BMJ Publishing Group Limited (BMJ) disclaims al liability and responsibility arising from any reliance
Supplemental material placed on this supplemental material which has been supplied by the author(s) bmjnph

Supplementary Materials

Text

Text S1. Characteristics of an ideal, material metric in each ESG-Nutrition domain
Text S2. ESG-Nutrition metric findings within domains

Text S3. ESG-Nutrition metric findings by ESG framework

Figures
Figure S1. Intercorrelation of scoring attributes across 529 ESG-Nutrition metrics.

Tables

Table S1. Overview of ESG frameworks, adapted from Robinson et al. 2022

Table S2. Mean scores of 529 ESG-Nutrition metrics, grouped by ESG framework

Table S3. Attribute scoring and rationale for illustrative* ESG-Nutrition metrics across four
domains

Table S4. Scoring results for 401 unique ESG-Nutrition metrics

O'Hearn M, et al. bmjnph 2023;0:000600. doi: 10.1136/bmjnph-2022-000600



BMJ Publishing Group Limited (BMJ) disclaims all liability and responsibility arising from any reliance
Supplemental material placed on this supplemental material which has been supplied by the author(s) bmjnph

Text S1. Characteristics of an ideal, material metric in each ESG-Nutrition domain

Product healthfulness metrics should quantify the healthfulness of the company’s product
portfolio using a scientifically validated, comprehensive nutrient profiling system (NPS) of company
outputs, that is amendable to assess changes over time. Product distribution and equity metrics should
quantify the relative affordability and accessibility of healthful vs. less healthful products within a
portfolio or in comparison to competition, as well as changes over time, with healthfulness defined
using an externally-validated NPS. Product marketing metrics should quantify adherence to international
standards of marketing and quantify spending towards marketing of healthful products vs. less healthful
products (based on a validated NPS). Product labeling metrics should quantify coverage, quality, and
transparency of nutrition labeling, based on a validated NPS. Finally, nutrition-related governance
metrics should quantify performance or outputs of the company related to relevant governance
components (listed above), with a focus of driving consumption of healthful products for improving

human health.
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Test S2. ESG-Nutrition metric findings within domains

Within each of the 4 ESG-Nutrition domains, attribute scoring within product healthfulness was
highest for activity (2.17[0.85]) and verifiability (2.02[0.73]) and lowest for resolution (1.58[0.93]) and
alignment (1.40[0.83]) (Table 2, Figure 2-3). Attribute scoring within the product distribution and equity
domain was highest for verifiability (2.48[0.71]) and materiality (2.28[0.74]), but lowest for alignment
(1.14(0.68) and resolution (1.03[0.42]). For both product marketing and labeling and nutrition-related
governance, metrics within these domains scored highest for verifiability (2.50[0.75] and 2.40 0.73],
respectively) and objectivity (2.15 [0.76] and 2.39 [0.78], respectively) but lowest for resolution

(1.24[0.80] and 1.07[0.54], respectively) and alignment (1.53[0.87] and 1.15[0.67], respectively).
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Text S3. ESG-Nutrition metric findings by ESG framework

Metric scoring was similarly heterogenous across the 8 ESG frameworks (Table S2, Figure 2-3).
Total scores were highest for SASB (13.2 [1.39]) and PUP (11.67 [1.04], and lowest for ATNI UK
(10.52[1.21] and BIA-Obesity (10.77[1.27]). Mean materiality score was highest for GRI PF (2.33 [0.72])
and WBA (2.29 [0.74]), while lowest for GRI (1.00 [0.00]) and SASB (1.47 [0.86]). Objectivity scores were
similarly highest for SASB and BIA-Obesity (both 2.33), and similarly lowest for GRI PF and PUP
(both1.83). Mean alignment scores were consistently low, with SASB the only framework with mean
score above 2 (2.07[0.94]), and both GRI PF and PUP with all metrics scoring 1. Mean activity score were
high for SASB (2.87[0.59]) and GRI and GRI PF (both 2.50), and lowest for BIA-Obesity (1.47[0.74]). Mean
metric resolution score ranged from all metrics scoring 1 (ATNI UK) to one of the highest mean scores
(SASB, 2.87[0.59]). Several frameworks scored high for verifiability (BIA-Obesity — 2.48[0.71]; WBA-
2.38[0.81]; ATNI UK —2.35[0.75]; ATNI — 2.34[0.75]), while SASB (1.60[0.71]) and GRI (1.75[0.71]) scored
lower for verifiability.

Within each ESG Framework, mean score for each attribute also varied considerably. ATNI, ATNI
UK, BIA-Obesity, and WBA showed similar patterns for scoring attributes within each framework. For
instance, within each framework. verifiability scored highest (2.34[0.75], 2.35[0.75], 2.48[0.71], and
2.38[0.81], respectively); followed by objectivity, materiality, and activity; and resolution scored lowest
(1.14(0.71], 1.00[0.00], 1.23[0.78], and 1.24[0.78] respectively). We also observed similar relative
scoring of attributes within GRI and GRI PF frameworks, including metrics scoring highest on average for
activity and resolution (all 2.50); but differing widely for materiality (1.00[0.00] for GRI vs. 2.33[0.72] for
GRI PF). Within SASB, metrics also scored highest for activity and resolution (both 2.87), and lowest for
materiality (1.47[0.86]). Metrics within the PUP had the greatest range across scoring attributes, from

2.83(0.62) for activity to alignment (1.00[0.00]).
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Figure S1. Intercorrelation of scoring attributes across 529 ESG-Nutrition metrics. Spearman
intercorrelation matrix representing the correlation between each scoring attribute — materiality,
objectivity, alignment, activity, resolution, and verifiability— for all extracted ESG-Nutrition metrics. A
higher absolute correlation coefficient indicates a strong association, while a lower absolute correlation
coefficient indicates the two scoring attributes are measuring independent aspects. See Table 1 for
definition and scoring delineation for each scoring attribute. The metric strength assessment was
completed in duplicate by two investigators, and any discrepancies in scoring were discussed until
consensus was reached.
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Table S1. Overview of ESG frameworks, adapted from Robinson et al. 2022

Organization ESG Description Relevant Sub-Sector Audience
Framework
Non-governmental ESG reporting standards

published every 2-3 years. Also conducts in-country assessment
of food company breast milk substitute and complimentary
foods marketing practices and policies.

Global GRI One of the most prominent and commonly used sustainability All Companies, investors,
Reporting Standards reporting frameworks, providing standards for companies to policymakers, capital
Initiative[1] report on environmental, social and economic impacts. The GRI markets and civil society
Standards include a set of universal standards and topic-specific
standards that are selected by the company based on
materiality
G4 Sector The GRI previously developed the G4 Sector Disclosures, which Food processing
Disclosures — | provided sector-specific reporting guidelines. The G4 Sector
Food Disclosures were superseded by the GRI Standards and are not
Processing required for preparing a report in accordance with the GRI
Standards, however can still be used to provide additional
sector-specific guidance
Sustainability SASB Provides sustainability accounting standards for companies to Restaurants Investors
Accounting Standards disclose financially material environmental, social and Processed foods
Standards governance information to investors. Includes qualitative and Non-alcoholic beverages
Board[2] quantitative Food retailers and
distributors
Food sector benchmarking and accountability initiative indices
Access to ATNI Global | Benchmark of major global food and beverage manufacturers on | Food and beverage Governments, investors,
Nutrition Index 2022 their nutrition and undernutrition related policies and practices manufacturers civil society, consumers,
Initiative[3] and assesses the healthiness of their product portfolios, and academia
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Europe.

Access to UK Retail Benchmark of ten largest UK food retailers (ALDI UK, Asda, Co- Food retailers Governments, investors,
Nutrition Index 2022 op, Iceland, Lidl, Marks & Spencer, Morrisons, Sainsbury’s, civil society, consumers,
Initiative and Tesco, Waitrose) on their nutrition policies and commitments. and academia
ShareAction[3] Part of ShareAction’s (UK-based responsible investment
organization) Healthy Market Initiative aimed at leveraging
institutional investment to improve obesity and nutrition-related
performance of food retailers and manufacturers in the UK.
World Global Food | Assess 250 of the world’s largest food and agricultural Agricultural inputs
Benchmarking and companies on their commitments across 3 key domains of the Agricultural products and
Alliance[4] Agriculture food system: environment, social inclusion and nutrition. commodities
Benchmark Animal proteins
Food and beverage
manufacturers
Food retailers
Restaurants
Food service
Food Plating Up Initiative to assess and measure food industry performance Food retailers Investors, businesses
Foundation[5] Progress across 10 major topics related to healthy, sustainable and just Contract caterers and food and governments
food systems through assessing the commitments, targets and service
performance reporting of major UK supermarkets and caterers, Casual dining and
quick service and casual dining restaurant chains restaurants
Wholesalers
INFORMAS[6] Business Initiative that benchmarks the nutrition-related policies, Food retailers Governments, academia
Impact commitments and practices of food and beverage companies, Quick service restaurants
Assessment | food retailers and quick service restaurants, developed based on | Food and beverage
(BIA) - ATNI methods and completed in several countries/jurisdictions manufacturers
Obesity (Australia, New Zealand, Canada, Malaysia, Belgium and parts of

ATNI, Access to Nutrition Initiative; BIA, Business Impact Assessment; ESG, environmental, social and governance; GRI, Global Reporting Initiative; INFORMAS,
International Network for Food and Obesity/NCDs Research, Monitoring and Action Support; PUP, Plating UP Progress; SASB, Sustainability Accounting
Standards Board; SD, standard deviation; WBA, World Benchmarking Alliance
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Table S2. Mean score of 529 ESG-Nutrition metrics,* grouped by ESG framework

ESG Frameworkt

ATNI ATNIUK | BIA-Obesity GRI GRI processed PUP SASB WBA
foods

N (%) 122 (23.1%) 91(17.2%) | 189(35.7%) | 4 (0.8%) 6 (1.1%) 18 (3.4%) 15 (2.8%) 84 (15.9%)
Metric Attributes, mean (SD)*

materiality 2.04 (0.78) 1.93(0.81) | 1.95(0.84) | 1.00(0.00) 2.33(0.72) 2.06 (0.93) 1.47 (0.86) 2.29 (0.74)
objectivity 2.22 (0.73) 1.89 (0.80) 2.33(0.74) 2.00 (0.00) 1.83 (0.64) 1.83 (0.62) 2.33(0.85) 1.71(0.74)
alignment 1.39 (0.84) 1.40 (0.84) | 1.32(0.81) | 1.50(0.76) 1.00 (0.00) 1.00 (0.00) 2.07 (0.94) 1.43 (0.77)
activity 1.80(0.79) 1.95 (0.91) 1.47 (0.74) 2.50(0.76) 2.50 (0.74) 2.83(0.62) 2.87 (0.59) 2.10(0.87)
resolution 1.14 (0.71) 1.00 (0.00) | 1.23(0.78) | 2.50(1.00) 2.50 (0.74) 1.78 (1.00) 2.87 (0.59) 1.24 (0.78)
verifiability 2.34(0.75) 2.35(0.75) 2.48 (0.71) 1.75(0.71) 1.67 (0.72) 2.17 (0.62) 1.60 (0.71) 2.38(0.81)
total score § 10.94 (1.20) 10.52 (1.21) | 10.77 (1.27) | 11.24(1.44) | 11.83(0.99) | 11.67(1.04) | 13.20(1.39) | 11.14(1.20)

* Metrics extracted across 4 broad domains: product healthfulness; product distribution and equity; product marketing and labeling; nutrition-related
governance. Metrics on topics related to employee health and wellness and workforce nutrition; food loss and food waste; food safety and non-food related
health hazards (chemical exposure, etc.) were excluded from this analysis. We also excluded general metrics related to strategy, governance, management,
and stakeholder engagement, unless health or nutrition was explicitly mentioned.
T ESG frameworks included non-governmental ESG reporting standards and food sector benchmarking and accountability initiative indices, and were selected
for this investigation based on the following criteria: Non-proprietary and publicly accessible; prescribes explicit measurement methods such as material
metrics or guiding questions to assist a company’s ESG disclosure; includes any mention of nutrition and health within framework; in English and published
between 2012 and 2022.
¥ Scoring delineations (1-3) for each scoring attribute provided in Table 1. Scoring was completed by two investigators, and any discordance in scoring was

discussed until consensus was reached

§ sum of six scoring attributes, all with equal weight. Theoretical range from 6 to 18.

ATNI, Access to Nutrition Initiative; BIA, Business Impact Assessment; ESG, environmental, social and governance; GRI, Global Reporting Initiative; PUP, Plating
UP Progress; SASB, Sustainability Accounting Standards Board; SD, standard deviation; WBA, World Benchmarking Alliance
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Table 3. Attribute scoring and rationale for illustrative* ESG-Nutrition metrics across four domains

Metrict Details for Metric Use | Scoring Criteria ¥ Framework Sub-Sector Scoring Attribute § Rationale for Score
212 |5 |18 |2
t |8 |E |2 |3 |28
] 2 ) i3] 2 k=
© ge) = < ] ©
> [e) < < =
Product Healthfulness
Assessment of the overall Details for Metric Use: ATNI manufacturing 3 3 3 3 1 Metric measures portfolio healthfulness based on
healthiness of the product | 1.select company's top five best selling product categories government-endorsed NPS (materiality: 3).
portfolio, measured as the | in up to 10 markets Straight-forward, without any subjective decisions
sales-weighted mean HSR 2. mean NPS score for each product category calculated required (objectivity: 3). References use of Heath
score: [value between 0 Star Rating for scoring overall healthiness of
and 100] product portfolio (alighment: 3). Metric about
business outputs (activity: 3), quantitative
(resolution).Challenging to collect data for HSR
scoring for products in portfolio, likely not publicly
or privately available (verifiability: 1).
Company has a target for, Details for Metric Use: PUP catering, 1 2 1 3 1 2 Metric has limited materiality in assessing overall
and reports on, a There is currently no clear consensus on the definition to be restaurants, product healthfulness -- animal products can be
percentage shift in protein | used for animal-based vs. plant-based protein sources. The retail healthy, plant-based can be unhealthy, and vice -
procurement or sales that | Maximum score can be applied for a target and performance versa. In addition, procurement doesn't
comes from animal vs data as long as the methodology is provided by the company necessarily translate to catering service and what
plant-based protein and both animal-based and plant-based data is included. Partial is consumed (materiality: 1). Requires subjective
sources dat? (for example data that on,lY refers to pIanF»basedl sales) decisions on what products falls into the plant vs.
achieve a score of 2. Less specific data around increasing the X R
product range or introducing new plant-based products achieve animal source (objectivity: 2). ). No reference to
2 score of 1. standards or frameworks for relevant targets
Scoring guidelines for quantitative metrics with specific (alignment: 1). Metric of targets and associated
targets: procurement/sales (measure: 2), Requires
3: Company has a clear target and is reporting against the target quantitative data, but metric given full points if
2: Company reports performance data but not a target, or has a any data is provided (resolution: 3). Targets are
target but is not reporting against the target publicly available, but not procurement/sales
1: Company recognizes the issue and has taken limited or (verifiability: 2).
isolated action
0: No evidence is found that a company recognizes the issue or
is taking action
Does the restaurant have Scoring Criteria: BIA-Obesity restaurants 1 2 1 1 1 3 Metric has limited materiality in assessing overall
commitments or taken 5: Does not fry foods, or commits to using non-hydrogenated product or service portfolio healthfulness -- frying
substantive action to vegetable oils and use of hydrogenated oils is a narrow aspect of
improving the healthiness | 0: No commitments / no information available to the research product healthfulness (materiality: 1). Fairly
of oils used in frying team objective metric, doesn't require subjective
foods/frying practices? decisions or assumptions, except for what is
(if applicable) classified as non-hydrogenated vegetable oils
(objectivity: 2). No reference to standards or
frameworks (alignment: 1). Metric around
business commitments (activity: 1), categorical
(resolution: 1). Commitment data generally
accessible from publicly available sources
(verifiability: 3).
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Product Distribution and Equity
Does the company’s policy | Details for Metric Use: BIA-Obesity | manufacturing, 3 2 3 1 1 3 Strong materiality for distribution and equity -
position support WHO’s ECHO Statement on Recommendation 1.2: Implement an restaurants, incentivizing consumption of healthier foods, and
position on fiscal policies effective tax on sugar-sweetened beverages. retail disincentivizing unhealthy foods (materiality: 3).
to make healthier foods Global Action Plan: consider economic tools that are justified by Provides specific references for defining what
relatively cheaper and lev1den'ce, and may Irl1clude taxes and su.lJb5|ld|es, that create relatively cheaper and more expensive means, but
unhealthy foods relatively incentives f_or behaviours assocna_t_ed with improved health unclear what constitutes healthy vs. unhealthy
. outcomes, improve the affordability and encourage S
more expensive, as tion of healthier food products and discourage the foods (objectivity: 2). References WHO Global Plan
. . consum .
articulated in the WHO P . p 8 for NCDs and ECHO Statement Recommendation
R consumption of less healthy options. K N
Global Action Plan for . - 1.2 (alignment: 3). Measure of company's
h £ Scoring criteria: lici i . cal
NCDs and t ? Report of . 10: Strong support (e.g., includes support for taxes on unhealthy po |C|es(comm|tments (aICt'V'tY'_l)’ categorica
the Commission on Ending foods, broadly defined, as well as subsidies for healthy foods) (resolution: 1). Company's policies should be
Childhood Obesity, 5: Weak support (e.g., includes support for taxes on unhealthy publicly available and relatively easy to access
Recommendation 1.2)? foods, narrowly defined, or subsidies for healthy foods) (verifiability: 3).
0: No details available
-10: Strongly opposed (e.g., opposes soft drinks tax or unhealthy
foods tax OR both taxes)
Is there evidence that the Scoring Criteria: ATNI UK retail 2 2 1 3 1 2 Metric has limited materiality as only focused on
company has done the Discounting 'wonky' or near expired fruit or vegetables fruit, vegetables and whole grains, rather than
following [price related Free fruit or vegetables for children in-store overall product healthfulness, but assess a range
interventions] on fruitand | Fun pack?ged fruit, veg or whplegralns for children of relevant retail price-based interventions
veg? More fruit, veg and wholegrains in meal deals . (materiality: 2). Subjective decisions on what is
Minimum number of fruit and veg and wholegrains promotions classified as fruit, vegetables and whole grains,
Other . . R
X X what constitutes increase/reduced promotions,
None/no information found . . L
N . . . . . and the level of evidence required (objectivity: 2).
Tick all options that apply with a maximum of 20 points being
. . No reference to relevant frameworks, standards or
possible to achieve X
codes (alignment: 1). Measure of company's
performance (activity: 3), categorical (resolution:
1). Evidence of company's interventions should be
available internally (verifiability: 2).
The company has a target Details for Metric Use: WBA catering, 2 1 1 2 1 3 Metric has limited materiality - focused on
to improve the Vulnerable groups include vulnerable and marginalised manufacturing, vulnerable population, as perceived by company,
accessibility of nutritious populations across countries as well as within countries and restaurants, (materiality: 2). Metric requires subjective
foods, especially for markets. V‘f'f‘erab'"t}/ toa hlgher ""Sk of malnutrlt'lon . retail decisions on the definition of "commercial
vulnerable groups, (unde'rnutrltlon, n‘utrlent deficiencies and overweight, obeS|.ty activities”, "affordability”, "nutritious food", and
through its commercial and dlet-lr)elated dlsehase‘s) comparedhto the general popuflatlon requires the company to decide what the target
activities and reports can vary by geograpny, income or ot €r soclo-economic actors vulnerable population (objectivity: 1). No
. . as well as by age and life stage. Depending on the form of
progress against this . . . . reference to relevant frameworks, standards or
t ¢ malnutrition, vulnerable groups can include infants, children, d i Y ‘ ot ¢
arget. women of reproductive age, the elderly and/or low-income or co es (alignment: ) easure ? company's targe
marginalised households (activity: 2), categorical (resolution: 1). Company
commitments and targets are likely relatively easy
to access in annual reports or online (verifiability:
3).
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Metrict Details for Metric Use | Scoring Criteriat Framework Sector Rationale for Score
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Product Marketing and Labeling
Does the company Scoring Criteria: BIA-Obesity retail 3 3 1 3 3 3 Assesses coverage and quality of voluntary
provide nutrition 10: Yes, comprehensive nutrition information (calories, sodium, product labeling, not just legal requirements
information online for saturated fat, total fat, sugar) for most (>80%) products, (materiality: 3). Caveat: nutrition information
own brand products? including on a per 100g/100ml basis included is not comprehensive or aligned with
7.5: Yes, comprehensive nutrition information (calories, sodium, latest scientific evidence. Straight-forward
saturated fat, total fat, sugar) for most (>80%) products, OR without any subjective decisions required
comprehensive nutrition information for all products per serving (objectivity: 3). No references to existing
only . . R
5: Comprehensive nutrition information for some (>50%) cod9§/standards (allgnme.nt_. 1. Measurt_-:'s p_roduct
products labeling performance (activity: 3), quantitative
2.5: Limited nutrition information (i.e. does not include calories, (res:oAIutAu-)n: 3). Publicly available online
sodium, saturated fat, total fat or sugar) for some (>50%) items verifiability: 3).
0: <50% of products or no information
Does the company Categorical Options (Tick All that Apply): ATNI UK retail 1 3 3 1 1 3 Metric has limited materiality as focused only on
commit to go beyond the Not to use fantasy/ cartoon/ character/ celebrity on any children, focuses on a narrow definition of health
Code of Non-broadcast products on any forms of media (including on pack, in store and (fat, salt, sugar content), and one narrow aspect of
Advertising and Direct & online) ) marketing (use of fantasy/cartoons/characters),
Promotional Marketing Not to use fantasy/ car'toon/ character/ celepnty for some rather than responsible marketing policy overall
(CAP Code) in terms of the | Products only. And/or in some forms of media only (materiality: 1). Objective metric, without
No/no information found . . .
use of assumptions required except for what constitutes
fan rtoon/char: r high in f It and/or r jectivity: 3).
.a .ttasy/cz t:o {c aracte For more details, please refer to the UK Code of Non-broadcast E 8 licit atf, salta r;l/o ?Lfa ° (Odbje/Ctt tz 321
|n.| S maf € |ng. o Advertising and Direct & Promotional Marketing (CAP Code). XP Icit reterence 1o existing ?0 es/stan 'ar s
children in relation to (alignment: 3). Measures business commitments
products classified as high (activity: 1), categorical (resolution:1). Companies
in fat, salt and/or sugars? will publish commitments in annual reports, or
online (verifiability: 3).
Concerning the form and Categorical Options: ATNI manufacturing 1 2 1 1 1 3 Metric is limited to advertising in schools (only
digital medium of Extend its commitment explicitly to new media primary and secondary school children), and no
advertisement in schools, marketing/advertising techniques in or related to schools reference to content of marketing or extent to
does the company: (Tick Include offering ‘educational materials’ only when in agreement which it is focused on healthfulness of foods
all that apply) with schools/parents in its commitment (materiality: 1). Somewhat objective metric,
Details for Metric U except for what constitutes "educational
e.ta." s.or etnc‘ se: . . . materials" and "agreement with schools/parents"
this indicator applies to commitments linked to primary and/or L X .
(objectivity: 3). No alignment with relevant
secondary schools R
frameworks, standards or codes (alignment: 1).
Measures business commitments (activity: 1),
categorical (resolution: 1). Companies will publish
commitments in annual reports, or online
(verifiability: 3).

O'Hearn M, et al. bmjnph 2023;0:e000600. doi: 10.1136/bmjnph-2022-000600



BMJ Publishilng Group Limited (BMJl) disclaims all liabjlity and r&sponsibilit¥

arising from any reliance

*metrics selected to illustrate the range of potential metrics and associated scores within each domain. Remainder of metrics and associated scoring provided in Table S2.

TMetrics extracted from 8 ESG frameworks across four broad domains: product portfolio healthfulness, production distribution and equity, marketing and labeling, and nutrition-related governance. Metrics on topics

related to employee health and wellness and workforce nutrition; food loss and food waste; food safety and non-food related health hazards (chemical exposure, etc.) were excluded from this analysis. We also excluded
general metrics related to strategy, governance, management, and stakeholder engagement, unless health or nutrition was explicitly mentioned.
F When available, details for metric use and scoring criteria for each metric were also extracted from each framework. This included definitions of specific terms used in the metric, details of guidelines or codes,
categorical options, and/or scoring criteria for that metric. For some frameworks and metrics, no additional guidance or scoring criteria were provided.
§ Scoring delineations (1-3) for each scoring attribute provided in Table 1. Scoring was completed in duplicate by investigators, and any discordance in scoring was discussed until consensus was reached.
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Nutrition-Related Governance
Who has formal Categorical options: ATNI manufacturing 3 3 1 2 1 2 Captures a priority topic for investors related to a
accountability for CEO or other senior Executive company's nutrition-related governance
implementing the Committee that reports to the Board or an Executive Manager (materiality: 3), objective question (objectivity: 3).
company's nutrition Senior manager one level below Executive No reference to relevant frameworks, codes, or
strategy and/or program? | Another less senior staff member standards (alignment: 1). Measures company's
No oversight assigned processes (activity: 2), categorical (resolution: 1).
No information Data on accountability may only be available
Details for Metric Use: internally (verifiability: 2).
Note that the accountable person is the individual who is
ultimately answerable for the activity or decision. This includes
“yes” or “no” authority and veto power. Only one accountable
person can be assigned to an action. "
Does the company publish | Scoring Criteria: BIA-Obesity | manufacturing, 2 3 1 2 1 3 Metric assesses company's disclosures of political
details of its political 10: Yes, information on national-level activity is publicly restaurants, donations, not the nature of what is being funded,
donations? (when not available (on a company website or document) OR declaration retail and its impacts on human health. However,
prohibited by government | ©of no activity in this area political donations are considered a priority topic
policy) 0: No for investors in capturing nutrition-related
governance (materiality: 2) Objective measure
(objectivity: 3), but without reference to relevant
frameworks, standards or codes (verifiability: 2).
Measure company's processes/operations
(activity: 2), Categorical(resolution:1). If published,
data should be accessible (verifiability: 3).
For nutrition Categorical options: ATNI manufacturing 2 2 1 2 1 2 Limited materiality - non-commercial, community
education/nutrition Yes, and these adapted programs have been designed by and/or engagement programming is considered less of a
literacy/healthy diet- (co)implemented with groups with relevant expertise and strong priority for governance than other topics. In
oriented/active lifestyle leadership in the process addition, filling nutrition needs of a company-
programs that aim to Yes, and some of these adapted programs have been designed defined priority population raises concerns about
reach priority populations, | PYand/or {co)implemented with groups with relevant expertise bias (materiality: 2). Requires subjective decisions
does the company and strong leadership in the process to differentiate between options for how
Company only offers own programs K " s
support or fund programs No information programs are designed, what "relevant expertise",
that are adapted to the Not applicable (i.e. this indicator is not relevant as no priorit: "co-implementation" and "strong leadership*
pp! p Y
specific needs, populations are reached) entails, as well as who priority populations are
background and level of (objectivity: 2), and no reference to relevant
nutrition literacy of these frameworks, standards or codes (alignment: 1).
groups? Measures company's processes related to
community engagement (activity: 2), categorical
(resolution: 1). Information on such processes is
likely only internally available (verifiability: 2).
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ATNI, Access to Nutrition Initiative; BIA-Obesity, Business Impact Assessment Obesity; CAP code, UK Code of Non-broadcast Advertising, Sales Promotion and Direct Marketing; CEO, chief executive officer; ECHO, Early
Childhood Obesity Prevention Program; ESG, environmental, social and governance; HSR, Health Star Rating; NCD, noncommunicable disease; NPS, nutrient profiling system; PUP, Plating UP Progress; WBA, World

Benchmarking Alliance, WHO, World Health Organization
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Table S4. Scoring results for 401 unique ESG-Nutrition metrics

