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A failure of personal 
responsibility  
-  or inevitable 
consequence of an 
irresponsible market ?  



Background  

Å Food and drink habits are shaped by the products available, 
their accessibility and attractiveness  (the food environment)  

 

Å International strategies to improve diet frequently recommend 
public -private partnerships  

 

Å A recent review found only one example of voluntary 
partnerships on food: The German minimisation  concept to 
reduce acrylamide in food (Bryden  et al, 2013)  

 

Å Voluntary agreements with industry in other fields include: 
environment (24), tobacco (9), waste (5), agriculture (3), 
employment (2), alcohol (1), pharmaceutical (1) finance (1)  

 

Å Little evidence on which to base new initiatives in food -space  



The Responsibility Deal  

Å Aims to create an environment that 
supports people to make informed, balanced 
choices and to help them lead healthier 
lives.  

 

Å A voluntary partnership between business, 
government and wider stakeholders, 
including public health and NGOs  

 

Å Opportunity for business and other 
organisations to lead the way in positively 
shaping the environment to improve health.  

 

Å Networks on: Food, Alcohol, Physical activity 
and Health at Work  

 

 

 



The Responsibility Deal Food Network  

Å Independent Chair ï Susan Jebb  

Å Secretariat ï Department of Health, Obesity and Food Policy team  

Å High Level Steering Group (quarterly meetings):  

ï Minister (Secretary of State for Health/Public health Minister)  

ï Representative from 3 trade bodies (FDF, BRC, BHA)  

ï Industry member from 3 sectors (manufacturers, retailers, OOH)  

ï Scientific Advisory Committee on Nutrition  

ï Public health professional body (Faculty of Public Health/British 
Dietetic Association)  

ï Health charity (CRUK till Jan 2013)  

ï Consumer group (Which ?)  

Å E-network open to all interested parties  

 

Å Annual round - table event for trade bodies  

Å Annual update event for other stakeholders  

 

Å Actions relating to price explicitly excluded from any discussion at outset  

 

 



Evaluation: principles and practice  

Å Agreed by all parties as essential  

Å Independence crucial to external credibility  

Å Evaluation should not be a burden to business or a barrier to 
engagement  

Å Evaluation to be led by NIHR and not by policy teams or RD 
partners  

 

Å NIHR invited Policy Research Unit based at LSHTM to develop 
evaluation plan  

Å Logic model published ( Petticrew  et al. J Public Health 
2013;35:495 -501)  

Å Evaluation of each network published 2015 (Food Network: 
Knai  et al. Food Policy 54 (2015) 1-10)  

Å No evaluation of individual food pledges  

 

 





Development of action plans for Food 
Network  

Å Longlist  of all possible areas  for action based on dietary 
recommendations, informal consultation and stakeholder meetings 
with public health and industry groups  

Å Shortlist of priority areas (essentially 4 y plan)  and approximate 
order agreed by HLSG  

Å Development of pledges in working groups  

Å Pledge wording and framework finalised  by HLSG  

Å Letter from Chair inviting companies to sign up, followed up by 
contact from Minister/Chair/officials  as appropriate  

Å Initial signatories for each pledge gathered ahead of public 
announcement to create a collective body of action  

Å Companies submit outline Delivery Plan (published on website)  

Å Companies report annually on action taken (published on website )  

Å Progress reviewed by HLSG  



A public health framework for 
action  

  Products  

Promotions  People  

Making 
healthier 
choices easier   
e.g. campaigns, 
nutritional 
labelling   

Providing healthier 
options   
e.g . reformulation, 
innovation, portion 
control  

Shifting the 
balance of 
promotions 
e.g. marketing 
restrictions  



Ten Food Pledges   

Å F1 ï Out of home calorie labelling   

Å F2 ï Salt reduction 2012  

Å F3 ï Artificial trans fats removal  

Å F4 ï Calorie reduction  

Å F5(a),(b),(c) ï Salt reduction for caterers  

Å F6 ï Fruit and vegetables  

Å F7(a),(b) ï Front of pack labelling  

Å F8 ï Saturated fat reduction  

Å F9 ï Salt reduction 2017  

Å F10 ï Out of home maximum per serving salt targets  

 

 

 

 



Signposting healthier choices through labelling  

https:// www.gov.uk /government/publications/front -of -pack -nutrition - labelling -
guidance  

23 companies, representing two - thirds of pre -packaged 
food, have committed to adopt and implement a 
consistent Front of Pack nutrition labelling scheme  



Out of home calorie labelling on menus  

 

 

 

 

       

The Harvester pub chain  The Camden Food Company  

1 in 3 meals sold on the high street now display calorie labelling, 
including 70% of the fast food and takeaway meals  



Workplace canteen menu  



10%  

Industry monitoring: customer impact  

7%  



Reformulation  

Å 70 % of the retail market and 65% of the major high street and 
contract caterers are committed to 2012 salt reduction targets; 
slightly lower signup for more stretching 2017 targets  

 

Å All of the major supermarkets and 65% of major high street and 
contract caterers have committed to removing artificial trans fats  

 

Å Almost half of the food manufacturing and retail industry has 
committed to Saturated Fat Reduction across a range of products  

 

Å 36 leading food and drink companies, including Coca -Cola, 
Mondelez  International, Nestle and most of the major retailers 
have signed up to the calorie reduction pledge  



Reformulation has helped reduce salt intake by 
15% and saved 6000 premature deaths  

a The mean and 95% confidence limits for each point are as calculated according to the protocol in place at the time. Different  
methods of assessment of completeness of 24 hour urine collections may contribute slightly (1 -  3%) to the decrease from 2006 to 
2011. These differences fall within the 95% confidence limits for each point. The slope of the trend is not substantially aff ect ed by 
these differences.  
 



Salt Reduction Out of Home  

Salt catering pledges (F5) :  
a) Chef training and kitchen practice  

b) Reformulation of dishes and information to consumers  

c) Procurement of products to meet salt targets  

 

Out of Home Salt Targets (F10)  

Maximum per serving targets for the most 
popular items on menus:  

1. Potato products  

2. Burgers  

3. Battered or breaded chicken portions and pieces  

4. Battered or breaded seafood based meals  

5. Pies 

6. Sauce based main dishes  

7. Beef steaks, grilled chicken and roast main meals  

8. Sandwiches  

9. Pasta meals  

10.  Pizza 

 

 

 

And for 
childrenôs 

main meals  
 



Reformulation to reduce fat, saturated 
fat, sugar and salt (and energy)  

85% reduction 
in saturated fat  

7%  reduction in 
energy  

40% reduction in fat  50% decrease in salt  

50% decrease in salt  
30% less sugar  



We will support and enable our customers to 
eat and drink fewer calories through actions 
such as:  

 

Å Product/menu reformulation  

 

Å Reducing portion sizes  

 

Å Shifting marketing mix towards lower 
calorie options  

 

Å Education and information                                                                   

 

 

Calorie reduction pledge  
 



Retailer action to reduce calories  

In  2013 , two  billion  kcals  were  removed  from  their  juices,  
following  on from  the  one  billion  removed  in  2012 . 600  million  
kcals  were  removed  from  Finest  and  Everyday  Value  sandwich  
lines .  

Launching  mid -2014 , will  remove  the  added  sugar  from  own  brand  
high  juices,  removing  1.5 billion  kcals  per  year . 

 

Removing  7.1 tonnes  of  sugar  from  their  chilled  fruit  juices,  
resulting  in  a 28  million  kcals  saving  over  the  next  12  months . A 
15 %  kcal  reduction  in  fifty -one  chilled  soups  and  a 19 %  reduction  
in  Italian  ready  meals .  


