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Executive
summary

Background

In the UK, obesity levels among all age groups
continue to rise and consequently, rising levels
of chronic disease. Evidence has shown that the
marketing of less healthy food and drink
influences consumer consumption, but the
impact of on-pack promotions on food and drink
packaging is less researched. Current marketing
regulations overlook these types of promotions
found in supermarkets, yet evidence from other
marketing tactics means on-pack promotions are
also purchase and

likely to encourage

consumption.

Food Active visited the 6 main supermarkets,
Tesco, Sainsbury’s, Asda, Morrisons, Aldi and
Lidl, and took photos of every product with a
coupon, pass or prize and calculated the
Nutrient Profile Score (NPM) for each item to
determine if it is healthy or less healthy. The type
of food or drink product and type of promotion

was also documented.

Across all 6 supermarkets, 174 on-pack
promotions were found on food and drink items.
Popular brands Kellogg's, Walkers, Dolmio,
Doritos and McVitie's featured the most on-pack
promotions. The vast majority of promotions
were found on less healthy items, as defined by
the NPM. The most common promotion was
competitions to win prizes (65%) followed by 2

for 1 offers (31%).

Conclusions and
recommendations

This research discovered that most on-pack
promotions were found on less healthy food and
drink items. Offers were mainly found in the ‘Big
4" supermarkets and aimed at families and young

people.

The Government should not delay the marketing
legislation against promotions of less healthy
food and drink any longer, and also recognise
the loophole in legislation when it comes to on-
pack promotions on food and drink packaging.
Additionally, appropriate measures to restrict
food manufacturers running such promotions on
less healthy food and drink should be

introduced.




Background

Over the last 30 years, overweight and obesity
levels have continued to rise in England, with 60%
of women and 68% of men currently living with
overweight or obesity [1]. At a population level,
overweight and obesity are risk factors for a number
of non-communicable diseases including type 2
diabetes, cardiovascular disease, some forms of
cancer, liver disease and dementia. Currently, 1in 3
children leaving primary school are living with
overweight or obesity [2], and children with excess
weight have a higher risk of continuing to live with

obesity and ill health into adulthood [3].

The complexity of obesity means that there is no

single cause, but food marketing tactics in
supermarkets, online, TV, transport and high streets
have been shown to influence purchase and
consumption of less healthy foods [4,5]. On
average, a third of food and soft drink advertising
spend goes towards less healthy foods, compared
to just 1% for fruit and vegetables [6]. Evidence
shows children are particularly susceptible to
persuasive messages used in food and drink
marketing, as their cognitive development is
limited. Young children especially are unable to
differentiate TV advertising and TV programme
content, and therefore, are likely to interpret
marketing as factual [7]. Children and adults from
lower socio-economic groups are 50% more likely
to be exposed to food advertising for less healthy

food and drink [8].

Supermarkets are a particular hot spot for food and

drink advertising, and food manufacturers often

encourage over-consumption of their products by
using a variety of tactics to convince shoppers to
buy more items. One study found that one in three
Brit's impulse buy less healthy foods because of
special offers and promotions in supermarkets [9].
Consumers may not be aware of these marketing
tactics as they have become a normal part of
shopping for groceries. These offers are usually
found on less healthy products, such as savoury
snacks and confectionary, which is a concern as
evidence suggests that overconsumption of less
healthy food and drink products contribute to
overweight and obesity as well as overall poor
health. The Obesity Health Alliance stated that the
promotional environment within supermarkets does
not align with healthy eating guidelines - their
survey found that less than 1% of food and drink
products promoted in high profile locations were
fruits or vegetables [10]. 70% of all food and drink
located in areas in

products prominent

supermarkets are for less healthy products [9].
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On-pack promotions

