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1. Introduction  
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Factors influencing the behavior of the target group Authors  

Setting a calorie goal before shopping Mohr et al. (2019) 

Providing instruction at the time of food 

consumption 

Muñoz-Vilches et al. (2018) 

Exposure to informal placemats in a restaurant Anzman-Frasca et al. (2018) 

Improving the attractiveness of images 

accompanying healthy recipes  

Starke. et al. (2021) 

Using contrasting colors  Wan et al. (2021) 

Package coloring  Tijssen et al. (2017); Reinoso-Carvalho et al. 

(2021) 

Calorie-labeling messages  Policastro et al. (2017) 

Using text messages  Grutzmacher et al. (2018) 

Making claims of benefits to psychological health  Sogari et al. (2019) 

Environmentally friendly choices (consumers are 

willing to pay more for such goods)  

Grebitus et al. (2020) 

Food labeling contributes to healthy eating habits.  Montagni et al. (2020); Benson et al. (2018); 
Cerezo-Prieto and Frutos-Esteban, (2021) 

Auditory impressions  Peng-Li et al. (2020) 

Visual impressions from prompts at the point of 

purchase  

Allan and Powell (2020) 

Food imagery directed at the senses  Lange et al. (2020) 

Improved food presentation, availability of target 

foods, and modifying the environment where food is 

consumed  

Walker et al. (2019); McAlister et al. (2020); 

Erjavec et al. (2020); Carroll et al. (2018) 

The timing of the presentation of a food  Tonkin et al. (2019) 

Creating a vegetarian “dish of the day”  Saulais et al. (2019) 

The influence of positioning  Keegan et al. (2019); Van Gestel et al. (2017); 

Mikkelsen et al. (2021); Vandenbroele et al. (2019) 

Proximity  Ghoniem et al. (2020); Knowles et al. (2019); Van 
Kleef et al. (2020); Immink et al. (2021) 

Size nudges  Robinson and Kersbergen, (2018); Garnett et al. 

(2019); Coucke et al. (2019); Petit et al. (2018); 

Venema et al. (2020) 

Decoy effect  Van den Enden and Geyskens, (2021) 

Defaults  Van Kleef et al. (2018); Bergeron et al. (2019); 

Marques et al. (2020); Dalrymple.et al. (2020); 

Holligan et al. (2019); Coffino et al. (2020); 

Hansen et al. (2021) 

Framing  Benito-Ostolaza et al. (2021); Krpan and Houtsma, 
(2020); Britwum and Yiannaka, (2019) 

Monetary nudges  Nagatomo et al. (2019); Zeballos et al. (2020) 

Salience effect  Fennis et al. (2020); Ozturk et al. (2020); 

Thunström et al. (2018) 

Social norms  Gonçalves et al. (2021); Huitink et al. (2020); 

Hogreve et al. (2020); Morren et al. (2021); 

Hawkins et al. (2021); Ewert (2017) 

Multi-component nudges Combining changes towards choice architecture, 

pledges to maintain healthy lifestyles, and material 

incentives (Samek, 2019); combining priming and 
social norms (Vermote et al., 2020);  

Combining physical cues and social norms 

(Raghoebar et al., 2019); employment of 

positioning and labeling nudges (Marcano-Olivier et 

al., 2019); using decorations, creative names for 

dishes, and taste tests (Hamdi et al., 2020); 
product placement and sensory and cognitive 

nudges (Mistura, 2019)  
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2. Theoretical-conceptual framework and methodology 
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3. Data and data collection procedure 
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Socio-demographic characteristics   N Share in % 

Sex Male 303 66.4 

Female 153 33.6 

Age 26-40 41 9.0 

41-60 370 81.1 

61 and more 45 9.9 

Highest Education  High school without a school-

leaving examination 
10 2.2 

High school with a school-leaving 

examination 
92 20.2 

college or university  354 77.6 

Economic Activity Employee 434 95.2 

Self-employed 22 4.8 

Total    100 
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4. Methods 
 

 

 

5. Results  
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Shopping trolleys with an inlay promoting the purchase of fruit and vegetables 

in supermarkets non-digital nudge 1.27 

Healthy foods are placed near the checkout non-digital nudge 1.34 

Better availability of healthy food in supermarkets non-digital nudge 1.34 

Placing healthier products at eye level in the supermarket non-digital nudge 1.36 

Cash discounts when buying healthy products non-digital nudge 1.37 

Improved presentation of healthy food in restaurants and canteens non-digital nudge 1.38 

Placing healthier drinks at eye level in the supermarket non-digital nudge 1.39 

Canteen and restaurant decorations promoting healthy eating non-digital nudge 1.4 

Visible calorie labels on food packaging non-digital nudge 1.42 

Increasing the availability of healthier products in school and factory canteens non-digital nudge 1.47 

Educational campaigns to combat obesity and overeating non-digital nudge 1.49 

Automatic addition of vegetable side dishes to the existing menu non-digital nudge 1.49 

