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1. https://bmjopen.bmj.com/content/10/8/e037554

Obesity is one of the biggest health problems this
country faces. Just 1% of the UK population currently
meets government healthy eating guidance.’

With our diets having such a huge impact on

our health and our planet, now is the time for
government, industry and consumers to take
collective action. The most impactful way to make
a difference, is to change what we eat and drink.

Large-scale consumer behaviour change is not
easy; people rarely do what they say they will, and
they certainly don't ‘do what they are told to do'.

To find out what truly drives long-term behaviour
change, IGD has joined forces with leading retailers,
manufacturers and researchers at the University of
Leeds, to put theory into practice through a series of
real-life behaviour change trials, reaching millions
of consumers.

Making healthy, sustainable diets easy and

This report explores our initial findings, specifically
what consumers say and what they do when we
make fruit and vegetables more accessible at the
point of sale. Already, we see a positive impact from
nudge tactics, pricing and product placement; and
in 2022, we will share outcomes from further trials
that are underway with several UK retailers.

This is a hugely exciting project, demonstrating
the genuine opportunity our industry has to make
healthy and sustainable diets easier and more
accessible for everyone.

Please use this report to drive a change in
approach in your organisation and work with us as
we trial real-life solutions to inspire others across
our industry.

Susan Barratt, CEO, IGD


https://bmjopen.bmj.com/content/10/8/e037554
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Executive Summary

Driving change

How we produce and consume food in the UK
negatively impacts our own health and that of the
planet'. Less than 1% of the UK population meet
the Government's Eatwell Guide, but evidence
shows that we would live longer and more
sustainably if we did?.

With increasing interest from consumers and
policy makers, we have an opportunity to
collectively make healthy, sustainable diets easier
and more accessible for all.

The five levers

Understanding
consumers

IGD conducted three years of consumer research
with behaviour change experts to understand
the appetite for healthy, sustainable diets, and
identified five levers that can drive behaviour
change (see graphic below).

Together with our industry working group and
the University of Leeds, we're turning theory into
action by trialing these levers in real-life settings
with millions of consumers.

Incentivisation

1. https://www.gov.uk/government/publications/health-matters-obesity-and-the-food-environment/health-matters-obesity-and-the-food-environment--2,

2. EAT Lancet (2019)

Initial findings and
future trials

Our first trial shows that applying three
behavioural levers impacts sales of many fruits
and vegetables, and increases the range of
products in a basket.

However, the trial only delivered strong short-
term results and so more testing is needed to
understand how to create a sustained change.

IGD has further trials in progress with five major
retailers in the UK. In 2022, we will make practical
recommendations for industry to drive long-
lasting dietary change.


https://www.igd.com/social-impact/health/shifting-consumer-behaviour
https://www.gov.uk/government/publications/health-matters-obesity-and-the-food-environment/health-matters-obesity-and-the-food-environment--2
https://www.gov.uk/government/publications/health-matters-obesity-and-the-food-environment/health-matters-obesity-and-the-food-environment--2
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What we eat and drink is impacting Health challenges

Current diets are fueling obesity, type 2

Our heqlth and the planet1 diabetes, heart disease, and some cancers'.

Two thirds of UK adults are above a healthy
weight? and childhood obesity has doubled in

UK Government guidance, the Eatwell Guide, sets a good 20 vaqrs?
years®.

direction of travel for how our diets can be better for our health
and the planet

Obesity disproportionately affects children
living in deprived areas and some ethnic
minority groups”.

Benefits of following

packaged foods Use the Eatwell Guide to help you get a balance of healthier and more sustainable food.
It shows how much of what you eat overall should come from each food group.

Each serving (150g) contains
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Typical values sold) per 100g: 697kJ/ 167k«

Environmental challenges

31% GHG emissions Up to one third of carbon emissions and 70% of
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freshwater use is for agriculture.
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54% land use Meat and dairy make up a third of the calories
we eat, yet 85% of UK farmland is used for

17% water use feeding and rearing livestock®.
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179m years of healthy life

