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1.
Executive summary
1.1 Introduction
This report presents the findings of a mixed-method study conducted by Synovate in June and July 2009 on behalf of the Department of Health (DH). The aim of this study was to assess and compare the impact of the Change4Life Convenience Stores project in pilot ‘Development’ and ‘Roll-out’ Stores in the North East of England, and to consider the implications for the wider rollout of the programme in future.
1.2 
Methodology and sample
Synovate conducted a total of 2,298 quantitative interviews and 26 in-depth qualitative interviews. Participants lived in some of the most deprived towns in the North East, and the majority belonged to socio-economic grades C2, D and E. We spoke to customers of three different store types: 

Development Stores
DH has recruited these stores to demonstrate to other store owners how the initiative could look and work in practice. It has contributed 50% of all costs relating to the purchase of new chiller cabinets as well as supporting point of sale resources. Development Stores aim to ensure:

· New chiller cabinets are installed for fruit and vegetables

· Displays are well maintained both in terms of appearance and stock

· Fruit and vegetables are displayed as prominently as possible in store

· Single serve portions of fruit are available at the till

Roll-out Stores
Roll-out Stores make less substantial changes mainly taking the form of branding materials for stands and point of sale (POS) displays. In Roll-out Stores:
· Fruit and vegetables are housed in an existing chiller, or there is no chilled fruit and vegetables offering at all
· Fruit and vegetable stands are kept where they have always been in the store
· In all cases, fruit and vegetable display are supported by Change4Life branding and signage
Control
Control Stores were visited and assessed to provide a benchmark against which to measure the success of the initiative. These stores were not promoting the Change4Life Campaign in any way.

It is important to note that the stores taking part in this research differed to those studied by Jigsaw. The results from these stores can be found in the companion report.

1.3 Key findings

1.3.1
Fruit and vegetables shopping at the convenience store
· Most consumers in the pilot areas do not see their convenience store as a place to buy fruit and vegetables.  Therefore, the Campaign has to fundamentally change consumer views and behaviour to succeed in encouraging people to buy more fruit and vegetables there.  

· For example, 94% of customers in the pilot areas visit their convenience store every week, but they do not generally buy fruit or vegetables during their visits:  

· 43% have ever bought fruit and vegetables from their convenience store 
· 28% bought fruit or vegetables on any of their last three visits

· 4% bought fruit or vegetables on the day they were interviewed, but half of these bought potatoes (i.e. not Five A Day)
· However, 21% of people who do most of their shopping at the convenience store bought fruit or vegetables on the day they were interviewed compared to 4% of top-up shoppers. 
· People who never purchase fruit and vegetables from their convenience store were asked why:

· 29% think they could getting it cheaper elsewhere 

· 23% do not associate their convenience store with buying fruit or vegetables 

· 14% think the selection is poor, but top-up shoppers are more likely than those who rely on their convenience store for their shopping to consider the selection poor (15% compared to 4%)
· Qualitative findings suggest that many consumers in the pilot areas get their fruit and vegetables from a large supermarket and see their local convenience store as expensive for fruit and vegetables shopping

1.3.2
Awareness of the in-store Campaign
· Both qualitative and quantitative findings show consumers using Development Stores are more likely to notice the Campaign than those using Roll-out Stores:  
· 19% spontaneously recalls having seen the Campaign in Development Stores and a further 8% recalls the Campaign when prompted.   
· 5% spontaneously recalls the Campaign in the Roll-out Stores, while a 5% recalls the Campaign when prompted
· Our qualitative findings suggest that this is because the displays in Development Stores are near the entrance or next to the check-out tills and thus more prominent.  Displays are often out of immediate view in Roll-out stores (e.g. at the back of the store).
1.3.3
Impact of the in-store Campaign
· The Campaign has a more marked impact in Development Stores than Roll-out Stores, albeit it has an impact in both store types.  Overall, the Campaign serves to position the convenience store as:
· Offering a wide range of good quality fruit and vegetables (42%)
· Displaying fruit and vegetables in an appealing / hard-to-miss way (47%)
· Stocking fruit and vegetables customers want to buy (39%)
· A place to buy fruit and vegetables (35%)
· Consumers in the pilot area are aware of the Change4Life Campaign message.  The in-store Campaign helps to promote the Campaign:

· 55% of Development Store shoppers are aware of the Campaign before the in-store activity compared to 66% afterwards 

· 49% of Roll-out Store shoppers are aware of the Campaign before the in-store activity compared to 55% afterwards

· However, there is no discernable impact of the Campaign on buying fruit and vegetables.  There is a slight increase among Development Store shoppers in the proportion who said they had bough fruit and vegetables at least once in their last three shops (33% post compared to 25% pre)
· This may be because the Change4Life Campaign is associated primarily with promoting healthy eating generally, rather than Five A Day more specifically among shoppers in all store-types. Qualitative findings also suggest that some consumers think the Campaign targets families with young children and not them.    
· Consumers in the pilot areas also encounter numerous barriers to adopting the Five A Day message. Around 80% of consumers in the pilot areas know the 5 A DAY message, but only one in four comply with it.  Those who rely on the convenience store are slightly more likely than top-up shoppers to say they eat the required amount of fruit and vegetables (33% compared to 25%).

· Our qualitative findings suggest that many customers in the pilot areas:

· Do not know what counts as ‘a portion’ in terms of size and type of fruit and vegetables

· Assume that it has to be fresh fruit and vegetables rather than canned or frozen

· Do not know that fruit juice can count as a single portion each day

· Do not know that potatoes do not count towards their 5 A DAY

· Do not know that they should eat three portions of vegetables and two of fruit

· Do not know how to recognise and prepare many kinds of fruit and vegetables, especially more exotic varieties such as courgettes or kiwi fruit 

· Find it difficult to get the family to eat fruit and vegetables

· Think Five A Day is a guideline rather than a rule (i.e. three portions of fruit and vegetables are good enough) 

· Tackling other challenges takes a higher priority (e.g. alcohol and drug misuse)

· Overall, the Campaign has caught people’s attention, helped to raise awareness of the Change4Life campaign, and enhanced perceptions of the Convenience stores in which it has been implemented, especially the Development Stores.  However, it is too soon to say how much of an impact it has had on the attitudes and behaviour in terms of the consumption of fruit and vegetables. 

2.
Research overview
2.1 
Background

Change4Life is a nationwide social marketing campaign, targeted at parents and aiming to prevent children from becoming overweight in the future by encouraging families to eat more healthily and exercise more.

The Association of Convenience Stores is working with the English Department of Health to increase the availability of fruit and vegetables in stores, because many low-income households have limited access to other sources such as supermarkets.  This project was launched in the North East region in November 2008.
The project aims to:
•
Work with all the major Symbol Groups and wholesalers in England in a spirit of partnership to affect the widest possible reach of convenience stores
•
Increase sales of fruit and vegetables by focusing on improving range, merchandising, quality and communication in store
•
Drive awareness of fruit and vegetables to the customer through good signposting within retail stores facilitating the Change4Life brand
•
Obtain match funding from participants to the level of £200k
•
Produce training materials from participating retailers in accordance with their needs
2.2 
Objectives 

The broad aim of this research programme was to gain a deep understanding of the potential of the fresh fruit and vegetable market in deprived areas of the UK.  This understanding could then be used:
· To inform the future direction of the Change4Life convenience stores project
· As a tool to encourage the sale of healthy food options by convenience store owners/ managers
Specifically, DH asked Synovate to:
· Identify and compare the impact of the Change4Life Convenience Stores project (over and above mass media Campaign and its fulfilment materials) in Development Stores, Roll-out Stores and Control Stores in terms of:

· encouraging  people to buy and eat  more fruit and vegetables (actual rather than claimed behaviour change)
· changing customer perceptions of their convenience store 
· Provide evidence to support promotion of the scheme to retailers and facilitate roll out of the initiative nationwide
· Explore the barriers to customers acknowledging and acting upon the in-store Campaign messages
2.3
Methodology and sample
2.3.1 
Overview

Synovate designed a joint quantitative and qualitative methodology.

Quantitatively, we interviewed a total of 2,298 customers in 18 stores. In order to measure the impact of the Campaign, we conducted quantitative research over two waves: pre- and post-rollout. 
Qualitatively, we completed in-depth face-to-face interviews with 26 participants in 9 locations, across a sample of Development, Roll-out and Control Stores. 
2.3.2 Quantitative phase
Synovate conducted 2,298 interviews split into two stages (pre and post development). Customers were intercepted at the exit of the store, after their purchase.
As shown in the diagram above, the purpose of the research was to establish a reliable comparison of the research findings:

· Between pre- and post-development stages

· Between the different types of lay-out (Development and Roll-out vs “Control” Store (where no changes have been made))
In order to perform this comparison, it was hence critical to have comparable samples so we are confident that the differences observed in the data are explained, as much as possible, by the in-store initiative and not by differences in the samples (for example: more women in Development Stores vs Roll-out …)
The reliability in the comparison has been obtained through two methods:
· Quota management: have consistent profiles pre and post development.

· Sample has been randomised at the pre-development stage (covering all times and days of the week).
· For the post-development stage, quotas (gender, age) have been set according to the sample profile found at the pre-stage.

· Weighting: correct any difference on sensitive indicators
· We have identified that some of the key components influencing willingness to buy fresh fruit & vegetables were gender, age, revenue and how the convenience store is used (top-up, main store …).

· We have weighted the data so each “cell” (type of store x stage) has exactly the same profile on these critical variables to allow apple to apple comparison
We highlight significant / substantive differences in terms of demography throughout the report.  Where no such references are made, it can assume that no demographic differences were found.  
Note: all research instruments are included in appendix 2.
2.3.2.1 Quantitative sample profile

The weighted sample profile is as follows:

	Gender

			
	Male

	38% 
	N=873

	Female

	62%

	N=1,415

	Total
	100%
	N=2,298



	
	

	
	

	Age

16-25 

20%

N=450
 26-34 

15%

N=345
 35-44 

16%

N=368
 45-54 

15%

N=345
 55-64 

15%

N=345
 65+ 

19%

N=437
Total
100%
N=2,298

C6. Who lives in your household with you? 
Just myself
22%
N=510
Husband/ wife/ partner/ parents
61%
N=1,400
Children under 2 years
9%
N=198
Children 2-6 years
16%
N=361
Children 7-11 years
12%
N=284
Children 12 - 16 years
13%
N=300
Other male 17 years +
15%
N=337
Other female 17 years +
12%
N=279
Total
N=2,298


	


	C5.  What is your annual household 
income before tax?
	
	
	

	Up to £10,000
	21%
	N=479
	

	£10,001-£15,000
	11%
	N=241
	

	£15,001- £20,000
	7%
	N=160
	

	£20,001 – £25,000
	4%
	N=91
	

	£25,001 – £30,000
	4%
	N=91
	

	£30,001 - £35,000
	3%
	N=68
	

	£35,001 - £40,000
	1%
	N=23
	

	£40,001 - £45,000
	1%
	N=23
	

	£45,001 - £50,000
	1%
	N=23
	

	£50,001 - £55,000
	-%
	N=0
	

	£55,001 - £60,000
	1%
	N=19
	

	Refused
	25%
	N=570
	

	Don’t know
	22%
	N=501
	

	Total
	100%
	N=2,298
	


2.3.3 
Qualitative phase
Synovate undertook qualitative fieldwork between June 29th and July 8th 2009. We conducted 26 in-depth interviews across nine locations in the North East. Each interview lasted approximately 90 minutes and comprised:
· 30 minute in home interview to understand participant’s lifestyle and the role of food in this
· 30 minute accompanied shopping trip to participant’s local convenience store to observe  spontaneous interaction with the Change4Life initiative in store

· 30 minute follow up in home interview to discuss in greater detail awareness and engagement with the Change4Life Campaign and attitudes to fruit and vegetable consumption
Recruitment for the qualitative phase was independent of the quantitative phase, and customers were recruited via exit interviews at selected convenience stores.