Advertising promoting local food non-digital nudge 1.58 

Negatively communicated information about healthy eating through text 

messages and email communication digital nudges 1.59 

Relocating healthier foods in supermarkets closer to shoppers and unhealthy 

items further away non-digital nudge 1.66 

Creating a sense of abundance for healthy products (e.g., ‘pay CZK 150 and get 
all healthy food and drinks for free’) non-digital nudge 1.7 

Advertising to discourage overeating non-digital nudge 1.72 

Offering a healthy substitute alongside the meat product in schools and public 

canteens non-digital nudge 1.73 

Supermarket checkout areas are exclusively without sweets non-digital nudge 1.81 

Placing healthier options at the beginning of the menu non-digital nudge 1.81 

Vegetarian food in restaurants presented as “meal of the day” non-digital nudge 1.85 

Nutritional traffic lights on menus for individual dishes non-digital nudge 1.85 

Use of telemedicine to combat obesity (e.g., regular weekly medical 
consultations with an obesitologist/diabetologist via phone calls, text messages, 

email communication) digital nudge 1.93 

Creative names for healthy food (e.g., veggie burger, meatless tartare) non-digital nudge 1.95 

Presenting less attractive food alongside more attractive, healthy food non-digital nudge 1.98 

Positively communicated information on healthy eating through text messages 

and email communication digital nudge 2.05 

Meat-free days in school and public canteens non-digital nudge 2.15 

Offering a meat substitute alongside a similar meat product in supermarkets non-digital nudge 2.22 

Inducing shortages of healthy products (e.g., ‘limited availability’ or ‘while 

stocks last’) non-digital nudge 2.33 

Pledging doctors to reduce calorie intake non-digital nudge 2.54 

Setting a calorie goal before online grocery shopping digital nudge 2.78 

Text messages reminding people to eat healthily digital nudge 2.91 

Reduced portion sizes of meals in school and public canteens as a default non-digital nudge 3.31 

Mean 
 1.82 



 

62 

 

  2
6
-4

0
 

4
1
-6

0
 

6
1
 a

n
d
 m

o
re

 

H
ig

h
 s

c
h
o
o
l 

w
it
h
o
u
t 

a
 

s
c
h
o
o
l-

le
a
v
in

g
 

e
x
a
m

in
a
ti
o
n
 

H
ig

h
 s

c
h
o
o
l 

w
it
h
 a

 s
c
h
o
o
l-

le
a
v
in

g
 

e
x
a
m

in
a
ti
o
n
 

C
o
ll
e
g
e
 o

r 

u
n
iv

e
rs

it
y
 

E
m

p
lo

y
e
e
 

S
e
lf
-e

m
p
lo

y
e
d
 

 
Shopping trolleys with an inlay 

promoting the purchase of 

fruit and vegetables in 

supermarkets 

1.51 1.21 1.62 1.10 1.17 1.31 1.29 1.00 

 
Healthy foods placed near the 

checkout 
1.02 1.33 1.69 1.10 1.04 1.42 1.34 1.36 

 
Better availability of healthy 

food in supermarkets 
1.54 1.30 1.49 1.10 1.22 1.38 1.36 1.00 

 
Visible calorie labels on food 

packaging 
1.00 1.41 1.87 1.20 1.16 1.49 1.44 1.00 

 
Improved presentation of 

healthy food in restaurants 

and canteens 

1.54 1.33 1.67 1.10 1.27 1.42 1.40 1.00 

 
Canteen and restaurant 

decorations promoting healthy 

eating 

1.54 1.35 1.69 1.10 1.22 1.46 1.42 1.00 

 
Placing healthier products at 

eye level in the supermarket 
1.37 1.32 1.67 1.10 1.10 1.44 1.35 1.64 

 
Increasing the availability of 

healthier products in school 
and factory canteens 

1.02 1.49 1.71 2.00 1.04 1.57 1.50 1.00 

 
Placing healthier drinks at eye 

level in the supermarket 
1.88 1.30 1.67 1.10 1.22 1.44 1.38 1.64 

 
Educational campaigns to 
combat obesity and overeating 

1.02 1.48 2.00 2.10 1.04 1.59 1.51 1.00 
 

Advertising promoting local 

food 
1.05 1.61 1.82 2.00 1.09 1.70 1.61 1.00 

 
Automatic addition of 

vegetable side dishes to the 

existing menu 

1.56 1.46 1.60 2.00 2.13 1.31 1.51 1.00 

 
Cash discounts when buying 
healthy products 

2.02 1.27 1.62 1.10 1.13 1.44 1.28 3.27 
 

Advertising to discourage 
overeating 

1.05 1.74 2.22 2.10 1.61 1.74 1.76 1.00 
 

Nutritional traffic lights on 

menus for individual dishes 

1.41 1.89 1.91 1.10 1.67 1.92 1.86 1.64 

 
Negatively communicated 

information about healthy 

eating through text messages 

and email communication 

1.02 1.61 1.91 2.90 1.41 1.59 1.60 1.02 
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Relocating healthier foods in 
supermarkets closer to 

shoppers and unhealthy items 

further away 

2.24 1.61 1.56 1.10 1.32 1.77 1.63 2.24 

 
Use of telemedicine to combat 

obesity (e.g., regular weekly 

medical consultations with an 

obesitologist/diabetologist via 

phone calls, text messages, 

email communication) 

