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Hva$er$klimasmarte$valg?$
Er$mindre$dusjing$og$shampoo svaret?$
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Hvordan%velge%klimasmart?%
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REVIEW

Alignment of Healthy Dietary Patterns and
Environmental Sustainability:
A Systematic Review1,2

Miriam E Nelson,3,4* Michael W Hamm,5 Frank B Hu,6 Steven A Abrams,7 and Timothy S Griffin4
3Sustainability Institute, University of New Hampshire, Durham, NH; 4Friedman School of Nutrition Science and Policy, Tufts University, Boston,
MA; 5Department of Community Sustainability, Michigan State University, East Lansing, MI; 6Departments of Nutrition and Epidemiology, Harvard
T.H. Chan School of Public Health, Boston, MA; 7Dell Medical School at the University of Texas, Austin, TX

ABSTRACT

To support food security for current and future generations, there is a need to understand the relation between sustainable diets and the health
of a population. In recent years, a number of studies have investigated and compared different dietary patterns to better understand which foods
and eating patterns have less of an environmental impact while meeting nutritional needs and promoting health. This systematic review (SR) of
population-level dietary patterns and food sustainability extends and updates the SR that was conducted by the 2015 US Dietary Guidelines
Advisory Committee, an expert committee commissioned by the federal government to inform dietary guidance as it relates to the committee’s
original conclusions. In the original SR, 15 studies met the criteria for inclusion; since then, an additional 8 studies have been identified and
included. The relations between dietary intake patterns and both health and environmental outcomes were compared across studies, with
methodologies that included modeling, life cycle assessment, and land use analysis. Across studies, consistent evidence indicated that a dietary
pattern higher in plant-based foods (e.g., vegetables, fruits, legumes, seeds, nuts, whole grains) and lower in animal-based foods (especially red
meat), as well as lower in total energy, is both healthier and associated with a lesser impact on the environment. This dietary pattern differs from
current average consumption patterns in the United States. Our updated SR confirms and strengthens the conclusions of the original US Dietary
Guidelines Advisory Committee SR, which found that adherence to several well-characterized dietary patterns, including vegetarian (with
variations) diets, dietary guidelines–related diets, Mediterranean-style diets, the Dietary Approaches to Stop Hypertension (DASH) diet, and other
sustainable diet scenarios, promotes greater health and has a less negative impact on the environment than current average dietary intakes.
Adv Nutr 2016;7:1005–25.

Keywords: food security, sustainable diets, dietary guidelines, dietary patterns, life cycle assessment, systematic review

Introduction
Nutrition and food policy experts in the United States have
long been concerned with the food security of the public.
These concerns typically have been framed in the here and
now; however, as a greater understanding of the human im-
pact on the biosphere emerges, we recognize that actions
taken now affect or constrain future choices. Hence, it is im-
portant to understand how our actions (dietary patterns and
choices) in 2016 affect the potential for food security in the
future. Long-term food security can be ensured only if we
consider the sustainability of our food supply now.

Two established definitions from the FAO are relevant to
this work (1, 2). Food security exists when all people at all
times have physical and economic access to sufficient, safe,
and nutritious food to meet their dietary needs and food
preferences for an active, healthy life. Sustainable diets are
those diets that have low environmental impact and contrib-
ute to food and nutrition security and a healthy life for pre-
sent and future generations. Sustainable diets are protective
and respectful of biodiversity and ecosystems; culturally accept-
able; accessible; economically fair; affordable; and nutritionally
adequate, safe, and healthy while optimizing natural and human
resources.

Dietary patterns are defined as the quantities, proportions,
variety, or combinations of different foods and beverages in
diets and the frequency with which they are habitually con-
sumed (3). The current emphasis on healthy eating patterns,

1 Portions of this systematic review were originally published by these authors in the
Scientific Report of the 2015 US Dietary Guidelines Advisory Committee.

2 Author disclosures: ME Nelson, MW Hamm, FB Hu, SA Abrams, and TS Griffin, no conflicts of
interest.
*To whom correspondence should be addressed. E-mail: miriam.nelson@unh.edu.

