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Abstract
Objective: To examine the effectiveness of the Produce for Better Health
Foundation grocery store tour programme as a nutrition education tool for chang-
ing consumers’ intention to consume various forms of fruits and vegetables (F&V).
Design: Cross-sectional study.
Setting: Ten grocery stores in a city in the Southeast USA.
Participants: A total of 147 grocery shoppers in Alabama, who participated in a
grocery store tour, completed a retrospective pre-/post-survey using the Theory
of Planned Behaviour.
Results: Results from independent-samples t tests indicated that mean values of atti-
tude, subjective norm and perceived controlwere significantly increased after store
tours (P< 0·01). Participants’ intentions to consume various types of F&V (fresh,
dried, canned, juice and frozen), especially dried F&V, increased significantly after
store tours. Results from structural equation modelling indicated that before store
tours attitude (γ= 0·48, P< 0·01) was the most significant predictor of intention to
consume F&V, followed by perceived behavioural control (γ= 0·24, P = 0·02) and
subjective norm (γ= 0·21, P= 0·03). After store tours, attitude (γ= 0·51, P< 0·01)
and perceived behavioural control (γ= 0·44, P< 0·01) were still strong predictors
of intention to consume F&V, while subjective norm became an insignificant pre-
dictor of intention.
Conclusions: Findings revealed positive changes in study participants’ attitude,
subjective norm, perceived behavioural control and their intentions to consume
various forms of F&V, which suggest potential benefits of providing grocery store
tours as a tool to promote consumers’ F&V intake.
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In 2010, over half of Americans suffered from at least one
chronic condition and nearly one-third of all Americans
suffered from multiple chronic conditions. Chronic condi-
tions can decrease an individual’s quality of life and gener-
ate a significant economic burden. Medical care for
Americans with multiple chronic conditions accounts for
approximately 71 % of total health-care spending in the
USA each year(1). Due to the positive health outcomes
associated with fruit and vegetable (F&V) consumption,
including prevention of chronic disease(2), it is in the inter-
est of health professionals and public officials to promote
F&V consumption among the general population.
Unfortunately, only about 9 % of Americans meet the rec-
ommended intake of vegetables and only 12 % meet the
recommended intake of fruits(3).

Grocery stores are an ideal place to provide nutrition edu-
cation targeted at increasing consumers’ F&V intake. In 2017,
Americans made an average of 1·5 trips to the grocery store
each week(4). Additionally, in 2014, a significant majority
(approximately 86%) of US consumers named grocery stores
and supermarkets as their primary shopping location for
food(5). Specifically, nutrition education through grocery store
tours provides a unique learning environment that allows
consumers to learn in a real-life setting(6). Previous findings
indicate that consumers who participated in grocery store
tours had increased nutrition knowledge(7–9), increased
intention to purchase healthy foods(7–9), improved attitudes
towards healthy foods(7), increased self-efficacy to pur-
chase healthy foods(7) and adopted positive behaviour
changes(7,9–11). Although many grocery store tour
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programmes exist, such as the USDepartment of Agriculture
Supplemental Nutrition Assistance Program Education(12),
the Linus Pauling Institute Grocery Store Tour programme
by Oregon State University(13) and the American Heart
Association’s Healthy for Life Educational experience pro-
gramme(14), these programmes focus on promoting a variety
of food groups. The Produce for Better Health (PBH)
Foundation’s grocery store education programme is unique
in that it is solely aimed at promoting the consumption of
F&V, which is why this programme was utilized in the
present study(15).

The PBH grocery store education programme was
developed specifically for administration by dietetics stu-
dents. It encourages consumption of all forms of F&V,
including fresh, canned, frozen and dried. The programme
includes emphasis of each form, followed by interactive
components to enhance learning. Key messages of the tour
include: increasing F&V consumption, increasing variety of
F&V consumed and making half of your plate filled with
F&V. In a prior study evaluating the effectiveness of the
PBH grocery store tour education programme, college stu-
dents enrolled in an introductory nutrition class benefited
from the tours. Following the tour, 69 % of the students
noted that they would definitely consume more F&V(15).