1.54 1.96 2.04 1.10 1.53 2.06 1.94 1.54 

 
Supermarket checkout areas 

exclusively without sweets 
1.56 1.78 2.24 2.10 1.76 1.81 1.85 1.56 

 
Placing healthier options at the 

beginning of the menu 
1.39 1.81 2.20 2.10 1.52 1.88 1.82 1.39 

 
Offering a healthy substitute 

alongside the meat product in 

school and public canteens 

1.39 1.73 2.04 2.90 1.16 1.84 1.73 1.39 

 
Creating a sense of abundance 
for healthy products (e.g., ‘pay 

CZK 150 and get all healthy 

food and drinks for free’) 

1.54 1.68 1.96 2.90 1.70 1.66 1.70 1.54 

 
Vegetarian food in restaurants 

presented as “meal of the day” 
1.39 1.79 2.69 3.00 1.26 1.97 1.86 1.39 

 
Presenting less attractive food 

alongside more attractive 

healthy food 

1.88 1.94 2.42 2.10 1.64 2.06 1.96 1.88 

 
Meat-free days in school and 

public canteens 
1.10 2.19 2.78 3.00 2.18 2.12 2.21 1.10 

 
Positively communicated 

information on healthy eating 

through text messages and 

email communication 

2.07 2.02 2.29 2.10 1.32 2.24 1.97 3.64 

 
Creative names for healthy 
food (e.g. vegeburger, 

meatless tartare) 

1.88 1.90 2.47 3.90 1.65 1.97 1.95 2.00 

 
Offering a meat substitute 

alongside a similar meat 

product in supermarkets 

1.95 2.22 2.49 3.90 1.87 2.27 2.25 1.64 

 
Making a pledge to doctors to 

reduce calorie intake 
1.95 2.58 2.78 2.20 2.35 2.60 2.57 2.00 

 
inducing shortages of healthy 

products (e.g., ‘limited 

availability’ or ‘while stocks 

last’) 

2.24 2.29 2.76 3.00 1.82 2.45 2.30 3.00 

 
Setting a calorie goal before 

online grocery shopping 
3.17 2.69 3.20 2.20 2.62 2.84 2.76 3.27 

 
Text messages reminding 
people to eat healthily 

3.15 2.86 3.11 2.20 3.18 2.86 2.89 3.27 
 

Reduced portion sizes of meals 
in school and public canteens 

as a default 

3.37 3.27 3.58 4.00 3.52 3.23 3.34 2.64 
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 all 

significant 

difference 

between 

groups digital 

significant 

difference 

between 

groups non-digital 

significant 

difference 

between 

groups 

Male 1.89 0.00 2.29 0.22 1.82 0.00 

Female 1.70 2.18 1.61 

24-40 1.68 0.00 2.19 0.00 1.59 0.00 

41-60 1.80 2.23 1.72 

61 and more 2.14 2.51 2.08 

High school 

without a 

school-leaving 

examination 

2.06 0.00 2.10 0.00 2.05 0.00 

High school 

with a school-

leaving 

examination 

1.60 2.01 1.53 

College or 

university 

1.87 2.32 1.79 

Employee 1.83 

0.26 

2.23 0.00 1.76 0.00 

Self-employed 1.74 2.65 1.57 

Total 1.82 - 2.25 - 1.75 - 

 

 

6. Discussion 
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Promoting Non-Digital 
Nudges 

Use visually enhanced shopping trolleys and sensory cues to 
highlight fruits and vegetables. 

Educational and 
Informational Interventions 

 

Implement clear calorie labeling and health benefit messages to 
inform consumers. 

Environmental Adjustments 

 

Improve food positioning and set healthy defaults in schools and 

workplaces. 

Encourage Sustainable and 

Ethical Choices: 

 

Encourage environmentally friendly products and promote plant-

based meals. 

Community and Social 

Norms 

 

Use social campaigns and peer groups to foster collective healthy 

behaviors.  

Avoid Unacceptable Nudges 

 

Steer clear of reminders and pledges; adjust portion sizes subtly 

without negative perceptions. 

Socioeconomic 

Considerations 

Tailor nudges to be inclusive and ensure affordability of healthy 

options. 

Monitoring and Evaluation Regularly evaluate interventions and work with diverse 

stakeholders to enhance policy impact. 
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7. Conclusion 
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