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[bookmark: _Toc231548187]Introduction
The Food Standards Agency (FSA) has tracked the attitudes of small and micro Food Business Operators (FBOs) towards food‑related issues, and levels of trust in the FSA and the wider food system, since 2018. This has helped inform engagement and intervention activity targeted at businesses with fewer than 50 staff. 
The survey was initially developed to assess the perceived impact of changes as a result of the UK’s exit from the European Union (EU) and the Achieving Business Compliance (ABC) programme. Since then, it has evolved to regularly track small and micro FBO views on a range of subjects. In 2025, the fifth wave of the annual tracking survey was carried out, with the following aims:
To ‘unpack’ attitudes towards regulation and deepen insights and knowledge of small and micro enterprises,
To measure trust in the FSA and extent to which FSA is considered a modern, accountable regulator.
This report comprises results of the fifth wave of this now biennial tracking survey, with previous waves conducted in 2018, 2019, 2021, and 2023.[footnoteRef:1] Owing to the COVID-19 pandemic, the survey was not carried out in 2020 and from thereon, the survey became biennial.  [1:  All fieldwork for Wave 5 was carried out by IFF Research, an independent market research company, commission by FSA and FSS.] 

In 2025, the tracking survey was expanded to include Scottish FBOs, enabling Food Standards Scotland (FSS) to gather comparable insights under the same research objectives. Findings specific to Scottish FBOs were published in a separate report by FSS. Since the methodological approach was directly aligned with Wave 5 of the FSA tracking survey, this paper reports on both. 
The remainder of this report details the methodological approach taken in 2025, covering sampling process, pilot and mainstage fieldwork, response rates, weighting and ethics.

[bookmark: _Toc160804034][bookmark: _Toc231548188]Sampling
Businesses were eligible for the research if they were small and micro FBOs (i.e., less than 50 employees) operating in England, Northern Ireland, Wales and Scotland, and were in sectors in-scope for the research (using the UK Standard Industrial Classification (SIC)).[footnoteRef:2]  [2:  The sectors chosen as in-scope is consistent with those sampled in waves 1 and 2, with the exception of Primary Food Producers (who were excluded in wave 3) and sectors that specialised in the production of animal feed. Figure 7.1 in the appendices presents the SIC codes of in scope sectors and how they were grouped during fieldwork and analysis. ] 

IFF Research obtained information on the underlying population of businesses eligible for the Tracker in terms of sector and size from the Office of National Statistics Interdepartmental Business Register (IDBR) sourced from NOMIS (UK Business Counts) on 24 July 2025. 
FSA population
Once eligible business population counts had been obtained, the Food Hygiene Rating Scheme (FHRS) ratings in England, Northern Ireland and Wales were applied to derive the number of eligible businesses in rating groupings. This information was obtained from the weighting profile applied in Wave 4 of the Tracker.[footnoteRef:3]  [3:  The profile of FHRS ratings in England, Northern Ireland and Wales has remained broadly consistent since 2023.] 

In total, there were 255,400 businesses deemed eligible for the research: 234,095 in England, 7,710 in Northern Ireland and 13,595 in Wales. 
The profile of the underlying eligible population was applied to the initial target of 700 interviews (500 in England and 100 in both Northern Ireland and Wales) to produce proportional country-level targets by sector grouping, FHRS rating and number of employees. These proportional targets were then modified to ensure sufficient base sizes for robust analysis (see Table 1). 





Table 1 Wave 5 FSA targets by sector grouping, FHRS rating and size by country
	Sector grouping
	England
	Northern Ireland
	Wales
	Total

	Manufacturing
	    30 
	    10 
	    10 
	    50 

	Wholesale
	    40 
	    10 
	    10 
	    60 

	Retail
	   130 
	    20 
	    20 
	   170 

	Accommodation
	    30 
	    10 
	    10 
	    50 

	Food and beverage service activities
	   270 
	    50 
	    50 
	   370 

	FHRS rating
	England
	Northern Ireland
	Wales
	Total

	0 to 2
	    30 
	    10 
	    10 
	    50 

	3
	    40 
	    10 
	    10 
	    60 

	4
	    80 
	    20 
	    20 
	   120 

	5
	   270 
	    50 
	    50 
	   370 

	Awaiting inspection / Exempt
	    80 
	    10 
	    10 
	   100 

	Number of employees
	England
	Northern Ireland
	Wales
	Total

	Fewer than 10
	   410 
	    70 
	    70 
	   550 

	Between 10 and 19
	    60 
	    20 
	    20 
	   100 

	Between 20 and 49
	    30 
	    10 
	    10 
	    50 

	Total
	500
	100
	100
	700


FSS population
As was the case with FBOs in England, Northern Ireland and Wales, once eligible business population counts had been obtained, the incidence of Food Hygiene Information Scheme (FHIS) ratings was applied to derive the number of eligible businesses in rating groupings using the FHIS database. 
In total, there were 23,060 businesses deemed eligible for the research in Scotland. The profile of the underlying eligible population was applied to the overall target of 150 interviews to produce proportional targets by sector grouping, FHIS rating and number of employees (see Table 2).


Table 2 FSS targets by sector grouping, FHRS rating and size.
	Sector grouping
	Scotland

	Manufacturing
	15

	Wholesale
	15

	Retail
	30

	Accommodation
	15

	Food and beverage service activities
	75

	FHIS rating
	Scotland

	Improvement required
	15

	Pass
	110

	Awaiting inspection / Exempt
	25

	Number of employees
	Scotland

	Fewer than 10
	105

	Between 10 and 19
	30

	Between 20 and 49
	15

	Total
	150


Sample source
Contact details for businesses in both the FSA and FSS were sourced from a commercial sample provider (specifically Market Location).[footnoteRef:4] This approach was taken as it was more efficient than obtaining sample directly from the FHRS and FHIS databases and retrospectively identifying and appending telephone contact details. It also offered the potential of more in-depth analysis with the achieved survey sample, as telephone contact details and firmographic data (e.g., employee numbers and sector) were available in the starting sample, and it allowed for the exclusion of ineligible businesses before contact was made.  [4:  The source of Market Location’s database includes Companies House feeds, new business telephone numbers registered with the BT directories, as well as call outcomes from Market Location’s call centre (which makes Market Location a ‘data owner’). Every record in Market Location’s database is called at least once every 12 months to check that the contact details and firmographic information held are up-to-date. Market Location can be described as a ‘data originator’ in that they own the data and supply this to other resellers, including Experian, Ofcom, Google etc. We use Market Location sample for the vast majority of our public sector work. Market Location updated their sample with the latest FHRS ratings as of August 2025 using the FSA database to ensure it was accurate at the time of the draw. ] 

Market Location used a stratified random sampling approach to draw the sample against an interlocking grid of targets proportionate to the population profile, ensuring the sample was representative of the broader FBO population. The initial sample was drawn from Market Location on 28 August 2025 with an additional top‑up sample incorporated on 28 October 2025 to support achievement of targets within the food and beverage sector.
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.


[bookmark: _Toc160804035][bookmark: _Toc231548189]Telephone fieldwork 
Pilot fieldwork
Between 22 September and 25 September 2025, pilot interviews were conducted with 41 food businesses across England, Northern Ireland, Wales and Scotland. 
Scottish FBOs were issued the same questionnaire, with relevant text substitutions applied (e.g. FSS in place of FSA) and routing used to exclude any questions that did not apply to their context. Table 9 in Appendix A presents the number of interviews completed by nation, sector and number of employees. 
Prior to the commencement of pilot fieldwork, all interviewers received a briefing on the survey and were issued with written instructions. This provided them with an understanding of the background to the research, the questionnaire design, the screening criteria and the sample design. 
Each pilot interview involved running through the questionnaire from start to finish as it would be during mainstage fieldwork. Throughout, interviewers took detailed notes of how businesses responded to questions, points of confusion and any additional feedback they provided. Respondents were also able to share feedback on specific questions selected to test and develop further at the end of the survey. 
Due to survey length issues identified in Wave 4, a substantial number of questions were removed for Wave 5. In addition, a short section on food hypersensitivities and allergen information was introduced. These changes successfully reduced the average interview time to around 25 minutes during pilot fieldwork. The shorter survey also contributed to lower dropout rates among participants who passed the screener and entered the main survey, compared with the previous wave’s pilot.
The questionnaire performed well overall. There were no reported comprehension issues with any of the new questions introduced in this wave, and very few questions generated high levels of ‘Don’t know’ responses. The pilot results confirm that the questionnaire was functioning effectively and no changes were enacted before entering mainstage fieldwork.
Mainstage fieldwork
Mainstage fieldwork was carried out between 1 October and 21 November 2025. The final version of the questionnaire used in mainstage fieldwork can be found in Appendix C.
As with the pilot, prior to commencement of mainstage fieldwork all interviewers received a briefing on the survey and were issued with written instructions. This ensured that interviewers understood the background to the research, the questionnaire design, the screening criteria, and the sample design.
Mainstage fieldwork was successful, hitting the targeted number of completed interviews across all four countries. Including pilot respondents, a total of 700 food businesses were interviewed in England, Northern Ireland and Wales, and 150 interviews were conducted in Scotland. The two sections below present the number of interviews completed by county, sector, size and FHRS/FHIS rating.
FSA fieldwork
[bookmark: _Ref222485160]Table 3 Profile of mainstage interviews with food businesses by country
	Country
	Completed 

