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Food Active is a healthy weight programme, supported by North West Directors of
Public Health. The programme was launched in 2013 and is delivered by Health
Equalities Group.

We work to address the social, environmental, economic and legislative factors that
influence people's lifestyle choices and behaviours. In doing this we take three
approaches:

* Influence policy to address unhealthy weight at a local and national level;

* Deliver interventions and campaigns to promote healthier weight, including a
balanced diet and physically active lifestyles, to populations who suffer the greatest
level of health inequalities;

* Undertake research and develop strategic partnerships to lobby and advocate on

issues pertaining to unhealthy weight and the impact of both the food and built
environment.
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Introduction: Price promotions on less healthy food and drink products have been
identified as a key contributor to the growing obesity epidemic, this piece of research has
been carried out to inform a response to the Department of Health and Social Care
consultation on the restriction of promotions on less healthy food and drink by price and
placement. Research has shown that price and placement promotions contribute to a large
proportion of our grocery shopping — with the majority pertaining to food and drink
categories that are typically less healthy and often high in fat, sugar and salt. In this survey we
aimed to take a sample of the population in the North West to find out more about the type of
food and drink recently purchased, what promotional technique was applied to the food and
drink, whether the purchase was made as a result of the promotion, and finally the level of
support for proposals made by the Government in the Childhood Obesity Plan, Chapter 2.

Methods: An online cross-sectional survey was developed, piloted and disseminated via
social media and contacts through local authorities in the North West of England to those
aged 16 and over from August to November 2018.

Results: The survey reached a total sample size of 379, of which 71%, (n=267) purchased a
food or drink item subject to promotion on their last visit to a supermarket. Participants
reported a total of 377 purchases, of which the most commonly reported food and drink
categories were [ 7.1%, n=63), chocolate and sweets confectionery (15.7%, n=58) and
yogurt (11.1%, n=41) and sugar-sweetened beverages (n=34, 9.2%). Discounted/half price
promotions dominated promotional activity across food and drink categories, but volume-
based promotions applied to 39% (n=16) of promotions on yogurts, 28% (n=18) on crisps
and 25% (n=15) on chocolate and sweet confectionery. Participants reported that the majority
of the promotions purchased were decided on the basis of the promotion available in store,
as an impulse buy (57.5%, n=216). This rose to 83.3% (n=5) of all purchases on puddings and
desserts, 77.5% (n=45) of all purchases on chocolate and sweet confectionery and 68.7%
(n=44) of all purchases of crisps were influenced by the price promotion. 50.3% (n=191) of
respondents supported a ban on price promotions on less healthy food and drink, of which
29.5% (n=112) stated they strongly agreed with the proposals. Almost half of all participants
(n=188, 49.6%) stated they strongly agreed with restricting promotions on less healthy food
and drink at prominent locations in store (i.e. checkout), with the number of participants
stating they either ‘agreed’ or ‘strongly agreed’ reaching 75.1% (n=285). Over two thirds
(64.3%, n=244) stated they either ‘agreed’ or ‘strongly agreed’ with restricting unlimited
refills of sugar-sweetened beverages.

Conclusions: Findings indicate less healthy food and drink categories dominate the types of
food and drink purchased on promotion in the North West. Purchases of these types of
products were also influenced more by the promotional activity when compared to healthier,
core-foods such as fruit, vegetables, fish products, meat products and rice and grains. The
sample from the North West also indicated moderate to strong support for the proposals
outlined in the Childhood Obesity Plan Chapter 2. This evidence should be used to inform
and support local responses in the North West to the Government’s ongoing consultation to
restrict promotions of products high in fat, sugar and salt by location and price.



Given the multiple significant implications on physical and mental health, childhood obesity
remains one of the biggest threats to public health in the 215t century . It is anticipated that
half of all children in the UK will be overweight or obese by 2020, some of the highest
estimates across Europe ° °. At a regional level, the North West of England experiences a
disproportionality higher prevalence of childhood obesity compared to the national average
—as many as 23.9% of children start primary school aged 4-5 overweight or obese in the
North West, rising to 35.2% by the time they leave, aged 10-117.

Overweight and obesity is a complex issue and is influenced by a wide range of biological,
genetic, individual, social and environmental factors, as illustrated in the Foresight report in
20068. 13 years on and several white papers and two childhood obesity strategies later, we
are failing to see any significant change in the prevalence of childhood obesity nationally. In
fact, surveillance data shows the obesity gap between and most and least deprived is
continuing to grow, further widening health inequalities that persist in our most vulnerable
communities .

There is growing pressure from the public health community for the Government to change
their vision on tackling obesity — moving away from behavioural interventions that simply
tackle a symptom of a wider issue and place the sole responsibility of one'’s health on the
individual, such as Change4life and 5-a-day. Instead, greater attention must be paid to the
social and environmental conditions that also influence lifestyle choices and behaviours that
can influence the development of overweight and obesity. For example, the marketing of high
fat, sugar and salt (hereafter HFSS) food and drink to children on television and through
sponsorship of grassroots sport and availability of HFSS food and drink in the retail
environment, when compared to healthier options.

Of course, everyone has a part to play in tackling obesity, including the individual. However,
how can policymakers expect the population to make healthier choices when the
environment they provide, at present, discourages this entirely?

