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abstract

EAT is a non-profit startup dedicated to 
transforming our global food system 
through sound science, impatient disruption 
and novel partnerships. 
Our global food system is failing both 
people and planet. While 800 million people 
worldwide suffer from undernutrition, one 
third of all food produce goes to waste.
Public health issues, such as overweight and 
obesity are now affecting more than tow 
billion children and adults.
Unhealthy diets have become a leading risk 
factor for disease globally and the main 
driver of epidemic chronic conditions such 
as diabetes and heart diseases; putting an 
enormous and rapidly growing burden on 
healthcare systems.1

To change a system one must first unders-
tand it holistically, by identifying all actors 
within the system, the interlinkages and 
interdependenciesamong them and the 
variety of contexts in which they co-exist.
How we grow, process, transport, consume 
and waste food significantly contributes to 
our global environmental crisis.
Thus food systems include all processes and 
infrastructure involved in feeding a popula-
tion: growing, harvesting, processing, pa-
ckaging, transporting, marketing, consump-
tion and disposal of food as well as food 
related items. It also includes the inputs and 
outputs generated at each of these steps. A 
food system is influenced by social, 



political, economic and environmental 
contexts and requires human resources that 
provide labor, research and education. 
In current discussion the focus has mainly 
been on systemic interventions around food 
production, processing and transportation.
Fossil fuels used for mechanized agriculture, 
chemical fertilizers and genetic modification 
are being discussed on a daily basis and 
change is already visible, as alternate food 
systems are growing.
Local food systems are networks of food 
production and consumption, that aim to be 
geographically and economically accessible 
and direct. Examples include community-
supported agriculture, farmers markets, 
Low-Carbon Diets and slow food move-
ments amon others.
Organic food systems are characterized by 
a reduced dependence on chemical inputs 
and increased concern for transparency 
and information. Produce is grown without 
chemical pesticides, fertilizer and hormones 
of industrial food systems.
Fair trade has emerged in global food 
systems to create a greater balance between 
the price of food and the cost of producing 
it.2

Political intervenion driven through growing 
public awareness and open discussion is 
slowly changing industrial food systems.
Change from above however, is difficult 
especially concerning the highly emotional 
associations with food and consumption 
thereof.



For that reason EAT has proposed the pla-
netary health diet, a guideline to consume 
healthy and sustainable, to bring about 
change from within.
In an experiment, I tried the propsed diet for 
seven days, with the help of a handy menu 
plan on the eat website. It seemed to me 
like a rather complicated, due to its numeric 
approach to nutritional value and food in 
general, but otherwise doable life choice.
After a week however I went back to my usu-
al eating habits, which conseqeuntly drew 
my focus on choice and decision making. 
Why did I choose not to continue the diet, 
being fully aware of its benefits. Why do we 
choose to eat a product A over an alternate 
B?
The following report is concerned with 
human decision making in general and then 
in relation to food. 
Different stimuli are identified and linked to 
our perception thereof.
Cognitive structures and processes are 
examined and connected to human biases, 
leading to a decision and following consis-
tent or inconsistent action.
Influences thereof are highlighted and fur-
ther examind to suggest possible interven-
tions.
Change, it occured can be expected neither 
from government action, nor from business 
initiatives and innovations led by ordinary 
people have limited impact. Only by con-
necting these different pathways can lasting 
food system reform be achieved.3



To disrupt everyday life and its essential 
convenience and to spark a conversation 
between political, economic and public ac-
tors, the concept of an inconvenience store 
is introduced as a symbol of our consump-
tion and the crass influences therupon.
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visual stimuli
[form, size, colour, contrast, shape, brightness, space] 

vision is the potential to perceive and respond to 
changes outside of our own body
Information in from of light enters the retina, 
excites photoreceptor cell. Sensory cell is activa-
ted and produces a receptor potential, exciting 
the cell enough for the impulse to travel along a 
track of neurons to the central nervous system. 
While traveling potential must increase to reach 
the cns. Visual information is then processed 
in the occipital lobe of the cns, specifically the 
primary visual cortex.

absolute threshold
minimum amount of sensation needed to elicit 
response from photoreceptors. 

someone holding up a single candle at a distance of 30 miles 4



tactile stimuli
[touch, hardness, stiffness, temperature]

sensory feeling
stimulus causes a large response and can cause 
neurological change in body. May lead to beha-
vioral change, depending on intensity.
It is recorded by sensory receptors on the skin, 
transported through the central nervous system 
to the post central gyrus, the location of primary 
somato-sensory area, the main sensory receotive 
area for the sense of touch.

absolute threshold
minimum amount of sensation needed to elicit 
response from touch receptors. The Value chan-
ges depending on body part being touched.

wing of a bee dropping onto our cheek from a distance of one 
centimeter 5







olfactory stimuli
[odor, scent, aroma, fragrancy, flavor]

smell allows the body to recognize chemical 
molecules in the air through inhalation. Olfactory 
organs are located on both sides of the nasal 
septum. Olfactory receptor cells are stimulated 
by the interaction of odorant-binding proteins 
with many cilia.
Odorant-binding G-protein coupled with re-
ceptors activates a chemical reaction promoting 
the opening of sodium channels, resulting in 
localized potential.

absolute threshold
minimum amount of sensation needed to elicit 
response from receptors in the nose. 

a single drop of perfume in a six-room-house (depending on 
substance) 6



gustatory stimuli
[salty, sweet, sour, bitter, umami]

taste records flavoring of food and other ma-
terials that pass across the tongue through the 
mouth.
Taste buds contain taste receptor cells, or gus-
tatory cells. Taste receptors are located around 
small structures, papillae, found on the upper 
surface of the tongue, soft palate, upper esopha-
gus, the cheek and epiglottis. These structures 
are involved in detecting five elements of taste 
perception: salty, sour, sweet, bitter and umami, 
through dissolved chemicals interacting with 
receptor cells.
The receptor cell, upon impact, release neuro-
transmitters, to afferent fibers causing action 
potential firing.

absolute threshold
minimum amount of sensation needed to elicit 
response from taste receptors. 

a single drop of a chemical (quinine sulfate) in 250 gallons of 
water 7







auditory stimuli
[sound, noise, words, tone,sonority, rythm, distance]

changes in pressure caused by sound reaching 
the external ear resonate in the eardrum, which 
articulates with the bones in the middle ear. 
These bones pass the signals into the inner ear. 
Neurons monitor information from hair cells in 
the spiral organ (receptor cells) and pass it on to 
the brain system.

absolute threshold
minimum amount of sensation needed to elicit 
response from receptor cells. 

a watch ticking in an otherwise soundless environment, 20ft away8 
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schema

cognitive structure in the form of schemata 
describes a pattern of thought or behavior, that 
organizes categories of information and the rela-
tionships among them. It can also be described as 
a mental structure of preconceived ideas, a fra-
mework representing some aspect of the world, 
or a system organizing and perceiving new ideas.
Schemata enable people to react quickly and 
effortlessly in any situation and to behave in a 
meaningful way. Only in surprising or particularly 
important situations schemata are not used, but 
rather conscious cognition is executed.
Schemate influence attention and the absorption 
of knowledge, people are more likely to notice 
things that fit into their schema, while re-inter-
preting contradictions to schemas as exceptions 
or distorting them to fit.
People use schemata to organize current 
knowledge and provide a framework for future 
understanding.

Schemata regularly used are, social schemata, 
norms, and roles, behavioral scripts, rubrics, 
stereotypes and archetypes and a preconceived 
individual world view.9

social schemata
social schemata are representations of social 
concepts and may include notions of physical 
appearance, traits, behavioral information and 
functions. They may be relatively concrete (one‘s 
fifth grade teacher) or abstract (likeable person). 



