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Leadership Environment: Behavior Influence  amid  
Forecasting  & StratCom

1

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

“Let’s Meet”
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❖ Lt Colonel Lazaros Κ. Rizopoulos, PhD

• +30 693 6639 913

• L.K.Rizopoulos@gmail.com
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https://demo.openeclass.org/courses/DEMO-A2605/
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Main Challenges
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• Internal cohesion

• Changing environment

• Demographic evolution

• Climate change a multiplying factor

MIGRATION

EU as an Island of PEACE?
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Main Challenges 2019
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FORECAST 2030
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FORECAST 2030
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FORECAST 2030
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Main Challenges 2025
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Don’t try to CHANGE the MIND

but 

CHANGE the CONTEXT…

“Deep Fix”
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‘The brain 
doesn't lie’
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‘The brain doesn't lie’

"Sustained Attentional Loop»

"You have to pay attention whether you
want to or not. You have to love her
whether you want to or not,»

"The longer you look at somebody, the
more beautiful or more attractive
somebody becomes,"
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Nudge theory (Richard Thaler & Cass Sunstein) is a concept that suggests subtle changes
in the way choices are presented can influence people's decisions without restricting
their freedom of choice. These "nudges" are designed to steer individuals toward better
decisions.
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“Nudges”
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"A nudge, is any aspect of the choice architecture that alters people's behavior in 
a predictable way without forbidding any options or significantly changing their 
economic incentives. To count as a mere nudge, the intervention must be easy 
and cheap to avoid…..Nudges are not mandates…”   
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“Decision Tree”
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Key principles of nudge theory:

1.Libertarian Paternalism: Guide people toward beneficial choices while preserving autonomy.

2.Choice Architecture: The way choices are framed or presented impact decision-making.

3.Defaults: People tend to stick with pre-selected options.

4.Social Norms: What others are doing can encourage similar behavior ("9 out of 10 people….)

5.Simplification: Making complex decisions easier to understand.
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Examples of nudges:

Placing healthier food at eye level in cafeterias.

Sending reminders for upcoming deadlines (e.g., tax payments).

Using descriptive labels like "80% fat-free" instead of "20% fat."
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“Most Influential Values”
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Just a small Test 

2
2

“Our constitution does not copy the laws of neighboring states; we are rather a 

pattern to others than imitators ourselves.

Its administration favors the many instead of the few; this is why it is called a 

democracy.

If we look to the laws, they afford equal justice to all in their private differences; 

if no social standing, advancement in public life falls to reputation for capacity, 

class considerations not being allowed to interfere with merit; nor again does 

poverty bar the way, if a man is able to serve the Union, he is not hindered by 

the obscurity of his condition…”
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Just a small Test 

2
3

Where this text come from?

• + 1000 years, source document : Magna Charta

• + 250 years, source document: US Constitution

• + 2500 years, source Athenian history

• + 20 years, source document: preamble of EU draft Constitution
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Just a small Test 

2
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Thucydides in Pericles' Funeral Oration (book 2 v37)
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Main Challenges
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• Political Violence

• Internal cohesion

• Changing environment

• Economic Uncertainty

• Demographic evolution

• Climate change as multiplying factor

• AI Panic?

MIGRATION

EU as an Island of PEACE?
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ECONOMIC DATA

2
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CLIMATE CHANGE

2
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EU as an Island of PEACE ?
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…in a ring of FIRE ?

2
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2025
2008
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EU Engagement as Today

30

“Total wealth according to Report’s Terms, refers to the private wealth held by all the individuals living in each country/city. It include s all their assets (property, cash, equities, 

business interests) less any liabilities. The report, however, excludes government funds from its figures. . A billionaire is  defined as an individual with USD 1 billion or more in net 

assets”
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It is the Hat?
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https://youtu.be/cQ54GDm1eL0

mailto:L.K.Rizopoulos@gmail.com
https://youtu.be/cQ54GDm1eL0


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos 36

• Frightening. 

• Social media will be the most fertile ground. 

• Attempts to influence elections and many more (?) 

“Deepfakes”
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• Deepfakes also erode democracy in less direct ways. 

• “Liar’s Dividend” : public figures caught in recordings of misbehavior 

will find it easier to cast doubt on the evidence against them. 

•  Broadly, it becomes less inclined to trust news in general.

“Deepfakes”
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https://youtu.be/LAJXM5bM30Q?si=CSEtJfhun4
JLcDSj
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• No silver bullet for countering deepfakes. Just legal and technological 

approaches - Mitigation

• But none will overcome the problem.

 

• Need to learn resilience. In short, Learn to live with Lies

“Deep Fix”
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Don’t try to CHANGE the MIND

but 

CHANGE the CONTEXT…

WHY?