ã2016 American Society for Nutrition. Adv Nutr 2016;7:1005–25; doi:10.3945/an.116.012567. 1005
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MIND, SOCIETY, AND BEHAVIOR 

Development economics and policy are due for a redesign. In the past 
few decades, research from across the natural and social sciences has 
provided stunning insight into the way people think and make decisions. 
Whereas the fi rst generation of development policy was based on the 
assumption that humans make decisions deliberatively and independently, 
and on the basis of consistent and self-interested preferences, recent 
research shows that decision making rarely proceeds this way. People 
think automatically: when deciding, they usually draw on what comes to 
mind effortlessly. People also think socially: social norms guide much of 
behavior, and many people prefer to cooperate as long as others are 
doing their share. And people think with mental models: what they 
perceive and how they interpret it depend on concepts and world-
views drawn from their societies and from shared histories. 

The World Development Report 2015 offers a concrete look at how these 
insights apply to development policy. It shows how a richer view of human 
behavior can help achieve development goals in many areas, including early 
childhood development, household fi nance, productivity, health, and climate 
change. It also shows how a more subtle view of human behavior provides 
new tools for interventions. Making even minor adjustments to a decision-
making context, designing interventions based on an understanding of 
social preferences, and exposing individuals to new experiences and 
ways of thinking may enable people to improve their lives. 

The Report opens exciting new avenues for development work. It shows 
that poverty is not simply a state of material deprivation, but also a 
“tax” on cognitive resources that affects the quality of decision making. 
It emphasizes that all humans, including experts and policy makers, 
are subject to psychological and social infl uences on thinking, and that 
development organizations could benefi t from procedures to improve 
their own deliberations and decision making. It demonstrates the 
need for more discovery, learning, and adaptation in policy design 
and implementation. The new approach to development economics 
has immense promise. Its scope of application is vast. This Report 
introduces an important new agenda for the development community.
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• Distance

• Doom
• Dissonance
• Denial
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Industrien?% Leverandørene?% Forbrukerne?%

• Forbrukerne*har*vanskelig*for*å*velge*riktig*i*hverdagen

• Derfor*må*leverandørene*og*industrien*ta*samfunnsansvar*og*påvirke*

til*riktige*valg*
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Hva$er$faktagrunnlaget$for$nudging?

System'1'og'System'2 Nudging

Nobelprisen'i'økonomi'i'2017'Nobelprisen'i'økonomi'i'2002



Nudge&=&forandre&situasjonen&der&folk&velger

23

Forbrukeren:

• Intuitive)mentale)
prosesser

• Kunnskap,)
preferanser)og)
vaner

Situasjonen:&

• Plassering

• Merking

• Pris

• Porsjonering)



Hvilket bord er lengst?
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Hvilket sentrum er mørkest?
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Hvilket symbol-står i midten?-
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Hvilket kjøttstykke vil du.ha?.
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75%%fettfri Inneholder 25%%fett



Hva foretrekker du?-
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Hvordan(oppfattes(endringer?(
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Merkes(lett Vanskeligere(
å(oppdage



Hvor%mye%energi%inneholder%måltidet?%
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+

Kilde:'Chernev &'Gal'(2010)'

= 583 kcal

= 761 kcal



Sunnhetsmyter:
Hvor/mye/dessert/kan/du/unne/deg?/

31
Kilde:'Chandon,'P.'and'B.'Wansink'(2007)

= 48 kcal dessert

= 110 kcal dessert

(600 kcal)

(900 kcal)



Hvor%mye%kan%du%spise?%

32

Lavkalori

Kilde:'Provencher,'Polivy &'Herman'(2009)
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Does food marketing need to make us fat? A review
and solutions
Pierre Chandon and Brian Wansink

Food marketing is often singled out as the leading cause of the obesity epidemic. The
present review examines current food marketing practices to determine how exactly
they may be influencing food intake, and how food marketers could meet their
business objectives while helping people eat healthier. Particular attention is paid to
the insights provided by recently published studies in the areas of marketing and
consumer research, and those insights are integrated with findings from studies in
nutrition and related disciplines. The review begins with an examination of the
multiple ways in which 1) food pricing strategies and 2) marketing communication
(including branding and food claims) bias food consumption. It then describes the
effects of newer and less conspicuous marketing actions, focusing on 3) packaging
(including the effects of package design and package-based claims) and 4) the
eating environment (including the availability, salience, and convenience of food).
Throughout, this review underscores the promising opportunities that food
manufacturers and retailers have to make profitable “win-win” adjustments to help
consumers eat better.
© 2012 International Life Sciences Institute

