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TAKING ACTION ON SUGAR.
CHILDREN'S SNACKS

DR KAWTHER HASHEM &
HOLLY GABRIEL
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. WHY SUGARS MATTER -

® \WHAT ARE FREE SUGARS? HOW DOES IT IMPACT THE
Free sugars are all sugars that are added to HEALTH OF CHILDREN?

products, plus nafurally occurring sugars in

>

Vg ASSOCIATED WITH:
These naturally occurring sugars are included @ GREATER RISK OF TOOTH DECAY t -

because the structure of the cell has been
broken down during processing and 'freeing' the

sugar from fhe plant cell wall. @ 'NCREASED RISK OF TYPE 2 DIABETES
(FROM SUGAR SWEETENED BEVERAGES)

INTAKE RECOMMENDATIONS #78 A QUARTER of 5 year o

@ INCREASED ENERGY INTAKE

~r |

FOR CHILDREN olds have footh decay w

affecting 3-4 teeth
O O e NONE RECOMMENDED on average.

2 YEARS OLD:
L, NEARLY 8,000 children under

2 -3 BOYS:<1SG/DAY N 1 | 5 years have had one or

YEARS OED: SR |] — ”| more teeth extracted in
4 -6 19G/DAY MAXIMUM | [D 1 hospital as a result of decay.

YEARS OLD: (5 SUGAR CUBES) - | |
Yet, the majority of tooth decay in young
7 -10 24G/DAY MAXIMUM children is left untreated.
YEARS OLD: (6 SUGAR CUBES)

THE PREVALENCE OF EXCESS WEIGHT IN

\ CHILDREN IN THE UK IS ALARMING.
. DAILY SUGAR INTAKES OF CHILDREN IN . /

[ J
THE UK FAR EXCEED RECOMMENDATIONS. w OVER 1IN 5 children aged

Children as young as 18 months consuming 4-5 is overwelght or obese.

28G/DAY on average. Older children aged ﬁ

4-10 years are consuming 47G/DAY on OVE_R TIN3 c_hlldren aged
10-11 is overweight or obese.
average.

High sugar intake (s

2 assoclated with I:%|
#MYNUTRIWEB excess energy infake. J VIR NIEINEYS




SNACKING IN CHILDREN ~_~

THE FIRST 1,000 DAYS OF LIFE - FROM CONCEPTION TO THE AGE OF 2 YEARS -
OFFERS A CRUCIAL WINDOW OF OPPORTUNITY TO SHAPE A CHILD'S HEALTH AND
EATING PATTERNS FOR THE FUTURE.

SNACKING ADVICE FOR THE BIG SUGAR DEBATE
BABIES & TODDLERS Many manufacturers like the idea of a 'clean

X label’, but what does that mean?

NO NEED FOR SNACKS.
V12 M BT A ‘clean label' s usually

INSTEAD something that consumers

TYPICAL DIETARY can read and understand
12M+ PATTERN - 3 MEALS, without foo many ingredients
-~ 2 NUTRITIOUS SNACKS or things that sound scary

msmﬁ" SUGARY FOODS, INCLUDING DRIED such as long scienfific names
“M FRUIT, SHOULD NOT BE PROVIDED or E-numbers.
= BETWEEN MEALS TO PROTECT . | | |
IS (eadsS TO LOTS O FutT sugars pelng usea Ln
) DENTAL HEALTH o This leads fo lofs of frutf sugars being used

produc’rs, such as date sugar, fruit purees and
Not all parents or carers will be \ 3 fruit juice concentrafes.
N

able to provide minimally éf“_

processed, homemade food, which THE ISSUE IS THAT ALTHOUGH THESE MAY

ls why there is a huge amount of SOUND HEALTHIER TO THE CONSUMER, THEY
commercially made baby and ARE STILL FREE SUGARS.

toddler foods available.

ACTION ON SUGAR SURVEYED COMMON FRUIT SNACKS
OFFERED TO CHILDREN TO REVEAL THE FREE SUGAR CONTENT.

ww  They found that although these products were made of 1007%
Action on Sugar fruit purees and advertised as 1 of 5 A Day, they contained

very.high, quantities of free sugars.
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=% TAKING ACTION ON SUGAR: -
CURRENT GOVERNMENT POLICIES

SUGAR REDUCTION PROGRAMME

As part of the UK Government's Chitdhood Obestty Programme, the voluntary Sugar Reduction
Programme was infroduced with the aim of creafing a healthier food environment for all.

