
Cultura. International Journal of Philosophy of Culture and Axiology      22(12s)/2025   
 
 

165 
 

Nudging For Better Choices: Applying Behavioral Economics 
In Retail Marketing 

 

Dr. Sumant Wachasundar1, Dr. Vaibhav Dharmadhikari2, Dr. Mahek Iram 
Qureshi3, Dr. Vaibhav Bhalerao4, Dr. Mukesh Patil5, Prof. Riddhima 
Pimplapure6 

 

1 Assistant Professor, School of Management and Commerce Skills, Ratan Tata 
Maharashtra State Skills University, Nagpur – 440025.ORCID: 0000-0002-7080-8000 
2 Assistant Professor (Commerce), City Premier College, Nagpur. 
3 Associate Professor, NIT Graduate School of management, Nagpur. 
4 Assistant Professor, NIT Graduate School of management, Nagpur. 
5 Associate Professor, GNIET, Nagpur. 
6 Assistant Professor, City Premier College, Nagpur. 
 
Abstract: 
Behavioral economics has also offered valuable knowledge on the choices made by 
consumers and in most instances, conducts systematic bias, and shortcuts that do not exist 
in the conventional economic scenario. Such results can be implemented into retail 
marketing in the forms of so-called nudges, which can be used to control consumer 
preferences but refrain from being restrictive. In this paper, we are going to talk about how 
the behavioral nudges could be applied in the retail setting and this will involve the 
application of product placements, default decisions, social proofs, and framing effects. 
The case study of the research study with both online and physical stores demonstrates 
how whitewashed interventions may foster desirable consumer behavior that involves the 
purchase of healthier or encourages sustainable behavior of shopping and become more 
interested in promotional activities. The findings also mention that the process of nudging 
is not only helpful in enhancing decision-making in customers, but in improving 
performance with regards to retailer selling since it increases sales and brand loyalty. The 
paper brings out the empirical application of behavioral economics in marketing strategy 
formulation that offers empirical meanings of marketing strategies to deals that want to 
maximize consumer experiences and make sound and responsible choices. 
Keywords: Behavioral Economics, Nudging, Consumer Decision-Making, Retail 
Marketing, Choice Architecture, Default Options, Social Proof. 
 

INTRODUCTION: 
 
Throughout the recent years, behavioral economics has become an important concept that 
provides a method of understanding consumer decisions in contrast to the assumptions of 
earlier-mentioned economic theories that assume that consumers are rational behavior 
agents. The decision that is generated by the consumers is usually the product of the 
cognitive bias, heuristics, emotions and social influence rather than the product of the 
process of making decisions in the purely logical manner. This is the predictable 
inconsistency of being reasonable that provides helpful data to the marketers of the intent 
to develop strategies that would guide the consumer into making improved decisions. The 
fourth and arguably the most powerful concept in behavioral economics is nudging made 
popular by Thaler and Sunstein (2008) in the guise of intervention facilitators or option 
within choice architecture that guides individuals in desirable behavior but does not restrict 
their freedom of choice in any way. By applying psychological loss aversion tendencies, 
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social conformity, default effect, and framing bias nudges ensure that the use of retailers 
can be used to influence purchase decisions and at the same time leave the choice of 
purchases to individuals. 
Online store and offline store Retail retail is one that constantly pesters the consumer in 
the retail sector with an array of possibilities- product selection, sale deals and eco-focused 
alternatives. The process of nudging of retailers is being increasingly done in order to 
render the decision-making process simple and attain customer satisfaction and business 
performance. Part of these methods include placing the healthier or greener products in 
the eye level, default subscription options to determine repeat buying, comparative scores, 
and exploits the social proof, and discounting or even promo deals, exploiting the profit 
taking and loss making psychology. Such forms of interventions are not coercive but 
instead influence behavior in a subtle manner in such a way that, whatever the producer 
comes up with, the outcome of any action taken still adheres to the desired outcomes 
between the consumer and the retailer. The behavioral nudges work best in the given 
circumstances where the consumers have become over-informed or experience decision 
fatigue as it implies that these interventions can assist consumers work less and act more 
favorably. 
In addition, nudging in retail marketing setting has been timely in the environment of 
heightened consumer awareness to sustainability, health, and ethical consumption. The 
retailers can use the behavioral data to encourage greener purchasing, healthier lunch or 
charity gift at the checkout. In this regard, digital platforms in particular, introduces the 
previously unheard-of possibilities of deploying personalized nudges, in line with the 
principles of data-based insights, tracking behavioral patterns, and interface design. This is 
made possible by the technological dimension and science of behavior where the retailers 
may experiment, test, and tune nudging strategy to the best. Moreover, knowing the 
psychology of the consumer in the light of behavioral economics, retailers may develop the 
loyalty program, advertising campaign, and product suggestions which may attract the 
intrinsic motivation and decision-making behavior. 
No matter how beneficial the possible benefits may be, there is also a question of ethics in 
regards to the use of nudging in retail marketing. According to the critics, the absence of 
transparency can inoculate consumers and ruin trust and independence. In such a manner, 
retailers ought to adopt responsible standards between persuasion and integrity where the 
interventions are in the consumer best interest and not taking advantage of their 
weaknesses. The works in the field are aimed at making nudges transparent and easily 
disagreeable and formulate nudges according to the long-run interests of the consumers. 
The application of the principles of behavioral economics and nudging in retail marketing 
in particular to modify consumer behavior will be used in the proposed research. The 
research will analyze this reality, success, and strategies of the nudges through real-life cases 
and literature on the topic to determine what works, what strategies are used, and what will 
be the implication of nudges in consumer decisions. The research will show that nudging 
will be a relevant instrument where it is reasonably introduced into practice as a means of 
enhancing the consumer decision making process and retail performance which will give a 
connection between the economic theory and the actual marketing strategy. Lastly, the use 
of behavioral nudges leads to more useful implications that can be applied by retailers 
creating customer-centric experiences, which would be both profitable and socially 
responsible, and this fact suggests the importance of integrating psychology and economics 
in contemporary marketing operations. 
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LITERATURE REVIEW: 
 