2.3.3.1
Qualitative sample breakdown
	STORE
	GENDER
	AGE
	OCCUPATION OF CHIEF EARNER
	SEG
	KIDS 

	Yarm

(Control)


	Female
	60+ yrs old
	Retired : HGU
	C2
	No kids

	
	Male
	30yrs old
	Printer
	C2
	No kids

	
	Female
	33 yrs old
	Sales engineer
	C2
	1x 0-1yrs old

1x 2-6yrs old

1x 12-15 yrs old

	
	Female
	52 yrs old
	Pipe fitter
	C2
	No kids

	Newcastle

(Control)
	Female
	50 yrs old
	Self employed contractor
	C2
	1x 12-15 yrs old

2x 16+yrs old

	
	Female
	60+ yrs old
	Retired : catering supervisor
	C1
	No kids

	
	Female
	25 yrs old
	Tattoo artist
	C2
	1x 2-6yrs old

	Willington

(Control)
	Female
	55 yrs old
	Supervisor
	C1
	1x12-15yrs old

	
	Female
	38 yrs old
	Unemployed
	E
	1x12-15yrs old

1x16+ yrs old

	Stanley

(Roll-out)
	Male
	38 yrs old
	Electrician
	C2
	No kids

	
	Female
	26 yrs old
	Support worker
	D
	No kids

	
	Female
	60+ yrs old
	Administrator
	C1
	No kids

	Blyth

(Roll-out)
	Female
	29 yrs old
	Ambulance dispatcher
	C1
	No kids

	
	Male
	53 yrs old
	Fraud investigator
	C1
	No kids

	South Shields

(Development)
	Female
	49 yrs old
	Completions engineer
	B
	2x16+ yrs old

	
	Female
	60+ yrs old
	State pension
	E
	No kids

	
	Male
	34 yrs old
	Engineer
	C2
	No kids

	
	Female
	22 yrs old
	Student
	C1
	No kids

	Durham

(Roll-out)
	Female
	29 yrs old
	Anaesthetic nurse
	B
	No kids

	
	Female
	46 yrs old
	Cleaner
	D
	2x 16+ yrs old

	
	Female
	34 yrs old
	Army sergeant
	C1
	2x 2-6 yrs old

	South Hylton 

(Development)
	Female
	59 yrs old
	Scaffolder
	C2
	No kids

	
	Female
	39 yrs old
	Disabled
	E
	1x16+ yrs old

	
	Female
	42 yrs old
	Telephone banker
	C1
	1x2-11 yrs old

1x12-15yrs old

	
	Female
	28 yrs old
	Joiner
	C2
	No kids

	
	Female
	30 yrs old
	Joiner
	C2
	1x2-11 yrs old


3. 
The findings in detail
3.1
Convenience stores – what are they used for?
3.1.1
Quantitative research findings
Customers were asked how often they visit, and how they use, the convenience store where they were interviewed.

Even in deprived areas, most people have access to a large supermarket by car or public transport, so the scenario of a customer who only shops at their local convenience store is rare.

Chart 1 below shows that only one in twenty (5%) claims to do all or most of their grocery shopping in their local convenience store.  
· 81% of them are women, and 19% are men

· Most are over 55 (18% aged 55-64, 49% are 65%)

For the sample as a whole, the majority (94%) visits the store every week. Around two-thirds (64%) do so every or on most days.
Taking into account this context, it is therefore apparent that most customers are able to exercise choice about where they shop for fruit and vegetables.
In the majority of cases, customers do not currently choose to purchase fruit and vegetables from their local convenience store.  Chart 2 below shows that, while around two-fifths (43%) have bought fruit or vegetables in the past in convenience stores, purchase remains occasional:

· Only around a quarter (28%) bought any of their last three purchases of fruit or vegetables from a convenience store

· Only one in twenty-five customers (4%) had actually bought fresh fruit or vegetables on the day they were interviewed
In terms of differences between sub-groups, females and those aged 45+ are more likely than males and those aged below 45 to have ever bought fruit and vegetables from their convenience store (47% and 48% respectively vs. 36% and 38% respectively).
In order to understand their purchasing habits in more detail, customers were asked what they had bought in store today and, specifically, what types of fruit or vegetables they had purchased.

Chart 3 below shows that, while one in twenty-five (4%) claim to have bought fruit or vegetables, half of these people (2%) have bought potatoes.  The share of fruit is relatively low compared to vegetables, emphasising the primary use of convenience stores for top-up purchases (buying products customers have run out of to prepare meals).

Females (5%) and those aged 45+ (6%) are more likely than males (2%) and those aged below 45 (3%) to have bought fresh fruit and vegetables on this occasion.
Not surprisingly, those who do their main shop at their convenience store are more likely than those who use their convenience store for top-up purchases to have bought fresh fruit and vegetables on this occasion (21% vs. 4%).

Chart 4 below shows that fruit and vegetables are unlikely to be bought on impulse in convenience stores.

Only around one in ten (11%) have made any unplanned purchase.  This may be explained by the small average basket size compared to main grocery shopping in supermarkets.  

Of these unplanned purchases, only one in thirty-three (3%) are of fruit and vegetables.  Impulse shoppers are much more likely to be tempted by other food items (33%), sweets/confectionary (23%), non-food items (22%) or crisps/snacks (13%).
The proportion of unplanned purchases is higher among:

· Females (13%) than males (7%)
· 26-44 year olds (13%) than 16-25 year olds (8%)
· Convenience store main shoppers (17%) than top-up shoppers (11%)
Chart 5 below shows that the idea of buying fruit and vegetables from convenience stores is not rejected per se: only one in fourteen (7%) would buy neither fruit nor vegetables from convenience stores.  However, nearby supermarkets are by far the preferred option. This emphasises the use of convenience stores for emergency purchases.

The idea of buying fresh fruit and vegetables from their local convenience store is more likely to be rejected by:

· Females (8%) than males (6%)

· Top-up shoppers (8%) than by those who shop do their main shop at their convenience store (2%)

· 26-54 year olds (10%) than 16-25 year olds (4%) and 55+ year olds (6%)

26-54 year olds are the age group most likely to buy their fruit and vegetables from a large local supermarket.


Customers who had never purchased fruit or vegetables from their convenience store were asked for their reasons for not doing so.  Chart 6 below shows that around three in ten (29%) non-purchasers do not buy fruit or vegetables from convenience stores because they think they can buy it cheaper elsewhere.
In addition, just under a quarter (23%) say that they simply do not associate their convenience store with buying fruit and vegetables.

Price appears to be less of an issue for 16-25 year olds (19%) than for 26+ year olds (31%).  
16-25 year olds are more likely than 26+ year olds to say that they simply, “Don’t eat much fruit and vegetables” (10% vs. 5%).  Males (9%) are also more likely to agree with this statement than are females (4%).
16-25 year olds (27%) and those aged 55+ (25%) are more likely than those aged 45-54 (19%) to say that they simply do not associate their convenience store with buying fruit and vegetables.

26-54 year olds (11%) are more likely than 16-25 year olds (4%) and 55+ year olds (7%) to say they do not buy fruit and vegetables at their convenience store because of the quality.

Top-up shoppers (15%) are more likely than those who do their main shop at their convenience store (4%) to say that they do not buy fruit and vegetables because, “The selection is poor”.

We then asked all customers to rate their convenience store on a number of attributes, using a scale from ‘1 - Poor’ to ‘5 - Excellent’.  Here, perceived quality is where we found the largest performance gap between the fruit and vegetable display and displays for other products that can be found in a convenience store, as can also be seen in Chart 5 on the previous page.  

Not surprisingly, opinion is higher on each of these attributes among those who do their main shop at their convenience store than among top-up shoppers.

We examine this data more closely in Section 3.3 of this report.

3.1.2
Qualitative research findings
Customers perceive convenience stores to be unable to compete with nearby supermarkets in terms of range, quality and price.  They therefore pick up their fruit and vegetables in supermarkets as part of their main shop. 
“The food is so bad in there – it doesn’t look inviting, it doesn’t look clean. Nothing in the world would make me do my full shop in there [local store]. I’d rather go to Asda if it meant that, if I had to do the full shop.”

Female, 60+, Stanley
Typically, people view their local convenience store as an expensive emergency option for topping-up on ‘essentials’ like milk and bread. For many, fruit and vegetables are not considered to be such an essential, and if they run out of them at home they tend to hold out until their next main shop rather than going to the effort of heading out to the local store.
“I don’t think it’s competitively priced [at the local store], and I don’t think you would go home and be preparing a meal and go, ‘oh I wish I had a tomato’. Fruit you can either take or leave, generally you don’t need fruit to be there, you just like it to be.”
Female, 29, Blyth
Participant case study: Stephen, 53

Stephen lives by himself and works as a fraud investigator. He tries to eat well and exercises regularly – he is a keen golfer. He’s conscious to get his five-a-day and likes snacking on fruit. He goes to the supermarket on the way home from work for most of his shopping and just uses the local store for the occasional emergency top-up. Stephen hasn’t noticed anything different about the store since the rollout, and in fact wasn’t even aware the store sold any fruit or vegetables. The display is tucked away in the back corner of the store and is not a cabinet that customers would walk past unless they made a deliberate detour. Although he thinks it’s good to know he could pick up fruit and vegetables at the local store if he forgot to buy it at the supermarket, prior to the interview he had seen no evidence of there being a good range of fruit and vegetables, and assumed it would be more expensive anyway.

3.2
Awareness of the in-store Campaign
3.2.1
Quantitative research findings
Customers were asked what had caught their eye in store today with respect to the store layout and variety of food being offered, whether they noticed any promotions and then, specifically, whether they had seen the Change4Life promotion.

Chart 7 below shows that there is a significant level of awareness only in Development Stores.  Here, around a fifth of customers (19%) spontaneously recall having seeing the Change4Life promotion, with a further one in ten recalling having seen it once they were prompted.  Overall, therefore, around three in ten were aware of the promotion overall.  This compares with around one in eight recalling having seen the promotion in Roll-out Stores.
3.2.2
Qualitative research findings
The qualitative research finds low awareness of the in-store Campaign in Roll-out Stores, but some encouraging signs of customer engagement with the initiative in Development Stores. 