Food packaging has been found to strongly influence
consumer purchasing habits, as well as increase
customer satisfaction and brand loyalty [11]. Food
packaging not only tells a consumer about the
product, but it also acts as an advertising platform [12].
One less researched area is the use of on-pack
promotions, including coupons, passes and prizes, on
food and drink products. Research shows that
discount coupons increase sales of less healthy items,
along with unplanned purchases [13].  This is no
surprise, as families can redeem tickets to attractions
such as Alton Towers, Legoland and Chessington
World of Adventures just by purchasing a box of
sugary cereal or a sharing size bag of crisps.
McDonald’s Monopoly is another example of a
successful promotion that encourages consumers to
increase spending on less healthy food and drink. It
runs for six weeks of every year and gives customers
the chance to win a range of prizes, from holidays to
£100,000 in cash, by purchasing certain items [14].
Given the current cost of living crisis in the UK, and the
price of savoury snacks such as crisps rising by 11%
over the past year [15], these offers are more appealing

than ever.
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Policy Context

The National Obesity Strategy was published in 2022
which featured commitments from the Government to
curb the advertising and marketing of less healthy food
and drink on TV, online media and within
supermarkets. Initially planned for implementation in
April 2022 in supermarkets and January 2023 on TV
and online, the proposals have since been subject to
delays and could even be scrapped entirely following
a review into all obesity policy in response to the cost-
ofliving crisis. We are very concerned for what this
means for public health, and feel the Government
should be taking more steps to create a healthier food

environment, not backwards.

On-pack promotions is an area the Government are
yet to explore in obesity strategies, despite the fact
industry use packaging for more reasons than just
protecting their goods. It is also used to display
promotional claims such as health claims, appealing
imagery in the form of animated and licensed
characters and more recently, offers of coupons,

competitions and prizes.

Food Active have explored some areas of food
packaging with the Children’s Food Campaign,
including the use of child-friendly characters, which
found parents and carers felt this type of marketing
was unhelpful and would like to see them removed
from less healthy products [16]. There is also some
evidence exploring the use of health claims on food

and drink packaging [17,18].

However, currently there is a lack of research
exploring the use of on-pack promotions used on food
and drink packaging in major retailers. We wanted to
conduct some insight work into this area to better
understand how prevalent this food marketing
technique is and what types of products these offers

are used on.



The Research

Research Objectives

The aim of this research is to determine the extent of on-
pack promotions used on food and drink packaging.
This includes 2 for 1 offers, competition prizes, discount

rates, free passes and money off vouchers.
The research objectives are:

1) Identify the type, brand and name of food or drink

product
2) Identify the type of offer e.g. free cinema passes

4) |dentify the offer redemption requirements e.g. how
many products you have to purchase to redeem the

offer

5) Determine and analyse the product’s nutritional
information using the Government’s Nutrient Profile

Model (NPM)

6) Establish the equivalent of sugar, fat and/or salt

required to redeem these offers

The data was collected between March-June 2022 by
two researchers in various supermarkets across the
North-West. Researchers examined each aisle in the
supermarket and took a photo of all food and drink
products with a relevant offer on them, making sure to
take a picture of the size and terms and conditions of
the offer. Only items with a coupon, pass or prize were
documented. For example, a product with a ticket to an
attraction or a competition to win a prize. The
researcher then inputted the product information for
each food or drink item into a brief Google form.

Information collected included:

q The name of the supermarket

1  Food ordrink category

T Name and brand of food or drink product

1  The type of offer

The nutritional information (per 100g/ml) was collected
for each food item to determine the NPM score for each

product. This secondary analysis was conducted after

the fieldwork had taken place.
[
Data analysis

The NPM was used to determine if a product with a
promotion on the packaging was healthy or less
healthy. The NPM was developed by the Food
Standards Agency (FSA) in 2005 to provide Ofcom, the
broadcast regulator, with a tool to differentiate between
foods on the basis of their nutritional composition, in the
context of television advertising foods to children, and
since 2017, in non-broadcast media. The model uses a
simple scoring system where points are allocated based
on the nutrient content of 100g of a food or drink

product.
Nutrient Profiling Scores

T Total ‘A" points = (points for energy) + (points for
saturated fat) + (point for sugars) + (points for sodium)