“Deep Fix”
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Preparing to Lose our Jobs
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Behavioral Insights

To improve outcomes, we need a better understanding of behavior
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World as Today
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“Total wealth according to Report’s Terms, refers to the private wealth held by all the individuals living in each country/city. It include s all their assets (property, cash, equities, 

business interests) less any liabilities. The report, however, excludes government funds from its figures. . A billionaire is  defined as an individual with USD 1 billion or more in net 

assets”
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World Tomorrow
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business interests) less any liabilities. The report, however, excludes government funds from its figures. . A billionaire is  defined as an individual with USD 1 billion or more in net 

assets”
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FORECAST 2030
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FORECAST 2030
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FORECAST 2030
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FORECAST 2030
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FORECAST 2030
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FORECAST 2030
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FORECAST 2030
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Rates of natural population increase (%)

58
“Total wealth according to Report’s Terms, refers to the private wealth held by all the individuals living in each country/city. It include s all their assets (property, cash, equities, 

business interests) less any liabilities. The report, however, excludes government funds from its figures. . A billionaire is  defined as an individual with USD 1 billion or more in net 

assets”

Source: https://www.axios.com/2019/05/15/world-population-countries-growing-shrinking
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Population Youth Prospects
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FORECAST 2030
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Disconnected 
Youth
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FORECAST 2030
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FORECAST 2030
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. . . the idea of the future being different from the present
is so repugnant to our conventional modes of thought 

and behavior 
that we, most of us, offer a great resistance to acting on 

it in practice.

John Maynard Keynes, 1937

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

Behavioral Insights

Behavioral Insights offer new solutions to policy problems!!!
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Cross Correlation

Nudge theory has been applied across various cultures.

Behavioral studies explore how nudges work differently in diverse contexts, as cultural

norms, values, and cognitive biases influence decision-making.

65
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Nudge theory is a flexible and modern concept for:

• How people think, decide and behave

• People to improve their DMP

• Managing change of all sorts

• Identifying and modifying existing influences on people.

“Nudge Theory”
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Cultural Differences in Decision-Making:

o Individualistic vs. Collectivist : In individualistic cultures (e.g., the U.S., Western 
Europe), nudges emphasizing personal benefits may work better. In collectivist 
cultures (e.g., East Asia, Africa), nudges highlighting group benefits or social norms 
may be more effective.

o High-Context vs. Low-Context : High-context cultures (e.g., Japan, China) rely more 
on implicit communication and social cues, while low-context cultures (e.g., Germany, 
U.S.) prefer explicit information.

.

“Key Findings”
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Trust in Institutions:

o In cultures with high trust in government or institutions, nudges from authoritative 
sources are more likely to succeed. In low-trust cultures, nudges may need to come 
from community leaders or peers.

Risk Aversion and Time Orientation:

o Cultures with a long-term orientation (e.g., East Asia) may respond better to nudges 
promoting future benefits (e.g., saving for retirement). Short-term-oriented cultures 
may need more immediate incentiveses.

.

“Key Findings”
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Religious and Ethical Values:

o Nudges that align with cultural or religious values (e.g., environmental stewardship in 
eco-conscious cultures) are more likely to succeed.

Adaptation of Nudges:

o Successful nudges in one culture may fail in another. Eg. a nudge encouraging energy 
conservation by highlighting cost savings may work in………, but in a culture where 
environmental responsibility is highly valued, emphasizing ecological benefits may be 
more effective.

“Key Findings”

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos 70

Organ Donation:

o In countries with opt-out systems (Spain, Austria), organ donation rates are higher due 
to the default effect. However, this approach may not work as well in cultures where 
autonomy and individual choice are highly valued.

Tax Compliance:

o In the U.K., sending letters emphasizing social norms (e.g., "most people pay their 
taxes on time") increased compliance. In other cultures, emphasizing penalties or 
moral duty might be more effective.

“Examples”
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Health Behaviors:

o In Japan, promoting walking (e.g., step-counting challenges) align with cultural values 
of discipline and health. In the U.S., similar nudges might focus on personal fitness 
goals.

Environmental Conservation:

o In Scandinavian, emphasizing collective responsibility for the environment are 
effective due to strong cultural norms around sustainability. In other regions, financial 
incentives might be more persuasive.

“Examples”
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Ethical Concerns: Nudges can be seen as manipulative, especially if they conflict with 
cultural values or are imposed by external authorities.

Cultural Sensitivity: Nudges must be designed with an understanding of local customs, 
beliefs, and social structures.

Measurement of Effectiveness: The impact of nudges can be difficult to measure across 
cultures due to varying contexts and baseline behaviors.

