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There is a lack of data about which are sludges interfering with decision-making for healthier sustainable 

purchases in supermarkets. Numerous research projects published in recent decades have emphasized the 

role of nudges in promoting the consumption of healthier products (Fechner & Herder, 2021; Federal 

Environment Agency, 2022; WHO, 2022). The impact of nudges in supermarket environments and their 

influence on the purchase of nutritious products has been widely acknowledged (Ensaff, 2021; Thaler & 

Sunstein, 2008). However, little attention has been given to "sludges," which are actions that affect people's 

behaviour and impede them from making healthy purchases in the supermarket environment. The term 

"sludge" has recently been defined as interventions that introduce friction into the decision-making process, 

making it more difficult to reach a decision (Petticrew, 2020; Soman et al., 2019; Sunstein, 2022). Some 

have described sludges as factors that generate friction and lead to outcomes that are detrimental to a 

person's well-being, while others have identified them as "undesirable defaults"  (Sunstein, 2022; Thaler, 

2018); (Lemken, 2021). Given the prevalence of nudges that steer individuals toward unhealthy products 

in supermarket environments, it is essential to examine the factors that impede the purchase of healthier 

options. In the context of supermarkets, sludges can be defined as elements that make choosing a healthier 

product more difficult. 

 

Unfortunately, the term is relatively new and there is little to non evidence talking about their 

effect/presence on the different areas of the food system. Through this thesis the student should conduct a 

comprehensive literature review to understand the existing research on sludges and preventive factors 

related to purchasing healthy product(if there is). 
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