INTRODUCTION

Biology and natural selection have created strong food
preferences. Individuals around the world want easy
access to a variety of tasty, convenient, inexpensive, and
safe foods that can be eaten in large quantities. By catering
to,and stimulating,these biological interests, food market-
ers have been accused of contributing to the growing
problem of global obesity.1–5 After all, the food industry
(which includes food and beverage producers, as well as
retailers, restaurants, and food services companies)
employs savvy and creative marketers who have pioneered
many of the tools of modern marketing.6,7 At the same
time, it is important to understand that the marketers and
the executives who guide them are torn between satisfying
the desires of various consumers, the demands of their
shareholders, and the concerns of public health organiza-
tions, which largely perceive the food industry as the new
tobacco industry (because both industries have used

similar tactics, such as emphasizing personal responsibil-
ity, massive lobbying, pre-emptive self-regulation, etc.).8,9

For these reasons, it is useful to review and integrate much
of the overlooked evidence on how food marketing influ-
ences food intake and to examine how food marketers
could continue to grow their profits without growing their
customer’s body mass index (BMI).

This review article examines and integrates the litera-
ture from marketing, consumer research, and related
social science disciplines, which is not in the commonly
referenced databases for health and medicine, such as
PubMed, and is therefore often unknown to nutrition
researchers.By incorporating this information, this review
updates the existing reviews in the field,10,11 which are
rapidly becoming outdated given the breadth of more
current research. For the purpose of this review, market-
ing is defined in accordance with the definition of the
American Marketing Association as “the activity, set of
institutions, and processes for creating, communicating,

Affiliations: P Chandon is with INSEAD, Fontainebleau, and a member of ICAN, Paris, France. B Wansink is with the Charles H. Dyson School
of Applied Economics and Management at Cornell University, Ithaca, NY, USA.

Correspondence: P Chandon, INSEAD, Boulevard de Constance, 77300 Fontainebleau, France. E-mail: pierre.chandon@insead.edu. Phone:
+33-160-724-987.

Key words: consumer behavior, diet, food packaging, health, marketing, mindless eating, obesity, public policy, slim by design
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they may be influencing food intake, and how food marketers could meet their
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the insights provided by recently published studies in the areas of marketing and
consumer research, and those insights are integrated with findings from studies in
nutrition and related disciplines. The review begins with an examination of the
multiple ways in which 1) food pricing strategies and 2) marketing communication
(including branding and food claims) bias food consumption. It then describes the
effects of newer and less conspicuous marketing actions, focusing on 3) packaging
(including the effects of package design and package-based claims) and 4) the
eating environment (including the availability, salience, and convenience of food).
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INTRODUCTION

Biology and natural selection have created strong food
preferences. Individuals around the world want easy
access to a variety of tasty, convenient, inexpensive, and
safe foods that can be eaten in large quantities. By catering
to,and stimulating,these biological interests, food market-
ers have been accused of contributing to the growing
problem of global obesity.1–5 After all, the food industry
(which includes food and beverage producers, as well as
retailers, restaurants, and food services companies)
employs savvy and creative marketers who have pioneered
many of the tools of modern marketing.6,7 At the same
time, it is important to understand that the marketers and
the executives who guide them are torn between satisfying
the desires of various consumers, the demands of their
shareholders, and the concerns of public health organiza-
tions, which largely perceive the food industry as the new
tobacco industry (because both industries have used

similar tactics, such as emphasizing personal responsibil-
ity, massive lobbying, pre-emptive self-regulation, etc.).8,9

For these reasons, it is useful to review and integrate much
of the overlooked evidence on how food marketing influ-
ences food intake and to examine how food marketers
could continue to grow their profits without growing their
customer’s body mass index (BMI).

