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Nudges - subtle changes in choice architecture that
guide decisions without restricting freedom - have proven
effective in shaping consumer and organizational
behavior  toward environmentally and  socially
responsible outcomes. The paper examines the role of
nudging as a behavioral economics tool for promoting
sustainable practices, drawing lessons from tourism
and extending insights to other sectors. In tourism,
interventions such as eco-labeling, green defaults,
and social norm messaging influence travelers’
accommodation choices, waste reduction, and energy
conservation. Beyond tourism, nudging has been
successfully applied in areas like public health, food
consumption, and energy efficiency, offering scalable
and cost-effective solutions to sustainability challenges.
The paper highlights the potential of nudging to create
both short-term behavioral shifts and long-term societal
change, emphasizing the importance of adaptive,
evidence-based approaches. By synthesizing findings
across different fields, the paper emphasizes the
versatility of nudging as a strategy for advancing
sustainable development goals.

Human decision-making is often shaped by
cognitive biases, heuristics, and contextual
factors rather than by purely rational evaluation. Recognizing
this, behavioral economics introduced the concept of
“nudging”. Over the past decade, research has shown that
nudges can improve health outcomes, encourage pro-
environmental behaviors, increase savings, enhance
workplace productivity, and promote social welfare.
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Importantly, nudging strategies have also
found relevance in sectors where individual
actions have collective consequences, such
as education, sustainability, and tourism. In
these contexts, even small behavioral shifts -
such as reducing waste, choosing low-carbon
options, or adopting healthier consumption
habits - can generate significant cumulative
impact.

The aim of this paper is to examine the
role of nudging as a behavioral intervention
across different contexts, with a particu-
lar focus on its applications in tourism. By
reviewing recent empirical studies and
conceptual approaches, the paper analyzes
how nudges influence individual decision-
making, encourage sustainable practices,
and foster long-term pro-environmental
attitudes.

The meaning of a nudge

and nudge theory.

A nudge is a concept in behavioral
economics that subtly alters the environment
or context in which people make decisions
with the aim of influencing their behavior.
Nudges are designed to guide decisions in
predictable ways by leveraging cognitive
biases without restricting freedom of choice
or changing incentives.

The concept of nudging is rooted in
behavioral economics, a field developed
in the mid-20th century that combines
insights from psychology and economics to
understand how individuals make decisions.
During this time, Herbert Simon introduced
the concept of bounded rationality,
suggesting that humans make decisions
within the constraints of limited information
and cognitive capacity. He was a key figure in
shaping this new field of economics, which
questioned the idea of “homo economicus”,
the perfectly “rational”, self-interested, and
ultimately unrealistic human on whom
economic models of that time were. Instead,
Simon suggested that humans make
decisions within the context of a constantly

changing and complex internal and external
environments.

In the 1970s, Daniel Kahneman and Amos
Tversky contributed to behavioral economics
by conducting research on cognitive biases
and heuristics, demonstrating systematic
deviations from “rationality” in human
judgment and decision-making. This laid the
groundwork for understanding how people
often rely on mental shortcuts that can lead
to suboptimal decisions-or at least, what
economists may define as suboptimal.

The formal concept of nudging was
popularized by Richard H. Thaler and Cass
R. Sunstein in their 2008 book “Nudge:
Improving Decisions About Health, Wealth,
and Happiness”. In this work, they defined a
nudge as “any aspect of choice architecture
that alters people’s behavior in a predictable
way without forbidding any options or
significantly ~ changing their  economic
incentives”.  Essentially, nudges make it
easier for people to make better decisions
without restricting their freedom of choice'.

Oxford dictionary defines nudge as
pushing someone/something gently or
gradually in a particular direction; reach-
ing or making something reach a particular
level®.

The United Nations (UN) Innovation
Network defines a nudge, based on Thaler
and Sunstein, as follows: “A behaviorally
informed intervention, usually made by
changing the presentation of choices (i.e.,
the choice architecture) to an individual,
that alters people’s behavior in a predictable
way. Nudges include warnings, reminders,
information disclosure, simplification, and
automatic enrolment. Nudges preserve
freedom of choice; they do not forbid any
options or significantly change economic
incentives”. A nudge has three main features:
(1) it does not force people to engage in a
particular behavior, (2) it preserves freedom
of choice, and (3) it does not offer large
economic incentives®.

' Nudge Theory, https://thedecisionlab.com/reference-guide/psychology/nudge-theory

> Nudge, https://www.oxfordlearnersdictionaries.com/us/definition/english/nudge_1?q=nudge

* Murayama H, Takagi Y, Tsuda H, Kato Y. Applying Nudge to Public Health Policy: Practical Examples and Tips for Designing
Nudge Interventions. Int ] Environ Res Public Health. 2023 Feb 23;20(5):3962. doi: 10.3390/ijerph20053962
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Some examples of common nudges
include:

o Default Options: Automatically enrolling
individuals in beneficial programs (e.g.,
retirement plans) with the option to opt out,
increasing participation rates.