Childhood Obesity Plan: Chapter 2

The Government's updated Childhood Obesity Plan published in June 2018 included a series
of bold and promising measures to improve several aspects of the food environment,
including a 9pm watershed on the advertising of foods high in fat, sugar and salt (HFSS),
banning unlimited refills on sugar-sweetened beverages (SSBs) and banning price promotions
on HFSS food and drink '°. This plan was a marked improvement from the initial strategy that
was published in 2016 "', which bar introducing a soft drinks industry levy (which had already
been announced earlier in the year) fell short of any effective action to tackle obesity. Of
particular interest to the public health community, industry and the general public is the
proposal that entails restricting price promotions on less healthy food and drink. This is owing
to the fact that this measure will undoubtedly affect every shopping basket in the country, as
research shows price promotions play an important part in determining what we put in our
shopping basket.



Price promotions on food and drink

Price promotions is a popular marketing technique in the retail industry, used to drive sales
through impulsive buys whilst in the retail environment. Price and perceived value are
important factors for consumers, acting as a key influencer of purchasing behaviours. So much
so, they account for over half of all food items sold in UK supermarkets — this equates to over
£50bn per year in consumer spending '? - more than any other country in Europe '°.

These promotions are defined by several techniques, of which the most common are
discounted/temporary reduction, multi-buy promotions, extra-free promotions and meal

deals '*: Examples of these types of promotions can be viewed below.

Half price/temporary price reductions

Multi-buy promotions

Extra free promotions Meal deal promotions

However, there is growing concern regarding the role of in-store promotions in poor dietary

habits and the consequent obesity epidemic, following a number of studies indicating that

promotions are often equal to or greater than the number of promotions available on healthier

food options. Some of these key studies are as follows:

* Analysis of UK households found that 60% related to healthier categories and the
remaining 40% ‘less healthy’ products (as defined by the Nutrient Profiling Model) .

* Alongitudal study found a promotional bias towards unhealthy foods — particularly sugary
food items (such as soft drinks and sweets), fatty and sugary items (dairy and frozen foods)

and salty and fatty items (snacks) 1.


https://gsttfoundation.canto.global/v/childrenshealth/library?keyword=advertising&viewIndex=2&display=fitView&from=fitView&filter=&column=image&id=e2i8l7vk9l0b3ckp6gtvv7ba17
https://gsttfoundation.canto.global/v/childrenshealth/library?keyword=advertising&viewIndex=2&display=fitView&from=fitView&filter=&column=image&id=3udjk6da054pt5v4elr4fanu73
https://gsttfoundation.canto.global/v/childrenshealth/library?keyword=advertising&viewIndex=2&display=fitView&from=fitView&filter=&column=image&id=vvrfak74hl53b1puag3npfrm7b

*  Data from Which? found that 53% of all promotions involved less healthy foods, typically
high in fat, sugar and salt — compared to 4/% of healthier products. The research also
found that 52% of confectionery was on offer compared to just one third of fresh fruit and
vegetables .

* An analysis by Kantar commissioned by Public Health England showed that 40% of food
and drinks purchased in the UK for home consumption are bought on promotion - the
highest level in Europe. The analysis found that higher sugar food and drinks (particularly
discretionary products such as carbonated drinks, biscuits, cakes etc) are more likely to
be promoted. The review estimates that 8.7% of the sugar brought into the home is a
direct result of the extra food and drink bought on promotion €.

The current evidence indicates that price promotions on food and drink are a) often skewed
towards less healthy foods, compared to healthier options and b) contribute to a significant
proportion of our purchases. This may be having negative implications on the current dietary
status of the UK population — which is failing to meet recommendations such as 5-a-day,
dietary fibre and iron, yet exceeding reference intakes for energy (kcal), free sugars and
saturated fat '°.

We believe the promotion of food and drink must be consistent with public health guidance.
Otherwise, it creates an unjust, confusing and impossible situation for consumers who may be
trying to make healthier choices, yet are faced by conflicting factors, such as price and value.
This may be particularly prevalent amongst lower income households, who are already at a

greater risk of experiencing health inequalities 2°.

The aim of this research was to understand what types of food and drink promotions people
in the North West purchase, the type of promotion (e.g. buy one get one free) and whether
the respondents support the Government’s proposals on price promotions on unhealthy
food and drink.

We wanted to find out the following:

*  What type of food and drink category people purchase through price promotions and
understand the proportion of healthy to less healthy promotions recorded;

*  What type of promotional activity was applied to these products;

* Understand whether the purchase was made directly as a result of the promotion;

*  Gauge public support for the proposals outlined in the Department for Health and Social
Care’s to tackle promotions on unhealthy food and drink, including price, place and
unlimited refills of sugar-sweetened drinks.

An online survey was developed over a series of months and subject to piloting with 15
participants, including feedback on the layout, ease of completion and breadth of questions.
The participant criteria were set as anyone over the age of 16 years old living in the North West
of England, including Merseyside, Cheshire, Greater Manchester, Lancashire and Cumbria.
The survey was based in the North West owing to the footprint in which Food Active currently

operates.



The survey took a cross-sectional approach and asked consumers to report purchasing
behaviour on their last visit to a supermarket or food retailer. Participants were permitted to
report as many purchases as they wanted. The definition of price promotions was clearly
stated at the start of the survey. The survey was disseminated via snowball sampling
techniques, predominantly through social media networks.