This review article examines and integrates the litera-
ture from marketing, consumer research, and related
social science disciplines, which is not in the commonly
referenced databases for health and medicine, such as
PubMed, and is therefore often unknown to nutrition
researchers.By incorporating this information, this review
updates the existing reviews in the field,10,11 which are
rapidly becoming outdated given the breadth of more
current research. For the purpose of this review, market-
ing is defined in accordance with the definition of the
American Marketing Association as “the activity, set of
institutions, and processes for creating, communicating,
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Influence of menu labeling on food choices in real-life settings:
a systematic review
Ana C. Fernandes, Renata C. Oliveira, Rossana P.C. Proença, Cintia C. Curioni, Vanessa M. Rodrigues, and
Giovanna M.R. Fiates

Context: Evidence that menu labeling influences food choices in real-life settings is
lacking. Reviews usually focus on calorie counts without addressing broader issues
related to healthy eating. Objective: This systematic review assessed the influence
of diverse menu-labeling formats on food choices in real-life settings. Data
Sources: Several databases were searched: Cochrane Library, Scopus, MEDLINE,
Web of Science, Food Science and Technology Abstracts, Biological Abstracts, CAB
Abstracts, EconLit, SciELO, and LILACS. Study Selection: Articles reporting experi-
ments, quasi-experiments, and observational studies using control or preinterven-
tion groups were selected blindly by two reviewers. Data Extraction: Data was
extracted using a standard form. Analyses differentiated between foodservice types.
The quality of the 38 included studies was assessed blindly by two reviewers. Data
Analysis: The results were mixed, but a partial influence of menu labeling on food
choices was more frequent than an overall influence or no influence. Menu labeling
was more effective in cafeterias than in restaurants. Qualitative information, such
as healthy-food symbols and traffic-light labeling, was most effective in promoting
healthy eating. In general, the studies were of moderate quality and did not use
control groups. Conclusions: Calorie labeling in menus is not effective to promote
healthier food choices. Further research in real-life settings with control groups
should test diverse qualitative information in menu labeling.

INTRODUCTION

Eating out has been increasingly associated with weight
gain1 and unhealthy eating,2 and thus the use of menu
labeling in restaurants and other foodservice establish-
ments has been proposed as a tool to help decrease the
rates of obesity and related chronic diseases.

The term menu labeling has been used with differ-
ent meanings. Some authors employ it as a synonym for
calorie information,3,4 while others use it to designate

nutritional information such as calories and nutrients5,6

or as a reference to the traffic-light system7,8 or other
food information.9,10 In this study, the term menu label-
ing was broadly applied to designate all calorie informa-
tion, nutritional information (eg, nutrient counts),
contextual information (eg, daily calorie recommenda-
tions), food information (eg, ingredients, alerts such as
“contains gluten,” and symbols or phrases to identify
healthy food, such as keyhole or heart symbols), and
traffic-light labeling. In traffic-light labeling, colors are
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Refeiç~oes – NUPPRE), Federal University of Santa Catarina (Universidade Federal de Santa Catarina – UFSC), Florian!opolis, Santa Catarina,
Brazil. C.C. Curioni is with the Department of Social Nutrition, Institute of Nutrition, University of the State of Rio de Janeiro (Universidade
do Estado do Rio de Janeiro - UERJ), Rio de Janeiro, Brazil.
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Correspondence: R.P.C. Proença, Departamento de Nutriç~ao – Centro de Ciências da Sa!ude, 88040-970, Campus Universit!ario, Trindade,
Florian!opolis, Santa Catarina, Brazil. Email: rossana.costa@ufsc.br. Phone: þ55-48-3721-2697.

Key words: catering, food labeling, healthy eating, nutrition information, public health.

VC The Author(s) 2016. Published by Oxford University Press on behalf of the International Life Sciences Institute. All rights reserved. For
Permissions, please e-mail: journals.permissions@oup.com.

doi: 10.1093/nutrit/nuw013
534 Nutrition ReviewsVR Vol. 74(8):534–548

 by guest on N
ovem

ber 11, 2016
http://nutritionreview

s.oxfordjournals.org/
D

ow
nloaded from

 

Nutrition Science $ Policy

Influence of menu labeling on food choices in real-life settings:
a systematic review
Ana C. Fernandes, Renata C. Oliveira, Rossana P.C. Proença, Cintia C. Curioni, Vanessa M. Rodrigues, and
Giovanna M.R. Fiates