While existing studies show promise for grocery store
interventions as a means of increasing nutrition knowledge
and changing diet-related behaviours(6,16,17), there is lim-
ited theory-based research evaluating the effectiveness of
grocery store interventions on consumers’ intention to con-
sume F&V(6).

The Theory of Planned Behaviour (TPB) is based on the
concept that an individual’s intention to partake in a
particular behaviour depends on his/her attitude, subjec-
tive norm and perceived behavioural control(18). Attitude
refers to an individual’s evaluation (e.g. favourable or
unfavourable) of a particular behaviour. Subjective norm
is perceived social pressure regarding the behaviour.
Perceived behavioural control is the degree of control an
individual feels he/she has with regard to the behaviour(18).
The TPB has been identified as an effective framework to
predict intentions and behaviours with regard to food
choices and nutrition-related behaviours, including F&V
consumption(19,20). Therefore, the present study used the
TPB as the framework to investigate the impact of the
PBH grocery store tour education programme on promot-
ing F&V consumption among grocery shoppers.

Specific objectives were as follows:

1. To measure the impact of the grocery store tour edu-
cation programme on consumers’ attitude, subjective
norm, perceived behavioural control related to F&V
and consumers’ intention to consume different types
of F&V.

2. To measure the relationship of consumers’ attitude,
subjective norm and perceived behavioural control
with intention to eat F&V, and identify the best predic-
tors of intention to eat F&V.

3. To investigate how the grocery store tour education
programme changed the relationship between con-
sumers’ attitude, subjective norm and perceived
behavioural control and intention to eat F&V.

Methods

Participants
Data for the present study were collected through a self-
administered survey of grocery shoppers, aged 18 years
or older, in a city in the Southeast USA using convenience
sampling. Students from a Service Learning class were
selected to be research assistants and were trained to con-
duct the grocery store tour. The student research assistants
were divided into ten teams and each team was then
assigned to a grocery store. The teams were trained using
the PBH grocery store education programme training kit.
In addition, the teams viewed several grocery store tour vid-
eos readily available online, then discussions were held to
address the strong points that could be adopted and themis-
takes to avoid. Each team visited its assigned grocery store to
familiarize research assistantswith the layout of the store and
the location of various types of F&V products. Each team
was also required to develop a script that was appropriate
to each store and the products available, and to incorporate
the material provided by PBH. Before the first grocery tour
was conducted, the teams created and posted advertising
flyers to promote the grocery store tour at each store.
After training, the research assistants went to ten different
local grocery stores to conduct the PBH grocery store tour
education programme. A table was set up, either at the
entrance of the store or near the fresh produce area, to
recruit participants at each grocery store. The research
assistants provided the grocery store tour education pro-
gramme to people who were interested in participating,
following the established script to ensure that all key
and relevant points were presented to the participants.
Both individual and group tours were conducted.
Selection was based on the number of interested partici-
pants at the time the tour was offered. Group size was lim-
ited to five individuals per tour. At the conclusion of each
tour, participants were given the opportunity to ask addi-
tional questions before the research assistant presented
the participants with the opportunity to complete a volun-
tary retrospective pre-/post-survey measuring TPB con-
structs. Small incentives were provided to all tour
participants but no additional compensation was pro-
vided for completing the survey. As a result, a total of
147 usable surveys were collected.