= > > c >
- 5 £ £ 58| | 8| £
metric . . . . L H ) E= £ S 5 2
Metric Details for Metric use | Scoring Criteria [ 5 3] H = = 8
ID € = Q2 oo 5] [ &=
© [0} Q2 = < Q ]
i 2 o < < g
Product Healthfulness
Assessment of the overall healthiness of the 1 <l . five b i g o 1 ‘
product portfolio, measured as the sales- . select company's top five best selling product categories in up to 10 markets
1 ichted HSR - [value bet 0 2. mean NPS score for each product category calculated ATNI 3 3 3 3 3 1
weighted mean score: [value between HSR = Health Star Rating
and 100]
Assessment of the change in product portfolio
2 healthiness compared with the 2018 Product |based on Health Star Rating ATNI 3 3 3 3 3 1
Profile: [value between 0 and 100]
Assessment of the companies’ performance
within product categories, relative to lative t tition. M q ithi duct cat . | iehted
L s relative to competition. Measured as mean within-product category score for sales-weighte
3 competition, measured as the mean within- P P gory e ATNI 2 2 3 3 3 1
Health Star Rating (0-100)
product category score: [value between 0 and
100]
The company has set a target to reduce levels of salt/sodium in all relevant products/categories
The company has set a target to reduce levels of salt/sodium in some relevant
products/categories
No salt reduction target
No information
Not applicable (explain)
Has the company set a target to reduce levels ) N "
or achieve lower stated levels of salt/sodium The company has defined g SpeCIfI‘C ar.ld meas.u.rable ‘qufantnﬂa_b{e) target‘ .
. . The target encompasses either objective nutrition criteria or limits (sets limits per g/ml/kcal or
4 and, if so, in how many products or o . . o e ATNI 2 2 2 2 1 2
ies? Check all that v for baseli specifies a (mean) target value), or relative reduction criteria with full specification of the
categorles. eck a at apply Tor baseline baseline value
and target Year. The target is time-bound
The target is externally verifiable (does not rely on company-internal definitions or information
for verification)
The WHO Member States in WHA 66.10 have agreed on a voluntary global NCD target for a 30%
relative reduction in mean population intake of salt, with the aim of achieving a target of less
than 5 grams per day (approximately 2g sodium) by 2025.
Target aligns with WHO recommendation to eliminate industrially-produced trans fat in all
relevant products/categories
Target aligns with WHO recommendation to eliminate industrially-produced trans fat in some
o relevant products/categories
Has the company set a target to eliminate or |Target does not align with WHO recommendation
reduce industrially-produced trans fat in No trans fat reduction target
5 rialy-produ . ! 8 ATNL | 2 | 3 | 3| 2| 1| 2
accordance with WHO guidance? Check all No information
that apply for baseline and target Year. Not applicable (explain)
The company has defined a specific and measurable (quantifiable) target
The target encompasses objective criteria or limits based on percentage of energy or weight
The target is time-bound
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& || 2| | 8|3
The target is externally verifiable (does not rely on company-internal definitions or information
for verification)
WHO recommends that the amount of industrial trans fat (iTFA) in products does not exceed 2
g of iTFA per 100 g fat/oil globally by 2023
The company has set a target to reduce/reach lower levels of saturated fats for all relevant
products/sub-categories
The company has set a target to reduce/reach lower levels of saturated fats for some relevant
products/sub-categories
No saturated fat reduction target
Has the company set a target to reduce levels |ng information
or achieve lower stated levels of saturated fats|Not applicable (explain)
6 and, if so, in how many products or ATNI 2 2 1 2 1 2
categories? Check all that apply for baseline  |The company has defined a specific and measurable (quantifiable) target
and target Year. The target encompasses either objective nutrition criteria or limits (sets limits per g/ml/kcal or
specifies a (mean) target value), or relative reduction criteria with full specification of the
baseline value
The target is time-bound
The target is externally verifiable (does not rely on company-internal definitions or information
for verification)
Added sugar
Calorie
Not applicable
The company has set a target to reduce levels of added sugars/calories for all relevant
products/categories
Did the company set an added sugar target/ The company has set a target for levels of added sugars/calories for some relevant
. X products/categories
threshold or a calorie reduction target/ No sugar reduction/calorie reduction target
threshold? No information
Not applicable (explain)
7 Has the company set a target to reduce levels ATNI 2 2 1 2 1 2
or achieve lower stated levels of added The company has defined a specific and measurable (quantifiable) target
sugars/calories and, if so, in how many The target encompasses either objective nutrition criteria or limits (sets limits per g/ml/kcal or
products / categories? Check all that apply for Zpecilfies a (lmean) target value), or relative reduction criteria with full specification of the
. aseline value
baseline and target Year. The target is time-bound
The target is externally verifiable (does not rely on company-internal definitions or information
for verification)
Depending on the product portfolio, it may be relevant for the company to define either an
added sugar reduction target, or a calorie reduction target. Both types of reduction targets are
scored equally, and only one type of target is sufficient for a full score on this indicator.
Has the company set a target to increase In scope are fruits, vegetables, nuts and legumes in alignment with the WHO Healthy Diet fact
levels or achieve higher stated levels of fruits, sheet 394. This excludes starchy roots such as potato, sweet potato and cassava. Furthermore,
3 vegetables, nuts, and legumes and, of so, in constituents, isolates or extracts of a food are excluded. ATNI 2 2 5 2 1 2
how many products or categories? Check all The company has set a target to increase levels of FVNL in all relevant products/categories
that apply for baseline and target Year. The company has set a target to increase levels of FVNL in some relevant products/categories
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metric . . . . o 2 2 2 £ g 5 =
Metric Details for Metric use | Scoring Criteria Q o o H = = =
ID € ) 2 [Ty C [ =
® < a9 = < 4] o
No FVNL increase target
No information
Not applicable (explain)
The company has defined a specific and measurable (quantifiable) target
The target encompasses either objective nutrition criteria or goals (sets goals per g/ml/kcal or
specifies a (mean) target value), or relative criteria to increase FVNL with full specification of
the baseline value
The target is time-bound
The target is externally verifiable (does not rely on company-internal definitions or information
for verification)
The company has set a target to increase levels of whole grains in all relevant
products/categories
The company has set a target to increase levels of whole grains in some relevant
products/categories
No whole grains increase target
Has the company set a target to increase No information
levels or achieve higher stated levels of whole [Not applicable (explain)
9 grains and, if so, in how many products or ATNI 2 2 1 2 1 2
categories? Check all that apply for baseline  |The company has defined a specific and measurable (quantifiable) target
and target Year. The target encompasses either objective nutrition criteria or goals (sets goals per g/ml/kcal or
specifies a (mean) target value), or relative criteria to increase whole grains with full
specification of the baseline value
The target is time-bound
The target is externally verifiable (does not rely on company-internal definitions or information
for verification)
In the last 3 years, has the company invested Yes, aTcrf)ss multiple products or product categories
in or developed products with smaller Yes, limited to one type of product or product category
10 . . . . . No ATNI 1 2 1 3 1 3
packaging sizes or serving sizes, aimed to No information
improve consumer portion control? Not applicable
Does the company have a Nutrient Profiling
System (NPS), or multiple? (For information
only, i.e. not scored) if Yes: . .
11 Part2: Is an NPS used to guide new product Zes’ No, NO information ) ) ATNI 2 2 1 2 1 2
X or Part 3: Yes, No, No - another system used for that purpose, No information
development/(re)formulation?
Part3: Is the same NPS used to determine
which products can be marketed to children?
Yes, explicitly based on objective nutrition criteria, covering all products
Yes, but not all nutrition criteria are clearly defined or not all products are covered
) L No
12 Is the com'pany s definition of healthy No information ATNI ) 1 1 ) 1 )
products linked to the NPS used?
All products covered in the scope of the Corporate Profile are considered here. This excludes
specialty products such as BMS products, medical nutrition, weight-loss products, etc.
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metric
ID

Metric

Details for Metric use | Scoring Criteria

Framework

Materiality

Objectivity

Alignment

Activity

Resolution

Verifiability

13

In respect of the NPS that the company uses
to guide new product development or
(re)formulation, what type of system is used?

A formal internal NPS that calculates overall nutritional quality scores for each product, or
defines extensive product category-specific nutrition criteria

A pre-cursor to a full NPS, e.g. a tool to assess levels of salt, fat, sugar etc. and rates them high,
medium, or low, or above or below a threshold, but which does not calculate overall nutritional
quality

No system is in place

No information

ATNI

14

Does the company provide evidence that its
definition of healthy products or products that
meet its nutrition criteria, aligns with external
benchmarks? (tick all that apply)

Its definition of healthy products corresponds with the HSR* >=3.5 definition of healthy (smaller
than 10% deviation in estimated percentage of healthy products)

Its definition of healthy products is benchmarked by the company to external standards but the
deviation with HSR* >=3.5 criterion is larger than 10%

Its definition of healthy products is NOT benchmarked to external standards

For Products marketed to children, its nutrition criteria correspond with regional WHO criteria
for marketing to children or the percentage deviation of products meeting the both criteria is
smaller than 10%

For Products marketed to children, its nutrition criteria do NOT correspond with regional WHO
criteria for marketing to children or the percentage deviation of products meeting the both
criteria exceeds 10%

No information

*Benchmarking against the Nutri-Score NPS, considering all A and B products as healthy, is
considered equivalent. For benchmarking against other government-endorsed systems the
answer option ‘Its definition of healthy products is benchmarked by the company to external
standards but the deviation with HSR* >=3.5 criterion is larger than 10%’ will be selected if a
healthy threshold (equivalent) cannot be determined.

Regional Nutrient Profile Models to implement recommendations on the marketing of foods
and non-alcoholic beverages to children have been defined by the World Health Organization
for all regions (except for Africa

For this indicator, only two answer options can be selected — one of the first three options and
one of the remaining two options. In case companies commit to not market any products to
children, the relevant answer option is ‘its nutrition criteria correspond with regional WHO
criteria for marketing to children or the percentage deviation of products meeting the both
criteria is smaller than 10%’

ATNI

15

Which products and categories are covered by
the company’s NPS?*

All products and product categories
Some products and product categories
No products and categories (no NPS)
No information

ATNI

16

What types of food components does the
company’s NPS assess?

Both positive and negative food components

Negative food components only

None (no NPS)

No information

Not applicable. Note: If a company explicitly applies the WHO regional models or other
government-endorsed models as its NPS and which does not include positive food components,
‘not applicable’ should be selected, to avoid a sub-optimal assessment. Please note that for a

company’s own NPS, which may be based on WHO or other guidelines, this does not apply.

ATNI
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Yes, meeting nutrition criteria in its NPS
Does the company fortify only products of Yes, meeting other nutrition criteria
17 high underlying nutritional quality, i.e. No ATNI 1 1 1 2 1 2
meeting certain nutrition criteria? No information
Not applicable
Does the company publicly state that its ) . . ) o
approach to formulation or reformulating International, national or regional (e.g. EU) dietary guidelines
18 - A R No commitment to reformulating products or no information ATNI 3 2 2 1 1 3
products is aligned to (inter)national (or Not applicable
regional, e.g. EU) dietary guidelines?
Does the company base its approach to ) ) )
fortification of products aimed at addressing | Yesi No; No information; Not applicable
undernutrition on international guidance on
19 fortificati i 6. CODEX CAC Gng 1987 and Additional information: WHO/FAO Guidelines on Food Fortification with Micronutrients: ATNI 1 2 2 2 1 2
ortification (i.e. A / - an For this indicator to be scored, both guidelines should be followed, or it should be clear that
the WHO/FAO Guidelines on Food their approach is equivalent.
Fortification with Micronutrients)?
. _— All brands it sells, i.e., own-brand, white-label and manufacturer brands
To which brands does the NPM or similar tool s ’
20 Iv? Its own-brand products ONLY ATNI UK 1 2 1 2 1 2
apply: No/ no information found
All products and product categories
Some products and product categories
No NPM/ no information found
Which products and categories are covered b
21 produc B0 4 . . ATNIUK | 1 | 2 1] 2 1] 2
the company’s NPM or similar tool? For the highest score, a company must show that all its products developed and/or
reformulated are guided by its NPM or similar tool. Exclusion of products and product
categories will reward the second answer option unless the company can explain the reason for
exclusion.
Product formulation and marketing
2 How. <.:|oes the company use the nutrient Product fornjulfation or marketing . ATNI UK ) ) 1 2 1 )
profiling model? Other more limited uses (e.g. FOP labelling, healthy logo, healthy checkouts, % of sales)
No/no information found
Current PHE ambition (20% reduction by 2020, from 2015 baseline) to all PHE categories (as
relevant to retailer’s range)
Current PHE ambition from 2017 baseline to some but not all PHE categories
. . A different target and/or using a different baseline
To which sugar reduction targets has the
23 garn 8 No/no information found ATNIUK | 2 | 3 | 3 | 1 1| 3
company committed?
Note that with regards to its sugar reduction programme, PHE will publish a progress report in
2021, as the current programme runs until the end of 2020. PHE sugar reduction ambitions
cover nine food categories that most contribute to the intakes of children (aged up to 18).
PHE 2024 ambition from 2017 baseline to all PHE categories (as relevant to retailer’s range)
PHE 2024 ambition from 2017 baseline to some but not all PHE categories
A different target and/or using a different baseline
22 To which calorie' reduction targets has the No/no information found ATNI UK 2 3 3 1 1 3
company committed?
Calorie reduction targets set by PHE are as follows: 10% calorie reduction from 2017 for most
categories relevant to retailers and branded products; 10% reduction for children’s meal
bundles; crisps and savoury snacks (5%), sandwich category (5%).
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PHE targets for 2024 to all PHE categories (as relevant to retailer’s range)
PHE targets for 2024 to some but not all PHE categories
Earlier PHE target (i.e. 2017 targets against 2014 baseline) to all PHE categories (as relevant to
retailer’s range)
Earlier PHE target (i.e. 2017 targets against 2014 baseline) to some but not all PHE categories
To which salt/sodium reduction targets has A different target and/ or using a different baseline
25 ) No/no information found ATNI UK 2 3 3 1 1 3
the company committed?
Note that PHE targets are absolute not relative to a baseline year and indicate reduction targets
for salt/sodium per 100g.
There are 2024 salt reduction targets for 11 food categories (24 sub-categories), based on the
10 most popular food groups purchased in the eating out, takeaway and delivery sector with
the addition of a specific target for children’s meals.
The company has set a target and baseline to reduce saturated fats for all relevant products or
categories
The company has set a target and baseline to reduce saturated fats for some but not all
Has the company set a target and/or baseline | elevant products
. The company has set a target but no baseline to reduce saturated fats for all relevant products
to reduce levels or achieve lower stated levels )
26 . . The company has set a target but no baseline to reduce saturated fats for some but not all ATNI UK 2 2 2 2 1 2
of saturated fats and, if so, in how many
relevant products
products or categories? No/no information found
The Scientific Advisory Committee on Nutrition (SACN) advice states that saturated fats should
be reduced to no more than about 10% of dietary energy.
Yes, explicitly to less than 2g per 100g of fats/oils for 2023 or sooner
Yes, explicitly to less than 2g per 100g of fats/oils but beyond 2023
Has the company set a target and timeline to |yes, but not explicitly to less than 2g per 100g of fats/oils
reduce (or to maintain if the target has No/no information
27 already been achieved) the level of industrial ATNI UK 2 3 3 2 1 2
trans fats (iTFA) in relevant products to <2g Note that as PHE does not have an iTFA reduction programme, ATNI recommends the industry
iTFA per 100g of fats/oils? to align with global trans fat elimination targets set by the World Health Organisation.
WHO recommends that the amount of industrial trans-fat (iTFA) in products does not exceed 2g
of iTFAs per 100g fat/oil globally by 2023.
Yes
No/ no information found
6.1 Has the company made a commitment to
28 increase levels or to achieve a higher level of |Note that PHE has not set such targets therefore these indicators are not linked to a PHE ATNI UK 2 2 1 1 1 3
F&V in its packaged products? programme.
In scope would be: fresh, canned or frozen fruit and vegetables; dried fruit; fruit juice,
vegetable juice or smoothie; beans and pulses. For more detail please refer to NHS guidance.
The company has set a target and baseline for all relevant products
Has the company set a target level for F&V in |The company has set a target and baseline for some but not all relevant products
29 its product categories, which it aims to The company has set a target, but no baseline, for all relevant products ATNI UK 2 2 1 2 1 2
achieve? The company has set a target, but no baseline, for some but not all relevant products
No/no information found
Has the company made a commitment to Yes
30 increase levels or to achieve a higher level of |No/no information found ATNI UK 2 2 1 1 1 3
wholegrains in its packaged products?
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Verifiability

Note that PHE does not have a wholegrain enhancement programme.
ATNI follows the Australia and New Zealand Food Standards definition: ‘Wholegrain food is any
food which uses every part of the grain including the outer layers, bran and germ.’

31

Has the company set a target level for
wholegrains in product categories, which it
aims to achieve?

The company has set a target and baseline for all relevant products

The company has set a target and baseline for some but not all relevant products
The company has set a target, but no baseline, for all relevant products

The company has set a target, but no baseline, for some but not all relevant products
No/no information found

ATNI UK

32

Has the company committed to offer smaller-
sized portions/lower serving size on products
not meeting the company's healthy
standards?

Yes, clear comprehensive programme of portion reduction

Yes, clear comprehensive programme for serving-size reduction
No/no information found

Tick all that apply.

PHE acknowledges that reformulating product recipes and/or reducing portion sizes can help
consumers lower their intake of those nutrients that contribute to poor health.

Portion reduction refers to reducing size of products in single-portion packs.

Serving size reduction refers to reducing size of servings of products in multi-portion packs.

ATNI UK

33

What progress has the company made in
achieving its sugar reduction targets?

On track to meet PHE ambition for 2020

Some explicit progress made towards PHE ambition(s) since previous year/reporting period
Some progress but not explicitly linked to target (e.g. tonnage) or towards own (not PHE)
targets

No progress since last year/no target/ no information found

Note that with regards to its sugar reduction programme, PHE will publish a progress report in
2021, as the current programme runs until the end of 2020.

PHE sugar reduction ambitions cover nine food categories contributing most to the intakes of
children (aged up to 18).

ATNI UK

34

What progress has the company made in
reducing sugar levels in its own-brand soft
drinks?

No own-brand soft drinks now subject to SDIL
Reduction in number of own-brand soft drinks subject to SDIL
No progress/no information found

SDIL refers to the UK Soft Drinks Industry Levy that applies to the producers and importers of
soft drinks containing added sugar.

ATNI UK

35

What progress has the company made in
achieving its calorie reduction targets?

On track to meet PHE ambition for 2024

Some explicit progress made towards original PHE ambition(s) since previous year/reporting
period

Some progress but not explicitly linked to ambition (e.g. tonnage) or towards own (not PHE)
targets

No progress since last year/no target/no information found

PHE calorie reduction ambitions for 2024 against a 2017 baseline were announced in 2018
(originally with a 20% ambition) and modified in 2020 (with a 5% or 10% ambition depending on
category).

ATNI UK

36

Has the company achieved its target to reduce
levels or to achieve a lower specified level of
salt/sodium?

Completely achieved

On track to meet the 2017 PHE target for salt/sodium reduction

Some explicit progress made towards PHE ambition(s) since previous year/reporting period
Some progress but not explicitly linked to target (e.g. tonnage) or towards own (not PHE)
targets