	England
	500

	Northern Ireland
	100

	Wales
	100

	Sector group
	Completed 

	Manufacturing
	44

	Wholesale
	66

	Retail
	181

	Accommodation
	43

	Food and beverage service activities
	366

	Number of employees
	Completed 

	Fewer than 10
	550

	Between 10 and 19
	90

	Between 20 and 49
	60

	FHRS rating
	Completed 

	0-2
	27

	3
	84

	4
	108

	5
	436

	Awaiting inspection
	45



FSS fieldwork
Table 4 Profile of mainstage interviews with Scottish food businesses by sector
	Sector group
	Completed 

	Manufacturing
	16

	Wholesale
	21

	Retail
	30

	Accommodation
	17

	Food and beverage service activities
	66

	Number of employees
	Completed 

	Fewer than 10
	105

	Between 10 and 19
	29

	Between 20 and 49
	16

	FHIS rating
	Completed 

	Improvement required
	19

	Pass
	117

	Awaiting inspection/Exempt
	14


Response rate 
In Wave 5, a larger overall sample than in previous waves was built to help address response rate challenges, totalling just over 14,000 records. Where response rates were observed to be low in previous waves (e.g. in the manufacturing and wholesale sectors and among lower-rated businesses), the volume of sample ordered was increased to compensate.


FSA response rate
In total, contact was attempted with 9,801 food business in England, Northern Ireland and Wales over the course of fieldwork. Table 5 presents the resulting sample outcomes. 
[bookmark: _Ref222496099]Table 5 Survey outcome for FSA sample in scope of the study
	Potential Respondents 
	Total
	Percent

	Total called
	9,801
	100%

	Completed survey
	700
	7%

	Business called 1 to 10 times but unable to reach target respondent
	6,476
	66%

	Unobtainable number
	885
	9%

	Appointment made but not achieved during fieldwork period
	1086
	11%

	Refused
	308
	3%

	Ineligible
	346
	4%



FSS response rate
A total of 2,780 records in Scotland, acquired from Market Location, were called over the course of fieldwork. Table 6 presents the resulting sample outcomes.
[bookmark: _Ref222496347]Table 6 Survey outcome for FSS sample in scope of the study
	Potential Respondents 
	Total
	Percent

	Total called
	2,780
	100%

	Completed survey
	150
	5%

	Business called 1 to 10 times but unable to reach target respondent
	1,787
	67%

	Unobtainable number
	284
	10%

	Appointment made but not achieved during fieldwork period
	317
	11%

	Refused
	76
	3%

	Ineligible
	77
	3%



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 and FSS, 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 Project 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.



[bookmark: _Toc160804036][bookmark: _Toc231548190]Weighting
[bookmark: _Toc60844062][bookmark: _Toc60844063][bookmark: _Toc60844064][bookmark: _Toc60844065][bookmark: _Toc60844066]The data collected from the survey was weighted to make it representative of the underlying population in England, Northern Ireland and Wales, and the population in Scotland. Weighting the data was necessary because of the decision to stratify interviews to ensure sufficient base sizes were achieved by country.
Weighing the FSA data
Weights were applied to the data using RIM weighting to make it representative of the target population within England, Northern Ireland and Wales. The weights were informed by the profile of the underlying population of businesses in terms of sector and FHRS rating. The weights also incorporated business size (number of employees). The profile of the underlying population is presented in Table 4.1 and was sourced from FSA’s FHRS database and the IDBR.[footnoteRef:5]  [5:  The IDBR is a comprehensive list of UK businesses, which was used to weight the survey population to the underlying population in terms of business size.] 

Table 7 Profile of the underlaying FSA business population by sector, FHRS and size
	Sector
	England
	Northern Ireland
	Wales

	Manufacturing
	3.38%
	0.19%
	0.17%

	Wholesale
	11.42%
	0.41%
	0.42%

	Retail
	21.54%
	1.11%
	0.76%

	Accommodation
	5.67%
	0.70%
	0.14%

	Food and beverage service activities
	49.65%
	2.89%
	1.54%

	FHRS rating
	England
	Northern Ireland
	Wales

	0-3
	11.0%
	0.6%
	0.1%

	4
	14.7%
	1.0%
	0.4%

	5
	52.2%
	3.0%
	2.0%

	Awaiting inspection / No rating
	13.7%
	0.8%
	0.4%

	Number of employees
	England
	Northern Ireland
	Wales

	1-9
	75.6%
	4.4%
	2.3%

	10-24
	10.7%
	0.7%
	0.4%

	25-49
	5.4%
	0.3%
	0.3%


Weighing the FSS data
In line with the approach taken in England, Northern Ireland and Wales, weights were applied to the FSS dataset using RIM weighting to make it representative of the target population of Scottish FBOs. The weights were informed by the profile of the underlying population of businesses in terms of sector and FHIS rating. The weights also incorporated business size (number of employees). The profile of the underlying population is presented in Table 8 and was sourced from FSS’s FHIS database and the Inter-Departmental Business Register (IDBR).
[bookmark: _Ref222496660]Table 8 Profile of the underlaying FSS business population by sector, FHIS rating and size
	Sector
	Scotland

	Manufacturing
	4.5%

	Wholesale
	8.7% 

	Retail
	22.7%

	Accommodation
	12.4%

	Food and beverage service activities
	51.6%

	FHIS rating
	Scotland

	Improvement required
	6.0%

	Pass
	72.3%

	Awaiting inspection / exempt
	21.7%

	Number of employees
	Scotland

	1-9
	78.8%

	10-24
	14.4%

	25-49
	6.8%





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 and FSS.
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.

[bookmark: _Toc231548191]Ethics
In the design and conduct of all work, IFF take due consideration of the nature and sensitivities of participant audiences and the safety of both our staff and participants. This project was carried out in strict accordance with the Market Research Society Code of Conduct and applied the principles of the Government Social Research Code on research ethics throughout. 
The IFF ethics approach is summarised below:
We place the highest value on achieving informed consent for this and every study. As with previous waves of the tracker, respondents were made aware of the following before we obtained consent: 
the aims of the research, 
that participation is voluntary, 
what it will entail for the respondent (especially interview duration), 
explained and assured anonymity/confidentiality, and 
provided information about their rights under GDPR. 
We also used a reassurance email (the wording of which will be agreed with FSA) that we could send them confirming these details. 
If they did not wish to participate in the research they could opt out via multiple routes, including email, telephone and postal methods. 
Achieved consent can be audited through our comprehensive call records.
The research took all reasonable steps to minimise the burden on participants. This is principally through using a well-designed questionnaire, ensuring questions are as easy as possible to answer, and that questions are only asked of those to whom they apply. We also make it clear if respondents are unable or do not wish to answer a particular question then they don’t need to. 
The requirements of data protection legislation, including the Telephone Preference Service, Mail Preference Service and Corporate Telephone Preference Service were adhered to at all times. We conduct opt out telephone or email exercises as necessary.
Respondents were offered telephone numbers that they can call for reassurance or further information. These included the IFF project manager or director, the Market Research Society freephone number, and often the telephone number of our client.
The confidentiality and anonymity of respondents was protected throughout the research. IFF’s compliance with ISO27001 ensures that we safeguard participants’ personal data and all outputs would be carefully checked by two researchers to ensure confidentiality has been maintained.
We strive for inclusive participation in all the research we conduct. At recruitment, the recruiter carefully checked and recorded any specific requirements the respondent has to enable them to take part. This might include:
How the IFF interviewer communicates with the respondent (including the need for interpreters etc).
How ideas are presented to the respondent.
Other individuals (e.g. friends, family members, carers) that the respondent wishes to have present in order for them to feel at ease when taking part.
We can also offer interviewing in other languages to ensure all can take part. 
Our internal governance processes include the submission of a summary of research purpose/method statement to the IFF ethics advisor (Jan Shury, Managing Director). Should any concerns be highlighted, the study team would have modified the method and/or developed mitigation steps to address these concerns. 