Measurement items
Validated and reliable TPB measurement items developed
in previous research were adapted for the current
study(18,21,22). The adapted survey was also reviewed by
three experts for content validity. Attitude was measured
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with four items (disadvantageous–advantageous; foolish–
wise; unpleasant–pleasant; unattractive–attractive) using
a 7-point bipolar scale. Subjective normwasmeasuredwith
three items, which were ‘Most people who are important to
me would want me to eat F&V’, ‘It is expected of me that I
eat F&V’ and ‘I feel that the important people in my life
want me to eat F&V’. Perceived behavioural control was
measured with three items, which included ‘The decision
to consume F&V is in my control’, ‘Whether I consume
F&V is entirely up to me’ and ‘If I wanted to, I could easily
eat F&V’. Intention to eat F&V was conducted for six cat-
egories of F&V (in general, fresh, dried, canned, juice
and frozen). Intention for each category was measured
with three items. Sample items for dried F&V included ‘I
am planning to eat dried F&V’, ‘I intend to eat dried F&V’
and ‘I will expend effort on eating dried F&V’. Subjective
norm, perceived behavioural control and intention items
were measured using a 7-point Likert scale from ‘strongly
disagree’ (= 1) to ‘strongly agree’ (= 7).

Data analysis
Descriptive statisticswere conducted to analyse demographic
information such as age, gender, race and marital
status. Paired-samples t tests were used to determine if
differences existed between pre- and post-intervention by
comparing mean scores of attitude, subjective norm, per-
ceived behavioural control and intention. To measure the
relationship between attitude, subjective norm, perceived
behavioural control and intention to eat F&V and to investi-
gate the effect of the intervention, structural equation model-
ling (SEM) using two separate models with the maximum
likelihood estimation method was conducted on the pre-
and post-intervention data. SEM was chosen over other ana-
lytic approaches such as multiple regression due to its ability
to correct measurement errors(23–26). Based on the TPB, atti-
tude, subjective norm and perceived control were entered
as exogenous variables while intention was entered as an
endogenous variable in both models. As Anderson and
Gerbing recommended(27), the measurement model was
evaluated and respecified using a confirmatory factor analysis
first before proceeding to SEM. Validity and reliability were
checked using Cronbach’s α, average variance extracted
and maximum shared variance. The goodness-of-fit of the
models was evaluated using: (i) the χ2 goodness-of-fit statistic;
(ii) the root-mean-square error of approximation (RMSEA);
(iii) the comparative fit index (CFI); and (iv) Tucker–Lewis
index (TLI). IBM SPSS Statistics version 24.0 andMplus 7were
used as statistical tools.

Results

Demographic information
A total of 147 shoppers from ten different grocery stores par-
ticipated in the survey. As shown in Table 1, 48·9 % of

participants were aged 18–24 years, followed by 35–44 years
(12·2%), 25–34 years (11·5 %), 55–64 years (10·1%),
45–54 years (9·4%) and 65 years or above (7·9%). Themajor-
ity of participants were female (73·5%) and Caucasian
(57·1%). In terms of marital status, 55·1% of participants
were single and 30·6 % were married. Regarding education,
approximately 40 % had an associate degree or above.

Paired-samples t tests
The first research objective was to identify the effectiveness
of the grocery store tour education programme by compar-
ing pre- and post-intervention attitude, subjective norm,
perceived behavioural control and intention to eat various
types of F&V. A paired-samples t test was conducted to
compare mean differences between pre- and post-
intervention on attitude, subjective norm and perceived
behavioural control. As shown in Table 2, mean values
for attitude, subjective norm and perceived control were
increased significantly after the intervention (P< 0·01).

Another paired-samples t test was carried out to investi-
gate the effect of the intervention on increasing participants’
intention to eat different forms of F&V (P< 0·01). Significant
increases were observed in participants’ intention to eat
F&V in general (before: 5·41, after: 6·14, P< 0·01; Table 3)
as well as to eat different forms of F&V (fresh, dry, canned,
juice and frozen; Table 3). Among the intentions to eat

Table 1 Demographic characteristics of
147 grocery shoppers from ten grocery
stores who participated in the grocery
store tour education programme, Southeast
USA, February–May 2017

