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Einheitliche Nahrwertkriterien fiir Swiss Pledge

Der Swiss Pledge ist eine freiwillige Initiative fiihrender Lebensmittel- und Getrdnkehersteller, Gastronomie- und
Detailhandelsunternehmen mit dem Ziel, das Werbeverhalten gegeniiber Kindern zu verdandern. Im Rahmen dieses
Programms haben sich die teilnehmenden Unternehmen freiwillig dazu verpflichtet, im Fernsehen, in Printmedien
und auf Markenwebseiten auf Produktwerbung an Kinder unter zwolf Jahren zu verzichten. Davon ausgenommen sind
Produkte, die besondere erndhrungsphysiologische Kriterien erfillen.

Die Swiss Pledge Selbstverpflichtung wurde im Jahr 2010 gegriindet und hat sich seit ihrer Lancierung stark
weiterentwickelt. So wurde insbesondere die Definition der «Werbung an Kinder» tiberarbeitet: Urspriinglich bezog
sich die Selbstverpflichtung auf TV-Programme, deren Zielpublikum zu mindestens 50 Prozent aus Kindern besteht.
Dieser Wert wurde inzwischen auf 35 Prozent herabgesetzt. Zudem wurde das Bekenntnis dahin gehend verscharft,
dass neben der TV-Werbung auch Kindermagazine und Markenwebseiten der Mitgliedsunternehmen abgedeckt
werden. Die Mitgliederstarke ist von urspriinglich 6 auf 13 Unternehmen angestiegen. Diese reprasentieren tber 41
Prozent der Werbeausgaben fir Lebensmittel und Getranke in der Schweiz (Jahr 2013).

Die Mitgliedsunternehmen des Swiss Pledge sind sich der Tatsache bewusst, dass die Verwendung
unternehmensspezifischer Nahrwertkriterien, selbst wenn sie wissenschaftlich fundiert sind, Probleme beziiglich
Transparenz und Konsistenz aufwerfen konnten.

Die deshalb vom EU Pledge erarbeiteten einheitlichen Nahrwertkriterien werden bis Ende 2014 auch von Swiss Pledge
Ubernommen.

Die Nahrwertkriterien sollen ausschliesslich dazu dienen, im Kontext der Lebensmittel- und Getrankewerbung an
Kinder unter zwolf Jahren —insbesondere fir die abgedeckten Kategorien —ausgewogenere Produkte herauszustellen.
Man orientiert sich hier an internationalen Richtlinien, die betonen, dass N&dhrwertkriterien immer auf einen
bestimmten Einsatzzweck zugeschnitten sein miissen. Die Verwendung der Mindestkriterien fir andere Zwecke, z.B.
fir ndhrwert- und gesundheitsbezogene Angaben wdre hingegen weder angemessen noch wissenschaftlich
glaubwiirdig.

Die fiir das freiwillige Bekenntnis aufgestellten Nahrwertkriterien wurden auf Grundlage verfligbarer internationaler
Richtlinien entwickelt. Sie basieren zudem auf einigen Grundsatzen, auf die man sich gleich zu Beginn des Projekts
verstandigt hat. So sollten die Kriterien nicht nur wissenschaftlich fundiert und detailliert formuliert sein, sondern
auch etwas bewirken kénnen, umsetzbar sein, sich zur Validierung eignen und sich problemlos und klar vermitteln
lassen.

Es gibt weltweit verschiedene Anséatze fir die Ausarbeitung und Anwendung von Nahrwertkriterien. Dabei ist eine
Losung nicht unbedingt besser als eine andere, doch hat jedes System seine Vor- und Nachteile sowie spezifische
Grenzen. Auf Grundlage einer ausfiihrlichen Debatte, die den Grundsatzen Rechnung trug und verfligbare Nachweise
und Richtlinien bericksichtigte, entschieden sich die am EU Pledge teilnehmenden Unternehmen, einheitliche
Grenzwerte pro Produktkategorie einzufihren.

Der kategorienbasierte Ansatz wurde gewahlt, weil er die Bedeutung verschiedener Lebensmittel- und Getrankearten
fir die durchschnittliche Ernahrung deutlicher widerspiegelt als ein universeller pauschaler Ansatz. Dadurch ist es
leichter, verschiedene Produkte innerhalb ein und derselben Kategorie zu unterscheiden. Dieser Ansatz ist daher
geeigneter, das zentrale Ziel des Pledge Programms zu erreichen: die Lebensmittel- und Getrankewerbung fiir Kinder
einzuschrdnken und gleichzeitig den Wettbewerb fiir die Entwicklung ausgewogener —also neuer und umformulierter
— Produkte anzuregen.
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Man entschied sich daflir, mit Grenzwerten statt mit einem Punktesystem zu arbeiten. Dies liegt daran, dass die
Angleichung vorhandener unternehmensspezifischer Kriterien ein Hauptgrund fir die Entwicklung einheitlicher
Nahrwertkriterien war. Und die meisten unternehmensspezifischen Systeme basierten auf Grenzwerten. Ein
weiterer Faktor, der fiir das Grenzwertsystem sprach, war die hdhere Transparenz: Es lasst sich klarer und leichter
vermitteln als ein Punktesystem, bei dem die Bewertungen von einem Algorithmus berechnet werden.

Die einheitlichen Nahrwertkriterien sind nicht als universell einsetzbares System ausgelegt. Sie decken neun
definierte Kategorien von Produkten ab, die von den Mitgliedsunternehmen des EU Pledge bzw. des Swiss Pledge
produziert bzw. vertrieben werden. Die Kategorien mussten so ausgewdhlt werden, dass die einfache und
einheitliche Behandlung dhnlicher Produkte sichergestellt ist. Gleichzeitig durften die Kategorien auch nicht zu breit
gefasst werden. Anderenfalls hdatte man nur sehr lasche Kriterien aufstellen kdnnen, um auch alle zur Kategorie
gehorenden Produkte abzudecken. Um sowohl die Robustheit des Systems als auch seine Fairness gewahrleisten zu
kdénnen, mussten fiir die meisten der neun Kategorien auch Unterkategorien aufgestellt werden.

Fiir bestimmte Kategorien, wie Schokolade, Sussigkeiten und Softdrinks, wurden keine Nahrwertkriterien
entwickelt. Dies zeigt, dass verschiedene Mitgliedsunternehmen, die in diesen Kategorien aktiv sind, bereits
entsprechende Verpflichtungen eingegangen sind.