« Social Norms: Informing people about
the behaviors of others, such as telling them
that most of their peers recycle, to
encourage similar behavior.

« Simplification: Reducing the complexity
of forms or processes to make it easier for
people to take action, such as simplifying tax
filing processes.

o Framing: Presenting information in a
way that highlights the positive aspects, such
as stating “90% fat-free” instead of “10% fat.”

o Reminders: Sending timely prompts or
alerts to encourage people to take action,
like a text message reminding someone to
exercise.

 Feedback: Providing individuals with
immediate feedback on their actions, such

as showing energy usage compared to
neighbors to encourage conservation.

o Anchoring: Using initial pieces of
information as a reference point to influence
decisions, like suggesting a starting amount
for donations.

o Commitment Devices: Encouraging
people to make commitments to future
actions, such as pledging to quit smoking by
a certain date.

« Salience: Making key information stand
out to capture attention, such as highlighting
deadlines or important details in bold or
bright colors.

o Priming: Exposing people to certain
stimuli  to influence their subsequent
behavior, like playing slow music in a store to
encourage more browsing and buying®.

The use of Nudge theory is based on
indirect encouragement and enablement. It
avoids direct instruction or enforcement.

Here are some simple examples to
illustrate the difference between traditional
enforced change and Nudge techniques®:

Enforced Change Nudge Techniques

Instructing a small Flaying a “room-
child to tidy his/her tidying™ game with
rooim. the child.

Erecting signs saying Improving the

“no littering” and availability and
warning of fines. visibility of litter
bins.

LIsing the stairs.
Smaller plate.

lse a basket instead
of a trolley.

Joining a gym.
Counting calories.
Weekly food shop
budgeting.

Nudge theory accepts that people have
certain attitudes, knowledge, and capabilities,
and takes these factors into account,
whereas autocratic methods ignore them.
Nudge theory is based on understanding
and acknowledging real-life situations and
human tendencies, unlike traditional coercive
approaches, which often ignore or
underestimate these factors. Nudge theory
is highly relevant to leadership, motivation,
change management, and many aspects of

* Nudge Theory, https://thedecisionlab.com/reference-guide/psychology/nudge-theory
°> Tovmasyan G.R. Managerial Decision-Making: University textbook. - Yer.: Author’s ed., 2024.- 220 p. ISBN 978-9939-0-4544-3
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personal development.

Nudge theory seeks to minimize resis-
tance and confrontation, which commonly
arise from more forceful “directing” and
autocratic methods of “changing” people/
behavior.

Note the differences:

Enforced Change Nudge Techniques

“Forcing” methods Mudge methods are
drastic, direct, and easier for people to
require conscious imagine doing, and
determined effort (by less threatening and
the person/people disruptive to actually
being “changed™). do.

“Forcing” methods Nudge methods are
are confrontational indirect, tactical. and
and liable to provoke less confrontational -

resistance. nudge methods may
be cooperative and
pleasurable.
Significantly, and easily overlooked,

Nudge theory can also be used to identify,
explain, and modify existing heuristic effects
on people and society groupings - especially
where these effects are unhelpful or damaging
to people/society®.

Power of nudging.

Nudges can be more effective in
influencing human behavior than straight
communication for a number of reasons:

o Nudges are subtle and non-intrusive:
Nudges are often designed to be unobtrusive
and to work with the natural inclinations of
people. This means that they can influence
behavior without people even realizing it,
making it less likely that they will resist the
change.

e Nudges are often designed to take
advantage of the cognitive biases that
people naturally have. For example, people
are more likely to take an action if it is the
default option, or if they see that others are
doing it. Nudges can leverage these biases to
make it more likely that people will make a
certain choice.

« Nudges often make it easier for people
to take a certain action. For example, by
simplifying a process, providing a reminder,

or making a healthy option more accessible.
These small changes can make it more likely
that people will take action, even if they had
previously been unwilling to do so.

o Nudges are adaptable: Nudges can
be adapted to suit different situations and
different people, so they can be tailored to
the specific needs of a particular population.

o Nudges are less confrontational than
traditional forms of communication such as
lectures, billboards or advertisements, and
therefore, they are less likely to cause
resistance or pushback’.

Examples of nudges in everyday life.

Examples of nudges in retail.

1. Placement of items in a store.

The placement of items in a store is a
common nudge used to influence consumer
behavior. Retailers use this tactic to make
certain products more visible and attractive
to customers, with the goal of increasing
sales.