T Total ‘'C’ points = (points for % fruit, vegetable, and
nut content) + (points for fibre (NSP or AOAC)) + (points
for protein)

I The score for ‘C’ nutrients is then subtracted from the
score for ‘A’ nutrients to give the final nutrient profile
score. Foods scoring 4 or more points, and drink

scoring 1 or more point, are classified as ‘less healthy’

*If a food or drink scores 11 or more ‘A’ points, then it
cannot score points for protein unless it also scores 5

points for fruits, vegetables and nuts.


https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/216094/dh_123492.pdf
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Fig 1. Shows the number of on-pack promotions across all supermarkets

Across the six supermarkets, 174 on-pack promotions were found on food and drink products. The majority were
found on less healthy products (81%). Morrisons had the most on-pack promotions (55), followed by Asda (51), Tesco
(42) and Sainsbury’s (22). Only 2 were found at Aldi and Lidl.
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Food and drink categories

Fig 2. shows all the food and drink categories, and the total amount of type of products
with on-pack promotions, across all supermarkets
In all supermarkets, on-pack promotions were mainly found on biscuits (17%), confectionary (16%), savoury
snacks (15%) and cereals (13%) and Kellogg's, Walkers, Dolmio, Doritos and McVitie's featured the most on-
pack promotions (see Fig. 3). No promotions were found on healthier food items, as defined by the NPM. The
most common promotion found on food packaging was competitions to win prizes (65%) followed by 2 for 1

offers (31%). (See Fig. 4).




Brands with the most on-pack promotions across
their product line
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Fig 3. Shows the brands with the most on-pack promotions across their product line

Amount of on-pack promotions across all
supermarkets
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Fig 4. shows all the food and drink categories, and the total amount of type
of products with on-pack promotions, across all supermarkets

Types of prizes

Holidays

Cash prizes

Free ticket to attractions such as Alton Towers, Thorpe Park, Legoland, Sealife

Kid’s pass to Haven, Gulliver’s Theme Park, Go Ape and Odeon

Tickets to sports games (Women's UEFA) and entertainment shows (Britain’s got Talent) and
Warner Bros (Gotham City)

Cinema tickets
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Examples of products with on-pack
promotions:

Competition to win prizes
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Examples of products with on-
pack promotions:

2-for-1 offers
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Discussion

This research project aimed to determine the
extent of on-pack promotions used on food and
drink products across 6 major UK supermarkets,
including 2-for-1 offers, competition prizes,
discount rates, free passes and money off

vouchers.

Offers predominantly
found on less healthy
products

Like the majority of food and drink marketing,
the on-pack promotions found on food and
drink products in this research were mainly

found on less healthy items. Whether savoury

snacks, biscuits, cereals or confectionary, these

or sweet, these products offer little to no
nutritional benefit, but consumers are heavily
encouraged to buy them. Shoppers are faced
with a lots of food marketing cues before they
even look at the packaging of a food product,
including outdoor advertising, TV, online and
location and price promotions. Some offers
were strategically placed at the end of aisles or
supermarket entrances (see images below), and
overall, were cheaper compared to healthier
food and drink products. It is likely these
marketing tactics increase consumer purchase,

and as a result, we are consuming more, less

healthy food and drink products [19].
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Table 1 shows the recommended intake for sugar for
children and adults, but according to latest figures
from the National Diet and Nutrition Survey (NDNS),
all  age groups are  exceeding these
recommendations. Children aged 3 years and under
are consuming on average 27.9g of free sugars per
day, children aged 4-10 are consuming on average
47.3g of free sugars per day, and children aged 11
years and over are consuming on average 54.9g of
free sugars per day. Adults are consuming around
49.7g of free sugars per day.