Variable %

Age
18–24 years 48·9
25–34 years 11·5
35–44 years 12·2
45–54 years 9·4
55–64 years 10·1
65 years or older 7·9

Gender
Male 21·1
Female 73·5

Race
Caucasian 57·1
African American 22·4
Native American 1·4
Hispanic or Latino 2·0
Asian 1·4
Other or no answer 15·7

Marital status
Single 55·1
Married 30·6
Other or no answer 14·3

Education
Less than high school 0·8
High-school diploma 15·0
Some college 45·7
Associate degree 6·3
Bachelor’s degree 25·2
Graduate degree 7·1
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various type of F&V, the greatest mean increase between
pre- and post-intervention was in participants’ intention to
eat dried F&V (before: 4·12, after: 5·09, P< 0·01).

Structural equation modelling
Before proceeding to SEM, the measurement model was
accessed using confirmatory factor analysis with maximum
likelihood estimation for both data sets (pre- and post-
intervention)(27). Based on the results, two items (attitude:

disadvantageous–advantageous, subjective norm: ‘People
whoseopinions Ivaluewouldpreferme toeatF&V’) frompre-
interventiondataandone item(attitude:unpleasant–pleasant)
frompost-interventiondataweredroppeddue to their lowfac-
tor loadings and low squared multiple correlations(28). After
deletion, confirmatory factor analyses were reconducted.
Cronbach’s α ranged from 0·78 to 0·94 for all four constructs
in both data sets, exceeding the suggested cut-off value of
0·70(29). All standardized factor loadings were between 0·75
and 0·95, meeting the minimum criterion of 0·50(28). The
squaredmultiplecorrelationswereat least0·56,demonstrating
adequate reliability levels(28). Convergent validity was con-
firmed since all average variance extracted values exceeded
0·50 and composite reliability values were at least 0·79
(Tables4and5)(30). Allmaximumsharedvariancevalueswere
less than the associated average variance extracted values,
indicating discriminant validity was satisfied (Tables 4
and 5)(30). The measurement models analysed with the pre-
interventiondatahadoverall adequatemodel fit statistics, indi-
cating the measurement model provides a good fit to the data
(χ2= 61·90, df= 29 (P< 0·01); RMSEA= 0·08, CFI= 0·98,
TLI= 0·95).However, theRMSEA for themeasurementmodel
analysed using post-intervention data had only a mediocre
overall fit due to its RMSEA value being slightly higher than
0·08 (χ2= 91·63, df= 38 (P< 0·01); RMSEA= 0·09,
CFI= 0·96, TLI= 0·92)(31,32).

After evaluating the measurement models, SEM was
conducted to examine the relationships among the con-
structs in each sample. The structural model analysed with
pre-intervention data provided a good fit to the data

Table 2 Paired-samples t test: attitude, subjective norm and perceived behavioural control regarding the consumption of fruits and
vegetables among 147 grocery shoppers from ten grocery stores before and after participating in the grocery store tour education
programme, Southeast USA, February–May 2017

Mean†

Before After Difference (after – before) t value Significance (two-tailed P value)

Attitude 5·84 6·42 0·58 8·23 <0·01
Subjective norm 5·60 6·14 0·54 8·38 <0·01
Perceived behavioural control 5·81 6·25 0·44 6·73 <0·01

†Attitude, subjective norm and perceived behavioural control weremeasured on bipolar and Likert scales ranging from 1 to 7 (with higher mean values indicatingmore positive
attitude, subjective norm and perceived behavioural control).

