PRICE & PRICE PROMOTION
ON FOODS & DRINKS

IN REMOTE ABORIGINAL AND TORRES STRAIT ISLANDER COMMUNITIES IN AUSTRALIA
TO AIM FOR. FOR
ACTIONS HEALTHY STORES

AIM FOR A 20% AIM FOR A
ONGOING PRICE 50% SHORT-
DISCOUNT ON FRUIT TERM PRICE
AND VEGETABLES. DISCOUNT

ON A SELECT

AIM FOR AN ONGOING OR SHORT-TERM RANGE OF

PRICE DISCOUNT OF APPROXIMATELY 20% FRUIT AND
ON OTHER HEALTHY FOODS AND DRINKS.* VEGETABLES.

AIM FOR A 20% ONGOING _ PROMOTE PRICE

PRICE INCREASE ON SOFT DISCOUNTS ON

DRINKS AND INCREASES ‘ HEALTHY FOODS AND
ON OTHER TOP-SELLING DRINKS AND ALLOCATE
UNHEALTHY PRODUCTS. | OPTIMAL SHELF SPACE.

WHERE UNHEALTHY IMPLEMENT TECHNIQUES
FOODS AND DRINKS” TO DISCOURAGE UNHEALTHY
ARE DISCOUNTED. PURCHASES ALONGSIDE
ENSURE THERE IS PRICE DISCOUNTS ON

NO PROMOTION. HEALTHY FOODS.

*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.!

STRATEGIES | TO MAXIMISE FEASIBILITY AND ACCEPTABILITY

COMBINE PRICE INCREASES NEGOTIATE SUPPLIER CONTRACTS ENSURE

ON UNHEALTHY FOODS THAT ALLOW DISCOUNTS TO BE CUSTOMERS

WITH PRICE DISCOUNTS APPLIED ON HEALTHY FOODS. UNDERSTAND

ON HEALTHY FOODS. NOT ON UNHEALTHY FOODS. THAT PRICE
DISCOUNTS ON
HEALTHY FOODS

MAXIMISE THE VALUE AND INCREASE CUSTOMER AWARENESS AIM TO SUPPORT

PROMOTIONAL OPPORTUNITY OF OF REASONS FOR PRICE HEALTHY

LOWER PRICES FOR SEASONAL FLUCTUATIONS. ESPECIALLY FOR PURCHASES.

FRUIT AND VEGETABLES. SEASONAL FRUIT AND VEGETABLES.




RESEARCH INFORMING THIS POLICY ACTION

REMOTE COMMUNITY STORES

A 20% price discount with price promotion A 20% wmin 20%

on fruit, vegetables, water and diet soft drink PRICE DISCOUNT ON PRICE INCREASE
(SHOP@RIC) tested in remote communities, FRUIT AND VEGETABLES ON SOFT DRINK
resulted in increased purchases of fruit (21%) COULD ACHIEVE IN SALES PER STORE PER YEAR:
and vegetables (9%) which further increased + 1 7 + 1 - 1

1 [o) 2
after six months, and water (18%). TONNE R TONNE

Restricting price promotions on unhealthy FRUIT VEGETABLES SUGAR
products was successfully implemented as Ao reptc sy QR v
pa rtofara nge of mercha ndiSing Strategies A20% price discount on fruit and vegetables, with no promotion and reduced

visibility on soft drink and confectionery could achieve an additional 1.7 tonne of

(Healthy Stores 2020) in remote stores.? fruitand 1 tonne of vegetables and 0.8 tonne reduction in sugar per store per year.
NATIONAL AND INTERNATIONAL

The World Health Organisation recommends reducing retail prices of fruit and vegetables by 10-30% as
away toincrease consumption of fruit and vegetables, and raising retail prices of sugary drinks by 20%
or more as a way to reduce consumption of sugary drinks. Greater effects might be achieved when these
strategies are combined.*

In Melbourne, a 20% price discount with price promotion on fruit, vegetables, water and diet soft drink,
resulted in increased purchases of fruit (21%) and vegetables (12%).°

Inthe Netherlands, a 50% price discount with price promotion applied to a small, rotating range
(7 vegetable and 5 fruits fortnightly) increased purchases of fruit and vegetables by approximately
120g/person/day.°

In New Zealand, a 12.5% price discount with price promotion on over 1000 healthy food products
resulted in an 11% increase in the purchases of healthy foods.’

A 20% price increase on unhealthy (‘red’, limit) drinks in a Melbourne hospital convenience store
resulted in a 28% reduction in unhealthy drinks and a 27% increase in healthy (‘green’, best choices)
drinks.?

An analysis of sugar-sweetened drink taxes across six countries estimated that a 10% tax is associated
with a 10% reduction in purchases or consumption of taxed drinks.®

In Mexico, the government 8% tax on non-essential, energy-dense foods resulted in a 5% reductionin
taxed foods."

This series has been informed by evidence from research This Policy Action series is a sub-study of Healthy Stores 2020. It is funded
and store owners and retailers operating in remote by the Australian National Health and Medical Research Council (NHMRC:
northern Queensland and the Northern Territory. ID1138629). The contents of the published material are solely the
Evaluation of new policy action implemented in store is responsibility of the administering institution, a participating institution
encouraged. Local nutritionists can support evaluation. orindividual authors, and do not reflect the views of the NHMRC.

# Changes in sales based on modelling the impact observed in research evidence on sales data from 29 remote stores.
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