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Charu  00:12 

Finally the wait is over and join us on mrigashira after practically 14 Odd months. So allow me to 

congratulate you on your book evolutionary ideas, unlocking ancient innovation to solve tomorrow's 

challenges. It's steadily climbing up the bestsellers, charts, and I see it as truly evolutionary in the times 

to come packed with ideas, solutions and insights. Thank you for joining us. 

 

Eric  00:37 

Charu, thanks so much for having me. My pleasure. Sam, you 

 

Charu  00:41 

talked about how people could possibly have read the title as revolutionary ideas when they first saw the 

cover of the book. But let me tell you the word evolutionary is what intrigued me and made me want to 

know more. So cliched as this may sound but I really am really keen to know the thought behind the title. 

Isn't evolutionary theory associated with adaptability? 

 

Eric  01:05 

Absolutely a great way and I'm pleased to start with the title because it's a hopefully encapsulates the 

idea of the of the book. And you're right, there's a there's a there's an attractiveness of evolutionary 

theory. And you're right, that it's sort of based on adaptability and survival of the fittest, and the best 

adapted to a particular context is the one that survives. And that's certainly a key part of the book, looking 

at how our brain has adapted over time. But what's sort of really interesting for me is that we can start to 

know sort of more systematically apply adapted solutions. In the book, I explore the field of biomimicry 

that borrows from evolved or adapted solutions in biology and applies them systematically to solve human 

problems. And what I seek to explore in evolutionary ideas is how we do that not in biology, but through 

psychology. And that's, and that's how we sort of can take this adapted solutions and apply them on 

purpose. 
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Charu  02:09 

I want to understand a little more about biomimicry, and how do you apply that, that psychology? 

 

Eric  02:18 

Absolutely. So to start with the field of biomimicry. As I said, it's really about looking to nature for 

inspiration to solve the challenges that around today. The philosophy is that everything around today has 

survived 3.8 billion years of research and development through nature, there's got to be something good 

in it. So we can see in in architecture and design, how nature is inspiring innovation from wind turbines 

shaped like whale fins through to air conditioning systems designed by looking at the blood flow of the 

hair, looking at painless injections or needles inspired by mosquitoes. So if the problem has been solved 

in nature, we can apply that on purpose in biology. And the same thing, I believe is true of psychological 

solutions. So over time, we've sort of adapted to find things that work. We through trial and error, success, 

blind luck, we stumbled across Winning Solutions. And in until quite recently, my argument is that many 

of these have been, they've been sort of going unnoticed. And the field of behavioral science and the 

language or codification behind behavioral science is helping us to more readily see these adapted 

solutions. Therefore, just as we can see a whale fin and turn it into a turn into a wind turbine, where you 

can see a really clever social norming device or default or commitment device and apply it on purpose in 

foreign contexts. So that's really how we can begin to bridge this world of sort of biological adaptation in 

biomimicry to psychological adaptation in in what I'm arguing in evolutionary ideas. 

 

Charu  04:08 

Now, it makes sense, because if you really look at anything go back in time, our ancestors at the 

beginning of time, they really had nothing to, you know, refer to. And they found solutions, and looking at 

things looking at the nature and they looked at solutions, understanding people, and we have a lot of 

body of work to refer to now. And I think what you're saying makes absolute sense. So in evolutionary 

ideas, you talk about how we can come up with effective solutions to some of the critical challenges we 

face today from ideas which possibly worked in the past. And so my question here is, is innovation or 

disruption as we like to call it a myth? 

 

Eric  04:50 

To go back to an element of your first question around sort of this tendency to seek the revolution. 

Shinwari, as you say sort of many people might read the book and think revolutionary ideas. We have, 

we have this sort of attractiveness to think big radical innovation. And  what we've what we find, although 

it's seductive and attractive, and there are many elements of our psychology, that that bring us towards 

this lure of revolutionary or radical innovation, it's far rarer than we think. So it's not a myth. But it's far 

rarer than then then we might, we might like to think, in the book, I explored an engineering methodology 

called trees. And some of the authors of trees, assessed over 200,000 intellectual patents and really 

identified that up to 95% of the patents that they explored. Were fundamentally looking at the same 

solution just in different categories, to actually just a small fraction of, of innovation or patents was actually 

sort of radical or moonshot innovation. So what I'm not arguing is that it's a, it's a myth. But what I what I 

propose is that it's far more efficient and effective for us to look at Evolve solutions that already exist. 