Food and drink categories purchased through promotion were grouped into the categories
outlined in Public Heath England’s sugar reduction report. No further nutritional analysis
could take place as not all data on brand, variety and portion size was entered by participants.

Categories for promotion '

*  Volume based promotions, such as multibuy offers (4 for £3)

*  Mealdeals

« Temporary price reductions, such as discounted price/half price
*  Extra-free promotions

The total sample size for this survey was 379 respondents. 78.6% (n=269) were female and
the remaining 21.4% (n=75) were male. The majority of participants were parents (52%,
n=196). The age range of participants was varied, with the top three most frequent age
groups being 35-44 (25.5%, n=96), 25-34 (23.1%, n=87) and 45-54 (21.4%, n=84).

One third of participants (n=125) had an undergraduate degree as their highest level of
qualification, 27.8% (n=104) had achieved A-levels and 25.4% (n=90) held a master’s
degree. 91.2% (n=340) identified themselves as White British, with the remaining 8.8%
(n=38) composed of Asian, Black or Mixed Race. Reported household income was varied,
with the most frequent bracket being reported as £20,000-£29,000 (17.9%, n=67).

In terms of geographical spread, this was largely varied from across the local authorities in the
North West. The top five most represented local authorities included:

e Tameside (18.1%, n=606)

*  Manchester (14.8%, n=54)

e lancashire (14.5%, n=53)

* Liverpool (10.4%, n=38)

*  Cumbria (9%, n=33)

The majority of participants (71%, n=267) purchased a food and/or drink item subject to
promotional activity on their last visit to a supermarket. Just 17% of participants reported
not purchasing a food and/or drink item subject to a promotion, and the remaining 12%
reported ‘maybe/can’t remember’.



Of those who stated they had purchased food and drink on promotion on their last visit to a
supermarket, a total of 37/ promotions were reported. Table 1 below displays the food and
drink categories reported by participants, the number of cases reported and the percentage
of the total sample of items purchased on promotions recorded. Both Table 1 and Figure 1
demonstrate that crisps, chocolate confectionery and yogurts were the top three most
common food and drink categories to be purchased on promotion.

Chocolate and sweets, crisps and sugar sweetened soft drinks combined made up 42.9%
(n=155) of the total number of products recorded in the sample. Meat products were also a
frequently reported food and drink promotion by participants, representing 7.6% (n=34) of
the total number of promotions reported. When comparing the frequency of less healthy
food and drink categories to healthier categories, there were 2.8x more promotions
purchased on crisps than compared to fresh, frozen or tinned fruit and vegetables. 8.5x more
promotions were purchased on sugar-sweetened soft drinks compared to bottled water.
There is a clear promotional bias towards food and drink categories associated with a less
healthy nutrient profile, compared to those with a healthier profile.

Table 1: Number of food and drink categories on promotion reported and percentage of the total
sample

Numberof @ Proportion of total number of

promotions promotions recorded
Food and drink category reported (n=377)
Crisps 63 17.1%
Chocolate and sweet confectionery 58 15.7%
Yogurt 41 11.1%
Sugar sweetened soft drinks 34 9.2%
Meat products 28 7.6%
Fresh, frozen or tinned fruit and 22 5.9%
vegetables
Biscuits 15 4.0%
Breakfast cereal and products 11 2.9%
Miccelaneous 11 2.9%
Cakes and morning goods 9 2.4%
Tea and coffee 9 2.4%
Fruit juices and smoothies 8 2.1%
Diet/zero sugar drinks 7 1.9%
Fish products 7 1.9%
Unspecified 7 1.9%
Cheese 6 1.6%
Dairy free milk alternatives 6 1.6%
Alcoholic beverages 5 1.3%
Pudding and desserts 4 1.1%
Water 4 1.1%
Milk 3 0.8%
Pizza 3 0.8%
Bread 2 0.5%
Pasta, rice and pulses 2 0.5%
Preserves 2 0.5%
Butter and margarine ] 0.2%



Figure 1: Number of food and drink categories on promotion reported and percentage of total
sample
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Figure 2 illustrates that discounted/half price deals dominated the majority of the price
promotions reported by participants, most frequently reported in 19 out of 26 food and drink
categories.

However, Table 2 (Appendix 1) demonstrates that multibuy offers represented a large
proportion of the promotions available on meat products (54%, n=54), fruit and vegetables
(45%, n=9) and fish products (71%, n=5). These offers were relatively common promotional
technique on yogurts (39%, n=16), crisps (28%, n=18), chocolate and sweet confectionery
(25%, n=25).

Extra free/extra for the same price promotions contributed to a small proportion of
promotions across several categories, such as crisps (n=6, 9.5%) and cheese (n=2, 50%).
Meal deal promotions were only found on crisps, water and sugar sweetened soft drinks.



Figure 2: Number of promotional techniques applied to food and drink category
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The majority of reported promotions purchased by participants were decided on the basis of
the promotion available in store, as an impulse (57.5%, n=216). Over one third (36.1%,
n=135) of participants reported they had planned on buying the food and drink item before
entering the store, 5.3% (n=20) stated they decided in store, but not as a result of the
promotion being available and finally just 0.8% (n=3) stated they couldn’t remember.

