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Most pregnant teenagers 
are not eating a hea lthy 
diet during their 

pregnancy, with many reporting 
that they cannot affo rd to do so, 
according to a new survey 
published by the Food 
Commission and the Maternity 
Alliance. 

For the survey, 46 pregnant 
teenagers were interviewed and 
their diets was analysed for 
nutritional content. Interviews with 
the young women revealed that 
pregnant teenagers, particu larly 
those living away from their 
parents, face huge obstacles to 
eating an adequate diet, including 
a lack of cash to spend on healthy 
food. 

Pregnant teenagers are 
penalised under the state welfare 
benefits system as they receive 
much lower payments than older 
pregnant women. Two thirds of 
the teenagers taking part in the 
survey said that they found it a 
struggle to get by_The majority of 
teenagers living away from home 
said that they had less than £20.25 
to spend on food each week - the 
bare minimum required for a 
'modest but adequate' diet. Ma ny 
reported that when money was 
tight. they filled up with cheap 
fatty or sugary calories such as 
chips, biscuits and sweet 
breakfast cerea ls. 

Babies born to teenagers tend 
to have lower birthweights, with 
increased ri sk of infant mortal ity 
and an increased risk of health 
problems in chi ldhood and later 
life. The Food Commission and the 
Maternity Alliance are call ing on 

the government to ensure that 
pregnant teenagers receive 
better support. Women of al l ages 
should have the right to eat 
healthily during pregnancy, for 
the good of their health and for 
the good of their unborn babies. 

See more details of the survey on 
pages 4 to 5. 

Is this enough to feed a 
mother and her growing 
baby? 
Meal Food 

Breakfast Crunchy nut 
cornflakes with whole 
milk 
Milky tea with two 
sugars 
Glass of wh ole milk 

Lu nch Packet of crisps 
4 gingernut biscuits 
2 choco late 
digestives 
Milky tea with two 
sugars 

Supper 2 sausages (fried). 
chips, peas and gravy 

Snack Smoky bacon fl avo ur 
crisps 
Milky tea with two 
sugars 

Typical daily diet of reported by. 
pregnent teenager containing 
eleven portions of fatty, salty and/or 
sugary foods, no fruit, and onlv one 
portion of vegetables. 

Get the facts with the Food Magazine  
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Poor maternity benefits 

W
cause poor diets 1.4·5 

hile we at the Food Magazine celebrate 15 ye ars of EC allows milk ads 3 
publication - our first Food Magazine came out In spring SCF does Irradiation U-turn 3 

EU looks at fortification rules 31988 - the Food Standards Agency (FSA) has also 
Health claims boost sales 6celebrated a 
Five-a-day message abused 6·7The FSA is 3 years old this April, and although It is stili a Parents Jury latest awards 8 compa rable infant. it can still be held accountable for Its work. Nestle tells salty stories 9 

The FSA's annual budget of some £100m (excluding the Meat UK women top CVD chart 9 
Hygiene Service) is spent roughly in the proportions 40% food safety, Hospital food nightmares 9 
28% BSE-related issues, 12% 'consumer confiden ce', information and 
food labell ing, 10% nutrition and diet. and the remainder on its own Advertising 
housekeeping. Legal. decent. honest &true? 10 

The miserly amo unt to be spent on nutriti on is out of al l proportion 
to the costs of poor nutrition, Which amounts to bill ions every year. Checkout 

No such thing as unhealthyAdult obesity alone costs some £3bn annually (Nationa l Audit Office) 
food? We take a look atand premature heart disea se, diet-related cancers, diabetes and 
the industry 11-14dental caries add tens of billions more to that figure. 

Food safety costs are largely borne by industry, and rightly so as Comment 
producers must be responsible for the safety of the fo od the y Global goes local 15 
produce. And food safety inspection is covered locally, apart from 
meat inspection which comes under the Meat Hygiene Service, Marketplace 
which has its own £20m budget. Books. posters, subscriptions 16 

So the FSA conscious ly took the view that food safety was more 
important than nutrition. In 2001 , the FSA declared that 'within five Society 
years' it would reduce food-borne disease by 20% and 'over the next Food for oil ruins Iraq 17 
four years' cut the incidence of sa lmonella contamination of retai l 

Nutritionchicken by 50%. The FSA issued no num erica l targets for the 
Two million kg of Cadbury' simprovement of nutrition. 

chocs to get kids healthy! 1 g Food -borne disease rates were fall ing before the FSA came into  
being - down from around 94,000 notifications in 1998 to 85,000 in  Books  
2001. The target may be easily met by  Reviews of books and reports 20 