Table 3 Paired-samples t test: intention to consume fruits and vegetables (in general, fresh, dried, canned, juice and frozen) among
147 grocery shoppers from ten grocery stores before and after participating in the grocery store tour education programme, Southeast
USA, February–May 2017

Mean†

Before After Difference (after – before) t value Significance (two-tailed P value)

Intention (Overall) 5·41 6·14 0·73 7·98 <0·01
Intention (Fresh) 5·45 6·11 0·66 6·53 <0·01
Intention (Dry) 4·12 5·09 0·97 7·43 <0·01
Intention (Canned) 4·30 5·15 0·85 8·18 <0·01
Intention (Juice) 4·73 5·62 0·89 8·31 <0·01
Intention (Frozen) 4·84 5·77 0·93 8·86 <0·01

†Intentions were measured on Likert scales ranging from 1 to 7 (with higher mean values indicating more intention).

Table 4 Validity analysis for the measurement model (pre-
intervention)

CR AVE MSV

Attitude 0·93 0·87 0·59
Subjective norm 0·93 0·87 0·47
Perceived behavioural control 0·91 0·77 0·47
Intention 0·95 0·86 0·50

CR, composite reliability; AVE, average variance extracted; MSV, maximum shared
variance.

Table 5 Validity analysis for the measurement model (post-
intervention)

CR AVE MSV

Attitude 0·79 0·66 0·61
Subjective norm 0·94 0·83 0·61
Perceived behavioural control 0·89 0·73 0·53
Intention 0·92 0·79 0·55

CR, composite reliability; AVE, average variance extracted; MSV, maximum shared
variance.
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(χ2= 61·90, df= 29 (P< 0·01); RMSEA= 0·08, CFI= 0·98,
TLI= 0·95), while the structural model analysed with post-
intervention data provided a mediocre fit to the data
(χ2= 91·63, df= 38 (P< 0·01); RMSEA= 0·09, CFI= 0·96,
TLI= 0·92). As shown in Fig. 1, the results from pre-
intervention data indicated that attitude (γ= 0·48, P< 0·01)
was the most significant predictor of intention to eat F&V,
followed by perceived behavioural control (γ= 0·24,
P= 0·02) and subjective norm (γ= 0·21, P= 0·03).
However, the relationship between subjective norm and
intention to eat F&V became insignificant in the structural
model analysed with post-intervention data. In addition,
the effect size of perceived behavioural control on intention
became larger (γ= 0·24, P= 0·02 → γ= 0·44, P< 0·01).
Attitude was still the strongest predictor of intention
(γ= 0·51, P< 0·01), followed by perceived behavioural con-
trol (γ= 0·44, P< 0·01). Overall, the proposed model ana-
lysed using pre-intervention data explained 61% of the
variance in intention (squared multiple correlation= 0·61)
while the model analysed with post-intervention data
explained 63%of the variance in intention (squaredmultiple
correlation= 0·63).

Discussion

Following the grocery store intervention, participants’ atti-
tudes, subjective norm, perceived behavioural control and
intentions regarding the consumption of F&V increased sig-
nificantly. According to Ajzen(18), attitude, subjective norm
and perceived behavioural control shape an intention to
perform a behaviour. When attitude, subjective norm
and perceived behavioural control are favourable, an indi-
vidual is more likely to have intention to perform a given
behaviour. Thus, the grocery store tour education pro-
grammewas effective at changing attitude, subjective norm
and perceived behavioural control in a positive way. These

results are consistent with previous studies that have shown
positive outcomes following grocery store tours. For exam-
ple, a grocery store intervention facilitated by peer leaders
resulted in an increased participant use of nutrition labels
while selecting foods for purchase at the grocery store(7).
In addition, a significant increase in n-3-rich food
purchases was observed with point-of-purchase nutrition
education using podcasts as a grocery store tour(33).
Milliron et al. also reported grocery store intervention at
the point of purchase successfully assisted consumers in
purchasing healthier food items, such as F&V(34). These
positive effects of grocery store interventions could be con-
tributed to the additional nutrition knowledge provided to
consumers. Prior to these interventions, consumers may
not have adequate nutrition knowledge to make healthy
food choices(35). Providing education in a real-life setting,
at the point of purchase, may enhance the learning
experience of consumers and promote positive behav-
iours. Furthermore, McGee and colleagues reported that
knowledge of the risks and benefits of food choices
motivated focus group participants to make healthy
choices at the grocery store(36). Therefore, grocery store
tours should be considered an effective tool for changing
individuals’ beliefs and intentions regarding the consump-
tion of healthy food items, including F&V.