Figure 3 illustrates the reasons for purchasing each food and drink promotion reported by
participants, with Table 2 (Appendix 2) providing the proportion of each reason of the total
number of promotions for each food and drink category. 83.3% (n=5) of all purchases on
puddings and deserts, 77.5% (n=45) of all purchases on chocolate and sweet confectionery
and 68.7% (n=44) of all purchases of crisps were influenced by the price promotion. These
are the top three categories purchased as a result of the promotion, compared to fruit and
vegetables (54.2%), meat products (44.8%) and fish products (28.2%).



Just 10.3% (n=6) of purchases on chocolate and sweet confectionery were planned before
entering the store, the smallest percentage across all food and drink categories. Reasons
behind purchasing sugar sweetened beverages on promotion was largely split between ‘as a
result of the promotion” and a ‘planned purchase’.

Figure 3: Reasons for purchasing food and drink category on promotion
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Restricting price promotions on less healthy food and drink

Figure 4 illustrates the level of support from respondents with regards to restricting price
promotions on less healthy food and drink. 50.3% (n=191) of respondents supported the
measure, of which 29.5% (n=112) stated they strongly agreed with the proposals. 15% (n=57)
of respondents were undecided and would could neither agree nor disagree with the
proposals. Finally, there was a notable number of participants who didn’t agree with the
proposals, 34.5% (n=131) said they did not agree with restricting price promotions on less
healthy food and drink, of which 15.5% (n=59) reported they strongly disagreed.




Figure 4: Support for restricting price promotions of less healthy food and drink
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Restricting less healthy food and drink at prominent locations in store

Figure 5 demonstrates there was a strong level of support for policy measures to restrict the
placement of less healthy food and drink at prominent locations in store from participants.
Almost half of all participants (n=188, 49.6%) stated they strongly agreed with the proposal,
with the number of participants stating that they either ‘agreed’ or ‘strongly agreed’ reaching
75.1% (n=285). Just 15.8% (n=60) of participants either disagreed or strongly disagreed with
the proposals, and the remaining 8.4% (n=32) were indifferent.

Figure 5: Support for restricting promotions of less healthy food and drink by place
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Restricting unlimited refills of sugar sweetened drinks in the out-of-home sector

Figure 6 illustrates that participants would support proposals to restrict unlimited refills of
sugar-sweetened beverages, with over two thirds (64.3%, n=244) stating they either ‘agreed’
or ‘strongly agreed’, of which 45.1% (n=171) chose the latter. One quarter of participants
(25.2%, n=96) stated they either disagreed or strongly disagreed with the measure, and just
10.2% (n=39) stated they were indifferent. See Appendix 4 for a selection of participants
further qualitative comments and thoughts on price promotions restrictions.




Figure 6: Support for restricting price promotions of less healthy food and drink

Strongly disagree || NN n-46, 12.1%
Disagree || -50, 13.1%

Neither agree or disagree || NI =39, 10.2%

Level of support

Agree NN =73, 19.2%

strongly agree | n=171, 45.1%

0 50 100 150 200
Number of responses

Food and drink categories associated with a less healthy nutrient profile (for example, high in
fat, sugar and/or salt) dominated the types of food and drink purchased on promotion by our
sample of participants. This finding is consistent with the Economic Research Council and
Social Research Council, whereby there is a promotional bias towards less healthy food and
drink categories (sugar sweetened drinks, chocolate, sweets and crisps) compared to
healthier categories, such as fruit and vegetables, fish, pasta, rice and pulses etc.

It is of concern that the two most popular food and drink categories purchased on promotion
in this survey was crisps and chocolate and sweet confectionery. These are typically ‘snack’
foods that are consumed in between meals, which is concerning given the high calorific value
associated with these types of products. ‘Snack’ foods were also more frequently purchased
on promotion when compared to foods purchased for meals or ingredients to make a main
meal (i.e. meat, fish, pasta, rice and pulses). Frequent consumption of high calorie snack
foods has been shown to increase calorie intake 3, which in turn may result in gradual weight
gain over time.

Crisps experience a large variation in nutrient composition, but many products are typically
high in total fat, saturated fat and salt and have become a staple in the diet of the UK
population. As such, crisps are part of both the salt reduction programme 22 and calorie
reduction programme, challenging industry to reduce the calorie content by 20% by 2024 23.

Chocolate and sweet confectionery have also been included in Public Health England’s Sugar
Reduction Programme, challenging industry to reduce the sugar content of food and drink
most popular with children and young people by 20% by 2020. One year follow up results
published in 2018 indicated limited progress across the board, with the sugar content of
chocolate confectionery remaining the same and sweet confectionery experiencing a 1%
reduction per 100g — falling short of the one year 5% target 24.



Sugar-sweetened soft drinks dominated the types of drinks on promotion that participants
purchased. This is a concern, given that many drinks contain large amounts of free sugars,
which is associated with weight gain and poor oral health. Drinks more in line with public
health guidance on the other hand, such as water, diet/zero sugar drinks and fruit juice and
smoothies (when consumed in 150ml portion) were infrequently reported to be purchased on
promotion. Whilst many soft drinks have reformulated to contain less sugar as a result of the
Soft Drinks Industry Levy (SDIL) in April 2018, there are many popular brands that still contain
enough sugar to exceed an adult’s reference intake of free sugars in one serving.