Many of the stores involved in the Change4Life programme are small and struggle to accommodate a large number of products in such a confined area, resulting in a cluttered, sometimes even claustrophobic, shopping atmosphere.  As a consequence, customers often do not want to spend any more time in store than is absolutely necessary.  There is a ‘wallpaper effect’ as customers are bombarded with offers and information in store and, in many cases, these communications are at odds with the customer mindset of ‘getting in and out as quickly as possible’. 
Customers who are more open to promotional messages tend to look specifically for offers that can save them money.  Branding communications offer no immediate cost-saving benefit to the customer and so are overlooked by most. 
Awareness of the in-store Campaign in Roll-out Stores is very low.  In many of these stores, the displays for fruit and vegetables are small and positioned in less prominent areas of the store (at the back or in the corner of the store).  This means that fewer customers are actually passing the fruit and veg display in the first place, as this would require them to go out of their way to visit it.  In these cases, no amount of promotional materials will attract the attention of customers, because they are shopping in other parts of the store.
“[The fruit and vegetable cabinet] is tucked away right at the back and it’s not the kind of place where you would go.  I think you tend to know what you’re going for and you just go there, and then you turn around and you go to the next place.  So, with it being tucked right at the back, I just think it’s out of a lot of people’s way.  If you have gone there for papers or bread then you’ll never see that.  If you’ve gone in and you’ve made a choice that you want a snack then you’ve probably already made your way over to the crisps or the chocolate before you even get to the fruit or veg.”
Female, 29, Blyth
The awareness of the in-store initiative is much higher in Development Stores.  This is largely due to the more prominent positioning of displays within these stores. The in-store Campaign is most noticeable to customers where store owners promote it in more than one area of their store.  The most impactful areas for branded displays are just inside the entrance and at the tills.  Placing cabinets inside the entrance attracts customers’ attention before they have had the chance to consider alternative snacks, which could encourage spontaneous purchase of fruit in particular (as a snack).  Displays at the tills are effective for three reasons:

· Firstly, it is the one area of the store that customers will definitely visit (provided they are buying something), so the potential number of customers viewing promotional materials is maximised
· Secondly, dwell time in this area is high while customers queue up to be served (which is common in small stores which often have only one member of staff on the till)

· Thirdly, customers have already committed to spend some money at this point, so may be tempted to pick up an additional treat for themselves
“When you go to the till you are surrounded by crisps and sweets, I mean literally you are bombarded with it every side.  You have got sweets and penny chews and whatever you have got there; you have got a big thing with all the ice creams.  Then you have got a thing with all the crisps.  Their mum is in the queue and kids veer off – well, where are they going to go?  Right next to them is the sweets.”
Female, 60+, Stanley
It is the position, not the size, of the display cabinets that is most critical to attracting customers’ attention.  Smaller displays can be effective, provided they are positioned prominently in store.  However, smaller cabinets may contain a narrower selection of produce, which could be detrimental to turning awareness into engagement with the Campaign messages and, ultimately, to purchasing fresh fruit and vegetables.
3.3
Impact on store perceptions

3.3.1
Quantitative research findings
Customers were asked to rate their impressions of the convenience store on a number of attributes.

Chart 8 below shows that, in comparing the image profile of each type of store pre- and post-development, it is clear that the Change4Life initiative has a positive effect on impressions of the fruit and vegetable section of the stores.  An already existing performance gap is actually widened between the Development Stores (which already showed better performance pre-development) and, in particular, the Control Stores.  In summary:
· 39% of consumers interviewed at Development Stores  rate the store as good or excellent in terms of stocking the fruit and vegetables that I want to buy, compared to 25% of Roll-out Store Shoppers and 16% of Control Stores

· 48% of consumers interviewed at Development Stores  rate the store as good or excellent in terms of displaying the fruit and vegetables in an appealing way compared to 23% of Roll-out Store Shoppers and 16% of Control Stores

· 42% of consumers interviewed at Development Stores  rate the store as good or excellent in terms of stocking a good range of fruit and vegetables, compared to 23% of Roll-out Store Shoppers and 14% of Control Stores

· 49% of consumers interviewed at Development Stores  rate the store as good or excellent in terms of quality of the fruit and vegetables displayed, compared to 28% of Roll-out Store Shoppers and 18% of Control Stores

· 47% of consumers interviewed at Development Stores  rate the store as good or excellent in terms of the fruit and vegetables display being hard to miss, compared to 28% of Roll-out Store Shoppers and 14% of Control Stores

· 35% of consumers interviewed at Development Stores  rate the store as good or excellent in terms of being a place to shop for fruit and vegetables, compared to 23% of Roll-out Store Shoppers and 16% of Control Stores

· 39% of consumers interviewed at Development Stores  rate the store as good or excellent in terms of offering a fair price for fruit and vegetables, compared to 25% of Roll-out Store Shoppers and 18% of Control Stores

3.3.2
Qualitative research findings
The in-store Campaign has a positive effect on customer perceptions of participating stores.  An improved selection of fruit and vegetables (in terms of range and quality) reflects well on store owners, as it demonstrates a commitment to healthy eating that is appreciated by many customers. 
We find that stores that already enjoy a good reputation are likely to promote the Change4Life Campaign more thoroughly than less well-thought-of stores.  This allows highly-regarded stores to improve their reputation still further, while less esteemed stores tend to commit to the Campaign less and therefore enjoy little improvement to their reputation. 
As most customers are resigned to the fact that convenience stores will always be relatively expensive, store owners make their reputation by offering a friendly service and ensuring the shop floor is tidy and well-stocked.
A well implemented in-store Campaign benefits store owners in several ways:
· Improved range and quality of fruit and vegetables drive sales

· Opportunities to integrate into the community (through links with other local Change4Life initiatives)

· Enhanced reputation as happy customers spread the word

· Competitive advantage over rival stores
Participant case study: Carol, 47

Carol visits her local convenience store daily to buy milk and cigarettes and if she has run out of basics like potatoes or tomatoes for dinner.  She has been going to this store for years, and talks to the owner, Bill, on every visit.  She likes Bill and her local store and prefers it to the other two convenience stores up the road.  She feels Bill really takes pride in his store and keeps it bright fresh and clean.  Whenever he has run out of something, he will always look out the back to double check. He is always changing things around, improving the lighting, shelving, and product range.  Recently, Carol has noticed Bill has started stocking more fresh fruit and vegetables in his store.  He has a new brightly coloured display just as you walk in by the door, and a big new chiller at the back of the store.  There is a lot more choice than there used to be and everything looks really fresh.  Carol thinks it will be really handy top up her fruit and vegetables at Bill’s in between weekly shops and says it’s great that Bill is stocking more fruit and vegetables.  She thinks he is a responsible business owner who is trying to encourage people to live more healthily.
3.4
Impact of in-store Campaign on actual customer behaviour
3.4.1
Quantitative research findings
Customers were asked to indicate the extent to which they agree with a number of statements about healthy eating.

To date, there is little evidence of customer behaviour change around the purchase of fresh fruit and vegetables in convenience stores as a result of the Change4Life in-store Campaign.  However, there are some tendencies that need to be confirmed over time and supported by actual sales data provided by the stores:

· Chart 9 below shows that, while there is a backward trend among levels of agreement with statements about healthy eating in Control Stores, attitudes have remained stable among Development and Roll-out Stores. 
· In addition, Chart 10 below shows that customers are not buying more or spending more on average since the introduction of the Change4Life promotion.  However, among Development Store customers, there is an increase in the number of customers who claim to have bought fruit or vegetables from their convenience store at least once in their last three visits (up from 25% to 33%).
3.4.2
Qualitative research findings
Qualitatively, we encounter several reasons for the lack of actual behaviour change brought about by the in-store Campaign:
· Awareness of the Campaign is low and customers cannot act on something they have not heard of

· The quality and range of promoted produce is often not thought to be a considerable improvement on what was there before

· Purchase habits are well established and fruit and vegetables are not impulse purchases in convenience stores
· The Campaign faces wider challenges when it comes to engaging with customers and motivating them to change their lifestyle (see section 3.5)

However, there are some small early indications that the initiative can have an impact on actual purchase and consumption behaviour.  We encountered a small number of instances where participants had spontaneously purchased fresh fruit and vegetables as a substitute for less healthy snacks such as chocolate and crisps.  For example:

· One participant’s child had asked her mother for an apple instead of chocolate when she saw the Change4Life display, after learning about ‘healthy snack time’ at school
· Another participant had purchased salad with her sandwich during her lunch break, rather than crisps after noticing the new chiller in the store
These examples suggest that when the in-store Campaign reaches customers effectively, it does have sufficient impact to bring about actual behaviour change in some cases.
As many participants were still unaware of the in-store Campaign at the time of the research, much discussion around behaviour change was purely hypothetical.  In this context, participants suggested that, even if their store implemented the Campaign successfully, they might buy more fruit and vegetables from there from time to time.   They claimed that these additional purchases would be top-up or occasional impulse purchases:

· Some say they might start buying extra fruit and vegetables from their local store if they ran out between main shops
· A few participants say they might pick up a piece of fruit as a snack or vegetables for a meal if the display caught their eye and the produce looked appetising
“At the moment it’s our newspaper shop and I suppose an off-licence as well, but I think if they sold fresh fruit and veg you might see it more as your grocery store.  If we were seeing it as a grocery store, maybe we’d say ‘right, let’s go and get a couple of days’ shopping from there’.  At the moment we wouldn’t even consider that.”

Female, 26, Stanley
However, it is unlikely that customers will start using their local convenience store for their main weekly fruit and vegetable shop.  Most people think that supermarkets would still be cheaper and offer a better range of fruit and vegetables than participating convenience stores.
Quality and quantity of produce are central to the success of the in-store Campaign.  Change4Life branding will only drive sales of fruit and vegetables if:

· Produce is in good condition

· Displays are big enough to contain a wide range of produce

· Shelves are regularly replenished and well presented 
3.5
Challenges for the wider Change4Life Campaign
3.5.1
Engagement with the wider Campaign
3.5.1.1
Quantitative research findings
Customers were asked whether they are aware of any Campaigns at the moment that aim to encourage people to adopt a healthier lifestyle.  Those who are aware of such Campaigns were asked which ones they could recall spontaneously, before being prompted for awareness of the Change4 Life Campaign.

Chart 11 below shows that there is currently moderate spontaneous awareness among the audience covered by the research of the Change4Life Campaign.  While the overall level of recall is satisfactory (>50%), spontaneous awareness could be increased.  Broadly speaking, it is currently in a 10%-15% range depending on the type of store and stage of the research. 
We can see here a clear benefit of the in-store Campaign: both spontaneous and prompted awareness of the media Campaign is highest in Development Stores. 
Customers who are aware of the Change4Life Campaign were asked to describe what the Campaign is about.

