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1. [bookmark: _Toc225955812]Introduction
The Food Hygiene Rating Scheme (FHRS) was launched in 2010 by the Food Standards Agency (FSA), and was designed to help consumers make more considered choices about where they eat or purchase food. The FHRS is operated in partnership with local authorities and the Welsh Government in Wales.
Establishments where food is supplied, sold or consumed are given a rating ranging from 0 to 5, with 5 indicating ‘very good’ food hygiene and 0 indicating ‘urgent improvement necessary’. The ratings are determined by three elements: hygienic food handling; physical condition of the premises and facilities; and food safety management. In Wales (since 2013) and Northern Ireland (since 2016), businesses are legally required to display their ratings in a prominent place at their premises (e.g. the front door, entrance or window where it can be seen easily by customers). In England, the scheme is voluntary but businesses are encouraged to display their ratings. In all three countries, food hygiene ratings can be searched for on the FHRS website.
The FSA has conducted annual research into the Display of Food Hygiene Ratings in England, Northern Ireland and Wales since 2011. The core research objectives in 2025 were to:
· Provide an estimate of the proportion of food businesses (FBOs) that display food hygiene rating stickers at their physical premises 
· Provide an estimate of the proportion of FBOs that display food hygiene ratings online
· Explore business awareness and attitudes towards the Scheme
· Explore the reasons and drivers for display and non-display both at the premises and online. 
To meet the core research objectives, a two-pronged approach was adopted, consisting of:
· A covert audit of 1,336 food businesses in England, Northern Ireland and Wales, conducted by Mystery Shoppers. This included both an audit of the businesses’ physical premises and, where applicable, their websites, Facebook Business Pages and Instagram profiles  
· A telephone survey of 1,350 food businesses in England, Northern Ireland and Wales, conducted by IFF Research (450 per nation).
This dual method approach was adopted to ensure that all research objectives were met. The audit allowed auditors to covertly assess whether FBOs were displaying their food hygiene ratings at their physical premises and online, preventing them from altering their behaviour to present themselves more favourably, offering a more accurate picture of rating display practices. The telephone survey explored FBOs’ awareness, attitudes and perceptions of the scheme. As the materials for both methods remained largely consistent compared to previous years, this enabled the ability to track trends over time.  
In 2025, an additional strand of research was conducted which focused specifically on food businesses in England rated between 0 and 2 (referred to as ‘low-rated’ businesses). The objectives of this targeted research were to: 
Measure the extent and accuracy of food hygiene rating display among lower-rated businesses
Assess patterns and differences by business characteristics
To meet the objectives of this targeted research, a dedicated audit was conducted among low-rated businesses in England only. This involved a separate physical audit of 413 food businesses with FHRS ratings between 0 and 2. This was conducted as a standalone audit as the main audit was designed to provide a representative estimate of FHRS display across England, Northern Ireland and Wales.
This report outlines the methodological approach taken for both main strands of the research, plus the bespoke low-rated audit, including sampling; fieldwork; response rates; ethics; weighting and analysis.


2. [bookmark: _Toc225955813]Sampling 
This section covers the process of acquiring and preparing the necessary contact details for potential participants of the study. The aim of this process was to ensure that the sample was representative of the food business population, within each country. 
[bookmark: _Toc225955814]2.1 Initial sample for main audit and telephone survey 
For both the audit and telephone survey of food businesses, the sample was obtained from the FSA’s FHRS database. The initial dataset (provided by the FSA on 14 August 2025) contained 327,956 food businesses. 
The sample was processed to exclude food businesses that were ineligible for the research; these were defined as:
businesses who had not yet been inspected and issued with an FHRS rating;
those who operated in a premise that was not publicly accessible (e.g. manufacturers and wholesalers);
mobile food businesses;
food businesses operating within a residential property.[footnoteRef:2]   [2:  The FHRS applies to food manufacturers and wholesalers in Wales, but not in England and Northern Ireland. These businesses were excluded from the sample because their premises are typically not publicly accessible and therefore it would not be possible to audit them in a covert manner.  ] 

The initial sample for both the audit and the telephone survey of food businesses included the following outlet types: 
Accommodation (e.g., hotels) and pubs, bars, and nightclubs
Restaurants, cafes, and other catering businesses (e.g., event caterers and home caterers)
Retail (e.g., supermarkets, butchers, and bakeries)
Takeaways and sandwich shops
To ensure that the sample for both the audit and telephone survey was representative of the underlying population of food businesses, records were selected from the sampling frame using a stratified random sampling approach. Quotas were set by country, region within country, outlet type and FHRS rating. In addition, businesses from Northern Ireland and Wales, takeaways and sandwich shops and those with a food hygiene rating of three or less were oversampled to ensure that robust results could be produced for each group, given the historically lower response rates from these subgroups and for some, a relatively low starting population. In total, 26,188 food businesses were drawn from the sampling frame.
Due to the FHRS database not containing food businesses’ telephone numbers, a two-stage process of appending telephone numbers was conducted by IFF Research for the purposes of the telephone survey. This involved: 
Automated telephone matching: food business details (trading name and postal address) were uploaded to the secure websites of two external data suppliers (Sagacity and Market Location) and if found, telephone numbers were automatically appended. 
Internal desk research: telephone numbers were identified and appended to the database using online search engines and directories.
The two-stage process of appending telephone numbers to the sampling frame yielded contact details for 12,402 food businesses. This equates to a telephone match rate of 47%. Telephone match rates differed slightly by FBO characteristics. Regarding sector, match rates were higher among accommodation and licensed premises (65%) and takeaway businesses (53%), and lower among restaurants and cafés (38%) and retail food businesses (39%). Match rates also varied by food hygiene rating, ranging from 37% among businesses rated 0, to around 50% or above among those rated 3 and 4. It is possible that the achieved telephone sample may differ slightly from the full population in ways that are currently unknown, and that are not captured or corrected for via weighting. This may introduce some bias, the extent to which is not possible to know and should be borne in mind when interpreting the telephone survey results. 
From the starting sample of 12,402, a smaller number of 3,902 business sites were drawn for audit fieldwork (selected at random and stratified by country, outlet type and FHRS rating to broadly reflect the underlying population). Less sample was required for the audit fieldwork as the ability to conduct covert audits was not reliant on the consent of the business. 
The sampling frame for the 2025 wave of the FHRS Audit and Survey was in line with the sampling frame of the previous wave. Bed & Breakfasts, home caterers, kitchens without physical premises (i.e. ‘dark kitchens’) and food businesses considered inaccessible to the public (e.g. staff canteens) were not included in the starting sample for the audit.
Tables 1 to 3 present the profile of the starting sample (12,402) of eligible and usable food businesses for audit and telephone fieldwork in terms of country, outlet type and FHRS rating. 
[bookmark: _Ref223093460][bookmark: _Toc191297533][bookmark: _Toc225955727]Table 1: Starting sample for audit and telephone fieldwork by country
	Country
	Telephone survey 
	Audit

	England
	3,774
	1,321

	Northern Ireland
	4,537
	1,292

	Wales
	4,091
	1,289

	Total
	12,402
	3,902


[bookmark: _Toc191297534][bookmark: _Toc225955728]Table 2: Starting sample for audit and telephone fieldwork by sector
	[bookmark: _Hlk190874697]Sector
	Telephone survey
	Audit

	Accommodation & pub/bar/nightclub
	2,839
	713

	Restaurants, cafes, canteens, catering
	3,885
	1,366

	Retail
	2,776
	1,011

	Takeaways and sandwich shop
	2,902
	812

	Total
	12,402
	3,902


[bookmark: _Toc191297535][bookmark: _Toc225955729]Table 3: Starting sample for audit and telephone fieldwork by FHRS rating
	FHRS Rating
	Telephone survey 
	Audit

	0
	62
	16

	1
	243
	71

	2
	315
	90

	3
	1,051
	347

	4
	2,354
	776

	5
	8,377
	2,602

	Total
	12,402
	3,902



[bookmark: _Toc225955815]2.2 Sampling for Low-rated audit 
As with the main audit and telephone survey of food businesses, the sample for the targeted audit of low-rated businesses in England was drawn from the Food Standards Agency’s (FSA) FHRS database. The same dataset used for the main audit and telephone survey (provided on 14 August 2025) was used to establish the profile of the underlying population of businesses in England rated 0–2, totalling 12,056 records. This population profile was then applied to the target of 500 audits to generate proportional targets for each subgroup.
As outlined in Chapter 2.1, the initial sample was processed to remove food businesses that were ineligible for the research. Telephone matching was not required for the low-rated audit sample, as these records were used solely for the in-person audit.
To minimise attrition in sampled ratings (i.e. businesses being re-rated between sampling and audit), the FSA provided an updated extract of the FHRS database on 19 September, two weeks prior to the commencement of fieldwork. The updated ratings were appended to the processed sample, and a total of 2,500 records were subsequently drawn at random and issued to Mystery Shoppers Ltd (MSL). IFF Research provided MSL with targets split by sector, FHRS rating (0-2 only) and regions in England, and MSL assigned audit visits based on these targets.  


[bookmark: _Toc225955816]3. Audit fieldwork (including low-rated audit)
[bookmark: _Toc225955817]3.1 Overview
This is the fifth annual wave of the FHRS display audit research that IFF Research have conducted in partnership with Mystery Shoppers Ltd (MSL), although annual research into the FHRS has occurred since 2011. An audit of 1,336 food businesses in England, Northern Ireland and Wales was conducted between 21 September and 5 December 2025. In addition, audits of 413 food businesses in England rated between 0 and 2 (low-rated) were conducted between 6 October and 4 November 2025. 
The audits were conducted by MSL and involved a physical audit of premises and their online presence (including websites, Facebook Business Pages or Instagram profiles). The audit followed a pre-defined questionnaire, with photos and online screenshots collected as supporting evidence.
[bookmark: _Toc225955818]3.2 Changes to methodology
This year, the audit process remained largely consistent with 2024 in order to ensure comparability with previous research.  
3.2.1 Physical audit 
The only change introduced for the physical audit this wave was the requirement for auditors to capture an additional photo of each entrance at every food business. This was implemented to ensure clear and complete evidence of all displayed stickers and to capture evidence of non-display. 
No changes were made to the online element of the audit strand compared to 2024. 
[bookmark: _Toc225955819]3.3 Pilot fieldwork 
Pilot audit fieldwork was conducted between 21 and 25 September 2025 to ensure the questionnaire remained suitable ahead of mainstage fieldwork. A small proportion of the starting sample (148 businesses) was randomly selected for pilot fieldwork, from which 45 audits were conducted. This number of audits allowed for the audit approach to be tested with food businesses in different sectors and different FHRS ratings across all three countries. All 45 audits completed during the pilot involved auditors conducting a physical and online audit of display. Tables 4 to 6 present the number of pilot audits completed by country, sector, and FHRS rating.
[bookmark: _Ref223094390][bookmark: _Toc191297536][bookmark: _Toc225955730]Table 4: Profile of pilot audits of food businesses by country
	Country
	Completed pilot audits

	England
	15

	Northern Ireland
	16

	Wales
	14

	Total
	45



[bookmark: _Toc191297537][bookmark: _Toc225955731]Table 5: Profile of pilot audits of food businesses by sector
	Sector
	Completed pilot audits

	Accommodation & pub/bar/nightclub
	2

	Restaurants, cafes, canteens, catering
	15

	Retail
	12

	Takeaways and sandwich shop
	16

	Total
	45



[bookmark: _Ref223094405][bookmark: _Toc191297538][bookmark: _Toc225955732]Table 6: Profile of pilot audits of food businesses by FHRS rating
	FHRS Rating
	Completed pilot audits

	0-2
	2

	3
	4

	4
	10

	5
	29

	Total
	45



All auditors received a verbal briefing and were issued with a written briefing pack before the start of pilot fieldwork. The content of the briefing was broadly in line with the previous wave, providing auditors with an understanding of the background of the research, the questionnaire design, the screening criteria, and the sample design, alongside detailed step-by-step instructions on how to approach the online audit. 
The questionnaire performed well during pilot fieldwork. Auditors experienced no issues with any aspect of the updated audit materials and so no changes were made ahead of mainstage fieldwork. The final version of the audit questionnaire used in mainstage fieldwork can be found in Appendix A of this report.
[bookmark: _Toc225955820]3.4 Mainstage fieldwork
Mainstage audit fieldwork took place between 10 October and 8 December 2025. In total, including both the pilot and the mainstage, 1,336 audits were completed. All audits completed during the mainstage involved auditors conducting a physical and online audit of display. The final profile of the audits achieved by country, sector and FHRS rating is detailed in Tables 7 to 9.
[bookmark: _Ref223094439][bookmark: _Toc191297539][bookmark: _Toc225955733]Table 7: Profile of mainstage audits of food businesses by country
	Country
	Completed mainstage audits

	England
	448

	Northern Ireland
	448

	Wales
	440

	Total
	1,336


[bookmark: _Toc191297540]
[bookmark: _Toc225955734]Table 8: Profile of mainstage audits of food businesses by sector
	Sector
	Completed mainstage audits

	Accommodation & pub/bar/nightclub
	211

	Restaurants, cafes, canteens, catering
	509

	Retail
	387

	Takeaways and sandwich shops
	229

	Total
	1,336



[bookmark: _Ref223094455][bookmark: _Toc191297541][bookmark: _Toc225955735]Table 9: Profile of mainstage audits of food businesses by FHRS rating
	FHRS Rating
	Completed mainstage audits

	0-2
	43

	3
	101

	4
	229

	5
	963

	Total
	1,336


As with the pilot, before the start of mainstage fieldwork, all auditors received a briefing on the survey and were issued with a written briefing pack (see Appendix B). 
Over the course of fieldwork, auditors visited a total of 1,396 establishments. Of these, 49 were found by Mystery Shoppers to be un-auditable at the point of visit. Common reasons for this were establishments having shut down despite appearing open online, incorrect opening hours displayed online and temporary closures (e.g. refurbishment, staff illness, seasonal hours). 
Upon completion of the audit fieldwork period, additional quality checks were conducted by IFF Research on 20% of the audits. Through these checks, a further 11 records were identified as having been un-auditable at the point of visit as they were closed locations that had been misidentified as open, and these were also excluded from the data.  
3.4 Low-rated audit fieldwork
Fieldwork for the low rated audit took place between 6 October and 4 November 2025. In total, 413 audits were successfully completed with businesses in England rated 0-2 at time of sampling. The final profile of the audits achieved by country, sector and FHRS rating is detailed in Table 10. 