Yogurts were a popular food and drink category to be purchased on promotion by the
sample. Yogurts are recommended as a healthy and nutritious food in public health
guidance, that should be regularly consumed, particularly in children and young people
whose reference intakes are heightened during periods of growth (owing to the high calcium
content). However, there have been several studies have indicated flavoured yogurts available
in the supermarkets contain large amounts of free sugars — some with more sugar per 100g
than Coca-Cola classic 2> 26, Furthermore, Public Health England have challenged industry to
reduce the sugar content of yogurts by 20% by 2020, in their Sugar Reduction Programme 24,
Whilst this survey cannot delineate whether the yogurts were plain or flavoured, it is important
to note the evidence that suggests many popular yogurts in the supermarket are high in free
sugars — particularly those marketed to children.

Chocolate and sweet confectionery, sugar-sweetened beverages and yogurts were in the top
five most frequent food category purchased through promotions. This is concern given that
across the life course, particularly children, are consuming far more free sugars than
recommended by public health guidance. Hence, tackling the number of promotions on
these types of products could have a positive reduction on the amount of free sugars
consumed by the population.

There are particular concerns around volume-based promotions, such as multibuy or ‘extra
free’ promotions, given that they are likely to have the greatest appeal as they typically offer
the greatest discount. In addition, the greater the volume of food purchased, the greater the
likelihood the food will be consumed, specifically food and/or drink items that are
considered desirable (associated with a treat) or convenient 2/. As such, the DHSC's
consultation has only focused on volume-based promotions for any proposed legislation to

apply to.

These findings indicate that temporary reduced-price promotions, such as half price or ‘just
£1', dominated the promotions across food and drink categories which is consistent with
other studies 28. This begs the question whether any legislation excluding these promotions
would have any positive impact on public health. However, volume-based promotions did
account for just under one third of promotions on chocolate and sweet confectionery. This is
of concern given the high proportion of free sugars, and total and saturated fat contained
within these products. The multibuy promotions available on these products may result in
consumers purchasing and consuming more of the products than they otherwise would
have, had there not been a promotion.



Findings show that food and drink categories such as chocolate and sweet confectionery
and crisps are largely an impulse purchase, with consumers only deciding to purchase in
store as a result of the promotion. Very few participants reported that they had planned on
purchasing the product. This was a stark comparison to healthier, core-foods such as fruit
and vegetables, meat and fish products that were typically planned before entering the
store. This indicates that promotions, particularly on less healthy food and drink categories,
appeal to consumers and have a strong influence on purchasing habits.

Participants demonstrated very strong support for measures to restrict unlimited refills and
less healthy food and drink placed at prominent areas of retail i.e. checkout and end of
aisles. The majority of participants indicated support for restrictions on price promotions on
less healthy food and drink, however more people disagreed with the proposals compared
to the other two proposals put forward in the consultation. Participants may have resonated
with this proposal to a greater extent as this would undoubtedly impact of their grocery
shopping —and for some, may mean that they would no longer be able to afford these foods
should they no longer be subject to promotions.

It is important to consider poverty and food insecurity issues around altering the price of
food, which may affect public support for restrictions to price promotions. Furthermore, it is
important to note this survey was administered before the full details of the Government’s
consultation were released, which is only concerned with restricting volume-based
promotions. Therefore, in this survey we were unspecific with the type of promotion that
would be restricted and generalised to all promotions. This therefore indicates that the
majority would be supportive of restrictions to all types of promotions.

Across the board, the North West has indicated moderate to strong support for measures to
tackle aspects of the food environment that encourage overconsumption of food and drink
categories typically high in fat, sugar and salt. Given that the majority in this survey did
purchase a less healthy food or drink item on promotion, it suggests that even those who do
purchase these promotions would also be supportive of proposals that would reduce their
ability to do so in the future. There are no other studies that have specifically asked regional
population group’s views on the consultation, however these findings do echo previous
national, larger scale studies that indicate support for policy measures that tackle areas that
make less healthy food and drink more accessible, supporting those that help make healthier
choices easier.

* Cross-sectional survey, providing only a snapshot into participants last visit to a
supermarket or food retailer.

* The sample is not representative, and therefore cannot be assumed as representative of
the regional population of the North West.




* Relied on self-reporting data collection methods. This arises issues around mis-reporting
through relying on memory to recall pieces of information and concealing purchases that
associated with less healthy food and drink.

* A nutrient assessment model was not applied to each food and drink reported, therefore
accurate nutritive data on each of the food and drink categories reported could not be
determined.

This was a small-scale regional survey to understand more about the type of promotions
purchased on food and drink in the North West. Findings suggest that a large proportion of
the North West population purchase food and drink on price promotion, of which the
majority are food and drink categories associated with a poor nutrient profile. In addition,
many of these less healthy food and drink on promotion purchased are typically impulse buys
and decisions to buy the product are ultimately swayed by the promotion.

The Government published the consultation on restricting promotions of products high in fat,
sugar and salt by location and price in January 2019. The questions on price promotions
specifically refer to volume-based promotions, which we know from this survey are commonly
found on food and drink categories that are associated with high in fat, sugar and salt
products. However, the findings from this survey indicate that temporary price reductions
contribute to the majority of promotional activity on less healthy food and drink categories in
this sample. Exclusions of the consultation should be carefully considered to ensure that any
proposed legislation has the best possible chance of making a positive impact on public
health.

The findings suggest this group in the North West would be supportive in measures to tackle
promotions on less healthy food and drink categories and should be considered to inform
and support local responses to the consultation, which is due to close in April 2019 following
a 12-week consultation period.

