Cafe

User guide

THE CAFE SCOUT TOOL

Café Scout is a decision-support tool, designed to provide a
rapid appraisal of in-store food retail practice against
best-practice to reduce discretionary (‘less healthy’) dietary
options and promote healthy food options. It provides real-
time feedback to users which can be used to initiate changes
in store practices and policies. The tool is designed to be
used by different user groups, including store owners and
managers, health promotion practitioners and researchers.
It can be used to evaluate the healthiness of the in-store food
environment of community-based food service outlets (e.g., cafés in sports and
recreation centres) in Victoria. It may be found to be useful in similar food retail
settings outside of Victoria.

The tool generates scores related to the 4Ps of marketing (Promotion, Price,
Product, Placement). Scores are generated for each key product category
including pre-packaged drinks, drinks prepared on site, non-perishable
snacks, fresh & cold snacks, cold meals, and hot food. These categories are

» PRODUCT availability
: | Availability of healthier and less healthy food and
~ drink options

, PLACEMENT
' Visibility, at eye level/arm's reach, easy to find

PRICE

Everyday price and other pricing strategies e.g., meal deals,
discounts, specials that are visibly advertised

PROMOTION

Promotional materials or activities e.g., posters, signage,
ticketing, branded fridges etc.



adjusted to each outlet based on the product offering. Vending machines are
included as separate categories; these can be included in the whole food outlet
assessment or assessed as a separate outlet. The tool also includes a store
manager survey about store practices and policies.

Total score: 61

Product 86
Placement 50
Price 50

Promotion 60

Snacks overall score 61

On completing a full in-store food environment audit
using the tool, an overall score (out of 100) and sub-
scores for key each product and 4P category are
generated. A listof recommended actions to
improve the healthiness of the food retail
environment is also provided (e.g., removing
confectionery from the counter). These scores and
recommended actions can be used to facilitate
discussion with the business owners and managers
on what practice actions and action areas might be
feasible and acceptable for their store.

The Café Scout was developed by researchers from Deakin University and Monash
University and experts from Nutrition Australia (Healthy Eating Advisory Service)
and the Greater City of Bendigo. The tool was adapted from the Store Scout App
that was developed for remote supermarkets, convenience stores and service
stations. The original Store Scout app was developed by Menzies School of Health
Research and is managed by Monash University.
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FUNCTIONALITY
NAVIGATING AROUND THE TOOL

To start a new survey, fill out the background information and complete all
screening questions about product offering. Press ‘Submit' when completed.

The next page is called ‘Survey Queue’that shows all the categories relevant to the
outlet you are auditing. You can choose to go through the product categories in
any order you like. However, it is recommended to complete the product category
surveys before starting the manager questions.

i=Survey Queue @ Get link to my survey queue
Listed below is your survey queue, which lists any other surveys that you have not yet completed.
To begin the next survey, click the 'Begin survey' button next to the title.

Status Survey Title

«” Completed
# Edit response

Beginsurvey |  Drinks - pre-packaged

Begin survey Store manager questions

Note that you can return to the screening questions or any product category
through ‘Survey Queue’ if you wish to make any changes later.

To select a product category to assess, simply click on ‘Begin survey'. This will
take you through all the questions for that section. Once you have completed all
the questions in that category, click ‘Submit’ to save that section’s responses.

You must complete all product categories relevant to your outlet to
complete the audit. Any incomplete categories will affect the results. The
results and action plan will be displayed after you have completed all the food
categories and store manager questions.




SURVEY QUEUE FUNCTION

‘= Survey Queue

This icon in the top right corner (see below) will take you back to the ‘Survey
Queue’ page to select a product category. Survey Queue shows your survey
progress and allows you to return to completed product categories and start
new categories.

) 7= Survey Queue
Drinks - pre-packaged

BB

Drinks - pre-packaged

MANAGER SURVEY

There is a manager’s survey to complete with or by the manager if they are
available. If manager is not available, the survey may be completed with another
staff member.

RESULTS

The results will be displayed immediately after you complete the manager survey.
These results are saved within the tool, and you can download a copy of these.

ACTION PLAN

The Action Plan is a list of suggestions to improve the healthiness of the food retail
environment.



TIPS FOR USERS

TOOL TIPS

To guide the user in how to respond to each question, the tool has ‘tool tips’
describing key information on what each question is asking. To access this
tooltip information, you need to click ‘show'.

—. Product availability - soft drinks, sports drinks, energy drinks and juice
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reset

Soft drinks and/or sports drinks* available
( No I Yes j

*Sports drink is a soft drink or flavoured water containing electrolytes such as sodium,
otassium, and chloride jesek
P ! Consider all soft drinks, sports drinks (including 'sports water'), iced tea and

kombucha

. Product availability - soft drinks, sports drinks, energy drinks and juice

. TS - )

Fese]

Soft drinks (incl. iced tea), sports drinks and energy drinks that have no sugar.
The label might say "Diet", "Zero", "No Sugar" or "Sugar Free" or artificial and or
natural sweeteners"

Sugar-free soft drinks, sports drinks and energy
drinks

Count the number of individual healthier and less healthy varieties. Consider

all product locations (excl. vending machines).
The number of healthier varieties is higher than P ( & )

the number of less healthy varieties If there are no less healthy options available, choose 'yes'.

