LS

Psychology of
Eatln\g Out

\#.
. AR Ty T au;,w.‘:‘“ﬁ‘

ta 9&__’4.!.;'*.§>et‘-
s ”'..'\‘-.",’:

.QJ !

Spayne Lindsay,
June 2022

Capuchin

Behavioural Science




oractically
Sell=lalel=
commerclal



SCIENTIFIC THINKING
FOR IRRATIONAL MINDS

We make a more direct, scientific link, between minds and money.

To find opportunities that might otherwise be missed.
And show how to address them.

capuchin.cc



SCIENTIFIC THINKING
FOR IRRATIONAL MINDS

& 4

UNCOVER CREATE APPLY
MOTIVATIONS MODELS CHANGES
Design instruments to Predict and change Deliver concrete actions for

identify psychological traits, behaviour that makes a both quick wins and longer
motives and triggers. hard commercial impact term strategy

capuchin.cc



HOW IT
WORKS

We construct psychological,
behavioural and strategic
methodologies supported by
measurement tools and technologies
such as implicit testing, eye-tracking,
facial coding, image-based testing,
EEC.

BETTER C’:_’

INTERACTIONS

Changing audience behaviour
for more commercial impact

O5g

AUDIENCE

OPPORTUNITY

A deeper view of markets
and ways to address them

4

SHARPEN
PROPOSITIONS

A more scientific way to
appeal to audiences



RELEVANT
PROJECTS

BB

w8

Ao

How do you maintain price premium using price
psychology?

How do you make non-alcoholic beer cool around the
world?

How do you sell more of a "Christmas" drink at a new
time of year?

How do you get people to adopt new ways of payment
and other new behaviours?

ow do you apply the psychology of online ordering to
persuade different groups of people?

How are behaviours really changing post-covid and
what should you do to address them?

How are the wealthy psychologically different?
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HOW TO COMBINE
PSYCHOLOGY AND
DATA FOR BETTER

- A t;‘.l.’,.“."!?i!'
Practical Psychological
CAPUCHIN.CC Behavioural Nudges Profiles

/BLOG

The Science of The Psychology of
Attention Money



HELLO!

Average Rating on Each Trait (1-6)

® Given name (e.g., Patrick) B Nickname (e.g., Pat)
6
5
4
3
2
1
Successful Moral Popular Cheerful

L

Mehrabian & Piercy, 1993



HIDDEN PERSUADERS

y £ uence you

I'm doing some’
Ns==rfOW...

Rated as more intelligent, industrious,
honest, and dependable

Thornton, 1944



HIDDEN PERSUADERS

1:6294 >m)

4 Search

Sales of Coke Zero increased by 30% across 12 weeks
&  McDonald's® - Earls Court Road

Q  Fizzy Drinks Water & Still drinks ~ Mc
Fizzy Drinks PP
a8 Sales of Coca-Cola decreased by 7% in that time
Small Coca-Cola® Zero Sugar ld's
a3
£1.09 -1 kcal . -
Zero calories, zero sugar, same great 2y

Coca-Cola taste. Perfect with your
meal, or as a refreshing drink. Allergen
information available at www.mcdona...

Small Diet Coke®

e
£1.09 -1 kcal
Diet Coke has a lighter taste, with no
calories or sugar. Enjoy one with your

meal or on its own. Allergen
information available at www.mcdona...

~25 million total calories removed from customers’ diets

Small Sprite® No Sugar
£1.09 - 3 kcal

Love the refreshing fizziness of
delicious Sprite Zero, with no sugar or
calories. Allergen information available
at www.mcdonalds.co.uk/nutrition

Small Fanta® Orange
£1.09 - 48 kcal

Unlock the taste of delicious Fanta
Orange. Perfect with your meal or on its
own. Allergen information available

at www.mcdonalds.co.uk/nutrition

Small Coca-Cola® Classic
£1.17 - 106 kcal

M
A classic, since 1880 BN OV L o m— (o)

https://digest.bps.org.uk/2019/09/19/simply-changing-the-order-of-fast-food-menus-nudges-customers-towards-healthier-soft-drink-choices/






EMOTION OFTEN TRUMPS REASON

< Where thought conflicts with emotion,
tne latter Is designed by the neural
Clrcultry In our prains to win.