Although the intention to consume dried F&V was still
lower than for other forms of F&V following the interven-
tion, the increase in intention to consume dried F&V was
significantly greater than for other forms. This result could
be due to the fact that tour participants were not aware
dried F&V were a good option for increasing F&V intake.
In fact, a previous study suggests consumption of dried fruit
is associated with decreased incidence of chronic diseases
such as obesity, type 2 diabetes, CVD and certain types of
cancer(37). A review by Morais et al. revealed dried F&V
have similar beneficial components to fresh F&V, including

Attitude

Subjective norm

Perceived 
behavioural control

Intention to eat

H1: 0·48* 

H2: 0·21* 

H3: 0·24* 

Attitude

Subjective norm

Perceived 
behavioural control

Intention to eat

H1: 0·51* 

H2: – 0·10

H3: 0·44* 

Before After

Fig. 1 Structural relationship among the Theory of Planned Behaviour constructs – attitude, subjective norm, perceived behavioural
control and intention (to eat fruits and vegetables (F&V)) – among 147 grocery shoppers from ten grocery stores before and after
participating in the grocery store tour education programme, Southeast USA, February–May 2017. *P< 0·05 (H1, attitude will be
significantly associated with intention to eat F&V; H2, subjective norm will be significantly associated with intention to eat F&V;
H3, perceived behavioural control will be significantly associated with intention to eat F&V)
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antioxidants(37–44) and resistant starches(37,45). Polyphenols
and tocopherols found in dried F&V have been found to be
readily available for absorption in the body(37,46,47).
Depending on the processing technique, dried F&V can
retain a large percentage of the nutrients that are available
in the fresh product. For example, over 84 % of the carot-
enoid content of fresh carrots can be preserved in dried car-
rots(37,48). Up to 92 % of the lycopene in tomatoes can be
preserved in the drying process(37,49). In some instances,
the antioxidant capacity of F&Vmay even be increased dur-
ing the drying process due to reactions that occur(37,38). In
fact, the antioxidant activity in dried cranberries, grapes
and plums can be twice as high as in the fresh fruit(37,50).

Another major benefit of dried F&V is their increased
shelf-life compared with fresh F&V(37). This increased
shelf-life has positive implications for individuals with lim-
ited access to food. Additionally, the 2015–2020 Dietary
Guidelines for Americans assert that all forms of F&V,
including dried F&V, fit into a healthy eating pattern(51).
Given the benefits of dried F&V, in terms of both health
and shelf-stability, it is recommended that grocery store
tour curricula include dried F&V as an effective means of
increasing F&V intake.

Participants’ attitude was the most significant predictor
of their intention to consume F&V both before and after
the grocery store intervention. This finding is consistent
with previous studies that also found attitude to be a signifi-
cant predictor of intention to participate in various food-
related behaviours(52–54). Prior research has indicated that
knowledge of the health benefits of a particular food or
food group is associated with a positive attitude towards
the food(55). A study by Rah and colleagues also found
favourable taste resulted in a positive attitude towards soya
products(56). Thus, incorporating nutrition education and
food samples into a grocery store intervention may be
effective ways to improve attitude.