Die einheitlichen Nahrwertkriterien basieren auf verschiedenen «zu begrenzenden Nahrwerten» und «zu
fordernden Komponenten» (Nahrwerte und Lebensmittelgruppen). Ein System, das beide Elemente beriicksichtigt,
Iasst sich eher mit dem Hauptziel der Selbstverpflichtung in Einklang bringen — Forderung neuer, umformulierter
und wettbewerbsfdhiger Produkte, um die Bewerbung ausgewogenerer Optionen zu erméglichen — als ein System,
das lediglich auf «zu begrenzenden Nahrwerten» basiert. Anders als bei einem Bewertungssystem werden bei den
einheitlichen Nahrwertkriterien des Pledge Programms die «zu begrenzenden Nahrwerte» nicht durch «zu
fordernde Komponenten» aufgewogen. Um fiir die Werbung an Kinder unter zwélf Jahren geeignet zu sein, miissen
die Produkte nicht nur die festgelegte Menge an «zu férdernden Komponenten» enthalten. Sie miissen zudem die
Grenzwerte fir die «zu begrenzenden Ndhrwerte» erfiillen und unter dem fiir jede Kategorie definierten
Energiehdchstwert liegen. Auf die Griinde fiir die Wahl bestimmter Energiehdchstwerte und Grenzwerte wird in
jeder Produktkategorie separat eingegangen.

Die «zu begrenzenden Nahrwerte» — Natrium, gesattigte Fettsduren und Gesamtzucker — wurden ausgewahlt, weil
verfligbare Nachweise ausreichend belegen, dass sie fiir die 6ffentliche Gesundheit bedenklich sein kdnnen. So liegt
bei ihnen der durchschnittliche Verbrauch der Bevélkerung Gber den fiir eine gesunde Erndahrung empfohlenen oder
gewliinschten Werten.

Die einheitlichen Nahrwertkriterien gelten ab Ende 2014. Im Einklang mit dem grundlegenden Ansatz der
Selbstverpflichtung miissen Mitgliedsunternehmen den einheitlichen Standard erfiillen, kénnen aber iber diesen
hinausgehen. Mitgliedsunternehmen dirfen also andere als die definierten Nahrwertkriterien nutzen, sofern diese
nachweislich strenger sind als die einheitlichen Kriterien.

Es versteht sich von selbst, dass alle Nahrwertkriterien Vor- und Nachteile haben und alle Systeme spezifischen
Grenzen unterliegen. Die sich am Swiss Pledge beteiligenden Unternehmen sind jedoch der Ansicht, dass solche
einheitlichen Kriterien ein wichtiger Schritt in Richtung Transparenz und Konsistenz sind.

Die Swiss Pledge Nahrwertkriterien wurden vom EU Pledge Gbernommen.

EU Pledge / Swiss Pledge Nutrition White Paper Page 3



A X Ky
* *
EU PLEDGE*

Nutrition Criteria

White Paper

PPPPP



Contents

EX B CUTIVE SUMIMIAIY it e e et e e eeeeaeeeeeeeeeaeesaessaassasssssssssssassbasssassaeeeeeeeeeeeeeeeeeeaeaeaeeeenees 4

Table 1: EU Pledge NUtrition Criteria OVEIVIEW.......cccuiiiicuiiiiiiieeesitee sttt e st e e ssitee e ssiaee s siaeessbaesssabaeesssaeenans 7

Section I: Background, approach and rationale........ccceevieiiiiiee e 13

INEFOTUCTION 1.ttt s et e b b e e bt e e bt e st e e sbbe e bt e e abeesabeesabeebeesbeesabeesabeenaeeenne 13

F N oYU Tl U o 1= F - TSRS 13

U ITe Fo Ll g Y= 0 o oY= USRS 13

The EU Pledge COMMIEMENTS ...ciii ettt e e e e et e e e e e e ara e e e e e e sntsaeeeeeeenssraeeeeeennnnnns 13

CUITENT PraCEICO ..eeiiiiiee ettt et e s st e s ea bt e e s b bt e e e bt e e e eab e e e ssabeeeesnbeeesnbeeesneeeeenneeas 16

Development Of COMMON CHLEIA.......iiiiiee et e e ae e et e e s brae e s beeeesnbaeeennbeeeennes 16

DLV o] o] g V=T o o] e Yol <1 USSR 17

(01 7T Y| 1T o] o] oY1 o IR PSRRI 18

(01 dT={o A o - IY=To BT o] o] o X- ol o W PSSR 19

Threshold-based APPrOACK ........uii i e e st e s sabe e e srabe e e ssateeesaeeas 19

Yol o LI TaTo I o oo I¥ Lot dfor- N =Y =Jo] o T=T- SRR 20

REFEIEINCE UNILS ..ttt bttt ettt b et sheesb e et e e ae e s bt e bt embesaeesbeebesneesneennean 21

NUEFIENES 1O TIMIT ittt st e bt e bt e s b e st e e s abe e beesbeesabeesuteenaaeenne 21

COMPONENTS TO BNCOUNAEE oeeiiiiiiiiiiiiieii it e et ettt e e et e et e eeeeeeeeeeaaeeaaassessssssssssssssssssnnsssnnnen 22

NUEFTENT VAIUBS. ...ttt st b ettt s bt bt e b saeesb e et e saeesneenneen 22

I T Y (=] o L PSUPPPPPPPPR 23

Section I1: NULrition Criteria DY Cat@BOIY ..ottt e s ee e e s bae e ssabaeesnes 25
1. Vegetable and animal based oils, fats and fat containing spreads & emulsion-based sauces (e.g.

INAYONNAISE) ..teeeuteeiereeiteeeiteeeteesteesteesteeeteeeteesasassseeseeassaessseassseessseansaeanseessseeasseesesansaesnssenssesasseenseessenns 25

2 Fruits, vegetables and seeds, XCePt Oil .....ciivviiiiiiiiiiiiiie e 27

3 [V Ll T Ty =Te I Yo Yo UL 3 RSSOt 33

4 T =T YA o] o 1o [ SR 34

5 (D [T YA o] o Lo [¥ o1 -3 35

6. Cereal Dased PrOAUCES .....ooviiiieieeeee ettt ettt sat e e st e e sbe e sbe e sabeesabeesaeesabaesbeenaneenne 39

7 Soups, composite dishes, main courses and filled sandwiches.........cccccuvveecieeecciee s, 43

8 IMLBAIS .ttt et st s h ettt b e bt et b e e b e e bt e ne e bt e ne e nnee 45

9 EAIDI@ IS ettt ettt et be e s st e st e b ee e be e e beesareenanes 50

10. [ a1 oF- T =Te [ e T oY [V ot £ TP OURTTUSRNt 51

RETEIENCES ...ttt ettt ettt et e b et e bt e eabe e s abe e bt e e bt e e abeesabeeeabeesbbe e bt e eabeesabeesabeesaeeenbeesneean 53

ANNEX |2 ENEIEY VAIUES ..ottt ettt e ettt e e tte e e et e e e e ate e e seateeesaaeeessaeeesaseeesanseeesasseeesasseeessaeesanseeennn 56

EU Pledge Nutrition White Paper — Updated July 2021 Page 2



Annex |1 Key reference dOCUMEBNTS .. ..cccviii ittt e et e e etre e e s ta e e s ebee e s naeeessseeessaeessseeenas 58

EU Pledge Nutrition White Paper — Updated July 2021 Page 3



Executive Summary

The EU Pledge is a voluntary initiative by leading companies to change food and beverage advertising to
children under the age of thirteen on TV, print and internet in the European Union. Member companies
pledge not to advertise food and beverage products to children under thirteen, or only to advertise those
products that meet specific nutrition criteria.