In th e summer of 2001, a sample of retail ch icken showed 
sa lmonella infection in fewer than 6% of sam ples. This was lower Science 
than the FSA expected from previous surveys (some of which had What your doctor reads 21 
found salmonella in 30% or more of samples). Again, the FSA may be 
pu shing at an open door. Feedback 

A dip into our mailbag 22-23What a pity the FSA avoided targets for nutrition. Obesity rates are 
shooting up . Heart disease deaths are falli ng, but hea rt disease Backbites events are falling less slowly, ind icating that we are better at keeping 

On the lighter side. 24patients alive rather tha n preventing the disease. Cancer rates are  
rising. Non-insulin-dependent diabetes - on ce found only in older  
adults - is now being found in young adults and teenagers.  

Nutrition strategies, however, require co-operation between the 
FSA and the Department of Health, both of which have developed 
their own policy documents. The impression they give is of two Badvertisements! 
competitive bodies working despite each other rather than with each 

This magazi ne takes no other. Perhaps the FSA's reluctance to se t targets stems from a fear advertising for food products. 
that if the targets were met then the DoH would grab the credit. We believe that food 

A lack of coordinated strateg y, linking food to diet and health, is a compan ies al ready promote 
loss to us al l. It is all too familiar from the days of MAFF and its friends their products too much. 
in the industry. 

But we do like to expose 
food companies' deceptive 

descriptions, silly statements 
and loopy labels. 

So watch out for our ANTI-
ADVERTISEMENTS scattered 

through this magazine ! 

Moving targets  

Advertising Policy. The Food Magaz;ne does not accept 
commerc ial advert iSing . Loose inserts are accepted subj ect to 
approval - please contact Ian Tokelove at The Food Commission for 
detail s. Call 020 7837 2250 or email ian@foodcomm.org.uk 
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news - ·---

At last! EC allows adverts SCF in U-turn over safety 
for low-fat milk of irradiated food 
European Union subsidies for the 
marketing of agricultural products 
have started to take nutritional 
concern s into account, in a 
Regulation passed by the 
European Commission in 2002. 

For years the Food 
Commission and other health 
campaigners have critic ised 
European subsidies tor supporting 
the marketing of agricultural 
products with little regard fo r 
their health effects. Millions of 
euros of EC taxpayers' money 
supports the marketing of liquid 
milk, but until this new regulation, 
.any programme designed to 
promote semi-skimmed milk or 
skimmed milk' was ' excluded 
from Community funding' - a 
typical case of ministers paying 
higher regard to economic 
interests than health. 

Now. six million euros have 
been allocated in a th ree-year 

programme to promote milk to 
children, adolescents, young 
women and mothers, without this 
'only whole milk' restriction. This 
is good news for public health, 
since it could mean a reduction in 
dairy fat consumptio n. 

Of course, the Common 
Agricultural Policy will still pay to 
ensure that the fat skimmed off 
the mi lk is put back into the food 
chain. It amounted to over 350,000 
tonn es in 2001. 

Despite an EU-wide drop in 
sales of butter (evidence that 
people are trying to eat more 
healthily!. butter gets back into 
food through subsidised supplies 
to caterers working in schools, 
hospitals, social servi ce ca re and 
accommodation for the homeless, 
adding an estimated 449 of satur-
ated fat to peoples diets daily -
twice the maximum recom-
mended amount for healthy living. 

Europe's most prestigious food 
advisory committee - the 
Scientific Committee on Food 
(S CF) - has reversed its position 
over the safety of eating 
irradiated foods. 

Back in July 2002 the SCF 
concluded that there was not 
enough evidence of hazard from 
eating irradiated food, and tha t 
su ch foods could theretore be 
considered safe. This statement 
was challenged in a remarkable 
open letter by EU·fund ed 
research scientists who had 
presented evidence of tox ic 
compounds in irradiated fat-
conta ining foo ds. 

The SCF ha s now announced 
(March 2003) that it cannot 
endorse moves to allow the 
irradiation of all foods above the 
current maximum irradiation dose 
limit of 10kGy (kilogray -
equ ivalent to about 100 million X-
rays ). Taking a pre ca utionary 
ap proach, the SCF said that not 
enough resea rch has been done 
to assess the sa fety of eating 
foods irradiated at doses above 
this level. 

It appears that the SCFhas 
learnt its lesson and is now acting 

Cutting back on butter? 
People are buying less butter but EC subsidies ensure that butter 
gets put into our fo od in other forms - cakes, pastries, confectionery 
and ice cream. Butter subsidies will remain for the time being. 

",----------------------------------------

Food Commission says 'no to  
.. ..

! 