ATNI UK
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No progress since last year/no target/no information found
New salt reduction targets were published by PHE in September 2020 and include a target for
salt/sodium per 100g. ATNI will assess commitment indicators against the latest targets, but will
only assess performance against the former targets (those set in 2017) to provide retailers with
a reasonable window of time for adjustment.
Completely achieved
On track to meet its target
Some explicit progress made towards target since previous year
37 What progress has the company made in Some progress but not explicitly linked to target ATNI UK ) ) 3 3 1 )
achieving its saturated fats target? Not on track to meet its target/no progress since last year/no target/no information found
The Scientific Advisory Committee on Nutrition (SACN) advice states that saturated fats should
be reduced to no more than 10% of dietary energy.
Completely achieved
Has the company achieved its target to reduce |on track to meet its target/some progress made
38 the level of industrial trar?s fats (iTFA) in Not on track to meet its target/no progress since last year/no target/no information found ATNI UK 2 2 3 3 1 2
relevant products to <2g iTFA per 100g of
fat/oil? WHO recommends that the amount of industrial trans-fat (iTFA) in products does not exceed 2g
of iTFA per 100g fat/oil globally by 2023.
Has the company achieved its target to Completely achieved
increase levels or to achieve a higher stated  |On track to meet its target/some explicit progress made towards target since previous year
39 . . NI ATNI UK 2 1 1 3 1 2
level of fruits and vegetables in its packaged |Some progress reported but not explicitly linked to target
products? Not on track to meet its target/no progress since last year/no target/no information found
Has the company achieved its target to Completely ECh'eYEd . .
40 increase levels or to achieve a higher stated On track to meet its target/some progress fnade SINEE PIEVIOUS year ATNI UK 2 1 1 3 1 2
s Some progress reported but not explicitly linked to target
level of wholegrains in its packaged products? No progress since last year/no target/no information found
On track to meet its targets for both portion and serving size reductions
On track to meet its targets for either portion or serving-size reductions
Some evidence of both portion and serving size reduction but not linked to target
Some evidence of either portion or serving size reduction but not linked to target
Does the company provide any evidence of No progress since last year/no target/no information found
41 having reduced portions/serving size for less ATNI UK 2 1 2 3 1 2
healthy products? PHE acknowledges that reformulating product recipes and/or reducing portion sizes can help
consumers lower their intake of those nutrients that contribute to poor health.
Portion reduction refers to reducing size of products marked as providing one portion.
Serving size reduction refers to reducing size of servings within a product marked as providing
more than one portion.
Evidence of extensive engagement
Evidence of initial engagement
Does the company provide any evidence of No/no information found
42 engaging with n?anUfac_turers of br?':]ded A company must show evidence of engagement with manufacturers with the intention to ATNI UK 1 1 1 2 1 1
products about improving the nutritional . o . ,
. X improve the nutritional quality of manufacturers’ branded products, whether by R&D,
quality of their products? reformulation, or portfolio development already realised or by targets/plans to do so in the
future. Evidence of extensive engagement would include examples of such engagement and its
results. This can be either through reducing negative components (e.g. sugar, salt/sodium, fat)
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or through increasing positive components (e.g. fruit, vegetables, nuts and legumes). Please
indicate which of the two tactics above is used (information only).
Yes, including to children under the age of 18
Yes, but only to children under the age of 16
No/no information found
Has the company committed to stop sellin
43 ompany cc pseling A A A A ATNIUK | 1 | 2 | 2 | 1 | 1| 3
energy drinks to children? The July 2019 Prevention Green Paper announced ending the sale of energy drinks to children
under the age of 16 as part of its Childhood Obesity Strategy. No statutory ban is in place as of
October 2020. Thus, a voluntary commitment is still relevant — and retailers could, in any case,
extend this to children up to age 18.
Yes, including children under the age of 18
Yes, only to children under the age of 16
a4 Does the company provide evidence of ending [No/no information found ATNI UK 1 ) 1 3 1 )
the sales of energy drinks to children?
Evidence could include internal communications instructing staff about energy-drinks sales
policy.
Yes, clear and timebound
Yes, clear but not timebound
Has the company set targets to increase sales ‘;‘es/, W'FthUt S":',AR-; elercr;ents
45 of healthy products and/or decrease sales o/no information foun ATNI UK 3 1 1 2 1 2
from less healthy products? Clear and timebound means with a baseline year and a target.
Note that Topic 3 has indicators relating to targets for specific food components; the focus here
is on the aggregate measures.
Yes, clear and timebound
Has the company set targets to increase sales zes, Cliir bl;tsr'::;;?elboum:
46 of (fresh, dried, tinned/canned and frozen) €3, Without SVt elements ATNI UK 2 1 1 2 1 2
fruit and tables? No/no information found
ruit and vegetables?
Clear and timebound means with a baseline year and a target.
. . Completely achieved
Has the company achieved its targets related
47 toi . P |y £ fruit and g? Some progress made since previous year ATNI UK 2 2 1 3 1 2
O InCreasing sales ot Truit and veg: No/no information found
Can the company provide evidence of having |YeS also ‘fe'ati"e to _‘)"era” sales
increased the sales of healthy packaged Yes, relative to previous year’s sales of healthy products
48 3 v P .g No/no information found ATNI UK 2 1 1 3 1 2
products relative to other products in the last
financial year? The information provided here should apply to food retail operations in the UK as a whole.
Can the company provide evidence of having |yes
49 increased the sales of fruit and vegetables No/no information found ATNI UK ) ) 1 3 1 )
(fresh, dried, tinned/canned and frozen) in the
last financial year? The information provided here should apply to food retail operations in the UK as a whole.
Yes
Has the percentage of sales volumes subject Sales volume subject to SDIL already 0 in previous financial year
. ] . N inf tion found
50 to the SDIL decreased in the last financial o/no information foun ATNI UK 2 3 2 3 1 1
year? SDIL refers to the UK Soft Drinks Industry Levy that applies to the producers and importers of
soft drinks containing added sugar.
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This indicator refers not only to own-brand products, but also to manufacturer-brand products.
The amount paid for the SDIL by the company was already zero in the last financial year
. Yes
Has the amount the company has paid for the
51 , panyhas p No/no information found ATNIUK | 1 | 3 | 2 | 3 1] 2
SDIL decreased in the last financial year?
Only applicable to own-brand products.
Yes, without adaptations
Yes, with adaptations
Does the company commit to use the Food No/no information found
55 Standards Agency 2004-2005 NPM without ATNI UK ) ) 3 1 1 3
adaptations to assess products’ nutritional If the company uses the Food Standards Agency 2004-2005 NPM without adaptations to assess
quality? products’ nutritional quality, it is awarded full points for this Performance section and the rest
of the indicators about the model design are automatically disabled, apart from indicator 5 in
this topic.
Both ‘positive’ components and ‘negative’ components
Negative food components only
53 What typ,es of food components does the None (no NPM)/no information found ATNI UK 1 ) 1 2 1 )
company’s NPM assess?
Positive components include fibre, protein, fruit, vegetables and nuts/legumes
Negative components include energy, saturated fat, sugars and salt/sodium
. Overall nutritional quality score on a sliding scale
What type of score/rating does the
54 Yp. / g High/medium/low or red/amber/green indication for only some nutrients/food components ATNI UK 1 3 1 2 1 2
NPM/similar tool generate for each product? ) )
None (no NPM) or no information found
10: Yes, specific national-level commitments/objectives that are publicly available or specific
Does the company publish a comprehensive  |global commitments/objectives that include specific reference to the country or market in
set of commitments or objectives related to ~ [duestion ) o - )
new product development and reformulating 7.5: Ygs, specific globa! comm_|tments/object|ves that could specifically apply to the country in
. L . . question that are publicly available BIA-
55 its existing products with respect to reducing |_. o - : o ’ ’ . 1 1 1 1 1 2
h N ¢ d | 5: Has specific national-level commitments/objectives, but not publicly available Obesity
the nutrients of concern and energy (salt, 2.5: Has national or global-level commitments/objectives in this area that are available publicly,
saturated fats, trans fats, free sugar and but these commitments/objectives are vague and non-specific OR has global
kilojoules)? commitments/objectives but not publicly available
0: No commitment/ no policy information available to the research team
Is the company a signatory to national and/or )
global industry initiatives on product 5: Yes, and noted on company website / z_annual reports _
. . . 2.5 Yes, but not noted on company website / annual reports (e.g. government/ NGO/ industry BIA-
56 reformulation or do they commit to national o ) ) A . 2 2 2 1 1 3
organisation’s website or disclosed directly to INFORMAS) Obesity
voluntary government programs on product 0: No / no information
reformulation (where applicable)?
10: Set SMART targets or provided detailed evidence of having taken significant action in all key
Has t_he comp:?my SEt. a targEt/targ_Ets or categories/subcategories, published
provided detailed evidence of having taken 5: Targets (not necessarily SMART) set or significant action taken in some key products/sub-
57 significant action to reduce/reach lower levels |categories / not published BIA- ) ) 1 2 3 )
of salt/sodium in products, and is applicable to|2.5: General commitment to reducing levels of salt/sodium in products (vague or global level Obesity
the country in question? Provide baseline only), published or disclosed to INFORMAS team
year, target year, and targets. 0: No target / no information
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Has t'he compa.my Set. a target/targets or 10: Set a target or provided detailed evidence of having taken significant action to eliminate
provided detailed evidence of having taken trans fat in all relevant categories/subcategories, published
significant action to reduce artificial trans fat  |5: Set a target or taken significant action to eliminate/reduce in some relevant products/sub- BIA-
58 added to products during the manufacturing |categories / not published Obesit 2 2 1 2 3 2
process, and is applicable to the country in 2.5: General commitment to reducing/eliminating use of trans fats in products (vague or global esity
question? Provide baseline year, target year, |level only), published or disclosed to INFORMAS team
and targets 0: No target / no information
Has the company set a target/targets or 10: Set SMART targets or provided detailed evidence of having taken significant action in all key
provided detailed evidence of having taken ~ |categories/subcategories, published o o
significant action to reduce/reach lower levels 5: Targets (not necessarily SMART) set / taken significant action in some key products/sub- BIA-
59 fg turated fat di licable to th categories / not published Obesit 2 2 1 2 3 2
orsa ur? edra S., an? IS app Ica e_ othe 2.5: General commitment to reducing use of saturated fats in products (vague or global level esity
country in question? Provide baseline year, only), published or disclosed to INFORMAS team
target year, and targets. 0: No target / no information
Has the company set a target/targets or 10: Set SMART targets or provided detailed evidence of having taken significant action in all key
provided detailed evidence of having taken  |Categories/subcategories, published o o
significant action to reduce/reach lower levels 5: Targets (not necessarily SMART) set / taken significant action in some key products/sub- BIA-
60 . . categories / not published . 2 2 1 2 3 2
of free sugars, and is applicable to the country . ) ) ] Obesity
X X . . 2.5: General commitment to reducing use of free sugars in products (vague or global level only),
in question? Provide baseline year, target published or disclosed to INFORMAS team
year, and targets. 0: No target / no information
Does the company have a target/targets or 10: Set SMART targets or provided detailed evidence of having taken significant action in all key
provided detailed evidence of having taken  |Categories/subcategories, published o o
significant action to reduce the portion size / 5: Targets (not necessarily SMART) set / taken significant action in some key products/sub- BIA-
61 5 : P R categories / not published A 2 2 1 2 3 2
energy content of single serve snacks, and is . : . L . Obesity
! . o N 2.5: General commitment to reducing portion size / energy content in products (vague or global
app||(.:ab|e to the country in question? Provide e | only), published or disclosed to INFORMAS team
baseline year, target year, and targets. 0: No target / no information
L 10: Uses government guidelines/government endorsed classification system (where available)
Wha_t _‘WSt.em / criteria (e'g".prOdUCt_ . 7.5: Publicly available system, developed in consultation with experts and in line with
classification system or nutrient profiling government guidelines, published in peer reviewed literature
system) does the company use to classify the |s: Publicly available system, developed in consultation with experts and in line with BIA-
62 healthiness of products for the purposes of government guidelines (not published in peer reviewed literature) Obesit 2 2 2 2 2 2
product development / reformulation? If a 2.5: Publicly available system with no details of development/alignment with government esity
proprietary NPS, detail which products guidelines OR not publicly available but developed in consultation with experts and aligned with
nutrients and food characteristics are covered |80vernment guidelines
0: No information / poor alignment / does not have a system
10: Clear and specific commitment to increase the proportion of healthy products across
portfolio, published and applied nationally
7.5: Clear and specific commitment to increase the proportion of healthy products across
Does the company have a policy to increase portfolio, not published and applied nationally
. . |5: General commitment to increasing the number of healthy products across the portfolio, BIA-
63 the number/proportion of healthy products in ) ) . 3 1 1 1 1 2
; s published, global or national. Obesity
the company’s portfolio? 2.5: General commitment to increasing the number of healthy products across the portfolio,
not published, global or national.
0: No commitment / no information
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10: Yes, specific national-level commitments/objectives that are publicly available or specific
Does the company publish a comprehensive |global commitments/objectives that include specific reference to the country or market in
set of commitments or objectives related to ~ [duestion - ] o - )
new product development and reformulating 7.5: Yfes, specific globa'l comm'ltments/objectlves that could specifically apply to the country in
. .. R R question that are publicly available BIA-
64 its existing products with respect to reducing i ) . - ’ . : 1 2 1 1 1 2
N 5: Has specific national-level commitments/objectives, but not publicly available Obesity
the nutrients of concern and energy (salt, 2.5: Has national or global-level commitments/objectives in this area that are available publicly,
saturated fats, trans fats, free sugar and but these commitments/objectives are vague and non-specific OR has global
kilojoules)? commitments/objectives but not publicly available
0: No commitment/ no policy information available to the research team
Is the company a signatory to national and/or )
global industry initiatives on product 5: Yes, and noted on company website / 'flnnual reports '
. . . 2.5 Yes, but not noted on company website / annual reports (e.g. government/ NGO/ industry BIA-
65 reformulation or do they commit to national R ) ) ) . 1 2 2 1 1 2
organisation’s website or disclosed directly to INFORMAS) Obesity
voluntary government programs on product 0: No / no information
reformulation (where applicable)?
Has t'he compa.my Set. a target/targets or 10: Set a target or provided detailed evidence of having taken substantive action to eliminate
provided detailed evidence of having taken artificial trans fat in all relevant categories/subcategories, published
significant action to reduce artificial trans fat  |5: set a target or provided detailed evidence of having taken substantive action to BIA-
66 added to products during the manufacturing |eliminate/reduce in some relevant products/sub-categories / not published Obesit 2 2 1 2 3 2
process, and is applicable to the country in 2.5: General commitment to reducing/eliminating use of trans fats in products (vague or global esity
question? Provide baseline year, target year, [levelonly), publls.hed or d{sclosed to INFORMAS team
and targets. 0: No target / no information
Has the company set a target/targets or
provided detailed evidence of having taken 5: §et SMART target or provided-detailed eyidence of having taken substantive action for
- . children’s meals, published (2.5 if not published, or not SMART)
significant action to reduce/reach lower levels ) . ) ) . ) BIA-
67 f saturated fat di licable to th 5: Set SMART target or provided detailed evidence of having taken substantive action for other Obesit 2 2 1 2 3 2
orsa ure? edta Sf andis a‘?p Ica e. othe relevant products/sub-categories, published (2.5 if not published, or not SMART) esity
country in question? Provide baseline year, 0: No target / no information
target year, and targets.
Does the restaurant have commitments or
taken substantive action to improving the 5: Does not fry foods, or commits to using non-hydrogenated vegetable oils BIA-
68 . . . . . . - : 3 . 1 2 1 1 1 3
healthiness of oils used in frying foods/frymg 0: No commitments / no information available to the research team Obesity
practices? (if applicable)
Has the company set a target/targets or
provided detailed evidence of having taken 5: .Set SMART target o.r provided.detailed e.vidence of having taken substantive action for
- . children’s meals, published (2.5 if not published, or not SMART)
significant action to reduce/reach lower levels ) . ) . . ) BIA-
69 £ di licable to th £ 5: Set SMART target or provided detailed evidence of having taken substantive action for other Obesit 2 2 1 2 3 2
_o ree s.ugars, an. IS app IFa € tothe country | o javant products/sub-categories, published (2.5 if not published, or not SMART) esity
in question? Provide baseline year, target 0: No target / no information
year, and targets.
Does the company have a target/targets or
provided detailed evidence of having taken St}slzt SMART tlargetbolr Erc;viczjesdfetailedb?vi;je;ce of hasv':/rlf;_ali—ken substantive action for
substantive action to reduce portion size / chridren’s meals, publishe ( =1 n°t,pu 'SA ed, or not A ) . ) BIA-
70 tent. and i licable to th 5: Set SMART target or provided detailed evidence of having taken substantive action for other Obesit 2 2 1 2 3 2
energy CF)n ent, .an IS ap;? Icable 9 e relevant products/sub-categories, published (2.5 if not published, or not SMART) esity
country in question? Provide baseline year, 0: No target / no information
target year, and targets.
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Does the company commit to not provide free |5: Yes BIA
71 refills for caloric soft drinks / soda? 0: No commitment / no policy information available to the research team Obesit 1 1 1 1 3
(ONLY IF APPLICABLE) N/A if no free refills available esity
Does the company have a policy that
‘assigned’ or ‘default’ drink items included as |5: Yes, healthy drink items are assigned by default for all children’s combination meals BIA-
72 part of children’s combination meals are 2.5: Yes, healthy drink items are assigned by default for some children’s combination meals . 2 2 1 1 1 3
. : ; - ) ) Obesity
healthy items (e.g., water)? 0: No commitment/ no policy information available to the research team
(ONLY IF APPLICABLE)
Does the company have a policy that
‘assigned’ or ‘default’ drink items included as o . . o
. . )’ L 5: Yes, healthy drink items are assigned by default for all non-children’s combination meals BIA-
73 part of ‘non-children’s’ combination meals are | ) S ) ) ) 2 2 1 1 1 3
i 0: No commitment/ no policy information available to the research team Obesity
healthy items (e.g., water)?
(ONLY IF APPLICABLE)
Does the company have a policy that ) ,
‘assigned’ or ‘default’ side items included as | Yes: for a”,Ch'ldrer_’ s meals o i
. , - 2.5: Children’s combination meals offer healthy side items as one of the options, but not the BIA-
74 part of children’s combination meals are default Obesity 2 2 1 1 1 3
healthy items (e.g., salad, fruit, vegetables)? 0: No commitment/ no policy information available to the research team
(ONLY IF APPLICABLE)
Does the company have a policy that
‘assigned’ or ‘default’ side items included as  |5: Yes, for other meals (non-children’s meals) BIA-
75 part of ‘non-children’s’ combination meals are |2.5: if other meals offer ‘healthier’ as one of the options, but not the default . 2 2 1 1 1 3
. : . o . . Obesity
healthy items (e.g., salad, vegetables)? 0: No commitment/ no policy information available to the research team
(ONLY IF APPLICABLE)
Is the company a signatory to national and/or )
global industry initiatives on product 5: Yes, and noted on company website / ctannual reports )
. . . 2.5 Yes, but not noted on company website / annual reports (e.g. government/ NGO/ industry BIA-
76 reformulation or do they commit to national o ) ) ; . 1 2 2 1 1 3
organisation’s website or disclosed directly to INFORMAS) Obesity
voluntary government programs on product 0: No
reformulation (where applicable)?
10: Set SMART targets or provided detailed evidence of having taken substantive action in all
Has the company set a target/targets or key categories/subcategories, published
provided detailed evidence of having taken 5: Targets (not necessarily SMART) set or substantive action taken in some key products/sub- BIA-
77 substantive action to reduce/reach lower categories / not published Obesit 2 2 1 2 3 2
levels of salt/sodium in products? Provide 2.5: General commitment to reducing levels of salt/sodium in products (published or disclosed esity
baseline year, target year, and targets. to INFORMAS team)
0: No target / no information
Does the company have a target/targets or 10: Set SMART targets or provided detailed evidence of having taken significant action in all key
provided detailed evidence of having taken ;a'frego”es/subcateg"”ej' ’;i;’/';;:ed cen sianifi o . g .
significant action to reduce the portion size / : arggts (not necessarily ) set / taken significant action in some key products/sub- BIA-
78 £ singl K di categories / not published Obesi 2 2 1 2 3 2
ener.gy content of single S_erve Sna.c S, an '_S 2.5: General commitment to reducing portion size / energy content in products (vague or global esity
applicable to the country in question? Provide level only), published or disclosed to INFORMAS team
baseline year, target year, and targets. 0: No target / no information
- 10: Uses government guidelines/government endorsed classification system _
79 V:/haFf_SyS:.em / c?te”a (e.gt.,.pr(iductf_l. 7.5: Publicly available system, developed in consultation with experts and in line with OElA't 2 2 2 2 2 2
classitication system or nutrient protiling government guidelines, published in peer reviewed literature esity
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system) does the company use to classify the |5: Publicly available system, developed in consultation with experts and in line with
healthiness of products for the purposes of government guidelines (not published in peer reviewed literature)
own-brand product development / 2.5: Publicly available system with no details of development/alignment with government
. . . guidelines OR not publicly available but developed in consultation with experts and aligned with
reformulation? If a proprietary NPS, detail A
. i government guidelines
which products, nutrients and food 0: No information / poor alighment / does not have a system
characteristics are covered
Steps required to report:
1. identify all consumer product food categories in the company portfolio.
2. identify the number of products in each food category which has been lowered in saturated
fat, trans fats, sodium and sugars (in total and with sugar substituted by artificial sweetener.
percentage of total sales volume of consumer 3y'1 CaIcuI?te thedp.ercentage fototal salefs vquTie of co;sumer F(J.roductls, bz plio:uct category,
that are lowered in saturated fat, trans fat, soidum and sugars (in total and with sugar
80 prOdUCts_' by product category, that are. substituted by artificial sweetener). ¢ ¢ GRI-Food 2 2 1 3 3 2
lowered in saturated fat, trans fat, sodium and 4. Report te percentage of total sales volume of consumer products, by product cateogry, that
added sugar are lowered in saturated fats, trans fats, sodium and sugars (in total and with sugar substituted
by artificial sweetener.)
5. report the organization's definition of lowered saturated fat, trans fats, sodium, and sugars.
6. report on the policy on nutrition and health when reporting the DMA for the Aspect of
Customer Health and Safety
Steps required to report:
1. identify all consumer product food categories in the company portfolio.
2. identify the sales volume of consumer products in each food category which contains
increased nutritious ingredients like fiber, vitamins, minerals, phytochemicals and functional
food additives.
3. Identify the total sales volume of consumer porducts in each product category.
percentage of total sales volume of consumer |4 calculate the percentage of consumer products sold in each product category, which
products, by product category, that contain contains increased nutritious ingredients like fiber, vitamins, minerals, phytochemicals and
81 increased nutritious ingredients like fiber, functional food additives. GRI-Food 2 2 1 3 3 2
vitamins, minerals, phytochemicals or 5. Report rationale and method (retention or addition) for improving consumer products with
functional food additives nutritious ingredients like fiber, vitamins, minerals, phytochemicals, and functional food
additives (for example, adding more fruits ore vegetables, using whole grain flour instead of
white flour, adding probiotics)
5. report the organization's definition of lowered saturated fat, trans fats, sodium, and sugars.
6. report rationale for increasign product categories with nutritious ingredients like fiber,
vitamins, minerals, or phytochemicals
7. Report the organization's defintiion of increased nutritious ingredients like fiber, vitamins,
minerals or phytochemicals, and functional food additive.
There is no clear consensus on how to quantify "healthy" food in different sectors. As such the
maximum score can be applied for a time-bound target and performance data as long as the
methodology is provided by the company. Performance data without a target, or a target
Company has a target for, and reports on, a without performance data achieve a score of 2. Targets and performance data for single
82 sales-weighted % increase in healthy food, ingredients (eg sugar) or categoies (eg HFSS products) achieve a score of 1. pUP 3 1 1 3 1 2
menu items or products quantified using a
transparent and recognized approach Scoring guidelines for quantitative metrics with specific targets:
3: Company has a clear target and is reporting against the target
2: Company reports performance data but not a target, or has a target but is not reporting
against the target
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Verifiability

1: Company recognises teh issue and has taken limited or isolated action
0: No evidence is found that a company recognises the iss e or is taking action

83

Company has a target for, and reports on, an
increase in fruit & veg as % of food
procurement or sales.

No specific notes

Scoring guidelines for quantitative metrics with specific targets:

3: Company has a clear target and is reporting against the target

2: Company reports performance data but not a target, or has a target but is not reporting
against the target

1: Company recognises teh issue and has taken limited or isolated action

0: No evidence is found that a company recognises the iss e or is taking action

PUP

84

Company has a target for, and reports on, a %
shift in protein procurement or sales that
comes from animal vs plant-based protein
sources

There is currently no clear consensus on the defintion to be used for animal-based vs. plant-
based protein sources. The maximum score can be applied for a target and performance data as
long as the methodlogy is provided by the company and both animal-based and plant-based
data is included. Partial data (for exmaple data that only refers to plant-based sales) acheive a
score of 2. Less specific data around increasing the product range or introducing new plant-
based products achieve a score of 1.

Scoring guidelines for quantitative metrics with specific targets:

3: Company has a clear target and is reporting against the target

2: Company reports performance data but not a target, or has a target but is not reporting
against the target

1: Company recognises teh issue and has taken limited or isolated action

0: No evidence is found that a company recognises the iss e or is taking action

PUP

85

Company has a target for, and reports on, a
sales-weighted % increase in healthy food,
menu items or products quantified usign a
transparent and recognized approach

There is no clear consensus on how to quantify "healthy" food in different sectors. As such the
maximum score can be applied for a time-bound target and performance data as long as the
methodology is provided by the company. Performance data without a target, or a target
without performance data achieve a score of 2. Targets and performance data for single
ingredients (eg sugar) or categoies (eg HFSS products) achieve a score of 1.

Scoring guidelines for quantitative metrics with specific targets:

3: Company has a clear target and is reporting against the target

2: Company reports performance data but not a target, or has a target but is not reporting
against the target

1: Company recognises teh issue and has taken limited or isolated action

0: No evidence is found that a company recognises the iss e or is taking action

PUP

86

Company has a target for, and reports on, a %
shift in protein procurement or sales that
comes from animal vs plant-based protein
sources

There is currently no clear consensus on the defintion to be used for animal-based vs. plant-
based protein sources. The maximum score can be applied for a target and performance data as
long as the methodlogy is provided by the company and both animal-based and plant-based
data is included. Partial data (for exmaple data that only refers to plant-based sales) acheive a
score of 2. Less specific data around increasing the product range or introducing new plant-
based products achieve a score of 1.

Scoring guidelines for quantitative metrics with specific targets:

3: Company has a clear target and is reporting against the target

2: Company reports performance data but not a target, or has a target but is not reporting
against the target

1: Company recognises teh issue and has taken limited or isolated action

0: No evidence is found that a company recognises the iss e or is taking action

PUP
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87

revenue from zero- and low-calorie, no-
added-sugar, & artificially sweetened
beverages

three categories of non-alcoholic beverages (zero-and low calorie, no-added sugar, and
artificially sweetened beverages) are mutually exclusive

SASB

88

revenue of products labeled and/or marketed
to promote health and nutrition

products that are labeled to promote health and nutrition attribute contain lavels and other
written, printed, or graphic matter on the article itself, on any containers or wrappers, or
otherwise accompanying the article that promote health and nutrition attributes. Consistent
with the AMA's definition of marketing, products are considered to be marketed to promote
health and nutrition attributes when the entity communicates, delivers, and exchanges
offerings that promote the product's health and nutrition attributes.

The scope of products labeled and/or marketed to promote health and nutrition attributes
includes products athat contain one of more of the followign labels and/or marketing claims:
additives (e.g. artificial sweeteners, colors, preservaties and industrially produced trans fats)
have been eliminated; fat, saturated fat, sodium, and cholestserol are equal to or less than the
requirements for the use of the term "healthy" and related terms in the Guidance for Industry:
A Food Labeling Guide prescribed by the US FDA; beneficial nutrients (e.g., vitamins A and C,
calcium, iron, protein and fiber) meet or exceeds the requirements for the terrm healthy
consistent with FDA guidance; a relative claim (such as ligh, reduced, or less can be made
regarding products added sugar content, cosnsitent with the FDA's guidance

SASB

89

revenue of products labeled as containing
GMOs and non-GMOs

GMOs are defined as organisms, with the exception of human beings, in which the genetic
material has been altered in a way that does not occur naturally by mating and/or natural
recombination, consistent with EU Directive 2001/1B/EC. The entity may disclose the revenue
from its products that are labels as (1) caontaining GMOs and (2) non-GMOs in markets subject
to GMO labeling regulation

For the purposes of this disclosure, products that are third-party certified to standards for
which non-GMO is inherent to the certificat (e.g. USDA Organic certificate) shall be considered
to be labeled as non-GMO

SASB

90

discussion of process to identify and manage
products and ingredients related to nutritional
and health concerns among consumers

The entity shall discuss its efforts to identify concerns, the products and ingredients related to
those concerns and resultign risks and opportunities. Relevant efforts to discuss include: risk
assessments, organization of long-term health or toxicology studies, procedures for
receiving/reviewing consumer concerns.

The entity shall discuss how indetified concerns and risk are managed and communicated.
Relevant efforts to dsicuss include: labeling transparency, phasing out, substituting, updating
product portions and product mix, improving nutritional content of porducts, and/or taking
other mesasures to address consumer concerns, trends, and preferences. The Entity may
discuss implementation of relevant food ingreident and additive standards (i.e. Codex
Alimentarius). The entity may discuss whether strateiges are related to or associated with
formal health and nutrition initiative or strategy.

The entity shall discuss its use of certification programs that address consumer concerns and
prefernces over ingredeints, additives and potential allergens. Certifications may include USDA
Organic, Non-GMO Project certified, and Certified Gluten Free.

The entity shall discuss any signficiant complaints, such as those resulting in significant lawsuits,
relating to nutritional or health concerns associated with products and/or ingredients, and any
efforts to mitigate the related future risks.

SASB

91

percentage of meal options consistent with
national dietary guidelines, and revenue from
these options

National dietary guidelines include: Dietary Guidelines for Americans, Dietary Guidelines for
Chinese Residents, EU Food-Based Dietary Guidelines, Other guidelines provided by national
governmental agencies or regulators that contain daily nutritional values and are substantially
equivalent to guidelines listed above.

SASB
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Meal option is define as an entree, side, and beverage for limtied service restaurants and an
entree and beverage for sull service restaurants. The entity shall use menu items that are
commonly paired together by customers, advertised together as combination, or are palced
together as a specially promoted combination to determine possible meal combinations. For
restaurants where choices are generally a la carte, the entity shall use a consistent approach for
calculating meal options using menu items generally paired together as meals. The entity shall
use the nutritional content for the standard menu items that are served to the customer by
default, without a request for item or ingredient substitution or additions, to calculate nutrient
content of a meal option. The percentage is calculated as the number of possible combinations
of meal options that aare consistent with 1/3 the daily nutritional values in teh applicable
national dietary guidelines divided by the total number of possible combinations of meal
options offered by the entity.
The entity shall disclose its revenue from the combination of meal options that are consistent
with teh applicable national dietary guidelines.
The scope of disclosure shall include both company-owned and franchise locations
If meal options in a portion of an entity's operations are not tracked in such a manner that
allow for precise measurement, estimation isacccetable. If so, the entity shall disclose the
estimation methodology used to calculate the sales of combinations of meal options, and teh
percentage of operations for which it was employed.
A childrens meal option is one that is directly targeted at children aged 2-11 years old.
National dietary guidelines for children are defined as international, national, regional, or
industry guidelines or criteria developed to promote healthy diets among children. This
includes: China National Dietary Guidelines for School Children, EU Food and Nutrition Policy
for Schools, USDA Nutrition Standards in the National School Lunch and School Breakfast
programs, other guidelines provided by national governmental agencies or regulators that
contain daily nutritional value for children and are substantially equivalent to the guidelines
referenced above
Meal option is define as an entree, side, and beverage for limtied service restaurants and an
entree and beverage for sull service restaurants. The entity shall use menu items that are
commonly paired together by customers, advertised together as combination, or are palced
together as a specially promoted combination to determine possible meal combinations. For
percentage of children's meal options restaurants where choices are generally a la carte, the entity shall use a consistent approach for
92 consistent with national dietary guidelines for |calculating meal options using menu items generally paired together as meals. The entity shall SASB 3 1 2 3 3 1
children, and revenue from these options use the nutritional content for the standard menu items that are served to the customer by
default, without a request for item or ingredient substitution or additions, to calculate nutrient
content of a meal option. The percentage is calculated as the number of possible combinations
of meal options that aare consistent with 1/3 the daily nutritional values in teh applicable
national dietary guidelines divided by the total number of possible combinations of meal
options offered by the entity.
The entity shall disclose its revenue from the combination of meal options that are consistent
with teh applicable national dietary guidelines.
The scope of disclosure shall include both company-owned and franchise locations
If meal options in a portion of an entity's operations are not tracked in such a manner taht
allow for precise measurement, estimation isacccetable. If so, the entity shall disclose the
estimation methodology used to calculate the sales of combinations of meal options, and teh
percentage of operations for which it was employed.

products that are labeled to promote health and nutrition attribute contain lavels and other
revenue of products labeled and/or marketed - ) . S )
93 . written, printed, or graphic matter on the article itself, on any containers or wrappers, or SASB 1 2 1 3 3 2
to promote health and nutrition otherwise accompanying the article that promote health and nutrition attributes. Consistent
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with the AMA's definition of marketing, products are considered to be marketed to promote
health and nutrition attributes when the entity communicates, delivers, and exchanges
offerings that promote the product's health and nutrition attributes.
The scope of products labeled and/or marketed to promote health and nutrition attributes
includes products athat contain one of more of the followign labels and/or marketing claims:
additives (e.g. artificial sweeteners, colors, preservaties and industrially produced trans fats)
have been eliminated; fat, saturated fat, sodium, and cholestserol are equal to or less than the
requirements for teh use of the term "healthy" and related terms in teh Guidance for Industry:
A Food Labeling Guide prescribed by the US FDA; beneficial nutrients (e.g., vitamins A and C,
calcium, iron, protein and fiber) meet or exceeds the requirements for the terrm healthy
consistent with FDA guidance; a relative claim (such as ligh, reduced, or less can be made
regarding products added sugar content, cosnsitent with the FDA's guidance

94

revenue of products labeled as containing
GMOs and non-GMOs

to GMO labeling regulation

to be labeled as non-GMO

GMOs are defined as organisms, with the exception of human beings, in which the genetic
material has been altered in a way that does not occur naturally by mating and/or natural
recombination, consistent with EU Directive 2001/1B/EC. The entity may disclose the revenue
from its products that are labels as (1) caontaining GMOs and (2) non-GMOs in markets subject

For the purposes of this disclosure, products that are third-party certified to standards for
which non-GMO is inherent to the certificat (e.g. USDA Organic certificate) shall be considered

SASB 1 3 1 3 3 2

95

The company demonstrates that it is
improving the nutritional quality of
products/menus by providing qualitative
evidence on at least two of the following: a
reduction of salt, sugar, fat, calories; an
increase in fruits, vegetables nuts, wholegrain;
fortified foods, products that address other
nutrient deficiencies (e.g. protein deficiency)

WBA 2 1 1 3 2 2

96

The company demonstrates that it is
improving the nutritional quality of
products/menus by providing quantitative
evidence on at least two of the following: a
reduction of salt, sugar, fat, calories; an
increase in fruits, vegetables nuts, wholegrain;
fortified foods, products that address other
nutrient deficiencies (e.g. protein deficiency)

WBA 2

97

The company uses a nutrient profiling system
(government-endorsed or evidence-
based/peer-reviewed system in alignment
with nutritional guidelines) to guide its
product (re)formulation.

WBA 2 2 1 2 1 2

98

The company has a sales-based target to
increase the percentage of products/menus
with improved nutritional profile (in

accordance with the company’s nutrient

WBA 3 1 1 2 1 1
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micronutrient deficiencies in priority
populations?

To indicate populations that are at (high) risk of or experiencing malnutrition in all its forms,
including undernutrition, micronutrient deficiencies, obesity and diet-related diseases, ATNI
uses the overarching term “priority populations”. More specifically, ATNI defines priority
populations as “those groups that are at (high) risk of or suffering from any form of
malnutrition (including undernutrition or any other deficiency, excess or imbalance in a
person’s intake of energy and/or nutrients), and for which intervention may be reasonably
considered to have a substantial impact at the population level.

T | 2| &g | 5|2
metric . . . . o 2 2 2 £ g B =
Metric Details for Metric use | Scoring Criteria Q o o H = = =
ID € ) 2 [Ty C [ =
® < a9 = < 4] o
profiling system) and reports progress against
it.
The company has a sales-based target to
increase the percentage of nutritious
99 products/menus in accorfiance with . WBA 3 ) 1 ) 1 1
government-endorsed/widely recognised
nutrient profiling system/nutritional
guidelines and reports progress against it.
Product Distribution and Equity
Clear commitment made for whole business, with particular reference to low-income
populations
Clear commitment made for whole business, without particular reference to low-income
populations
Broad commitment with particular reference to low-income populations
Broad commitment without particular reference to low-income populations
No commitment
No information
Has the company made a public commitment
to address the affordability of its healthy Additional information: Clear commitment means a public statement in a policy or other
100 products for the general consumer and for document setting out how the company will ensure affordability, consider it when developing ATNI 3 2 1 1 1 3
priority populations accounting for low- new products, in all key decisions re. placement, distribution etc. The commitment should
income groups in the last 3 years? specifically address the affordability of healthy products, e.g. relative to other products or
referring specifically to products meeting the company’s healthy criteria. A general
commitment to address or improve the affordability of all products is not sufficient to be
credited. The company’s own definition of healthy products is considered relevant for this
indicator, and throughout Criterion C1. Portion-limited products that do not otherwise meet
healthy standards are not considered relevant as healthy products for this indicator and
category overall (in general, products or product categories such as confectionery, sugary drinks
or ice cream are not considered as healthy products unless there is a specific reason to make an
exception).
Yes
No
No information
Not applicable
It is important to address the affordability of fortified or otherwise appropriate products,
Has it committed to addressing in its designed to address micronutrient deficiencies in priority populations, as these groups often
commercial activities the affordability of have a low income and corresponding spending power.
101 healthy products designed to address ATNI 2 2 1 1 1 3
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Under Category C, ATNI specifically observes the following determinants or factors to identify
population groups suffering from or at risk of nutrition-related health inequities:
- Socioeconomic factors such as income, which in turn lead to an increased burden of
nutrition-related illness or increased risk for adverse nutrition-related health outcome(s) such
as micronutrient deficiencies; and
- Geographical factors (i.e. remote access to supermarkets or food distribution
centers), which are physical barriers in accessing nutrition.
Yes, it has defined a clear strategy OR one or more targets
No clear strategy and/or targets
No information
Specifically improving the affordability of healthy products may be done by explicitly focusing
on products that meet the company’s healthy standard (related to nutrition criteria in its NPS),
Does the company have a clear strategy, and otr by;ad:ressing affordability of healthy products relative to products not meeting healthy
. standards.
102 one or morg quantitative targets{ FO ATNI 3 ) 1 ) 1 )
specifically improve the affordability of Targets considered for scoring regarding healthy products may include examples such as:
healthy products?
- Number of consumers to reach with affordably priced healthy products by set date
- Number of units or sales value target for affordably priced healthy products by set
date
- Achieve a particular price point for healthy products
- Narrow the price differential on healthy vs. less healthy products
Targets set with particular reference to low-income groups
Yes, it has defined a clear strategy AND one or more targets
Yes, it has defined a clear strategy OR one or more targets
No clear strategy and/or targets
No information
Not applicable
Additional information: Targets considered for scoring regarding products addressing
Does the company have a clear strategy, and micronutrient deficiencies may include these examples:
103 3:‘:;;;:g;siﬁ:jg?:}?;{;:ﬁ;gg;z:tos Iar?nﬁ:r?;lio Number of consumers to reach with affordably priced healthy products aiming to ATNI 2 2 1 2 1 2
A X T o o address micronutrient deficiencies by set date
address micronutrient deficiencies in priority Number of units or sales value target for affordably priced healthy products aiming
populations? to address micronutrient deficiencies by set date
- Achieve a particular price point for healthy products aiming to address micronutrient
deficiencies
- Narrow the price differential on fortified vs non-fortified products
- Targets set with particular reference to low-income groups, which may include
providing smaller packages of healthy fortified foods to lower the price point of single purchase
units.
Yes, with specific attention to low-income groups
Has the company done a comprehensive Yes, without specific attention to low-income groups
104 analysis on appropriate pricing of products No analysis on appropriate pricing has been conducted ATNI 2 2 1 2 1 2
that meet its healthy standard for the general |No information
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consumer and for priority populations (i.e. The pricing analysis should specifically address healthy products, e.g. relative to other products.
low-income groups) in the last 3 years? A general analysis of pricing of all products is not sufficient to be credited. Portion-limited
products that do not otherwise meet healthy standards are not considered relevant for this
indicator and category overall.
Yes, with specific attention to low-income groups
Yes, without specific attention to low-income groups
Does the company provide evidence thatit ~ |NO evidence provided
has specifically offered discounts, price No information
105 . . ! ATNI 2 2 1 3 1 2
promotions or coupons on its healthy Specifically offering discounts, price promotions or coupons on its healthy products may be
products? done by explicitly focusing on products that meet the company’s healthy standard (related to
nutrition criteria in its NPS), or by addressing affordability of healthy products relative to
products not meeting healthy standards.
Yes
No evidence provided
No information
Does the company provide evidence or Not applicable
106 examples of improving a.ffordabl!lty of healthy Please specify the strategy used to make healthy products that address micronutrient ATNI 2 2 1 2 1 2
products that address micronutrient deficiencies more affordable, e.g. reduced/set pricing of these products, reduced package sizes,
deficiencies in priority populations? etc.
Note: information regarding fortified products not meeting the company’s healthy standard will
not be considered under this indicator.
Clear commitment made for whole business, with particular reference to populations with
limited access to nutritious food (i.e. living in food deserts)
Clear commitment made for whole business without particular reference to populations with
limited access to nutritious food (i.e. living in food deserts)
Broad commitment with particular reference to populations with limited access to nutritious
food (i.e. living in food deserts)
Broad commitment without particular reference to populations with limited access to
nutritious food (i.e. living in food deserts)
No commitment
Has the company made a public commitment |No information
to address the physical accessibility of its » . . . . . .
107 healthy products for the general consumer Additional mformatu.fonA Clear commitment mean.s a formal, pul?llc statem‘erjt' ina pol}lcy qr ATNI 3 2 1 1 1 3
L i R other document setting out how the company will ensure physical accessibility, consider it
and for priority populations accounting for when developing new products, in all key decisions re. placement, distribution etc. The
geographical access? commitment should specifically address the physical accessibility of healthy products, e.g.
relative to other products or referring specifically to products meeting the company’s healthy
criteria. A general commitment to address or improve the accessibility of all products is not
sufficient to be credited. The company’s own definition of healthy products is considered
relevant for this indicator, and throughout Criterion C2. Portion-limited products that do not
otherwise meet healthy standards are not considered relevant as healthy products for this
indicator and category overall (in general, products or product categories such as
confectionery, sugary drinks or ice cream are not considered as healthy products unless there is
a specific reason to make an exception).
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Note: A food desert is an area (either an urban or suburban area, or an isolated rural area)
which offers limited access to affordable and nutritious food (especially fresh produce). Usually
food deserts are populated by low purchasing-power groups with limited mobility, which makes
them less attractive consumers to large supermarkets. Therefore, available food options are
often limited to processed foods high in sugar, fat and salt, which if not consumed in
moderation can contribute to obesity and diet-related diseases.

