
Health Statistics Fact Sheet—
Retail

CONNECTION BETWEEN RETAIL 
ACCESS, EATING HABITS, AND 
OBESITY RATES

• Living close to healthy food retail is 
associated with better eating habits and 
decreased risk for obesity and diet-related 
diseases.1

• Neighborhood residents with better access 
to supermarkets and limited access to 
convenience stores tend to have healthier 
diets and reduced risk for obesity.2

• Evidence continues to suggest a connection 
among access, eating habits, and obesity 
rates. In many urban neighborhoods and 
small towns, corner convenience stores or 
bodegas are the only nearby retail outlets 
where families can purchase food to be 
prepared at home.3

DISPARITIES IN ACCESS TO  
HEALTHY FOOD

• Accessing healthy food is a challenge to 
many families, particularly those living in 
low-income neighborhoods, communities of 
color, and rural areas,1 while opportunities 
to purchase processed, convenience foods, 
and alcohol are great.4

• Low-income neighborhoods frequently lack 
full-service grocery stores where residents 
can buy a variety of fruits, vegetables, whole 
grains, and low-fat dairy products.2,5

IN-STORE MARKETING

• The White House Task Force on Childhood 
Obesity (2010) recognizes, “…marketing of 
food products can also be a powerful tool to 
drive the purchase of healthy products and 
to communicate important information about 
healthy eating choices.” 6

• A majority of purchasing decisions are made 
in the store.7,8 As a result, billions of dollars 
are spent annually on in-store advertising 
aiming to influence consumer choice, but 
few retailers try to generate consumer 
demand by promoting or merchandising 
healthy eating to lower-income shoppers.

• Strategies for in-store marketing to 
promote healthful eating include: increasing 
availability, affordability, prominence, 
and promotion of healthful foods and/or 
restricting or de-marketing unhealthy foods.9



ECONOMIC IMPACT OF HEALTHY 
FOOD

• Every $5.00 in new Supplemental Nutrition 
Assistance Program-Education (SNAP) 
benefits generates $9.00 in local spending 
at supermarkets, grocery stores, and other 
approved SNAP-accepting retailers.10

• When residents shop for produce, whole 
grains, dairy, and other healthy options 
closer to home instead of traveling outside 
the community for these items, dollars that 
would otherwise be spent elsewhere are 
captured locally.11

REFERENCES

1. Bell, J, Mora, G, Hagan, E, Rubin, V, Karpyn, A. 
Access to Healthy Food and Why It Matters: A Review 
of the Research. PolicyLink, 2013. Accessed on 
January 22, 2015: http://thefoodtrust.org/uploads/
media_items/access-to-healthy-food.original.pdf.

2. Larson, N. I., Story, M. T., & Nelson, M. C. (2009). 
Neighborhood environments: disparities in access 
to healthy foods in the U.S. American Journal of 
Preventive Medicine, 36(1), 74-81.

3. Hagan, E., Rubin, V. Economic and Community 
Development Outcomes of Healthy Food Retail. 
PolicyLink, 2013. Accessed on January 15, 2015: 
http://www.policylink.org/sites/default/files/FINAL_
HER_ECONOMIC_WHITE_PAPER_FINAL_1%20
18%2013.PDF.

4. Odom-Young, A.M., Zenk, S.N., Karpyn, A., Ayala, 
G.X., Gittelsohn, J. Obesity and the Food Environment 
among Minority Groups. Current Obesity Reports, 
2012, Vol. 1(3).

5. Beaulac, J., Kristjansson, E., & Cummins, S. (2009). 
A systematic review of food deserts, 1966-2007. 
Preventing Chronic Disease, 6(3), A105.

6. White House Task Force on Childhood Obesity (2010). 
Solving the Problem of Childhood Obesity within a 
Generation –Report to the President. Washington, 
D.C.

7. Platt SK. Revisiting the 70 Percent Rule: Evaluating 
consumer in-store decision-making and the 
transformational impact of digital signage. Featured 
article. Signage Solutions online. http://www.
signagesolutionsmag.com/article/by-the-way-
revisiting-the-70-percent-rule-2755. 

8. Inman JJ, Ferraro R, Winer RS. (2004) Where 
the Rubber Meets the Road: A Model of In-Store 
Consumer Decision-Making. Marketing Science 
Institute Report. Volume: 98.Cambridge, MA.

9. Glanz, K., Bader, M.D.M, Iyer, S. Retail Grocery Store 
Marketing Strategies and Obesity: An Integrative 
Review. American Journal of Preventive Medicine, 
2012; 42(5):503–512.

10. Hanson, Kenneth. The Food Assistance National 
Input-Output Multiplier (FANIOM) Model and Stimulus 
Effects of SNAP. ERR-103. U.S. Dept. of Agriculture, 
Econ. Res. Serv. October 2010. Accessed on January 
9, 2015: http://www.ers.usda.gov/media/134117/
err103_1_.pdf.

11. The Food Trust. Healthy Corner Stores Issue Brief. 
Produced for the Healthy Corner Stores Network. 
Winter 2011.

This material was produced by the California Department of Public Health’s Nutrition Education and Obesity Prevention Branch with funding from USDA SNAP-Ed, 
known in California as CalFresh. These institutions are equal opportunity providers and employers. CalFresh provides assistance to low-income households and can 
help buy nutritious food for better health. For CalFresh information, call 1-877-847-3663. For important nutrition information, visit www.CaChampionsForChange.net. 
#330076/Ver. 01/17


	Connection between Retail Access, Eating Habits, and Obesity Rates
	Disparities in access to healthy food
	In-Store Marketing
	Economic Impact of Healthy Food
	References