Perceived behavioural control also played a significant
role in predicting the study participants’ intention to con-
sume F&V both before and after the grocery store interven-
tion. A number of previous studies have found perceived
behavioural control to be a significant predictor of intention
to partake in a variety of dietary practices, including con-
sumption of F&V(53,57) and dairy products(54). Commonly
cited barriers to F&V consumption include cost, cooking
time, convenience of packaged foods and short shelf-life
of F&V(58). Addressing key strategies to overcome these
barriers in grocery store tour curricula could potentially
increase grocery store shoppers’ self-efficacy in choosing
F&V. For example, a nutrition education programme that
included a cooking component and provided recipes to
participants was shown to increase self-efficacy and confi-
dence in planning and preparing healthy meals(59).In addi-
tion, an online nutrition education programme that
included cooking demonstration videos resulted in
increased perceptions of the ‘ease of cooking healthy
foods’(60). Therefore, incorporating cooking demonstra-
tions and recipes into grocery store tour curricula could

result in heightened feelings of control and increased inten-
tion. To address the perceived barrier of fresh F&V’s short
shelf-life, educators would need to remind participants of
the benefits of non-fresh forms of F&V.

Subjective norm was found to be a significant predictor
of intention prior to the grocery intervention. Therefore,
reaching out to not only the target audience but also their
referent people, such as their friends and family members,
would be a good strategy for effective nutrition education.
Although subjective norm was a significant predictor prior
to the grocery store intervention, it was not a significant
predictor post-intervention. Other previous studies have
also found subjective norm to be an insignificant predictor
of intention to consume F&V(53,61). It is possible that subjec-
tive norm is no longer as influential on intentions once
knowledge and confidence are gained and individuals
can depend on their own decision-making abilities(54).
After participating in the grocery store intervention, study
participants had improved attitudes and perceived behav-
ioural control regarding F&V consumption and may no
longer have felt the need for their dietary behaviours to
be validated by friends and family.

Limitations
There are several limitations to the present study. First, it was
conducted ina city in theSoutheastUSA,which limits thegen-
eralizability of the findings. A second limitation is the rela-
tively small sample size despite being adequate for SEM
analyses(62,63). Moreover, convenience sampling may have
influenced the study results. For example, themajority of par-
ticipants were 18 to 24 years of age, Caucasian and female,
and thus are not representative of the general population.
Therefore, more research with larger and random samples
would be necessary to generalize the findings. Lastly,
although the present study identified significant predictors
of grocery shoppers’ intention to consume F&V, participants’
actual F&V intake was not measured. Therefore, future
research measuring actual F&V consumption is needed to
determine if grocery store interventions increase actual intake
of F&V. Such studies should examine the relationships
between F&V intake and TPB variables.

Conclusions

Given the high rate of chronic conditions in the USA and the
shockingly low rates of F&V consumption, despite
well-established health benefits, novel interventions to
increase F&V consumption are warranted. Grocery stores
provide a unique learning environment and grocery store
interventions should be considered as a potential means to
increase F&V consumption among the general population.
Thepresent study founda grocery store intervention focusing
onF&Vconsumptionhas the ability to improveattitudes, sub-
jective norm, perceived behavioural control and intention to
eat F&V. Interestingly, the present study found participants’
intentions to eat dried F&V increased significantly more than

Grocery store tour promotes F&V consumption 2667

https://doi.org/10.1017/S1368980019001630 Published online by Cambridge University Press

https://doi.org/10.1017/S1368980019001630


intentions to eat F&V in general. Due to the health and eco-
nomic benefits of dried F&V, grocery store interventions
should promote consumption of F&V in this form.
Participants’ attitudes and perceived behavioural control
were both significant predictors of intention to eat F&V both
before and after the intervention. However, subjective norm
was not a significant predictor of intention to eat F&V follow-
ing the intervention. It is possible that subjectivenormloses its
influence on intentions once attitudes and perceived behav-
ioural control improve and individuals feel that they are
capable of making their own decisions.

The study supportsprevious research findings that attitude
and perceived behavioural control are both significant pre-
dictors of intention to partake in a variety of health and
nutrition-related behaviours. Due to these findings, further
research is warranted to investigate effective mechanisms
to improve attitude and perceived behavioural control.
This, in turn,will provideguidance in improvinggrocery store
interventions and other nutrition intervention programmes.
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