Parents Jury scol es on salt reduction 

fortifi ed junk!' 
In evidence to the Eu ropean 
Commission. the Food 
Commission has wa rned of the 
dangers of allOwing junk food to 
carry added nutrients. 

The EC has launched a 
consu ltation and is curre ntly re-
examining Europea n rules on 
fortifi cation - the addition of 
vitamins and minerals to food. 
Countries that do not allow 
fortification, such as Denmark, 
are under pressu re to accept the 
kinds of products prevalent in the 
UK, especia lly fo rtified children 'S 
foods. As the Food Commission 
has shown, fo rtified child ren's 
foods tend to be high in fat, sugar 
and/or salt, low in healthy 
ingredients. Added vitamins and 
minerals used as a marketing 
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on a precautionary principle, 
rather than assuming safety until 
a hazard is proven. 

In a separate move, the 
international food-standards 
setting body, Codex, agreed in 
March on an ill-advised 
compromise in finalising the 
international food irradiation 
standard. 

The Codex committee decided 
to maintain the maximum 
irradiation dose limit of 10kGy, but 
then added a sentence permitting 
any food s to be irradiated above 
this limit 'where necessary to 
achieve a legitimate technologic -
al purpose' - a vague and, in ou r 
view, unenforceable constraint. 

We are now awaiting a date to 
be set for the Eu ropean Council of 
Ministers to discuss whether they 
think that more foods should be 
permitted for irradiation in 
Europe. The European Parliament 
has voted to allow the irradiation 
of only herbs, spic es and 
vegetable seasonings. 

• Contact Mera'J Shub. co-ordinator 
of th e Food Irradiation Campaign on 
020 7837 9229. 

The Food Commission's Parents 
Jury has been credited with 
achieving a reduction in the salt 
content of the best-selling 
children,s snack, Kraft Dairylea 
Lunchables. In the 2002 Children.s 
Food Awards, the Parents Jury 
gave Lunchables the Not in my 
Lunchbox l award, sparking 
national newspaper headlines 
such as Lunchbox from Hell. 

Eating one Lunchable would take 
a six-year-old child over their 
maximum re commended daily 
intake of salt in just one serving. 
Following this adverse press 
coverag e, Dairylea has sa id that it 
is planning to cut the salt conten t 
by 25% this year. 
• Forthe results of this year's 
Parents Jury Children's Food Awards, 
see page 8. 

technique to make junky products 
more 'mum friendly' . 

The Food Commission's report 
Fortification Examined: Health 
claims and the need for 
regulation calls for strict 
nutritional criteria for foods that 
ca n fortified, and fo r fortification 
to be allowed only where it can 
be shown to address proven 
nutritional deficiencies in the 
target population. 

An EC consultation on 
proposals for regulating health 
claims is also underway. 

• for a copy ofthe report Fortification 
Examined (US), or for the Food Com-
mission's consultation submission 
(free of charge, in pdl format), write 
to: enquiries@foodcomm.org.uk. 



-- - - ---health 

Babies' health put at 
risk by low benefit levels 
Most pregnant teenagers are not eating an adequate diet, 
putting the babies' health at risk, according to a survey con-
ducted by the Food Commission and the Maternity Alliance. 
Many pregnant teenagers report they cannot afford healthy 
foods needed for themselves and their growing babies. 

The UK has the highest rate of teenage 
pregnancy in Western Europe. In the 
year 2000, 23,000 babies were born to 

women under the age of 18,' 
The diets eaten by teenagers are among the 

worst recorded in national surveys of the 
British population's nutritional status. Teenage 
girls in lower income groups are prone to sk ip 
meals and to deprive themselves of food to 
prevent weight gain . Their diets are typically 
deficient in essential minerals such as iron, 
calcium, zinc and magnesium, and vitamin A 
and folic acid. 

Partly as a result of this unhealthy pattern of 
food consumption, babies born to teenagers 
tend to have lower birthweights, increased 
ri sk of infant mortality and an increa sed risk of 
health problems in childhood and later life. 

When a teenager bec ome s pregnant she 
needs all the help and support she can find. 
An adequate income is essentia l if she is to 
eat properly for herself and the growing 
foetus. It is estimated that the minimum 
amount a pregnant women needs to spend on 
food is just over £20 per week, assuming she 
has local access to a wide range of foods at 
current average prices, and that she knows 
what she should buy to obtain a nutrient-rich 
diet. In such circumstanc es, an estimated 
£20.25 would be just enough to buy a 'modest 
but adequate' diet. 