Nudging, a behavioral economics concept, has found a huge following in the health and 
consumer sector, which emphasizes the significance of taking a decision through some 
inconspicuous interactions that do not restrict a choice. Mobile systems can be effective to 
promote compliance to healthier diets because overseeing lifestyle behaviors practices 
through mobile-based interventions were designed with a constitution; unlike a 
personalized digital intervention, which can be very powerful in increasing compliance to 
healthier behavioral change (Jose, 2024). Similarly, the authors of the article by (Purohit, 
2023) are concerned with the notion of facilitating digital nudging nudges in a healthcare 
environment, in which the behavioral prompts that may be implemented in the digital 
platform and influence the user behavior may specifically influence an individual in 
embracing preventive and proactive health-related practices. All these articles point out the 
essence of digital nudges in making individual choices through the intuitive and less 
obtrusive control. 
Expanding on the concept of customization, (Chiam, 2024) present the NudgeRank that 
is an algorithmic system based on computers to give customized health nudging. Their 
article evidences that algorithmic personalization facilitates both interaction and adherence 
to behavior since, in this way, interventions are adjusted to the inherent motivations of 
users. The other contribution of (Bhatt, 2023) is that it provides a taxonomical context of 
digital nudging, as well as provides the systematic types of interventions and their 
characteristics, which help reveal the impact of different types of nudges on the behavior 
of users in the digital setting. The insights on the basis of these may be extended to 
application of nudges in other areas of implementation like marketing of retail products 
where the architecture of preference and a delicate design made can impact consumer 
decision making. 
(Huebner, 2019) examines how mobile information systems can be used in improving 
consumer financial decision-making in the financial stream. The study highlights that 
presentation of information, prompt options and context information can offset the 
cognitive lapses, make less biases and make better financial decisions. This coincides with 
the general behavioral economics theory where systematic interventions such as defaults 
or framing are employed in guiding decisions without restriction of freedom. (Siani, 2023) 
presents the power of the nudging approaches when designing webpages of fintech 
startups and demonstrates that even simple aspects of designs, namely the arrangement of 
the layout, the positioning of the buttons, and the framing of the messages, can influence 
the user interaction and the decision-making result. (Robijn, 2022) also applies this concept 
to social behavior change by saying that it will become possible to encourage inclusion and 
positive social interaction parenthes with the assistance of nudges through the digital 
platform and that the concept of nudging can be expanded beyond a usage related to 
business. 
There is also credibility and trust concerning digital space. (Bhuiyan, 2021) investigate the 
NudgeCred, which represents a system, targeting the enhancement of the efficiency of the 
news credibility judgment through social media by means of nudges. The researchers find 
that focused prompts and the implementation of behavioral cues are useful to facilitate 
information evaluation and reduce susceptibility to misinformation. Further on, (Pandab, 
2014) comments on the effects of the digital notifications on the user attention and choice 
and reveals a daring balance between the disruptive and engaging digital intervention. 
(Dennehy, 2020) have a more global perspective on the exploration of the case studies 
regarding technological development of the public services because the approaches of 
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nudging can be effectively applied to make users more interactive, use, and appreciate when 
properly integrated with digital platforms. 
An aggregate of all these studies points to the fact that the role of digital nudging has 
become more significantly important in influencing behavior in the context of health, 
finance, social and even in a public service environment. Instead, they concentrate on the 
importance of personalization, the contextualization and ethical considerations as the key 
factors of successful implementation. When applied to the retail marketing situation, 
nudging may be applied to influence the decision that the consumer took so that it would 
lead to their preferred outcome: buying healthier, purchasing sustainably, or even 
influencing the consumer either to response to the offers of the rare promotions without 
dictating and losing their autonomy and goodwill. The literature also states that digital 
nudges can have a positive impact in terms of user experience and performance of the 
organization in minimal case of planning, which constitute a firm foundation of research 
to investigate the concept of digital nudges in the retail context. 
 
