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Abstract: This research paper unveils an all-encompassing literature exploration into “nudging” in
digital platforms and its profound impact on the user experience. This study delved into various
sources spanning academic research papers, corporate reports, books, and online publications,
acquired through a thorough four-step approach. The methodology entailed unearthing pertinent
sources via diverse academic databases and industry networks, and a diligent review process to
estimate their relevance and calibre. Data extraction from each selected source focused on the
employed nudge techniques, underlying behavioural principles, and their repercussions on the user
experience. The findings were subsequently synthesised to unearth the existing literature’s prevalent
themes, disparities, and prospective gaps. The paper underscores the importance of nudging as a
potent driver of user actions while safeguarding their autonomy. We employed a comprehensive
approach to explore nudging application and influences on digital platforms, including academic
database searches, corporate reports, and web blogs. We thoroughly extracted data on platform
types, nudging strategies, behavioural theories, and user experience influences and impacts. Our
study deliberates on potential future research trajectories, encompassing ethical considerations and
personalised nudging methodologies. Ultimately, this study underscores how applying nudge
techniques in the architecture of digital platforms can elevate user experiences and confer value
upon both users and providers. However, the findings acknowledge the inherent limitations that
accompany any literature review and may not encapsulate every facet of the subject matter.

Keywords: nudging; digital platforms; user experience; behavioural economics

1. Introduction

“Nudging” has emerged as a new and revolutionary instrument in public policy and
decision-making due to the pioneering work of renowned behavioural economist Richard
Thaler and legal scholar Cass Sunstein [1]. A nudge is intentionally using cognitive biases
to influence people’s conduct in certain situations. This notion has sparked heated debates
in various businesses and has gained universal approval among legislators worldwide.

In recent years, a cutting-edge strategy known as “digital nudging” has gained popu-
larity, combining basic notions of behavioural psychology with advanced digital technology
to discreetly modify user behaviour inside digital platforms [2]. Digital nudging may
successfully steer customers towards pre-determined selections by gently altering user
interfaces, adjusting feedback, and applying strategic design components, notably in digital
food choice settings [3].
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Nevertheless, as digital nudging becomes popular, worries about its ethical conse-
quences have emerged [4]. While digital nudging can potentially improve user experiences
in digital domains, ethical quandaries must be addressed, and its application must ensure
inclusivity. Specific ethical principles and a more comprehensive discussion regarding the
moral appropriateness of digital nudging have become obvious [4]. Understanding the
nature of a nudge in the digital age demands tackling the ethical implications of its use.

Despite its broad application in political decision-making, research into its efficacy is
continuing [5]. Some studies have questioned its use and discovered unintended results.
Understanding the advantages and limitations of nudging necessitates a quantitative
evaluation of its effectiveness, especially in digital contexts [5]. As experts such as Hummel
et al. point out, systematic reviews provide critical information for policymakers trying to
improve policy design across various digital platforms [5].

The user experience inside digital platforms is critical in shaping user behaviour and
decision-making in today’s ever-changing digital world. The notion of “nudging,” which
has its roots in the study of behavioural economics, has emerged as a viable approach for
discreetly directing people to desirable behaviours while protecting their freedom of choice.
Understanding the influence of nudging on user behaviour is becoming more critical as
digital platforms become more integrated into our everyday lives.

This article delves deeply into the user experience on digital platforms regarding
the art of motivating user activity. We traverse the rationale underlying encouraging
techniques, scrutinise specific methods used in various situations, delve into the bedrock of
behavioural principles, and assess the profound influence these techniques have on user
behaviour through an extensive and meticulous literature review.

According to data from several sources, nudging tactics effectively change user per-
ceptions, preferences, and interactions in the digital environment. This analysis offers
politicians, designers, and academics essential insights as they attempt to improve user
experiences and build more fascinating and meaningful digital interactions for users and
providers alike while carefully navigating the maze of ethical issues.

2. Methodology

A profound exploration was undertaken to delve into the domain of “nudging,” its
utilisation in digital platforms, and its impacts on user experience. An extensive array
of sources was scoured to cultivate an extensive comprehension of this subject matter,
comprising academic research papers, scholarly books, corporate exposés, and online trea-
tises. This educational endeavour employed a meticulous four-step procedure: identifying
pertinent sources, scrutinising said sources, dissection the discoveries, and amalgamating
the resultant insights.

Several precise measures must be followed to conduct a full analysis of nudging use
and effects on digital platforms for this study. These processes are intended to ensure that
the review is objective, thorough, and recognises any limitations.

