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Jargon buster 
 
 
 
D/CFW Drivers/ Community Food Workers 
 
Herbie            The Herbie mobile greengrocer project 
 
Herbie 1  The van which has been operating since 2004 and currently  

covers Miles Platting, Ancoats, Collyhurst, Beswick, Clayton and 
Ardwick 
 

Herbie 2 The van which has been operating since April 2007 and 
currently covers Openshaw, W. Gorton, Charlestown and 
Blackley. 

 
HU Herbie Users, refers to data from HUI or HU2 questionnaires. 
 
HU1 Herbie 1 Users Questionnaire 1. Used to find out details of 

adults using H1, week beginning 7th May 2007. 
 
HU2 Herbie 1 Users Questionnaire 2. Used to find out about 

shopping and eating patterns, reasons and impact of using H1. 
 
GP General Public Questionnaire. Used to find out shopping and 

eating patterns, awareness of Herbie and what might encourage 
use of a mobile greengrocer. 

 
JHU  Manchester Joint Health Unit 
 
MERCi Manchester Environmental Resource Centre Initiative 
 
October 2004  The evaluation of Herbie done in October 2004 which involved  

  one questionnaire which 133 people completed. The Herbie    
  van was not operating at the time the questionnaires were  
  completed so the general public was targeted with some  
  specific targeting near Herbie stops.  

 
PCT   Primary Care Trust 
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Executive Summary 
 
Herbie 1 (H1) is a mobile greengrocer run by Manchester Environmental 
Resource Centre Initiative (MERCi) in order to provide a good selection of fruit 
and vegetables that are affordable and fresh at convenient places. Herbie 1 
currently operates in Miles Platting, Ancoats, Clayton, Collyhurst, Beswick and 
Ardwick and a second van Herbie 2, started operating in other parts of East 
and North Manchester in April 2007. The evaluation is concerned with Herbie 
1. 
 
Herbie 1 operates within the context of: 
·  Major regeneration initiatives in the area.  
·  Promotion of healthy eating as a key national and local health target. 

Herbie is one of several initiatives and organisations in North and East 
Manchester that are intended to support the implementation of 
Manchester’s strategy, Food Futures, by promoting accessible and 
affordable healthy food.  

 
Two previous evaluations were conducted; the most recent took place in 
October 2004 and concluded that the results were ‘broadly encouraging’ and 
‘suggest  . . . a positive impact’. The recommendations included funding for a 
further 2 years, ‘to allow the time recommended in the literature, to 
demonstrate its full potential followed by a further evaluation.’ 
 
This 2007 evaluation was commissioned by Manchester’s Joint Health Unit, in 
order ‘to identify key outcomes from Herbie 1,’ in particular, to determine the 
extent to which the scheme is: 
 

·  Increasing customer’s consumption of fresh fruit and vegetables. 
·  Improving access to fresh fruit and vegetables for the local population, 

particularly for more isolated and vulnerable groups. 
·  Working in partnership with other agencies to help build networks to 

improve the diet and overall health of local residents. 
 

The evaluation has focussed on the use of Herbie 1 by individual local 
residents.  
 
The methods of evaluation were: 

·  three questionnaires,  
-    one, to find out details of who uses Herbie 1.This included all adults   
     who used Herbie 1 in the week beginning 7th May. 86 out of 89, 97%  
     of adult users completed questionnaires   
� � the second, completed by 68 Herbie Users who lived in the target 

area, which considered the reasons for and impact of using Herbie 
1.  

� � the third, completed by 101 people from the general public at 19 
sites throughout Herbie 1’s area which considered awareness of 
Herbie and factors that might influence use of a mobile fruit and 
vegetable van. 
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·  26 individual and group interviews with partners and potential partners 
to explore partnership work 

·  analysis of monitoring information 
·  reading of key literature about Herbie and health eating strategies in 

Manchester.  
The fieldwork was undertaken in May and June 2007. 
 
Key findings 
 
The information about who uses Herbie 1 showed that,  

·  More Herbie 1 users live alone, are older and reported having a 
disability that general public respondents.  

·  Under 40% of Herbie Users and general public respondents reported 
having use of a car and over 60% did not have jobs.  

·  While two-thirds of the Herbie 1 Users were women, a slightly higher 
proportion of men were Herbie 1 Users than in the general public group  

·  The proportion of Herbie 1 Users from Black ethnic groups during the 
week beginning 7th May was 5% compared to 11% amongst general 
public respondents. This may reflect the age profile of Herbie users and 
compared to the general public and Black ethnic groups in the area in 
particular. 

 
Use of Herbie 
 
Herbie 1 is used weekly by an average of under 100 people; approximately 80 
from the target area. 
 
95% of Herbie Users used Herbie 1 for their own households and 7%  
shopped for other households. Nearly all Herbie 1 users use Herbie 1 once a 
week. 
 
Two-thirds of Herbie users, bought all or most of their fruit and vegetables 
from Herbie 1; 9% more bought all their fruit and vegetables from Herbie 1 
than in the 2004 evaluation.  
 
20% more of the 2007 General Public group bought fruit and vegetables in 
supermarkets than the 2007 Herbie Users. The proportion who bought fruit 
and vegetables in the Herbie Users and general public groups in local shops 
is approximately 1/3rd less than in the October 2004 group.  
 
76% of Herbie Users reported that they had used Herbie for over one year 
and nearly a third had been using Herbie for 2 years or more; 24% (15) had 
started using Herbie in the previous 12 months. 
 
Over two thirds of Herbie 1 Users felt their fruit and vegetable consumption 
has increased since they started using Herbie, this was under half in 2004. 
 
The survey found that Herbie 1 is operating in an area where 41% of 1st adults 
in households eat fruit and vegetables less than once a day compared an 
average in Manchester of 16% of adults. 14% of Herbie Users and 11% in the 
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GP group, were not satisfied with the amount of fruit and vegetables they or 
members of their households ate. 
 
Visibility of Herbie 1 
 
The most recent information leaflet about Herbie 1 was produced in July 2005 
and there had been no livery on the van since January 2007. Despite this, an 
impressive 59% of general public respondents had heard of Herbie and 31% 
suggested that information or visibility might encourage them to use a mobile 
green grocer.  
 
Stops and shopping days 
 
An average of 28% (8) stops a week had 5 or more customers in the 8 week 
period beginning 2nd April. At 2 stops there were no customers during the 
entire 8 week period. New stops were requested by users and general public 
respondents. 
 
There were also suggestions that some stops were not well placed and that 
plans for the area has resulted in and will continue to lead to demolition and 
changes to places where Herbie 1 currently stops 
 
The monitoring information for Herbie 1 and preferred days for shopping of the 
GP group indicate that Thursday is not a popular day for shopping and the 
latter source suggests that Monday is preferred by over three times as many 
shoppers as Thursday. 
 
Partnership work 
 
Herbie 1 is popular with a range of workers and agencies which are involved 
with promoting healthy eating, including health workers, linkworkers, Sure 
Start, schools, tenants and residents associations and voluntary 
organisations. Some agencies, especially ZEST and the Community Nutrition 
Service, have worked with Herbie 1 but links have not always been sustained 
over time. 
 
Herbie has a list of contact people at most stops. The data on contact people 
is written up as 5 case studies which show a wide variation in the role of 
contact people and their potential for marketing Herbie 1.  Current activity by 
contact people appears to be strongly influenced by their personal enthusiasm 
for Herbie 1 rather than active work from Herbie 1 to encourage partnership 
activity. However, the case studies show some excellent examples of how 
contact people work with Herbie 1, ideas of how they would like to work with 
Herbie and a good example of non-engagement. 
  
Several contact people did feel they had a role in encouraging use of Herbie. 
The most appreciated aspects of Herbie 1 by contact people included: 

·  the drivers/community food workers – especially the way they engage 
with people 

·  convenience 



 8 

·  quality and prices 
 
The main concern that most contact people expressed was the lack of 
visibility of Herbie 1. When comments of contact people was compared to 
what people said in the questionnaires it would seem that contact people had 
similar views as users.  

 
There is a lot of goodwill, several networks and interest by other agencies 
which promote healthy eating to work with Herbie and through whom Herbie 
can be promoted.  
 
Barriers to promoting Herbie included: 

·  Lack of publicity 
·  Lack of participation by Herbie in structures promoting partnership work 

on food related issues 
·  A difficulty accessing someone at MERCi to communicate with about 

Herbie. 
It was acknowledged that several healthy eating projects are working in 
isolation of one another and MERCi also had examples of finding partners 
hard to contact.  
 
Several partners would like to get deliveries of fruit and vegetables from 
Herbie 1 but there was a lack of clarity about the capacity of this service and 
examples were cited where agreements to supply produce had not been 
sustained over time. Some partners felt this area of work should be developed 
as Herbie has a ‘natural market position’. 
 
Cost effectiveness and sustainability 
Herbie 1 is currently getting £40,000 a year in grant funding from the JHU. 
While the resources to run Herbie are tight, the unit cost of the service to local 
residents accessing it who live in the target area may need to be taken into 
consideration and compared to costs and outcomes of other initiatives in 
deciding the cost effectiveness of the service.  
 
Despite the popularity of mobile fruit and vegetable projects several have 
stopped running due to lack of financial sustainability. Some evaluation 
participants felt that the long term future of Herbie is dependent on developing 
a larger project with several vans, offering both deliveries and sales to the 
public. Obtaining funding for Herbie 2 is a positive step in the direction of 
building a larger Herbie project. A feasibility study may need to be done to 
consider Herbie’s longer term future.  
 
Staffing and structure 
 
The work of the D/CFWs was highly appreciated by evaluation participants. 
They work well as a team and bring a range of skills and experience to the 
project. There are currently no procedures for cover if D/CFWs if they are off 
sick and arrangements for cover when they want to take annual leave are 
unsatisfactory.  
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MERCi feel that many of the current deficiencies of Herbie 1 cannot be 
resolved without having funding to appoint a co-ordinator. However several of 
the weaknesses pre-date the sick leave and redundancy of the co-ordinator 
suggesting that this in itself may not resolve the problems.  Options suggested 
for another post are appraised to inform development plans should funding 
become available.  
 
Conclusions include: 
 
Herbie 1 is a popular project with lots of strengths to build on, including: 

·  An excellent workforce which engages well with service users 
·  A service which is valued for its convenience, prices and quality 
 

Two thirds of Herbie 1 Users have increased the amount of fruit and 
vegetables they eat since they started using Herbie 1. This is a higher 
proportion than in the 2004 evaluation and is positive. 
  
Herbie 1 is accessed by approximately 80 local people a week in an area with 
few shops selling fresh fruit and vegetables and very low fruit and vegetable 
consumption compared to city and national rates. Many Herbie 1 users are 
from isolated and vulnerable groups.  However, Herbie 1 is not realising its full 
potential or capacity to reach users in the local population. Five main barriers 
were identified in the evaluation to reaching more people: 

o Lack of regular publicity of the service  
o Poor visibility of the stops especially lack of livery on the van 
o That some stops may not be in the right places 
o That Mondays, when Herbie mainly does deliveries, may be a more 

popular shopping day than Thursdays  
o The potential of working with and through partners is not fully 

realised 
 
It is positive to hear that since the fieldwork took place livery has now been 
put on the van and new leaflets printed. 
 
Herbie 1 is popular with a range of workers and agencies who are willing to 
help with promotion and develop work in partnership with Herbie. Improved 
communication systems would facilitate this including greater involvement of 
Herbie 1 in other work in the area concerning access to fresh fruit and 
vegetables. Several partners look to Herbie to supply fruit and vegetables for 
community projects but there is a lack of clarity about Herbie’s capacity to 
provide this. 

 
Recommendations have been divided into 2 groups. 

o Issues that require urgent action to improve the outcomes of Herbie 
1 and strengthen the case for re-funding and a higher level of 
funding. 

o Longer term issues that might be addressed through updating the 
business plan 

It is recommended that the updating of the business plan involves a 
community based review and that this might be repeated annually. 
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1 Introduction 
 
1.1. What is Herbie?�
�
Herbie 1 (H1) is a mobile greengrocer run by Manchester Environmental 
Resource Centre Initiative (MERCi).  
 
Herbie aims to provide a good selection of fruit and vegetables that are 
affordable and fresh at convenient places. More detailed aims and objectives 
were written for the business plan (MERCi,undated), see Appendix 1. These 
are currently under review and will be updated on completion of the 
evaluation. 
�
By 2007 Herbie 1 operated 6 days a week and a second van Herbie 2, started 
operating in other parts of East and North Manchester in April 2007. Herbie 1 
currently makes 29 stops at 27 places each week (Tuesdays to Saturdays) in 
Miles Platting, Ancoats, Clayton, Collyhurst, Beswick and Ardwick.  
 
In this report, Herbie is used to describe the total project; both vans.  The 
evaluation is concerned, however with Herbie 1. 
 
1.2 Context of Herbie 
 
1.2.1 History  
 
Herbie 1 began operating, 4 days a week, in January 2004 in Ancoats and 
Miles Platting, in response to findings of Fresh Evidence (MERCi, undated), a 
study undertaken by MERCi. Fresh Evidence highlighted that many local 
people would like to be able to do their main shopping closer to where they 
live.  The majority felt there were not enough local shops and that perishable 
foods sold locally were expensive and not very fresh.  45% of the respondents 
said they would eat more fruit and vegetables if they could buy them nearer 
home. MERCi’s research illustrated that Ancoats and Miles Platting were food 
deserts and initiatives were required to improve the diets of local people.  
 
