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Retail food environment assessment tools
1) Supermarket assessment tool 
1. Store details
1a. Supermarket details
Supermarket name    ________________________________________________________________________________________
Location or street name   _____________________________________________________________________________________
Village   ___________________________________________________________________________________________________
District____________________________________________________________________________________________________
City        ___________________________________________________________________________________________________
Country ___________________________________________________________________________________________________

1b. Assessor name: ____________________________  1c. Date:__________________  1d. Start time:__________  1e. Finish time:___________ 
1f. Store manager notified of data collection (circle one)?  Yes / No            
1g. Total supermarket floor perimeter[footnoteRef:1]: ____________________ (metres (m)) [1:  Starting at the entrance of the store, measure total floor space, using a measuring wheel, around the perimeter of the store only (inside the store and on the inside of the checkouts, where feasible to measure) – do not include aisles] 

1h. Total shelf space (enter height and length of all permanent aisle space – one row for aisles of different length): 
	Number of aisles[footnoteRef:2] [2:  Include the number of aisles that have the same size. ] 

	Height (m)[footnoteRef:3] [3:  Height is measured from the bottom of the lower shelf to the top of the upper shelf, using a tape measure.] 

	Length(m)[footnoteRef:4] [4:  Aisle length is measured using a measuring wheel.] 

	
	Number of aisles
	Height (m)
	Length(m)
	
	Number of aisles
	Height (m)
	Length(m)

	
	
	
	
	
	
	
	
	
	
	



2. Shelf space on MAIN SHELVES (no other displays)
2a. Non-frozen products (1-4) and frozen products (5-7)
	Food category 
1. Confectionary[footnoteRef:5]  [5:  All varieties of lollies, sweets, gum, and chocolate.] 

2. Soft drinks[footnoteRef:6] [6: All types of non-dairy and non-alcoholic sugary beverages, including soft drinks, energy drinks, sport drinks, ready-to-drink tea, canned bubble tea, cordials, fruit juices.] 

3. Savoury snacks[footnoteRef:7] [7:  Selected savoury snacks, including packaged chips/crisps, tortilla/corn chips, popcorn, salted nuts, rice crackers.] 

4. Flavoured instant noodles[footnoteRef:8] [8:  All dried or precooked noodles containing seasoning oil and/or flavouring powder.] 

5. Frozen fruits
6. Frozen vegetables[footnoteRef:9]  [9:  Excluding frozen potato products, herbs and ready to eat meals.] 

7. Ice creams and ice lollies (sticks)[footnoteRef:10] [10:  All ice-creams, sherbets, sorbets, frozen smoothies and ice lollies. Frozen desserts excluded. Free-standing freezer display containing ice-creams to be included as an Island Bin (if temporary display only)] 

	Shelf length (m)[footnoteRef:11] [11:  Shelf length measured using a measuring wheel.] 

	Shelf height (m)[footnoteRef:12] [12:  Height is measured from either the top of the highest shelf, or if there is no top on that shelf, the top of the highest product on the top shelf.] 

	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products within this category that are targeted at children
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products targeted at children AND located below 1m
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Strategy targeted at children (1-3)[footnoteRef:13]  [13:  See strategies target at children (Addendum C).] 

1. Toys/games
2. Cartoons 
3. Celebrities

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	


2b. Meats and eggs products (refrigerated or not): 
	Food category
1. Fresh red meats[footnoteRef:14] [14:  Fresh red meat includes products such as non-processed beef, lamb, pork, goat, and other fresh red meats.] 

2. Processed red meats and deli products[footnoteRef:15] [15:  Processed red meats and deli products, examples include: burgers, sausages, bacon, ham and salami.] 

3. Plant-based meat alternatives[footnoteRef:16] [16:  Meat alternative products are plant-based products imitating meat products, includes plant-based burgers, sausages, bacon, ham, chicken wedges, meat strips, and others.] 

	Refrigerate/ freezer/shelf length (m)[footnoteRef:17] [17:  Freezer/Refrigerate/Shelf length measured using a measuring wheel.] 

