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Nudge vs Nudging

“Any aspect of choice architecture that
alters people’s behavior without restricting
any options or significantly changing their
economic incentives.” Thaler and Sunstein, 2008

Richard H. Thaler
Cass R. Sunstein

Nudge
Lap

Improving Decisions
About Health, Wealth,
and Happiness

J<NCCOR

Nudge: “Any attempt to influence people’s judgment,
choices or behaviors in a predictable way by using
cognitive boundaries, biases, routines and habits.”

Nudging: “Systematic and evidence-based
development and implementation of nudges to create
behavior change.”

, I
@, §\ i /5//.{
Green > Nudges

...are interventions, big or small,
that aim to influence behaviour to
make people act more sustainable.

=

green-nudges.com
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Behavioral Scientist View

* Nudge theor¥1i5_ rooted in behavioral economics, consumeréasychology and philosophy of preserving a person’s
free I q(.m of CI.{_)IC? (/It))eﬁar/an paternalism) without the need for government interventions (i.e., legislation,
regulation, or litigation).

« Choice (relational) vs. Agency (directional) align with our values, beliefs, interests, and identity.

* Nudges alter choice architecture in microenvironments to influence people’s judgment, choice or behavior in
predictable wa){)s because of cognitive biases, routines and habits through automatic processes (limited
consciousness) but does not exclude reflective processes.

* Nudge strategies alter the properties or placement of objects or stimuli in environments and settings to cue or change
health-related behaviors.

* Nudge strategies may influence peoples’ default choices to encourage healthy-lifestyle behaviors.

* Nudge strategies exclude pricing that research shows is a powerful marketing-mix strategy (i.e., product, price, place, and
promotion) to reduce socioeconomic inequities to reduce health risks.

* Nudge effectiveness based on three assumptions
* People will choose options that require the least amount of mental or physical effort
* People will align their behaviors with prevailing social norms
* People will identify with peer or cultural groups that reinforce specific behaviors

, a’ o Obesity-Related Policy,
e < Systems, and Environmental
pi‘ N Research in the US
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Conceptual Frameworks

Choice (relational) vs. Agency (directional)

(2) Being strategic

7

societal
systems \%

X (3) Engage my agency

Intermediary

(1) Living into my values

individuals

M institutions
/\ k

(4) Embodying my choices

I<NCCOR
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Theory of
Planned
Behaviour

P Sustainahle I
through Design for Behaviour
Change

Summary Report

Behavioral change across individual vs. context

" Christmas’
Change
Model

Social

practice
Theory
Behavioural
Wheel Model
R wapwick B
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MINDSPACE

Influcnciag Sefamour through public palicy

THE
BEHAVIOURAL
INSIGHTS Vo
TEAM AN

Nudge Unit
(2010-2024)

SAUENCE
Our attention is drawn to novel
things that seem relevant to us.

Priving
Qrar actions are often influenced
by subconscious cuss,

Derauuts
We "go with the fow” of
pre-set options.

Norms ArrecT
Wie are heavily infloenced by Our actions can be powerfully shaped
‘what athers do. by our emational associations.
INCENTIVES

CoMMITMENTS
‘We seek to be consistent with our public
promises and to reciprocate actions.

Qur responses 10 incentives are shaped by
predictable mental shortcuts, such as the
strong desine Lo avord losses,

Eco
We uct in ways that make us

fieel better about ourselves.

Messencer

We are heavily influenced by who is
communicating information.

OR

i Obesity

;:!\@\IC C
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Marteau et ol BMC Public Health  (2021)21:1531
hitpsJ//doi.org/10.1186/512889-021-11382:8
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Green > Nudges

_.are interventions, big or small,

Conceptual Frameworks ===
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-

Figure 1. Where to focus - willingness, perceived ease, and normality of green actions

We want this figure to be filled with pink, blue and yellow. Where cells are grey, we need fo explore what
broadcasters can do fo make those actions seem more normal, easy, and desirable.

Volunteer
for green
inifiative
Donate to
charity
Low .
- petitions,
Impact contact MPs

Walkor
I P
lapt home \

fransport Reduce

for greater ‘
food waste

more often

(>70%* do it now or are

willing fo in coming year) or was easy to do)

(>60%* say it would be

High
impact

Fly less
often
Eatless
meat and
dairy
Switch to
electric
vehicle

Buy sustaibable
seafood

witch to

Moderate
impact

energy
efficiency

Perceived as normal

(>50%* say most other
people already do)
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Changing Minds About Changing Behavior =

820/ of participants said  ‘Maintaining a healthy weight is a
O that they agreed that: y T o shex. . 8
person's own, individual responsibility.