Money and diet 

To find out what food s pregnant teena gers 
are eating, how they make food clloices and 
what factors influence their ea ting behaviours 
the Food Commission, in partnership with the 
Maternity Alliance, undertook a survey of 46 
pregnant women aged under 18. We wanted 
to find out jf pregnant teenagers were eat ing 
hea lth ily, or whether thetr diets were cause 
for concern, 

"I I'tOYmally j fiJ)v W1ijw{f up 
(WV /n-eac/., or C<"ihp" 
chocoia.te- u:..cheap." 
pregnant 16 year old. living with partner 

The research found that most teenagers who 
shopped and cooked for themselves are not 
able to afford even the modest amount of 
money needed to buy an adequ ate diet. 

Benefits for 16-17 year olds are complex 
and depen d on the young woma n's 
circ umstances. For a pregnant 16-17 year old 
in full time education living at home, her 
parents can claim £38.50. If she is eligible to 
claim ben efit in her own right she ca n get 
£32.90 a week, or in some circumstances, 
including where she can show she is 
estranged from her parents, £43.25. Some 
yo ung women of 16 and 17 may not be el igible 
for any benefit, even if they are pregnant and 
living independently. The benefit rate for a 

A we alth of ev idence shows that when money is tight, one of the easiest item s to cut is food, 
as it is one of the few areas of people's budgets that is not fixed (unlike fuel bills and rent, for 
example). The easiest ways to reduce food costs are to buy cheaper foods and to eat less. 
The research found evidence that ma ny pregnant teenagers did both. Previous research by 
the Food Commission also shows that healthier options tend to cost more than thei r less healthy 
alternatives (e.g. wholemeal bread compa red to white). The differences are shown below. 

Additional costs of healthier food options 
Reg ul ar basket Hea lthier basket Average extra cost of healthier foods 

1988 £9.78 £11.56 18% 
1995 £11.04 £15 .11 -- -- 37 % 
2001 £12.72 £19 .19 51 % 

woman aged 18-24 is £43.25, and for a wom an 
aged 25 or over, £54.65 For most preg nant 
teenagers, this money is only available atter 
the 29th week of pregnancy, beyond the time 
when her growing foetus has the ma ximum 
need for essential nutrients. The payments are 
meant to cover all costs except housing. 

If these young wo men are failing to eat 
healthily, both they and their growing foetu ses 
are at risk of malnourishment. Inadequate 
nutrition during pregnancy will affect the 
mother's long-term health, as the growing foetus 
draws on her nutrient reserves, and it will affect 
the foetus which, deprived of an adequate range 
of nutrients, will be at ri sk of stu nting and 
early symptoms of heart disease and diabetes. 

Of the 46 young women interviewed, dietary 
patterns were characterised by: 
•  ma ny portions of fatty foods 
•  many portions of foods with high levels of 

satura ted fats 
•  many pOl1ions of foods high in salt 
•  many portions of sug ar-rich food s and 

beverages 
•  few portions of frui t or vegetables 
•  low levels of dietary fibre 
•  defi ciency in vitamin A and fol ic acid 
•  deficiency in the minerals zinc, iron and 

calcium 
•  missed meals every day or two. 

The young women were generally aware of 
what a healthy diet should be and knew that 
they should be improving thei r diet during 
pregnancy. Nonetheless, it was not easy for 
them to eat well. The majority of those who 
had to buy th ei r own foo d did not ha ve enough 
money to ensure their diet was adequate . 

"I've- bee-vv to- ea.t 1'I1.(We- 
hea.UYuly bv..t u:¥ >'tOt' ...  

beau.v.\€/ 
l.i.k.e- that" wvw.lLy 
they do- that" cheap 
bv..t t w.,t"er ih I c.a.n:t ea.t i1:. "  
pregnant 16year old, living with partner  

Over half of the 46 wome n surveyed said they 
had made some healthy changes to their diet 
since finding out they were pregnant, such as 
drinking milk or eating vegetables. They could 
all recall at least one person who had given 
them dietary advice during thei r pregnancy 
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health  

Frequency of foods eaten by pregnant teenagers 
during the previous day 
Type oflood Number eating Average number 

this food out of of portions 
46 women 

Number of portions of high salt, high sugar and 
high fat foods consumed by pregnant teenagers 

Number eating food Average portions 
food out of 46 women eaten in a day 

Milk 40 2-3 
Brea d/toasVrolis 35 3-4 

Foods high in salt lover 
0.5g of sodium per 100g 44 4-5 
or serving*) 

Squashes and soft drinks 34 2-3 
Crisps/bagged snacks/  
pot snacks 31 2  
Breakfast cereals 29 1 

Foods high in sugar 
lover 109 of sugar per 43 3-4 
100g or serving') 

l ow sugar breakfast ce re als 13 t 
High sugar breakfast cereals 16 1 
Vegetable/salad lexcluding 
potatoes) 27 t-2 

Foods high in fat 
lover 20g of total fat per 45 4-5 
100g or serving") 

* Definition of the lerm 'high' taken from the Healthy Ealing series of leaflets 
published bV the Food Standards Agency (2002) on salt. fal and sugar. Processed meat products 26 1-2 

Confectionery 25 1-2 
Sweet tea/coffee 18 2-3 
Chips/French fries 18 1-2 food to keep you 

Fresh/lean meat 18 1 going two days for 
less than £5. 

