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I Changing	Minds	to	Change	Behaviour

Less	effective More	effective	

Perception	of	Threat
Not	big	enough
Behaviour
Even	if	motivated	to	change		
Environments	have	a	strong	influence	on	much	of	our	behaviour

Marteau	Lancet 2018



II Changing	Environments	to	Change	Behaviour
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Economic	Environments

“While	these	policies	vary	in	their	
effectiveness	and	cost-effectiveness,	
evidence	supports	those	that	reduce
the	affordability	of	alcohol	as	the	most	
effective	and	cost	effective	approach	to	
prevention	and	health	improvement.”

Burton	et	al	Lancet	2016



II Changing	Environments	to	Change	Behaviour
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Properties of	objects	or	stimuli

SIZE

PRESENTATION

INFORMATION

FUNCTIONALITY

Placement of	objects	or	stimuli
AVAILABILITY

POSITION	

Cues	in	Physical Environments	Shaping	Behaviour

Hollands,	Bignardi,	Johnston,	Kelly,	Ogilvie,	Petticrew,	Prestwich,	
Shemilt,	Sutton	&	Marteau,	Nature	Human	Behaviour 2017



Size



Size:	Systematic	Review	
Aim
To	estimate	the	impact	of	different	portion,	package	
or	tableware	sizes	on	selection	or	consumption	of:

food		 alcohol	 tobacco

72	studies 69 0 3



Size:	Effect	on	alcohol	consumption

2017

Zupan,	Evans,	Couturier,	Marteau	BMJ	2017

Wine	glass	size	in	England:	1700-2017



Wine	Glass	Size	and	Wine	Sales
Meta-analysis	of	experimental	studies

$$$	 Pilling,	Clarke,	Hollands,	Marteau	under	review



Wine	Bottle	Size	and	Consumption
Impact	on	in-home	consumption	
of	75	cl	vs 50	cl	bottes of	wine:	An	
RCT

Mantzari,	Codling,	Pechey,	
Hollands,	Pilling,	Marteau	in	
progress

IMAGES



Availability and Alcohol (vs non-Alcohol)

Altering	the	Availability	or	Proximity	of	Food,	
Alcohol	and	Tobacco	Products	to	Change	their	
Selection	or	Consumption	(Review)

Food Alcohol				Tobacco
Availability 6 0 0

Proximity 18 0 0

Hollands,	Carter,	Anwer,	King,	Jebb,	Ogilvie,	
Shemilt,	Higgins,	Marteau	 in	press



Proximity:	Sales	on	Aisle	Ends

Effect	sizes	equivalent	to	decrease	in	price	per	volume	of:
Beer:	4%	(£0.17) Wine:	6%	(£0.40) Spirits:	9%	(£1.17)
Fizzy	drinks:	22%	(£0.27) Coffee:	36%	(£0.96) Tea:	62%	(£1.19)

Nakamura,	Pechey,	Suhrcke,	Jebb,	Marteau	Soc Sci Med	2014
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Information	on	Labels

“ Linking	alcohol	causally	with	
cancer	(and	other	chronic	diseases)	
reliably	makes	alcohol	seem	more	
risky”



Impact	of	Health	Warning	Labels	on	Selection:	
Soft	drinks,	Food	and	Alcohol

Clarke,	Pechey,	Kosīte,	König,	Mantzari, Blackwell,	Marteau, Hollandsunder	review



Impact	of	labels	on	selection	of	
an	alcoholic	drink

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

No	label

Text	only

Image	only

Text&Image

Alcohol No	Alcohol

61%

Clarke,	Pechey,	Mantzari,	Blackwell,	De-Loyde,	Morris,	Marteau,	Hollands	in	prep

56%

49%

77%



Acceptability	of	Graphic	Health	Warning	
Labels	on	Alcohol

• I	do	think	there	should	definitely	
be	warnings	on	alcohol	
bottles/cans	etc.	They	have	
them	on	cigarettes	so	I	think	this	
is	no	different	and	may	
discourage	people	from	drinking	
too	much.
• I	think	anything	that	can	have	an	
adverse	effect	on	your	health	
should	have	a	clear	warning	on	
it	to	give	people	an	informed	
choice	as	there	is	so	much	
marketing	to	persuade	young	
people	that	it	is	safe	with	no	risk

This	is	a	ridiculous	level	of	nanny	
state	behaviour and	complete	lack	
of	making	people	take	
responsibility	for	their	own	actions

What	next?	Don’t	breathe	its	bad	
for	you?	Don’t	live	it’s	bad	for	you?	
Don’t	enjoy	your	life	it’s	bad	for	
you?	F***	Off	Nanny	State

Pechey,	Clarke,	Mantzari,	Blackwell,	De-Loyde,	Morris,	Marteau,	Hollands	in	prep
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Addressing	Policy	Inertia
Barriers	leading	to	Policy	Inertia:

i. inadequate	political	leadership	
and	governance	to	enact	policies

ii. strong	opposition	to	policies	by	
powerful	commercial	interests

iii. lack	of	demand	for	policy	action	
by	the	public

Swinburn et	al	Lancet 2019



Political	Leadership
Population-level	Intervention	as	Punishment



Powerful	Commercial	Interests
Industry	responses	to	interventions	to	reduce	consumption	



Public	Demand	vs.	Acceptability

Public	acceptability	of	
population-level	interventions	to	
change	behaviour	to	improve	
population	health	varies	by:
i. behaviour	
ii policy
iii who	is	asked
iv how	they	are	asked



Public	Support	and	Evidence	of	Effectiveness

36	Experiments:	results	pooled

When	told	or	shown	evidence	of	effectiveness	for	
policies	on	Health,	Environment	or	other	areas	....

Support	for	a	policy	increased

Estimated	increase	=	4%	(3%	to	5%)

SMALLER	with	competing	messages	in	real	world?

Reynolds,	Stautz,	Pilling,	van	der	Linden,	Marteau	under	review

Support	for	Policy
decreased increased



Changing	Human	Behaviour
I. Changing	Minds	to	change	behaviour

at	best,	small	effects	at	population	level
II. Changing	Environments	to	change	behaviour

largest	effects	at	population	level
likely	changes	minds	by	changing	social	norms	

III. Changing	Minds	of	Publics	and	Politicians	about	
Changing	Environments	to	Change	Behaviour
to	achieve	benefits	of	effective	and	cost-effective	
alcohol	control	policies

@MarteauTM tm388@cam.ac.uk