The misconceptions around the

Nuffield Policy Intervention Ladder
effectiveness of obesity interve

Eliminate choice: regulate to eliminate choice entirely.
How effective the interventions are This view is reflected in the How to read this chart:
Restrict choice: regulate to restrict the options available to people. o menenten el misconceptions of obesity interventions L
(1) Eliminate/restrict choice \ .
Guide choice through disincentives: use financial or other disincentives R
to influence people to not pursue certain activities. How effective the interventions are How acceptable they are thought to be
ll attives/incaotives [y intesvention typel* {by intervention]
Guide choice through incentives: use financial and other incentives to : =
/
s ot it pogoasia. |

/ %) Refurrots to weight monogement progrommas
/4 / Averoge
f acceptability

How mah people
. here

guide people to pursue certain activities.

Guide choice through changing the default: make ‘healthier’ choices
the default option people,

5) Provide information
~  toindividuals

{loant sffective)

Enable choice: enable people to change their behaviours.

Interventions that

Provide information: inform and educate people.
assist individual oction

[ =
(]
=
f =
(1]
c
[}
et
£
[
o
2
(<]
-
i
A
/]
ot
[1°4
2
(&)

5 2007

Do nothing or simply monitor the current situation.

Government non-intervention promotes individual liberty the most over eliminating unhealthy choices.
People are unwilling to support government policies that target higher-level ladders strategies.

°
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BUILD A

HEART

Types Of N u dges TAKETHT.ESTAIRS

- Blue nudges - ,_I'rr
« Encourage diet, physical activity, and health ;

behaviors across sectors and settings

- ‘ﬁea‘ltlh

Green nudges

* Encourage environmentally sustainable
behaviors across sectors and settings

From ‘algorithmic nudging’ to virtual
cross-selling: Is ecommerce changing
the rules in grocery?

By Elaine Watson (7
9 u m OPosrAcomwm

Algorithmic or digital nudges

Al-driven technology that influences what
we buy online (i.e., groceries, meals, products)

Dark nudges

» Marketing vague or misleading information
that encourages unhealthy foods, sugary
beverages, alcohol, tobacco, and gambling

that aim to nﬂuence behawour to
make people act more sustai nable.

=

green—nudges.com

£\
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One sugar cube = 10 kcal

Q
z% IMPROVING D
\ EATING Qo!‘

Healthy Eating Nudges & -
W

BEHAVIORAL NUDGES

PRACTICAL IMPROVEMENTS
TO ENSURE THAT
THE HEALTHIEST CHOICE

DO| NG 1S ALSO THE EASIEST.
NUDGES
FEELING 32
NUDGES
THINKING 20
NUDGES
17
13
9
5 7
#7 #6 #5 #4 #3 #2 #1 COGNITIVE NUDGES
Descriptive Visibility Evaluative Healthy Pleasure Convenience Size DEVICES THAT FROVIDE INFORMATION
labeling  enhancements  labeling  eatingcalls  appeals enhancement enhancements y oo

Mmbo Facts

s::z_.ﬂ
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®
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MARKETING SCIENCE
Vol 39, No. 3, May-June 2020, pp. 465436
1SSM 0722:2339 (peint), ISSN 1526548 (oaling)

® &7 WA 3

I S| o R
O BEETS = e
© BEETS,

informs.

heepipudsonine Informs. org oumatimkee

Which Healthy Eating Nudges Work Best? A Meta-Analysis of
Field Experiments

Romain Cadario,” Pierre Chandon®

*ESEG School of Managensent (LEM-CNRS UMR 9221), 92044 Paris La Défense, France; *INSEAD, 7730 Fontainebleau, France
Contact: r.cadariofiteses.fr, () hitps: //orcid ong/0000-0002-3676-9906 (RC); plerre.chandonfiinsead odu (FC)

J<NCCOR

National C Obesity

HACKS
HABITS

A BEHAVIORAL RESEARCH STUDY TO BOLSTER
FRUIT & VEGETABLE CONSUMPTION

INSIGHTS REPORT

PBH

FOUNDATION

PRODUCE FOR

BETTER HEALTH
FOUNDATION

Lower Impact,
Give Less Emphasis

espagacom

Higher Impact,
Give More Emphasis

OLPUS

I have a

pia

fru«tsandveggles org

What People KNOW
Fact and Skills

What People FEEL
Desires and Emotions

What People DO
Routines, Plans, Impulses,
Trial and Conversations
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Fig 1| Availabdity interventions. Burger and salad images are used to represent any option of less healthy or healthier foods, respectively.

