
Supermarkets – the places where
most of us buy most of our food 
– can have an enormous impact 
on the nation’s health, through the
shopping choices they encourage
their customers to make. Growing
concern about obesity, and
particularly the high percentage of
overweight children and teenagers,
underlines the importance of this
issue. So what are the supermarkets
doing to help?   

For the last two years(1), we have
reported on how well the top eight
supermarkets help their customers
shop, cook and eat more healthily,
through price promotions, salt
content of own-brand foods,
prevalence of snacks at checkouts,
labelling, and the information and
advice they make available.
Our findings are based on what 
we have found in-store. In this,
our third report, we are able to 
track the retailers’ progress, and say
whether the UK’s consumers really
are getting the best deal on health.

This year we made some changes 
to our measurement criteria, to
reflect the Food Standard Agency’s
(FSA’s) new salt targets for many
foods and their new guidelines for
front-of-pack labelling.
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Salt
Low-income consumers are being
short-changed on health. Many
economy range foods contain more
salt, fat and sugar than their standard
equivalents.While we have only
rated retailers on their salt content,
we have also looked at how much fat
and sugar there is in key foods in
light of the FSA’s guidance on what
constitutes ‘a lot’ or ‘a little’.

The results were not encouraging:
for example, Morrisons’ economy
sausage contained nearly twice as
much salt as their standard range.

This is a backward step from last
year. It is clear that some retailers’
practices are contributing to
inequalities in diet and health.

Summary and key findings
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NK kìíêáíáçå~ä=ÅçåíÉåí

� Salt content of ten everyday own-label 
processed foods.

OK i~ÄÉääáåÖ=áåÑçêã~íáçå

� Use of front-of-pack, colour-coded 
signpost labelling in line with FSA criteria.

� Use of Guideline Daily Amounts (GDAs) 
on nutrition labelling on back of pack.

PK fåJëíçêÉ=éêçãçíáçåë

� ‘Healthy’ foods (fruit and vegetables) as 
a proportion of in-store price promotions.  

� The presence of sweets and less ‘healthy’ 
snacks at the checkout.

QK `ìëíçãÉê=áåÑçêã~íáçå=~åÇ=~ÇîáÅÉ

� Information and advice on healthy eating 
available in-store through leaflets and 
magazines, and via retailers’ national 
telephone help-lines and websites.
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Labelling

We rated retailers on both front-of-
pack and back-of-pack labelling.We
found that the eight supermarkets
have created diverse front-of-pack
labelling schemes to indicate levels
of key nutrients and general
‘healthiness’ of products. Some of
these include colour-coding.We
tested the supermarkets on their use
of the FSA’s labelling scheme, which
includes colour-coding, a traffic-
light system, and four key nutrients:
fat, saturated fat, salt and sugar.

Sainsbury’s was the only retailer to
have mostly adopted the FSA’s
guidelines.Waitrose and the Co-op
are using them on some products,
and Asda and M&S have plans to
roll out their schemes soon.Tesco,
Morrisons and Somerfield continue
with a GDA-based system.

We note the commitment shown by
several of the retailers who are in the
process of developing FSA-compliant
schemes, but have only rated the
stores on what was found in-store.

We also looked at back-of-pack
labels to compare information on
Guideline Daily Amounts (GDAs).
These are still not always present,
especially in economy line foods.

Information

Nearly all the retailers scored very
poorly on communicating healthy
eating messages to their customers.
Some rely too heavily on their
website or magazine but can’t
answer queries. Others have a 
good selection of leaflets but 
poor telephone help-lines.
Comprehensive staff training 
would make a huge difference.

Price promotions and checkout snacks

Fruit and vegetables still make up
much too small a proportion of
price promotions. Nutritional
guidance is that fruit and veg should
constitute 33 per cent of our diet,
but almost 40 per cent of price
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promotions are still for fatty and
sugary foods.This sends a skewed
message to consumers about what
constitutes a healthy diet, and
encourages them to make financial
savings at the cost of their health.

Many checkouts in most stores still
have unhealthy snacks and sweets on
display, tempting tired shoppers and
encouraging ‘pester power’.There
are definite improvements in some
stores, but the NCC would like to
see no unhealthy snacks or sweets 
at checkouts.

Responsibility

On a positive note, more retailers
are targeting nutrition and health 
in their corporate responsibility 
key performance indicators (KPIs).
Sainsbury’s is the first supermarket
to set its own KPIs incorporating
our ‘20 simple steps for
supermarkets’.The Co-op told us
that it intends to incorporate 
NCC health indicators in next 
year’s report.We look forward to
more retailers taking the initiative
and showing a real commitment 
to making their customers’ health 
a priority.

oÉÅçããÉåÇ~íáçåë=
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� Continue to reduce salt, fat, saturated 
fat and sugar in own-brand products, 
with particular attention to economy lines.

� Use more front-of-pack, traffic light
signpost labelling to help shoppers
improve the balance of their diets, 
and bring labelling into line with FSA
criteria to minimise market confusion. 

� Train all staff in the communication of
nutrition and health messages; provide 
in-store customer help-desks and
telephone help-lines and promote these 
as sources of healthy eating information.

� As policy, ensure that 30 per cent of price
promotions are for fruit and vegetables; 
increase the promotion of healthier foods
in other food categories. 

� Remove all snacks and sweets from
checkouts.

� Build the four health responsibility
indicators into corporate responsibility
target-setting and reporting at board level.
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How did they score? 

Our individual score cards for each
retailer show their performance over
the past three years.

1st – Sainsbury’s 

Sainsbury’s has made big
improvements on salt, with six 
out of ten standard, five out of 
ten ‘healthier’ and four out of ten
economy ranges meeting the FSA’s
2006 targets. Many products are
labelled on front-of-pack with its
Wheel of Health, mostly in line with
FSA signpost labelling criteria. Like
Waitrose and Tesco, it gets full marks
for keeping its checkouts free of
sweets and snacks.

To improve, it should run more
promotions of fruit and veg,
make its back-of-pack labelling 
on guideline daily amounts more
consistent, and improve its in-store
customer information.

Name: 

Date of report

kìíêáíáçå~ä=ÅçåíÉåí

Salt content of own-brand 

foods against FSA 2006

target average sodium

levels

i~ÄÉääáåÖ=áåÑçêã~íáçå

Use of colour-coded

signpost labelling in line

with FSA 2006 criteria

Use of Guideline Daily

Amounts back-of-pack

fåJëíçêÉ=éêçãçíáçåë

Promotions for fruit and

vegetables

Snacks at the checkout

`ìëíçãÉê=áåÑçêã~íáçå

~åÇ=~ÇîáÅÉ

Leaflets

Helpline

In-store helpdesk

Website

lîÉê~ää=ÅçããÉåíë=

SSaaiinnssbbuurryy’’ss

JJuullyy  22000066

`çããÉåíë

RReedduucciinngg  ssaalltt  aaccrroossss  aallll  bbrraannddss  --    66//1100

ssttaannddaarrdd,,  55//1100  ‘‘hheeaalltthhiieerr’’  rraannggee  aanndd  44//1100

eeccoonnoommyy  pprroodduuccttss  mmeett  FFSSAA  ttaarrggeettss..  TThhee  ssaallttiieesstt

pprroodduucctt  wwee  ffoouunndd  wwaass  ssaalltt  aanndd  vviinneeggaarr  ccrriissppss,,

wwiitthh  00..55gg  ssooddiiuumm  mmoorree  tthhaann  FFSSAA  ttaarrggeett..  

CClleeaarr  lleeaaddeerrss  oonn  ffrroonntt--ooff--ppaacckk  ssiiggnnppoossttiinngg  wwiitthh

tthhee  WWhheeeell  ooff  HHeeaalltthh,,  mmoossttllyy  iinn  lliinnee  wwiitthh  FFSSAA

ccrriitteerriiaa..  OOnnllyy  ssiixx  oouutt  ooff  2299  pprroodduuccttss  ssuurrvveeyyeedd

ccaarrrriieedd  ffrroonntt--ooff--ppaacckk  ssiiggnnppoossttiinngg..

OOnnllyy  1122  oouutt  ooff  2299  pprroodduuccttss  ssuurrvveeyyeedd  ccaarrrriieedd

GGDDAA  llaabbeelllliinngg..  MMaannyy  GGDDAAss  nnoott  ggiivveenn  ffoorr

ssttaannddaarrdd  pprroodduuccttss,,  aanndd  oonnllyy  aa  ssmmaallll  nnuummbbeerr

ffoorr  eeccoonnoommyy  lliinneess..      

DDiissaappppooiinnttiinnggllyy  ffeeww  ffrruuiitt  aanndd  vveeggeettaabbllee

pprroommoottiioonnss  ––  oouutt  ooff  447799  pprroommoottiioonnss,,  oonnllyy  6655

((1144  ppeerr  cceenntt))..  PPrroommoottiioonnss  ooff  ffaattttyy  aanndd  ssuuggaarryy

ffooooddss  mmaaddee  uupp  2277  ppeerr  cceenntt  --  aa  sslliigghhtt

iimmpprroovveemmeenntt..  

FFuullll  mmaarrkkss  --  ffoorr  tthhee  22nndd  yyeeaarr  rruunnnniinngg  wwee

ffoouunndd  nnoo  cchheecckkoouuttss  wwiitthh  uunnhheeaalltthhyy  ssnnaacckkss..

WWee  ffoouunndd  nnoo  hheeaalltthh--rreellaatteedd  lleeaafflleettss  iinn--ssttoorree,,

tthhoouugghh  tthhee  mmaaggaazziinnee  ccoonnttaaiinnss  hheeaalltthhyy  rreecciippeess..  

GGaavvee  tthhee  mmoosstt  hheellppffuull  aanndd  aaccccuurraattee  aannsswweerrss  ooff

aallll  tthhee  rreettaaiilleerrss..

VVeerryy  ppoooorr  ––  uunnaabbllee  ttoo  aannsswweerr  oouurr  qquueessttiioonnss..

CCoonnttaaiinnss  uusseeffuull  iinnffoorrmmaattiioonn  tthhaatt  iiss  eeaassyy  ttoo

pprriinntt..  RReecciippeess  ggiivvee  nnuuttrriittiioonnaall  ccoonntteenntt..