2.1. Identifying Relevant Sources

To begin, we searched academic databases for keywords and phrases such as “nudg-
ing”, “digital platforms”, “user experience” and “behavioural economics”. The purpose of
this study is to acquire access to peer-reviewed English papers that have been approved
and published in reputable journals. In addition to sources from academia, it is vital to
broaden the reach by getting corporate reports and white papers from company websites
and professional networks like LinkedIn. This technique will provide essential insights into
the industry. In addition, relevant web blogs, articles, and outlook pieces are evaluated,
which are critical for gaining diverse perspectives on the problem.

2.2. Analysing the Findings

Once the relevant sources are identified, the following step is to extract useful infor-
mation in a systematic and structured manner. This involves gathering information on a
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variety of topics, including the types of digital platforms used, the nudging strategies used,
the underlying behavioural theories driving these tactics, and the impact of nudging on
user experience. During the data extraction process, it is also critical to take note of any
other important information, notably ethical considerations. This methodical technique
guarantees that this study provides a thorough understanding of the subject.

2.3. Synthesising the Results

Following the data extraction phase, the emphasis moves to the results synthesis. This
entails gathering and synthesising data from all included sources to uncover common
themes and patterns in the data. As a result, the assessment can give valuable insights
on how nudging is used on digital platforms, as well as its effects on the behaviour and
experience of users.

2.4. Comprehensive and Objective Approach

It is critical to maintain a complete and objective approach throughout the evalua-
tion process. The goal is to thoroughly evaluate nudging and to accumulate significant
material to significantly add to research topics. However, it is critical to recognise that the
conclusions are constrained by the limitations of the included research. These limits may
include possible source selection constraints, which might result in insufficient coverage of
the issue. To overcome this, precise procedures and manoeuvres must be detailed to ensure
a full and valuable evaluation.

To summarise, conducting an in-depth investigation of nudging application and im-
pacts on digital platforms necessitates a scientific approach to source identification, data
analysis, and results synthesis. It should be approached honestly, with an awareness
of potential limitations and a commitment to providing useful insights into this compli-
cated issue.

3. Summary of Key Insights

The literature review includes a range of publications from 2013 to 2023, reflecting a
decade of research and insights into the field of digital nudging on various platforms. These
sources collectively provide a comprehensive understanding of the concept, its evolution,
and its impact on user behaviour and experienceable. Table 1 presents a summary of the
nudging process, accompanied by a brief description of each step.

Table 1. Summary of the nudging process, along with a brief description of each step.

Step Description

Identify target behaviour
Determine the specific behaviour or action that you
want to encourage or change. This step involves setting
clear goals for the nudging process.

Understand current behaviour
Gather data and insights about the current behaviour to
understand the existing patterns and barriers. This step
helps identify the factors influencing the behaviour.

Analyse context and barriers
Examine the context of the behaviour and identify any
obstacles or challenges that may prevent desired actions.
This step aids in designing effective nudges.

Design nudge interventions

Create interventions or nudges that will influence the
target behaviour positively. Nudges should be subtle,
easy to implement, and aligned with users’ preferences
and habits.

Implement nudges

Put the designed nudges into action and integrate them
into the environment where the behaviour occurs. The
proper implementation ensures that nudges are
effectively delivered to the audience.
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Table 1. Cont.

Step Description

Monitor and measure
Continuously track the impact of the nudges on the target
behaviour. Monitoring helps understand the effectiveness of
the nudges and identifies any potential adjustments needed.

Evaluate effectiveness
Assess the overall effectiveness of the nudging process and the
success in achieving the desired change in behaviour. Use data
to measure the outcomes and make data-driven decisions.

Did the behaviour change?
Based on the evaluation, determine if the desired change in
behaviour occurred. If the behaviour changes as intended, the
process can be considered a success.

Refine nudge interventions
Review and improve the nudges if the change in behaviour did
not occur or was not significant. Adjustments may involve
tweaking the design or experimenting with new approaches.

Implement updated nudges
Implement the refined nudges and integrate them into the
nudging process. Testing these updates will help assess their
impact on the change in behaviour.

Monitor and measure

Continuously monitor the change in behaviour with the
updated nudges to evaluate their effectiveness. Make
data-driven decisions to refine the nudging process further if
necessary.

Evaluate effectiveness
Assess the overall effectiveness of the updated nudges and their
impact on the target behaviour. Repeat the evaluation process
to ensure continuous improvement.

Did the behaviour change?
Based on the evaluation of the updated nudges, determine if
the desired change in behaviour occurred. If successful, the
process can be considered a success.

End (success)
The nudging process ends when the desired behaviour change
is achieved. Celebrate the success and maintain the nudges to
sustain the positive change in behaviour.

3.1. The Use of Nudging on Digital Platforms

Mills (2020) explores how Amazon, renowned for orchestrating behavioural nudges
to elevate customer experience, has ingeniously tailored its tactics amidst the COVID-19
whirlwind. In the past, the “Recommended for You” section would conjure personalised
product suggestions, but now it unfurls alluring advertisements for Amazon’s streaming
marvels [6].