When a schema is activated, the characteristics 
of the concept are evoked spontaneously. Those 
characterisations may be entirely false in general 
and certainly many specific individuals will differ 
from that schema, but they are the characteris-
tics, the observer associates with the concept.
Social schemata comprise the expectations 
that an observer has for the characteristics and 
behavior of themselves,  other people and social 
situations. Although this varies from person to 
person, people of a shared cultural background 
often use similar schemata.
People develop schemata for individual social ro-
les and social groups (ethnic and cultural groups) 
often referred by as stereotypes.

self schema
self schema is an integrated collection of know-
ledge, beliefs, attitudes and memories about self.
They may develop personality traits, roles in re-
lationships, occupations, activities, opinions and 
other characteristics of an individual‘s definition 
of self.10

social norms
social norms are representations of acceptable 
group conduct as well as individual perceptions 
of particula group conduct. They can be viewed 
as cultural products (value, customs, tradition) 
which represent individual‘s basic knowledge of 
what others do and think they should do.
Social norms govern the behavior of the mem-
bers of a society.11 



social roles
social roles are a set of connected behaviors, 
rights obligations, beliefs and norms as concep-
tualized by people in a social situation.

social status   
- measurement of social value

social position
- individual‘s position in a given society and 
culture

characteristics
1. division of labor in society, leads to specialized 
positions/roles
2. social roles include appropriate and permitted 
forms of behavior, guided by norms
3. social roles are occupied by individuals12

behavioral scripts
behavioral scripts are sequences of expected 
behavior.
They prescribe a chronological order to the re-
lation among characteristics. Violation of scripts 
may elicit surprise and possible substitution for 
another script.
e.g. an individual dining at a restaurant. This 
script has sveral components: props, including 
tables, menu, food and money, roles including 
customer, servers, chefs, and a cashier and a 
sequence that is expected to begin with a hungry 
customer, ordering, eating, paying and end with 
the customer exiting. 



Scripts are followed through habits, practice and 
simple routine to save time and mental effort of 
deciding an appropriate behavior each time a 
situation is encountered.13 

rubrics
a rubric is a scoring guide used to evaluate the 
quality of an outcome. It is a set of criteria for 
grading assessment. Rubics usually contain 
evaluative criteria, quality definitions for these 
criteria at particular levels of achievement and a 
scoring strategy.

classic academic rubrics are for example school 
grading systems from A to F or 1 to 614

stereotypes
a stereotype is an overgeneralized belief about a 
particular category of people. It is an expectation, 
that people might have about every person of a 
particular group. The expectation can vary; it can 
be about personality, preferences or ability.
Stereotypes are shared within a particular 
culture/subculture and formed in the mind of an 
individual person. They are a form of charac-
terisation, that helps to simplify and systemize 
information. Thus information is more easily 
identified, recalled and reacted to.
Stereotypes are then used in social categorisation 
to explain and justify purpose and for intergroup 
differentiation. 15



archetypes
archetypes are the ground structure of human 
ideation and action patterns.
Archetypes correspond to the central collective 
ur-experience (primal experience) of mankind 
such as: 
female/male
birth
childhood
puberty
transfomation
adulthood
death

An archetype as such is unimaginative and un-
conscious, but it may be experienced in symbolic 
images.16

world view
a world view is a fundamental cognitive orientati-
on of an individual or a society encompassing the 
whole of the individual‘s or society‘s knowledge 
and point of view.
Natural philosophy, fundamental, existential and 
normative postulates, themes, values, emotions 
and ethics.17
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problem recognition

Problem recognition results when a consumer 
recognizes a substantial difference between 
what is perceived as the actual  product and the 
product he/she wants to purchase, which directly 
impacts the decision making of the customer in 
the buying process. It is the first step in consumer 
decision making. 
To understand problem recognition and -clas-
sification, we must first differentiate between 
external influences, such as cultural influences, 
social status, family and friends, social media, 
knowledge, motivation and personal values, and 
internal needs such as hunger, thirst or lust.
Through these influencers problems are expe-
rienced and classified as changes in desired or 
changes in actual state and further into needs 
and wants.18

Examples of problem recognition are:



natural depletion
the consumption of a resource faster than it can 
be replenished. Consumer identifies the need to 
restock something

end of life
a product breaks or ages beyond its useful 
lifespan

routine problems
a consumer buys something new from a category 
from which they regularly purchase

dissatisfaction
consumer is dissatisfied with a product or service 
lifestyle change
consumer changes habits or situation

goals
consumer is seeking improvement; health, self-
fulfillment
self-improvement, peak experience, physical or 
psychological attributes

social information
acquiring information or recommendations 
through social interaction, word of mouth

marketing message
consumer is influenced by marketing message 
such as advertisement or testimonial

fear of missing out
a pervasive apprehension that others might be 
having rewarding experiences from which one is 
absent





co
g

n
it

iv
e

 
 

p
ro

ce
ss

es



cognitive processes

cognitive processes are all processes in the brain, 
that require a higher level of processing or brain 
power.
How much is 249.99 plus 19.49 euros? And how 
did we calculate that without a calculator back 
in school? Computing and remembering - these 
are examples of activities that require cognitive 
processes.  Learning, recognizing, comparing, 
thinking, problem-solving, deciding or planning 
also require higher brain powers.19

comprehension
understanding content, not only through acknow-
ledgement, but also and above all by intellectual 
apprehension of the context in which the situa-
tion stands. Most of the time comprehension is 
only possible through interpretation frameworks. 
Interpretation frameworks are socially construc-
ted and individually appropriated structures of 
knowledge, upon which most comprehension is 
based. Interpretation frameworks are essential 
for comprehension, especially within communi-
cation.
The recipient of an information complements 
heard or read, inaccurate everyday communica-
tion with contextural information, only then the 
information can be completely comprehensible. 
We assign sensory impression and experiences 
to create a meaningful structure. Interpretation 
frames are mental representation of our world 
inside every individuals‘ mind. They shape our 
perception of environments as well as the mea-
nings and interpretations of social interaction 
and consequently our reaction upon it.20 



attention
attention is the allocation of (limited) conscious 
resources to conscious content. This can be en-
vironmental perception, individual behavior and 
action but also thoughts and feelings.
Our brain has limited process capacity, it cannot 
porcess an infinite amount of stimuli simulta-
neously. Therefor it must select and rank infor-
mation relevant for the organism, consequently 
drawing attention to stimuli identified as import-
ant, and hide those irrelevant to the organism. 
Some stimuli automatically elicit attention (loud 
noise) others attention must be forced upon. If 
an information (through stimuli) does not elicit 
attention, it will be lost within 5 seconds (sensory 
memoy).
Attention depends on certain attributes of 
objects, especially on their deviation from the 
median.21

 - size and stimulus intensity
 - movement
 - colour
 - contrast to situational environment
 - symmetry
 - position

knowledge
knowledge is a familiarity, awareness, or unders-
tanding of facts, theories, rules, information or 
skills acquired through experience or education 
by perception, discovery or learning. It can be 
practical or theoretical understanding of a sub-
ject. While Plato defined knowledge as „justified 
true belief“, modern philosophy findes this 
problematic, since current facts or realities 



come into consciousness only after being filtered 
by individual biological perception and interpre-
tation thereof. It therefor challenges a theory of 
knowledge as to whether and how the rendering 
of reality can ever be more than a hypothetical 
model.
Consequently the construction and linkage of in-
dividual facts can only be true knowledge relative 
to other facts.
Knowledge can be true or false, complete and 
incomplete.22

memory
memory is the faculty of the brain by which data 
or information is encoded, stored and retrieved 
when needed. It is the retention of information 
over time for the purpose of influencing future 
actions.
Stored memory is the result of conscious and 
unconscious learning processes. Different types 
of memory can psychologically be separated into 
two aspects: length of storage (time) and type of 
memory content.
Lengthwise the storage of information is divided 
into sensory memory, short term or working 
memory and long term memory. Long term me-
mory then differntiates between two parts again, 
declarative and procedural memory. 
Declarative memory stores consciously available 
information, for example facts and experiences 
of our individual biography (episodic memory) as 
well as common knowledge (semantic memory).  
explicit learning.
The procedural memoryy contains skills used 
automatically, without further thinking, for



