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Abstract

Objective: How do the holidays — and the possible New Year's resolutions that follow — influence a household’s purchase
patterns of healthier foods versus less healthy foods? This has important implications for both holiday food shopping and
post-holiday shopping.

Methods: 207 households were recruited to participate in a randomized-controlled trial conducted at two regional-grocery
chain locations in upstate New York. Item-level transaction records were tracked over a seven-month period (July 2010 to
March 2011). The cooperating grocer's proprietary nutrient-rating system was used to designate “healthy,” and “less
healthy” items. Calorie data were extracted from online nutritional databases. Expenditures and calories purchased for the
holiday period (Thanksgiving-New Year’s), and the post-holiday period (New Year's-March), were compared to baseline
(July-Thanksgiving) amounts.

Results: During the holiday season, household food expenditures increased 15% compared to baseline ($105.74 to $121.83;
p<0.001), with 75% of additional expenditures accounted for by less-healthy items. Consistent with what one would expect
from New Year's resolutions, sales of healthy foods increased 29.4% ($13.24/week) after the holiday season compared to
baseline, and 18.9% ($9.26/week) compared to the holiday period. Unfortunately, sales of less-healthy foods remained at
holiday levels ($72.85/week holiday period vs. $72.52/week post-holiday). Calories purchased each week increased 9.3%
(450 calories per serving/week) after the New Year compared to the holiday period, and increased 20.2% (890 calories per
serving/week) compared to baseline.

Conclusions: Despite resolutions to eat more healthfully after New Year's, consumers may adjust to a new “status quo” of
increased less-healthy food purchasing during the holidays, and dubiously fulfill their New Year’s resolutions by spending
more on healthy foods. Encouraging consumers to substitute healthy items for less-healthy items may be one way for
practitioners and public health officials to help consumers fulfill New Year’s resolutions, and reverse holiday weight gain.
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Introduction resolutions to lose these pounds are not generally successful
[2,6,7]. The small yearly weight gains seen in American adults

How do the holidays — and the possible New Year’s resolutions have been hypothesized to be responsible for the gradual increase

that follow — influence a household’s purchase patterns of healthier in obesity rates since the 1970’s [8-10]. With these holiday weight
vs. less-healthy foods? Holiday weight gain has been largely

documented, but less understood is the potentially compensating
cycle of food purchasing that might start much earlier in the
season and run much later. Food purchases dictate the total

gains in mind, it is interesting to consider how food purchases may
change during the holidays, and how they may shift after the
holidays.

It is widely assumed that people increase junk-food purchasing
and consumption during the holidays and there are several
behavioral factors that may explain why individuals are caught

calories available in the home and over-purchasing can have a
long-term impact on weight gain that would not be reflected in
short-term studies of holiday weight gain. During the holiday
season, weight gains of 0.37 kg to 0.93 kg do occur, and may not
be reversed after the holidays are over [1-5]. Although, the weight
gained during the holiday period may seem inconsequential, it
actually can account for a large proportion of the small yearly
weight gains of 0.5-1.0 kg documented in adults, as New Year’s

overindulging. Longer eating durations, eating with others, easy
access to foods, and increased portion sizes are all prevalent during
the holidays, and have all been associated with increased intake
[11,12]. People’s eating environments are often altered during the
holiday period as they attend more parties, eat with friends more
frequently, are exposed to leftovers, and have to manage
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distractions concurrent with making eating decisions [11]. Food
environments also often shift during the holiday period with food
becoming more salient, portions larger, and stockpiles abundant
[11]. Additionally, stress levels frequently increase during the
holidays, leading people to have an even more difficult time
making healthy-eating decisions and resisting the constant
temptations of the holidays [13]. All of these influences on our
eating and food environments are potential reasons why food
purchasing and food consumption may increase during the holiday
season.

After the holidays, New Year’s resolutions to reach the “ideal
weight” are often quickly abandoned as individuals return to
previous habits [6,14]. But do individuals settle back into pre-
holiday shopping patterns, or did the holiday frenzy establish a
new status quo of food purchasing that may undermine New
Year’s resolutions to eat healthier? While several studies have
recorded general houschold food purchasing patterns, seasonal
shifts in purchasing have not been documented [15-17]. Although
food purchasing does not directly measure food consumption,
previous research has shown a strong correlation between receipts
recording food purchases and dietary recalls reflecting consump-
tion in terms of total fat, total calories, and percent calories from
fat [18,19]. The objective of the current study was to examine the
food purchasing behavior of 207 houscholds over the holiday
period. Purchase patterns before, during and after the holiday
season were compared. Purchasing data was also used to compute
the number of calories purchased and dollars expended on healthy
and relatively less-healthy foods before, during, and after the
holidays.