Herbie 1 extended its area in 2005, to include stops in Collyhurst, Ardwick, 
Beswick and Clayton.  
 
Herbie is the most active part of MERCi’s urban food strategy which was 
developed in response to the findings of Fresh Evidence. The strategy aims to 
identify sustainable schemes to provide better choice and food to people in 
Manchester.  
 
1.2.2 National and citywide public health context 
 
Promotion of healthy eating is a key national and local health target 
(Department of Health, 2004). 
 
Manchester has a food strategy, Food Futures which was published in July 
2007. Herbie is one of several initiatives and organisations in North and East 



 11 

Manchester that are intended to support the implementation of the strategy by 
promoting accessible and affordable healthy food. These include: 
 

·  ZEST, the North Manchester Healthy Living Network 
·  Health Trainers 
·  Schools and the healthy schools project 
·  Primary Care and community health services including the PCT 

(Primary Care Trust) Community Nutrition Service 
·  Sure Start 
·  Sheltered Housing 
·  Community centres 

 
1.2.3    Herbie1 and regeneration 
 
The areas covered by Herbie 1 have and continue to be subject to major 
regeneration initiatives. In the short term this means that many local residents 
and facilities are moving, some out of the area either temporarily or 
permanently. Of particular note in recent months was the loss of the 
supermarket serving Miles Platting, Worldwide Foods. Several venues where 
Herbie 1 stops are being demolished (eg schools, housing, sheltered blocks 
and GP practices). In the long term regeneration may result in a changing 
demographic structure in the area. 
 
Some initial food mapping has been done in the Herbie 1  area by MERCi and 
the PCT. Food Futures is co-ordinating further food mapping in partnership 
with the PCT and GMPTE as part of its ©food access© theme. This will initially 
be citywide. The speed of change with regeneration indicates the need for 
frequent food mapping. 
 
1.2.4  Previous evaluations 
 
Two previous evaluations were conducted. The first, in July 2004 was carried 
out by MERCi with 28 Herbie users. The second in October 2004, by the Joint 
Health Unit, when Herbie had been operational for nine months. The main 
part of the evaluation was a questionnaire conducted in Miles Platting, 
Ancoats and Collyhurst with 133 people. The study concluded that the results 
were ‘broadly encouraging’ and ‘suggest  . . . a positive impact’. They included 
that there was: 

·  Good awareness of Herbie in the area and potential to increase 
awareness and the number of people who use Herbie. 

·  A notable user base 
·  A high level of user satisfaction with most believing it had improved 

their access to fruit and vegetables and nearly half eating more fruit 
and vegetables since they began using Herbie. 

 
The recommendations included: 
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·  Funding for a further 2 years to allow the time recommended in the 
literature to demonstrate its full potential followed by a further 
evaluation 

·  Clarification of aims, including the populations to be targeted, ensuring 
clear targeting for those in food deserts, as highlighted by Fresh 
Evidence research. 

·  More advertising, suggestions for improving efficiency and freshness of 
produce including revision of the route, ensuring the van operated more 
consecutive days and hours per week and cold storage facilities in the 
van. 

·  Consideration of stocking other healthy foods 
·  Gathering routine monitoring information  
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2 The 2007 evaluation 
 
This was commissioned by Manchester’s Joint Health Unit, in order ‘to identify 
key outcomes from Herbie 1,’ in particular, to determine the extent to which 
the scheme is: 
 

·  Increasing customer’s consumption of fresh fruit and vegetables. 
·  Improving access to fresh fruit and vegetables for the local population, 

particularly for more isolated and vulnerable groups. 
·  Working in partnership with other agencies to help build networks to 

improve the diet and overall health of local residents. 
 

The evaluation has focussed on the use of Herbie 1 by individual local 
residents. Herbie also does deliveries eg to local schools, mostly on Mondays 
and is also used by people who work in the area. 
 
2.1 Methods 
 
The evaluation consisted of  

·  three questionnaires,  
·  interviews and focus groups 
·  analysis of monitoring information 
·  reading of key literature about Herbie and health eating strategies in 

Manchester.  
 
All participants were asked for consent before participation. Questionnaires 
were identifiable only through log reference numbers (See 2.2 in Appendix 2 
for further details about consent, anonymity and ethics) 
Arrangements were made with a telephone translation service to ensure that 
potential interviewees who did not share a language with the interviewers 
could participate. All interviewees who completed a questionnaire were given 
tokens of appreciation for their contribution to the evaluation (see 2.6 in 
Appendix 2 for details). 
 
The fieldwork was undertaken in May and June 2007. 
 
Questionnaires 
 
The questionnaires involved tick box, multiple choice answers with potential 
for participants to offer alternatives if their response was not included or they 
had further comments to add and some open questions. (Appendices 3-5 are 
copies of the Questionnaires used) 
 
Questionnaire 1, which will be referred to as Herbie Users 1 (HU1), had 15 
questions focussing on the demographic details of Herbie users. The target 
was to ask every adult person shopping on Herbie 1 in the week beginning 
Monday 7th May to participate. 
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Questionnaire 2, which will be referred to as Herbie Users 2 (HU2), had 19 
questions focussing on how using Herbie:  
·  Impacts on fruit and vegetable consumption 
·  Impacts on access to fruit and vegetables 
·  Reasons for using Herbie 
·  Wider impacts of using Herbie 
Herbie Users 2 questionnaire had questions both about personal use of 
Herbie and in relation to anyone else the shopper might be shopping for.  
 
The target was a minimum of 2 users at each stop who lived in the post code 
areas covered by Herbie 1. If participants had not completed a HU1 the 
previous week, they were also asked to complete one alongside HU2. 
 
Questionnaire 3, which will be referred to as General Public (GP), had 24 
questions to explore: 
·  Awareness of Herbie,  
·  Current shopping and eating habits 
·  Satisfaction with current consumption of fruit and vegetables 
·  Factors which might influence use of a mobile fruit and vegetable van 
·  Demographic information 
 
The target was to involve 100 local residents, who: 

·  do not use Herbie,  
·  who lived in the post code areas covered by Herbie 1 

they were to be interviewed at 10 locations throughout the area. The sample 
aimed to be purposive, to ensure a range of age (adults only), gender, BME 
and car owners 
 
The evaluation tools were based, where appropriate and possible, on previous 
tools developed for research and evaluation about Herbie, including using 
similar worded questions as had been used in the previous research and 
evaluations so that results could be compared.  
 
Interviews 
 
The evaluation set out to obtain views of 20 people through a purposive 
sample, who were:  

·  Herbie Staff  
·  Contact people at Herbie 1 stops  
·  Staff from potential or actual partner organisations    

Views were elicited through semi-structured individual and group interviews. 
The majority of interviews included stories of Herbie working at its best to 
identify what gives Herbie its value and should be conserved while also asking 
people to identify their priorities for change. This is based on an Appreciative 
Inquiry approach.  
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2.2     Data collection, analysis and writing up 
 
The questionnaires were completed by interviewers who were recruited from 
the community and trained. The training included limited piloting of the 
questionnaires after which the questionnaires were refined and developed. 
 
The inputting and analysis of the questionnaire data was done by the Joint 
Health Unit using Microsoft Access. This did limit the degree to which the data 
could be interrogated as it is not as flexible as SPSS. Given the small 
numbers involved, the data was not subjected to statistical significance tests 
as this would not be sufficiently meaningful. 
 
The questionnaire data was analysed as 3 sets of data.  

·  Adults who used Herbie in the week beginning 7th May 2007  
·  The sample of users who completed HU2 
·  The sample of people from the general public who completed GP. 

The aim has been to point out key findings. More descriptive analysis of the 
results has been left out in order to produce a briefer and more readable 
report. 
 
The drivers/community food workers (D/CFWs) routinely collect information 
about the number of people who shop at each stop and the total expenditure 
at each stop. The intention was to use this to inform the evaluation how well 
stops were used.  The degree to which this information has been inputted 
onto a database is limited which makes it difficult to use. As a result the data 
for the 8 weeks beginning 2nd April 2007 only were used. 
 
More detail of data collection and analysis can be found in Appendix 2 
including the limitations of the evaluation, see A2.9.  
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3.0 Findings 
 
Since 2005, Herbie 1 has operated 6 days a week.  Mondays are 
predominantly spent doing deliveries, while on Tuesdays to Saturdays Herbie 
1 operates as a mobile greengrocer for individuals to access. 3 drivers/ 
community food workers (D/CFWs) share the rota. They are employed for a 
total of 56 hours a week between them to run Herbie 1. 
 
Herbie was initially funded by North and Central Manchester PCTs. It has 
received funding from the Joint Health Unit (JHU) since 2005. Since the PCTs’ 
were restructured in 2006, Herbie 1 has relied on the JHU for a large 
proportion of its funding, through the Neighbourhood Renewal Fund. The 
annual budget was reduced from £55000 to £40000 in March 2007 when the 
allocation from the Neighbourhood Renewal Fund fell.  
 
From the end of 2004 until March 2007 a full-time co-ordinator was employed 
but he was made redundant when the JHU budget was reduced. Currently 
funding covers basic running costs and a small sum for overheads and a 
management fee. Sales of fruit and vegetables fund buying of new stock.  
 
3.1  Who uses Herbie 1? 
 
In order to find out who uses Herbie 1, every adult who used Herbie 1 during 
the week beginning Monday 7th May 2007 was invited to complete a Herbie 
Users questionnaire (HU1). A total of 107 people used Herbie 1 between 
Tuesday and Saturday inclusive1  
 
16 users were children or people administering questionnaires and were not 
asked to complete a questionnaire. 89 other adult customers shopped once at 
Herbie 1 during the week and one shopped twice.  86 (96%) adults who used 
Herbie 1 during the week completed a HU1. There were 3 refusals and one 
person was missed. The numbers at the top of the tables refer to the total 
number who answered the specific question discussed. 
 
Table 1  : Comparison of use of Herbie 1 for week beginning 7th May 2007 
and the 8 weeks 2nd April 2007 – 26th May 2007   
 
 Total use 2nd April 

2007 – 26th May 
2007 

Week beginning 
7th May 2007 

Average weekly 
use 2nd April 2007 
– 26th May 2007 

Total number of 
customers 

762 
 

107 95.25 

 
Table 1 shows that during the week of 7th May the number of users were 
greater than the average week in the eight week period beginning 2nd April.   
 

                                                
1 On Mondays Herbie mostly does deliveries, and these were not considered as part 
of the evaluation, additionally Monday 7th May was a bank holiday. 
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80% (79) of people who used Herbie 1 in the week beginning 7th May 2007 
lived in the postcode areas in which Herbie 1 operates. These are M4, M9, 
M10, M11, M12, M13 and M40.  
 
The information about people who used Herbie 1 (HU1) in the week beginning 
7th May 2007 is described below alongside comparable information for the 
people who completed the HU2 and GP questionnaires.  
 
A total of 61 (92%) HU1 questionnaires were completed by people who 
completed HU2 questionnaires. The remaining 5 were people who had not 
completed an HU1 questionnaire the previous week and did not have enough 
time to complete one alongside the HU2 questionnaire. 
 
101 people completed the GP questionnaire and there were 51 refusals giving 
a 66% response rate. The lower refusal rates for the GP questionnaire might be 
explained because the general public had less interest in Herbie than Herbie 
customers. 
 
Tables 2-8 show the demographic structure of Herbie 1 users during the week 
beginning 7th May 2007, the group who completed the 2nd questionnaire and 
the GP group. This has been compared with figures from the City of 
Manchester 2007 census (see Manchester City Council Policy Unit). The 
areas covered by Herbie 1 include some of the most deprived areas of 
Manchester so the demographic structure for these areas would show greater 
deprivation.   
 
Table 2 :  Information about households  
 

 

Herbie 
Users wk 
begin 7th 
May 
N=82 

Herbie 
Users who 
completed 
HU2 
N=61 

GP 
 
 
 
N=101 

Children & Adults 32% (27) 31% (19) 58% 
Adults only 26% (21) 18% (11) 19% 
Respondent only 41% (34) 50% (31) 24% 

 
The proportion of households with children who use Herbie 1 was lower than 
in the general public group, however they were similar between HU1 and HU2 
groups. The proportion of households where respondents lived alone was 
much greater in the  HU1 groups than the GP group.  
 



 18 

Table 3 : Information about age  
 

 

Herbie Users 
wk begin 7th 
May 
 
N=86 

Herbie Users 
who 
completed 
HU2 
N=61 

GP 
 
 
 
N=101 

<25 2% (2) 3% (2) 11% (11) 
25-45 36% (31) 37% (23) 49% (49) 
46-65 33% (28) 21% (13) 19% (19) 
>65 29% (25) 37% (23) 21% (21) 

 
The proportion of older people in both HU groups was greater than in the 
general public group. Whereas 60% of the general public group were 45 and 
under, around 60% of both Herbie User groups were 46 and over. The 25-45 
age group is likely to be over-represented, especially among the GP group. 
 
Table 4: Information about gender  
 

 

Herbie Users 
wk begin 7th 
May 
 
N=85 

Herbie Users 
who 
completed 
HU2 
N=62 

GP 
 
 
 
N=101 

Male 31% (26) 27% (17) 25% 
Female 69% (59) 73% (45) 76% 

 
There was a slightly higher proportion of men in the Herbie 1 User groups 
than the general public group. A key deficit in the questionnaire samples is 
men; approximately 1 out of 4 participants were men; nearly half the 
population of the city are men. However this may be explained because 
women do more shopping than men. 
 