For example, products that are placed at
eye level or at the end of aisles are more
likely to be noticed by customers. This is
because these locations are known as “prime
real estate” in a store, as they are in the
customer’s line of sight. Retailers often use
this tactic to promote new or high-profit
items.

Another example is the use of placement
to influence the order in which customers
shop. Retailers often place items that they
want to sell together near each other, such as
placing bread and butter together or placing
breakfast cereal near milk. This makes it
more likely that customers will purchase
these items together.

Retailers also use placement to influence
the amount of time customers spend in the
store. Products that are placed at the back of
the store require customers to walk through
the entire store to reach them, which increases
the amount of time they spend in the store,
and thus, increases the chance of them
making additional purchases.

® Nudge theory, https://www.businessballs.com/improving-workplace-performance/nudge-theory/
7 Examples of Nudges in Everyday Life, https://changemanagementinsight.com/examples-of-nudges-in-everyday-life/
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2. Use of scarcity and social proof

in marketing.

The use of scarcity and social proof in
marketing are two types of nudges that are
used to influence consumer behavior.

Scarcity is a nudge that is used to create
a sense of urgency around a product or
service by making it seem like it is in limited
supply. This can be done by using language
such as “limited time only” or “while supplies
last” to create a sense of urgency and make
customers feel like they need to act fast in
order to take advantage of the offer. For
example, a clothing store might use a sign
that says “limited time offer: 20% off all
winter coats” to create a sense of urgency
and encourage customers to purchase
winter coats before the sale ends.

Social proof is a nudge that is used to
make customers believe that others are
buying a particular product or service. This
can be done by using testimonials, reviews,
and ratings, or by showing how many people
have purchased a product. Social proof can
increase customers’ trust in a product and
make them more likely to buy.

For example, a restaurant might display a
sign that says “over 500 satisfied customers”
to create social proof and make customers
more likely to dine at the restaurant.

Another example of social proof is when
an e-commerce site shows the number of
people who are currently viewing an item or
how many have purchased it, this can make
customers believe that the product is in
demand, hence increasing the chances of
them buying it.

3. Use of loyalty programs and rewards.

Loyalty programs and rewards are nudges
that are used to encourage customers to
continue doing business with a particular
company. These programs use rewards,
such as discounts, points, or special perks,
to incentivize customers to make repeat
purchases.

For example, a coffee shop might offer
a loyalty card that rewards customers with
a free coffee after they have made a certain
number of purchases. This nudge encourages
customers to continue visiting the coffee
shop in order to earn their reward.

Another example is a retail store that
offers a rewards program in which customers
earn points for every purchase they make.
These points can be redeemed for discounts
on future purchases, this nudge encourages
customers to continue shopping at the store
to earn points and save money on future
purchases.

Many credit card companies also offer
reward programs, where customers can
earn points for every purchase they make
using the card, these points can be
redeemed for discounts on future purchases,
travel, or cash back. This nudge encourages
customers to use the card for their purchases,
rather than using cash or another card®.

Nudges in technology.

1. Default settings on devices and apps.

Default settings on devices and apps are
a type of nudge that is used to influence user
behavior in technology. These settings are the
pre-selected options that are automatically
applied when a device or app is first used or

® Examples of Nudges in Everyday Life, https://changemanagementinsight.com/examples-of-nudges-in-everyday-life/
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when a new feature is introduced. They are
designed to make it more likely that people
will take a certain action or make a certain
choice.

For example, the default setting on a
mobile phone is often to have the phone lock
automatically after a certain period of time.
This nudge encourages users to lock their
phone, providing security to the device.

Another example is when an app prompts
users to enable push notifications, by default
the option is usually turned on. This nudge
can be used to encourage users to keep the
push notifications on, which can increase
engagement and keep users informed of new
content or features.

Default settings can also be used to
encourage users to share their data or
location with an app. For example, when
users install a new app, the default settings
may ask for permission to access the user’s
location and personal information. By de-
faulting to the “Allow” option, the user is
more likely to share their data with the app.

2. Push notifications and reminders.

Push notifications and reminders are a
type of nudge that is used in technology to
encourage users to take a certain action or
complete a certain task. These notifications
are messages that are sent to a user’s device,
and are designed to remind them of some-
thing that they need to do or to inform them
of something new.

For example, a calendar app might send a
push notification to remind a user of an up-
coming appointment. This nudge encourages
the user to check their calendar and ensure
that they are prepared for the appointment.

Another example is a news app that sends
push notifications to inform users of break-
ing news. This nudge encourages users to
open the app and read the latest news.