example motor process (riding a bike).  implicit 
learning.23

working memory
working memory is a cognitive system with limi-
ted capacity for temporarily holding information. 
It is used synonymously with short term memory, 
but theorist differntiate, as the working memory 
allows for manipulation of stored information 
whereas short term memory only refers to short 
term storage of data. Working memory is import-
ant for guidance in decision-making processes 
and behavior.24

value judgement
judgement of rightness or wrongness of somet-
hing or someone or usefullness of something or 
someone based on comparison or other relativity.
Value judgement is based on a value system of of-
ten limited information at hand. Most commonly 
value judgement refers to an individual‘s opinion. 
Opinion is to some degree formed by ann indivi-
dual belief system and the culture to which they 
belong. Cultural meaning however derives from a 
context, and moral or ethical propositions derive 
from culturals context rather than being universal 
truths; consequently value judgement declara-
tions may be seen in one way from one value 
system, but differently from another.
Value judgement is socially constructed based 
upon rigorous evaluation and wide consensus and 
must therefor be seen in the context surrounding 
it.25  



evaluation
evaluation is the systematic determination of 
a subject‘s merit, worth and significance using cri-
teria governed by a set of standards. It is assess-
ment of aim, realisability and alternatives to help 
in decision-making. 
It is the structured interpretation and giving mea-
ning to predicted or actual impacts of proposals 
and results. Evluation approaches are based on 
common ideology; -freedom of choice, unique-
ness of individual and empirical inquiry grounded 
in objectivity and are all based on subjectivist 
ethics.26

reason
reason is the capacity of consciously making 
sense of a thing, establishing and verifying 
facts, applying logic and adapting or justifying 
practices, institutions and beliefs based on new or 
existing information. Reasoning can be divided 
into logical reasoning (forms with strict sense): 
deductive reasoning - to reson from one or more 
statements to reach logically certain conclusion
inductive reasoning - reasoning through evidence 
for the truth. This truth is probable upon the 
evidence given
abductive reasoning - starts with an observation 
then seeks to find simplest most likely expla-
nation. Yields a plausible conclusion without 
verifying it
and more informal modes of reasoning such as 
intuitive reasoning and verbal reasoning.



Reasoning is the means by which rational indi-
viduals understand sensory information from 
their environments or conceptualize abstract 
dichotomies such as cause and effect, truth and 
falsehood, good and evil. Reasoning as a part of 
executive decision-making is also closely identi-
fied with the ability to self consciously change in 
terms of goals, beliefs, attitudes, traditions and 
institutions.
Reason justifies decisions and supports explana-
tion thereof.27

These are examples and explanations of how cog-
nitive processes requiring higher levels of brain 
power function. 
When making most decisions however our brain 
tries to limit the amount of brain power needed 
in order to avoid cognitive strain. Instead we use 
cognitive sturcture prone to numerous biases to 
simplify cognitive tasks, or thinking. 
The next chapter will explain different ways of 
decision making and elicit a selection of biases 
and heuristics.





d
ec

is
io

n
 

 
 

m
ak

in
g



decisision making

Decision making is complex. 
Two families of cognitive operators, called 
System 1 (intuitive) and Sytsem 2 (analytical) 
thinking are used in decision making.
System 1 thinking is often described as a reflex 
system, which is  „intuitive“ and „experiental“ 
or „pattern recognition“, which triggers an auto-
mated mode of thinking. It is generated without 
much conscious effort and channels the available 
information through subconscious pattern re-
cognition, based on similar past situations; this is 
often described as gut feeling.
When problems are routine, and when under 
ttime constraint, System 1 kicks it. When an in-
dividual is more dependent on System1 thinking, 
the accuracy of decision making can be adversely 
affected. 
Much of System 1 thinking is based on cognitive 
structure; schemata such as scripts/patterns, 
roles and beliefs shape our System 1 response to 
certain stimuli.28

System 2 is the more „analytical“, „deliberate“ 
and „rational“ side to the thinking process. It is 
pieced together by logical judgement and mental 
search for  additional information, acquired 
through past learning and experience. Data is 
then processed carefully, through a conscious 
application of rules, making it a much slower and 
cognitively demanding process, but more likely to 
lead to „better“ decisions. 29

The analytical system is usually engaged, when 
there is uncertainty or the outcomes give little 
room for error, but there is time to think.



System 2 thinking is slow, requiring significant 
cognitive effort and, though it is less prone to 
error, it is not foolproof.

To avoid cognitive strain, System 1 is in charge 
most of the time. The division of labor between 
System 1 and Sytem 2 is highly efficient: it 
minimizes effort and optimizes performance. The 
arrangement works well most of the time, be-
cause Sytsem 1 is generally good at what it does: 
its models of familiar situations are accurate, its 
short-term predictions are usually accurate as 
well, and its initial reactions to challenges are 
swift and generally appropriate. 
However System 1 is prone to systematic errors, 
such as use of automatic rules of thumb, also 
known as heuristics, to combine information and 
activate behaviors. It sometimes answers easier 
questions than the one it was asked, and it has 
little understanding of logic and statistics. One 
further limitation of System 1 is that it cannot be 
turned off.30

Following are examples of errors System 1 is 
prone to make in specific circumstances.



heuristics
Heuristics are simple strategies to form jud-
gments and make decisions by focusing on the 
most relevant aspects of a complex problem.
Other words ar „rule of thumb“ or „mental 
shortcuts“.31

reference dependence
decision maker considers reference level outco-
mes compared to refernce point and classified as 
gains and losses 32

loss aversion
losses are avoided more than equivalent gains are 
sought
median = 2,25
losses hurt about 2,25 times more than gains feel 
good 33

non linear probability weighting
overweigh small probabilities and underweigh 
large probabilities
probability-weight-function 34

intertemporal choice
making decisions and having the effectsnof it 
happen at a different point in time 35

hyperbolic discounting
tendency to discount outcomes in the near future 
more than outcomes further away
people choose smaller, immediate rewards rather 
than larger, later rewards.36



framing
the process of embedding events and topics in 
interpretation frameworks. Complex information 
is thereby selected and structured, so that a cer-
tain problem definition, cause attribution, moral 
evaluation and/or recommendation for action in 
the respective topic is emphasized. 37

availability bias
human tendency to think that examples of things 
that come readily to mind are more representati-
ve than is actually the case. 38

probability neglect
small risks are typically either neglected entirely 
or hugely overrated
focus on numerator instead of denominator x/y
probability out of context 39

base rate fallacy
tendency for people to judge the likelihood of a 
situation by not taking into account all relevant 
data.
sin of representativeness
narrative neglects base rate 40

regression to mean
tendency for scores to average out. In this case 
extreme scores tend to happen rarely and seem 
to fall back toward the average 41

status quo bias
a preference for the current state of affairs.
any change from that baseline/status quo is per-
ceived as a loss 42



recency bias
the phenomenon of a person most easily remem-
bering something that has happened recently, 
compared to remembering something that may 
have occurred a while back.
more recent - more important 43

attribution assymetry
people tend to attribute their own success to 
internal factors, abilities and talents, but failures 
and losses to external influences - bad luck 44

underestimating uncertainty
 - illusion of control 45

satisficing
searching through alternatives, until acceptability 
threshold is met 46

conjunction fallacy
When people rely on representativeness, they can 
fall into an error which breaks a fundamental law 
of probability 47

anchoring and adjustment heuristic
relying on the first piece of information encoun-
tered  when making a decision. individuals begin 
with an implicitly suggested reference point (an-
chor) and make adjustments to it to reach their 
estimate. 48

apophenia
human tendency to perceive meaningful patterns 
within random data.49



confirmation bias
tendency to search for, interpret, favor, and recall 
information in a way that confirms one‘s beliefs 
or hypotheses while giving disproportionately less 
attention to information that contradicts it.50 

halo effect
positive sentiments in one area cause questio-
nable or unknown characteristics to be seen 
positively. If the observer likes one aspect of 
something, they will have a positive predisposi-
tion toward everything about it. 51

bounded rationality
human rationality limited by tractability of the 
decision problem, cognintive limitations and time 
available. 52

optimism bias
cognitive bias that causes someone to believe that 
they themselves are less likely to experience a 
negative event. 53

wishful thinking
he attribution of reality to what one wishes to 
be true or the tenuous justification of what one 
wants to believe. 54

premature termination of search 

selective search for evidence



One of the tasks of System 2 is to overcome the 
impulses of System 1. In other words, System 2 is 
in charge of self-control. Because System 1 runs 
automatically and cannot be turned off errors of 
intuitive thought are often difficult to prevent. 
Biases cannot always be avoided, because System 
2 may have no clue to the error. Even when 
cues to likely errors are available, errors can be 
prevented only by the enhanced monitoring and 
effortfull activity of Sytsem 2.55