[bookmark: _Ref222918012][bookmark: _Toc225955736]Table 10: Profile of completed low rated audits
	Country
	Completed low rated audits

	England
	413

	Sector
	Completed low rated audits

	Accommodation & pub/bar/nightclub
	69

	Restaurants, cafes, canteens, catering
	117

	Retail
	153

	Takeaways and sandwich shops
	74

	FHRS Rating
	Completed low rated audits

	0
	80

	1
	180

	2
	153

	Total
	413



At the outset of the project, the target was to complete 500 audits of low-rated businesses. However, a number of challenges encountered during fieldwork meant that this target could not be achieved.
Most notably, the low-rated business population demonstrated a significantly higher turnover in ratings than observed in previous waves of the audit conducted with the full business population. Despite efforts to minimise the time between sampling and fieldwork, 52 businesses were excluded at the analysis stage because they had received an updated rating of 3 or above between the initial sampling and the audit visit, placing them outside the scope of the study.
In addition to rating changes, auditors encountered a higher-than-expected proportion of outlets that were closed or otherwise inaccessible, which reduced the achieved sample size below the original target of 500. In total, 77 cases were removed because the business was closed or inaccessible at the time of the audit visit. 
Among cases where auditors were unable to complete an assessment, the most common reason was that the business was closed despite advertised online opening hours indicating it should have been open. This was followed by instances where the business was no longer operating at the listed address. A smaller number of cases involved businesses that had ceased trading altogether and appeared to be permanently closed. 
In total, 542 businesses were visited, but exclusions (77 closed businesses and 52 with ratings that increased after the audit) meant that 413 in-scope low rated audits were completed in total. A breakdown of these outcomes is presented in Table 11.
[bookmark: _Ref225955939]Table 11: Profile of all locations visited (low-rated) 
	Businesses visited
	Count

	Audit completed
	413

	Audit incomplete
	77

	Closed during advertised opening hours
	31

	Sampled business no longer operates at that location (other business present)
	24

	Business permanently closed
	16

	Inaccessible to shopper for another reason
	6

	Audit excluded
	52

	Removed due to an increase in rating after the audit took place
	52

	Total 
	542



[bookmark: _Toc225955821]3.5 Quality assurance 
Mystery Shoppers are a Company Partner of the Market Research Society, and the Mystery Shopping Professionals Association (MSPA). As a member of MSPA, Mystery Shoppers adhere to the MSPA’s Code of Professional Ethics and Code of Professional Standards and apply quality checking procedures at every stage of research. This involved:
Auditors being hand-picked based on their location and experience of both working on projects among food businesses, and of conducting audits in this fashion.
All auditors receiving a briefing led by the project account team and supported by IFF Research.
All briefed auditors receiving an online test checking that they understood the requirements of the brief. Only if they passed this were they incorporated into the panel that worked on this project.
Upon the completion of each physical audit, the geographical location of the site was uploaded to a form which ensures the auditor is at the correct establishment and unable to ‘game’ the system by submitting an audit form without having attended the site. They also took photos of the outside of the premises (in a covert fashion).
Auditors had direct lines of communication to the project account team at MSL, in case they had queries regarding the audit.
A designated quality control manager worked on the project. After each audit was submitted by auditors, it was held for 48 hours before being ‘published’, as it undergoes a series of quality checks:
· Location is correct (verification against photos and geolocation).
· Date and Time is correct and matches the brief and the date and time the photo was taken for the physical audit.
· All questions have been answered fully by the auditor in both the physical and online audit sections of the questionnaire and provide enough text in the comments if applicable.
· Question answers and comments are consistent e.g. if marked no, comment fully explains why not.
· Answers are not ambiguous.
· Comments are checked for obvious spelling and grammar errors.
· If anomalies are identified, the team will speak with the auditor directly and obtain clarification. 
· 10% of assignments are then checked for a second time by another team member.
For the online audit, auditors uploaded relevant screenshots clearly showing any ratings displayed, how outlets facilitate online ordering (i.e. an online order function on their own website or showing a clear link to a third party online ordering function), as well as providing evidence of their presence on the specified online platforms (Facebook, Instagram and food delivery aggregators).
As standard, throughout the duration of fieldwork, IFF conducted additional quality spot checks on the audits. This included checking that:
· Photos were clear and captured all stickers 
· Ratings in the database matched ratings on the stickers 
· The correct number of stickers was recorded in the audit questionnaire 
· The business was correctly identified as open and accessible  
This year, an increased number of issues were observed. As a result, IFF checked 20% of the main audits in total. In addition to the 11 records excluded from the dataset due to being found to be un-auditable, the following issues were identified:
· Five records were found to have had a rating selected by the auditor that did not match the photos. These ratings were updated in the database to match the photos.
· Six records were found to have had the incorrect number of stickers recorded, although all of these stickers were of the same rating. The sticker count for these records was updated in the database to match the correct number of stickers. 
· 10 records had unclear photos. This was flagged to Mystery Shoppers. 
In light of these, Mystery Shoppers were also asked to conduct further quality checks of a random 20% of audit records across the three countries. Whilst no further records were flagged for exclusion from the final dataset as a result, they did find discrepancies as detailed below:
· Seven records were found to have the incorrect number of stickers recorded, these counts were corrected in the database. 
· One record was found to have the location of one of its stickers recorded inaccurately, this was also corrected in the database.  
Mystery Shoppers confirmed that these discrepancies were not due to inconsistencies in auditors as the records above were all audited by different individuals. 
[bookmark: _Toc225955822]4. Telephone survey
[bookmark: _Toc225955823]4.1 Overview
IFF Research conducted Computer Assisted Telephone Interviews (CATI) with 1,350 food businesses across England, Northern Ireland and Wales between September and November 2025. The survey covered awareness of and attitudes towards the FHRS, motivations for rating display (and non-display in England), attitudes towards mandatory physical and online display and experiences with their local authority food hygiene department.
[bookmark: _Toc225955824]4.2 Changes to methodology/questionnaire
This year, a few changes were made to the telephone survey. These were tested during the pilot fieldwork period to assess the impact of these changes on results.
Changes made to the survey questionnaire are listed below: 
An existing code was amended at question A4, to include businesses’ own apps amongst ‘online platforms’ where customers could order food from them. 
A brand new question was introduced (B11a), asked only to food businesses in Northern Ireland and Wales, asking whether their Food Hygiene Rating sticker is displayed at or near all of their customer entrances, so it is visible to customers before they enter, mirroring the display regulations of the two nations. 
At question B15 (which asked businesses who reported their sticker not being on clear public display why this was the case), one response code was amended so that it no longer referred to there being nowhere suitable to show the sticker outdoors, but instead to there being nowhere suitable to show the sticker in a way that it is visible to customers before they enter the premises. The question text was also amended to capture businesses in Northern Ireland and Wales who reported that their sticker was not clearly displayed at their customer entrances, in line with new question B11a.
The existing question B17, which asked businesses to identify the lowest Food Hygiene Rating they would consider ‘good enough’ to display, was amended to be asked only of English food businesses.
On online display, new question B18ba asked the reasons why businesses displayed their rating online, and for those who reported not display their rating online, B20aa was captured to explore what would encourage them to do so in the future.
Two brand new codes were introduced to question B23 to introduce some more neutral attitudinal statements about the scheme in general: ‘Displaying my Food Hygiene Rating helps inform customers about our hygiene standards’ and ‘I feel my rating reflects the actual hygiene standards of my business’.
In section C, questions about the three safeguards (appeal, right to reply and re-rating) were reordered to reflect the order in businesses would consider them. The routing was also updated so questions regarding uptake of and reasons for not using the safeguards were only asked to those with a rating of 4 or below.
Also in section C, new question C3a was introduced to ask businesses who recalled receiving a letter or report following their last inspection, whether they also recalled that the letter outlined the three safeguards available to them if they were unhappy with their rating. 
A new question, C18, was introduced to assess businesses’ awareness of the FSA’s online display guidance and tools. 
A number of questions were removed from the survey: 
B12, B13 and B14 were removed for survey efficiency and were replaced by new question B11a. 
B17a and B18a, which asked about use of ratings for advertising purposes, were removed as the data was no longer used by the FSA. 
B22 – which asked businesses their reasons for using social media to allow customers to order but not to display their rating – was removed for survey efficiency.
C17 was replaced by new question C18.

There were no other methodological changes made to the telephone survey this year. 
[bookmark: _Toc225955825]4.3 Pilot fieldwork 
Between 15 and 17 September 2025, IFF Research piloted the survey with 49 businesses. This number of interviews allowed for the materials to be tested with food business operators in different sectors and with different FHRS ratings across all three countries. Tables 12 to 14 present the number of interviews completed by country, sector and FHRS rating in the pilot.
[bookmark: _Ref223095254][bookmark: _Toc191297542][bookmark: _Ref223095250][bookmark: _Toc225955737]Table 12: Profile of pilot interviews with food businesses by country
	Country
	Completed pilot interviews

	England
	12

	Northern Ireland
	18

	Wales
	19

	Total
	49



[bookmark: _Toc225955738]Table 13: Profile of pilot interviews with food businesses by sector
	Sector
	Completed pilot interviews

	Accommodation & pub/bar/nightclub
	8

	Restaurants, cafes, canteens, catering
	26

	Retail
	7

	Takeaways and sandwich shop
	8

	Total
	49



[bookmark: _Ref223095271][bookmark: _Toc225955739]Table 14: Profile of pilot interviews with food businesses by FHRS rating
	FHRS Rating
	Completed pilot interviews

	0-2
	2

	3
	3

	4
	10

	5
	34

	Total
	49



Prior to pilot fieldwork beginning, interviewers received a full briefing plus a briefing pack which covered the research background and objectives, questionnaire design, screening criteria and sample design. 
The pilot survey was conducted in the same way as mainstage fieldwork was due to be delivered. In addition to allowing for further checks on question comprehension and overall survey flow, the pilot also gave an opportunity to review response patterns and monitor the duration of interviews.
The results of the pilot fieldwork were positive, with data from existing questions largely aligned with previous findings, no issues with screening questions, good engagement from businesses and few problems with question comprehension. The final version of the questionnaire used in mainstage fieldwork can be found in Appendix C of this report. On average, the survey took 16 minutes and 28 seconds to administer during the pilot.
[bookmark: _Toc225955826]4.4 Mainstage fieldwork 
Mainstage fieldwork was conducted between 29 September and 12 November 2025. A total of 1,350 food businesses were surveyed. Tables 15 to 17 present the full number of interviews completed by country, sector and FHRS rating. As with the pilot, before the start of mainstage fieldwork all interviewers received a full briefing on the survey and were issued with written instructions. The average survey duration during mainstage fieldwork increased slightly to 16 minutes and 56 seconds.
[bookmark: _Ref223095415][bookmark: _Toc191297545][bookmark: _Toc225955740]Table 15: Profile of mainstage interviews with food businesses by country
	[bookmark: _Hlk132714872]Country
	Completed mainstage interviews

	England
	450

	Northern Ireland
	450

	Wales
	450

	Total 
	1,350



[bookmark: _Toc225955741]Table 16: Profile of mainstage interviews with food businesses by sector
	Outlet type
	Completed mainstage interviews

	Accommodation and pubs, bars and nightclubs
	259

	Restaurants, cafes and catering
	541

	Retail
	358

	Takeaways and sandwich shops
	192

	Total
	1,350



[bookmark: _Ref223095431][bookmark: _Toc225955742][bookmark: _Toc191297547]Table 17: Profile of mainstage interviews with food businesses by FHRS rating 
	Food hygiene rating
	Completed mainstage interviews