9
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Symposium four: Protein sources: impact on environment and sustainability.
A nudge in the right direction: the role of food choice architecture in changing populations’ diets.
H. Ensaff, Nutritional Sciences and Epidemiology, School of Food Science and Nutrition, University of Leeds, Leeds LS2 9JT, UK




Strategies to Address

Unhealthy Food and Beverage Marketing to Children A

4

A
>
=

x.

e d

@ SCHOOL -
BB

OP M
MARKET

— g .!m

SRR EAT FRESH! N\ %
EAT HEALTHY!

Retail Environment Childcare & Schools Government Property Community-Wide

Healthy zoning ti Improving the food environment in childcare Nutrition standards for government ‘O Improving the outdoor advertising environment
and schools procurement and vending

Improving the in-store marketing environment
[‘) Nutrition standards for government Reducing unhealthy marketing on government ‘€

procurement and vending property and public transit D

Reducing unhealthy advertising in
broadcast media
Improving the in-restaurant marketing

environment Reducing unhealthy marketing in digital media

Adopting a policy to guide government

Taxation and tax incentives sponsorship Improving the print media advertising

environment

’) ChangeLab




Voluntary Marketing Mix and Nudge Strategies

Healthy Meals for Kids <13 years
to Promote Healthy Restaurants

Wﬁter, Milk Now the Default Drinks on
Kid’s Menus in California

-

2 Profile 3 Portion 4 Pricing

Use fresh and healthy ingredients to Reduce and standardize meal portion sizes Use pricing strategies to increase sales and
ensure that 50% or more of meals meet to meet recommended nutrient targets* revenue for healthy choices that meet
recommended nutrient targets? recommended nutrient targets?
Chicken Mao &
Nuggets  Frisd Fish Hamburger Cheese = Healthy Menu
Kids L = Half portions are half price every day!
550 calories/ - A—
ag ad meal e L —
|§6/33 /2 portion) $8/5441/2 portien)
Kale Cacsar
e, Livewell
! = Moditorrasean oy
= = L) National Restaurant Association
; N 4 * - | $8/3411/2 portion)
- [ Torkey Bacon Avocade T8
mcu»m eam ‘vaan smn; Teens C Adults Spicy Chicken \
800 caloriss/meal 80 oalories/meal imnsod

S Promotion 6 Picks 7 Priming or Prompting

Use responsible marketing practices to Establish healthy default choices for side Offer menu labeling and contextual infoto
promote healthy food and beverage products dishes and beveragdes for all bundled meals help customers make healthy choices>
that meet recommended nutrient fargets: sold to children, teens and parents

SERVING UP PLANTS
BY DEFAULT

“coolfood
L o g ™
NVYC -

QDesign Food Policy
1 Quick-service, fast-casual and full-service chain restaurants and non-chain restaurants.

Menu

(A ‘s
?:eg(a\s

RWE iy Meal L2r0e Soda mm‘l.mu

388 1o iG

THE MENUS THE MENUS OF CHANGE
UNIVERSITY RESEARCH COLLABORATIVE

GBD

GREENER BY DEFAULT

The Planetary

: Recommended nutrient targets: calories (< 600 calories/meal for children and < 700 calories/meal for teens and adults); fat (< 35% calories), saturated fat (< 10% calories), Health Plate
added sugars (s 35% calories) and sodium (= 210 mg-450 mgimeal item).

3 For children: 1,200 to 1,400 calories a day is used for general nutrition advice for ages 4 to 8 years and 1,400 to 2,000 calories a day for ages 9 to 13 years, but calorie needs vary.

For adults: 2,000 calories a day is used for general nutrition advice, but calorie needs vary.

