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²Ƙŀǘ Řƻ ǿŜ ƳŜŀƴ ōȅ ΨCƻƻŘ 
LƴŘǳǎǘǊȅΩ
·Diverse

·From scientific research to growing and producing 
food (produce,meat), making it (bread,cheese), 
distributing it and selling and advertising. But also 
catering, hospitality, shopping mall eateries, movie 
theatres, planes, events, bakeries, chip shops

·Each player has a part to play in the obesity issue

·FIG members represent only some of this



FIG

·FIG  represents members of the Food and Grocery 
Council, Association of Advertising Agencies, 
Communication Agencies and the media 

·Food companies from small to large; E.g. Airborne 
Honey to Hubbards, Goodman Fielder, Fonterra, 
Kellogg, Unilever

·Retail: E.g. Supermarkets, BP (WildBean)

·QSR: E.g. McDonalds, Subway, Restaurant Brands



Learnings 2007-2009
·The Complexity ɀRef UK Foresight Report

·5ÎÒÁÖÅÌÌÉÎÇ ÔÈÅ ȬÂÕÉÌÄ ÕÐȭ ÏÆ ÔÈÅ ÌÁÓÔ έΪÙÅÁÒÓ

·Different thinking; different philosophies

·So, importance of working together ɀovercoming lack 
of understanding

·Food Companies and their approach ɀhave shown real 
commitment

·The Barriers ɀthere are many



Barriers
Food is Everywhere Consumer Demand 

for More
The Chicken and 
Egg
Cost to Business

Not Knowing Being Hospitable Demand for 
Convenience

Not Being Motivated Taste Alcohol

Culture Weather Force of Dietary 
Habits and Parental 
Role

Genes Greed Denial

SocioEconomic Sedentary/Exercise Psychological Issues



FIG Goals and Projects 2007-2009
NOTE

These are outlined overleaf and referenced back to the HEHA Plan.

This is now under review but as it has not been finalised, the 
enclosed refers to the present HEHA Plan



GOAL ONE: Efficacy of the Food Industry 
Accord
üRef to HEHA Obj 1: Outcome 1.  Sectors working collaboratively

VIndividual companies - members met with at CEO level to 
ensure understanding of the issue and to guage what was being 
done - what could be done

VGain commitment to the obesity issue ɀsee later

VNeed to keep companies informed ɀquarterly reports and day to 
day queries- conduit for information

VWebsite ɀdeveloped and information put up

VData Base ɀachievements collected ɀsee later

VRegular meetings with Ministry of Health



GOAL TWO:   Working with Government on 
FBCS

üRef to HEHA Obj 1: Outcome 2. Improving physical 
and nutrition environments in schools

VWorked with the Ministry around the Food and 
Beverage Classification System

VMuch reformulation continuing, new products 
developed, it is costly

VStill a commitment to the FBCS System despite 
Ministry of Education announcement

V-ÅÄÉÁ 2ÅÐÏÒÔÓ ÍÉÓÌÅÁÄÉÎÇ ÁÎÄ ÄÏÎȭÔ ÈÅÌÐ



GOAL THREE Self Regulation of Advertising 
and Marketing Practices

üReference HEHA Obj 1: Outcome 4 Increasing profile 
of healthy food and physical activity in the media

·CF System in place. Will be reviewed about October in 
terms of how it is operating. TBC will invite input from 
a wide number of stakeholders

·#ÈÁÎÇÅÄ ÓÐÅÎÄ ÂÅÈÉÎÄ ȬÈÅÁÌÔÈÉÅÒȭ ÂÒÁÎÄÓ ÏÃÃÕÒÒÉÎÇ

·Meetings with Advertising Agencies to outline to 
creatives and account managers the obesity issue

·EFFIE Award ɀÆÏÒ ȬÈÅÁÌÔÈÉÅÒȭ ÐÒÏÄÕÃÔÓ

·ASA Code Review ɀpresently underway



GOAL FOUR: Changing the balance of 
food products available
üRef to HEHA Obj 2: Outcome 8 and 9. Reduce fat, 

sugar and salt in diet and increase consumption of 
fruit and vegetables

·Hundreds and thousands of tonnes of fat, sugar and salt 
removed. See Annual Report for information

·New nutrition policies; new product development

·Putting in place agreed and workable targets for food 
companies  (short and long term). 

·Work with pie and chip group

·Heart Foundation and Tick products

·Retail outlets- expansion of fresh produce/facings



GOAL FIVE: Working with Counties 
Manukau District Health Board
üRef to HEHA Obj 3: Outcome 12 At risk communities

·Joint plan with CMDHB

·Includes: fruit and vegetable consumption 
changes/improvements, information and recipes in 1.4 
million house hold flyers, push around changing from 
fizzy drinks to low sugar options, finding ways to 
persuade population that fat reduced milks are better; 
ÔÈÁÔ ÍÉÌË ÉÓ ÂÅÔÔÅÒ ÔÈÁÎ ÓÏÍÅ ÏÔÈÅÒ ȬÂÅÖÅÒÁÇÅÓȭ 