Continuous vigilance is not possible and even 
if  it were, it would be very tedious and certainly 
impractical.





breakfast

if?
 yes/no
when? 
 08:00
what? 
 oatmeal - bread
 add milk - add jam or honey
 beverage - tea, coffe, water
 consume beverage simultaneously
 or after
how much?
 choose bowl/plate
 size of bowl/plate
 choose cup/glass
 size of cup/glass
 choose utensil needed
 choose place to take utensils from
 (cupboard/sink)
 choose hand used
where?
 choose surrounding (kitchen/room/to go)
 choose position in surrounding
 sitting down or standing
who with?
 choose company/no company
 choose distractions (music/podcast/tv)
 choose intensity of distraction
when to stop?
 stop when satiated, finished, out of time

 clean up now or later
 cleaning utensils
 cleaning order
 towel dry/air dry

snack

if?
 yes/no
when? 
 11:00
what? 
 healthy/hedonic
 choose between options
 choose beverage - select coffee
 what kind
 add milk
 add sugar
 consume beverage simultaneously
 or after
how much?
 consider cost and value
 single or double
 lid/no lid
 choose utensil needed
where?
 snack
 choose surrounding (here/to go)
 choose position in surrounding
 sitting down or standing
 drink
 choose surrounding (here/to go)
 choose position in surrounding
 sitting down or standing
who with?
 choose company/no company
 choose interaction/no interaction
when to stop?

 stop when satiated, finished, out of time
lunch

if?
 yes/no
when? 
 14:00
what? 
 healthy/hedonic
 warm/cold
 choose between options
 choose beverage
 consume beverage simultaneously
 or after
how much?
 consider cost and value
 choose bowl/plate
 size of bowl/plate
 choose cup/glass
 size of cup/glass
 choose utensil needed
 napkin
where?
 choose surrounding (aho/home/out)
 choose position in surrounding
 sitting down or standing
 if home choose distractions
who with?
 choose company/no company
 choose interaction/no interaction
when to stop?
 stop when satiated, finished, out of time

 dessert?  espresso?
 yes/no  yes/
no 
 what  what?
 how much? how much?
 utensils  sugar/no sugar
 plate/bowl where?
 where from? who with?
 where?  add water
 who with? choose glass

snack

if?
 yes/no
when? 
 16:30
what? 
 healthy/hedonic
 choose between options
 choose beverage - select coffee
 what kind
 add milk
 add sugar
 extra water
 consume beverage simultaneously
 or after
how much?
 consider cost and value
 single or double
 lid/no lid
 choose utensil needed
 napkin
where?
 snack
 choose surrounding (here/to go)
 choose position in surrounding
 sitting down or standing
 drink
 choose surrounding (here/to go)
 choose position in surrounding
 choose extra glass for water
 choose amount of water poured
 sitting down or standing
who with?
 choose company/no company
 choose interaction/no interaction
when to stop?
 stop when satiated, finished, out of time

shopping

if?
 yes/no
when? 
 18:00
what? 
 choose goal (restock/hunger/social etc.)
 choose needs
 choose/neglect wants
 choose products
 choose product alternatives based on
 brand
 color
 marketing
 placement
 size
 availability
 price
how much?
 consider cost and value
 choose cart or basket
 choose amount
 choose optional sizes if available
 bag or no bag
 choose material of bag
 receipt or no receipt
where?
 choose store/convenience store/deli
 choose mode of transportation to and 
from store
 choose pathway through aisles
 
who with?
 choose company/no company
 choose interaction/no interaction
 recommendations and offers
 choose to consider or  not
when to stop?
 stop when done/dissatisfied/out of time

dinner

if?
 yes/no
when? 
 21:00
what? 
 healthy/hedonic
 warm/cold
 go out/cook/order
 choose between options
 try new recipe/follow routine
 ingredients
 condiments
 choose beverage
 consume beverage simultaneously
 or after
how much?
 consider cost and value
 choose pan/pot oven
 choose where from (cupboard/sink)
 size of pan
 temperature of pan
 size of pot
 temperature of pot
 fill with water  (level)
 oil  (amount)
 choose utensils for cooking and prep
 choose cuttin board
 choose cutting technique
 choose thickness of cuts
 timemanagement
 choose bowl/plate
 size of bowl/plate
 choose cup/glass
 size of cup/glass
 choose utensil needed
 napkin

where?
 choose surrounding (kitchen/room)
 choose position in surrounding
 sitting down or standing
 choose table arrangement
 set table
 set lighting
 if home choose distractions (music/
podcast/tv)
 choose intensity of distractions
who with?
 choose company/no company
 choose interaction/no interaction
when to stop?
 stop when satiated, finished, out of time

 dessert?  
espresso?
 yes/no  
yes/no 
 what  
what?
 how much? how much?
 utensils  
sugar/no sugar
 plate/bowl where?
 where from? who with?
 where?  
add water
 who with? choose glass
 when to stop?
 
 clean up now or later
 cleaning utensils
 cleaning order
 towel dry/air dry
 put away dishes

200 choices
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We make an averag of 200 food related decisions 
every day. Many occur in distracting everyday en-
vironments, that may lead to „mindless eating“. 
This is our System 1 making routine decisions. 
Understanding this might reveal why we often 
cannot really explain why we ate six chocolates 
from the office candy dish, ate two pieces of 
chicken for every bite of coleslaw at lunch, or 
why we consumed three helpings of potatoes for 
dinner.56 
Environmental influences, that we are often 
unaware of, our inability for consumption 
monitoring and unwillingness to believe in those 
influences consequently lead to unsustainable 
eating behaviors.
Understanding these influences on consumption 
has immediate implications for research, en-
vironmental design and management, nutrition 
education and consumer welfare.



Influences

Influence is the potential or effectice impact of 
a subject or interest group on a target person or 
group or system. It is important to distinguish 
between passive influence and active influence 
(influencing and being influenced).
Outside of sociopsychological considerations, the 
term is used to designate relevant effects on any 
system, such as ecosystems or physical processes.
A blend of many factors ranging from biologi-
cal to anthropologic, interact in complex and 
changing ways to influence the development and 
maintenance of food choices.57 
To understand or change food systems, it is criti-
cal to understand the influences on food choice 
and ascertain which of these could be suject to 
modification.
Eating takes place in a context of environmental 
stimuli known as ambience. Various external 
factors such as social and physical surroundings, 
including the presence of other people and 
sound, temperature, smell, time and distraction 
affect food intake and food choice. Following 
are examples of influences on food choice and 
suggestions for modification thereof.



personal ideology
Issues surrounding organic produce, geneti-
cally modified foods, even down to the type of 
packaging used can influence an individual’s food 
choice decisions and public concern over food 
safety issues has been shown to be high.
Personal ideology also incorporates any political 
beliefs or concerns that individuals may possess 
and use when deciding what food items to 
purchase. For example, individuals may boycott 
certain manufacturers because of their trade po-
licies. Many consumers will only buy local foods, 
because they are perceived as healthier for both 
the consumer and the environment, and also to 
support the local economy.

Veganism and Vegetarianism are even changing 
fast foods. Back in April, Burger King introduced 
the Impossible Whopper, a plant-based burger, 
similar to the company’s classic sandwich. Other 
Fast Food chains are following. 58

culture
Culture is the pervasive foundation that underlies 
all food choices. People use the categories and 

rules of their specific cultures, subcultu-
res, and ethnic groups to frame what they 
consider to be acceptable and preferable 
foods, the amount and combination of 
foods they choose, and the foods they con-
sider ideal or improper. People construct 
their perceptions, beliefs, and attitudes 
about foods on the basis of cultural values, 
with psychosocial factors shaping their 
food choices. 



