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Thank you for the opportunity to respond to the draft commercial baby food and drink
guidelines. We would like to acknowledge First Steps Nutrition and the Obesity Health Alliance,
of whom we have utilised elements of their submissions to inform Food Active's (hereafter we)
response.

More and more families rely on commercially produced baby and infant food and drink to feed
their children, often with little understanding of the nutritional content of the product and
whether this aligns with Government guidance.

We have responded to the questions but would like begin by making the following over-arching
comments related to the scope and process of the guidelines.

1. We strongly recommend manufacturers should be required to meet the guidelines by the
end of 2021.

e This should be mandatory regulation and not voluntary guidelines. We know from
previous experience of the Public Health Responsibility Deal that voluntary measures can
have limited impact on public health, with industry failing to take regulation seriously.

o We have an obligation to give our children the best start. The UN Convention on the
Rights of the Child officially came into force in the UKin 1992. The conventionis an
acknowledgment that children need special safeguarding — and that ultimately adults
and policy makers must work to achieve these protections. Food preferences and eating
habits are formed very early in life. Therefore, introducing regulations on manufacturers
meeting the guidelines for commercially available baby food will show the Government’s
commitment to upholding these commitments. Any food and drinks aimed at children
and infants under 36 months should ultimately be in line with Government guidelines.

o The baby and infant food market is huge, industry should take responsibility for the
impact they are having on the future health and wellbeing of our children. Meeting these
guidelines should form as part of their Corporate Social Responsibility and overall
contribution to improving population health as a whole.

o The Government has made a commitment to halve childhood obesity by 2030. Actions
to reduce the intake of sugar in commercial baby food and drink can play a key role in
reducing sugar intakes and accustoming young children to sweet tastes, which can be a
driver for weight gain in young children. A recent analysis by the National Audit Office
shows progress on meeting this target has been slow and the Government is significantly
off course for meeting this target by 2030. With just 9 years left, bringing forward the
deadline to 2021 will go some way to supporting efforts to meet this important
commitment.
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2. The Government should specify what levers will be introduced if progress is not made.

The draft guidelines suggest that other ‘levers will be considered’ if there is not the
appropriate level of compliance by the industry. We would like clarification of what
levers these might be. If the guidelines remain voluntary, we strongly recommend that it
should be made clear that the guidelines will become mandatory and enforceable by law
if specific progress is not made within a specific timeframe.

Learning can be taken from other food and drink categories. The approach of
Government setting an explicit, time-bound target for regulation has been successful in
incentivising reformulation in the milk based sugary drinks category.

3. Marketing and labelling measures should be introduced alongside the reformulation
guidelines.

We understand that measures to address the marketing and labelling of baby food
products will be subject to a separate consultation by Department of Health and Social
Care. We think it is important that this process is bought forward so marketing and
labelling measures are introduced simultaneously with reformulation measures. This will
help to ensure dishonest naming and misleading health claims can’t be used on
reformulated products, and that all reformulated products are marketed for infants from
6 months of age only. This will also illustrate a cohesive approach in relation to improving
early years through guidelines on reformulation of baby food and the marketing of such
foods. We look forward to responding to this consultation in due course, and
recommend the government publish this consultation as soon as possible.

4. There needs to be clarity on which food and drinks are aimed at children under 36 months

We are concerned that it is sometimes unclear which foods and drinks are aimed at the
under three age group as this is often not-specified on labels. This can be confusing the
parents and carers as products as even though products may not have age related
information on them, they can appear to be aimed at the very young (with the use of
packaging, cartoon characters etc.). We are concerned that manufacturers will simply
leave the age-related information off the packaging but continue to use other techniques
such as the use of child-friendly characters to promote the products to this age group.

Child-friendly characters are a particular issue of concern for Food Active. Our research
with +900 parents in the UK with the Children’s Food Campaign suggests this type of
marketing is commonplace on yogurts, sweets and cheese products’ — whilst they do not
have specified age ranges on them, by using licensed and brand-owned characters
popular with children (such as Peppa Pig, Paw Patrol etc.), this ultimately creates an
association that these foods are designed for children. Analysis by Action on sugar found
that, of the 526 products surveyed that used cartoon animations on their packaging to
appeal to children, half (51%) were high in fat, saturated fats, sugar and/or salt?. It is
therefore paramount that the guidelines should include clarity and definitions on what
foods are aimed at children under the age of 36 months.

5. There appears to be inconsistency in terms of free sugars present in fruit and vegetable
purees

1 https://foodactive.org.uk/pester-power-or-parent-power-new-food-active-and-childrens-food-campaign-

report/

2 http://www.actiononsugar.org/media/action-on-salt/Children's-Packaging-Report.pdf
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Pureed fruit products can be a significant source of free sugars. This is referenced in the
guideline (Table 1) “all sugar naturally present in fruit and vegetable purees is free sugar”,
however the guidance only gives a limit for fruit ingredients in main meals or dry cereals.
Of course, unprocessed and minimally processed fruits and vegetables are important in
the diet of infants and young children, however as a very high proportion of products
marketed at the very young are based on pureed fruit and vegetables, there needs to be
some consideration of how the high free sugar content of these can be made clear to
parents and caregivers at point of purchase. At present, there is poor understanding of
what constitutes as a ‘free sugar’, with confusion arising from the use of terms such as
‘added sugars’ and ‘total sugars’. Furthermore, the way in which some of these fruit
puree products are marketed give the illusion that the product is a healthy option, using
languages and images that depict fresh produce and a healthful choice. Parents and
caregivers need more information to support them to make healthier choices for their
baby.

