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ALIMENTOS

ARTÍCULO ORIGINAL 

RESUMEN 
Objetivos: el objetivo del presente estudio fue examinar si 
al influir en la dinámica de elección de la comida y alterar la 
forma de cambiarla por una más saludable podrían aumentar 
las ventas de los refrigerios más nutritivos a los jóvenes que 
asisten a los comedores escolares de formación profesional. 
Materiales y métodos: se diseñó una intervención de ali-
mentación saludable para los jóvenes en los comedores de 
13 escuelas vocacionales. Los estudiantes que asistieron eran 
principalmente varones de entre 16 y 19 años. Se les ofreció 
un paquete de refrigerios saludables que antes no se brindaba. 
La intervención se enfocó en el acceso a alimentos más sanos 
usando dos estrategias de cambio ambiental. Se incrementó la 
importancia del paquete de refrigerios saludables y los jóvenes 
fueron reexpuestos a la opción más beneficiosa para la salud 
en más lugares. Los datos de las ventas se recolectaron antes y 
después de la prueba por el personal de la cafetería según un 
protocolo acordado con los administradores de los comedores.
Resultados: los resultados mostraron que un número signifi-
cativamente mayor de estudiantes eligió los refrigerios saluda-
bles, cuando se midió el seguimiento después de la interven-
ción en comparación con la situación inicial. Las ventas de los 
refrigerios no saludables no cambiaron de manera significativa.

ABSTRACT 
Objectives: the aim of this study was to examine if influen-
cing food choice dynamics by slightly altering the choice ar-
chitecture by relocating and re-exposing the healthy option 
could increase sales of healthy snacks among young people 
in vocational school canteens.
Materials and methods: a healthy eating intervention was 
developed for young people in canteens of 13 vocational 
schools. The subjects attending is mainly young men between 
16 and 19 years of age. A healthy snack pack not previously 
offered was developed. The intervention targeted the access 
to healthy snacks using 2 environmental change strategies. Sa-
lience of the healthy snack pack was increased and customers 
were re-exposed to the healthy option more places. Sales data 
were collected pre/post test by canteen staff according to a 
protocol agreed with management canteens. 
Results: the results showed that significantly more students 
chose the healthy snacks when measured follow up after the 
intervention compared to baseline before. Sales of the un-
healthy snacks did not change significantly. 
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Conclusiones: si los estudiantes de las escuelas de formación 
profesional optan por dejar a un lado los refrigerios no saluda-
bles y los reemplazan por alternativas más sanas, es necesa-
rio tener en cuenta el aumento de la exposición a ese tipo de 
refrigerios y, a la vez, emprender acciones contra los alimen-
tos menos nutritivos, por ejemplo, retirarlos o colocarlos en 
lugares poco visibles de la cafetería. Repensar la dinámica de 
elección en el diseño de los alimentos del autoservicio a través 
de pequeños cambios fáciles de implementar es un modo de 
adoptar conductas más saludables. Se requieren más investiga-
ciones para explorar los efectos y las posibilidades de cambiar 
el modelo de selección de los alimentos. 

Palabras clave: estudiantes, refrigerios saludables, dinámica 
de elección.
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Conclusions: if students at vocational schools are to opt out 
unhealthy snacks and replace them with healthy alternatives, 
consideration should be given both to increase the exposure 
of healthy snacks and simultaneously undertake similar ac-
tions in the unhealthy snacks, for example by removing them 
or placing them less visibly in the canteen. Rethinking choice 
dynamics in self service food lay-outs through easy to imple-
ment minor changes seems to be able to change uptake of 
healthy options. More research is needed to explore effects 
and potentials of changing food choice architectures.

Key words: students, healthy snacks, choice dymamic.
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INTRODUCTION
Promoting healthier dietary habits young people 

is of prime societal concern. Traditional approaches 
to behavioral change rest on the assumption that 
information and education can facilitate such chan-
ge. However, studies have shown that such approa-
ches tends to benefit those already complying with 
official nutritional advice whereas the ones most in 
need tends to benefit less. As a result, there is an 
increasing interest in interventions targeting beha-
vior through the environment. According to recent 
insights from dual process theory and behavioral 
psychology1,2,3,4 changes in the environmental de-
sign – often referred to as choice architectures - 
holds the potential to influence the consumer to 
make healthier decisions. Unlike traditional restric-
tion, the new nudging approaches are cheap and 
“soft” in terms of policy implying that they have at-
tracted much attention. 

Promotion of healthier eating has traditionally 
been relying on cognitive approaches. For instan-
ce the traditional KAB/KAP approach that assu-
mes a sequence of knowledge, attitude, behavior/
practice5,6,7 can lead to behavioural change. A 
prominent example of such an approach is edu-
cation and health promotional campaigns. The fi-
gure illustrates the traditional approach and new 
nudge approaches. 

The aim of this study was to examine whether 
such an approach could influence food choice dy-
namics by slightly altering the choice architecture. 
We are interested in whether it increase the sales 
of healthy snacks among young people in a can-
teen at vocational schools.

METHODOLOGY
A healthy eating intervention program was de-

veloped for young people at schools. Managers at 
cash cafeterias from 10 different vocational schools 
signed up for the program and agreed to comply 
with the intervention protocol and assist in collecting 
data. The customers attending this school type are 
primarily young men between 16 and 19 years of age 
and studies show that this group has a less healthy 
behavior than their counterparts in high school. A 
healthy snack pack that was not previously offered 
was developed as the intervention component. The 
intervention was built on two types of choice dyna-
mic principles: relocation and re-exposure8,9. Thus the 
intervention increased the accessibility of the healthy 
snack pack enhancing visibility of snack packs was 
increased and by re-expose the healthy option to cus-
tomers more places in the cafeteria. Data on sales 
volumes were collected by canteen staff at baseline 
and at the two follow ups.

RESULTS
The results showed that significantly more stu-

dents chose the healthy snacks when measured after 
the intervention compared to baseline before. Sales 
of the unhealthy snacks did not change significantly.

The table present the average sale of healthy and 
unhealthy snacks showing that there was a signifi-
cant difference in the sale of healthy snacks, both 
in week 2 and 3. On average, they sold 4.2 more 
healthy snacks per. day of week 2 and average of the 
sales of healthy snacks sold per. day in week 3, was 
4.5 times higher than in a normal week. The impact 
on the unhealthy snacks was insignificant.
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Sales of snack.
Average 

number sold 
per day

Week 1  
“normal”

Week 2 
“nudge 1”

Week 3 
“nudge 2”

Healthy snacks 9.5 13.7* 14*

Unhealthy 
snacks

22.2 22.8# 21.2#

*=0,05>, #=non-significant.
The table shows the total average number of sold healthy and 
unhealthy snacks, per day in week 1, 2 and 3.   

Tabla 1:	Snacks healthy and unhealthy. 

DISCUSSION
The results show that influencing the choice dy-

namics around the counter of a cash cafeteria can 
increase the sale of healthy options. This insight can 
be used by designers and professionals in the out of 
home eating sector for instance in school canteens. 
More studies however, are needed to increase the 
range of nudge components that cafeterias and 
canteens can apply and more research are needed 
to clarify the sustainability of nudge interventions.
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