GOAL SIX Food Industry encouraging 
employees in healthy eating
üRef to HEHA Obj 4: outcome 16 Increase knowledge 

and skills of worker in the food industry

·Meetings with food companies

·Some programs in place

·Need to find a more cohesive approach



GOAL SEVEN Monitoring, research and 
evaluation
üRef to HEHA Obj 6:  Monitor, research and evaluate

·Comprehensive information from all companies 
outlining their changes in areas from food 
reformulation to changes in marketing approach has 
been collected and put in the 2008 annual report. The 
same is occurring for 2009 report. It shows just how 
extensively changes are taking place with 
reformulations and changes to marketing and 
advertising policies across all FIG members



DATA COLLECTED REFLECTS:
ü Company: Location, products, website

ü Nutrition Policy

ü Marketing/Advertising Policy

ü Educational Materials

ü Reformulations: Fat/Sugar/Salt/Fibre

ü Trans Fat Policy

ü NPD Guidelines

ü Serving Size Changes

ü Front of Pack Labelling

ü Tick Products

ü School Initiatives

ü Sponsorships and Community

ü Workplace

ü R and D

ü Failed Products/Costs



COMPANY ATTITUDE
·Survey March 2009* ( Interim results)

·90% of food/grocery members have a plan/policy in 
place already regarding the obesity issue or are putting 
in place protocols: please note that this may not be 
relevant for some small members manufacturing 
single goods such as honey.



COMPANY ATTITUDE
·77% of companies believe actions around the obesity 

issue are integrated either very well or quite well into 
their business plans.

·Across members there is a high degree of agreement ( 
6.1 on a 7 scale)  that companies should have a 
corporate responsibility in helping to address the 
obesity issue and that it is very important for 
consumers to understand about healthier eating and 
healthy diets



PRODUCT CHANGES
·These have occurred across every category and 

hundreds of product ranges.

·)Î ÅÖÅÒÙ ÃÁÔÅÇÏÒÙ ÎÏ× ÔÈÅÒÅ ÁÒÅ Ȭ ÈÅÁÌÔÈÉÅÒȭ ÃÈÏÉÃÅÓ

·Some reformulations difficult because need to take 
consumer taste along with you

·)ÓÎȭÔ ÈÅÌÐÆÕÌ ÔÈÁÔ ÃÁÔÅÒÉÎÇ ÁÎÄ ÈÏÓÐÉÔÁÌÉÔÙ 
environments are not changing as there is a lot of 
added fat, sugar and salt in foods in these areas ɀ
bakeries, shopping malls etc



BREAKFAST CEREALS
·(ÕÂÂÁÒÄȭÓȡ 2ÅÌÁÕÎÃÈÅÄ ÍÏÓÔ ÏÆ ÉÔÓ ÒÁÎÇÅȢ -ÕÅÓÌÉ ÒÁÎÇÅ 

alone ɀreduction of 32.8 tonne of fat, 5.3t of saturated 
fat, 41.8t of sugar, 0.5t of sodium and the addition of 
18.9t fibre  

·Sanitarium reformulation across many cereals

·Kellogg: Sodium reduction across 12 key brands, 
ÉÎÔÒÏÄÕÃÔÉÏÎ ÏÆ ȬÈÅÁÌÔÈÉÅÒȭ ÖÅÒÓÉÏÎÓ  -wholegrain CF, 
Coco Rocks



BREADS
·Target 450 - high volume low cost products: sodium 

reduction intervention with National Heart 
Foundation - 450mg of sodium per 100 grams of bread

·Introduction of wide variety of breads, wholegrains, 
sourdough, Mountain Breads, Wraps



DAIRY
·Fonterra: Removal of 217 tonnes of sugar and 150 

tonnes of fat from its formulations 2006/2008

·Goodman Fielder Reduced fat percentage of its 
flavoured milk from 2% down to 1.7%. This has taken 
out approx 26,000kgs of fat per annum. Reduced fat in 
the dairy food range from 2.1% to 1%. This has taken 
out approx 14,000kgs of fat per annum



A CROSS COMPANY
·(ÅÉÎÚ 7ÁÔÔÉÅ !ÐÐÒÏØÉÍÁÔÅÌÙ έί ÓËÕȭÓ ÈÁÖÅ ÕÎÄÅÒÇÏÎÅ 

sodium and/or sugar reduction across canned fruits 
and vegetables, soups, dressings. The frozen potato 
range has all been reformulated to change saturated 
fats to polyunsaturated fats. No saturated fats will be 
used in the frozen potato range going forward. 
!ÐÐÒÏØÉÍÁÔÅÌÙ ήί ÉÎÄÉÖÉÄÕÁÌ ÓËÕȭÓ ÈÁÖÅ ÂÅÅÎ ÌÁÕÎÃÈÅÄ 
ÁÓ ȬÈÅÁÌÔÈÉÅÒ ÆÏÏÄÓȭ 



A CROSS COMPANY
·Nestle  

·Sodium specific reformulations

·Saturated Fat and Fat Reduction Across 2 minute 
noodles

·68% reduction in saturated fat across a range of 
products.

·Removal of artificial colours and flavours

·New product development related to low fat

·Cafeteria Menu Change