	0-2
	30

	3
	73

	4
	226

	5
	1,021

	Total
	1,350



[bookmark: _Toc225955827]4.5 Quality assurance 
All interviewers working on the survey received full Interviewer Quality Control Scheme (IQCS) training, regardless of their prior experience, followed by three days of on‑the‑job training. Interviewers are added to the IFF panel only once they have completed this training period and have met the required minimum standard. Once on the IFF panel, interviewers continue to be subject to enhanced monitoring and mentoring until they are deemed ready to move into the standard monitoring pool alongside established IFF interviewers. Ongoing monitoring is carried out for all interviewers throughout their time at IFF Research.
Additional quality assurance measures specific to the quantitative interviewing phase of this study include:
The CATI script, based on the questionnaire agreed with the FSA, underwent extensive checks before going live. Three members of the research project team tested the survey to ensure all routing instructions worked correctly, question wording and interviewer prompts appeared as intended, and answer‑capture rules were functioning (e.g. single‑response questions did not allow multiple selections). Dummy data was also used to verify routing logic.
Following a briefing from the Senior Research Manager, interviewers were encouraged to spend up to an hour working through a test version of the CATI questionnaire to familiarise themselves with the survey.
Interviewer performance was monitored continuously throughout fieldwork. At least 5% of each interviewer’s calls were listened to and monitored ‘live’ by project supervisors. Where best practice was not followed, appropriate remedial actions were taken (e.g. refresher training or re‑briefing). In the rare case of suspected malpractice, all of the interviewer’s calls were reviewed, with respondents re‑contacted to validate their responses.
An auto‑dialler system was used to assign telephone numbers to interviewers automatically and at random, removing the potential for sample selection bias.
The project team periodically reviewed response patterns across survey questions, with particular attention to levels of non‑response (e.g. “don’t know” and refusals), both in aggregate and at the interviewer level.
In addition to live monitoring and post‑hoc data checks, a random sample of at least 2.5% of respondents was re‑contacted by IFF’s Quality Control Team. A short set of questions was re‑asked to confirm that responses had been recorded accurately. Where discrepancies were found, they were flagged to the Research Team and appropriate action was taken.
[bookmark: _Toc225955828]4.6 Response rate
[bookmark: _Ref192861343][bookmark: _Toc191297548]A total of 12,402 FBO records acquired from the FSA’s FHRS database were drawn for the telephone survey (484 were not called as quota targets had been achieved or because a sufficient number of surveys had been achieved with a chain of food businesses). Of the records used during fieldwork, 131 records were found to be ineligible for the research, as the business reported that they did not sell, serve or prepare food for the public or because the business was closed.
Of the remaining 11,787 businesses, 10,100 records were eligible to take part in the study but did not. As shown in Table 18 below, the most common reason was that we could not secure consent for an interview (8,491), followed by the business consenting to take part but not committing to an interview time during the fieldwork period (864), and not being able to identify an appropriate individual within the business to take part in the fieldwork period (366). 
[bookmark: _Ref223095472][bookmark: _Toc225955743]Table 18: Survey outcome for sample in scope of the study 
	Survey outcome
	Total
	Population in scope of study

	Total in scope of study
	11,787
	100%

	Business called 1 to 10 times but unable to reach target respondent
	8,491
	72%

	Appointment made but not achieved during fieldwork period
	864
	7%

	Out of quota – sector / size / country
	277
	2%

	Not available during fieldwork period / nobody at site available
	366
	3%

	Unobtainable number
	102
	1%

	In scope of study but did not participate in the research
	10,100
	86%

	In scope of study and fieldwork
	1,687
	14%



Response rate calculations do not include records that were outside of the scope of the fieldwork, given that no firm contact was made with these food businesses. This means that 1,687 records were in scope of fieldwork. Of these, 1,350 completed a survey. This equates to a response rate of 80% (see Table 19). 
[bookmark: _Ref192861370][bookmark: _Toc191297549][bookmark: _Toc225955744]Table 19: Survey outcome for the sample in scope of fieldwork
	Survey outcome
	Total
	Population in scope of study (11,787)
	Population in scope of fieldwork (%)

	Total in scope of fieldwork
	1,687
	14%
	100%

	Achieved interviews
	1,350
	11%
	80%

	Refusals
	272
	2%
	16%

	Drop out during the interview
	58
	<1%
	3%



[bookmark: _Toc225955829]4.7 Overlap between telephone survey and audit  
Of the 1,350 food businesses audited, 444 also participated in the telephone survey. To achieve this, survey fieldwork was scheduled to begin before the main audit fieldwork, allowing auditors to subsequently target businesses who had already completed the telephone survey. Tables 20 to 22 display the profile of the food businesses that were audited and participated in the survey in terms of country, sector and FHRS rating.
[bookmark: _Ref223095530][bookmark: _Toc191297550][bookmark: _Toc225955745]Table 20: Profile of food businesses both audited and surveyed by country
	Country
	Completed both survey and audit

	England
	158

	Northern Ireland
	153

	Wales
	133

	Total 
	444


[bookmark: _Toc191297551][bookmark: _Toc225955746]Table 21: Profile of food businesses both audited and surveyed by sector
	Outlet type
	Completed both survey and audit

	Accommodation and pubs, bars and nightclubs
	83

	Restaurants, cafes and catering
	168

	Retail
	142

	Takeaways and sandwich shops
	51

	Total
	444


[bookmark: _Ref223095548][bookmark: _Toc191297552][bookmark: _Toc225955747]Table 22: Profile of food businesses both audited and surveyed by FHRS rating
	Food hygiene rating
	Completed both survey and audit 

	0-2
	4

	3
	17

	4
	52

	5
	371

	Total
	444





[bookmark: _Toc225955830]5. Ethics
IFF Research is committed to ensuring ethical practice in the design and delivery of its research. The 2025 wave of the FHRS survey and audit research was conducted in full accordance with the Market Research Society (MRS) Code of Conduct and in line with the ethical principles set out in the Government Social Research (GSR) Code.
[bookmark: _Toc225955831]5.1 Audit (main and low-rated)
The audit strand of this research carried specific ethical considerations, as audited businesses are unable to provide informed consent. Nonetheless, Mystery Shoppers adhere to strict ethical standards: they are a Company Partner of the Market Research Society (MRS) and members of the Mystery Shopping Professionals Association, which upholds its own code of ethical practice. All audits were designed and conducted to avoid significant disruption to the normal operation of food businesses, and findings were reported accurately and transparently.
Special care was also taken to ensure the safety of auditors throughout. Mystery Shoppers undertook thorough risk assessments to safeguard auditors from any adverse implications, and auditors were encouraged to avoid situations that could compromise their safety or well‑being. Where it was not possible to take a photograph in a covert manner, auditors were instructed not to attempt to take one and to record this instead.
[bookmark: _Toc225955832]5.2 Telephone survey
For the telephone survey, IFF Research: 
Ensured that all participants provided informed consent. As with previous survey waves, recruitment and screening questions fully explained the aims of the research, the voluntary nature of participation, what taking part would involve (including interview duration), assurances around anonymity and confidentiality and gave information about participants’ rights under GDPR;
Designed a reassurance email in collaboration with the FSA, which could be sent to participants to confirm the details of the research and provide information on how to opt out of the research;
Provided participants with telephone numbers and email addresses for further reassurance or additional information, including contact details for the IFF project manager, the Market Research Society freephone helpline, and relevant FSA contact details;
Worked within data protection legislation, including the Telephone Preference Service, Mail Preference Service, and Corporate Telephone Preference Service;
Took all reasonable steps to minimise participant burden. This included using a well‑designed questionnaire with clear, accessible wording, and routing that ensured questions were only asked where relevant. Interviews were conducted at times and in ways that were most convenient to participants, and interviewers made clear that any question could be skipped if the participant preferred not to provide an answer;
Protected participants’ confidentiality and anonymity. IFF’s ISO27001 compliance ensured robust safeguarding of personal data, and all outputs were checked by two researchers to ensure that confidentiality had been maintained;
Checked and recorded any specific requirements participants had to enable them to take part. Interviewers paid careful attention to communication needs, including arranging interpreters or allowing other individuals to be present, if this helped the participant feel at ease.


[bookmark: _Toc225955833]6. Weighting and analysis 
[bookmark: _Toc225955834]6.1 Weighting 
6.1.1 Weighting of the main audit and telephone survey
The data collected from the main audit and telephone survey of food businesses was weighted to make it representative of the underlying population. Weighting the data was necessary because of the deliberate decision to stratify interviews to ensure sufficient base sizes were achieved by both country and FHRS rating. Random Iterative Method (RIM) weighting was applied at the individual country level, with data weighted by outlet type and FHRS rating. To achieve these weights, the FSA supplied an updated FHRS database export in November 2025. Across the surveys and audits conducted, the weighting efficiency ranged from 94% to 99% (see Appendix D), indicating minimal variance inflation due to weighting adjustments, ensuring robust and reliable insights. The profile of the underlying population in each country used for weighting is presented in Table 23 and Table 24. 
[bookmark: _Ref223095650][bookmark: _Toc225955748]Table 23: Profile of the underlying business population by sector within country
	Sector
	England
	Northern Ireland
	Wales

	Accommodation and pubs, bars and nightclubs
	14.5%
	13.4%
	18.5%

	Restaurants, cafes and catering
	45.3%
	44.2%
	42.1%

	Retail
	26.4%
	27.4%
	26.4%

	Takeaways and sandwich shops
	13.8%
	15.1%
	13.0%


[bookmark: _Ref223095660][bookmark: _Toc225955749]Table 24: Profile of the underlying business population by FHRS rating within country
	Food hygiene rating
	England
	Northern Ireland
	Wales

	0-1
	1.9%
	0.4%
	1.7%

	2
	1.8%
	1.0%
	1.5%

	3
	6.7%
	4.8%
	7.7%

	4
	14.9%
	14.0%
	17.9%

	5
	74.8%
	79.8%
	71.1%



7.1.2 Weighting of the low-rated audit
Using the same RIM weighting scheme design, weighting by outlet type and FHRS rating, the data collected from the low-rated audit of food businesses was weighted to ensure it was representative of businesses rated 0–2 in England. As with the core survey and audit, weighting is required because the low rated audit targets were deliberately stratified to achieve sufficient base sizes for analysis. 
In particular, given the population distribution of low-rated outlets in England, outlets with an FHRS rating of 0 were deliberately oversampled to achieve a robust base size for analysis. This meant that greater variation in weighting factors was required to weight back to the population, reducing the effective sample size and increasing uncertainty. The weighted data provides valuable insight into overall patterns and relative differences, but should be treated with caution in regards to precise percentages or small point differences.
The profile of the underlying population of businesses rated 0-2 in England used for weighting is presented in Table 25 and Table 26.
[bookmark: _Ref223095723][bookmark: _Toc225955750]Table 25: Profile of the underlying low rated business population in England
	Sector
	England

	Accommodation and pubs, bars and nightclubs
	8.1%

	Restaurants, cafes and catering
	34.4%

	Retail
	35.5%

	Takeaways and sandwich shops
	21.9%



[bookmark: _Ref223095731][bookmark: _Toc225955751]Table 26 Profile of the underlying low rated business population in England by FHRS rating
	FHRS Rating
	England

	0
	6.7%

	1
	44.9%

	2
	48.5%



[bookmark: _Toc225955835]6.2 Analysis
When comparing results across years or between sub-groups it is essential to establish whether these differences are statistically significant or not, that is, whether we can be confident that a change in a particular percentage from one year to the next is sufficiently large to be considered a genuine movement and not due to chance. In order to do this, significance testing was carried out on the telephone survey, main audit and the low-rated audit data using the t-test and Z test. No adjustments were made for multiple testing, therefore, while significance testing helps to identify differences unlikely to have occurred by chance and provides a pragmatic basis for deciding which changes to comment on, some findings may still appear significant purely by chance. Results should therefore be interpreted with caution, particularly where differences are small or not part of a sustained pattern.[footnoteRef:3]  [3:  No adjustments were made for multiple testing; given comparisons are made against pre-defined subgroups and tracked over time rather than generated through exploratory analysis, the risk of chance findings is limited.] 

Two types of testing were used: between each set of cross break headings (for example comparing between different sector categories within the sector cross break header) and comparing data within each subgroup break to the total minus the data in the individual column. To facilitate the types of analysis necessary, data tables were produced which employed significance tests (that is testing the results for a given subgroup against the results in each of the other subgroups within a given analysis ‘break’). For differences between different waves of the research, significance testing was conducted by running z tests between the respective sets of data tables. 
All differences noted in the main report are statistically significant to a 95% confidence level or above unless otherwise stated. By convention, this is the statistical ‘cut-off point’ used to mean there is at least 95% probability that the difference in distribution is not due to chance. Where differences that are not statistically significant have been reported in the main report, it has been made clear that they are not.
In some instances, base sizes in the telephone survey, main audit and low-rated audit data are too small to conduct statistical significance testing between subgroups or waves. Where base sizes are under 50, statistical significance testing has not been conducted and findings should be treated with caution. Instances of low base sizes are clearly highlighted in the main report. 
[bookmark: _Toc225955836]6.3 Quality assurance
All coding, data processing, and analysis were carried out in-house by IFF’s experienced Data Services team, allowing for close collaboration throughout and ensuring high‑quality outputs. 
The research team developed detailed dataset and table specifications, which were reviewed and signed off by the Research Director. Subgroup analysis cross‑breaks and derived variables were developed by the project team and agreed with the FSA.
Tables and data files were thoroughly checked by three team members using the specification documents. This process was repeated until all discrepancies had been identified and amended and the outputs were ready for sign‑off by the project manager.
Similar to the previous wave, in order to enhance the accuracy of the audit findings, ratings observed during the physical audit were cross‑referenced with the initial sample data shared by the FSA in August 2025 to confirm whether they matched. Where discrepancies were identified between the observed ratings and the database, the FSA conducted an internal review to verify the correct rating at the time of the audit.
7

[bookmark: _Toc225955837]Appendices 
[bookmark: _Toc225955838]Appendix A – Audit questionnaire 
[bookmark: _Toc94110121]FHRS Audit 2025: Audit Questionnaire

	Question
	Shopper Guidance
	Answer Set
	Format
	Lower rated audit

	Data
	
	
	
	

	Date of visit:
	
	
	[dd/mm/yyyy]
	Y

	Time of visit:
	
	
	[hh:mm]
	Y

	Organisation visited:
	Please check organisation name against records to ensure correct site. 
	[VERBATIM]
	
	Y

	Establishment Type:
	Please check organisation name against records to ensure correct site and in scope. (see briefing materials for detail).
	