If there are no healthier options available, choose 'no'.

Some questions might include this key information directly under the question
as shown below.



Energy drinks available

Energy drinks are soft drink or flavoured water varieties that are high in stimulants such as
caffeine, taurine or guarana. Coke and similar soft drinks can also contain caffeine, but in
relatively smaller amounts.

Healthier option: pre-packaged (bottled/canned) sugar-free iced
black coffee available

Fruit juice and/or fruit drinks available

(v w )
reset

Check the product label- energy drink brands usually label their products as
‘energy drinks'.

v e )

Includes bottled or canne sugar-free iced black coffee or cold brew (no milk or
sugar). Exclude freshly made coffee.

(% ( w )

reset

PRICE

The tool asks questions on if price promotions are visibly advertised to the
customer. Examples include meal deals (e.g., coffee and cake), discounts, deals
or special shown on the sign or shelf ticket. Additionally, the tool asks users to
identify the cheapest item available within each product category.

PROMOTION

Promotion refers to promotional materials or
activities NOT relating to price that help make a
product stand-out to the customer. Examples include
posters, signage, ticketing, recipe cards, giveaways
and demonstrations. The tool also asks users
whether healthier options are easy to identify
(e.g. through signage, or when asking from the staff).
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WHAT DOES WELL-PRESENTED MEAN?

Research has shown that how food is displayed in a retail environment, has an
impact on purchasing. The tool question on whether a product is well-
presented refers to if the space is neat, food in-tact, no mess on the floor, and
the food in question is displayed in an appealing way to the customer. An example
of a YES response for well-presented are the images below. The food in the images
looks appealing as it is displayed nicely in neat rows, it is easy for the customer to
see what is included, and the fridge is clean.
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OUT OF STOCK

For product availability and placement
related questions, only consider what is
available at the time of completing the tool.
However, if the item is out of stock, but
there are dedicated shelf-space and tags
for this item, this can be noted at the end
of the survey (open-text response). If
there is promotional material available
even when the item is not available, this
should be considered in the ‘promotion’
and/or ‘price promotion’ questions.

Chupa Chups $0.50¢ _§




SPACE ALLOCATED TO HEALTHIER ITEMS

Research has shown that the shelf-space
allocated to a product can influence the
consumer behaviour. Within the tool for
each product category there are
questions exploring if the healthier
options have more shelf or menu space
allocated than the less healthy options. If
both healthier and less healthy options
have the same amount of shelf space,
then the response for this question would
be NO. In the example photo below,
sugar free drinks have 50% of the shelf
space and sugar-sweetened drinks have
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50% of the shelf space, thus, healthier options DO NOT have more shelf space.

To determine your response to this question, count the number of facings of each
item presented of healthy items vs unhealthy items (see instructions below).

COUNTING FACINGS

A facing is defined as the first
product in a row of products, of
the same brand, which are either
hanging or stacked behind each
other. If you count the healthier
products facings, and then count
the less heathy product facings,
this will help you identify if there
are more products that are
healthier or not on display to the
customer.




If products are listed on menu, each menu item would be considered as a facing.
For example, the menu below would have 1 x healthy item (‘facing’) and 2 x less
healthy items (‘facings’).

Example menu

$4.5

Hot dog

Italian sandwich with salami, pepperoni and cheese

Vegetarian sandwich with tomato, lettuce and cheese

$5

$5




FREQUENTLY ASKED QUESTIONS

QUESTION

ANSWER

In which categories toasted
sandwiches or toasted wraps
belong to (served hot)?

Consider toasted sandwiches (‘toasties’), wraps, bagels
and filled croissants under ‘cold meals' to avoid
double counting these. The questions included in the
‘cold meals' category are better at assessing the
healthiness of these products compared to ‘hot foods’
category.

What if some of the food
locations are not visible to
customers (e.g., fridge behind
the counter and not facing
customers)?

Consider what is visible to customers when the outlet
is 'fully open’. Some outlets might have multiple
‘ordering windows’ and these displays might be visible
if customer orders through these windows.

If food displays are still not visible to customers,
consider items listed on the menu only. The aim of the
tool is to measure factors in the environment that can
influence consumer purchases -> if not visible to
customers, do not take into account.

‘Arm’s length’ or ‘at eye level’

Consider items that would be easy for you to see and
pick up if you wanted to purchase them (e.g., do not
need to reach out to top shelfs or bend knees to reach
the bottom shelves).

If the item is only listed on the menu, consider it being
at arm'’s length or at eye level.

If the item is displayed behind the counter and you
can see it from the queue, consider it being at eye
level.

Healthier option well
presented

Consider the lighting, product packaging, cleanliness
of the food display, product presentation (e.g.,
sandwich cut in half to show the fillings), etc.

The items must be in stock or listed on menu to take
them into consideration. If the stock is missing then it
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should not be included in how you answer this
question, as you can't tell if it is well-presented.

Near the checkout - what
should be included?

We understand some of the food outlets will be small,
but if you can see the items from the checkout and
reach it without leaving the queue, then it is included.
If it requires moving out of a queue, and it is not
located around the checkout or right next to it, then it
is not considered near the checkout.

What if | need to change my
responses?

You can back to any previous category by clicking the
‘Survey queue’ button. Remember to save your
responses before opening another category.
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