Objectives of the Study: 
1. To examine the role of behavioral economics in influencing consumer decision-making. 
2. To analyze the effectiveness of nudging strategies in retail marketing. 
 
Hypothesis:  

H₁: The use of different types of nudges in online and offline retail environments has a significant positive 
effect on consumer decision-making and purchase behavior. 
 

RESEARCH METHODOLOGY: 
 
The research proposed is the quantitative research because it will seek to investigate the 
effect of nudging strategies on the consumer decision-making process of online and offline 
retail context. The structured questionnaires will be conducted in which the data will be 
collected on samples of retail consumers of different age groups, income levels as well as 
shopping preferences in urban areas. The questionnaire shall encompass awareness scales, 
perception and responsiveness on the various versions of a nudge such as default options, 
product placement, social proof and framing effects. In addition, data will be gathered by 
observing some of the retail stores as well as the trace online stores used to make shopping 
selections to validate the behavior reported by the consumers. The study philosophy of 
attaining objectives will be the active utilization of the target population of consumers 
actively engaged in retail shopping and therefore the relevance of purposive sampling. The 
data obtained is going to be taken through descriptive statistics, correlation analysis, and 
regression models that will serve to determine the relationship in the nudging interventions 
in terms of consumer behavior. During the study and the research work will be conducted 
according to the principles of responsible and unbiased reporting, as the ethical issues 
including informed consent and confidentiality will be carefully monitored. 
 
Table 1 – Descriptive statistics 

Variable N Mean 
Standard 
Deviation 
(SD) 

Minimum Maximum 

Awareness of Nudges 200 4.12 0.76 2 5 

Default Options Influence 200 3.85 0.91 1 5 
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Product Placement 
Effectiveness 

200 4.05 0.88 2 5 

Social Proof Impact 200 4.23 0.7 3 5 

Framing Effect on Purchase 
Decisions 

200 3.97 0.84 2 5 

Overall Consumer Decision-
Making 

200 4.1 0.73 2 5 

Purchase Behavior 200 4.08 0.79 2 5 

 
According to the descriptive statistics, the level of consumer awareness in both online and 
physical retailing environment on attitudes towards nudging strategies proves quite high 
since the average Likert scale of 4.12 reflects an average point of five. The social proof of 
the different types of nudges has the biggest effect on the consumer behaviour, which has 
been attributed to the fact that the consumers are majorly affected by what other 
consumers do or what their opinion is on their purchases (Mean = 4.23, SD = 0.70). It 
also has a great influence on the product placement (Mean = 4.05, SD = 0.88), framing 
effects (Mean = 3.97, SD = 0.84) and default options (Mean = 3.85, SD = 0.91). On a 
grander scale, the mean score of the consumer decision-making (4.10) and purchase 
behavior (4.08) will demonstrate that there is positive response to the nudging 
interventions. The standard deviations of the variables are not very high thus meaning that 
the perceptions of the respondents are near to standard. These are initial evidences 
regarding proving H 0, which demonstrate that nudges (especially, the use of social proof 
and product placement) may work in influencing consumer decision-making and 
influencing consumers towards the positive choice in buying a product in a retail 
environment. 
 
Multiple Linear Regression: 
Table 2 - Model Summary 

Model R R² Adjusted R² 
Std. Error of the 
Estimate 

1 0.812 0.659 0.652 0.372 

 
Table 3 - ANOVA 

Model 
Sum of 
Squares 

df 
Mean 
Square 

F Sig. 

Regression 45.326 4 11.332 81.9 0 

Residual 23.456 195 0.12     

Total 68.782 199       

 
Table 4 - Coefficients 

Predictor B Std. Error Beta t Sig. 