For example African and Afro Caribbean groups 
will usually consume foods, which contain a lot 
of various meats and a lot of wheat and rice. Eas-
tern and far eastern groups will consume foods, 
which contain a lot of various herbs and spices. 
Typical western groups will consume foods, which 
are much dryer and plainer than other ethnic 
groups. However, as a result of globalization, co-
oking has become a melting pot of global flavors 
and styles.59

religion
Religion plays one of the most influential roles 
in the choices and subsequent selection of foods 
consumed in certain societies. For example, in 
the Hindu and Buddhist religions the consump-
tion of both pork and beef is frowned upon. This 
is because it is considered to not be clean meat. 
Islamic religion and Judaism only prohibit the 
consumption of pork, for the same reason. Ho-
wever all other meats consumed in these religions 
must be halal and kosher respectively.
Christianity allows consumption of any type of 
meat.60

Of course there are 
different levels of accul-
turation, within religious 
groups, meaning there is a 
large diversity with respect 
to the extent certain 
individuals follow the tea-
chings of their religion.



education
Although learning about food and eating 
continues throughout the life span, much occurs 
during the first 5 years of life. These years involve 
a transition from an exclusive milk diet high in fat 
(50% of energy from milk fat), to a lower-fat diet. 
The quantity and quality of early food experience 
provide the substrate for learning about food and 
are critically shaping children’s food preferences 
and food selection. 61

Furthermore it is evident that education plays an 
important role in producing efficient outcomes, 
such as deveeloping a healthier diet. To what 
extent education can reduce food insecurity is 
difficult to say, but research shows that a higher 
level of education within households, results in a 
22% increase in household expenditure on fruit 
and vegetables. Which amounts to one additional 
serving of fruit or vegetable per person per week.
However improved nutritional knowledge might 
be more beneficial than general education and 
could result in more healthful food choices.62



knowledge
People may use knowledge of the links betwen 
diet and health to change their behavior, but 
knowledge alone is unlikely to be efficient. 
Indeed, the level of nutrition knowledge today 
is relatively high, but many people do not know 
how to apply it nor are they motivated to change. 
Consumers generally underestimate their dietary 
intake and have misconceptions regarding the 
amount of fat and energy in many common foods 
within their everyday diet.63 

health
For some, health may be an important conside-
ration when making choices about which foods 
to eat.
One widely used strategy to help consumers 
make healthier food choices is nutrition infor-
mation, such as labeling and claims. Despite the 
intention of these strategies to improve decision 
making, they can also be misunderstood or mi-
sinterpreted by consumers. The degree to which 
people value their health has a relatively weak 
direct effect on behavioral intention; however 
the degree to which people value their health has 
a stronger effect on behavioral intention when 
attitude serves as the antecedent of behavioral 
intention.64 Therefore, health value appears to be 
one of the central motivations behind selection 
intention of low-fat or low-calorie menu items, 
indicating that one of the best ways to improve 
healthy decision behavior is to encourage people 
to value their health.



social environment
Most eating occurs in the pres- ence of others. 
Research clearly indicates that a social facilita-
tion effect leads to lower levels of food consump-
tion when people eat alone and to higher levels 
when eating occurs in a group setting, especi-
ally when the groups are composed of familiar 
people. Family and friends provide a source 
of modeling and peer pressure for consuming 
particular foods, including higher-fat foods, and 
for trying new foods.65

Eating behaviour is strongly influenced by social 
context. We eat differently when we are with 
other people compared with when we eat alone. 
Our dietary choices also tend to converge with 
those of our close social connections.
Norms of appropriate eating are set by the beha-
viour of other people, but also shared cultural ex-
pectations and environmental cues. We are more 
likely to follow an eating norm if it is perceived 
to be relevant based on social comparison. This 
process is referred to as  norm matching. Norm 
matching involves processes such as synchronisa-
tion of eating actions, consumption monitoring 
and altered food preferences.66 

sustainability
Food sustainability has become a critical political 
issue in societies as well as a matter of public 
health. Sustainable diets are defined as diets 
protective and respectful of biodiversity and 
ecosystems, culturally acceptable, accessible, 
economically fair and affordable; nutritionally 
adequate, safe and healthy; while optimizing 
natural and human resources (Food and Agricul-
ture Organisation).



Individuals, especially women, having higher con-
cerns about food sustainability dimensions such 
as ethics and environment and local production, 
appear to have a healthier diet. Further longitu-
dinal studies are required to better understand 
how sustainable concerns may influence long-
term nutritional quality of the diet.67 

hunger
Our physiological needs provide the basic de-
terminants of food choice. Humans need energy 
and nutrients in order to survive and will respond 
to the feelings of hunger and satiety.The central 
nervous system is involved in controlling the 
balance between hunger, appetite stimulation 
and food intake.
The macro-nutrients i.e. carbohydrates, proteins 
and fats generate satiety signals of varying 
strength. Fat has the lowest satiating power, while 
protein has been found to be the most satiating.
Many people can no longer distinguish between 
hunger and appetite, or they no longer feel their 
own sense of satiety and overeat themselves on a 
regular basis. Hunger and satiety can be clearly 
distinguished when both signals are perceived 
and interpreted correctly.68 



psychological state
Mood can alter food choice, and food choice can 
alter mood, for a variety of reasons.
Consumers will often have learnt, consciously or 
sub- consciously, their best food choice strategy 
depending on their current mood and the outco-
me sought. An obvious example is the lifting of 
mood, or calming of stressed „nerves“, by eating 
foods having hedonic sensory (or nutritional) 
qualities that elicit pleasure and activation of its 
palliative neural substrates: chocolate works for 
most people. 69

meal patterns
In traditional eastern cultures foods tend to be 
prepared for a large number of people at regular 
times of the day. The opposite is true in western 
cultures, where food is prepared less frequently 
during the day and often the same meal is eaten 
more than once during the day.70

Most people consume three meals a day, the 
in-between meal or snacks however contributed 
the major part of their energy intake. Several 
studies show that meal patterns with omission of 
breakfast or breakfast and lunch are related to 
a clustering of less healthy lifestyle factors and 
food choice leading to a poorer nutrient intake. 



time
Time constraints may have an impact on con-
sumption. Issues include time available to go 
shopping and also the time available for prepara-
tion and consumption of foods.
Time scarcity, the feeling of not having enough 
time has been implicated in changes of food 
consumption, such as a decrease of food pre-
parations at home and an increase in fast food 
consumption, a decrease in family meals, and an 
increase in the consumption of convenience or 
ready-prepared foods.71

ROLEX



skill (cooking)
The ability to prepare food, follow a recipe and 
the facilities available can influence consumers‘ 
food choices. If a person becomes reliant on 
foods requiring minimal preparation, or food 
prepared for them, it puts a constraint on their 
choice such that consumers will become increa-
singly disconnected from food preparation.
Studies in the UK and Ireland have shown, that 
the lack of confidence and poor cooking skills 
contributes towards the lower fruit and vegetable 
intake of low socioeconomic groups.72



behavior settings
imagine, the way people in a busy city center will, 
upon entering a mystical gothic cathedral, im-
mediately walk more slowly and talk more softly, 
whatever their religion and whether or not there 
are other people around.

certain spatial contexts engender certain socially 
determined behaviours. This notion of spaces 
as multisensory arrangements of stimuli that 
provoke certain feelings and moods can also be 
applied as a conceptual methodological principle. 
Spaces could be used as material manifestations 
of desirable public consumption behaviour. 
Christian Mikund differentiates between three 
kinds of location; „places of understanding“, 
„places of admiration“, and „places of desire“. 
These could be adjusted to nudge the consumer 
to more sustainable consumption behavior.73 

In addition to the systemic-spatial dimension of 
design interventions, individual design decisions 
regarding the choice of material, proportions, 
weight and texture can also have an impact on 
consumers. The ceiling height of a room, for 
example, can influence creative thinking, room 
temperature can shape social reactions and inter-
actions and consequently our judgement.