	Refrigerate/ freezer/shelf height (m)[footnoteRef:18] [18:  For the Deli section, measure depth of display instead of height.] 

	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of organic, free range, ‘sustainable produce labelled’ products
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%

	Eggs
	
	
	
	
	

	Canned fish
	
	
	
	
	

	
	
	
	
	
	

	
	
	
	
	
	



2c. Fresh fruits and vegetables
Fridges containing fresh fruit and vegetables11   shelf length _____________   x  height____________(m)
Permanent bins containing fresh fruit and vegetables[footnoteRef:19]: [19:  Fruit and veg display include free standing and permanent displays, in the F&V section of the store only. Potatoes and herbs are included. Nuts of all kinds are excluded.] 

	Bin no.
	Length (m)
	Width (m)
	
	Bin no.
	Length (m)
	Width (m)
	
	Bin no.
	Length (m)
	Width (m)

	1
	
	
	
	7
	
	
	
	13
	
	

	2
	
	
	
	8
	
	
	
	14
	
	

	3
	
	
	
	9
	
	
	
	15
	
	


Other F&V displays (e.g., pyramid display for bananas)
	No.
	Product displayed
	Display shape description
	Length or width (m)
	Height (m)

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	



Estimated % of fresh fruit and vegetables available for sale that are organic (circle one option):   None   /     <25%   /    25-50%   /   50-75%   /   >75%
Estimated % of fresh fruit and vegetables available for sale that have individual packaging (circle one option):  None   /     <25%   /    25-50%   /   50-75%   /   >75%
Do any fresh fruit and vegetables indicate country of origin (circle one option)?    Y   /    N


3. END-OF-AISLE (EoA) (Addendum A for example of EoA)
	Aisle no. +
F = if front-of-store (near checkout)
B = if back-of-store
M = if  middle-of-store
	Food category 
(specify no.)
1. Fresh F&V
2. Confectionary
3. Soft drinks
4. Savoury snacks
5. Flavoured instant noodles
6. Any other overall healthy products[footnoteRef:20] [20:  Examples include plain water, plain grains, dry pasta, unsalted nuts, non-sugary cereals, dry tea, etc.] 

7. Any other overall unhealthy product[footnoteRef:21] [21:  Examples include sweet biscuits, cakes, instant noodles, jams, sugary cereals, processed meats, sugary baked goods, etc.] 

8. Other products not able to be classified as healthy or unhealthy (specify)
9. Non-food products
	Estimated % of space this food category takes up in this EoA
	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products within this category that are targeted at children
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Strategy targeted at children (1-3)[footnoteRef:22]  [22:  See strategies target at children (Addendum C).] 

1. Toys/games
2. Cartoons 
3. Celebrities

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	


4. TEMPORARY ISLAND BIN DISPLAYS[footnoteRef:23] (see addendum A for example of island bin displays) [23:  Island bins are defined as temporary displays separate from the main aisles or permanent displays. They include items that are elsewhere in the store – if the bin is the only location in the store for that product, then this is a permanent display and not an island bin, except for single serve items (eg. ice-creams and soft drink).] 

	Bin no.
	Bin Size[footnoteRef:24] [24:  Measure height (H) and width (W) of island bins using measuring tape or measuring wheel and calculate area (HxW) in square metres. It is only requested to measure few island bins at the beginning of data collection in the first store and then estimate size of other bins based on that knowledge.] 

S=Small (<1m2)
M=Medium (1-1.5m2)
L= Large (1.5-2m2)
XL=Extra-large (>2m2)
	Location of island bin (specify no.)
1. Near entrance
2. Near checkout
3. Near self-checkout
4. Near end of aisle
5. Elsewhere
	Product displayed (record broad product type)
	Estimated % of space the product takes up in the display
 
	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products within this category that are targeted at children
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Strategy targeted at children (1-3)[footnoteRef:25]  [25:  See strategies target at children (Addendum C).] 

