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Understanding the customer

• The influences on them

• Their social context

• How they make choices

• Why they choose what they choose

• What are the barriers, catalysts and triggers





How it works

Ideas from commercial 
marketing:

• Social norming –
‘bandwagon effect’

• Healthy defaults – making 
it easy

• Rewarding healthy 
choices

• What’s ‘cool’

Nudge Unit’s proposals:

• Organ donation opt in 
with driving licence 
application

• Salt reduction in prepared 
foods

• Calorie labelling of 
alcoholic drinks

• Smokeless nicotine-
delivery ‘cigarettes’



Nudging to tackle obesity

• Breastfeeding as the norm
• Early years – feeling good about healthy food 

and active play
• School – healthy meals, PE and sports
• Food labelling, low-cal alternatives
• Social marketing campaigns
• Safe walking and cycling routes
• Inexpensive leisure facilities
• Normative culture of active living





Obesity: 
a call to action
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The 
Food Dudes 
programme





Mind
Exercise
Nutrition
Do it!
www.mendprogramme.org
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DVD of 
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