
 

End-of-aisle displays encourage consumption
of alcohol and fizzy drinks
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Restricting displays – which increase sales of displayed drinks by up to
46% for alcohol and by 52% for carbonated drinks - could curb
consumption without affecting price or availability.

New research has found that displays at the end of supermarket aisles
significantly increase purchases of the displayed alcohol – by 46% for
spirits, 34% for wine and 23% for beer. The study also reveals that
similar displays of carbonated drinks increase purchases by 52%.

Although it is likely that marketing research exists within the retail
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industry about the sales effects of end-of-aisle displays, until now there
has been little scientific research on the extent of its influence on alcohol
and carbonated drink purchases.

The study used data collected from a branch of a major supermarket
chain in England. It was conducted by the Behaviour and Health
Research Unit, a collaboration between the University of Cambridge, the
University of East Anglia, and MRC Human Nutrition Research. The
research is published today in the journal Social Sciences and Medicine.

The researchers used detailed information about store layout and product
sales of three types of alcoholic drinks (beer, wine and spirits) and three
non-alcoholic drinks (carbonated drinks, coffee and tea).

After controlling for price, price promotion and the number of display
locations for each product, they found that displaying an item at the end
of the aisle increased the sales of that item by 23.2% for beer, 33.6% for
wine, and 46.1% for spirits. For non-alcoholic products, in the increase
in sales was up 51.7% for carbonated drinks, 73.5% for coffee, and
113.8% for tea.

"Our study shows, for the first time, that these types of displays
dramatically influence people's decisions to purchase alcohol and
carbonated drinks," said lead author Dr Ryota Nakamura from the
Behaviour and Health Research Unit and the University of East Anglia.
"Prohibiting or limiting this marketing tactic for less healthy options, or
utilising this for healthier ones, holds the promising possibility of
encouraging healthier lifestyle choices."

Not surprisingly, a lower price was also associated with increased sales
for all of the products, with the biggest impact on alcohol. For every 1%
decrease in the price (per volume), there was approximately a 5%
increase in sales volume – 5.6% for beer, 5.2% for wine and 5% for
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spirits. Lower prices had less of an impact on sales of non-alcoholic
beverages: a 1% decrease in price was associated with a 2.3% increase
for carbonated drinks, 2% for coffee, and 1.8% for tea.

Professor Theresa Marteau, Director of the Behaviour and Health
Research Unit at the University of Cambridge and co-author of the
study, said: "Although we often assume price is the biggest factor in
purchase choices, end-of-aisle displays may play a far greater role. It
would therefore make sense that any intervention to curb the
consumption of alcohol and sugar-sweetened drinks takes this into
consideration."
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observational study," Social Science & Medicine, Volume 108, May 2014,
Pages 68-73, ISSN 0277-9536, 
dx.doi.org/10.1016/j.socscimed.2014.02.032.

Provided by University of Cambridge

Citation: End-of-aisle displays encourage consumption of alcohol and fizzy drinks (2014, March
17) retrieved 19 April 2024 from https://medicalxpress.com/news/2014-03-end-of-aisle-
consumption-alcohol-fizzy.html

This document is subject to copyright. Apart from any fair dealing for the purpose of private
study or research, no part may be reproduced without the written permission. The content is
provided for information purposes only.

Powered by TCPDF (www.tcpdf.org)

3/3

https://medicalxpress.com/tags/prices/
https://medicalxpress.com/tags/alcohol/
http://dx.doi.org/10.1016/j.socscimed.2014.02.032
https://medicalxpress.com/news/2014-03-end-of-aisle-consumption-alcohol-fizzy.html
https://medicalxpress.com/news/2014-03-end-of-aisle-consumption-alcohol-fizzy.html
http://www.tcpdf.org