Table 5:  Proportion of respondents reporting a disability 
 

 

Herbie 
Users wk 
begin 7th 
May 
 
N=84 

Herbie 
Users who 
completed 
HU2 
N=61 

GP 
 
 
 
N=101 

Yes 32% (27) 34% (21) 18% 
No 8% (57) 66% (44) 83% 

 
Under 1/5th of the general public group reported having a disability; about one-
third of both HU groups reported having a disability. Disabled people may be   
well represented both among Herbie Users and in the GP sample but this may 
relate to the age profile of the 3 groups. The average for the City is 10% of 
people in the 16-74 age group are economically inactive due to sickness and 
disability; the highest rate is in Beswick and Clayton, where rates are over 
10%, especially in terms of the proportion of Herbie Users. 
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Table 6:  Proportion of respondents reporting use of a car 
 

 

Herbie Users 
wk begin 7th 
May 
 
N=83 

Herbie Users 
who 
completed 
HU2 
N=61 

GP 
 
 
 
N=101 

Yes 37% (31) 30% (18) 36% (36) 
No 63% (52) 70% (43) 65% (65) 

 
Just over one-third of respondents had use of a car in the general public and 
Herbie Users 1 group. It was 30%, slightly less in the HU2 group. Households 
without a car are well represented; 47.8% of households in the City do not 
have a car. The figure will be higher in the H1 target area. 
 
Table 7: Employment status of respondents 
 

 

Herbie 
Users wk 
begin 7th 
May 
 
N=83 

Herbie Users 
who 
completed 
HU2 
N=61 

GP 
 
 
 
N=101 

Full time 27%  (22) 21% (13) 14%(14) 
Part time 13% (11) 2% (1) 17%(17) 
None 60% (50) 76% (47) 70% (70) 

 
The majority of people in all 3 groups did not have jobs. A higher proportion of 
HUs had fulltime jobs than general public respondents. Approximately 50% of 
Manchester residents aged over 16 are unemployed so unemployed people 
are probably well represented, although the figure will be higher in the H1 
target area.  
 
Table 8 : Information about ethnicity 
 

 

Herbie 
Users wk 
begin 7th 
May 
 
N=83 

Herbie 
Users who 
completed 
HU2 
 
N=60 

GP 
 
 
 
 
N= 98 

All White  (95%) 79 97% (58) 87% (87) 
All others    (5%) 4 3% (2) 11% (11) 

�
Over twice as many general public respondents were from Black ethnic 
groups than HUs. This suggests that people from Black ethnic groups are 
under represented amongst Herbie users compared to numbers in the 
population in the target area. This may reflect the older age of the population 
which uses Herbie 1 where a lower proportion of people are likely to be from 
Black ethnic groups.  
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Tables 2-8 suggest that the population using Herbie 1 are older, more report a 
disability and a higher proportion live on their own and without children than 
the general public group. The main 2 groups under-represented among 
Herbie Users are men and Black ethnic groups. 
 
These figures would indicate that H1 is good at accessing older and disabled 
people. This was reinforced by some questionnaire and interview responses 
indicating that a small number of customers value Herbie as a place to go and 
that some people use Herbie 1 who do not otherwise go out. D/CFWs said 
that they do notice if a regular customer does not come and will alert people 
the person knows eg friends, neighbours and wardens know and ask them to 
check they are alright. 
 
Table 9: Frequency of buying fruit and vegetables for own household 
�
 Herbie Users 

N=67 
General Public 

N=101 
Always 93% (62) 73% (74) 
Most often 4% (3) 11% (11) 
Occasionally 3%(2) 12% (12) 
Never 0 4% (4) 

�
Table  9 : shows that the majority of people always did the fruit and vegetable 
shopping for their own households, however this was a higher proportion 
amongst Herbie users, 62 (93%) that the general public, 74 (73%).  
 
3.2  Eating fruit and vegetables 
 
Table  10: Frequency of fruit and vegetables eaten by adults. 
 
 Herbie Users 

N=67 
General Public 

N=100 
Every Day 77% (51) 59%  (59) 
Every 2-4 days 22% (15) 38% (38) 
Once a week 1% (1) 2% (2) 
Less than once a 
week 

0 1% (1) 

Never 0 0 
 
Table 11: Frequency of fruit and vegetables eaten by children 
 
 Herbie Users 

N=16 
General Public 

N=55 
Every Day 81% (13) 69% (40) 
Every 2-4 days 12% (2) 22% (13) 
Once a week 6% (1) 2% (1) 
Less than once a 
week 

0 0 

Never 0 2% (1) 
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Tables 10 and 11 show that more Herbie Users reported that both the first 
adult and first child in households ate fruit and vegetables everyday than first 
adults and children from households in the General Public group. More Child 
1 in both groups were also reported to eat fruit and vegetables everyday than 
Adult 1. Insufficient information was collected to report on the accuracy of the 
figures; eg it is not known whether respondents were referring to total 
consumption inside and outside the home.  
 
A sizeable minority of first adults and children from Herbie User and General 
Public households were reported to eat fruit and vegetables less frequently 
than once a day which is illustrated in Table 12 : 
 
Table 12:  Proportions of adults and children eating fruit and vegetables less 
than once a day. 
 
 Herbie Users General Public 
 Adult 1 Child 1 Adult 1 Child 1 

Manchester 
Quality of 

Life survey 
(2004-5) 

Proportion 
eating fruit 
and 
vegetables 
less than 
once a day 

 
23% 

 
19% 

 
41% 

 
25% 

 
16% 

 
The Manchester Quality of Life survey (2005) which included over 3000 
Manchester residents aged 18 and over, recorded that 16% of people said 
they ate less than one portion of fruit and vegetables a day.   
 
This figure is more than double, 41%, amongst the general public group for 
this evaluation and in between these 2 figures, 23%, for the Herbie Users 
group. This suggests, not surprisingly, that :  

·  Herbie 1 is operating in an area where many more people eat fruit and 
vegetables less frequently than once a day to the Manchester average: 

·  Nearly one-fifth fewer Herbie users eat fruit and vegetables less 
frequently than once a day than the general public group. This is, 
however, 7% or nearly one and a half times the Manchester average.  

 
As there is no baseline information of how often people ate fruit and 
vegetables when they start using Herbie, it is not clear from this whether the 
better rates among Herbie users are: 

·  because people who live in the area and eat fruit and vegetables at 
least once a day are more likely to use Herbie 1 

·  as a result of using Herbie 1 people who previously ate vegetables and 
fruit less than once a day are more likely to eat them everyday 

·  a combination of both the above factors. 
 
Although more first children in both Herbie User and General Public 
households were recorded as eating fruit and vegetables every day than 
adults in the respective groups, nearly one-fifth of Child 1 in Herbie User 
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households and one quarter of Child 1 in General Public households did not 
eat fruit and vegetables once a day. Herbie 1 stops outside a school every 
week day at the end of the school day (see Case Study 6). This enables some 
children to buy a piece of fruit to eat on the way home. Several interviewees 
regarded this as an example of Herbie 1 working at its best by providing a 
novel opportunity and good experience associated with eating fruit and 
vegetables. 
 
Table 13 : Feelings about amount of fruit and vegetables eaten. 
  
 Herbie 

Users 
N=66 

General 
Public 
N=101 

October 20042 
N=133 

Satisfied 86% (57) 89% (89) Do not worry 77% (107) 
Worried 12% (8) 8% (8) adults 11% (14) 
Don’t know 1% (1) 2% (2) children 5% (6) 
Other  2%* (2) 

Worry 
about: 

adults & 
children 

8% (11) 

* slightly concerned and would like to eat more 
 
Table 13 shows that the proportion of respondents who were satisfied with the 
amounts of fruit and vegetables they or people in their households ate in the 
2007 groups were greater amongst Herbie Users than the GP group. When 
compared to the figures in table 12, this indicates that satisfaction with the 
amount of fruit and vegetables eaten is not directly related to the amount 
eaten, as a higher proportion of Herbie 1 users ate fruit and vegetables more 
frequently than general public respondents. This is because concern may be 
based on a range of factors as well as amount consumed. 
 
The people who expressed concern, the 14% of Herbie Users and 11% in the 
GP group, who were not satisfied, are likely to be more open to increasing the 
amount of fruit and vegetables they or their households eat, than people who 
are satisfied with what they currently eat. 
 
3.3 How people use Herbie 1 
 
Shopping for own and other households 
 
95% (65) of Herbie Users 2 respondents said that they used Herbie for their 
own households. 7% (5) said that they shopped for other households. This 
suggests that 2 shopped both for their own households and others and 3 used 
Herbie exclusively for households other than their own. Herbie stops outside 8 
sheltered housing blocks thereby targeting older people and people likely to 
have physical impairments that may be associated with other people doing 
their shopping. Given the small number of people using Herbie 1 for other 
                                                
2 In the 2004 group the wording of the question focussed on worrying/ not worrying 
and nearly 10% more people said they worried.  The wording was changed as it was 
thought that the previous wording may have been leading.  It is not possible to say 
whether or not these differences are associated with the change in wording of the 
question. 
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households, the information given on shopping for own households only has 
been written up in this report. 
 
Table 14: Proportion of fruit and vegetables bought from Herbie 
 
 Herbie users 

N=65* 
 

Herbie Users, 
Oct 2004 

N=47 
All 21 (32%) 11(23%) 
Most  20 (31%) 22 (47%) 
Some 24 (37%) 14 (30%) 
*Shopping for own households only 
�
Table 14 illustrates that less than a third of Herbie users in both 2004 and 
2007 bought all their fruit and vegetables from Herbie, although 9% more 
bought all their fruit and vegetables in the 2007 group than the 2004 group. 
Two-thirds of Herbie users, in both groups, bought all or most of their fruit and 
vegetables from Herbie.  
 
Table 15: Type of outlet used for buying fresh fruit and vegetables 
 
 Herbie Users 2007 

N=65 
General Public 

2007 
N=101 

October 2004 
N=133 

Supermarket 43 (65%) 86 (85%) 102 (77%) 
Local Shops 7 (11%) 13 (13%) 24 (18%) 
Market 9 (14%) 37 (37%) 17 (13%) 
Herbie 64 (97%) 16 (16%) 3 (2%) 
Relative Buys them 1 (1.5%) 1 (1.5%) 6 (5%) 
�
Table 15 shows which outlets respondents used to buy their fruit and 
vegetables. Respondents were asked to indicate all outlets, many used more 
than one.  
 
In all the groups almost 2/3rds or more bought fruit and vegetables in 
supermarkets.   However, 20% more of the 2007 General Public group bought 
fruit and vegetables in supermarkets than the 2007 Herbie Users. The 
proportion who bought fruit and vegetables in the HU and GP groups in local 
shops is approximately 1/3rd less than in the October 2004 group.  
 
Over twice as many of the 2007 general public respondents used local 
markets as the 2007 Herbie Users and the 2004 group. This might partly be 
explained by where the questionnaires were completed, for example, 8 were 
completed at Beswick Precinct on a day when Grey Mare Lane market was 
open.  
 
16% of the 2007 general public group said that they bought fruit and 
vegetables from Herbie. This figure may be associated with the proximity of 
some questionnaire sites to stops (see table A2). The small proportion of 
Herbie users whose relatives bought fruit and vegetables was interesting 
because some interviewees said a barrier to using Herbie was that relatives 
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did their shopping. If they used Herbie and did not need shopping they were 
concerned that they would lose this contact with family.  
 
Table 16: Length of time Herbie Users had been using Herbie 1 for their own 
households 
 

 Herbie Users 
N=61 

1st time 3% (2) 
Less than 1 month 3% (2) 
1 month – less than 6 months 10% (6) 
6 months – less than 12months 8% (5) 
12- less than 24 months 46% (28) 
24 months and over 30% (18) 

�
76% of Herbie Users reported that they had used Herbie for over one year 
and nearly a third had been using Herbie for 2 years or more; 24% (15) had 
started using Herbie in the previous 12 months. 
 
3.4 Impact of Herbie 1 on fruit and vegetables eaten 
 
Table 17: Self reported impact of using Herbie on fruit and vegetable 
consumption by household 
 
 Herbie Users 2007 

 n=65 
Herbie Users 2004 

N=59 
A lot more 34% (22) 21% (10) 
A bit more 34%  (22) 23% (23) 
About the same 32%  (21) 55% (26) 
Less 0 0 
 
Over two thirds of Herbie users felt their fruit and vegetable consumption had 
increased since they started using Herbie 1, this was 44% in 2007. This is 
positive. However increase in consumption is likely to be influenced by more 
than one factor and therefore this result cannot be used to illustrate the 
specific impact of Herbie 1.  
 
3.5 Awareness of Herbie  
 
59% (59) of General Public respondents had heard of Herbie, compared to 
65% (89) of the October 2004 respondents. Of these, 33% (33) had used 
Herbie, almost the same proportion 34% (57) as the October 2004 
respondents.  57% (57) of the General Public respondents said they knew 
what Herbie sold. 37% (37) said they know where Herbie stopped and 27% 
(27) knew when Herbie stopped. 