Rather than sort of sitting in a in a garage somewhere looking to conjure lightning from the end of our 

pencil. That's, that's, that's the approach here. 
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Charu  06:27 

So you talk about five fundamental challenges faced in business innovation and behavior change. And 

one of the most baffling ones, which we cannot stop talking about in the last few years is lack of trust. I 

would love to hear from you on some of the psychological solutions, which could help reinforce that trust. 

 

Eric  06:46 

Of course, I think, so you mentioned sort of the five key pillars that the we explore in the book, frames of 

contradictions. How can we? How can we reinforce trust without changing the truth? That's sort of a 

psychological conundrum? How can we aid decision making without limiting choice? How can we trigger 

action without forcing a response? How do we improve loyalty without increasing donations and increase 

experiences without changing their duration, so five key areas and, and if we, if we were to sort of double 

click, I suppose on trust, there are three patterns of Evolve solutions that we explore. So we look at the 

concept of signaling first fruit, for example. So signaling is very common in nature there, many of your 

listeners might be familiar with sort of the famed Peacock, the male peacock has this really expensive 

tail or trains this flamboyant display of feathers. That is that is sort of a cost to the male peacock. It slows 

him down, it costs a lot of resources by which to grow it. But it's a really effective signal to female 

counterparts that that it doesn't fit mail. And so the theory behind biological signaling is that the more 

costly the signal, the more trusted, trustworthy the signal can be. If it's a cheap signal that anyone can 

do it, you're in a peacock can't just walk around saying trust me, it's got to sort of put your money where 

your feathers are. And so we can think of that, that in our world of costly signaling. So how can we help 

engender trust in our customers? Well, one way might be investing or taking our costs or showing a 

sacrifice of utility that we're willing to spare, to show either that we're fit enough to survive. A financial 

downfall or, or more importantly, that we have maybe a customer's long term interests at heart. In the 

book, I referenced an example from octopus energy in the UK, as sort of a cost to add a cost to octopus, 

or a potential risk of profit to octopus, I advised customers in the UK not to change to them at that point 

in time. Because actually, it's far more thrifty to stay with their existing suppliers. At that time, that was a 

really costly signal, it costs them new customers to do the right thing by their people. And that in return 

is given trust. So signaling is the first area that we explore in many different facets. It's a wonderful space. 

Then we look at the concept of social norming. Again, many of your listeners will be sort of familiar with 

the term of social normal social proof. We're heard creatures, so tend to follow with others around us are 

doing well, we see lots of examples in literature. But when we start to look in the world around us, when 

we when we go bushwalking or hiking, it's the well worth path that shows us that must be the safe route 

or as soon as you start Bush bashing, you're more likely to fall off the cliff. So we can see sort of signals 

in nature and whether that's, as I said, it's the wall away thought of some Peters in the in the basilica in 

the Vatican. The shows this is what people do safely all the time, or it's a testimonial on an Amazon 

website, or many different examples of how social proof can engender trust. And we can see that and 

we can apply them on purpose, that and the last area that we're exploring in trust is looking at 

transparency, or operational transparency, really sort of showing the inner workings of, of a service or 

value or product. And researchers found that we can increase trust and increase perceptions of value by 

showing the work showing the effort. And that can be a Domino's Pizza tracker, who in showing you that 

I'm taking the order, it's putting in the oven, we're chopping it by delivering it just so you can see every 

stage of the journey. And but we can also see that for BMW, seeing your car being shipped from Munich, 

you're able to sort of see the process and go behind the scenes, and you're more likely to value it and 

trust it. So those are sort of three patterns have evolved solutions related to trust and have multiple 
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executions or examples or specimens in the wild that we can now see and learn from. And that's what 

we sort of aim to do in the book. 

 

Charu  11:15 

Absolutely and I know you did mention all the five challenges, but just for our listeners, I just wanted to 

just recap that, you talk about how we could creatively apply psychological solutions for triggering action, 

boosting loyalty, improving experiences, eating decision, and of course, reinforcing trusts. And I'm going 

to ask you one more question around this. So and this has to do with the problem of plastic governments, 

institutions, corporates have slaved to bring in behavior change, to discourage the use of single use 

plastic right to curb littering. And this is particularly a huge problem in India. So any evolutionary patterns 

which we could refer to trigger action? 

