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Research plan overview

Business databases analysis of 
food retail trends 

Retail knowledge, attitude and 
practice surveys:

• Survey of parents of children
• Survey of adolescents 
• Survey with stakeholders 

(researchers and 
government, NGOs, and 
retail association 
representatives)

In-store audit in supermarkets, 
convenience stores and online 
food environments 

Develop tools or refine 
existing tools to assess in-
store environments of 
different types of retail food 
environments 

Mapping the 
broader 

retail food 
environment

Co-designed 
retail 

interventions
Mapping 
in-store 

environments

Advocacy and 
research 

translation for 
policy change

Work with retailers to co-design 
healthy food retail initiatives

Web-based platform to support 
network of those working in this 
field 

Identify 
research 
gaps and 
priorities

Development of a research 
agenda 



Phase 1: Development of a research agenda to support improvement in the 
healthiness of urban retail food environments in the East Asia-Pacific Region

• Literature Review + Webinar (November 2020)

Research agenda

Research paper citation: Cameron AJ, et al. Proposed Research Agenda for Promoting Healthy Retail Food Environments in the East Asia-Pacific Region. Curr Nutr Rep. 2021 Dec;10(4):267-281. 
doi: 10.1007/s13668-021-00381-1.

19 short-, medium-, and longer term actions:

• Tools and methods for mapping, describing, and 
understanding urban retail food environments

• Interventions to promote healthy retail food environments

• Policies that can improve the healthiness of retail food 
environments



Stakeholder/“expert” survey 

NGOs 
representatives  

(n=18)

Researchers  (n=27)
Government 

representatives  
(n=15)

Retail association 
leaders  (n=4)

Market research 
company 

representatives (n=3)

67 participants from 4 countries
• Online survey, 2022 

• Aim: To gather an expert overview of the healthiness 
of retail food environments, how they might be 
made healthier and barries to improving them 

• Stakeholders identified through recommendations 
from in-country partners and UNICEF country and 
regional offices



Stakeholder survey 

Food retailers are using different strategies to promote themselves as “healthier places” 

CHINA INDONESIA PHILIPPINES THAILAND

Supermarkets 
branding selected 
stores as “healthy 

stores” or “wellness 
stores”

Fast-food restaurants 
advertising healthier 
options / new store 

formats (KFC Salad Bar)

Tags for healthy products 
and highlighting 

organically grown 
ingredients

New store formats 
branded as “healthy 

shops”



Stakeholder survey 

Key challenges to improving the healthfulness of retail food environment in East Asia and the Pacific

Customer 
behaviours 

Poor law enforcement 

Influence of food 
industry on regulations 

Lack of government 
leadership

Lack of government 
regulations regarding 

healthy food retail

Poor food literacy

Influenced by 
marketing of unhealthy 

foods

Limited pressure from 
civil society for changes 
towards heathier food 

retail

Lack of healthy options 
available in stores

Healthy foods 
expensive and not 
affordable for all

Maintaining freshness 
of F&V

Low availability and 
affordability of healthy 

food products 

Self-regulation of 
advertising

Marketing of unhealthy 
foods are everywhere

Marketing strategy that 
healthy foods are 

expensive

Aggressive marketing of 
unhealthy food 

products



Stakeholder survey 

Identified priority actions to improve the healthfulness of retail food environment in East Asia and the Pacific

Define minimum standards for 
healthy foods and their 
availability in food stores

Strengthen regulations on 
the marketing of unhealthy 
foods for children

Increase customer 
willingness to choose healthy 
food (communication 
campaigns endorsed by 
health experts/celebrities)

Provide financial 
incentives to healthy 
food retailers

Establish regular monitoring 
and evaluation of food 
retailer practices that can 
affect population health

Taxation on unhealthy 
processed foods 

Ensure fresh produce is 
available and affordable for all

Have healthy store 
environments (price 
discounts for healthy 
options, no unhealthy foods 
at premium positions)

Incentivise civil social 
movements in collaboration 
with NGOs and local 
agencies to advocate for 
national healthy food retail 
policies



Customer survey

• Online survey (N=6,923) 

Sample recruited through caregivers enrolled 
in the Nielsen Consumer Insights Global 
Panels

Aim: To explore how parents and adolescents 
experience retail food environments

Caregivers of younger 
children 0-12 years old

Adolescents aged 
13-19 years old

 

 

    

 

 China Indonesia Philippines Thailand TOTAL 

 N= 890 N= 2007 N= 2014 N= 2012 N= 6,923 

 % (n) % (n) % (n) % (n)  

Sample      
Caregivers 56% (497) 50% (1005) 50% (1007) 50% (1005) 3514 (51%) 
Adolescents  44% (393) 50% (1002) 50% (1007) 50% (1007) 3409 (49%) 
      
Sex*      
Male 49% (439) 52% (1039) 47% (951) 46% (931) 49% (3360) 
Female  51% (451) 48% (967) 53% (1062) 54% (1080) 51% (3560) 
     
Perceived Income adequacy**     
Not enough money 1% (5) 3% (55) 8% (157) 8% (168) 6% (385) 
Barely enough money 4% (33) 11% (217) 30% (607) 20% (407) 18% (1264) 
Enough money 72% (638) 75% (1503) 55% (1103) 65% (1309) 66% (4553) 
More than enough 
money 

24% (213) 11% (216) 6% (128) 6% (112) 10% (669) 

      
*N = 6917 (5 participants refused to answer this question). **Question answered by caregivers in both surveys, N= 6871 (52 

participants refused to answer this question). 



Customer survey

Caregivers of 
younger children 

(0-12 years)

Most common type of stores where caregivers buy foods for their families

69% 69%
62%

54%

45%
40% 37%
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Customer survey

Where adolescents most often bought their own foods in the past 7 days

Adolescents aged 
13-19 years

82% 79%

67% 67% 66%
65% 61%

39% 37%
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Customer survey

Most common foods purchased by adolescents at convenience stores

Adolescents aged 
13-19 years

88%

69%

50%
47% 45%

24%
16%
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vegetables
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Customer survey

Caregivers of 
younger children 

(0-12 years)

Most important factors affecting food purchase decisions by caregivers
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Customer survey

Main reasons reported by adolescents for eating unhealthy foods

Adolescents aged 
13-19 years old

57%
52% 50%

36% 33%
28% 28% 25% 24%
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Customer survey

How many times adolescents ordered foods using food delivery apps
in the past 7 days

Adolescents aged 
13-19 years
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22%
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70% of their orders were for 
fast foods such as pizza, fried 

chicken and noodles



Customer survey

Caregivers of 
younger children 

0-12 years old

Caregiver support for government food policies

64%

57%

50% 51%

43%
47%

33%

75% 75%

52% 51%
45%

38%

28%

57%

68%

50%

41%
37%

30% 29%

41%

50%

36% 34%
30%

27%

37%

Zoning to restrict the
number of fast-food

restaurants near
schools

A maximum limit on
added sugars, salt and
saturated fats levels in

pre-packaged foods

Taxes on foods with
high in unhealthy

nutrients as added
sugars, salt and
saturated fats

A ban on unhealthy
foods (e.g., sugary

drinks, chips,
chocolate) at grocery

store checkouts

A ban on price 
discounts for unhealthy 

food and beverages 
(e.g., 30% off, or ‘buy-

one-get-one-free’)

A ban on the use of
toys, vouchers or

competitions as part of
children's meals at fast-

food restaurants

Restrictions on
sponsorship of sporting

events and teams by
food companies

China Indonesia Philippines Thailand