OMMS

77½½
//1100

1122½½
//1155

22//55

44//1100

1100//1100

22//55

33//55

00//55

33//55

66½½
//1100

JJuummppiinngg  uupp  ttoo  ffiirrsstt  ppllaaccee,,  tthhiiss  yyeeaarr  SSaaiinnssbbuurryy’’ss  aarree  cclleeaarr  lleeaaddeerrss  oonn  ffrroonntt--ooff--ppaacckk

ttrraaffffiicc  lliigghhtt  ssiiggnnppoosstt  llaabbeelllliinngg,,  aanndd  oonn  kkeeeeppiinngg  uunnhheeaalltthhyy  ssnnaacckkss  aawwaayy  ffrroomm  tthhee

cchheecckkoouuttss..  NNeeeedd  ggrreeaatteerr  ccoonnssiisstteennccyy  wwiitthh  GGDDAA  bbaacckk--ooff--ppaacckk  llaabbeelllliinngg..  SSttaaffff  nneeeedd

ttoo  bbee  bbeetttteerr  iinnffoorrmmeedd  iinn  ccoommmmuunniiccaattiinngg  nnuuttrriittiioonn  iinnffoorrmmaattiioonn,,  aanndd  wwee  llooookk

ffoorrwwaarrdd  ttoo  ffuurrtthheerr  rreedduuccttiioonnss  iinn  ssaalltt  lleevveellss  aaccrroossss  aallll  rraannggeess..  

OOvveerraallll  rraannkkiinngg::    11sstt  ppllaaccee..

OMMR

nn//aa

nn//aa

44//1100

55//1100

1100//1100

44½½//55

33//55

nn//aa

nn//aa

55½½
//1100

OMMQ

nn//aa

nn//aa

55//1100

44½½
//1100

99½½
//1100

55//55

22½½
//55

nn//aa

nn//aa

55½½
//1100
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Joint 2nd – Tesco and Waitrose

Tesco

Full marks for keeping snacks off 
the checkouts.Tesco had back-of-
pack GDA labelling on the highest
number of products, and we found
very good leaflets in-store on a range
of food and health-related issues.

To improve its position,Tesco 
should adopt front-of-pack signpost
labelling with colour coding in
compliance with FSA criteria, and
train its staff to provide customer
information and advice. It needs to
reduce salt in its own-brand lines to
meet FSA’s 2006 targets.

Waitrose

Full marks for keeping sweets and
snacks off the checkouts for three
years in a row.Waitrose is meeting
FSA’s 2006 salt targets in six out of
ten standard products.To improve, it
needs to provide more
comprehensive customer
information in-store, roll out the
FSA labelling scheme and reduce the
number of price promotions for fatty
and sugary foods.

4th Marks and Spencer

M&S has made excellent progress 
in reducing salt, is one of the leaders
on GDA back-of-pack labelling, and
is one of the highest scorers for the
number of price promotions on fruit
and vegetables.

To improve, M&S needs to
incorporate front-of-pack signpost
labelling in addition to its Eat Well
sunflower logo. It is this year’s worst
retailer for snacks at the checkout.
Its website could contain more
nutrition information and advice.

Name: 

Date of report

kìíêáíáçå~ä=ÅçåíÉåí

Salt content of own-brand 

foods against FSA 2006

target average sodium

levels

i~ÄÉääáåÖ=áåÑçêã~íáçå

Use of colour-coded

signpost labelling in line

with FSA 2006 criteria

Use of Guideline Daily

Amounts back-of-pack

fåJëíçêÉ=éêçãçíáçåë

Promotions for fruit and

vegetables

Snacks at the checkout

`ìëíçãÉê=áåÑçêã~íáçå

~åÇ=~ÇîáÅÉ

Leaflets

Helpline

In-store helpdesk

Website

lîÉê~ää=ÅçããÉåíë=

TTeessccoo

JJuullyy  22000066

`çããÉåíë

WWoorrsstt  oonn  ssaalltt,,  aalloonngg  wwiitthh  MMoorrrriissoonnss  --  oonnllyy  33//1100

ssttaannddaarrdd  pprroodduuccttss  mmeett  FFSSAA’’ss  ttaarrggeettss..  SSlliigghhtt

iimmpprroovveemmeennttss  iinn  iittss  VVaalluuee  rraannggee,,  bbuutt  ppaassttaa

ssaauuccee  hhaadd  mmoorree  ssaalltt  tthhaann  rreeccoommmmeennddeedd..  IInn

‘‘hheeaalltthhiieerr’’  lliinneess,,  66//1100  pprroodduuccttss  mmeett  FFSSAA  ttaarrggeett..

OOnnllyy  mmeett  ttwwoo  ooff  FFSSAA’’ss  ccrriitteerriiaa  ffoorr  ssiiggnnppoossttiinngg..

FFoolllloowwiinngg  aa  GGDDAA--ssttyyllee  aapppprrooaacchh  wwiitthhoouutt  ccoolloouurr--

ccooddiinngg  ttoo  iinnddiiccaattee  lleevveell  ooff  nnuuttrriieennttss..  TTeessccoo  hhaadd

tthhee  mmoosstt  pprroodduuccttss  ––  2277  oouutt  ooff  3311  ––  ccaarrrryyiinngg

ffrroonntt--ooff--ppaacckk  llaabbeelllliinngg..

VVeerryy  ggoooodd  ––  2255  oouutt  ooff  3311  pprroodduuccttss  ssuurrvveeyyeedd

ccaarrrriieedd  GGDDAA  llaabbeelllliinngg,,  aa  bbiigg  iimmpprroovveemmeenntt..  

AA  sslliigghhtt  iimmpprroovveemmeenntt  ––  oouutt  ooff  440011  pprriiccee

pprroommoottiioonnss,,  7766  ((1199  ppeerr  cceenntt))  wweerree  ffoorr  ffrruuiitt  aanndd

vveeggeettaabblleess,,  bbuutt  wweellll  bbeellooww  tthhee  3333  ppeerr  cceenntt

gguuiiddeelliinnee..  2266  ppeerr  cceenntt  ((aallmmoosstt  ffoouurr  ttiimmeess  oovveerr

ttaarrggeett))  ssttiillll  ffoorr  ffaattttyy  aanndd  ssuuggaarryy  ffooooddss..  

FFuullll  mmaarrkkss  ffoorr  tthhee  sseeccoonndd  yyeeaarr  rruunnnniinngg..  WWee

ddiidd  nnoott  ffiinndd  aannyy  sswweeeettss  oorr  ssnnaacckkss  aatt  tthhee

cchheecckkoouuttss..

TToopp  ssccoorree  ––  aa  bbiigg  iimmpprroovveemmeenntt..  AA  sseelleeccttiioonn  ooff

lleeaafflleettss  iinn--ssttoorree  oonn  vvaarriieettyy  ooff  nnuuttrriittiioonn  ttooppiiccss..  

AA  sslliigghhtt  iimmpprroovveemmeenntt  oonn  llaasstt  yyeeaarr,,  bbuutt  ssttiillll

vveerryy  ppoooorr..  SSttaaffff  wweerree  uunnaabbllee  ttoo  ggiivvee  ccoorrrreecctt

iinnffoorrmmaattiioonn..  

PPoooorr  ––  pprroovviiddeedd  tthhee  wwrroonngg  iinnffoorrmmaattiioonn,,  bbuutt  ddiidd

mmaannaaggee  ttoo  ffiinndd  aa  hheellppffuull  lleeaafflleett..

CCoonnttaaiinneedd  bbaassiicc  iinnffoorrmmaattiioonn  bbuutt  llaacckkeedd  ddeettaaiill

oonn  aa  nnuummbbeerr  ooff  hheeaalltthhyy  eeaattiinngg  ttooppiiccss

OMMS

66//1100

77½½
//1155

44//55

66//1100

1100//1100

55//55

½½//55

11//55

22//55

66//1100

AAnn  iimmpprroovveemmeenntt  oonn  llaasstt  yyeeaarr,,  ppaarrttiiccuullaarrllyy  ffoorr  GGDDAA  bbaacckk--ooff--ppaacckk  llaabbeelllliinngg  aanndd

iinn--ssttoorree  lleeaafflleettss..  CCoonnttiinnuuiinngg  ttoo  lleeaadd  oonn  kkeeeeppiinngg  cchheecckkoouuttss  ssnnaacckk--ffrreeee..  SSttiillll  ssoommee

rroooomm  ffoorr  iimmpprroovveemmeenntt  --  22000077  iiss  aann  ooppppoorrttuunniittyy  ttoo  ssiiggnniiffiiccaannttllyy  rreedduuccee  ssaalltt

aaccrroossss  aallll  pprroodduucctt  rraannggeess  aanndd  iimmpprroovvee  hheeaalltthh--rreellaatteedd  ccoommmmuunniiccaattiioonn  wwiitthh

ccuussttoommeerrss..

OOvveerraallll  rraannkkiinngg  ––  JJooiinntt  22nndd  wwiitthh  WWaaiittrroossee..  

OMMR

nn//aa

nn//aa

22//1100

44//1100

1100//1100

22//55

00//55

nn//aa

nn//aa

44//1100

OMMQ

nn//aa

nn//aa

22½½
//1100

44//1100

99//1100

00//55

00//55

nn//aa

nn//aa

33½½
//1100
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Name: 

Date of report

kìíêáíáçå~ä=ÅçåíÉåí

Salt content of own-brand 

foods against FSA 2006

target average sodium

levels

i~ÄÉääáåÖ=áåÑçêã~íáçå

Use of colour-coded

signpost labelling in line

with FSA 2006 criteria

Use of Guideline Daily

Amounts back-of-pack

fåJëíçêÉ=éêçãçíáçåë

Promotions for fruit and

vegetables

Snacks at the checkout

`ìëíçãÉê=áåÑçêã~íáçå

~åÇ=~ÇîáÅÉ

Leaflets

Helpline

In-store helpdesk

Website

lîÉê~ää=ÅçããÉåíë=

WWaaiittrroossee

JJuullyy  22000066

`çããÉåíë

RReeaall  pprrooggrreessss  oonn  rreedduucciinngg  ssaalltt  ––  66//1100  ssttaannddaarrdd

pprroodduuccttss  mmeett  FFSSAA’’ss  22000066  ssaalltt  ttaarrggeettss..  OOnnllyy

33//1100  hheeaalltthhiieerr  rraannggee  pprroodduuccttss  mmeett  ttaarrggeett..  TThheerree

aarree  nnoo  eeccoonnoommyy  lliinneess..  

OOnnee  ooff  ffiivvee  rreettaaiilleerrss  ccoommmmiitttteedd  ttoo  FFSSAA’’ss  ttrraaffffiicc

lliigghhtt  llaabbeelllliinngg,,  oonn  ssaannddwwiicchheess,,  ppiizzzzaass  aanndd

rreeaaddyy  mmeeaallss  aatt  pprreesseenntt..  IInntteenndd  ttoo  rroollll  oouutt  mmoorree

eexxtteennssiivveellyy  llaatteerr  iinn  22000066  aanndd  eeaarrllyy  22000077..    