This transformation mirrors the company’s deft response to the surge in online crav-
ings and the potential snags in order fulfilment due to the need for more available staff. By
nudging customers towards the digital realm, Amazon endeavours to foment purchases
that demand less physical exertion and logistical wizardry [6]. This adaptation vividly
illustrates the seamless integration of behavioural economics into crisis-infused business
strategies. Although Amazon may currently revel in fleeting triumphs, the lingering
ambiguities cast a shadow on its long-term prospects. The captivating case study of Ama-
zon’s nudging gambit amid the pandemic bequeaths invaluable insights into the intricate
symbiosis of behavioural science and business stratagems in these uncharted times [6].

A major e-commerce company masterfully employs the nudge theory in their market-
ing ploy by instigating urgency to incite coveted reactions from customers. They wield a
time-constrained voucher emblem beneath select products, propelling intrigued customers
to execute impulsive purchases before the offer dissipates. This urgency nudge is crafted
to instil a gnawing fear of relinquishing the deal, goading customers to act with haste.
Amazon’s nudge marketing scheme also encompasses harnessing seasonal markdowns,
flaunting stock availability, incorporating ticking timers, showcasing the tally of customers
perusing the offer, and deploying urgent language in their discourse. By implementing
these nudge techniques, the company maximises conversions and fosters expeditious
decision-making among its clientele [7].
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The same e-commerce company also skilfully employs behavioural nudges to boost
sales in these nudge marketing examples from the same source. The model showcases a
scarcity nudge, where the company generates a sense of urgency by asserting that only one
copy of a product remains in stock. This scarcity nudge compels visitors to swiftly decide
on a purchase, fearful of missing out on the final available item. The image depicting this
example is labelled as Figure 1a.

The second example of nudge marketing also accentuates the utilisation of scarcity,
guiding the effective implementation of this strategy. Retailers are advised to employ
scarcity nudges judiciously to avoid a detrimental impact on customers. By exhibiting the
number of items left in stock, scarcity appears more credible, propelling customers to act
promptly. Also, emphasising immediate purchase incentives can spur customers to make
swift decisions. The image illustrating these tips is designated as Figure 1b.

Nudge marketing presents a potent approach to influencing customer behaviour,
and Amazon’s adept utilisation of scarcity nudges exemplifies their efficacy in driving
conversions and sales. Table 2 outlines the key findings from the reviewed literature,
highlighting the nudging technique and its applications in digital platforms.

Table 2. Summary of reviewed literature on nudging technique and application of nudging in
digital platforms.

Source Author/s Nudging Technique User Experience
Outcome Description

[6] Mills 2020 Urgency nudge Increased streaming
engagement

Amazon adapted its “Recommended for You”
section during COVID-19, nudging customers

towards streaming content to meet online
cravings and mitigate order

fulfilment challenges.

[8] Jesse et al., 2021

Social information
nudge

Altered eating
decisions

Assimilating social cues to influence food
choices based on popularity or ratings.

Default setting nudge User behaviour
influenced

They are manipulating the default settings of
a web application to guide

participants’ choices.

Choice overload
mitigation

Reduced choice
overload

It is imposing a cap on the number of options
to mitigate choice overload in culinary

decision-making.

[9] Meske et al., 2020 Forced-choice nudge Increased charitable
contributions

Powerful influence observed in encouraging
charity on an e-commerce platform.

[10] Mirsch et al., 2018 Digital nudging Covertly influenced
activities

We use deceptive user-interface design to
influence human activities in digital

landscapes covertly.

[11] Schneider et al.,
2018

Supermarket
arrangement

Boosted impulse
buying

It was strategically situating high-profit items
at eye level in supermarkets to boost

impromptu purchases.

Organ donation
consent

Higher organ donation
rates

I am configuring default options for organ
donation to increase donors through

opt-out consent.

Digital choice
environments Altered user decisions

We implement nudging through
user-interface design in online environments

like websites and mobile apps.
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3.2. Effects of Nudging on User Experience:

In numerous digital and commercial environments, nudging has shown to be a vital
tool for favourably influencing user behaviour and decision-making. Nudging in com-
mercial contexts boosted the number of nudged products added to shopping carts by
17%, according to Katner and Jianu (2019), with Nudge C being the most successful. User
trust was maintained, and some users thought the version that required more nudges was
technically superior. Mirsch, Lehrer, and Jung (2017) observed that Amazon’s system shows
products purchased by others who bought the same item, influencing users to make similar
purchase decisions [12,13]. According to Mejtoft et al. (2019), a fascinating user experience
design firmly persuaded people to favour the plug over the standard socket. In contrast,
a poor UX design caused uncertainty between the two alternatives [14]. Table 3 shows a
summary of what we found in the literature about how nudging affects user experience.