Table 1. UK recommendations for sugar intake
(Although these figures are lower than previous years,
they are still way above the daily recommended

intake).

UK recommendations for sugar intake (g/per

day)

4-6-year-olds | 7-10-year-olds 11-year-olds and
older

19g (5 cubes | 24g (6 cubes of | 30g (7 cubes of

of sugar) sugar) sugar)

In this research, most of the products found to have
promotions on the packaging were high in sugar, as
well as fat, saturated fat and salt. For example, there
are 8.4g of sugar in a 30g serving recommendation
of Kellogg’s Krave milk chocolate cereal, but
research suggests serving recommendations for
cereal are often exceeded, and children especially
consume cereal more than once a day [20]. Cereals
are the second largest contributor of free sugars in
children’s diets, accounting for 8% of free sugar
intake in primary school children [20].

Table 2 shows the recommended intake for salt for
children and adults. Latest NDNS figures found
adults consume an average of 8.4g of salt per day,

40% higher than the Government recommendation.

Research suggests children are also eating too much
salt, much of it coming from bread, cereals and crisps
[21].

Table 2. UK recommendations for salt intake

UK recommendations for salt intake (g/per day)

4-6-year-olds 7-10-year-olds 11-year-olds and

older

3g(0.8g
sodium)

5g(1.2g sodium) | 5g(2g sodium)

Crisps, the UK's favourite bagged snack, were
heavily marketed with on-pack food offers. (See Case
Study 1) A 30g serving of most crisps were found to
contribute to 7% of an adults daily salt
Most offers were found on

and 44%

recommendation.
Dorito’s and Walkers’, of Brit's are
influenced to buy snacks like crisps with on-pack
promotions [22]. 2-for-1 offers were also found on
Dolmio pasta sauces (see Case Study 3), a portion of
which contributes up to 17% of an adult’s daily salt
recommendation. Sauces were also found to
contribute up to 10% of fat and 14% of saturated fat
intake recommendations.

High sugar and salt intakes are drivers of obesity, as
well as other health complications such as type 2
diabetes, high blood pressure, heart disease and
liver disease [23,24]. Children with diets high in
sugar and salt can lead to early onset of these
diseases, as well as oral health problems such as
tooth decay. The number of adults and children
developing obesity and other non-communicable
diseases is set to increase — type 2 diabetes is

increasingly prevalent in children and has been

directly linked to rising obesity levels[25].

12



Offers largely found in ‘The
Big Four’ supermarkets

The offers were predominately found in Tesco,
Asda, Sainsbury’s and Morrisons. Only two offers
were found at Aldi and Lidl. Offers were usually
found on big brands, such as Walkers, Doritos,
Dolmio, McVities, Kellogg’s and Pepsi, which
shops like Aldi and Lidl tend not to stock, instead
offering consumers own brand, cheaper products.
With inflation rates at a 30-year high, consumers
are increasingly choosing discount retailers over
the Big Four due to rising living costs [26]. Whilst it
is positive that discount retailers tend not to stock
brands with on-pack promotions on the
packaging, there is still plenty of less healthy food
and drink available to buy at a cheaper price, plus
consumers, especially young people, will still

engage in other types of marketing, such as online

and TV.

Offers aimed at families

The promotional campaigns were targeted at
parents, children and young people. Given the
current cost of living crisis, food products offering a
free ticket to an attraction such as Alton Towers or
Legoland may be more appealing than ever since
family days out and activities for children may be

something some parents can no longer

STIR-IN g
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afford. If children see these offers, the prizes will
undoubtably increase ‘pester power’, which three
quarters of parents said they experience when
shopping with their children in Food Active's joint
report with the Children’s Food Campaign [16].
The report also found over 90% parents thought
supermarkets should be removing unhealthy
products promoted to children. Parents said the
Government should take action to introduce
legislations to restrict food manufactures marketing
less healthy products to children. A survey from
Royal Society of Public Health reported that
shoppers want more offers on healthier products
such as fruits and vegetables, reward points on
healthier products and fewer promotions on less
healthy products [9]. Like the use of child-friendly
cartoon characters on food and drink packaging,
the use of on-pack promotions to attractions like
Legoland, Alton Towers, Thorpe Park, Gulliver's
Theme Park and Haven is yet another marketing
tactic used by food manufacturers to encourage
children and families to consume less healthy food
and drink. Whilst these promotions offer a fun
family day out, it is concerning that they are only
found on less healthy food and drink products, as
purchases will undoubtedly increase given the

current economic climate.