Upon customer’s request, restaurants must provide written nutrition information for total calories, fat, saturated fat, trans fat, cholesterol, sadium, protein, carbohydrates, fiber, and added sugars. Fruits and vegetables
m pedediqmg " Nonstarchy vegeabiee

for the R Ind Yy
Assesscd by a Voluntary Marketing-Mix and
Choice-Architecture Framework That Offers
Strategies to Nudge American Customers toward
Healthy Food Environments, 2006-2017

ah Misyak ? and Elens Seerano |

Added sugars plant oils



Portion Distortion

20YEARS AGO TODAY DIFFERENCE

o S= 257
- MORE

333 Calories 590 Calories CALORIES

Lifting weights for 1 HOUR AND 30 MINUTES burns
approvimately 257 calories®  “Based an 3 pound person

LU

500 Calories 850 Calories CALORIES

Playing go¥f {while walking and carrying your clubs) for 1 HOUR
burns approximately 350 calories® *Based an 160paund persan

525
MORE

500 Calories 1,025 Calories CALORIES
Housecleaning for 2 HOURS AND 35 MINUTES burns

20YEARS AGO TODAY DIFFERENCE

. i 165
MORE

85 Calories 250 Calories ~ CALORIES
Working in the garden 35 MINUTES burns approximately
165 calories® “Sosed an 160pound perscn

2?9

210 Calories 500 Calories ~ CALORIES
Vacuuming for 1 HOUR AND 30 MINUTES mm

approximately 200 calories® *Based an 1305

360
MORE

270 Calories 630 Calories CALORIES
Doing water aerobics for 1 HOUR AND |5 MINUTES

Apply the | + PSE Framework for Action to Establish Healthy
Portion Size Norms to Help Americans Achieve a Healthy Weight

I + PSE Framework Build Resiliency Factors

approximately 525 calories® “Sased on 13¢paund person burns approximately 360 calories® “Bosed co 160 pound per

Portion distortion vulnerabilities in U.S. eating environments
linked to diet-related health risks

Portion Distortion
The perceived social norm that larger portion sizes arv appvoprhle to consume at a single eating occasion.

19808 1900s 2010s @ 20208

p=-1

& ¢ & & B i
— A - W

320 calories 8oz 200 calories 850 calories 36 oz 1200 calories

Vulnerability Factors
* Biological and learned dietary preferences * K ge, skills and
@ 9 & P

. Exlemll marketing cues

z 0

N p -
* Learned behaviors
A 4 (frequent and fast eating rate,
: and large bite size)

Assess determinants of health * Establish new dietary preferences * Demographic & psychographlc profile
(i.e., social, commercial and political) - -, $9Q 2.)@

> WL
3 i

¢ Change external marketing cues

™~ Y
* Knowledge, skills and motivation

) sa; @ ?i »

&‘AA 'd /\/ ~ * Learn new behaviors

\H/ \" (slower eating rate, smaller bite size)
Evaluate impacts = 2

(i.e., individual, practice, program, 8 )

organization, policy and population) X

Formulate and implement strategies

* Demographic and psychograp| i i
§0 3¢ * Socioeconomic and health status
) 2 )
i@ G2 [
Portion Size and Food Matrix Effects (triple trouble)
Large portion size > Energy content (kilocalories or kilojoules) x More rapid and more
fgmoroz) = More hyperpalatable, enérgy-dense foods frequent eating
@ - and sugary beverages as the default choice Altered food matrix
> , [ODA E (low fiber and satiety)
5~ — w = Excessive Energy Intake

Establish Healthy Portion Slze Norms

Reduce portion size X, Balance energy intake with nutrient-dense foods XX Eat slowly and
(gm or oz) (kilocalories or kilojoules) less frequently

Choose less hyperpalatable and more nutrient-dense foods intaict food matrix
and drink water with meals as the healthy default (high fiber & satiety)

= Reduce Energy Intake

Increase Diet-Related Health Risks l

obesity, type 2 diabetes, heart diseases and cancer

2NCCOR

National Collaborative on Childhood Obesity Research

ol

Decrease Diet-Related Health Risks
obesity, type 2 diabetes, heart diseases and cancer

Seveiopmentslh
BNutrition
Journal Romepage: www jourmals slsevier comicurment developments in nutrition
Perspectives
Needed to blish Ithy Portion Size
Norms That Dlsmcemwlze Hyperpalamblc Energy-Dense Foods and
Sugary ges in Food Linked to Obesity and

Diet-Related Chronic Di in the United States

Obesity-Related Policy,
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Vivica 1. Kraak *®, Brenda M. Davy @



A Typology of U.S. Media Campaigns Used to Promote or Discourage
Sugary Beverages and Encourage Water to Americans