Launched in 2007 as a commitment to the European Union (EU) Platform for Action on Diet, Physical
Activity and Health, the EU Pledge has evolved significantly since entry into force on 1 January 2009,
notably: the definition of “advertising to children” has been strengthened to cover programmes with 30%
children under 13 or more in the audience, from the original 50%; the scope of the commitment has been
extended to cover company-owned websites as well as third-party online advertising; membership has
expanded from 11 companies representing two thirds of EU food and beverage advertising spend, to 23
companies representing an estimated 80% of ad spend in the EU.

Since 31 December 2016, the scope of the EU Pledge commitment was significantly extended to cover
radio, cinema, DVD/CD-ROM, direct marketing, product placement, interactive games, apps, mobile and
SMS marketing.

The new policy also ensures that where no reliable audience measurement data is available, advertisers
consider not only the placement, but also the overall impression of the marketing communication, to
ensure that if the product in question does not meet the common nutrition criteria, the communication is
not designed to appeal primarily to children.

These improvements respond to most of the suggestions for enhanced commitments reflected in the
European Commission’s 2010 Implementation progress report on the EU Strategy on nutrition, overweight
and obesity related health conditions.

EU Pledge member companies acknowledged that the use of company-specific nutrition criteria, although
science-based, posed potential problems of transparency and consistency. The EU Pledge therefore
embarked on a project to develop common criteria, applicable only to those companies that currently use
nutrition criteria — those eight member companies that did not advertise any of their products at all to
children under twelve at the time continued not doing so.

The EU Pledge nutrition criteria are designed for the exclusive purpose of defining better-for-you options
in the context of food and beverage advertising to children under thirteen and specifically for the product
categories covered. This reflects international guidelines underlining the necessity to develop nutrient
criteria that are tailored for a specific purpose. The use of the EU Pledge nutrition criteria for other
purposes, such as for instance nutrition and health claims or taxation, would not be appropriate or
scientifically credible.

The common EU Pledge nutrition criteria were developed on the basis of available international guidance
and underpinned by some key principles agreed at the outset, including: a firm scientific basis;
comprehensiveness; ability to make a difference; appropriateness in an EU-wide context; suitability for
validation; and a clear and communicable rationale.

Different approaches to developing and applying nutrition criteria have been adopted across the globe.
One approach is not necessarily better than another, but each system has specific advantages and
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disadvantages and all have inherent limitations. On the basis of a comprehensive discussion informed by
the available evidence and guidance and underpinned by the above principles, the EU Pledge opted for a
category-based approach, based on thresholds for key nutrients.

A category-based approach was selected because it is better able than a universal, across-the-board
approach to reflect the role that different types of foods and beverages play in the average diet. It is also
better at discriminating between food products within categories and therefore appropriate to further the
core aim of the EU Pledge, i.e. to limit the types of food and beverage products that are advertised to
children, while incentivising competition for the development of better-for-you options, through
innovation and reformulation.

A threshold-based system was preferred to a scoring system since a key driver of common criteria was to
enhance the consistency of existing company-specific criteria, most of which were based on threshold
systems. Another factor in favour of a threshold-based system was increased transparency, a threshold
system being more transparent and easier to communicate than a scoring system, whereby nutritional
scores are worked out on the basis of an algorithm.

The common nutrition criteria are not intended as a universally applicable system. They cover ten defined
categories produced or marketed by EU Pledge member companies. The choice of categories was
motivated by the need to balance the need for simplicity and consistent treatment of similar products on
the one hand and, on the other, the need to avoid categories so broad that only lax nutrition criteria would
accommodate all types of products represented in a category. In order to ensure both robustness and
fairness, it was necessary to create sub-categories within most of the ten categories.

No nutrition criteria were developed for certain categories, such as chocolate, confectionery and soft
drinks. This reflects existing commitments by several member companies active in these categories and it
confirms that none of the EU Pledge member companies will advertise these products to children <13, as
defined in the EU Pledge commitments.

Following implementation of the nutrition criteria in January 2015, it became apparent that a few products
did not fall into a specific category because they did not meet the minimum content requirement under
the relevant category/sub-category. The EU Pledge Nutrition Working Group agreed that in these cases,
and if such a product cannot fall under any another category/sub-category, then the product cannot be
marketed to children.

It also became apparent that certain products that are produced by EU member companies but not relevant
for children do not fall in any specific category. The EU Pledge Nutrition Working Group agreed that the
following product categories should therefore be treated as outside the scope of the EU Pledge Nutrition
Criteria:

- Bouillon/stock cubes
- Herbs and spices
- Coffee and tea (excluding coffee and tea-based drinks, which fall under the Beverages category)?

The common nutrition criteria are based on a set of “nutrients to limit” and “components to encourage”
(nutrients and food groups). A system taking into account both is more in line with the core objective of

1 See footnote 7
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the EU Pledge — to foster innovation, reformulation and competition for a shift towards advertising of
better-for-you products — than a system based solely on “nutrients to limit”.

The “nutrients to limit” - sodium, saturated fat and total sugars — were chosen on the basis of widely
available evidence that they are of public health concern because population average intakes are in excess
of those recommended or desirable for health. Importantly, and in contrast to a scoring system, in the EU
Pledge nutrition criteria “components to encourage” do not counterbalance “nutrients to limit”: to be
eligible for advertising to children under thirteen, a product will need to contain the required quantity of
“components to encourage”, in addition to being below the thresholds for “nutrients to limit” and under
the calorie cap set for each category. A specific rationale is outlined for the choice of energy caps and
nutrient values in each category.

The common nutrition criteria are applicable since 1 January 2015. In line with the framework approach of
the EU Pledge, whereby companies must meet a common benchmark but can go beyond if they wish,
member companies may use different nutrition criteria than the common criteria, but on condition that
they are demonstrably more stringent than the common ones.

In March 2017, two years after the implementation of the common nutrition criteria, the EU Pledge
announced changes to the Nutrition White Paper. Members committed to a 10% sugar and sodium
reduction to the thresholds applicable in several product categories by the end of 20182

In July 2021, members agreed not to advertise ice creams and potato-based products and to further
strengthen criteria for sweet biscuits and cakes, cereal-based snacks and meat-based products. The
enhanced criteria will be applied no later than 30 June 2022. These decision further evidences members’
willingness to move forward. The changes are included in this updated version of the Nutrition White Paper
as footnotes.

The EU Pledge nutrition criteria should be seen against the backdrop of the great challenge of developing
EU-wide criteria. It is clear that any nutrition criteria will have their advantages and drawbacks and all
systems will have inherent limitations. However, EU Pledge member companies believe that these common
criteria are an important step forward in terms of improved transparency and consistency. These criteria
also make a tangible difference in practice: for many of the companies that used individual nutrition
criteria, the common criteria meant that significantly fewer products became eligible for advertising to
children under thirteen.

2 Except for categories 2C (Potato chips and extruded/pelleted snacks) and 6C (Breakfast cereals) for which the agreed changes
became applicable by end 2019.
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Section I: Background, approach and rationale

Introduction

About the EU Pledge

The EU Pledge is a voluntary initiative by leading food and beverage companies to change food and
beverage advertising to children under the age of thirteen on TV, print and internet in the European
Union.