Push notifications can also be used to en-
courage users to engage with an app more
frequently. For example, a social media app
might send a push notification when a user
has received a new message or a new friend
request. This nudge encourages users to

open the app and respond to the message
or accept the friend request, which increases
engagement and keeps users active on the
app.

3. Gamification of tasks and activities.

Gamification of tasks and activities is a
type of nudge that is used to make certain
tasks or activities more engaging and
enjoyable. This is done by incorporating
elements of game design, such as points,
levels, rewards, and competition, into non-
game contexts.

For example, a fitness app might use
gamification to encourage users to exercise
more by allowing them to earn points for
completing certain activities, such as going
for a run or taking a yoga class. These points
can then be used to unlock new levels or
rewards, such as virtual medals or badges.

Another example is a productivity app
that gamifies the task of completing a to-do
list. The app assigns points to each task, and
users can compete with friends or family to
see who can complete the most tasks in a
given period of time.

Gamification can also be used to
encourage environmental behavior, for
example, an app could gamify recycling by
giving users points for each item they recycle,
and users can compete with friends or family
to see who can earn the most points®.

Nudges in health and wellness.

1. Use of reminders and goal-setting tools.

The use of reminders and goal-setting
tools is a type of nudge that is used to
encourage healthy and wellness behaviors.

° Examples of Nudges in Everyday Life, https://changemanagementinsight.com/examples-of-nudges-in-everyday-life/



These tools are designed to help people stay
on track and achieve their goals by providing
reminders and support.

For example, a fitness app might use
reminders to encourage users to exercise
by sending notifications or alerts at specific
times of the day. This nudge reminds users
to take a break from their work and do some
physical activity.

Another example is a habit-forming app
that uses reminders and goal-setting tools to
encourage users to form healthy habits. The
app might send reminders to users
throughout the day to remind them to drink
water, take a walk, or eat a healthy snack.

Reminders can also be used to encourage
users to take their medication on time. For
example, a medication reminder app might
send notifications to users at specific times
of the day to remind them to take their
medication.

Goal-setting tools can also be used to
help users set and achieve their health and
wellness goals. For example, a weight loss
app might allow users to set a weight loss
goal and track their progress over time.
The app might also provide users with a
personalized meal plan and exercise routine
to help them achieve their goal.

2. Design of workout spaces and

equipment.

The design of workout spaces and
equipment is a type of nudge that is used to
encourage healthy and wellness behaviors by
making exercise more inviting and accessible.
This can be done by designing workout
spaces and equipment to be attractive,
comfortable, and easy to use.

For example, a gym might use natural
light, plants, and soothing colors to create a
comfortable and inviting workout space. This
nudge can encourage users to spend more
time at the gym and to enjoy their workout
experience.

Another example is a park that has out-
door workout equipment like pull-up bars,
parallel bars, and balance beams. This design
nudge encourages people who pass by the
park to use the equipment and engage in

physical activity, rather than just passing by.

The design of workout equipment can
also be a nudge, for example, gym equipment
with digital interfaces that display workout
data can make the workout experience more
engaging and interactive. This nudge can
encourage users to spend more time on the
equipment and to use it more frequently.

Another example is designing workout
equipment that is easy to use for people
of all ages and abilities. This can include
equipment that is adjustable for different
body types and that is easy to use for people
with mobility issues. This nudge can encourage
a wider range of people to use the equipment
and engage in physical activity.

3. Use of social support and

accountability.

The use of social support and accountability
is a type of nudge that is used to encourage
healthy and wellness behaviors by providing
people with a sense of community and
accountability. This can be done by connecting
people with others who share similar goals
and by providing opportunities for people to
share their progress and receive feedback.

For example, a weight loss app might use
social support by allowing users to connect
with others who are working towards the
same goal, such as losing weight. Users can
share their progress, ask for advice, and offer
encouragement to others. This nudge can
increase motivation and help users to stick
to their goals.

Another example is a workout class that
allows users to track their progress and
share it with others. This nudge can increase
accountability, making users more likely
to attend class and to work harder during
class™.

Nudges in finance.

1. Automatic savings and

investment plans.

Automatic savings and investment plans
are a type of nudge that is used in finance
to encourage people to save and invest more
money. These plans work by automatically
transferring money from a person’s account
into a savings or investment account, without

'° Examples of Nudges in Everyday Life, https://changemanagementinsight.com/examples-of-nudges-in-everyday-life/
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the need for the person to actively make the
transfer themselves.

For example, a bank might offer an
automatic savings plan that automatically
transfers a certain amount of money from
a person’s checking account into a savings
account each month. This nudge encourages
people to save more money without having to
actively think about it.

Some investment apps and robot-advisers
also use automatic savings and investment
plans, by allowing users to set a regular
contribution ~ schedule and  automatic
rebalancing of their portfolio. This nudge
can make it easier for users to save and invest,
without having to actively think about it.