“Challenges”

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos 73

Nudge theory offers a powerful tool for influencing behavior, but its effectiveness is

highly context-dependent. Cross-cultural research highlights the importance of

tailoring nudges to align with cultural norms, values, and decision-making processes.

By understanding these nuances, policymakers and organizations can design more

effective and culturally sensitive interventions.

“Challenges”
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Don’t try to CHANGE the MIND

but 

CHANGE the CONTEXT…

“Deep Fix”
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“Decision Tree”
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Judgement Under Uncertainty

76

You are a general of a 600-person army, surrounded by enemy forces, 
and you have 2 options:

1. Will save 200 soldiers.

2. Probability of 2/3 that all will die and 1/3 that all 600 will live.
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Judgement Under Uncertainty
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75% people choose #1. 
Option #2 results in more deaths.

You are a general of a 600-person army, surrounded by enemy forces, 
and you have two possible options:

1. Will save 200 soldiers.

2. Probability of 2/3 that all will die and 1/3 that all 600 will live.

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos 78

Under the same scenario, you are the general, surrounded by enemy, and 
you have two other possible options:

1. 400 of your soldiers will die.

2. Probability of 1/3 all will live and 2/3 that all 600 will die.

Judgement Under Uncertainty
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80% choose #2.
Option #1 will lead to 400 deaths.

Judgement Under Uncertainty

1. 400 of your soldiers will die.

2. Probability of 1/3 all will live and 2/3 that all 600 will die.
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People tend to avoid risk when seeking gains, but choose risk when trying 
to avoid losses.
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Will save 200 soldiers.
Probability of 2/3 that all will die and 1/3 that all 600 will live.

400 of your soldiers will die.
Probability of 1/3 all will live and 2/3 that all 600 will die.

People tend to avoid risk when seeking gains, but choose risk when trying 
to avoid losses.
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Behavioral Insights: Pre Discussion

Positive COVID tests results: 

• Monday 21st of Feb: 880 positive 

• Next Monday 1st of March: 2.147 positive 

Are we getting better or worse? Do we need a lockdown?

82
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Positive COVID Rapid results: 

• Monday 21st of Feb: 880 out of 15.610 tests (5%)

• Next Monday : 2.147 positive out of 55.543 tests (3,8%)

Do we still need a lockdown?

83
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WHAT MAKES  INTELLIGENCE A MUST-HAVE RESEARCH TOOLKIT? 

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

Hellenic National Defence College
10

2
Internet of Things (IoT) vs Internet of Behaviors (IoB) 
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ΔΙΑΤΡΙΒΗ – ΑΔΙΣΠΟ 2022

CBI– INSIGHTS
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mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

Hellenic National Defence College
10
6Can We Be Unknown – OBLIVION 

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

Hellenic National Defence College
10
7

• Cognitive Behavioral Interaction (CBI)

• Understand human behaviors, design solutions to scale messages, 
products, programs and policies.
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CBI Pathway
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OUR “NUDGING” AHEAD

Observe & Inform Feel the Need
Change Management

SWOT Analysis
Process

Frame the Message
Creative Thinking
Strategy Building

Nudge Feedback & 
Promote

Market Analysis
Company Position 

Bad Context Removal Company Desired 
Position 

Company Desired Context Strategic Promotion

Context Building in collaboration with Academia and Market appropriate reports 

Strategic Adjustment and Agility
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SOCIAL NTELLIGENCE AS A MUST-HAVE RESEARCH TOOLKIT? 
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Classic economic model of “econs", where people:

•  Maximize expected utility.

•  Update beliefs according to information. 

•  Selfish, without emotion, does not care of others.

•  Fully rational, always calculating, decide with actuarial precision

111

Behavioral Economics: New Era?
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• People are subject to systematic biases that lead to errors.
 

• Are these biases fixable? Conventional focuses on Changing the Mind. If 

can be trained, better outcomes are expected.

• Requires to be “de-biased” through education or training. 

112

Behavioral Economics: New Era?
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• Do people behave like homo-economicus ?

• If not, how do they behave?

113

Behavioral Economics: New Era?
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Novelty of Research

114

• People do not make choices in a vacuum. 

• The one who creates that environment is the choice architect. 

• Influencing behavior: IF, WHEN and HOW 

• The way the resources are being allocated
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Behavioral Insights: Dual System
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Behavioral Insights: Dual System
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Two systems / different capabilities: 

• Rational: limited capacity, systematic and “deeper” analysis.

• Automatic: many things separately/unconsciously, short-cuts 

and biases. 

 Reading a book, we ignore surroundings – but if someone calls 

our name, we break off. 

