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Influences and Promotion Strategies
 for Fruit and Vegetable Consumption
 in Northern Ontario

ABSTRACT

The purpose of the present study was to explore factors that affect consumption of fruits and vegetables among women with young children in Northern Ontario, and to gather suggested approaches to promotion of fruit and vegetable consumption.  Following a template designed for the project, nine focus groups were conducted with 83 women from five districts in Northern Ontario.  The focus groups were audiotaped, transcribed, and analyzed for themes.  Barriers to eating vegetables and fruit were poor quality, high cost, lack of knowledge, limited variety, family preferences, availability, preparation time, and food safety.  Enablers to eating vegetables and fruit were low cost, opportunity to sample unfamiliar fruits and vegetables, availability and access, season (summer), knowledge, convenience, family factors, and gardens.  Participants suggested that promotion of consumption could be done through a variety of channels, with key channels being grocery stores, schools, community locations, and media.  Activities to increase knowledge and familiarity were the most commonly suggested approaches to promotion of fruit and vegetable use.  Health units, in collaboration with community partners, can play a key role in promotion of fruit and vegetable consumption.

INTRODUCTION

Research has consistently pointed to the health benefits of consuming vegetables and fruits.  Canada’s Food Guide To Healthy Eating recommends 5 to 10 servings of vegetables and fruit per day.  However, a large proportion of the population does not meet even the minimum recommended level.  In the Ontario Health Survey data, 44% self-reported consuming the minimum five servings of vegetables and fruit per day. The overall Ontario trends are seen across the North (NHIP, 1998).

Public health interventions to promote the consumption of fruits and vegetables have been guided by research on the enablers of and barriers to consumption of fruits and vegetables.  A literature review identified several research studies that helped guide the development of the present qualitative component of the project. 

The research most relevant to the situations of Northern Ontario health units is that of Uetrecht, Greenberg, Dwyer, Sutherland and Tobin (1999), which was conducted in North York, a large Southern Ontario urban centre now part of Toronto.  In Uetrecht’s study, focus groups were conducted to identify factors that influence vegetable and fruit consumption. A structured interview guide consisting of six questions was developed and pre-tested by the researchers. Participants in the focus groups were parents, mostly women, who were recruited through direct contact with pre-existing parenting groups, posters in workplaces and newspaper ads. 

Influences found in Uetrecht’s research included price and season, food selection and preparation skills, convenience and time, family influences, and experimentation, among other factors.  Participants were also asked to suggest ways to promote vegetable and fruit use.  Their suggested sites were grocery stores, schools, community and home and the mass media.  Strategies included demonstrations, information, advertising, and community support for experimenting with new foods.

Research has been conducted in the United States to support and guide the “5-a-Day for Better Health” initiative which promotes fruit and vegetable consumption.  In one of these projects, Treiman, Freimuth, Damron, Lasswell, Anliker, Havas, Langenberg and Feldman (1996) used focus groups and intercept interviews to explore influences on vegetable and fruit consumption among low-income U.S. women.  Barriers to vegetable and fruit use included cost, preparation time, and preference for other foods.  It was noted that being a good role model for children was an important motivator for these participants, and the researchers identified ways that role modeling might be used as a persuasive message in promotion campaigns directed at mothers.

Another study of influences on vegetable and fruit consumption among low-income U.S. women was conducted by Reicks, Randall and Haynes (1994).  Focus groups were used to explore factors that influence the vegetable and fruit use of low-income mothers of young children.  The barriers identified were grouped into environmental constraints (such as access, availability and cost), food-related influences (such as taste, appearance, and convenience) and social and psychological dimensions (such as family preferences and roles).  Suggestions for promotion strategies included ways to address each of environmental, food-related, and social/psychological issues, primarily through information and modeling approaches.

Adolescents’ perceptions of influences on food choices were examined by means of focus groups by Neumark-Sztainer, Story, Perry and Casey (1999).  Among the factors investigated were barriers to fruit, vegetable and dairy consumption.  The major barriers were lack of concern about personal health, preferences for other foods, and inconvenience.  Suggestions for improving adolescent diets included making food taste and look better, limiting availability of unhealthy options, and making healthy food more available and convenient.

Research has also focused on existing health promotion and social marketing programs.  A school-based program was the subject of a “5-a-Day” campaign that was evaluated by Harris, Richter, Schultz, and Johnston (1998).  Focus groups with students, school staff and parents were used to guide the initial program development and then to evaluate the effectiveness of the campaign.  The campaign promoted the use of five fruits and vegetables that were not eaten frequently, but that did not elicit strong feelings of like or dislike among students.  Children reported recognizing and tasting the target foods as a result of the campaign, and parents reported that the materials sent home were effective at promoting more fruit and vegetable consumption.  However, most parents were not aware of the specific foods that had been targeted.  Although the program was generally implemented as planned, there were no data on students’ actual consumption of fruits and vegetables, so the researchers were unable to assess the program’s effect on actual eating patterns.

In another study of vegetable and fruit health promotion programming, Balch, Loughrey, Weinberg, Lurie and Eisner (1997) explored enablers and barriers, as well as gauging consumer reaction to several “benefit statements” that could be used in media campaigns.  Their participants were in the “5-a-Day” target group: People who currently ate two to three servings per day, and who were trying to eat more fruits and vegetables.  They also conducted focus groups with a comparison group who already ate five or more servings per day.  Participants thought that the primary benefits to eating vegetables and fruit were feeling better, health, and weight control. The target group participants did not support the researchers’ possible benefit statements that consuming vegetables and fruit will “help you feel less stress” or “cut risk of cancer”. Participants were skeptical about both of these statements.  The most favoured messages (consistent with the benefits spontaneously identified by the participants) included energy, weight control, being easy and health improvements.  When the researchers compared the target group to those participants who already ate 5 or more servings of vegetables and fruit, they noted that target group barriers of time and convenience had been adapted by the comparison group into matters of daily routine, and these factors were not perceived as significant barriers for the comparison group.  Overall, these researchers identified effective messages that would address enablers and would communicate immediate, rather than long-term, benefits.

Loughrey, Balch, Lefebvre, Doner, Johnston, Eisner and Hadley (1997) explained the process they undertook to develop a media campaign for the “5-a-Day” campaign.  The campaign targeted those people who were contemplating or preparing to take action with respect to their vegetable and fruit consumption, given that previous research on the Transtheoretical model of Change (Prochaska and DiClemente,1983) had shown that these are the most likely stages at which behaviour change will occur.  Time, convenience, health and taste were all considered as important factors in designing a persuasive media campaign.  Providing entertaining, easy information that can address these factors is suggested as a way to implement effective communications to the target audience.

Overall, the studies cited are fairly consistent in the barriers and enablers identified. Issues such as convenience, cost, preparation time and food preferences are commonly identified as important influences on fruit and vegetable consumption.  However, it is not known whether similar factors influence fruit and vegetable consumption in Northern regions of the province, or whether there might be additional factors that affect consumption for Northern residents.  Research on ways to design effective promotion campaigns has revealed that information about health, convenience, preparation and taste is likely to be effective with U.S. audiences who are in the “5-a-Day” target group.  However, given cultural and geographic variations, acceptable ways to promote fruit and vegetable consumption might be different in Northern regions.

The majority of the U.S. research cited came out of programs specifically funded for low-income women. Although income is clearly an influence on food choices, the present study is being undertaken to guide health promotion approaches across the range of the Northern Ontario population, not only among low-income families.  Therefore, the present study invited participation from women with a range of income levels, in order to determine barriers and enablers across the entire population of mothers with young children.

The Present Study

The Northern Healthy Eating Project (NHEP) is a comprehensive four-year project to increase consumption of vegetables and fruit in Northern Ontario residents. The project was initiated in January 1999 by a collaboration of dietitians and nutritionists from seven Northern public health units. NHEP partners develop templates for high-quality nutrition programming to facilitate implementation at the local level.

The first priority for NHEP was to understand better the needs of the proposed target groups. The decision was made to conduct research in the North to identify current knowledge and attitudes regarding vegetables and fruit as well as influences on their consumption. The research results would guide program planning, including identification of priority channels and the development of key strategies and messages. NHEP linked with the Public Health Research, Education and Development Unit (PHRED) at the Sudbury and District Health Unit for their expertise in conducting this research.

The primary objectives of the focus groups were: 1) to identify factors that influence vegetable and fruit consumption in Northern Ontario residents, and 2) to gather ideas for promoting vegetable and fruit consumption.  The primary consumer target population was women 19-45 years of age who have children under the age of 13.  

METHODS

Design and Sample

Focus groups were chosen as the most appropriate method to obtain qualitative data to guide the program planning efforts. The majority of the research literature reviewed used focus groups alone or in combination with other methods.  The vast geographic area of Northern Ontario’s seven health unit jurisdictions, the limited project budget for planning and evaluation purposes, and the perceived optimal way to reach the intended consumer target group were reasons for choosing focus groups as the main methodological approach.  Ethical approval was obtained from the Sudbury & District Health Unit research ethics committee prior to data collection.

It was proposed to have a minimum of two focus groups in each of the seven Northern health unit jurisdictions. Each health unit would conduct one focus group in the main (“urban”) office town/city and one in a branch (“more rural”) office locale. The goal was to have 6 to 10 women at each focus group.  Recruitment efforts were targeted at females aged between 19 and 45 years, who were the mothers/guardians of at least one child under 13 years of age living in the household.  

It is recognized that while the unit of analysis was the North, the North is not a homogeneous population and, thus, attempts were put in place to recruit participants that represented our diverse population. Each focus group was to have a mix of our target population. Each health unit followed detailed screening criteria for participation  (which included francophone, lower income, mixed marital status, family composition, ages of participants, educational attainment, place of residence).

An extensive focus group guide template was developed, reviewed and revised by team members.  The template provided guidance on the roles of moderator and recorder, recruitment approaches, questions for use in the focus groups and guidelines for ways to record the data. It is beyond the purpose of this paper to delineate these details and, thus, the reader is referred to the full template guide for details. 