The EU Pledge was launched in December 2007 as part of the signatories’ commitment to the
European Union Platform for Action on Diet, Physical Activity and Health, the multi-stakeholder forum
set up by former EU Health and Consumer Affairs Commissioner Markos Kyprianou in 2005 to
encourage stakeholders to take initiatives aimed at promoting healthy lifestyles in Europe. In the
context of the EU Platform, the EU Pledge commitment is owned by the World Federation of
Advertisers (WFA), which also supports the programme.

In July 2021, the enhanced EU Pledge was submitted to the European Commission by WFA in the
context of the EU Code of Conduct on responsible business and marketing practices, under the banner
of the EU Farm to Fork Strategy.

EU Pledge members
The founding members of the EU Pledge are the following companies: Burger King, Coca-Cola, Danone,
Ferrero, General Mills, Kellogg, Kraft Foods, Mars, Nestlé, PepsiCo and Unilever.

In 2010, the European Snacks Association (ESA) and its leading corporate members joined the EU
Pledge. Today, those are: Intersnack (including Estrella Maarud acquired in May 2014), KiMs (owned
by Orkla Confectionery and Snacks), Lorenz Snack-World, Unichips San Carlo, Zweifel Pomy-Chips and
Amica Chips (which joined in July 2014).

McDonald’s joined the EU Pledge in November 2011, Royal FrieslandCampina in 2012, the Bel Group
in 2016 and Arla Foods in 2017, MOM Group in January 2019, and Lindt & Springli in May 2020,
bringing membership to twenty-three leading food and beverage companies.

Together, EU Pledge member companies account for over 80% of food and beverage advertising spend
in the EU. The initiative is open to any food and beverage company active in Europe and willing to
subscribe to the EU Pledge commitments.

The EU Pledge commitments
The EU Pledge is a framework initiative whereby signatories are committed to changing the way they
advertise to children under 13 years old by respecting the following three criteria:

e No advertising of products to children under 13 years, except for products which fulfil
specific nutrition criteria based on accepted scientific evidence and/or applicable national
and international dietary guidelines. For the purpose of this initiative, “advertising to
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children under 13 years” was defined as advertising to media audiences with a minimum of
30%*2 of children under 13 years'4,

e No marketing or advertising in primary schools, except where specifically requested by, or
agreed with, the school administration for educational purposes.

e To abide by the International Chamber of Commerce (ICC) Code of Advertising and
Marketing Communication Practice; and the ICC Framework for Responsible Food and
Beverage Marketing Communications in all marketing communications.

The EU Pledge is a dynamic and progressive initiative. While it provides a common framework, member
companies can make commitments that go beyond it, and several do. Since its launch, over half of the
founding member companies have increased their corporate commitments, tightening the way they
define advertising to children, broadening the scope of their actions and strengthening the nutrition
criteria they use to classify better-for-you options for children.

In the same spirit and following constructive dialogue with stakeholders, the EU Pledge launched
enhanced framework commitments, applying as of 1 January 2012 to existing and new members:

e The audience threshold of children under 12 years was lowered from 50% to 35%

¢ Inthe online sphere, the above commitment applies to marketing communications for food
and beverage products on company-owned websites, in addition to third-party internet
advertising.

These enhanced commitments are subject to third-party monitoring — as have been the original
commitments - since their entry into force on 1 January 2012.

In November 2014, EU Pledge member companies announced plans to extend the scope of the EU
Pledge commitment to cover a number of additional media and to address the content of their
marketing communications by the end of 2016:

Extension of scope: Since 31 December 2016, the EU Pledge commitment also applies to radio,
cinema, DVD/CD-ROM, direct marketing, product placement, interactive games, apps, mobile and
SMS marketing.

Addressing creative execution: The new policy ensures that where no reliable audience
measurement data is available, advertisers consider not only the placement, but also the overall
impression of the marketing communication, to ensure that if the product in question does not meet
the common nutrition criteria, the communication is not designed to appeal primarily to children.

In July 2021, EU Pledge members enhanced the commitment by:

13 This is a commonly agreed benchmark. This method of audience indexing has been agreed as a pragmatic system to
determine the applicability of advertising rules. Nevertheless, this is a minimum common benchmark for all EU Pledge
member companies. For further detail see: www.eu-pledge.eu

14 The rationale for this threshold is the strong degree of academic consensus that before the age of 13 children develop
their behaviour as consumers, effectively recognise advertising and are able to adopt critical attitudes towards it. Although
children between the ages of 6 and 12 generally understand the persuasive intent of advertising, care should be taken
because, toward the younger end of that age range, they may not have a fully developed critical understanding.
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e Increasing the age of a child to 13,

e Lowering the audience threshold to 30%, and

e Embedding qualitative requirements from the International Chamber of Commerce’s (ICC)
Code of Advertising and Marketing Communication Practice and Framework for Responsible
Food and Beverage Marketing Communications in all marketing communications.

Members additionally revised the common nutrition criteria by further restricting which products
are eligible to be advertised to children.

Member companies will abide by this enhanced commitment across the EU by 1 January 2022%°. The
enhanced common nutrition criteria will be applied no later than 30 June 2022.

15 Further information about the enhanced commitments can be found here: https://eu-pledge.eu/our-commitment/
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Current practice

The EU Pledge White Paper was the first set of nutritional guidelines to evaluate products on the basis
of their nutrient content in the EU. The EU Pledge criteria were created using international and
national recommendations for total diets (e.g. WHO 2003, Eurodiet 2001, Standing Nordic Committee
on Food 2004, Conseil Supérieur d’Hygiene 2006). Such dietary guidelines usually include
recommendations on daily caloric/nutritional intake. Alternatively many countries have food-based
dietary guidelines to communicate healthy dietary choices in terms of food groups (e.g. AFSSA 2009,
DGE 2005, HMH 2009, MFF 2009, MHH 2001, NNC 2005, SACN 2011, VIG 2009; see also WHO 2003
bis); however, these are not specific to individual foods. Existing guidelines are also rarely adapted to
children’s dietary intakes.

A number of EU Pledge companies'® have developed their own nutrition criteria for the purpose of
distinguishing better-for-you options for children under 13 years. Such criteria have been developed
on the basis of the most widely accepted national and international guidelines that exist (e.g. WHO,
FAO, USDA, IOM, EURODIET). Companies that use nutrition guidelines to determine what they may
choose to advertise to children have developed them individually, reflecting the diversity of their
product portfolios. Some include products from a number of categories; others include only one
category. Ten EU Pledge member companies!’ have taken the decision not to advertise any of their
products to children under 13, not on the basis of nutritional considerations, but because they direct
their advertising primarily to the adults who make the household purchasing decisions and to young
people older than 13 years.

Stakeholders have called on the EU Pledge initiative to enhance the transparency and consistency of
the nutrition criteria applied by companies. This call is reflected in the European Commission’s 2010
implementation progress report on the EU Strategy on Obesity, overweight and related health
conditions (European Commission 2010), as well as the Commission’s 2012 application report on the
Audiovisual Media Services Directive (European Commission 2012).