117

Behavioral Insights: Dual System
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Cognitive Biases and Heuristics

122

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

Cognitive Biases and Heuristics
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Cognitive Biases and Heuristics
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Cognitive Biases and Heuristics
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Cognitive Biases and Heuristics
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Cognitive Biases and Heuristics

127

Availability Heuristic
Judgments on the likelihood of an event based on how easily an instance

comes to mind (9/11 - death from terrorism correlation)

 Adjustment and Anchoring Heuristic
Initial exposure to a number serves as a reference point and influences 

subsequent judgments.
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Wins and Losses & Loss Aversion
Associated with prospect theory.  The pain of losing is about twice as 

powerful as the pleasure of gaining. 

 Status Quo

Prefer to stay the same by doing nothing (inertia) or by sticking with a 
previously decision. Even when small costs are involved and the 
importance is great. 

  Authority Bias

Leadership over rules
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Halo Effect
A friendly figure may be considered to have a nice physical 

appearance, whereas a cold one may be evaluated as less 
appealing 
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Priming Effect 
Engages people in a task or exposes them to stimuli. The prime 

consists of meanings (words) that activate associated memories 
(schema, stereotypes, attitudes, etc.)

 Framing Effect 
Choices can be presented in a way that highlights the positive or 

negative aspects of the same decision. 
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Cognitive Flexibility

131

Skill to switch between different concepts, or to adapt 
behavior to achieve goals in a novel or changing 
environment

Learning to learn and being flexible on the way you learn. 
Includes changing strategies for optimal decision-making.
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Judgement Under Uncertainty

132

• Rely on how people view losses

• If we win $10, we are as happy as upset, if we have lost $10. 

• Is this a true fact? 

• Do you accept to toss the coin for $100 bet?
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Judgement Under Uncertainty
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• Most people would answer NO, though they should be indifferent to 
the outcome: 50 percent chance of winning. 

• People are loss averse: They hate losses twice as much as they enjoy 
gains.
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Judgement Under Uncertainty
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• Another coin-toss example to show us our natural tendency to avoid 
losses. Which is preferred?

❖ Scenario A: 50% to win $1,000 and a 50% to win nothing

❖ Scenario B:  $450 payout
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Judgement Under Uncertainty
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❖ Scenario A: 50 % to win $1,000 and a 50 % to win nothing

❖ Scenario B: a definite $450 payout

• Most choose the $450 payout, even though, the coin toss is a better bet 
(expected value of $500)
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“Nudges”

136

"A nudge, is any aspect of the choice architecture that alters people's behavior in 
a predictable way without forbidding any options or significantly changing their 
economic incentives. To count as a mere nudge, the intervention must be easy 
and cheap to avoid…..Nudges are not mandates…”   
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“Nudges”

138

Nudges are about Designing Choices to try to help people make choices in 
a more simple way. 
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Why Behavioral Insights

• Better decisions by engineering choice contexts: engaging a bias in order 

to overcome a more damaging. 

• Decisions are often easier to change. “Go with the grain” of human 

nature.

• The same errors that cause stumble can lead to better choices. 

140
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Why Behavioral Insights

• Changing the mind, has been the primary approach. Insufficient. Deals with our 

slow, conscious system 2. 

• Rapid system 1 provides the lens through which we understand the strategic 

problem (e.g., responding to the threats), focus our attention (e.g., risks, 

opportunities?), and generate the “gut intuitions”.
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Behavioral Economics: Pre Discussion
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“Nudges”

144
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Ultimatum game

• The mean offer is 30-40%.

• Half offers below 20% are rejected.

• High stakes, reputation and anonymity have no effrect.

• Demographic variables have weak effect.
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Dictator game: 

• 60% of people offer money.

• The mean amount is around 20%.

• The amount given is less than in the ultimatum game but 

still positive. This is despite there is no threat of rejection.
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“Scale Behavior Change - Influence”

149

• The influence of individual decisions by external factors is highlighted by the science
of persuasion (influence science)

• Rationality is limited by the existence of automatic reactions

• Such automatic reactions are caused by six principles of persuasion (fixed action
patterns)
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“Scale Behavior Change - Influence”
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“Scale Behavior Change - Propaganda”

152

To shape opinion and behavior:

• In manipulative ways

• Exploits psychological and social dynamics
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“Propaganda – Principles (sum)”

153

1. Avoid abstract ideas : Appeal to emotions 

2. Constantly repeat just a few ideas: Use stereotyped phrases 

3. Give only one side of the argument

4. Continuously criticize your opponents

5. Pick out one special enemy for vilification
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“Propaganda – Principles (detail)”

154

• The Big Lie
Tell a colossal lie
No one would believe that someone could have the impudence to distort the truth so

brazenly

• Repetition
Repeated exposure to a message makes it more likely to be accepted
The more a message is repeated, the more it becomes ingrained in the public's mind.