Table 3. Summary of reviewed literature on the effects of nudging on user experience.

Source Author/s Nudging Technique User Experience
Outcome Description

[12] Katner et al., 2019 Nudge C, Nudge B,
Nudge A

Positive influence on
behaviour

Nudging increased items in carts by 17%;
perceived as better quality.

[13] Mirsch et al., 2017

Amazon’s “Customers
Who Bought This Item

Also Bought”
recommendations

Social influence on
purchases

Amazon uses social proof to nudge users into
buying products by showing what others

have purchased.

[14] Mejtoft et al., 2019 Captivating UX design Enhanced
decision-making

Effective UX design nudged users towards
choosing the plug over the socket by

captivating them and facilitating swift
decisions. Inadequate UX caused confusion.

[15] Wang et al., 2013
Profile picture nudge,

timer nudge,
sentiment nudge

Impacted posting
behaviour, made users

stop and think

Nudges changed posting behaviour. Profile
picture nudge affected privacy and content.

Timer nudge influenced timing and frequency.
Sentiment nudge prompted post review.
Some found it less helpful, others saw

benefits. Technical issues mentioned, but
reminders appreciated.
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Table 3. Cont.

Source Author/s Nudging Technique User Experience
Outcome Description

[16] Esposito et al., 2017

Emotive warning
messages; placing

incompatibility
information

Effective in reducing the
purchase of incompatible

goods

Emotive warnings and incompatibility info on
checkout page reduced purchase of incompatible
goods. Older participants were more likely to buy
conflicting interests. Nudges interacted with age,
affecting impact. Nudges as effective policy tool,

confirming the generational gap in online
behaviour and moderating

socio-demographic variables.

[17] Katner et al., 2019
Concepts from

behavioural economics
(BE) and nudging

Enhanced engagement
with m-banking

applications

The study used behavioural economics and
nudging to promote engagement with m-banking
apps. Insights and features were generated from
discussions with marketing students. A survey

showed benefits of intuitive interfaces and
behavioural insights in app design.

Nudging, employing environmental adjustments to influence behaviour without
restricting choices [18], can yield unintended consequences [19]. While nudges aim to
foster healthier choices and societal benefits, challenges in implementation and unexpected
outcomes persist [20]. The impact varies across individuals and subgroups, with some ex-
periencing adverse effects on behaviour and welfare [21]. Recognising this, understanding
distributional effects becomes crucial for informed, personalised policymaking [21]. To
optimise social welfare and ensure distributive justice, targeted, personalised nudging may
be imperative [22].

4. Conclusions

Nudging is a powerful technique for influencing user behaviour and decision-making
in the digital realm. Digital nudging uses behavioural economics and modern digital
technology to transform user experiences on digital platforms. Well-designed nudges
can increase user engagement, evoke desired behaviours, and improve decision-making
processes. Nudging has also proven itself in the shopping environment, where it can
increase acceptance of nudge products in the shopping cart. However, there are also ethical
considerations when using nudging techniques. Politicians, designers, and scientists are
confronted with these frontal challenges. Various digital boost tactics, including emergency
boost, scatter boost, defaults, and social information, have been identified. Each strat-
egy has potential and problems for influencing user behaviour in digital situations. The
push can be used to improve the online grocery system, charity functions on e-commerce
platforms, presentation skills in educational institutions, and decision-making processes.
Further quantitative assessments of hibernation, especially in the digital context, are needed.
Future research should also focus on personalised nudging approaches and digital-specific
issues. Nudging has become a significant driver of user activity on digital platforms as
it enhances the user experience while maintaining individuality. The research findings
presented in this paper highlight the strong impact of nudging techniques on user be-
haviour and decision-making in digital and commercial settings. These studies imply that
well-designed nudges can suggestively influence user choices, from increasing sales and
boosting engagement to enhancing user trust and improving decision-making processes.
The practical suggestions of these findings extend to both academia and the real world,
offering valuable insights for businesses, policymakers, and designers seeking to optimise
user experiences, drive conversions, and shape behaviour in an increasingly digital and
competitive domain. These findings highlight the potential of nudging as a powerful tool
for achieving desired outcomes and fostering positive user interactions across various
domains. By carefully considering ethical issues and implementing tailored approaches,
digital media can leverage the momentum to improve user interactions, benefit both users
and providers, deliver more engaging digital experiences, and be meaningful to all users.
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5. Ethical Considerations

The ethical considerations in this comprehensive paper revolve primarily around
responsible access to and use of data rather than data collection. The lack of direct data
collection eliminates concerns about user consent and data privacy.
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