A variety of recruitment approaches were available to be used by each of the seven health units. These were detailed in the template. Prospective focus group participants were recruited using: existing lists from credible sources; key informants’ referral; intercept contacts; open solicitation; and piggyback onto existing group functions. All health units were to follow the sample recruitment posters, scripts, confirmation letter format, focus group ground rules, questions, probes, and field notes reporting forms. Health units were encouraged to over-recruit by 20% for each focus group to ensure adequate numbers in attendance. Focus group participants were asked, on a volunteer and confidential basis, just prior to the start of the focus group, to fill out a demographic profile questionnaire in order to confirm that they were in the desired target group. All health units were permitted to offer the same honorarium to participants to cover child care expenses. 

Prior to the start of the data collection across the North, the template focus group questions (see Appendix A) were piloted with a mock focus group. Appropriate revisions were made to ensure clear understanding of the questions and prompts by the intended target group. Piloting the focus group format also gave a more accurate estimate of the length of time to conduct one focus group. The mock focus group also gave opportunity to compare quality of the assistant’s hand written efforts with the taped transcribed notes in order for the team to decide if more expensive taped transcriptions of all proposed focus groups were necessary. Template contents were translated into French and reviewed by a francophone team member prior to use.

It was not possible to have the same moderator and assistant at all fourteen proposed focus groups, thus, focus groups were led by a moderator (public health nutritionist/dietitian) and an assistant from each local health unit. While most had experience conducting focus groups, additional training opportunities were provided in the form of background information in the template, access to current references on conducting focus groups, and discussions at NHEP teleconferenced meetings in an attempt to build consistency into the data collection.  The moderator posed the questions and focused the discussion, while the assistant took responsibility for logistics, taping the session and taking notes by hand. The moderator and assistant met to debrief after each group to capture salient points and to prepare a brief written summary alongside the field notes and tapes.

Analysis

Audiotapes of the focus groups were transcribed.  Data from all focus groups were combined for the thematic analyses, following the qualitative data coding method based on Strauss (1987). Transcripts were analyzed for themes present in the discussions of each question.  An iterative process was used, with multiple reviews of the data for each question until each comment had been coded, themes had been identified, and similar comments had been grouped together under themes.  Once the themes had been identified within all questions, an additional analysis was performed to identify overall themes that had emerged across the entire data set (that is, under more than one question).  

RESULTS

Participant Demographics

The Northern Healthy Eating Project (NHEP) conducted 9 focus groups between February 17 and April 18, 2000.  Eighty-three women participated in the groups.  Five of the groups, comprising 43 participants, were held in main office areas; four groups, comprising 40 participants, were held in branch office areas.  One group was in French and the remainder were in English. Five of the seven health units were able to conduct the focus groups.

All participants were female, aged between 19 and 45 years, and were the mothers/guardians of at least one child under 13 years of age living in the household.  The majority of participants (88%) were in the 25-45 year age group, with the remainder aged 19-24.  Most were married (77%) or living common-law (15%).  One or two children was the most common family size (72%), with an additional 18% having 3 children and 10% having more than 3 children.  Participants were likely to have graduated from high school (84%) and to have worked for pay in the past year (70%).  A range of family incomes was represented, with 11% having incomes lower than $15,000, 9% between $15,000 and $29,000, 34% between $30,000 and $49,999, and 46% having family incomes exceeding $50,000.  First languages were English for 70% of the participants, French for an additional 23%, with other European languages also represented.

Most of the participants traveled to the grocery store by car (84%), with remainder walking, using public transit or getting rides from others.  The grocery store was located an average of 11 minutes away, with a range of 1 minute to 1 hour for travel to the store.

In order to determine whether the participant group was representative of the overall target group across the North, demographic data from the present study were compared to demographic data from the Ontario Health Survey (OHS) of 1996-97.  The comparable OHS data were obtained by selecting data for females, aged 19-45, with children, living in the Northern region of the province.  As shown in Table 1, the demographic profile of participants in the focus groups is similar in terms of age, education, and working for pay to the demographic profile from the Ontario Health Study.  The present study had a higher number of women who were married or living common-law, and a lower number of single or separated women.  The participants in the NHEP study also had more children living in their households than the OHS sample.  The present study also had fewer participants in the $15,000-29,000 income category than the OHS sample.  Overall, the present study had a sample that was reasonably representative of the target group in the North.

Table 1
Comparison of Demographic Data from Northern Healthy Eating Project and Ontario Health Survey (1996/97)

	
	NHEP
	OHS

	25-45 years of age
	88%
	87%

	19-24 years of age
	12%
	13%

	Married
	77%
	72%

	Common-law
	15%
	  9%

	Single/separated
	  8%
	16%

	1-2 children in the household
	72%
	88%

	3 children in the household
	18%
	  9%

	Over 3 children in the household
	10%
	*

	Graduated high school
	84%
	84%

	Work for pay in the last year
	70%
	69%

	< $15,000 household income
	11%
	10%

	$15,000–29,000 household income
	  9%
	17%

	$30,000-49,000 household income
	34%
	32%

	$50,000 or more household income
	46%
	42%

	English as a first language
	70%
	77%

	French as a first language
	23%
	19%



* indicates a cell size less than 30 and therefore the value is not releasable

Focus Group Results

Questions concerned multiple aspects of vegetable and fruit use.  The specific themes identified in the data are presented for each question.  Themes are described and shown in tables in order of their frequency in the data.  Themes that appeared most often are at the top of the lists. 

General concepts of fruit and vegetables

When asked for ideas that come to mind with respect to fruit, positive aspects were mentioned most often, including health benefits and a refreshing, enjoyable appearance and taste (see Table 2).    Less positive aspects were mentioned less frequently, but they included mess, cost, poor quality and variety in the participants’ locations, and safety concerns.  Many of the concepts mentioned with respect to vegetables were similar to those mentioned for fruit, but some less positive aspects of vegetables, such as the need to prepare vegetables before serving, preparation time and family dislikes, were unique to vegetables and were mentioned more often than the more positive aspects of vegetables.

Table 2:
 General concepts of fruit and vegetables

	Thoughts about fruit
	Thoughts about vegetables

	· Health:  Fruit is healthy, nutritious, full of
Vitamin C

· Refreshing: Juicy, mouthwatering, thirst quenching

· Characteristics: 


· Good, like it, quick energy

· Easy, quick, comes in own package, portable

· Taste, sweetness

· Crisp

· Colour

· Variety

· Messy, drips

· Mode: fresh, frozen, canned, dried

· Ways to prepare: with dip, for dessert

· Cost 

· Location: poor quality or variety in the North or “here”

· Safety: must be washed well
	· Preparation time: Vegetables take time to prepare and cook

· Ways to prepare: salads, stir fry, etc.

· Family: do not like vegetables, fussy, only with dip

· Health: healthy, nutritious, vitamins

· Characteristics

· Colour

· Crunchy

· Variety

· Negative: dry, bland, chewy, boring, need sauce

· Good, tasty, love them

· Garden: can grow own vegetables in summer

· Location: Can’t get fresh here, poor variety

· Quality/spoilage: Rotten at store or go bad at home


Concepts of people who do or do not consume fruits and vegetables

Health and weight consciousness were key concepts about people who consume a lot of fruits and vegetables (see Table 3).  They were described as being disciplined and motivated.  In general, they were described most often as having internal attributes related to eating fruits and vegetables.  People who do not consume a lot of fruits and vegetables, in contrast, were described most often in terms of external reasons for their eating habits, such as a lack of knowledge.  Their internal attributes, such as laziness, unhealthiness, and disliking fruits and vegetables were mentioned less often than the external factors.  

Table 3:
Concepts of people who do or do not consume fruits and vegetables

	People who eat lots of fruits and vegetables
	People who do not eat many
 fruits and vegetables

	· Health: People who eat a lot of fruits and vegetables are healthy, health conscious

· Weight: slim, dieting

· Disciplined, motivated, willpower

· Vegetarians/vegans

· Characteristics:

· Energy

· Smart, knowledgeable, informed

· Good role models for children
	· Lack knowledge: don’t know the benefits, don’t know how to prepare, haven’t tried them

· Low energy or motivation: Lazy, couch potatoes, eat junk food 

· Unhealthy

· Don’t like fruit and vegetables: Picky, not in habit of eating fruit and vegetables

· Tired, stressed

· Poor, can’t afford fruit and vegetables

· Overweight


Factors that influence consumption of fruits and vegetables

As shown in Table 4, barriers to consumption of fruits and vegetables were quality, cost, knowledge, variety, family factors, availability, preparation time and safety concerns.  Quality was the most often mentioned barrier.  For example, “The quality of foods in the grocery store is not good quality sometimes.  If you don’t use it right away, it’s gone bad.”  The cost of produce was mentioned as a factor as often as quality, and sometimes these issues are linked: “It’s very frustrating when you spend money on fruit – eat one and it’s awful.  You’re leery next time to spend the money on it again.”

Cost was a factor in enabling consumption of fruits and vegetables: “Cost is always a factor.”  “If you have more money you buy more fruits and vegetables.  I have a smaller budget so I can’t afford all that.”  Having the opportunity to try new types of produce without having to risk the money was an enabler: “Chance de goûter sans tout acheter” [Having an opportunity to try without having to buy.]  With respect to both barriers and enablers, information about preparation, purchasing, storage and recipes were important factors.  The availability of produce, especially out of season, was another factor that emerged as both barriers and enablers were discussed.

Table 4:
Factors that influence consumption of fruits and vegetables
	Barriers
	Enablers

	· Quality: not ripe, poor taste/texture, rotten, don’t last, poor appearance

· Cost: expensive, especially in smaller towns, pay more for variety

· Lack knowledge: preparation, judging ripeness, unfamiliar produce, how to store and preserve

· Variety: limited, have to travel far to get variety, stores never change

· Family: can’t please all members, don’t like, restrict to fruits and vegetables family already knows, upbringing influences what you cook and eat

· Availability: unavailable, or only available in season

· Preparation time

· Safety concerns: pesticides, irradiation
	· Cost: low prices and sales, having money 

· Opportunity and willingness to sample unfamiliar fruits and vegetables 

· Availability and access: in stores and in the home; having store located close to home or being able to travel

· Season: quality and availability are improved in summer

· Knowledge: how to prepare, recipes, familiarity, how to judge ripeness and quality

· Convenience, having time to prepare

· Family: provide what they like, involve them in preparation, play with food

· Gardens: improves access and quality, involve children


Variety of vegetables and fruit

Participants were asked specifically about whether there was greater variety of fruits or vegetables available.   No clear answer emerged on this question; group participants were evenly split between saying that a greater variety of vegetables or a greater variety of fruits was available.  Participants were also asked about factors that influence the consumption of a variety of fruits and vegetables.  Barriers to variety, shown in Table 5,  included many of the factors mentioned as general barriers to consuming fruits and vegetables, with cost, knowledge and quality emerging as key factors.  New factors emerged when enablers of variety were suggested; these included stores that stock a variety of produce, and using forms of produce other than fresh.