[bookmark: _Toc231548192]Analysis 
When comparing results across years or between sub-groups it is essential to establish whether these differences are significant or not, that is, whether we can be certain 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 findings using t testing.
The calculation investigated whether distributions of categorical variables genuinely differ from one another, by comparing the frequencies of categorical responses between two (or more) independent groups.  
All differences noted in the main report are statistically significant to a 95% confidence level or above. By convention, this is the statistical ‘cut off point’ used to mean a difference is large enough to be treated as genuine. This means there is at least 95% certainty that the difference in distribution is not due to chance but indicates a genuine change. In some parts of the report, differences which are not statistically significant using this test (but add to the overall ‘story’) have been included. In these instances it has been made clear that the difference was not statistically significant.
In some instances, the base sizes of certain questions or subgroups are small. Where the base size for a subgroup is lower than 100 in the FSA report, and 50 in the FSS report, statistical significance is not reported. In some instances, when questions are routed to a subset of respondents (and the base size is lower than 100, or 50 in either report), results are reported in a qualitative style, and unweighted figures are used (e.g. 20 out of 60 businesses).
Limitations
While not uncommon in research of this kind, both FSA and FSS surveys achieved relatively low response rates (7% and 5% respectively), which raises some risk of non-response bias whereby those who participated may differ from non-participants in their attitudes, behaviours, or level of engagement with the subject matter. Weighting has been applied to both datasets to improve representativeness and address this risk, and findings should be interpreted with this context in mind.
Similarly, as with all self-completion surveys, findings are subject to self-report limitations. Respondents' answers reflect their own perceptions and recollections, and where questions relate to compliance with legal requirements (such as allergen labelling) or adherence to best practice, responses may be influenced by social desirability bias. Respondents may be inclined to report more favourable behaviours than are reflected in practice, which should be borne in mind when interpreting findings in these areas.
Finally, subgroup findings throughout the report should be interpreted with care. Minimum base sizes of 100 (FSA survey) and 50 (FSS survey) have been applied, and estimates at or near these thresholds are subject to greater sampling error and are less statistically stable. Differences between subgroups should not be over-interpreted, and where they are discussed, they are intended to indicate broad directional patterns rather than precise estimates.
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Sector groupings by SIC codes
Table 9 Sector groupings by SIC codes
	SIC code and description
	Survey grouping

	1011 : Processing and preserving of meat
	Manufacturing

	1012 : Processing and preserving of poultry meat
	Manufacturing

	1013 : Production of meat and poultry meat products
	Manufacturing

	1020 : Processing and preserving of fish; crustaceans and molluscs
	Manufacturing

	1031 : Processing and preserving of potatoes
	Manufacturing

	1032 : Manufacture of fruit and vegetable juice
	Manufacturing

	1039 : Other processing and preserving of fruit and vegetables
	Manufacturing

	1041 : Manufacture of oils and fats
	Manufacturing

	1042 : Manufacture of margarine and similar edible fats
	Manufacturing

	1051 : Operation of dairies and cheese making
	Manufacturing

	1052 : Manufacture of ice cream
	Manufacturing

	1061 : Manufacture of grain mill products
	Manufacturing

	1062 : Manufacture of starches and starch products
	Manufacturing

	1071 : Manufacture of bread; manufacture of fresh pastry goods and cakes
	Manufacturing

	1072 : Manufacture of rusks and biscuits; manufacture of preserved pastry goods and cakes
	Manufacturing

	1073 : Manufacture of macaroni; noodles; couscous and similar farinaceous products
	Manufacturing

	1081 : Manufacture of sugar
	Manufacturing

	1082 : Manufacture of cocoa; chocolate and sugar confectionery
	Manufacturing

	1083 : Processing of tea and coffee
	Manufacturing

	1084 : Manufacture of condiments and seasonings
	Manufacturing

	1085 : Manufacture of prepared meals and dishes
	Manufacturing

	1086 : Manufacture of homogenised food preparations and dietetic food
	Manufacturing

	1089 : Manufacture of other food products n.e.c.
	Manufacturing

	1101 : Distilling; rectifying and blending of spirits
	Manufacturing

	1102 : Manufacture of wine from grape
	Manufacturing

	1103 : Manufacture of cider and other fruit wines
	Manufacturing

	1104 : Manufacture of other non-distilled fermented beverages
	Manufacturing

	1105 : Manufacture of beer
	Manufacturing

	1106 : Manufacture of malt
	Manufacturing

	1107 : Manufacture of soft drinks; production of mineral waters and other bottled waters
	Manufacturing

	4611 : Agents involved in the sale of agricultural raw materials; live animals; textile raw materials and semi-finished goods
	Wholesale

	4612 : Agents involved in the sale of fuels; ores; metals and industrial chemicals
	Wholesale

	4613 : Agents involved in the sale of timber and building materials
	Wholesale

	4614 : Agents involved in the sale of machinery; industrial equipment; ships and aircraft
	Wholesale

	4615 : Agents involved in the sale of furniture; household goods; hardware and ironmongery
	Wholesale

	4616 : Agents involved in the sale of textiles; clothing; fur; footwear and leather goods
	Wholesale

	4617 : Agents involved in the sale of food; beverages and tobacco
	Wholesale

	4618 : Agents specialised in the sale of other particular products
	Wholesale

	4619 : Agents involved in the sale of a variety of goods
	Wholesale

	4621 : Wholesale of grain; unmanufactured tobacco; seeds and animal feeds
	Wholesale

	4622 : Wholesale of flowers and plants
	Wholesale

	4623 : Wholesale of live animals
	Wholesale

	4624 : Wholesale of hides; skins and leather
	Wholesale

	4631 : Wholesale of fruit and vegetables
	Wholesale

	4632 : Wholesale of meat and meat products
	Wholesale

	4633 : Wholesale of dairy products; eggs and edible oils and fats
	Wholesale

	4634 : Wholesale of beverages
	Wholesale

	4635 : Wholesale of tobacco products
	Wholesale

	4636 : Wholesale of sugar and chocolate and sugar confectionery
	Wholesale

	4637 : Wholesale of coffee; tea; cocoa and spices
	Wholesale

	4638 : Wholesale of other food; including fish; crustaceans and molluscs
	Wholesale

	4639 : Non-specialised wholesale of food; beverages and tobacco
	Wholesale

	4711 : Retail sale in non-specialised stores with food; beverages or tobacco predominating
	Retail

	4721 : Retail sale of fruit and vegetables in specialised stores
	Retail

	4722 : Retail sale of meat and meat products in specialised stores
	Retail

	4723 : Retail sale of fish; crustaceans and molluscs in specialised stores
	Retail

	4724 : Retail sale of bread; cakes; flour confectionery and sugar confectionery in specialised stores
	Retail

	4725 : Retail sale of beverages in specialised stores
	Retail

	4729 : Other retail sale of food in specialised stores
	Retail

	4730 : Retail sale of automotive fuel in specialised stores
	Retail

	4776 : Retail sale of flowers; plants; seeds; fertilisers; pet animals and pet food in specialised stores
	Retail

	4781 : Retail sale via stalls and markets of food; beverages and tobacco products
	Retail

	5510 : Hotels and similar accommodation
	Accommodation

	5520 : Holiday and other short-stay accommodation
	Accommodation

	5530 : Camping grounds; recreational vehicle parks and trailer parks
	Accommodation

	5590 : Other accommodation
	Accommodation

	5610 : Restaurants and mobile food service activities
	Food and beverage service activities

	5621 : Event catering activities
	Food and beverage service activities

	5629 : Other food service activities
	Food and beverage service activities

	5630 : Beverage serving activities
	Food and beverage service activities





Appendix B
Profile of pilot interviews with food businesses
[bookmark: _Ref222486760]Table 10 Profile of completed pilot interviews with food businesses by country
	Country
	Completed 