108

Has it committed to addressing in its
commercial activities the physical accessibility
of healthy products designed to address
micronutrient deficiencies in priority
populations?

Yes
No
No information
Not applicable

It is important to address the physical accessibility of fortified or otherwise appropriate
products, designed to address micronutrient deficiencies in priority populations.

To indicate populations that are at (high) risk of or experiencing malnutrition in all its forms,
including undernutrition, micronutrient deficiencies, obesity and diet-related diseases, ATNI
uses the overarching term “priority populations”. More specifically, ATNI defines priority
populations as “those groups that are at (high) risk of or suffering from any form of
malnutrition (including undernutrition or any other deficiency, excess or imbalance in a
person’s intake of energy and/or nutrients), and for which intervention may be reasonably
considered to have a substantial impact at the population level.

Under Category C, ATNI specifically observes the following determinants or factors to identify
population groups suffering from or at risk of nutrition-related health inequities:

- Socioeconomic factors such as income, which in turn lead to an increased burden of
nutrition-related illness or increased risk for adverse nutrition-related health outcome(s) such
as micronutrient deficiencies; and

- Geographical factors (i.e. remote access to supermarkets or food distribution
centers), which are physical barriers in accessing nutrition.

ATNI

109

Does the company have a clear strategy, and
one or more quantitative targets, to
specifically improve the physical accessibility
of healthy products?

Yes, it has defined a clear strategy AND one or more targets
Yes, it has defined a clear strategy OR one or more targets
No clear strategy and/or targets

No information

Specifically improving the physical accessibility of healthy products may be done by explicitly
focusing on products that meet the company’s healthy standard (related to nutrition criteria in
its NPS), or by addressing the physical accessibility of healthy products relative to products not
meeting healthy standards.

Targets considered for scoring regarding healthy products may include examples such as:

- Number of new consumers of healthy products to reach through improved

distribution

- Number of priority populations with limited access to nutritious food to reach with
healthy and appropriate products through improved distribution

- Number of units or sales value targets for healthy products related to extended
distribution

- Number of new retail partners to achieve extended accessibility goals

ATNI
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- Number of consumers to reach with healthy products through improved distribution
in ‘food deserts’
- Investment plans on improving accessibility of healthy products

110

2.2. Does the company have a clear
strategy, and one or more quantitative
targets, to improve the physical accessibility of
healthy products designed to address
micronutrient deficiencies in priority
populations?

Yes, it has a defined clear strategy AND one or more targets
Yes, it has defined a clear strategy OR one or more targets
No clear strategy and/or targets

No information

Not applicable

Targets considered for scoring regarding products addressing micronutrient deficiencies may
include:

- Number of new consumers to reach through improved distribution of healthy
products aiming to address micronutrient deficiencies

- Number of groups experiencing or at high-risk of malnutrition to reach with healthy
products aiming to address micronutrient deficiencies through improved distribution

- Number of units or sales value targets for healthy products aiming to address
micronutrient deficiencies with extended distribution

- Number of new retail partners to achieve extended accessibility goals

- Number of consumers to reach with healthy products aiming to address
micronutrient deficiencies through improved distribution in ‘food deserts’

- Investment plans on improving accessibility of healthy products aiming to address
micronutrient deficiencies

ATNI

111

Has the company conducted analysis on how
to improve the physical accessibility of healthy
products for the general consumer and for
priority populations accounting for
geographical access?

Yes, with specific attention to populations with limited access to nutritious food (i.e. living in
food deserts)

Yes, without specific attention to populations with limited access to nutritious food (i.e. living in
food deserts)

No analysis on physical accessibility has been conducted

No information

Additional information: This indicator assesses whether areas that lack access to healthy
products (i.e. food deserts) are covered in the company’s accessibility strategy related to
healthy products.

Examples that can be considered for scoring include:

- Arrangements/incentives with retailers for prominent shelf positions for its healthy
products on a regular basis (not a one-off)

- Arrangements/incentives with distributors re. how healthy products are distributed
- Data to demonstrate that rural retailers are provided with healthy options as
standard

- Data to demonstrate that retailers in poor urban areas are provided with healthy
options as standard

- Other examples

ATNI

112

Does the company provide evidence of
specifically improving the physical accessibility
of its healthy products?

Yes, with specific attention to populations with limited access to nutritious food (i.e. living in
food deserts)

Yes, without specific attention to populations with limited access to nutritious food (i.e. living in
food deserts)

No evidence of physical accessibility has been provided

No information

ATNI
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Not applicable

Specifically improving the physical accessibility of its healthy products may be done by explicitly
focusing on products that meet the company’s healthy standard (related to nutrition criteria in
its NPS), or by addressing the physical accessibility of healthy products relative to products not
meeting healthy standards.

Examples that can be considered for scoring include:

- Arrangements/incentives with retailers for prominent shelf positions for its healthy
products on a regular basis (not a one-off)

- Arrangements/incentives with distributors re. how healthy products are distributed
- Data to demonstrate that rural retailers are provided with healthy options as
standard

- Data to demonstrate that retailers in poor urban areas are provided with healthy
options as standard

- Other examples

113

5.1. Does the company provide evidence |.

or examples of improving physical accessibility
of healthy products that address
undernutrition and micronutrient deficiencies
through commercial activities?

Yes
No
No information
Not applicable

Additional information:

Examples that can be considered for scoring include:

Arrangements/incentives with retailers for prominent shelf positions for its healthy
products on a regular basis (not a one-off)

- Arrangements/incentives with distributors re. how healthy products are distributed
- Data to demonstrate that rural retailers are provided with healthy options as
standard

- Data to demonstrate that retailers in poor urban areas are provided with healthy
options as standard

- Other examples

Note: information regarding fortified products not meeting the company’s healthy standard will
not be considered under this indicator.

ATNI

114

Does the company provide evidence or
examples of improving the physical
accessibility of healthy products that address
undernutrition and micronutrient deficiencies,
through non-commercial activities? (Tick all
that apply)

Yes, providing products to be distributed to undernourished groups

Yes, providing products to school feeding programs

Yes, by using its distribution systems to deliver micronutrient powders, supplements, etc.
Yes, by otherwise supporting programs designed to address undernutrition to reach target
groups with appropriate products

Not applicable

Non-commercial or philanthropic activities include product donations or providing other types
of contributions on a philanthropic basis. Product sales, including at reduced prices or related

to governmental programs, should be assessed as commercial activities in indicator 5.1.

Note: information regarding fortified products not meeting the company’s healthy standard will

not be considered under this indicator.

ATNI
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Specific commitment made with particular reference to ensuring affordability for low-income
populations
Specific commitment made without particular reference to ensuring affordability for low-
income populations
General commitment about affordability without particular reference to ensuring affordability
for low-income groups
No strategy/no information found
Has the company made a commitment to
115 address the affordability of its healthy By committing to make a UK-wide ‘healthy offering’, a company can ensure accessibility and ATNI UK 3 2 1 1 1 3
products for the general consumer and availability of affordable ‘healthy’ products in all four countries of the UK relative to other
specifically for low-income groups? products not meeting healthy standards or specifically the products meeting the company’s
healthy criteria.
For information only: ATNI understands that companies do differentiate their product ranges
depending on socioeconomic characteristics of consumers and/or geographies. ATNI would
welcome any insights companies are willing to share on the use of planograms to this purpose
to better understand existing differences in healthy offerings.
A specific commitment is understood as a commitment that can be measured through SMART
elements.
Has the company committed to a 'price Yes, explicitly for all product categories
116 promise' thaft healthy options will always be |Yes, but not explicitly for all product categories and/or only at certain times of year ATNI UK 3 2 1 1 1 3
the same price or cheaper than less healthy
products? No/no information found
Has the company committed to using pricing Yez,/spec:mlally t.o dnvg ts}alesfof frl:;ts:nd \;e/getaz:es Lfrelst:, drlec(ij, tl:ned/canned and frozen)
. . . nd/or w rain varieti r nd/or r r
117 and price-based promotions to drive sales of andforwholegrain varieties ot products ana/or other heaithy products ATNI UK 2 2 1 1 1 3
5 Yes, to drive the sales of healthy products excluding fruit and vegetables
healthy products: No/no information found
Yes, and with as many facings as the original products
Has the company committed to stocking Yes, without a commitment about the number of facings
healthier variants for all products (as relevant |N inf ti
118 o products (as re o/ne information ATNIUK | 2 2 1 1 1 3
to the retailer’s range) for which there is such
avariant? Healthier here indicates products variants such as, but not limited to, ‘light’ or ‘low sugar’
product variants.
Does the company state that it uses its Yes
119 standard reward/membership mechanisms to [No/no information found ATNI UK 2 2 1 2 1 3
incentivise the sale of healthy products? Not applicable
Yes, for all including priority populations accounting for low-income groups
Does the company provide any evidence of Yes, °n'|V for the_ general consumer
addressing the affordability of its healthy No/no information found
120 pr,OdthS for thef general con§umer and for Strong evidence would include references to all regions in the UK including those areas where ATNI UK 3 2 1 3 1 2
Prlorlty populations accounting for low- access and availability are of the highest concern (based on public data of areas with high
income groups? prevalence of obesity and diet-related diseases).
A specific reference to low-income groups is sought here.
Does the company provide evidence of having v
. o L es
121 implemented its 'price promise' that healthy ) ) ATNI UK 3 2 1 3 1 2
A A X No/no information found
options will always be the same price or
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cheaper than less healthy products for its own
brands?
Does the company provide any evidence of Ves
122 having successfully used pricing and price No/no information found ATNI UK 2 2 3 1 2
promotions to drive sales of healthy products?
Is there evidence that the company has done Discontinue'd price-based prqmotions on less healthy products?
123 the following [related to price-based Reduced prl(?e—based promom.)ns on less healthy products? ATNI UK 2 2 1 3 1 2
X Increased price-based promotions on healthy products?
promotions] on packaged food? No/no information found
Discounting 'wonky' or near expired fruit or vegetables
Free fruit or vegetables for children in-store
Fun packaged fruit, veg or wholegrains for children
Is there evidence that the company has done |More fruit, veg and wholegrains in meal deals
124 the following [price related interventions] on |Minimum number of fruit and veg and wholegrains promotions ATNI UK 2 2 1 3 1 2
fruit and veg? Other
None/no information found
Tick all options that apply with a maximum of 20 points being possible to achieve.
Discontinued volume-based promotions for less healthy products?
Reduced volume-based promotions for less healthy products?
Increase volume-based promotions for healthy products?
Is there evidence that the company has done No/no mformatlon found
125 the following [price related interventions] on th applicable . - : ATNI UK 2 2 1 3 1 2
Evidence of ceasing such activity in respect of adults and children
packaged food? Evidence of ceasing such activity in respect of children only
No/no information found
Tick all that apply. Tick either option 1 or 2, not both
Does the company provide any evidence of Yes
126 driving healthier purchases through its No/no information found ATNI UK 2 2 1 3 1 2
reward/membership mechanisms? Not applicable
Does the company make a commitment to 10: Clear and specific targets for whole business, published and applied nationally
address the price / affordability of its healthier 7.5: Clear and speuﬁc targe_ts for whole bu_smess,_not published and applied nationally
127 products relative to its unhealthy products? (if 5: Broad Comm'tment’ published ?nd applied nationally BlA._ 3 2 1 1 1 2
R o , . |2.5: Broad commitment, not published Obesity
applicable, i.e. if company has both ‘healthy 0: No commitment/ no information available to the research team
and ‘unhealthy’ products)
10: Yes, published and clear commitment for whole of business or over a range of key settings
(including remote communities, schools, hospitals and community events)
Does the company make a clear and specific  |s: ves, not published or clear commitment for some specific settings (e.g, schools, remote
128 commitment to increase the availability of communities, community events or hospitals) BIA- 3 ) 1 1 1 )
healthy and/or decrease the availability of 2.5: Some commitment applicable to some specific settings (e.g. schools, remote communities, Obesity
unhealthy products? hospitals, community events)
0: No commitment / no information available to the research team
129 What system / criteria (e.g., product 10: Adopted official national or regional classification system (developed by WHO, PAHO, BIA- 1 3 2 2 1 2
classification system or nutrient profiling national government, etc.) Obesity
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system) does the company use to classify the |5: Developed own system that has been validated and shows strong alignment with official
healthiness of products for the purposes of r?ational (or regional) classification systems / dietary guidelines, published in peer-reviewed
food pricing, distribution and/or availability? If |/iterature
P . g . / ¥ 2.5: Developed own system that has been validated and shows alignment with official national
a proprietary NPS, detail which products, - e . o - ) -
K L (or regional) classification systems / dietary guidelines, not published in peer-reviewed
nutrients and food characteristics are covered literature
0: No information / poor alighment / does not have a system
Does the company publish its policy position
(in relation to government policy, where 10: Yes, on own website BIA-
130 government policy exists) on fiscal policies to |5: Yes, on industry association website Obesit 3 2 1 1 1 3
make healthier foods relatively cheaper and  |0: Not publicly available ¥
unhealthy foods relatively more expensive?
Does the company’s policy position support
WHQO'’s position on fiscal policies to make
healthier foods relatively cheaper and
unhealthy foods relatively more expensive, as
articulated in the WHO Global Action Plan for
NCDs and the Report of the Commission on
Ending Childhood Obesity, Recommendation
1.2)? 10: Strong support (e.g., includes support for taxes on unhealthy foods, broadly defined, as well
(ECHO Statement on Recommendation 1.2: ‘;S \j\;'bsl'(d'es for thfalthY folozs) Cfort ealth food b defined BIA
131 Implement an effective tax on sugar— : ea support (e.g., Includes support Tor taxes on unhea Yy T00ds, narrowly deftined, or ] 3 2 3 1 1 3
subsidies for healthy foods) Obesity
sweetened beverages.) 0: No details available
(Global Action Plan: consider economic tools | 1. Strongly opposed (e.g., opposes soft drinks tax or unhealthy foods tax OR both taxes)
that are justified by evidence, and may include
taxes and subsidies, that create incentives for
behaviours associated with improved health
outcomes, improve the affordability and
encourage consumption of healthier food
products and discourage the consumption of
less healthy options.)
10: Clear and specific targets for whole business, published and applied nationally
Does the company make a commitment to 7.5: Clear and specific targets for whole business, not published and applied nationally BIA-
132 address the price / affordability of its healthy |5: Broad commitment, published and applied nationally Obesit 3 2 1 1 1 2
products relative to its unhealthy products?  |2.5: Broad commitment, not published esity
0: No commitment/ no information available to the research team
Does the company have a policy that price 10: Po_licy that all price promotif)ns are for healthy prodycts _ -
romotions are used only on healthy 5: Policy that factors the healthiness of products into price promotion decisions BIA-
133 P 2.5: No specific policy in the area, but ‘meal deals’ include the option of healthy sides and . 2 2 1 2 1 2
products? drinks Obesity
(ONLY IF APPLICABLE) 0: No policy / no information available to the research team
Does the company explicitly commit to not
use price incentives (such as ‘supersizing’) that|s: Yes BIA-
134 X . . . - ) . . 2 3 1 1 1 3
incentivise consumers to purchase larger 0: No explicit commitment / no policy information available to the research team Obesity
portion sizes for minimal extra cost?
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(Can be multiple)
. . 5: Commits to not opening a new location near (e.g., within 500m) of primary schools,
D h mpan mmi n nin, BIA-
135 |0% tt ¢ compa yh°° A ttonotopening |\ jiched (2.5 if not published) obeeiy | 1| 3 1] 1 1] 2
new stores near scnools: 5: Commits to not opening a new location near (e.g., within 500m) of secondary schools, esity
published (2.5 if not published)
o 10: Adopted official national or regional classification system (developed by WHO, PAHO,
WhaF .syst.em / criteria (e.g.,.product. . national government, etc.)
classification system or nutrient profiling 5: Developed own system that has been validated and shows strong alignment with official
system) does the company use to classify the |national (or regional) classification systems / dietary guidelines, published in peer-reviewed BIA-
136 healthiness of products for the purposes of literature Obesit 2 3 2 2 2 2
product pricing, availability and selection? If a |2.5: Developed own system that has been validated and shows alignment with official national esity
proprietary NPS, detail which products, (pr regional) classification systems / dietary guidelines, not published in peer-reviewed
nutrients and food characteristics are covered |/terature )
0: No information / poor alignment / does not have a system
Does the company’s policy position support
WHQO's position on fiscal policies to make
healthier foods relatively cheaper and
unhealthy foods relatively more expensive, as
articulated in the WHO Global Action Plan for
NCDs and other key WHO documents (such as
th? Report Ofth.e Commission on Fndlng 10: Strong support (e.g., includes support for taxes on unhealthy foods, broadly defined, as well
Childhood Obesity, Recommendation 1.2)? as subsidies for healthy foods)
(ECHO Statement on Recommendation 1.2: 5: Weak support (e.g., includes support for taxes on unhealthy foods, narrowly defined, or BIA-
137 Implement an effective tax on sugar- subsidies for healthy foods) . 3 2 3 1 1 3
. ) ) Obesity
sweetened beverages.) 0: No details available
(Global Action Plan: consider economic tools -5: Somewhat opposed (e.g., opposes taxes on unl?ealt‘hy foods or subsidies for healthy foods)
that are justified by evidence, and may include -10: Strongly opposed (e.g., opposes all measures in this area)
taxes and subsidies, that create incentives for
behaviours associated with improved health
outcomes, improve the affordability and
encourage consumption of healthier food
products and discourage the consumption of
less healthy options.)
. 10: Commitment that standard prices of healthy products are lower than standard prices of
Does the company make a commitment to comparable unhealthy products
address the price / affordability of healthy 5: Commitment that standard prices of healthy products are equivalent to standard prices of BIA-
138 products relative to unhealthy products, comparable unhealthy products Obesit 3 2 1 1 1 3
particularly where there are comparable 2.5: Broad commitment only ¥
substitutes? 0: No commitment / no information available to the research team
Does the company have a published position 10: Commitment to no price promotions on unhealthy foods
. . . 7.5: Commitment to greater levels of discount typically applying to healthy foods compared to
on the size and nature of discounts / price : BIA-
139 ; lied to health d unhealth unhealthy foods across all food categories Obesi 3 2 1 1 1 3
promotions applied to healthy and unhealthy 5: Commitment to the same types / levels of discounts typically applying on healthy and esity
foods? unhealthy foods across all food categories
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2.5: Commitment to the same types / levels of discounts typically applying on healthy and
unhealthy foods for some food categories
0: No policy / no information available to the research team
Does the company make a commitment to 10: Commitment to no multi-buy specials for unhealthy foods BIA-
140 limit multi-buy specials (e.g. two for one) on  |5: Commitment to limit multi-buy specials for unhealthy foods . 2 2 1 1 1 3
unhealthy foods? 0: No commitment / no information available to the research team Obesity
10: Yes, published and clear commitment for whole of business (across product portfolio) or
over a range of key settings (including remote communities, schools, hospitals and community
events)
Does the company make a clear and specific 7.5: Yes, not published and clear commitment for whole of business (across product portfolio)
commitment to increase the availability of or over a range of key settings (including remote communities, schools, hospitals and BIA-
141 community events) . 3 2 1 1 1 2
hea.lthy. Pmduas and/or decrease the 5: Yes, not published or in relation to some specific settings (e. e.g, schools, remote Obesity
availability of unhealthy products? communities, community events or hospitals) and/or low-income consumers
2.5: Some commitment applicable to some specific settings (e.g. schools, remote communities,
hospitals, community events)
0: No commitment / no information
What system / criteria (e.g., product
classification system or nutrient profiling 10: Adopted official national or regional classification system (developed by WHO, PAHO,
system) does the company use to classify the |national government, etc.)
healthiness of products for the purposes of 5: Peveloped O\INI’I system '.d.\at P.\as been valida'ted and s'hov.vs strong .alignn?ent with official
product pricing and availability (e.g. dedicated r?atlonal (or regional) classification systems / dietary guidelines, published in peer-reviewed BIA-
142 literature . 2 3 2 2 2 2
amount of shelf space, product placement at 2.5: Developed own system that has been validated and shows alignment with official national Obesity
end of aisles/high traffic areas, product (or regional) classification systems / dietary guidelines, not published in peer-reviewed
placement at checkout)? If a proprietary NPS, |jiterature
detail which products, nutrients and food 0: No information / poor alighment / does not have a system
characteristics are covered
For a maximum score companies should evidence quantitative outcomes from at least one
strategic (non-philanthropic) activity to increase affordability or accessibility of healthy food
(for example in the UK by adding value to the healthy start scheme, ensuring nutrition quality of
free school meals, pricing strategies of healthy options, providing free or discounted healthy
options for vulnerable groups). Evidence of engaging with such activities (but without
quantitative outcomes) achieves a score of 2; having commitments to make healthy food
The company can evidence reducing food available for all but with no clear indication of strategy activity achieve a score of 1.
143 msecurlt.y.by improving the ac,ceSSIbllty and For qualitative metrics such as those referring to policies, strategies or collaborative actions: PUP 3 2 1 3 1 2
affordability of healthy food via at least one 3: Company can demonstrate outcomes from strategies or collaborative action relating to the
major strategic or collaborative initiative issue
2: Company has policies, strategies or participates in collaborative actions, but lacks clear
outcomes from these
1: Company recognises the issue through policies, stratgies or collaborative actions, but no
evidence is found that the company is making it a priority through policies, strategies or
collaborative actions.
0: No evidence is found that a company recognises the issue as being important.
The company can evidence reducing food For a maximum score companies should evidence quantitative outcomes from at least one
144 X . R X o strategic (non-philanthropic) activity to increase affordability or accessibility of healthy food PUP 2 2 1 3 1 2
insecurity by improving the accessibilty and (for example in the UK by adding value to the healthy start scheme, ensuring nutrition quality of
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affordability of healthy food via at least one free school meals, pricing strategies of healthy options, providing free or discounted healthy
major strategic or collaborative initiative options for vulnerable groups). Evidence of engaging with such activities (but without
quantitative outcomes) achieves a score of 2; having commitments to make healthy food
available for all but with no clear indication of strategy activity achieve a score of 1.
For qualitative metrics such as those referring to policies, strategies or collaborative actions:
3: Company can demonstrate outcomes from strategies or collaborative action relating to the
issue
2: Company has policies, strategies or participates in collaborative actions, but lacks clear
outcomes from these
1: Company recognises the issue through policies, stratgies or collaborative actions, but no
evidence is found that the company is making it a priority through policies, strategies or
collaborative actions.
0: No evidence is found that a company recognises the issue as being important.
The company has a commitment to improve
145 the accessibility and affordability of nutritious WBA 2 1 1 1 1 3
foods.
Vulnerable groups include vulnerable and marginalised populations across countries as well as
within countries and markets. Vulnerability to a higher risk of malnutrition (undernutrition,
The company has commercial activities to nutrient deficiencies and overweight, obesity and diet-related diseases) compared to the
146 improve the accessibility of nutritious foods, |general population can vary by geography, income or other socio-economic factors as well as by| ~WBA 2 1 1 2 1 2
especially for vulnerable groups. age and life stage. Depending on the form of malnutrition, vulnerable groups can include
infants, children, women of reproductive age, the elderly and/or low-income or marginalised
households
Vulnerable groups include vulnerable and marginalised populations across countries as well as
The company has a target to improve the within countries and markets. Vulnerability to a higher risk of malnutrition (undernutrition,
accessibility of nutritious foods, especially for |nutrient deficiencies and overweight, obesity and diet-related diseases) compared to the
147 vulnerable groups, through its commercial general population can vary by geography, income or other socio-economic factors as well as by|  WBA 2 1 1 2 1 3
activities and reports progress against this age and life stage. Depending on the form of malnutrition, vulnerable groups can include
target. infants, children, women of reproductive age, the elderly and/or low-income or marginalised
households
Vulnerable groups include vulnerable and marginalised populations across countries as well as
The company has a target to improve the within countries and markets. Vulnerability to a higher risk of malnutrition (undernutrition,
affordability of nutritious foods, especially for |nutrient deficiencies and overweight, obesity and diet-related diseases) compared to the
148 vulnerable groups, through its commercial general population can vary by geography, income or other socio-economic factors as well as by| WBA 2 1 1 2 1 3
activities and reports progress against this age and life stage. Depending on the form of malnutrition, vulnerable groups can include
target. infants, children, women of reproductive age, the elderly and/or low-income or marginalised
households
Product Marketing and Labeling
All print media (newspapers, magazines, books, and printed advertising in public places)
All broadcast media (traditional TV, radio)
All non-broadcast electronic and/or digital media (its own & third-party websites, social media,
Does the company have a public responsible  |mobile and SMS marketing, native online marketing, games and apps, CDs/DVDs)
149 marketing policy that applies explicitly to the |All of in-store or point-of-sales marketing, including packaging ATNI 2 2 1 1 1 3
following media: (Tick all that apply) Sponsorship (e.g. of sporting, entertainment or cultural events or activities)
All additional forms of marketing (cinema, outdoor, product placement in movies, TV shows,
etc.)
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Framework

Materiality

Objectivity

Alignment

Activity

Resolution

Verifiability

The channel coverage of the responsible marketing policy (or policies) is assessed in this
indicator, whether the policy covers only children, teens or all consumers. If different marketing
policies exist for different audiences (for children, teens or all consumers), or for a different
reason differences in channel coverage apply between audiences, only those media are scored
that are common to both policies.