2



WHY DO PEOPLE GO TO RESTAURANTS?

O

O

‘ Sustenance

& Mood Regulation
%% Socialising

' Adventure

Wk Status

(& Habit




THE WHITE HOUSE

WASHINGTON




LIMITED CONSCIOUS MINDS

4

Had to Memorise... Chose Cake Chose Fruit Salad

2-digit no. (e.g. 62)

7-digit no. (e.g. 4811505)

Shiv & Fedorikhin, 1999



MINDLESS EATING

15

INCcrease IN energy consumption
when listening to a detective
story during lunch

Bellisle & Dalix, 2001






HOW DO WE COPE?

Tweets per Day The Social Cortex
600,000,000 1,000

As brain size increases, so does
group size. Human group size as

500,000,000 o predicted by Dunbar’s model comes

o out to about 150.

a 1 00 04 64000 540 54 500 54 640 54 554 4814 BES04 FISS4 500 B4 5404 548 14 864 SR04 H4804 600 64 540 54 040 b4 wta s ssgliBne 0 o Humans
400,000,000 §

- Monkeys =@ O

g " @
300,000,000 -

¢ 10 s

§ Oy 0 O= Apes
200,000,000 2 ® o

e O
100,000,000 1
1x 2X 3x 4x 5x 6X
0 Size of neocortex relative to rest of brain
2007 2009 2010 2011 2012 DATA- THE SOCIAL BRAIN HYPOTHESIS, DUNBAR 1998

L

http://www.internetlivestats.com/twitter-statistics; Dunbar, 1998



HEURISTICS




TURNING MINDS INTO MONEY

Mind

ARE 2 Ll hhh AbAh

T 70100 200 300 500
Exposure (ms)

Milosavljevic et al., 2012; http://www.uie.com/articles/three_hund_million_button/



A MASTERCLASS IN NUDGING

Commitment

Make people feel
Invested so they are more

likely to follow through

Scarcity

Make the resource feel
scarce so people feel an
urgency to obtain it

Authority
Use a credible or liked

messenger so people ):K

accept the Mmessage

M

O

Yolinave reached ithe top
of the queue lana-arec-a
priority for getting a/free
NHS COVID-19 vaccine.
Please book yours now at
https://www.nhs.uk/covid-

vaccination or by calling
119.

s

=)o
=)o

450 =0
=)o

=>)o

=)o

=40

Ego

Motivate behaviour by
tapping into the need for
social status

Social Proof

Make the behaviour seem
popular so people
assume it must be good

Reciprocity

Make people feel
Indebted so they are
more likely to comply

1
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Hotel restaurants reduced

food waste by up to 227



PHYSICAL AVAILABILITY

Candy in a separate

One gueue only gueue to the other
food

Proportion of

observed diners 39% 3%

selecting candy

Meiselman et al., 1994



COLOUR TO GET PEOPLE TO EAT LESS (OR MORE)

Participants were given 10 pretzels on a plate...

Genschow, Reutner & Wanke, 2012



THE POWER OF PERCEPTIONS

Wansink et al., 2007

%__.

.

i

1

L

rP-—4

0+ - T
Expected

Tastiness

J. )

—

Tastiness

Tastiness of Rating of Rating of

Wine

Wine

Cheese

+ 1.96 SE

(1 California-labeled
Wine

O North Dakota-
labeled Wine

“Californian” wine
caused diners to eat
11% more food and
stay 10 mins longer.