2. Design of banking apps and websites.

The design of banking apps and websites
is a type of nudge that is used to influence
how people interact with their finances by
making certain actions or information more
prominent or easily accessible. This can be
done by using design elements such as
layout, color, and language to guide users
towards certain actions or information.

For example, a banking app might use
design elements such as large buttons and
bold text to make it easy for users to find and
use the app’s mobile deposit feature. This
nudge can encourage users to make more
deposits using the app.

Another example is a bank website that
prominently displays information about the
bank’s savings account options and interest
rates on the homepage. This nudge
encourages users to consider opening a
savings account or switching to a different
one with a better interest rate.

Some banking apps and websites also
use design elements to encourage users
to manage their finances more regularly.
For example, a budgeting app might use a
colorful and easy-to-read interface to make
it easy for users to track their spending and
stay within their budget.

3. Use of behavioral economics

in financial education.

The use of behavioral economics in

financial education is a type of nudge that

is used to help people make better financial
decisions by understanding how their
behavior and emotions can affect their
decision making. This can be done by using
insights from behavioral economics to design
financial education programs that take into
account the cognitive biases and emotional
factors that can influence financial decisions.

Forexample, afinancial education program
might use behavioral economics to teach
people about the importance of saving for
retirement by highlighting the impact that
emotions such as present bias and loss
aversion can have on retirement savings
decisions.

Another example is a financial education
program that teaches people about the
importance of budgeting and managing
their money by highlighting the impact that
cognitive biases such as overconfidence and
the sunk cost fallacy can have on spending
decisions.

Some financial education programs also
use behavioral economics to teach people
about the importance of diversifying their
investments by highlighting the impact that
emotions such as fear and greed can have on
investment decisions.

In addition, some financial education
programs use behavioral economics to teach
people about the importance of financial
literacy and financial planning by highlighting
the impact that cognitive biases such as
optimism bias and the planning fallacy can
have on financial decisions'".

Nudges in tourism.

Different studies explore nudging in
tourism. Song et al. examined the impacts
of nudging (a communication tool to alter
individuals’ choices in a predictable way) on
tourists’ preferences for carbon mitigation
in destinations. They surveyed 958 people
in Hong Kong. According to the research,
destination type, carbon emissions and trav-
el cost had significant effects on tourists’
choices of destination. Nudging increased
tourists’ preference for low-carbon footprint
choices. Tourists with higher climate change
perceptions were more likely than others to

"' Examples of Nudges in Everyday Life, https://changemanagementinsight.com/examples-of-nudges-in-everyday-life/



select low-carbon destinations with carbon
offset projects™.

Ni et al. explored how digital interface
design (user interface layers) can embed
nudges (through information, participation,
immersion) in tourism apps, websites, social
media to promote sustainability. They propose
several promising “design elements” for
digital nudges, and show that digital nudging
has potential but is still early in tourism
practice”.

Another field experiment was done in
two hotel restaurant locations in Denmark,
with 647 participants to explore the role of
nudging in motivating vegetarian food
choices in a hotel restaurant setting. The
experiment altered the presentation of
menus to test framing, bandwagon ef-
fect, and anchoring. For example, framing
vegetarian options differently, using peer /
social comparisons, etc. The results show,
that framing bias increased vegetarian meal
orders significantly. Bandwagon effect had
a positive trend but not always statistically
significant. Anchoring wasn’t effective in that
particular setting'.

Petrea and Toporcea presented two
non-intrusive nudges in hotels (reducing plate
size and implementing a tax on leftovers).
Food waste decreased by about 30%.
Customer satisfaction was not harmed, and
business benefited (less food purchased)
alongside environmental benefit”.

Goldstein et al. tested different message
types on towel reuse signs in hotel rooms:
messages that tell people what others are
doing (social norm), descriptive norms, etc.
Messages invoking descriptive norms (e.g.,

“most guests reuse towels”) significantly
increased towel reuse. Social norm
appeals were more effective than generic
environmental appeals'®.

Making tourists behave more
environmentally  friendly  would  have
substantial environmental benefits. For this
purpose, Dolnicar et al. compared three
approaches: awareness-based, ability-based,
and a sharing-based scheme (sharing
monetary savings with guests who behave
more environmentally). The sharing-based
scheme produced large behavior changes
(~42% change in the targeted behavior),
outperforming awareness or ability appeals".