1. Toys/games
2. Cartoons 
3. Celebrities

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	



5. CHEKOUT AREA (See addendum A for example of checkout displays) 
5a. Checkout displays 
	Check-out no.
	Type of checkout 
1. Staff assisted 
	Food category 
(specify no.)
1. Fresh F&V
2. Confectionary
3. Soft drinks
4. Savoury snacks
5. Flavoured instant noodles
6. Any other overall healthy products[footnoteRef:26] [26:  Examples include plain water, plain grains, dry pasta, unsalted nuts, non-sugary cereals, dry tea, etc.] 

7. Any other overall unhealthy product[footnoteRef:27] [27:  Examples include sweet biscuits, cakes, instant noodles, jams, sugary cereals, processed meats, sugary baked goods, etc.] 

8. Other products not able to be classified as healthy or unhealthy (specify) 
9. Non-food products
	Estimated % of space the product takes up in this display
	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products within this category that are targeted at children
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Strategy targeted at children (1-3)[footnoteRef:28]  [28:  See strategies target at children (Addendum C).] 

1. Toys/games
2. Cartoons 
3. Celebrities

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	








6. IN-STORE MARKETING FOR CHILDREN 
Are the following marketing strategies present in the store (circle yes or no)?
· Free fruit for children Y  /  N
· Posters with celebrities, sports players or other famous people promoting unhealthy food and drink products  Y   /   N
· Posters with cartoons promoting unhealthy food and drink products  Y   /   N 
· Free samples or tasting of child-targeted products (e.g., flavoured milk drinks, sweet biscuits, sugary drinks)   Y    / N
· Other in-store activities with or targeted to children  Y   /   N      If yes, include brief description here___________________________________
· Any other food-related activities targeted to children : ___________________________________________________________________________

7. GENERAL OBSERVATIONS (for the pilot test only)
Are there any other food categories not captured with this tool that are clearly healthy OR unhealthy? ________________________________________
















ADDENDUM A – EXAMPLES OF DISPLAYS
                                         
End-of-aisle displays
Island Bins
Staff-assisted checkout displays
	                	    
ADDENDUM B – LIST OF PRICE PROMOTIONS 
1. No price promotion
2. % Discount off 
3. Multibuys (e.g., get 2 have 1 for free OR get any 2 for $5)
4. Other price promotions (specify)

ADDENDUM C – STRATEGIES TARGETED AT CHILDREN
1. Products with toys, prizes or games attached
2. Package containing cartoon characters, licensed characters, pictures of children, children’s displays
3. Package containing celebrities or athletes
4. Special displays or promotions (applicable for checkouts only)













2) [bookmark: _Toc108783361]Convenience store assessment tool 
1. Store details
1a. Convenience store details
Convenience store name:        ___________________________________________________________________________________________________    
Location or street name   ______________________________________________________________________________________________________
Village _____________________________________________________________________________________________________________________        
District_____________________________________________________________________________________________________________________
City      _____________________________________________________________________________________________________________________
Country ____________________________________________________________________________________________________________________

1b. Assessor name: ____________________________  1c. Date:__________________  1d. Start time:__________  1e. Finish time:___________ 
1f. Store manager notified of data collection (circle one)?  Yes / No            
1g. Total store perimeter[footnoteRef:29]: ____________________ (metres (m)) [29:  Starting at the entrance of the store, measure total floor space, using a measuring wheel, around the perimeter of the store only (inside the store only) – do not include aisles] 

1h. Total length of shelves selling food/beverage products[footnoteRef:30]:  ____________________ (metres (m)) [30:  Measure length of shelves, using a measuring wheel, for all shelves selling food/beverage products only (do not includes floor space around checkouts)] 



2. Self-service displays
2a. Is there a heated display for ready-to-eat foods in this store[footnoteRef:31]?      Y / N     If yes, fill in the following table: [31:  It includes displays offering all types of ready-to-eat hot foods (e.g., chips, fried chicken, pies, fried rice, noodles, Chinese steamed buns).] 

	Display
length (m)
	Display height
 (m)
	Display depth (m) (record if horizontal display only)
	Location of display 
(specify no.)
1. Near entrance
2. Near checkout
3. Near end of aisle
4. Elsewhere (specify)
	Product displayed (record broad product type)
	Estimated % of space the product takes up in the display
 
	Price promotion type (1-4)
See price promotions (Addendum B). 
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	






3. Shelf space on MAIN SHELVES (not other displays)
3a. Non-frozen products (1-4) and frozen products (5-7)
	Food category 
1. Confectionary[footnoteRef:32]  [32:  All varieties of lollies, sweets, gum, and chocolate.] 