	England
	24

	Northern Ireland
	4

	Wales
	7

	Scotland
	6

	Total
	41


Profile of pilot interviews with food businesses by sector
	Sector group
	Completed 

	Manufacturing
	2

	Wholesale
	5

	Retail
	10

	Accommodation
	4

	Food and beverage service activities
	20

	Total
	41


Profile of pilot interviews with food businesses by size
	Number of employees
	Completed 

	Fewer than 10
	30

	Between 10 and 19
	6

	Between 20 and 49
	5

	Total
	41




  


Appendix C
I Introduction
[bookmark: BGin]	ASK TELEPHONIST
I1	Good morning / afternoon. My name is  and I'm calling from IFF Research on behalf of [IF SCOTLAND: Food Standards Scotland (FSS)] [IF: ENGLAND, NI or WALES: the Food Standards Agency (FSA)]. Please may I speak to the owner, manager, or the most senior person responsible for food and drink at this site?
	Transferred
	1
	CONTINUE

	Hard appointment
	2
	MAKE APPOINTMENT

	Soft Appointment
	3
	

	Engaged
	4
	CALL BACK

	Refusal
	5
	CLOSE



	Refusal – company policy
	6
	

	Refusal – Taken part in recent survey
	7
	

	Nobody at site able to answer questions
	8
	

	Not available in deadline
	9
	

	Fax Line
	10
	

	No reply / Answer phone
	11
	

	Residential Number
	12
	

	Dead line
	13
	

	Company closed
	14
	

	Request reassurance email
	15
	COLLECT EMAIL ADDRESS THEN CONTINUE OR MAKE APPOINTMENT
(SEE APPENDIX FOR EMAIL TEXT)





	ASK ALL
I2	Good morning / afternoon, my name is NAME, calling from IFF Research, an independent market research company. We’re conducting a survey on behalf of [IF SCOTLAND: Food Standards Scotland (FSS)] [IF: ENGLAND,NI or WALES: the Food Standards Agency (FSA)]. 
	The survey covers a number of food-related topic areas, including your views on [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: the FSA] and the current food regulation system. This research will inform future [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: FSA] policy decisions and help to ensure they work for businesses such as yours. 
	The survey will take 20 minutes to complete. Would now be a convenient time?
	ADD IF NECESSARY: At the end of the survey, we can send you some useful resources to support compliance with food safety regulations.
	Continue
	1
	CONTINUE

	Referred to someone else at establishment

NAME_____________________________

JOB TITLE_________________________

	2
	TRANSFER AND RE-INTRODUCE

	Hard appointment
	3
	MAKE APPOINTMENT

	Soft appointment
	4
	

	Refusal
	5
	THANK AND CLOSE

	Refusal – company policy
	6
	

	Refusal – taken part in recent survey
	7
	

	Not available in deadline
	8
	

	Not in the food sector
	9
	

	Request reassurance email
	10
	COLLECT EMAIL ADDRESS THEN CONTINUE OR MAKE APPOINTMENT
(SEE APPENDIX FOR EMAIL TEXT)



ASK ALL
I5	And can I confirm that you are the person in this business with overall responsibility for food safety, or making decisions relating to food safety?
	Yes
	1
	

	No
	2
	TRANSFER AND REINTRODUCE



ASK ALL
I6	Before we start, I have to give you some information about your rights under data protection law. All answers will be treated in the strictest confidence. You have the right to have a copy of your data, change your data or withdraw from the research at any point. To do this, you can consult our website at iffresearch.com/gdpr.  This call will be recorded for quality and training purposes only. Are you OK to continue?
	Yes
	1
	

	No
	2
	SCREEN OUT




	
REASSURANCES TO USE IF NECESSARY
The interview will take around 20 minutes to complete.
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.
If respondent wishes to confirm validity of survey or get more information about aims and objectives, they can call:
[bookmark: _Hlk85798999]MRS: Market Research Society on 0800 975 9596
[bookmark: _Hlk85799034]IFF: Joe Gooding [fbotracker2025@iffresearch.com] 
FSS: Emma.Timmons@fss.scot 
FSA: analysis@food.gov.uk




S Screener Questions
ASK ALL
S1	Firstly, I just need to check a few details to make sure this survey is relevant for you. I have [TEXTFILL FROM TRACKERTYPE] as a general classification for your business, is that right?
SINGLE CODE. DO NOT READ OUT
NOTE TO DS TEXTFILL SHOULD BE:
· TRACKERTYPE = 1 MANUFACTURE OF FOOD 
· TRACKERTYPE = 2 WHOLESALE OF FOOD 
· TRACKERTYPE = 3 RETAIL OF FOOD 
· TRACKERTYPE = 4 ACCOMMODATION SERVING FOOD 
· TRACKERTYPE = 5 FOOD AND BEVERAGE SERVICE ACTIVITIES
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	



if sample information is correct and RETAILER (TRACKERTYPE=3 AND S1=1)
S1a   And which type of retail best describes your business?
SINGLE CODE. read out.
	Specialist food retailer 
	1
	

	Independent food store e.g. Organic Food shop
	2
	NEW CODE FOR 2025

	Mobile food retailer including market stall 
	3
	NEW CODE FOR 2025

	General Supermarket/Convenience Store
	4
	NEW CODE FOR 2025

	Off Licenses 
	5
	NEW CODE FOR 2025

	Other food retailer (please specify)
	6
	

	None of the above – do not sell food products
	7
	SCREEN OUT









IF BUSINESS DESCRIPTION INCORRECT (S1 = 2 or 3)
S2	Which of the following would best describe your business activity?
SINGLE CODE. read out.
IF NECESSARY: A catering business is defined as a restaurant/café/ takeaway or other catering business operating from a commercial or domestic premises.
	Food manufacturer/packer
	1
	

	Food wholesaler (e.g. importer/exporter/distributer/transporter)
	2
	

	Specialist foodretailer
	3
	

	Other food retailer (e.g. convenience store/general supermarket (including forecourts)
	4
	

	Accommodation serving food (e.g. guest house, hotel)
	5
	

	Restaurant/catering business/café/pub (Food and Beverage Service)
	6
	

	Primary Food Producer
	7
	SCREEN OUT

	Other (Please specify)
	8
	

	Don’t know
	9
	

	Prefer not to say
	10
	



IF DO NOT FIT CATEGORY OR NOT SURE (S2=8, 9,10)
S2a. 	And can I just check, does your business sell or serve and food products for human consumption? 
SINGLE CODE. do not read out.
	Yes 
	1
	

	No
	2
	SCREEN OUT

	Don’t know
	3
	SCREEN OUT
















S2dum DUMMY VARIABLE, DO NOT ASK
SINGLECODE. NOTE TO DS: AS PER TRACKERTYPE uNLESS S2=1-7 IN WHICH CASE OVERWRITE WITH S2 RESPONSE
	Manufacturing
	1
	(TRACKERTYPE=1 AND S1=1) OR S2=1 OR (TRACKERTYPE = 1 AND S2=8, 9,10 AND S2A=1)

	Wholesale
	2
	(TRACKERTYPE=2 AND S1=1) OR S2=2 OR (TRACKERTYPE = 2 AND S2=8, 9,10 AND S2A=1)

	Retail
	3
	(TRACKERTYPE=3 AND S1=1) OR S2=3,4 OR (TRACKERTYPE = 3 AND S2=8, 9,10 AND S2A=1)

	Accommodation
	4
	(TRACKERTYPE=4 AND S1=1) OR S2=5 OR (TRACKERTYPE = 4 AND S2=8, 9,10 AND S2A=1)

	Food and beverage service activities
	5
	(TRACKERTYPE=5 AND S1=1) OR S2=6 OR (TRACKERTYPE = 5 AND S2=8, 9,10 AND S2A=1)



ASK ALL
S3	And can I check, is your business part of a franchise?
SINGLE CODE. DO NOT READ OUT. 
	Yes – part of a franchise
	1
	SCREEN OUT

	No
	2
	

	Don’t know
	3
	



ASK ALL
S3a	Does your business sell food directly to customers?
single code. Do not read out
	Yes - sell food directly to customers
	1
	

	No -  sell food to other businesses who then sell it to customers themselves
	2
	

	Don’t know
	3
	



If SELL DIRECTLY TO CUSTOMERS (S3a=1)
S3b	How does your business sell food to customers?
multi code. read out
	Through a permanent physical premises
	1
	

	Through mobile premises
	2
	

	Online
	3
	

	DO NOT READ OUT: Don’t know
	4
	





ASK ALL
S4	How many premises handling food does your business have? Please do not include any mobile premises or vending machines.

single code. DO NOT READ OUT
	Zero – we do not have any permanent premises where food are handled
	1
	SCREEN OUT

	One
	2
	

	More than one [RECORD NUMBER]
	3
	



S5	QUESTION DELETED IN 2023

ASK ALL
S6	How many employees, including yourself, work for this business (across all premises). 