13



Case studies

Below is a breakdown of the main promotional campaigns found across the supermarkets.

Win a Holiday Every Hour with Easy Jet

Wialkers and Doritos, both owned by Pepsico, ran the "Win a Holiday Every Hour' Easy Jet campaign

between February 2022-August 2022, which gave consumers the chance to win a holiday with Easy
Jet by buying a packet of Walkers or Doritos 180g or x6 pack, x12 pack or x24 pack and entering the
competition. This promotion was often found at the end of aisles or at the entrance of the

supermarket.
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Fig. 5 shows examples of "Win a Holiday Every Hour” with Easy Jet Walkers and Doritos campaign
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https://www.walkers.co.uk/holiday/

Grown Up’s Go Free

Another prominent promotion was the Kellogg's '‘Grown Up's Go Free', which gave consumers a

Free Adult Ticket to a number of attractions including Alton Towers, Legoland, Sealife and Thorpe
Park, with every purchase with the promotion. Products included in this promotion were:
Kellogg's Rice Krispie bars, Frostie bars, Rice Krispies Squares bars, Kellogg's Krave chocolate
cereal, Coco-pops, Crunchy Nut, and Crunchy Nut Clusters. Most of these products scored ‘less
healthy” on the NPM, due to the high contents of sugar and salt. Kellogg’'s Crunchy Nut Clusters
and Krave Chocolate Milk had the highest NPM score (32) of all the cereal products. Kellogg's
Rice Krispie Multigrain Strawberry and Apple scored as ‘healthy’, due to the low amount of

saturated fat, sugar and salt and high amount of protein and fibre.

Fig. 6 shows a selection of products included in Kellogg's ‘Grown Up's Go Free’ campaign

15


https://www.kelloggs.co.uk/en_GB/offers-and-promotions/grownupsgofree.html

The promotion was not found on Kellogg's healthier cereals, such as All-Bran, Special K, and the
"Wheats' range.
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Fig. 7 shows Kellogg's healthier cereals which were not included in the ‘Grown
Up's Go Free' campaign

Rice Rice
Krispies Krispies

Fig. 8 shows a selection of Kellogg's cereals which were included in the ‘Grown
Up’s Go Free’ campaign
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Dolmio’s Fun Times campaign

The 2022 'Dolmio Fun Times' campaign gave consumers a Free 3-month Kids Pass to various
attractions including Haven, Gulliver's Theme Park, Go Ape and Odeon. This promotion,
running between January 2022-December 2022, was found on the majority of Dolmio’s
products, such as Onion and garlic Bolognese, Creamy tomato Bolognese, Original Bolognese,
Smooth tomato Bolognese, Cheesy Lasagne Bolognese and Smooth tomato Bolognese. All of
the sauces scored as ‘less healthy’, due to the high sugar and salt content, however, they had

lower NPM scores compared to other products such as biscuits, confectionary and crisps.

Fig. 9 shows a selection of the products included in the "2022 Dolmio Fun Times’ campaign

Britain’s Got Talent Win with McVities

With every McVitie's purchase, 'Win with McVities' partnered with Britain’s Got Talent to offer

consumers the chance to win a selection of prizes including personalised mugs and tickets to the
America’s Got Talent final with £5,000 spending money. Products included in the promotion
include McVitie's |affa cakes, Chocolate digestives, Chocolate hobnobs, Rich tea biscuits,
Digestive biscuits and caramel Bliss biscuits. All of these products scored as ‘less healthy’, due to

the high content of saturated fat, sugar and salt.