2. Soft drinks[footnoteRef:33] [33: All types of non-dairy and non-alcoholic sugary beverages, including soft drinks, energy drinks, sport drinks, ready-to-drink tea, canned bubble tea, cordials, fruit juices.] 

3. Savoury snacks[footnoteRef:34] [34:  Selected savoury snacks, including packaged chips/crisps, tortilla/corn chips, popcorn, salted nuts, rice crackers.] 

4. Flavoured instant noodles[footnoteRef:35] [35:  All dried or precooked noodles containing seasoning oil and/or flavoring powder.] 

5. Frozen fruits
6. Frozen vegetables[footnoteRef:36]  [36:  Excluding frozen potato products, herbs and ready to eat meals.] 

7. Ice creams and ice lollies (sticks)[footnoteRef:37] [37:  All ice-creams, sherbets, sorbets, frozen smoothies and ice lollies. Frozen desserts excluded. Free-standing freezer display containing ice-creams to be included as an Island Bin (if temporary display only)] 

	Shelf length (m)[footnoteRef:38] [38:  Shelf length measured using a measuring wheel.] 

	Shelf height (m)[footnoteRef:39] [39:  Height is measured from either the top of the highest shelf, or if there is no top on that shelf, the top of the highest product on the top shelf.] 

	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products within this category that are targeted at children
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products targeted at children AND located below 1m
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Strategy targeted at children (1-3)[footnoteRef:40]  [40:  See strategies target at children (Addendum C).] 

1. Toys/games
2. Cartoons 
3. Celebrities

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	


3b. Fresh fruits and vegetables
Fridges containing fresh fruit and vegetables11   shelf length _____________   x  height____________(m)
Permanent bins containing fresh fruit and vegetables[footnoteRef:41]: [41:  Fruit and veg display include free standing and permanent displays, in the F&V section of the store only. Potatoes and herbs are included. Nuts of all kinds are excluded.] 

	Bin no.
	Length (m)
	Width (m)
	
	Bin no.
	Length (m)
	Width (m)
	
	Bin no.
	Length (m)
	Width (m)

	1
	
	
	
	7
	
	
	
	13
	
	

	2
	
	
	
	8
	
	
	
	14
	
	

	3
	
	
	
	9
	
	
	
	15
	
	

	4
	
	
	
	10
	
	
	
	16
	
	

	5
	
	
	
	11
	
	
	
	17
	
	


Other F&V displays (e.g., pyramid display for bananas)
	No.
	Product displayed
	Display shape description
	Length or width (m)
	Height (m)

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	


Estimated % of fresh fruit and vegetables available for sale that are organic (circle one option):   None   /     <25%   /    25-50%   /   50-75%   /   >75%
Estimated % of fresh fruit and vegetables available for sale that have individual packaging (circle one option):  None   /     <25%   /    25-50%   /   50-75%   /   >75%
Do any fresh fruit and vegetables indicate country of origin (circle one option)?    Y   /    N   If yes, how many products indicate this information: _____________


3d. Refrigerated drinks
	Fridge no.
	Fridge length (m)
	Fridge height (m)
	Drink options
(specify no.)
1. Soda
2. Diet soda
3. Iced tea
4. Bubble tea
5. Energy drink
6. Sport drinks
7. Flavoured milk
8. Water
9. Others (specify)
	Estimated % of space the product takes up in the display

	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products within this category that are target at children
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Strategy targeted at children (1-3)[footnoteRef:42]  [42:  See strategies target at children (Addendum C).] 

1. Toys/games
2. Cartoons 
3. Celebrities

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	


4. END-OF-AISLE (EoA) (see addendum A for example of EoA)
	Aisle no. +
F = if front-of-store (near checkout)
B = if back-of-store
M = if  middle-of-store
	Food category 
(specify no.)
1. Fresh F&V
2. Confectionary
3. Soft drinks
4. Savoury snacks
5. Flavoured instant noodles
6. Any other overall healthy products[footnoteRef:43] [43:  Examples include plain water, plain grains, dry pasta, unsalted nuts, non-sugary cereals, dry tea, etc.] 