GGoooodd  ppeerrffoorrmmaannccee,,  ccoonnssiisstteenntt  wwiitthh  llaasstt  yyeeaarr’’ss

hhiigghh  mmaarrkkss..  TTwweellvvee  oouutt  ooff  1177  pprroodduuccttss  ssuurrvveeyyeedd

ccaarrrriieedd  GGDDAAss..

TToopp  ssccoorreerr  --  uupp  ffrroomm  llaasstt  yyeeaarr  --    wwiitthh  ffrruuiitt  aanndd

vveegg  mmaakkiinngg  uupp  2255  ppeerr  cceenntt  ooff  pprroommoottiioonnss,,

tthhoouugghh  ssttiillll  sshhoorrtt  ooff  tthhee  3333  ppeerr  cceenntt  ttaarrggeett..

FFaattttyy  aanndd  ssuuggaarryy  ffooooddss  mmaaddee  uupp  2277  ppeerr  cceenntt

pprriiccee  pprroommoottiioonnss..

FFuullll  mmaarrkkss  ffoorr  tthhrreeee  yyeeaarrss  rruunnnniinngg  --  nnoo  sswweeeettss

oorr  ssnnaacckkss  aatt  tthhee  cchheecckkoouuttss..

MMaaggaazziinnee  ccoonnttaaiinnss  bbaassiicc  nnuuttrriittiioonn

iinnffoorrmmaattiioonn..  LLoottss  ooff  lleeaafflleettss  iinn  ssttoorree,,  bbuutt  oonnllyy

oonnee  wwaass  hheeaalltthh--rreellaatteedd..  

GGaavvee  wwrroonngg  iinnffoorrmmaattiioonn  ffoorr  ssaalltt  GGDDAA..  PPrroovviiddeedd

ootthheerr  uusseeffuull  iinnffoorrmmaattiioonn..

GGaavvee  wwrroonngg  iinnffoorrmmaattiioonn  aanndd  ccoouulldd  oonnllyy  ssuuppppllyy

aa  lleeaafflleett  aabboouutt  tthheeiirr  nnuuttrriittiioonn  sseerrvviiccee..

LLoottss  ooff  iinnffoorrmmaattiioonn  oonn  aa  vvaarriieettyy  ooff  ddiiffffeerreenntt

ttooppiiccss  iinncclluuddiinngg  aa  uusseeffuull  

ttaabbllee  oonn  ttrraaffffiicc  lliigghhtt  llaabbeelllliinngg..

OMMS

88//1100

00//1155

33½½
//55

77½½
//1100

1100//1100

22½½//55

22//55

½½//55

44//55

66//1100

SSttaayyiinngg  iinn  jjooiinntt  sseeccoonndd  ppllaaccee  tthhiiss  yyeeaarr..  WWaaiittrroossee  hhaass  mmaaddee  ccoonnssiiddeerraabbllee

iimmpprroovveemmeennttss  iinn  rreedduucciinngg  ssaalltt  lleevveellss,,  aanndd  sshhoowwss  aa  ccoonnssiisstteenntt  aanndd  ccoommmmiitttteedd

aapppprrooaacchh  ttoo  bbootthh  ffrroonntt--ooff--ppaacckk  ttrraaffffiicc  lliigghhtt  llaabbeelllliinngg  aanndd  GGDDAA  bbaacckk--ooff--ppaacckk

llaabbeelllliinngg..  NNeeeeddss  ttoo  iimmpprroovvee  iinn--ssttoorree  ccuussttoommeerr  sseerrvviicceess  iiff  iitt  iiss  ttoo  rreeggaaiinn  ttoopp  ppllaaccee..

WWee  llooookk  ffoorrwwaarrdd  ttoo  sseeeeiinngg  mmoorree  pprroodduuccttss  wwiitthh  ffrroonntt--ooff--ppaacckk  ssiiggnnppoossttiinngg  iinn  22000077..

OOvveerraallll  rraannkkiinngg::  22nndd  ppllaaccee..  

OMMR

nn//aa

nn//aa

88//1100

66½½
//1100

1100//1100

33//55

33½½//55

nn//aa

nn//aa

66//1100

OMMQ

nn//aa

nn//aa

55½½
//1100

66//1100

1100//1100

55//55

55//55

nn//aa

nn//aa

66½½
//1100

Name: 

Date of report

kìíêáíáçå~ä=ÅçåíÉåí

Salt content of own-brand foods against FSA 2006target average sodiumlevels

i~ÄÉääáåÖ=áåÑçêã~íáçå
Use of colour-codedsignpost labelling in linewith FSA 2006 criteria

Use of Guideline DailyAmounts back-of-pack

fåJëíçêÉ=éêçãçíáçåë

Promotions for fruit andvegetables

Snacks at the checkout

`ìëíçãÉê=áåÑçêã~íáçå~åÇ=~ÇîáÅÉ
Leaflets

Helpline

In-store helpdesk

Website

lîÉê~ää=ÅçããÉåíë=

MMaarrkkss  &&  SSppeenncceerr
JJuullyy  22000066

`çããÉåíë

RReeaallllyy  ggoooodd  rreedduuccttiioonnss  iinn  ssaalltt,,  ttyyiinngg  iinn  ttoo  tthheeiirr
EEaatt  WWeellll  ssuunnfflloowweerr  llooggoo..  SSttaannddaarrdd  bbrreeaadd  aannddccrriissppss  wweerree  lloowweerr  iinn  ssaalltt  tthhaann  tthheeiirr  ‘‘hheeaalltthhiieerr’’vveerrssiioonnss..  TThheerree  aarree  nnoo  eeccoonnoommyy  bbrraannddss..    

MM&&SS  eexxppeeccttss  ttoo  iimmpplleemmeenntt  ccoolloouurr--ccooddeedd  ffrroonntt--ooff--
ppaacckk  ssiiggnnppoossttiinngg  iinn  lliinnee  wwiitthh  FFSSAA’’ss  ccrriitteerriiaa  iinn
22000077..  

SShhaarreess  jjooiinntt  ffiirrsstt  ppllaaccee  wwiitthh  TTeessccoo..  7755  ppeerr  cceennttooff  pprroodduuccttss  ssuurrvveeyyeedd  ccaarrrriieedd  GGDDAAss..  

JJooiinntt  ffiirrsstt  wwiitthh  WWaaiittrroossee..  SSttiillll  ttoopp  ffoorr  ffrruuiitt  aanndd
vveegg  pprroommoottiioonnss,,  wwiitthh  2244  ppeerr  cceenntt  ––  tthhoouugghh  ssttiillll
sshhoorrtt  ooff  3333  ppeerr  cceenntt  bbeesstt  pprraaccttiiccee  lleevveell..  FFaattttyy  aanndd
ssuuggaarryy  ffooooddss  aatt  2222  ppeerr  cceenntt  sslliigghhttllyy  lleessss  tthhaannllaasstt  yyeeaarr..  

LLaasstt  yyeeaarr’’ss  bbiiggggeesstt  iimmpprroovveerr  iiss  tthhiiss  yyeeaarrss’’  wwoorrsstt
ooffffeennddeerr,,  ddrrooppppiinngg  ttoo  llaasstt  ppllaaccee::  aa  wwhhooppppiinngg  8833ppeerr  cceenntt  ooff  cchheecckkoouuttss  ddiissppllaayy  sswweeeettss  aanndd  ssnnaacckkss
aatt  cchhiilldd  hheeiigghhtt..

OOnnee  ggoooodd  lleeaafflleett  pprroommoottiinngg  hheeaalltthhyy  eeaattiinngg..
TThhee  bbeesstt  hheellpplliinnee,,  ttooggeetthheerr  wwiitthh  SSaaiinnssbbuurryy’’ss..PPrroovviiddeedd  aaccccuurraattee  iinnffoorrmmaattiioonn  iinn  aa  hheellppffuull  aanndd
ffrriieennddllyy  mmaannnneerr..
AAbbllee  ttoo  hheellpp  wwiitthh  iinnffoorrmmaattiioonn  bbuutt  ddiidd  nnoott  kknnooww
tthhee  GGDDAA  ffoorr  ssaalltt..

PPrroovviiddeess  ssoommee  uusseeffuull  iinnffoorrmmaattiioonn  bbuutt  mmaaiinnllyypprroommoottiinngg  tthheeiirr  ‘‘EEaatt  WWeellll’’  rraannggee  oonn  rreeaaddyy  mmeeaallss
aanndd  pprroocceesssseedd  ffooooddss..

OMMS

88//1100

00//1155

44//55

77½½
//1100

22//1100

11½½//55

33//55

33//55

11½½//55

55½½
//1100

GGoooodd  iimmpprroovveemmeenntt  oonn  ssaalltt  rreedduuccttiioonn,,  aanndd  tthhee  bbeesstt  ppeerrffoorrmmaannccee  ffoorr  GGDDAA  llaabbeelllliinngg..

DDiissaappppooiinntteedd  aatt  llaacckk  ooff  ffrroonntt--ooff--ppaacckk  ssiiggnnppoosstt  llaabbeelllliinngg  ––  hhoowweevveerr,,  iiss  ccoommmmiitttteedd

ttoo  rroolllliinngg  tthhiiss  oouutt  oonn  aa  ssmmaallll  nnuummbbeerr  ooff  pprroodduuccttss  iinn  22000077..  RReeaallllyy  nneeeeddss  ttoo  ccuutt

ddoowwnn  oonn  tthhee  nnuummbbeerr  ooff  cchheecckkoouuttss  pprroommoottiinngg  sswweeeettss  aanndd  uunnhheeaalltthhyy  ssnnaacckkss..

LLeeaafflleettss  aanndd  wweebbssiittee  ccoouulldd  bbee  iimmpprroovveedd..OOvveerraallll  rraannkkiinngg  ––  44tthh  ppllaaccee

OMMR

nn//aa

nn//aa

88//1100

88//1100

66//1100

44½½
//1100

nn//aa

nn//aa

44½½
//1100

66//1100

OMMQ

nn//aa

nn//aa

55½½
//1100

99//1100

11½½
//1100

00//55

nn//aa

nn//aa

33//1100

44½½
//1100
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Name: 

Date of report

kìíêáíáçå~ä=ÅçåíÉåí

Salt content of own-brand 

foods against FSA 2006

target average sodium

levels

i~ÄÉääáåÖ=áåÑçêã~íáçå

Use of colour-coded

signpost labelling in line

with FSA 2006 criteria

Use of Guideline Daily

Amounts back-of-pack

fåJëíçêÉ=éêçãçíáçåë

Promotions for fruit and

vegetables

Snacks at the checkout

`ìëíçãÉê=áåÑçêã~íáçå

~åÇ=~ÇîáÅÉ

Leaflets

Helpline

In-store helpdesk

Website

lîÉê~ää=ÅçããÉåíë=

AAssddaa

JJuullyy  22000066

`çããÉåíë

TThhiiss  yyeeaarr’’ss  bbiiggggeesstt  iimmpprroovveerr..  88//1100  ooff  ssttaannddaarrdd

pprroodduuccttss  aanndd  55//1100  ooff  ‘‘hheeaalltthhiieerr’’  rraannggee  mmeeeett

FFSSAA’’ss  22000066  ssaalltt  ttaarrggeett..    