• Appeal to emotions
Use fear, anger, pride, or other emotions to sway opinion
Do not use logical reasoning or evidence
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“Propaganda – Principles (detail)”
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• Simplification
Simplify complex ideas and reduce them to clear and easily digestible messages
Pit“good”versus“evil

• Name Calling
Label opponents with negative terms
Dehumanize them
Make them easier to dismiss or vilify

• Glittering Generalities
Use vague, positive-sounding phrases or slogans
“Freedom” “Honor“ ”Patriotism”
Evoke approval without providing real substance
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“Propaganda – Principles (detail)”

156

• Transfer
Associate the propaganda with symbols or images that evoke strong emotions

“Flags” “Anthems“

• Testimonial
Use endorsements from famous or authoritative figures
Gives credibility to the message, even if the person isn’t an expert on the subject

• Bandwagon
Convince people that “Everyone is doing it”
A particular point of view is widely accepted/ Encourage conformity
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“Propaganda – Principles (detail)”

157

• Card Stacking
One side of argument / Cherry Pick Facts / make it stronger

• Plain folks
Convince the audience that the propagandist’s views reflect the concerns and interests

of common, everyday people

• Fear Appeal
Instil fear by emphasizing threats, either real or imagined
Manipulate people into supporting a particular course of action
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“Propaganda – Principles”

158

To be perceived, must

• Evoke the interest of an audience

• Be transmitted through an attention-getting medium

• Black over white propaganda

• Facilitated by leaders with prestige

• Carefully timed

• Reach the audience ahead of competing propaganda
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“Propaganda – Principles”

159

• A propaganda theme must be repeated, but not beyond

• Label events and people with distinctive phrases or slogans
•

• Evoke responses which the audience previously possesses/easily learned

• Utilized again and again, But in appropriate situations

• Must prevent the raising of false hopes, can be blasted by future

• Must create an optimum anxiety level
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WHO Guide/ How to talk about vaccines
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How to have conversations about vaccination
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• Lead by example. Build trust.

• Break down barriers.

• Conversations go a long way in vaccine confidence. Refer them to someone they 
trust. 

• Their concerns can be emotional due to experiences and perceptions of poor or 
unfair treatment in the past. 

• Don’t overwhelm with facts and information. Acknowledge them and speak to 
their motivations.

Boost vaccine confidence
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Novelty of Research: Defaults
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Novelty of Research: Salience

167

• Our attention is drawn to what is novel and relevant. We unconsciously 
filter out information. 

• Novelty (messages in flashing lights), accessible (items on sale next to 
checkouts) and simple (a snappy slogan). 

• Simplicity. Attention to what we can understand – easily “encode”.

• Directly related to personal experiences, than in general/abstract way. 
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Priming

168

• Our acts influenced by sub-conscious cues. 

• Behavior may be altered if exposed to certain sights, words or 
sensations, if “primed” by certain cues before-hand. 

• Priming acts out of conscious, which differs from memory. 

❖ Words
❖ Smells
❖ Sights
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Affect

169

• Emotional associations can shape our actions. A powerful force. 

• Good mood leads unrealistically optimistic judgements,. 

• All perceptions contain emotion. “We do not just see a house: we see 
an ugly house, or a pretentious house”. We see our HOME.
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Commitment

170

• Consistent with our public promises and reciprocate acts. 

• Procrastinate decisions in our long-term interests. 

• When aware of will-power weaknesses (overspend, overeat or smoking), use 
commitments to long-term goals. 

• Commitments are effective as the failure cost increase (reputation).
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Novelty of Research: Commitment
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Ego

172

• We act in ways that make us feel better.

• We behave so as to support positive self-image.

• When things go well, we attribute it to ourselves; When go badly, it’s others’
fault or bad moment. “Fundamental attribution error”.

• Male donate more if approached by female for fund- raising.
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Behavior Change Framework
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Tyranny of Choice

178

https://www.economist.com/christmas-specials/2010/12/16/you-choose
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Decision Paralysis

http://www.swarthmore.edu/SocSci/bschwar1/Choice%20Chapter.Revised.pdf
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Paradox of Choice
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Nudging
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https://www.slideshare.net/sgmitch/nudge09
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Nudging
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Nudging
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Nudging
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Nudging
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Nudging
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Nudging
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Nudging
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Nudging
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https://www.youtube.com/watch?v=OaLGg1wYztk
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Literature of Research

192

• Kahneman, D. (2011). Thinking Fast and Slow. New York: Farrar, Straus and 
Giroux. 

• Thaler, R. H., & Sunstein, C. R. (2008). Nudge: Improving decisions about 
health, wealth, and happiness. New Haven, CT: Yale University Press. 