Chart 12 below shows that the key messages of the Campaign are understood.  The emphasis on eating fruit and vegetables is strongest in the Development Stores, where the interaction with POS material seems to have an additional impact.
3.5.1.2
Qualitative research findings
Some participants have heard about Change4Life endorsed community initiatives such as:

· ‘healthy snack time’ at schools
· school trips to local stores to learn more about fruit and vegetables
· Swim4Life posters at local leisure centres
· advice about eating healthily on night shifts
Some participants also spontaneously recall the television advertising.  This is generally popular, although the cartoon visuals suggest to some people that the Campaign is aimed solely at children or the parents of children. 
Recollection of the advertising’s messages tends to be vague (“It’s about eating more healthily”), but occasionally participants are able to be more specific (“It’s about giving kids less food”).  Understanding of the Campaign centres on diet and healthy eating, whereas exercise and leading an active lifestyle tends to be overlooked by customers.  
While this will not affect behaviour change regarding purchase of fruit and vegetables, encouraging exercise is still a key message of the Change4Life Campaign, and one which has so far not reached the majority of customers.
The Change4Life Campaign has so far struggled to stand out from other Campaigns that customers perceive as offering a similar message.  The ‘5 A DAY’ Campaign was launched in the early 2000s and is the top-of-mind Campaign for most customers.  Aside from longevity, this Campaign also benefits from the simplicity and consistency of its message: that we should all eat at least five portions of fruit and vegetables every day. 
“I probably listen more to the 5 A DAY thing [than Change4Life] to be honest.  That was a pretty good Campaign, and it wasn’t a Campaign that started and then within a few months it was forgotten about and never raised its head again.  You watch the news in the morning and there are still people going on about it and pushing it, and now it’s on people’s minds, I think.”
Male, 53, Blyth
TV cookery programmes are also a popular source of advice on healthy eating. Jamie Oliver’s ‘School Dinners’ initiative was mentioned spontaneously by some customers, who relate to him as an accessible example of someone proving that healthy eating doesn’t have to be difficult.  In contrast, the Change4Life Campaign seems a little ‘faceless’ and therefore some customers struggle to relate to it in the same way.
“The whole Jamie Oliver series was just brilliant, especially with the little one liking Jamie Oliver.  She started trying little bits of things, but then she went off him because he was making everybody eat veg!”
Female, 38, Willington
3.5.2
Attitudes to the Change4Life message

3.5.2.1
Qualitative research findings
In general, the Change4Life Campaign meets with approval and, in some cases, enthusiasm.  However, the Campaign’s message fails to engage certain customers.

Virtually nobody disputes the validity of the healthy living message, but some think they have heard it all before.
Either:

· They say they know what they should be doing to stay healthy, even if their current lifestyle falls short of this

· They find the look and tone of the Campaign a little patronising, and resent being ‘nagged’ to do something they’ve know they’ve been told to do before

· Some struggle to find ways to keep their family healthy and happy at mealtimes, because family members are fussy and refuse to try new things
Or:
· They say they understand the healthy eating message and have already acted on it

· They feel satisfied that they live a healthy life, so the message is no longer directed at them

· They point out that “it’s for people who don’t know about healthy eating”, or “it’s for parents and their children”, but not for them
“Personally it wouldn’t affect me, I buy enough already, but hopefully it would interest more people, with it being fresh, people might buy more – every day, or every other day.”

Female, 33, Yarm
A third group of people appreciates what the Campaign is saying, but feel they simply have more important issues to take care of at the moment.  Qualitatively, we spoke to participants who lived in households currently fighting against a host of social and domestic problems, from alcohol and drug addiction, to unemployment, poverty and eating disorder.  These issues are prioritised at the expense of ‘nice-to-haves’ like healthy eating.
“I try to give my daughter stuff like vegetables, but she won’t have it.  I’ll put it on her plate and she says it makes her feel sick, it’s got that bad she’s had to see a counsellor.  We used to always sit at the table, the three of us, but meals were that stressful that we gave in and let her take her dinners up to her room, but then we would find food, she would say she had eaten it, but half of it was under her bed.”  Female, 38, Willington
Participant case study: Ian, 38

Ian is an electrician by trade, but currently unemployed.  He’s a recovering alcoholic and this shapes his diet to a large extent.  He eats lots of pasties, pies, takeaways and chocolate.  He lost lots of weight when he was drinking, and his doctor advised him to eat lots of sugary food to stave off his alcohol cravings.  He gets through a bag of sugar every two days, because he drinks so much coffee and takes at least four or five sugars in each one.  He knows he doesn’t eat well, but he’s just happy not to be drinking any more.  He likes cooking, but he’s not sure how to cook some things, such as fish, which he really likes.  He lives with two other people and they always have fruit in a bowl in the kitchen, but most of the time it never gets eaten.  Ian thinks this is because it’s not where they spend most of their time – it would be better to have the fruit in the living room, so they could snack on it while they’re hanging out or watching TV.

3.5.3
The knowledge gap
3.5.3.1
Quantitative research findings
Customers were asked how many portions of fruit and vegetables they eat in a typical day and how many portions are recommended as part of healthy eating guidelines.

Chart 13 below shows that most customers are aware of the guidelines: around eight in ten (83% pre-development; 80% post-development) say that the recommended number of portions is five a day.  

However, customers are not complying with these recommendations: only around one in four (24%) claims to be eating five or more portions a day.  This is lower among:

· Males (21%) than females (27%)
· 16-25 year olds (14%) than 26+ year olds (27%)
· Those who top up their shopping at their convenience store (25%) than those who do their main shop at their convenience store (33%)

Customers were then shown a list of different formats of fruit and vegetables (for example, fresh; juices; frozen), and were asked which they think count towards the consumption guidelines.

Chart 14 below shows that, while almost all customers interviewed agree that fresh fruit and vegetables qualify, half of them or less are aware that fruit juice, frozen or canned fruit and vegetables and dried fruit count as well.  Awareness is generally higher among females than among males and among 26+ year olds than among 16-25 year olds.
The commonly agreed definition of ‘a portion’ is “one piece of fruit or veg” (65% pre- / 71% post-development).  A minority (16% pre-development; 11% post-development) understands a portion to be ‘a handful of fruit or vegetables’ as is promoted in some large supermarkets.
3.5.3.2
Qualitative research findings
Underpinning many attitudes to healthy eating are a number of popular misconceptions about what ‘healthy eating’ actually means.  Common truisms include:
· ‘Two or three portions of fruit or veg per day is plenty’

· ‘Tinned and frozen fruit and veg is less healthy than fresh’

· ‘Vegetables in ready meals are just as nutritious as fresh’

· ‘Potatoes count as part of my 5 A DAY’

Many people view the 5 A DAY target as exactly that: an ideal at which to aim.  They claim that as long as they make an effort to get some fruit and vegetables into their diet each day, that is healthy enough.

“Obviously I’m aware of the whole five portions a day.  I don’t think that everyday it’s altogether possible to do it.  I would never chastise myself for not having my five portions a day.  You do what you can.”

Female, 29, Blyth

Some customers are also confused about what exactly constitutes ‘one portion’ of vegetables, which can lead to either anxiety about ‘impossible’ targets or complacency about already eating ‘more than enough’.
3.5.4
Putting attitudes into practice

3.5.4.1
Qualitative research findings
Many people are still unsure of how actually to implement changes in their current diet.  In some cases, customers engage and concur with the Change4Life message, but are uncertain as to how to put these messages into action. 
· Fruit is considered a healthy snack rather than something which can be integrated into meals.  This means some find it difficult to think of ways they could eat more fruit, since they are unlikely to want more than one piece of fruit as a snack.  Indeed, sometimes customers find that the fruit they do buy goes to waste, because they never get around to eating it
· Many people eat a narrow range of vegetables. Their preparation methods are often limited to boiling or steaming.  To these people, ‘eating more veg’ means eating more of the same vegetables, which doesn’t seem very appealing or practical, as they do not know how else to incorporate vegetables into their meals
Participant case study: Layla, 38

Layla admits that her family doesn’t really eat a huge variety of fruit and vegetables and they tend to stick to what they know.  She has recently been getting to know her neighbours through a neighbourhood dinner club, and at the last dinner she was confronted with a vegetable dish she had never tried before – baked courgettes.  Layla was convinced she would not like the dish, even though she had never tried it before.  After mustering up the courage, she decided to be brave and try the courgettes.  To her surprise she loved them!  The next time Layla was at the supermarket she saw some courgettes, but hesitated to buy them as she had no idea what to do with them.  At first she was too shy to ask her neighbour for the recipe, but eventually she did, and cooked courgettes as part of her supper.  They turned out great!  Now Layla jumps at the chance to try new fruit and vegetables, and is keen to learn new recipes.
Some people shy away from buying varieties of fruit and vegetables they have never tried before.  In some cases, this is because they are unaware of the benefits of a broad fruit and vegetable diet and therefore see no nutritional need to branch out. 
Just as commonly, however, they are worried that they or their family will not like the unusual produce, which could mean upsetting loved ones.  They are unsure how to prepare more exotic fruit and vegetables, so they stick what they know to save time (and potentially money too, if they unwittingly ruin produce in preparation).
Participant case study: Shona, 55

Shona lives with her husband and doesn’t drive or work, but she looks after her two-year-old granddaughter while her daughter is at work.  She feels they eat quite healthily and always have a well stocked fruit bowl of apples and oranges to snack on throughout the week.  Recently, Shona discovered a new fruit which was pre-cut and ready to eat in a mixed fruit salad from the supermarket.  She really enjoyed the taste but didn’t know what it was called.  It was green in colour, had a white centre and small black seeds.  She kept an eye out in the produce section the next few times she went shopping but could never find the mysterious new fruit.  It was quite some time before Shona realised this new fruit she had liked was a kiwi.  The reason she could never find this new fruit in the supermarket was because she had never seen it whole.  She had no idea that a bright green fruit had brown, fuzzy skin!
4. 
Conclusions
The initial stages of the Change4Life Convenience Store project targeted deprived communities in the North East of England.  These communities are associated with health inequalities.  Years of health improvement activities have struggled to affect the same level of behaviour change among these communities as in more affluent areas.  Consequently, the project faces a tough challenge in terms of promoting healthy eating generally, and the ‘5 A DAY’ message more specifically.
Few customers in the pilot areas do most of their food shopping at their local convenience store; that is, around one in twenty.  The majority does the bulk of its food shopping at local large supermarkets.  

While the majority of customers in the pilot areas visit their convenience store every week, they do not generally buy fruit or vegetables during their visits.  Many simply do not think of the convenience store as a place to buy fruit and vegetables.  They think fruit and vegetables are cheaper, better quality (i.e. fresher) and more varied at a larger supermarket.  Only two in five have ever bought fruit and vegetables from their convenience store. One in twenty-five bought fruit or vegetables on the day they were interviewed, but half of these bought potatoes, which do not count towards 5 A DAY.

Customers in the pilot areas use their local convenience store for topping up their weekly shop.  Consequently, they generally plan what they are going to buy at the convenience store in advance.  Few make unplanned purchases while they are there.   One in ten customers makes an unplanned purchase at the convenience store.  However, this is mainly other food items, sweets/confectionary, non-food items or crisps/snacks; it is rarely fruit or vegetables.

The Change4Life Convenience Stores project is much more noticeable in Development Stores than Roll-out Stores.  One in five customers leaving Development Stores spontaneously recalls having seen the Change4Life campaign materials.  A further one in twelve recalls the campaign when prompted.   Only one in twenty spontaneously recalls the campaign in the Roll-out Stores.  A further one in twenty recalls the campaign when prompted.

Convenience stores are often small and cramped.  Customers in the pilot areas generally do not spend much time there.  For the project to stand out and catch their attention, displays need to be prominent; for example, near the entrance or next to the check-out tills (that is, where customers are waiting to pay and are a captive audience).  While Development Stores meet these criteria, Roll-out Stores generally do not: they often have their chiller cabinets and displays tucked away at the back of the store where few customers visit.

The project has a positive impact on store perceptions in relation to the fruit and vegetables on offer in both Development and Roll-out Stores.  The project has a more marked positive impact in Development Stores compared to Roll-out Stores.  Our findings also suggest that Development Stores are already better perceived than Roll-out Stores.   Perhaps stores owners who are more engaged with the initiative are more likely to opt for the Development Store model and to support it more actively as they have already contributed to in-store improvements.  