CCoommmmiitttteedd  ttoo  FFSSAA  ccrriitteerriiaa  uussiinngg  ffrroonntt--ooff--ppaacckk

ccoolloouurr  ccooddiinngg,,  bbuutt  hhaavvee  yyeett  ttoo  rruunn  tthhee  sscchheemmee  iinn

ssttoorreess..

SSttiillll  qquuiittee  ppoooorr  ––  oonnllyy  55//2299  pprroodduuccttss  ccaarrrryy

GGDDAAss  ffoorr  ffoouurr  nnuuttrriieennttss..  NNoo  GGDDAAss  ggiivveenn  oonn

aannyy  eeccoonnoommyy  pprroodduuccttss..

FFrruuiitt  aanndd  vveegg  mmaakkee  uupp  2222  ppeerr  cceenntt  ooff  pprriiccee

pprroommoottiioonnss,,  uupp  ffrroomm  1188  ppeerr  cceenntt..  FFaattttyy  aanndd

ssuuggaarryy  ffoooodd  pprroommoottiioonnss  vveerryy  hhiigghh  aatt  4433  ppeerr

cceenntt..  

7766  ppeerr  cceenntt  ooff  cchheecckkoouuttss  ddiissppllaayy  ssnnaacckkss  aanndd

sswweeeettss  aatt  cchhiilldd  hheeiigghhtt..

NNoo  lleeaafflleettss  ffoouunndd  iinn--ssttoorree  bbuutt  ppooiinnttss  aaddddeedd  ffoorr  aa

vveerryy  uusseeffuull  mmaaggaazziinnee....

HHeellppffuull,,  bbuutt  ttoooo  rreelliiaanntt  oonn  tthhee  wweebbssiittee  ffoorr

aaddddiittiioonnaall  iinnffoorrmmaattiioonn..

CCuussttoommeerr  sseerrvviiccee  wweerree  uunnhheellppffuull  aanndd  uunnaabbllee  ttoo

aannsswweerr  oouurr  eennqquuiirryy..

EExxcceelllleenntt  wweebbssiittee  wwiitthh  ddeettaaiilleedd  iinnffoorrmmaattiioonn  oonn

hheeaalltthhyy  eeaattiinngg..

OMMS

99//1100

00//1155

11//55

44//1100

22½½//
1100

22//55

22½½//55

00//55

55//55

44½½
//1100

BBiigg  iimmpprroovveemmeennttss  oonn  rreedduucciinngg  ssaalltt  lleevveellss  iinn  ssttaannddaarrdd  pprroodduuccttss..  WWee  hhooppee  ttoo  sseeee

ffuurrtthheerr  iimmpprroovveemmeennttss  oonn  rreemmoovviinngg  sswweeeettss  aanndd  ssnnaacckkss  ffrroomm  cchhiilldd  hheeiigghhtt  aatt  tthhee

cchheecckkoouuttss,,  aanndd  ccoolloouurr--ccooddeedd  ffrroonntt--ooff--ppaacckk  llaabbeelllliinngg  iinn--ssttoorree  iinn  22000077  ttoo  rreeiinnffoorrccee

AAssddaa’’ss  ccoommmmiittmmeenntt  ttoo  FFSSAA’’ss  ttrraaffffiicc  lliigghhtt  llaabbeelllliinngg  sscchheemmee..

OOvveerraallll  rraannkkiinngg  ––  JJooiinntt  55tthh  wwiitthh  CCoo--oopp..

OMMR

nn//aa

nn//aa

11½½
//1100

33½½
//1100

11//1100

44//55

44½½
//55

nn//aa

nn//aa

44½½
//1100

OMMQ

nn//aa

nn//aa

11½½
//1100

44//1100

00//1100

00//55

22½½
//55

nn//aa

nn//aa

33//1100

Name: 

Date of report

kìíêáíáçå~ä=ÅçåíÉåí

Salt content of own-brand foods against FSA 2006target average sodiumlevels

i~ÄÉääáåÖ=áåÑçêã~íáçå

Use of colour-codedsignpost labelling in linewith FSA 2006 criteria

Use of Guideline DailyAmounts back-of-pack

fåJëíçêÉ=éêçãçíáçåë

Promotions for fruit andvegetables

Snacks at the checkout

`ìëíçãÉê=áåÑçêã~íáçå~åÇ=~ÇîáÅÉ
Leaflets

Helpline

In-store helpdesk

Website

lîÉê~ää=ÅçããÉåíë=

CCoo--oopp
JJuullyy  22000066

`çããÉåíë

BBeetttteerr  tthhaann  llaasstt  yyeeaarr,,  bbuutt  oonnllyy  55//1100  ssttaannddaarrddpprroodduuccttss,,  aanndd  oonnee  eeccoonnoommyy  rraannggee  pprroodduucctt,,  mmeeeetttthhee  nneeww,,  ‘‘ssoofftteerr’’,,  ttaarrggeett..

FFuullllyy  ccoommmmiitttteedd  ttoo  FFSSAA  ccoolloouurr  ccooddiinngg  --  wwiillll  bbeerroolllliinngg  oouutt  oonn  SSiimmppllyy  rraannggee  bbyy  tthhee  eenndd  ooff  tthheeyyeeaarr,,  wwiitthh  ootthheerr  lliinneess  ffoolllloowwiinngg  iinn  22000077..
OOnnllyy  55  ooff  1166  pprroodduuccttss  ssuurrvveeyyeedd  sshhoowweedd  GGDDAAss..

WWoorrssee  tthhaann  llaasstt  yyeeaarr  ––  oonnllyy  1122  ppeerr  cceenntt  ooff  pprriicceepprroommoottiioonnss  wweerree  ffoorr  ffrruuiitt  aanndd  vveegg..

SSlliigghhttllyy  wwoorrssee  tthhaann  llaasstt  yyeeaarr..  TTwwoo  oouutt  ooff  1111cchheecckkoouuttss  ccaarrrriieedd  sswweeeettss  aanndd  uunnhheeaalltthhyy  ssnnaacckkss..

NNoo  iinn--ssttoorree  iinnffoorrmmaattiioonn..

UUnnaabbllee  ttoo  ggiivvee  ccoorrrreecctt  iinnffoorrmmaattiioonn  ffoorr  ssaalltt  ––  aabbiigg  ddrroopp  oonn  tthhee  ffuullll  mmaarrkkss  ssccoorreedd  llaasstt  yyeeaarr..
TThhee  oonnllyy  rreettaaiilleerr  bbeessiiddeess  MM&&SS  ttoo  pprroovviiddee  hheellppffuullaanndd  aaccccuurraattee  aaddvviiccee  iinn  ssttoorree..

PPrroovviiddeess  aa  lloott  ooff  uusseeffuull  iinnffoorrmmaattiioonn,,  bbuuttllaacckkiinngg  iinn  ssoommee  aarreeaass  --  ffoorr  eexxaammppllee,,  aaddvviiccee  oonnssuuggaarr..

OMMS

77½½
//1100

00//1155

11//55

44//1100

88//1100

00//55

00//55

33//55

33½½
//55

44½½
//1100

LLaasstt  yyeeaarr’’ss  ttoopp  ssccoorreerrss,,ddoowwnn  ttoo  jjooiinntt  55tthh  ppllaaccee..  WWee  hhooppee  ttoo  sseeee  iimmpprroovveemmeennttss  nneexxtt
yyeeaarr  oonn  GGDDAA  llaabbeelllliinngg  aanndd  aann  iinnccrreeaassee  iinn  pprriiccee  pprroommoottiioonnss  ffoorr  ffrruuiitt  aanndd
vveeggeettaabblleess..  WWee  llooookk  ffoorrwwaarrdd  ttoo  tthhee  rroollll--oouutt  ooff  tthhee  FFSSAA’’ss  ssiiggnnppoossttiinngg  sscchheemmee  aanndd
ffuurrtthheerr  rreedduuccttiioonnss  iinn  ssaalltt  ffoorr  tthheeiirr  pprroodduuccttss,,  eessppeecciiaallllyy  tthhee  eeccoonnoommyy  bbrraannddss..
OOvveerraallll  rraannkkiinngg  ––  jjooiinntt  55tthh  wwiitthh  AAssddaa..

OMMR

nn//aa

nn//aa

22½½
//1100

55½½
//1100

88½½
//1100

11//55

55//55

nn//aa

nn//aa

66½½
//1100

OMMQ

nn//aa

nn//aa

33//1100

33//1100

88½½
//1100

00//55

00//55

nn//aa

nn//aa

55//1100
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Joint 5th – Asda and the Co-op

Asda

This is Asda’s best year for salt
reductions. Eight out of ten of its
standard products met the FSA’s
2006 salt targets.

To improve its score Asda needs to
roll out the FSA’s front-of-pack
labelling scheme in-store.We would
also like to see it remove sweets and
snacks from checkouts, run more
price promotions for healthy foods,
and increase the number of products
that display GDAs on back-of-pack.
Staff training on healthy eating
information would also make a 
big difference.

Co-op

Half of the standard products
surveyed met the FSA’s salt 2006 
targets, which is an improvement 
on last year.

To bring its rating up, the Co-op
needs to promote more fruit and

veg, show back-of-pack GDAs more
consistently, and provide more
information on healthy eating.The
customer helpline was unable to give
us the correct information on salt
and we found no leaflets in-store.

7th – Somerfield

Somerfield has increased the 
number of fruit and vegetable
promotions since last year from
seven per cent to 19 per cent.
While this is still not enough,
we recognise that it is a big
improvement. Its magazine 
contains helpful nutrition advice
alongside recipe ideas.

Thumbs down for the second-
highest number of price promotions
for fatty and sugary foods.
Somerfield needs to adopt a 
front-of-pack signposting scheme
that meets FSA criteria and more
back-of-pack GDA labelling.And it
needs to remove sweets and snacks
from its checkouts.