	
	Y

	Region:
	
	
	England | Northern Ireland | Wales
	N

	Standing facing the outlet, what was on the left of the outlet?
	Record the name and type of establishment – e.g., White Horse pub or Marks and Spencer
	[VERBATIM]
	
	Y

	Standing facing the outlet, what was on the right of the outlet?
	Record the name and type of establishment – e.g., White Horse pub or Marks and Spencer
	[VERBATIM]
	
	Y

	Please upload an image of the outlet:
	· The picture must show the signage of the outlet and clearly capture the entrance (see briefing notes for examples)
· Where a sticker is on display, the image should show it is clearly at or near the entrance.
· Where a sticker is not displayed, the image should capture the entrance clearly showing that no sticker is present.
	
	
	Y

	Outlet Type
	 
	
	
	

	Did this premises have its own entrance(s)?
	If No, please explain in what way the outlet does not have an entrance.

	Yes | No
	
	Y

	How many public entrances did the outlet have?
	
	1 | 2 | 3 or more
	
	Y

	Was the outlet on an external road or street or within a larger establishment?
	Where the outlet is not within a larger building i.e. is within a parade, arcade, pedestrian area or retail park, etc., please select "on a road/street". 
	· On a road/street
· In a larger establishment
· Somewhere else (please explain)
	compulsory comment for 'Somewhere else (please explain)'
	Y

	Was the outlet open at the time of your visit?
	If no, please detail any further information about the closure
	· Yes
· No – Stopped trading
· No - does not exist
· No - Closed at time of visit
· No - Other reason - please comment
· Yes but I was unable to gain access to the outlet - please comment
	If ‘No’ or ‘Yes, but I was unable to gain access to the outlet’, remainder of form to close (apart from Please specify whether the site has stopped trading/didn’t exist or was closed at the time of the visit:) and compulsory comment box for further details
	Y

	If it is closed at the time of visit, please revisit during trading hours. If it is permanently closed, go back to MSL so that they can provide a replacement like-for-like business.
	
	
	
	Y

	Did you see a Food Hygiene Rating sticker at this outlet?
	N.B. if you could not locate a Food Hygiene Rating sticker, please describe exactly where you looked, including whether you were able to enter the outlet
	Yes | No - please comment
	
	Y

	Was the Food Hygiene Rating sticker displayed at one or more entrances?  
	Please explain which entrances were not displaying.
	· One entrance only - please comment
· Some of the entrances - please comment
· All entrances
	Only visible if more than 1 entrance selected 
	Y

	Please provide photos for each business entrance 
	· Where a sticker is on display, the image should show it is clearly at or near the entrance.
· 
Where a sticker is not displayed, the image should capture the entrance clearly showing that no sticker is present.
	
	Only if multiple entrances
	Y

	Did you check the following places inside the outlet for a Food Hygiene Rating sticker 
	
	
	
	Y

	In the area just inside the customer access point of the internal outlet
	
	Yes | No - please comment
	Only Applicable to no own entrance
	Y

	On the inside of the door(s) or window(s)
	
	Yes | No - please comment
	Only Applicable to own entrance
	Y

	In the area just inside the entrance
	
	Yes | No - please comment
	Only Applicable to own entrance
	Y

	On the walls in the main service area
	
	Yes | No - please comment
	Applicable to all
	Y

	At the counter or till
	
	Yes | No - please comment
	Applicable to all
	Y

	At the entrances to any non-public areas. E.g. the kitchen
	
	Yes | No - please comment
	Applicable to all
	Y

	Somewhere else (please state where)
	
	Yes | No - please comment
	Applicable to all
compulsory comment for somewhere else
	Y

	Food Hygiene Rating Stickers
	
	
	
	

	How many Food Hygiene Rating stickers did you see at the outlet?
	
	1 | 2 | 3 | 4 | 5 |More than 5
	
	Y

	If "more than 5" is selected, then prior to the start of the first loop, we need a instruction on screen saying "YOU WILL ONLY BE ASKED TO RECORD DETAILS ABOUT THE FIRST FIVE FOOD HYGIENE RATING STICKERS THAT YOU SAW AT THE OUTLET IN THE NEXT FEW QUESTIONS"
	
	
	
	Y

	Sticker 1
	
	
	
	

	Sticker 1: Was the Food Hygiene Rating sticker visible from the outside of the premises?
	E.g. could you see the Food Hygiene Rating sticker without entering the premises?
	Yes | No
	
	Y

	Sticker 1: Was the Food Hygiene Rating sticker clearly visible?  
	By “clearly visible” we mean not obscured by any other stickers or posters and not blocked from view by any furniture or objects e.g. plant pot.
	Yes | No
	
	Y

	Sticker 1: What was the Food Hygiene Rating sticker format?
	
	· Food Hygiene Rating sticker with dragon logo
· Food Hygiene Rating sticker without dragon logo
	Only ask if Wales
	N

	Please upload a photo of the Food Hygiene Rating sticker without the dragon logo
	Food Hygiene Rating stickers without a dragon logo should be extremely rare. If you find a Food Hygiene Rating sticker that does not match the standard, please take a photo that clearly shows the full Food Hygiene Rating sticker to evidence the lack of a dragon logo.
	[UPLOAD]
	If finds Food Hygiene Rating sticker without dragon logo in Wales
	N

	Sticker 1: Where was the Food Hygiene Rating sticker located? (for outlets with their own entrance)
	
	· On the inside of the door(s) or window(s) so that it is visible from outside of the outlet
· On the inside of the door(s) or window(s) so that it is visible from inside the outlet only
· In the area just inside the entrance?
· On the walls in the main service area
· At the counter or till
· At the entrances to any non-public areas e.g. the kitchen
· Somewhere else – please comment
	Only visible for outlets with their own entrance
	Y

	Sticker 1: Where was the Food Hygiene Rating sticker located? (for outlets without their own entrance)
	
	· In the area just inside the entrance?
· On the walls in the main service area
· At the counter or till
· At the entrances to any non-public areas e.g. the kitchen
· Somewhere else – please comment
	Only visible for outlets without their own entrance
	Y

	Sticker 1: What rating was on the Food Hygiene Rating sticker?
	
	· Awaiting inspection(for England and NI)
· Rating Awaited (for Wales)
· 0 – (Urgent Improvement Necessary)
· 1 – (Major Improvement Necessary)
· 2 – (Improvement Necessary)
· 3 – (Generally satisfactory)
· 4 – (Good)
· 5 – (Very Good)
	
	Y

	Sticker 1: Please upload a photo of the front of Food Hygiene Rating sticker 1.
	Please do this discreetly and in context of the surroundings. If it is not possible to take a photo discreetly, please do not take a photo. It is not necessary to take a photo of the back of the Food Hygiene Rating sticker. 
	[UPLOAD]
	
	Y

	Sticker 2
	
	
	
	

	Sticker 2: Was the Food Hygiene Rating sticker visible from the outside of the premises?
	E.g. could you see the Food Hygiene Rating sticker without entering the premises?
	Yes | No
	
	Y

	Sticker 2: Was the Food Hygiene Rating sticker clearly visible?  
	By “clearly visible” we mean not obscured by any other stickers or posters and not blocked from view by any furniture or objects e.g. plant plot.
	Yes | No
	
	Y

	Sticker 2: What was the Food Hygiene Rating  sticker format?
	
	· Food Hygiene Rating sticker with dragon logo
· Food Hygiene Rating sticker without dragon logo
	Only ask if Wales
	N

	Please upload a photo of the Food Hygiene Rating sticker without the dragon logo
	Food Hygiene Rating stickers without a dragon logo should be extremely rare. If you find a Food Hygiene Rating sticker that does not match the standard, please take a photo that clearly shows the full Food Hygiene Rating sticker to evidence the lack of a dragon logo.
	[UPLOAD]
	If finds Food Hygiene Rating sticker without dragon logo in Wales
	N

	Sticker 2: Where was the Food Hygiene Rating sticker located? (for outlets with their own entrance)
	
	· On the inside of the door(s) or window(s) so that it is visible from outside of the outlet
· On the inside of the door(s) or window(s) so that it is visible from inside the outlet only
· In the area just inside the entrance?
· On the walls in the main service area
· At the counter or till
· At the entrances to any non-public areas e.g. the kitchen
· Somewhere else - please comment
	Only visible for outlets with their own entrance
	Y

	Sticker 2: Where was the Food Hygiene Rating sticker located? (for outlets without their own entrance)
	
	· In the area just inside the entrance?
· On the walls in the main service area
· At the counter or till|
· At the entrances to any non-public areas e.g. the kitchen
· Somewhere else - please comment
	Only visible for outlets without their own entrance
	Y

	Sticker 2: What rating was on the Food Hygiene Rating sticker?
	
	· Awaiting inspection(for England and NI)
· Rating Awaited (for Wales)
· 0 – (Urgent Improvement Necessary)
· 1 – (Major Improvement Necessary)
· 2 – (Improvement Necessary)
· 3 – (Generally satisfactory)
· 4 – (Good)
· 5 – (Very Good)
	
	Y

	Sticker 2: Please upload a photo of the front of Food Hygiene Rating sticker 2.
	Please do this discreetly and in context of the surroundings. If it is not possible to take a photo discreetly, please do not take a photo. . It is not necessary to take a photo of the back of the Food Hygiene Rating sticker
	[UPLOAD]
	
	Y

	Sticker 3
	
	
	
	

	Sticker 3: Was the food hygiene rating Food Hygiene Rating sticker visible from the outside of the premises?
	E.g. could you see the Food Hygiene Rating sticker without entering the premises?
	Yes | No
	
	Y

	Sticker 3: Was the Food Hygiene Rating sticker clearly visible?
	By “clearly visible” we mean not obscured by any other stickers or posters and not blocked from view by any furniture or objects e.g. plant plot.
	Yes | No
	
	Y

	Sticker 3: What was the food hygiene rating Food Hygiene Rating sticker format?
	
	· Food Hygiene Rating  sticker with dragon logo
· Food Hygiene Rating sticker without dragon logo
	Only ask if Wales
	N

	Please upload a photo of the Food Hygiene Rating sticker without the dragon logo
	Food Hygiene Rating stickers without a dragon logo should be extremely rare. If you find a Food Hygiene Rating sticker that does not match the standard, please take a photo that clearly shows the full Food Hygiene Rating sticker to evidence the lack of a dragon logo.
	[UPLOAD]
	If finds Food Hygiene Rating sticker without dragon logo in Wales
	N

	Sticker 3: Where was the Food Hygiene Rating sticker located?
	 
	· On the inside of the door(s) or window(s) so that it is visible from outside of the outlet
· |On the inside of the door(s) or window(s) so that it is visible from inside the outlet only|
· In the area just inside the entrance?|
· On the walls in the main service area|
· At the counter or till|
· At the entrances to any non-public areas e.g. the kitchen|
· Somewhere else - please comment
	Only visible for outlets with their own entrance
	Y

	Sticker 3: Where was the Food Hygiene Rating sticker located? (for outlets with their own entrance)
	
	· In the area just inside the entrance?|
· On the walls in the main service area|
· At the counter or till|
· At the entrances to any non-public areas e.g. the kitchen|
· Somewhere else - please comment
	Only visible for outlets without their own entrance
	Y

	Sticker 3: What rating was on the Food Hygiene Rating sticker? (for outlets without their own entrance)
	
	· Awaiting inspection(for England and NI)
· Rating Awaited (for Wales)
· 0 – (Urgent Improvement Necessary)
· 1 – (Major Improvement Necessary)
· 2 – (Improvement Necessary)
· 3 – (Generally satisfactory)
· 4 – (Good)
· 5 – (Very Good)
	 
	Y

	Sticker 3: Please upload a photo of the front of Food Hygiene Rating sticker 3.
	Please do this discreetly and in context of the surroundings. If it is not possible to take a photo discreetly, please do not take a photo. It is not necessary to take a photo of the back of the Food Hygiene Rating sticker
	[UPLOAD]
	
	Y

	Sticker 4
	
	
	
	

	Sticker 4: Was the Food Hygiene Rating sticker visible from the outside of the premises?  
	E.g. could you see the Food Hygiene Rating sticker without entering the premises?
	Yes | No
	
	Y

	Sticker 4: Was the Food Hygiene Rating sticker clearly visible?  
	By “clearly visible” we mean not obscured by any other stickers or posters and not blocked from view by any furniture or objects e.g. plant plot.
	Yes | No
	
	Y

	Sticker 4: What was the Food Hygiene Rating sticker format?
	
	· Food Hygiene Rating sticker with dragon logo
· Food Hygiene Rating  sticker without dragon logo
	Only ask if Wales
	N

	Please upload a photo of the Food Hygiene Rating sticker without the dragon logo
	Food Hygiene Rating stickers without a dragon logo should be extremely rare. If you find a Food Hygiene Rating sticker that does not match the standard, please take a photo that clearly shows the full Food Hygiene Rating sticker to evidence the lack of a dragon logo.
	[UPLOAD]
	If finds Food Hygiene Rating sticker without dragon logo in Wales
	Y

	Sticker 4: Where was the Food Hygiene Rating sticker located? (for outlets with their own entrance)
	
	· On the inside of the door(s) or window(s) so that it is visible from outside of the outlet|
· On the inside of the door(s) or window(s) so that it is visible from inside the outlet only|
· In the area just inside the entrance?|
· On the walls in the main service area|
· At the counter or till|
· At the entrances to any non-public areas e.g. the kitchen|
· Somewhere else - please comment
	Only visible for outlets with their own entrance
	Y

	Sticker 4: Where was the Food Hygiene Rating sticker located? (for outlets without their own entrance)
	
	· In the area just inside the entrance?|
· On the walls in the main service area|
· At the counter or till|
· At the entrances to any non-public areas e.g. the kitchen|
· Somewhere else - please comment
	Only visible for outlets without their own entrance
	Y

	Sticker 4: What rating was on the Food Hygiene Rating sticker?
	