Policy Recommendations

* As a starting point, introduce a mandatory ban on volume-based promotions on food
and drink HFSS, strategic placement of HFSS and unlimited refills of sugary drinks and
evaluate how this has an impact on consumer’s diets and purchasing habits.

* Consider and evaluate whether restrictions should be extended to temporary price
reductions in the Childhood Obesity Plan Chapter 3, given their contribution to a
significant number of promotional activity across less healthy food and drink categories.

* Efforts should also be made to explore options on how to rebalance the number of
promotions away from less healthy towards healthier, which means more households will
be able to achieve a healthier diet that is in line with current Government guidelines.

*  Ensure that restrictions on the availability and promotions of less healthy food and drink in
the retail environment is bolstered by restrictions on the advertising of less healthy food
and drink on broadcast and non-broadcast media
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Appendices

Appendix 1: Number of promotional techniques applied to food and drink categories on promotic

Multibuy |Discounted | Extrafree/ Meal deal
offer price / half | Extrafor the
price same price
Alcoholic beverages 1 4 0 0
20% 80% - -
Biscuits 1 10 4 0
6.6% 66% 26% -
Bread 0 2 0 0
- 100% - -
Breakfast cereal and products 0 10 1 0
- 91% 9% N
Butter and margarine 0 1 0 0
- 100% - -
Cakes and morning goods 2 7 0 0
22% 88% - -
Cheese 1 1 2 0
25% 25% 50% -
Chocolate and sweet confectionery 15 40 3 0
25% 68% 5.1% -
Crisps 18 37 6 2
28% 58% 9.5% 3.1%
Dairy free milk alternatives 1 4 0 0
20% 80% - -
Fish products 5 2 0 0
71% 29% - -
Fresh, frozen or tinned fruit and vegetables 9 12 0 0
45% 55% - -
Fruit juices and smoothies 1 6 1 0
12.5% 75% 12.5% -
Meat products 15 10 3 0
54% 36% 10% -
Miscellaneous 4 3 2 0
44% 33% 22% -
Milk 1 2 0 0
33% 66% - -
Pasta, rice and pulses 0 1 1 0
- 50% 50% -
Pizza 2 1 0 0
66% 33% - -
Pudding and desserts 3 1 0 0
75% 25% - -
Sugar sweetened soft drinks 6 28 0 1
17% 80% - 3%
Preserves 0 1 0 0
- 100% - -
Tea and coffee 0 8 0 0
- 100% - -
Unspecified 2 0 0 5
28% - - 71%
Water 2 1 0 1
50% 25% - 25%
Yogurt 16 22 3 0
39% 53% 7.3% -
Diet/zero sugar drinks 5 2 0 0
71% 29% - -




Appendix 2: Reasons behind purchasing food and drink by category

Can't
remember
Alcoholic beverages 0
Biscuits 0
Bread 0
Breakfast cereal and products 0
Butter and margarine 0
Cakes and morning goods 1
11.1%
Cheese 0
Chocolate and sweet confectionery 0
Crisps 1
1.5%
Dairy free milk alternatives 0
Fish products 0
Fresh, frozen or tinned fruit and 0
vegetables
Fruit juices and smoothies 0
Meat products 0
Miscellaneous 0
Milk 0
Pasta, rice and pulses 0
Pizza 0
Pudding and desserts 0
Sugar sweetened soft drinks 0
Preserves 0
Tea and coffee 0
Unspecified 0
Water 0
Yogurt 1
2.5%
Diet/zero sugar drinks 0

Decided inside
thestore-asa
result of the

40%
11
68.7%
50%

66.6%

66.6%

66.6%
45

77.5%
44
68.7%
50%

28.5%
12

Decided inside
the store - not as
aresult of the

12.1%

4.6%

16.6%

14.2%
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o

Planned
before
entering the
store

60%
31.2%
50%

33.3%

100%

33.3%

10.3%
16
25%
33.3%

57.1%
10

45.4%
33.3%
15
51.7%
33.3%
66.6%
50%
100%
16.6%

16
47.1%

55.5%
62.5%
50%
22
55%

77.7%



Appendix 3: Further comments on price promotions on less healthy food and drink

There should be more healthy deals around

They are useful in situations were you so not have enough money to purchase items you need in bulk and if it is
something healthy, it will be encouraging for people who do not usually have said item to purchase it .

| feel it is a choice that you should have whether to eat healthy or unhealthy. | choose to eat healthy and try to cut
costs with the supermarket promotions on healthy food. | do sometimes buy unhealthy food as a treat but not
necessarily because of promotions, although | do feel that there should be more to help promote health eating. When
healthy food is more expensive, | can understand why people choose the unhealthy option.

People should use self control. | manage my own weight. Education is the answer.

Always skewed towards unhealthy food and drink. Why don't they offer healthier choices instead - makes it so hard to
resist as it's good value, placed in clever areas of the store and especially when you have had a bad day.

discounts and promotions need to be on Healthy and NOT unhealthy options to allow persons on lower incomes to eat
healthier - It is MORE EXPENSIVE to eat HEALTHILY and live HEALTHIER

Prices of children's activities/clubs/extra curricular etc. are too expensive for many Families

Prices of Family activities EG Swimming are much too expensive!!

Not only lower incomes, many average earners.

No wonder we have rising obesity in the UK

People need to be educated on making healthy choices rather than banning things for all. Promotions can be used to
our advantage, we generally don't have brand loyalty and shop around based on price. Unlimited refills are fine if it's
an occasional thing, moderation is key.

