


support behaviour change and build and spread 

good practice”.  

In order to:  

“provide the basis for supporting behaviour change 

though robust and up-to-date evidence on the 

diversity of UK consumers, their views, concerns 

and behaviours, including what approaches 

work best to support consumers to make 

informed decisions; support our work on 

effective policy and efficient regulation by 

providing evidence on the views and behaviours 

of consumers, businesses, and those working in 

regulation and enforcement, and what will work 

best to influence their behaviours and achieve 

benefits for consumers - reflecting the diversity 

that exists within these groups; and build future 

capability by advancing our understanding of 

behaviour change in relation to food and the 

wider food system”.  

To address this priority, the FSA social science team 

has built capacity and knowledge in behavioural 

science over recent years. We have worked 

closely with stakeholders to identify and develop 

possible interventions. 

The Chair of the FSA, Professor Susan Jebb, 

recently addressed the Global Conference for 

Food Safety and Sustainability to discuss how 

the food system responds to the challenges of 

climate change. With the pressing challenges of 

climate change, the FSA wants to build our 

understanding of how consumers make 

purchasing decisions.  

There has been an  increase online supermarket 

shopping1 so one area of interest is the 

effectiveness of behavioural interventions on 

how consumers make sustainable food choices. 

 

1 the proportion of people using a home delivery from a supermarket increased from 10% in 2012 to 17% in 2018 

(Food and You, Wave 2-5) 



As such The FSA wishes to appoint a supplier to 

design and run a behavioural trial within an 

online supermarket environment to help build 

evidence on how choice architecture effects 

consumer behaviour with regards to 

environmental outcomes of product choices. 

Given existing work in this area a key evidence 

gap is the relative effects of overt versus covert 

behavioural interventions. 

Specifically behavioural interventions to be 

considered are: 

- Ordering effects, overt and covert. 

- Availability effects, overt and covert. 

- Against a control group 

Each trial condition should be designed based on 
sound evidence of what is likely to work, and 
could consider multiple ordering or availability 
conditions. We are open to alternative 
suggestions for intervention conditions.  

Existing 
evidence 

 

Behavioural Interventions on Purchasing 
Decisions in Supermarkets 

There is a reasonable body of evidence on 
behavioural interventions to shift purchasing 
behaviour but the majority focusses on health 
outcomes (see this systematic review from 
2018; Golding et al, 2021)). There is a small but 
growing evidence base on behavioural 
interventions focussed on sustainability 
outcomes (Demarque et al., 2015; Mont et al. 
2014).  

Overt vs. Covert Conditions  

There is debate around the acceptability on overt or 
covert behavioural interventions.2 There are 
several studies suggesting that disclosure does 
not affect effectiveness of a behavioural 
interventions, most of which concern defaults 

 
2 http://journal.sjdm.org/12/12823/jdm12823.pdf ; https://www.cambridge.org/core/journals/journal-of-social-policy/article/from-
nudging-to-budging-using-behavioural-Economics-to-inform-public-sector-policy/D98361CED793BE761AA22BF49299BF43  



(Bruns et al., 2018; Loewenstein et al., 2015; 
Steffel, Williams, & Pogacar, 2016).  

A smaller evidence base focusses on overt or covert 
conditions effect on food choice behaviours. 
One considers placement of food items in a 
snack shop (Kroese, Marchiori, & de Ridder, 
2015) and again added weight to the hypothesis 
that overt nudges do not weaken the effect size 
of a behavioural intervention.  

We are interested in adding evidence to the debate 
from both a sustainability perspective and a 
overt vs. covert behavioural intervention 
perspective. 
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