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To Access the Audio Portion of the Webcast 

 Please dial :  

1-800-658-3095; access code 964856914#   

Welcome! The Webcast Will Begin Shortly  

 

 Please follow us @foodinsight , # foodinsight    



Mission: To effectively 
communicate science-based 
information on health, 
nutrition, and food safety for 
the public good.   
 

 

Primarily supported by the broad -based food, 
beverage, and agricultural industries.  

http://www.foodinsight.org  

 



 C-FARE is a non-profit organization dedicated to 

enhancing the application of economics to food, 

agricultural and resource issues at the national 

level.  Incorporated in 1993, C -FARE's governing 

board includes applied economists representing 

a wide range of public and private sector 

interests.   

 

 www.cfare.org  

http://www.cfare.org/


Please send all questions to foodandhealth@ific.org    

Please follow us @foodinsight , # foodinsight    
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¾Explore the role of behavioral economics                            

in improving healthful lifestyle choices                     
among consumers  
 

¾ Identify the power of food in both 
communications and relationships  
 

¾Examine effectiveness of education (message) for 
behavior change 
 

¾Explore the use of patient -centered counseling as 
a strategy to break behavior change barriers  
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2011 FOOD & HEALTH SURVEY 1 H E A L T H Y  W E I G H T  A N D  A C T I V E  L I F E S T Y L E S   

Current Weight Management Strategy 

Which of the following best describes what you are currently doing regarding your weight?*  

[Select one] (n=1000) 

Significantly fewer Americans report trying to lose weight and significantly more report trying to maintain 

weight.  In addition, more Americans report they are not doing anything regarding their weight than in previous 

years. 

*Question asked since 2007. 

I am trying to lose 
weight 

43% 

I am  
trying to 

 maintain my 
weight 

26% 

I am trying to gain 
weight 

5% 

I am currently not  
doing anything 
regarding my 

weight 
26%   74%   

of Americans  

are doing  

something  

with regard  

to their weight 

 

p ô07-ô10 

q ô07-ô10 

p ô08 

p ô07 

p / q Significant increase/decrease from year indicated 
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Not at all satisfied 
8% 

Not very satisfied 
19% 

Neither satisfied 
nor unsatisfied 

30% 

Somewhat 
satisfied 

31% 

Extremely 
satisfied 

12% 

Satisfaction with Weight Management Progress 
Fewer than half of Americans (43%) are satisfied with their progress toward losing or maintaining their 

weight. Still, approximately another third who are trying to lose or maintain weight appear to be indifferent 

regarding their progress. 

*Question added in 2011. 

[IF TRYING TO LOSE/MAINTAIN WEIGHT] Thinking about your ability to stay on track when it comes to 

losing/maintaining your weight, how satisfied are you with your progress?* [Select all that apply] (n=689) 

 

p / q Significant increase/decrease from year indicated 
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Support Used to Lose/Maintain Weight 
The majority of those who report attempting to lose or maintain weight are not seeking support from others to 

help them manage their weight. 

*Question added in 2011. 

[IF TRYING TO LOSE/MAINTAIN WEIGHT]  

What type(s) of support have you used in an effort to lose/maintain your weight?*  

[Select all that apply] (n=689) 

 

 

58% 

19% 

14% 

8% 

6% 

4% 

5% 

bƻƴŜκIŀǾŜƴΩǘ ǳǎŜŘ ŀƴȅǘƘƛƴƎ  

Created a buddy system (friends, family,
and co-workers who workout with you)

Saw a medical professional

Sought the help of a virtual support group
          (Blog, Facebook, online community)

Saw a registered dietitian

Consulted a personal trainer

Other
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2011 FOOD & HEALTH SURVEY 1 H E A L T H Y  W E I G H T  A N D  A C T I V E  L I F E S T Y L E S   

Motivators for Taking Action to Manage Weight 
Appearance and health problems are most likely to motivate Americans to take action regarding their weight.   

*Question added in 2011. 

56% 

49% 

37% 

22% 

15% 

4% 

2% 

Appearance

Health problem

Doctor recommendation

Friends and family recommendation

Education about the role of calories in a
balanced diet and their impact on weight

Popular media

Online community

What has, or would, motivate you to take action to lose/manage weight?*  

[Select all that apply] (n=1000) 
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Christiane Schroeter, PhD 

California Polytechnic State University,                            

San Luis Obispo  

 



ƴBackground: Traditional vs. behavioral 

economics 

ƴ Dieting example 

ƴApplication #1: Menu labeling  

ƴApplication #2: Impulse food purchases  

ƴApplication #3: Food-at-home consumption 

ƴPromise and pitfalls of behavioral economics  

ƴConclusions and outlook 

11 

òChanging 

Behaviors, 

Changing 

Waistlinesó 

 

07.13.11 



ƴTraditional Economics 

ƴHow people should  

   behave 

ƴTheoretical assumptions 

ƴRational behavior  

 

 

ƴBehavioral Economics 

ƴHow people do behave 

ƴEmpirical observations 

ƴTools from psychology                            

and economics    

 

Image: USDAgov, 2011  Image: Brooks, 2009  
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ƴTraditional Economics 

ƴFuture health depends       

on present food choice  

ƴMaximize well -being  

ƴIndulging = do not value 

   the future health  

 

 

ƴBehavioral Economics 

ƴContrary to actions,                            

interest in future health  

ƴDesire to improve                                  

food choices 

ƴReasons for individual 

shortcomings 

 

Image: McCharles, 2007 Image: TheWhizzerBlogspot, 2007 
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Â 2007: Menu labeling required in NY City 