Table 5:
Variety of vegetables and fruit

	Barriers to variety are:

	· Cost of fruit

· Knowledge of ripeness

· Quality

· Season: Limited in winter

	Enablers of variety are:

	· Good stores

· Using frozen or canned (not restricting to fresh)


Influences on choice of form

Participants were asked about choosing fresh produce versus frozen or canned.  Although there was a strong preference for fresh fruit and vegetables, practical matters such as storage, cost and convenience were the greatest influences on choice of form (see Table 6).  “Canned vegetables: when they’re on sale I stock up.  I can store them and they last longer.” “Buy frozen or canned if you shop less often.”

Table 6:
Influences on choice of form

	· Storage: Concern about waste, frozen and canned will last

· Cost

· Convenience: pre-cut and ready-to-eat save time

· Taste preference: what family likes, whether prefer fresh, canned or frozen taste

· Season: what is available and fresh

· Recipe: buy what recipe calls for

· Quality/appearance: believe fresh is superior in nutrition, buy what looks good

· Availability: will buy fresh if available

· Safety: will not buy if it may be sprayed or modified


Encourage to buy more fruits and vegetables

The most common factors influencing purchasing were cost and quality (see Table 7). “At a lower cost, I would buy more.” “Quality of vegetables and fruit – I won’t waste money on poor quality.”  Family habits and preferences were also important factors: “If my husband ate more vegetables, I would buy more and eat more, for my son.”

Table 7:
Encourage to buy more fruits and vegetables

	· Cost: sales, low prices

· Quality: in store (appearance, ripeness), don’t want irradiated or sprayed foods

· Family preferences 

· Health: awareness of importance of fruit and vegetables to health; diet requirements

· Opportunity to sample, try new produce 

· Knowledge: Planning, recipes

· Convenience


Encourage to prepare more fruits and vegetables

Participants felt that they would prepare more fruits and vegetables if they had new recipes and ideas about preparation (See Table 8).  Having more time was also an important factor: “La préparation rapide, a l’intérieur d’une demi-heure” [Quick preparation, under half an hour.]   Family influences were important factors influencing preparation; as one woman said, “I would prepare more if my family would eat it.  It’s garbage if no one eats it.”  There was discussion of the value of involving family members with preparation, but some participants felt that this simply added to the preparation time.

Table 8:
Encourage to prepare more fruits and vegetables

	· Recipes, ideas for preparation

· Time and convenience

· Family factors: preferences; involve family in preparation (although this takes longer)

· Availability: in stores and at home

· Quality: if produce lasted longer

· Planning: make it a priority, be organized


Help family to eat more fruits and vegetables

Factors associated with eating more fruits and vegetables, shown in Table 9, were similar to factors associated with preparation.  Appealing presentation and family factors were important.  For example, one woman said, “hide it in the food, like zucchini and don’t tell them it’s in there so it won’t become unpopular.” Convenience and ease of access at home, and ease of preparation were also mentioned frequently as important influences.  

Table 9:
Help family to eat more fruits and vegetables

	· Recipes, ideas for preparation to make more appealing

· Prepare it ahead/ready-to-eat/availability at home/convenience

· Family factors: Be a role model, involve children

· Planning: Make vegetables a more important part of each meal

· Offer fruit and vegetables for snacks

· Variety

· School programs


Prevent throwing out fruits and vegetables

Previous research, as well as the present research, has identified that one deterrent to purchasing and consumption of fruits and vegetables is that the produce does not last until it can be eaten.  Participants in the focus groups were asked for ideas about preventing produce from going to waste.  A summary of their responses is shown in Table 10.  Easy ways to prepare, and making the food easily accessible were mentioned most often.  For example, “Use a fruit bowl.  Wash fruit and leave it in the bowl, child helps herself.”   Information about storing produce to keep it longer was an important waste prevention approach, as was planning ahead and only buying the quantities required, and knowing recipes to use produce in a variety of ways.

	Table 10:  Prevent throwing out fruits and vegetables

	· Availability and preparation: make it more available so it will be eaten before going bad

· Better storage methods

· Plan ahead: buy only what you need, remember what is in the fridge

· Recipes: know ways to use up leftovers


Channels and strategies

An important part of the present research was to seek suggestions about ways to promote increased fruit and vegetable consumption.  Participants were asked to suggest where (channels) and how (strategies) promotion could be done.  Group participants seemed to recognize the challenges involved in promoting increased fruit and vegetable consumption, and were interested in strategies to encourage people to eat more servings of fruits and vegetables.  Ways to get children and husbands to eat more fruit and vegetables evoked considerable interest and discussion in all groups.

The data are presented in Table 11, showing the channel, the central theme that is addressed by each strategy grouping, and then the details of the strategies.  The strategies that were emphasized have been underlined.  Although some channels had themes that were unique to that channel, there were some noticeable trends that crossed channels.  Specifically, knowledge and skills, availability and access, and cost were themes that were addressed in most or all of the channels.  Appendix B presents an expanded version of the information in Table 11, with the focus group location specified.  This appendix may be useful for local health units to consider as they tailor programming to their communities.

	Table 11:
Channels, themes and strategies for promotion

	Channel
	Theme
	Strategy

	Point of purchase
	Knowledge and skills
	· In-person information: displays and demonstrations; taste-testing; informed store personnel

· Written information: recipes; preparation; nutrition; storage; ripeness and selection; portion size

· Visual information: appealing posters of fruits and veg

Planning: how to organize purchasing; portion size purchasing

	
	
	

	
	Availability/

access
	· Prominent location in store

· Farmer’s market

	
	
	

	
	Convenience/

preparation
	· Ready-to-eat trays and packages

· Smaller packages

	
	
	

	
	Safety
	· Local produce

· Organic produce

	
	
	

	
	
	

	
	
	

	
	Store policies
	· Return if produce is of poor quality

· Donate fruits and veg to schools

	
	
	

	
	
	

	
	
	

	
	Variety
	· Prepackaged “variety packs”

· Smaller packages to allow more variety at home

	
	
	

	
	
	

	
	
	

	Schools
	Availability/

access
	· Sell fruits and veg, juice, healthy food

· Don’t sell junk food
· Have food services/cafeterias in schools instead of vending machines

· Have healthy food available for children whose parents don’t provide or can’t afford

	
	
	

	
	
	

	
	
	

	
	
	

	
	Knowledge and skills
	· In-person information: Exposure to new foods; Demonstration by nutritionists; Hands-on experience with food preparation

· Curriculum: Teach about nutrition; Incorporate fruits and veg into curriculum, activities (e.g. play about food)

· Visual information: posters

· Education for parents through children; Send healthy lunches

	
	
	

	
	
	

	
	
	

	
	
	

	
	Cost
	· Low cost fruit and veg

	
	
	

	
	
	

	
	Policy
	· Rules against eating on bus and in class reduce options for eating.  Should allow fruit and veg.

· Give enough time to eat; structured snack/lunch time

· Don’t allow sugary foods

	
	
	

	
	
	

	
	
	

	
	
	

	
	Programs
	· Healthy eating month; food-a-thon; Snack programs; Special days: fruit and veg days instead of hot dog or pizza days; Fruit and veg program (like breakfast program); Contests and rewards for healthy eating; Food tracking systems; Volunteers to prepare snacks and do cooking demonstrations

	
	
	

	
	
	

	Community 

(Children’s locations: daycare, resource centres, children’s groups, prenatal classes; 

Public locations: community centres, parks, bingos, recreation centres)
	Knowledge and skills
	· In-person information: demonstrations (by knowledgeable people); taste tests; fun activities with food; store tours; leaders as role models; information about prenatal nutrition;

· courses on cooking and food preparation, preserving; learn about community resources; gardening info; training for coaches in nutrition

· Written information: recipes (for adults and children; in newspapers); messages to parents in newsletters; fact sheets; books, resources and internet addresses; food tracking guide; preparation and nutrition information for staff, coaches

· Visual information: posters, displays (e.g. in malls), bulletin boards, video games with health themes

· Programs: Contests, story-time with food; certificates; tie in with other community events and holidays; community kitchens

	
	
	

	
	
	

	
	
	

	
	
	

	
	Availability/

access
	· Offer/sell healthy foods: fruit, smoothies, juice, frozen yogurt

· Parents to bring healthy snacks to events, sports

Community gardens

	
	
	

	
	
	

	
	
	

	Home
	Availability/

access
	· Keep fruit visible, out on table

· Don’t keep junk food at home

	
	
	

	
	Family
	· Share responsibilities; Children make own choice; Children buy own fruit and veg at store

· Serve what family likes

· Role modelling

· Introduce fun new ideas: try new things, fun preparation; motivate

	
	
	· 

	
	
	· 

	
	
	· 

	
	
	

	
	
	

	
	Knowledge and skills
	· Recipes to hide veg

	
	
	

	Media
	Advertising
	· Advertise produce like other brand-name products

· Link fruit and veg advertising to health and self-esteem

· Articles, T-shirts, catchy slogans, prizes, rebates

· Recipes

	
	
	· 

	
	
	· 

	
	
	· 

	
	
	

	
	Programs
	· Promotion programs (similar to Participaction, “healthy eating” week)

	
	
	

	
	Packaging
	· Include health message with fruit and veg purchase

	
	
	· Information about the nutritive value of the produce

	
	
	

	Restaurants
	Availability/

access
	· Offer more fruit and veg choices on menu

· Offer daily special featuring fruit and veg

	
	
	

	
	Cost
	· Fruit and veg available at reasonable price

	
	
	

	
	Knowledge and skills
	· Written information: Posters, information on menu

	
	
	

	Workplace
	Availability/

access
	· Fruit and veg in vending machines

· Fruit and veg in cafeteria

· Have cafeteria, not just machines

· Microwaves available

· Time to eat

	
	
	· 

	
	
	· 

	
	
	· 

	
	
	

	
	Knowledge and skills
	· Classes on healthy eating

· Link healthy eating to feeling better

· Posters, contests, information

	
	
	· 

	
	
	

	Health professionals
	Knowledge and skills
	· In-person information: Medical issues; support to change diet; support groups; classes with nutritionist; role modelling

· Written information: Vitamin information; Brochures; access to books and resources

· Visual information: posters

	
	
	· 

	
	
	· 


Overall Themes

Analysis was performed to identify overall themes that had emerged across the entire data set (that is, under more than one question).  By analyzing the data across questions, factors were identified that may have an overall influence on fruit and vegetable consumption among this target population of Northern Ontario women aged 19-45 with young children.  

