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Before deciding whether to binge-watch, you consider how many other things you could do with your LOW energy.

Why would binge-watching not be the best use of your energy?
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F(2, 596)= 20.31, p<0.001; eat: t(196) =1.94, p=0.05; shop: t(202)= 3.41, p<0.001; tv: t(198) = 4.94, p<0.001

Please list up to 5 things you could have done with your LOW energy instead of bingeing.
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If energy is low, likelihood to plan binging increases, People are more likely to binge on a weekend after
because binging is a low effort activity that constitute Low Ooportunity Cost Saliency _ High work (low energy) rather than vacation (high energy).
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