DESCRIPTIVE

Description

Looks (1-9)

Taste (1-9)

Wansink, Van Ittersum & Painter, 2005

LANGUAGE

Red Beans with Rice

Seafood Filet
Crilled Chicken
Chicken Parmesan
Chocolate Pudding
Zucchini Cookies
59

0.8

Traditional Cajun Red Beans with Rice

Succulent Italian Seafood Filet

Tender Grilled Chicken

Homestyle Chicken Parmesan

Satin Chocolate Pudding

Grandma’s Zucchini Cookies

0./

7.3



PRIMING FOOD CHOICE VIA DECORATIONS

B Meat EFish




THE HEALTH

Wansink & Chandon, 2006

HALO

STUDY 1: LOW-FAT LABELS INCREASE SNACK-FOOD

CONSUMPTION
300 r 281
201 219
» 200t 189 192
@
S 150}
C
&)
100 ¢}
50t 119
0
Regular Low-Fat Regular Low-Fat
Label Label Label Label
Normal-Weight Overweight
Consumers Consumers
(BMI < 25) (BMI > 25)

0 Actual calorie consumption
B Estimated calorie consumption




WHY TAPAS IS SUCH A MONEY MAKER

3 1 filling

4 fillings

O
-

-

]

7 .

J

400r

300

o

100} |

i
o
o
o~

(6) ayejur ysmpueg

Time (min)

Megson & Gunary, 1981



HOW TO INCREASE TIPS

G 9 LIKING
Q) e repeating the customers’ orders after they have said them;
O« addressing customers by name (e.g. “Mr. Smith"):

e servers introducing themselves by name;
* UsiNg large, open-mouthed smiles, as opposed to small, closed ones;
e suptly touching customers on the shoulder and hand during interactions;
« Mmimicking verbal behaviour and posture, by sguatting to the customer’s level;
« Waltresses wearing a flower in their hair or wearing make-up (for men only).

Crusco & Wetzel, 1984 Garrity & Degelman, 1990; Jacob et al, 2010; Lynn & Mynier, 1993:
Rodrigue, 1999; Stillman & Hensley, 1980; Tidd & Lockard, 1978; van Baaren et al., 2003;
Cueguen, 2002; Rind & Bordia, 1995: Rind & Strohmetz, 2001a; Strohmetz et al,, 2002



HOW TO OPTIMISE MENUS

The decoy effect - "bracketing” - is where the larger, more expensive size acts as a decoy and

mMakes the smaller size (i.e. the original item the restaurateur wants to sell) look more
attractive.

P>
>

Poundstone, 2010



NUMERICAL COGNITION

$3,500,000

$3,617,265

Thomas et al., 2007; Yang et al., 2009



to borrow cash

25 September 2003

Congratulations! You are now eligible for a special interest rate on a
cash loan from r. This is a limited time offer, so please
come in by 31 October 2003

You can use this cash to pay off a more expensive debt, or for
anything eilse you want.

Enjoy low monthly repayments with this offer! For example:

3.99% RS500 4 Months R144.95
3.99% R1000 4 Months R289.90
3.99% R2000 4 Months R579.80
3.99% R4000 4 Months R1159.60

LOAN AVAILASILITY SUBUECT TO TERNS A CONDITONS

Loans available in other amounts. There are no hidden costs.
What you see is what you pay.

If you borrow from us you will pay R840.40 less in total on
a R1000.00, 4 month loan.

How to apply:

Bring your ID book and latest payslip to your usual branch, by
31 October 2003 and ask for |

Customer Consultant

PS Unfordunaiely, f you have already faken 2 loan since the dale fhis leffer was msued you do not qualily for this oiter

Companson based on @ compelitors interest rate of 25%.

IT'S NOT ONE-SIZE-FITS-ALL

the trusted way

BUSINESS NOURS

the trusted way

to borrow cash

25 September 2003

[Acooum Number I

Dear’

Congratulations! You are now eligible for a special interest rate on a
cash loan from ( e . This is a limited time offer, so please
come in by 31 October 2003

You can use this cash to pay off a more expensive debt, or for
anything else you want.

Enjoy low monthly repayments with this offer! Here is one
example of a loan you can get under this offer:

Loan Loan Monthly

Amount

R1000.00

lerm Repayment
4 Months

LOAN AVAILABILITY SUBJECT TO TEAMS & CONDITIONS

Loans available in other amounts. There are no hidden costs.
What you see is what you pay.

How to apply:

Bring your ID book and latest payslip to your usual branch, by
31 October 2003 and ask for *

Customer Consultant
P.S. Unforiunately, if you have already taken 2 loan since the dale fhis letler was issued, you do not qualify for this offer.