Name: 

Date of report

kìíêáíáçå~ä=ÅçåíÉåí

Salt content of own-brand 

foods against FSA 2006

target average sodium

levels

i~ÄÉääáåÖ=áåÑçêã~íáçå

Use of colour-coded

signpost labelling in line

with FSA 2006 criteria

Use of Guideline Daily

Amounts back-of-pack

fåJëíçêÉ=éêçãçíáçåë

Promotions for fruit and

vegetables

Snacks at the checkout

`ìëíçãÉê=áåÑçêã~íáçå

~åÇ=~ÇîáÅÉ

Leaflets

Helpline

In-store helpdesk

Website

lîÉê~ää=ÅçããÉåíë=

SSoommeerrffiieelldd

JJuullyy  22000066

`çããÉåíë

OOnnllyy  44//1100  ssttaannddaarrdd  pprroodduuccttss  mmeett  FFSSAA  ttaarrggeettss..

IInn  iittss  ‘‘hheeaalltthhiieerr’’  rraannggee  --  oonnllyy  tthhrreeee  pprroodduuccttss  --

ttwwoo  mmeett  tthhee  FFSSAA  ttaarrggeett..  OOnnllyy  22//1100  ooffffeerreedd  lloowweerr

ssaalltt  iinn  tthhee  eeccoonnoommyy  rraannggee..  RRoooomm  ffoorr

ssiiggnniiffiiccaanntt  iimmpprroovveemmeennttss..    

UUsseess  aa  GGDDAA  ssyysstteemm  tthhaatt  ddooeess  nnoott  iinncclluuddee  FFSSAA

ttrraaffffiicc  lliigghhtt  ccoolloouurrss  oorr  nnuuttrriieenntt  ccrriitteerriiaa..  NNoo

pprroodduuccttss  ssuurrvveeyyeedd  ccaarrrryy  ffrroonntt--ooff--ppaacckk

ssiiggnnppoossttiinngg..  

VVeerryy  ppoooorr  --  tthhee  wwoorrsstt  rreettaaiilleerr  oonn  GGDDAA  llaabbeelllliinngg..

OOuutt  ooff  2211  pprroodduuccttss  ssuurrvveeyyeedd,,  oonnllyy  1133  sshhoowweedd

GGDDAA  llaabbeellss  aanndd  1111  ooff  tthhoossee  ggaavvee  iinnffoorrmmaattiioonn  ffoorr

ssaalltt  oonnllyy..  TTwwoo  pprroodduuccttss  wweerree  llaabbeelllleedd  ffoorr  aallll  tthhrreeee

rreeqquuiirreedd  nnuuttrriieennttss..  

AA  bbiigg  iimmpprroovveemmeenntt  ssiinnccee  llaasstt  yyeeaarr  --  7788  oouutt  ooff

441122  pprriiccee  pprroommoottiioonnss  ((1199  ppeerr  cceenntt))  wweerree  ffoorr  ffrruuiitt

aanndd  vveegg..  SSttiillll  oonnee  ooff  tthhee  wwoorrsstt  pprroommootteerrss  ooff

ffaattttyy  aanndd  ssuuggaarryy  ffooooddss,,  aatt  3333  ppeerr  cceenntt  ((nneeaarrllyy

ffiivvee  ttiimmeess  oovveerr  ttaarrggeettss))..

AAnn  iimmpprroovveemmeenntt  oonn  llaasstt  yyeeaarr,,  bbuutt  hhaallff  tthheeiirr

cchheecckkoouuttss  ssttiillll  ddiissppllaayy  uunnhheeaalltthhyy  ssnnaacckkss  aatt

cchhiilldd  hheeiigghhtt..

WWee  ffoouunndd  oonnee  bbaassiicc  lleeaafflleett..  IInn--ssttoorree  mmaaggaazziinnee

ccoonnttaaiinnss  eexxtteennssiivvee  iinnffoorrmmaattiioonn,,  iinncclluuddiinngg

rreecciippeess  wwiitthh  nnuuttrriittiioonnaall  vvaalluueess..

VVeerryy  ppoooorr  ––  ppoolliittee,,  bbuutt  ggaavvee  wwrroonngg  aannsswweerrss  ttoo

oouurr  qquueessttiioonnss..

UUnnaabbllee  ttoo  hheellpp..

CCoouulldd  nnoott  ffiinndd  aannyy  hheeaalltthhyy  eeaattiinngg  iinnffoorrmmaattiioonn

oonn  wweebbssiittee..

OMMS

77½½
//1100

00//1155

22//55

66//1100

55½½
//1100

33//55

00//55

00//55

00//55

44//1100

SSoommee  vveerryy  ssmmaallll  iimmpprroovveemmeennttss,,  nnaammeellyy  iinnccrreeaassiinngg  tthhee  pprroommoottiioonn  ooff  ffrruuiitt  aanndd

vveeggeettaabblleess..  DDiissaappppooiinnttiinngg  oonn  GGDDAA  aanndd  ffrroonntt--ooff--ppaacckk  ssiiggnnppoosstt  llaabbeelllliinngg..  NNeeeeddss  ttoo

iimmpprroovvee  iinn  aallll  aarreeaass  aanndd  ccoonnttiinnuuee  tthhee  ggoooodd  wwoorrkk  ssttaarrtteedd  oonn  rreedduucciinngg  ssaalltt  aaccrroossss

aallll  bbrraannddss..  LLiikkee  llaasstt  yyeeaarr,,  ffiinniisshheess  jjuusstt  iinn  ffrroonntt  ooff  MMoorrrriissoonnss..

OOvveerraallll  rraannkkiinngg  ––  77tthh  

OMMR

nn//aa

nn//aa

33//1100

22//1100

33½½
//1100

33//55

11//55

nn//aa

nn//aa

33½½
//1100

OMMQ

nn//aa

nn//aa

22//1100

33//1100

55//1100

00//55

00//55

nn//aa

nn//aa

22//1100
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Name: 

Date of report

kìíêáíáçå~ä=ÅçåíÉåí
Salt content of own-brand foods against FSA 2006target average sodiumlevels

i~ÄÉääáåÖ=áåÑçêã~íáçå
Use of colour-codedsignpost labelling in linewith FSA 2006 criteria

Use of Guideline DailyAmounts back-of-pack

fåJëíçêÉ=éêçãçíáçåë

Promotions for fruit andvegetables

Snacks at the checkout

`ìëíçãÉê=áåÑçêã~íáçå~åÇ=~ÇîáÅÉ
Leaflets

Helpline

In-store helpdesk

Website

lîÉê~ää=ÅçããÉåíë=

MMoorrrriissoonnss
JJuullyy  22000066

`çããÉåíë

JJooiinntt  wwoorrsstt  oonn  ssaalltt  ((wwiitthh  TTeessccoo)),,  ddeessppiitteerreedduuccttiioonnss  iinn  mmaannyy  pprroodduuccttss..  OOnnllyy  44//1100
ssttaannddaarrdd  pprroodduuccttss  mmeett  FFSSAA  ttaarrggeettss..  HHaass  oonnee  ooff
tthhee  ssaallttiieesstt  eeccoonnoommyy  rraannggeess..  OOnnllyy  44//1100
‘‘hheeaalltthhiieerr’’  pprroodduuccttss  hhaadd  lleessss  ssaalltt  tthhaann  tthhee
ssttaannddaarrdd  rraannggeess..  RRoooomm  ffoorr  bbiigg  iimmpprroovveemmeennttss..

UUsseess  GGDDAA  ssyysstteemm  ––  nnoott  iinn  lliinnee  wwiitthh  FFSSAA
sscchheemmee,,  aanndd  nnoo  ccoolloouurr  ccooddiinngg..  NNoo  pprroodduuccttss
ssuurrvveeyyeedd  ccaarrrriieedd  ffrroonntt--ooff--ppaacckk  llaabbeelllliinngg..  GGDDAAss  wweerree  ffoouunndd  oonn  oonnllyy  ffoouurr  oouutt  ooff  2277

pprroodduuccttss  ssuurrvveeyyeedd..  

WWoorrsstt  ffoorr  pprroommoottiioonnss  ooff  ffaattttyy  aanndd  ssuuggaarryy
ffooooddss,,  aatt  3399  ppeerr  cceenntt  ––  nneeaarrllyy  ssiixx  ttiimmeess  mmoorree
tthhaann  rreeccoommmmeennddeedd..  AAllssoo  hhaadd  tthhee  ffeewweesstt  ffrruuiitt
aanndd  vveegg  pprroommoottiioonnss,,  aatt  1100  ppeerr  cceenntt..

VVeerryy  ppoooorr!!  110000  ppeerr  cceenntt  ooff  cchheecckkoouuttss  ssuurrvveeyyeedd
ddiissppllaayyeedd  sswweeeettss  aanndd  ssnnaacckkss,,  tthhoouugghh  nnoott  aallll
wweerree  aatt  cchhiilldd  hheeiigghhtt..

NNoo  iinn--ssttoorree  lleeaafflleettss,,  bbuutt  iittss  mmaaggaazziinnee  ccoonnttaaiinnss
rreecciippeess  aanndd  iinnffoorrmmaattiioonn  oonn  hheeaalltthhyy  eeaattiinngg..NNoott  vveerryy  hheellppffuull,,  oonnllyy  ggaavvee  vveerryy  bbaassiicc  aannsswweerrss

ttoo  qquueessttiioonnss..

UUnnaabbllee  ttoo  aannsswweerr  oouurr  qquueessttiioonnss..

WWee  ccoouullddnn’’tt  ffiinndd  aannyy  iinnffoorrmmaattiioonn  oonn  hheeaalltthhyy
eeaattiinngg  oonn  tthhee  wweebbssiittee..

OMMS

66//1100

00//1155

11//55

33//1100

44½½
//1100

22//55

½½//55

00//55

00//55

33//1100

VVeerryy  ppoooorr  rraattiinngg..  FFoorr  tthhee  tthhiirrdd  yyeeaarr  rruunnnniinngg  MMoorrrriissoonnss  ffiinniisshheess  llaasstt  ––  sshhoowwiinngg  

iitt  nneeeeddss  ttoo  ttaakkee  sseerriioouuss  sstteeppss  ttoo  pprroommoottee  hheeaalltthhiieerr  cchhooiicceess  ttoo  iittss  ccuussttoommeerrss..  TThhee

oonnllyy  iimmpprroovveemmeenntt  wwee  ccoouulldd  sseeee  wwaass  ssoommee  rreedduuccttiioonnss  iinn  ssaalltt  iinn  ssttaannddaarrdd  pprroodduuccttss..

IInn  22000077  wwee  wwoouulldd  lliikkee  ttoo  sseeee  MMoorrrriissoonnss  iimmpprroovvee  iinn  aallll  aarreeaass,,  ppaarrttiiccuullaarrllyy  iinn

iinnccrreeaassiinngg  tthhee  aammoouunnttss  ooff  ffrruuiitt  aanndd  vveeggeettaabblleess  iitt  pprroommootteess  iinn--ssttoorree  aanndd  rreedduucciinngg

uunnhheeaalltthhyy  ssnnaacckkss  ddiissppllaayyeedd  aatt  cchheecckkoouuttss..  OOvveerraallll  rraannkkiinngg  ––  88tthh..