“They brought nudge theory to prominence. It also gained a following among US 
and UK politicians. ”

The same people, with the same problems, could be enabled to make better 
decisions.
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“Nudge” worldwide

193

• British Behavioural Insights Team in 2010. It is often called the "Nudge 
Unit", at the British Cabinet Office.

• President Barack Obama: White House administration

• Australia government: Behavioral Insights community of practice

• Nudge theory has also been applied to business management and 
corporate culture.
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Don’t Tell Me What I Can’t Do!

194

• 2012: New York Mayor Michael Bloomberg tried to ban the sale of 
sodas and other beverages  >16 ounces. 

• This was a modest initiative, but the effort created a significant backlash.

• ”Nudges” preserve freedom of choice, they do much better than 
mandates and bans; 

“Don’t Tell Me What I Can’t Do!” 
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Don’t Tell Me What I Can’t Do!
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• Proper Rewards

• “But You Are Free” (BYAF) Technique

• Change the Narrative
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Nudges
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Nudges
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Nudges
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Attention: How and When
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• Avoid heavy- texted pages. If needed, use novelty. 

Attention: How and When
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Grab Attention
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• Inspire emotion. Create emotions.
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Grab Attention
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• People don’t read. They scan. Plan accordingly.

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

Models - DRIVE
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Models - EAST
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SWOT Analysis
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https://demo.openeclass.org/courses/DEMO-A2605/
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WHAT ?
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• SWOT (Strengths, Weaknesses, Opportunities, Threats)

• A SWOT analysis is a method used to evaluate the Strengths, Weaknesses, Opportunities and
Threats involved in a project.

• Begins by specifying the objective of the project.

• Then identifies

1. the internal (strengths and weaknesses) and

2. the external (opportunities and threats) factors that are favorable or unfavorable to
achieving the objective.

• Strategic planning tool

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

WHAT ?
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• SWOT (Strengths, Weaknesses, Opportunities, Threats) analysis

• Strategic planning tool

• In the context of business decision-making (but not only) SWOT helps dissect the
internal and external environment of an organization (or any examined entity)
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SWOT
ANALYSIS

identify your project’s/company’s 
weaknesses and potential threats, 

as well as its strengths and the 
potential opportunities you plan to 

exploit.

Strengths

Weakness

Opportunities

Threats

-------- …………..

………… ………..
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S
W

T
O

………

Strengths
……….. 

Weakness

……….

Opportunities
……..

Threats

SWOT OVERVIEW
identify your project’s/company’s weaknesses and
potential threats, as well as its strengths and the
potential opportunities you plan to exploit.
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WHERE ?
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https://www.pm2alliance.eu/wp-content/uploads/2024/02/pm²-project-
management-methodology-NO0523520ENN.pdf
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WHERE ?
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E BOOK Decision Making

https://demo.openeclass.org/courses/DEMO-A2605/
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Reaching a Peaceful End….Time for Party
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❖ Lt Col Lazaros Rizopoulos, PhD

• +30 693 6639 913

• L.K.Rizopoulos@gmail.com

“To every thing there is a season and a time 
to every purpose…”
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Scenario Based Forecasting
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Theory and Applications of Experts (WHAT)
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• Research and applications concerning defense (primarily) sector (DS).

• Leadership and decision-makers in DS settle choices under uncertainty and
chaos.

• Various factors may affect their decision-making processes (DMPs).

Our goal:

• to demonstrate how defense sector can use choice architecture to enable
nudging people to make better choices, while suggesting tools that may
substantially benefit DMP and maximize the efficiency of resources' allocation.
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Theory and Applications of Experts (HOW)
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• Identifying the significant factors concerning planning in strategic level and
decisions and the way they affect DMPs in (primarily) military operations.

• Seeking the leadership style to be exercised within the framework of strict
structures of AFs, that fosters military leaders to improve themselves.

•

• Utilizing a forecasting model of violations to answer if whether the forecasts of
leader’s actions can be used to modify the optimal response function of the
follower.

•

• That model may effectively correlate specific stimuli, leading that way to
automatic desired choices and behaviors broadly accepted as more cost-effective.
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Theory and Applications of Experts (HOW)
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• Several forecasting exercises indicating that predictability is quite high, more
importantly in terms of sign/direction of change. Therefore considerable cost
reduction decisions could have been made following the forecasts.

•

• For our analysis we consider methods and models, primarily around the theta-
method, that produce better forecasting performance over benchmarks.

• We examine the implications of structural changes in these series and provide
examples where forecastability can be used to improve not only the underlying
economic costs but also the full aspect of military necessities and expenditures.
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Theory and Applications of Experts (WHY)
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• Defense sector: daily, active and intensive resource allocation decisions - very 
costly.