Development of common criteria

Common nutrition criteria have been developed by EU Pledge members that use nutrition guidelines
for advertising products to children to provide increased transparency and consistency and strengthen
the commitments overall.

The common criteria developed by these EU Pledge members are designed for the exclusive purpose
of defining better-for-you options in the context of food and beverage product advertising to children
under the age of 13 and specifically for the product categories covered. This reflects international
guidelines (e.g. EFSA 2008; WHO unpublished) underlining the necessity to develop nutrient criteria
that are tailored for a specific purpose.

Such criteria are applied only by EU Pledge members who choose to advertise the compliant products
also to children under 13. Companies that wish to use different nutrition criteria may continue to do
so, provided they can demonstrate that these are more stringent than the EU Pledge common
nutrition criteria. In such cases, the EU Pledge will commission an independent nutrition expert to

16 Arla Foods, Bel Group, Burger King, Danone, FrieslandCampina, General Mills, Kellogg’s, Intersnack, McDonald’s, Nestlé,
PepsiCo, Unichips San-Carlo and Unilever

17 Amica Chips, Coca-Cola, KiMs, Lorenz Snack-World, Ferrero, Lindt & Spriingli, Mars, Mondelez, Unilever, Zweifel Pomy-
Chip
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verify that this is the case, on the basis of the impact of the criteria on the eligibility of those products
for advertising to children under 13.

The effort of the EU Pledge in this area should be seen against the backdrop of the great challenge of
developing common criteria in the diverse countries that make up Europe. As underlined by EFSA, “the
lack of uniform data for food composition and food consumption across the EU, as well as differences
in nutrient intake recommendations and food based dietary guidelines between Member States, makes
it more difficult to set nutrient profiles at EU level than at national level” (EFSA 2008).

Against this background it is clear that any nutrition criteria will have their advantages and drawbacks
and all systems will have inherent limitations. Such limitations common to different schemes include,
according to EFSA:

e The difficulty in reflecting differences in national nutrient intake recommendations and food
based dietary guidelines in an EU system.

e Thedifficulty in “seeking to apply to individual food products nutrient intake recommendations
that are established for the overall diet”.

e The inability of nutrient criteria to “take into account changes in nutrient content that occur
during cooking or preparation, such as addition of fat, sugar or salt” as well as “the habitual
intake of the food or the pattern of consumption”. (EFSA 2008)

The present nutrition criteria were designed for the specific and exclusive purpose of food advertising
to children under 13; their use for other purposes, such as, for instance, for nutrition and health claims
or taxation, would not be appropriate or scientifically credible.

Development process

The EU Pledge Working Group on Nutrition Criteria was established following discussions in the course
of 2011 with the European Commission and stakeholders in the context of the EU Platform for Action
on Diet, Physical Activity and Health.

The Working Group, established in late 2011, drew on member companies’ internal expertise, by
gathering a senior nutritionist from each member company. The Working Group established terms of
reference aimed at developing a consensual approach to common nutrition criteria.

In a first phase, the Working Group discussed how it would approach establishing a suitable process
for developing common nutrition criteria. In this respect it relied to a significant extent on the draft
WHO Guidance on the establishment of nutrient profiles (WHO unpublished).

Second, the Working Group reviewed the available evidence and existing standards that could provide
a useful benchmark (See Annex Il, Reference documents).

Third, the Working Group discussed and agreed on an overall conceptual approach that it deemed
suitable for the purpose in hand, having weighed up the benefits and drawbacks of different
approaches.

Fourth, the Working Group discussed and agreed core parameters (scope, food categories, reference
values, thresholds vs. scoring).
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Fifth, the Working Group set about agreeing specific values and, in the process, refined the key
parameters where needed.

Finally, the resulting draft common nutrition criteria were subjected to a preliminary validation
process, involving benchmarking against indicator foods and against member companies’ product
portfolios; in a second stage they will also be reviewed against a wider European food consumption
database (Roodenburg et al. 2011 bis).

Overall approach
The EU Pledge Nutrition Working Group took on board the key points of the EFSA Opinion (EFSA
2008), namely the need to take into account:

e Dietary recommendations, public health considerations and generally accepted scientific
evidence on the relationship between diet, nutrition and health;

e Other considerations of an industrial/commercial, cultural and dietary/culinary nature;

e The variability of dietary habits and traditions and the fact that dietary changes take time;

e The ability of the system to permit product innovation.

Based on this guidance, the EU Pledge Working Group developed some key principles to underpin its
work, namely that the criteria would be:

e Scientifically grounded: i.e. backed up by an articulated and up-to-date science-based
analysis of state of the art evidence wherever possible.

e Comprehensive: i.e. applicable to all products in defined categories (see table on Nutrition
criteria overview), unless exemptions are justified (a) scientifically, (b) by the fact that such
categories/products are not currently marketed to children under 12 at all.

e Progressive: i.e. able to foster progress vis-a-vis existing company specific criteria and able
to encourage product innovation and reformulation.

e Appropriate: i.e. suitable for the European context and compatible with standards
developed elsewhere.

e Validated: i.e. amenable to a validation process ensuring quality and legitimacy (specifics to
be determined at a later stage).

e Communicable: i.e. with a clear rationale and relatively straight-forward to communicate
externally to lay audiences.

Different approaches to developing and applying nutrition criteria have been adopted across the
globe. One approach is not necessarily better than another on the basis of the above criteria. However,
each system has specific advantages and disadvantages and, as noted above, all have inherent
limitations.®

On the basis of a comprehensive discussion informed by the available evidence and guidance®® and
underpinned by the above principles, the EU Pledge Working Group decided to favour a category-
based approach, based on thresholds for key nutrients, on the basis of the following main

considerations:

18 For a detailed discussion, see EFSA 2008.
19 See Annex Il for a list of key reference documents used.
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Category based approach

e A category-based approach is able to take into account the role that different types of food
and beverage products play in the average diet, whereas this is significantly more difficult to
achieve in an “across the board” or universal approach (EFSA 2008).

e A category-based approach works better to discriminate between food products within
categories. It is therefore better suited than a universal system to further the core aim of the
EU Pledge, namely to limit the types of food and beverage products that are advertised to
children, while incentivising competition for the development of better-for-you options,
through innovation and reformulation.

Threshold-based approach
e As recommended by EFSA, the choice between threshold-based and scoring models should
be guided by pragmatic considerations related to the specific needs of the system.?
e On this basis, the EU Pledge Working Group considered that a threshold-based system would
be more appropriate, since:
o Akey driver of establishing common nutrition criteria was to enhance the consistency
of existing company-specific criteria, most of which were based on threshold systems;
o Another key driver was increased transparency, and a threshold system is more
transparent and easier to communicate to stakeholders and to the consumer than a
scoring system, whereby nutritional scores are worked out on the basis of an
algorithm.