Overall, the project serves to position the convenience store as…
· Offering a wide range of good quality fruit and vegetables
· Displaying fruit and vegetables in an appealing / hard-to-miss way

· Stocking fruit and vegetables customers want to buy

· A place to buy fruit and vegetables

· Committed to healthy eating

This positive impact helps to improve the reputation of the local convenience store and could give it a competitive advantage over other local competition.

However, the convenience store may still be perceived by customers in the pilot areas as a more expensive option for buying fruit and vegetables than the local supermarket.  This may be a significant barrier in such deprived communities, where customers may be more cost-conscious about the purchasing of regular food items. 
This research as not included analysis of sales data therefore it is not possible to determine whether customers in the pilot areas are actually buying more fruit and vegetables.  
There is a slight increase in the number reporting buying fruit and vegetables in the last three shops at the convenience store, but not on the day of interview.  Customers in the pilot areas have engrained shopping behaviours and attitudes to health and healthy eating.  

Prompted awareness of the Change4Life Campaign messages is reasonable, especially among Development Store customers.  The in-store marketing helps to improve awareness of the Campaign.  However, the Campaign is associated primarily with promoting healthy eating and many feel that they have heard it all before.  It is less likely to be associated specifically with the 5 A DAY message or with promoting physical activity.  The Campaign may need to be more specifically linked to 5 A DAY for the in-store project to truly succeed. 

The Campaign is also perceived to target families with young children.  Consequently, some think the Campaign is not aimed at them.  They therefore do not take notice of its messages.  As a result, the in-store marketing activity is similarly assumed to be targeting someone else.  Its impact is, therefore, diminished.   

Four in five know the 5 A DAY message.  However, only one in four says they are putting the advice into action and eating the required amount of fruit and vegetables each day.  Our findings suggest that many customers in the pilot areas still do not always know how to put such advice into practice.  We found that customers in these area:
· Do not know what counts as ‘a portion’ in terms of size and type of fruit and vegetables

· Assume that it has to be fresh fruit and vegetables rather than canned or frozen
· Do not know that fruit juice can count as a single portion each day

· Do not know that potatoes do not count towards their 5 A DAY

· Do not know that they should eat three portions of vegetables and two of fruit

· Do not know how to recognise and prepare many kinds of fruit and vegetables, especially more exotic varieties such as courgettes or kiwi fruit
Many say they find it difficult to persuade their family to eat fruit and vegetables, especially their children.  They would welcome advice on how to tackle this.  Others think 5 A DAY is just a guideline and that three portions is enough for them.  For some customers in such deprived areas, tackling other life challenges takes a higher priority than healthy eating; for example, tackling alcohol and drug addiction.  

We encountered a few isolated examples of people making impulse purchases of fruit and vegetables instead of less healthy options, which is encouraging.  Overall, it is perhaps too early for the project to have had a significant impact on healthy eating attitudes, behaviours, and barriers.   However, there are early indicating signs both in terms of: 

· The potential to raise awareness of healthy eating messages  

· Improving perceptions of convenience stores locally  

5. 
Key Lessons
In summary, the impact of the project can be enhanced through future success of the Campaign depends on the following
:

:
· Prominent display of the in-store marketing materials near the store entrance and next to the check-out tills.  The Development Store model is more effective than that of the Roll-out Store in doing this
· Effective engagement of store owners to ensure that a variety of good quality fruit and vegetables is prominently displayed and kept well stocked
· Tackling perceptions of the price of fruit and vegetables in convenience stores
· Widening the store activity beyond fresh fruit and vegetables to include canned and frozen fruit and vegetables

· This research also highlights issues for wider work around healthy eating messages:
· Ensuring the mass media Campaign messages dovetail more specifically with the in-store promotion; that is, 5 A DAY

· Broadening the audience for Change4Life to appeal to a wider range of people

· 
· 
· Improving understanding of the detail of the 5 A DAY message; that is, it is not a guideline: it should be three portions of vegetables and two of fruit, and potatoes do not count
· Continued local activity to tackle barriers to healthy eating generally and to 5 A DAY more specifically.  For example:

· Improving recognition of a range of fresh fruit and vegetables
· Preparation and cooking skills
· Motivating the family to eat more fruit and vegetables

Appendix 1
List of stores participating and sample size for the quantitative stage
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	


	Brand
	Store#
	Sample size

	
	
	Pre-
stage
	Post-
stage

	Control Stores

	Costcutter
	Store 1
	84
	78

	Londis
	Store 3
	85
	119

	Landmark
	Store 9 
	75
	90

	Spar
	Store 12
	71
	70

	Nisa
	Store 14
	31
	26

	Booker
	Store 16
	46
	27

	Development Stores

	Costcutter
	Store 2
	102
	160

	Booker
	Store 13
	99
	45

	Landmark
	Store 15
	89
	44

	Roll-out Stores

	Landmark
	Store 4
	53
	74

	Costcutter
	Store 5
	79
	106

	Booker
	Store 6
	74
	50

	Londis
	Store 8
	60
	7

	Nisa
	Store 10
	123
	134

	Spar
	Store 11
	15
	15


APPENDIX 2
Qualitative discussion guide (90 minutes)
1.
INTRODUCTION (5 minutes)


· Introduce self and Synovate

· Introduction to the research – talking about food and how it fits into your lifestyle
· Clarify plan for the interview: pre-shop, accompanied shop, post-shop
· Explain confidentiality MRS code of conduct, recording

· Explain that there is no right or wrong, we just want to hear people’s true opinions

· Brief respondent introduction: name, family, job, interests

2.
PRE-SHOP (35 minutes)

Moderator: Be sure to take advantage where possible of the ethnographic benefits of the in- home scenario. If respondent is comfortable with this, ask to see their kitchen/ fridge to get a first-hand impression of the role food plays in their life – the type of foods they eat, the brands they choose, and how they store their food. Also note the facilities they have for preparing and cooking food – e.g. do they spend money on kitchenware and utensils, or do they get by with the bare minimum? If possible, take a few photos of the kitchen/eating area. 
Diet (15 minutes)
Moderator: do not probe on healthy eating/ fruit and veg unless mentioned spontaneously. If mentioned spontaneously, ask the fruit and veg prompt questions at the end of this section.
Moderator to refer to respondent’s completed food diary.
· Could you talk me through what you eat on a typical day? (Probe on meals/ snacks/ drinks)
· How much does this vary over the course of the week? And in what ways?

· What types of food do you enjoy? How often do you eat these?

· And which do you not enjoy? Why?

· Have your eating habits changed at all over the last year? 
· If so, why do you think this is? (Moderator note and explore any references to buying fruit and vegetables in particular)
· Has anything has prompted you to change what you buy? (moderator to explore any references to media campaigns in general, as well as national or local Change4Life campaign activity/ in-store activity)
· How about the rest of your family – how does their diet compare to yours? (Probe on meals/ snacks/ drinks)
· How do you decide what you and your family are going to eat? Moderator listen for spontaneous responses then probe where appropriate:
· Health considerations

· Dieting

· Cost

· Convenience/ preparation time

· Quality of ingredients

· Fresh/organic vs processed food/ready meals

· Limited choice/what is available locally

· Giving them what they want

· Filling them up
Food and lifestyle (10 minutes)

Moderator to get a sense of respondent’s emotional attitude to mealtimes and cooking – i.e. is it a pleasure to be enjoyed  or a chore to be squashed into a routine of more interesting or important activities?
· What kind of role would you say food plays in your everyday life?
· How do you prepare food for you and your family on a typical day? (E.g. cooking vs ready meals)
· How much time would you tend to spend cooking/preparing food on a typical day?
· Apart from your own meals, to what extent do you prepare meals for the rest of your family too (E.g. family evening meal, packed lunch for kids)
· Does this change depending on time of the week? If so, how?
· What do you find easy about preparing/cooking food? And what do you find more difficult?
· How interested would you say you were in food and cooking?

· Has this changed at all over time? Why?
· Who do you normally eat your meals with? (Probe: alone/ with kids/ as whole family)
· And where do you tend to eat these meals (kitchen/ dining room, living room etc.)?
· Does it vary depending on the meal? If so, how? (E.g. breakfast as a family in the kitchen but dinner alone while the kids watch TV)
· How often do you eat out?
· Where do you tend to go? Why do you choose to go there?
· And what about takeaways – how often do you tend to get these?
· What types of takeaway do you get, and why?

Shopping for food (10 minutes)

Moderator:  get a sense of the various food shopping ‘missions’ and the role each store plays in these, e.g. does respondent go to several different retailers for the specific products they have in mind, or does he/she tend to ‘make do’ with whatever is stocked by a single store?
· How frequently do you tend to shop for food? Moderator listen for spontaneous answers then probe:
· What time of day/week

· Meals/ snacks/ drinks

· Different types of shop (e.g. main shop vs top-up shopping)?
· Where do you usually go shopping for food?  
· Why do you think you tend to shop there rather than elsewhere?

· How do you normally plan for food shopping trips? Moderator listen for spontaneous responses, then probe:
· Do you use a shopping list? Why/ why not?

· How much do you feel you stick to this list when you are actually in the store? 

· How often would you say you make spontaneous purchases when you are out shopping for food?

· What type of things might you buy spontaneously?

· And what would be your reasons for doing so?

Fruit and vegetables prompt questions – to be asked if mentioned spontaneously

· How much fruit and vegetables do you and your family tend to eat each week? 

· What do you think are the reasons for this?

· How important do you think it is for you and your family to eat fruit and vegetables? Why? 

· How easy do you find it to fit fruit and vegetables into your diet? (Spontaneous then probe: finding/ buying/ preparing/ cooking/personal tastes) 
· How easy do you find it to get your children to eat fruit and vegetables? 
· Why do you think this is?

· How, if at all, do you get your children to eat the fruit and vegetables you buy? 
· What things do you think stop your children eating more fruit and veg? (Probe where appropriate: access to good quality produce in shops locally, cost, children’s food preferences, lack of confidence preparing vegetables)
· How much fruit and veg do you feel you and your children should eat each day/ week?

· What do you think would be a reasonable amount? And what would be too little? (Moderator note and explore references to 5-a-day.  What does respondent  think constitutes a single portion)?  
· How close do you feel you and your family are to this target?

· Would you say you are buying more, about the same, or less fruit and veg for you and your family nowadays (compared to 6 months or more ago)? 

· If more, what do you think has made you buy more fruit and vegetables? 

3.
ACCOMPANIED SHOP (30 minutes)

Moderator to travel with respondent to local convenience store. On the way, moderator to probe for respondent’s opinion of the store in question:

· How often do you shop at this store?

· What kinds of things do you tend to buy here?

· How do you find shopping in this store?
· What do you like about shopping here? And what do you dislike?

· How easy is it to find what you are looking for?

· Is there anything you would like which you can’t get here?

· In three words, how would you describe your local store?
Moderator to accompany respondent as they navigate the store, noting what they look at and what they don’t, what signage they take notice of, where they spend most time, ‘hot’ and ‘cold’ areas of the store, and especially the extent to which they stop at and engage with the Change4Life branded elements, in the stores where these have been installed. Moderator to make special note of the amount and type of fruit and vegetables purchased. Take photos of areas of the store or products which respondent feels particularly strongly about or lingers longer at. Where possible, take photos of areas with Change 4 Life branding – this may mean making a separate visit to the store before or after the interview.

During the shop, moderator to probe where appropriate: 

· I see you’re buying X – how often do you buy that?

