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Theory and model

This research attempts to bring together streams of research from marketing, nutrition and psychology  to provide 
possible solutions to the obesity epidemic due  to consumption of excessive liquid sugar in the form of sweet 
beverages. There is an urgent need to look beyond the health halos so that this excessive sugar becomes visible, 
is noticed and is avoided. The two basic tenets of this research are:

1. Most of our thoughts and actions are intuitive . Consumers  avoid cognitive load in most thought processes 
and  counting and adding up calories can be a demanding task.

2. Our decisions are influenced by how we perceive ourselves – independently or interdependently.
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This research aims to explore beverage choices made by people for self and significant others (child). 
The emphasis is on sugar content of the food. The objectives of this research are:

• To explore whether making the sugar information easily accessible (salience) and easy to 
understand (availability) will make the food choice a decision of reasoning rather than intuition. 

• To research if  priming the individuals will make the beverage  choice  a more effortful process, thus 
directing increased attention towards the sugar content of the product or not.

1. Self-construal theory - self-construal refers to how individuals define and 
make meaning of the self (Markus and Kitayama,1991). Self can be defined 
Independently or  Interdependently (Figure 1) and these construals can in 
turn  influence cognition, affect, motivation and social behaviour.

2. Heuristics and biases - People rely on a limited number of heuristics 
(mental shortcuts) which reduce the complex tasks 
of assessing probabilities and predicting values to simpler judgemental 
operations. These heuristics lead to biases in decision making (Tversky and 
Kahneman, 1974).

Overview

• Target  sample – Parents of preschool children

Step 1: Priming for independent self-construal 
and interdependent self-construal.

Step 2: Task related to choice of sugary food/drink 
on behalf of self Vs on behalf of other.

Step 3: Thank for participation and let participant 
choose a drink on the way out far away from the 
experimental setting (possible behavioural 
outcome).

Step 4: Conduct a post test regarding knowledge 
of sugar consumption.
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Figure 1. Conceptual representations of the self

Methodology and Implications  

Conceptual model

Implications

Obesity is preventable. There is an urgent need 
to study consumer’s perceptions of sugar 
sweetened beverages  and the decision making 
processes while choosing excessive liquid 
calories. This research aims at identifying  
behaviour change interventions 
wherein people adopt a change willingly and 
with pride, thus ensuring sustainability of 
the behaviour. Towards a healthier world and a 
better future for our children.
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