By employee, we mean anyone who has a contract of employment. This includes part-time staff, outworkers, people on zero-hours contracts, and any working proprietors. It does not include employees of other organisations who work at your premises.
single code. DO NOT READ OUT.
	1
	1
	

	2-9
	2
	

	10-24
	3
	

	25-49
	4
	

	50+ 
	5
	[SCREEN OUT]



ASK ALL
S7	Which Local authority or Council is your business registered with?
note to interviewer - record one local authority only. if MULTIPLE listed, ask for headquarters.
	WRITE IN LOCAL AUTHORITY / COUNCIL

	Don't know
	1
	

	Prefer not to say
	2
	





A BUSINESS PROFILE
A1 QUESTION DELETED IN 2023
A2 QUESTION DELETED IN 2023
IF ACCOMMODATION OR FOOD AND BEVERAGE SERVICE (S2DUM= 4 OR 5)
A3 How would you describe the sort of business you work for/own?
SINGLE CODE, DO NOT READ OUT
ADD IF NECESSARY: A home caterer is someone who prepares food at home which is not intended for domestic consumption but is meant to be consumed elsewhere i.e., anywhere other than the domestic premises where it was prepared.
IF NECESSARY: A mobile caterer is someone operating from moveable or temporary premises (e.g. a stall,  van or trailer)
	Café/snack bar/tearoom
	1
	

	Caterer
	2
	

	Caterer (mobile)
	3
	

	Home caterer
	4
	

	Guest house/hotel
	5
	

	Pub/bar/inn
	6
	

	Restaurant
	7
	

	Take away food/fish and chip shop 
	8
	

	Other (please specify)
	9
	



ASK ALL
A4 How would you describe the way that food products are distributed or sold by your establishment?
Multi code. READ OUT.
	Pre-packaged (not made on premises)
	1
	

	Packaged on premises to be sold directly to customers from the same premises (packaged before the customer has ordered)
	2
	

	Produced and sold (unpackaged) on premises (crops, livestock etc) 
	3
	

	Sold as a meal, take-away or otherwise packages at point of sale after a customer order 
	4
	

	Packaged on premises to be sold to other businesses 
	5
	

	Other (please specify)
	6
	

	Don’t know 
	7
	DO NOT READ OUT


A5 QUESTION DELETED IN 2025
[bookmark: _Hlk144470610]ASK ALL
A6 Does your business have a website?
SINGLE CODE. DO NOT READ out.
ADD IF NECESSARY: This does not include social media profiles or subpages on other online food delivery companies e.g. Deliveroo.
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	



IF have website (A6=1)	
A7 Does your business take food orders through your website?
SINGLE CODE. DO NOT READ out.
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	



[bookmark: BkMk_intrviw_Inst_11]ASK ALL
A8 What, if any, social media accounts does your business use?
MULTICODE. DO NOT read out.
	[bookmark: _Hlk205823298]Facebook
	1
	

	Instagram 
	2
	

	Twitter
	3
	

	TikTok 
	4
	

	Snapchat 
	5
	

	Nextdoor
	6
	

	Other (please specify)
	7
	

	SINGLE CODE: Do not use social media accounts
	8
	

	SINGLE CODE: Don’t know
	9
	







IF THEY HAVE SOCIAL MEDIA ACCOUNTS (A8=1-7)
A8a Which social media accounts does your business take orders through?
[bookmark: BkMk_intrviw_Inst_13]MULTICODE. do not read out.
	[IF A8=1] Facebook
	1
	

	[IF A8=2] Instagram 
	2
	

	[IF A8=3] Twitter
	3
	

	[IF A8=4] TikTok 
	4
	

	[IF A8=5] Snapchat 
	5
	

	[IF A8=5] Nextdoor
	6
	

	Other (please specify)
	7
	

	None
	8
	

	Don’t know
	9
	




A9 QUESTION DELETED IN 2025
ask all
A10 What third-party platforms, if any, do you use to sell food products? 
MULTICODE. prompt if necessary.
ADD IF NECESSARY:  This might include the likes of Deliveroo, Amazon, Ebay etc.
	Deliveroo
	1
	

	Just Eat
	2
	

	Uber Eats
	3
	

	Amazon
	4
	

	Etsy
	5
	

	NotOnTheHighstreet
	6
	

	EBay
	7
	

	Olio
	8
	

	Too Good to Go
	9
	

	AliExpress
	10
	

	Gumtree
	11
	

	Other (please specify)
	12
	

	None – do not use any third-party platforms to sell food products
	13
	

	Don’t know
	14
	

	Prefer not to say
	15
	


A11 QUESTION DELETED IN 2025
IF TRADE ONLINE (A7=1 OR A8a=1-7 OR A10=1-12)
A12 Approximately how much of your sales turnover is currently accounted for by online sales (across all platforms used)?
[bookmark: BkMk_intrviw_Inst_15]SINGLE CODE. READ OUT.
	Less than a quarter
	1
	

	Less than a half
	2
	

	Half 
	3
	

	More than half but not all 
	4
	

	All 
	5
	

	DO NOT READ OUT: Don’t know
	6
	



A13 QUESTION DELETED IN 2025




B PRIORITIES AND CONCERNS 
ASK ALL
B1 [bookmark: _Hlk86760999]I’m now going to read out a list of possible concerns, threats, or barriers to the success of your business. As I read through them, please tell me if they currently apply to your business by saying yes or no to each.
[bookmark: BkMk_intrviw_Inst_17]MULTI CODE. read out.
	Obtaining or managing finance
	1
	

	Staff recruitment, retention or skills
	2
	

	Meeting food standards/safety regulatory requirements
	3
	

	Energy supply or energy costs
	4
	

	Competition from unregulated businesses and/or large businesses dominating the market 
	5
	

	Other market competition (SMEs)
	6
	

	Lack of adequate broadband
	7
	

	Changes in consumer behaviour and demand due to the increased cost of living
	8
	

	Availability of food supplies/disruption in the supply chain 
	9
	

	Inflation and/or interest rates
	10
	

	Staff costs 
	14
	

	Business rates
	15
	

	Other (please specify)
	11
	

	We do not have any concerns, threats, or barriers
	12
	EXCLUSIVE

	Don’t know
	13
	EXCLUSIVE

















IF STRUGGLING TO RECRUIT STAFF (B1 = 2)
B2 What types of staff are you struggling to recruit?
MULTI CODE. do not read out.
	Seasonal workers
	1
	

	General (unskilled) labourers 
	2
	

	Shop assistants
	3
	

	Factory/manufacturing workers
	4
	

	Drivers
	5
	

	Kitchen staff
	6
	

	Waiting/customer facing staff
	7
	

	Managers
	8
	

	Workers with specialist skills (e.g. chef, butcher)
	9
	

	Supervisors
	10
	

	Senior management 
	11
	

	Transport / logistics staff
	12
	

	Other (please specify)
	13
	

	 Don’t know
	14
	


  	
B3 [bookmark: _Hlk147394677]QUESTION DELETED IN 2025
B3b QUESTION DELETED IN 2025
B3c QUESTION DELETED IN 2025
B4 QUESTION DELETED IN 2025








C GENERAL FOOD SAFETY
ask all
[bookmark: _Hlk147394585]To what extent would you agree or disagree with the following statements about food safety/hygiene standards and regulations? 
IF NECESSARY: Please answer using a scale of strongly agree, agree, disagree or strongly disagree.
single code per row, READ OUT.
	
