
Taking the Steps to Healthy 
Eating

The Pink Feet Initiative



Project Aim

• To make healthy lunch choices easier 
for parents living in the Bell Block 
community and shopping at Parkland’s 
Supervalue Supermarket



Project Objectives

• To investigate the types of foods and drinks 
currently included in the school lunches of Bell 
Block children pre and post the programme

• To investigate the factors which influence the 
behaviour of shoppers buying for school 
lunches pre and post the programme



Project Objectives

• To determine what lunch food items shoppers 
would like to see available at Parkland’s 
Supervalue Supermarket

• To assess the impact of the initiatives in the 
supermarket

• To make recommendations for further initiatives 
based on the evaluation findings







2Choice Choices 4 Kids







Graph Two - Ethnicity of Respondents
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Graph Four - Where Respondents lived
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Graph Five - Food Included in School Lunches
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Graph Six – Reported Food Choices According to Ethnicity Pre-
programme sample



Graph Seven - Food Included in School Lunches by Ethnicity - Post 
Programme Sample
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Graph Eight - Drinks included in School Lunches
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Graph Nine – Reported Beverage Choices According to Ethnicity pre-
programme sample.



Graph 10 - Reported Beverage Choices According to 
Ethnicity Post Programme Sample
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Graph 15 - Things Respondents Recalled Having 
Seen in the Supermarket
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Graph 11 - Factors that influence food and beverage choices 
for school lunches
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Future Directions 
• Highlight shelves
• Increase community awareness –

brochure drop
• Reward good choices with vouchers -

incentive
• Tie the initiative in with schools and 

kindergartens
• Radio messages through PA system
• Lobby for product placement





Brochure



Inside Brochure



Future Directions 
• Highlight shelves
• Increase community awareness –

brochure drop
• Reward good choices with vouchers -

incentive
• Tie the initiative in with schools and 

kindergartens
• Radio messages through PA system
• Lobby for product placement



Conclusion
• Innovative and generated interest in other areas 

in the country
• Raised the awareness with other supermarkets
• Positive outcomes for healthy school lunches
• 25% of respondents stated that the things they 

had seen in the supermarket had influenced 
their buying behaviours

• Building base for other initiatives and future 
directions
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