Personal choice should come into it, if people can not control there own intake, others should not be punished for
their weakness? Government should support subsidizing healthy foods and education.

There should be more promotions on healthy foods and less on the unhealthy foods.

if people want to buy it they will anyway despite Government interference

| think it should be the consumers choice to decide what they buy & not for this choice to be controlled by the
Government by making any products (whether considered to be healthy or unhealthy) more expensive to the
consumer 'just because they can'.

| feel education should be the main Government drive to encourage healthy eating & to educate people on how to
prepare healthy meals & enjoy cooking rather than take the easy way of buying convenience foods. Healthy eating is
not expensive if people are willing to shop around ie vegetables are very cheap in most supermarkets nowadays - | feel
it's mainly that people can't be bothered spending time or planning their meals & if they are honest to themselves - a
bit lazy!

| think the Government should be putting their efforts into working with food manufacturers to slowly wean people
away from buying unhealthy food ie sugar, fat or salt content - by improving their ingredients / recipes without people
not really noticing. Most food is fine in moderation!

| think better promotions on healthy food rather than targeting unhealthy food would be more appropriate in
encouraging healthy eating.

Supermarkets are very clever in the way they present the promotions at the end of the aisles. It is wrong as people will
pick up stuff they didn't want to buy, purely because its there and in your face.

very hard to resist a bargain even though it is junk food

The government shouldn't ban price promotions as its not fair to penalise people who eat sensibly and buy promotions
@s occasional treats. Having no promotions makes everything more expensive. | only buy the items on promotion as
otherwise they are too expensive and | wouldn't be able to afford them.

Surely it is down to the individual to understand what is unhealthy and make a personal judgement on that.
\Would it not be better to regulate volumes that can be taken rather than individual items like painkillers etc.
In Tesco, it is sometime difficult to work out the cheapest option due to promotions on differing pack sizes.
Why not get the Government to ban items say with over 10g of sugar per 100g

promotions can make a significant saving to the weekly shop is used wisely. Would much prefer if they reduced the
price of a single item rather than a multi-buy but understand that its to increase volumes.

Promotions are a useful tool for shops to entice customers in to buy other things as well as "unhealthy" snacks which
are only truly unhealthy when not enjoyed in moderation. Clearer labelling and the "traffic light coding system" will
encourage shoppers to make informed choice based on health AND promotion. Low income families should not be
excluded from ANY purchases and promotions should be encouraged on healthy alternatives.




there is a tendency for promotions to be on snacks and short shelf life goods.

It's the indiviuals responsibility to manage intake, my bmi is fine and I’'m not over weight!

Sometimes promotions are great for birthday parties (multipacks) or treats at the weekend (chocolate for example or
Christmas). | wouldn't blame supermarket promotions. | don't think people would raid the shelves for "buy one get one
free" on broccoli for example.

People falling victim to obesity perhaps don't seem to understand what treats are or that you can cook tasty food that
isn't pre- prepared or full of sugar and salt. Perhaps if more money went into food education, like, where it comes from,
how to get the best out of it and how to make delicious meals, people would be less likely to choose the unhealthy
options.

| happen to enjoy cooking from scratch and hardly ever do my family and | eat the kind of unhealthy food that is
promoted.

Cookery almost vanished from the curriculum. If | didn't know how to cook, | would probably choose the ready made
unhealthy stuff all of the time, every time, no matter if it was on promotion or not.

If these people have no understanding of how to eat well, that's no fault of the supermarket. They're just selling food.
These people struggling with obesity aren't simply "lazy", they're scared to try new things! They know that they should
exercise, they know that they should eat better but | bet they just don't know where to start. Banning promotions on
unhealthy food will just make a well-established habit a more expensive habit. They won't be priced out of a lifestyle that
they think is their only option.

| tend to not have sugary drinks at cafes and restaurants anyway. | like the meal deals being handy because that's what
I'm running in for (the next nearest place is a macdonalds that would be worse to eat and | don't like) | do like the offers 3
for 2 as | buy stuff that | wouldn't normally and stock up with them so | don't need to buy them till next time they're on
offer.

yes, there should be discounts on fresh meat, so parents aren't pushed into buying frozen products in bread crumbs and

unhealthy sauces because they are cheaper, so parents can make home cooked meals.

there should be price limits on fresh meats so parents don't have to go to different stores to save money, as this will just

encourage them to buy whats cheap (usually frozen meat in bread crumbs)

there should be discounts on fresh fruit, buying an apple can be dearer than buying a chocolate bar, so even as an adult |
would probably choose a chocolate bar.

Money is tight for all families and reducing promotions will add unessasary strain on finances. People will buy them
anyway and should also have the choice to do so without the government deciding for them because the prices are
higher it’s taking people’s freedom of choice away and not something anyone has the right to do.

| think the Govt should stop being a nanny state. If it wants to get at the obese, talk to them and educate them or limit
healthcare if they do not change.

Promotions can help families to save money. If they were applied more to healthier foods and drinks then families would
buy more of these products.

""banning supermarket promotions" is another way of saying "increase the cost", and | really don't need that!