OMMR

22½½
//1100

nn//aa

11½½
//1100

22//1100

33½½
//1100

00//55

11½½
//55

nn//aa

nn//aa

33//1100

OMMQ

11½½
//1100

nn//aa

22½½//11
00

33//1100

55//1100

00//55

00//55

nn//aa

nn//aa

22//1100

8th Morrisons

Unfortunately, Morrisons is not
doing well in any of the areas 
we surveyed.

To improve its score, Morrisons
needs to improve on all indicators.
The worst on salt, it still has a 
long way to go to meet FSA’s 
(less stringent) 2006 salt targets.
Like Tesco and Somerfield it has
adopted a GDA-based front-of-pack
signposting scheme that does not
meet FSA criteria, and only four 
out of 27 products surveyed carried
back-of-pack GDA labelling.With
nearly 40 per cent of its promotions
for unhealthy foods, it needs to
massively increase price promotions
for fruit and veg. Morrisons was the
worst on customer information, and
also the only retailer not to provide
company policy information. This
year, as for the last two years, it
finishes bottom of the pile.





fåÇáÅ~íçêW Sodium (salt) content 
of everyday ‘standard’ own-label
processed foods.

q~êÖÉíW FSA revised ‘target average’
sodium levels (2006).

Over the last two years we have
been encouraged by the real 
changes retailers have made to
reduce salt levels in their everyday
own-brand products.

Previous reports have compared salt
levels declared on packaging with
the FSA’s target for average levels of
2003.This year we are reporting on
whether the ten own-label standard
products listed right meet the new
2006 targets(2). However, we have
also commented on progress against
2003 targets.

� baked beans
� canned tomato soup
� cheese and tomato pizza
� cornflakes
� pork sausages
� salt and vinegar crisps
� sunflower/vegetable fat spread
� tomato ketchup
� tomato pasta sauce
� white sliced bread.

We have also continued to collect
salt data on economy and ‘healthier’
ranges, where available.

The gap is narrowing, with three
points now separating the best
retailers (Asda) and the worst
(Morrisons and Tesco).

Out of the 94 standard products we
surveyed this year, 41 (44 per cent)
met the FSA’s 2006 sodium target
(targets are measured in sodium:
to get the total salt levels, which we
refer to, multiply sodium quantities
by 2.5). In some products higher salt
levels are now seen as acceptable.
Products which have seen a

12

Nutritional content of 
supermarkets’ own-label foods1
Salt content
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OMMS=ëÅçêÉë

OMMR=ëÅçêÉë
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Pizza

Pasta sauce

Tomato ketchup

Baked beans

Sunflower/vegetable fat spread

Tomato soup

Salt and vinegar crisps

White bread

Cornflakes

Sausages

0.3

0.25

0.6

0.35

0.4

0.2

0.55

0.35

0.3

0.55

0.4

0.43

1.0

0.3

0.6

0.25

1.20

0.43

0.3

0.55

Industry cites 0.50mg sodium /100g

achievable. New target falls at 

midway point

Increased 

Increased

Decreased

Increased: lowest achievable by industry 

is 0.55g sodium/100g

Slight increase

Increased 

Increased 

No change

No change

mêçÇìÅí OMMP=cp^ í~êÖÉí

~îÉê~ÖÉ=ëçÇáìã

ÅçåíÉåí=EÖLNMMÖF

OMMS=cp^ í~êÖÉí

~îÉê~ÖÉ=ëçÇáìã

ÅçåíÉåí=EÖLNMMÖF

`çããÉåíë

How FSA 2003 ‘target average’ sodium levels 
stack up to new, revised FSA 2006



significant increase in the 2006
targets include: pasta sauce, tomato
ketchup, sunflower/vegetable fat
spread, white bread, and salt and
vinegar crisps.

Both Asda’s and Morrisons’ standard
tomato soup – with 0.19g and 0.2g
sodium/100g respectively – had less
salt than the FSA’s target of 0.25g.
Asda’s standard tomato ketchup
contained 0.73g sodium/100g and
the Co-op’s had 0.7g – both lower
than the FSA’s target of 1.0g.
Morrisons lagged behind with 
1.4g sodium/100g, while Asda’s
Good For You tomato ketchup
contained less salt than the standard.

Somerfield’s standard salt and
vinegar crisps, with 0.8g
sodium/100g, and those from M&S,
with 0.87g, had the least salt, at
nearly fifty per cent less than
Sainsbury’s – which had increased
from 1.4g to 1.7g/100. Morrisons
Better For You crisps (1.6g sodium/100g)
contained half a gram more than
their standard version (1.1g).Asda

has shown the most improvements
in salt levels in standard ranges. But
it also gets the award for the saltiest
sausage – 0.72g sodium/100g, nearly
one third of an adult’s
recommended daily intake and
nearly a whole day’s intake for a
child under three.Asda also missed
our best practice target for its
Smartprice and Good For You ranges.
In contrast, sausages sold by the 
Co-op, Morrisons and Waitrose
contained less salt than our target.
Morrisons had the least salty
standard range sausage:
0.4g sodium/100g.

We were disappointed to find that
there had been little or no change
to salt levels in cornflakes. Most
retailers’ own-label cornflakes
contained 0.6g/100g – double the
FSA target level. Our brand
comparison showed the same
picture, with Kellogg’s reporting
0.7g sodium/100g.

Economy ranges

All stores that we surveyed offered a
lower-price ‘economy’ range except
for M&S and Waitrose, with the Co-
op offering only a limited number of
products.These were variously
called: Smartprice (Asda), Everyday
(Co-op), Bettabuy (Morrisons), Basics
(Sainsbury’s), Makes Sense!
(Somerfield) and Value (Tesco).

Salt levels varied widely in the
economy own-brand foods
surveyed, predominantly from Asda,
Sainsbury’s, Morrisons and Tesco.
We were concerned that, despite salt
targets being less stringent, many
economy products were not meeting
them. Out of 49 products surveyed,
17 (35 per cent) met the FSA’s 2006
target; these were mainly tomato
ketchup and white bread.All
retailers except the Co-op met the
target for these two products.All of
Asda’s Smartprice products surveyed
had more salt than the standard
range, and failed to meet the FSA’s
target of 0.55g. Sainsbury’s Basics

pizza, tomato soup, white bread and
sausages all contained more salt than
their standard equivalents. Half of
Morrisons Bettabuy products had
more salt than their standard ranges,
including the sausages, which
contained nearly twice the amount.
However, two products met the
recommended salt targets, and two
products actually exceeded them.
A third of Tesco Value products 
were lower in salt than their
standard equivalents.

Of the foods we surveyed, two out 
of ten of Asda, Sainsbury’s and Tesco
economy products contained less salt
than standard range products, while
two out of ten of Morrisons and
Somerfield economy ranges were
lower.At Co-op, only one out of
ten of Everyday products contained
less salt than standard products.
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Healthier ranges

In all the stores surveyed we found
‘healthy eating’ ranges, variously
branded as Good for you! (Asda),
Healthy Living (the Co-op),
Count on Us... (M&S), Be Good to
Yourself (Sainsbury’s) Good Intentions
(Somerfield), Better for You
(Morrisons), Healthy Living (Tesco)
and Perfectly Balanced (Waitrose).

In sharp contrast to the economy
ranges, we found that many retailers
offered lower-salt alternatives in
these ‘healthier’ ranges.Tesco (6/10),
Asda (5/10), Sainsbury’s (5/10) and
Morrisons (4/10) offered the best
choice, whereas the Co-op and
Somerfield offered the fewest lower-
salt ‘healthier’ alternatives.

Of the 43 ‘healthier’ products we
surveyed, 30 (70 per cent) met the
FSA’s 2006 salt targets. Generally, we
found that nearly all ‘healthier’ own-
label foods tended to be lower in
salt than their standard versions, with
the exception of M&S Count on us...
salt and vinegar crisps, which

contained 0.99g/100g compared to
0.87 in standard crisps. In addition,
M&S Count on us... white bread
contained 0.44g/100g, compared  to
0.39g in its standard bread.
Morrisons also did badly, with their
Better For You salt and vinegar crisps
containing 1.6g/100g – 0.5g more
than their standard equivalent.

Brands

Across the ten food categories,
branded products were often among
the lowest in salt. For instance,
Goodfella’s pizza had less salt than
M&S, Morrisons and Tesco; Heinz
baked beans (although unchanged
from last year), at 0.3g sodium/100g
still came in lower than the Co-op,
Morrisons, Sainsbury’s, Somerfield,
Tescos and Waitrose. Only Kellogg’s
cornflakes were higher in salt than all
the retailers’ standard products with
0.7g sodium per 100g – twice the
amount recommended by the FSA.

p~äíW=ïÜ~í=íÜÉ=Åçãé~åáÉë=
íçäÇ=ìë

qÉëÅç reported that half of all its
products already meet FSA criteria for
2010. In its baked beans, canned soups
and chilled and frozen ready meals salt
has been reduced by 20 to 30 per cent. 

pçãÉêÑáÉäÇ aims to meet FSA’s targets
by 2009 in all own-label products, and 

^ëÇ~ claims to have reduced salt by 50
per cent in some cereals and ready meals. 

jCp notes that it already meets FSA
2006 targets for ready meals, bread and
breakfast cereals. It aims to implement the
FSA’s average salt targets as a maximum,
and tries to influence customers to accept
less salt in their products. 

p~áåëÄìêóÛë reports that salt reduction
forms a key part of its policy to make
own-brand products as healthy as they
can be and is on target to achieve FSA
targets by 2010.

t~áíêçëÉ aims to meet the FSA’s 2010
salt targets in all categories by the end 
of 2007. 

qÜÉ=`çJçé says it will meet 2010
targets by 2009. Its existing brands aim
to reduce salt by 20 per cent subject to
taste and safety considerations.



As in 2004 and 2005 we could not rate
products given the absence of specified
targets. We have used FSA’s generic
guidance on what constitutes ‘a lot’ and
a little’ to report our observations for fat,
saturated fat and sugar(3) in sausages,
cheese and tomato pizza, and salt and
vinegar crisps.

Fat and saturated fat

As in the two previous years, we
found a wide variation in the
fat/saturated fat content of products
offered by different retailers.

For the third year running, M&S
wins the fattiest standard sausage
award, with fat content of 29.1g 
fat per 100g.This is in contrast to
Asda, whose sausage was the leanest
at (17g/100g).Waitrose standard
sausages had increased in fat from
12.4g to 18.2g/100g, and saturated
fat from 4.5g to 7.8g/100g.
Somerfield, on the other hand, had
reduced their total fat and saturated
fat content from 22g to 19.5g per
100g (fat) and 8.6g to 7.6g
(saturated fat).