Context: Evidence that menu labeling influences food choices in real-life settings is
lacking. Reviews usually focus on calorie counts without addressing broader issues
related to healthy eating. Objective: This systematic review assessed the influence
of diverse menu-labeling formats on food choices in real-life settings. Data
Sources: Several databases were searched: Cochrane Library, Scopus, MEDLINE,
Web of Science, Food Science and Technology Abstracts, Biological Abstracts, CAB
Abstracts, EconLit, SciELO, and LILACS. Study Selection: Articles reporting experi-
ments, quasi-experiments, and observational studies using control or preinterven-
tion groups were selected blindly by two reviewers. Data Extraction: Data was
extracted using a standard form. Analyses differentiated between foodservice types.
The quality of the 38 included studies was assessed blindly by two reviewers. Data
Analysis: The results were mixed, but a partial influence of menu labeling on food
choices was more frequent than an overall influence or no influence. Menu labeling
was more effective in cafeterias than in restaurants. Qualitative information, such
as healthy-food symbols and traffic-light labeling, was most effective in promoting
healthy eating. In general, the studies were of moderate quality and did not use
control groups. Conclusions: Calorie labeling in menus is not effective to promote
healthier food choices. Further research in real-life settings with control groups
should test diverse qualitative information in menu labeling.

INTRODUCTION

Eating out has been increasingly associated with weight
gain1 and unhealthy eating,2 and thus the use of menu
labeling in restaurants and other foodservice establish-
ments has been proposed as a tool to help decrease the
rates of obesity and related chronic diseases.

The term menu labeling has been used with differ-
ent meanings. Some authors employ it as a synonym for
calorie information,3,4 while others use it to designate

nutritional information such as calories and nutrients5,6

or as a reference to the traffic-light system7,8 or other
food information.9,10 In this study, the term menu label-
ing was broadly applied to designate all calorie informa-
tion, nutritional information (eg, nutrient counts),
contextual information (eg, daily calorie recommenda-
tions), food information (eg, ingredients, alerts such as
“contains gluten,” and symbols or phrases to identify
healthy food, such as keyhole or heart symbols), and
traffic-light labeling. In traffic-light labeling, colors are

Affiliation: A.C. Fernandes, R.C. Oliveira, R.P.C. Proença, V.M. Rodrigues, and G.M.R. Fiates are with the Nutrition Postgraduate Program
(Programa de P!os-graduaç~ao em Nutriç~ao), Nutrition in Foodservice Research Centre (N!ucleo de Pesquisa de Nutriç~ao em Produç~ao de
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Influence of menu labeling on food choices in real-life settings:
a systematic review
Ana C. Fernandes, Renata C. Oliveira, Rossana P.C. Proença, Cintia C. Curioni, Vanessa M. Rodrigues, and
Giovanna M.R. Fiates

Context: Evidence that menu labeling influences food choices in real-life settings is
lacking. Reviews usually focus on calorie counts without addressing broader issues
related to healthy eating. Objective: This systematic review assessed the influence
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(Programa de P!os-graduaç~ao em Nutriç~ao), Nutrition in Foodservice Research Centre (N!ucleo de Pesquisa de Nutriç~ao em Produç~ao de
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Abstract
Objective: The current study examines the impact of a nutrition rating system on
consumers’ food purchases in supermarkets.
Design: Aggregate sales data for 102 categories of food (over 60 000 brands) on a
weekly basis for 2005–2007 from a supermarket chain of over 150 stores are
analysed. Change in weekly sales of nutritious and less nutritious foods, after the
introduction of a nutrition rating system on store shelves, is calculated, controlling
for seasonality and time trends in sales.
Setting: One hundred and sixty-eight supermarket stores in the north-east USA,
from January 2005 to December 2007.
Subjects: Consumers purchasing goods at the supermarket chain during the study
period.
Results: After the introduction of the nutrition ratings, overall weekly food sales
declined by an average of 3637 units per category (95% CI –5961, –1313; P<0·01).
Sales of less nutritious foods fell by 8·31% (95% CI –13·50, –2·80%; P= 0·004), while
sales of nutritious foods did not change significantly (P=0·21); as a result, the
percentage of food purchases rated as nutritious rose by 1·39% (95% CI 0·58, 2·20%;
P< 0·01). The decrease in sales of less nutritious foods was greatest in the categories
of canned meat and fish, soda pop, bakery and canned vegetables.
Conclusions: The introduction of the nutrition ratings led shoppers to buy a more
nutritious mix of products. Interestingly, it did so by reducing purchases of less
nutritious foods rather than by increasing purchases of nutritious foods. In
evaluating nutrition information systems, researchers should focus on the entire
market basket, not just sales of nutritious foods.
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The doubling of the prevalence of obesity in the past few
decades(1,2) has resulted in greater risks of morbidity and
mortality(3), higher health-care costs(4), and lower wages and
more frequent job absenteeism(5). This growing crisis has led
many – including the US Surgeon General, the WHO and
others(1,6–8) – to call on the food industry to launch voluntary
initiatives to promote healthy eating(9). Food companies and
supermarket chains have responded and nutrition informa-
tion systems have been introduced by food manufacturers
such as Kraft, General Mills, Kellogg’s and PepsiCo, as well
as by supermarket chains such as Wegmans, Giant Food and
Hannaford(10,11). The assumption is that nutrition information
systems will lead to healthier purchases.