Northern issues: Comments about the North, or location, came out very early in most of the groups.  In the first questions about “what comes to mind when you think of fruit/vegetables”, 4 out of 9 groups had at least one participant say that living in the North meant they did not have access to the same quality or variety of fruits or vegetables.  Seven out of 9 groups mentioned this issue somewhere in their discussions.  In addition to groups that specifically mentioned the North, some participants said that their access to quality and variety was limited by living “here”, which may mean the North or may mean their town.  Only the Sudbury and North Bay groups did not mention the issue of quality or variety deprivation because of location.  This “Northern” theme may also be implied when participants spoke about seasonal limitations to the availability or quality of produce.  Overall, the participants did feel that location (whether Northern or small town) was a factor in the availability of quality and variety of produce.  

Safety: Another widespread theme was produce safety: toxins, pesticides, irradiation, and genetic modification were frequently mentioned by participants.  Seven out of nine groups discussed food safety.  

Unpredictability: This theme emerged as participants talked about fruits, vegetables, quality and unfamiliarity.  As compared to packaged and processed foods, fresh produce is hard to predict.  Participants said produce is often dry, rotten or of poor quality once they go to prepare it, but they do not know how to judge its quality at the store. 

Time: Preparation time, particularly associated with vegetables, is a barrier to consumption.  Ideas for quick preparation were shared among focus group members, and included buying convenience packages of vegetables and fruit and preparing the food ahead of time and storing it already prepared for quick snacking.

Cost: Price is a commonly mentioned barrier to buying more produce, although it seems to apply more to fruit than to vegetables.  

Quality: Most participants felt that the quality of the produce was limited where they shopped.  The concern about quality was related to Northern and local factors, as well as to the concern that produce goes rotten before it is used up.

Variety:  As is the case with quality, most participants felt that the variety of produce was poor, particularly in the winter months.  

Unfamiliarity and lack of knowledge:  Participants felt that their families would consume more if they had opportunities to sample unfamiliar produce.  They were very enthusiastic about sharing tips for ways to prepare produce and would like to have more information (at the point of purchase) about how to prepare unfamiliar produce. 

Forms:  There is a strong conviction that fresh produce is much healthier than canned or frozen produce.  

DISCUSSION

Barriers and Enablers

One purpose of the research was to determine factors that influence use of vegetables and fruit among women aged 19-45 with children under age 13.  Participants in the focus groups appeared to recognize the importance of fruits and vegetables in a healthy diet.  They also recognized their influential roles as mothers of young children and as primary shoppers.  Treiman et al. (1996) found a similar desire to be good role models for children.  Given this desire, this target group should be relatively easily motivated to prepare, serve and consume vegetables and fruit, as long as barriers can be addressed and enablers made more salient.

The results addressed different aspects of barriers and enablers, as shown in tables 4 through 10, covering general barriers and enablers as well as specific issues of variety, form, buying, preparation, family eating, and avoiding waste.  Key barriers to eating vegetables and fruit were poor quality, high cost, lack of knowledge, limited variety, family preferences, availability, preparation time, storage and food safety.  Key enablers to eating vegetables and fruit were low cost, opportunity to sample unfamiliar fruits and vegetables, availability and access, season (summer), knowledge, convenience, family factors, and gardens.  

Overall, the present study confirmed some barriers and enablers found in previous research, and identified others that appear to be specific to this population.  Issues such as cost, knowledge and skills, preparation time, convenience, family influences, season were identified in both Uetrecht’s North York research and the present Northern Ontario study.  In addition to the factors identified in Uetrecht et al. (1999), quality, availability and variety were found to be important factors influencing consumption in the present study. In contrast to the Uetrecht study, in which quality was not identified as a barrier at all, the quality of produce was the most often-mentioned barrier for these Northern Ontario residents.  

As noted in Tables 2 and 3, participants had generally positive associations with fruit and vegetables and with people who consume lots of fruit and vegetables.  The preparation time for vegetables was a frequently mentioned negative factor.  These findings may be useful as a guide for programming efforts, given that consumers already have generally positive perceptions of fruit and vegetables and the people who eat them.  Balch et al. (1997) found similar positive perceptions, such as feeling better, health, and weight control.  The barrier of preparation time, and the perception that people who eat lots of vegetables and fruit are highly disciplined and motivated, may need to be overcome through information about ways that anyone can incorporate vegetables and fruits into their eating, particularly if they use prepackaged, convenience items available in stores, or have easy-to-use information about preparation.  

Uetrecht et al. (1999) combined their analysis and discussion of barriers and enablers.  However, as shown in the present study, barriers are not simply the reverse of enablers (or vice versa).  For example, poor quality was perceived as a barrier, but good quality was not mentioned as an enabler. In order to achieve the greatest effect, public health promotion strategies may have to work at both reducing barriers and increasing enabling factors.

Channels for Promotion

A second purpose of the present study was to gather suggestions for approaches to promoting vegetable and fruit use.  The key channels suggested in this research, shown in Table 11, were similar to channels suggested by Uetrecht’s (1999) sample from North York, Ontario.  Grocery stores, schools, community, home and media were common channels in both studies.  As primary strategies, the participants in the present study suggested educational strategies to increase knowledge and skills.  Other strategies included improving availability and access, cost-saving approaches, and policy and program implementation.

Suggesting education as a primary strategy is consistent with the descriptions of people who do not eat a lot of fruits and vegetables (see Table 3). Those individuals are described most often in terms of lack of knowledge or familiarity with healthy eating.  Given this conception, it is consistent that the participants would describe educational approaches to promotion more often than any other approaches.  Uetrecht’s (1999) participants suggested many of these informational strategies as well, with demonstrations, tasting opportunities and general education approaches being among those strategies suggested.  

The participants in the present study also suggested that cost and availability issues be addressed through interventions in stores and schools.  Because these themes were less commonly mentioned as barriers in the Uetrecht (1999) study, there were relatively few suggestions that would address cost and availability.  In contrast, participants in the present study had many suggestions for promoting low cost and availability in their communities.  Implementing those suggestions, however, will require the cooperation of community partners such as grocery stores, schools and restaurants.

Points of purchase (grocery store or market) was seen as an important channel for promotion of vegetable and fruit consumption, particularly for providing information and skills.  Grocery stores can be the sites for demonstrations that provide an opportunity to taste unfamiliar produce, provide quick and easy preparation ideas to take home, and provide purchasing information on ripeness and storage.  Health units could work with store personnel to combine these demonstrations with price promotions on the item, ready-to-eat packages, and information on safety and pesticide use.

Schools were another key location for promotion.  Participants were very concerned about their children’s health, and were very enthusiastic about the possibility that schools could play a role in promoting healthy eating.  The most important issues that could be addressed in schools are availability and access.  Simply having vegetables and fruit for sale in school cafeterias at a reasonable cost, or providing them free through snack programs, would be strategies to address availability and access.  Participants also identified that schools were prime locations for programs and education about vegetables, fruit and healthy eating in general.  As grocery stores were seen as good locations for demonstrations targeted at adult shoppers, so schools are seen as good locations for demonstrations targeted at children.  These demonstrations could provide health information, as well as opportunities to taste new foods and to learn to prepare vegetables and fruits.  Contests or snack programs could be linked to the demonstrations and education, reinforcing the message from a number of angles.  Ideally, information would be sent home to parents so that they could also learn from what their children have been shown, and can support their children’s interest by purchasing the foods the children have learned about.  Of course, educational programs and policy changes would require the cooperation of the schools, so health units would need to develop relationships with school boards and staff in order to make these changes happen.  Harris et al. (1998) provides one example of strategies for implementing a successful program in schools.

Community locations such as community centres, childcare centres, playgroups, and recreation centres may provide opportunities for more in-depth and longer-term knowledge and skill development than is possible in locations such as grocery stores.  Participants were keen on having demonstrations and taste-testing opportunities in community locations, and also suggested courses, community kitchens, and other activities with social aspects.  By meeting consumers in locations where they already feel comfortable, and by providing information to a group of people who already know each other, demonstrations and skill-building may have a greater impact because of the opportunity for the learning to be fun and socially encouraged.  The participants were concerned about the health of their children and being good role models, so programs that target parents, providing information about feeding a family, tips on encouraging picky eaters, and other family- or child-centred information would be welcomed.  Choosing locations such as parenting groups, childcare centres and recreation centres will mean an easier link to families with children.

Participants also identified strategies that they could use in the home to promote vegetable and fruit use.  When they talked about promotion strategies, the participants did not identify ways that health units could be effective in the home; they identified ways that they themselves could promote more vegetable and fruit consumption. The participants are identifying themselves as agents for change in the eating habits of their partners and children.  Health units are unlikely to have a direct influence in homes, but providing information and tips to assist parents in their efforts to support healthy eating for themselves and their families can have a valuable indirect effect.  The strategies that participants wanted to use themselves could be supported by providing take-home health information, recipes, ideas for preparation, charts to monitor consumption in at-home “contests”.  These take-home items could be distributed to parents through some of the other channels (point of purchase, schools, community), or could be sent through direct mail or media.

