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ABSTRACT

[Aim]

This study was aimed at comparing the effect of posters utilizing nudges in promoting dairy product consump-
tion and comparison of their impact on the purchasing intention between student athletes and general students
at a high school with an athlete program.

[Methods]

In this investigation, a posttest-only non-equivalent groups design was employed. Posters utilizing nudges were
displayed in the school cafeteria for three weeks. After the display period, a web survey was conducted target-
ing all students. The survey assessed the proportion of student who took notice of the poster and compared the
purchasing intention of dairy products after viewing the posters between the student athletes group (321 stu-
dents) and general students group (542 students).

[Results]

Approximately half of the students took notice of the posters. A chi-square test revealed a significantly lower
proportion of students from the student athletes group took notice of the posters. However, the purchasing inten-
tion of the products among those who had noticed the posters was significantly higher in the student athletes
group than in the general students group.

[Conclusion]

These findings suggest that use of posters utilizing nudges can enhance the purchasing intentions for dairy prod-
ucts among student athletes. However, improving the rate at which such a poster draws the attention of the stu-
dents remains a challenge.
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