 
While over half of General Public respondents knew about Herbie and knew 
what Herbie sold, the proportion of people who knew where stops were and 
times of stops is much lower. When asked an open question to gain 
information about what factors might encourage them to use a mobile green 
grocer responses were as follows: 
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Two said that they already used Herbie and 7 said that nothing would 
encourage them to use a mobile greengrocer.  However 31% (31) suggested 
that information or visibility might encourage them to use a mobile 
greengrocer. Comments included: 
 

‘Knowing where to go, I have seen Herbie but I did not know ..’ 
 

‘Never noticed van before, I will start using it as I don’t like the choice at 
Asda.’ 
 
‘Remembering times of stops, I could do with a leaflet.’ 
 
‘I have seen Herbie but I thought it delivered to businesses and schools’ 
 
‘ I used to use Herbie but I did not know it still stopped at the Wells Centre. 
I will use it again.’ 
 

The number of comments and type of comments suggest that there is 
untapped interest in Herbie 1 which may be realised with regular publicity and 
visibility. Leaflets and livery might include details of what Herbie is and places 
and times of stops. 
 
The most recent publicity leaflet was produced in July 2005. Although this has 
been made available throughout the period, since that time, there was no 
evidence of a publicity or marketing campaign since then. There had been no 
livery on the van for over 8 months. Reasons for this included extended 
sickness and redundancy of the Herbie co-ordinator and problems with 
designers and printers. 
 
Lack of awareness was also evident amongst potential partners, for example, 
seven health visitors were interviewed as a group; 2 out of 7 had heard of 
Herbie and one knew that there was a Herbie stop in the building next to their 
base. They identified Healthy Start vouchers, which Herbie accepts, as a good 
opening to promote eating of fruit and vegetables and some do promote this 
on visits to families. They would like leaflets to promote Herbie. 
 
3.6        Are Herbie 1 stops in the right places, at the right times, on the      
            right days? 
 
3.6.1 Are the stops right? 
 
Monitoring figures have been kept since 2005 but there was no evidence of 
routine monitoring and action on the basis of the figures; the stops had 
remained the same since July 2005, with one exception, see Appendix 7 for 
details, despite changes in the area and attendant customer base. 
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Table 18  : Distribution of customers by stops for Herbie 1  
�
No of stops =29 Week 

beginning 
7th May 
2007 

Total use 2nd 
April 2007 – 
26th May 2007 

Average 
weekly use 2nd 
April 2007 – 
26th May 2007 

Total number of 
customers 

107 762 
 

95.25 

Average 
number of 
customers per 
stop 

3.7  3.28 

Total no. of 
stops with 5 
customers 

5 63 8 

Total no. of 
stops with 0 
customers 

5 32 4 

Total no. of 
stops with less 
than 2 
customers 

7 102 7.9 

 
Table 18 shows the distribution of customers at stops broken down into: 

·  stops with 5 or more customers 
·  stops with zero customers  
·  stops with less than 2 customers.   

The assumption behind the breakdown is that stops getting 5 or more regular 
customers are working well, those regularly getting less than 2 should be 
monitored especially 0 with a view to either increasing the number of 
customers or changing the stop. 
 
Table   shows that during the week beginning 7th May 2007 17% (5) of stops 
had 5 or more customers compared to an average of 28% (8) a week for the  
8 week period beginning 2nd April. 17% (5) had no customers during the week 
beginning 7th May compared to 12.5% (4) for the 8 week period beginning 2nd 
April. 
 
At Ardwick Green on a Tuesday and Newcombe Close there were no 
customers during the entire 8 week period. 
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New stops were requested by users and general public respondents, these 
were; 

·  A second stop at Butler Court 3 
·  Beswick Ashbury playgroup between 12.30-2.30. 
·  Victoria Park Day Centre 
·  Irk Valley Estate – especially Elcot Close 

 
There were also suggestions that some stops were not well placed, these 
included: 

·  Doctors surgery in Radium St which is moving in September. Practice 
feel they can promote Herbie regardless of having a stop 

·  Ardwick Green 
·  Queensbury Court 
·  Newcombe Close 
·  Further stops are outside venues which will move over future months 

including Nicholas Varley School and Reginald Latham Court 
 
The changing situation in some areas is further illustrated in the case study 
below. 
 
CASE STUDY 1 - Changes in Ardwick which have implications for Herbie 1 
and where stops might be best situated. 
 
 
– A new health centre has opened on a site adjacent to the site for  the new 
Medlock Primary School building due to open next years. The Children’s 
Centre will also move there.  
 
- A Tesco Express has opened and there are plans for new shops in 
Brunswick Road shops and near the stop at St Lukes church 
 

                                                
3 The Butler Court request emerged when Herbie Users were asked whether there 
were particular days and times they preferred to shop at Herbie. 60% (39) said there 
were and 66% (43) said they preferred the current times they shopped at Herbie. 
15% (10) suggested alternatives including 4 at Butler Court, 3 of whom said they 
would prefer Friday afternoon and one of each suggested Saturday, Sunday and 
Monday.  
 
Currently the van stops at Butler Court on Wednesday. It is a well used stop 
averaging 9 people per week in the 8 week period beginning 2nd April 2007. The 
Reginald Latham Court will be moving to Butler Court increasing the potential client 
base.  The van currently visits Reginald Latham Court on Tuesdays and an average 
of 3.75 people per week used this stop in the same 8 week period.  
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3.6.2 Are the days right? 
 
Table 19: Preferred days of the week for shopping for fruit and vegetables by 
general public 
 

Day General 
Public 2007 

 Day General 
Public 2007 

Everyday 11  Thursday 6 
Monday 22  Friday 23 
Tuesday 13  Saturday 22 
Wednesday 13  Sunday 3 
N=101 
 
General public respondents were asked which days of the week they 
preferred to shop. Table 19 shows that the most popular days were Mondays, 
Fridays and Saturdays and that Thursdays and Sundays were least favourite.  
 
This finding is particularly interesting when looked at in combination with the 
monitoring information for use of Herbie by day. 
 
Table 20: Takings and number of customers by days of the week for Herbie 
for period 2nd April - 26th May 2007 inclusive 
 
 APRIL 2007 MAY 2007 
 Total no. of 

customers 
Tot. takings 

(£s) 
Total no. of 
customers 

Tot. takings 
(£s) 

Tuesday 70 192.65 85 233.65 
Wednesday 92 225.30 117 236.00 
Thursday 37* 89.80* 56 169.25 
Friday 74* 128.05* 107 246.87 
Saturday 50* 151.85* 74 273.65 
*Herbie 1 did not operate on 3-5 April, the Easter weekend and so figures cover 3 
weeks only on Thursdays, Fridays and Saturdays for April 
 
During the months of April and May 2007 it is apparent that the number of 
customers and takings are a lot lower for Thursdays than other days. When 
considered with the findings in Table 19  this might suggest that Herbie 1 
would be better used if Mondays were used for stops rather than Thursdays. 
 
3.7 How Herbie 1 works with partner organisations 
 
The evaluation set out to explore to what extent Herbie works in partnership 
with other agencies to help build networks to improve the diet and overall 
health of residents. Some of the wide range of organisations in the Herbie 1 
area who promote healthy eating/ and or access to healthy food are listed in 
1.2.3. The evaluation included interviews which explored relations with 
partners and potential partners. Further information about the interviews can 
be found in Appendix A2.7 in Appendix 2. 
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This section is divided into  2 parts; initially considering how Herbie 1 works 
with partners closest to customers; contact people, and working outwards to 
relationship with agencies concerned with improving the diet and overall 
health of local residents. 
 
3.7.1 Making the most of contact people 
 
Herbie has a list of contact people at most stops and some other places which 
includes for example, wardens at sheltered blocks, and head teachers or 
administrators in schools. There is an intention to work with contact people as 
partners to promote Herbie 1 although it was recognised that this has not 
been happening. 
 
Fourteen people listed as contact people were contacted in the course of the 
evaluation. While some contact people were enthusiastic promoters of Herbie, 
it became apparent that the list was out of date as some contact people were 
no longer associated with the stop and others unaware of their role in relation 
to Herbie 1.  In one case, there was no awareness of any link with their 
organisation except that the van stopped outside it; in a second there was no 
awareness that the van still stopped outside the facility. 
 
6 interviews were held with contact people. 4 interviews were obtained from 
stops that worked well and 2 from stops that worked less well. The interview 
which failed to materialise (see A2.7 in Appendix 2 for details) was in the latter 
group. This section has been written up as case studies which give picture of 
how Herbie 1 works and focuses on the partnerships and potential for joint 
working. 
 
Case study 2: Networks on an isolated estate with an older population 
Herbie 1 stops in one place weekly on an isolated estate. The estate is some 
distance from shops and has an active tenants and residents association. 
Many residents have lived there since the 1970’s and are older people. During 
April and May 2007, an average of 4 people a week shopped at the Herbie 1 
stop.  A regular shopper said:  
    Having Herbie stop means I can shop for a disabled neighbour. I can’t carry 
the extra fruit and vegetables from the shops but I can help through Herbie.’ 
What contact person  

·  does for Herbie 1 
Promotes Herbie 1 stop in newsletter 

·  likes about Herbie 1 
Best Chaps who work on it – like a 
village 
Prices right         Mostly fresh 
Can route amongst the tomatoes 
Can say if no good 
Loyalty card, shame it stopped 

·  would like 
The church, tenants and residents 
association and school on the estate 
work together, including on a school 
growing project; Herbie 1 could be 
linked with this. 
More stops 
Name on van – people don’t know 
what it is 
Vegetables to be a little fresher 

�
�
�
�
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Case study 3: Wardens in sheltered housing blocks 
Warden A  works at a sheltered block where an average of nearly 4 people a 
week shopped at Herbie during April and May 2007, some of whom do not go 
out. The warden is surprised more people don’t use Herbie 1 but suggested 
the following reasons – get deliveries via the internet, get meals on wheels 
and relatives shop 
 
Warden B works at a sheltered block where 3 out of 20 residents regularly use 
Herbie 1. Warden B is very keen on encouraging exercise and healthy eating. 
She displays, ‘5 a Day’ posters and works with a range of local projects 
including health trainers and ZEST.  
 
Both wardens use Herbie 1 to buy their own fruit and vegetables. 
 
There are plans for some sheltered blocks to be refurbished and others to 
move as part of regeneration over the next couple of years which may have 
an impact on the use of Herbie 1. 
What contact people 

·  like about Herbie 1 
Best recipe book; tenants bought it 
Quality of fruit, especially bananas 
Prices 
Convenience 
Customer service, excellent – not 
always fresh but will exchange 
Picking own 
Told driver can’t eat citrus; got advice 
about alternatives 

·  do for Herbie 1 
Encourage use  
 

·  could do for Herbie 1 
One suggested: 
Promote Herbie 1  by organising a 
fruitie lunch for residents, make 
smoothies 
Work with Herbie 1 to do door to door 
service to residents 
 

 
Case study 4: Health facility 
This was a poorly used stop with an average of just over one customer a 
week where there was a weak relationship with Herbie. The facility will be 
moving in September 2007. While the contact person was keen to promote 
Herbie 1 s/he did not feel this at it was most appropriate to do this in relation 
to the specific stop as most of the facilities users did not come to the facility at 
a specific time each week. S/he was not aware of the Herbie 1 route as a 
whole and would welcome regular promotional material to encourage all staff 
to promote Herbie. 
What contact person would like: 

·  posters for the waiting room 
·  Leaflets for all staff 
·  Leaflets to circulate to patients  
The above for all stops 

 
�
�
�
�
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Case study 5: A community centre 
Herbie 1 stop coincides with a mental health drop in. There are also a number 
of food related projects at the centre which the contact person is keen on 
promoting in association with Herbie 1. During April and May 2007 an average 
of just over 5 people shopped at Herbie 1 each week at the centre. 

What contact person 
·  does for Herbie 1 

Encourage use of Herbie 1 
·  likes about Herbie 1 

Best offers an option for isolated, 
vulnerable people with mental health 
problems on a regular basis. 
Quality 
Choice 
Staff- friendly, informal, engage with 
clients, regular, familiar, brings a 
basket  into the centre to show what 
is available 

·  would like 
To purchase Herbie 1 products for 
food projects 
Visibility, currently anonymous 
Fantastic displays which encourage 
you to buy, currently hard to know 
what is available. A barrier is that you 
do not know what is inside, you have 
to be quite confident to go and find 
out. 
Very attractive vans – it is cramped, 
claustrophobic, only room for one at a 
time. 

 
Case study 6 : Schools 
Many of the users at school stops are children buying a piece of fruit on the 
way home. School 1 reported that they had no links with Herbie 1. An average 
of nearly 7 people a week used the stop during April and May 2007 (7 weeks); 
at school 2 an average of 13 people used the stop in the 5 weeks that Herbie 
operated and school was open in the same period. 
 
Healthy eating is the main focus of School 2’s healthy schools work for which 
they achieved a bronze award in 2006. They have been involved in a number 
of healthy eating initiatives and the head teacher is very committed to making 
food a good experience for the whole school community. The head thinks that 
Herbie 1 has a novelty value and is keen that Herbie 1 links in with the food 
related activity of the school. The head has personally taken groups of 
children onto the van.  
 