20 “The Panel recommends that the choice of threshold or scoring system should be based on pragmatic considerations related
to the needs of the particular scheme, while threshold or score values should be selected to ensure the appropriate
classification of food products” (EFSA 2008)
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Scope and product categories
In defining product categories, the Working Group was guided by the following principles:

e The common nutrition criteria are not intended as a universally applicable system. They
should cover defined categories produced or marketed by EU Pledge member companies,
other than those categories produced but not advertised to children under member
companies’ corporate commitments.

e The number of categories should be limited as much as possible with a view to ensuring
consistent treatment of similar products, as well as maintaining as much simplicity as possible.

e At the same time, the number of categories should not be limited to an extent where
categories could be so broad as to require less stringent values in order to accommodate all
types of products represented in the category.

On this basis and at this stage, the following ten categories were developed and agreed:

Vegetable oils, butter and spreadable fats & emulsion-based sauces (e.g. mayonnaise)
Fruits, vegetables?! and seeds?? and their products except oil

Meat based products

Fishery products

Dairy products

Cereal based products

Soups, composite dishes, main courses and filled sandwiches

Meals

. Edible ices®

10. Plant-based products

©® NV HEWN PR

It became clear that in order to ensure both robustness and fairness, it would be necessary to create
sub-categories within most of the above categories. These are detailed in Section Il below.

In order to ensure that products would fit appropriately into one of the above categories, each
category was defined on the basis of minimum content of the food group in question (e.g. min 50g
meat/100g). In a couple of cases, the definition was based on “main ingredient” considerations
instead. This is to account for the fact that in some categories it is common to have products that
contain significant percentages of more than one food group without reaching a minimum threshold
for either category (e.g. some cereal products). In order to fit into the most appropriate category, the
“main ingredient” criterion is more suitable in these cases.

No nutrition criteria were developed for the following categories that are not advertised to children
under 13 by EU Pledge member companies:

e Sugar and sugar-based products, which include:
o Chocolate or chocolate products
o Jam or marmalade

21 Vegetables include legumes as well as potatoes.
22 Seeds include seeds, kernels and nuts. Nuts include peanuts and tree nuts.
23 This product category will no longer be advertised to children by 1 July 2022.
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o Non-chocolate confectionery or other sugar products?*
o Sugar, honey or syrup
e  Soft drinks

This reflects existing commitments by several member companies active in these categories and it
confirms that none of the EU Pledge member companies will advertise these products to children
under 13, as defined in the EU Pledge commitments.

In July 2021, members agreed that no later than 30 June 2022, two additional categories will not be
advertised to children:

e |cecream
e Potato crisps

Reference units
As recommended by EFSA, the EU Pledge Working Group based its selection of reference units on
pragmatic considerations related to the needs of the particular scheme in question (EFSA 2008).

The objective of the present scheme is to differentiate between products within categories — products
which are invariably pre-packed and promoted and sold in specific portion sizes or with serving size
instructions. On this basis, it was agreed that the reference unit for the first key discriminating
criterion, i.e. energy, should be “per portion”?. This would ensure that the absolute energy value of a
product would need to be below a specific cap to be eligible for advertising to children under 12.

With regard to key nutrients, it was agreed that the reference unit would be “per 100g/ml”?¢. This is
because:

e Standardised reference portion sizes do not exist for all product categories in Europe.
e The nutrient values per 100g/ml can easily be translated into values per portion where
standard reference portions exist.

Nutrients to limit

With regard to “nutrients to limit”, the EU Pledge Working Group reviewed the available evidence (see
Annex Il), with the following EFSA recommendation as a guiding principle: “the virtues of nutrient
profiles based on a large number of nutrients should be weighed against the burden that such
complexity would constitute” (EFSA 2008).

The pragmatic decision taken by the Working Group was to focus on those nutrients that are most
widely considered of public health concern (WHO 2004) — not because inherently problematic — but
because population average intakes are in excess of those recommended or desirable for health. In
addition to energy, the “nutrients to limit” chosen were:

24 Sugar-free gum and sugar-free mints are exempted, i.e. outside the scope of EU Pledge restrictions.

25 Some exceptions to this rule were however needed, e.g. in the case of quick service restaurant meals, where the reference
value is “per meal”, as these are marketed as such, i.e. as a combination of main dish, side dish, dessert and drink.

26 As above. An additional exception was needed in the case of saturated fats in some categories: where fat is a dominant
nutrient in the product, what matters more nutritionally is the proportion of saturated fat to total fat, rather than the total
amount of saturated fat per 100g.
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e Sodium
e Saturated fat
e Total sugars

The sodium values given can be converted into salt values by applying the standard conversion
formula: salt value = 2.5 x sodium value.

With regard to fat, the decision to focus mainly on saturated fats was taken on the basis of:

e The consideration that total fat content is already limited by an energy cap.

e The fact that saturated fat, not fat overall, is consumed in amounts that exceed those that are
recommended for health.

e The understanding that trans-fatty acids have been reduced to minimal levels for most of the
food groups in the European food supply in recent years, to the point where they are no longer
of significant relevance as a “nutrient to limit” (EFSA 2008).

Components to encourage

The EU Pledge Working Group agreed that a system taking into account both “nutrients to limit” and
“components to encourage” (nutrients and food groups) is more in line with the core objective of the
EU Pledge — to foster innovation, reformulation and competition for a shift towards advertising of
better-for-you products — than a system based solely on “nutrients to limit”.

The choice of “components to encourage” was made on a category basis, i.e. pinpointing those
positive components most relevant in each category, e.g. fibre and wholegrain in cereal-based
products; protein and calcium in dairy products; protein in meat and fishery products; poly-
unsaturated fatty acids (PUFAs) in vegetable oils, spreads and fats, etc.

In addition, it was decided to only allow the addition of vitamins and minerals (fortification) to qualify
as “components to encourage” in specific food categories where such fortification is most strongly
encouraged on public health grounds (e.g. vitamin D in dairy products). In all other cases, only
naturally occurring “components to encourage” qualify.

Importantly, and in contrast to a scoring system, in the EU Pledge common nutrition criteria,
“components to encourage” do not counterbalance “nutrients to limit”. Where they are listed in the
criteria, the specified quantity needs to be present in the product in addition to the product meeting
the criteria for “nutrients to limit”.

Nutrient values

All values referring to energy, “nutrients to limit” and “components to encourage” in the EU Pledge
common nutrition criteria apply to food products as sold, except where specified, for those products
which cannot be consumed without reconstitution (e.g. soup powder, dehydrated mashed potatoes,
milk drinks etc.).

The values for each nutrient in each category are based on:

e International dietary guidelines referring to nutrient intake (e.g. WHO).
e The contribution of different foods to children’s overall diet, on the basis of average
consumption.
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e The overall importance of specific nutrients in food products within each category, i.e.
benchmarking of what are higher or lower end percentages.
e Technological feasibility and consumer acceptance.