Fruit and fruit juice 17 1 The dilemma 
Biscu iVcake/dessert 16 4-5 between not enough 

Cheese 15 1-2 healthy food and too 
many latty, sugary

Potatoes Inot chi ps/crisps) 12 1 calorie s cannot be 
Pastry 9 1-2 resolved on a low 
Pa sta/rice 7 1 income.For teenage 

Eggs 6 1 women living alone, 
especially for those 

White fi sh and processed with no support from 
fish products 7 1 parents, partner or 
Seeds/nuts/pulses 3 1 friends, the risk of a 

seriously inadequateYoghurt 3 1 
diet is high. In the pre-Alcohol 2 1-2 sent SUivey, a detailed 

Oily fish 0 

and most had tried to follow this advice. 
Almos t all of those who were not able to fol-
low the advice sa id this was because it was 
too expensive. Three quarters said that if they 
had an extra £5 a week to spend on food they 
would buy fruit and/or vegetables. 

Withou t suHicient cash. any amount of nutri-
tion in formation and knowledge, and any 
amount of ski ll in foo d preparation, will be 
wasted. With less than £5 per day to pay for all 
th eir needs, it is not surprising that typically 
less than £3 co uld be afforded for food . To eat 
healthily on less than £3 is virtually impossible: 
a bag of salad leaves at Sainsbury's mig ht be 
£1.49, three tomatoes 35p, a tin of sardines at 
Tesco 49p and a smali wholemeal loaf at the 
corner shop SSp. That's it. The money is spent 
and you have not bought enough to survive on 
(see box: Money and diet). Cheaper ways to 
fill up can be easily managed : a packet of cus-
tard creamS is 39p, a big bag of chips 70p, 
sausages, sweet tea, white bread, marg arine 
and jam - you can buy enough calorie-dense 

0 analysis of the diets of 
six young preg nant 

women found that four had diets that were seri-
ously deficient in calories (less than 1)00 per 
day) yet all SIX were eating mo re than the rec-
ommended maximum amount of saturated fat. 
and five were eating more than the recommend-
ed maximum amount of sugar. None were eating 
the recommended minimum live portions of fruit 
and vegetables per day - indeed none had eat-
en more than two portions on the day surveyed. 

Most of the 46 young women surveyed sur-
vived by depending heavily on their parents, 
their partners or partners' parents, or their 
friends. This puts a strain on relationships at 
an age when these women are least able to 
cope, adding to their diHiculties and the likeli-
hood of ill hea lth. To exhort them to improve 
their diets without oHering them the means to 
do so is worse than futile, for it encourages 
resentment and distrust. 

Th e solution lies in providing the means for 
these women to obtain the diets they need, and 
which they are well aware that they need. 
Assessment of the costs of a 'modest but ade-

quate' diet should be undertaken routinely, with 
a110wances made for spec ific dietary require-
ments and local price va ria tions. Benefit levels 
then need to be upgraded to cover this mini-
mum entitlement, and the benefit made avail -
able automatically to all pregnant women from 
the moment the pregnancy is confirmed. 

"I've-goC "'-' bt;Wy I've- goC  
t"o-t"vy r:uuJ., fU my for-  

W<.e- (oodv, In:l4; bt;Wy  
.. 00,  

&ottn'Wl/ ofthe- U;t: "  
pregnanl16 year old  

Additional measures should also be consid -
ered to improve the health status of teenagers 
so that pre- and post-conceptual peri ods are 
not nutritionally jeopardised . Th is re quires 
better sc hool-ba sed food po li cies and closer 
attenti on being paid to the food culture and 
fo od marketing environments which surround 
children and tee nagers in mode rn society. 
Previous research has shown that nutrition 
education progra ms are not always effective 
at improving pregnant teenagers' diets. More 
resea rch is needed to understa nd the factors 
affec ting these women's fo od choices and to 
identify what works to help improve their diet. 

• This survey was conducted by Helen Burchet1 
and Annie Seeley and funded by the kind donations 
of friends and colleagues 01 the nutrition cam-
paigner Arthur Wynne, who passed away in 2002. 