• Moderating on these costs while maintaining operational capabilities results in 
two-fold gains:

❖ improved decisions and improved morale in the military side

❖ improved security perceptions from the civilian side

• Our suggestions frame the choice context with a formulated model and strategic 
tool: cost-savings, better outcomes and maximization of the resources’ allocation.
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Common Pitfallls
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• Not a broad enough view of the context

• Static strategy (do not take into account trade-off decisions)

• Broad principles rather than specific initiatives - Not Benchmarking

• Constant adding of initiatives and programs without eliminating those that have
become nonessential

• ‘Star Trek’ status
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Why matters

227

• World not a safe place. From static to dynamic posture.

• Three things needed: Money, money, and yet more money.

• Must do more things —some of them new— with less.

• Follower’s response to the Leader, critical issue.  

• Nudge management has never been examined so far among the military DMPs.
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Why matters
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• The world (fast-changing and uncertainty) demands forecastability, speed and
agility and an approach to strategic management that involves three basic
stages:
- understanding the context
- making strategic decisions and weighing risks
- executing amid uncertainty

• A good plan should be scientific and quantified as possible and focuses on
performance:
- Clear objectives and measures
- Consensus on tools and transparent performance
- Gathering data - Best data available, better than NO data
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Why matters
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• Benchmarking performance

• Predictability and Forecasting Methods - Big savings in Defense

• Dynamic strategy for uncertain times

• So far, studies have not researched and/or measured such interventions and their
relative effectiveness on the specific context of Defence sector

• A novel forecasting method of violations pattern is provided as a tool to reduce
defence expenditures and enhance cost effectiveness of defence sector’s resources
through improved and integrated DMPs
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Why matters
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• People between alternatives that involve risk and uncertainty, evaluate options based on reference
points and that they are loss-averse (they dislike losses more than equivalent gains). As a result,
individuals are more willing to take risks, in order to avoid a loss, than to secure a gain.

• Nudge theory is based on the premise that decisions are often easier to change when we “go with
the grain” of human nature, when we follow rather than fight human nature.

• Decision-makers and people do not make choices in a vacuum. They are in an environment where
many factors, can influence their decisions. The person who creates that environment is a ‘’choice
architect’’. Changing the “choice architecture”, people could be enabled to make better decisions.
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Why matters
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• An initial and systematic review of existing documentation, relevant policies, programs and projects
and legislation in a generic level and countries, organisations or bodies that have already
implemented ‘nudges’ in their public or defense policy activities

• Survey questionnaires (50 defense experts, 400 semi experts and non experts) - publicly available
MoD’s and HNDGS data

• Personal and telephone interviews from high level key authorities’ officials and business experts

• Forecasting exercises

• Statistical tools:
• R
• SPSS - Excel
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Why matters
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Experts’ pool (100):

Public and Defense sector: Prime Ministers, Ministers (active and former), former
Chief of Staffs, Ambassadors, Active and retired high rank Officials (Generals),
Region Leaders, Mayors, NATO and UN high level representatives, Defence
Industry Specialists and Commercial Representatives, Defence Attaches

Business sector: CEOs, GMs, big business owners, HR, Business Development,
Marketing and R&D managers
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Star Trek vs…

233

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

Why matters
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We run several forecasting exercises to examine predictability of violations.
We conduct the analysis on a suitable combination of rolling and evaluation windows and data
transformations (levels, log-levels, monthly differences and annual differences).
Forecasts are evaluated on standard statistical measures: root-mean squared error, mean
absolute error, non-scaled and scaled Theil’s Information Criterion and the Sign Success Ratio.
The first four measures are meant to judge variance, uncertainty and efficiency of the forecasts;
the last measure is about measuring directional accuracy.
In each table the first two measures are always expressed as ratios with respect to the naive
benchmark.
There is a total of 504 combinations that we consider and some selected results are presented in
what follows.
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Plot of A/Cs violating FIR Athens (exercise AC 3 30 12)

Results of exercise AC 3 30 12 
(A/Cs violating FIR Athens)

Results of exercise AC 3 30 12 
(A/Cs violating FIR Athens)
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Results of exercise AV3 3 30 24 
(Armed A/Cs violating FIR Athens)

Plot of Armed A/Cs violating FIR Athens (exercise AV3 3 30 24)
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Plot of Combat Flights (exercise AV4 1 30 24)

Results of exercise AV4 1 30 24 
(Combat Flights)

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

238

Plot of Naval Territorial Violations (exercise NV 3 30 24)
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Results (Forecasting Exercises)

239

• Four main results:

❖ Changes exhibit high predictability, before the Catalyst.

❖ High predictability is suggestive of how one can incorporate the results in the
decision making plan. 

❖ Where the pattern appears to be breaking up, one can consider intervention 
analysis (part of future research).