The farget for industry to meet by.20Z0.was a

20/ .REDUCTION in the sales of sugar from the .BREAKFAST CEREALS

biggest contributors in the UK diet. @) YOGURTS & FROMAGE FRAIS

.ICE CREAM, LOLLIES, SORBETS
Companies were asked to look at how fhe\:J could .SWEET CONFECTIONERY
reformulate, reduce.portion size or shiff. sales .CHOCOLATE CONFECTIONERY
fowards healthier, lower sugar alternatives. '@ CAKES

@) MORNING GOODS (PASTRIES)

2020 data is still to be published, but initial data
from the first 3 years of the programme suggest .SWEET SPREADS AND SAUCES
more action needs o be made. In 2018, data .B|SCU|TS
showed just a 37 REDUCTION in sugar across all & PUDDINGS
categories, a far cry from the 20% target.

CALORIE REDUCTION PROGRAMME E=
CATEGORIES INCLUDED:

The UK Government also inifiated ifs voluntary Calorie
Reduction Programme, which aimed to reduce calories in
the main contributors to excess calorie intake BY 20%
BY 2024. However since if's announcement targets for
certain categories have been reduced.

WE ARE STILL WAITING TO SEE ANY PROGRESS g
REPORTS FROM THIS PROGRAMME.

#MYNUTRIWEB MyN utriWeI%%




TAKING ACTION ON SUGAR: —

DEC
22
ADVERTISING RESTRICTIONS ON
FOODS HIGH IN FAT, SALT & SUGAR

From 2022 products fthat are high in fat, salt and
sugar (HFSS) will be restricted in their advertising in
the UK. This will span across in-store, TV and online.

/ PLACE & PRICE PROMOTION RESTRICTIONS

GMW Buy un SENG i/

9PM WATERSHED ON TV & ONLINE ADS BAN

This will prohibit HESS products from being
advertised on TV before 9pm and will stop adverts
appearing online such as socital media and YouTube.

Children are more Ukelg to waftch content

online than on TV, so a full online ban will
protect children from fthe frequency and
quantity of ads for unhealthy products.
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FUTURE POLICIES

.~ DON'T HIDE
~ WHAT'S INSIDE

A recent report by Bite Back 2030
found children and young people
are being led to believe that some
of the products they are choosing
are healfthier than they are
through clever markefing and
labelling.

@

Bite Back 2030 surveyed over 500
products bearing health claims
such as 'high in fibre' and found
that 577 were also high in salf,

saturated fat or sugar.

CLOSE THE ‘BABY GAP’

All current and proposed
o <y
Government policies exclude %
w»

baby and ftoddler products.
We need to enforce fighter L4

restrictions fo profect babies and

young chitdren. I:%
MyNutriWeb




WHAT WE CAN DO? E

13% 15

TAKE ACTION ON MISLEADING PACKAGING & LABELLING

There is very liftle action being faken to improve the packaging and labelling of HFSS products.

CLAIMS: HFSS products can bear
health and nutrition claims such as 'no
added sugar’, which make them appear
healthier than ’rheg are to consumers.

¥ CARTOONS: Many unhealthy products aimed
at children feature cartoon characters.
The use of carfoons s a smart marketing
factic to encourage ‘pester power.

WHAT CAN INDUSTRY DO?

The food industry has a huge role fo play
In improving the food environment, so what
can they do to make a difference?

‘ WHAIT CAN INDIVIDUALS DO?

CARLAAATRATAD

CHALLENGE COMPANIES ON:

& HONEST LABELLING ./ MISLEADING LABELLING

& REMOVE MISLEADING HEALTH CLAIMS ./ CARTOONS ON UNHEALTHY PRODUCTS

@ PUT PRESSURE ON GOVERNMENT FOR / SUGAR CONTENT OF PRODUCTS
INDUSTRY GUIDANCE/ LEGISLATION

& ACCELERATE REFORMULATION

@ CLEAR DENTAL HEALTH WARNING ON canzammann
FRUIT SNACKS

You can also challenge the

Government fo take further
action by writing to your Local MP.

0 RESPONSIBLE MARKETING AND
PROMOTIONS
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