Nutrition information systems provide health-related
food and nutrient information to consumers, usually at the
point of purchase, in the form of labels on products or

shelves(12–15). Such information can operate in several
ways, including influencing the purchase of nutritious
foods(12) (e.g. buying a product labelled as containing high
protein), influencing avoidance of less healthy foods(13)

(e.g. not buying a product labelled as high in fat) and
influencing acquisition of both nutritious and less nutri-
tious foods (e.g. buying fresh fruit but also buying dessert).
Alternatively, nutrition labels may have no influence on
purchases of nutritious or less nutritious foods(14) (e.g.
shopping for the least expensive foods irrespective of
their nutrition content). Nutrition information may also
differentially influence individuals (e.g. it may lead a
weight-conscious person to buy low-calorie foods and a
person with osteoporosis to buy high-calcium foods) and
groups(15) (e.g. children and adolescents may pay less
attention to nutrition information than adults). There is
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From these climbing rates it would appear that most
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altering individuals’ body-mass indices (BMI) as well as
their nutritional choices, these are largely short-term
successes [2]. Moreover, they require massive time and
monetary resources for each individual targeted. Many
only function at a small scale, in isolated and easily

tracked communities. Hence, these previously tested
interventions are highly inefficient and would be too
costly to implement at a national or population level
[3]. Moreover, a less costly population-level interven-
tion would enable under-resourced government bodies
an affordable option, and encourage better health
equity in the long term.
This situation demands that public health practi-

tioners seek alternative strategies and interventions, in
particular, those which could be applied at a population
level and are a better value for public spending. From a
public health standpoint, people are not generally mak-
ing good decisions for their own health, or indeed for
the health of society at large. It seems that individuals
“irrationally” choose to ignore health warnings about
obesity and recommendations for their nutritional
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Ny#GreeNudge#studie av supermarkeder
Under#utforming – skal sendes til publikasjon

Using choice architecture interventions to nudge costumers towards 
healthier food purchase in real-life grocery stores. A review.  
 
Abstract 
 
Objective: The primary objective for this review is identify and summarize the current scientific level 
of evidence for the use of choice architecture interventions as a mean to change food choices in a 
grocery store setting. To do this this review will 1) describe characteristics of the included studies 2) 
report the effectiveness of interventions by reporting on if the interventions changes food choices 
significant, variable or non-significant and 3) show effectiveness of interventions on different outcome 
measures  
 
Methods: using a rapit review approach with two complementary search strategies for identifying 
relevant studies – the snowball approach and open search. The categorization of choice architecture 
interventions is based on the identified studies trough the search. The different choice architecture 
interventions identified were; priming, prompts, placement and price.  
 
Results: A total of 62 articles met the inclusion criteria, reporting on 189 intervention studies. Priming 
was the most studies choice architecture intervention (38%), followed by prompts (25%), placement 
(19%) and price (18%). Price interventions showed significant effect in most of the studies (47%) 
followed by placement (26%). According to the included studies it did not seam to be easier or harder 
to impact sales of healthy or unhealthy products. Choice architecture interventions work as well for 
low income groups as normal populations.  
 