150

Does the company's public responsible
marketing policy include the following
commitments related to the representation of
products? (Tick all that apply)

Commits to presenting products in the appropriate portion size and context (and not to
condone or encourage excess consumption) (Article 1 of ICC**)

All nutritional and health-benefit information and claims for food and beverage products should
have a sound scientific basis (Art. 9**). And where claims or terminology used in marketing
communications might reasonably be interpreted by a consumer as health or nutrition claims,
they should be supportable with appropriate scientific evidence. (Article 4 of ICC**)

Commits that copy, sound and visual presentations in marketing communications for food and
beverage products should accurately represent the material characteristics of the product
featured, such as taste, size, content nutrition or health benefits, and should not mislead
consumers concerning any of those characteristics. (Article 5 of ICC**)

Commits not to represent food products not intended to be substitutes for meals as such.
(Article 5 of ICC**)

Commits not to use consumer taste or preference tests in a way that might imply statistical
validity if there is none. Testimonials are based on well-accepted and recognized opinion from
experts. (Article 9 of ICC**)

Commits not to undermine the concept of healthy balanced diets, or the importance of a
healthy active lifestyle. (Article 17 of ICC**)

Commits not to use any models with a BMI of under 18.5 (industry best practice)

Commits to presenting products in the context of a balanced diet (industry best practice)

Disclosure needs to be mandatory, therefore the policy needs to be public for the company to
score.

ATNI

151

For transparency in its marketing activities,
does the company commit: (Tick all that

apply)

To clearly display the company or brand name when advertising on virtual media

To ensure that the true commercial purpose of marketing communications is transparent and
recognizable as an advertisement; and to clearly differentiate, by labelling, advertising and
content on virtual media, including so-called “native advertising” (Art. 7, ICC Advertising and
Marketing Communications Code, 2018)

According to Article 7 ICC Advertising and Marketing Communications Code, 2018, “a
communication promoting the sale of a product should not be disguised as, for example,
market research, consumer surveys, user-generated content, private blogs, private postings on
social media or independent reviews.”

ATNI

152

Does the company make an explicit
commitment to developing and delivering
marketing strategies appropriate to reaching
priority populations, in all countries in which it
operates?

Yes

No

No information

Not applicable

Additional information: For companies that are active in developing countries, reaching priority
populations with a high burden of undernutrition and micronutrient deficiencies is an essential
element of the company’s commitment in order to be credited. However, even when
considered a priority population group, marketing directly to children should not be considered
under this indicator — as marketing policies aimed at children are to be considered in Criterion

D2.

ATNI
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Has done research to generate consumer and marketing insights relating to priority populations
Has used multiple communication channels and worked with professionals in the
communications field (creative agencies, behavioral specialists) to ensure communication is
compelling and appropriate to drive desired behavior change of priority populations
Has conducted evaluations to assess the implementation of the specific marketing measures
Can the company provide evidence of taking  |aimed at priority populations
steps to understand and reach priority Not applicable
153 populations, with appropriate products ATNI 2 2 1 2 1 2
through tailored marketing? (Tick all that For companies that are active in low- and middle-income (LMIC) countries, reaching priority
apply) populations with a high burden of undernutrition and micronutrient deficiencies is an essential
element of the company’s commitment in order to be credited. It is important that products for
priority populations are healthy and, if fortified, fortified according to the appropriate
guidelines. For this reason, the healthy multiplier is applied in this indicator, as it is based on
the assessment in Criterion B3, which addresses both the elements related to (definition of)
healthiness and fortification approach.
Yes
No
The following documents form the basis for the assessment of responsible marketing to
children and teens:
Does the company have a public policy that The 2010 World Health Organization (WHO) ‘Set of recommendations on the marketing of
154 addresses responsible marketing to children  |foods and non-alcoholic beverages to children’ ATNI 2 3 2 1 1 3
specifically? (For information only, not scored) [The 2018 UNICEF document ‘A Child Rights-Based Approach to Food Marketing: A Guide for
Policy Makers’
Furthermore, the ICC Framework for Responsible Food and Beverage Marketing
Communications, 2019 provides further guidance on what the ICC Advertising and Marketing
Communications Code means when applied to the marketing of foods and beverages.
No products
Only products meeting WHO regional standards*
Only products meeting the company’s own or industry association-related standards for
marketing to children and/or teens
. No product restriction or all products
155 2.1. What I'<|nd of p'roducts does the No information ATNI ) ) ) ) 1 )
company advertise to children and/or teens?
* Regional Nutrient Profile Models to implement recommendations on the marketing of foods
and non-alcoholic beverages to children have been defined by the World Health Organization
for all regions (except for Africa as of 22 August 2019, but the publication of that model is
pending).
Children and teens below the age of 18
. Children below the age of 12
156 2.2. . T,O which age range does the Children below the age of 6 ATNI 1 3 1 2 1 2
restriction in advertising apply? No restriction applied
No information
Not to create a sense of urgency
Does the company commit to using Not to use in'appro-pr,ia'Fe pri_ce minimization ' _ N
157 responsible marketing technigues aimed at Els;etztix:fli;]teapcrlglcli:::\zj(g)ll::'gon in a way that could mislead him/her about the nutritional ATNI 2 2 3 1 1 3
children and/or teens, by: (Tick all that apply) Supporting the role of parents or others responsible for guiding diet and lifestyle choices or not
to undermine the role of parents or other responsible for guiding diet and lifestyle choices
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Ensuring that marketing materials contain an educative message in relation to healthy diets and
lifestyles
Not to brand merchandise aimed at children except related to healthy products

The first three answer options relate directly to Article 18 of the ICC Framework for Responsible
Food and Beverage Marketing Communications, 2019, sets forth how general principles of the
ICC Advertising and Marketing Communications code, 2018, which governs all marketing
communications, and includes separate sections on sales promotion, sponsorship, direct
marketing, digital interactive marketing and environmental marketing, is applied in the context
of food and beverage marketing communications.

The commitment to ‘supporting the role of parents or others responsible for guiding diet and
lifestyle choices or not to undermine the role of parents or other responsible for guiding diet
and lifestyle choices (industry best practice)’ is consistent with the approach to the role of
parents (section 3.4, page 46) of the 2018 UNICEF document ‘A Child Rights-Based Approach to
Food Marketing: A Guide for Policy Makers’

The last two answer options are industry best practices to ensure responsible marketing to
children and/or teens.

158

Does the company commit to use children,
celebrities (including influencers) or fantasy
and animated characters responsibly or not at
all? (Tick all that apply)

Commits not to sponsor people, materials or activities popular with children and/or teens at all
or except in conjunction with healthy products

Commits to not depict children on packaging at all or except in conjunction with healthy
products

Pledges not to use celebrities and other people with strong appeal to children and/or teens in
marketing of products at all or except in conjunction with healthy products

Pledges that celebrities or others (including influencers), if used in marketing, will not imply
they have achieved their enhanced performance or status through use of the product
Pledges not to use third-party nor own fantasy and animation characters with a strong appeal
to children and/or teens in marketing of products at all or except in conjunction with healthy
products, IN ALL FORMS OF MARKETING

Pledges not to use third-party nor own fantasy and animation characters with a strong appeal
to children and/or teens in marketing of products at all or except in conjunction with healthy
products, with an exception for point of sale and packaging

For this indicator, the last two answer options are mutually exclusive, and therefore, only one
of these two options may be selected.

ATNI

159

Regarding responsible use of promotional
toys, games, vouchers and competitions; does
the company commit to:

Never make use of promotional games, toys, vouchers, competitions etc. in their marketing to
children and/or teens

Using promotional games, toys, vouchers, competitions etc. only in accordance to WHO
regional standards*

Using promotional games, toys, vouchers, competitions etc. only in accordance to the
company’s own or industry association-related standards for marketing to children and/or
teens

No commitment

No information

* Regional Nutrient Profile Models to implement recommendations on the marketing of foods
and non-alcoholic beverages to children have been defined by the World Health Organization

for all regions

ATNI
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<25%
26-35%
36-50%
What percentage audience threshold does the >50% )
company use to restrict its advertising on No audience threshold
160 . . R No information ATNI 1 2 1 2 3 2
measured media to avoid inappropriately
reaching children and/or teens? Measured media is where audience is audited, which is usually TV.
If different thresholds are used for different age ranges, the least strict threshold will be scored
(representing the lowest score).
Children and teens below the age of 18
. TP Children below the age of 12
161 :Zvv::;?nage renee does the restriction in | i1 below the age of 6 ATNI 13| 1| 2] 1] 2
g apply? No restriction
No information
Ensuring design of websites/pages/social media/apps is appropriate to adults predominantly,
Does the company utilize tools to ensure that i.e. not desAignedAto attract Fhildren arA1d/oAr teens A
162 its digital marketing does not reach younger Age‘screenlng prior to logging on/reg|§ter|ng (e.g. enFer DOI-3 or require pa{renF tf’ consent)‘ ATNI 1 2 1 2 1 2
i Review of age-related data to determine demographic that is targeted by its digital marketing
age groups? (Tick all that apply) Ensuring adverts are designed deliberately not to appeal to children and/or teens
Nature of third-party websites chosen to advertise on (i.e. ages targeted)
Tools include:
Ensuring design of websites/pages/social media/apps is appropriate to adults predominantly,
i.e. not designed to attract children and/or teens
Age screening prior to logging on/registering (e.g. enter DOB or require parent to consent)
Review of age-related data to determine demographic that is targeted by its digital marketing
Ensuring adverts are designed deliberately not to appeal to children and/or teens
Nature of third-party websites chosen to advertise on (i.e. ages targeted)
To which digital media and forms of marketing Allf «* and digital media. includi d third-oarty digital medi
163 does the company apply the tools listed orms™ and digital media, Including own- and third-party cigital media ATNI 1 2 1 2 1 2
Only own digital media or limited in another way
above? No separate consideration of how to address 'child audience' for these media
No information
**Digital marketing techniques encompasses the insertion of advertising and other promotions
in content that is accessible online and through digital devices. It includes specific types: native
advertising, influencer marketing, advergames and immersive environments, branded
environments, viral marketing, location targeting, sponsored search results, neuromarketing
and sentiment analysis.
No marketing or advertising in or near PRIMARY schools
No marketing or advertising in PRIMARY schools
To what extent does the company commit to a|only marketing/advertising 'healthy' products in (or near) PRIMARY schools in agreement with
164 responsible marketing approach near and in  |schools/parents ATNI 2 2 1 1 1 3
PRIMARY schools (for children up to age 12)? |The company does not commit to this
No information
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Additional information: This indicator refers to any formal school or schooling system that is
attended by children up to age 12, however, in countries in which primary or elementary school
is attended by children up to age 11, a responsible marketing commitment linked to primary or
elementary schools will be credited for this indicator.

165

To what extent does the company commit to a
responsible marketing approach near and in
SECONDARY schools (for teens)?

No marketing or advertising in or near SECONDARY schools

No marketing or advertising in SECONDARY schools

Only marketing/advertising 'healthy' products in (or near) SECONDARY schools in agreement
with schools/parents

The company does not commit to this

No information

Additional information: “teens” means those individuals aged 13-17 years (ICC 2018). This
indicator is only credited for school-related commitments up to and including age 17. For
example, US middle school commitments, which typically include individuals up to age 13 or 14,
are not considered relevant to be credited in this indicator.

ATNI

166

Concerning the form and digital medium of
advertisement in schools, does the company:
(Tick all that apply)

Extend its commitment explicitly to new media marketing/advertising techniques in or related
to schools

Include offering ‘educational materials’ only when in agreement with schools/parents in its
commitment

Additional information: this indicator applies to commitments linked to primary and/or
secondary schools.

ATNI

167

To what extent does the company commit to a
responsible marketing approach in other
places where children gather (childcare and
other educational establishments, family and
child clinics, pediatric services or other health
facilities, including sporting or cultural events
held at those premises)?

No marketing or advertising in or near these settings

No marketing or advertising in these settings

Only marketing/advertising 'healthy' products in (or near) these settings in consultation with
their management and users

No commitment

No information

Additional information: This indicator relates to Rec. 5, WHO Recommendations on the
Marketing of Food and Non-Alcoholic Beverages to Children, 2012.

ATNI

168

Does the company audit its compliance with
its policy, including on marketing to children?

Yes, covering all audiences, including children and/or teens
Yes, but only for children and/or teens

No audit

No information

ATNI

169

How is compliance assessed regarding
children and/or teens?

The company appoints an independent external auditor (not related to, or in addition to, an
industry association-appointed third-party auditor)

By an industry association or an industry association-appointed third-party auditor

The company conducts its own audits

No audit

No information

Although an industry association or pledge organization (e.g. IFBA, CFBAI, etc.) may appoint a
third-party auditor, the first answer option ‘the company appoints an independent external
auditor’ is only credited if a company commissions additional independent auditing to
complement industry association or pledge organization auditing, or if it commissions a
comprehensive third-party compliance audit on an individual basis.

ATNI
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Yes, to the same standards that it applies in assessing compliance regarding children and/or
Does the company assess compliance of all teens -
170 . . . Yes, but to less restrictive standards ATNI 2 2 1 2 1 2
aspects of marketing (covering all audiences)? No
No information
Annually, covering all audiences, including children and teens
Annually, covering children and/or teens only; and less frequently for other audiences
171 How often is the audit undertaken? Less frequently than annually, for any audience covered by the audit ATNI 1 3 1 2 1 2
No
No information
The company audits compliance across all media and in all its forms
The company audits compliance across main print, traditional and digital media, but with no
specific reference to the forms of marketing used
Which forms of advertisement and media The company audits compliance across limited selection of media is unclear but there is clear
172 (including both traditional and new media) are ;\giir:if of auditing ATNI 2 2 2 2 1 2
covered by the audit: No information
Additional information: This indicator assesses the company’s level of transparency in its
advertisement, in accordance with article 7 of new ICC Code 2018.
Report separately for Tv and digital marketing:
Over 90%
. P . Less than 90% or no reporting
173 What is the comp.ar)y s |nd|V|d9aI compliance No information ATNI ) ) 1 3 3 )
level for TV and digital marketing? (%)
Individual compliance refers to company’s non-aggregated compliance level. Digital media
refers to social networks i.e. Facebook, Twitter, blogs, YouTube, online newspapers.
Does the company have a response ) ) o
mechanism to ensure corrective measures are A response mechanlsm for correctlvg acthn, if needed
174 R K L. No response mechanism for corrective action ATNI 1 2 1 2 1 2
taken regarding any non-compliance with its No information
marketing policy?
Back-Of-Pack and Front-Of-Pack
Back-Of-Pack only
No commitment
No information
Legal requirements for Back-Of-Pack and Front-Of-Pack labelling vary widely between
175 Does the company publicly commit to disclose |countries. This indicator assesses whether companies have a policy on providing Back-Of-Pack ATNI 2 3 1 1 1 3
nutrition information on its products? and Front-Of-Pack nutrition information, ideally defined as a consistent, global approach
(wherever legally allowed and accommodating for specific local regulation).
Any type of Front-Of-Pack commitment that applies globally (e.g. to show %GDA information),
or a commitment to display interpretive Front-Of-Pack labelling wherever voluntary
government-endorsed systems exist, will be credited for this indicator’s first answer option,
provided a Back-Of-Pack commitment is in place as well.
Does the company publicly commit to provide |All nutrients according to Codex Alimentarius Guidelines CAC/GL 2-1985 (i.e. energy value,
176 Back-Of-Pack nutrition information on key protein, total carbohydrates, total sugars, total fat, saturated fat, sodium) ATNI 2 3 3 1 1 3
relevant nutrients? (Tick all that apply) Added sugars
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Dietary fiber
Additional information: Listing of nutrients according to Article 3(2) of Codex Alimentarius
Guidelines on Nutrition Labelling, CAC/GL 2-1985, last modified on 2017.
In case that following the abovementioned answer options would differ from specific national
requirements as established per law in one of the markets in which a company operates, ATNI
acknowledges that this commitment cannot apply. Therefore, the commitment would apply to
all other markets.
In an interpretative format that is government-endorsed (where available) on ALL relevant
products, providing indicators of how healthy the product is, rather than just numeric
information
In an interpretative format that is government-endorsed (where available) on SOME relevant
products, providing indicators of how healthy the product is, rather than just numeric
information
Numeric information only, but showing % of Guideline Daily Amount (or similar measure) of
multiple nutrients
Numeric information only, but showing % of Guideline Daily Amount (or similar measure) of a
Does the company also commit to providing |single nutrient or energy only
177 information on Front-Of-Pack? Numeric information on levels of key nutrients, but not showing % Guideline Daily Amount (or ATNI 3 2 2 1 1 3
similar measure)
No Front-Of-Pack labelling used
No information
Interpretative format means using colors or symbols or other graphics to help consumers to
understand the information. Government-endorsed interpretative Front-Of-Pack labelling that
are assessed in indicator 3.1 refer to voluntary FOP labelling systems that are legally allowed
and supported by government or other authorities in the country or jurisdiction. Mandatory
FOP labelling systems are not relevant in indicator 3.1.
Not to provide additional interpretive labelling or other information Front-Of-Pack that directly
relates to the message of the mandatory Front-Of-Pack labelling (which may confuse
For countries in which mandatory Front-Of- consumer_s or modify the effect of the mandatory labelling).
Pack labelling systems are implemented, No comm'tment
178 . . . Not applicable ATNI 2 3 1 1 1 3
including health.warnmg labels, does the Examples of Front-Of-Pack labelling or nutrition information have been observed in markets
company commit: with mandatory health warning labels, in which case food and beverage companies added
information Front-Of-Pack that undermined the message of the health warning. Indicator 3.2
assesses whether companies commit to not provide Front-Of-Pack information in that way.
Does the company commit to providing Back- |ves, for all applicable nutrients and energy
179 Of—P.ack information on the quantitY Of. Yes, for a 'selection of nutrients or energy only ATNI ) ) 2 1 1 3
nutrients as a percentage of the Guideline No commitment
Daily Amounts (or similar measure)? No information
Does the company commit to providing Information on the amounts of energy and nutrients is expressed in g per 100 g or per 100 ml or
nutritional information on a per 100g or per  |per package if the package contains only a single portion
180 100ml basis, and to providing portion- or Information on the amounts of energy and nutrients is expressed per serving as quantified on ATNI 1 3 3 1 1 3
serving-based information (Article 3.4 of the label or per portion provided that the number of portions contained in the package is
Codex Alimentarius CAC/GL 2-1985)? (Tick all |stated.
that apply)

O'Hearn M, et al. bmjnph 2023;0:e000600. doi: 10.1136/bmjnph-2022-000600



Supplemental material

BMJ Pub||shsng Group Limited (BM

disclaims all liabj ||t and resp

ed on this supplemental material which h b p plied by the author(s)