7. Any other overall unhealthy product[footnoteRef:44] [44:  Examples include sweet biscuits, cakes, instant noodles, jams, sugary cereals, processed meats, sugary baked goods, etc.] 

8. Other products not able to be classified as healthy or unhealthy (specify)
9. Non-food products
	Estimated % of space this food category takes up in this EoA
	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products within this category that are targeted at children
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Strategy targeted at children (1-3)[footnoteRef:45]  [45:  See strategies target at children (Addendum C).] 

1. Toys/games
2. Cartoons 
3. Celebrities

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	





5. TEMPORARY ISLAND BIN DISPLAYS[footnoteRef:46] (Addendum A for example of island bin displays) [46:  Island bins are defined as temporary displays separate from the main aisles or permanent displays. They include items that are elsewhere in the store – if the bin is the only location in the store for that product, then this is a permanent display and not an island bin, except for single serve items (eg. ice-creams and soft drink).] 

	Bin no.
	Bin Size[footnoteRef:47] [47:  Measure height (H) and width (W) of island bins using measuring tape or measuring wheel and calculate area (HxW) in square metres. It is only requested to measure few island bins at the beginning of data collection in the first store and then estimate size of other bins based on that knowledge.] 

S=Small (<1m2)
M=Medium (1-1.5m2)
L= Large (1.5-2m2)
XL=Extra-large (>2m2)
	Location of island bin (specify no.)
6. Near entrance
7. Near checkout
8. Near self-checkout
9. Near end of aisle
10. Elsewhere
	Product displayed (record broad product type)
	Estimated % of space the product takes up in the display
 
	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products price promoted within this food category
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Estimated % of products within this category that are targeted at children
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Strategy targeted at children (1-3)[footnoteRef:48]  [48:  See strategies target at children (Addendum C).] 

1. Toys/games
2. Cartoons 
3. Celebrities

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	

	
	
	
	
	
	
	
	
	




6. CHEKOUT DISPLAYS (Addendum A for example of checkout displays)
	Check-out no.
	Display length (m)[footnoteRef:49] [49:  Checkout display length measured using a measuring wheel or measuring tape.] 

	Food category (specify no.)
1. Fresh F&V
2. Confectionary
3. Soft drinks
4. Savoury snacks
5. Flavoured instant noodles
6. Any other overall healthy products[footnoteRef:50] [50:  Examples include plain water, plain grains, dry pasta, unsalted nuts, non-sugary cereals, dry tea, etc.] 

7. Any other overall unhealthy product[footnoteRef:51] [51:  Examples include sweet biscuits, cakes, instant noodles, jams, sugary cereals, processed meats, sugary baked goods, etc.] 

8. Other products that were difficult to classify as healthy or unhealthy options (specify product)
9. Non-food products
	Estimated % of space the product takes up in this display
	Price promotion type (1-4)
See price promotions (Addendum B)
	Estimated % of products within this category that are target at children
1. None
2. < 25%
3. 25-50%
4.  50-75%
5. > 75%
	Strategy targeted at children (1-3)[footnoteRef:52]  [52:  See strategies target at children (Addendum C).] 

1. Toys/games
2. Cartoons 
3. Celebrities

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	

	
	
	
	
	
	
	




7. IN-STORE MARKETING FOR CHILDREN 
Are the following marketing strategies present in the store (circle yes or no)?
· Free fruit for children Y  /  N
· Posters with celebrities, sports players or other famous people promoting unhealthy food and drink products  Y   /   N
· Posters with cartoons promoting unhealthy food and drink products  Y   /   N 
· Free samples or tasting of child-targeted products (e.g., flavoured milk drinks, sweet biscuits, sugary drinks)   Y    / N
· Other in-store activities with or targeted to children  Y   /   N      If yes, include brief description here___________________________________
· Any other food-related activities targeted to children: ___________________________________________________________________________