 

Eric  11:57 

 It's a really good question and a complex challenge, when we took a system of single use plastics and, 

and obviously, there's a system around us that that informs it. But I'll focus on maybe sort of small 

elements or thoughts that we might sort of inspire innovation there. In the, in the part of the book where 

I explored trigger reaction there, there's a sort of a general framework that we use sort of three different 

patterns of solution for each, it's by no means exhaustive. But in the book, I explore sort of pattern essay, 

that actually sort of making and breaking patterns can help us to trigger interaction, explore salient 

feedback, such as giving someone a sort of a sense of, of progress or saliency on their journey. And I'll 

go in a bit more depth on that in a moment. And finally, the concept of reactance, that we feel that if our, 

if our attitudinal freedom is taken away, we tend to sort of react against that it sparks us into interaction. 

And I suppose in with time, and with creative thought, I suppose each of those areas can help us in some 

way here. But, but if I think, on single use plastics, one element is sort of maybe salience that we can 

explore here are two fronts, one is actually more clearly identifying what is single use and what might be 

recyclable, there might be a challenge. And again, I'm diving into a really complex problem here with 

overly simplistic solutions. So I'll note that first, that when we tackle challenges like this, we obviously 

need to get amongst the context understand far more detail than I'm going to now. But what we might be 

experiencing as a concept of sort of moral licensing, we sort of assume that plastics are recyclable. So 

we give ourselves permission, we sort of say, look, it's okay, because it's plastic or plastic is recyclable, 

because we're not showing clearly the difference between recyclable plastic and, and single use plastics. 

So there's a bit of, we'll know that feeling where we throw, probably a single use thin film in the recycling 

bin, and it's just, it becomes someone else's problem. And we think we're doing the right thing because 

it's Plastic is plastic. So there might be a way in which we can use this just general salience by which to 

change each. But when we look at in the book, we explore the concept of saline feedback. So to feedback 

is really important for learning. It's important when we're learning a new language, it's important and 

learning in many fields. And particularly when there is an absence of salient feedback, it can be difficult 

for us to curve our behavior and that might be speeding. I mean, we don't really know how fast we might 

be going. So there's great research that's found having salient, sort of speed back speeding signs that 

flash up the speed and a smiley face or a frowny face. Can be can be significantly effective in slowing 

people down. We can help tell parents when to change a diaper or nappy. By having a color change. 

There's many different ways in which we can provide feedback. And I wonder if there's a way in which is 

it to add another example, that's not in the book. But I think really powerful when we're looking at smoking 

cessation, it's again, that's another thing that can be very hard to appreciate. Like if that I don't, I don't 



 - 5 - 

see my bones, I don't see my lungs, there's so many benefits that I'm not experiencing how can we 

visualize this or make it more salient and wonderful work in in, in smoking cessation apps that help to 

see actually, after a week or a month, what's actually happening to your body, even though you can't feel 

it yourself or see it yourself. But so there might be a way in which we can just create a sense of feedback 

for people every time and it could be negative feedback, every time it's used, we can help to show what 

that's adding to our oceans, what that's adding to it to our to our environment, how we can sort of see 

this build up over time, can we use interesting signals on the packaging itself to show, the cumulative 

impact of what for you is just a bottle of water or a wrapped sandwich. But on mass, it's far bigger than 

this, and we just don't see it one unit at a time. So we need to help that sort of add up and, and just as a 

speeding sign with a frowny face is more effective than just the speed alone, then there might be 

opportunities to cast some judgment or have some social policing around it to help that. But it's a really, 

really interesting problem and a critical challenge. And, and there's a world of solutions out there that I'm 

 

Eric  16:47 

convinced we can draw upon to make up to make an impact. But it might be in the least expected places, 

as I said it, we could actually learn from smoking cessation to help single use plastic use, if we understand 

that the connective tissue is more or licensing and an absence of feedback that people want to do the 

right thing. I think there are a few people that want to go around polluting our oceans or the planet for 

their children, we just need to help people see the impact of every action. 