With regards to energy values, these are calculated as a percentage of reference intake values. It is
important to note that quantitative guidelines for children are not numerous. Nutritional needs for
children below 13 are not always adequately researched, especially when they are not clearly linked
to a risk of obesity and chronic diseases. Currently there are no officially approved or EU-endorsed
daily reference values for children available in Europe. When the EU Pledge Nutrition White Paper was
first adopted there was no officially approved or EU-endorsed daily reference value for children
available in Europe. We therefore based our approach on existing reference intake values in the US
and some European countries (See Annex ). We found that reference intakes for 4 to 10 year olds
ranged from about 1400kcal to over 2050 kcal so the chosen value of 1700 kcal/day for children up to
13 years of age is conservative but justifiably so in light of the overall public policy objective of tackling
childhood obesity. Since then, EFSA adopted a scientific opinion on references values for energy which
sets reference intakes for 4 to 12 years old with moderate physical activity level (PAL) 1.6 from
1335kcal to 2043kcal. The chosen value of 1700kcal/day is still valid and roughly corresponds to the
average of those values.

Food intake during the day is usually divided across: breakfast, lunch, evening meal and food
consumed between meals (snacks). As a wider range of foods is customarily consumed at lunch and
dinner compared to breakfast, these are conventionally assigned a greater proportion of intake: 20%
of daily energy intake at breakfast; 30% for lunch; 30% for dinner; and 20% for snacks (Food Standards
Agency 2007). Given that children customarily consume five meals per day, including two snacks, each
of these snacking occasions can account for 10% of energy intake, or 170 kcal on the basis of the daily
reference energy intake of 1700 kcal described above. On the basis of the same rationale, the average
child’s breakfast energy intake reference value was set at 340 kcal, while lunch and the evening meal
can account for 510 kcal respectively. Energy caps for foods consumed as part of a meal have been set
as a share of the energy reference value of the meal in question, taking into account the customary
contribution of the particular product to the eating occasion, e.g. breakfast cereals as part of a
complete breakfast; main dishes as part of a complete lunch or dinner.

Specific additional rationales for individual values are given in the category sections in Section Il below.

Next steps
The EU Pledge Common Nutrition Criteria entered into force across the EU for all EU Pledge member
companies that advertise food and beverage products to children on 1 January 2015.

Changes to the criteria — whereby members committed to a 10% sugar and salt reduction to the
thresholds applicable in several products categories - were announced in March 2017 and became
applicable end 20187,

Member companies who can demonstrate that their current nutritional criteria are stricter than the
common criteria may continue using their own criteria.

27 Except for categories 2C (Potato chips and extruded/pelleted snacks) and 6C (Breakfast cereals) for which the agreed
changes became applicable by end 2019.
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EU Pledge member companies that do not advertise any of their products to children under 13 at all
have decided to maintain their policies. Therefore, the common nutrition criteria are not relevant for
them.

In line with WHO recommendations, the nutrition criteria should be amenable to adaptation in light
of new developments. These Common Nutrition Criteria may therefore be updated in the future,
potentially also to include further food categories that are not represented currently.

In January 2021, the EU Pledge agreed a set of criteria for a new category: Category 10: Plant based
products: Products derived from legumes including soybeans, pulses, nuts, cereals and/or seeds: Sub-
Category A: Spoonable and drinkable products, fermented or non-fermented, flavoured, fruited or
plain. In the course of 2021, the EU Pledge will develop criteria for a second Sub-Category under
Category 10: Plant-based meat alternatives.

The market for plant-based products as described in this new Category 10 is currently expanding
rapidly, driven by consumer demand, rendering it necessary to introduce new criteria to limit what
kind of products can be marketed to children.

In July 2021, members also committed not advertise ice creams and potato-based snacks and further
strengthened criteria for sweet biscuits and cakes, cereal-based snacks and meat-based products. The
enhanced criteria will be applied no later than 30 June 2022.

As with any new category that is or may be added to the EU Pledge Nutrition Criteria, the criteria will
be reviewed within two years of their implementation, taking stock of experience and market
evolution in that period. Should EU Pledge member companies wish to develop criteria for new food
categories, i.e. categories not currently represented in these common nutrition criteria, they will need
to do so jointly within the EU Pledge initiative and in line with the common approach.
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Section II: Nutrition criteria by category

1. Vegetable and animal based oils, fats and fat containing spreads &
emulsion-based sauces (e.g. mayonnaise)

Category 1: Vegetable and animal based oils, fats and fat containing spreads & emulsion-based

sauces

Sub-category A: Vegetable and animal based oils, fats and fat containing spreads: all animal and
vegetable based fats and oils used as spreads on bread and/or the preparation of food?:.

Sodium
f Total
Energy (mg/100g Saturated fats otal sugars Components to
—_— (g/100g or (g/100g or
Examples (kcal/portion*) | or 100mI*) 100mI*) encourage
100ml*)
*except where specified otherwise
Oils and fats (all <85 <500 < 33% total fat (<5) > 25% of total fat

types), low-fat
margarine,
margarine, butter
mélanges, oil/fat
products for
roasting and frying
(solid or liquid)...

is SAFA (incl.
TFA)

is PUFA

Sub-category B: Emu
which an emulsifying

Ision-based sauce

agent is added OR have a fat ¢

s: sauces that constitute only a
ontent > 10% w/w.

minor compon

ent of the meal to

Mayonnaise, salad
dressings,
marinades,
vinaigrettes...

<85

<750

< 33% total fat
is SAFA (incl.
TFA)

<5

> 25% of total fat
is PUFA

Product group:

o Sub-category A: The product group includes all animal and vegetable based fats and oils
used as spreads on bread and/or the preparation of food*. Examples are oils and fats (all
types), low-fat margarine, margarine, butter mélanges, oil/fat products for roasting and
frying (solid or liquid).

Sub-category B: The product group includes sauces that constitute only a minor

component of the meal, to which an emulsifying agent is added OR have a fat content >
10% w/w. Examples are mayonnaise, salad dressings, marinades, and vinaigrettes.

Energy: The threshold (85kcal) is equivalent to 5% of children’s daily reference value (1700kcal)

per portion. The reference portions are 10g for spreads and 15ml/14g for most emulsion-based

sauces. Application of this energy threshold only allows low-fat emulsion-based sauces (e.g. low-
fat mayonnaise) to comply.

Sodium:

o Sub-category A: Within Europe salt content in spreadable fats differs substantially. The
level of 500mg/100g is challenging for products in e.g. UK (UK Responsibility Deal 2012

28 Butters as defined in Regulation (EU) 1308/2013, are excluded from this category because they will not be advertised

towards children.
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targets for fat containing spreads vary from 40mg [unsalted] to 800mg). As portion sizes
for this product group are relatively small, sodium contribution is relatively low (50mg/
portion).

o Sub-category B: A relatively higher sodium level is necessary for preservation in this sub-
category (microbes grow in water, not in fat; microbes do not grow in water with some
sodium; products with higher water content, such as low-fat mayonnaise, therefore need
higher sodium to prevent spoilage?), and thus not to penalize reduced-fat products.
Criterion is the same as applied in the International Choices Programme (Roodenburg et
al. 2011) and corresponds to the UK Responsibility Deal 2012 target for reduced fat
mayonnaise. As portion sizes for this product group are relatively small, sodium
contribution is relatively low (~105mg/ portion).