onsi b|||t¥ arising from any reliance

bmjnph

T | 2| & e8| | 5| £
metric . . . . _— 2 2 2 £ g B =
Metric Details for Metric use | Scoring Criteria Q o o H = = =
ID € ) 2 [Ty C [ =
® < a9 = < 4] o
This indicator assesses commitments regarding the information on the amounts of energy and
nutrients according to Article 3.4.2, 3.4.3 and of Codex Alimentarius Guidelines on Nutrition
Labelling, CAC/GL 2-1985, last modified on 2017
In what percentage of markets has the More than 80% (or more than 98% of products globally)
company rolled out its BOP labelling Between 50 — 7?% (or more than 900% of products globally)
181 commitments that comply (at minimum) with Between 6 — 49% (or more than 80% of products globally) ATNI 2 2 3 3 3 1
A X . . Less than 5% (or less than 79% of products globally)
Codex Alimentarius on Nutrition and Labelling |\, gop labelling commitment in place
CAC/GL 2-1985, last modified 2017? No information
More than 80% (or more than 98% of products globally)
Between 50 — 79% (or more than 90% of products globally)
Between 6 —49% (or more than 80% of products globally)
Less than 5% (or less than 79% of products globally)
No FOP labelling commitment in place
In what percentage of relevant markets has ~ |No information
the company rolled out its full Front-Of-Pack o o . . .
182 labelling commitments, i.e. all products (95% This |nd|_cator asse§ses labelling implementation per market (country), however, if com_par_\les ATNI 2 2 1 3 3 1
X only register labelling roll-out per product (on SKU level), that can be scored as well as indicated
or more) in those markets are labelled in the answer options. Product volume information is not considered relevant for this
according to the commitments? assessment, as labelling is arranged on the level of single products (SKUs).
assessing the roll-out of Front-Of-Pack labelling commitments and depending on the type of
commitment of the company, only those countries are taken into account for the calculation of
the percentage of roll-out that have government-endorsed interpretive Front-Of-Pack labelling
systems (in case companies commit to using interpretive Front
For 90% or more of products
For between 50 - 90% of products
For between 10 - 49% of products
For less than 10% of products
For what percentage of products does the No nutrition information published
company provide nutrition information online No information
183 . . - ATNI 2 2 1 3 3 2
accounting for C.OL:Intry-SPECIfIC differences in Additional information: This indicator assesses for how many products the company provides
product compositions? nutrition information online, taking into account country-specific differences in product
composition. Therefore, country-specific access to nutrition information online needs to be
available, or other assurance of accuracy of information in all markets the company is active in.
To check for this specifically, the geographic multiplier applies to this indicator, to check
whether nutrition information is online for the various markets the company is active in.
Does the company state that, for countries
where no national regulatory system exists or |yes, or the company commits to not using any health claims
where the local/national regulation is less No
184 strict than Codex Alimentarius Guidelines for [No information ATNI 3 3 3 1 1 3
Use of Nutrition and Health Claims, it will not |The company only commits to comply with Codex Alimentarius Guidelines for Use of Health
place a health claim on a product unless it Claims in countries where no national regulatory system exists
complies with the latter?
. Yes, only when it meets the nutrition criteria of a government-endorsed NPS
185 Does the §ompany state that it W,III_nOt place a Yes, only when it meets the nutrition criteria of its formal internal NPS ATNI 3 2 2 1 1 3
health claim on a product unless it is healthy, Yes, only when it meets the nutrition criteria of its own precursor to an NPS (or similar)
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as defined in a relevant Nutrient Profiling No
System (NPS)? No information
Codex Alimentarius Guidelines for Use of Nutrition and Health Claims, CAC/GL 23-1997, last
modified on 2013. It defines nutrition and health claims as follows:
“Nutrition claim means any representation which states, suggests or implies that a food has
particular nutritional properties including but not limited to the energy value and to the
content of protein, fat and carbohydrates, as well as the content of vitamins and minerals. The
following do not constitute nutrition claims: (a) the mention of substances in the list of
ingredients; (b) the mention of nutrients as a mandatory part of nutrition labelling; (c)
quantitative or qualitative declaration of certain nutrients or ingredients on the label if required
by national legislation.
Health claim means any representation that states, suggests, or implies that a relationship
exists between a food or a constituent of that food and health.”
Does the company state that, for countries
where there is no regulation of nutrition
claims or where the local/national regulation Yes, or the company commits to not using any nutrition claims
is less strict than Codex Alimentarius No
186 ™ ", No information ATNI 3 2 3 1 1 3
Guidelines for Use of Nutrition and Health The company only commits to comply with Codex Alimentarius Guidelines for Use of Nutrition
Claims, it will not place a nutrition claim on a Claims in countries where no national regulatory system exists
product unless that claim complies with the
latter?
Yes, only when it meets the nutrition criteria of a government-endorsed NPS
Yes, only when it meets the nutrition criteria of its formal internal NPS
Yes, only when it meets the nutrition criteria of its own precursor to an NPS (or similar)
No
No information
2.2. Does the company state that it will |codex Alimentarius Guidelines for Use of Nutrition and Health Claims, CAC/GL 23-1997, last
187 hqt place a nutritiqn cla'im on a product u‘nless modified on 2013. ATNI 3 2 2 1 1 3
it is healthy, as defined in a relevant Nutrient
Profiling System (NPS)? An example of a government-endorsed NPS aiming to determine whether a product is suitable
to carry a nutrition or health claim is the Australian FSANZ NPSC model (see
http://www.foodstandards.gov.au/industry/labelling/Pages/Consumer-guide-to-NPSC.aspx for
more information). ATNI considers products with a Health Star Rating of 3.5 or higher, or a
Nutri-Score A or B, as equivalent, or company’s own NPS that has been benchmarked
objectively against these systems and threshold values and shown to be equivalent. For other
NP systems used by companies, second answer option will be credited.
Yes
Does the company commit to using nutrition |No
or health claims on products that have been  |No information
fortified ONLY when they meet relevant Codex Not applicable
188 - ATNI 1 3 3 1 1 3
Standards_a'nd _the V\_/HO/FAO Guu?lelmes on Codex Alimentarius Guidelines for Use of Nutrition and Health Claims, CAC/GL 23-1997, last
Food Fortification with Micronutrients (see modified on 2013; and WHO/FAO Guidelines on Food Fortification with Micronutrients:
Additional information for specific reference)? https://www.who.int/nutrition/publications/micronutrients/9241594012/en/
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For this indicator to be scored, both guidelines should be followed, or it should be clear that the
company approach is equivalent.
Note: within the General Principles for the Addition of Essential Nutrients to Foods, CAC/GL 9-
1987, last revised on 2015, it is stated that “3.2.5 When competent national and/or regional
authorities establish minimum amounts for the addition of essential nutrients to foods they
should ensure that these amounts are significant and in line with the intended purpose as
identified in 3.1.1. In determining significant amounts, they may also consider conditions of use
for a ‘source’ claim in the Guidelines for Use of Nutrition and Health Claims (CAC/GL 23-1997).”
Therefore, the use of nutrition or health claims on fortified products is still determined by the
Guidelines for Use of Nutrition and Health Claims, CAC/GL 23-1997.
. . X Yes, specifically to drive sales of fruits and vegetables (fresh, dried, tinned/canned and frozen)
Has the company committed to increasing the |34 /0r wholegrain varieties of products and/or other healthy products
number/percentage of healthy products in Yes, to drive the sales of healthy products excluding fruit and vegetables
189 more promir'ment locations (e.g. store . No /no information found ATNI UK ) 1 1 1 1 3
entrances, aisle ends, checkouts etc. and their
online equivalents) compared to less healthy |Online equivalents of prominent locations include entry pages, landing pages for other food
products? categories, and shopping basket or payment pages — as indicated by the Department of Health
and Social Care.
Yes, removing all less healthy product categories
Yes, removing some but not all less healthy product categories
Yes, reducing the number of all less healthy product categories
Has the company committed to removing or  |yes, reducing the number of some but not all product categories
reducing the number of less healthy items No/no information found
190 from at least one prominent location (e.g. ATNI UK 2 1 1 1 1 3
store entrances, aisle ends, checkouts etc. and |For instance, this can be removing products high in fat, sugar and salt; having sugar-free/less
their online equivalents)? healthy snack-free checkouts, etc.
Online equivalents of prominent locations include entry pages, landing pages for other food
categories, and shopping basket or payment pages — as indicated by the Department of Health
and Social Care
Yes
No/no information found
. L Online equivalents of prominent locations include entry pages, landing pages for other food
191 Has_th.e company CO!'nmItted to usm.g'lts.NPM, categories, and shopping basket or payment pages — as indicated by the Department of Health | ATNI UK 1 2 1 1 1 3
or similar tool, to guide product positioning? and Social Care.
Note that the Product Scope multiplier applies here. ATNI is interested to know whether there
is a distinction between product-positioning decisions for own-brand and manufacturer-brand
products.
Yes
Has the company committed to using No/no information found
192 marketing and other promotional techniques ATNI UK 3 1 1 1 1 3
to drive the sale of healthy products? Price-based promotions are covered in an earlier subsection. Promotional activities in this
subsection include signage, trolley prompts, etc.
Yes
193 Has the company committed to using volume- [No/no information found ATNI UK 1 ) 2 1 1 3
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As indicated by the Department for Health and Social Care, volume-based promotions (e.g.
multi-buys) can cause a greater sales increase compared to price-based promotions.
Has the company committed to using other
shelf/in-store (and online equivalents) Yes, for both healthy and less healthy products
194 labelli identifv | health d Yes, for either healthy or less healthy products ATNI UK 2 1 1 1 1 3
abelling to identify less healthy products No/no information found
and/or healthy products?
Has the company committed not to run any
in-store promotional campaigns/activities v
. . . es
195 directed at children that involve any less ) . ATNI UK 1 1 1 1 1 3
X . No/no information found
healthy products, e.g. no give-aways, tie-ins,
voucher schemes etc.?
Has the company committed to use in-store v
196 promotional campaigns/activities directed at es ) ATNI UK 1 1 1 1 1 3
X No/no information found
children to promote healthy products?
Yes
No/no information found
Specifically improving the physical accessibility of its healthy products may be done by explicitly
focusing on products that meet the company’s healthy standard (related to nutrition criteria in
its NPM), or by addressing the physical accessibility of healthy products relative to products not
Is the company increasing the prominence of meeting healthy standards.
197 health d - Examples that can be considered for scoring include: ATNI UK 1 1 1 2 1 1
ealthy products: * arrangements / incentives with manufacturers offering prominent shelf positions or
favourable positions in the online store for its healthy products on a regular basis (not a one-
off);
* data to demonstrate that all stores, including online, are provided with healthy options as
standard; or
* data to demonstrate that stores in poor urban areas are provided with healthy options as
standard.
Evidence about all kinds of less healthy products
Is the company removing less healthy items ~|Evidence about confectionery only
from prominent locations (e.g., store No/no information found
198 R = . ATNI UK 1 1 1 2 1 2
entrances, aisle ends, checkouts etc. and their . . ) L )
. . 5 Online equivalents of prominent locations include entry pages, landing pages for other food
online equivalents)? categories, and shopping basket or payment pages — as indicated by the Department of Health
and Social Care.
Does the company provide any evidence of
engaging with brand manufacturers to \
199 gaging ) ; e . ATNIUK | 1 | 1 | 1 | 2 | 1 | 1
position healthy products in prominent No/no information found
locations?
Is there evidence that the company has
ceased running in-store promotional Evidence of ceasing such activity in respect of adults and children
200 campaigns/activities that involve any less Evidence of ceasing such activity in respect of children only ATNI UK 2 1 1 3 1 2
healthy products, e.g. no give-aways, tie-ins, |No/no information found
voucher schemes etc?
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Is there evidence that the company has used Extensive and consistent promotions over the year
201 [n-store oron-pack promotional Limited/occasional ATNIUK | 2 | 1 | 1| 3 | 1| 2
campaigns/activities to promote healthy No/no information found
products?
Does the company provide evidence of using
202 labelling qn shelves/l'n-store to identify Yes A A ATNI UK 1 2 1 3 1 2
healthy/high in calories/sugar/less healthy No/no information found
products?
Yes, for all consumers, specifically including children
Does the company have a clearly articulated | &S Without a specific section on children
203 responsible marketing/advertising policy for No/no information ATNI UK 2 2 1 1 1 3
all consumers including children? This section relates principally to policies and commitments governing the companies’
advertising and marketing on media, not in stores, which is covered by Topic 4.
All print media (newspapers, magazines, books and printed advertising in public places)
All broadcast media (traditional TV, radio)
All non-broadcast electronic and/or digital media (its own and third-party websites, social
media, mobile and SMS marketing, native online marketing, games and apps, CDs/DVDs)
Sponsorship (e.g. of sporting, entertainment or cultural events or activities)
All additional forms of marketing (cinema, outdoor, product placement in movies, TV shows,
etc.)
None/no information found
Does the company’s responsible Tick all that apply.
204 marketing/advertising policy explicitly apply to ATNI UK 2 2 1 1 1 3
the following media: The channel coverage of the responsible marketing policy (or policies) is assessed in this
indicator, whether the policy covers only children, teens or all consumers. If different marketing
policies exist for different audiences (for children, teens or all consumers), or for a different
reason, differences in channel coverage apply between audiences, only those media are scored
that are common to both policies.
The Advertising Standards Authority defines native advertising as “content that has been
designed so it doesn’t look out of place in the habitat within which it’s being viewed. In this
way, it goes beyond simply targeting consumers with ads relevant to the editorial they are
viewing”. For more information please refer to this ASA web page.
<18
205 What age is used to define 'child' for <16 ATNI UK 1 3 1 2 1 )
marketing/advertising? <12
Lower/not stated/no information found
. Not to use fantasy/ cartoon/ character/ celebrity on any products on any forms of media
Does the company commit to go beyond the (including on pack, in store and online)
Code of Non-broadcast Advertising and Direct |Not to use fantasy/ cartoon/ character/ celebrity for some products only. And/or in some forms
206 & Promotional Marketing (CAP Code) in Tceltms of med!a only . ATNI UK 1 3 3 1 1 3
of the use of fantasy/cartoon/character in its |No/no information found
marketing to children in relation to products
classified as high in fat, salt and/or sugars? | Tickall thatapply.
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For more details, please refer to the UK Code of Non-broadcast Advertising and Direct &
Promotional Marketing (CAP Code).
Not to advertise HFSS products at all, on any forms of media
Not to advertise HFSS products at all, on selected media
TV: Not to advertise these products before a 9pm watershed (or earlier) on all TV channels
ahead of the ban
Digital marketing: To apply a 9pm watershed restriction (or earlier) on its advertising of HFSS
products ahead of the ban
No commitment to go beyond the Code/no information found
Tick options that apply.
Does the company commit to go beyond the In July 2020 the UK government announced that it will ban the advertising of HFSS products
UK Code of Broadcast Advertising (BCAP Code) being shown on TV and online before 9pm. The ban has not yet come into force.
207 in respect of the media on which it markets to ATNI UK 2 3 3 1 1 3
children in relation to products classified as Digital marketing techniques encompass the insertion of advertising and other promotions in
high in fat, salt and/or sugars (HFSS): content that is accessible online and through digital devices. It includes specific types: native
advertising, influencer marketing, advergames and immersive environments, branded
environments, viral marketing, location targeting, sponsored search results, neuromarketing
and sentiment analysis.
The Advertising Standards Authority defines native advertising as “content that has been
designed so it doesn’t look out of place in the habitat within which it’s being viewed. In this
way, it goes beyond simply targeting consumers with ads relevant to the editorial they are
viewing”. For more information please refer to this ASA web page.
For more details, please refer to the UK Code of Broadcast Advertising (BCAP Code).
Does the company commit not to sponsor
materials, people or activities popular with
208 children and/or adults except in conjunction ves ) ) ATNI UK 1 2 1 1 1 3
3 A No/no information found
with healthy products/products low in
sugar/calories/salt/fat?
Yes
No/no information
Does the company commit to align the L . o . L .
209 portrayal of food in advertising with on-pack Portllon |r1d|cate-s the -5|ze of a product in single-portion packs. Serving size indicates the size of ATNI UK 1 3 1 1 1 3
. N X servings in multi-portion packs.
portion/serving size?
For instance, the portrayal of a bowl of cereal in advertising should represent the on-pack
serving size (e.g. about 25-30g).
. .. Yes, more healthy packaged products
210 |Does the company committoadvertisinga |\ " it and veg ATNIUK | 2 | 1 | 1 | 1 | 1| 3
wider range of healthy products? No/no information found
Does the company commit to increasing the Yes, with a clear and timebound target
211 Yes, without a clear and timebound target ATNI UK 3 1 1 1 1 3
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healthy products relative to its overall
advertising spending?
Its efforts to decrease advertising of less healthy food (e.g. decreasing ad spending on less
. . . healthy products)
Can the company provide evidence (in the last
212 h Pf y i lth v): ( Its efforts to put more emphasis on advertising healthy products, (e.g. increasing ad spending ATNI UK 3 1 1 2 1 2
three years) of (tick all that apply): on healthy products)
No/no information found
Does the company commission a third-party
213 organisation to audit its compliance with its es ) ATNI UK 1 2 1 2 1 2
X X o X No/no information found
responsible marketing and advertising policy?
Does the company provide any evidence of v
. NN . es
214 sp9nsormg or fundlng‘|n|t|at|ves pr.omotlng No/no information found ATNI UK 2 1 1 2 1 2
children and/or adults' healthy eating?
Does the company commit to using colour- Yes, for all relevant products
215 coded labelling on the front-of-pack on its Yes, but not specified on what products ATNI UK 1 2 1 1 1 3
own-brand products? No/no information found
Does the company state that it will not place a |yes, only when it meets the nutrition criteria of a government-endorsed NPM
216 health claim on a product unless it is healthy, |Yes, only when it meets the nutrition criteria of its formal internal NPM ATNI UK 3 ) 5 1 1 3
as defined in a relevant nutrient profiling Yes, only when it meets the nutrition criteria of its own precursor to an NPM (or similar)
model (NPM)? No/no information found
Yes
Can the company provide evidence of using No/no information found
colour-coded FOP labels (such as those
217 . (. . ! ATNI UK 3 2 2 2 1 2
described by the FSA) on its own-brand Please refer to the FSA Guide to creating a front of
products? pack (FOP) nutrition label for pre-packed products sold through retail outlets for more
information.
All products, BOP and FOP (FOP where applicable)
218 For.whlch PrgduFts does .the company provide |All products, only BOP ATNI UK ) ) 1 3 1 )
online nutrition information, BOP and/or FOP?|Some products
None/no information found
Does the company display FOP labels Yes
together with product pictures online to make |No/no information found
. . 5
219 them as accessible as they are in-store? . ATNI UK ) ) 1 3 1 )
Hover-over function
[UNSCORED] If so, how does the company do |FOP label reproduced above/below/near the product picture
s0? Other — please indicate
Apply IGD guidance on ‘gold standard’ labels fully
Always use energy + 4
Display of reference intake (RI) information
. . Display of typical energy per 100g/100ml
Which of the followin men |
220 h choft e, OFSP | isﬁéte el.ts—fpp yto Use of FSA/DHSC traffic-light colour coding ATNI UK 3 2 3 1 1 3
the company’s anelling policy: None/no information found
Tick the first answer option OR all that apply.
Please refer to the FSA Guide to creating a front of
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pack (FOP) nutrition label for pre-packed products sold through retail outlets for general
guidelines on FOP labels.
Please refer to IGD Report Designing, presenting and positioning front of pack nutrition labels -
A best practice guide based on consumer research for industry best practice guidelines.
Energy + 4 indicates: energy, fat, saturates, sugar, and salt.
Yes, a healthy filter or at least 3 nutrient-based filters
Yes, but only a maximum of 2 nutrient-based filters
Does the company have a filter function in its No/no information
221 . . ATNI UK 1 2 1 3 1 3
online platform to filter for healthy products? Nutrient-based filters are, for instance filters that filter out products high in sugar and/or salt
and/or calories etc. Nutrient-based filters used for allergenic nutrients (rather than for negative
nutrients) will not be credited here.
10: Yes, publicly available commitment to disclose ingredients on all products
Does the company commit to disclose the 7.5: Yes, commitment to disclose ingredients on all products, but commitment not publicly
ingredients list on its products? available BIA
222 (only applicable if not mandatory according to |5: Yes, publicly available commitment to disclose ingredients on some (but not all) products ) 2 3 1 1 1 2
government 2.5: Yes, commitment to disclose ingredients on some (but not all) products, but commitment Obesity
policy) not publicly available
0: No commitment / no information available to the research team
Does the company commit to disclose 10: Yes, publicly available commitment to disclose nutrition information on all products
nutrition information on its products on a ‘per |7.5: Yes, commitment to disclose nutrition information on all products, but commitment not
100g/100mL’ basis? publicly available
5: Yes, publicly available commitment to disclose nutrition information on some (but not all)
223 What nutrition information does the company products . ) e ) BIA- 2 3 1 1 1 2
) . 2.5: Yes, commitment to disclose nutrition information on some (but not all) products, but Obesity
commit to providing? commitment not publicly available
(only applicable if not mandatory according to |o. No commitment / no information available to the research team
government
policy) part 2: [Information only, not to be scored]
Does the company commit to provide on-pack
information on trans fat content? iis‘;ezeso’::oi:erifgjzzgmdum BIA
224 (only applicable if not mandatory according to 0: No commitment / no information available to the research team Obesity 1 3 1 1 1 3
government N/A: if commitment to eliminate use of all industrially produced trans fat across portfolio
policy)
Does the company commit to provide on-pack
information on free sugar content? 2.5: Yes, on all relevant products BIA-
225 (only applicable if not mandatory according to |1: Yes, on some products . 1 3 1 1 1 3
government 0: No commitment / no information available to the research team Obesity
policy)
10: Yes, comprehensive nutrition information (calories, sodium, saturated fat, total fat, sugar)
for all relevant products, including on a per 100g/100m| basis
Does the company provide nutrition 7.5: Yes, comprehensive nutrition information (calories, sodium, saturated fat, total fat, sugar) BIA-
226 . R R o . L ; ” . 3 3 1 3 3 3
information online? for most (>60%) products, or comprehensive nutrition information for all products per serving Obesity
only
5: Comprehensive nutrition information for some (>50%) products

O'Hearn M, et al. bmjnph 2023;0:e000600. doi: 10.1136/bmjnph-2022-000600



Supplemental material

BMJ Pub||shsng Group Limited (BM

disclaims all liabj ||t and resp

ed on this supplemental material which h b p plied by the author(s)