Participants supported media campaigns that drew attention to vegetables and fruit, particularly if the advertising provided useful information and positive images of health and well-being associated with consumption.  As noted by Balch et al. (1997), messages that promote immediate benefits, as opposed to long-term benefits, are more acceptable and persuasive to consumers.  Participants also expressed an interest in health promotion programs that cover a wide variety of media in a coordinated effort (such as a Healthy Eating Week that might be promoted in newspapers, radio and TV, grocery stores and through community events).

Restaurants were mentioned as another channel for promoting fruit and vegetable consumption.  Participants particularly mentioned that “family” and fast-food restaurants do not do enough to provide healthy choices.  Restaurants could be included as part of community campaigns, providing opportunities to promote certain vegetables or fruit through special features.

Workplaces were discussed as channels in much the same way as schools were discussed.  Access and availability were key issues in workplaces, simply because vegetables and fruit were not available or were available only at a prohibitive cost.  Workplaces, perhaps because they provide a “captive” audience, are also seen as good locations for providing education and information about healthy eating.  Fun and positive approaches were mentioned, such as linking healthy eating to feeling better.  The social aspects of a workplace may make certain approaches more effective, such as having workplace contests to promote fruit and vegetable consumption.  By presenting “competitive” programs in a social context, peer influence can have a positive effect.

Health professionals were also mentioned as important influences on vegetable and fruit consumption, particularly because they are already seen as credible sources of health information.  health professionals could provide information in person, but health care offices and waiting rooms could also provide places where posters and written information could be picked up by clients.

Implications for Health Promotion and Programming

The themes that ran throughout the focus group discussions may provide some general principles to guide promotion strategies.  These overall themes are issues that are relevant to the participant group: women aged 19-45 with children at home.  Promotion efforts with this target group may have a broad effect because of the relatively influential position they hold over the eating habits of their partners and children. Loughrey et al. (1997) found that an effective media campaign had to take the point of view of the target audience into account. If health units consider these overall themes as they work with the identified channels and strategies, they may be more successful at reaching this target audience.  

Northern issues: Most of the focus groups identified issues associated with availability, quality and variety of vegetables and fruit in the North.  The implications of this theme for health promotion work in the North or in small towns are that programming may need to focus on knowing how to prepare what is available, how to store produce to make it last, and information on the nutritive value of frozen or canned produce.  By addressing these issues through educational programming, the real or perceived limitations of living in the North or in small communities may be overcome.

Safety: Focus group participants raised concerns about toxins, pesticides and other produce safety issues. There seemed to be considerable anxiety around this issue: Once the issue was mentioned, many participants wanted to talk about it. For example, in discussions of washing vegetables and fruit, some participants believed that washing caused pesticides to cling to the produce, while others thought that washing was a way of eliminating pesticides.  Promotion strategies could include information and anxiety reduction approaches about food safety as part of demonstrations and educational campaigns.  Campaigns that only focused on food safety might have the effect of increasing anxiety, but if such information could be passed on as part of a broader educational campaign, anxiety might be reduced in the process.

Unpredictability: A general barrier to vegetable and fruit use is that consumers find produce ripeness and quality difficult to judge.  As a result, they may be less likely to purchase foods that are unfamiliar or that must be used quickly. More information about how to judge ripeness, how to prepare produce, what is normal variation, and how to store produce to retain its quality would be welcome information and would reduce the uncertainty of purchasing produce.

Time: The frequent mention of preparation time as an obstacle is consistent with the finding that the most common concept associated with vegetables is time to prepare.  This is consistent with the findings of Treiman et al. (1996). Overall, vegetables (and fruit to a lesser extent) are considered time-consuming.  Particularly for foods that family members do not like to eat, spending time on preparation seems like wasted time out of already busy schedules.  However, the fact that they were very interested in new recipes suggests that they are willing to put effort into preparation if the food will be more appealing and tasty.  Participants were enthusiastic about tips for easy preparation and quick new ways to serve vegetables and fruit.

Cost: Price and budget factors were mentioned often in the focus groups.  This finding reflects results from research in the U.S. with low-income women (Reicks et al, 1994; Treiman et al, 1996).  More information about which produce is less expensive, how to store produce to make it last, and how to judge quality would allow shoppers to make best use of their food-shopping budget.

Quality:  A consistent issue that ran through the focus group discussions was vegetable and fruit quality.  Quality of produce is important to consumers because it is linked to appearance and taste.  These factors have implications for whether or not they will purchase an item, whether the item will be prepared or go rotten before it can be eaten, and whether or not family members will eat it. Although quality may affect the nutritive value of vegetables and fruit, this was not the central quality concern for the participants.  Information about ways of judging quality, and ways to store produce to retain the quality would address concerns about quality.

Variety: There is interest in having more variety, but this would have to be coupled with more knowledge and skills about how to prepare unfamiliar foods (see next point).   Increased knowledge, comfort, and preparation skills with a wide variety of produce would allow shoppers to make best use of the variety that is available.

Unfamiliarity and lack of knowledge: Focus group participants seemed unwilling to take risks with foods that they did not know how to prepare, or were uncertain that their families would eat. Demonstrations, taste-testing, recipes and take-home information would increase knowledge and confidence, particularly with regard to unfamiliar produce.  Opportunities for children to sample vegetables and fruit, perhaps in stores or schools, would be one way for parents to determine ahead of time whether their children like a particular food.  As Neumark-Sztainer et al. (1999) found in their study of adolescents’ eating habits, food preference and appearance are key influences on young people.  Through opportunities to determine food preferences and attractiveness before purchasing, primary shoppers can increase the possibility of buying foods their children will eat.

Forms: The belief that fresh produce is far superior in nutritive value to other forms came out clearly in the focus groups.  This belief has the effect of reducing the perception of variety, because if fresh produce is not available, the alternative forms are seen as unacceptable or unhealthy. Information about the nutritive value of fresh, frozen and canned produce would help consumers make informed decisions.

Of course, promotion strategies can only have a limited influence on issues such as quality, availability and variety, because stores are the primary influences on whether produce is available and the quality and variety of the produce available.  However, the data from these focus groups represent the impressions of the participants.  The availability, quality and variety of produce in stores were not assessed as part of this research.  To the extent that the participants’ comments reflect perceptions of barriers, rather than actual barriers, these factors may be amenable to public health promotion strategies.  For example, it was common for participants to say that there was limited variety in stores, but also to express interest in learning ways to prepare unfamiliar produce.  Strategies that increase familiarity with a variety of produce might also change the perception that variety is limited, because shoppers will feel able to make use of the variety that does exist.

Lessons Learned 

The present study drew from the experiences of previous researchers on this topic.  By collecting complete demographic information and comparing it to a sample across the North, the research provided a better indication of the representativeness of the sample than had been done in some previous research.  As well, this project examined thoughts about vegetables and fruits separately, and thereby was able to demonstrate that there are some differences in the way participants perceived vegetables versus fruit.  These improvements over previous research have enhanced the validity and programming relevance of this research.

This phase of the project was completed with minimal funds. The team overcame significant challenges in conducting qualitative research with a lack of resources (human and financial), and given the vast Northern Ontario geographic distances that needed to be covered to seek a representative participant group (in the winter no less!). 

Ideally, this research would have been conducted by the same research team throughout all health units in the North, rather than having each of the seven local health units recruit and conduct focus groups on their own. Having the same moderator and assistant for all nine focus groups might have enhanced the quality of the data collected.  If there had been one consistent moderator who had also done the data analysis, the understanding of the data might have been more complete.  However, the focus group template provided enough details that the consistency of the groups was ensured across moderators, and the data sets (field notes, audiotape and written summaries) ensured that the depth of the data was preserved for the data analyst.

In the present study, the participants were not asked for their priority strategies for promotion.  As an improvement to the method, once the participants had generated their strategies, they could have been asked to identify the top two or three strategies that they think would be effective.  Having those data would allow greater understanding of the rankings among all the strategies discussed. 

Next Steps

NHEP has been planning Phase Two of their program planning and evaluation efforts. The present study will provide guidance for next steps, which include prioritization of channels and strategies before developing and implementing programs. Validation of the consumer group data, possibly by means of key informant interviews and group discussions with stakeholders such as teachers and grocery store managers, will also be part of the preparation for program planning and delivery.

CONCLUSION

This study explored the barriers and enablers of fruit and vegetable consumption among women aged 19-45 with young children in Northern Ontario.  Although some factors appear to be similar to previous research in the United States and Southern Ontario, issues of quality, availability and variety emerged as additional important factors for these participants.  Promotion strategies were generated to influence fruit and vegetable consumption.  Strategies to increase knowledge and skills were among the most commonly identified approaches.  As indicated by the participants, links with stores, schools, community organizations and the media will be important features of successful promotion approaches.  Health units can make use of these results to shape fruit and vegetable promotion approaches that will address the barriers and enablers in ways that are acceptable and interesting to this influential target group.
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APPENDIX A

Questions Used in Focus Groups

1. a)  What words come to mind when you think about fruit?

1. b)  What words come to mind when you think about vegetables?

2. What words would you use to describe people who eat lots of vegetables and fruit?

3. What words would you use to describe people who do not eat many vegetables and fruit?

4. Now we’re going to talk about variety of vegetables and fruit.

4. a) What do you think makes it harder (prevents/ acts as a barrier/stops) for some people to choose a wide variety of vegetables and fruit?  (If no responses elicited, or confusion, or responses focus on “type” of vegetables/fruit, then prompt with following definition): Some people eat many different varieties of vegetables and fruits while others eat very limited varieties.  When we say “variety” we mean different kinds of vegetables and fruits.  If the only fruit and vegetables eaten year round are apples, oranges and carrots, then we might say that this is an example of limited variety chosen. 

4. b) What do you think makes (allows/ helps/ enables) some people choose a wide variety of vegetables and fruit?

4. c) Still thinking about variety, is there a difference between vegetables and fruit?  In other words, is it easier to get one over the other?  [Is getting a variety of vegetables a problem? If it is, what do you think are some of the barriers?]

5. Now we’re going to talk about the different ways vegetables and fruit are available to us. For example, you can buy them fresh, canned, frozen, freeze dried. You can also cook them or eat them raw.

What do you think influences the form or ways vegetables and fruits get chosen? (What makes people choose vegetables and fruit in these different ways?)