• The survey report, Good enough 10 ea/: The diel 
of pregnanl teenagers, is available on the Food 
Commission website and Maternity Alliance web· 
sites, free 01 charge. See: www.foodcomm.org.uk 
or www.maternityalliance.org.uk 

Reference 1. Summeriield C, Babb P leds), 2003, 
Social Trends No 33, The Stationery ONice, London 
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product (often 
more expensive) 
offered more 
health benefit 
than another. 

- Iabelling- 

Princes reveals truth  
about health claims -
but not to the public!  
Last year, the Food Magazine highlighted the 
problem of health claims being made or 
implied through marketing partnerships 
between health charities and food companies 
- usually in the form of a charity logo 
appearing on food labels. Some charities and 
companies responded saying that there was 
never any intention of assisting a health claim 
for the food brands - the partnerships were 
purely for fund raising purposes. 

We have often found that tracking stories in 
the trade press is very enlightening. What 
companies say to other companies is different 
from what they say to the pUblic. Princes 
canned fish products, for instance, 
currently carry the British Heart 
Foundation logo, helping to raise money for 
the health charity. 

The British Heart Foundation says that it 
does not endorse products. Yet an advert 
from Princes, published in The Grocertra de 
magazine, describes the logo as: 'An 
exclusive link with the British Heart 
Foundation to position canned fish as a 
healthy choice: and 'The health message is a 
perfect opportunity to attract younger 
customers and we are delighted to feature the 
BHF logo on pack.' Clearly, Princes thinks that 
the use of the BHF logo is a health claim, even 
if BHF does not. 

In the case of promotion of fish, this may not 
be a problem, since BHF does say that eating 
oily fish can help your heart health. But it 
raises another big Question mark above other 
BHF marketing partnerships with food 
companies. Did BHF intend to help Tetley Tea 
make a heart health claim fo r drinking tea? 
And doe s BHF think that eating Shredded 
Wheat will keep your heart healthy? Maybe, 
but probably not. 

last month, the Food Commission attended a 
round-table meeting at the Food Standards 
Agency IFSA), with several national health 
charities who have engaged in marketing 
partnerships with food manufacturers to help 
raise money for the charities and boost 
product sa les for the companie s. 

The meeting was prompted by publication of 
the Food Commission's 2002 report, Cause or 
Compromise: 00 marketing partnerships 
between food companies and voluntary org-
anisations compromise healthy eating advice? 

At the meeting, the National Osteo porosis  
Society sa id that they had stopped offering  

exclusive contracts to clie nts - one of our 
main criticisms of their 'bone -friendly' logo. 
We argued in our report that exclusive 
marketing partnerships (where charities 
agree, for a fee, not to let their logo appear on 
similar food products) was inherently 
misleading - implying that one branded 

The British Heart Foundation says it doesn't 
endorse products, yet Princes regards the 
BHF logo as a 'health message' and 'a perfect 
opportunity to attract younger customers .. .' 

Riben a Toothkind carries the phrase 'The 
only drink acc red ited by the Briti sh Dental 
Association: and wa s chastised by the 
Advertising Standards Authority fo r 
advertisements claiming that the drink was 
absolutely safe for teeth. At the FSA meeting, 
the British Dental Assoc iation IBDA) admitted 
that prob lem s can oc cur in 'the cla sh between 
sc ience and marketing ', The BOA says th at it 
is changing how it works with companies, and 
will now seek out innovative products that 
offer benefits to te eth and which might not 
otherwise rece ive widespre ad promotion. 

The Ca ncer Research Campaign reported 
that it was focusing in the coming year on 
generic promotions of fruits and veg etables, 
for which good scientific eviden ce exists for 
health benefits of increased consumption. 

• The 98-page report Cause or Compromise? 
is available from the Food Commission for £75 (£25 
to individua ls and non-profit organisations). Call 
02078372250 or emai l: enquiries@1oodcomm.org.uk 

Food Mag.,ine 61 6 Apr/Jun 2003 

'Five a  
rough  

The Department of 
Health's long-awaited 
'five a day' logo, meant 

to promote the consumption •
of fruit and vegetabl es, has 
been rejected by retailers 

Just Eat Moreeven before it appea red on (fruit & \leg)
supermarket shelves. 

It ha s also met with immediate competition 
from a simila r logo scheme launched by none 
other than the Department of Health's NHS! 

Luckily, a last-minute change to the 'five-a -
day' logo saved the Department of Health 
(DoH) from further egg on its face, when they 
realised that the logo was incomprehen sible. 
Five green boxes and the phrase 'Just eat 
more' failed to mention what people should 
eat more of. With the addition of the phrtl se 
'lfruit & veg)', the logo was ha stily amended . 