❖ Data on two periods can be used to construct methods/models for forecasting 
under different scenarios.

mailto:L.K.Rizopoulos@gmail.com


L.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comL.K.Rizopoulos@gmail.comDr. Lazaros K. Rizopoulos

RESULTS

240

• Nudge offers an alternative to conventional approaches and contribute to a wide 
range of defense sector (strategic, operational and tactical level). 

• The forecasting model may bring accurately predefined targets and defaults for all 
incidents. 

• If the forecast fails, then may follow the business as usual protocol. Work 
backward, analyse and re-run the model for better outcomes. 

• Methodology may break the routine behavior and work as a reminder concerning 
the possible gains and losses. 
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RESULTS
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RESULTS
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RESULTS
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Nudging offers an alternative to conventional approaches.
Our suggestions may substantially contribute to a wide range of other tasks of
defense sector, regarding the three level of decision-making (strategic, operational
and tactical level).
Through the forecasting model, HAFs may commit to accurately predefined targets
and defaults for all violations incidents.
If the forecast fails, then decision-maker can follow the business as usual protocol
and then should work backward, analyze and re-run the model for better outcomes
in the future.
Methodology like this may break the routine behavior and work as a reminder to
individuals concerning the possible gains and losses and enhance the fear of loss
bias.
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RESULTS
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Nudges can help strategic DMPs to overcome the overestimated value of
messages through leadership, which is considered to be credible and powerful.
The model and pre-committed default decisions for action can motivate and
enhance the quality of reporting and strategic DMP as also as de-biasing of the
process.
Defaults can also contribute to counteract leadership pressure and lead to more
efficient choices.
Nudge insights and our forecasting results may be utilized to address the
common pitfall in strategic contexts of opponents’ neglect and bring upfront the
critical information concerning their behavior.
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SUGGESTIONS
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Our suggestions are:

❖ Easy to implement and easy to abandon

❖ Agility

❖ Small or moderate costs

❖ Big impacts

❖ Maximising Resources Allocation
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CONCLUSIONS

BIG IMPACT

SMALL / ZERO COST

FREEFOM OF CHOICE

EASY TO IMPLEMENT

ETHICS ?
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CHOICE ARCHITECTURE

AXES
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Why NUDGE matters

250

• World not a safe place. From static to dynamic posture.

• Three things needed: Money, money, and yet more money.

• Must do more things —some of them new— with less.

• Follower’s response to the Leader, critical issue.  

• Nudge management has never been examined so far among the military DMPs.
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Why NUDGE matters
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• Defense sector: daily, active and intensive resource allocation decisions - very 
costly.

• Moderating on these costs while maintaining operational capabilities results in 
two-fold gains:

❖ improved decisions and improved morale in the military side

❖ improved security perceptions from the civilian side

• Our suggestions frame the choice context with a formulated model and strategic 
tool: cost-savings, better outcomes and maximization of the resources’ allocation.
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Plot of A/Cs violating FIR Athens (exercise AC 3 30 12)

Results of exercise AC 3 30 12 
(A/Cs violating FIR Athens)
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Results of exercise AV3 3 30 24 
(Armed A/Cs violating FIR Athens)

Plot of Armed A/Cs violating FIR Athens (exercise AV3 3 30 24)
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254Plot of Combat Flights (exercise AV4 1 30 24)

Results of exercise AV4 1 30 24 
(Combat Flights)
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Plot of Naval Territorial Violations (exercise NV 3 30 24)
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Results (Forecasting Exercises)
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• Four main results:

❖ Changes exhibit high predictability, before the Catalyst.

❖ High predictability is suggestive of how one can incorporate the results in the
decision making plan. 

❖ Where the pattern appears to be breaking up, one can consider intervention 
analysis (part of future research).

❖ Data on two periods can be used to construct methods/models for forecasting 
under different scenarios.
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Conclusions
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• Nudge offers an alternative to conventional approaches and contribute to a wide 
range of defense sector (strategic, operational and tactical level). 

• The forecasting model may bring accurately predefined targets and defaults for all 
incidents. 

• If the forecast fails, then may follow the business as usual protocol. Work 
backward, analyse and re-run the model for better outcomes. 

• Methodology may break the routine behavior and work as a reminder concerning 
the possible gains and losses. 
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Proposals
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Our suggestions are:

❖ Easy to implement and easy to abandon

❖ Agility

❖ Small or moderate costs

❖ Big impacts

❖ Maximising Resources Allocation
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CONCLUSIONS

BIG IMPACT

SMALL / ZERO COST

FREEFOM OF CHOICE

EASY TO IMPLEMENT

ETHICS ?
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❖ Lt Col Lazaros Rizopoulos, PhD

• +30 693 6639 913

• L.K.Rizopoulos@gmail.com

“To every thing there is a season and a time to 
every purpose…”
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