Yachin et al. explored the potential
application of nudge+in a tourism context.
Nudge+is an intervention that aims to
influence consumer decisions and promote
long-term behavioural change by facilitating
reflexive actions alongside reflective processes.
Nudge+is conceptualized as a hybrid
approach incorporating elements from green
nudging and transformative experiences. In
a laboratory simulation of a visit to an animal
park, nudge+ was used to explore how
combining successive reflection-inducing
messages and menu  manipulations
influences participants' food choices and
pro-environmental attitudes. The results
indicated that nudge + can boost participants'
pro-environmental attitudes and behavioural
intentions. Moreover, the interventions do not
disturb participants, and nudging is perceived
as an acceptable strategy for reducing
tourists' climate footprint'.

The reviewed studies demonstrate that
nudges play an important role in shaping

Song, H., Wu, H., & Zhang, H. (2024). Can nudging affect tourists’ low-carbon footprint travel choices?. International journal of

contemporary hospitality management, 36(5), 1534-1556. https://doi.org/10.1108/]JCHM-09-2022-1175

Ni, X., Wang, D., Chang, J., & Li, H. (2025). Digital nudging for sustainable tourist behavior in new media. Tourism Manage-

ment, 107, 105087. https://doi.org/10.1016/j.tourman.2024.105087

Andre H. & Voss S., Nudging Pro-Environmental Behaviour in the Hospitality Sector: A Field study on the Use of Nudg-

es to Increase PEB in the Hospitality Sector, https://research.cbs.dk/en/studentProjects/nudging-pro-environmental-be-

haviour-in-the-hospitality-sector-a-f?utm_source=chatgpt.com
Petrea Amina-Roxana & Toporcea, E.M, Nudging Hotel Guests for Reducing Food Waste: A Field Experiment, https://research.

cbs.dk/en/studentProjects/nudging-hotel-guests-for-reducing-food-waste-a-field-experiment?utm_source=chatgpt.com

Goldstein, N. J., Griskevicius, V., & Cialdini, R. B. (2007). Invoking Social Norms: A Social Psychology Perspective on Im-

proving Hotels’ Linen-Reuse Programs. Cornell Hotel and Restaurant Administration Quarterly, 48(2), 145-150. https://doi.

org/10.1177/0010880407299542

Dolnicar, S., Knezevic Cvelbar, L., & Griin, B. (2017). A Sharing-Based Approach to Enticing Tourists to Behave More Environ-

mentally Friendly. Journal of Travel Research, 58(2), 241-252. https://doi.org/10.1177/0047287517746013

Yachin, J. M., Margaryan, L., Lexhagen, M., & loannides, D. (2024). Nudge plus in tourism: reflexive behaviours and reflective

attitudes. Journal of Sustainable Tourism, 1-18. https://doi.org/10.1080/09669582.2024.2436907

QHILAUUOIT TdAGWY * JUbNhALAS LJAINN * NILTTING AYIGNY ° Q ,,/‘ &
/




2 /"” ‘

MARKETS AND COMPETITION . cNhyuLEN 64 UN8U4SNR@3NRL . PbIHKM U KOHKYPEHLMA . 20

more sustainable tourist behaviors without
limiting individual freedom of choice. From
promoting low-carbon destinations and
encouraging vegetarian food selections, to
reducing hotel food waste and increasing
towel reuse, nudging interventions have
proven both effective and well-accepted by
tourists. Importantly, approaches such as
digital nudging and the emerging nudge +
framework show that the potential of nudges
extends beyond immediate behavior change,
fostering  long-term  pro-environmental
attitudes and habits.

Overall, nudging offers a cost-effective
and non-intrusive strategy for the tourism
sector to align guest satisfaction with
environmental and social responsibility.
When carefully designed and adapted to
context, nudges can support destinations,
hospitality businesses, and policymakers in
reducing tourism’s ecological footprint and
in guiding the industry toward more
sustainable development.

Thus, nudging is a valuable approach for
influencing human behavior across multiple
domains, from health and finance to
organizational management and tourism. By
subtly altering choice architecture, nudges
have the capacity to shift everyday decisions
toward more sustainable, healthier, and
socially beneficial outcomes without removing
individual freedom. In the tourism sector,
interventions such as digital nudges, social
norm appeals, food-related nudges, and the
emerging nudge+ framework demonstrate
strong potential to reduce environmental
footprints and cultivate long-term pro-
environmental attitudes among travelers.

Overall, nudging stands out as an
adaptable, low-cost, and ethically acceptable
strategy that complements traditional policy
instruments. It not only supports businesses
and policymakers in achieving sustainability
goals butalsoenhances consumer experiences
by making desirable behaviors easier, more
intuitive, and more rewarding.