Methods

Ethics Statement

Participants provided written informed consent before pur-
chase-monitoring began, and the study was approved by the
Cornell University Institutional Review Board.

Participants and Data

This study was conducted as part of a larger seven-month study
on purchasing patterns of healthy and relatively less healthy foods.
In order to designate healthy and relatively less healthy foods, the
research team identified a grocer in the Northeastern United
States that had developed a proprietary health rating system for
their products. This system, know as Guiding Stars, utilizes a
scoring algorithm to categorize foods and beverages into one of
four groups—zero, one, two, and three stars—with three stars being
the most nutritious [20]. The algorithm is based on the nutrients
per calorie that foods provide, and rates foods from zero (less-
healthy) to three (healthy) “stars.” For example, soda receives zero
stars, whereas 1% milk receives three stars. This particular rating
system captures most foods and beverages available at the grocery
store but does not account for food items with zero calories, such
as water and diet soda, as well as promotional or seasonal items
that are sold for a limited time. Thus, these particular foods and
beverages do not receive a rating.

Participants for the study were recruited during the months of
June and July 2010 in three stores located in a Western New York
city with 62,235 residents. Individuals were notified of the study
through face-to-face public intercept, emails, word of mouth, and
flyers posted in the grocery stores. Shoppers who did more than
75% of the household shopping were targeted so the study would
capture a more representative picture of purchasing for an entire
household. In addition, shoppers completed a demographic survey

PLOS ONE | www.plosone.org

Holiday Food Purchasing

assessing income, age, education level, employment status, family
size, and marital status.

As an incentive for participation, individuals received a 10%
discount on purchases of rated items (including zero starred items),
which was loaded onto a Bank of America debit card at the end of
each week. Each participant received a specific ID card, which was
scanned during every transaction. The grocer separated these
transactions and sent the data to the research team. With this data,
the research team determined the participant’s reimbursement
and loaded the reimbursement onto the debit card once a week.
This 10% discount lasted during the baseline data collection
period from July 17 through September 6.

Over the course of 37 weeks, from July 17, 2010 to March 12,
2011, daily-itemized transaction level data were collected for 207
participating households. Each household had a specific identifi-
cation code, which the grocer used to separate transaction records.
These records were then sent to the research team via secure
electronic transmission. Data in the transaction records included
the health rating of each item purchased, price, product
descriptions, total quantity of each item purchased, and total
expenditures. With this data, groupings of products by health-
rating, “healthy” or “less-healthy,” could be constructed.

Additionally, the grocer utilized a category code to classify its
approximately 20,000 products. This category code contained
nearly 1000 groups into which specific items were classified. In
order to obtain nutrition information, the highest frequency item
purchased within these product groups was used to extract calorie,
fat, and sugar information from online nutrition databases and
manufacturer websites. These data were then merged to the
transaction data for analysis.

Analysis

In each household, data were aggregated each week, Sunday
through Saturday, such that one outcome measure of interest is
weekly household food expenditures. Since we utilized the
participating grocer’s proprietary rating system we identified
healthy foods as receiving at least one star, and relatively less
healthy foods as receiving no stars. We then separated expenditure
data into purchases of healthy and relatively less healthy foods.

The second outcome measure utilized in analysis was weekly
per-serving calorie aggregates. This measure was generated by
generating a calorie per-serving value for each item purchased and
summing these per-serving calories by week for each household.
We used a per-serving measure since this is the information
available on food labels. In addition, this measure standardizes
caloric amounts for all food items making comparisons much more
transparent.

In the analysis, we used ordinary least squares regression to
estimate the difference of holiday and post-holiday purchasing
when compared to a baseline level. We refer to the period lasting
from July 17 to November 13, 2010 as the baseline period, the
period lasting from November 14, 2010 through January 1, 2011
as the holiday season, and the period lasting from January 2 to
March 12, 2011 as the post-holiday season. In the regression
analyses we controlled for treatment condition received in a larger
study conducted concurrently, age, BMI, income, education, and
number of children in the household.