1. BDA (2020 update), One Blue Dot 2. NHS Digital (2020) Statistics on Obesity, Physical Activity and Diet, England, 2020 3. Dame Sally Davies (2019) Time to Solve Childhood Obesity. An Independent Report by
the Chief Medical Officer 4. EAT Lancet (2019) 5. National Food Strategy (2021) 6. The Carbon Trust (2016) The Eatwell Guide: Modelling the Health Implications of Incorporating New Sugar and Fibre Guidelines



https://www.bda.uk.com/resource/one-blue-dot.html
https://digital.nhs.uk/data-and-information/publications/statistical/statistics-on-obesity-physical-activity-and-diet/england-2020/part-3-adult-obesity-copy
https://www.gov.uk/government/publications/time-to-solve-childhood-obesity-cmo-special-report
https://www.gov.uk/government/publications/time-to-solve-childhood-obesity-cmo-special-report
https://eatforum.org/eat-lancet-commission/
https://www.nationalfoodstrategy.org/
https://journals.plos.org/plosone/article?id=10.1371/journal.pone.0167859
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Shoppers increasingly want help to eat healthy,

sustainable diets

There is a significant Appetite for Change.

58% of shoppers are willing to change their eating
habits to be healthier and more sustainable.

This is consistent over three years.

Appetite for Change — July 2021. 1500+ UK nat rep consumers. Appetite for Change 2020.

Over half of people told us they ate fruit

and vegetables more often during lockdown,
highlighting an opportunity to continue
healthy habits.

Cost is the main barrier to change.

37% perceive healthy, sustainable eating to be
more expensive.


https://www.igd.com/social-impact/health/shifting-consumer-behaviour/our-consumer-research
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The opportunity

Taking action on health and
sustainability builds trust and
brand reputation. It has also been
shown to drive sales.

4 Sales of meat-free products increased 40%
between 2014 and 2019’

4 Sainsbury’'s achieved a 387% rise in sales of fruit
by partnering with Disney?

4 Tesco found two thirds of shoppers purchased
more fruit and veg when offered free fruit in store’

4 Pret-A-Manger show that plant-based is ‘not
just for veggies' as 80% of their products are
vegetarian or vegan*

8 1. Mintel UK Meat-Free Foods Market Report 2019 2. Sainsbury’s uses pester power for good; 3. Tesco increases shopper loyalty; 4. Pret 2019 ESG report, 2020



https://store.mintel.com/uk-meat-free-foods-market-report?_ga=2.138420912.266848443.1612263804-1712789002.1596532125
https://www.igd.com/charitable-impact/healthy-eating/content-library/article/t/how-sainsburys-increased-sales-by-using-pester-power-for-good/i/27725
https://www.igd.com/charitable-impact/healthy-eating/content-library/article/t/tesco-increases-shopper-loyalty-by-helping-kids-to-eat-more-fruit-veg/i/27722
https://downloads.ctfassets.net/4zu8gvmtwqss/1TDKFkJkWYtv7bUseurNw7/51deb8b7b34af4de52660ba7fce37757/Pret_A_Manger_2019_ESG_Report.pdf

Working with
industry to
drive positive
change
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“"We know that many shoppers

IGD has established an industry project want to enjoy @ healthier and

more sustainable diet, and

g I'Ou p tO d rive Chq ng e retailers can play a key role in

helping them to do so.

This collaboration brings together

We will collaboratively identify and test strategies to help shift .
. . . experts from across the industry
consumers towards affordable, healthier and more sustainable diets. to find the most effective ways

to help customers make more
informed choices.”

Joanne Lunn, Health Manager,
Waitrose
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Together we're turning theory into action

Together with many leading retailers and

e,
.

manufacturers we're putting theory into practice. ﬁ

O

Our research partners — The University of Leeds - UNIVERSITY OF LEEDS

measure the impact of trials on shopper baskets, in
- a

the short and long-term.

With five trials already underway across the nation,
we're already reaching millions of people, across
different demographics.

With learnings from these and future trials, we
will recommend how industry can effectively
shift consumer behaviour towards healthy and
sustainable diets.

N



Findings
from our
first trial
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Our first trial

Hypothesis: reducing the price of fruit and vegetables to 60p in stores
across the country, for four weeks, should increase the portions* and

variety of products purchased

"Many customers buy within a narrow range of
familiar fruit and vegetables every week, and we
know that only around 30-35% of adults achieve
their daily 5-A-Day.

Therefore, this initiative was aimed at helping
customers increase their fruit and vegetable intake
whilst making it affordable to try something new.”