REFERENCES

1. Andre H. & Voss S., Nudging Pro-
Environmental Behaviour in the Hospitality
Sector: A Field study on the Use of Nudges
to Increase PEB in the Hospitality Sector,
https://research.cbs.dk/en/studentProjects/nudg-
ing-pro-environmental-behaviour-in-the-hospitali-
ty-sector-a-f7utm_source=chatgpt.com

2. Dolnicar, S., Knezevic Cvelbar, L., & Griin,
B. (2017). A Sharing-Based Approach to
Enticing Tourists to Behave More
Environmentally Friendly. Journal of Travel
Research, 58(2), 241-252.
https://doi.org/10.1177/0047287517746013

3. Examples of Nudges in Everyday Life,
https://changemanagementinsight.com/exam-
ples-of-nudges-in-everyday-life/

4. Goldstein, N. J., Griskevicius, V., & Cialdini,
R. B. (2007). Invoking Social Norms:

A Social Psychology Perspective on
Improving Hotels’ Linen-Reuse Programs.
Cornell Hotel and Restaurant Administration
Quarterly, 48(2), 145-150.
https://doi.org/10.1177/0010880407299542

5. Murayama H, Takagi Y, Tsuda H, Kato Y.
Applying Nudge to Public Health Policy:
Practical Examples and Tips for
Designing Nudge Interventions. Int ] Environ

Res Public Health. 2023 Feb 23;20(5):3962.
doi:10.3390/ijerph20053962

6. Ni, X., Wang, D., Chang, J., & Li, H. (2025).
Digital nudging for sustainable tourist
behavior in new media. Tourism
Management, 107, 105087.
https://doi.org/10.1016/j.tourman.2024.105087

7. Nudge Theory,
https://thedecisionlab.com/reference-guide/psy-
chology/nudge-theory

8. Nudge theory,
https://www.businessballs.com/improving-work-
place-performance/nudge-theory/

9. Nudge, https://www.oxfordlearnersdictionaries.
com/us/definition/english/nudge_1?q=nudge

10. Petrea Amina-Roxana & Toporcea, E.M,
Nudging Hotel Guests for Reducing Food
Waste: A Field Experiment,
https://research.cbs.dk/en/studentProjects/nudg-
ing-hotel-guests-for-reducing-food-waste-a-field-
experiment?utm_source=chatgpt.com

11. Song, H., Wu, H., & Zhang, H. (2024).
Can nudging affect tourists’ low-carbon
footprint travel choices?. International journal
of contemporary hospitality management,
36(5), 1534-1556.
https://doi.org/10.1108/])CHM-09-2022-1175

12. Tovmasyan G.R. Managerial Decision-Mak-



ing: University textbook. - Yer.: Author’s ed., reflexive behaviours and reflective attitudes.
2024.- 220 p. ISBN 978-9939-0-4544-3 Journal of Sustainable Tourism, 1-18.
13. Yachin, ). M., Margaryan, L., Lexhagen, M., & https://doi.org/10.1080/09669582.2024.2436907

loannides, D. (2024). Nudge plus in tourism:

Qujwub FNUUUUSUL
<NSL «Udpbpn» hGynwagninwlwt Yeuipppnup thnpdwqbipp-qghypwppuwgpnn,
iplpbuwghipnipubl plluwsnt, nnglitipn
cNhyuubrN 64 Ursu4sNha@3NhLu
M sLNk (KPBLNR) SEUNRG3UL H6MC LUSNKRL YUMrLUSOh 264ULNrUUL ANrONkU.
HUUGN 2RPRNUUSMNMIBNRLPLS B4 N UhU3L

“nnbnt wnbunteyniup, npwtiu punpniejwu wutowu Gagpninwdubin, npnup ninnnpnnud Gu npn-
onufubipp’ wnwug wquwnniup uwhdwuwhuwybng, wpryniuwybn gnpdhp £ uywnnnubph b
Ywqudwybpwnieniuutiph Juppwaghdp 2pswlyw dhowywiph U unghwjwywt wywwnwuluwluwwnynt-
RjwU Ypw Ytuwnpnuwgubint hwdwnp: Wu hnnjuwénid nwnwfuwuhpdnud £ npnbint nbpp, npwtiu
Juppwagdwjhu numbuwghwnipjwu gnpdhp, Ywnu gnpdtjwybpwp fupwubint, gpnuwspyntejwu
thnpéhg unynpbipnt b wju wwwnybpwgnwdubpp wyp ninpunubp nmwpwsdtine uywwnwyny: 2pnuw-
oponERjwu Ut wjuwhuph dhongwnnidubpp, huswhuhp Gu Eynwhwnwlubpp, Ywuws unwunwpun-
ubipp W unghwjwlwu unpdtiph dwuht hpwgbyywdnieniup, wgnnid Gu gpnuwopshyubiph Ynnuhg
hjnipwungubiph punpniejwu, pwihnuutph Ypéwwndwu b Eubpghwih futwnnnigjwu Ypw: 2pn-
uwgponteintuhg pwgh, npnbint wbunyejniup hwonnnigjwdp Yhpwnynd £ wnnnowwwhnigjw,
uuunh uywndwu b Fubpquuwpryniuwydbnnuejut ninpunubpnud’ wnweowpybing Swdwwihu W
Swiuuwpryniuwybinn ndnudubip Yuyniungywu  Jwpwnwhpwytipubph hwdwp: <nnwdnud pun-
gdynud & npnbnt ubipnudp' huswbiu Yupbwdwdybn Juppwgdwiht,, wjuwbu k| Gplupwdwdlytin
unghwjwlwu thnihnfuniginiuubp wnwyowgubint wnnwing' Yuplinpbing hwpdwpynnulwt, www-
gnygubiph ypw hhdugwd dnintignudubipp: Udthnihbiny wwppbip ninpunutiph hbinwgnunnyeniuutbiph
wnryntupubip' sbongnud | npnbine nbunieywu hwdpunhwupnieniup' npubu funt quipgugdw
uwwwnwlubphu hwuubnt nwgdwywnpnie)niu:

<puuwpwnbp. npnby, npnbnt ppbunipynit, Juppwaqduwyhti ntipnbuwaghyiniysynit, Yuynit
qpnuwigngnipinit, gpowlw Uhgwiduynh wwpwwinuyewt Juippuaghd

lasne TOBMACAH
DKcnepm-HayyHbIli compyOHuK uccnedosamenbcko2o yeHmpa «Ambepor», AlDY,

K.3.H, doyeHm
PbIHKU N KOHKYPEHLMA

PO/Nb TEOPUW NOATANKUBAHUA B OPMUPOBAHUU YCTOYNBOIO
MNOBELEHUA: YPOKU TYPU3MA U HE TOJIbKO

MopTanknBaHuA — He3Ha4YUTENbHbIE U3MEHEHNA B apXUTEKType Bblbopa, HanpaBAloLLe peLleHns
6e3 orpaHnyeHuns cBobodbl — JoKasanu cBoto 3hheKTUBHOCTb B hopmMMpOBaHUM MOBEAEHUs noTpe-
6uteneii u opraHmsaumii B CTOPOHY 3KONOMMYECKN U COLMaNbHO OTBETCTBEHHbIX pe3ynbraTos. B cTatbe
paccmaTpuBaeTcA pofb MOATANKMBaHUA KaKk MHCTPYMEHTa MOBEAEHYECKOW 3KOHOMMKW A8 NPOLBU-
MEHWA YCTOWYMBBIX MPAKTUK, U3BNEYEHUA YPOKOB W3 OMbiTa TYpU3Ma M PacrpoCTpaHEeHWA 3HaHWii
Ha fpyrve cektopbl. B cchepe Typusma Takune mMepbl, Kak 3KOMapKMPOBKa, «3eneHble» CTaHapTbl W
MHOPMUPOBaHME O COoLMabHbIX HOPMaXx, BAWAIOT Ha BbIGOP NyTeLLeCTBEHHUKAMM MECT pasMeLLEeHNs,
COKpalLLieH/e 0TX0,0B 1 3Heprocbepeerme. [ommmo Typusma, nofTankuaHue yCrnewwHo npuMeHaeTca
B Takux obnacTax, Kak 3paBooxpaHeHune, NoTpebneHne nNpoayKToB NUTaHNA U 3HepProachPeKTNBHOCTD,
npepnaras maclutabupyemble 1 3KOHOMUYECKM 3pDEKTUBHbIE peLleHna npobaem ycToiiunBOro pas-
BUTMA. B cTaTbe noguepknBaeTca noTeHuMan NofTankMBaHWA A CO3JaHMA KaK KPaTKOCPOUHbIX MO-
BEJEHYECKNX WM3MEHEHWIA, Tak W [ONrOCPOYHbIX COLMANbHbIX W3MEHEHWI, NMoaYepKMBas BaMHOCTb
afanTuBHbIX NOAXOL0B, OCHOBaHHbIX Ha hakTuyecknx AaHHbix. 06obLas pesynbraTbl ccnefoBaHuii B
pasHbix 0bnacTAx, CTaTbA NOAYEPKMBAET YHMBEPCANbHOCTL MOATANKNBAHUA KaK CTpaTernu JOCTUHEHNA
Leneit ycToiiunBOro pasBuTHA.

Kntoyesbie cnosa: nNoOmankusaHue, meopus NOOMAnKUBAHUA, NOBEOEHYeCKan IKOHOMUKA,
ycmolidusbili mypu3sm, npoakonozuyHoe nosedeHue
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