ÁApplies to chains with Ó 15 outlets 

ÁCaloric content of each food next to price on                  

menu board 

Â 2008: California restaurants adopt                      

menu labeling 

Â March 2010: New Health Care Reform 

ÁPatient Protection and Affordable Care Act 

(ACA), Provision 4205 

Á FDA final rule for menu labeling is still pending  
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Â Traditional economics on 

menu labeling 

Á Individuals use label 

information  

ÁChoose a healthy meal  

ÁMaximize their future well -

being  

 

Image: Yourdon, 2008 
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Â Three reasons why menu 
labeling might fail  

1. Overeating 
Â Self -control problems  

2. Distraction  
Â Limited attention span  

3. Promoting higher caloric 
intake  
Â Accurate nutrient 

information unveils prior 
overestimation  

 
Source: Downs, Loewenstein and Wisdom, 2009       Image: Sherylyvette.com , 2010                                                     
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Â Results from field 
experiments 

Â Studies in fast food 
restaurants (Wisdom, 
Downs, Loewenstein, 
2009a and b) 
Â Menu display 
Â 48% more likely to 

choose low-calorie 
food when displayed 
prominently on menu  

 

 

Image: Tolva, 2010 
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Â Results from field experiments (cont.)  

Â Menu labeling  

Â Dieters 76% less likely to order low-calorie 

sandwich 

Â Overall reduction of 50 calories per meal  

Â Additional calorie information prior to                     

restaurant entrance  

Â Dieters significantly                         

increased caloric intake  

 

Image: Chotda, 2007 
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Source:  Morrison, Mancino and Variyam, 2011 



Â Self-control problems  

Â Check-out area of 

lunchroom or                   

grocery store 

Â Purchases of chips, 

candy and              

soft drinks 

Â Lack of self -control  

 

Image: Crane, 2007 
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Â Solutions from 

behavioral economics 

1. Replace high-calorie 

options with fruits  

2. Offer a variety of fruit  

3. Introduce or increase 

access to salad bar 

4. Improving presentation of 

fruit and vegetables  

 

Image: Dombrowski, 2009 
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Â Results from field experiments  

Â Lunchroom studies (Just and Wansink, 2009) 

Â Replacing snacks with fruit  

Â Sales of fruit increased  

Â Less food waste after lunch  

Â Increased variety of fruits  

Â Offer plums and peaches in addition to                      

bananas, oranges and apples 

 

Image: Baxter, 2005 21 
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Â Results from field experiments (cont.)  

Â Introduce or increase access to salad bar 

Â 21% increase in new salad bar participation  

Â Salad bar moved to middle of lunch room  

Â Improving presentation of fruit and vegetables  

Â Adding lighting  

Â Changing displays 

 

Image: Beauchamp, 2007 22 
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Â Problem of overeating  

Â Household head responsible 

for food at home  

Â Parents with higher BMI 

Â Minimal influence on use of 

lunch money 

Â Children spend more 

money on high-calorie 

choices 

 

 

Image: Baxter, 2005 
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Â Results from field experiments  

Â Lab studies (Ehmke et al., 2008)  

Â Create ôculture of healthõ 

Â Focus on giving up unhealthy lifestyle choices  

Â Less stress about additional healthy choices 

 

Image: Krejci , 2009 24 

òChanging 

Behaviors, 

Changing 

Waistlinesó 

 

07.13.11 



Â Results from field experiments  

Â Lab studies (Just and Wansink, 2009) 

Â Load debit card  

Â Restrict use of debit card to healthy foods  

Â Children have option to pay cash for desserts  

Â Increased consumption of low-fat milk,                                

water, fresh fruit                                                                 

and vegetables 

Image: Chenoweth, 2007 25 
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Three promises of behavioral economics 

1. Cheap 

ü Cognitive cost to consumer, no material cost  

2. Easy to implement 

ü Simple tweaks to existing programs 

3. Flexible 

ü Adaptable to individual situations  
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Three pitfalls of behavioral economics  

1. Compliance 

ü Consumers might continue to choose                                         

high-calorie foods and beverages 

2. Overcompensation of calories 

ü Manipulating one meal is ineffective  

3. At-risk consumers 

ü Specific experiments needed  
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Â Eliminating high -calorie choices  

Â Restriction of consumer freedom  

Â Choice-preservation is important  

Image: Booth, 2008 
28 
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Â Policymakers interested in the field 

behavioral economics 

Â April 2010: USDA/ERS conference 

Â October 2010: University research center  

Â Cornell Center for Behavioral Economics in 

Child Nutrition Programs  

Â HealthierUS School Challenge (HUSSC) 

 

Image: USDAgov, 2010 29 
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Â Cal Poly, San Luis Obispo: Science through 

Translational Research in Diet and Exercise 

(STRIDE)  

Â Empirical studies: 475 student research assistants 

Â Pink and Dude Chefs: Healthy lifestyle, safe cooking 

skills 

Â FLASH: Longitudinal study of 6,500 college students  

Â Physical health assessments 

 

Images: STRIDE, 2010 30 
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Â Traditional economics  

      is still necessary 

Â Behavioral economic 

tools useful  

Â Complement existing 

systems 

Â Create additional  

     tools for  

     healthier society  

 

Image: Mym, 2003 
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Molly Gee, MEd, RD, LD 

Baylor College of Medicine  

 

 



So, youõre a dietitian?  

Tell me what to eat 

to lose weight.  

Does this sound familiar? 
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There is an                                               

obesity epidemic.  