Promotions, particularly 2 for 1, can often cost more than buying non-promotion

Have them on higher up shelves out of sight for children

It is worrying to see large numbers of school age kids and teenagers who spend their money on sweets, energy or fizzy
drinks on a way to school or instead of having their own healthy lunch box, they would go to local supermarkets where
they would not pick an apple or banana but most likely sweets, and special offers are just what they search for. This age
group is being an easy target.

Supermarkets should work with local suppliers/farmers and provide a healthier and affordable list of items. Far too many
times the healthier options are the most expensive. For those on a smaller budget, | can understand why they have no
option but to buy fatty/processed foods.

A lot of the time people go for promotions because it’s cheap and it’s more for your money. | would only support getting
rid of the promotions on unhealthy food and drink if they were going to increase the number of promotions on healthier
foods.

ut promotions on the healthy fresh produce
Last week | noticed that the alcohol promotions aisles are now spilling over into other unusual aisles, specifically at the
end of the pet food/products aisle. Alcohol promotions are spreading all over the supermarket now! This has negative
implications for people who actively avoid seeing alcohol for wellbeing and religious reasons as well as health. | have also
increasingly noticed that there are parts of the supermarket aisle that | don't go down because the entire fridge section
in the supermarket now soley dedicated to smoothies! The butter and marg section has drastically reduced in favour of
the smoothie display. Similarly, there are huge sections of fizz drinkies aisle dedicated to selling energy drinks. | guess
having a dedicated fizz drinks aisle says it all!
They could concentrate on promoting healthy options only.
I'd like to see government and supermarkets working together to promote healthy food in prominent places in the store
(end of aisle). Government should subsidise F&V in agriculture and commercial industry, and in turn industry should offer
lower prices and promotion of these like they currently do with unhealthy options (crisps, chocolate, fizzy drinks). Policy
on unhealthy promotion will also support (push) industry to do this.




People need to take responsibility for their own actions. Just because things are on offer doesn't mean you have to
buy them...you are not being forced.

Government should be focussing more on reducing the prices of fresh fruits and vegetables to make healthy foods
more accessible.

Should encourage promotions on healthy items only

increase promotions on healthy food / drink products

| would like to know why the likes of crisps and biscuits are 48 bags for a special price like £3 however, grapes are £3 a
punnet or other fruit / healthy food are excessive there are never any special offers on the healthier foods?

If they can regularly have price reductions on products then they are obviously being sold at highly inflated prices and
all products (especially healthy food) should be sold at a permanently reduced price to help peoples household
budgets. Fresh meat & fish especially are very expensive which forces families on a limited budget to buy cheaper
unhealthier foods.

| believe its up to the individual what they buy. If you ban multibuys /half price items you are penalising certain people
and its up to the parents to not give children too much sugary items. Supermarket prices will be higher and will deter
customers from entering stores without offers.

we should be providing better label info so we then are making the right choices.

Should be left up to the person, not the government, everyone is responsible for their own eating habits.
More education is needed, not a blanket ban.

It's a joke that we can't enjoy things anymore and now if you want to enjoy it everyone is using this 'healthy eating
initiative' as an excuse to get more money out of people. It's a nice surprise to see something you were already going
to buy on offer to save you some money - not all of us have issues in regulating our sugar/fat intake - some people just
need to work on themselves rather than getting caught up in what everyone else is doing. It really annoys me that
everything enjoyable is now becoming more expensive and 'obesity' and 'unhealthy' are being thrown around all the
time - money making scheme if you ask me - we can all decide for ourselves if we want to buy something on offer or
not.

Don't like the cynical mixing up of measures when giving unit price. Nor the short term increase in price to be able to
do a false sale later on. But, more on topic, really against deals that only apply if you buy more of a product.

| think these low cost items can give people something to eat who may otherwise go without/cannot afford. People
need education on how to cook from fresh and how to make meals and make informed decisions as well as reducing
price promotions. These often tend to be convenience food and are more practical so | can see the appeal as | would
rather eat convivence food e.g. chocolate bar/Crips whilst walking to work/meeting than peel an orange etc.

High in fat frozen foods are the cheapest so it's no wonder families with limited finance buy these - such as chicken
nuggets, frozen chips, etc. Better quality, healthier food should be promoted in supermarkets to encourage people to
buy them.

healthy foods should equally be promoted and discounts offered.

| believe it's down to the parents of children to police what they consume and to restrict bad eating and health habits.
However, | do also believe that there should be more offers on healthy foods, especially on Gluten Free, Dairy Free
and other allergen free products as these products can be expensive and people who are allergic have restricted diets
and can only consume certain foods and drinks.

Offers should be available and people should be able to exercise their own judgement.

Supermarket promotions should be available as a matter of consumer choice

It would be good to stop the selling of Easter Eggs and 'Christmas chocolate' months before the actual events. It is
unneccesary!

Price promotions are only one aspect of why people become overweight and/or unfit. Healthier foods need to be
discounted so that people on lower incomes can afford them more. Whole aisles of crisps and chocolate etcetera in
shops aren't helpful when wanting to eat healthily. The focus on exercise and self control by the state are 'red-
herrings' when food and drink manufacturers are the problem as the more they sell the bigger their profits. There
should be more constraints on producing really unhealthy food without making consumers more responsible for their
health or the damage that food production and plastic packaging does to the environment. The 'sugar lobby' has a lot
to answer for in terms of increasing levels of obesity for example. Restaurants sell unhealthy food as well as shops.

promotiosn ok if balanced across a range of foods - healthy and unhealthy
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