Results

Average household weekly (Sunday through Saturday) expen-
ditures shown in Figure 1 suggest a level shift in expenditures that
occurred one week prior to Thanksgiving (week 19) through the
end of the study. Interestingly, this shift appears to have persisted
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throughout the duration of the study, with peaks at week 24
(includes Christmas) and week 30 (week prior to Super Bowl
Sunday). To quantify the level shift in expenditures and calories
evident in Figure 1, we report regression results that separated the
data into the baseline, holiday, and post-holiday season. Regres-
sion results (Table 1; Figure 2) indicate that, when compared to
baseline levels, households in the sample spent an additional
$16.09 per week (p<<0.001) on food and beverage items with
$12.11 (p<<0.001) spent on less healthful foods and $3.98 (p<<0.05)
spent on healthier items during the holiday season. About 75% of
additional expenditures were dedicated to less healthful food items.

In the post-holiday period, households continued the upward
trend in expenditures and spent an additional $25.01 per week
(p<<0.001), a 23.7% jump in weekly expenditures compared to the
baseline period. Households spent about the same on the less-
healthy items in the post-holiday season as they did during the
holiday season ($11.77; p<<0.001). However, when compared to
baseline levels, households increased expenditures on the more
nutritious foods by an estimated $13.24 (p<<0.001) after the
holidays. This more than triples the $3.98 increase in expenditures
seen in the holiday season ($<<0.001).

Interestingly, the mix of foods purchased during the holiday
season shifted in favor of the less healthy foods as the share of
expenditures dedicated to these foods increased from 57.1%
during the baseline period to 59.3% during the holiday period
(p =0.006). Yet in the New Year these gluttonous foods accounted
for 55.7% of expenditures, a decrease of 1.4 percentage points
from baseline (p=0.057). Since expenditures on the more
calorically-dense foods remained flat, this drop in expenditure
shares reflects the increase in expenditures on the healthier items
in the post-holiday period. While additional expenditures on the
more nutritious items in the post-holiday period nearly tripled
additional expenditures in the holiday period, households were
actually spending $0.53 more per item on these foods in the post-
holiday period than the holiday period. Thus in the New Year,
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Figure 2. Households Increase the Purchase of Healthier Foods
After the Holidays. Additional expenditures were calculated by
subtracting expenditures in the holiday and post-holiday seasons from
baseline expenditures. Additional expenditures for the less healthy and
healthier items were stacked to show total additional expenditures in
the respective period.

doi:10.1371/journal.pone.0110561.g002

households tended to seek out the more expensive versions of the
healthier items instead of secking the best value.

Given these purchasing patterns, were households stocking up
with more calories during the holiday and post-holiday periods
(Table 1; Figures 3,4)? Total weekly per-serving calories increased
by 440 (p<<0.0.003) during the holiday period relative to the
baseline period, and nearly 91% of this increase was due to
additional purchases of the more calorically-dense foods. For the
healthier foods, the increase in total weekly per-serving calories
purchased was not significant at conventional levels suggesting a
strong focus on the more fattening foods.

Even more intriguing is that contrary to well-intentioned New
Year’s resolutions, additional weekly per-serving calories pur-
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Figure 1. Average Weekly Expenditures Increase During Both the Holiday and Post-Holiday Seasons. Weekly average expenditures
were plotted out for the duration of the study. Thanksgiving fell on week 20 of the study and Christmas fell on week 24.

doi:10.1371/journal.pone.0110561.g001
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Table 1. Predicted Average Expenditures and Calories During the Baseline, Holiday, and Post-Holiday Periods.

Baseline Holiday Season Post-Holiday Season F-statistic

(std. err.) (std. err.) (std. err.) (p-value)
Expenditures
Expenditures $105.74 $121.83 $130.76 23.300

(2.072) (3.263) (2.808) (0.000)
Non-Starred Exp $60.74 $72.85 $72.52 27.030

(1.109) (2.094) (1.636) (0.000)
Starred Exp $45.00 $48.98 $58.24 29.850

(0.839) (1.360) (1.324) (0.000)
Calories 4396.465 4836.611 5286.282 22.740

(78.250) (126.290) (111.502) (0.000)
Non-starred Cals 2874.743 3274.956 3435.008 23.250

(56.118) (93.145) (79.407) (0.000)
Starred Cals 1521.722 1561.654 1851.274 17.710