1® 20 3@ 4@ 5@ @

Corporate advertising, Corporate social respon- = Social marketing Public information, Media advocacy or Political or public policy
marketing or entertain- sibility, public relations campaigns (19705-2020) awareness, educationor  countermarketing campaigns (2012-2018)
ment campaigns or cause marketing . health promotion campaigns (2007-2015)
(1886-2021) campaigns (2007-2021) o muv\ 5 campalgns (1996 2020) 2 SKIP THE SUGAR
BEMORMEL. 4 BEW EAU — - ) CHOOSE WATER
& BE HYURATED 2 % INEED 1P AN AP SRS VR

= Pt}

m-um m n good

——
MILLIONS IN NEW TAXES

e wowenay - Adapted from: Kraak VI, Consavage Stanley K. A systematic scoping review of media campaigns to develop a tyg Noq) 10 en\uazn their (01 ective unpa ton p omoting
R healthy hydration behaviors and reducing sugary beverage health risks. Int J Environ Res Public Health. 2021;18:1040. ’| [ J0/Tjer

The trademarked images used in this figure are intended for educational purposes only. Their use is allowed for non-commercial pusposes through the US Cepyright Office’s Fair Use Law (htps/Awww.copyright.gov/fair-use/more-infohtml) that peotects free speech over trademark infringement

2NCCOR

National Coll ildhood Obesity

Frequency of Persuasive and Rational Appeals Used in 280 Media Campaigns to Pr or Di age
Sugary Beverages and Promote Water Across the Six Categories of the Media Campaign Typology

Corporate advertising,
@ marithig & anbirtitmant

campalgns (n=184)

public relations or cause
marketing campaigns (n=16)

Social marketing campaigns
(n*20)

(3 Public Information, awareness,
& ‘education or health promotion
campatgns (ne27)

Media advocacy or
“ countermarketing campaigns
(n*10)

VA

[ 10 20 30 40 77 140 150
Total number of campaigns
Rational Appeal Emotional Appeal
Positive Negative Coactive

r International Journal of
Environmental Research
and Public Health

Article

A Content Analysis of Persuasive Appeals Used in Media
Campaigns to Encourage and Discourage Sugary Beverages

and Water in the United States

Vivica L Kraak 1, Adrienne Holz *, Chelsea L. Woods >, Ann R. Whitlow > and Nicole Leary 100

OLPUS
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WESTERN

. DIETARY
Sl PATTERN

Promoted a
‘Western diet

-dh.

s Corporate social responsibility,
- public relations, cause

2 . ~= marketing, or corporate

° sustainability campaigns
Promoted a
sustainable diet

Social marketing G‘l?‘&t:' 'M‘.:a.,—

campaigns and Good for the Planet

The Planetary Y. La /wm:ﬁ:&

Health Plate sare
vegetables
Dai -
Media advocacy or social . M EAT STI N KS - 4;25{ 3 An::nai

protein

Fruits and vegetables
Non-starchy vegetables

= Lol GO VEGAN. | ===

No clothespin required. PCTA <>

Plant
protein

k Unsaturated

Added sugars plant oils

Consavage Stanley et al. Exploring the landscape of media Obesity-Related Policy,
/; N‘ < O R campaigns used to encourage or discourage sustainable diet O l 'S Systems, and Environmental
\ L transitions for Americans, 1917-2023 (under review). 2024. Research in the US

Political or public policy
campaigns

\IOIH‘
CHICK
i PEAS!

whale grain




Conclusion

Choice architecture nudges are most effective when:
* Behaviors require small and subconscious changes
» Behaviors are frequent and habitual for targeted populations
» Behaviors are perceived to be positive (not negative or neutral)
+ Use pricing strategies (marketing-mix) and policies (taxes and subsidies)

- Behaviors are socially normalized, incentivized and reinforced by I-PSE change strategies, at scale,
across settings and sectors and persuasive messages reinforce healthy and sustainable diet and
activity choices.

Choice architecture nudges are least effective when:
« Behaviors require complex multi-step decision-making
« Target a long-standing habit or perceived to be negative
+ Require significant effort or expense (time, money or resources)
- Behaviors are NOT socially normalized, incentivized and reinforced by I-PSE change strategies, at
scale, and persuasive messages compete with healthy and sustainable diet and activity decisions.
* Future research

« Combine PSE change strategies and evaluate for feasibility, acceptability and effectiveness for targeted
populations in real-life settings, scaled up and sustained as the social norm.

Obesity-Related Policy,
Systems, and Environmental
ﬁ \\ Research in the US
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Choice Architecture Conceptual Frameworks
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