There are plans for several schools to amalgamate and move over the next 
couple of years  
What contact person at school 2: 

·  does for Herbie 1 
Recommends to parents, children and staff 

·  likes about Herbie 1 
Best ‘Herbie illustrates how important fruit and 
vegetables are. It helps parents to think about options 
for children and childen to realise that they do not 
come in a container’ 
Well used                         Different 
Good relationship            Novelty value 
Likes drivers                    Convenient 
Quality 

·  would like 
More promotion of 
Herbie eg through 
assemblies 
Higher profile 
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3.7.2  Working in partnership with other agencies with a food related  
            role.  
 
Interviews with people in other agencies showed that:  
 
1.  Herbie 1 is popular with a range of workers and agencies which are 
involved with promoting healthy eating, including health workers, linkworkers, 
Sure Start, schools, tenants and residents associations and voluntary 
organisations. There is a lot of goodwill and interest in promoting Herbie.  
 

‘There are lots of networks and champions – Herbie doesn’t have to do 
it all – we just need a contact person and leaflets.’ 
 

Barriers were reported to promoting Herbie which included: 
·  Lack of publicity 
·  Lack of participation by Herbie in structures promoting partnership work 

on food related issues 
·  A difficulty accessing someone at MERCi to communicate with about 

Herbie. 
 
Opportunities had been missed, for example, 2 funding opportunities for 
Herbie when no-one was available with whom to discuss them. 
 
MERCi also had experienced difficulties in communicating with some partners 
and it was recognised by several partners that in the area there is: 
 

‘lots of piecemeal healthy eating work which is not being drawn 
together.’ 

 
Herbie is therefore not the only project which is not working with other    
agencies to full potential. 
 
2. Some agencies, especially ZEST and the Community Nutrition Service, 
have worked a lot with Herbie 1. Joint activities have included: 

·  involvement in the MERCi food group and Herbie Management 
Committee 

·  funding Herbie 1 projects eg the Community Nutrition Service funded a 
half price voucher scheme targeted at pregnant and HIV positive 
women. ZEST funded the loyalty card and 2005 leaflet. 

·  Support for funding bids 
·  Negotiated for Herbie 1 to be able to park in or near health centres 
·  Influenced where stops were eg Olivia Lodge where the community 

nutrition service run a project, ante-natal clinic, Victoria Mill 
·  Purchasing fruit baskets 

 
3. Some partners think that Herbie has a vital role to play to enable people to 

access fruit and vegetables but the lack of personnel to talk to is a barrier 
to development. For example, discussions about how to fill gaps left by the 
closure of Worldwide Foods in Miles Platting have taken place without 
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Herbie although Herbie is seen to have a potential key role in filling the 
gaps. 

 
4. There are agencies which would welcome the opportunity to engage in 

discussions about partnership work with Herbie.  For example, 
·  the health trainers scheme might consider placing a Health Trainer 

with Herbie 
·  There are 5 Sure Start/ Childrens Centres in the Herbie 1 area 

which have a remit concerning food related issues and working with 
families with particularly high levels of need. 

·  The healthy schools team would welcome discussions with Herbie 
about the potential for developing stalls supplied by Herbie and 
working with whole school communities.  They recognised that 
Merci had tried to engage them previously and this had not been 
successful. 

 
6.   Examples were cited of where Herbie had been asked to supply fruit and 
vegetables for projects. The fruit baskets had worked well but some other 
schemes had not been sustained for operational reasons eg Young Fruits and 
Abbey Hey school stall. Further examples were cited where Herbie would be a 
chosen supplier of fruit and vegetables eg Sure Start, providing fruit and 
vegetables to Miles Platting shops in the light of the closure of Worldwide 
foods. However difficulties in finding someone to communicate with and lack 
of clarity about what Herbie can offer as a fruit and vegetable supplier may be 
a deterrent to using Herbie, eg capacity, and whether they are a recognised 
supplier for the local authority. 
 
Developing as a supplier was identified in the 2005-10 business plan and 
seen as a means of raising funds. The current level of activity as a supplier 
does not make an appreciable difference to Herbie’s financial situation. 
Whether MERCi and Herbie have the capacity and interest to take this 
forward is unclear. However many partners feel that as a means of increasing 
access to fruit and vegetables to more local people in the area, this kind of 
facility eg offering to supply stalls to many schools who can then run them 
several times weekly compares positively to the potential of a weekly stop by 
Herbie to fewer schools. 
 
A number of partners look to Herbie as a supplier of fruit and vegetables 
indicating there is a gap in the market. One interviewee suggested: 
 
 ‘Herbie should position itself as Manchester’s primary supplier of  
           ingredients for community food projects. It has a natural market   
           position. Herbie always comes up.’ 
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3.8 Cost effectiveness 
 
Table 21 : Number of customers and expenditure at Herbie 1 
 
No of stops =29 Week 

beginning 
7th May 
2007 

Total use 2nd 
April 2007 – 
26th May 2007 

Average 
weekly use 2nd 
April 2007 – 
26th May 2007 

Total number of 
customers 

107 762 
 

95.25 

Total spend 
(£s) 

306.65 1947.07 243.38 

Average total 
sales per stop 
(£s) 

10.57  8.39 

�
Herbie 1 is currently getting £40,000 a year in grant funding. Table 21 shows 
that Herbie 1 is attracting just under 100 people a week, in addition Herbie 1 
accesses people through deliveries and stops on Mondays to seven sites. 
While the resources to run Herbie 1 are tight, the unit cost of the service to 
local residents accessing it may need to be taken into consideration and 
compared to costs and outcomes of other initiatives when deciding how cost 
effective the service is. Successful initiatives to increase the number of local 
customers using Herbie 1 may strengthen the case for continuation funding 
and the level of funding.  
 
Despite the popularity of mobile fruit and vegetable projects several have 
stopped running due to lack of financial sustainability. Some evaluation 
participants felt that the long term future of Herbie is dependent on developing 
a larger project with several vans, both offering deliveries and sales to the 
public. Obtaining funding for Herbie 2 is a positive step in the direction of 
building a larger Herbie project. If Herbie is to have a long term future, an in 
depth feasibility study may need to be done. This could be done by MERCi if it 
can find resources or if this is not the case, an option may be to encourage 
interested people to explore the potential as an independent social enterprise.  
 
One partner suggested an ambitious intermediate labour market project 
involving training in shop fitting and motor mechanics to recondition attractive 
vans through wider partners. While this would require an initial investment to 
write a bid s/he felt confident this would attract funding if the costs were right 
as it could address a number of agendas. 
 
3.9 Staffing and structure 
 
The work of the three drivers / community food workers (D/CFWs) involves 
purchasing, selling and storing the produce, as well as driving and looking 
after the the van. Their work was highly appreciated by evaluation participants 
especially the : 

·  way they engage with customers, which has been an ongoing strength 
of Herbie, 

·  the reliability of the service which has improved in recent years. 
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·  prices  
·  quality of the produce was mostly considered high, although freshness 

continues to be an area which needs close monitoring.  
The D/CFWs work well as a team and bring a range of skills and experience 
to the project, including cookery skills, management of a similar project, 
business planning and evaluation.  
 
There are currently no procedures for cover if D/CFWs if they are off sick and 
arrangements for cover when they want to take annual leave are 
unsatisfactory. Over the last year the D/CFWs have managed to provide a 
reliable service by not going off sick and have often felt they had to do 
overtime to enable colleagues to have a holiday. This is poor employment 
practice, not sustainable and not good for staff morale. 
 
MERCi feel that many of the current deficiencies of Herbie cannot be resolved 
without having funding to appoint a co-ordinator. However several of the 
weaknesses pre-date the sick leave and redundancy of the co-ordinator 
suggesting that this in itself may not resolve the problem.   
 
Longer term options suggested should funding become available were: 

·  a new co-ordinator, who would be responsible for fundraising, 
marketing and cover for drivers when they are sick or taking holidays. 

·  A flat structure with a fourth D/CFW. The four D/CFWs would cover for 
one another and share the marketing and fundraising work 

·  A combination of the two eg 1 day a week co-ordinator (to do 
fundraising and strategic development) and fourth D/CFW (cover for 
one another and operational development work) 

 
Arguments put forward for a co-ordinator were 

·  it would be possible to bring someone in with  marketing and/or 
development skills additional to those in the D/CFW team. 

·  It would take pressure off the MERCi manager who is responsible for 
many projects.  

 
Strengths of the 4th D/CFW include: 

·  they already work well as a team  
·  It would be cheaper  

 
The combination option might be attractive if an opportunity arose as part of a 
post co-ordinating one or more other MERCi projects especially community 
based projects where similar links might need to be maintained. 
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4.0 Conclusions and recommendations  
 
4.1 Conclusions 
 
Herbie is a popular project with lots of strengths to build on, including: 

·  An excellent workforce which engages well with service users 
·  A service which is valued for its convenience, prices and quality 

 
- Impact of consumption of fruit and vegetables 

 
Two-thirds of Herbie 1 users reported that they ate more fruit and vegetables 
since they started using Herbie 1 compared to under half in the 2004 
evaluation. This is positive. 
 
- Impact on access to fruit and vegetables for local population 
 
Herbie 1 is accessed by approximately 80 local residents weekly, many of 
whom are from isolated and vulnerable groups.  This does not include people 
who access Herbie 1 produce through deliveries and stops on a Monday.  
 
Herbie 1 is operating in an area where 41% of people eat fruit and vegetables 
less than once a day compared to the Manchester average of 16%. Given the 
very low rates of fruit and vegetable consumption in the area, positive images 
of fruit and vegetable consumption offered by Herbie to children may be very 
important. 
 
It was generally recognised that Herbie 1 is not realising its full potential to 
reach users in the local population. Five main barriers were identified in the 
evaluation to reaching more people: 

o Lack of regular publicity of the service including details of stops 
o Poor visibility of the stops especially lack of livery on the van 
o That stops may not be in the right places 
o That Mondays, when Herbie mainly does deliveries, may be a more 

popular shopping day than Thursdays  
o The potential of working with and through partners is not fully 

realised 
 
Lack of regular publicity of the service including details of stops 
 
Nearly ¾ of Herbie 1’s customers had been using Herbie 1 for over 12 
months. While this indicated that customer retention may be a strength, 
coupled with total numbers of users it highlights the need to attract new 
customers. 
 
That stops may not be in the right places 
 
The monitoring information shows that less than 2 customers shop at 7 out of 
29 stops.  This would suggest that either the stops are in the wrong place or 
that they are poorly marketed or a combination of both.  While one interviewee 
suggested that the solution was to keep the stops where they are and market 



 37 

them better, the evaluation indicates that some stops may not be best placed 
and in the absence of resources to do comprehensive marketing the 
immediate focus should be on what can be done within existing resources. 
Once the monitoring information is put into a database it will be possible to 
look at use figures at each stop in relation to changes that have occurred over 
time and make decisions based on them alongside findings from the 
evaluation and consultation with D/CFWs and contact people. 
 
Days of operation  
 
During the months of April and May 2007, customer numbers and takings 
were a lot lower for Thursdays than other days. This followed a similar pattern 
to preferred shopping days among the GP group, 6% of whom preferred 
shopping on Thursday compared to 22% on Mondays, when Herbie 1 does 
deliveries. This suggests Mondays may be a better day for stops than 
Thursdays.  
 
Partnership work 
 
Herbie has worked in partnership with some other agencies to help build 
networks to improve the diet and overall health of local residents but this has 
not always been sustained. While some partners were disappointed about this 
and others expressed interest in developing partnership work, MERCi cited 
examples where they had experienced problems getting partnership work off 
the ground and there was recognition by some other partners that other 
healthy eating projects are working in isolated ways. 
 
While many partners are keen to promote Herbie 1, barriers include: 

·  Lack of publicity 
·  Lack of participation by Herbie in structures promoting partnership work 

on food related issues  
·  A difficulty accessing someone at MERCi to communicate with about 

Herbie. 
·  Lack of recent meetings for partners about Herbie 1 

 
The case studies and interviews with partners illustrated: 
 
1. that having a list of contact people is a good idea and has enormous 

potential. The degree to which this can be realised will depend on getting 
and using resources which might be a combination of development worker 
capacity within Herbie and working through partner organisations keen to 
promote Herbie. 

2. As well as contact people linked to stops and in agencies and networks 
already identified by Herbie, there may be further agencies who will 
promote Herbie eg some health facilities, linkworkers. Contact people 
could be identified in these other agencies.  

3. the importance of Herbie 1 doing more pro-active marketing and the 
potential for using contact people as part of the marketing strategy. This 
has been an area which has been neglected, especially since mid-2005  

     despite having a full-time co-ordinator for most of this period. 
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4. how consultation with contact people at stops can increase shared 
understanding, influence and lead to supporting one another’s objectives 
especially as the views of contact people at stops appear to be similar to 
those of Herbie 1 users.  

5. The vans could be more attractive and accessible4 
6. some partners would like Herbie to supply fruit and vegetables to 

community food projects but Herbie 1 has not always been able to 
continue contracts over time. There is a lack of clarity about Herbie 1’s 
capacity for deliveries and priority for this area of work. Increasing 
deliveries may offer potential to increase turnover and income and enable 
more local people to access fruit and vegetables more regularly. 

7. Despite the popularity of mobile fruit and vegetable projects several have 
stopped running due to lack of financial sustainability. The long term future 
of Herbie may be dependent on developing a larger project with several 
vans, both offering deliveries and sales to the public. Obtaining funding for 
Herbie 2 is a positive step in the direction of building a larger Herbie 
project.  