(29.150) (43.450) (41.667) (0.000)
Values in this table are based on predicted means from an ordinary least squares regression where expenditures were the outcome variable. A variable indicating
purchase periods, baseline, holiday season, and post-holiday season, was the independent variable of interest. We also controlled for age, bmi, income, education, and
number of children in the household. The F-statistic is from the regression and indicates overall model explanatory power. Standard errors and p-values are in
parentheses.
doi:10.1371/journal.pone.0110561.t001

chased increased to 890 in the post-holiday period ($<<0.001) greater focus on healthier items post-New Year’s Day. Yet, since

relative to baseline, more than doubling the 440 calorie increase expenditures on the less-healthy foods remained constant,
evident in the holiday season. Of this 890 calorie increase, 560 households may have been purchasing less-healthy foods with
calories were attributed to the calorically-dense foods while higher calorie content.

healthier items made up the additional 330 calories, suggesting a
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Figure 3. Households Purchase More Calories (per Serving per Shopping Trip) During the Holiday and Post-Holiday Seasons. Weekly
average calories purchased were plotted out for the duration of the study. Thanksgiving fell on week 20 of the study and Christmas fell on week 24.
doi:10.1371/journal.pone.0110561.g003
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Figure 4. Households Purchased Additional Calories of Healthier Foods During the Post-Holiday Period. Additional calories were
calculated by subtracting calories in the holiday and post-holiday seasons from baseline expenditures. Additional calories for the less healthy and
healthier items were stacked to show total additional calories in the respective period.

doi:10.1371/journal.pone.0110561.g004

When we compared additional weekly per-serving calories
purchased of healthy foods from the holiday and post-holiday
seasons, we found that total weekly per-serving calories purchased
jumped from 40 (p<<0.453) in the holiday period to 330 ($<<0.001)
in the post-holiday period, a 725% (p<<0.001) jump. This increase
in healthy-item purchasing from the holiday period to the post-
holiday period accounts for over half of the additional 450 (440 to
890) calories purchased in the post-holiday period compared to the
holiday period. In other words, additional weekly per-serving
calories for each healthy item purchased increased slightly by 10
calories in the post-holiday period, indicating that households were
purchasing more expensive and somewhat more calorically dense
“healthier” items.

Discussion

As might be expected, during the holiday season individuals
spent more money on food and purchased more weekly per-
serving calories than during the summer/fall. Our findings agree
with previous research which has also shown increased calorie
intake during the holiday season due to consumption of more
energy dense foods as well as purchasing for larger groups [21,22].
During the holiday period, less-healthy foods contributed to 91%
of the additional weekly per-serving calories purchased, so the
caloric increase was not from nutrient-dense foods. Most
interestingly, this increased food and calorie purchasing persisted
after the New Year where individuals spent 55% more on food
and purchased twice as many additional weekly per-serving
calories than during the holiday period.

While expenditures on the healthier starred foods increased by
more than nine times, and total weekly per-serving calories
purchased from starred foods rose by 725% in the post-holiday
period, households maintained the level of non-starred item
purchasing they had adopted during the holiday period. Conse-
quently, if households resolved to eat more healthfully in the New
Year, they may have fulfilled this desire not by decreasing
purchases of less-healthy items or total weekly per-serving calories,
but by buying fewer, but more expensive and slightly more
calorically-dense healthy items. Because holiday food purchases
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are generally driven by tradition versus health concerns, it is
possible that participants remained in a state of willful ignorance
surrounding the nutrition content of their holiday purchases [23].

The finding that after New Year’s purchasing of healthy items
increased and relatively less-healthy items remained the same as
during the holiday period suggests that even though many people
make a New Year’s resolution to eat healthier or lose weight,
consumers are making purchasing decisions that only partly
support these goals. The sustained increased purchasing seen after
New Year’s may be due to the status-quo bias, which suggests that
even when people recognize that making a change would be best
for them, they still continue to follow their behavioral scripts [24].
The period between Thanksgiving and Christmas may establish a
new purchasing “status quo” for people in terms of both money
spent and calories bought. The uptick in purchasing in general and
purchasing of non-starred items in January compared to
September may suggest that people are habituated to new baseline
purchasing patterns, and may have trouble reverting to their early-
fall less calorific purchasing.

Because the study did not track a full year of food purchasing, it
is impossible to see when purchasing might return to pre-holiday
levels. One hypothesis is that as winter ends, and people start
gearing up for summer and “bikini season,” food purchasing
decreases and establishes the pre-holiday baseline observed in our
study from July to November. Although little work has been done
clucidating the seasonality of weight gain/loss, a study of
advertising in popular women’s magazines suggested that dieting
themes were dominant during the summer months [25]. These
results support our hypothesis that spring/early summer is the
most likely time for food purchasing to decrease. It would be
interesting to determine whether any potential spring/summer
scale back in purchasing is large enough to counteract the increase
in calories purchased during the holiday and post-holiday periods.
In other words, does this period serve as a good “reset” point, or
does purchasing continue to rise slightly year after year, never
quite returning to the level from the previous year? If food
purchasing and calories purchased do continue to rise each year,
this could contribute to small yearly weight gains, which eventually
can lead to overweight and obesity. Future studies could track
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purchasing over a full year to see a complete yearly cycle of food
purchases.