	Strongly Agree
	Agree
	Disagree
	Strongly Disagree
	Don’t Know

	i. They effectively protect the public from food-related risks
	1
	2
	3
	4
	5

	ii. They support improvement in low performing food businesses
	1
	2
	3
	4
	5

	iii. They are reasonable and practical for businesses to comply with, including record keeping
	1
	2
	3
	4
	5

	iv. They add value to your business
	1
	2
	3
	4
	5



C1 QUESTION DELETED IN 2025
C2 [bookmark: _Hlk86761029]QUESTION DELETED IN 2025
MOVED TO C1A IN 2024
QUESTION DELETED IN 2025
QUESTION DELETED IN 2025
C3 QUESTION DELETED IN 2025
[bookmark: _Hlk147394464]QUESTION DELETED IN 2024
C4 QUESTION DELETED IN 2024
QUESTION DELETED IN 2024
QUESTION DELETED IN 2025









[bookmark: _Hlk208399550][bookmark: _Hlk208399512] ASK IF FOOD SOLD AS A meAL, TAKE-AWAY OR OTHERWISE PACKAGES AT POINT OF SALE AFTER A CUSTOMER ORDER (A4 =4)
C4d Does your business provide any written or verbal allergen information to customers or people you provide food to?
          SINGLE CODE. DO NOT READ OUT
	Yes – written allergen information only 
	1
	

	Yes – verbal allergen information only
	2
	

	Yes – both written and verbal allergen information
	3
	

	No allergen information is provided
	4
	

	Don’t know
	5
	



          
C4e QUESTION DELETED IN 2025
[bookmark: _Hlk208399581]ASK IF WRITTEN INFORMATION (C11a = 1,3)
C4f [IF C11a=1 or 3: You stated your business provides written allergen information.] Is the written allergen information available to customers without them having to ask or is it provided by staff on request? 
SINGLE CODE. DO NOT READ OUT 

	Yes - it’s shown to customers without needing to request it
	1
	

	No - it’s only provided on request
	2
	

	It varies
	3
	

	Don’t know
	4
	



C4g QUESTION DELETED IN 2025
ASK if PrOVIDE ALLERGEN INFORMATION (C11A = 1,2,3)
C4h Which of the following information about allergens and ingredients, if any, does your establishment provide information on? Please select all that apply.
MULTICODE. READ OUT.

IF NECESSARY: The 14 allergens include the following: Celery, cereals containing gluten (namely wheat, rye, barley, and oats), crustaceans (such as prawns, crabs and lobsters), eggs, fish, lupin, milk, molluscs (such as mussels and oysters), mustard, peanuts, sesame, soybeans, sulphur dioxide and sulphites (if the sulphur dioxide and sulphites are at a concentration of more than ten parts per million) and tree nuts (namely almonds, hazelnuts, walnuts, brazil nuts, cashews, pecans, pistachios and macadamia nuts).

	Information on all the relevant major allergens present in each product we serve
	1
	

	Information on all ingredients for each menu item
	2
	

	Information on some ingredients for each or select menu items e.g. only information on Nuts or gluten but not other allergens
	3
	

	Other (Please specify)
	4
	

	None of the above
	5
	






ASK IF FOOD SOLD AS A meAL, TAKE-AWAY OR OTHERWISE PACKAGES AT POINT OF SALE AFTER A CUSTOMER ORDER (A4 =4)
C4i How often are customers asked if they have any allergies when ordering food at your business? 
SINGLECODE. DO NOT READ OUT. 

	Every time
	1
	

	Most of the time
	2
	

	Some of the time
	3
	

	Occasionally 
	4
	

	Never 
	5
	

	Don’t know
	6
	



ASK IF FOOD SOLD AS A meAL, TAKE-AWAY OR OTHERWISE PACKAGES AT POINT OF SALE AFTER A CUSTOMER ORDER (A4 =4)
C4j And if a person has made their allergen requirement known, is allergen information reconfirmed with customers when their food is served? i.e. is the allergen free meal identified?
MULTICODE. DO NOT READ OUT. 

	Yes – label, flag or sticker included with the food 
	1
	

	Yes – confirmed verbally by staff
	2
	

	Yes – Other (please specifiy) 
	3
	

	No 
	4
	

	Don’t know
	5
	



ASK IF FOOD SOLD AS A MEAL, TAKE-AWAY OR OTHERWISE PACKAGES AT POINT OF SALE AFTER A CUSTOMER ORDER and in England,wales,NI (A4 =4 & SAMCOUNTRY =1,2,3) 
C4k The FSA recently published best practice guidance on the provision of allergen information for non-prepacked food. Before completing this survey, had you heard of this guidance?   
           SINGLE CODE. DO NOT READ OUT.

	Yes
	1
	

	No
	2
	

	Don’t know
	3
	


[bookmark: BkMk_intrviw_Inst_6]
ASK IF FOOD SOLD AS A MEAL, TAKE-AWAY OR OTHERWISE PACKAGES AT POINT OF SALE AFTER A CUSTOMER ORDER AND IF ENGLAND, NI OR WALES (A4 =4 & SAMCOUNTRY =1,2,3)
C11i Have you used any of the FSA’s tools for non-prepacked food? 
[bookmark: BkMk_intrviw_Inst_7]MULTICODE. READ OUT. 
	Allergen icons
	1
	

	Allergen matrix
	2
	

	Allergen poster
	3
	

	No
	4
	

	Don’t know
	5
	



ASK IF FOOD SOLD AS A MEAL, TAKE-AWAY OR OTHERWISE PACKAGES AT POINT OF SALE AFTER A CUSTOMER ORDER (A4 =4) 
In which of any of the following ways are staff and managers provided with information and training on food allergens in your establishment?
MULTI CODE, READ OUT
	Posters on the walls
	1
	

	Information leaflets
	2
	

	Given booklets on allergy control
	3
	

	Formal training for existing staff
	4
	

	Updates given verbally to staff
	5
	

	Formal training for all new staff (i.e., any training which takes place away from usual work activities.)
	6
	

	Online training (business's own or commercial provider's)
	7
	

	[IF SCOTLAND: FSS] [IF: ENGLAND, NI or WALES: FSA] allergies e-learning package
	8
	

	[IF SCOTLAND: FSS] [IF: ENGLAND, NI or WALES: FSA] Safer Food Better Business package
	9
	

	[IF SCOTLAND: Scottish Food Crime and Incidents Unit (SFCIU)] [IF ENGLAND, NI or WALES: National Food Crime Unit (NFCU)] Fraud Resilience Tool
	10
	

	Other [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: FSA] e-learning packages
	11
	

	Other (please specify)
	12
	

	None of the above
	13
	

	Don’t know
	14
	





ASK ALL
How much, if anything, do you know about [IF SCOTLAND: FSS] [IF: ENGLAND,NI OR WALES: the FSA] ?
[bookmark: BkMk_intrviw_Inst_24]SINGLE CODE, READ out.
	I know a lot
	1
	

	I know a little
	2
	

	I have heard of the [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: the FSA]. 
	3
	

	I hadn’t heard of the [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: the FSA] until I was contacted for this survey
	4
	

	I have never heard of the [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: the FSA]
	5
	

	DO NOT READ OUT: Don’t know
	6
	



ASK ALL WHO HAVE HEARD OF FSS/FSA (C13=1-3)
C5 In the last 12 months, have you visited the [IF SCOTLAND: FSS’s)] [IF: ENGLAND,NI or WALES: FSA’s] website, contacted the helpline or been in touch via social media?
[bookmark: BkMk_intrviw_Inst_25]MULTI CODE, Do not read out
	Yes, I visited the website
	1
	

	Yes, I called the helpline 
	2
	

	Yes, I emailed the helpline email address
	3
	

	Yes, via social media (please specify how)
	4
	

	No, but contacted another way (please specify)
	5
	

	No
	6
	

	Can’t recall
	7
	



IF CONTACTED FSS/FSA (C14 = 1-5)
C6 Based on your experience of contacting [IF SCOTLAND: FSS)] [IF: ENGLAND,NI or WALES: the FSA], how would you rate the following on a scale from 1 to 10, where 10 is excellent and 1 is very poor:
[bookmark: BkMk_intrviw_Inst_26][bookmark: BkMk_intrviw_Inst_27]single code per row, READ OUT.
	
	

	_1 Trustworthiness
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	_2 Ease of use/access
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	_3 Approachability
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	_4 Clarity of communication 
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10



ASK ALL WHO HAVE HEARD OF FSS/FSA (C13=1-3)
[bookmark: _Hlk147393095]How confident are you that [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: the FSA]…?
IF NECESSARY: Please answer using a scale of very confident, quite confident, not very confident or not at all confident.
single code per row, READ OUT.
	