13 * an adult portion of fruit and vegetables is 80g, according to Government guidance
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Sainsbury's reduced the price of various fruit and
vegetables to 60p, throughout January, for two
consecutive years. In addition they've supported
this with premium placement and an advertising
campaign.

Implemented online and in larger stores across
the country, the trial impacts multiple regions
and demographics.

With over 20 million transactions each week across
the UK, this is a prime setting to test interventions®.

*The results analysed are for 161 stores in 2020 and 101 stores in 2021

What is the trial and who does it target?

Using sales data, we measure the amount and
variety of fruit and vegetables purchased before,
during and after the intervention

We review the whole transaction; overlaying
nutrition information, HFSS** score and Eatwell
Guide category dataq, to understand impact on
the wider basket

Using anonymised customer data we link future
transactions, to see if the promoted products are
purchased again in the year after an intervention
and whether this impacts the basket

Insights into demographics and transaction type
allows us to identify trends and opportunities

As most shoppers purchase from multiple food and
grocery stores each month, these results represent
Sainsbury’s shopper baskets and not an individual's
entire diet'.

1. IGD ShopperVista (October 2021), Multichannel shopping in 2021 - recovering from COVID

** HFSS Score uses the 2006 Nutrient Profiling Model to define whether a product is High in Fat, Salt or Sugar
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Leveraging incentivisation, placement and signposting

This trial applied three behavioural levers

60

am:l under

Incentivisation

37% of consumers say that cost is a barrier to
them eating a healthy, sustainable diet'.

Therefore, Sainsbury’'s reduced the price of fruit
and vegetables, and clearly communicated this
throughout the campaign.

1. IGD (2021), Appetite for Change 2. Gowv.uk 2021. Restricting promotions of HFSS products

60,

amd under
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Placement
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Placement

Using prominent store spaces e.g gondola ends
generally increases impulse sales in less healthy
categories, as does dual siting.

This campaign gave prominent placement to
promoted fruit and vegetables.

o'rt
comf Heauhg et

Signposting

Signposting

Health is the biggest driver for changing diets,
and taste can be a barrier'.

The campaign used bright, visually appealing
colours and taste cues to champion the health
credentials of fruit and vegetables, making them
look tasty and exciting.


https://www.gov.uk/government/consultations/restricting-promotions-of-food-and-drink-that-is-high-in-fat-sugar-and-salt/outcome/restricting-promotions-of-products-high-in-fat-sugar-and-salt-by-location-and-by-price-government-response-to-public-consultation
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Sales of promoted fruit and vegetables

e Fruit Vegetable and Salad Baseline Intervention periods

National lockdowns

Average portions sold per store
|

7
i

Jan-19 Jan-20

Data shown for 101 stores (including online) that ran the intervention in both January 2020 and again January 2021
Vegetable sales peak each year at Christmas, reflected in both December uplifts. This is considered normal by the retailer

Jan-21

Looking across three years, the 60p fruit and
vegetable intervention creates a significant
short-term sales uplift. In fact, price reductions
to 60p led to a 78% uplift on promoted
products in 2020 and 56% during the January
2021 COVID-19 national lockdown, compared
to the baseline year.

Whilst January is already associated with
people prioritising their health, we can see
from 2019 baseline data that this intervention
contributes to sales far above the

expected seasonal increase.

Three weeks into the four-week intervention
period, sales of promoted fruit and
vegetables declined.

This decline may reflect people's finances
prior to payday, or suggest that using
placement and signposting only interrupts
behaviour for a short time before going
unnoticed by shoppers.
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The intervention increased sales
of promoted fruit and vegetables,
despite a national lockdown

In January 2020 (pre-pandemic) an additional 2.8
million portions of promoted fruit and vegetables
were sold online and in stores which ran the
promotion. In January 2021 an additional 2.1 million
portions were sold, compared to the January 2019
baseline.

There are two major factors at play here:

1. Thirteen products were offered on promotion in
2020, seven were offered in 2021

2. The January 2021 intervention coincided with
the third COVID-192 national lockdown, where the
country was urged to stay at home

During this period, shopping habits changed, with
many visiting stores less frequently. This could have
reduced the impact of placement and signposting
on shopper behaviour.
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Sales declined after the
intervention period, but remained o
above baseline Ievels B Fruit Vegetables and Salad

Sainsbury’s

o
tive wetl -}‘i.-'!' tess

When the promotion stopped, sales declined
rapidly, especially for fruit. However, when the

Sainsbury’s

Healthy ==

doesn,t\\

<0 —

intervention was run a second time, this decline
was less pronounced.