8. GENERAL OBSERVATIONS (for the pilot test only)
Are there any other food categories not captured with this tool that are clearly healthy OR unhealthy? ________________________________________
ADDENDUM A – EXAMPLES OF DISPLAYS
                                 
End-of-aisle displays
Island bins							
	                                        
ADDENDUM B – LIST OF PRICE PROMOTIONS 
1. No price promotion
2. % Discount off 
3. Multibuys (e.g., get 2 have 1 for free OR get any 2 for $5)
4. Other price promotions (specify)

ADDENDUM C – STRATEGIES TARGETED AT CHILDREN
1. Products with toys, prizes or games attached
2. Package containing cartoon characters, licensed characters, pictures of children, children’s displays
3. Package containing celebrities or athletes
4. Special displays or promotions (applicable for check outs only)















[bookmark: _Toc147766207]3) Small (Traditional) grocery store assessment tool 
1. Store details
Village    __________________________________________________________________________________________________________________________
District/Neighbourhood name: ______________________________________________________________________________________________________________
City: ___________________________________________________________________________________________________________________________________
Country: ________________________________________________________________________________________________________________________________

Type of store:   Walk in[footnoteRef:53] (   )           Service through window[footnoteRef:54] (   )            Mix[footnoteRef:55] (   )  [53:  Customers can enter the store, hold products, and then take them to a cashier.]  [54:  Customers cannot enter the store; instead, they need to look at the products available through a window/door and place an order with the food vendor for what they want to buy.]  [55:  Customers cannot enter the store, but they can reach products that are displayed in the front of the store or / in hanging displays. Other products can only be accessed by ordering through the window/door from the food vendor.] 

Does it have ‘security bars’? (Y / N):_______________
Store size[footnoteRef:56]: Small (   )           Medium (   )              Large (   ) [56:  Small: 12 sqm (~ size of a single garage). Medium: 24 sqm (~ size of a double garage). Large: >24 sqm.] 

How long the business has been operating?:____________
Distance from the closest high school (m):_________ Distance from the closest primary school (m):_________
Opening days and hours:_______________________________________   Store manager completed a short interview (circle one)? (Y/N):__________________

2. Assessment details 
1c. Assessor name: ____________________________  1d. Date:__________________  1e. Start time:__________  1f. Finish time:___________ 

3. Out of store advertising 
Is there any type of advertising material[footnoteRef:57] for food or beverages placed out of the store (e.g., on walls, windows, doors, front of store)? (Y/N):_________  If yes, take photos of all advertising materials available out of the store and fill the following table: [57:  Advertising materials include but are not limited to banners, posters, flags, hanging displays, temporary or permanent promotional materials.] 

	Food category (specify no.)
1. Fresh F&V
2. Confectionary
3. Soft drinks
4. Savoury snacks
5. Flavoured instant noodles
6. Any other clearly healthy category (please specify) [footnoteRef:58] [58:  Examples include plain water, plain grains, dry pasta, unsalted nuts, non-sugary cereals, dry tea, etc.] 

7. Any other clearly unhealthy category (please specify) product[footnoteRef:59] [59:  Examples include sweet biscuits, cakes, instant noodles, jams, sugary cereals, processed meats, sugary baked goods, etc.] 

8. Other categories that were difficult to classify as healthy or unhealthy options (please specify product)
9. Alcoholic beverages
	Detail of the type of food / beverage product advertised 
e.g., chocolate, soda, lollipops
	Food company brand (if available)
	Type of advertising material5
1. Billboard 
2. Poster or banner 
3. Free-standing sign (e.g. A-frame board) 
4. Painted wall 
5. Digital Signs / LED 
6. Store merchandising (e.g. branded refrigerators, bins, chairs, umbrellas, awning signage)
	Strategy targeted at children (specify no.)
1. No
2. Toys/games
3. Cartoons 
4. Celebrity endorsements
5. Other (specify)

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	

	
	
	
	
	



4. In-store food availability and placement 
	Food category (specify no.)
1. Fresh F&V
2. Confectionary
3. Soft drinks
4. Savoury snacks
5. Flavoured instant noodles
6. Any other clearly healthy category (please specify) [footnoteRef:60] [60:  Examples include plain water, plain grains, dry pasta, unsalted nuts, non-sugary cereals, dry tea, etc.] 

