Applied Psychology addresses current and relevant issues such as (but not limited to) work,
the environment, health, education, society, and political participation, while paying close
attention to both individual and collective concerns, all driven by the major challenge of
global sustainability.

The International Association of Applied Psychology (IAAP), a long-established
international scientific association, comprising 18 divisions, involves academics, experts,
professionals, and students from across the globe to gather and share experiences,
insights, and scientific contributions, aiming to tackle the challenges and future directions
of psychological practice.

The last few years have seen the UN 2030 agenda push forward Sustainable Development
Goals (SDGs), dealing with epistemological, methodological, ethical, and professional
implications for the psychology profession and practice across its various fields. These
issues were the focus of the 31st ICAP 2026 (International Congress of Applied
Psychology). hosted in Florence from July 21 to 25 2026, promoted by IAAP together with
AIP (Italian Association of Psychology) and the Universities of Bergamo, Milano Cattolica,
Firenze.

The contributions gathered in this volume reflect the richness and diversity of experiences
showcased during the Congress, giving access to the abstracts of the researchers’
interventions representing over 90 countries, coming from all the continents.

This broad spectrum of studies highlights promising directions that can inspire new
trajectories and inquiry’s paths for contemporary applied psychology practice.
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life.
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Abstract 1221

THE POWER OF SCENT AND SIGHT FROM LAB TO FIELD RESEARCH: EXPLORING
“HEALTHY” SENSORY NUDGES IN VENDING MACHINES

Brivio E.*", Casiraghi C.!", Chiarelli S.1", Gifuni G.[", Fici A.l", Bilucaglia M., Jacomuzzi A.C.?, Micheletto V.
I Russo V., Zito M.["

"Department of Business, Law, Economics and Consumer Behaviour “Carlo A. Ricciardi”, Universita IULM ~
Milan ~ Italy, “Department of Philosophy and Cultural Heritage, Ca’ Foscari University of Venice ~ Venice ~
Italy

Introduction. Nudge interventions have proven effective in supporting healthier eating,
yet their application in vending machines remains limited, with few studies exploring the
underlying emotional and cognitive mechanisms behind these effects.

Purpose. This research aimed to examine how visual and olfactory nudges, individually
and in combination, influence healthier snack choices and related cognitive and
emotional consumer responses.

Method. Two complementary studies were carried out. In a first laboratory experiment,
participants interacted with a vending machine under different nudge conditions: a
neutral baseline, a visual nudge (nature-themed image), an olfactory nudge (jasmine
scent), or a combined condition. During the task, we assessed snack choices
(behavioral), emotional and cognitive responses (skin conductance and
electroencephalography), and visual attention (eye-tracking). A second field study took
place in a real university setting, where the interventions were tested again across three
conditions: neutral baseline, visual nudge, and olfactory nudge.

Results. In the lab, visual and olfactory nudges independently significantly increased
healthy choices, while their combination did not enhance the effect. Skin conductance
suggested a relaxation effect underlying the olfactory and combined nudge
interventions, EEG revealed reduced approach in the combined condition, and eye-
tracking showed greater attention to snacks placed at eye level. In the field, sales data
demonstrated that the olfactory nudge significantly increased healthy snack purchases
compared with both neutral and visual weeks, confirming its effectiveness in a
naturalistic context.

Conclusions. These findings indicate that visual and olfactory nudges can promote
healthier vending choices, through their combined use may reduce impact, with
olfactory cues confirming the strongest effect even in real contexts. Overall, the studies
highlight the emotional, cognitive, and attentional mechanisms driving consumer
responses to nudges and provide practical strategies for supporting healthier eating in
everyday environments while using simple sensory cues.
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