2020

Y
Jan
0

2021

| | | | | | |
Jan
b ——

It is difficult to conclude what caused the decline
as many factors can impact choice. For example,
signposting or placement may only interrupt
behaviour for a short time.

To investigate this further, we will analyse whether
over the course of 2021 people continue to buy
promoted fruit and vegetables, and the impact of
this on the wider basket to understand whether the
impact was sustained.
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1. www.igd.com/sustainablediets

Higher value items performed better

For higher value and exotic fruit items, the
promotion generated a greater sales uplift. But not
all promoted fruit and vegetables became more
appealing to customers, shown in the diagram to
the right.

Sales of swedes did not increase above the baseline
whilst they were on promotion in either year, showing
that incentivising them at 60p and giving them
prominent placement did not make them more
appealing to customers.

Our Appetite for Change' research showed that
whilst cost is the biggest barrier to a healthy,
sustainable diet; other barriers such as taste,
trying something new and knowing how to cook
are also important.

2020

Avocado
Pineapple
Mango
Kiwi
Celery
Kale

Aubergine

Carrots

Mini Apples

Beetroot

Radish

Swede

Red Grapefruit

2021

Avocado
Kiwi

Mango
Little Gem Lettuce

Kale

Pomegranate

Red Grapefruit



www.igd.com/sustainablediets
https://www.gov.uk/government/consultations/restricting-promotions-of-food-and-drink-that-is-high-in-fat-sugar-and-salt/outcome/restricting-promotions-of-products-high-in-fat-sugar-and-salt-by-location-and-by-price-government-response-to-public-consultation
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The intervention impacted fruit and vegetable
sales, beyond those on offer

During the intervention period,
category wide sales increased

Sales uplift was seen not only on promoted
products, but also on fruit and vegetables outside of
the promotion.

We recognise that in January consumers are more
health conscious and that is reflected by total
fruit and vegetable sales being 29% higher than in
February 2020.

However, promoted items made up a higher
proportion of sales during the intervention period so
it is possible that using signposting and placement
to support the 60p fruit and vegetable activation
contributed to wider category sales by attracting
customers into the fruit and vegetable aisles.
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Key findings

“ The intervention increased portions of promoted
fruit and vegetables sold by 78%

« Repeating the intervention increased sales,
despite a national lockdown

<« Further research is underway to see if behaviour
was sustained

<« Impact was not consistent across promoted
products. Higher value items performed better

<« During the intervention period, category wide
sales increased

« The combination of incentivisation, placement
and signposting delivered strong short-term
results, but not significant long-term change

We need to test further combinations of levers to
understand what drives a sustained shift.

21

Additional portions sold,
across both interventions
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Our future trials

We have large-scale trials currently planned and
underway with five major UK retailers.

We are looking at what combination of behavioural
levers will help to drive long-term behaviour change
amongst UK consumers. We look forward to sharing
our findings and recommendations with industry.

As sustainability data becomes increasingly
accurate and available this will be integrated into
future trials.

To work with us, trial real-life solutions and inspire
others, get in touch at: healthyeating@igd.com

Incentivisation

“l love the collaborative nature of
this project - it's both ambitious
and bold. The goal of supporting
retailers and manufacturers to
trial interventions on behaviour
change with expert data analysis
is challenging but necessary to
improve the health of our people
and our planet. We are excited to
be part of it."

Beth Fowler, Nutrition & Health
Manager, Asda


mailto:healthyeating%40igd.com?subject=
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Pl Joinus_

d \Work with us to trial real-life solutions and

2 e Visit our online hub

Inspire others

Tell us about your success stories

It's packed with resources to help you:

Understand why healthy, sustainable diets
should be central to your business strategy

Get inspiration from what other organisations
are doing

Learn about our real-life trials and research
partners

Social Impact ~IGD


mailto:mailto:healthyeating%40igd.com?subject=Heathy%20sustainable%20diets%20-%20better%20for%20business
https://www.igd.com/social-impact/health/shifting-consumer-behaviour
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