store layout 
store layout designs can have positive effects on 
both consumer behaviour and consumers’ overall 
store perception. One important determinant for 
a consumers’ comfort experience inside a store is 
personal space. Personal space can both influen-
ce the retail experience as well the actual choices 
people tend to make within a store.
In a crowded shopping environment consumers 
are more likely to focus on prevention, resulting 
in safety-related product choice and less variety-
seeking. In store traffic, customer flow through 
aisles, influences the amount of money consu-
mers spend. - aisle layout 74

distractions
Distracted eating is defined as the intentional 
consumption of a meal while engaged in a secon-
dary activity to the extent that the significance or 
memory of the meal is diminished or forgotten 
entirely. It is well established that the engage-
ment of extraneous activities while consuming a 
meal leads to increased intake. In other words, 
multitasking—e.g. eating while watching televi-
sion or working—and distracted or hurried eating 
can prompt you to eat more.75



availability
This factor relates to the availability of shops, of 
food within shops and also to the physical effort 
required to obtain the food. 
Accessibility to shops is an important physical 
factor influencing food choice, which is depen-
dent on resources such as transport and geogra-
phical location. Healthy food tends to be more 
expensive when available within towns and cities 
compared to supermarkets on the outskirts.

Concerning food within shops, evidence suggests, 
that altering the availability of less healthy foods 
may have more impact on the healthiness of food 
choices than altering the availability of healthier 
foods. 76

Pricing and Income
Fat and sugar provide dietary energy at very low 
cost. People, especially low income families tend 
to gravitate towards high processed, energy dense 
foods, to get the most for their money.
Food pricing and marketing practices are 
therefore an essential component of the eating 
environment. Price reduction strategies promote 
the choice of targeted foods by lowering their 
cost relative to alternative food choices.
A study shows that a 50% reduction of the prices 
of fresh fruit and baby carrots, led to a four fold 
increase in  fruit- and a two fold increase in 
carrot consumption. 
Price reduction is an effective strategy to 
increase the purchase of more healthful 
foods, which could be implemented 
through policy initiatives and industry 
collaborations.77
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media and advertising
consumers are exposed to a wide range of mes-
sages concerning food, and sometimes nutrition, 
many of which can be contradictory. Information 
about diet and food is available from a variety of 
different sources; for example television, radio, 
magazines, newspapers and social media.
The most money is spent on advertising by com-
panies that produce sweet,high-fat products that 
are more highly processed and package 
With people spending an average of two hours 
per day on social media, platforms like instagram, 
twitter and facebook are an important influence 
on consumption behavior. 
Every fifth person shares their food on social 
media, whether home-cooked or in restaurants. 
One in seven users even eat healthier, since sha-
ring food photos online and every fifth user can 
be motivated by photos of other users towards a 
healthier diet.78  
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accumsan et iusto odio dignissim qui blandit praesent luptatum 
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packaging
pictures, words, color and where placed influence 
comsumer choice behavior. Scientists believe 
colorful or otherwise noticeable food packages 
predispose where people look, how long they 
examine certain options and ultimately, influence 
which foods they choose.
Consumers anchor their consumotion on the 
number of items dsplayed on the packaging. Con-
sequently people consume a greater quantity of 
indulgent snacks, when more units of that snack 
are displayed on the packaging.79

segmentation
situational cues that trigger a “stop” reaction may 
be highly beneficial in order to avoid over-con-
sumption.
For example, subtle red color cues significantly 
reduce the consumption of hedonic snack and 
beverages.
Due to its high contrast against most other colors 
occurring in natural environments, the color red 
is easily detectable. It is thereby naturally predis-
posed as a signal for warning as many examples 
from nature demonstrate.
Colorcoding as well as portionally separating 
foods, visualising the already consumed amount 
may influence consumption behavior and food 
intake.80



serving aids
Over 70% of our total intake is consumed using 
serving aids, such as plates, bowls, glasses or 
utensils. Consequently, serving aids can act as 
visual cues or cognitive shortcuts that inform us 
of when to stop serving, eating, or drinking.

For example, teenagers poured and consu-
med 74 percent more juice into short, wide 
glasses compared to tall, narrow glasses of 
the same volume. 
A study by psychologist Angela S. Attwood 
and colleagues, discovered that difference in 
glass shape alone, can influence the rate at 
which beer is consumed.81

In addition, larger bowls and spoons can also 
cause people to serve and consume a greater 
volume of food. Furthermor, studies have shown, 
that people serve more food into larger dishes 
due to the Delboeuf illusion, a phenomenon in 
which two identical circles are perceived to be 
different in size depending upon the sizes of 
larger circles surrounding them.
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temperature
Comfortable ambient temperatures can influence 
consumer preferences for conformity. Warm tem-
peratures nudge consumers toward using others‘ 
opinions as the basis for product preference. 
Warm temperatures increase consumers‘ percep-
tion of social closeness to other decision-makers, 
thus leading them to judge those other decision-
makers‘ opinion with greater validity.
Social conformity leads to people relying on the 
opinion of others when forming their own.82

Relatively speaking, warm in-store temperatures 
may lead consumers to buy products promoted 
with claims such as; „chosen by millions“, „adop-
ted by the majority“ or „particularly popular“. 

lighting
ambient light luminance influences mental alert-
ness, which in turn influences food choices. It 
influences stimulation levels, cognitive associati-
ons on overall behavior in general. Since ambient 
lighting is easy and inexpensive to alter, stores 
and restaurants vary greatly in light luminance.
Consumers at restaurants order healthier items 
and fewer calories when dining in a brightly lit 
environment. The level of mental alertness is 
higher when luminance is increased, which may 
lead to healthier choices.83

However this may be a correlational effect rather 
than causal.
Making healthier choices is influenced by our 
mental state/brightness rather than the bright-
ness of the room. Nontheless the unconscious 
consumer can be nudged through variations in 
ambient lighting.



sound
what we hear can influence our taste and flavor 
expectations, and hence our experience of eating 
and drinking, not to mention our enjoyment. 
The sounds of product packaging, be they the 
signature sounds of opening, or the functional 
sounds of opening or pouring, may help to con-
vey desirable attributes and product expectations. 
Furthermor background noise, music, and 
specially designed soundscapes influence our per-
ception of taste and time spend eating.
While loud background noises may surpress our 
ability to taste certain things, such as sweetness, 
it may enhance our taste perception of other 
flavors, such as umami. Music or soundscapes 
playing in the background have also been shown 
to bias our purchase and consumption behavior.
Music can create a short-lasting association 
between product and affective stimulus by mood 
induction. Affective conditioning can create a 
longer-lasting connection between a product and 
an affective stimulus - music

There are certain correspondences between 
musical parameters, such as timbre, pitch and 
roughness that can be used to draw consumers‘ 
attention toward certain elements of their con-
sumption experience.84



sensory appeal
Food is not just eaten for its nutrient value; for 
many people it is a source of pleasure, an enjoy- 
able experience and even a comforting activity. 
The properties of individual foodstuffs, such as 
taste, texture, quality, smell and appearance, play 
an important role in whether a person will choose 
to consume an item.
Research has found sensory attributes to be 
among the most influential in determening eating 
behavior. 85

colour
From birth, nature teaches us to make judge-
ments on our environment based in large mea-
sure on color. As such, it plays a key role in food 
choice by influencing taste thresholds, sweetness 
perception, food preference, pleasantness, and 
acceptability. For example, we may expect yellow 
pudding to have a banana or lemon flavor. In 
fresh foods, such as fruits and vegetables, we rely 
on the color to determine their level of ripeness 
and/or freshness. If the color of a food product 
does not match our expectations, we may percei-
ve its taste and flavor differently.
Color, in a quantitative sense, has been shown to 
be able to replace sugar and still maintain sweet-
ness perception in flavored foods. It interferes 
with judgments of flavor intensity and identifica-
tion and in so doing has been shown to dramati-
cally influence the pleasantness and acceptability 
of foods.86



smell
onsumer research on scent has demonstrated 
positive effects of pleasant scents on attention 
and memory for brands and products, as well as 
information processing. Studies have also shown, 
that pleasant ambient scents can positively affect 
evaluations, variety seeking and spending, especi-
ally when scents are semantically congruent with 
the products being evauated.
Scents carry common semantic associations, 
learned through repeated  exposure to different 
scents in differnet contexts, which can become 
activated and lead to increased  mental accessibi-
lity  of those concepts.87 

palatability
Palatability is proportional to the pleasure so-
meone experiences when eating a particular food. 
It is dependent on the sensory properties of the 
food such as taste, smell, texture and appearance. 
Sweet and high-fat foods have an undeniable 
sensory appeal. It is not surprising then,



that food is not solely regarded as a source of 
nourishment but is often consumed for the plea-
sure value it imparts.
People tend to eat more of foods they rate as 
most palatable.
However, palatability is not a static feature of 
a food, and important concepts such as sensory 
specific satiety and alliesthesia identify how chan-
ges in meal palatability, in response to sensory 
monotony and metabolic need state respectively, 
can influence food intake.
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Interventions