· How come you go for this product (over other similar products)?

· Moderator to note any references to marketing, display stands, C4L (if relevant)
· Which things are for you and which for your family?  
· (If appropriate) What types of food do your children like eating, and why?  

· Do you buy more, about the same, or less of this nowadays? Why do you think that might be?

· Do you normally spend time in this part of the store? If so, why do you think that is?  

· To what extent is this a normal shopping experience for you at this store? 

· What other things would you regularly buy here?

· How does it compare to food shopping at other stores you use (if any)?

· Have there been any changes in what you buy from this store recently?

· Explore in detail and probe on any mentions of buying more fruit and vegetables

· If mentioned, clarify whether they are replacing fruit and veg which would have been bought anyway from an alternative store, or additional fruit and vegetables which would not have been purchased otherwise
4.
POST-SHOP (20 minutes)


Change 4 Life (Development/ Roll-out stores)

· Have you noticed any difference in the amount of fruit and vegetables available in your local store recently? If so, what has changed?

· And have you noticed any difference in the quality of fruit and vegetables available there? If so, what has changed?

· What impact, if any, have these changes had on what you buy?

· How aware are you of the Change 4 Life promotion in your local store? Moderator listen to spontaneous response then probe using in-store photos and stimulus cards where necessary.
· (If aware of campaign) What aspects of the campaign can you remember from your local store? Which parts of the store have you seen promotion in?

· What seems to you to be the point of Change 4 Life? And what does it mean to you?

· How believable is the message and why?

· What do you like about Change 4 Life? And what, if anything, do you dislike about it? 

· How does/ would the fact that your convenience store sells increased amounts of fruit and veg affect your opinion of that store?

· Are you aware of any other Change 4 Life promotion outside of your local store? (Moderator to listen out for references to TV ads/ poster campaign)
· If so, what was this? Where/ when did you see it?

· What did you think of it, and why?

· How likely would you say the Change 4 Life campaign is to get you buying more fruit and veg for you and your family? Why do you say that?

· If it has already had an effect, could you explain how? What are you buying now which you weren’t buying before?

· What else do you feel could be done to encourage you to buy more fruit and vegetables? Why would this be particularly effective? Spontaneous then prompt if necessary:
· Reduce cost

· Improve quality

· More information around which foods are healthy and why

· Improve confidence and skills in food preparation

· Campaigns to influence children’s food preferences

· Is there anything else you would like to talk about on this issue?

Change 4 Life (Control stores)

Moderator to show respondent stimulus cards explaining the Change 4 Life concept and example photos of Change 4 Life promotions in store.

· What are your first impressions of this campaign?

· Are you aware of having seen any Change 4 Life promotion in the last couple of months? (Moderator to listen out for references to TV ads/ poster campaign)
· If so, what was this? Where/ when did you see it?

· What did you think of it, and why?

· What seems to you to be the point of Change 4 Life? And what would it mean for you?

· How believable is the message and why?

· If your local convenience store started stocking more fruit and vegetables, how, if at all, would that affect your opinion of it?

· How likely would you say the Change 4 Life campaign would be to get you buying more fruit and vegetables for you and your family? Why do you say that?

· What else do you feel could be done to encourage you to buy more fruit and vegetables? Why would this be particularly effective? Spontaneous then prompt if necessary:
· Reduce cost

· Improve quality

· More information around which foods are healthy and why

· Improve confidence and skills in food preparation

· Campaigns to influence children’s food preferences

· Is there anything else you would like to talk about on this issue?

THANK AND CLOSE

2.  Quantitative questionnaire
INTRODUCTION 

INTERVIEWER NOTE:  Please intercept respondents on exiting the convenience store and have paid for their purchase.  Please aim to ensure respondent is looking away from the store/ has their back turned to the front of the store.  Please also aim to ensure that the respondent does not turn round to look at the store.

SAY:  Good morning / afternoon / evening.  My name is __________ and I am from Synovate, an independent market research agency.  We are conducting a survey around individual use of local convenience stores and wider shopping habits.

The research is being conducted across the country and this area has been selected at random to take part in this research.  All the information you provide will be kept strictly confidential and no information identifying you or your household will be passed to any third party.

The interview will take no more than 10 minutes.  Can we please conduct the interview with you?

CONTINUTE TO SCREENER SECTION WILLING TO PARTICIPATE IN THE INTERVIEW.

SERIAL NUMBER:






c1.(1-4)
CARD NUMBER 






c1.(5)
FIELDWORK WAVE
	
	c1.(38)

	Pre Wave
	1

	Post Wave
	2


STORE TYPE

	
	c1.(6)

	Control Store
	1

	Development Store
	2

	Rollout Store
	3



STORE CODE:  






c1.(7-8)

DATE OF INTERVIEW (DD/MM/YY)
              /                /






c1.(9-14)
TIME OF INTERVIEW (24 HOUR CLOCK)
              :                






c1.(15-18)

DAY OF INTERVIEW:
	
	c1.(19)

	Monday
	1

	Tuesday
	2

	Wednesday
	3

	Thursday
	4

	Friday
	5

	Saturday
	6

	Sunday
	7


SCREENER SECTION 

INTERVIEWER SAY:  Firstly, I need to ask some questions to ensure I speak to a spread of different people in this area.

SINGLE CODE - DO NOT ASK

S1
Gender: 
	
	c1.(20)

	Male
	1

	Female
	2


ASK ALL.  SHOWCARD A

S2     Can you please tell me which of the following age ranges you fall into?  

	SINGLE CODE
	c1.(21)
	

	Under 16
	1
	CLOSE

	16-25
	2
	CONTINUE

	26-34
	3
	

	35-44
	4
	

	45-54
	5
	

	55-64
	6
	

	65+
	7
	


SHOWCARD B
S3
How often do you visit this convenience store?

	SINGLE CODE
	c1.(22)
	

	Every day
	1
	CONTINUE

	Most days
	2
	

	A few times each week
	3
	

	About once a week
	4
	

	More than once a month but less than once a week
	5
	

	About once a month
	6
	

	Less than once a month
	7
	

	Never visited the store before today
	8
	CLOSE


S3a
How long does it take you to walk to this store from where you live, work or go to school?

	SINGLE CODE
	c1.(23)
	

	Less than ten minutes 
	1
	CONTINUE

	Ten minutes or more
	2
	CLOSE


MAIN QUESTIONNAIRE – 
USE OF CONVENIENCE STORE AND SHOPPING HABITS 

ASK ALL

SHOWCARD C

Q1
Which of the following best describe your use of this convenience store?

SINGLE CODE

	
	c1.(24)
	

	I purchase items I forgot to buy as part of my “big shop”
	1
	ASK Q1a

	I purchase items that I have run out of; e.g. bread, milk, eggs
	2
	

	I do most of my grocery shopping here
	3
	GOTO Q2

	I do all of my grocery shopping here
	4
	

	Other (specify)
	5
	ASK Q1a


IF CODED 3 OR 4 AT Q1 GO TO Q2.  OTHERWISE CONTINUE.

SHOWCARD D
Q1a 
Which other stores do you use for grocery shopping?  By grocery we mean food and drinks.

	MULITCODE
	c1.(25)

	Tesco
	1

	Sainsbury
	2

	Waitrose
	3

	Asda
	4

	Morrisons
	5

	Aldi
	6

	Lidl
	7

	Netto
	8

	Other
	9


ASK ALL

Q2
What, if anything, have you bought in the store today?

DO NOT PROMPT- ONLY PROMPT IF NECESSARY
	MULTI CODE
	c1.(26)
	

	Fresh fruit
	1
	CONVENIENCE FRUIT & VEG SHOPPER

	Fresh vegetables
	2
	

	Canned fruit
	3
	

	Canned vegetables
	4
	

	Frozen fruit
	5
	

	Frozen vegetables
	6
	

	Sweets/ confectionary
	7
	

	Crisps/ snacks
	8
	

	Other food items
	9
	

	Fruit Juice
	0
	

	
	c1.(27)
	

	Fizzy Drinks
	1
	

	Other (e.g. Squash or other types of soft drink)
	2
	

	Non food items
	3
	

	Nothing
	4
	


QX.
Are there any types of products you would you not think of buying from this store? 
DO NOT PROMPT- ONLY PROMPT IF NECESSARY
	MULTICODE
	c1.(28)

	Fresh fruit
	1

	Fresh vegetables
	2

	Canned fruit
	3

	Canned vegetables
	4

	Frozen fruit
	5

	Frozen vegetables
	6

	Sweets
	7

	Crisps/snacks
	8

	Other food items
	9

	Household goods (e.g. cleaning products)
	0

	
	c1.(29)

	Toiletries
	1

	Newspapers/magazines
	2

	Cigarettes 
	3

	Other 
	4

	Nothing
	5


ASK Q2a IF “CONVENIENCE FRUIT & VEG SHOPPER” (1 OR 2 AT Q2).  OTHERWISE GO TO Q3.
SHOW CARD E
Q2a 
Specifically, what types of fresh fruit & vegetables have you purchased today and how many of each have you purchased?

BY QUANTITY WE MEAN FREQUENCY NOT WEIGHT.



	
	CODE 
	QUANTITY
	

	MULTI CODE  ITEMS
	c1.(30)
	
	

	Apples
	1
	
	c2.(7-9)

	Oranges 
	2
	
	c2. (10-12)

	Pears 
	3
	
	c2. (13-15)

	Bananas 
	4
	
	c2. (16-18)

	Peaches 
	5
	
	c2. (19-21)

	Plums
	6
	
	c2. (22-24)

	Carrots
	7
	
	c2. (25-27)

	Broccoli
	8
	
	c2. (28-30)

	Cabbage
	9
	
	c2. (31-33)

	Onions
	0
	
	c2. (34-36)

	
	c1.(31)
	
	

	Potatoes
	1
	
	c2. (37-39)

	Mushrooms
	2
	
	c2. (40-42)

	Tomatoes
	3
	
	c2. (43-45)

	Cauliflower
	4
	
	c2. (46-48)

	Lettuce
	5
	
	c2. (49-51)

	Peppers
	6
	
	c2. (52-54)

	Cucumber
	7
	
	c2. (55-57)

	Other 
	8
	
	c2. (58-60)


Q3
Approximately, how much did you spend in store today?

RECORD AMOUNT IN POUNDS AND PENCE – USE LEADING ZEROS

	£
	
	
	
	
.
	
	


c1.(32-36)

Refused………………………………………………………9
c1.(37)
Q4
Of the items you bought at the Convenience Store today, were there any items that that you had not planned to purchase before you entered the store?

	SINGLE CODE
	c3.(7)
	

	Yes
	1
	ASK Q4a

	No
	2
	GOTO Q5


ONLY ASK Q4a IF CODED 1 AT Q4, OTHERWISE GO TO Q5.
Q4a 
Which items did you decide to purchase after you arrived at the store?

DO NOT PROMPT- ONLY PROMPT IF NECESSARY
	MULTI CODE
	c3.(8)
	

	Fresh fruit
	1
	ASK Q4b

	Fresh vegetables
	2
	

	Canned fruit
	3
	GOTO Q5

	Canned vegetables
	4
	

	Frozen fruit
	5
	

	Frozen vegetables
	6
	

	Sweets/ confectionary
	7
	

	Crisps/ snacks
	8
	

	Other food items
	9
	

	Fruit Juice
	0
	

	
	c3.(9)
	

	Fizzy Drinks
	1
	

	Other (e.g. Squash or other types of soft drinks)
	2
	

	Non food items
	3
	

	Nothing
	0
	


ONLY ASK Q4b IF CODES 1 OR 2 AT Q4a, OTHERWISE GO TO Q5.