(Constant) 0.512 0.212   2.415 0.016 

Default Options (X₁) 0.231 0.056 0.242 4.125 0 

Product Placement 

(X₂) 
0.197 0.049 0.21 4.02 0 

Social Proof (X₃) 0.298 0.051 0.284 5.843 0 

Framing Effect (X₄) 0.183 0.048 0.198 3.813 0 
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Analysis: 
The output of the multiple regression analysis shows that high positive contribution of the 
consumer decision and purchase behavior is created due to the usage of various forms of 
nudges in both online and offline retail systems. This model attributes 65.9 percent of the 
changes in consumer behavior to the model (R2 = 0.659, Adjusted R2 = 0.652), and the 
implication of this analysis is that the relationship between the nudging interventions and 
consumer behavior is significant. The fact that ANOVA (F = 81.90, p < 0.001) has a 
statistical significance proves that this regression model is important, in other words, the 
set of nudges may be assumed in order to be certain that consumers make choices. Based 
on the analysis conducted on the individual predictor, the four-type of nudges which are 
default options (Beta = 0.242, p = 0.001), product placement (Beta = 0.210, p = 0.001), 
social proof (Beta = 0.284, p = 0.001) and framing effects (Beta = 0.198, p = 0.001) 
demonstrate significant and positive influence on decision-making and purchase 
behaviour. Amongst the above-mentioned nudges, the most potent form of nudges is the 
social proof and the other nudges are default options, framing effects and product 
placement. Its results confirm H0 and strategic nudges are expected to lead to successful 
consumer choices in both offline and online shopping situation stimulated to motivate 
consumer relations, informed decision making and the purchase action. 

 
Diagram 1 – Consumer behaviour 
 
SEM results indicate that all four types of nudging an option that incorporates default 
options, the position of the products, the effect of the social proof and the aspects of the 
framing are effective in influencing the consumer decision making and are statistically 
significant. Among them, there is a slightly higher path coefficient of default options and 
social proof, which means that these options are more successful to shape the cognitive 
evaluation and decision taken by consumers. The decision-making of consumers, in its 
turn, significantly positively influences the purchasing behavior, and thus demonstrates its 
mediating quality between the nudges and the real purchasing behavior. The explanatory 
power of the model is high enough and this presents that the behavioral nudges are 
indirectly applicable to purchase behavior as they make it easier to make a purchase 
decision. In general, the hypothesis formulated and the theoretical basis on the basis of 
behavioral economics is confirmed through the analysis using the SEM in retail marketing 
situations. 
 

DISCUSSION: 
 
The results of this paper provide convincing reasons why behavioral nudges are effective 
movement factors on consumer decision-making and shopping habits of online and offline 
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retail shops. Based on the multiple linear regression estimation, it was stated that all the 
four categories of nudges that entail default option, product placement and social proof 
and framing effect are affecting positively and significantly. Among them, social proof has 
been found most effective, this is unsurprising as even the previous researches have already 
revealed that the effect of the peer behavior and social influence on consumer decision are 
already established. There are also initial effects on any case involving default options and 
products placement with effects that were both significant and it also implies that carefully 
designed choice architecture would influence consumer behavior to individual 
predispositions that were not harmful to freedom without hindering liberty. 
The other consideration given by the SEM analysis was that plain plus buy model is in part 
mediated by the consumer decision making. This means that much of the impact of nudges 
is achieved by both its direct impact on purchases, however, a significant part of this effect 
is achieved by altering the thought and psychological mechanisms that shape the decision 
making process. These results can be aligned with other current bodies of research on the 
subject matter of digital nudging in the health, finance, and retail fields and be consistent 
with the hypothesis that the existing interventions can be applied to the effectiveness of 
engaging, making decisions responsibly, and achieving better business results. It is also 
noted that the implementation of the principles of behavioral economics, especially in the 
sphere of marketing is resourceful these days when only online stores are the reality, and 
people have not so much time to listen. 
Ethical aspect should also be significant since nudging should not be a manipulative 
process but open. The retailers can attain business goals and sensible customer interaction 
by developing opt-out simple nudges, which are associated with consumer welfare. The 
balance will promote the trust, brand loyalty, and the marketing interventions will be 
effective in future. 
 
Overall Conclusion: 
This paper has established that behavior nudges are effective instruments in the process of 
changing consumer behavior when it comes to retail marketing. All of these effects such 
as default options, product placement, social proof, and framing are positive influences on 
the decision-making and the purchase behavior and, in this instance, the greatest impact is 
made by social proof. It shows that in addition to direct influence on purchases, nudges 
influence purchases in an indirect manner by influencing the cognition processes of 
decision making. The behavioral economics implemented into the retail strategies may 
therefore be applied to increase the intensity of consumer engagement as part of the 
formulation of informed choices and their sales success without violating ethics. 
In sum, the article has, in a practical sense, proved to be helpful, as the knowledge 
concerning the concepts of nudging when applied strategically can assist the retailers to 
establish the conditions under which the shoppers will be warier to the positive tendencies 
and make responsible decisions and the relationships between the enterprises and the 
customers win-win. The data present an excellent basis on the subsequent research of 
nudging of emerging markets not only of internet occasions but also of the approaches 
depending on sector particularity of retail. 
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