	Very Confident
	Quite confident
	Not very confident
	Not at all confident
	Don't Know

	_1 works hard to ensure that food safety and standards are maintained and improved within the food industry
	1
	2
	3
	4
	5

	_2 are good at identifying where poor standards exist and takes appropriate action
	1
	2
	3
	4
	5

	_3 understands the needs of businesses like yours 
	1
	2
	3
	4
	5

	_4 effectively communicates and promotes regulations within the food industry 
	1
	2
	3
	4
	5

	_5 can be trusted to use any information you give them appropriately 
	1
	2
	3
	4
	5



QUESTION DELETED IN 2024

ASK ALL EXCLUDING WHOLESALERS (S2DUM=1, 3-5)
C17c	Have you taken any steps to help customers make healthier choices over the last 12 months?
single code
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	








ASK if taken steps (c17c=1)
What, if any, steps have you taken to help customers make healthier choices over the last 12 months?
multiCODE, READ OUT.
	Calorie labelling on menus
	1
	

	Calorie labelling on food packaging
	2
	

	Front of pack nutrition labelling (e.g. traffic light labels)
	3
	

	Reducing portion sizes 
	4
	

	Changes to ingredients or cooking methods
	5
	

	Promotions on food which is lower in calories, sugar, salt or fat.
	6
	

	Wider range of healthier options
	7
	

	Other (please specify)
	8
	

	SINGLE CODE: No steps taken 
	9
	

	Don't know 
	10
	

	Not applicable to my business
	11
	



QUESTION DELETED IN 2024
QUESTION DELETED IN 2024
QUESTION DELETED IN 2024







D Experience of Processes/Interventions
ASK ALL
D1 Which, if any, of the following has your business experienced or been involved in over the last 12 months? As I read through the list, please say yes or no to each.				
[bookmark: BkMk_intrviw_Inst_29]SINGLE CODE PER ROW, READ OUT.
	
	Yes
	No
	Don't Know

	_1 Registration or re-registration of a food business premises
ADD IF NECESSARY: Registration of a new food business premises, registration of a site previously used for another food business, or re-registration after significant changes to an existing food business
	1
	2
	3

	_2 A food hygiene or standards inspection by your [ENGLAND, WALES OR SCOTLAND: Local Authority] [NI: District Council] 
	1
	2
	3

	_3 A food safety product recall or withdrawal

	1
	2
	3

	_4 Having a food sample taken by your [ENGLAND, WALES OR SCOTLAND: Local Authority] [NI: District Council]
	1
	2
	3

	_5 Enforcement taken against your business 
ADD IF NECESSARY: this means anything from written warnings to serving of a notice; prohibiting food operations; closing your premises through to prosecution.

	1
	2
	3

	_6 Received advice or training about meeting food safety standards or hygiene regulations 

	1
	2
	3

	_7 Voluntarily closing your business to make improvements following inspection.

	1
	2
	3





D2 QUESTION DELETED IN 2024
ASK ALL
D3 Were you aware that all food businesses, including online businesses, need to be registered with their [IF ENGLAND, SCOTLAND OR WALES: Local Authority; IF NI: District Council]?
[bookmark: BkMk_intrviw_Inst_31]single code, DO NOT READ OUT.
	Yes
	1
	

	No
	2
	



IF FBO AWARE THAT THEY NEED TO BE REGISTERED WITH THE LOCAL AUTHORITY (d3=1)
3. When you registered your food business, did you register online or use the paper form?
	SINGLE CODE. DO NOT READ OUT.

	Online
	1
	

	Using the paper form
	2
	

	Don’t know
	3
	



IF AWARE THAT THEY NEED TO BE REGISTERED WITH THE LOCAL AUTHORITY (d3=1)
3. After you registered your food business, did you…?
MULTICODE. READ OUT.
	Receive any guidance information
	1
	

	Receive an advisory visit
	2
	

	Receive a visit within one month of starting to trade
	3
	

	None of the above
	4
	EXCLUSIVE

	(DO NOT READ OUT) Don’t know
	5
	EXCLUSIVE










ASK ALL
D4 Do you have written procedures in place to guide you on how to deal with a recall or withdrawal?
single code, DO NOT READ out.
ADD IF NECESSARY: Recall: food is removed from supply chain and consumers are advised to take action e.g. Return or dispose of food. Withdrawal: food is removed from the supply chain, but it has not yet reached the final consumer. 
[bookmark: BkMk_intrviw_Inst_32]
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	



IF PROCEDURES ARE IN PLACE (D4 = 1)
D5 And thinking about these procedures to deal with a recall or withdrawal, how regularly do you conduct:
[bookmark: BkMk_intrviw_Inst_33]single code per row, read out.
	
	Once a year or more
	Every 1-3 years
	Less frequently 
	Never 
	Don’t know

	_1 Training
	1
	2
	3
	4
	5

	_2 Procedure reviews
	1
	2
	3
	4
	5

	_3 Mock recall exercises
	1
	2
	3
	4
	5



IF retailer or SELL FOOD DIRECTLY TO THE PUBLIC (S2DUM=3)
D6 Please briefly describe your approach to displaying Point of Sale Notices for recalls/withdrawals.

NOTE TO INTERVIEWER: A POINT-OF-SALE DISPLAY IS A NOTIFICATION TO THE CUSTOMER THAT IS FOUND NEAR, ON, OR NEXT TO A CHECKOUT COUNTER (THE "POINT OF SALE")
INTERVIEWER PROMPTS: LOCATION, FORMAT, TIME ON DISPLAY.
	WRITE IN

	Don't know
	1
	

	Refused
	2
	





ASK ALL
D7 Are you aware of the [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: FSA] online guidance and templates for dealing with recalls and withdrawals?
single code, DO NOT READ out.
ADD IF necessary: IF you would like further information about these resources I can email you further details at the end of the survey.
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	






E Information and Communication
	ASK ALL
E1 Overall, how well informed do you feel about regulations that affect your food business?
Please consider all regulations that that are relevant to your industry.
SINGLE CODE, READ OUT.
	Very well informed
	1
	

	Quite well informed
	2
	

	Not very well informed
	3
	

	Not at all informed
	4
	

	Don’t know 
	5
	



IF FBO NOT INFORMED (E1=3/4)
1. What is the main reason you do not feel informed about regulations that affect your food business?
	WRITE IN

	Don't know
	1
	

	Refused
	2
	


[bookmark: WI_t2]










ASK ALL
E2 Where do you get information about food safety guidelines and regulations, food allergies and product recalls?  
[bookmark: BkMk_intrviw_Inst_34]MULTI CODE, DO NOT READ OUT
	The news
	1
	

	[IF SCOTLAND: FSS)] [IF: ENGLAND,NI or WALES: FSA] website
	2
	

	[IF SCOTLAND: Food Standards Scotland (FSS)] [IF: ENGLAND,NI or WALES: Food Standards Agency (FSA)] helpline
	3
	

	Your [ENGLAND OR WALES OR SCOTLAND: Local Authority] [IF NI: District Council]
	4
	

	[IF SCOTLAND: FSS)] [IF: ENGLAND,NI or WALES: FSA] social media
	5
	

	Generic web search (Google)
	6
	

	Environmental health website
	7
	

	Business networks (e.g., Federation of Small Businesses)
	8
	

	Suppliers
	9
	

	Trade bodies/associations
	10
	

	Gov.uk
	11
	

	Welsh Government 
	12
	

	Gov.scot
	17
	NEW CODE FOR 2025

	[IF SCOTLAND: FSS)] [IF: ENGLAND,NI or WALES: FSA] allergy alerts
	18
	NEW CODE FOR 2025

	Product recall information notices
	19
	NEW CODE FOR 2025

	Online third-party platform support pages
	13
	

	Other (please specify)
	14
	

	None of these
	15
	

	Don’t know
	16
	












ASK ALL
E3 Are you currently subscribed to the [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: FSA] news and alerts service?
SINGLE CODE, do not READ OUT.
ADD IF NECESSARY: this may be to receive information on consultations, general [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: FSA] news, as well as food and allergy alerts by email or text message.
	Yes - subscribed
	1
	

	No - not subscribed
	2
	

	Don’t know
	3
	



ASK IF ENGLAND, NI OR WALES
E3a   Have you seen the FSA’s ‘Safer Food Means Better Business’ campaign?
SINGLE CODE, do not READ OUT.
	Yes 
	1
	

	No 
	2
	

	Don’t know
	3
	



ASK IF SEEN SFMBB CAMPAIGN (E3A=1)
E3b   Where did you see it?
multi CODE, do not READ OUT.
	FSA website
	1
	