Q4b
Was the unplanned fruit and vegetables you purchased today in addition to the fruit and vegetables you have bought from another store while shopping today?

	SINGLE CODE
	c3.(10)

	Yes
	1

	No
	2


SHOWCARD F 
Q4bi
What made you purchase the unplanned fruit and vegetables that you bought today?
	MULTICODE
	c3.(11)

	I saw them and wanted to buy them
	1

	We have run out of vegetables in the household
	2

	We have run out of fruit in the household
	3

	The store I normally buy them from had run out
	4

	I have not been to my normal store this week
	5

	Other specify
	6

	Don’t know
	9


ASK ALL

SHOW CARD G
Q5
How often do you typically buy fresh (not frozen or canned) fruit and vegetables, either from this store or somewhere else?

	SINGLE CODE
	c3.(12)

	Every day
	1

	Most days
	2

	A few times each week
	3

	About once a week
	4

	More than once a month but less than once a week
	5

	About once a month
	6

	Less than once a month
	7

	I do not purchase fresh fruit/ fresh vegetables 
	8


Q6
Have you ever purchased fresh fruit or fresh vegetables from this convenience store?

	SINGLE CODE
	c3.(13)
	

	Yes
	1
	ASK Q7

	No
	2
	ASK Q7a


ONLY ASK IF CODED 1 AT Q6, OTHERWISE GO TO Q7a.

SHOW CARD H

Q7 
Thinking back to the last 3 times you bought fruit or vegetables, how many of these occasions were purchased from this store?

	SINGLE CODE
	c3.(14)
	

	0 of 3
	1
	GOTO INSTRUCTION BEFORE  Q7a

	1 of 3
	2
	

	2 of 3
	3
	GOTO Q8

	3 of 3
	4
	

	Don’t know
	9
	


ASK Q7A IF CODE 2 AT Q6 (HAS NEVER PURCHASED FRUIT AND VEG AT THIS STORE) OR CODES 1 OR 2 AT Q7.  OTHERWISE GO TO Q8.

Q7a 
Why do you not purchase fruit and vegetables from this store?

DO NOT PROMPT- ONLY PROMPT IF NECESSARY
	MULTI CODE
	c3.(15)

	The quality of them
	1

	The store does not stock them
	2

	I just don’t think of this store as a place to buy fruit & vegetables
	3

	The selection is poor
	4

	I don’t eat much fruit and vegetables 
	5

	Price / can buy them cheaper elsewhere
	6

	Other Specify
	9


IF CODED 7 OR 8 (PURHCASE FRESH FRUIT AND VEG LESS THAN ONCE A MONTH OR NEVER PURCHASE) AT Q5 GO STRAIGHT TO Q8.  

IF CODE 2 AT Q6 (NEVER PURHCASE FRESH FRUIT AND VEG FROM THIS STORE) OR CODE 1 AT Q7 (0 OUT OF THE LAST 3 TIMES BOUGHT FRUIT AND VEG HAVE BEEN FROM THIS STORE) ASK Q7bi 
SHOW CARD I

Q7bi
Where do you buy your fruit and vegetables? - PROBE 

IF CODE 2 AT Q6 (PURCHASE FRESH FRUIT AND VEG FROM THIS STORE) AND 2-3 AT Q7 (1 OR  2 OUT OF THE LAST 3 TIMES BOUGHT FRESH FRUIT AND VEG HAVE DONE SO FROM THIS STORE), OR CODE 1 AT Q6 ASK Q7bii 
Q7bii Where else do you buy fruit and vegetables? – PROBE 
	MULTICODE FOR BOTH COLUMNS
	Q7bi
	Q7bii

	
	c3.(16)
	c3.(17)

	Another convenience store(s)
	1
	1

	A small local supermarket
	2
	2

	A large local supermarket
	3
	3

	The local market
	4
	4

	At school/ place of work
	5
	5

	Don’t know
	9
	9


ASK ALL

Q8  
Thinking about the store in general, please use the scale on this card, and tell me how you would rate this store on each of the following

SHOWCARD J - INTERVIEWER: ROTATE START POINTS OF STATEMENT READ OUT.  MANDATORY RESPONSE PER ROW

	Tick Start
	
	Poor
	
	
	
	Excellent
	DK
	

	
	As a place to shop for food in general
	1
	2
	3
	4
	5
	9
	c3. (18)

	
	As a place to shop for fruit and vegetables
	1
	2
	3
	4
	5
	9
	c3. (19)

	
	Displaying the fruit and vegetables in an appealing way 
	1
	2
	3
	4
	5
	9
	c3. (20)

	
	The fruit and vegetable display was hard to miss
	1
	2
	3
	4
	5
	9
	c3. (21)

	
	A good range of fruit and vegetables
	1
	2
	3
	4
	5
	9
	c3. (22)

	
	Stocking the fruit and vegetables that I want to buy
	1
	2
	3
	4
	5
	9
	c3. (23)

	
	A fair price for all food products
	1
	2
	3
	4
	5
	9
	c3. (24)

	
	The quality of the fruit and vegetables displayed.
	1
	2
	3
	4
	5
	9
	c3. (25)

	
	A fair price for all fruit and vegetables
	1
	2
	3
	4
	5
	9
	c3. (26)

	
	I trust the store to sell good quality food
	1
	2
	3
	4
	5
	9
	c3. (27)

	
	The store has the interest of consumers at heart
	1
	2
	3
	4
	5
	9
	c3. (28)


SECTION 2 – KNOWLEDGE AND ATTITUDES OF HEALTHY EATING
Leading on the from the theme we have already talked about, I would now like to ask you some questions on your awareness, or knowledge of healthy eating and how fruit and vegetables can play a part in this.

ASK ALL

SHOWCARD K
Q9
Roughly how often do you eat fruit and vegetables?  Please include being at home and being away from home, for example when you are at work?

	SINGLE CODE
	c3.(29)
	

	Every day
	1
	GO TO Q9b

	Most days
	2
	

	A few times each week
	3
	

	About once a week
	4
	

	More than once a month but less than once a week
	5
	GO TO Q10

	About once a month
	6
	

	Less than once a month
	7
	

	I do not eat fresh fruit and vegetables 
	8
	


ASK Q9b IF CODES 1 TO 4 AT Q9 OTHERWISE GO TO Q10.
SHOWCARD L
Q9b
Realistically, how many portions of fruit and vegetables do you eat in a typical day?

	SINGLE CODE
	c3.(30)

	Typically none
	1

	Typically 1 portion a day
	2

	Typically 2 portions a day
	3

	Typically 3 portions a day
	4

	Typically 4 portions a day
	5

	Typically 5 portions a day
	6

	Typically 6 portions a day
	7

	Typically 7 portions a day
	8

	Typically more than 7 portions a day
	9


ASK ALL
Q10
How many portions of fruit and vegetables do you think it is recommended people eat each day, as part of healthy eating guidelines?
	SINGLE CODE
	c3.(31)

	1 portion a day
	1

	2 portions a day
	2

	3 portions a day
	3

	4 portions a day
	4

	5 portions a day
	5

	6 portions a day
	6

	7 portions a day
	7

	More than 7 portions a day
	8

	Don’t known  / not aware of the guideline
	9


SHOWCARD M 
Q10b
Please tell me what you believe constitutes a portion of fruit and vegetables?

	SINGLE CODE
	c3.(32)

	One piece of fruit or vegetable – for example an apple or a carrot
	1

	A bowl of fruit or vegetables
	2

	A fruit drink/ fruit smoothie
	3

	A handful of fruit or vegetables 
	4

	Don’t know
	9


SHOWCARD N 

Q10c
And please tell me which of the following you think count towards the guidelines for the consumption of fruit and vegetables?

	MULTI CODE
	c3.(33)

	Frozen Fruit
	1

	Fresh Fruit
	2

	Canned / Tinned Fruit
	3

	Frozen Vegetables
	4

	Fresh Vegetables
	5

	Canned / Tinned Vegetables
	6

	Fruit Juice
	7

	Dried Fruit
	8

	Don’t know
	9


ASK ALL

SHOWCARD O

Q11
For each of the following statements, please say how much you agree or disagree with the statement using a 5 point scale.  Please say 1 if you completely disagree and 5 if you completely agree

 MANDATORY SINGLE CODE FOR EACH STATEMENT

	
	Disagree
	
	
	
	Agree
	DK
	

	A good overall diet is important to me
	1
	2
	3
	4
	5
	9
	c3.(34)

	I don’t like to eat too many unhealthy products
	1
	2
	3
	4
	5
	9
	c3.(35)

	I eat fruit and vegetables on a regular basis
	1
	2
	3
	4
	5
	9
	c3.(36)

	I don’t like eating fruit and vegetables 
	1
	2
	3
	4
	5
	9
	c3.(37)


ASK Q12 IF CODED 2-8 AT Q9 (EAT FRUIT AND VEG LESS OFTEN THAN ONCE A DAY), OTHERWISE GO TO Q13.

SHOWCARD P
Q12 
What are the reasons you do not eat more fresh fruit and vegetables?

	MULTICODE
	c3.(38)

	I cannot find good quality fruit and vegetables 
	1

	I am not able to get to a store that sells fruit and vegetables
	2

	They are too expensive
	3

	I do not like them
	4

	My family do not like them
	5

	There are always nicer things to eat
	6

	They take time to prepare
	7

	I just don’t think to buy them
	8

	There is not much available locally
	9

	They go off too quickly / they don’t get eaten
	0

	
	c3.(39)

	I don’t know
	1

	Other specify
	2


SECTION 3 – AWARENESS OF MEDIA CAMPAIGN

Q13
Are you aware of any campaigns at the moment to encourage a healthier lifestyle?  Please think about television, newspapers, posters outside (including bus stops) etc.

	SINGLE CODE
	c3.(40)
	

	Yes
	1
	ASK Q13ai

	No
	2
	GOTO Q13b


ONLY ASK Q13Ai IF CODED 1 AT Q13.  OTHERWISE GO TO Q13b

Q13ai Have you or anyone in your household registered with this “healthy lifestyle” campaign at all?

	SINGLE CODE
	c3.(41)

	Yes
	1

	No
	2


Q13a 
Can you remember the name of the campaign?

DO NOT PROMPT 

	SINGLE CODE
	c3.(42)
	

	Five a day
	1
	GOTO Q13b

	Change4Life 
	2
	GOTO Q13c

	Something else
	3
	GOTO Q13b

	Don’t now/ cant remember
	9
	GOTO Q13b


ASK Q13b IF CODES 1, 3, 9 AT Q13a OR CODE 2 AT Q13
Q13b 
Have you heard of the Change4Life campaign?

	SINGLE CODE
	c3.(43)
	

	Yes
	1
	ASK Q13c

	No
	2
	GOTO SECTION 5


ASK Q13C IF AWARE OF THE CHANGE4LIFE CAMPAIGN - CODE 2 AT Q13a OR CODE 1 AT Q13b.  OTHERWISE GO TO SECTION 4.
Q13c 
Can you tell me what the Change4Life campaign is about?