 
Staffing 
 
The D/CFW’s were greatly appreciated. They are a highly skilled team which 
works well. There is an urgent need for the work of the drivers/ community 
food workers to be better supported, especially in terms of their working 
conditions and for them to have greater influence on the service in order to 
realise the full potential of Herbie 1.  
 
Their morale may be increased by: 
 

·  Resolution of the delay in getting leaflets printed and a publicity 
campaign so that they and the service is better used 

·  Reduction in the number of stops attracting few and no customers 
·  Procedures put in place to ensure that Herbie 1 can continue to 

operate reliably while staff can take sick and annual leave without 
demanding that they have to cover for one another. 

·  Greater job security which might be secured by better service 
outcomes as a result of implementation of the first two of these points 

 
Quality, freshness, price 
 
In general the prices and quality of produce is very acceptable to users. The 
freshness of produce was reported to have improved since the initial days of 
Herbie 1, some concerns indicated that this should continue to be closely 
monitored. 
 
 
 
 

                                                
4 Accessibility is referred to here in its widest sense, not just relating to physical access for people with 
mobility impairments but a welcoming, easy to use, barrier free service as described in Case Study 4 
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Monitoring  
 
The limited use of the monitoring information in this report illustrates how it 
can throw valuable insights on the use of stops. This is a useful resource for 
regular reviews of the service. 
 
4.2 Recommendations 
 
MERCi are disappointed about the loss of the co-ordinator post this year and 
associated many of Herbie’s weaknesses to the loss of this post.  
 
In order to make the evaluation as practical as possible the JHU were asked 
about the potential for increased funding for Herbie 1 both in the short and 
longer term. In the financial year 2007-8 they did not anticipate potential for 
increased funding and they did not know what would be available from April 
2008 but are hopeful they would be able to offer some funding for Herbie 1 if 
outcomes illustrate it increases access to and consumption of fruit and 
vegetables by a sufficient number of local people in the target area. 
 
To take this situation on board, the recommendations have been written up in 
2 parts,  

·  what needs to be done within existing resources or using any additional 
resources that can be found this financial year which might improve 
Herbie 1 outcomes and make a stronger case for both future and a 
higher level of funding. It is hoped that the JHU and Herbie might 
negotiate about best ways of achieving these urgent priorities while 
recognising some already have resources attached (eg getting leaflets 
printed). 

·  Options in terms of structure and ways forward if a higher level of 
funding can be found. 

 
One partner was concerned that an unhealthy cycle may have operated 
between Herbie and funders. S/he said; 
 

‘We often ask a lot of voluntary organisations without giving them 
adequate support and then do not get what we want and feel we have 
wasted our time and resources.’ 
 

The current situation where MERCi say that they can do little more than 
ensure the van is running without a co-coordinator (eg little promotional work) 
but the JHU have no funding for a post, may be an example of this cycle as it 
is generally recognised that Herbie 1 has the potential to enable more local 
residents to access fruit and vegetables but lack of regular publicity and 
promotion means fewer users. Many of the issues concerning visibility, the 
profile of Herbie 1, availability of information and adequate procedures for 
cover for the D/CFWs, pre-date the loss of the co-ordinator and the period he 
was off sick.  
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The future of Herbie 1 may be dependent on ensuring that this pattern is 
broken. Negotiating targets, is suggested as a way forward, through a process 
where:  

·  MERCi are as open and honest as possible about what they can 
deliver and have the infrastructure to support  

·  the JHU are as clear as possible about what they can offer and their 
expectations.  

 
Clear, measurable, jointly agreed targets on a wide range of actions are 
therefore strongly recommended.  
 
It has been positive to hear that since the fieldwork was done the livery has 
been painted onto the van which should improve visibility and new leaflets 
have been produced.   
 
Actions requiring urgent resolution 
 
The following issues need to be urgently addressed by MERCi/Herbie 

·  Cover for sick leave and holidays for the D/CFW’s. There is funding in 
the budget to cover holidays but it is difficult to find people and train 
them sufficiently on an ad hoc basis 

·  a publicity campaign involving networks and partners 
·  ensuring all past and current monitoring information is inputted onto 

the database and used to inform decisions about stops 
·  availability of a contact person for partners to liaise with. 
·  Clarity on priority and capacity for offering deliveries to be shared with 

partners 
 
Recommendations for the longer term  
 
Recommendations for the longer term could be addressed through the 
proposed updating of the business plan. This may include: 
 

1. a scoping exercise to look at strengths, capacity and opportunities for 
Herbie in order to clarify direction (eg in relation to priority of and 
capacity for deliveries, best days and places for stops etc). The 
evaluation can contribute the following information and suggestions to 
this process: 

a) Herbie should build on what is working well – it is a reliable quality 
service, with attractive prices and staff who have an excellent 
reputation with the community they serve. The monitoring 
information kept is appropriate and should be continued and fully 
utilised. 

b) The need to agree priorities for long term development of Herbie (5-
10 years), based on opportunities and consultation. Agreeing a 
shared vision between users, workers, partners and funders may be 
a vehicle for this. 

c) The need to identify how partners can be best utilised for marketing 
of the service and thereby identification of existing gaps which need 
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to be filled by development work undertaken directly by Herbie, for 
which funds need to be raised. 

d) Some initial suggestion of changes in stops have been identified; 
there should be a routine 6 monthly review of the stops including 
use of monitoring information and advice from D/CFWs. Changes 
should be publicised using new publicity materials.  

e) Targets for increasing the numbers of people accessing fruit and 
vegetables via Herbie activities and frequency of monitoring 
whether the targets have been met, in order that the information 
obtained can inform service development. 

f) Targets for raising the profile of Herbie and routinely producing and 
disseminating publicity through networks and frequency of 
monitoring these areas of work and how they impact on numbers of 
people accessing fruit and vegetables via Herbie activities.  

g) Appraisal of the 3 options presented for a staffing structure in the 
light of funding opportunities and a clearer sense of long term 
direction 

h) The need for resources and targets to update the contact list and  
      ensure that contact people are contacted at least once every 6 or     
      12 months: 

o To check they continue to be the appropriate person 
o To check they have a constant supply of the information they 

need in appropriate formats to promote Herbie 1 
o As part of routine monitoring, marketing and community 

based review of stops. 
 

 
2. It may be useful to involve key people in  a community based review to 
develop the business plan alongside other information gathering in order to 
develop the business plan. An Appreciative Inquiry may offer a rapid, 
participative way of doing this.  
 
3. This might be followed by an annual community based review of stops, 
publicity and service outcomes and agree timetables, involving D/CFWs, 
partners especially contact people and which take into account   

·  Use of stops over the previous 6 months 
·  Changes in the area eg building and demolition, shops 

 
4.  If Herbie is to have a long term future, an in depth feasibility study may 
need to be done. This could be done by MERCi if it can find resources or if 
this is not the case, an option may be to encourage interested people to 
explore the potential as an independent social enterprise. Opportunities to 
develop more accessible and attractive vans through integrating Herbie with 
an intermediate labour market project might be explored. 
 
 



 42 

References 
 
Department of Health (2004) Choosing Health : making healthy choices 
easier. London: HMSO 
 
Manchester City Council and MERCi (2004) Evaluation of “Herbie” Mobile 
Fruit and Vegetable Van 
 
Manchester City Council, Policy Unit: Map of Manchester statistics accessed 
from http://www.manchester.gov.uk/planning/studies/forsale.htm on 2nd 
August 2007 
 
Manchester Joint Health Unit (2006) Draft - Food Futures: A Food Strategy for 
Manchester 
 
Manchester Public Health Department (2006) Draft Public Health Service 
Review ; Food Workstream  
 
MERCi (undated)  Herbie - Bringing fresh and affordable produce to the 
residents of Manchester: A Five Year Business Plan 
 
MERCi (undated) Fresh Evidence? A report into access to fresh food in 
Ancoats and Miles Platting available online www.imaginemanchester.co.uk 
 
RBA Research Ltd (2005) Quality of Life Survey. Report from research carried 
out on behalf of Manchester Partnership�



 43 

Appendices 
 
AI Aims and objectives of Herbie 2005-10  

 
In 2005 a five year business plan was written with the following main aims and 
objectives: 
 
Financial:  To be a dynamic, not for profit service, where customers can purchase 
high quality produce that is up to 20% cheaper than local supermarkets 
 
Health: To improve the overall accessibility of fresh produce in Central and East 
Manchester and increase consumption of fruit and vegetables through low prices, 
education, awareness and promotions 
 
Sustainable: To be committed to environmentally sustainable practises which 
minimise the impact on the environment. 
 
Inspirational:  To establish Herbie as an inspirational model for other communities 
living in similar areas, with similar problems, to replicate and follow. 
 
Objectives 
 
To increase the trading hours to include evenings and weekends and introduce a 
small delivery van to supply schools and other groups with boxes of pre-boxed fruit 
and vegetables 
 
To work with local residents, community groups, schools and other agencies helping 
to build networks to improve the diet and overall health of local residents. To provide 
advice and ideas on how to grow, store, prepare, cook and eat the fruit and 
vegetables stocked on board. 
 
To ensure that all packaging on the van is either re-used or re-cycled, and all organic 
waste is composted. When available locally, all vehicles involved in this project will 
be run on bio-diesal. 
 
To provide our customers with a lifestyle choice and provide education and 
information on issues of sustainability including food miles, locally sourced produce, 
fair trade, organic growing, local allotments, composting and reducing water in the 
household 
 
To adhere to Merci’s core policies including their environmental, funding, recruitment 
and equal opportunities policies. 
 
 



 44 

A2 Information about the data collection and analysis 
 
A2.1 HU1 data was analysed in 2 data sets. The first, the 86 adults who used 
Herbie in the week beginning 7th May and the second, the 62 people who answered 
Herbie Users 2 questionnaire which included 45 people in the initial dataset. 
 
A2.2 Informing consent, anonymity and ethics 
 
Participants were assured that: 

·  refusal to participate would not influence their access to Herbie services 
·  they could speak in confidence to the data collectors and that the data would 

be written up to preserve their anonymity.  
 
An information sheet was available and was shown to all interviewees.  Not all 
people who answered the questionnaire received a written information sheet. 
Information sheets were circulated to the drivers to give to Herbie 1 users the week 
before the survey took place. Although the information sheet was written in plain 
English and piloted there were still concerns that written information was less 
accessible than telling people and so the drivers told people that the survey was 
taking place. Second, time was a major issue for some people who were prepared to 
complete a questionnaire, but as quickly as possible and this made the information 
sheet an obstacle. However it was available to anyone who wanted information. 
 
To preserve anonymity but be able to match questionnaires 1 and 2, each 
interviewee was given an interview log reference based on postcode. Where more 
than one person had the same postcode they were given an additional letter. 
Although questionnaires were successfully matched, a further identifying feature eg 
initials would have made this easier. 
 
Given the study was evaluation and did not involve people participating when 
accessing NHS services, no ethical approval was necessary. 
 
A2.3 Advantages and disadvantages of doing HU1 and HU2 separately  
 
There were 2 advantages of doing HU1 and HU2 separately: 

·  2 shorter questionnaires were more acceptable to more people as they were 
quicker to complete; this may have reduced refusal rates 

·  Herbie Users 1 questionnaire was targeted at all Herbie users and Herbie 
Users 2 questionnaire to Herbie users who lived in the area. 

A disadvantage was it was more work to analyse as there were 2 sets of data for 
Herbie Users 1 questionnaire and there was more room for error in matching 
questionnaires 1 and 2 to the respondents  
 
A2.4 Herbie Users 2 questionnaire 
 
The aim was to involve a minimum of 2 interviewees at 30 stops. Criteria for inclusion 
was that interviewees lived in the postcode area Herbie covers which were M4, M9, 
M10, M11, M12, M13 and M40.  
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Table A1: Herbie Users 2 questionnaire – breakdown of stops and eligible people at 
each stop 
 
 Stops 
Target 30 
Total number of stops 29 
No of stops where no-one 
eligible shopped 

5 

No of stops where 1 
eligible person shopped 

6 

No of stops where 2 or 
more eligible people 
shopped 

18 

�
The fieldwork took place in May 2007, one stop in W. Gorton had been moved to the 
Herbie 2 round. At 5 stops no-one eligible stopped and at 6 stops only one eligible 
person stopped. Two or more (maximum 7) were completed from 18 stops. There 
were 7 refusals, all from stops where 2 had been completed. A total of 68 
questionnaires were completed from 24 stops  
 
Where people had not filled in a questionnaire the previous week they were also 
asked to fill in a copy of Herbie Users 1 questionnaire. This resulted in 62 matched 
HU1 and HU2 questionnaires.   
 
A2.5 General Public Questionnaire 
 
The aim was to collect 10 questionnaires from 10 sites throughout the area where 
Herbie stops.  
 
Table A2: Survey sites by area and total numbers of completed GP questionnaires by 
area. 
 
