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Consumers do not engage in extended cognitive effort in purchase situations, they try 

to minimize both error and effort

The major goal in repetitive decisions is to make a satisfactory choice while minimizing 

cognitive effort

A typical shopping trip involves numerous decisions, and it is likely that the consumer 

does not want to expend a great deal of time and effort on any decision

J Consum Res 1984, 822-29; J Am Mark Ass 1983, 155-8; J Consum Res 1979, 93-100; J Mark Res1975, 60-7; Manag Sci 1984, 395-414; J Consum Res 1984, 741-53
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PURPOSE

4 million years of 

healthy life lost due to 

high fasting plasma 

glucose, high blood 

pressure, and 

overweight/obesity
IHME 2018 https://vizhub.healthdata.org/gbd-

compare/



Curved and colorful

icons may get

mixed and 

confused with the

colorful

background of

packages and with

other persuasive

elements that raise

the apetite for the

product

Management Decision 2006; 44(6):783-9; J Mark Theory Pract 2000; 8(4):59-72; Flavour 2015; 4:21

Red-Green blindness is

the most common

form of color blindness

Conflicting valence

increase the level of

abstraction of the

information by the

consumer (3k possibilities; 

k = 4 → 81)
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Understanding

Purchase intention

Purchase decision



Sat Fats OR 2.95 (2.10, 4.15) 
Sugars OR 1.59 (1.25, 2.03)

Canada, UK, USA



Time 1 (T1) Time 2 (T2)

Randomized Controlled Experiment

Source: Nutrients. 2018;10(6):688. doi:10.3390/nu10060688



Objective understanding
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"HIGH IN" system
Traffic-light system

*
* = significant increaseIn your opinion, does this product

contain certain nutrients in levels higher

than recommended for a healthy diet?

source: Nutrients. 2018;10(6):688. doi:10.3390/nu10060688



Purchase intention
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Would you buy this product or

a similar product from a different brand, for

yourself or your family?

Fuente: Nutrients. 2018;10(6):688. doi:10.3390/nu10060688.

7-point 
Likert 
scale
‘I would 
certainly 
not 
buy’—‘I 
would 
definitely 
buy’
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El 56,2% señala no comparar los sellos que contienen los envases de los alimentos al comprar, 
frente al 43,8% que dice sí hacerlo. Cuando se observa el comportamiento de esta variable 
cruzada por edad, NSE, tipo de hogar y sexo, se identifica que son el tramo etario y tipo de hogar 
las variables independientes que influyen en la comparación de sellos a la hora de comprar, 
presentando valores significativos de chi cuadrado menores a 0,05. 
 
Los tramos etarios que más comparan los sellos a la hora de comprar son quienes tienen 46 años o 
más, mientras que los jóvenes de 18 a 29 años son quienes menos lo hacen. Pensando en el dato 
anterior sobre reconocimiento de sellos, se observa que si bien los tramos etarios mayores son 
quienes se encuentran menos familiarizados con el nuevo etiquetado, sí son quienes más utilizan 
esta información a la hora de comprar. 
 
En cuanto a los hogares sin niños/as, se observa un dato que llama la atención: un 47,2% de ellos 
sí compara, mientras que en los hogares donde existen menores de edad sólo el 40,2% de los 
encuestados/as declara realizar un trabajo comparativo de los sellos a la hora de adquirir 
alimentos envasados.  
 

 
 
Un 91,6% de los consumidores/as considera que la existencia de sellos en los alimentos envasados 
influye en alguna medida en su decisión de compra, y sólo un 8,4% señala que los sellos no 
influyen y que compran igual.  
 
