
PRICE AND PROMOTION

With evidence that using cartoon characters to promote foods

leads to children requesting the (often not particularly healthy)

product in question (3), Sainsbury’s flipped this marketing
technique on its head, using family friendly price
promotions to boost healthier food purchases. Sainsbury’s

offered Disney branded collectable cards when families bought

healthier foods on price promotion, with those stores running

the offer selling a weekly average of 387% more packs of
fruit as a result (4).

Tesco price promoted fresh fruit and veg as part of a scheme

called Fresh 3, leading to sales of fresh fruit and veg
increasing by 13% during the six month trial period in 2019.

Every two weeks, three different packs of fruit or vegetables

could be purchased on special offer, with Tesco also offering

further promotions on in-season fruit that might otherwise have

gone to waste (4).
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Reviewing the evidence: what can retailers do to increase

sales of fruit and veg?

WHAT WE DID

We summarised insights from
individual studies in the
academic and grey literature.
We excluded any studies
looking at hypothetical
consumer behaviour, limiting
our search to studies carried
out in retail settings. The body
of recent evidence for the UK
is small, and so where
relevant, we have also
included findings from other
high-income countries with
similar demographics.

WHY?

Just 33% of adults and 12%
of 11-18 year olds in the UK
are currently getting their 5-a-
day (1). Yet 66% of people
are thinking about, or already
changing their diets to be
more sustainable and
healthier, and they want help
from industry to do this (2).



The SHELf trial in Australia found that women who received a 20% discount on all fruit and
veg when bought from one particular supermarket chain, purchased 35% more fruit and veg
than they usually did as a result. Those in the price reduction arm of the trial bought more fruit

and veg than those receiving only educational information and recipes promoting fruit and veg (5).

Sales of fruit and veg increased by 15% in one grocery store in Warwick during a 40 week

trial after they were moved from the back of the store, furthest away from the entrance, to the aisle

closest to the entrance (6).

Swapping out less healthy foods for more nutritious alternatives doesn’t mean that people simply

buy less food. When Tesco swapped end of aisle Easter confectionary displays for healthier items

such as nuts and pulses in a Lambeth & Southwark trial, sales of Easter confectionary dropped by

24%, but overall sales only dropped by -0.6%, suggesting that most people simply swapped one

for the other (4).

PLACE AND SPACE

 Promotion and marketing
Visibility matters. When posters were placed in display spaces for vegetables and at all checkout counters
for 60 days, one Japanese supermarket chain saw an 18.7% increase in sales across all vegetable
categories compared to a control store (7).

In the USA, an experiential Healthy Kids campaign used a point-of-purchase kiosk featuring fruits,
vegetables, and healthy snacks as well as a sampling pod comprised of food items from the kiosk to
promote healthier foods to families. The intervention led to an increase in sales for a quarter of the items
featured, with sales of vegetables benefitting most from the intervention. 58% of families said it had
encouraged them to buy something new for their children (8).



Combining a 20% price reduction on fruit and veg with increasing shelf space in high traffic
areas led to a 15% increase in sales of fruit and veg (with a 22% increase for fresh veg) in a

large Danish discounter. Notably, the space intervention on its own did not have the same impact

on sales (9).

Similarly, a Department of Health and Change4Life trial back in 2010 found that convenience

stores offering a package of interventions designed to better promote fruit and veg in deprived

areas (including rebranding chiller cabinets, introducing new stands for impulse purchases of fruit

and veg, boosting available shelf space, and comprehensive marketing plans) led to an average

sales increase of 143% (10).

THE MORE THE MERRIER?

 What may be less effective?
A recent trial by Tesco in 16 Express stores found that using ‘social norming’
to incentivise fruit and veg purchases had no significant impact on sales.
The trial placed messages on the shelves of chosen items, emphasizing how
many people typically buy these foods, to try and influence shoppers by
making them more aware of other people’s behaviour (4).

Meal bundling: a large supermarket in America found that bundling
ingredients together that could be used to make low-cost healthful meals had
little impact on sales of promoted items (11). Interestingly, this finding differs
from online choice experiments, where evidence suggests that displaying and
promoting bundles of healthy food is popular with consumers and may
increase purchases of fruit and veg (2,12).



Access to healthier food matters. Several systematic reviews have found that community intake

of fruit and veg is positively affected by proximity to food retailers (13–16).

Most studies find that targeted store interventions, regardless of type, are for the most part
effective in increasing purchases of healthier foods. However, more studies look at

information and marketing interventions than do price promotions and discounts (17).

There is little published evidence from UK retail settings on the outcome of interventions

specifically targeting sales of fruit and veg. This is an area ripe for innovative pilots and trials,
that could be included as part of Peas Please pledges.

Some closing thoughts and the road ahead
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