·  Ancoats (20) 
Outside Beswick St Post Office 
Piercy Street, queue at fish and chip 
shop 
Trinity Church Jumble Sale shop 
 
·  Collyhurst (13) 
Collyhurst Nursery 
Saviours School 
St Malachy’s school 
 
·  Clayton (20) 
Bus stop on North Road 
Wells Centre 
The Grange 
 

·  Miles Platting (21) 
Library 
Butler Court 
Church of the Apostles 
Victoria Mill 
 
·  Beswick (17) 
Beswick Precinct 
Church of the Resurrection School 
The Grange 
 
·  Ardwick (10) 
� � � � � 	 	 
 �� � �
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A total of 101 questionnaires were completed at 19 sites, shown in Table A2. There 
were 3 sites in each district covered by Herbie 1 apart from Miles Platting where 
there were 4. Table A2 shows that the numbers of questionnaires completion varied 
between 10 for Ardwick and 21 for Miles Platting.   
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Sites and times of day were chosen in order to be able to access groups identified for 
the purposive sample. For example,  
·  a day and time when people collect benefit at Beswick Street PO which might 

include men and non-car owners, the queue at the fish and chip shop on a 
weekday lunchtime, because men had been observed there.  

·  Places where older people live and congregate and parents of young children 
congregate to ensure an age distribution.   

Attempts were made to recruit linkworkers specifically to complete questionnaires 
with people with languages other than English were unsuccessful. One questionnaire 
was partially completed using language line. 
  
Table A3: Breakdown of sites by type of location 
 

Herbie stops 9 
Schools and under 5’s provision  5 
Community centre or facility  3 
Sheltered housing/ old people clubs 2 
Shops and shopping centres  2 
Mental health drop in  1 
Bus stop  1 
Library 1 

 
Table A3 shows the type of location of questionnaire sites, these were not mutually 
exclusive. Potential participants were asked for their postcodes and only people who 
lived in the Herbie 1 post code areas were invited to complete GP questionnaires. 
 
There were a total of 51 refusals. The rate of refusals varied according to location for 
example there were no refusals at a school where an interviewer was a parent of a 
pupil and high numbers of refusals in shopping centres and outside the Benefit 
Office. 
 
A2.6 Appreciation for completing questionnaires 
 
After interview, in appreciation of their contribution,  

·  all questionnaire interviewees, who completed questionnaires were offered 
the opportunity to enter a free raffle. Prizes were a Herbie fruit basket and 
Manchester Tart, a recipe book of recipes from the local area produced in 
association with Herbie.  

·  During the second week light refreshment were offered to interviewees 
including fruit from Herbie and healthy drinks 

General public interviewees were offered a £1 off voucher to shop at Herbie and 
details of local stops. 
 
A2.7 Interviews  
 
People were selected for interview using purposive sampling.  The following criteria 
were used to select interviewees; the criteria were not mutually exclusive.  

·  Merci staff with a direct responsibility for managing and delivery of Herbie 
services 

·  Key people from different parts of the area Herbie 1 covers. While 11 
interviewees had a remit covering all or a major part of the area, 15 had 
responsibility for specific patches including 6 in Clayton, 3 in Ardwick, 2 in 
Collyhurst, 2 in Miles Platting and 1 in Ancoats. 
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·  People from organisations and personnel with a food remit and/or work with 
isolated and vulnerable groups who were either partners or potential partners 

·  A selection of contact people. These are named people kept by Herbie for 
each stop. The contact people represented a range of organisations from 
several geographical areas  

·  To be able to provide information that might have been under-represented 
elsewhere eg a staff member from the linkworker service who might shed light 
on how people with languages other than English might access information 
about Herbie. Someone who had been involved with Herbie since it was set 
up. 

A balance of people who actively did and did not engage with Herbie;  6 people were 
interviewed who perceived themselves as actively engaged and 5 who perceived 
they were not engaged with Herbie. 
 
Table A4 : Details of people interviewed by type of organisation represented 
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26 people participated in interviews. All interviews were face to face. Three took 
place with groups ranging from 2 to 6 people, others were individual interviews. 
There were no refusals but one person agreed to a telephone interview but was 
unavailable at 3 attempts and so not interviewed. 
 
A2.8 Accessing non-users 
 
Some strategies were used to try and get the views of people who did not use Herbie 
either directly or encourage people to use Herbie from the communities they serve. 
This included: 
·  Setting up questionnaire completion sessions at facilities where Herbie 1 stops eg 

sheltered housing block and mental health drop in with refreshments and asking 
people who did not use Herbie 1 to complete a general public questionnaire. 

·  Where the initial response of contact point at a stop was that, All I can say is it 
stops outside this school/ health facility, the evaluator showed an interest in 
finding out about what the organisation was doing in relation to food/ healthy 
eating in general.  This elicited agreement to have an interview in one facility but 
not in the other. 
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A2.9 Limitations 
 
The numbers of people using Herbie were too small to get statistically significant 
results. Resources only allowed small numbers of respondents to complete GP 
questionnaires. The GP results might therefore be different if different people were 
asked the same questions (- the answers are not statistically significant). The GP 
responses should therefore be viewed as the possible picture; not the definite one. 
 
A tension when designing questionnaires, particularly when they are for use in the 
context of people going about their daily lives is to make them short enough that 
people will have time to complete them while providing sufficient information to be 
able to interpret the information given.  While completion rates were relatively good, 
especially amongst HU’s, this was achieved at some cost in relation to depth of 
questioning.  For example, there is a lack of information about whether people were 
discussing the fruit and vegetables bought for, prepared and eaten within the home 
which is likely to be less than total consumption (eg eaten at school, bought from 
take aways, cafes etc)  
 
Like many evaluations, people with a vested interest in the project are keener to get 
involved than others. This was reflected in refusal rates for involvement, which for 
example were higher from the general public than Herbie Users. This may result in 
an evaluation which reflects the views of people who feel some ownership of Herbie. 
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A3 Herbie 1  Users questionnaire 1 
 
We are doing a survey to find out about Herbie. We would like to get some brief 
information from as many Herbie Users as possible to find out whether there are 
similarities and differences in the type of people who use Herbie.  
 
1. Are you happy to take par t? YES/NO 
I f yes go to question 2 
 
If you have any questions please look at the Looking at Herbie information sheet, ask 
an interviewer or phone Judith on 07792 690278. 
 
2. What is your  postcode (If you are shopping for someone else, please put their 

postcode)? _____________________ 
 
3.    Please tick your  age group 

Under 25 
26-45 
46-65 
over 65 

 
4.  What is your  gender?     Male/ Female 
 
5. Do you consider  yourself to have a disability?  Yes/ No 
 
6. Do you own a car , or  have regular  use of one? Yes/ No 
 
7. Are you in paid employment?     Full time/  part time/  not at present 
 
8.  In your  house are there?  Children and Adults/Adults only/Just yourself 
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9. What is your  ethnic group? 
 

 
 
10 How often do you use Herbie? 
 
First time Rarely  Weekly   At least once a month   
Other, please state __________________________________ 
 
11.  Are you shopping for  yourself and /or  your  household? YES/NO 
 
12 Are you shopping for  any other  household?   YES/NO 
 

If yes, please state who: 
 
A relative, friend or neighbour 
Someone I work for (eg home help client) 
Other __________________________ 

 
12.   If your postcode (or a person you are shopping for) is in the following areas, M4, 

M9, M10, M11, M12 and M13, M40, please answer this question.  If not please 
go to question 13. 

 
Are you happy to be contacted to complete a 2nd questionnaire? The questions are 
about how you, your household, or anyone you shop for, shop, eat and use Herbie. 
They should help the Joint Health Unit make it easier for people in your area to buy 
and eat fruit and vegetables and by Merci to make Herbie even better.  YES/NO 
 
If yes, please give details of how we can contact you, eg your name and telephone 
number on the attached page. 

 
(we will destroy these after we have completed the questionnaire with you).  
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The 2nd questionnaire should take between 10 and 20 minutes to complete. An 
interviewer will complete it with you. We would like to meet people next week at a 
time and place which is convenient to you. All people who agree to complete the 
questionnaire will get free refreshments, and a second free raffle ticket. 
  
13.   Name of stop _____________(ask the driver or interviewer if you are not sure 
 
14.   Today’s date___________________ 

 
Thankyou for  your  help 
 
Please give this questionnaire to the interviewer, Herbie driver or put it in the 
Freepost addressed envelope (No stamp needed) and post it.  
 
You can post it to  
 
Barbara Drummond 
Research Officer 
Manchester Joint Health Unit 
Room 4042 
Town Hall Extension 
Manchester 
Freepost MR1514 
________________________________________________________________ 
To be filled in by interviewer     Name of interviewer_____________________  
Interview reference no.(date of interview followed by postcode) ______________ 
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A4 Herbie 1 Users Questionnaire 2   
 
Thanks for completing the questionnaire when you shopped at Herbie. This questionnaire 
asks you questions about why you use Herbie.  
 
1. Are you happy to take par t?  YES/NO 

I f yes, can you tell me your postcode? _______________________ (Interviewer - if  not 
in M40, M4, M9, M10, M11, M12, M13 stop here and log) 

 
I f No, thanks        ( Interviewer please log) 
 
2.  Do you use Herbie for  your household? YES/NO 
 
3. Are you shopping for any other household? YES/NO 
 

If yes, please state who: 
 
A relative, friend or neighbour 
Someone I work for (eg home help client) 
Other __________________________ 

 
I f you are shopping for  your  own household only, you can ignore the 2nd column on most 
of the questions. 
 
I f you are shopping for  other  household(s) only, you can ignore the 1st column on most of 
the questions. 

 
4 Are you the person who buys the fruit and vegetables? 

 
 For  your household For  the other  household(s) 

referred to in question 3 
Always   
Most often   
Occasionally   
 
5 How much fruit and vegetables do you buy at Herbie? 
 
 For  your household For  the other  household(s) 

referred to in question 3 
All   
Most   
Some   
 
6. Where do you shop for  fruit and vegetables? 
Please answer for a typical 2 week period. 
Your = For your household (if you shop for your household at Herbie) 
Other = For the other household(s) referred to in question 3 (if any) 
 
supermarket Local shop Market Herbie Relatives buy 

yours 
Your Other Your Other Your Other Your Other 
        

 

 
Other place, please state___________________________________________________ 
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7. How much do you spend in a typical week on fruit and vegetables in the following 
places? 
 

Please put amount or don’ t know for any place that you shop at most weeks 
 
 supermarket Local shop Market Herbie Other place 
 Your Other Your Other Your Other Your Other Your Other 
AMOUNT           
 
8.  How do you buy your fruit and vegetables? 
 
Use initials as follows: 
A = all,  
M = most,  
S = some,  
F = few 
N= none 
 
Yours = For your household  
Other = For the other household(s) referred to in question 3 (if any) 
 
 Your Other 
Washed and 
prepared (cut 
up) 

  

Organic   
Other fresh    
Frozen   
Part of 
convenience 
meals 

  

Tinned   
Other Please 
state 

Your: Other: 

 
Go to question 12 if you do not shop for  your  household at Herbie. 
 
9. In your  household how often do a) the adults and b) the children eat fruit and 

vegetables? 
Please answer for each person in your household (or for as many that you know this about) 

 
 ADULTS CHILDREN 
 Adult 1 Adult 2 Adult 3 Child 

1 
Child 
2 

Child 
3 

Child 
4 

Every day        
Every 2-4 days        
Once a week        
Less than once a week        
Never        
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10 How do you feel about the amount of fruit and vegetables that you and/or  
your family eat? 

 
Satisfied   Worried  Don’ t know   
 
Other, please state________________________________ 
 
11 Since you started using Herbie, has the amount of fruit and vegetables you or 
your household eat become:  
 
A lot more   
A bit more   
About the same   
Less    
 
12 How long have you been using Herbie? 

 
 FOR YOUR HOUSEHOLD OTHER HOUSEHOLD* 
First time   
Less than one month   
1 months; less than 6 months   
6 months; less that one year   
One year; less than 2 years   
Over 2 years   
 
Other = For the other household(s) referred to in question 3 
 
13  Do the following influence how much fruit and vegetables you buy when you shop? 
 
Y=Yes 
N=No 
D=Don’ t Know  
 

 FOR YOUR 
HOUSEHOLD 
 

OTHER 
HOUSEHOLD 

Convenience of Herbie stops or shops 
- near to home 

  

Convenience of Herbie stops or shops 
- near to place I go 

  

Price/ Value for Money   
Can use Healthy Start vouchers   
Healthy   
Get small portions   
Freshness   
Choice   
Helpfulness and friendliness of staff   
Good to have somewhere to go at a 
regular time and place each week 

  

I/we grow own fruit and vegetables   
 
Other, please state ____________________________________________________________ 
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14. Are there particular  days and times of day you would prefer  to shop for  fruit 
and vegetables at Herbie? YES/NO 
 
If yes,  
As at present   YES/NO  
 
And/ or alternatives  : DAY(S)____________________________ 
        TIME(S)____________________________ 
        STOP(S) ____________________________  
 
15. Is there anything Herbie stocks which you par ticular ly like? 
___________________________________________________________ 
 
16.      Is there anything you would like Herbie to stock? 
__________________________________________________________________ 
 
17.     What do you like most about Herbie? _______________________________ 
 
 
18.      I f there was one thing you would like changed about Herbie what would it   

     be? ___________________________________________________________ 
 
19 Any other comments ____________________________________________ 
___________________________________________________________________________

___________________________________________________________________________

_________________________________________________________ 

 
Check they did a questionnaire last week on Herbie; if not please do - Who uses Herbie. 
 
THANKYOU FOR YOUR TIME AND INTEREST - Give a raffle ticket 

 
 

Please give this questionnaire to the interviewer, Herbie driver or put it in the Freepost 
addressed envelope (No stamp needed) and post it.  
 