 

Charu  17:14 

I love the use of word moral lives moral licensing, because we have a long way to go when it comes to 

that. But I think small steps and lot of people getting a lot more conscious. And certainly I mean, it's going 

to be a long haul. But yes, I think slowly, we're going to get there. And my last question, Julie, and I'm 

going to just give you an example. And maybe you know this example. I mean, not maybe we probably 

do know this example, this is before COVID-19. And Brazil is what I'm referring to, is probably known for 

its innovative tactics for solving pandemics. So the solution to Zika virus, yellow fever, dengue, all 

transmitted through mosquitoes. And you know, they were really brave enough to come up with solutions, 

which involve genetically engineering the same species of mosquitoes to prevent the spread of the virus. 

So this method was an extremely risky operation for Brazil to undertake, and one which could have costed 

the country and its citizens in a big way, if not successful. So my point to you here is that if the country's 

epidemiologists and politicians had a higher level of loss aversion, they might have never taken to this 

initiative and found this unique solution to this global problem. And unfortunately, more risk averse nations 

continue to lag in comparison. So due to the fear of risk and loss, so having worked across geographies, 

and how have you solved problems arising from this particular trait demonstrated by people that have 

loss aversion?  

 

Eric  18:45 

It's a great question and not an easy one to answer. And if we take a step up from the book, for example, 

where we focus a bit more on elements of universality, it's we know that individuals are different. We 

know context is critically important. And I have to recognize this but I somewhat pocket in the book to say 

yes, it's certainly a layer of the onion. But there's sort of also a lot that unites us that we can draw upon. 

But as we look to differences in culture on risk aversion, for example, and my colleague in the US, Chris 

Graves, who founded the Center of behavioral science in the US has done some fantastic work in 
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segmentation looking at cognitively segmenting our audience groups, and we see across within countries 

or across societies, differences in factor five personality and also cognitive traits, like the concept of 

regulatory focus that we can be sort of more prevention focused or promotion focused. So a promotion 

focused country might be or individual might be sort of more attracted to risk more entrepreneurial, more 

sort of, take a high risk to seek again, whereas a promotion for a prevention focused individual is a bit 

more about sort of safety, security and protection. We see this in individuals when we're looking at 

vaccinations. We certainly see it in groups. So I think one is understanding what segment or what style 

of audience we might have if there might be more promotional prevention focused. But your question is 

also about how can we how can might we address how might we address this? And loss aversion is a is 

a fundamental pillar of behavioral economics is an area that has been robustly demonstrated in several 

contexts. And one way of thinking about it, I don't have to hand an example of how our loss of versus 

mindset has just been countered by a specific tactic. But we do know that that always said we do know, 

if we start to think about individuals who have more high risk. Rory Sutherland, our founder often talks 

about the power of brands, for individuals who might have lower income or sort of more at risk, if just for 

some people spending $500 on a TV is isn't a big impact on their life. For others, it could be a significant 

investment. So we're more likely to gravitate towards trusted well known brands that are more likely to 

be sort of spend 600 on one that I know won't break. No, I spent a little bit more on that one, because 

actually, that, that fight, I can't afford to lose that 500. So I'll invest a little bit more to have a safer branded 

option. It's sort of built in trust and, and brand. But another way is, is maybe tapping into this fear of risk 

of loss. What are what are individuals or communities or countries standing to lose through inaction? So 

if this is if this is a way in which we view the world naturally gravitate, then then let's actually engage with 

that let's not try and sort of change the tide. Let's work with that style of thinking. And identify Well, 

actually, this is what is that risk through inaction versus, um, this is what you sort of stand to benefit. And 

as I said, I don't have a beautiful sort of case to pull off for this, but just again, different ways of dissecting 

the nature of the challenge and asking slightly different questions that we can that we can test and 

validate and scale. 

 

Charu  22:33 

Well, thank you. Thank you. It's such an honor to have you on mrigashira. Sam, I know two ways that the 

universe conspires to make evolutionary ideas a stepping stone for the society when it comes to when it 

comes to applied behavior science. Thank you so much. 

 

Eric  22:45 

It's my pleasure. Thanks so much, and thanks for listening everyone. 

 