(we want enablers and barriers here)

6. a) What would encourage you to buy (select/get when you do your shopping) more vegetables and fruits?

6. b) What would help you prepare (cook/serve/offer) more vegetables and fruit for you and your family?

6. c) What would help make your family eat more vegetables and fruit? (In other words, what ways might be used to help change your family’s vegetable and fruit habits?) 

 (If no response perhaps cite one or more of these examples: getting young children involved in growing, shopping for and preparation of vegetables and fruit will increase acceptance; keep offering until child is through phase or stage)

6. d) What would help prevent vegetables and fruit from being thrown out at home? (that is, what might stop the produce from going rotten?) 

7. Consider this scenario: You, as a group, have been asked to design a program or activities that would encourage people to eat more vegetables and fruit. We’d like to hear your suggestions about how you would go about planning a program

7. a) First of all, I want to ask, where in our community would you do this?  Next, we'll talk about each of these places individually.  But first, let's list where in our community would you have activities or programs?  (Write these on a flipchart – you may want to already have them listed on a covered sheet if you aren’t able to elicit any ideas. If no response, prompt them with a few “channels” or potential sites or locations.) (For example, what about your kid’s elementary school? What about …Community recreation centre/arenas; grocery stores and markets; workplaces; mass media etc…)

(Once the “channels” are listed, then ask…)

7. b) “Now, let’s look at each of these one at a time.  For instance, if we take your child’s school, what do you think could be done at elementary schools to help kids eat more vegetables and fruit?

(Then go through each of the "channels" listed and ask the same question: "What do you think could be done at -------------- to help people eat more vegetables and fruit?)

8. Our goal is to capture all your opinions, thoughts and ideas on what you think are the things that influence you and your family’s vegetable and fruit intake.  We also wanted to hear your ideas on where and how in the community we would promote use of vegetables and fruit.

Have we missed anything? What advice do you have for us?

APPENDIX B 

Channel and Strategy Data With Location Identified

This appendix includes all responses to questions 7a and b: Where and how would you design a program to encourage people to eat more vegetables and fruit?

Point of purchase

	Grocery
	Espanola
	Grocery Stores – Have fruit and veggies tasting spots (giving samples of fruit and veggies), give ideas of what to do with certain fruits and veggies, simple recipes ideas for these as well, make it simple (leave other ingredients that go well with fruit in the same sections i.e. cream cheese, yoghurt etc)

	grocery
	Espanola
	Senior Groups – Encourage them to have small fruit and veggie trays made up from the grocery stores (this could last a couple days) already cut and ready to eat

	grocery
	Hearst
	le personnel dans l’épicerie qu’il soit bien informé sur les fruits et les légume

	grocery
	Hearst
	poster de beaux fruits et le légumes alléchants

	grocery
	Hearst
	poster de femmes normales et pas minces 2X4

	grocery
	Hearst
	faire des calepins d’épicerie avec des grosseurs de portions de fruits et de légumes

	grocery
	Hearst
	versé 1% de rabais sur l’achat de fruits et de légumes

	grocery
	Hearst
	coupons rabais

	grocery
	Hearst
	enlevé un escompte sur chaque aliment du guide alimentaire canadien comme les air miles

	grocery
	Hearst
	un calepin qui donne exemple d’un panier nutritif

	grocery
	Hearst
	recette à côté du produit

	grocery
	Hearst
	poster

	grocery
	Hearst
	demander des prix de réduction sur les fruits et légumes moins beaux, moins bien conservés

	grocery
	Hearst
	donner les fruits et légumes périmés aux écoles

	grocery
	Kenora
	taste testing

	grocery
	Kenora
	display showing a juicer and ideas

	grocery
	Kenora
	have convenience packages ready and in more stores

	grocery
	Kenora
	relocate fruit and veggies closer to the checkout (may be a problem with storing need cold storage?)

	grocery
	Kenora
	remove the junk food from the check out area/put it in one aisle altogether (so you could bypass this aisle)

	Grocery 
	North Bay
	Displays 

	Grocery 
	North Bay
	Food sampling

	Grocery 
	North Bay
	Ready made salads available to buy (ready to go veg & fruit)

	Grocery 
	North Bay
	Recipes for lunches 

	Grocery 
	North Bay
	Introduction on what to do with the veg & fruit above the actual veg or fruit

	Grocery 
	North Bay
	Ideas about refrigeration & storage 

	Grocery 
	North Bay
	Have fruit/veg section very accessible  (i.e. at the beginning of store)

	Grocery 
	North Bay
	Price plays a role (more affordable veg/fruit) 

	Grocery 
	North Bay
	Nutrition info & reminders 

	Grocery 
	North Bay
	Posted in store (how much of certain vitamins) 

	grocery
	Red Rock
	Grocery store display with someone standing there like at [store]

	grocery
	Red Rock
	For Xmas oranges were handing out samples 

	Grocery
	Red Rock
	Don't know how long it will last can eat cucumber whole but if I don't then it goes rotten, need to put note on fridge about how long things will last 

	grocery
	Red Rock
	Like meat, packages should say how to cook it and how long it will last 

	grocery
	Red Rock
	Important to plan meals cuts down on a lot of waste don't buy something don't have a plan to use 

	grocery
	Red Rock
	Figure out portions when buying 

	grocery
	Red Rock
	Have to be organized 

	grocery
	Red Rock
	Cuts down on the expense 

	grocery
	Red Rock
	Can only eat one thing for so long 

	grocery
	Red Rock
	Accessibility – has to be visually there for the kids go to fridge and take out keep in child's reach watch TV see chips want chips, if see fruit first, want fruit like advertising 

	grocery
	Red Rock
	Age thing easier to get them to eat fruit when younger – now knows candy gets from grandparents 

	grocery
	Red Rock
	Candy at store is up at front 

	Grocery
	South River
	having items available in smaller packages , 

	Grocery
	South River
	having packages with different varieties of veg/fruit , 

	Grocery
	South River
	event in grocery store parking lot – people prepare fruit/veg and allow clients to taste them (samples) – one time event  could have recipes  

	Grocery
	South River
	have a farmers market and offer recipes, etc 

	Grocery
	South River
	taste test veg/fruit in store, they do it with frozen foods (i.e. perogies) should be able to do for veg/fruit 

	grocery
	Sudbury
	Taste testing, sampling

	grocery
	Sudbury
	Specials, advertising

	grocery
	Thunder Bay
	At every fruit bin should be able to have a sample prior to buying. I hesitate to take off a plate that is sitting out – unsure of cleanliness 

	grocery
	Thunder Bay
	guys will cut up samples for you at [store] 

	grocery
	Thunder Bay
	need to look someone (staff person) in the eye and have a verbal communication – produce person informed on the fruits/veggies – get answers from employees 

	grocery
	Timmins
	 demonstrations, sampling for how to cook it; 

	grocery
	Timmins
	 close to vegetable aisle do this sampling; 

	grocery
	Timmins
	 tag on how to cook it attached to F & V; 

	grocery
	Timmins
	 sale on F&V (others agree); lunchables with more veg. and fruit choices and looks more fancy; 

	grocery
	Timmins
	 freebies, recipes, sauces to have with F&V; 

	grocery
	Timmins
	 buy one get one free; 

	grocery
	Timmins
	 more information on product at the store, how to cook and freeze it; 

	grocery
	Timmins
	 tear sheets, coupons; 

	grocery
	Timmins
	 what good vegetables go with the meat (thinks this is a great idea); 

	grocery
	Timmins
	 give pokemon/hockey cards/gift to go with F&V like cereal does; 

	grocery
	Timmins
	 if rotten veg. able to bring it back, good return policy; 

	grocery
	Timmins
	 when it is best to eat, how to tell, the colour, ripeness to look for and how to choose, I hear there’s a way to select a good pineapple 

	Market
	North Bay
	Local products from local farmers available 

	Market
	North Bay
	Organic products available  & 

	market
	Red Rock
	Like to see Farmer’s Market go on tour in North Western Ontario and set up stand here 

	market
	Red Rock
	Worthwhile for Market to travel? hard to say 

	market
	Red Rock
	Fruit stand more affordable cheaper don't go to farmers anymore as it is cheaper 

	market
	Red Rock
	Worthwhile to have a fruit stand/truck set up in small communities 


Schools

	Espanola
	School – teach about food groups, food day with booths set up all different kinds of fruits and veggies for the kids to try. Basket of apples in the classrooms (brought in by a group of parents), projects to do in the classroom

	Hearst
	système de récompenses pour les collations de fruits et de légumes

	Hearst
	avoir le temps de manger

	Hearst
	plus de microondes pour réchauffer les plats

	Hearst
	caféteria : petits portions de fruits et légumes pas chers

	Hearst
	caféteria : ouvert pendant les périodes libres

	Hearst
	bénévoles : qui préparent des recettes avec des fruits et légumes, démonstration culinaires

	Hearst
	programme de collation scolaire

	Hearst
	journée de fruits et légumes au lieu des journées hot dogs

	Hearst
	cuisiner à l’école pour avoir des bonnes odeurs

	Hearst
	demander au parents pour des dons pour des collations pour les enfants dans le besoin

	Hearst
	food tracking system for Canada’s Food Guide for children like the one from Dairy Farmers for breastfeeding women

	Hearst
	sondage à l’école avec récompense

	Kenora
	cafeteria:

	Kenora
	offer veggie pizza fresh

	Kenora
	offer package salads

	Kenora
	fresh fruit available and in sight (some have now but not in plain view)

	Kenora
	real fruit juice instead of pop

	Kenora
	offer healthy muffins ie. Carrot, zucchini, blue berry

	Kenora
	offer fruit smoothies

	Kenora
	promote fruits and vegetables with posters/visuals

	Kenora
	have a juicer available for use

	Kenora
	have fruit/veggies on health day (like Hot Dog day) and have this once a month as a constant reminder

	Kenora
	have a FoodaThon for healthy eating

	Kenora
	have fruit/veggies as snacks in class

	North Bay
	If they are available 

	North Bay
	Fruits/vegetables instead of hot day days, pizza days (or have them for sale in general) 