In addition to adjusting to a new purchasing status quo,
increased purchasing of healthier items, and sustained elevated
purchasing of non-starred relatively less healthy items in the post-
holiday period may indicate that people were experiencing the
impact of a “health halo.” Previous research has illustrated that
low-fat claims on foods led to greater consumption of those foods
by reducing consumption guilt and increasing perceived serving
size [26]. In the present study, increased purchasing of starred
foods may indicate that consumers felt they could consume greater
quantities of those foods with reduced guilt. Furthermore, Wilcox
et al. discovered that when a healthy item was added to someone’s
choice-set of foods to consume, people actually increased their
consumption of indulgent foods. Apparently, by even considering
the healthy food as a choice, people vicariously fulfilled their goals
to eat healthfully, and then actually chose a more-indulgent item
to consume [27]. It is possible in the current study that merely
purchasing the healthier items formed a sort-of “health halo”
which dubiously fulfilled participants’ goals to purchase healthy
foods, and relieved them of any guilt associated with purchasing
non-starred items.

Limitations and Future Research

Limitations to the study include the fact that the study tracked
purchasing for a household, and not actual food consumption.
However, previous research has indicated that purchasing records
such as receipts provide an accurate record of actual consumption
[18,19]. Furthermore, we did not measure change in weight or
other anthropometric variables, so we do not know whether the
increased purchasing led to weight gain as had been reported in
previous research. Future studies could track both purchasing
behavior and weight change over the holiday period. Next, we did
not track per-unit price changes, so we don’t know if holiday
discounts may account for the increased expenditures seen in the
holiday period vs. the post-holiday period. However, the weekly
presence of markdowns and specials in the grocery store
environment suggests that although prices of some items may
have increased after the holidays, others may have decreased and
vice versa. Because participants were all given a 10% discount on
rated items to participate in the study, it is possible that purchasing
was confounded by this. However, since we wanted to use a
nutrient rating system to help determine whether purchasing was
“healthy” or “unhealthy” it was important to promote purchasing
of rated items. We also point out that our data do not include food
away from home purchases or account for the fact that during the
holidays, children are at home and not at school. Yet, even when
children return to school in the New Year, food expenditures are
still higher compared to the pre-holiday season, though this is
mainly true for the healthier foods. Finally, since calorie data was
not pulled based on UPC data, but rather the most frequently
purchased item within a food group, the calorie estimates are only
approximations. While these estimates and can be improved upon
in future research with individual product information pulled using
UPC codes, this process can be costly.

Strengths of the study include its long duration, which allowed
examination not only of holiday purchasing, but also of pre- and
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Implications
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examining eating and food-purchasing patterns over the holidays
is important [1-5]. The current study found that not only did
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into successful resolutions.

Acknowledgments

We gratefully acknowledge financial support from the National Institutes of
Health (NIH), grant IRC1HDO063370-01. The sponsor had no role in
design and conduct of the study, collection, management, analysis, and
interpretation of the data, or preparation, review, or approval of the
manuscript.

Author Contributions

Conceived and designed the experiments: LP ASH DR] BW. Performed
the experiments: LP AH DR]J BW. Analyzed the data: AH. Wrote the
paper: LP ASH DR]J BW.

3. Cook CM, Subar AF, Troiano RP, Schoeller DA (2012) Relation between
holiday weight gain and total energy expenditure among 40- to 69-y-old men
and women (OPEN study). The American Journal of Clinical Nutrition 95: 726~
731.

4. Reid R, Hackett AF (1999) Changes in nutritional status in adults over
Christmas 1998. Journal of Human Nutrition and Dietetics 12: 513-516.

December 2014 | Volume 9 | Issue 12 | 110561



6.

Stevenson J, Krishnan S, Stoner M, Goktas Z, Cooper J (2013) Effects of
exercise during the holiday season on changes in body weight, body composition
and blood pressure. European journal of clinical nutrition.

Rossner SM, Hansen JV, Réossner S (2011) New Year’s Resolutions to Lose
Weight — Dreams and Reality. Obesity Facts 4: 3-5.