	· Awaiting inspection(for England and NI)
· Rating Awaited (for Wales)
· 0 – (Urgent Improvement Necessary)
· 1 – (Major Improvement Necessary)
· 2 – (Improvement Necessary)
· 3 – (Generally satisfactory)
· 4 – (Good)
· 5 – (Very Good)
	
	Y

	Sticker 4: Please upload a photo of the front of Food Hygiene Rating sticker 4.
	Please do this discreetly and in context of the surroundings. If it is not possible to take a photo discreetly, please do not take a photo. . It is not necessary to take a photo of the back of the Food Hygiene Rating sticker
	[UPLOAD]
	
	Y

	Sticker 5
	
	
	
	

	Sticker 5: Was the Food Hygiene Rating sticker visible from the outside of the premises?
	E.g. could you see the Food Hygiene Rating sticker without entering the premises?
	Yes | No
	
	Y

	Sticker 5: Was the Food Hygiene Rating sticker clearly visible?
	By “clearly visible” we mean not obscured by any other stickers or posters and not blocked from view by any furniture or objects e.g. plant plot.
	Yes | No
	
	Y

	Sticker 5: What was the Food Hygiene Rating sticker format?
	
	· Food Hygiene Rating  sticker with dragon logo
· Food Hygiene Rating  sticker without dragon logo
	Only ask if Wales
	N

	Please upload a photo of the Food Hygiene Rating sticker without the dragon logo
	Food Hygiene Rating stickers without a dragon logo should be extremely rare. If you find a Food Hygiene Rating sticker that does not match the standard, please take a photo that clearly shows the full Food Hygiene Rating sticker to evidence the lack of a dragon logo.
	[UPLOAD]
	If finds Food Hygiene Rating sticker without dragon logo in Wales
	N

	Sticker 5: Where was the Food Hygiene Rating sticker located? (for outlets with their own entrance)
	
	· On the inside of the door(s) or window(s) so that it is visible from outside of the outlet|
· On the inside of the door(s) or window(s) so that it is visible from inside the outlet only|
· In the area just inside the entrance?|
· On the walls in the main service area|
· At the counter or till|
· At the entrances to any non-public areas e.g. the kitchen
· |Somewhere else - please comment
	Only visible for outlets with their own entrance
	Y

	Sticker 5: Where was the Food Hygiene Rating sticker located? (for outlets without their own entrance)
	
	· In the area just inside the entrance?
· On the walls in the main service area|
· At the counter or till|
· At the entrances to any non-public areas e.g. the kitchen|
· Somewhere else - please comment
	Only visible for outlets without their own entrance
	Y

	Sticker 5: What rating was on the Food Hygiene Rating sticker?
	
	· Awaiting inspection(for England and NI)
· Rating Awaited (for Wales)
· 0 – (Urgent Improvement Necessary)
· 1 – (Major Improvement Necessary)
· 2 – (Improvement Necessary)
· 3 – (Generally satisfactory)
· 4 – (Good)
· 5 – (Very Good)
	
	Y

	Sticker 5: Please upload a photo of the front of Food Hygiene Rating sticker 5.
	Please do this discreetly and in context of the surroundings. If it is not possible to take a photo discreetly, please do not take a photo. . It is not necessary to take a photo of the back of the Food Hygiene Rating sticker
	[UPLOAD]
	
	Y

	Online audit and other observations
	
	
	
	

	Does the outlet have its own website?
	
	Yes | No
	
	N

	Does the outlet’s website have an online ordering function?
	This must be the outlet's own website and you must be able to order food directly from it.

Please navigate through webpages to check for evidence of online ordering functionality
	Yes | No
	Only for outlet with its own website
	N

	What  Food Hygiene Rating was displayed on their website?
	Please navigate through webpages to check for a Food Hygiene Rating (i.e. landing page, health and safety page and ordering page).
	· None
· Awaiting inspection(for England and NI)
· Rating Awaited (for Wales)
· 0 – (Urgent Improvement Necessary)
· 1 – (Major Improvement Necessary)
· 2 – (Improvement Necessary)
· 3 – (Generally satisfactory)
· 4 – (Good)
· 5 – (Very Good)
	Outlet with its own website (with or without an online ordering function)
	N

	How was the Food Hygiene Rating displayed?
	
	[VERBATIM]
	
	N

	Please upload a screenshot of the outlet's website showing the Food Hygiene Rating image with the website address clearly in view.
	If no Food Hygiene Rating image visible, screenshot image of blank homepage including website address. If no website, please upload a screenshot of a google search showing search of the outlet with postcode.
	[UPLOAD]
	
	N

	Does the outlet have its own Facebook Business Page?
	This must be the outlet's own Facebook business page
	Yes | No
	
	N

	Does the outlet’s Facebook Business Page facilitate online food orders?
	This could be in the form of :


1. A ‘Start order’, ‘Order food’ or ‘Shop now’ button
2. A clear link inviting customers to order food in the bio of the Facebook page
3. Use of pinned post or images to link to where you can order food
4. Written reference in their bio to ordering food via Facebook messaging service. E.g. “DM for orders” or “Message us to order now”

Please refer to the screenshots in the briefing pack for examples of this.
	Yes | No
	
	N

	What Food Hygiene Rating was displayed on the Facebook Business Page?
	This could be:
1.Written reference to the outlets Food Hygiene Rating visible on the page
2. An Food Hygiene Rating sticker displayed in the header image
3. An Food Hygiene Rating sticker in a pinned post at the top of the feed. 
Please refer to the screenshots in the briefing pack for examples of this.
	· None
· Awaiting inspection(for England and NI)
· Rating Awaited (for Wales)
· 0 – (Urgent Improvement Necessary)
· 1 – (Major Improvement Necessary)
· 2 – (Improvement Necessary)
· 3 – (Generally satisfactory)
· 4 – (Good)
· 5 – (Very Good)
	
	N

	How was the Food Hygiene Rating displayed?
	
	· Written reference to the outlets Food Hygiene Rating rating visible on the page
· Food Hygiene Rating sticker displayed in the header image
· Food Hygiene Rating sticker in a pinned post at the top of the feed 
· Another way - Please comment
	
	N

	Please upload a screenshot of the outlet's Facebook Business Page showing the Food Hygiene Rating with the website address clearly in view.
	If no Food Hygiene Rating visible, screenshot image of Facebook Business page. If no Facebook Business page, please upload a screenshot of a search on Facebook for the outlet showing no relevant results.
	[UPLOAD]
	
	N

	Does the outlet have its own Instagram page?
	This must be the outlet's own Instagram page
	Yes | No
	
	N

	Does the outlet’s Instagram page facilitate online food orders?
	This could be in the form of: 


1. A ‘Start order’, ‘Order food’ or ‘Shop now’ button
2. A clear link inviting customers to order food in the bio of the Instagram page
3. Use of pinned stories or images to link to where you can order food
4. Written reference in their bio to ordering food via Instagram messaging service. E.g. “DM for orders” or “Message us to order now”

Please refer to the screenshots in the briefing pack for examples of this.
	Yes | No
	
	N

	What Food Hygiene Rating was displayed on their Instagram page?
	This could be:
1.Written reference to the outlets rating in bio
2.A pinned post at the top of the feed displaying an Food Hygiene Rating sticker
3. Use of pinned stories to display an Food Hygiene Rating 

Please refer to the screenshots in the briefing pack for examples of this.
	· None
· Awaiting inspection(for England and NI)
· Rating Awaited (for Wales)
· 0 – (Urgent Improvement Necessary)
· 1 – (Major Improvement Necessary)
· 2 – (Improvement Necessary)
· 3 – (Generally satisfactory)
· 4 – (Good)
· 5 – (Very Good)
	
	N

	How was the Food Hygiene Rating displayed?
	
	· Written reference to the outlets rating in bio
· use of pinned stories to display an Food Hygiene Rating sticker
· A pinned post at the top of the feed displaying an Food Hygiene Rating sticker
· Another way - Please comment
	
	N

	Please upload a screenshot of the outlet's Instagram page showing the Food Hygiene Rating with the website address clearly in view.
	If no Food Hygiene Rating visible, screenshot image of blank Instagram page. If no Instagram page, please upload a screenshot of a search on Instagram for the outlet showing no relevant results.
	
	
	N

	Does the outlet use online food delivery aggregators such as:
	
	

	JustEat
	
	Yes | No
	
	N

	Deliveroo
	
	Yes | No
	
	N

	UberEats
	
	Yes | No
	
	N

	Please upload a screenshot of the outlet’s ordering page on an online food delivery aggregator.
	
	
	
	N

	Is there anything else you feel may be relevant to this assessment?
	If yes, please detail. Please note this does not include any information about the customer experience.
	Yes | No
	compulsory comment for Yes
	N



[bookmark: _Toc225955839]Appendix B – Food outlet audit - Shopper brief 
	Food Outlet Sticker Spotter Shopper Brief -  

	What’s The Assignment All About? 


The objective of the audit is to assess covertly whether outlets are displaying their Food Hygiene Rating Scheme (FHRS) stickers. The aim is to determine the rating, display and location of the stickers and in Wales whether or not it displays a Welsh dragon on the sticker.  
As a general rule, all outlets should display their sticker in a visible area to the public, this could be on the front door, in a window or inside on a counter/till area.   
You will report back using covert pictures and details on your assessment form.  
What Do I Have To Do? 
 IMPORTANT: The assignment must be done covertly, without being openly acknowledged by others. You should not      disclose what you are trying to do and you should act like a customer. Your behaviour should not make others suspicious of you. If someone does ask what you are doing, you should not disclose that you are there on the behalf of Mystery Shoppers Ltd or any other name. Do not under any circumstances refer to the FSA, the Food Hygiene Rating Scheme or the sticker – you need to locate stickers covertly yourself and these should be easy to locate in a visible place. 
Before your assignment: 
 Check the opening times (on the outlet’s website where possible) for each food outlet you will be auditing. Please take into account the opening hours of the outlets and make sure you only visit when they are open.  
 If you know that the location is not accessible to the public e.g.  home caterer at a private address or staff canteen, please let us know and we will remove this from your account or we can look to swap this for another outlet. If you’re unsure whether the outlet is still trading please call them and ask if they are open etc. 
· Read the assessment form carefully. 
· Download the MSL app before your visits, details can be found under our Helpful Links and Information at the bottom of this brief. You will then be able to complete the audits at the time and submit through the app. 
· Please remember assignment must be conducted covertly, without anyone knowing what you are doing. When taking a photo of the sticker, please take the photo discretely and in context e.g. if the sticker is next to the till, step back and take a photo the captures the surrounding environment including the sticker, do not take a photo of the back of the sticker.  
 If the photo cannot be taken without raising suspicion, please do not take one. 
During your assignment: 
1. Take a photo of the outside of the whole establishment clearly including what is to the left and right. (Please remember to date & time stamp your photos). All photos must be taken covertly, meaning that no one should be aware of what you are doing or feel suspicious about your presence.  
2. Take a photo of every entrance and exit to the establishment. Ensure to capture if there is a sticker present or not. 
3. Some outlets will have more than one entrance so you will need to check all entrances that are accessible to the public only, please note which entrances have stickers on and take discrete pictures of each of these (Including those without). 
a. Please take the photo of the sticker in context, capturing the surrounding environment instead of taking the picture too close to the sticker e.g. if the sticker is on the door, take a photo of the whole door. 
b. If it is not possible to take a photo discretely, do not take a photo and provide a reason why the photo could not be taken discretely. 
4. You will need to enter the outlet to check if it is displayed to the public inside.  
a. Please act like a customer, this could mean making up a scenario to gain access, for example if you’re trying to obtain access to a hotel/Guest House, you can say that you’re thinking about booking a room or a table, and just wanted to have a look out of curiosity. 
5. If the sticker is not visible from the outside, you need to check the below areas inside the outlet for stickers at each location.  Remember to act discretely, as if a sticker is displayed it will be clearly visible: 
· On the inside of doors/windows that are accessible to the public only.  
· In the area just inside the entrance. 
· On the walls. 
· At the counter or till. 
· Any other place where a sticker may be visibly displayed to customers. 
6. Audits should only take place on publicly accessible premises. If you find at any time that the outlet is a corporate or private venue and you’re unable to gain access i.e hotel function rooms, business conference halls, or staff canteens, pleases contact us whilst on site so that we can let you know how to proceed. 
7. If you find at any time that the outlet is permanently closed, you must not go ahead with the visit please contact the team, and we can have this removed from your account. 
8. Where multiple stickers are displayed at a premises, you will also need to record if there are any discrepancies in the ratings shown on the stickers at each location.  
9. If you see more than 5 stickers at one outlet you will only need to record the first 5. 
10. You may note that the FHRS rating is promoted in other formats, e.g., posters or sandwich boards.  You do not need to take a photo of this. 
11. If you’re not able to audit a premises as it’s closed, but have visited within the opening hours, you will still need to complete an assessment form and detail why you were not able to enter. Please ensure you take a picture of the outside. Please note that you are required to try as best as you can to gain access (make up a scenario if need be) whilst being discrete and acting as if you are a customer. If you are unable to gain access to the location for any other reason than it’s closed, please contact us whilst you are still on site so that we can provide you with a replacement location. 
12. Please note that you are required to try as best as you can to gain access (make up a scenario if need be) whilst being discrete and acting as if you are a customer. If you are unable to gain access to the location for any other reason than it’s closed, please contact us whilst you are still on site so that we can provide you with a replacement location.  
EXAMPLES OF STICKERS: 