Fig. 10 Britain’s Got Talent "Win with McVities’ promotion
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https://promo.kidspass.co.uk/dolmio
https://www.mcvitiesbgt.co.uk/

Get Match Ready with UEFA Women's Euro

Pepsi Max, Walkers and Doritos are offering customers the chance to win match tickets or cash

prizes, with every Walkers Max, Doritos and Pepsi MAX purchase, in their 'Get Match Ready'

campaign.

Pepsi MAX did not score as ‘less healthy’, due to zero sugar content. However, Pepsi MAX
contains caffeine and several sweeteners and chemicals, none of which offer any nutritional
benefits. Similar to other promotions, all the Walkers and Doritos products included in this

campaign scored as ‘less healthy’.
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Fig. 11 'Get Match Ready’ with Walkers Max, Doritos and Pepsi Max promotion
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https://getmatchready.co.uk/

Limitations

There are a few limitations to this research.
Firstly, data was only collected at one point
during the year so only provides a cross-
sectional picture. Future research should repeat
this survey at various points across the year, to
understand how this type of marketing varies

depending on season and holidays.

Secondly, this research only aimed to uncover
the extent of on-pack promotions on food and
drink packaging, and did not collect consumer
feedback to understand public perceptions of
this type of marketing. Future studies should
conduct research to understand whether these
deals sway consumer’s purchases of food and

drink.

Lastly, human error may have contributed to

some missed offers during data collection.

For further research

9  Repeat this survey at various points across
the year (Christmas, Easter, Summer) to
understand annual fluctuations of this
marketing

1 Conduct research to understand public
perceptions of this type of marketing

1  Conduct research to understand whether
these  deals influence  consumer’s

purchases and consumption of less healthy

food and drink products

For the Government

I Prioritise implementing the planned junk
food marketing legislation on TV and
online; reducing the implementation delay
to 6 months at the most.

1 Consider how the above legislation may
result in displacement to other platforms of
marketing and advertising, including food
packaging

I Consult on whether marketing on food
and drink packaging should be regulated,
and scope out how packaging can be
used to positively influence consumer

purchases
For the food and retail industry

T Forfood companies, only place this type of
marketing on products that are defined as
‘healthy’ by the NPM

I For food companies, consider choosing
offers that encourage movement and
physical activity, for example tickets to an
indoor activities centre, rock climbing or
water sports such as kayaking, rowing and
swimming

9 For supermarkets, consider how marketing
techniques can be used to encourage
consumers to purchase healthier foods,

rather than less healthy options
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Conclusion

The use of on-pack promotions on food and
drink products is yet another marketing tactic
food manufacturers and retailers use to entice
consumers to buy less healthy food and drink
products. Compared to other forms of
marketing such as TV and online, this tactic is
perhaps less well known and considered and
thus less researched. This may not be an issue if
these promotions were used on healthier
products, this research however has
demonstrated that the majority were found on
less healthy food and drink, such as biscuits,
confectionary, crisps and sugary cereals. This is
of concern as we know that at a population
level, we are all consuming too much fat, sugar
and salt and promoting HFSS products through
the use of incentives and giveaways is creating
yet another cue to increase their purchase and

consumption.

Supermarkets have an opportunity to positively
influence the nation’s health, and should work
with  food retailers to ensure on-pack
promotions, as well as other forms of pervasive
food marketing are only used on healthier
products. Given the impact marketing of less
healthy food and drink has on the public, in
particular children and young people, the
Government should not delay the marketing
legislation against promotions of less healthy
food and drink any longer, and also recognise
the loophole in legislation when it comes to on-
pack promotions on food and drink packaging.
Additionally, appropriate measures to restrict
food manufactures running such promotions on

less healthy food and drink should be

introduced.
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