choice overload. (Soman)

Rationale: Reduce Stigma 

Overcome stigma of using free services by 
showing approved applicants personally 
relevant statistics based on their 
immigration class to nudge them to use 
services.



Condition 2: 
Auto-Enroll

Condition 4:
Auto-Enroll & Social Pressure

Condition 3: 
Social Pressure

Condition 3: Social Pressure
• Informs newcomers of service type and use rates for people at similar stages of immigration 

process, as shown by the progress bar
• Progress bar shows relative time to Citizenship Ceremony, this is meant to simulate feeling of 

time running out

Condition 2: Auto-Enrollment
• Auto-enrolled in Settlement Services (pre-arrival and domestic), with an option to opt out if they choose
• Opt-Out process available after information about value of services communicated
• Emails will include a list of upcoming service appointments to choose from
• 1 email per 
• Emails spaced out (1/week) to reduce overload and increase salience

Condition 4: Auto-Enrollment & Social Pressure
• Immigrants will be pre-registered for Services, while also being 

shown the attendance rates (or possibly satisfaction rates) of 
people at similar stages of the immigration process

Hypothesis: Sequenced, targeted messaging via email 
will increase awareness and thus, increase participation 
rates for Settlement Services.

Method: Fully crossed (2 x 2) randomized control trials

Independent Variable: Auto-Enrollment, Social 
Pressure

Dependent Variables: Settlement Services 
Participation Rate for Economic & Family Class 
Immigrants

Analysis: Chi-Square or Logistic Regression

Condition 1: Control Group

Factor 2: Reducing Stigma through Social Persuasion
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Condition 3

Condition 4Condition 2

- Status quo is maintained (i.e. no intervention)



Auto-Enrollment and Social Pressure increase the 

likelihood of pre-arrival and domestic settlement service 

use by:

1. Making information more salient at the right time

2. Providing content that is personally relevant to cut down on 

information overload

3. Reducing stigma