ENGLAND AND NORTHERN IRELAND
 
 
 
 
   
 
 
 
 
 
 
 
 
 

Stickers for the following ratings :0 – (Urgent Improvement Necessary), 1 – (Major Improvement Necessary), 2 – (Improvement Necessary),3 – (Generally satisfactory)  4 – (Good) and 5 (Very good). 
WALES 
 
 
 
 
 
 
 
 

 
For stickers in Wales, you will need to confirm that the sticker includes a Welsh Government dragon logo as pictured above. It is important that you record this information, as businesses displaying stickers without the dragon logo will be recorded as non-compliant. If you find a sticker non-compliant (without dragon logo), please take a clear picture of this sticker. 
After your assignment: 
 Please complete each assessment straight after each audit to avoid confusion between audits.  
 Upload a photo of the outside of the location clearly showing the whole building and what is to the left and right.  Upload your photos of each FHRS sticker that you can see and note where it was. 
[bookmark: _Toc225955840] Appendix C – Telephone Survey questionnaire
[bookmark: JobTitl]
[bookmark: JobNmbr]FHRS Survey 	J13203	Date 27/5/26
[bookmark: Method][bookmark: OutComes]	Telephone

[bookmark: Strt][bookmark: BGin]Screener
S1	Good morning / afternoon, my name is NAME, calling from IFF Research, an independent market research company, on behalf of the Food Standards Agency (FSA). Please can I speak to the owner or manager or the most senior person responsible for food safety at this site?
IF NECESSARY: We are conducting a survey about the regulation of businesses, like yours, that handle and sell food. It will take around 10-15 minutes to complete and the results will help future decision making in this area. 
IF WANT TO TRANSFER TO HEAD OFFICE OR ANOTHER BRANCH / SITE: We need to speak to someone based at this site, not at head office or another branch of your organisation. We are interested in activities at this location. Could I speak to the person at this site who would have the best overview of food safety issues?
	Respondent answers phone
	1
	CONTINUE

	Transferred to respondent
	2
	

	Hard appointment
	3
	MAKE APPOINTMENT

	Soft Appointment
	4
	

	Engaged
	5
	CALL BACK

	Refusal
	6
	
THANK AND CLOSE

	Nobody at site able to answer questions
	9
	

	Not available in deadline
	10
	

	Fax Line
	11
	

	No reply / Answer phone
	12
	

	Residential Number
	13
	

	Dead line
	14
	

	Company closed
	15
	

	Site does not sell or serve food
	16
	

	Not sampled business
	17
	

	Request reassurances
	18
	GO TO R. PAGE

	Request reassurance email
	19
	SEND EMAIL



ASK IF transferred/SPEAKING TO BEST CONTACT (S1=1/2)
S2	[S1=2: Good morning / afternoon, my name is NAME, calling from IFF Research, an independent market research company, on behalf of the Food Standards Agency (FSA). Can I just check, are you the most senior person responsible for food safety at this site?
We are conducting a survey about the regulation of businesses, like yours, that handle and sell food. The survey will take around 15 minutes to complete and the results will help future decision making in this area. 
Will now be a convenient time to take part in this survey?
IF WANT TO TRANSFER TO HEAD OFFICE OR ANOTHER BRANCH / SITE: We need to speak to someone based at this site, not at head office or another branch of your organisation. We are interested in activities at this location. Could I speak to the person at this site who would have the best overview of food safety issues?
	Continue
	1
	CONTINUE

	Referred to someone else at establishment

NAME_____________________________

TEL_________________________

	2
	TRANSFER AND RE-INTRODUCE

	Hard appointment
	3
	MAKE APPOINTMENT

	Soft appointment
	4
	

	Refusal
	5
	THANK AND CLOSE


	Not available in deadline
	6
	

	Site does not sell or serve food
	7
	

	Request reassurances
	8
	GO TO R. PAGE

	Request reassurance email
	9
	SEND EMAIL




ASK IF WILLING (S2=1)
S3	I need to read out a quick statement regarding GDPR legislation.
	I want to reassure you that all information collected will be treated in the strictest confidence. You have the right to a copy of your data, to change your data or to withdraw from the research at any point. In order to guarantee this, and as part of our quality control procedures, all interviews are recorded. Is that OK?
	Yes – agree to continue
	1
	

	Refuse to continue
	2
	THANK AND CLOSE


		
	ASK IF GDPR CONSENT (S3=1)
S4      Before we go any further, can I just check, does your business prepare, sell or serve any food and/or drink products to the public for human consumption?   
ADD IF NECESSARY: This does not have to be the primary purpose of the business. 
ADD IF NECESSARY: This survey is still relevant to you even if you only sell a limited range of food or drink items – it should be reasonably quick.  

	Yes 
	1
	

	No 
	2
	THANK AND CLOSE



ASK IF ELIGIBLE (S4=1)
S5	Please can I take your job title?
DO NOT READ OUT. SINGLE CODE
	Head chef / cook 
	1
	

	Manager (including catering manager) 
	2
	

	Owner / Proprietor / Managing Director 
	3
	

	Other person with overall responsibility for food handling and hygiene issues at site (write in) 
	4
	



	
REASSURANCES TO USE IF NECESSARY
The interview will take around 15 minutes to complete. 
This interview is for research purposes and not an inspection or enforcement call. Please note that all data will be reported in aggregate form and your answers will not be reported to our client in any way that would allow you to be identified. 
Your premises has been randomly chosen from a list of food businesses. 
If you would like further information on how IFF handles and processes personal data, as well as information on your rights under data protection regulations to access your personal data, withdraw consent, or object to the processing of your personal data you can visit: www.iffresearch.com/GDPR
If respondent wishes to confirm validity of survey or get more information about aims and objectives, they can contact:
· MRS: Market Research Society on 0800 975 9596
· IFF: fsaschemesurvey@iffresearch.com
· FSA: analysis@food.gov.uk

	




[bookmark: _Hlk78463274]Business type
[bookmark: BkMk_intrviw_Inst_26][bookmark: BkMk_intrviw_Inst_3]	I’m going to start by asking you a few questions about your business. For these questions, and throughout the survey, I’d like you to think specifically about this site. 
ASK ALL
Approximately how many people does this business employ at this site?
[bookmark: BkMk_intrviw_Inst_1][bookmark: BkMk_intrviw_Inst_2]
IF NECESSARY: Please include part-time and full-time staff.  It doesn’t matter if you don’t know exactly, an estimate is fine.

	INTERVIEWER TYPE IN:_________ 
	1

	Don't know
	2



	ASK IF DON’T KNOW (A1=2)
Which of the following bands would cover how many people are employed at this site?
READ OUT. SINGLE CODE.
	1
	1 

	2-9
	2 

	10-24
	3 

	25-49
	4 

	50-99
	5 

	100-199
	6 

	200-249
	7 

	250+
	8 

	Don’t know
	9 



	ASK ALL
Is your business part of a chain? ADD IF NECESSARY: By chain I mean a group of establishments at different locations that share a name, brand, and concept and are controlled by the same organisation.	
DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3




ASK ALL
[bookmark: BkMk_intrviw_Inst_24]A4 	 Can customers order food from your business in any of the following ways…

READ OUT. 
	
	Yes
	No
	Don’t know

	_1 Through a third-party website/app (e.g.,such as. JustEat, UberEATS or Deliveroo)
	1
	2
	3

	_2 Through an ordering function on your own website
	1
	2
	3

	_3 Through your social media accounts (such as Instagram, X (formerly known as Twitter), or Facebook)
	1
	2
	3

	_4 Through any other online platform (including your own app)
	1
	2
	3




ASK IF USE AGGREGATOR (ASK IF A4_1=1)
A5	What delivery service websites/apps can customers use to order food from your business? 
	DO NOT READ OUT. MULTICODE.
	Deliveroo
	1

	Just Eat
	2

	UberEATS
	3

	Amazon
	4

	Etsy
	5

	NotOnTheHighstreet
	6

	eBay
	7

	AliExpress
	8

	Foodhub
	11

	Local ‘eats’ service
	12

	Snappy Shopper
	13

	OrderYOYO
	14

	Other (write in)
	9

	Don’t know
	10





ASK IF USE SOCIAL MEDIA (ASK IF A4_3=1)
A6	What social media platforms can customers use to order food from your business? 
	DO NOT READ OUT. MULTICODE.
	Facebook
	1

	Facebook Marketplace
	2

	Instagram
	3

	WhatsApp
	7

	X (formerly known as Twitter)
	8

	TikTok
	4

	Other (write in)
	5

	Don’t know 
	6




	DOES NOT HAVE ONLINE ORDERING FOOD FACILITIES (ALL A4_X=2)
A7	While you don't currently have a facility that allows customers to order food from your business online, do you intend to set one up in the future?
 DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3



FHRS
ASK ALL
Changing the topic slightly, have you heard of the Food Hygiene Rating Scheme, also referred to sometimes as the ‘FHRS’?
DO NOT READ OUT. SINGLE CODE.
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	



ASK ALL
B2	Has this business premises been given a Food Hygiene Rating by the local authority [in NI: District Council]?  
[bookmark: BkMk_intrviw_Inst_28]	IF NECESSARY: The rating will have been given following an inspection by your local authority. You will have been issued with a green and black sticker that displays the rating.

IF NECESSARY: This is not a certificate or qualification in food hygiene training awarded to an individual within the business. The rating may have been given some time ago.  The rating will be between 0 and 5 or may say awaiting inspection or rating awaited.

INTERVIEWER: By business premises we mean the outlet stated on the sample, not any other business premises that they may be responsible for.

DO NOT READ OUT. SINGLE CODE.
	Yes 
	1
	

	No - but we expect to receive the rating soon 
	2
	

	No - we’ve not had an inspection yet
	5
	

	Not sure 
	4
	


[bookmark: BkMk_intrviw_Inst_33]

ASK IF NOT BEEN GIVEN RATING/ NOT SURE (B2=2/4)
B3	The Food Hygiene Rating Scheme or FHRS involves a food safety officer from the local authority visiting your premises to check on standards of food hygiene and issuing your business with a green and black hygiene rating sticker that shows a rating from zero to five, or [IF ENG/NI: ‘awaiting inspection’; IF WALES: ‘rating awaited’]. 
	Do you remember your business premises being assessed for its current Food Hygiene Rating using this scheme?
IF NECESSARY: The sticker shows five green circles and one, larger black circle with the rating for your premises. 

WALES IF NECESSARY: The sticker also has the Welsh Government dragon logo located at the top of the sticker towards the centre.

INTERVIEWER: We are only interested in ratings for the premises listed on the sample, not any other business premises that the respondent may be responsible for. If respondent was not working for organisation at the time of inspection but knows that it took place code yes. 

DO NOT READ OUT. SINGLE CODE.

	Yes 
	1
	

	No 
	2
	GO TO SECTION D

	Not sure 
	3
	




ASK IF REMEMBER INSPECTION (B3=1) 
B4	Have you received your Food Hygiene Rating for this site yet?  
IF NECESSARY: The rating will be from zero to five

	DO NOT READ OUT. SINGLE CODE.
	Yes 
	1
	

	No but we expect to receive the rating soon 
	2
	GO TO SECTION D

	No 
	3
	

	Not sure 
	4
	



ASK IF HAVE FHRS (B2 =1 OR B4=1)
[bookmark: _Hlk85444282]B5	Thinking specifically about the green and black food hygiene rating sticker, what rating has this site been given?
IF NECESSARY: what does the sticker say?

INTERVIEWER: if the respondent mentions a number of STARS, please query: ‘You just mentioned stars, are you definitely referring to the Food Hygiene Rating Scheme, which has a green and black logo, with your rating in a CIRCLE?’ [INTERVIEWER, if they are NOT referring to the green and black Food Hygiene Rating Scheme, please recode B3 (or B2 if B3 was not answered).

DO NOT READ OUT. SINGLE CODE.
	[IF ENG/NI: Awaiting inspection; IF WALES: Rating awaited]
	1

	0  - Urgent Improvement Necessary
	2

	1  - Major Improvement Necessary
	3

	2  - Improvement Necessary
	4

	3  - Generally Satisfactory
	5

	4  - Good
	6

	5  - Very Good
	7

	Don’t know
	8




ASK IF KNOW RATING AND RATING IS LESS THAN 5 (B5=2 to 6)
B6	Are you satisfied with the rating you received?

DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3



ASK IF NOT SATISFIED WITH RATING (B6=2)
B7 	Why are you not satisfied with the rating you received?

do not read out. multicode. 
	Received a low rating
	1

	Rating was lower than expected / expected a higher rating 
	2

	Rating was lower/worse than last time 
	3

	I am doing things the same as before, but I received a lower rating 
	4

	The score/rating may stop some customers using us / gives them a bad impression/Competitors have higher rating 
	5

	Inspector was not fair/Rating is unfair / I do not agree with it 
	6

	Inspection time was inconvenient (e.g. busy time of day) 
	7

	Rating due to poor confidence in management score / paperwork / record keeping 
	8

	Made improvements as required but still got a low rating 
	9

	Other reason (write in) 
	10

	Don’t know
	11



IF KNOW RATING (B5=2 to 7)
B7a	What is the lowest Food Hygiene Rating you would be satisfied with?

DO NOT READ OUT. SINGLE CODE.
	0 - Urgent Improvement Necessary
	1

	1 - Major Improvement Necessary
	2

	2 - Improvement Necessary
	3

	3 - Generally Satisfactory
	4

	4 – Good
	5

	5 - Very Good
	6

	Don’t know
	7



ASK IF HAVE RATING OF 0-4 (B5= 2 TO 6)
B8 	Have you made any changes to the way you do things at your premises in order to improve your Food Hygiene Rating at the next inspection?

DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3




ASK IF MADE CHANGES (B8=1)
B9	And what changes have you made at your premises in order to achieve a higher Food Hygiene Rating at your next inspection? PROBE FULLY: What other changes?
	DO NOT READ OUT. MULTICODE.
	Purchasing additional equipment 
	1

	Undertaking repairs / improvement works
	13

	Cleaning equipment more regularly 
	2

	Monitoring fridge temperatures 
	3

	Cleaning of the workplace/premises (including more thorough/creating rotas) 
	4

	Labelling food with the date it was opened
	5

	Improve documentation/ record keeping (including updating/ utilising HACCP) 
	6

	Recording what is done every day in a diary
	7

	Using different equipment (chopping boards, utensils etc) for different foods to avoid cross-contamination
	8

	Fixing structural issues

	11

	Improving or implementing staff training
	12

	Other (write in) 
	9

	Don’t know
	10




ASK IF HAVE FHRS (B2 =1 OR B4=1)
B10    Is your Food Hygiene Rating sticker clearly on display at your premises?
	DO NOT READ OUT. SINGLE CODE.
	Yes – somewhere where it is CLEARLY visible to customers
	1

	Yes – somewhere where it is NOT CLEARLY visible to customers (e.g. a kitchen or office) 
	2

	No 
	3

	Don’t know 
	4



ASK IF ON DISPLAY (B10=1 OR 2)
B11	Can I just check, can customers clearly see your Food Hygiene Rating sticker from the OUTSIDE of your premises, in other words, without having to enter your premises?

DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know 
	3



ASK IF STICKER IS VISIBLE FROM THE OUTSIDE (B11 = 1) AND LOCATED IN WALES OR NORTHERN IRELAND (COUNTRY = 2 OR 3) 

B11a Is your Food Hygiene Rating sticker displayed at or near all customer entrances to your premises, so it is visible from outside before customers enter the business?
	DO NOT READ OUT. SINGLE CODE. 

	Yes – clearly displayed at our only customer entrance/all customer entrances
	1

	No – displayed clearly at some entrances
	2

	No – not clearly displayed at any entrance
	3

	Not applicable - Site does not have its own customer entrance
	4

	Don’t know
	5




ASK IF NOT ON PUBLIC DISPLAY (B10=3 or B11=2) OR NOT AT CUSTOMER ENTRANCES IN WALES OR NORTHERN IRELAND (B11A=3)
B15	[IF B11A=3: You said that your Food Hygiene Rating is not displayed at or near any of the entrances to your business.] Why is your Food Hygiene Rating not on display where your customers can clearly see it?
DO NOT READ OUT. MULTI CODE.
	I do not have to display it / it’s not compulsory 
	1

	Didn’t know we should display it / didn’t know it was compulsory 
	2

	Poor/ low Food Hygiene Rating 
	3

	Business policy not to display ratings
	5

	Doesn’t suit the surroundings 
	6

	It is more important for staff to see it than the public 
	7

	I do not agree with the rating / the rating is unfair 
	8

	I do not like the rating system 
	9

	I do not understand the scheme 
	10

	It’s not relevant to our business 
	11

	Similar businesses in this area do not display their stickers 
	12

	We have lost the sticker 
	13

	There’s nowhere suitable to show it so it is visible from outside, before customers enter the business 
	16

	Another reason (write in) 
	14

	Don’t know
	15




ASK IF ENGLAND FBO AND NOT PUBLIC DISPLAY (COUNTRY=1 AND B10=3 or B11=2)
B16	What would encourage you to display your Food Hygiene Rating where customers could clearly see it?
DO NOT READ OUT. MULTI CODE.
	CODE 1 REMOVED
	

	If it was the law 
	2

	Fines for not displaying 
	3

	If we had a better Food Hygiene Rating 
	4

	A fairer Food Hygiene Rating scheme 
	5

	If other businesses in the area were displaying theirs 
	6

	If customers asked to see it 
	7

	If I understood the scheme 
	8

	If we could have our lost sticker re-issued 
	9

	Another reason (write in) 
	10

	(single code only) Nothing would encourage me
	11

	Don’t know
	12



ASK IF ENGLAND ONLY (COUNTRY = 1) AND HAVE FHRS (B2 =1 OR B4=1)
B17	And thinking more generally now about the Food Hygiene Rating, what is the lowest Food Hygiene Rating that you would consider ‘good enough’ to display at your business? 
IF NECESSARY: the rating will be from zero to five.
DO NOT READ OUT. SINGLE CODE.
	0 - Urgent Improvement Necessary
	1

	1 - Major Improvement Necessary
	2

	2 - Improvement Necessary
	3

	3 - Generally Satisfactory
	4

	4 - Good
	5

	5 - Very Good
	6

	Don’t know
	7

	None/ I don’t agree with the scheme
	8


	

	IF KNOW RATING (ASK IF B5=2 TO 7)
[bookmark: _Hlk116395810]B18a	Do you display your Food Hygiene Rating online? For example, on your website, on social media accounts or a third-party website.

	DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3





IF DISPLAY ONLINE (ASK IF B18A=1)
B18b	Does your business currently display its Food Hygiene Rating on any of the following online platforms?
READ OUT. SINGLE CODE PER ROW, 
		
	Yes
	No
	Don’t know

	_1 On your website (general)
	1
	2
	3

	_2 IF A4_2=1 AND B2 =1: On the online ordering function on your website 
	1
	2
	3

	_3 IF A4_1=1 AND B2 =1: On a third-party website/app (e.g.,such as. JustEat, UberEATS or Deliveroo)
	1
	2
	3

	_4 IF A4_3=1 AND B2 =1: On the online ordering function on social media (e.g. such as Instagram, X (formerly known as Twitter), or Facebook) 
	1
	2
	3

	_5 IF A4_4=1 AND B2 =1: Through another online platform
	1
	2
	3




	IF DISPLAYS RATING ONLINE (B18a = 1)
B18ba Why do you display your Food Hygiene Rating online?
	DO NOT READ OUT. MULTICODE

	To show customers we take food hygiene seriously 
	1

	It improves our reputation 
	2

	It helps build trust 
	3

	It helps attract more customers 
	4

	We are proud of our rating 
	5

	Customers expect to see it online 
	6

	It gives us a competitive advantage over other businesses
	7

	It is automatically displayed by the platform we use (e.g. JustEat, Deliveroo) 
	8

	It’s easy to do so using the FSA’s tools and guidance
	9

	Other (write in) 
	10

	Don’t know
	11



IF DISPLAYS ON ORDERING FUNCTION ON SOCIAL MEDIA (B18B_4=1)
B18d 	You mentioned you display your Food Hygiene Rating on the online ordering function on social media. Which social media platforms do you display your rating on? 
DO NOT READ OUT. MULTICODE
	Facebook
	1

	Facebook Marketplace
	2

	Instagram
	3

	WhatsApp
	4

	X (formerly known as Twitter)
	5

	TikTok
	6

	Other (write in)
	7

	Don’t know 
	8



[bookmark: _Hlk116395865]ASK IF NOT USING RATING ONLINE (IF B18b_1-5 ALL CODE 2/3 OR B18a CODE 2-3) 
B19	Would you consider displaying your Food Hygiene Rating on the online platforms used by your business as a food ordering facility in the future? For example, your website, a third-party website  or social media accounts.
DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3


 ASK IF ANSWERED YES (B19=1)
B20	What online platforms would you consider displaying your Food Hygiene Rating on?
	DO NOT READ OUT. MULTICODE.
	On your website (general)
	1

	IF A4_2=1: On the online ordering function on your website 
	2

	IF A4_1=1: On a third-party website/app (e.g.,such as. JustEat, UberEATS or Deliveroo) 
	3

	IF A4_3=1: On the online ordering function on social media (e.g. such as Instagram, X (formerly known as Twitter), or Facebook)
	4

	IF A4_4=1: Through any other online platform   
	5

	Another way (write in)
	6

	Don’t know
	7

	Not applicable – business would not consider displaying rating on any online platform/no need for online platforms
	8



	ASK ALL WHO DO NOT DISPLAY RATING ONLINE (B18A = 2)
B20aa What would encourage you to display your Food Hygiene Rating online in the future? 
	DO NOT READ OUT. MULTI CODE.

	If it was the law
	1

	If there were fines or penalties for not displaying it
	2

	If we received a better Food Hygiene Rating
	3

	If the rating system felt fairer 
	4

	If other businesses were displaying their rating online
	5

	If customers asked or expected to see it online 
	6

	If we had technical support or guidance on how to do it
	7

	If it helped improve our reputation or attract more customers
	8

	Other (WRITE IN)
	9

	Nothing would encourage me to display my rating online
	10

	Don’t know
	11



IF KNOW RATING (ASK IF B5=2 TO 7)
B20a	Regardless of whether or not you currently use a third-party website/app (e.g. such as. JustEat, UberEATS or Deliveroo), how would you feel about a third-party website/app displaying your food hygiene rating in a readily seen location on the site rather than behind a ‘click-through’ location? 
	ADD IF NECESSARY: This would mean displaying the rating in a readily seen location where customers can see the rating without having to actively seek it out.    
Would you say it was a…
READ OUT. SINGLE CODE.
	Very good thing
	1

	Fairly good thing
	2

	Neither a good nor a bad thing
	3

	Fairly bad thing
	4

	Very bad thing
	5

	Don’t know
	6


        
ASK IF USE OWN ORDERING FACILITY BUT DOESN’T DISPLAY RATING (A4_2=1 AND B18b_2=2) OR IF USE SOCIAL MEDIA FOR ORDERING BUT DON’T DISPLAY RATING (A4_3=1 AND B18b_4=2)

B21	You said that you currently don’t display your Food Hygiene Rating on [IF DO NOT DISPLAY ON OWN ORDERING FUNCTION (B18B_2=2): the online ordering function on your website; [IF DO NOT DISPLAY ON BOTH PLATFORMS (B18B_2=2 AND B18B_4=2)] and [IF DO NOT DISPLAY ON SOCIAL MEDIA (B18B_4=2): the social media ordering functions you use]. Why is this?
DO NOT READ OUT. MULTICODE.
	Customers aren’t interested in our rating
	1

	It isn’t necessary to display the rating
	2

	I do not have to display it / it’s not compulsory 
	3

	Poor/ low Food Hygiene Rating 
	4

	I do not agree with the rating / the rating is unfair 
	7

	It’s not relevant to our business 
	10

	We don’t have the technical facilities and/or skills to do this
	11

	We just have not got round to doing it
	14

	We have not thought to do it before
	15

	We’re unable to do this on our website/ social media accounts 
	16

	Other (write in)
	12

	Don’t know
	13




ASK IF HAVE FHRS (B2 =1 OR B4=1)
B24  How important is it to your business that you have a Food Hygiene Rating?
READ OUT. SINGLE CODE.

	Very important
	1

	Fairly important
	2

	Neither important nor unimportant
	3

	Fairly unimportant
	4

	Very unimportant
	5

	Don’t know
	6



ASK IF RATING ON DISPLAY (B10 = 1 or B11=1)
B23	To what extent do you agree or disagree with the following statements about the Food Hygiene Rating scheme….? 
READ OUT. SINGLE CODE PER ROW, RANDOMISE ROWS.
	
	Strongly agree
	Agree
	Neither agree disagree
	Disagree
	Strongly disagree
	Don’t know

	_1 I am proud of my business’ Food Hygiene Rating
	1
	2
	3
	4
	5
	6

	_2 Having a good Food Hygiene Rating is attractive to customers
	1
	2
	3
	4
	5
	6

	_3 I/We work hard to maintain/improve our hygiene rating
	1
	2
	3
	4
	5
	6

	_4 Displaying my Food Hygiene Rating improves the reputation of my business
	1
	2
	3
	4
	5
	6

	_5 Displaying my Food Hygiene Rating gives my business more customers 
	1
	2
	3
	4
	5
	6

	_6 Displaying my Food Hygiene Rating shows customers that we take food hygiene seriously
	1
	2
	3
	4
	5
	6

	_7 Having a higher rating gives me a competitive advantage over businesses that have lower ratings
	1
	2
	3
	4
	5
	6

	8 Displaying my Food Hygiene Rating helps inform customers about our hygiene standards
	1
	2
	3
	4
	5
	6

	9 I feel my rating reflects the actual hygiene standards of my business
	1
	2
	3
	4
	5
	6








Contact with LA Food Team
The next series of questions are about contact you may have had with the Local Authority responsible for carrying out your food hygiene inspection and information you received from them on the findings of your inspection.
ASK IF HAVE FHRS (B2 =1 OR B4=1)
C1	Do you recall receiving an inspection letter or report from your local authority explaining the outcome and your rating? 
	ADD IF NECESSARY: This letter or report would have told you your overall Food Hygiene Rating and how the rating was worked out. It may have contained your sticker to put on display. The letter or report would have been sent out following your last (most recent) inspection.

DO NOT READ OUT. SINGLE CODE.
	Yes, I can remember receiving this letter or report
	1

	No, I cannot remember receiving this letter or report
	2

	Don’t know
	3




ASK IF RECEIVED LETTER OR REPORT AND HAVE FHRS RATING OF 4 OR LESS (C1=1 AND B5 = 2 TO 6)
C2	Thinking about the letter or report you received after your most recent inspection, do you recall if it told you what improvements you would need to make to achieve the highest Food Hygiene Rating of 5 at your premises?
	DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3




ASK IF HAVE FHRS (B2 =1 OR B4=1)
C3 	Following an inspection, are you aware that if you are unhappy with your rating you can…
	 READ OUT. SINGLE CODE AT EACH.
	