Sainsbury's rejec ted the logo scheme, and 
Tesco fa iled to sign up for the launch of the 
logo - the two biggestretailers in the UK. 
Meanwhile, the growing number of 
compani es using five-a-day claims to promote 
their proce sse d products continued to display 

Five a day in a box? 
Why eat a healthy balanced diet when you 
can just heat up a carton of soup instead? 
This Campbells soup claims to provide four 
of your five recommended daily portions of 
fruit and veg, and the carton of Knor Vie 
soup claims to contain three of your five 
ponions. Such claims would not be 
permitted under the Department of Health 's 
current 'Five a day' guidelines. 



- ··- Iabelling-- -- - ---

day' logo gets a  
ride  

Trust the Captain? 
The box claims that a serving of Birds 
Eve Captain's Vegetable Burgers 'con-
tributes to your 5 a day target'. but 
nowhere does it explain how much. 
We calculate that each burger con-
ta ins less than a quarter of one recom-
mended daily portion of fruit and vag. 

their message on the supermarket shelves. 
despite the fact th at most would not qualify to 
carry the advice under the Department of 
Health's nutritional criteria. 

Sainsbury's would not be able to market its 
'Way to Five' range under the Department of 
Health's curre nt rule s. Som e of the 
Sainsbury's products contain added fats, salt 
and/or sugar, and the DoH has not yet 
decided if foods containing these ingredients 
should be allowed to ca rry a 'just ea t more ' 
message, especially as most people alre ady 
eat too much fat, salt and sugar. Campbell's 
and Knorr ca rton soups - claiming to contain 
between two and four portions of veg etables 
in a single ca rton - are also questionable 
because of high levels of added salt. 
Simil arly, can Solero ice cream really be 
allowed to claim that it prov ides half a portion 
of healthy fruit per serving, with its high 

levels of ad ded 
sugar? 

A partic ular 
bone of 
contention 
between 
manufacturers 
and the 
Depa rtment of 
Health has been 
the advice that 
can appear on 

fruit smoothie drinks. Many manufacturers 
already claim these premium-priced produc ts 
contain two or three po rtions of fruit, but th e 
Department of Health criteria explicitly 
re str ict them to one portion, since the 
processed fruit sugars in juices and 
smoothies is more dama ging to teeth th an th e 
sugars in unprocessed fruit. 

Whilst the offic ia l 'five a day' logo struggled 
to make its message known, the NHS logo 
slipped onto the market on fresh frui t and 
vegetables in a series of promotions in 
supermarkets, giving advice on how to 
prepare and serve the produce. Customers 
reported th at the familiar NHS logo helped 
them make the link between fruit and 
vegetable consumption and health. 

We have conta cted the Department of 
Health, th e Food Standards Agenc y, the 
Indepen dent Television Commission, the 
Advertis ing Sta ndards Authority and several 
regional trading stand ards depa rtments, to 
ask them to take action ag ainst any 
companies promoting products with the 'five 
a day' message that contai n either hi gh 
levels of fat, salt or sugar, very low levels of 
fruit or vegetables (not enough to achieve 
even a single portion ), or making claims that 
single produ cts ca n contribute several 
portions when the best advice is to aim for 
va riety. 

Both the Department of Health and the Food 
Standard s Agency have been reluctant to 
criticise individual companie s, but trading 
sta ndards officers (who deal with companies 
at a lo cal level) have said that they would 
welcome official guidance from the 
enforcement branch of the Food Standards 
Agency about how to protect the 'five a day' 
advice. This page shows some of the 
products, and the problems they cause 
through the unregulated use at the 'five a 
day' messa ge (see also FM60). 

The Food Commission continues to believe 
that the 'five a day' advice is a public health 
messa ge, and should be used only where it 
supports improvements in public hea lth, for 
example to redu ce ca ncer and heart disease 
in the population. Without controls, we are 
likely to see industry comin g up with further 
questionable products, log os and pseudo 
health messages, as has happened in the US. 