Currently products that have added fruit juice, but which may be lower in total free sugar
than solely pureed fruit products are penalised by the guidance, despite the fact that PHE
considers the source of sugars in both to be equivalent.

In line with First Steps Nutrition’s response to this consultation, we would like to see a

clear label on any fruit or vegetable puree product as a front of pack flag should be made
mandatory where free sugars represent >30% energy in a product

6. Messaging on baby drinks (other than breastmilk, formula milk and water) needs to be
clearer

Clarity is needed that no sweetened baby or young child drinks can be marketed as these
are wholly unnecessary and can contribute to poor oral health, development of a sweet
taste preference and add unnecessary energy to the diet.

Some sugar sweetened baby juices are marketed to babies as young as +4 months,
which is in total contradiction to the WHO guidelines that advises mothers to exclusively
breastfeed for the first 6 months.

7. We would like to see a clear statement that products marketed for infants and young children
under 3 years of age should not contain maltodextrins, artificial or non-nutritive sweetener or
artificial colourings.

8. Inthe ‘Additional considerations’ it says ‘Food producers may wish to consider the
following...". We would like to see this wording strengthened to ‘Food producers should

Question 1: Do you agree with the draft proposed commercial baby food and drink
guidelines (Table 1 and Table 2)? Do you consider the guidelines to be broadly
achievable? Do you have any alternative proposals?

Food Active welcomes the guidelines overall and see them as broadly achievable. With regards
to the categories included in the Tables 1 and 2, we would like to see all guidance proposed in
line with that proposed by the WHO Europe? guidelines. For example, in Table 1 currently it is
proposed that not more than 30% of energy in finger foods and snacks comes from total sugars.
We believe this should be no more than 15% of energy from total sugars in finger foods and

3 https://www.euro.who.int/ data/assets/pdf file/0009/186462/Mapping-salt-reduction-initiatives-in-the-

WHO-European-Region.pdf
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snacks. Also, currently it is proposed that no more than 75mg/100kcal of sodium is permitted (or
125m/100kcal if cheese is mentioned in the front of pack product name). We would like to see
these figures in line with WHO Europe guidance at: No more than 50mg sodium/100kcal (or
100mg/100kcal where cheese is mentioned in the front of pack product name). This brings the
guidance in line with that proposed by WHO Europe.

Table 1:

We would like to see a requirement for labels to identify products high in sugar, including
pureed fruit and vegetable products. Where free sugars in fruit and vegetable based pureed
products exceed 30% of energy, the product should have a clear front of pack flag highlighting
they are high in sugar.

Where dried fruit products are made from pureed fruit or vegetables or fruit and vegetable
pastes those containing free sugars greater than 30g/100g should require a front of pack flag
highlighting they are high in sugar. A recent survey by Action on Sugar* found that many dried
fruit snacks aimed at children are high in sugar, and there is a significant misconception by
consumers that these products are a healthy choice as they contain ‘fruit’.

Question 2: Do you agree with the draft proposed commercial baby food and drink
product categorisation (table 3)?

We support the proposals in the draft document. As an addition we would like to see:

e Chilled yoghurt and fromage frais included in ‘Desserts and breakfasts’. These yoghurts
are often aimed at young children below 36 months via marketing techniques such as the
use of cartoons and graphics that are attractive to children, including Peppa Pig and Paw
Patrol®>. We would like to see these products included within the ‘Desserts and
Breakfasts’ category and subject to the proposed guidance.

e In‘Baby meals’, fruit and vegetable foods (such a puree) are included as a category
despite the fact that they are not clearly meals, snacks or additions to meals. We think
these should be a separate category of foods with clarity then given on use, appropriate
portion sizes and how they can be marketed.

e |n’‘Baby drinks’: any sweetened milk drink whether sold as a dried powder or a liquid
drink, regardless of whether it claims to be a growing up or toddler milk related to an
infant formula brand should be treated equally to a sweetened milk or milk alternative in
these guidelines.

e In‘Baby drinks’: smoothies should be included alongside fruit drinks and juices with
clarity given on the definition of a smoothie compared to a pureed fruit product; frozen
orjelly like “drinks’ or slurpies should be named in this category with cross-reference to
desserts and breakfasts.

Question 3: Are there any technical or other challenges associated with achieving
the draft proposed commercial baby food and drink guidelines?

We would like to see the guidance provide a clear definition of what defines food and drink
aimed at children below 36 months. Labels on baby food products may often not specify an age
but cartoon characters and graphics are used to appeal to families with very young children.

4 http://www.actiononsugar.org/media/actiononsugar/Processed-Fruit-Snacks-2020-Survey-Report-.pdf
5 https://foodactive.org.uk/pester-power-or-parent-power-new-food-active-and-childrens-food-campaign-

report/
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The commercial baby food industry is a constantly evolving market with new product trends and
innovation every year. We recommend that the Government builds a monitoring and review
framework regular review into the process, so the guidelines can be updated to reflect any
changes or updates to the market. If the guidelines are voluntary, this will also be able to identify
where and which manufacturers are making progress and highlight any non-compliance; which
should subsequently be followed up with legislative action.

As the UKis currently renegotiating trade deals with other nations, it is vital that these guidelines
and other progress made to regulate the commercial baby food industry must be safeguarded
within trade agreement negotiations. Past evidence has shown that trade deals can pose arisk to
the food environment as trade liberalisation floods the market with new products®.

5Kearney J. Food consumption trends and drivers. Philos Trans R Soc Lond B Biol Sci. 2010; 365:2793-807.
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