onsi b|||t¥ arising from any reliance

bmjnph

= > >
‘ 5 £ £ 5| | §| £
metric . . . . L 3 8 S £ 'S 5 2
Metric Details for Metric use | Scoring Criteria Q o o H = = =
ID £ - 9 & 7] [ =
© (1] o) = < Q fa
i = o < < g
2.5: Limited nutrition information (i.e. does not include calories, sodium, saturated fat, total fat
or sugar) for some (>50%) products
0: <50% of products or no information
Does the company have a policy to provide
information on food composition to national |5: Yes, all products (published or not published) BIA-
227 authorities, on request? 2.5: Yes, some products Obesit 1 2 1 1 1 3
(if applicable, e.g., information has been 0: No policy / no information available to the research team esity
requested by government)
IF A VOLUNTARY GOVERNMENT-ENDORSED
FOP 10: Yes, with implementation plan across all product categories (published or unpublished)
NUTRITION LABELLING SCHEME EXISTS: 7.5: Yes., with implementation plan across a selection of product categories (published or BIA-
228 D h h blished unpublished) Obesi 3 2 1 1 1 3
oes t_ € company . ave a publishe 5: Yes, but with no specific implementation plan (published or unpublished) esity
commitment to rolling out the government-  |q. no
endorsed FOP labelling scheme?
IF THERE IS NO GOVERNMENT-ENDORSED FOP 10: Interpretive information (such as, stars, traffic lights, warning labels, etc.), applied across all
NUTRITION product categories
LABELLING SCHEME OR GOVERNMENT- 7.5: Symbols or logos that indicate healthy products, applied across all product categories
229 ENDORSED SCHEME 5: Numeric information with % of recommended daily intake, applied across all product BIA- 1 2 1 1 1 3
DOES NOT MEET BENCHMARKS OF BEST categories Obesity
PRACTICE: 2.5: Numeric information on levels of key nutrients, not showing % of recommended daily
Does the company commit to use a FOP intake, applied across all product categories
labelling system? 0: No FOP labelling used
IF THERE IS NO GOVERNMENT-ENDORSED FOP
NUTRITION
LABELLING SCHEME OR GOVERNMENT-
ENDORSED SCHEME 10: Adopted official national or regional classification system (developed by WHO, PAHO,
DOES NOT MEET BENCHMARKS OF BEST national government, etc.)
PRACTICE: 5: Developed own system that has been validated and shows strong alignment with official
What system / criteria (e.g., product national (or regional) classification systems / dietary guidelines, published in peer-reviewed
classification system or nut,rient profiling literature BIA-
230 d h lassify th 2.5: Developed own system that has been validated and shows alignment with official national Obesi 3 2 2 2 1 2
SVSten?) oes the company use to classify the (or regional) classification systems / dietary guidelines, not published in peer-reviewed esity
healthiness of products for the purposes of  ||iterature
FOP nutrition labelling? 0: No information / poor alignment / does not have a system
If a proprietary product classification system  |[Information only, not to be scored]
has been developed, which products,
nutrients and food characteristics are covered,
and what are the details?
Does the company publish its policy position [10: Yes, on own website BIA-
231 (in relation to government policy) on front of |5: Yes, on industry association website Obesit 1 3 2 2 1 3
pack nutrition labelling? 0: Not publicly available Y
Does the company’s policy position (in 10: S'tr'ong support (wit'h a focus on interpreti've to n?ea'n readily understandable and BIA-
232 lati i WHO' providing easy comparison of products e.g. using traffic light colours or stars to compare Obesi 3 3 3 1 1 3
relation to government policy) support S products for those with low nutritional literacy; broadly implemented) esity
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position on front of pack nutrition labelling, as |5: Weak support (e.g., supports scheme that only provides limited interpretive information,
articulated in the WHO Report of the such as % Daily Intake Guide for energy content only)
Commission on Ending Childhood Obesity —  |0: No details available
Recommendation 1.7)? -5: Somewhat opposed (e.g., opposes some aspects of implementation of an interpretive
o scheme)
-10: Strongly opposed (e.g., opposes interpretive labelling)
Does the company state that it will place a
health claim on a product (or use a health
claim as part of product advertising) only 0 ) is oublished
when the product is 'healthy', and in 10: Yes, Comn,mtmenF s publishe BIA-
233 r ith Codex? 5: Yes, commitment is not published Obesit 3 2 2 1 1 2
comp |anc.e wi X odex: . 0: No commitment/ no information available to the research team esity
(only applicable if not mandatory according to
government
policy)
Does the company state that it will place a
nutrition claim on a product (or use a nutrition
claim as part of product advertising) only 10: Yes, commitment is published BIA-
234 when the product is 'healthy'? 5: Yes, commitment is not published . 3 2 1 1 1 2
: - ) . ) ) ) ) Obesity
(only applicable if not mandatory according to |0: No commitment/ no information available to the research team
government
policy)
What system / criteria (e.g., product
classification system or nutrient profiling . . . L
. 10: Adopted official national or regional classification system (developed by WHO, PAHO,
system) does the company use to classify the national government, etc.)
healthiness of proc.h.!cts for.the purposes of 5: Developed own system that has been validated and shows strong alignment with official
health and/or nutrition claims? national (or regional) classification systems / dietary guidelines, published in peer-reviewed
(only applicable if not mandatory according to |literature BIA-
235 government 2.5: Developed own system that has been validated and shows alignment with official national Obesit 3 2 3 2 1 2
policy) (or regional) classification systems / dietary guidelines, not published in peer-reviewed esity
literature
If a proprietary product classification system 0: No information / poor alignment / does not have a system
has ?een developed, which F).roijCts’ [Information only, not to be scored]
nutrients and food characteristics are covered,
and what are the details?
o . 10: Yes, national policy and noted on company website / annual reports
Does the company have an explicit policy to  |7.5: ves, global policy and noted on company website / annual reports
236 reduce the exposure of children to unhealthy |5: Yes, national policy but not noted on company website / annual reports OR national policy BIA- 1 2 1 1 1 2
food marketing on broadcast media (TV, and noted on industry association website Obesity
radio)? 2.5: Yes, global policy but not noted on company website / annual reports
0: No policy/ no information available to the research team
10: 18 years and under
8: 16 years and under
To what age group(s) does the broadcast BIA-
237 Keti 5 gl Pl )I 5 6: 14 years and under Obesi 1 3 1 1 1 2
marketing policy apply: 4: 12 years and under esity
2: Under 10 years
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0: No policy / no information
10: Time-based restrictions, based on children’s peak viewing times (e.g., no advertising before
9:00pm)
5: Based on a percentage of the children’s audience that are likely to be viewing (e.g. if >10% of
238 How is the ‘target audience’ or ‘audience total children are watching) BIA- 1 3 1 2 1 )
exposed’ defined? 2.5: Based on a percentage of the audience that are likely to be children (e.g., if >10% of Obesity
audience are children)
1: Children’s programmes only
0: No explicit threshold / definition
Does the company have an explicit policy to 10: Yes, national policy and noted on company website / annual reports
reduce the exposure of children to unhealthy |7 5. yes, global policy and noted on company website / annual reports
food marketing on non-broadcast media 5: Yes, national policy but not noted on company website / annual reports OR national policy BIA-
239 (including websites, DVDs/games, social and noted on industry association website . 1 2 1 1 1 2
. . X ) . ) Obesity
media, print media, product placement, 2.5: Yes, global policy but not noted on company website / annual reports
outdoor marketing, in store marketing / point 0: No policy/ no information available to the research team
of sales marketing)? [Information only — what specific media channels are included]
10: 18 years and under
8: 16 years and under
240 To what age group(s) does the non-broadcast |6: 14 years and under BIA- 1 3 1 1 1 )
marketing policy apply? 4:12 years and under Obesity
2: Under 10 years
0: No policy / no information
Does the company commit not to sponsor
children’s sporting, cultural or other activities
using unhealthy brands (foods or company 10: Yes, comprehensive commitment including products and brands
241 brands)? 5: Yes, comprehensive commitment including products only (brands still permitted) BIA- 1 2 2 1 1 3
. . . 2.5: Some commitments in the area, including some events or some forms of sponsorship Obesity
(only applicable if not mandatory according to 0: No commitment / no information available to the research team
government
policy)
3 (Can be multiple)
Does the company commit not to use 2: Commits IN early childcare settings and primary schools (children up to age 11)
marketing in settings where children gather  |5. commits NEAR (e.g. within 500m) of early childcare settings and primary schools (children up
using unhealthy brands (foods or company to age 11) BIA-
242 brands)? 2: Commits IN secondary schools (children between age 12 and 18) Obesit 1 1 1 1 1 3
(only applicable if not mandatory according to |2: Commits NEAR (e.g., within 500m) of secondary schools (children between age 12 and 18) \
government 2: Commits in other places where children gather (family and child clinics, paediatric services or
policy) other health facilities, sporting or recreation centres, or sporting or cultural events held at
those premises)
Does the company pledge not to use
celebrities in marketing of products to )
children other than those that meet the 5: All forms of marketing ) ) ) . BIA
243 company’s healthy standard? 2.5: Some_ forr_ns of ma_rketmg (e.g., excludes packaging) or applies only to those celebrities that - 2 2 1 1 1 3
. ) X appeal primarily to children Obesity
(only applicable if not mandatory according to 0: No policy / no information available to the research team
government
policy)
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Does the co'mpany pledge npt to use fantasy 10: All forms of marketing (includes no use of characters with strong appeal to children across
and animation characters with a strong appeal |5} forms of marketing)
to children in marketing of products other 5: Some forms of marketing (includes no use of characters with strong appeal to children across
244 than those that meet the company’s healthy |some forms of marketing) BIA- ) ) 1 1 1 3
standard? 2.5: Some restriction on use of fantasy/animation character in marketing (e.g. only applies to Obesity
(only applicable if not mandatory according to |characters that appeal primarily to children or does not apply to licensed/third party
government characters)
. 0: No policy / no information available to the research team
policy)
Does the company commit to not use
premium offers (e.g., promotional toys,
games, vouchers and competitions) in
marketing of products (including as part of 5: All forms of marketing BIA-
245 children’s meals) other than those that meet |2.5: Some forms of marketing (e.g., excludes packaging) ] 2 2 1 1 1 3
the company’s healthy standard? 0: No commitment / no information available to the research team Obesity
(only applicable if not mandatory according to
government
policy)
5: Yes, the policy is audited by an independently appointed third party
2.5: Yes, the policy independently audited
Does the company audit its compliance with  |1: No, the policy is not independently audited BIA-
246 its policy on marketing to children at the 0: No auditing is conducted Obesit 1 2 1 2 1 2
national/country level? ¥
DIVIDE POINTS BY HALF IF THE POLICY IS ONLY AUDITED AT THE GLOBAL LEVEL, AND NOT AT
THE NATIONAL/COUNTRY LEVEL
What system / criteria (e.g., product
classification system or nutrient profiling 10: Adopted official national or regional classification system (developed by WHO, PAHO,
system) does the company use to classify the |national government, etc.)
healthiness of products for the purposes of 5: I?eveloped 0\{vn system Fhat has been vaIidaFed and s-hov‘vs strong f'alignrr-\ent with official
promotion to children? r?atlonal (or regional) classification systems / dietary guidelines, published in peer-reviewed BIA-
247 literature . 2 2 3 2 1 2
X . 2.5: Developed own system that has been validated and shows alignment with official national Obesity
If a proprietary product classification system |, regional) classification systems / dietary guidelines, not published in peer-reviewed
has been developed, which products, literature
nutrients and food characteristics are covered, |0: No information / poor alignment / does not have a system
and what are the details?
Does the company’s policy position support
WHO'’s position on government-led policy 10: Strong support (e.g., includes support for government-led action of marketing to children
action related to reducing the exposure of and adolescents, related to power and exposure)
children and adolescents to, and the power of, 5: Weak support (e.g., |nFIudes support for government-led action of marketing to children or
248 the marketing of unhealthy foods, as adolescent_s, rela_ted to either power or exposure,) BlA'— 2 2 3 1 1 3
X X i 0: No details available Obesity
articulated in the WHO Global Action Plan for -5: Somewhat opposed (e.g., opposes government-led efforts to restrict some aspects of
NCDs and other key WHO documents (such as promotion to children / adolescents)
the Report of the Commission on Ending -10: Strongly opposed (e.g., opposes any actions to reduce promotion to children)
Childhood Obesity)?
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According to the World Health Assembly
resolution WHA63.14, marketing policy should
aim to reduce the impact on children of
marketing of foods high in saturated fats,
trans-fatty acids, free sugars or salt by
reducing both exposure of children to, and
power of, marketing of foods high in these
nutrients, with uniform implementation
across all implementing bodies. The policy
should include settings where children gather.
The government should be the key
stakeholder in developing the policy including
implementation, monitoring and evaluation,
and enforcement systems should be in place
including clear definitions of sanctions.
10: Yes, relates to all menu items and commitment is publicly available
Does the company commit to disclose 7.5: Yes, relates to all menu itgms, commitmer.\t is not‘ public.ly avail.able BIA-
249 . . . 5: Yes, relates to some menu items and commitment is publicly available . 2 2 1 1 1 2
nutrition information on its menus? 2.5: Yes, relates to some menu items, commitment is not publicly available Obesity
0: No commitment / no information available to the research team
Up to 10 points maximum:
5: Energy / calories
5: Symbol or logo indicating ‘healthy’ items according to overall nutritional profile
What nutrition information does the company |2: Sodium/salt BIA-
250 . - . 3 3 1 1 1 3
commit to providing on menus? 2: Saturated fat Obesity
2: Total fat
2: Trans fat
2: Sugar
Is the nutrition information on menus >: Yes BIA-
251 X ) ) 0: No / no information . 1 3 1 3 1 2
presented in the same size and font as price? N/A where mandated by government policy Obesity
If energy / calorie information is displayed on
menus, does the company provide a .
. Yes
252 contt?xtual statement regarding thg number of 0: No / no information BIA.— 1 3 1 3 1 5
calories that should be consumed in a day for N/A where mandated by government policy Obesity
the average adult to maintain a healthy
weight?
10: Yes, comprehensive nutrition information (kJ/calories, sodium, saturated fat, trans fat, total
fat, sugar) for all regular menu items on a per 100g/100ml basis
Does the company have a policy that they will 7.5: Yes, comprehensive nutrition information (kJ/calories, sodium, saturated fat, trans fat,
253 provide comprehensive nutrition information total fat, sugar) for all regular menu items BIA- 3 3 1 1 1 3
5: Comprehensive nutrition information for some regular menu items / commitment to provide Obesity
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Does the company publish its policy position 10:v bsit
in relation to preferred government policy,  Y€s, on own website BIA-
254 ( h P t boli 5 st policy 5: Yes, on industry association website Obesit 1 3 2 1 1 3
wi er(? government policy exists) on menu 0: Not publicly available esity
labelling?
Does the company commit not to sponsor 10: Yes, comprehensive commitment including products and brands
255 children’s sporting, cultural or other activities |5: Yes, comprehensive commitment including products only (brands still permitted) BIA- 1 2 1 1 1 3
using unhealthy brands (foods or company 2.5: Some commitments in the area, including some events or some forms of sponsorship Obesity
brands)? 0: No commitment / no information available to the research team
(Can be multiple)
2: Commits IN early childcare settings and primary schools (children up to age 11)
Does the company commit not to use 2: Commits NEAR (e.g. within 500m) of early childcare settings and primary schools (children up
marketing in settings where children gather to age 11) BIA-
256 ) healthy brands (food 2: Commits IN secondary schools (children between age 12 and 18) Obesi 1 1 1 1 1 3
using unhealthy brands (foods or company 2: Commits NEAR (e.g., within 500m) of secondary schools (children between age 12 and 18) esity
brands)? 2: Commits in other places where children gather (family and child clinics, paediatric services or
other health facilities, sporting or recreation centres, or sporting or cultural events held at
those premises)
Does the company pledge not to use 5: All forms of marketing
257 celebrities in marketing of products to 2.5: Some forms of marketing (e.g., excludes packaging) or applies only to those celebrities that BIA- ) ) 1 1 1 3
children other than those that meet the appeal primarily to children Obesity
company’s healthy standard? 0: No policy / no information available to the research team
10: All forms of marketing (includes no use of characters with strong appeal to children across
Does the company pledge not to use fantasy |2/l forms of marketing)
and animation characters with a strong appeal 5: Some forms of marketing (includes no use of characters with strong appeal to children across
R X . some forms of marketing) BIA-
258 to children in marketing of products other L N ) ) ) ) 2 2 1 1 1 3
; 2.5: Some restriction on use of fantasy/animation character in marketing (e.g. only applies to Obesity
than those that meet the company’s healthy characters that appeal primarily to children or does not apply to licensed/third party
standard? characters)
0: No / no information
Does the company commit to not use
premium offers (e.g., promotional toys, .
ames, vouchers and competitions) in 5: All forms of marketing BIA-
259 g K é f products (includi t of 2.5: Some forms of marketing (e.g., excludes packaging) Obesit 2 2 1 1 1 3
ma.lr € Ir’Ig O products {including as part o 0: No commitment / no information available to the research team esity
children’s meals) other than those that meet
the company’s healthy standard?
Does the company commit to only advertise ) . _ . ) ,
or display ‘healthy’ sides and ‘healthy’ drinks 10: Yes, commits t? only.adveftlsmg both healthy sides and healthy drinks for children’s meals
. . , s R or does not advertise children’s meals BIA-
260 in children’s combination meals in restaurants ) o ’ ; . 2 2 1 1 1 3
5: Yes, commits to only advertising either healthy sides or health drinks Obesity
(for example, on menus and menu boards or 0: No commitment / no information available to the research team
in advertisements in restaurants)?
Does the company’s policy position support  |10: strong support (e.g., includes support for government-led action of marketing to children
WHO'’s position on government-led policy and adolescents, related to power and exposure) BIA-
261 action related to reducing the exposure of 5: Weak support (e.g., includes support for government-led action of marketing to children or Obesit 2 2 3 2 1 3
children and adolescents to, and the power of, |adolescents, related to either power or exposure,) esity
the marketing of unhealthy foods, as 0: No details available
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articulated in the WHO Global Action Plan for |-5: Somewhat opposed (e.g., opposes government-led efforts to restrict some aspects of
NCDs and other key WHO documents (such as |Promotion to children / adolescents)
the Report of the Commission on Ending -10: Strongly opposed (e.g., opposes any actions to reduce promotion to children)
Childhood Obesity)?
According to the World Health Assembly
resolution WHA63.14, marketing policy should
aim to reduce the impact on children of
marketing of foods high in saturated fats,
trans-fatty acids, free sugars or salt by
reducing both exposure of children to, and
power of, marketing of foods high in these
nutrients, with uniform implementation
across all implementing bodies. The policy
should include settings where children gather.
The government should be the key
stakeholder in developing the policy including
implementation, monitoring and evaluation,
and enforcement systems should be in place
including clear definitions of sanctions.
Additional details available at:
http://apps.who.int/iris/bitstream/10665/444
16/1/9789241500210_eng.pdf
Does the company make a clear and specific 10: Clear commi‘tment for whole busin_'\ess, a.nd is publi.shed
. . L 7.5: Clear commitment for whole business, is not published
commitment to dedicate a minimum amount R ] ) BIA-
262 i £ shelf l t 5: Broad commitment, is published Obesit 2 2 1 1 1 2
or proportion o i €lT space or 1loor space 1o |, s. groad commitment, is not published esity
healthy products? 0: No commitment / no information available to the research team
Does the company make a clear and specific 10: Clear commitment for whole business, and is published
. . . 7.5: Clear commitment for whole business, is not published
commitment to dedicate a maximum amount ) . . BIA-
263 A £ shelf P 5: Broad commitment, is published Obesi 2 2 1 1 1 2
or proportion of shelf space or floor space to |, .5 4 commitment, is not published esity
less healthy products? 0: No commitment / no information available to the research team
. 10: No unhealthy items, applies to all checkouts
Does the company have a policy that 5: No unhealthy items, applies to some checkouts OR limit unhealthy items, applies to all
264 checkouts are free from unhealthy items checkouts BIA- 5 5 1 1 1 5
(including confectionery, chocolate and soft  |2.5: Limit unhealthy items, applies to some checkouts Obesity
drinks)? 2.5: Actively considering/engaged in healthy checkout options
0: No policy / no information available to the research team
Does the company have a published position |10: No unhealthy items, applies to all high-traffic areas
on the placement of unhealthy items (such as |7.5: No unhealthy items, applies to some high-traffic areas BIA-
265 confectionery, chocolate and soft drinks) at 5: Limit unhealthy items, applies to all high-traffic areas Obesit 2 2 1 1 1 3
end of aisle displays or other high-traffic 2.5: Limit unhealthy items, applies to some high-traffic areas esity
areas? 0: No commitment / no information available to the research team
266 Poes t,he cortnpany. commit to disclose the 10: Yes, publicly available commitment to disclose ingredients on all products BIA,_ 2 3 1 1 1 2
ingredients list on its own brand products? Obesity
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7.5: Yes, commitment to disclose ingredients on all products, but commitment not publicly
available
5: Yes, publicly available commitment to disclose ingredients on some (but not all) products
2.5: Yes, commitment to disclose ingredients on some (but not all) products, but commitment
not publicly available
0: No commitment / no information available to the research team
10: Yes, publicly available commitment to disclose nutrition information on all products
. . 7.5: Yes, commitment to disclose nutrition information on all products, but commitment not
Does the company commit to disclose publicly available
nutrition information on its own brand 5: Yes, publicly available commitment to disclose nutrition information on some (but not all)
267 products on a ‘per 100g/100mL’ basis? products BIA- 1 3 1 1 1 )
2.5: Yes, commitment to disclose nutrition information on some (but not all) products, but Obesity
What nutrition information does the company [commitment not publicly available
commit to providing on own brand products? 0: No commitment / no information available to the research team
[Information only, not to be scored]
Does the company commit to provide on-pack 2.5: Yes, on all relevant products
. . 1: Yes, on some products BIA-
268 information on trans fat content for own- ) : . ) . 1 3 1 1 1 3
0: No commitment / no information available to the research team Obesity
brand products? N/A: if commitment to eliminate use of all industrially produced trans fat across portfolio
Does the company commit to provide on-pack |2.5: Yes, on all relevant products BIA-
269 information on free sugar content for own- 1: Yes, on some products . 1 3 1 1 1 3
brand products? 0: No commitment / no information available to the research team Obesity
10: Yes, comprehensive nutrition information (calories, sodium, saturated fat, total fat, sugar)
for most (>80%) products, including on a per 100g/100ml basis
7.5: Yes, comprehensive nutrition information (calories, sodium, saturated fat, total fat, sugar)
70 Does the company provide nutrition f)onrl;nost (>80%) products, OR comprehensive nutrition information for all products per serving BIA- 5 s . R 5 s
information online for own brand products? 5: Comprehensive nutrition information for some (>50%) products Obesity
2.5: Limited nutrition information (i.e. does not include calories, sodium, saturated fat, total fat
or sugar) for some (>50%) items
0: <50% of products or no information
Does the company have a policy to provide 5: Yes, all products (published or not published) BIA-
271 information on food composition to national |2.5: Yes, some products ) 1 2 1 1 1 3
authorities, on request? 0: No policy / no information available to the research team Obesity
Does the company have a published 10: Yes, wi‘th i-mplementatign plan across all prOdL‘ICt categories (publisht?d or un[‘)ublished)
commitment to rolling out the government- 7.5: Yes‘, with implementation plan across a selection of product categories (published or BIA-
272 . unpublished) . 3 2 3 1 1 3
endorsed FOP labelling scheme on own brand 5: Yes, but with no specific implementation plan (published or unpublished) Obesity
products? 0: No commitment / no information available to the research team
10: Interpretive information (such as, stars, traffic lights, warning labels, etc.), applied across all
product categories
Does the company commit to use a FOP 7.5: Symb_ol_s or IogO§ that_indicate healthy products_, applied acros_s all product categories BIA-
273 . 5: Numeric information with % of recommended daily intake, applied across all product . 3 2 1 1 1 3
labelling system on own brand products? ) Obesity
categories
2.5: Numeric information on levels of key nutrients, not showing % of recommended daily
intake, applied across all product categories
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0: No FOP labelling used
DIVIDE POINTS IN HALF IF ONLY USED FOR SOME PRODUCTS / CATEGORIES
What system / criteria (e.g., product - ) ) L
e e . - 10: Adopted official national or regional classification system (developed by WHO, PAHO,
classification system or nutrient profiling h
X national government, etc.)
SySten?) does the company use to classify the 5: Developed own system that has been validated and shows strong alignment with official
healthiness of products for the purposes of national (or regional) classification systems / dietary guidelines, published in peer-reviewed
FOP nutrition labelling on own brand literature BIA
274 products? 2.5: Developed own system that has been validated and shows moderate alignment with Obesi 3 2 3 2 1 2
official national (or regional) classification systems / dietary guidelines, not published in peer- esity
If a proprietary product classification system |reviewed literature )
has been developed, which products, 0: No information / poor alignment / does not have a system
nutrients and food characteristics are covered, .
X [Information only, not to be scored]
and what are the details?
Does the company publish its policy position |10 Yes, onown website )
275 (in relation to government policy) on front of 5: Yes, on industry association website BIA- 1 3 2 1 1 3
i ‘f i policy 2.5: Policy position made available to INFORMAS team Obesity
pack nutrition labelling? 0: Not publicly available
Does the company’s policy position (in
relation to government policy) support WHQ’s |10: Strong support (with a focus on “interpretive” to mean readily understandable and
position on front of pack nutrition labelling, as |Providing easy comparison of products e.g. using traffic light colours or stars to compare
articulated in the WHO Report of the grt\)/\dluctks for those with low nutriti:nal Iitsracy;Ibroadl'ydimyla'lemegt.ed) - .
Commission on Ending Childhood Obesity— : Wea supr:)ort (e.g., supports scheme that only provides limited interpretive information, BIA-
276 X such as % Daily Intake Guide for energy content only) . 3 3 3 1 1 3
Recommendation 1.7)? . ) ) Obesity
. 0: No details available
(Statement on Recommendation 1.7: -5: Somewhat opposed (e.g., opposes some aspects of implementation of an interpretive
Implement interpretive front-of-pack labelling, |scheme)
supported by public education of both adults |-10: Strongly opposed (e.g., opposes interpretive labelling)
and children for nutrition literacy)
Does the company state that it will place a
health claim on an own-brand product (or use |10: Yes, commitment is published BIA
277 a health claim as part of own-brand product |5: Yes, commitment is not published Obesit 3 2 2 1 1 2
advertising) only when the product is 0: No commitment /no information available to the research team esity
'healthy', and in compliance with Codex?
Does the company state that it will place a
nutrition claim on an own-brand product (or |10: Yes, commitment is published BIA
278 use a nutrition claim as part of own-brand 5: Yes, commitment is not published Obesit 3 2 1 1 1 3
product advertising) only when the product is |0: No commitment / no information available to the research team esity
'healthy'?
o 10: Adopted official national or regional classification system (developed by WHO, PAHO,
Wha.t .syst.em / criteria (e.g.,.product. . national government, etc.)
classification system or nutrient profiling 5: Developed own system that has been validated and shows strong alignment with official
system) does the company use to classify the |national (or regional) classification systems / dietary guidelines, published in peer-reviewed BIA-
279 . . . 3 2 3 2 1 2
healthiness of own-brand products for the literature Obesity
purposes of health and/or nutrition claims? 2.5: Developed own system that has been validated and shows moderate alignment with
official national (or regional) classification systems / dietary guidelines, not published in peer-
reviewed literature
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If a proprietary product classification system  |0: No information / poor alignment / does not have a system
has been developed, which products,
nutrients and food characteristics are covered, |[Information only, not to be scored]
and what are the details?
10: Yes, labelling system used for all product categories, classification based on official national
or regional classification system (developed by WHO, PAHO, national government, etc.)
7.5: Yes, labelling system used for some product categories, classification based on official
national or regional classification system (developed by WHO, PAHO, national government,
Does the company use shelf tags that provide etc) . . o
e . L 5: Yes, labelling system used for all product categories, classification based on own system that BIA-
280 summary nutrition information (e.g. Guiding . A A L ) : L . 2 3 3 2 1 3
. S has been validated and shows strong alignment with official national (or regional) classification | Obesity
Stars, Health Star Rating, nutritioniQ, Nuval)? systems / dietary guidelines, published in peer-reviewed literature
2.5: Yes, labelling system used for some product categories, classification based on own system
that has been validated and shows strong / moderate alignment with official national (or
regional) classification systems / dietary guidelines, not published in peer-reviewed literature
0: No
Does the company have an ongoing 5: Yes, in all/most stores
281 nutrition/healthy eating education program  [2.5: Seasonal /intermittent programs only, or only selected stores BIA- 1 2 1 2 1 3
in-store? (e.g., dietitians in stores, nutrition 1: Actively considering/engaged in options for nutrition/healthy eating education programs Obesity
education materials, etc.) 0: No
Does the company commit to disclose 10: Yes, relates to all menu i"cems and con?mitmgnt is publi(fly availgble
nutrition information (e.g., on menus) for 7.5: Yes, relates to all menu |Fems, commltmer'mt is not. publlc'ly ava|l'able BIA-
282 5: Yes, relates to some menu items and commitment is publicly available . 1 2 1 1 1 3
takeaway or n:eady-to-eat foods that are 2.5: Yes, relates to some menu items, commitment is not publicly available Obesity
prepared on site? 0: No commitment / no information available to the research team
Up to 10 points maximum:
5: Energy / calories
What nutrition information does the company |s: symbol or logo indicating ‘healthy’ items
283 commit to providing (e.g., on menus) for 2: Sodium/salt BIA- ) 5 1 1 1 3
takeaway or ready-to-eat foods that are 2: Saturated fat Obesity
prepared on site? 2: Total fat
2: Trans fat
2: Sugar
Is the nutrition information (e.g., on menus)
284 for takeaway (?r ready—to-ea't foods that a.re 5: Yes BIA'— 1 3 1 2 1 3
prepared on site presented in the same size  |0: No Obesity
and font as price?
If energy / calorie information is displayed,
does the company provide a contextual
285 statement regarding the number of ki/ 5: Yes BIA'- 1 3 1 2 1 3
calories that should be consumed in a day for [0: No Obesity
the average adult to maintain a healthy
weight?
Does the company publish its policy position [10: Yes, on own website BIA-
286 (in relation to government policy if 5: Yes, on industry association website . 1 3 2 1 1 3
government p0||cy exists) oh menu |abe|||ng'.J 2.5: Policy position made available to INFORMAS team ObeSIty
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0: Not publicly available
Does the company commit to not use
premium offers (e.g., promotional toys, 5: All forms of marketing BIA-
287 games, vouchers and competitions) in 2.5: Some forms of marketing (e.g., excludes packaging) . 2 2 1 1 3
marketing of products other than those that  |0: No commitment / no information available to the research team Obesity
meet the company’s healthy standard?
What system / criteria (e.g., product 10: Adopted official national or regional classification system (developed by WHO, PAHO,
classification system or nutrient profiling national government, etc.)
system) does the company use to classify the |5: Developed own system that has been validated and shows strong alignment with official
healthiness of products for the purposes of national (or regional) classification systems / dietary guidelines, published in peer-reviewed
promotion to children and adolescents? literature BIA-
288 2.5: Developed own system that has been validated and shows alignment with official national . 2 2 3 2 1 2
X . (or regional) classification systems / dietary guidelines, not published in peer-reviewed Obesity
If a proprietary product classification system |jizarature
has been developed, which products, 0: No information / poor alignment / does not have a system
nutrients and food characteristics are covered,
and what are the details? [Information only, not to be scored]
Does the company’s policy position support
WHO's position on government-led policy 10: Strong support (e.g., includes support for government-led action of marketing to children
action related to reducing the exposure of and adolescents, related to power and exposure)
children and adolescents to, and the power of, |5: weak support (e.g., includes support for government-led action of marketing to children or
289 the marketing of unhealthy foods, as adolescents, related to either power or exposure,) BIA- 2 2 3 1 1 3
articulated in the WHO Global Action Plan for |0: No details available Obesity
NCDs and other key WHO documents (such as |-5: Somewhat opposed (e.g., opposes government-led efforts to restrict some aspects of
the Report of the Commission on Ending promotion to children / adolescents) ) ) )
Childhood Obesity)? -10: Strongly opposed (e.g., opposes any actions to reduce promotion to children)
Does the company have a marketing policy to |5: Yes, and noted on company website / annual reports BIA-
290 reduce the power and exposure of all 2.5 Yes, but not noted on company website / annual reports . 3 2 1 1 1 2
consumers to unhealthy food marketing? 0: No policy / no information available to the research team Obesity
(Can be multiple)
291 To which media / settings does the marketing |5: Broadcast media (TV, Radio) BIA- ) 3 1 1 1 )
policy (related to all consumers) apply? 5: Non-broadcast media (including websites, DVDs/games, social media, print media, product Obesity
placement, outdoor marketing)
10: Yes, published policy commits to only promote healthy products in-store
Does the company have a policy to limit their 7.5: Yes., pu'blished policy commits to ensuring that a minimum proportion of in-store BIA-
292 X . promotion is for healthy products . 2 2 1 1 1 2
in-store promotion of unhealthy products? 5: Policy exists, but not published Obesity
0: No policy / no information available to the research team
10: Yes, published policy commits to only promote healthy products in regular
Does the company have a policy on the catalogues/circulars
proportion of healthy (compared with 7.5: Yes, published policy commits to ensuring that a minimum proportion of products BIA-
293 . . ) - ) . 2 1 1 1 1 2
unhealthy foods) foods promoted in their promoted in regular catalogues/circulars is for healthy products Obesity
regular catalogues/circulars? 5: Policy exists, but not published
0: No policy / no information available to the research team
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Does the company have a policy to link 5: Yes, publisf.\ed policY commits. to Iin!( rewards / Ir.?oyalty schemes to healthy food products
2.5: Yes, published policy commits to link a proportion of rewards / loyalty schemes to healthy BIA-
294 rewards programs or loyalty programs to f . 1 1 1 1 1
. 5 food products / not published Obesity
healthy food items? 0: No policy / no information available to the research team
Does the company have a policy to ensure
. . 5: All presentations, product giveaways or tastings must be for healthy products
that in-store product presentations, product . A € A BIA-
295 . tasti for health duct 2.5: Some presentations or tastings (e.g. those aimed at children) must be for healthy products Obesit 1 2 1 1 1 3
g.lveaw.ays c?r astings are 'or €althy products 5. No policy / no information available to the research team esity
(including giveaways to children)?
5: Yes, the policy is independently audited
Does the company audit its compliance with  |2.5: No, the policy is not independently audited BIA-
296 its policy on marketing to all consumers at the |0: No auditing is conducted Obesit 1 2 1 2 1 2
national/country level? DIVIDE POINTS BY HALF IF THE POLICY IS ONLY AUDITED AT THE GLOBAL LEVEL, AND NOT AT esity
THE NATIONAL/COUNTRY LEVEL
What system / criteria (e.g., product
classification system or nutrient profiling 10: Adopted official national or regional classification system (developed by WHO, PAHO,
system) does the company use to classify the |national government, etc.)
healthiness of products for the purposes of 5: Developed own system that has been validated and shows strong alignment with official
product promotion to all consumers (e.g. in- Ir?ational (or regional) classification systems / dietary guidelines, published in peer-reviewed
iterature
297 store C:Italolgues,tbrocfphures, flyers, shelf tags, 2.5: Developed own system that has been validated and shows alignment with official national OElA't 3 2 3 2 1 2
promotional posters)? (or regional) classification systems / dietary guidelines, not published in peer-reviewed esity
. o literature
If a proprietary product classification system |0: No information / poor alignment / does not have a system
has been developed, which products,
nutrients and food characteristics are covered, |[Information only, not to be scored]
and what are the details?
Whether each of the following types of
information is required by the organization’s
procedures for product and service
information and labeling:
i. The sourcing of components of the product
or service;
298 ii. Content, particularly with regard to GRI 1 2 1 2 1 2
substances that might produce an
environmental or social impact;
iii. Safe use of the product or service;
iv. Disposal of the product and environmental
or social impacts;
v. Other (explain).
Percentage of significant product or service
categories covered by and assessed for
compliance with the organization's
299 P & GRI 121|213 |1
procedures:
i. The sourcing of components of the product
or service;
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ii. Content, particularly with regard to
substances that might produce an
environmental or social impact;
iii. Safe use of the product or service;
iv. Disposal of the product and environmental
or social impacts;
v. Other (explain).
stratification of non-compliance by incidents: i. resulting in a fine or penalty; ii. resultingin a
Total number of incidents of non-compliance warning; iii. non-compliance with voluntary codes. Exclude incidents of non-compliance in
300 with regulations and/or voluntary codes which the ogranization was determined not to be at fault; if applicable, identify any incidents of GRI 1 2 2 3 3 2
concerning product and service information non-compliance that relate to events in periods prior to the reporting period. If the
and labeling organization has not identified any non-compliance with regulations and/or voluntary codes, a
brief statement of this fact is sufficient.
Total number of incidents of non-compliance stratification of non-compliance by incidents: i. resulting in a fine or penalty; ii. resultingin a
with regulations and/or voluntary codes wal.'mng; iii. non.»cornphance with v.quntary codes. Excludg mcndgnts of.noon‘—compl‘lan'ce in
. . L which the ogranization was determined not to be at fault; if applicable, identify any incidents of
301 concerning marketing communications, - : } - - ) GRI 1 2 2 3 3 2
N N o X non-compliance that relate to events in periods prior to the reporting period. If the
including afdvertlsmg, promotion, and organization has not identified any non-compliance with regulations and/or voluntary codes, a
sponsorship brief statement of this fact is sufficient.
1) identify regulatory labeling requirements relevant to the product market. 2) identify product
information practices on ingredients and nutritional information beyond legal requirements. 3)
identify for those products with consumer labels: ingredients lists and key nutrient information
used. 4) identify consumer access points (e.g. websites, consumer hotlines) where one may find
Policies and practices on communication to extensive quantifiable nutrition ifnormation regarding key nutrients and ingredients in products
302 consumers about ingredients and nutritional |intended for consumption by an individual. 5) identify policies used for the communication of: | GRI-Food 2 2 1 2 2 2
information beyond legal requirements artifical food coloring, food additives/enhances such as MSG, GMOs, artificial sweeteners,
preservatives, allergens, food fortification. 6) identify policies used for the definition of nutrient
and health claims and othe rclaims on food products (light, low calorie, heart healthy, etc.). 7)
report policies and practices on communication to consumers about ingreidents and nutritional
information beyond legal requirements
For supermarkets thisi relates to intuitive, front-of-package labeling (in store and online). For
the out of home sector it relates to menus (onsite or online). For a maximum score
transparency is required for the methodology used for labelling.
Company has a target for, and reports on, the
% of menu items or products with intuitive Scoring guidelines for quantitative metrics with specific targets:
303 . . ) PUP 1 2 1 3 3 3
front-of-package or (restaurants and caterers) |3: Company has a clear target and is reporting against the target
consumer-facing nutrition labels (ideal 100%) |2: Company reports performance data but not a target, or has a target but is not reporting
against the target
1: Company recognises teh issue and has taken limited or isolated action
0: No evidence is found that a company recognises the iss e or is taking action
For a maximum score companies should disclose the proportion of marketing budget allocated
to healthy products or menus. Evidence of strategic prioritisation of marketing of healthy food
The company's marketing strategy prioritises |to chiildrfen achieve a score of 2; evidence of initiatives such as individual price promotions,
304 healthy foods, especially when marketing to  |campaigns and a policy that adheres to international marketing guidelines achieve a score of 1. PUP 3 2 1 2 3 2
children
Scoring guidelines for quantitative metrics with specific targets:
3: Company has a clear target and is reporting against the target
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2: Company reports performance data but not a target, or has a target but is not reporting
against the target

1: Company recognizes the issue and has taken limited or isolated action

0: No evidence is found that a company recognizes the issue or is taking action

305

Percentage of advertising impressions (1)
made on children and (2) made on children
promoting products that met dietary
guidelines

An advertising impression is a measure of the number of times an advertisement is seen,
heard, watched or read. Advertising impressions include, but are not limited to: those made
through media such as television, radio, print, the Internet (company-owned or third-party
websites), mobile apps, interactive games (ncluding advergames), video games, computer
games, DVDs and other video formats, word-of-mouth, and licensed characters, celebrity and
movie tie-ins.

Chidlren defined as age 12 and under.

The number of advertising impressions made on children is calculated as teh expected share of
children in the audience (viewers, listeners, readers, or visitors) at the time of the media
multiplied by the expected total number of advertising impressions made, regardless of
whether the advertising is primarily directed to children. For example, the 35% threshold use in
the CFBAI Program and Core Principles Statement, 4th edition is not applicable to the above
calculation of adverising impressions made on children.

The entitiy shall disclose the precentage of advertising impressions made on children taht
promote products which meet national dietary guidelines for children. Nationanl dietary
guidelines are defined as international, national, regional, or industry guidelines or criteria
developed to promote healthy diets among chidlren. National dietary guidelines for children
include: China National Dietary Guideline for School Children, EU Food and Nutrition Policy for
Schools, USDA Nutritional Standards in teh National School Lunch and School Breakfast
Programs, and other guidelines provided by national governmental agencies or regulators that
contain daily nutritional values for children and are substantially equivalent to the guidelines
referenced above.

The percentage is calculated as the number of advertising impressions made on children that
promote products that national dietary guidelines for children divided by the total number of
adverising impressions made on children.

The entity shall disclose its methodology for collecting data and estimating the number of
advertising imrpessions made on children, where reasonable estimation methods include, but
are not limited to: gross rating points and target ratios to determine impressions from TV,
radio, print advertising; average visits per month, average page visits per month, and targeted
index by age for company-owned websites; total number of advertising impressions viewed and
child audience share on third-party websites, mobile apps, interactive games (including
advergames), video games, and computer games.

SASB

306

Number of incidents of non-compliance with
industry or regulatory labeling and/or
marketing codes

The entity shall disclose the total number of substantial incidents of non-compliance with
labeling and/or marketing-related regulatory code(s), statute(s), or other requiremetns.

Labeling- and/or marketing-related non-compliance incidents include those with products with
albels that are misbranded or use deceptive acts of advertising. The scope of labeling- and/or
marketing-related non-compliance inccidents includes but are not limited to, US FDA Untitled
Letters and Warning Letters, US FTC issued cease-and-desist orders, civil penalities, and
corrective advertising remedies (and non-US equivalents for all of above). Examples of labeling-

and/or marketing-related regulatory code(s), statute(s), or other requirement(s) include, but

SASB
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are not limited to: US Fair Packaging and Labeling Act, US Federal Food and Drugs Act of 1906,
US Federal Food, Drug, and Cosmetic Act, US FCT Act,.

The entitiy may disclose other incidents of non-compliance or violations with voluntary, third
party, industry or internal codes related to labeling and/or marketing, including but not limited
to: Advertising Self-Regulatory Council (ARSC), Children's Advertising Review Unit (CARU) of the
ASRC.

307

Total amount of monetary losses as a result of
legal proceedings assocatied with marketing
and/or labeling practices

Entity shall disclose the total amount of monetary loses it incurred during the reporting period
as a result of legal proceeding associated with marketing and/or labeling practices, such as
those related to enforcement of US laws and regulations on nutrient content claims, health
claims, other unfair or deceptive clains, and/or misbranded labeling. The legal proceedings shall
include any adjudicative proceeding in which the entity was involved, whether before a court, a
regulator, arbitor, or otherwise.

The losses shall include all monetary liabilities to the opposing party and others (whether as a
result of settiment or verdict after trial or otherwise), including fines and other monetary
liabiliteis incurred during reporting period as a result of civil actions (e.g. civil judgements or
settlements), regulatory proceedings (e.g. penalties, disgorgement, or restitution), and criminal
actions (e.g. criminal judgement, penalties, or restitution) brough by any entity (government,
business, individual, etc.). The scope of monetary losses shall exclude legal and other fees and
expenses incurred by entity in its defense.

The scope of disclosure shall include, but is not limited to, legal proceedings associated with
enforcement of relevant industry regulations, such as: US Federal Food and Drugs Act of 1906,
US Nutrition Labeling and Education Act of 1990

The entity shall briefly describe the nature (e.g., judgement or order issued after trial,
settlement, guilty plea, deferred prosicution agreement, or non-prosecution agreement) and
context (e.g., nutrient content claims, health claims, and misbranded labeling) of all monetary
losses as a result of legal proceedings. The entity shall describe any corrective actions it has
implemented as a result of legal proceedings. This may include, but is not limited to, specific
changes in operations, management, processes, products, business partners, training, or
technology.

SASB

308

Number of advertising impressions made on
children, percentage promoting products that
meet national dietary guidelines for children

An advertising impression is a measure of the number of times an advertisement is seen,
heard, watched or read. Advertising impressions include, but are not limited to: those made
through media such as television, radio, print, the Internet (company-owned or third-party
websites), mobile apps, interactive games (ncluding advergames), video games, computer
games, DVDs and other video formats, word-of-mouth, and licensed characters, celebrity and
movie tie-ins.

Chidlren defined as age 12 and under.

The number of advertising impressions made on children is calculated as teh expected share of
children in the audience (viewers, listeners, readers, or visitors) at the time of the media
multiplied by the expected total number of advertising impressions made, regardless of
whether the advertising is primarily directed to children. For example, the 35% threshold use in
the CFBAI Program and Core Principles Statement, 4th edition is not applicable to the above
calculation of adverising impressions made on children.