We found ‘healthier’ (lower fat)
sausages in every supermarket
except M&S and Morrisons.All the
‘healthier’ sausages contained
significantly less fat – most offering
a reduction of at least half, and in
the Co-op, Sainsbury’s and Tesco’s
up to 87 to 89 per cent less fat.

Generally speaking, the economy
brands contained less fat and
saturated fat, with the exception of
Morrisons, which had the fattiest
economy range sausage. Asda and
the Co-op were the only two
supermarkets whose ‘healthier’
sausages could be officially rated ‘low’
in saturated fat – at 1.5g and 1.0g
saturated fat per 100g, respectively.

None of the standard, ‘healthier’ or
economy cheese and tomato pizzas
were high in fat – most of them fell
in the ‘medium’ range.We were
pleased to see that four retailers (the
Co-op, Sainsbury’s, Somerfield and
Waitrose) had reduced the saturated
fat levels of their standard pizzas, but
disappointed that Asda and Tesco
had increased theirs. Most standard
salt and vinegar crisps were between
29.5g and 34.9g of fat per 100g 
(‘a lot’), with saturated fat levels
ranging from 2g to 15.7g per100g.
Only Morrisons offered reduced-fat
standard crisps. No economy salt
and vinegar crisps were found.

eóÇêçÖÉå~íÉÇ=Ñ~íë=~åÇ=çáäëW
ïÜ~í=íÜÉ=Åçãé~åáÉë=íçäÇ=ìë

All companies (except Morrisons, 
who did not provide company policy
information) declared an agreed policy
on the removal of hydrogenated
vegetable oils (HVOs) by 2006/2007.
Waitrose has an existing policy to 
name all oils used as ingredients, 
and to increase the ratio of unsaturated
to saturated fat.  M&S, Asda and 
Tesco aim to remove HVOs from 
nearly all product lines by the end 
of 2006, and Somerfield, the Co-op, 
and Sainsbury’s by 2007. 

Fat, saturated fat and sugar



Sugar

As with fat and saturated fat, we
examined the sugar content of a
small sample of own-label foods:
frosted cereal, strawberry yoghurt
and tomato ketchup.We used the
FSA definition of what is ‘a little’
and ‘a lot’ of sugar, in the absence 
of any specific targets.We have not
rated retailers on this, due to the
small sample, but have reported 
our observations:

There is still wide variation in 
the sugar levels of products. For
example, the sugar content of
Somerfield’s and the Co-op’s 
tomato ketchup – 27.4g/100g and
30g/100g, respectively – was nearly
twice that found in Asda’s ketchup
(15g/100g). ‘Healthier’ yoghurts
from M&S (4.9g/100g) and Tesco
(4.3g/100g) contained about a third
of the sugar content of the Co-op
(15g/100g), Sainsbury’s (15.1g/100g)
and Waitrose (14.3g/100g).
Generally, all standard frosted cereals
came in at the same level, 38g/100g

– meaning that over a third of these
breakfast cereals is simply sugar.
The only retailer to offer one with
less was Tesco – at 25g/100g, still
classified as ‘a lot’.

Brand comparisons

Kellogg’s frosted cereal (37g/100g)
contained slightly less sugar than any
of the own-brands. Heinz tomato
ketchup, at 23.5g/100g, was lower
than most of the retailers’ own
brands, with the exception of Asda
(15g/100g) and Sainsbury’s
(23.5g/100g). Our brand
comparison for yoghurt, Müller
(7.5g/100g), had less sugar than all
the retailers.

Brand comparisons 

We found brand name sausages
(Walls’ – 25.3g/100g and Richmond
– 22.3g/100g), pizza (Goodfella’s –
11.5g/100g) and salt and vinegar
crisps (Walker’s – 33g/100g) to be
among the fattiest products
compared to retailers’ own brands.



fåÇáÅ~íçêW use of colour-coded signpost
labelling in line with FSA criteria

q~êÖÉíW use of FSA criteria, as follows:

� provides information on levels of four
key nutrients – fat,  saturated fat,
sugar and salt;

� uses red, amber and green colour
coding to indicate at a glance whether
level of each nutrient is high, medium
or low;

� provides information on the level of
each nutrient present in a portion of a
product; and

� uses nutritional criteria developed by
the FSA to determine the colour code.

fåÇáÅ~íçêW use of GDAs for calories, 
fat and salt on back of pack 

q~êÖÉíW number of products where
GDAs for calories, fat and salt declared

Colour-coded signpost labelling in
line with FSA criteria 2006

We have modified our target for
front-of-pack signpost labelling to
include use of the four key criteria
agreed by the FSA in March 2006(4).
Our surveyors have noted when
front-of-pack signposting is used
and whether it meets the FSA’s
guidelines.We have rated the
retailers on the number of products
that have colour-coded, traffic-light
labelling for fat, saturated fat, sugar
and salt.

At present there are a range of
front-of-pack labelling schemes(2) in
different supermarkets, which can be
confusing to consumers in trying to
make healthy choices.We consider
the FSA’s colour-coded signpost
labelling scheme to be best practice
in helping shoppers to make choices
about their nutritional health.

This year Sainsbury’s has got off to a
good start and is currently leading
the field with the roll-out of its
Wheel of Health on 3,000 of its

products, including its Be Good to
Yourself ‘healthier’ range.Waitrose
and the Co-op have also started to
label their products in line with the
FSA’s recommendations.

Of the four supermarkets who are
currently adopting the FSA’s
scheme, Sainsbury’s was the only
one to have many products in store
carrying traffic light nutrition
labelling – but not all of these
followed the FSA’s scheme
completely.Waitrose has used colour
coding on its sandwiches, pizzas and
ready meals and hopes to extend to
other ranges shortly.

Tesco gained points for the number
of products that have GDA front-of-
pack labelling but fell down on not
utilising two of the FSA’s key
criteria: red, amber and green colour
coding, and FSA nutritional criteria
on whether a product is ‘high’
‘medium’ or ‘low’ in a nutrient.
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Asda

Co-op

M&S

Morrisons

Sainsbury’s

Somerfield

Tesco

Waitrose

Yes

Yes

No

No

Yes

No

No

Yes

Yes

Yes

No

Yes

Yes

Yes

Yes

Yes

oÉí~áäÉê rëÉë=íê~ÑÑáÅ=äáÖÜí

Åçäçìê=ÅçÇáåÖ

mêçîáÇÉë

áåÑçêã~íáçå=éÉê

ëÉêîáåÖ=~åÇ=çê

éÉê=NMMÖ=

Yes

Yes

No

Yes

Yes

Yes

Yes

Yes

Yes

Yes

No

No

Yes

No

No

Yes

mêçîáÇÉë

áåÑçêã~íáçå=Ñçê

Ñ~íI=ë~íìê~íÉÇ=Ñ~íI

ë~äí=~åÇ=ëìÖ~ê

rëÉë=cp^

åìíêáíáçå=ÅêáíÉêá~

Ñçê=äçïI=ãÉÇáìã

~åÇ=ÜáÖÜG

Commitment to FSA signpost labelling criteria by retailer

*Ongoing discussions with FSA to finalise maximum thresholds for sugar and salt

páÖåéçëí=ä~ÄÉääáåÖ

While supermarkets have been rated 
on the signpost labelling that was found
on their products, we also note that
several retailers have shown commitment
to the FSA’s front-of-pack signpost
labelling guidelines, and reported that
they plan to roll out FSA-compliant
schemes by the end of 2006, or early 
in 2007. 

The `çJçé aims to roll out its Simply
brand in 2006 and its Healthy Living
range in early 2007. jCp aims to
incorporate a colour-coded signposting
scheme with their Eat Well sunflower
logo, in line with FSA criteria, in early
2007. The new labelling will initially 
just be available on selected ready 
meal ranges.  

p~áåëÄìêóÛë aims to roll out its 
Wheel of Health scheme over 4,000
products by Easter 2007. t~áíêçëÉ
aims to extend its use of colour-coded
signpost labelling in 2007-2008. This is 
a key priority in its CSR report.

^ëÇ~ will also roll out its scheme in 2007.

Following these supermarkets’
implementation of the FSA guidelines,
we look forward to seeing how 
signpost labelling influences consumers’ 
food choices.
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^ëÇ~

`çJçé

jCp

jçêêáëçåë

p~áåëÄìêóÛë

pçãÉêÑáÉäÇ

qÉëÅç

t~áíêçëÉ

None found

None found

None found

None found

6 out of 29

None found

27 out of 31

None found

Will trial later 2006

Yes

Aim to trial January 2007

GDA system using per serving /100g

for all 4 nutrients 

Yes

GDA system using per serving /100g

for all 4 nutrients

GDA system using per serving /100g

for all 4 nutrients

Yes

0

0

0

0

121/2

0

71/2

0

kç=çÑ=éêçÇìÅíë

ëìêîÉóÉÇ=ïáíÜ

ÑêçåíJçÑJé~Åâ

ëáÖåéçëí

ä~ÄÉääáåÖ

cêçåíJçÑJé~Åâ=

ÅçäçìêJÅçÇÉÇ=ä~ÄÉääáåÖ

pÅçêÉë

OMMS

Eçìí=çÑ=NRF

How supermarkets scored on front-of-pack colour-coded signposting
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Guideline Daily Amounts 
on back of pack

As in the last two years, we 
have rated retailers on their 
use of Guideline Daily Amounts
(GDAs) on back of pack.We have
included in our scoring the number
of products surveyed carrying 
GDA labelling, as well as the 
quality of the information found.

We were disappointed to see that 
an inconsistent approach still prevails
– though there were some examples
of good practice.Tesco was a clear
leader, with labels listing GDAs for
calories, fat and salt for both women
and men on 25 products out of 31
surveyed (71per cent). Standard
tomato ketchup, and both standard
and ‘healthier’ sausages, also gave
GDAs for sugar. M&S and Waitrose
came closely behind, with 75 per
cent and 71 per cent of their
products respectively listing GDAs
for at least our three target nutrients.
Sainsbury’s improved on last year,
coming in fourth for this indicator.

There were some disappointments:
Somerfield, after showing
considerable improvement last year,
has slipped to last place.Where most
retailers carried GDA labelling for
salt, fat and calories, Somerfield for
the most part only gave salt. Like last
year, GDAs were less likely to be
shown on economy ranges than on
the standard or ‘healthier’ products.

oÉí~áäÉêëÛ=ëÅçêÉë=çìí=çÑ=ÑáîÉ=Ñçê
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p~áåëÄìêóÛë conducted consumer
research in June 2006 to monitor its 
Wheel of Health labelling scheme and
found that it encouraged half the 
sample to make healthier choices. 

