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     BACKGROUND AND AIMS 
 
Human behaviour is at the heart of contemporary climate 
change due to its effects on atmospheric pollution.  
 
This preliminary project, a collaboration between economists 
and psychologists, explored means of altering consumer choices 
in the domains of transport and grocery shopping.   
 
We treat this issue as a problem for psycho-economic 
engineering – the aim being to find the right mix of conventional 
(e.g. fiscal) incentives and psycho-social ones (sometimes 
referred to as ‘nudges’) to induce environmentally responsible 
behaviour. 
 

       METHODS  
 
We adopted experimental methods to isolate the effects of 
various kinds of incentives (e.g., fiscal measures, social norm 
information) on intentions to purchase. In the transport domain 
we implemented these experiments using preferences elicited by 
verbally described choice scenarios.  
 
In the grocery shopping domain we created an online shopping 
portal (the GreenShop) that enabled us to present actual 
products to consumers in a realistic shopping environment. 1 in 5 
participants could collect the shopping basket they selected.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
When the display was accompanied by social norm information 
(e.g., « 70% of previous participants purchased at least one 
ecological product » on their visit to this shop »), participants 
bought significantly more « green » products  
(eco-labelled products, Casino Bio range).  
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    PRINCIPAL RESULTS 
 

The success of bonus-malus taxes (such as the one introduced on 
cars in France in 2008) cannot be explained in terms of their 
price effects alone. These taxes also send « social signals » which 
can have either a helpful (social norms) or a harmful 
(motivational crowding out) impact. An experimental study 
suggests that if the fiscal impact of the bonus-malus is too large, 
the negative effects will exceed the positive effects 
 
We have also examined the effect of information displays on use 
of numerical carbon footprint information in the GreenShop. 
 
We find that it is necessary to add a visual display showing 
whether the consumer’s online basket is sustainable or not for 
numerical carbon information to have an impact on purchases. 
 

         MAIN CONCLUSIONS 
Bonus-malus taxes (and other fiscal systems) have important 
psychological properties whose effects on consumer behaviour 
need to be systematically explored. 
 
We plan to extend our analyses (including to manufactured 
goods) with colleagues in Germany and the UK. 
 
We also plan a comparative study of the effectiveness of 
« nudges » (norm information, choice architecture) and fiscal 
instruments  using the GreenShop methodology. 
 
The GreenShop interface can easily be adapted for real online 
shopping portals 
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PERSPECTIVES 
 - Private sector: Identification of psycho-economic design 
principles for online shopping interfaces 
 - Public sector: Assessment of the relative utility of policy 
measures aimed at behavioural regulation 


