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9. Setting AAIALATTNTYW (Market Place and Community setting)
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Fig. 13. Making healthy choices

Are you a candidate
for heart disease?

Don't eat Don't
junk food! smoke

Don'tdo

Watch out for s

diabetes!

Don't watch
™

You must eat a
healthy diet!

You must be
more active!

So much information! So many choices to be made!  What doesitall mean?

) Source: adapted from: WestOne Services (2013)
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What is known to work — promising areas of action
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Box 9. Case study: workers in hairdressing salons
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Box 10. Examples of nudging activities

®  Smoking Nudge v THauyisiiudanunIs s A lLgUUTIeaay uazandansssuli
4 . T e St I Acom o e o o
AUYYE (clue) 1w nsuiudauyws Iuda vian@aywalilnan wise lWiuAiuyws e
1 v <
Tailuaaiu
®  Alcohol Nudge 1w iwasuaunauialdwanlfianas viseanansaesueanages virayin liinmu
@ A - % £ A o [y | v v
WiudennssniseAanwan lANNTu viranuamAn s lunsanman iy anmadnnese

o ¥

¥ oA A % o Y P ey
A1 139 BRNLULNYeMAN el ag A1 QV]L“IJ']ENVLQEI'W]

U

'
= v s

®  Diet Nudge 11 n1saanuuuiuilu super market tnedanyu dnuasnald adnniaaumsinuay
o A
e
®  Physical Activity Nudge i1 nsliauiiula ununnsldanyt nnsdnldliausnsanuuazldansenu
TuniamEnIg
Source: Marteau T et al. Judging nudging: can nudging improve population health? British Medical

Journal, 2011,342:d228.