There, the dairy industry 
ha s launched a 3-a-day 3-A-Day campaign for cheese, milk 
and yoghurt that failed to
include advice onIIIP. restricting fat intake .For..strongeroanes 

Me five a day? 
According to Marketing magazine 
McDonald's is considering applying to use the 
Department of Health 's '5 a day' logo on Happy 
Meals that include a porti on of fruit instead of 
the usual fries, But don't expect to see the 
logo on many of their other products - they've 
even managed to make 
their Banana Flavour 
milkshake into a 
fruit-free zo ne, 

The smooth sell 
The carton says 'a 250ml serving of smoothiepack:: 2 of your'S a 
day' portions of fruit or vegetables. as recommended by nutrition 
and health experts', yet Department of Health nutrition and health 
experts would say it can count as only Q!W. portion, 
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The Parents 

]llY 

Lineker lets children 
down but Jamie's a 
star, say parents 

The Food Commission 's Parents Jury is 
going from strength to strength. with a 
membership of over 1,300 parents. In 

February, the Jury reached its verdict on the 
second round of Children's Food Awards -
shaming marketing techniques that encourage 
children to eat unhea lthy foods, and praising 
people, manufacturers and marketing 
techniques that promote healthier 
alte rnatives. Here are the awards: 

The Food Hero and Greedy Star 
awards 
The Paren ts Jury felt that very few famou s 
people help to make healthy food am ac tive 
and 'cool' to children. However, Jamie Oliver 
came out as the clear winner of the Food Hero 
award , for showing ch ildre n that cooking can 
be great fun. As For the Greedy Star award, 
parents criticised po p stars and sports stars 
who have sold out by using their sta r status to 
promote fatty, sugary or salty foods to 
children. Gary Uneker won the award for his 
high-profile TV advertising of fatty, sa lty 
Walkers Crisps. 

'coo{) fay 00y¥ - my 8 -
yerur-o-/d. W hook.edA" 
mother of two, from Reading 

Ct-r'IV Uv Ctt'V i.d.e<;W 
chi,ld.y-evv 

cWout' tIw 
food,. 

mother of one, from Hastings 

There is lots more nutritional information 
and there are plenty of quotes from parents 
at www,parentsjury,org 

We're still pleased to hear more parents' 
views about children's food. If you'd l ike to 
join the Parents Jury (membership is totafly 
free, and involvement is not time-
consuming) then email: 
parentsju ry@foodcomm.org.uk, call 020 
78372250, or write to: Parents Jury, 2nd 
Floor, 94 White Lion Street, london N1 9PF 

editions, even if a product has large pictures 
of fru it on the front, the level of added juice is 
often so low that children won't get much 
health benefit from the cla imed 'fruitiness ' of 
these products. Tha t is why the phrase 'iuice 
drink' won the Food label Fibs award, since 
juice drinks can contain as little as 5% real 
juice. 

"t/ea.Wv vi.!it'o-r-.\' 
f vi.e¥td.ly f cJOd, f CWlCt-r'a.. fay 

to' 
keep 
mother of two, from Nuneaton 

parents re poned that they ohen used recipe 
books and TV cookery shows to look for ideas. 

For useful advice given during the all-
imponant first years of life, Health Visitors 
were given the Friendly Food Fac ts award. 

Sadly, mi sinformation is also a prob lem 
for parents - es peCially on food labels. 
Most parents understand it is good to 
encourage children to enjoy fruit and re al fruit 
juices. But, as we have highl ighted in previous 

<iYiHtk/ w 
vea.Uy 
o-nl,y 

fW.,v0uyea.. 

mother of one, from Petersfield 

The Better Breakfast and Breakfast Battles awards 

a.ttvc<.ct"LOWfay Coco-Pop!/, vei.vv-
fayce4l>y 

ofPVOmAr-
t'Wfu /vIy 
chi,ld.y-evv 
cUm)t 
C\.Ctl..u;<.Uy 
Wc.e.- the, 
tcv..t'eA" 
mother of four, 
from East 
Sussex 

wWeat' 

wt.CI.l<..eo 
.£eWW to- g.o-
dowvv """ 
In.u:.I<.et' 
loa.<W" 
mother of one, from 
Milton Keynes "Wee.te<hi,.,v w(7v

wecU: Gei"ecW - /.ow Uv 

wi.6v chi,ld.y-evv " 
mother of one, from London 

The Friendly Food Facts and 
Food Label Fibs awards 
Easy-to-follow advice about how to feed 
children healthily can be hard to find, and 

Breakfast cereal s are of special concern to 
the Parents Jury. A common complaint is that 
nearly all of children's breakfast cereals are 
coated in gooey suga r, and most are the 
su bject of high-pressure ma rketing to 
children, with relentle ss advertising, movie 
link- ups and the use of cartoon characters. 

Coco Pops won the Breakfast Battles 
award for its high level of sugar (39% sugarl 
and because it' s a bre akfast cereal that 
children want to eat, but which parents 
would prefe r th at th ey didn 't. 

The Better Breakfast award w as given to 
Weetabix and porridge oats as healthier 
altern atives that parents are pleased to see 
their children enjoy. 
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