	FSA Social Media (LinkedIn, Facebook and Instagram)
	2
	

	UberEats
	3
	

	Deliveroo
	4
	

	Nationwide Caterers Association
	6
	

	Brakes
	7
	

	UK Hospitality
	8
	

	Federation of Wholesale Distribution
	9
	

	Local authorities
	10
	

	Other (please specify)
	11
	

	Don’t know
	12
	

	Prefer not to say
	13
	



ASK ALL
E4 Are you aware of the [IF SCOTLAND: Scottish Food Crime and Incidents Unit (SFCIU)] [IF ENGLAND,NI or WALES: National Food Crime Unit (NFCU)] ?
SINGLE CODE, DO NOT READ out.
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	



If AWARE OF THE SFCIU / NFCU (e4=1)
E4a 	Are you aware of the [IF ENGLAND, WALES OR NI: NFCU’s online assessment tool] [IF SCOTLAND:  SCFIU’s Risk Profiling Tool] to help your business prevent food crime? 
single code. do not read out
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	


[bookmark: BkMk_intrviw_Inst_10]
ASK ALL
E5 To the best of your knowledge, has your business been the victim of any of the following food crimes over the last 12 months?
MULTI CODE, READ OUT.
[bookmark: BkMk_intrviw_Inst_35]ADD IF NECESSARY: [IF ENG.WAL/NI: the FSA defines food crime as serious fraud and related criminality in food supply chains. This definition also includes activity impacting on animal feed.] [IF SCOTLAND: FSS defines food crime as serious and intentional dishonesty that impacts the safety or authenticity of food, drink. This definition also includes activity impacting on animal feed.] 
	Shoplifting
	1

	Supplied or offered supply of a food product you believe to have been stolen
	2

	Supplied with a food product that was illegally produced and prepared, e.g., in unapproved premises.
	3

	Supplied with a food product that was destined for waste disposal.
	4

	Supplied with a food product that included a substance that is not on a product’s label.
	5

	Dishonestly supplied with a substituted food product, e.g., goat meat instead of lamb.
	6

	Supplied with a deliberately mislabelled food product, where the labels wrongly portrayed its quality, safety, origin, or freshness, e.g., product labelled as organic when it is not.
	7

	You have been a victim of other fraud in respect of food that has been supplied to your business (please specify)
	8

	SINGLE CODE: None of the above
	9

	DO NOT READ OUT: Don’t know
	10


[bookmark: BkMk_intrviw_Inst_49][bookmark: BkMk_intrviw_Inst_50][bookmark: BkMk_intrviw_Inst_51]
F Imports/Exports										
ASK ALL
0. Has your business ever imported or exported goods or services? 
SINGLECODE. DO NOT READ OUT.

	Yes
	1
	

	No
	2
	

	Don’t know
	3
	



[bookmark: BkMk_intrviw_Inst_1]IF IMPORTED/EXPORTED (F1a = 1)
F1 How has your business imported/exported? 
[bookmark: BkMk_intrviw_Inst_3]MULTICODE. READ OUT
	Between Northern Ireland and Great Britain
	1
	

	[ONLY SHOW GB] Between the Republic of Ireland and Great Britain
	2
	

	FOR GB: Between EU countries and Great Britain (excluding the Republic of Ireland)
FOR NI: Between EU countries and Northern Ireland (excluding the Republic of Ireland)
	3
	

	For GB: Between non-EU countries and Great Britain
For NI: Between non-EU countries and Northern Ireland
	4
	

	Don’t know
	8
	

	Prefer not to say
	9
	



[bookmark: BkMk_intrviw_Inst_4]IF NEVER IMPORTED/EXPORTED (F1a = 2)
F2 Do you intend to import/export goods or services ?
[bookmark: BkMk_intrviw_Inst_5]SINGLECODE. DO NOT READ OUT. 
	Yes
	1
	

	No
	2
	

	Don’t know
	3
	




F1b 	QUESTION DELETED IN 2025
F3 QUESTION DELETED IN 2025
F2 [bookmark: BkMk_intrviw_Inst_53]QUESTION DELETED IN 2025
F3 [bookmark: BkMk_intrviw_Inst_54][bookmark: BkMk_intrviw_Inst_56][bookmark: BkMk_intrviw_Inst_43]QUESTION DELETED IN 2025
F3a [bookmark: BkMk_intrviw_Inst_9]QUESTION DELETED IN 2025
F4 [bookmark: BkMk_intrviw_Inst_55]QUESTION DELETED IN 2025
F4a    QUESTION DELETED IN 2025
F5 QUESTION DELETED IN 2025
F6 [bookmark: BkMk_intrviw_Inst_57][bookmark: BkMk_intrviw_Inst_58][bookmark: BkMk_intrviw_Inst_45][bookmark: BkMk_intrviw_Inst_46]QUESTION DELETED IN 2025
F7 [bookmark: BkMk_intrviw_Inst_59]QUESTION DELETED IN 2025
[bookmark: BkMk_intrviw_Inst_60]F7a 	QUESTION DELETED IN 2025
F8 [bookmark: BkMk_intrviw_Inst_61][bookmark: BkMk_intrviw_Inst_47]QUESTION DELETED IN 2025
F8a QUESTION DELETED IN 2025
									
G SECTION DELETED 






































H Close			
ASK ALL
H1 [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: The FSA] may want to explore your businesses views in more detail and follow up on these issues highlighted in this survey. Would you be willing to take part in further research at a later date? 
[bookmark: BkMk_intrviw_Inst_63]SINGLE CODE, DO NOT READ out.
	Yes
	1
	

	No
	2
	



H2 QUESTION DELETED
[bookmark: BkMk_intrviw_Inst_64]
ask all
H3 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 March 2026
	Yes
	1
	

	No
	2
	




IF CONSENT TO recontact (H1=1 or H3=1)
H4 And could I just check, is [NUMBER] the best number to call you on?
	[bookmark: _Hlk88823670]Yes
	1
	

	No - write in number
	2
	



IF CONSENT TO recontact (H1=1 or H3=1)
And can I confirm a few other details with you so that we can get in contact with you should we need to?
do not read out. write in.
	Name:
	

	Job title:
	






ASK ALL
H5  [IF SCOTLAND: FSS] [IF: ENGLAND,NI or WALES: The FSA] have produced an email for those that complete this survey with links to information that might be useful to businesses like yours. Would you be interested in receiving this email?
	Yes
	1

	No
	2



IF CONSENT TO FSS/FSA] email (H5=1)
H6 Can I take some details so that we can send this email over to you?
	Name (DS: DO NOT SHOW IF ALREADY GIVEN NAME AT H4)
	WRITE IN

	Email address
	WRITE IN

	
	



READ TO ALL
H7 Finally, I would just like to confirm that this survey has been carried out under IFF instructions and within the rules of the MRS Code of Conduct. On behalf of HMRC and IFF Research, thank you very much for your time today. If you’d like a copy of your data, to change your data, or for your data to be deleted, then please go to our website (www.iffresearch.com/gdpr).
	THANK RESPONDENT AND CLOSE INTERVIEW






















FSA reassurance Email

SUBJECT LINE: Food Standards Agency research: Food Business Operator Tracker

Dear Sir / Madam,

The Food Standards Agency (FSA) is conducting a survey to better understand the experiences and views of Food Business Operators.

The survey covers a range topics, including experiences of food industry regulations, business challenges, perceptions of the FSA and experiences of interacting with your Local Authority or District Council. 

The views of businesses like yours are essential to this research. Between September and November 2025, IFF Research will be surveying around 850 food businesses across the UK. By participating you can help shape the future of the food system.

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 aggregated form, 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 fbotracker2025@iffresearch.com.
 
Kind regards,  
Alex Pearson
Associate Director, IFF Research



FSS reassurance Email

SUBJECT LINE: Food Standards Scotland research: Small and Micro Food Business Operators Tracker

Dear Sir / Madam,

Food Standards Scotland (FSS) is conducting a survey to better understand the experiences and views of Food Business Operators.

The survey covers a range topics, including experiences of food industry regulations, business challenges, perceptions of the FSS and experiences of interacting with your Local Authority. 

The views of businesses like yours are essential to this research. Between September and November 2025, IFF Research will be surveying around 850 food businesses across the UK. By participating you can help shape the future of the food system.

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 aggregated form, 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 fbotracker2025@iffresearch.com.
 
Kind regards,  
Alex Pearson
Associate Director, IFF Research
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