7. Any other clearly unhealthy category (please specify) product[footnoteRef:61] [61:  Examples include sweet biscuits, cakes, instant noodles, jams, sugary cereals, processed meats, sugary baked goods, etc.] 

8. Other categories that were difficult to classify as healthy or unhealthy options (please specify product)
9. Alcoholic beverages 
	Location of display (specify no.)
1. Front of store (easily visible)
2. Front of store (somewhat visible)
3. Back of store (easily visible)
4. Back of store (not visible)
5. Near checkout (for walk in stores only)
6. Elsewhere (specify)
	Price promotion type (specify no.)
1. No price promotion
2. % Discount off 
3. Multibuys (e.g., get 2 have 1 for free OR get any 2 for $5)
4. Other (specify)

	Strategy targeted at children (specify no.)
1. Toys/games
2. Cartoons 
3. Celebrity endorsements
4. Other (specify)

Where is the strategy target at children placed?

(P) Packaging
(M) As a marketing/promotional                       material not on the package
(B) Both

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	

	
	
	
	







4) Street food stall assessment tool 

1. Mobility of food stall (tick one)

2

2

      a. Static (Always same single location) 
      b. Mobile (Constantly moving) 
c. Mobile (Moving sometimes – at least once per week) 
d. Other


2. Type of stall:
a. Custom built market stall 
b. Tent/marquee/gazebo 
c. Motorized van/ other transport 
d. Other (please specify) 

3. Details of the vendor 

Age:
Sex: 
Name of the street:
Village: 
District: 
Country: 
Name of the Interviewer:  
Date of Interview:  
Time:

4. The total size of the food stall:  Width, Length, (Feet):
5. Average selling hours per day:  
a. Day---------------    b. Night-------------------- 
6. Total usual days of business in a week: 
7. Distance of food stall from a school: 
Note: Classification of healthy and unhealthy food based on local guidelines and nutrient profiling systems as appropriate. 
	[bookmark: _Hlk112156060]Food category
	 Food type
	Product Displayed/Visible (Yes or No)
	 Marketing targeting children (Yes or No)
	Comments 

	Seasonal Fruits 






	Banana
	
	
	

	
	Pineapple
	
	
	

	
	Guava
	
	
	

	
	Mango
	
	
	

	
	Orange
	
	
	

	
	Apple
	
	
	

	Packaged processed food 

	Sweet biscuits
	
	
	

	
	Sweet bread/
Cake
	
	
	

	
	Noodles
	
	
	

	
	Chips
	
	
	

	
	Chocolate/candy
	
	
	

	
	Ice-cream
	
	
	

	Fried Food
	Fried Chicken
	
	
	

	
	Keke ‘Isite 
	
	
	

	
	Fish and chips
	
	
	

	Homemade cooked Food 
	Kale sipi (Lamb curry)
	
	
	

	
	Roti
	
	
	

	Savory snacks
	Doughnuts
	
	
	

	Desserts
	Faikakai
	
	
	

	
	Cinnamon rolls 
	
	
	



8. Types of Beverages available in the food stall
	Beverage category
	Type of beverage

	Product Displayed 
 (Yes or No)
	Product Displayed/Visible 
(Yes or No)
	Marketing targeted at children
(Yes or No)
	Comments 

	Sugary 
	Cordial or powdered mix drinks

	
	
	
	

	
	Industrial pack fruit juice
	
	
	
	

	
	Soft drink
	
	
	
	

	
	Energy drink
	
	
	
	

	Non-sugary
	
	Green Coconut

	
	
	
	

	
	Plain water


	
	
	
	



9. Strategies used to promote products for sale 
	Types of strategy 
	Yes/No
	Comment 

	Promotional activities (calling customers with a loudspeaker 
	
	

	Price discount 
	
	

	Food tasting 
	
	

	Other (Please specify) 
	
	