Específicamente, entre quienes señalan comparar los sellos en los alimentos, el 67,8% sostiene 
que éstos sí influyen en su compra, eligiendo productos con menor cantidad de sellos. En estos 
casos hay una modificación de la decisión de compra al revisar los sellos de advertencia. Por otra 

67,8% 

9,7% 

14,1% 

8,4% 

Sí influye, elijo alimentos 
con menos sellos 

Sí influye, no compro 
alimentos con sellos 

Sí, compro menos de lo que 
hubiera comprado si el 

producto no tuviera sellos 
de advertencia 

No influye, lo compro igual 

Influencia de los sellos en la elección de compra 
(Submuestra: 467 casos, que comparan la cantidad de sellos en los 

productos) 

       91,6% 

Source: http://web.minsal.cl/wp-content/uploads/2017/05/Informe-Implementaci%C3%B3n-Ley-20606-junio-2017-PDF.pdf

No, it doesn’t influence, I 

purchase the same way

Yes, and I purchase less 

than I would if the product 

had no warnings

Yes, I don’t buy products 

with warnings

Yes, it influences, I choose 

products with less warnings

Purchase decision
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Dessa forma, espera-se que a TPS forneça elementos para identificar os prós e contras 

e as características gráficas mais apropriadas à tabela nutricional e ao modelo de rotulagem 

nutricional frontal. 

A expectativa é de que as contribuições foquem nos designs dos alertas que foram 

testados nos estudos experimentais desenvolvidos no Brasil e considerem outras abordagens 

recentes e inovadoras em estudo em outros países, como Canadá e Israel, de acordo com os 

exemplos indicados na Figura 39. 

Espera-se ainda, que essas contribuições venham, principalmente, de especialistas em 

comunicação e design da informação e outros profissionais que trabalhem com o tema, bem 

como especialistas em economia comportamental. 

As contribuições recebidas na TPS auxiliarão na seleção dos modelos a serem testados 

comparativamente na população brasileira, por meio das pesquisas selecionadas na Chamada 

CNPq/Anvisa nº 17/2017, a fim de identificar aqueles que possuem atributos com maior 

potencial de auxiliar nossa população a interpretar corretamente as informações nutricionais. 

Figura 39. Exemplos de designs de rotulagem nutricional frontal a serem avaliados na TPS. 
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Front-of-Package Nutrition Labelling  
Canada Gazette, Part I (CGI) Proposal

SymbolsFormat Specifications
– Consistent symbol 

location (top 25%)
– Symbol size 

relative to front of 
package surface 

– Restrictions on 
placement and 
prominence of 
other health-
related information

Symbol To Be 
Determined



• Approximately 16,000 Canadians shared their views on the 

symbols.

• Approximately 220 unique submissions received.







Consumer Research
Research goals:

• To assess the efficacy of FOP labelling as a quick and easy guide for Canadians of varying health literacy levels to 

make healthier and more informed choices with respect to sugars, sodium, and saturated fats.

• To gain further insights into FOP symbol design elements that can contribute to effectiveness.

Methodology:

• Consumers (n=625) were randomized into current labelling or 1 of 4 different FOP symbol groups.

• Completed timed shopping tasks wearing an eye-tracking device followed by intercept interviews.

Results:

• Findings confirmed the potential of a “high in” FOP symbol in a naturalistic setting to discourage the purchase and 

consumption of foods high in nutrients of public health concern.



Consumer Research

Leger (2018) Consumer research on front of package nutrition labeling: final report. Prepared for Health Canada. 
http://epe.lac-bac.gc.ca/100/200/301/pwgsc-tpsgc/por-ef/health/2018/073-17-e/report.pdf

Participants were more likely to 

choose a food without a FOP 

nutrition symbol

Most participants at risk of 

marginal HL also noticed and 

understood the FOP nutrition 

symbol

While most participants noticed 

the FOP nutrition symbol 

regardless of its size or location, 

significantly more participants 

understood it faster when its 

size was larger and it was in the 

proposed location

The presence of the Health 

Canada attribution resulted in 

higher trust and credibility for 

the FOP nutrition symbol

When participants made 

unsuccessful food choices, 

participants tended to rely 

on other nutrition 

information on the front 

of the package.

http://epe.lac-bac.gc.ca/100/200/301/pwgsc-tpsgc/por-ef/health/2018/073-17-e/report.pdf

