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Comments fromthe UK s National Consumer Council (NCC) to
be read in conjunction with BEUC s response on the
Eur opean Commi ssion’s Geen Paper on ‘Pronoting healthy
di ets and physical activity: a European dinension for the
preventi on of overwei ght, obesity and chronic di seases’

The NCC wel cones the opportunity to provide conments on
the European Conmission’s Geen Paper on pronoting
heal thy diets and physical activity. NCC is a UK consumer
policy and research organisation with a special focus on
the needs of disadvantaged consumers and a | ongstandi ng
BEUC nenber.

We support the points raised by BEUC in their response to
the G een paper, however we do have further coments to
add to specific questions outlined bel ow. Were possible,
we have tried to draw on NCC s positioning on particul ar
I ssues and provided references to any relevant research
for the given points.

Speci fic coments

IV.3 Health across EU policies

Which kind of conmunity or national neasures could
contribute t owar ds i mprovi ng t he attractiveness,
avai lability, accessibility and affordability of fruits
and veget abl es?

As part of a broader intervention mx, a wealth of
evi dence denonstrates that social marketing! interventions
can increase the ‘attractiveness’ of fruit and vegetable
anong targeted groups. It is able to do this by investing
in formative research that is able to determne barriers
to, and notivations behind people’ s actions (e.qg.
perception of cost, ability to cook).

A recent review  of nutrition soci al mar ket i ng
interventions found that, of 31 studies, the vast
majority (n=24) had at |east one significant positive

! The systematic application of marketing concepts and techniques, to achieve specific behavioural goals, relevant
to asocia good. National Social Marketing Centre for Excellence, London (2005)



effect on sone form of nutritional behaviour, whether
that is fruit and vegetable consunption, fat intake, or
sonmething else. A further three studies reported non-
significant trends of inprovenment. Only three of the 31
studies were essentially ineffective at influencing
nutritional behaviour. 2

On which areas related to nutrition, physical activity,
t he devel opment of tools for the analysis of related

di sorders, and consuner behaviour is nore research
needed?

More consistent rigorous and consistent eval uation of
exi sting (and new) interventions is needed.

V.4 The Public Health Action Programe

How can the availability and conparability of data on
obesity be inproved, in particular with a viewto
determ ning the precise geographical and soci o-econom c
di stribution of this condition?

Currently there is a reliance on comercial sources for
attitudinal and behavioural data. Whilst this is very

val uabl e, it does have limtations. These include
I nadequate sanple size, inconsistent quality, |imted
public health rigour (only reported BM), omni ssion of key
variables (e.g. ethnicity), limtations in validity and

applicability of questions asked, and the of draw ng
credi ble conclusions from a diversity of non-conparable
data sources. Inproved data sets that |ink BM wth
notivations and behaviours around diet and physical
activity would greatly assist in designing, prioritising
and eval uating interventions.

Al so, a consistent neasurenent that could accurately
assess levels of activity would al so be hel pful.

How can the programre contribute to raising the awareness
of the potential which healthy dietary habits and
physical activity have for reducing the risk for chronic
di seases anobngst deci si on makers, health professionals,
the nmedia and the public at |arge?

Increasing the perception of risk that unhealthy diets
and lack of physical activity have, can be addressed
effectively through the inplenentation of targeted soci al
mar keting concepts and techniques. For exanple, in
reaching the general publi c, r at her than sinply

2 Institute for Social Marketing, University of Stirling & The Open University. (2006) A review of the
effectiveness of social marketing Nutrition interventions. National Centre for Social Marketing Excellence.



conmuni cating ineffective fearful nessages, insight into
the customer’s understanding (e.g. what is healthy, what
is obese, is it relevant to ne?), can be used to refine
i nterventions and nmake any messages rel evant.?

® Hastings G, Stead M and Webhb, J. (2004) Fear Appealsin Social marketing: Srategic and Ethical Reasons for
Concern. Psychology and Marketing. Vol. 21 (11)



Areas for Action

V.1 Consuner information, advertising and marketing

When providing nutrition information to the consuner,
what are the major nutrients, and categories of products,
to be considered and why?

We consider that the ‘big 4, i.e. saturated fats, fat,
sugar and salt should be provided as a mninum guide to
consuners and we propose that these are placed on the
front of pack as a multiple colour-coded option as
recommended by the UK Food Standards Agency (FSA). W
recognise for a front of pack labelling scheme to be
consistent that it adopts the four core el enents approved
by the FSA*. Additional information on the back of pack
that includes the ‘big 8 (energy, fat, saturated fat,
carbohydrate, sugar, protein, fibre and salt) would
conpl enment a front of pack col our-coded schene.

Which kind of education is required in order to enable
consuners to fully understand the information given on
food | abel s, and who should provide it?

Research by the FSA’> in the UK showed that consuners want
clear and consistent front of pack labelling on food
products to help them make heal thy choices easier. Front
of pack at-a-glance |abelling would enable consuners to
do this. In order to support the introduction of such a
scheme, NCC considers it essential that independent
bodi es such as FSA or the European Food Standards Agency
(EFSA) lead a public awareness canpaign to educate and
i nform consuners. W believe that it is very inportant a
respected independent body that consuners can trust does
this. For a Europe w de scheme, we want to see the
retailers and food conpanies throughout Europe giving
their full support to this.

Are voluntary codes (“self regulation”) an adequate too
for limting the advertising and marketing of energy-
dense and mcronutrient poor foods? Wat would be the
alternatives to be considered if self-regulation fails?

