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THINKING FAST
AND SLOW

REFLECTIVE AUTOMATIC
SYSTEM SYSTEM

(Kahneman, 2003)



THAT HELPS OUR AUTOPILOT MAKE MORE
SUSTAINABLE CHOICES?




With a lens of behavior insights,
design a “choice architecture”-
that makes it easier to choose
the right choice

(Sunstein & Thaler, 2008, Lemoine et al, 2019)
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NUDGING

With a lens of behaviour insights,
design a "choice architecture”-
that makes it easier to choose
the right choice

Not about restricting any choices

Not about price regulations

A systematik way of designing
interventions and evaluating it’s
effects that gains; the

(Sunstein & Thaler, 2008, Lemoine et al, 2019)



A GREAT POTENTIAL OF NUDGING




THE BEHAVIOR JOURNEY
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CHANGE DEFAULT
Make the choice pre-selected

O
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SHOW THE WAY
Direct attention to the choice

o—

CHANGE THE PLACEMENT
Move the choice closer

MAKE IT ATTRACTIVE
Elevate the senses

SHOW SOCIAL PROOF
Show what other people do
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HOW CAN WE HELP
PEOPLE TO CHOOSE







VEGETARIAN CHANGED
TO DEFAULT CHOICE

Food preferences

Lactose free
Gluten free
Vegan
Meat

Other

Vegetarian 1s the default choice




VEGETARIAN

LUNCHES




VEGETARIAN
LUNCHES

The guest’s
- just as happy!



HOW CAN WE MAKE CONSUMERS EAT
LESS MEAT AND MORE VEGETABLES?

ICA & Stockholm Resilience Centre



MINCED MEAT = HIGH | )
PURCHASE RATE -
& NEG. CLIMATE IMPACT




ADD BEANS
TO THE FRIDAY TACO




ADD CARROTS
TO THE BOLOGNESE
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BEANS IN THE
TACO SHELF
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s3sen med
sd racker

den till annu fler!

RA FOR DIN HALSA, DJUREN OCH MILJON.

A

CARROTS
NEXT TO THE MEAT
L

-




RANDOMIZED CONTROLLED TRIAL

13 Stores Nudge
(Test group)
26 Stores
ﬁﬁ’ ’ ﬁ
13 Stores No nudge

(Control group)



-923 kg + 955 kg
MINCED MEAT BEANS & CARROTS




IRIPPLE WIN

INCREASED SALES FOR
THE STORE!

BETTER HEALTH AND LOW
COST FORTHE /¢ 3
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Dryga ut kottfars-
s3sen med rot-
frukter sa racker
den till annu fler!

BRA FOR DIN HALSA, DJUREN OCH MILJON.




HOW CAN WE INCREASE SALES
OF ORGANIC PRODUCTS?

Organic Sweden, Project "Nudging Organic”
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BEHAVIOR
INSIGHT

Product is compared against

- The customer evaluates choices in
the same decision-making
environment

- Too many choices - can lead to
“choice overload"
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BEHAVIOUR
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PLACEMENT
NEXT TO APPLES
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HOW CAN WE HELP PEOPLE
EAT MORE FRUITS AND VEGETABLES?

ICAX



In Sweden, we want to eat
more fruit and vegetables

INTENTION &?sg.fnfgi:yf,’lom

ACTION

Only 2 out 10 eat the as the
recommended 500 gram per
day

(Livsmedelsverket)




BEHAVIOUR
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DEDICATED SPACE
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RANDOMIZED CONTROLLED TRIAL

Nudge
(Test group)

8Nst3res
9 i -

=

No nudge
(Control group)

6 stores










Possible explanations

_ 8 av10kunder
kdper frukt och grént ‘ Social norm too weak?

Dessa folkkara f@voriter ar bra bade
for pla netené"boken och kroppen

Lack of feedback message in the
store?

Too much communication? (Choice
overload)
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SIGNAL COLOURS
ATTRACT ATTENTIONTO
PRODUCT




Hér gdmmer sig en riktig vardagshjéilte



There is a lot of potential nudging
frozen products

Sales trend was negativ but more
negativ in (shows the importance of
control group av kontrollgrupp).

The result sustained over all weeks



RESULTS OF
EXPERIMENTS

Fruits & veggies!



HOW CAN WE HELP RESTAURANT GUEST
BUY VEGETARIAN LUNCH AT THE AMUSEMENT PARK?

Lisebergs nojespark



HOW SHOULD WE



BEHAVIOUR
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FROM *SOY BIFF
TO "SUMMER PLATE”




INCREASED SALES FOR
THE RESTAURANT

BETTER HEALTH FOR THE
GUEST

REDUCED CLIMAT IMPACT

275%
SOY BEEFS!
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Direct attention to the choice
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CHANGE THE PLACEMENT
Move the choice closer

MAKE IT ATTRACTIVE
Elevate the senses

SHOW SOCIAL PROOF
Show what other people do




UNDERSTAND MAKE IT EASY

YOUR USER

DO MORE
EXPERIMENTS



Linda Lindstrém
linda@beteendelabbet.se
0707258949
beteendelabbet.se
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