e Saturated fats: For these product groups, consisting of relatively high-fat products, application of
the reference amount “% of total fat” is more relevant than “g/100g”. Indeed, there is scientific
consensus that reducing SAFA per se is not beneficial for heart health but what matters is what
SAFA are replaced by. In this product group, for both high and low fat levels, it is appropriate to
replace SAFA by PUFA. Therefore, expression of SAFA as “% of total fat” better identifies healthier
options within the product group, which are not necessarily products with a low SAFA content.
The “g/100g” reference would also not provide an incentive for relatively low fat products to
reformulate. Trans-fatty acids (TFAs) are included in the saturated fat threshold, due to their
public health relevance in this group. The SAFA threshold (33% of total fat) resembles the fatty
acid profile of the healthier oils and fats and will exclude virtually all animal based products. Also
the majority of stick margarines will be excluded.

e Total sugars: For Subcategory A, sugars are not considered to be relevant. Nonetheless, the EU
value for “low in sugar” as per Regulation EC 1924/2006 (5g/100g) is applied. The same value is
applied to Subcategory B, where it is a challenging threshold for reduced-fat sauces.

e Components to encourage: The products in this category are sources of poly-unsaturated fatty
acids (PUFAs) (WHO 2003). PUFAs are widely acknowledged as nutrients making a positive
contribution to the diet and for which the average consumption among the European population
is inadequate (Harika et al. 2011). As the evidence for PUFAs is stronger than for mono-
unsaturated fatty acids (MUFAs) (Mozaffarian et al. 2010) the latter are not included.

What’s in and what’s out?
e The energy threshold allows reduced-fat sauces (e.g. low-fat mayonnaise) to comply but
exclude full-fat varieties.
e The saturated fat criterion excludes animal fat-based products, as well as stick
margarines.
e The sugar threshold is challenging for reduced-fat sauces.

29 Note that products in this category, in contrast to the other sub-category, are mainly ambient stable.
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2. Fruits, vegetables and seeds, except oil

Category 2: Fruits, vegetables and seeds,* except oil Vegetables include legumes and potatoes. Seeds
include seeds, kernels, nuts. Nuts include peanuts and tree nuts.
Sub-category A: Products of fruits and vegetables except oils & potatoes (> 50g fruit and/or vegetable
per 100g of finished products®!) that constitute a substantial component of the meal.
Examples Energy Sodium Saturated fats | Total sugars | Components to
(kcal/portion*) (mg/100g or (g/100g or (g/100g or encourage
100ml*) 100ml*) 100ml*)
*except where specified otherwise
Vegetable <170 <300 <15 <15 Min. % portion
gratin, of fruit and/or
ratatouille, vegetables.
canned Components to
vegetables, encourage
baked beans, delivered
fruit compote, through
fruit in syrup, ingredients
fruit salad... (fruit and/or
vegetables)

e Product group: The product group includes all fruit/vegetable based dishes (> 50g fruit and/or
vegetable per 100g of finished products) that constitute a substantial component of the meal.

e Energy: The threshold (170kcal/portion) represents 10% of children’s daily reference value
(1700kcal) per portion. A typical fruit or vegetable children’s portion corresponds to 80g.

e Sodium: The sodium value of 300mg/100g corresponds to the UK 2012 Responsibility Deal target
for bakes beans, quiches and flans.

e Saturated fats: The threshold (1.5g/100g) corresponds with “Low in saturated fat”, as defined in
Regulation (EC) 1924/2006 on nutrition and health claims made on foods.

e Total sugars: The total sugar value is mainly related to fruit content. The threshold is set at 15
grams/100g, which excludes preparations made solely with fruit with naturally high sugar content
(e.g. grape 16g/100g).

e Components to encourage: These are based on the WHO dietary recommendation of 2400 g per
day of fruits and vegetables (WHO 2003). Campaigns generally advise people to eat five portions
of fruit and vegetables daily (5x 80g fresh fruit or vegetables = total 400g), adopting the well-
known simple message of ‘5 ADAY’, initiated in the US and extended to several countries in Europe
(WHO 2003 bis, WHO 2005, EUFIC 2012). Positive nutrients are delivered through the main
ingredients of the fruit and vegetable preparation, as only products that contain > 50g of fruits
and vegetables per 100g of product qualify for this product group. One portion corresponds to
80g fresh fruit or vegetables (or equivalent in non-fresh format).

What’s in and what’s out?
e The energy threshold ensures that various fried, creamy, or cheese preparations will not
qualify.

30 Exemptions: 100% fruit and vegetables and their products, including 100% fruit and vegetable juices, as well as 100% nuts
and seeds and mixes thereof (with no added salt, sugar or fat). These products, presented fresh, frozen, dried, or under any
other form may be advertised to children without restrictions.

31 Local standards should apply for the purposes of quantifying fruit and vegetable content, e.g. conversion formulae for

dried fruit and vegetables into fresh equivalents.
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e The saturated fat threshold is challenging for e.g. cheese, cream, or meat containing products.

e The sugar cap is challenging for preparations such as fruit compote, as they may contain
about 17g of sugars, of which 11g are coming from fruit. This threshold still allows some
product innovations with high fruit content.

Category 2: Fruits, vegetables and seeds, except oil

Subcategory B: Potato & potato products, except dehydrated potato snack products: all potato based
dishes (> 50g potato per 100g of finished products) that constitute a substantial component of the
meal.

Examples Energy Sodium Saturated fats | Total sugars | Components to
(kcal/portion*) (mg/100g or (g/100g or (g/100g or encourage
100ml*) 100ml*) 100ml*)
*except where specified otherwise
Mashed <170 <300 <1.5 <5 Nutrients
potato, potato delivered
gnocchi, through main
gratin, potato ingredient
dumplings, (potato)
fried or
roasted
potato...

e Product group: The product group includes all potato based dishes (> 50g potato per 100g of
finished products) that constitute a substantial component of a meal. The minimum quantity
required should be calculated on the basis of the ingredients entering into the recipe.

e Energy: The threshold (170kcal/portion) represents 10% of children’s daily reference value
(1700kcal) per portion. This energy threshold will ensure that fried potato and potato
preparations with e.g. high content of cream and/or cheese do not qualify. Depending on the
preparation, a typical child’s potato portion ranges from 80g (e.g. croquettes) to 180g (e.g.
jacket potato or mashed potato).

e Sodium: The sodium value of 300mg/100g corresponds to the UK 2012 Responsibility Deal target
for potato products.

e Saturated fats: The threshold (1.5g/100g) corresponds with “Low in saturated fat”, as defined in
Regulation (EC) 1924/2006 on nutrition and health claims made on foods.

e Total sugars: the threshold (5g/100g) corresponds with “Low in sugars”, as defined in Regulation
(EC) 1924/2006 on nutrition and health claims made on foods. This amount allows products
prepared with milk to comply.

e Components to encourage: Positive nutrients are delivered through the main ingredient of the
preparation, as only products that contain >50g of potato per 100g of product qualify for this
product group.

What'’s in and what'’s out?
e The energy threshold excludes most fried potato and potato preparations with e.g. high
content of cream and/or cheese
e The saturated fat threshold is challenging for e.g. cheese or cream containing products as
well as fried potato products.
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