Bertrand, M., Karlan, D., Mullainathan, S., Shafir, E., & Zinman, J. (2005).
What's psychology worth? A field experiment in the consumer credit
market.






DIFFERENT PSYCHOLOGICAL TYPES EXIST

What type of person lives in this bedroom...?

" P

AmY s Y

l

Gosling, S. D, Ko, S. J.,, Mannarelli, T., & Morris, M. E. (2002). A room with a
cue: personality judgments based on offices and bedrooms. Journal of
personality and social psychology, 82(3), 379.



PERSONALITY IS OBSERVABLE THROUGH CUES

Correlation with Liberalism-Conservatism

0.4
0.3
0.2
O.1
0.0
-0.1
-0.2
-0.3
-0.4
Sports-related Event Postage Presence of  Iron and/or
décor calendar stamps string/thread ironing board
(posters,
paintings,
photos)

Carney, D. R, Jost, J. T, Gosling, S. D, & Potter, J. (2008). The secret lives of
liberals and conservatives: Personality profiles, interaction styles, and the
things they leave behind. Political Psychology, 29(6), 807-840.

Many (vs. few) World music  Art supplies

items of
stationery

CDs

Variety of
Music

Varied (vs.
homogenous)
books



RESONANT AESTHETICS

Openness Conscientiousness Extraversion Disagreeableness Neuroticism
(r=.354, r=.301) (r=242, r=157) (r=.285, r=.261) (r=.261, r=.210) (r=184%, r=173)



RESONANT NUDGES

Change in Likelihood of Visiting a Restaurant if it has Many Reviews (vs. No Reviews)
60%

50%
40%
30%
20%

10%

0%
Disagreeable Agreeable



THE ULTIMATE OUTCOME...

A ngh Extraversion B Introverted Audience ] Extroverted Audience Low Extraversion
OR = 1.40" [1.05,1.85]
[
OR = 1.77*** [1.29,2.44)
0.0157 —
-
c
= 0010
@
-
< -
c :
2
S
Dance like no one's watching & 0.005 Beauty doesn’t have to shout
&)
(but they totally are)

0.000-

Introverted Ads Extroverted Ads



PSYCHOLOGICAL DINER SEGMENTS

Segment Overview

Bubble sizes indicate the

monetary value of each segment
(the product of segment size, visit
frequency, and average spend).

Affordable

Familiar

Focus on Restaurant

A

A

Fancy

Upmarket

Plain

Focus on Evening

P

. -

»

Fun (e.g., La Bodegra Negra)

These people are more sensation-seeking, risk-taking, extraverted and
calm. When they go to a restaurant, the restaurant is the focus. They are
much more likely to enjoy Chinese cuisine — and somewhat more likely to
like American or Italian. They like restaurants to be daring and cool; they
appreciate a good view, live entertainment, and a good drinks menu.

Familiar (e.g., Toby Carvery)

These people don't go to restaurants very often. They are introverted,
neurotic and self-conscious. They might go for a special occasion or a treat.
They like British and Indian cuisine. They like restaurants to be down-to-
earth and natural; local and healthy food is important. They prefer
somewhere familiar, affordable, quiet, and laid back.

Plain (e.g., Nandos)

These people are more disagreeable, conservative and disorganised. They
are not very adventurous. They go to restaurants with friends or dates as
part of a wider night out. They prefer British or American food, with beer,
juice or water — they like it plain and local. They are more open to self-
service and to an unstructured, busy and untidy ambience.

Fancy (e.g., Roka)

These people are very extraverted and emotionally stable; they like art and
are very adventurous. They go to restaurants later in the day, often with a
partner, and spend more time there. They do it to socialise or just because’.
They are more likely to drink wine or cocktails, and to like Thai or Japanese.
They like restaurants to be new, unusual, elegant, and boutique.



BEHAVIOURAL SCIENCE FOR RESTAURANTS

Diner Diner Diner/Staff
Acquisition Spena ‘Compliance’






Q&A

INSICGHT@CAPUCHIN.CC
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