	North Bay
	Need to have fruits & vegetables for fundraisers

	North Bay
	Changing vending machines to include healthier choices (i.e. juice instead of pop) 

	North Bay
	Elementary school – doing plays/skit about fruit/vegetables  

	North Bay
	Need to limit the other less nutritious choices in schools  i.e. pop, chips

	Red Rock
	School could put in vendors with muffins, sandwiches at school closed the cafeteria – child's only choice for lunch at school is the Rec Centre to eat greasy food or use vending machines, or store 

	Red Rock
	Cafeteria shut down at high school put up vending machine 

	Red Rock
	Kids have vending mart fries, have nowhere to go 

	Red Rock
	Should provide some kind of meal 

	Red Rock
	Could have a snack cart to go over to school 

	Red Rock
	Sad when kids come from Nipigon (located ½ hour East of Red Rock) to go to school have to bring bag lunch but they don't 

	Red Rock
	Place doesn't matter moms should attend as the moms are main cooks find a place that cooks, i.e. playgroup/schools 

	Red Rock
	Scary thought with J/SK snack time at school can have sugar in school i.e. fruit rollups 

	Red Rock
	In the public schools only, no sugary snacks allowed at Catholic school 

	Red Rock
	As a parent you are responsible for sending healthy snacks 

	Red Rock
	School sent note home regarding healthy snacks 

	Red Rock
	Teachers should enforce. Catholic school does not allow junk food 

	Red Rock
	Sugar sitting in mouth 

	Red Rock
	Attention span altered adding more sugar makes child more hyper during school 

	Red Rock
	Community has to rethink events i.e. hockey jamboree have a hospitality room where offer baking instead of fruits and veggies or sandwiches, plus families eat fries from Rec Centre for meals, then eat cookies in the room 

	Red Rock
	Schools – need other ways to promote most elementary school

	Red Rock
	kids go home for lunch

	Red Rock
	Adult supervision is not always there, end of the day tired can tell which kid packs own lunch 

	Red Rock
	Have a Healthy Eating month promotion 

	Red Rock
	Part of curriculum, it’s important – need to expand education 

	Red Rock
	Start education earlier, at age 4 instead of 10 

	Red Rock
	Snack time get older and going to play outside at school, a child would pick to play rather then to eat if they have the choice, they will pick to play and skip the snack competition on who will get the swing, big deal at 5 years old – need allotted snack time JK has sit down snacks/lunch need structured snack time for other kids 

	South River
	have a theme day at school (healthy lunch day) with contests 

	South River
	fruit/veg day instead of hot dog day 

	South River
	need to contact parents – kids don’t have choice in lunch choices  

	South River
	limited time to eat lunch (kids don’t have time)  

	South River
	meal preparation is time consuming, simple ways to include veg/fruit in lunches 

	South River
	ways to present fruit/veg for kids help 

	South River
	pack lunches which are healthy, therefore they (children) have no other choice 

	South River
	need to be able to buy fruit/veg, less healthy choices available in schools 

	South River
	need to educate children to educate parents (about healthy eating choices rather than smoking) 

	South River
	need to educate parents as well 

	Thunder Bay
	Have veggies and fruit day – have a puppet show 

	Thunder Bay
	kids got certificate for bringing in fruit and eating more fruits and veggies 

	Thunder Bay
	Prizes for kids

	Thunder Bay
	I have a problem with this – very subjective – some people have strong opinions – I don’t want my son to think the only choice he has is fruit or veggie – choose it because it is good for me – not a competition 

	Thunder Bay
	my son was talked to at school and had to keep track of what they ate – learned a lot from teachers – what food is good, study – great, learned a lot about nutrition 

	Thunder Bay
	learn about healthy eating – it takes 31 days to learn a habit 

	Thunder Bay
	learn at a young age – fuel for body – have more energy if eat properly

	Thunder Bay
	Heard about experience at YWCA – for kids to help kitchen ages 6-12 with nutrition component – could learn more in school – hands on – nutritional component – something to get kids involved with hands on but away from parents – with adult supervision 

	Thunder Bay
	having in school in classroom, more receptive 

	Timmins
	 fruit & veg. given to students for lunch/snack/breakfast at school; 

	Timmins
	 have program at school where children are given the snacks, make it appetizing; 

	Timmins
	 everyone’s doing it eating fruit so no one feels like the oddball; 

	Timmins
	 children ask for seconds, at her child’s school get ie. crackers, cheese yogurt, etc.; 

	Timmins
	 in cafeteria more availability of fruits & veg., veggie pizza; 

	Timmins
	 presented in interesting way so looks good; 

	Timmins
	 have pizza and breakfast program but I’ve never seen a veggie introduced anywhere; 

	Timmins
	 grocery store tour with students; 

	Timmins
	 cooking classes at the school; 

	Timmins
	 friendship soup day, her son’s school already does this


Community

	Bingos
	South River
	they do not offer vegetables/fruit – always have pastries, chips, need to offer healthy choices 

	Colleges
	South River
	offering workshops, information 

	Community Centres
	South River
	pamphlets/ recipes to pick up

	Community Centres
	South River
	should know what they are doing (have health professionals) 

	Community Centres
	South River
	have more community kitchens 

	Community Centres
	South River
	have a course at the health unit (cooking course) which is low cost or free 

	Community Centres
	South River
	knowing the role of a dietitian, what services we provide 

	Community Centres
	South River
	have a day blitz or week – info in media, in grocery stores, inserts in hydro bills – if everyone works together at the same time (politicians & health unit & media) – generate large broad events  

	Community Centres
	South River
	contests, events (i.e. like Weedless Wednesday  

	Community Centres
	South River
	something that gets people to listen (i.e. tie into Special events already happening) 

	Community Centres
	South River
	having recipes in newspaper 

	Community Centres
	South River
	flyers with recipes – handouts 

	Community Centres
	South River
	tie into holidays i.e. red recipe with Valentine 

	Community Centres
	South River
	having something at drop in center 

	Community food production
	Kenora
	encourage berry picking

	Community gardens
	Kenora
	have community gardens (people can grow their own choice of fruits and vegetables and get exercise at the same time)

	Harbourfront
	Kenora
	have a booth/concession that sells healthy foods

	Harbourfront
	Kenora
	smoothies/fruit/veggies/real juice/frozen yogurt

	Harbourfront
	Kenora
	have a fruit/veggie taste testing booth

	Health unit
	Hearst
	supermarket tours

	Health unit
	Hearst
	cooking demonstration

	Health unit
	Hearst
	media exposure (regular radio shows, newspaper columns, publicity)

	Health unit
	Hearst
	develop factsheet, recipes, tip sheet 

	Health Unit
	Timmins
	class or seminar for ways to eat fruits and vegetables, creative cooking; 

	Health Unit
	Timmins
	presentation by Public Health Nurses in schools to kids on importance of Fruits and Vegetables

	mall
	Thunder Bay
	Displays, signs, fun books, recipes, pamphlets, workshops on how to make animal critters, people in costumes, kid orientated, turn cucumber into a caterpillar, recipes, hand out pads or fun books

	skills
	Red Rock
	If workshop is free or low cost more people would go 

	skills
	Red Rock
	Interested in gardening not a lot of experience would like more information and connecting with people on gardening that have more expertise 

	skills
	Red Rock
	Offer cooking workshops with fruits and veggies 

	skills
	Red Rock
	Everything ripens at the same time what to do when its ready preserving, etc. 

	skills
	Timmins
	vegetarian cooking class; collective kitchen


Children’s locations

	Children’s groups
	Timmins
	how to eat over an open fire; 

	Children’s groups
	Timmins
	banana boats with chocolate on a fire; 

	Children’s groups
	Timmins
	grocery store tours; 

	Children’s groups
	Timmins
	cook, make stuff there, give them recipes based on their age; 

	Children’s groups
	Timmins
	leader provides a healthy snack

	daycare
	Hearst
	garderie ici OK,

	daycare
	Hearst
	certificat pour souligner les efforts

	daycare
	Hearst
	posters

	daycare
	Hearst
	concours de récompenses

	daycare
	Hearst
	food tracking guide

	daycare
	Hearst
	Messages santé pour les parents pour le bulletin

	daycare
	Hearst
	petite recette pratique

	daycare
	Timmins
	have food accessible; taste tests; activities with veg. & fruit; 

	daycare
	Timmins
	stories to go with it, can’t force child to eat it; 

	Family resource centre
	Hearst
	play with fruit and vegetable

	Family resource centre
	Hearst
	help prepare fruit and vegetable

	Family resource centre
	Hearst
	provide tips for workers to prepare fruits and vegetable

	Family resource centre
	Hearst
	provide recipes for newsletter of Parent resource Center

	Family resource centre
	Hearst
	provide poster, brochure, display, resource list

	Family resource centre
	Hearst
	teach to parents fruits and vegetables demo (workshop), more than the food guide

	Family resource centre
	Hearst
	provide adresses, resource list, internet site to visit consult

	Family resource centre
	Hearst
	provide books for the library


Recreation sites

	Arenas
	South River
	providing healthy snacks to children after events 

	Arenas
	South River
	sell juices, fruit at booths in arenas

	Arenas
	South River
	bring in veg/fruit instead of pizza to sell 

	Arenas
	South River
	having fruit/veg available at events in community (i.e. heritage festival that is cheap)

	games
	Timmins
	 said Play Station or Game Boy

	games
	Timmins
	 Mortal combat against vegetables; 

	games
	Timmins
	 more F&V they eat they get stronger like pacman; 

	games
	Timmins
	 character is unhealthy but as he/she eats more FV looks better (healthier)

	Rec centre
	Hearst
	vente de fruits et de légumes, fruit cocktail

	Rec centre
	Hearst
	poster

	Rec centre
	Hearst
	teach coaches on sports nutrition

	Rec centre
	Hearst
	distributrice avec des fruits et des légumes (pas de cochonneries)

	Rec centre
	Hearst
	distributrice d’eau

	Rec centre
	Hearst
	coin de cafétéria avec fruits et légumes

	Rec centre
	Hearst
	bulletin board avec messages

	Rec centre
	Hearst
	fruiteria

	Rec centre
	Kenora
	have fruits and veggies available at the concession

	Rec centre
	Kenora
	have real juice instead of pop

	Rec centre
	Kenora
	sell smoothies

	Rec centre
	Kenora
	have a juicer

	Rec centre
	Timmins
	 encouraging and teaching them, bring an orange in instead of pop in change room; 