Politicians and economists use aforementioned 
influences on consumption behavior, to impact 
consumer choice.
The concept behind these interventions was 
introduced by behavioral economist Richard 
Thaler as „libertarian paternalism“.88

Libertarian paternalism is the idea that it is both 
possible and legitimate for private and public in-
stitutions to affect behavior while also respecting 
freedom of choice, as well as the implementation 
of that idea.
Libertarian paternalism tries to influence choices 
in a way, that will leave the decision-maker better 
off, as judged by themselves.
A typical example is setting the default in order 
to exploit the default effect (option choice agent 
is given if he/she does not choose). Austria has an 
„opt-out“ system for voluntary organ donation, 
meanining anyone who did not explicitly refuse 
to donate their organs in the case of accident is 
considered a donor. Consequently their consent 
rate is at 99,98%. Germany with an „opt-in“ 
system only has a consent rate of 12%.89

Libertarian paternalism often uses nudges to 
influence choice behavior.
A nudge is a method of influencing people‘s 
behavior without resorting to prohibitions and 
commandments or changing economic incentives.
For example, in a cafeteria, fruit and vegetables 
are placed at eye level to increase their con-
sumption or warned cigarette packets to reduce 
consumption.



Interventions like this are often referred to as 
„choice architecture“.
Choice architecture is a method to nudge con-
sumers to the „right“ choice, while maintaining 
their sovereignty.

It is the design of different ways in which choices 
can be presented to a consumer, and the impact 
of that presentation on the consumer‘s decision-
making process, can compensate for irrational 
decisions and relying on biases to improve 
consumer welfare.
For example the number of choices presented, 
the manner in which attributes are displayed or 
the presence of a default.

Examples of choice architecture are:

reducing choice overload
Each additional choice demands additional time 
consideration and consequently more cognitive 
strain.
Greater choice may lead to reduced motivation 
to make a choice and decreased satisfaction with 
the choice made, considering possibile alter-
natives.
Choice architects can reduce choice overload by 
either limiting alternatives or providing decision 
support tools.90

limit choice options
Limiting choice may decrease consumer welfare, 
because the greater the number of choices, the 
greater the likelihood that the choice set will in-
clude the optimal choice for any given consumer. 



As a result, the ideal number of alternatives will 
depend upon the cognitive effort required to eva-
luate each option and the heterogeneity of needs 
and preferences across consumers.

defaults
Consumers are likely to choose default options.
This is due to cognitive biases related to loss 
aversion like the status quo bias or endowment 
effect or overall laziness of consumer.
Changing defaults in food choice could be as 
simple as changing the default milk ,when getting 
a coffe on the way to school, from whole milk to 
low-fat or milk substitutes.
When out for lunch, the default side dish to my 
sandwich is a portion of fries, maybe change the 
default to a salad.

Other possibilities for positive nudging within 
food systems could be:

sound
slow and quiet ambient music, affect the length 
of stay of a consumer and may affect consumer to 
choose healthy over unhealthy foods.
Specific supermarket radios could play different 
musical styles, depending on time and data of 
current shoppers.
A radio could also advertise specific products 
subtly.100



temperature
Warm temperatures nudge consumers toward 
using others‘ opinions as the basis for product 
preference. Warm temperatures increase con-
sumers‘ perception of social closeness to other 
decision-makers, thus leading them to judge 
those other decision-makers‘ opinion with grea-
ter validity. Could potentially be used to enhance 
other nudges.91

smell
prolonged exposure to an indulgent/rewarding 
food scent induces pleasure in the reward circui-
try, which in turn diminishes the desire for actual 
consumption of indulgent foods.92 

lighting
The level of mental alertness is higher when lu-
minance is increased, which may lead to healthier 
choices.
Supermarkets could brighten their in-store en-
vironments to nudge people to healthier choices.
Another idea is using color (red) within light, to 
not so subtly nudge people towards one choice 
over another.

store layout
placing items at certain points along a consumers 
pathway through a store, narrowness of certain 
aisles and inconvenience of reaching unhealthy 
products could lead to more healthy and sustai-
nable choices. 



packaging
 Packaging aims to grab the attention of consu-
mers, but how often does packaging design tell 
the truth of the products we are consuming?
Honest packaging could communicate ingre-
dients and other information in an understan-
dable way, instead of placing hard to read and 
hardly understandable nutritional value tables 
and symbols on the back of a product.93 

availability
altering the availability of less healthy foods has 
greater impact on consumption than altering the 
availability of healthy foods. 
Consequently removing less healthy alternatives, 
or making it more of an effort to get to them, will 
positively influence consumption behavior.



individual autonomy and 
general well-being

In order to cope with national and global health 
but also environmental challenges, more and 
more interventions are posed, which encourage 
the individual to a healthy lifestyle and reduce 
exogenous harmful effects. This results in two 
ethical problem constellations: Which restrictions 
of individual autonomy are justified in order to 
achieve certain goals of prevention, and what 
responsibility can and should the individual bear 
for his own health?94 
In the case of prevention measures that try to 
positively influence the behavior of individuals or 
groups, it must be borne in mind that the health-
related behavior is significantly influenced by 
socialization, income, working, living and social 
relations. In addition to behavioral prevention, 
there must therefore be prevention of relation, 
which attempts to improve the conditions for 
a healthy lifestyle by shaping the socio-cultural 
environment. 

This form of libertarian paternalism, while ulti-
mately not limiting the individual‘s freedom of 
choice, should be viewed critically. In the theory 
of nudge, the executive is always the govern-
ment. The government knows what is best for its 
citizens and communities, and often this may be 
the case, for example when people are warned 
about over-consumption of alcohol and tobacco. 
Outside of these examples it gets more difficult. 
What is good for the common public and sustai-
nable in a global context may not necessarily be



the best option for the individual consumer. 

The main argument against nudging is basically 
the same thing that Thaler (rightly) put forward 
against the model of Homo oeconomicus. It 
starts from an ideal image that does not exist. 
The state is not a neutral actor, not a per se 
„good“ shepherd. If that were the case, neither 
the idea of   separation of powers or elections nor 
the restriction of state action through funda-
mental rights would be needed. Each state acts 
more or less ideologically, is swarmed around by 
lobbyists and provided with inherent self-in-
terest, which does not necessarily coincide with 
the interests of the citizen. It also neglects the 
psychological foundations that seem to indicate 
that man believes everything that comes from the 
official side. In this sense, the attempt to gently 
push people in one direction can also trigger an 
alienation from the state, which then falls back 
onto him in the form of populism. 
Even if it does not come as bad, nudging could 
have a sedating effect on civisim, because it wants 
to convey a feeling à la „Let it be, we‘ll take care 
of the details“. Behind this is the „all-inclusive 
mentality“, of the consumer world. In this respect 
libertarian paternalism represents a modern 
instrument grafted on an archaic frame: the 
head thinks, the rest follows. In the worst case, 
nudging in this way may conjure up an autocratic 
state, in which the citizen is suggested that alter-
natives to the default setting per se are unreaso-
nable and thinking is a risk.
Gerd Gigerenzer, director emeritus at the Max 
Planck Institut in Berlin critizizes, nudging is „the 
philosophy of do-gooders who operate with the 



means of advertising“. It is an effort to control 
people from the outside without increasing their 
competence. „We know this from the GDR: you 
nudge citizens from the cradle to the grave.“ The 
nudging state is „an expert democracy, where it is 
believed that experts know what is right for you 
and me.“95

Instead of nudging consumers towards a sugge-
sted „right“ choice, the state could use choice 
architecture to nudge people to critically think 
through their choice, at the least be aware of 
their choices.
In any case, the use of nudging for health-promo-
ting purposes should be accompanied by a public 
debate on the objectives pursued and education 
on the techniques used. Also important is the 
continuous evaluation of these interventions at 
the population level, taking into account specific 
settings, the inclusion of different perspectives 
and the transferability of results.

