
in remote Aboriginal and Torres Strait Islander communities in Australia

product, placement & Promotion
OF unHEALTHY FOODS & DRINKS

Ensure no 
misleading 
promotions.

Other options to modify product, placement 
and promotion of targeted unhealthy foods, 
such as a reduction of hours and/or days when 
these are sold, could also be considered.

actions
Ensure no promotions 
on unhealthy food 
and drinks.*

Reduce fridge sugary drinks 
to <40% of drink facings and 
replace with healthier drinks.

Use resources or tools 
such as The GOOD TUCKER 
App1 to identify unhealthy 
products for action.

TO MAXIMISE FEASIBILITY AND ACCEPTABILITYstrategies

Remove unhealthy food and drinks in highly 
visible areas such as the counter and end-of-aisle, 
and replace with healthier food and drinks.*

Reduce confectionery range 
and facings to less than 
one bay and replace with 
healthier food and drinks.

Reduce the  
range and  
shelf space 
for sugary Drinks.*

Remove sugary 
soft drinks >600ml 
from fridges.

Use floor stickers warning of 
how much sugar is in soft drink.

Use shelf signage 
warning of high sugar.

*Unhealthy foods and drinks are those high in sugar, fat and/or salt, especially high-selling products such as: sugary drinks (soft drinks, cordial & fruit drinks); confectionery; sugar; processed meat; sweet biscuits; pies & 
sausage rolls; crisps; ice cream; cake; deep fried foods (e.g. chips); salt. Local Nutritionist or Dietitian can provide further advice. Healthy and unhealthy foods can be identified using The GOOD TUCKER App.1
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TO AIM FOR, for 
healthY stores



A merchandising strategy (Healthy Stores 2020) that combined 
product, placement and promotion in remote community stores, 
reduced sugar sold from foods and drinks by 1.8 tonne in 12 weeks 
across 10 stores, sugar from sugary drink by 7%, sugar from 
confectionery by 8% and was associated with an increase weight 
of healthier drinks (10%) and positive business outcomes. The 
strategy included: i) for all unhealthy products, no promotion, 
no price promotion, no misleading promotion (e.g. healthy shelf 
labels on unhealthy foods) and no availability in high traffic 
areas; ii) shelf space for table sugar at less than one bay, reduced 
facings and proportion of refrigerated sugary drinks to <40%, and 
reduced confectionery and sweet biscuits by half; iii) shelf stripping 
and floor sticker warnings of sugar content; and iv) in some stores, 
removing sugary soft drinks >600ml from fridges. Healthy food and 
drinks were located in prominent positions and promoted.2

When three top-selling soft drinks were removed from sale in a remote 
community store (in the Anangu Pitjantjatjara Yankunytjatjara Lands), soft 
drink sales reduced by 50%, with a shift in sales to low/no sugar drinks, and no 
change in total volume of drinks sold.3

In a study (The Good Food Systems) in remote community stores, reductions in confectionery sales were 
associated with the removal of confectionery from the counter and placement on higher shelves.4

research informing this policy action

For more information: megan.ferguson@uq.edu.au

# Changes in sales based on modelling the impact observed in research evidence on sales data from 29 remote stores. 
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This Policy Action series is a sub-study of Healthy Stores 2020. It is funded 
by the Australian National Health and Medical Research Council (NHMRC: 
ID 1138629). The contents of the published material are solely the 
responsibility of the administering institution, a participating institution 
or individual authors, and do not reflect the views of the NHMRC.

This series has been informed by evidence from research 
and store owners and retailers operating in remote 
northern Queensland and the Northern Territory. 
Evaluation of new policy action implemented in store is 
encouraged. Local nutritionists can support evaluation.

Remote Community Stores

national and international

Removal of soft drink, sports drinks and fruit juices with added sugar (‘red’ drinks; limit) from display 
in a hospital café resulted in ‘red’ drink sales reducing from 33% to 10% of total drink sales, with an 
apparent shift to ‘amber’ drink (choose carefully) sales and no change to overall drink sales.5 

PROMOTION AND 
REDUCED VISIBILTY 
OF SOFT DRINK AND 

CONFECTIONERY  
COULD ACHIEVE AN

ZERO

800KG
REDUCTION IN 

SUGAR SOLD PER 
STORE PER YEAR.#


