


Healthy food consumption
1. INCREASING FRUIT & VEGETABLE CONSUMPTION
 Goal 5 a day but average 3
 Deprived areas only 18% 5/day (lower demand & access)

Key insights
· F&V luxury products for rich
· Children don’t like it 
· Not for parents (lost anyway)
· Too expensive (high waste rates)

Preparation
1. Identify exchange
· Health benefits
· Feel better
· Children behave better

2. Identify barriers
· Not enough choice
· Not convenient to prepare & skills needed
· Behavioral inertia
· Uncertainty (is it really healthier than chocolate?)

3. Behavioral competition
· Crisps, chocolate & social pressure

4. Limited study due to budget limitations
· One ward in the area, one school

5. Behavioral goals
· Increase F&V consumption, wider variety, more purchase & less waste

Development & implementation (zie slides)
= Focus on S&D
· Supply
· school stall: fresh F&V, competitive P, recipe cards, money-off coupons, …
· Demand
· Educational sessions
· Taste sessions
· Brand logos
· Flyers


Evaluation
Aim
= behavioral goals (consumption, purchase, variety), + trial, confidence in cooking, awareness & usage

Findings
· Awareness very high, use of offerings very high (>90%) & statistical significant difference
· ¼ tried something new, but no evolution 
· Stall discontinued in year 10/11
· Increased # sources to buy F&V
2. TURNING CONVVENIENCE AGAINST UNHEALTHY EATING
= Part of the food overconsumption problem due to natural linkage unhealthiness & taste + convenience
· Unhealthy 
= taste intuition
· Convenience
= easier to eat, pre-packaged, pre-prepared, convenientlyl accessible
· Double advantage

! If convenience supports healthy eating: convenience against taste

 Field study in school lunch room
· One line offers only healthy food = convenient bc shorter queues
· # of items healthy food & flavoured milk went up
· Grams of unhealthy down & flavoured milk up (! Healthy grams equal)
· Proportion of total consumption: healthy up, less healthy down, flavoured milk little up

 Substitution unhealthy naar flavoured milk, diets little more healthy & improvement not displayed by all subgroups

Discussion
· More healthy but not more consumption
= more waste
· Much less unhealthy consumption
· Flavored milk
= worse than white milk! Better than regular desserts
= could serve as intermediate step 
· Attitudes probably didn’t change


3. TEMPTATION WHEN SELF-REGULATION ENDORSED ENHANCES FUTURE RESISTANCE TO SIMILAR TEMPTATIONS
Introduction
· Choice architecture limited in time
(removed, effect fades)
· Choice may not feed into consumption
· Can we directly affect taste/motivation to acquire food?
· ∆ preference requires learning

Proof of concept
· Expose to food in a context where consumers aren’t supposed to eat
· Typical connection btw seeing & eating attractive food weakened bc comply with task (preventing from eating)
· Upon seeing similar food later: less likely to eat (less)
· Measure free consumption of similar food item in context of taste test

 Does pre-consumption help consumers resist classic Mstimuli?
· Scent of tasty food
· Convenience of tasty food (broad/narrow cups with M&Ms)
· 3 levels of pre-exposure
· No food temptation
· Non-actionable food temptation (pictures)
· Actionable food temptation 
· 2 level convenience 
· High vs low

Findings
· High convenience = higher consumption
BUT actionable food temptation before, leads to fewer consumption after	
· Scent = overall higher consumption
BUT with AFT no rise


Other study
 If effect is not diet goal dependend, should also work for children
 Motivate children through phase 1 “delay of gratification”
Increasing the effect
· Shorter exposure time (would it still work after delay)
· More rewards 
· Can we boost by repetition?

Study 1
 Earning game from Monday – Thursday
 Girls lot more candy after marbles than candy after candy & overall lot more than boys

Study 2
 A matter of motivation to acquire? Experience conflict relevant?
During pre-exposure
· Hot ideation (strong conflict) (WHAT CONFLICY?)
· Cool ideation (external support: conflict is easily solved)
· No temptation

 Saliva production in beginning & after vaccination

Findings
· Girls: Hot : negative effect 
· Boys hot & cool positive effect 
· Vivid pictures (like marketing stimuli)
· With candy: not much difference (both low consumption)
· Without candy: with picture much lower consumption

Discussion
· Expose people to temptation & nudge them into not consuming
· Solve behavioral conflict (WHAT CONFLICT)?
· Way out: reduce liking for temptation at hand
· Induces subsequent lower liking & lower consumption
WHAT INDUCES THAT? the way out or what we do now?
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