Following is the critical examination of nudge 
theory in a food specific consumer context. A 
scenario is built that eradicates most nudges, 
pushing the consumer to a state governed right 
choice, instead using drastic measures to elicit 
thinking; to shift towards a reasonable, active 
consumption.
The concept, while being plausible in a future 
scenario, is meant to spawn a public debate on 
food related decision making.





Inconvenience store

Subversion is a deliberate infiltration of existing 
orders or systems, with the aim of changing or 
overthrowing them. This can take the form of 
terror, sabotage, or corruption.
Creating subcultures, opposing the norm that 
propagates conflicting ideas, through a provoca-
tive countermodel in order to draw attention to 
specific wrongs, in this case food standards and 
consumption, can also be described as a form of 
subversion.
Subcultures arise from the need to oppose 
existing hierachies, political attitudes and ossified 
social structures, in order to bring about social 
change and new values.
In times of heatwaves, floods, environmental 
destruction, fake news and national propaganda, 
there is a growing need for systemic intervention, 
to change and shape the systems of our environ-
ment.96

The concept creates a fictional scenario, a 
possible (future) shopping situation, to critically 
visualize contextual influences on human food 
choice and to reignite a belief in a critically thin-
king consumer.



A convenience store is a small grocery shop, 
which generally remains open after conventional 
supermarkets are closed. 
The inconvenience store is a fictive store.
One item of each product is displayed in a mu-
seum-like atmosphere. All colour, branding and 
claims are reduced to a white or grey hue and 
saturation or erased entirely. 
Products in store are simplified and generalized 
to their most common Gestalt, to reduce the 
amount of perceived variety and prevent choice 
overload.

Next to each item the customer can find general 
information on the product encountered. The 
customer is inconveniently forced to read or skim 
through the information available, in order to 
then virtually select the brand, flavor and amount 
of his or her choice.

Prices are generally displayed in form of range 
from x to y and will change once a specified item 
is selected.

Nothing can be bought directly at the incon-
venience store. Instead groceries are selected/
chosen and then delivered to a home address or 
picked up at a local hub.



Even when cues to likely errors are available, 
errors can be prevented only by the enhanced 
monitoring and effortfull activity of system two.
Continuous vigilance is not possible and even if it 
were, it would be very tedious.

Usually a consumer has some nutritional know-
ledge stored within the capacity of his or her 
memory. Then there is nutritional information 
supplied mostly on the back of products. The 
comprehension of and memory of information 
depends on the degree of attention to said nutri-
tional information.
In summary, nutritional information likely helps 
by directing attention to salient information, pro-
moting comprehension allowing more accurate 
information to be stored in memory and used in 
decision making situations. Even if consumers 
consult nutritional information, it is often misin-
terpretated or miscomprehended. Consequently 
consumers with low nutritional knowledge are 
not able to categorize foods according to the 
amount and frequency with which they should be 
consumed. 
The inconvenience store makes it a necessity to 
consider nutritional and other food related infor-
mation on the product in order to freely select 
the product and amount of your choice. Further-
more it could be possible to have the consumer 
conclude a task, or answer a question, proving he 
or she has understood the given info. If the con-
sumer is in a rush or simply cannot bring him- or 
herself to care, the default selection is set to the 
„healthiest“ or most „sustainable“ option. This 
backchecking of comprehension would surely 
make it even more inconvenient to buy or 



make inconsiderate choices. The concrete man-
ner in which this could happen has to be subject 
of further research.

Fat and sugar provide dietary energy at very low 
cost. Food pricing and marketing practices are 
therefor an essential component of the eating 
environment. So far priice reduction strategies 
are used to promote the choice of targeted foods, 
by lowering their cost relative to alternative food 
choices. The inconvenience store does not show 
prices until a decision is made. The chocie can 
therefor not be based on price, unless changed 
afterwards, which is another inconvenience, a 
customer might not be willing to take.
Food choice will be solely based on needs and 
non-monetary values of food.
Reducing prices on sustainable alternatives is ho-
wever a public health strategy, that could/should 
be implemented nontheless.

Intertemporal choices are decisions with con-
sequences that play out over time. They involve 
trade offs between benefits and cost over time 
and are highly prevalent across consumer deci-
sion making. 
Consumers make intertemporal trade offs, when 
deciding whether to eat a luscious dessert, that is 
harmful for long-term health, or a healthy dessert 
that is less enjoyable or non at all.
Due to hyperbolic discounting, consumers beha-
ve impatiently and forgo much larger rewards in 
the future in order to receive relatively smaller 
rewards immediately.
Since nothing can be bought directly at the incon-
venience store, rather is selected for future 



pickup or delivery the „now reward“ of hedonic 
choices is significantly smaller.
On further thinking, the information box next to 
the product has the capacity to visualize future 
long-term effects, such as environmental issues 
or personal health.
This may diminish hyperbolic discounting and 
nudge the consumer towards a rational approach 
of decision making.
There has no yet been much research on the ef-
fects of anticipation within intertemporal choices, 
that is something that further investigation 
should shed a light on.

The overall concept of the inconvenience store 
is to „cleanse“ our shopping environment of all 
anchors.
Anchors and adjustments heuristics, refer to con-
sumers relying on the first peice of information 
encountered, when making a decision. Individu-
als begin with an implicitly suggested reference 
point (anchor) and make adjustments to it to 
reach their estimate.
All media/advertising, packaging, pricing, serving 
aids and variety is erased from the store. The 
store layout itself is reduced to a single open 
floor room. It is up to the consumer, to interact 
with the store, however he or she wishes. There 
is no physical choice architecture, directing 
pathways, leading to specific choice outcomes. 
Store layout could also be changed regularly to 
prevent routine decision making.



The inconvenience store respects the consumer 
as capable of critical evaluation and rational 
decision making, so long as he or she is willing to 
interact with it in in the same respect for him- or 
herself. Choices can still be made irresponsibly, 
the inconvenience store simply makes it conside-
rably mor inconvenient to do so; hence the name.

This concept is not meant to be taken literally. 
It is rather an exaggerated caricature visuali-
zing ther effect of current influences and often 
economic benefactors shaping consumer decision 
making; underlining the absurdity of it all.
That being said I do think the concept can work 
in a „pop-up“ modell, could from there on be 
developed further in collaboration and open 
discussion witha participating because involved 
public and eventually shift our consumption 
behavior to be more critical and less harmful.

The dutch Designer Ruben Pater once pointed 
out, „Design is not some magic force that will 
solve the world‘s problems, and assuming this is 
dangerous. However, designers can try to lessen 
the negative impact that design has on the world 
and turn it into something positive.“.97

The ain of critical design is to overthrow familiar 
dystopias or utopias, in order to arrive at new, 
viable futures that lie beyond preconceived ideas. 
This most likely won‘t arrive at trivialised social, 
economic, ecological and political issues, instead 
showcasing them and reflefting their full comple-
xity. Whether or not this concept is able to turn 
consumers into self-determinign critically minded 
beings, who responsibly negotiate their own 



future, is another matter.
For now it is a symbol for a sociological argu-
ment, that has the potential to open up new 
perspectives and scope fpr action in the future.
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