W agree with BEUC s comments that following on fromthe
Hastings Report in 2003 and the IOMreport in 2005, there
is a strong case for limting how foods high in fat,
saturated fat, sugar and salt are pronoted to children.
Self-regulation on a voluntary basis has proved to be

4 www.food.gov.uk/news/newsarchive/2006/mar/signpostnewsmarch
® http://www.food.gov.uk/foodl abelling/signposting/alt



I nadequat e, as conpani es have previously flouted codes of
practice put in place to protect young consuners. NCC
recogni ses that for an EU wide neasure to be effective,
it has to be mndatory and inplenmented through EU
| egi sl ati on.

V.2 Consuner Educati on

How can consunmers best be enabled to nmke inforned
choi ces and take effective action?

In relation to diet and physical activity, the choices
that consuners nmake are very conplex and vari able, and
often driven by nore than know edge al one. Therefore,
though it is critical to nmake consistent information
avai lable to all, other influencing factors nust al so be
consi dered. These include: notivation (e.g. attitudes
towards exercise, self-esteem; ability (e.g. skill) and
opportunity (e.g. nmapping of physical access to sports
activities).®

What contributions can public-private partnerships make
toward consuner education?

Public-private partnerships can provide opportunities
t hrough which the conplinmentary skills and resources of
the various sectors can be brought together. For exanple,
i ndustry can provide access to valuable insight that is
not regularly held in the public health domain i.e.
attitudes to food and exercise that is linked to
consunption.’

In the field of nutrition and physical activity, which
shoul d be the key nmessages to give to consuners, how and
by whom shoul d they be delivered?

Gven the conplexity and variability of attitudes and
behavi ours around health, diet and exercise in the EU,
care should be taken not to |leap to defining nessages and
means of comunicating them before clearly identifying
whom the target audience is.® Once this has been
determined, varied techniques and approaches wll be
necessary for different groups.

V.7 Soci o-econom c inequalities

® Rothschild, M.L. (1999) Carrots, Stick and Promises: A Conceptual Framework for the Management of Public
Health and Social issue Behaviours. Journa of Marketing. Vol 63. pp 24-27

" Thisis currently being undertaken by the UK Department of Health, where NGOs and industry have both
provided data sets that are being sued to inform the National Obesity Social Marketing Programme.

8 Gfk NOP. (2006) Understanding the Health Gap. Helping to Translate Understanding into Action. Insights from
GFK NOP Global food, Diet and Well-being Monitor. Sponsored by Kraft Foods.



The NCC believes that all consuners particularly those
from disadvantaged backgrounds should have access to
affordable, healthy food. In addition to decreasing the
physical and financial barriers that |ow socio-economc
groups  experience, acknow edgenent of nore subtle
i nfluences on consunption and uptake are necessary. For
exanpl e, perception of the cost of healthy foods (when
this may not actually be the case) can be as detrinenta
as |lack of actual access.

Recent research by MOR conmissioned by the NCC’ found
that consuners sited access to affordable healthy food as
one of the top four ways of encouraging a healthier diet.

The NCC's report, Putting Food Access on the Radar?®
hi ghlighted the fact that the poor not only pay nore but
also in sone cases pay tw ce. A Ceographical Information
System (A@S) based tool was enployed to identify areas
where there was poor food access. The report found that
those consuners, who were totally reliant on shopping at
| ocal smaller shops, not only paid a higher price for
their goods but were often faced with poorer choice and
quality. NCC are now working with other partners in the
UK to develop a Food Access Toolkit to help officers
working in local authorities to identify where there are
areas of poor food access and work with comunities to
devel op appropriate solutions. W appreciate this nodel
is very specific to the UK, but believe that sone of the
principles could be adapted for w der use within other EU
countries.

V.9 Recommendations for nutrient intakes and for the
devel opnent of food-based dietary guidelines

In which way could nutrient profile scoring systens such
as developed recently in UK contribute to such
devel opnent s?

The NCC considers the nutrient profile nodel recently
devel oped by FSA UK to be a scientifically sound system
that can be used to enforce restrictions in the use of
potentially msleading health and nutrition clains, and
in the pronotion of foods high in fat, saturated fat,
sugar and salt to children. W would like to see this
nodel used throughout Europe and support the devel oprment
of a European nutrient profile system It is inportant

® MORI Interviewed a nationally representative quota sample of 2,056 adults aged

15+ between 6th and 10th October 2005 in 197 sample points, using Computer Assisted Personal Interviewing
(CAP!). Interviews were conducted face to face, in respondent’ s homes. All data have been weighted to the known
profile of the population.
10 pytting Food Access on the Radar, National Consumer Council July 2005
http://www.ncc.org.uk/food/access _radar.pdf



that the criteria used to determne the heal t hful ness of
a food is consistent so as not to confuse consuners
further.

If you wish to discuss further any of the points | have
rai sed pl ease do not hesitate to contact ne.

Yours sincerely

Filiou P

Jillian Pitt
Senior Policy Oficer

About the National Consumer Council (NCC)

The NCC makes a practical difference to the lives of consumers around the UK, using its insight into consumer needs
to advocate change. We work with public service providers, businesses and regulators, and our relationship with the
Department of Trade and Industry — our main funder — gives us a strong connection within government. We conduct
rigorous research and policy analysis to investigate key consumer issues, and use this to influence organisations and
people that make change happen. Check www.ncc.org.uk for our latest news.



This paper represents the views of its author on the subject. These views have not been adopted or in any way approved by the Commission
and should not be relied upon as a statement of the Commission's or Health & Consumer Protection DG's views. The European Commission
does not guarantee the accuracy of the data included in this paper, nor does it accept responsibility for any use made thereof.
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