^ëÇ~ found that its customers 
preferred a front-of-pack, colour-coded
signposting system. 

da^ë=~êÉåÛí=ÉåçìÖÜ

GDAs that use industry based criteria, but 
are not colour-coded, are not particularly
helpful to customers. Research carried out 
by NCC, other consumer groups(5) and 
the FSA shows that shoppers find a 
front-of-pack multiple traffic light, 
at-a-glance scheme to be the easiest to 
use when making healthier choices.



As in 2005 we have compared the
number of price promotions of
‘healthy’ and ‘less healthy’ foods.This
year we looked at price promotions
for foods high in fat and sugar and
for fruit and vegetables.

fåÇáÅ~íçêW the proportion of in-store
price promotions for healthy (fresh, frozen
or canned fruit and vegetables) and less
healthy foods (fatty and sugary foods).

q~êÖÉíW 33 per cent, the percentage we
are advised that fruit and vegetables
should make up of our total diet, and
seven per cent, the percentage of our
total diet that fatty and sugary foods
should make up, respectively.

fåÇáÅ~íçêW the presence of sweets and
‘less healthy’ snacks at the checkout

q~êÖÉíW no checkouts to display sweets,
unhealthy snacks or drinks (particularly at
child height)

We counted over three and a half
thousand price promotions, an
increase of 27 per cent on last year 
– 810 in Asda alone. Products
promoted with price discounts or
‘buy one, get one free’ deals in the
stores surveyed ranged across ready
meals, meal components, ‘healthier’
and ‘less healthy’ foods.We are pleased
to report that four supermarkets –
M&S,Waitrose,Tesco and Sainsbury’s
– had reduced the marketing of foods
high in fat and sugar.

We were disappointed to find that
for some the story was worse than
last year: 39 per cent of Morrisons’
price promotions were for fatty and
sugary foods, nearly six times more
than the recommended advice for a
healthy diet(6), and only ten per cent
featured fruit and vegetables. Both
Somerfield and Waitrose were big
improvers in the promotion of fruit
and vegetables. Somerfield featured
fruit and vegetables in 19 per cent
of its promotions but, with the
second highest promotion of fatty

and sugary foods (33 per cent), it
clearly still has a lot more to do.

Most stores are still undermining
nutrition and health goals with their
promotion of less healthy products.
These promotions may contribute
to inequalities in health – a real
concern with Morrisons, in
particular, which featured the
greatest number of fatty and sugary
products, and serves a largely lower-
income customer base.

Some improvements have been
made in the balance of the types of
products promoted, but nearly all
retailers, with the exception of M&S
and Waitrose, continue to promote
twice as many fatty and sugary
products compared with fruit and
vegetables.There is a long way to go
if retailers are to genuinely offer a
healthy balance of foods and market
them accordingly.

22

In-store promotions3
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Snacks at the checkout

Like last year, we scored for the
number of checkouts which featured
displays of confectionery, crisps and
soft drinks. Retailers also received
penalty points for positioning such
displays at child height, thus
encouraging ‘pester power’.

Waitrose,Tesco and Sainsbury’s
maintain their joint first position in
having no checkouts that promote
unhealthy snacks.This is Waitrose’s
third consecutive year of full marks
on this, and the second for Tesco
and Sainsbury’s.

Somerfield and Asda were the only
two supermarkets to have improved
since last year.We were disappointed
to see that the greatest offender this
year was last year’s biggest improver
last year. In 2005, M&S had made
the biggest improvement, offering
more snack-free checkouts overall
than in 2004. However, as our results
for 2006 show they were the worst
offenders this year with 83 per cent
of checkouts having displays of

confectionery at child height, many
of which were promoted by links to
children’s films and cartoons.

All 28 checkouts in Morrisons
promoted snacks and confectionery,
though not all at child height.

Asda, with the lowest score in 2004
for having snacks at all checkouts
(and all at child height) had
improved slightly in 2005 and 2006.
However, together with M&S, it is
still lagging way behind. In this
year’s survey all of Asda’s main
checkouts had sweets and snacks:
only some of its ‘quick-check’
customer operated facilities were
snack-free.
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pçãÉêÑáÉäÇ reports it displays snacks 
at checkouts due to space restrictions.

`çJçé has a policy across the retailing 
year that price promotions are for 25 to 
30 per cent ‘healthier options’, which
includes fruit and vegetables, cereal-based
products and natural protein. It prohibits 
the display of child-targeted products high 
in fat, salt or sugar.

jCp aims to have one checkout in 
four offering healthier choices in 2007.

^ëÇ~ claims to have snack-free checkouts,
and offers a balance of ‘healthier’ and
‘unhealthier’ product promotions.

t~áíêçëÉ, p~áåëÄìêóÛë and qÉëÅç
all have a policy to keep checkouts 
free of snacks and sweets.   



fåÇáÅ~íçêW information and advice on
healthy eating available through in-store
leaflets, magazines and customer
services, retailer’s websites and national
telephone helplines.

q~êÖÉíW good availability of accurate
information and advice.  

This year we modified our indicator
to include retailer’s websites and 
re-introduced 2004’s monitoring of
customer help-desks.As last year, we
used an ‘anonymous shopper’ to ask
questions about salt and health and
the ‘5 a day’ message.The quality
and quantity of nutrition advice
varied a great deal among our
surveyed retailers.We expected 
to find helpful and accurate
information from friendly, trained
staff. Unfortunately, this was not
always the case.

In-store helpdesks

pìêîÉóçêÛë=èìÉëíáçåW

‘I’ve been told by my doctor to cut
down on salt. Can you tell me if this
product is high or low in salt?’

^ëÇ~

‘I would think that a lower-fat
product would have less salt.’

p~áåëÄìêóÛë

‘We haven’t been trained.’

`çJçé

‘They should be low [in salt]
because they are the healthy 
living range.’

Telephone helplines

pìêîÉóçêÛë=èìÉëíáçåëW

‘Can I ask about 5-a-day? Do you 
have any information you can send 
me by post?’

‘Do you have information on what 
foods this includes?’

`çJçé

‘I can send you recipes – 
but they won’t be helpful.’

‘No, it’s just down to you
really. I know I’m bad at 
doing it...’

jçêêáëçåë

‘Fruit and vegetables.’

pçãÉêÑáÉäÇ

‘Good question. I’ve never
heard of that. Is it something
to do with cornflakes?’

pìêîÉóçêÛë=èìÉëíáçåW=

‘Does it [5 a day] include 
frozen sweetcorn?’

jçêêáëçåë=

‘I’m not sure. You should see
your doctor and he will put
you in touch with a dietician.’

Asked about salt in cornflakes:

p~áåëÄìêóÛë

‘That’s our Wheel of Health. 
Orange means it’s ok, you
should have no more than 
6g of salt a day.’

pçãÉêÑáÉäÇ

‘If you had a bowl of
cornflakes with semi-skimmed
milk, it would be 0.7g fat.’ 
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Customer information and advice4



No retailer scored full marks in all
four categories, and no retailer
scored more than half of the total
score for information provided. No
supermarket performed particularly
well on the helpline survey or on
in-store customer services.

Asda came top mainly because of its
excellent website, which provides
detailed material on a number of
topics including salt, ‘5 a day’,
labelling and corporate
responsibility. It failed to score one
point for its in-store customer
services. Morrisons and Somerfield
provided no healthy eating
information on their websites. Tesco
had the best in-store information,
with a number of good leaflets and a
useful magazine.The Co-op
provided no in-store information.

Sainsbury’s and M&S help-lines 
gave the most helpful and accurate
information when answering our
questions. It was particularly
disappointing that four supermarket
help-lines – the Co-op,Tesco.

Waitrose and Somerfield – were
unable to give the correct figure 
for the recommended adult daily 
salt intake or even to provide 
partial information.

The standard at all supermarket
help-desks was very low. Four
supermarkets could not give any salt
or GDA information. M&S and the
Co-op managed to provide correct
information on the product’s salt
level but could not go any further.
We were disappointed to find that,
although the delivery of the ‘5 a day’
message had improved, information
concerning portion size was still
very poorly demonstrated. Five out
of eight supermarkets gave the
wrong information as to whether
canned and frozen sweetcorn count
towards your ‘5 a day’.These were
the Co-op, Morrisons, Sainsbury’s,
Somerfield and Tesco.

It is clear from our findings that staff
training in health and nutrition is
urgently needed if customers are to
be given the correct advice.
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Our research methods

For this report we used the same
research methods as for the last 
two years, with some minor
modifications.

This year we:

� surveyed eight, rather than 
nine retailers – Iceland were 
not included as they are not
comparable with other retailers;

� modified our salt target to use
FSA’s revised ‘target average’
sodium levels (2006).These targets
were finalised and made publicly
available earlier in 2006 and are
therefore the most up-to-date
guidelines to use for our best
practice benchmark;

� adopted the FSA’s new 
front-of-pack signpost labelling
criteria for our interpretative
labelling indicator; and

� extended our indicator for
customer service and advice 
to include in-store help-desks 
and websites.

As in the last two years, we assigned
the Food Commission to undertake
indicator development and to
conduct the in-store surveys.

In-store surveys took place during
July 2006.The retailers have
provided us with information on
their company policies concerned
with food and health.

Summaries of the company policies,
and further details regarding our
methodology, can be found on our
website: www.ncc.org.uk/food/
shortchanged-appendix.pdf.
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Notes and references

1.  Rating retailers for health,  NCC, 2004.
www.ncc.org.uk/food/rating_retailers.pdf;
Healthy competition, NCC, 2005.
www.ncc.org.uk/food/
healthycompetition.pdf

2.  FSA 2006 salt targets were put out for
public consultation in August 2005. 
They were finalised and published in 
March 2006. 

3.  FSA definitions of ‘a lot’ and ‘a little’: 

Fat: ‘a little is less than 3g/100g and ’a lot’
is more than 20g/100g.   

Saturated fat – ‘a little’ is less than
1g/100g and ‘a lot’ is more than 5g /100g. 

Sugar – ‘a little ‘is less than 2g/100g and ‘a
lot’ is more than 10g/100g.

4.  FSA Traffic light labelling criteria:
www.food.gov.uk/foodlabelling/ 

5.  NCC press release: Traffic light food
labelling will help busy shoppers make
healthier choices, says NCC;
www.ncc.org.uk; 16 November 2006.

Which? Campaign report: Healthy signs;
July 2006.

6.  The government’s pictorial representation
of what constitutes a healthy diet: 
‘The Balance of Good Health’ 
(Food Standards Agency).