	Yes, I am aware
	No, I am not aware
	Don’t know

	Request an appeal?

IF NECESSARY: If you think that the rating you have been given following an inspection is wrong or unfair - in other words it does not reflect the hygiene standards at the time of inspection - you can appeal against this. An appeal must be made  to your inspecting local authority within 21 days of receiving a rating.
	1
	2
	3

	Request a ‘right to reply’?

IF NECESSARY: Your right to reply allows you to tell customers how your business has improved its hygiene standards or if there were unusual circumstances at the time of inspection. This response will be published online, alongside your rating, by the local authority.
	1
	2
	3

	Request a re-rating?

IF NECESSARY: If you make the improvements to hygiene standards that our food safety officer raised at your last planned inspection, you can request a re-visit before the next planned inspection.  
	1
	2
	3



(ASK IF RECEIVED LETTER OR REPORT (C1 = 1) 

C3a 	Thinking about the letter or report you received after your most recent inspection, do you recall if it told you that you could request an appeal, re-rating or right to reply if you were unhappy with your rating?

	DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3




ASK IF HAVE FHRS (B2 =1 OR B4=1) AND ARE AWARE OF AN APPEAL (C3_2=1) AND RATING OF 4 OR BELOW (B5 = 1-6)
C14 	Did your establishment appeal the rating it was given at its last inspection? An appeal must be made within 21 days of receiving a rating.
DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3



IF DIDN’T APPLY FOR AN APPEAL AND NOT SATISFIED WITH RATING (C14=2 AND B6=2) AND RATING OF 4 OR BELOW (B5 = 1-6)

C15 	Why did you not apply for an appeal?
	DO NOT READ OUT. MULTI CODE.
	I wasn’t aware it was an option
	1

	I didn’t have enough information on how to apply for an appeal
	2

	I don’t understand how appeals work
	3

	The scheme is not relevant to our business
	6

	I did not think we would get a higher rating
	7

	I don’t think the rating system is fair
	8

	The appeal is carried out by the same authority that issues the rating
	9

	I applied for a re-rating inspection instead as I did not meet the criteria for making an appeal

	10

	It does not matter enough
	15

	We have other priorities
	17

	I didn’t want to spend the time doing it/ lack of time
	18

	Other (write in)
	11

	Don’t know
	12



ASK IF HAVE FHRS (B2 =1 OR B4=1) AND AWARE OF RIGHT TO REPLY (C3_1 =1) AND RATING IS 4 OR LESS (B5 = 1-6)
C7	Has your establishment exercised its ‘right to reply’ by sending comments to the local authority about the most recent rating you have been given? 

DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3




ASK IF HAVEN’T EXERCISED RIGHT TO REPLY AND NOT SATISFIED WITH SCORE (C7=2 AND B6=2) AND RATING IS 4 OR LESS (B5 = 1-6)
C8	Why did you not exercise your ‘right to reply’?

DO NOT READ OUT. MULTI CODE.
	I wasn’t aware it was an option
	1

	I didn’t have enough information on how to reply
	2

	I don’t understand how right to reply works
	3

	The scheme is not relevant to our business
	6

	I do not think my reply would be published
	7

	I don’t think the rating system is fair
	8

	I didn’t want to spend the time doing it/ lack of time
	9

	I was worried it would impact on my future ratings
	10

	Used a different safeguard instead (i.e. applied for an appeal/re-rating)
	13

	It does not matter enough
	15

	We have other priorities
	

	Other (write in) 
	11

	Don’t know
	12





ASK IF HAVE FHRS (B2 =1 OR B4=1) AND RATING IS 4 OR BELOW (B5 = 1-6) AND ARE AWARE OF A RE-RATING (C3_3=1) 
C4 	Has your establishment applied for a re-rating inspection from the local authority since your last inspection? 

DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3




IF DIDN’T APPLY FOR A RE-RATING AND NOT SATISFIED WITH RATING AND RATING IS 4 OR BELOW (C4=2 AND B6=2 AND B5 = 1-6)
C5	Why did you not apply for a re-rating?
	DO NOT READ OUT. MULTI CODE.
	I wasn’t aware it was an option
	1

	I didn’t have enough information on how to apply
	2

	I don’t understand how re-rating works
	3

	The scheme is not relevant to our business
	6

	I did not think we would get a higher rating
	7

	I don’t think the rating system is fair
	8

	The fees are too high/because we have to pay for it 
	9

	The re-rating is carried out by the same authority that issues the rating
	10

	Used a different safeguard instead (i.e. applied for an appeal/ exercised right to reply)
	13

	There is no point until we’ve made relevant changes
	14

	It does not matter enough 
	15

	We have other priorities right now
	18

	Rating is not low enough to apply
	16

	I didn’t want to spend the time doing it/ lack of time 
	17

	We will wait until our next inspection 
	16

	Other (write in) 
	11

	Don’t know
	12



ASK IF HAVE FHRS AND ENG (IF (B2 =1 OR B4=1) AND COUNTRY=1)
C9	How would you feel if a scheme was introduced where you were required by law to display your Food Hygiene Rating sticker at your premises?  Would you say it would be a...

READ OUT. SINGLE CODE.
	Very good thing
	1

	Fairly good thing
	2

	Neither a good nor a bad thing
	3

	Fairly bad thing
	4

	Very bad thing
	5

	Don’t know
	6



ASK IF RESPONSE (BAD) AT C9 (C9=3 TO 5) 
C10a	Why do you say it would be a [INSERT RESPONSE FROM C9]?
	IF NECESSARY: PROBE ON IMPACT ON BUSINESS AND/OR CUSTOMERS, RELEVANCY, FAIRNESS, THOUGHTS ON LEGAL ELEMENT.
	WRITE IN

	Don't know
	1



ASK IF RESPONSE (GOOD) AT C9 (C9=1 TO 2)
C10b	Why do you say it would be a [INSERT RESPONSE FROM C9]?

	IF NECESSARY: PROBE ON IMPACT ON CUSTOMERS AND OR BUSINESS, RELEVANCY, FAIRNESS .
	WRITE IN

	Don't know
	1




	IF HAVE FHRS AND WALES/NI (ASK IF B2 =1 OR B4=1 AND COUNTRY=2/3)
C11	And were you aware before this interview that it is a legal requirement in [IF WALES: Wales; IF NI: Northern Ireland] to have your FHRS rating publicly on display at your premises?

DO NOT READ OUT. SINGLE CODE.
	Yes
	1

	No
	2

	Don’t know
	3



IF HAVE FHRS AND WALES/NI (ASK IF B2 =1 OR B4=1 AND COUNTRY=2/3)
C12	And how do you feel generally about the legal requirement to display your Food Hygiene Rating at your premises?

READ OUT. SINGLE CODE.
	Very good thing
	1

	Fairly good thing
	2

	Neither a good nor a bad thing
	3

	Fairly bad thing
	4

	Very bad thing
	5

	Don’t know
	6



IF FEEL BAD ABOUT THE LEGAL REQUIREMENT TO DISPLAY (C12=3 TO 5)
C12B	Why do you say this?
	IF NECESSARY: PROBE ON IMPACT ON BUSINESS AND/OR CUSTOMERS, RELEVANCY, FAIRNESS, THOUGHTS ON LEGAL ELEMENT FULLY.
	WRITE IN

	Don't know
	1


 	
	ASK IF RESPONSE (GOOD) AT C12 (C12=1 TO 2)
C12anew	Why do you say it is a [INSERT RESPONSE FROM C12]?

	PROBE ON IMPACT ON CUSTOMERS AND OR BUSINESS, RELEVANCY, FAIRNESS. 
	

	Don't know
	1



	IF HAVE FHRS (B2 =1 OR B4=1)
C12c	How would you feel if a scheme was introduced where you are required by law to display your Food Hygiene Rating on all your online ordering platforms? (This includes all forms of online ordering facilities such as company websites, third-party websites, social media). This would mean displaying the rating in a readily seen location where customers can see the rating without having to actively seek it out.
	PROBE FULLY.
	WRITE IN

	Don't know
	1

	N/A - do not have an online platform (e.g. website, social media, or other online platforms e.g. Deliveroo)
	2



	IF HAVE FHRS OR AWAITING RATING (B2 =1 OR B4=1)
C13	Which, if any, of the following online facilities do you think should be required by law to display Food Hygiene Ratings? 

READ OUT. MULTICODE. RANDOMISE CODES.
	Restaurants and takeaways’ own websites
	1

	Restaurants and takeaways’ own online ordering facilities
	2

	Takeaway ordering aggregators or apps (e.g. Just Eat, UberEATS, Deliveroo)
	3

	Social media (such as Facebook, Instagram and X (formerly known as Twitter))
	4

	Restaurant table booking sites (e.g. OpenTable, Bookatable)
	5

	Hotels’ and guest houses’ own websites where they serve or supply food
	6

	Accommodation booking websites (e.g. Booking.com, Trivago, Expedia) 
	7

	Supermarket websites
	8

	None of the above
	9

	Don’t know
	11



ASK ALL
C18  Are you aware of any tools or guidance provided by the Food Standards Agency (FSA) to help businesses display their Food Hygiene Rating online on their own websites and/or social media?
DO NOT READ OUT. SINGLE CODE.
	Yes, I am aware of guidance or tools from the FSA
	1

	Yes, but I’m not sure if it was from the FSA
	2

	No, I am not aware of any guidance or tools
	3

	Don’t know
	4



Thank and close
ASK ALL
Thank you for your time today. Would you be willing for IFF Research to call you back regarding this particular study, if we need to clarify any of the information? This would be before the end of the project, which is expected to be in January 2026.
	Yes
	1
	

	No
	2
	



ASK ALL 
D1a 	The Food Standards Agency may carry out follow-up research on this topic in the next two years. To enable this, they may share your information with research agencies appointed to carry out this research on their behalf.
[READ OUT IF RESPONDENT REQUESTS]: The full privacy policy can be found here: https://www.food.gov.uk/about-us/privacy-notice-for-participants-in-fsa-research-projects
Would you be willing for IFF Research to share your name, email address and your survey responses with the FSA to allow them to contact you again for follow up research?
	Yes
	1

	No
	2

	
	



ASK ALL
D3	The Food Standards Agency have produced an email for those that complete this survey which links to a website with guidance on the food hygiene rating scheme, including how to display a rating online. Would you be interested in receiving this email?
	Yes
	1

	No
	2



IF CONSENT TO fsa email (D3=1)
D4     Can I take some details so that we can send this email over to you?
	Name
	WRITE IN

	Email address
	WRITE IN AND SEND FSA EMAIL

	
	



IF CONSENT TO FSA FOLLOW UP RESEARCH (D1A=1) 
D4A     Can I take some details so that we can share them with the FSA please?
	Name
	WRITE IN

	Email address
	WRITE IN 

	
	



IF CONSENT TO recontact (D1=1)
And could I just check, is [NUMBER] the best number to call you on?
	Yes
	1
	

	No - write in number
	2
	




READ OUT TO ALL: Just to confirm, we’ll be keeping your anonymised responses to the interview for analysis purposes and if you’d like a copy of your data, to change your data or for your data to be deleted then please get in contact with us at fsaschemesurvey@iffresearch.com.

You also have the right to lodge a complaint with the Information Commissioners Office (ICO) and you can do so by calling their helpline on 0303 123 1113.
	THANK RESPONDENT AND CLOSE INTERVIEW


Reassurance Email

Dear NAME,

The Food Standards Agency has commissioned IFF Research, an independent research agency, to conduct research exploring current views and attitudes relating to the Food Hygiene Rating Scheme (FHRS) and its impact on businesses.

The views of businesses that sell or serve food such as yours are very important to this research and therefore between September 2025 and November 2025, IFF Research will conduct a survey of around 1,350 businesses. 

Please be assured that all information collected will be treated in the strictest confidence, and that you have the right to have a copy of your data, change your data or withdraw from the research at any point. 

Results will be reported in the form of statistics and your responses will not be linked back to you. If you would like to find out any more information about IFF’s GDPR policy, please visit https://www.iffresearch.com/gdpr/

IFF Research are an independent research organisation that adhere to the Market Research Society Code of Conduct. If you have any further questions relating to the study please contact us at fsaschemesurvey@iffresearch.com or call us on 0808 175 6985.
 
Kind regards,  
Andrew Skone James,
Director, IFF Research



Useful links email
Dear <NAME>,

Thank you for taking part in the Food Standards Agency’s survey on the Food Hygiene Rating Scheme (FHRS). 

During the survey you mentioned that you would be interested in receiving information that might be useful to businesses like yours. Below, you’ll find links to general guidance on the food hygiene rating scheme and guidance on displaying your rating online. 

Guidance on the food hygiene rating scheme: www.food.gov.uk/business-guidance/food-hygiene-ratings-for-businesses

Guidance on online display of food hygiene ratings: https://www.food.gov.uk/business-guidance/displaying-your-food-hygiene-rating-on-your-website-or-app 

IFF Research are an independent research organisation that adhere to the Market Research Society Code of Conduct. If you have any further questions relating to the study please contact us at fsaschemesurvey@iffresearch.com or call us on 0808 175 6985.

Kind regards,  

Andrew Skone James,
Director, IFF Research





[bookmark: _Toc225955841]Appendix D – Weighting efficiency profile by country 
	
	Survey
	Audit

	England
	95%
	94%

	Northern Ireland
	95%
	94%

	Wales
	99%
	98%



Weighting efficiency was calculated using effective sample size (ESS = (Σw)²/Σw²). 
Weighting efficiency is the ESS as a percentage of actual sample size (n):
Efficiency = (ESS / n) × 100
[image: Food Standards Agency. ]
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