You can post it to : Barbara Drummond 
Research Officer 
Manchester Joint Health Unit 
Room 4042 
Town Hall Extension 
Manchester 
Freepost MR1514 
 
------------------------------------------------------------------------------------------------------- 
To be filled in by interviewer immediately after  the interview 
Date and place of interview ___________________ 
Name of interviewer_____________________  
Log all people asked on logsheets 
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A5 General Public Questionnaire 
 
Have you got a few minutes? We are doing a survey for the Council’s Joint Health Unit to 
review a mobile greengrocers service which operates in this area. If you live in this area, it 
would be really helpful if you could help us by answering a few questions.  
 
If yes  1.  Can you tell me your postcode? _ _ _ _ _ _ (if not in M4, M9, M10, M11, M12, 
M13 and M40) stop here and log 
 
It will take 10 minutes and I have an information sheet, which tells you a bit more about the 
evaluation, which you can read or I can go through with you.  
 
If no time, but interested to do it in their own time give them an information sheet FAE, 
questionnaire and Herbie leaflet   
 
2.  Are you happy to take part? YES/NO 
 
If you have any questions please look at the Looking at Herbie information sheet, ask an 
interviewer or phone Judith on 07792 690278. 
 
If no, thanks and record a refusal on log form, If yes, continue 
 
3. Are you the person who buys fruit and vegetables for  your household? 
 
Always  
Most often  
Occasionally  
Never  
 
If never, thanks and record on log form, If yes, continue 
 
4. In your  house are there?  
 
Children and Adults  
Adults only  
Just yourself  
 
4. Where do you shop for fruit and vegetables? 
Please tick all you use in an average 2 weeks 
 
Supermarket Local shop Market Herbie Relative 

buys them 
     
 
Other, please state ________________________________________________ 
 
6. How much do you spend in a typical week on fruit and vegetables in the 
following places? 
 
Please put amount or don’ t know for any place that you shop at most weeks 
 
 Supermarket Local shop Market Herbie Other 
AMOUNT      
7.  How do you buy your fruit and vegetables? 
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Use initials as follows: 
A = all,  
M = most,  
S = some,  
F = few 
N= none 
 
Washed and prepared (cut 
up) 

 Organic  

Other fresh   Part of convenience meals  
Frozen  Tinned  
Other, please state:  
 
8 Are there particular  days and times of day you prefer  to shop for  fruit and 

vegetables?   YES/NO  
 
If yes, please tick on all days you like to shop and state what time if this is important to 
you 
  
DAY  TIME 
EVERY DAY   
MONDAY   
TUESDAY   
WEDNESDAY   
THURSDAY   
FRIDAY   
SATURDAY   
SUNDAY   
   
9  Do the following influence how much fruit and vegetables you buy when you shop? 
Y=Yes 
N=No 
D=Don’ t Know 
 YES/NO 
Convenience of  shops 

- Near to home 
 

- Near to place I go (or fits in with 
something else I do) please state: 

 

 

Price/ Value for Money  
Can use Healthy Start vouchers  
Healthy  
Get small portions  
Freshness  
Choice  
Helpfulness and friendliness of staff  
Good to have somewhere to go at a 
regular time and place each week 

 

I/we grow own fruit and vegetables  
 
Other, please state _________________________________________________
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10  In your household how often do a) the adults and b) the children eat fruit and 
vegetables? 
 
Please answer for everyone in your household, for whom you know the amount of fruit and 
vegetables they eat) 

 
 ADULTS CHILDREN 
 Adult 

1 
Adult 

2 
Adult 

3 
Adult 

4 
Child 

1 
Child 

2 
Child 

3 
Child 

4 
Every day         
Every 2-4 days         
Once a week         
Less than once a week         
Never         
 
11.  How do you feel about the amount of fruit and vegetables that you and/or  your 
family eat? 

 
Satisfied  
Worried  
Don’ t know  
Other, please state________________________________ 
 
12         Have you ever  seen or  heard of Herbie (show photo) YES/NO 
 If no, give leaflet and go to Question 17 
 
13 Do you know what Herbie sells?  YES, FRUIT & VEG/NO 
 If no, give leaflet and go to Question 17 
 
14 Do you know where Herbie stops?  YES/NO 
 If no, give leaflet and go to Question 17 
 
15 Do you know when Herbie stops?  YES/NO 
 If no, give leaflet and go to Question 17 

 
16 Have you ever  used Herbie?    YES/NO (Give leaflet)  
 
17 What, if anything, might encourage you to use a mobile greengrocers? (give 
leaflet?) 
___________________________________________________________________________

___________________________________________________________________________

_________________________________________________________ 

 
The last few questions will help us understand the similarities and differences in the type of 
people who we have interviewed, which helps us get an idea of whether as a group you are 
typical of people who live in this area.  
 
18 Please tick your  age group 

Under 25  46-65   
25-45   over 65   
  

19        What is your  gender?     Male/ Female 
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20  Do you consider  yourself to have a disability?  Yes/ No 
 
21  Do you own a car , or  have regular  use of one? Yes/ No 
 
22  Are you in paid employment?       Full time/  part time/  not at present 
 
23 What is your  ethnic group? 

 

 
 
24 Any other comments __________________________________________________ 
___________________________________________________________________________

___________________________________________________________________________

_________________________________________________________ 

 
THANKYOU FOR YOUR TIME AND INTEREST 

Give raffle ticket 
 

Please give this questionnaire to the interviewer, Herbie driver or put it in the Freepost 
addressed envelope (No stamp needed) and post it.  
 
You can post it to : Barbara Drummond 

Research Officer 
Manchester Joint Health Unit 
Room 4042 
Town Hall Extension 
Manchester 
Freepost MR1514 

------------------------------------------------------------------------------------------------------- 
To be filled in by interviewer immediately after  the interview 
Date and place of interview ___________________ 
Name of interviewer ____________________ 
Add information to logsheet 
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A6  Aide memoire for interviews 
 
1. Consent – check seen consent form 
      How long in post 
      Own experience of Herbie 1   
 
2. Find out about their organisation’s: 

- Experience of H1  
- Role re-healthy eating 
- Role re-isolated and vulnerable groups 
- Geographical area 
  

STORIES 
 
3.  Tell me about a piece of work which went particularly well, peak   
       experience or high point in relation to Herbie 1. 
4.  What things do you value most about … 

a) your input to Herbie 1 
b)  nature of your work and organisation in relation to Herbie 1 
c)  what Herbie 1 enables you to do 

5. What do you consider to be the core factor that gives “life” to Herbie 1. 
6. What 3 wishes would you make for Herbie in order to help the 

communities that you serve? 
7. What does your story tell us about Herbie 1? 

 
8. Who is aware of Herbie 1? 

- Good examples 
- Potential to reach all especially isolated, vulnerable groups 
- Publicity/ marketing/ promotion 
- Van – logo, etc 
- Community contact scheme 

9. Who is using Herbie 1? 
10. Views about the stops 

- how chosen and publicised 
- frequency of review 
- are they the right ones? 

11. What is working well about Herbie 1? What does this tell you about how   
      H1 could work better? 
12.  How does Herbie 1 work with other local organisations and services?  

Good examples.  Who are the key partners? Potential 
13. To what extent does Herbie 1 make a difference? In relation to 

- providing fruit and vegetables? 
- Increasing consumption of fruit and vegetables 
- Other 
 

14.  Other suggestions, ideas, comments, who I should talk to, literature I 
should look at 
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A7  Herbie 1 timetable 
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A8 Further information about shopping patterns 
 
Table A5:  Estimated weekly spending on fruit and vegetables according to type of 
outlet 
�
 Don’t 

know 
0 £1 £2 £3 £4 £5 £6-8 £9-

11 
0ver 
£10 

 

7 26 2 5 2 2 8 6 5 3 HU Super-
market 21 18 0 0 4 1 15 9 14 19 GP 

3 51 1 0 1 0 0 0 0 0 HU Local 
shops 6 82 0 0 1 0 3 1 2 0 GP 

4 56 0 1 1 1 1 0 1 1 HU Market 
11 61 0 0 0 5 9 3 4 2 GP 
7 3 5 11 9 6 12 8 4 1 HU Herbie 
1 80 0 0 4 3 2 1 2 1 GP 
0 0 0 0 0 0 0 0 0 0 HU Other 
2 89 0 4 0 0 1 0 0 0 GP 

Key : HU = Herbie Users, 2007 n=65; GP = General Public, 2007 n=101 
�
MERCi were interested to find out about the amount people spent on fruit and 
vegetables in different outlets. The answers are shown in Table A5 5.   
The supermarket figures indicate that Herbie Users may spend less on fruit and 
vegetables in supermarkets; the middle figure (median) being £5 compared to £9 for 
the general public.     
 
Table A6 : Type and packaging of fruit and vegetables purchased 
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5 It is difficult to know how accurate responses were. A high number of don’t knows 
were recorded (see column 2) indicating that many people do not know how much 
they spend.  This type of information requires more in depth study so that the figures 
can be looked at in relation to household size and other factors. The HU figures can 
be compared with the average spend per customer from the monitoring information 
which was £3.70 per customer. The middle (median) for the HU in Table   is the 
bottom of £4 suggesting that these figures may be accurate, however it may be 
easier to isolate how much is spent at Herbie where all the expenditure is on fruit and 
vegetables, than for example at the supermarket. 
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4 general public respondents also said they bought pre-packaged or bags of  fruit 
and vegetables. 
Not all respondents answered all questions. 
 
Herbie sells fresh fruit and vegetables which fall into the ‘other fresh’ category. 42% 
(27) of Herbie Users said that they bought all their fruit and vegetables in this form 
compared with 18% of the general public. 79% (51) Herbie users bought some or 
most of their fruit and vegetables in this form compared to 54% of the General Public.  
It is not possible to say to what extent this is because Herbie attracts people to buy 
their fruit and vegetables in this form or whether purchasing from Herbie increases 
the proportion of fruit and vegetables people buy in this form. One reason for this is 
that no baseline information on peoples shopping habits before they shopped at 
Herbie is available. 
 
Only one person bought most or all organic fruit and vegetables but 20% of Herbie 
Users and 10% of general public said the bought some organic fruit and vegetables.  
This suggests there is interest in organic fruit and vegetables. Herbie Users may be 
twice as interested as the general public. who are resident in the target area.  
Amount bought may be restricted by affordability.  
 
Table A7: Self reported influences on amount of fruit and vegetables bought 
 
 Herbie Users 

N=65 
General Public 

N=101 
Convenience to home 78% (51) 59% (60) 
Convenience to other places 43% (28) 29% (29) 
Price/Value for money 88% (57) 72% (72) 
Can use Healthy Start vouchers 12% (8) 15% (15) 
Healthy 72%  (47) 66% (66) 
Get small portions 72%  (47) 48% (48) 
Freshness 88% (57) 76% (76) 
Choice 85% (55) 72% (72) 
Helpful & friendly staff 83% (54) 45% (45) 
Somewhere to go, regular time and place each 
week  

55% (36) 36% (36) 

Grow own 11% (7) 8% (8) 
 
The influences on the General Public were more widespread than the Herbie Users.  
4 influences were identified by over two thirds of General Public respondents; they 
were Freshness (76%), Price and Value for Money (72%), Choice (72%) and Healthy 
(66%). Seven influences were identified by over two thirds of Herbie Users, they 
were: Price/ Value for Money (89%), Freshness (89%), Choice (86%), Friendly and 
Helpful staff (84%), Convenience to Home (80%), Healthy (73%), and Availability of 
small portions (73%).  
 
Three issues appear to be important to several more Herbie users than the General 
Public group; they are convenience (to home 80% and respectively; to other places 
44% and 29% respectively), availability of small portions (73% compared to 45%) 
and helpful and friendly staff (84% compared with 45%). 
 
When asked what they liked about Herbie; 20 said that they liked everything. Other 
answers fell in the following categories fruit, vegetable and variety. Numbers are 
recorded in brackets where more than one person said the same. 
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Seven mentioned fruit in general and the following fruits were mentioned in particular 
bananas (9), apples (4), grapes (3), melon (2), satsumas (2), plums, berries, 
oranges, lemons, pineapple, lime, and pomegranates. Potatoes (4) were the most 
popular vegetable, with on person stating ‘they were the best in the world,’ Other 
vegetables mentioned were avocados (2), tomatoes (2), cucumber, salad, butternut 
squash, cauliflower and sprouts.   Three people mentioned variety, one referring to 
the fruit and another to seasonal availability and one mentioned the staff and how 
they looked forward to seeing the van. 
 
25 said there was nothing additional that they would like Herbie to stock. Most 
suggestions concerned salad and vegetables with particular interest in salad bags (3) 
and vegetable bags (5) including one for soup. There were also 3 requests for herbs 
(including one for potted herbs). There were 5 suggestions for a wider range of 
foods, they were for fresh fish, milk, organic vegetables and fruit, tinned tomatoes 
and pasta sauces. 
 
When asked if there was 1 thing they would like to change about Herbie, 25 said 
nothing. Other answers fell into the following categories. 
 
Changes to stops 
More frequent (5), Days of week (4),  prefer later time of day (2), longer, want stop at 
Victoria Park Day Centre  
Changes to van 
Refrigeration (2), Bigger, more accessible, steps too high 
Promotion 
More advertising (2), stickers on side of van  
 
These results may indicate avenues for further exploration about why people may 
use a facility like Herbie rather than provide conclusive guidance. 
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