UNPROMPTED - PROBE IF NECESSARY
	MULTI CODE
	c3.(44)

	Promoting the eating of fresh fruit and vegetables
	1

	Eating five potions of fruit and vegetables a day
	2

	Promoting healthy eating
	3

	Promoting being more active / taking more exercise
	4

	About being more healthy generally (no mention of diet or activity)
	5

	Something else
	8

	Don’t know
	9


Q13d
Has the Change4Life campaign that you are aware of caused any changes in your attitude towards healthy eating?

	SINGLE CODE
	c3.(45)
	

	Yes
	1
	ASK Q13e

	No
	2
	GOTO SECTION 5


Q13e
Please say how much you agree or disagree with these statement using a 5 point scale.  Please say 1 if you completely disagree and 5 if you completely agree

SHOWCARD Q - MANDATORY SINGLE CODE FOR EACH STATEMENT

	
	Disagree
	
	
	
	Agree
	DK
	

	Change4Life has made me think seriously about eating more healthily
	1
	2
	3
	4
	5
	9
	c3.(46)

	Change4Life has made me think seriously about being more physically active
	1
	2
	3
	4
	5
	9
	c3.(47)


SECTION 4 – AWARENESS OF POST STAGE MATERIAL

ASK ALL

Q14a
From your visit to the store today, please tell me a list of things that caught your eye, with respect to the store layout and the variety of food being offered?

UNPROMPTED - PROBE ACCORDINGLY 
	MULTI CODE
	c3.(48)

	It has been refurbished/ decorated
	1

	The store looks cleaner
	2

	There is now a very obvious display for fruit and vegetables 
	3

	There is now a chillier cabinet for fruit and vegetables 
	4

	The fruit and vegetables look more appealing than before
	5

	There is a promotion encouraging us to eat more fruit and vegetables 
	6

	There is more space allocated to fruit and vegetables than there was before
	7

	There is a wider choice of fruit and vegetables than before
	8

	The Change4Life campaign materials / signage
	9

	Other things have changed
(NOT RELATED TO FRUIT AND VEGETABLES)
	0

	
	c3.(49)

	Don’t know 
	9


ASK Q14a IF CODE 3, 4, 5, 6, 7 OR 8 AT Q14.  OTHERWISE GO TO Q15

Q14b
Can you please describe why you are saying this with regards to fruit and vegetables?  RECORD ANSWER AND PROBE FULLY


c3.(50-59)
ASK ALL

Q15
During your visit to the convenience store, did you notice any promotions in the store?

	SINGLE CODE 
	c3.(60)
	

	Yes
	1
	ASK Q15A

	No
	2
	GOTO Q16


ASK Q15A IF CODE 1 AT Q15

Q15a 
Can you remember the name of the promotion?

UNPROMPTED - PROBE ACCORDINGLY 
	MULTI CODE
	c3.(61)
	

	Five a day
	1
	ASK Q16

	Change4Life 
	2
	GO TO Q17

	Something else
	3
	ASK Q16

	Don’t now/ can’t remember
	9
	ASK Q16


ASK Q16 IF CODE 2 AT Q15 OR CODES 1, 3, 9 AT Q15A 

Q16 
And still thinking about when you were in the store just now, did you see any promotion around the Change4Life campaign?

	SINGLE CODE
	c3.(62)

	Yes
	1

	No
	2


ASK Q17 IF CODE 1 AT Q15 OR CODE 1 AT Q16
Q17 
Can you tell me what the promotion you noticed in store was about?

UNPROMPTED - PROBE ACCORDINGLY 
	MULTI CODE
	c3.(63)

	Promoting the eating of fresh fruit and vegetables
	1

	Eating five potions of fruit and vegetables a day
	2

	Promoting healthy eating
	3

	Promoting being more active / taking more exercise
	4

	About being more healthy generally (no mention of diet or activity)
	5

	Something else
	8

	Don’t know
	9


ASK Q18 IF CODED 3-8 AT Q14, OR CODE 1 AT Q15 OR CODE 1 AT Q16.  OTHERWISE GOTO Q19.
SHOWCARD R
Q 18  
How likely is it that you will buy more fresh fruit and vegetables as a result of the promotion in store or other store features that we have talked about?
	SINGLE CODE
	c3.(64)

	Not at all likely
	1

	Not likely 
	2

	Neither likely or unlikely
	3

	Likely 
	4

	Very likely
	5

	I don’t know
	9


ASK ALL

Q19 
Apart from in this store, have you seen or heard anything else about Change4Llife before today, for instance on TV,  in the papers or somewhere else?

	SINGLE CODE
	c3.(65)

	Yes
	1

	No
	2


ASK Q20 IF CODE 2 AT Q15A, OR CODE 1 AT EITHER Q16 OR Q19

Q20  Has the CHANGE4LIFE campaign that you are aware of caused any changes in your attitude towards healthy eating? 
	SINGLE CODE
	c3.(66)

	Yes
	1

	No
	2


ASK Q21 IF CODES 1 AT EITHER Q18 OR Q19

Q21
Please say how much you agree or disagree with these statements using a 5 point scale.  Please say 1 if you completely disagree and 5 if you completely agree

SHOWCARD S - MANDATORY SINGLE CODE FOR EACH STATEMENT

	
	Disagree
	
	
	
	Agree
	DK
	

	Change4Life has made me think seriously about eating more healthily
	1
	2
	3
	4
	5
	9
	c3.(67)

	Change4Life has made me think seriously about being more physically active
	1
	2
	3
	4
	5
	9
	c3.(68)


SECTION 5 – CLASSIFICATION

READ OUT

Please be assured that the following questions are simply used to help us better understand the grouped (aggregated responses) of all the people we are interviewing for this programme.  The information in these questions will NOT be passed on to any third party, it will remain the confidential.

SHOWCARD T  

C1
How often do you do the food shopping for your household?

	SINGLE CODE
	c3.(69)

	Most of the time
	1

	Sometimes
	2

	Rarely
	3

	Never
	4


SHOWCARD U

C2
In an average week, how much do you spend on food shopping for your household?
	SINGLE CODE
	c3.(70)

	Under £10
	1

	£11- £24
	2

	£25 - £49 
	3

	£50 - £74
	4

	£75 - £99
	5

	£100 - £124
	6

	£125 - £150
	7

	More than £150
	8


C3
Which of these best describes your working status?

SHOW CARD V
	SINGLE CODE
	c3.(71)

	Working full time, 30 or more hours a week
	1

	Working part time, 8-29 hours a week
	2

	Working less than 8 hours a week
	3

	Unemployed
	4

	Student
	5

	Retired
	6

	Prefer not to say
	7


C4
Which member of your household is the chief income earner?

	SINGLE CODE
	c3.(72)

	Respondent
	1

	Respondent spouse/ partner
	2

	Other adult
	3


C5 What is your annual household income before tax?

SHOWCARD W  

	SINGLE CODE
	c3.(73) 

	Up to £10,000
	1

	£10,001-£15,000
	2

	£15,001- £20,000
	3

	£20,001 – £25,000
	4

	£25,001 – £30,000
	5

	£30,001 - £35,000
	6

	£35,001 - £40,000
	7

	£40,001 - £45,000
	8

	£45,001 - £50,000
	9

	

	c3.(74)

	£50,001 - £55,000
	1

	£55,001 - £60,000
	2

	Refused
	3

	Don’t know
	9


C6
Who lives in your household with you?

SHOWCARD X
	MULTI CODE
	c3.(75)
	

	Just myself
	1
	GO TO C8

	Husband/ wife/ partner/ parents
	2
	GO TO C7

	Children under 2 years
	3
	

	Children 2-6 years
	4
	

	Children 7-11 years 
	5
	

	Children 12 - 16 years
	6
	

	Other male 17 years +
	7
	

	Other female 17 years +
	8
	

	Don’t know/ refused 
	9
	


DO NOT ASK C7 IF CODE 1 AT C6
C7 
How many people live in your household?

SHOWCARD Y
	SINGLE CODE
	c3.(76)

	Just myself
	1

	Husband/ wife/ partner/ parents
	2

	Children under 2 years
	3

	Children 2-6 years
	4

	Children 7-11 years 
	5

	Children 12 - 16 years
	6

	Other male 17 years +
	7


C8
How would you describe your ethnic origin?

SHOWCARD Z 
	SINGLE CODE
	c3.(77)

	White
	1

	Mixed
	2

	Asian/ Asian British
	3

	Black or Black British
	4

	Chinese
	5

	Other
	6

	Don’t know
	7


C9
Which of the following best describes your occupation?

SHOWCARD AA
	SINGLE CODE
	c3.(78)

	Professional (doctors, lawyers, architects, etc.)
	1

	Senior Management
	2

	Senior Civil Servant
	3

	Middle Management
	4

	Executive
	5

	Local Government Officer
	6

	Civil Service Officer
	7

	Education
	8

	Services/Military
	9

	
	c3.(79)

	Junior management
	1

	Business owner
	2

	Clerical/office worker (including customer services etc)
	3

	Supervisor
	4

	Skilled manual (plumber, electrician etc.)
	5

	Semi-skilled manual (including security work, driver, carer etc)
	6

	Un-skilled manual (including retail, sales assistant etc)
	7

	Apprentice
	8

	Housewife/househusband 
	9


SOCIAL GRADE AB = CODES 1-8 (45)

SOCIAL GRADE C1 = CODES 9 (45) – 4 (46)
SOCIAL GRADE C2 = CODES 5-6 (46)
SOCIAL GRADE D = CODES 7-9 (46)

C10
Can we contact you again in the future about this study?
	SINGLE CODE
	c3.(80)

	Yes
	1

	No
	2


C10
Can we contact you again in the future about other market research studies we may be conducting?
	SINGLE CODE
	c4.(7)

	Yes
	1

	No
	2


	
	Respondent's Name

	
	

	
	

	
	Address

	
	

	
	Post code

	
	

	
	Telephone No:


INTERVIEWER NUMBER

(c4. 8-13)

DECLARATION

I declare that the respondent, whose name and address appear above, was unknown to me until the interview.  I confirm that, before returning this questionnaire, I have checked that it meets and was carried out in accordance with the MRS Code of Conduct and instructions supplied to me for this study.  I understand that the information given to me during the interview must be kept confidential.  I have checked this questionnaire

PRINT NAME:
SIGNED:

DATE:
THANK AND CLOSE

That completes the questionniare, many thanks for the time you have taken to speak to me today.  I want to take this final opportunity to reassure you that your answers will be kept confidential and will not be used at the individual level – all answers will be aggregated.

Sign off Field: PT 10/06/09
Sign off DP: DB 08/06/09

Sign off Exec: MR 10/06/09
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Objective: 	To ensure respondents understand the interview process and are comfortable with how the interview will be conducted.








Objective: 	To build a rapport with respondent prior to the accompanied shop and explore the role of food in respondent’s lifestyle – what they eat, when they eat it, who they eat it with, and how they shop for it. 








Objective: 	To gain insight into actual respondent behaviour when shopping for food in their local convenience store. 








Objective: 	To explore awareness of and attitudes towards the Change 4 Life campaign and impact on fruit and vegetables purchase and consumption








�Reorganised as some points are for this project and some are for other government activities – all muddled together at the moment.


�Incorrect background – campaign is on wider message, it’s the store promotion that  is specific.


�Contradicts all other research which suggests targeting is wanted and families the priority to rewording