	Rec centre
	Timmins
	 threaten, encourage them they will be better players; 

	Rec centre
	Timmins
	 making it important; 

	Rec centre
	Timmins
	 seminars on nutrition for coaches at the Health Unit; 

	Rec centre
	Timmins
	 sponsors more responsible ie. I was in gymnastics and we would get chocolate for energy by [sponsor], could have given something else

	Sports Events
	North Bay
	Access to fruit (oranges at events)

	Sports Events
	North Bay


	Coaches, trainers – need to encourage children, know how to eat before, during and after events (educate coaches, trainers) 

	Sports Events
	North Bay


	Have coaches have proper choices available instead of vending machine choices , 

	Sports Events
	North Bay


	Dividing responsibility among parents (making sure they bring proper choices to events ) 

	Sports Events
	North Bay
	Starting at younger ages to eat properly through choices (educate) 

	Sports Events
	North Bay
	Lunch periods are not long enough 

	Sports Events
	North Bay
	School policy – not allowed to eat on bus, in class (would make it easier) 

	YMCA/ Fitness Centers
	North Bay
	At those places getting motivated people already 

	YMCA/ Fitness Centers
	North Bay
	Have displays in these places

	YMCA/ Fitness Centers
	North Bay
	Having print materials as reminder 

	YMCA/ Fitness Centers
	North Bay


	Having fruit/veg available for people going there (i.e. fruit basket draws on fruit/veg) 


Prenatal

	Hearst
	dans la trousse offerte aux mère qui accouchent un certificat cadeau de 25$ pour acheter des fruits et des légumes

fruits et légumes dans les distributrices autant que le chocolat

promotion / concours pour le personnel infirmier

variété à la cafétéria pour le personnel

	Hearst
	servir des fruits et des légumes en attendant

dégustation de fruits et de légumes

vidéos dans la salle d’attente (recettes, trucs d’achat et de conservation)

faire de l’enseignement avant l’immunisation

développer un eating developmental screening form comme Nipissing

	Timmins
	have them prepare meals; 

	Timmins
	 educate them on importance of eating well when have a life in them, pregnant women are vulnerable to health messages because they want to do what’s right for their child; 

	Timmins
	 cooking them different ways; 

	Timmins
	 how to prepare baby foods; 

	Timmins
	 Veg. & fruit importance when nursing

	Espanola
	Prenatal Classes – focusing on the baby and feeding it properly during pregnancy, chart food everything that is eaten you can then see where you are doing well and other areas you are lacking


Home

	Timmins
	 sharing responsibilities; 

	Timmins
	 neat tricks to hide them in recipes; 

	Timmins
	 fun at home like a veg. pizza; 

	Timmins
	 junk out of the home 

	Timmins
	 accessibility by having fruit in a bowl on the table; 

	Timmins
	 cut so small can’t see it, chop finely mushrooms in rice can’t see the mushrooms; 

	Timmins
	 food processor big difference; 

	Timmins
	 day/week to try a new vegetable make it a game; 

	Timmins
	 bribe or motivate; 

	Timmins
	 make something kids like; 

	Timmins
	 serve them raw; 

	Timmins
	 child has own cart and picks out own F&V puts them on the cash and mother gives her money to pay for the items she picked out, then the child has a sense of responsibility and will pick the food she chose from the bowl at home; 

	Timmins
	 eat while watching T.V so your intent is elsewhere; 

	Timmins
	 frozen corn mixed with the popcorn (Ha, this is only a joke); 

	Timmins
	 let kids make their own choice; 

	Timmins
	 fruit bowl and share a piece of fruit with mom so bonding; 

	Timmins
	 share food with parents; 

	Timmins
	 child tried celery but the string from it turned the child off 


Media

	internet
	Timmins
	have recipe available, references

	newspapers
	Hearst
	convaincre les journaliste que c’est important 

	newspapers
	Hearst
	message come Participaction

	newspapers
	Hearst
	publicité en saison

	newspapers
	Hearst
	pas des articles

	newspapers
	Hearst
	faire des sondages de dépistage

	newspapers
	Hearst
	promotion sur gilet “Serais-tu mon légume favori” “did you hug your banana today?“  (Rire)

	newspapers
	Hearst
	recettes 

	Radio
	Timmins
	 Catchy song like the Pizza Hut Delivery song; 

	Radio
	Timmins
	 tip of the day, recipes that are quick; 

	Radio
	Timmins
	 hear the commercial 5 to 10 a day is a reminder; 

	Radio
	Timmins
	 sing the McDonalds hamburger song and win to get percentage off as part of contest

	TV
	Espanola
	Television – nutritious advertisements, encourage people to honour themselves – by marketing fruits and vegetables (focus on self-esteem)

	tv
	Timmins
	 more prevalence F&V versus hamburgers on commercials; 

	tv
	Timmins
	 commercials telling them to eat a Fruit & Veg.; 

	tv
	Timmins
	 Pikachu, spider man eating F&V instead of golfing; 

	tv
	Timmins
	 Catchy song with fruit and veg. like the Pizza Hut Delivery song 268-0000 (two, six, eight, double o, double o, kids are singing this tune as it’s in their heads)

	tv
	Red Rock
	Not many commercials for fruit/veggies, kids shows advertise [cereal], etc. with a toy in box 

	advertising
	Red Rock
	Cereal boxes, they put blueberries/strawberries on box but if you don't have in fridge, get an upset child, because on the box it shows the fruit and you may not have it, not real advertising. Advertising is junk 

	advertising
	Timmins
	 F&V don’t get the same advertising like [brand name]; 

	packaging
	Hearst
	message “merci d’avoir contribué à la bonne santé de votre enfant”

	packaging
	Hearst
	bébelles comme dans les céréales

	packaging
	Hearst
	grosseur sur les portions

	packaging
	Hearst
	bonne source de vitamines...

	packaging
	Hearst
	Vantez le produit

sweet potato bonne source de vitamine A...


Restaurants

	Hearst
	augmenter la quantité et la variété de légumes au menu

	Hearst
	en offrir

	Hearst
	avoir des images de fruits et légumes au menu

	Hearst
	avoir la possibilité d’en acheter à prix raisonnable

	Hearst
	spécial de jour avec des fruits ou des légumes

	Hearst
	napperons, étiquettes sur le menu

	Hearst
	souligner par une récompense les restaurants qui font la promotion des fruits et des légmues

	Hearst
	offrir un buffet de fruits et de légumes

	Hearst
	mettre des fruits et légumes dans les happy meal

	Hearst
	mettre dans garden wrap dans les happy meal

	Kenora
	serve healthy fast food ([restaurant] doesn’t sell salads now)

	Kenora
	serve veggie soup/salads/veggie pizza/smoothies/homemade muffins

	Kenora
	serve lighter and healthier breakfasts (with juice or fruit as well)

	Kenora
	more restaurants that serve breakfast (healthier)

	Kenora
	have larger servings of juice and fruit at a reasonable prices (you pay top price for juice in a restaurant for a very small glass)

	Kenora
	have frozen yogurt available

	Kenora
	make these healthy restaurants fun for children/family

	Red Rock
	Do workshop or research on restaurant food, buffets , snack bars what would customers like to see on the menu 

	Red Rock
	[Fast food restaurants] no fruit in plate add fruit or veggies like carrot sticks and dip with kids meal 

	Red Rock
	Child’s menu should include veggies, and something like fruit with yoghurt, could have spaghetti and meat balls and add fruit/veggie don't see that in restaurants 

	Red Rock
	Viscous circle restaurants may feel they won't make money on it restaurants 

	Red Rock
	Restaurants should get educated and attend workshops may need to change menus for kids 

	South River
	displays of fruit/veg 

	South River
	fruit/veg on menu 

	South River
	have fruit/veg on Children’s menus

	South River
	veg with adult entrees as well 

	South River
	more juices available instead of pop 

	South River
	have kids menu available 

	South River
	there are no healthy choices on children’s on fast food menus 

	South River
	more healthy choices at fast food restaurants 


Workplace

	Hearst
	distributrice garnie de fruits et de légumes

	Hearst
	permission de manger (plus de temps pour le repas)

	Hearst
	restants maison bons à manger (accès au microondes)

	Hearst
	poster

	Hearst
	concours avec Tshirts en prix

	Hearst
	cantine mobile avec choix de fruits et de légumes

	Hearst
	demander aux hommes

	Hearst
	messages dans la paie (1 personne a réagi très négativement comme l’invasion de la vie privé avec de tel message)

	North Bay
	Changing what is available in vending machines

	North Bay
	Cafeterias with good choices 

	North Bay
	Having education classes on healthy eating 

	North Bay
	If educated – people will feel better at work 

	North Bay
	Need to eat healthy – people will feel better at work 

	Red Rock
	Workplace get rid of chocolate bars, vending machines at mill it’s mainly guys and there are only machines, no cafeteria or sandwich machines


Health Professionals

	Hearst
	practice what they preach

	Hearst
	teach

	Hearst
	provide information brochure, poster

	Hearst
	provide tips to chage

	Hearst
	vitamine C list, function, food sources

	Hearst
	have tip sheet tailored to each disorder ... sleep disorder which fruit and vegetable to have...

	Hearst
	give fruit and vegetables when offering info

	Hearst
	survey the attending nurse

	Hearst
	intolérances alimentaires say what to have instead of what to avoid

	Timmins
	 medical reasons ie. importance of folic acid for prenatal development;

	Timmins
	 posters taken more seriously in doctors office, if doctor says it’s good more likely to believe him; 

	Timmins
	 more time to look at posters in office; 

	Timmins
	 have to sit and wait; 

	Timmins
	 pamphlets; 

	Timmins
	 offer snacks while you wait; 

	North Bay


	Classes with dietitian for clients 

	North Bay
	Literature available i.e. cookbooks or lists, recipes, access to books (because otherwise expensive) 

	North Bay
	Knowing above support groups for people who have to make dietary changes 

	North Bay
	Doctors should hand out fruit/veg instead of candy