. Kassirer JP, Angell M (1998) Losing weight-an ill-fated New Year’s resolution.

The New England Journal of Medicine 338: 52.

. Hill JO, Wyatt HR, Reed GW, Peters JC (2003) Obesity and the Environment:

Where Do We Go from Here? Science 299: 853-855.

. Flegal KM, Troiano RP (2000) Changes in the distribution of body mass index

of adults and children in the US population. International journal of obesity and
related metabolic disorders: journal of the International Association for the

Study of Obesity 24: 807-818.

. Ogden CL, Fryar CD, Carroll MD, Flegal KM (2004) Mean body weight,

height, and body mass index: United States 1960-2002: Department of Health
and Human Services, Centers for Disease Control and Prevention, National
Center for Health Statistics.

. Wansink B (2004) Environmental Factors That Increase the Food Intake and

Consumption Volume of Unknowing Consumers*. Annu Rev Nutr 24: 455
479.

. Hetherington MM, Anderson AS, Norton GNM, Newson L (2006) Situational

effects on meal intake: A comparison of eating alone and eating with others.
Physiology & Behavior 88: 498-505.

. Baumeister R, Tierney J (2011) Willpower. New York: The Penguin Press.
. Wing RR, Phelan S (2005) Long-term weight loss maintenance. The American

journal of clinical nutrition 82: 2225-2258S.

. Rankin J, Winett R, Anderson E, Bickley P, Moore ], et al. (1998) Food purchase

patterns at the supermarket and their relationship to family characteristics.
Journal of Nutrition Education 30: 81-88.

. French S, Wall M, Mitchell N, Shimotsu S, Welsh E (2009) Annotated receipts

capture household food purchases from a broad range of sources. International
Journal of Behavioral Nutrition and Physical Activity 6: 37.

. Cullen K, Baranowski T, Watson K, Nicklas T, Fisher J, et al. (2007) Food

category purchases vary by household education and race/ethnicity: Results

PLOS ONE | www.plosone.org

20.

21.

Holiday Food Purchasing

from grocery receipts. Journal of the American Dietetic Association 107: 1747
1752.

. Ransley JK, Donnelly JK, Khara TN, Botham H, Arnot H, et al. (2001) The use

of supermarket till receipts to determine the fat and energy intake in a UK
population. Public Health Nutrition 4: 1279-1286.

. TFrench S, Shimotsu S, Wall M, Gerlach A (2008) Capturing the spectrum of

household food and beverage purchasing behavior: A review. Journal of the
American Dietetic Association 108: 2051-2058.

Fischer LM, Sutherland LA, Kaley LA, Fox TA, Hasler CM, et al. (2011)
Development and Implementation of the Guiding Stars Nutrition Guidance
Program. American Journal of Health Promotion 26: e55-¢63.

Ma Y, Olendzki BC, Li W, Hafner AR, Chiriboga D, et al. (2005) Seasonal
variation in food intake, physical activity, and body weight in a predominantly
overweight population. European journal of clinical nutrition 60: 519-528.

. Khare A, Inman [J (2009) Daily, week-part, and holiday patterns in consumers’

caloric intake. Journal of Public Policy & Marketing 28: 234-252.

. Ehrich KR, Irwin JR (2005) Willful Ignorance in the Request for Product

Attribute Information. Journal of Marketing Research 42: 266-277.

. Loewenstein G, Brennan T, Volpp K (2007) Asymmetric paternalism to improve

health behaviors. JAMA 298: 2415.
Spencer R], Russell JM, Barker ME (2013) Temporality in British young

women’s magazines: food, cooking and weight loss. Public health nutrition: 1-9.

5. Wansink B, Chandon P (2006) Can “low-fat” nutrition labels lead to obesity?

Journal of marketing research: 605-617.

. Wilcox K, Vallen B, Block L, Fitzsimons G (2009) Vicarious goal fulfillment:

when the mere presence of a healthy option leads to an ironically indulgent
decision. Journal of Consumer Research 36: 380-393.

. Wansink B, Soman D, Herbst K, Payne CR (2014) “Half-Cart Healthy:” the

impact of partitioning on choice. Journal of Marketing Research 36: 380.

. Wadden TA, Neiberg RH, Wing RR, Clark JM, Delahanty LM, et al. (2011)

Four-Year Weight Losses in the Look AHEAD Study: Factors Associated With
Long-Term Success. Obesity 19: 1987-1998.

December 2014 | Volume 9 | Issue 12 | 110561