Conclusion and Implications:  
 
The evidence indicates that price and placement work in about halv and one fourth of studies.  
More research needed on interventions that were not tested and how these interventions work on 
specific product categories.  
 
Key Words: grocery stores, choice architecture, nudging, food environment, interventions, obesity, 
effectivness  
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Table 3 Frequency of dependent variable (n = 189)
Increase in healthy food items 71%
Increase in fruits and vegetables 29%
Increase whole grain products 17%
Increase low fat or low calorie products 10%
Increase other healthy products 5%
Increase mix of healthy products 5%
Increase healthy beverage 4%
Increase in fish 2%
Increase healthy snacks 0,5%
Reduction in unhealthy food items 29%
Reduction in high-fat products 8%
Reduction calories, weight or BMI 6%
Reduction high-sugar products 5%
Reduction meat products 5%
Reduction in other unhealthy products 1%
Reduction in mix of unhealthy products 0,5%
Reduction unhealthy beverage 0,5%

Table 4 Distribution of effect of choice architecture interventions (n = 189)

Choice architecture 
intervention

Significant effect
(n = 47)

Variable effect
(n =36)

Non-significant effect
(n = 104)

Price 47% 15% 38%
Price reduction 47% 15% 38%
Primes 22% 24% 54%
Priming outside store 50% 7% 43%
Priming inside store 16% 28% 57%
Placement 26% 20% 54%
Placement availability 26% 22% 52%
Placement order 25% 27% 58%
Prompts 15% 15% 70%
Simple prompts 25% 25% 50%
Information rich prompts 10% 10% 81%
Total 26% 19% 55%



Oppsummering

1. Hvordan er fisk viktig for1sunnhet og bærekraft?1

2. Hvordan påvirke hva forbrukeren spiser?1Hva er nudge?

3. Hvilke nudge1er mest effektive?1

4. Hvordan gjøre fisk mer lønnsomt?9
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1 
 

 
Intensjonsavtale om tilrettelegging for et sunnere 

kosthold 
 

mellom 
 

næringsorganisasjoner, mat- og drikkeprodusenter og 
dagligvarehandel heretter omtalt som matbransjen 

 
og 

 
Helse- og omsorgsdepartementet heretter omtalt som 

helsemyndighetene 
 
 

 

1. Formål  

� Intensjonsavtalen skal føre til et mer helhetlig og overordnet samarbeid mellom 
matbransjen og helsemyndighetene for å gjøre det enklere for forbrukeren å ta 
sunnere valg. Målet er å øke andel av befolkningen som har et balansert kosthold 
i tråd med myndighetenes kostråd. Et langsiktig perspektiv er nødvendig for å 
oppnå ønskede endringer.  

� Samarbeidet gjennom intensjonsavtalen kan bidra til at de nasjonale målene for 
folkehelsepolitikken nås. Disse er: 

o Norge skal være blant de tre landene i verden som har høyest levealder. 
o Befolkningen skal oppleve flere leveår med god helse og trivsel og 

reduserte sosiale helseforskjeller. 
o Vi skal skape et samfunn som fremmer helse i hele befolkningen. 

  
2. Bakgrunn  

� Norge har sluttet seg til Word Health Organizations (WHO) målsetting om å 
redusere for tidlig død av ikke- smittsomme sykdommer som kreft, kronisk 
obstruktiv lungesykdom, diabetes og hjertekarsykdommer med 25 % innen 2025. 

� Det globale sykdomsbyrdeprosjektet (GBD 2010) publiserte i begynnelsen av mars 
2013 tall for dødelighet, sykelighet og risikofaktorer. Tallene for Norge viser at 
usunt kosthold gir flest tapte leveår.  

� De nasjonale kostholdsundersøkelsene (Norkost 3, 2011 og Ungkost 3, 2015) viser 
at mange har et for lavt inntak av grønnsaker, frukt, bær, fullkorn og fisk og et for 
høyt inntak av mettet fett og salt. Blant barn og unge er inntaket av tilsatt sukker 
også for høyt. Det er sosiale forskjeller i kostholdet også blant barn og unge.  
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