SASB
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The entity shall disclose the percentage of advertising impressions made on children that
promote products which meet national dietary guidelines for children. National dietary
guidelines are defined as international, national, regional, or industry guidelines or criteria
developed to promote healthy diets among chidlren. National dietary guidelines for children
include: China National Dietary Guideline for School Children, EU Food and Nutrition Policy for
Schools, USDA Nutritional Standards in teh National School Lunch and School Breakfast
Programs, and other guidelines provided by national governmental agencies or regulators that
contain daily nutritional values for children and are substantially equivalent to the guidelines
referenced above.
The percentage is calculated as the number of advertising impressions made on children that
promote products that national dietary guidelines for children divided by the total number of
adverising impressions made on children.
The entity shall disclose its methodology for collecting data and estimating the number of
advertising imrpessions made on children, where reasonable estimation methods include, but
are not limited to: gross rating points and target ratios to determine impressions from TV,
radio, print advertising; average visits per month, average page visits per month, and targeted
index by age for company-owned websites; total number of advertising impressions viewed and
child audience share on third-party websites, mobile apps, interactive games (including
advergames), video games, and computer games.
The company complies with laws, codes and o o o
regulations related to food labelling to provide Fc?od label refers to any tagi brand, mark., pictorial or other descriptive matter.that is written,
309 nutrition information on key relevant printed, stencilled, marked, lmbo'ssed or |.mpressed 9n, or ?ttached t{), a contalngt of food or WBA 2 2 P 3 1 2
X ) . food product. It usually includes information on the ingredients, quality and nutritional value of
nutrients and portion- or serving-based the product. (FAO 2021)
information.
The company discloses the percentage of
products/menus and markets for which it has
310 provided nutrition information on key relevant WBA 2 1 1 2 1 3
nutrients and portion- or serving-based
information.
Front-of-pack label: are presented on the front of food packages (in the principal field of vision)
The company provides evidence of adoption  [and can be applied across the packaged retail food supply. There are two main categories of
of front-of-pack labels or any other consumer- front-of-pack labels: interpretive and non-interpretive (informative). Interpretive systems
facing nutrition labels that support consumers provide at-a-glance guidan.ce or} the rela.tive healthingss ofa prOdleCt; non-interpretive systems
311 with making healthier food choices; where proylde a summary of nutrne}nt |n}format|on from nutrleﬂt declarations for one or more WBA 3 2 2 3 1 2
i R . nutrients and no advice or direction on the overall nutritional value of the food (WHO 2019).
applicable, the company provides evidence of
adoption of an interpretive government- Interpretive government-endorsed front-of-pack labelling refers to front-of-pack labelling
endorsed front-of-pack labelling systems that are legally allowed and supported by government or other authorities in the
country. Examples are Health Star Rating Systems, Nutri-score, Healthy choices logo, etc.
The company discloses the percentage of Front-of-pack Ia‘beI: are presented on the fro-nt of food packages (in the princ‘ipal field C-Jf vision)
products/menus for which its front-of-pack and can be applied a_cross the‘packaged reFall food §upply. Therg are two maer categories of
312 labelling schemes have been rolled out; where front‘—of—pack labels: |n.terpret|ve and non-—mterpret!ve (informative). Interp.retlve syftems WBA 3 2 5 2 1 3
X ; provide at-a-glance guidance on the relative healthiness of a product; non-interpretive systems
applicable, the company discloses the provide a summary of nutrient information from nutrient declarations for one or more
percentage of products of menus for which nutrients and no advice or direction on the overall nutritional value of the food (WHO 2019).
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interpretive government-endorsed front-of-
pack labels have been rolled out Interpretive government-endorsed front-of-pack labelling refers to front-of-pack labelling
systems that are legally allowed and supported by government or other authorities in the
country. Examples are Health Star Rating Systems, Nutri-score, Healthy choices logo, etc.

The company provides evidence that all of its
labelling commitments have been rolled out

to at least 80% of all markets or 98% of all WBA 2 2 1 3 3 2
products/menus globally.

The company has a commitment/policy for
responsible advertising and marketing
communication aligned with international
codes and guidelines or national regulations
The company provides evidence of marketing
activities to promote heathier and more
nutritious food options (|r\ accordancg with a WBA 3 ) ) 3 1 )
government-endorsed/widely recognised
nutrient profiling system/nutritional
guidelines)

The company discloses the proportion of
316 marketing budget spent on promoting WBA 3 2 1 2 1 3
healthier and more nutritious food options

If the company produces or sells foods and/or
beverages suitable for children in their
portfolio, it has a responsible marketing policy |E.g.: Framework for Responsible Food and Beverage Marketing Communications 2019; IFBA WBA ) ) 2 1 1 3
specifically tailored to children that is aligned |Global Responsible Marketing Policy 2021
with international codes and guidelines and
applicable across all media channels.

The company’s responsible marketing policy
318 includes marketing restrictions to children and
teens (below the age of 18).

The company’s marketing policy restricts

319 marketing to children only to products
meeting WHO regional standards.

The company provides evidence of

320 compliance with its responsible marketing WBA 2 2 1 3 1 2
policy for children through third-party auditing
Business Nutrition-Related Governance

313

314 International Chamber of Commerce’s Advertising and Marketing Communications Code WBA 2 2 2 1 1 3

315

317

Teens are individuals aged 13-17 years (ICC Advertising and Marketing Communication Code;

Convention on the Rights of the Child) WEBA 1 3 2 1 1 3

E.g. WHO Regional Office for Europe Nutrient Profile Model; WHO Nutrient Profile Model for
the Western Pacific Region.

WBA 3 2 3 1 1 3

Mission statement mentions health and nutrition AND company states a strategic commitment
Does the company publicly commit to placing |to grow through a focus on nutrition and health

a strategic focus on nutrition and health Either the mission statement mentions nutrition and health, or a strategic commitment to grow

321 . o L o ATNI 3 2 1 1 1 3
articulated in its mission statement and through a focus on health and nutrition
strategic commitments? No clear focus on health and nutrition in mission statement or growth strategy
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The mission statement or an equivalent, such as a purpose statement, must be public in order
to be credited in this indicator. A strategic focus on nutrition and health needs to be publicly
disclosed and must be related to the core (commercial) business strategy of the company in
order to be credited. It is not mandatory that both words ‘nutrition” and ‘health’ are mentioned
explicitly, but it should be unambiguous that both elements are covered.

322

definition)?

Does the company commit to delivering more
healthy foods (according to the company’s

Yes
No
No information

ATNI

323

products?

Does the company make a commitment to
addressing the specific needs of priority
populations through healthy and appropriate

Yes
No
No information

Companies should address the nutrition policy priorities determined by public authorities in the
markets in which they are active, as relevant to companies’ portfolios and activities. In addition
to improving the healthiness of products for the general population, ATNI assesses whether
companies commit to addressing the needs of those groups experiencing, or at higher risk of
malnutrition than the general population. All aspects of malnutrition are considered relevant if
identified as priority by public health authorities, and may encompass undernutrition,
micronutrient deficiencies and overweight, obesity and diet-related diseases. Further, (risk of)
malnutrition may be related to, or overlap with, aspects of food insecurity, defined as the
uncertainties people face about their ability to obtain food and have been forced to reduce, at
times during the year, the quality and/or quantity of food they consume due to lack of money
or other resources.

To refer to these groups, ATNI uses the overarching term “priority populations”. Throughout
ATNI’s methodology, the use of this term focuses on addressing nutrition priorities in a given
environment. Several factors or determinants are potentially important in identifying and
addressing priority populations in relation to nutrition priorities, which are addressed in the
ATNI methodology:

- Nutritional factors related to age or life stages (e.g. women of childbearing age,
infants, young children, elderly) and undernourished groups, with a specific focus on (the risk
of) micronutrient deficiencies that can be addressed by appropriate fortification or using
micronutrient-rich products, ingredients or commodities (addressed in Category B). Whether
the marketing of such products is adapted appropriately to the context of the target groups is
assessed in Category D, in addition to a general focus on responsible marketing of products to
children and youth (i.e. refraining from marketing products that do not meet relevant health
guidelines to these groups);

- Income and other socioeconomic and cultural factors are addressed in Category C in
relation to the affordability and accessibility of healthy products. In addition, behavioral factors
are relevant in Category E to assess if consumer-oriented educational and lifestyle programs are
well attuned to the target audiences, e.g. in relation to nutrition literacy;

- Physical access factors e.g. in relation to rural or urban areas in which people’s
regular access to healthy foods may be limited: geographical factors are addressed in Category
C - Criterion C2.

These factors, which vary by market and context, should be evident in the design and nature of

companies’ approaches to addressing all forms of malnutrition. ATNI will assess how companies

ATNI
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identify the needs of priority populations in the markets in which they operate based on
national and/or international guidelines and policies. Further, ATNI aims to credit companies’
strategies that are universal but are resourced and delivered to respond to the specific
nutritional needs of relevant population groups in a given market and context.

324

Has the company formally set out how it
intends to address all forms of malnutrition
(i.e. undernutrition, micronutrient deficiencies
and obesity and diet-related chronic diseases)
through its commercial strategy?

Yes, comprehensively

Yes, covering one or limited aspects of malnutrition only
o

No information

b=

The comprehensiveness of companies’ commercial and philanthropic strategies will be assessed
on a company level, dependent on the needs of the markets in which they operate —i.e.
undernutrition may not be relevant for companies only active in developed markets.

ATNI

325

[Supplemental score] And through its
philanthropic / non-commercial approach?

Yes, comprehensively

Yes, covering one or limited aspects of malnutrition only
No

No information

The comprehensiveness of companies’ commercial and philanthropic strategies will be assessed
on a company level, dependent on the needs of the markets in which they operate —i.e.
undernutrition may not be relevant for companies only active in developed markets.

The ‘supplemental score’ in relation to its philanthropic / non-commercial approach in indicator
3.2 is not necessary to obtain the maximum score for indicator 3. The highest answer option in
indicator 3.1 is sufficient for that. However, when the score for indicator 3.1 is not maximal,
indicator 3.2 can add a limited contribution (up to 30%) to the score of indicator 3 in total.

ATNI

326

Does the company publicly recognize the
targets set out in the WHO Global Action Plan
for the Prevention and Control of NCDs 2013-
2020?

Yes
No
No information

The main focus of WHO Global Action Plan for the Prevention and Control of NCDs 2013-2020 is
on four types of NCDs — cardiovascular diseases, cancer, chronic respiratory diseases and
diabetes — that make the largest contribution to morbidity and mortality due to NCDs, and on
four shared behavioral risk factors — tobacco use, unhealthy diet, physical inactivity and
harmful use of alcohol. It recognizes that the conditions in which people live and work, and
their lifestyles, influence their health and quality of life. ATNI works in line with the Global
Action Plan, focusing mainly on nutrition-related NCDs, and on behavioral risk factors related to
nutrition and physical activity.

ATNI

327

Does the company publicly commit to
delivering nutrition-specific SDGs (Goal 2, Goal
3 and Goal 12)?

Yes, covering all three SDGs mentioned

Yes, covering one or two of the SDGs mentioned, or by acknowledging the central role of
nutrition to achieve the SDG agenda and committing to address it

No

The 2030 Agenda for Sustainable Development, adopted by all United Nations Member States
in 2015, provides a shared blueprint for peace and prosperity for people and the planet, now
and into the future. At its heart are the 17 Sustainable Development Goals (SDGs), which are an
urgent call for action by all countries - developed and developing - in a global partnership. They

recognize that ending poverty and other forms of deprivation must go together with strategies

ATNI
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that improve health and education, reduce inequality, and spur economic growth — all while

tackling climate change and working to preserve our oceans and forests.

ATNI considers that food and beverage companies have a key role to play in achieving the SDGs,

and a more sustainable future for all. Particularly, with regards to:

- SGD 2, to end hunger, achieve food security and improved nutrition and promote

sustainable agriculture;

- SDG 3, focused on Ensuring healthy lives and promote well-being for all at all ages;

- SDG 12 which aims at ensuring sustainable consumption and production patterns

(particularly considering target 12.3, focused on halving the per capita global food waste at the

SDGs will not be realized.

328

Does the company conduct a nutrition-related
business risk assessment at least every 2

years?

Extensive
Limited

No

No information

these risks can be mentioned:

- Future nutrition-related taxes

- Impact of future potential nutrition-related litigation
- Impact of future potential regulation of marketing

- Impact on reputation of poor performance on nutrition
- Impact on brand value of poor performance on nutrition

Extensive risk assessment encompasses most elements of litigation risk, trend analysis,
regulatory risk, market risk, specific category or brand risk and reputational risk. For example,

- Impact of future potential regulation of labelling and health and nutrition claims
- Likelihood of loss of market share due to consumer concerns related to nutrition
- Likelihood of significant loss of revenues due to consumers' changing buying habits

ATNI 3 2 1 2 1 2

329

Has the company publicly stated that nutrition

partnership decisions and provides specific examples

partnership decisions but does not provide specific examples

was a factor in the company’s decisions about |partnership decisions

acquisitions, disposals and forming joint
ventures (JV) or other partnerships in the last

3years?

Not applicable (no such decision in the last 3 years)

this indicator is not applicable and is removed from scoring.

Company states that nutrition issues are factored into its acquisitions, disposals, JV or
Company states that nutrition issues are factored into its acquisitions, disposals, JV or

No evidence that nutrition issues are factored into a company’s acquisitions, disposals, JV or

‘State’ refers to an explicit mention in the annual report, a press release or other document
regarding the disposal or acquisition of a business or unit in response to relevant health or
nutrition trends. The document needs to be publicly disclosed by the company itself. If no
acquisitions, disposals and or joint ventures or other partnerships occurred in the last 3 years,

ATNI 2 1 1 2 1 3
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Priority populations have been identified based on priorities defined by relevant health and/or
social care authorities
No priority populations have been identified based on priorities defined by relevant health
and/or social care authorities
No information
What actions has the company taken to
330 identify priority populations that are relevant |Please provide concrete examples of priority populations that have been identified by the ATNI 1 2 1 2 2 2
in relation to the company context? company in the comment sections on the ATNI data gathering platform.
Please refer to the additional information related to Al indicator 2 for an extensive description
of the purpose of addressing priority populations’ specific needs. It is imperative for a company
to identify the relevant priority populations to know which groups are at (high) risk of or
suffering from any form of malnutrition, in order to define specific strategies to address their
nutritional needs.
Yes, comprehensively and reviewed by the Board
Yes, but limited and reviewed by the Board
Yes, comprehensively but not reviewed at Board level
Has the company undertaken a strategic Yes, but limited and not reviewed at Board level
review in the last 3 years of the commercial |\ stratesic review
331 opportunities available to it in addressing No information ATNI 2 3 1 2 1 2
specific needs of priority populations and at For this indicator, a strategic review means a broad review that takes into account company-
what level of the company was this reviewed? |internal (e.g. portfolio, distribution, innovation strategy) and other considerations, which may
include market research such as assessed in indicator 9. Malnutrition includes undernutrition,
micronutrient deficiencies, obesity and diet-related diseases. A comprehensive review covers
all of these types of malnutrition.
Has the company done market research or
other types of studies to assess unmet needs |Yes
of priority populations, including through No such market studies done
products that address micronutrient No information
332 de.flaenCIE.:S (Whlch may be through . In order to be credited, the objective of the market research or other types of studies should be ATNI 1 2 1 2 1 2
micronutrient fortification, the use of fortified to assess or identify unmet needs in the market that can be addressed commercially. Initiatives
ingredients/staples and/or products that are not part of the commercial strategy or philanthropic programs are not relevant for this
inherently high in micronutrients) where indicator.
relevant?
Strategic and well-structured with a global strategy that is aligned with international guidelines
Ad hoc
Is the company’s commercial nutrition Not articulated
strategy and general approach to making its
333 products healthier and addressing issues In the answer options, “strategic” means that the company seems to have a clear rationale and ATNI 2 2 1 2 1 2
related to obesity and diet-related chronic approach for focusing on the target populations that the questions refer to; “well-structured”
disease [strategic and well structured]? means that it appears to follow a sensible process, following specific steps in all markets. The
activities in question need to be part of the commercial strategy rather than being delivered
through philanthropic programs or giving.
Is the company’s commercial approach to Strategic and well-structured with a global strategy that is aligned with international guidelines
334 address nutrition-related unmet needs of Ad hoc. ATNI 2 2 1 2 1 2
. ) i Not articulated
priority populations across the markets in
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which it is active [strategic and well- In the answer options, “strategic” means that the company seems to have a clear rationale and
structured]? approach for focusing on the target populations that the questions refer to; “well-structured”
means that it appears to follow a sensible process, following specific steps in all markets. The
activities in question need to be part of the commercial strategy rather than being delivered
through philanthropic programs or giving."
[Supplemental score] Does the company or its |yes, based on a clear strategy or plan
335 foundation fund non-commercial public health|Yes, on an ad-hoc basis ATNI 1 ) 1 ) 1 )
and nutrition programs that serve priority No
populations? No information
CEO or other senior Executive
Committee that reports to the Board or an Executive Manager
Senior manager one level below Executive
Who has formal accountability for ﬁn"ther ',e:i senior S;aff member
. R - o oversight assigne
336 implementing the company's nutrition ) gnt assig ATNI 3 3 1 2 1 2
No information
strategy and/or program?
Note that the accountable person is the individual who is ultimately answerable for the activity
or decision. This includes “yes” or “no” authority and veto power. Only one accountable person
can be assigned to an action.
CEO's remuneration is specifically linked to performance on nutrition objectives
CEO's remuneration is linked to performance on CSR initiatives (nutrition clearly being part of
those initiatives)
Is this accountability concretely linked to Only links senior managers' remuneration to performance on nutrition objectives
P . . No link
337 individuals’ remuneration arrangements in ) . ATNI 3 2 1 2 1 2
. o No information
relation to targets or objectives?
Note that the accountable person is the individual who is ultimately answerable for the activity
or decision. This includes “yes” or “no” authority and veto power. Only one accountable person
can be assigned to an action.
Does the accountability arrangement for Yes, at the same managerial level as the company’s overall nutrition strategy/program
implementing the company's nutrition Yes, at a lower managerial level than the company’s overall nutrition strategy
.. Not covered explicitly
strategy and/or program explicitly cover: The ) ;
338 gy and/or progr plicitly No information ATNI 2 | 3 1| 2 1| 2
company’s commercial strategy/program to Not applicable
address undernutrition and/or micronutrient
deficiencies? Formal statement required.
Yes, covering both aspects at the same managerial level as the company’s overall nutrition
strategy/program
Does the accountability arrangement for Yes, covering both aspects at a lower managerial level
implementing the company's nutrition than the company’s overall nutrition strategy or covering only one aspect at the same
. ial level
strategy and/or program explicitly cover: The |T2naserna
339 gy B forp g. P Y Yes, covering only one aspect at a lower managerial level than the company’s overall nutrition ATNI 3 3 1 2 1 2
company’s commercial strategy/program for strategy
improving the affordability and availability of |gq aspects are not covered explicitly
its healthy products? No information
Formal statement required.
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Nutrition strategy/program is approved by the Board
Annual internal audit of strategy/program delivery is in place
Annual management review of strategy/program delivery is in place
Is the company’s nutrition strategy/program Note that internal auditing or first-party auditing is an assurance and consulting activity
approved by the Board of Directors and is its undert?ken by the company '|tse.lf designed t'o afid val'ue .j:md |mprf)ve an organization's o
340 delivery subject to an annual standard internal operatlons: It h'eI;')s lan organization accomplish its t?bjectlves and |nte'rnal standal.'ds by bringing ATNI 3 3 1 2 1 2
X R N a systematic, disciplined approach to evaluate and improve the effectiveness of risk
audit and annual management review? (Tick management, control, and governance processes. Such audits are most often performed by
all that apply) auditors employed within the organization.
Management review is the routine evaluation of whether management systems are performing
as intended and producing the desired results as efficiently as possible. It is the ongoing “due
diligence” review by management that fills the gap between day-to-day work activities and
periodic formal audits.
Yes, annually (i.e. the company has an annual reporting cycle)
Yes, but less frequently than annually
Does the company publish formal, regular No reporting
341 reports on its overall approach to tackling ATNI 2 3 1 2 1 3
nutrition issues and how often? The report or document may be part of a CSR, sustainability or annual report; it does not have
to be a separate report. In order to be considered for this indicator, the reports need to be
disclosed publicly.
Throughout the Annual Report and Accounts or equivalent, highlighting how nutrition issues
are adding value to the business
In what kind of publication and how does the Within i?s./-}nnual l.ieport and Accounts or equivalent, e.g. in the sustainability or corporate
342 . . L responsibility section ATNI 2 3 1 2 1 3
company report on its nutrition activities? In a separate report (e.g. website) on its nutrition activities but does not mention nutrition
issues its Annual Report and Accounts or equivalent.
No reporting
A clear sense of the company's nutrition strategy and how it relates to overall business strategy
[Characterize] the company's reporting on Clear reporting on current performance against all objectives and targets
343 preventing and tackling obesity and diet- A clear outlook on future plans and targets ATNI 2 1 1 2 1 3
related diseases include: (Tick all that apply) |Explanation of the challenges faced
Information about the impact of its efforts, in terms of those reached
A clear sense of the company's strategy and how it relates to overall business strategy
[Characterize] the company's reporting on Clear reporting on current performance against all objectives and targets
preventing and tackling undernutrition and/or |A clear outlook on future plans and targets
344 . X L X ) - . ATNI 2 1 1 2 1 3
micronutrient deficiencies include: (Tick all Explanation of the challenges faced, not only success/positive stories
that apply) Information about the impact of its efforts, in terms of those reached
Not applicable
. . Reporting covers global operations
345 What s tl?e geographlcal SC_Ope of the Reporting only covers major markets ATNI 2 3 1 2 1 3
company's nutrition reporting? No reporting
Does the company make specific reference to |For several major national markets
346 different markets in the published periodic For 1-2 national markets only ATNI 2 3 1 2 1 3
reports? No additional reporting
Is the company's nutrition reporting subject to The report that contains the nutrition commentary is independently verified
347 e L. X Report not formally verified but includes commentary from independent external reviewer(s) ATNI 2 3 1 2 1 3
verification or external review? No or limited external review
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Documents must be publicly available.
Commit to, or demonstrate, that all programs exclude product or brand level branding
Commit to, or demonstrate, that some of its programs exclude product or brand-level branding
No
No information
For nutrition literacy and education, healthy o ) o ) . o
diet-oriented, and active lifestyle programs, Additional |nformat|on: N‘utrltlon literacy may be defined as the degreg to which ‘|nd|V|duaIs‘
348 does the company [Commit to, or have the capacity to ot{taln, pro}c‘ess, anq l-mdell:stand‘ nutrition information and skills needed in ATNI 2 3 1 2 1 2
order to make appropriate nutrition decisions.” (D Gibbs, et al., 2018).
demonstrate, that programs exclude product
or brand level branding]? In order for this indicator to be credited, a policy document or similar statement regarding the
company’s approach to nutrition literacy and education, healthy diet-oriented, and active
lifestyle programs is relevant but evidence (or a description) of all relevant programs about the
branding approach, evidence base and/or alignment with national or international guidelines is
accepted as well.
Commit to, or demonstrate, that all programs are evidence-based and aligned with relevant
national or international guidelines
Commit to, or demonstrate, that some of its programs are evidence-based and aligned with
relevant national or international guidelines
No
For nutrition literacy and education, healthy |\ information
diet-oriented, and active lifestyle programs,
does the company [Commit to, or Additional information: Nutrition literacy may be defined as “the degree to which individuals
349 . - ] I ; h . ATNI 2 2 1 2 1 2
demonstrate, that programs are evidence- have the capacity to obtain, process, and understand nutrition information and skills needed in
based and aligned with relevant national or order to make appropriate nutrition decisions.” (D Gibbs, et al., 2018).
international guidelines]?
In order for this indicator to be credited, a policy document or similar statement regarding the
company’s approach to nutrition literacy and education, healthy diet-oriented, and active
lifestyle programs is relevant but evidence (or a description) of all relevant programs about the
branding approach, evidence base and/or alignment with national or international guidelines is
accepted as well.
Only those designed by and/or (co)implemented with diverse stakeholder groups with relevant
expertise
For nutrition education/nutrition Evidence of some programs designed by or (co)implemented with stakeholder groups with
. . . . . relevant expertise
350 literacy/healthy diet-oriented/active lifestyle Only its own programs ATNI ) ) 1 ) 1 )
programs, what types of programs does the No relevant information
company offer/sponsor/fund?
We credit both evidences based on implemented programs as well as a policy or strategy
showing this is the case.
For nutrition education/nutrition Yes, and these adapted programs have been designed by and/or (co)implemented with groups
literacy/healthy diet-oriented/active lifestyle |with relevant expertise and strong leadership in the process
programs that aim to reach priority Yes, and some of these adapted programs have been designed by and/or (co)implemented with
351 populations, does the company support or groups with relevant expertise and strong leadership in the process ATNI 2 2 1 2 1 2
fund programs that are adapted to the specific|Company only offers own programs
needs, background and level of nutrition No i”formation ) o ) o )
literacy of these groups? Not applicable (i.e. this indicator is not relevant as no priority populations are reached)
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All programs are evaluated by independent groups with relevant expertise (i.e. third-party
For nutrition education/nutrition evaluation) uated by ind g el e (L. third
literacy/healthy diet-oriented/active lifestyle Some programs are evaluated by independent groups with relevant expertise (i.e. third-party
352 h d th luat evaluation) ATNI 2 2 1 2 1 2
programs, how does the company evajuate Evaluated by the company itself (i.e. first-party or internal evaluation)
the outcomes of the programs? No evaluations are performed
No relevant information
Only engaging with governments, political parties, policymakers and policymaking bodies in
support of measures to improve health and nutrition, consistent with the public interest
Does the company publicly commit to a O|.'1IIZ ehngaginghin 'Iobby‘lindg acti\;ities that supp.ort adn e\‘/idence—based approach to policy making,
. . . th the emphasis on independent, peer-reviewed science
lobbying policy or code of conduct [consist Wi
353 . hy ilp h yl h ition]: (Tick [” h Measures preventing bribery and corruption in its relations with public officials, including the ATNI 3 2 1 1 1 3
with public health nutrition]: (Tick all that offering and receiving of gifts, hospitality or other financial and in-kind incentives
apply) Ensuring that its lobbying activities respect public policy frameworks developed by international
agencies, national and/or sub-national governments, and standard-setting bodies that offer
guidance on responsible lobbying
Do the commitments explicitly cover all Les
. R R . o
354 mtermedléte |0bby|r.1g conducted by third Additional information: Only commitments/ statements (not actions) will be taken into ATNI 2 3 1 1 1 3
parties paid or unpaid by the company? consideration
Does the company commit to play an active v
. A . es
and constructive part in supportin
355 tve p pporting No ATNI 3 2 1 1 1 3
governments’ efforts to combat all forms of No information
malnutrition?
Yes, showing examples relating to three or more countries
Yes, showing examples relating to one or two countries
Does the company provide examples of No o )
356 playing and active and constructive role in No information ATNI 3 ) 1 5 1 )
supporting gover.n.ments efforts to combat all Examples can cover efforts to address undernutrition and micronutrient deficiencies, e.g.
forms of malnutrition? supporting the government to require fortification of staples, to reduce tariffs on imported
fortified staples, to require manufacturers to use fortified staples etc., as well as efforts to
address obesity and diet-related diseases.
Does the company have mechanisms in place ) ) ) N o o )
to arrange the following [board oversight of :3ciard c>|ver?|g(jht of I;Jbbtwngdzohcfytﬁosmons, pr,cmlesk;sss'and ptr‘a-ctt'lces‘, |r1|c|:fi|n%ht‘h|(;d patlA'tles
357 lobbying efforts, internal or independent ntérnat or independent audits ot the company’s lobbying activi :es’ including tnird parties ATNI 2 3 1 2 1 2
e . . ) An internal whistleblowing mechanism that covers the company’s lobbying policy and/or code
auditing of lobbying activites, and internal of conduct
whistleblowing mechaniss]?
International organizations (such as UN agencies) or regional institutions
National bodies and institutions
Does the company provide evidence of CS0s, including NGOs o
engaging with the following stakeholders in Academic institutions or scientific experts
358 . L L Other ATNI 2 2 2 2 1 2
developing its nutrition strategy, policies and/
or programs: (Tick all that apply) An essential element in order for stakeholder engagement to be credited for this indicator, and
throughout Criterion G2 (unless stated otherwise), is that stakeholder engagement should be
focused on, or include an element of, gathering input from stakeholders to develop or improve
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Verifiability

the company’s nutrition strategy, policies and programs. This engagement should not be paid
for. Engaging with stakeholders to explain or educate them on company programs, initiatives or
approaches is not sufficient if the focus is only on providing information and not on receiving
input or feedback.

Global Reporting Initiative (GRI) G4 guidelines defines stakeholders as follows: “According to
GRI, stakeholders are defined as entities or individuals that can reasonably be expected to be
significantly affected by the organisation’s activities, products, and services; and whose actions
can reasonably be expected to affect the ability of the organisation to successfully implement
its strategies and achieve its objectives” (see for more information:
www?2.globalreporting.org/standards/g4/Pages/default.aspx)

ATNI defines stakeholder engagement as the process by which the company involves
individuals, entities, organizations, etc. who may be affected by its decisions / actions or who
can influence these decisions. That individual/ entity/ organization may support or oppose, hold
influence in the company or outside of it, hold relevant official positions or may be affected in
the long term via a non-paid relationship.

Further, consumer organizations or priority population-related associations or platforms are
considered as examples of civil society organizations, defined “to include all non-market and
non-state organizations outside of the family in which people organize themselves to pursue
shared interests in the public domain” (UNDP, 2015, “NGOs and CSOs: A note on terminology”).
However, all forms of marketing, market research or marketing-related consumer insights
research that involves engagement with these groups, or such engagement with (groups of)
consumers, should not be considered under this indicator. Only engagement for the purpose of
gathering input to develop the company’s nutrition strategy, policies and/or programs; or
identifying and assessing any actual or potential adverse impacts to the realization of their right
to adequate food resulting from business activity should be considered (following the UN
Guiding Principles on Business and Human Rights, principle 18).

359

What form of engagement designed to
improve or develop its nutrition strategy,
policies or programs does the company have
with stakeholders as evidenced by examples
provided by the company?

Comprehensive, well-structured and focused engagement on business strategy and
performance; with both international and local stakeholders

Comprehensive, well-structured and focused engagement on business strategy and
performance; with (local) home country stakeholders

Limited; typically, one-way communication rather than engagement, and more ad-hoc; with
either international or local stakeholders

No engagement

No information

Stakeholder engagement refers to the process by which the company involves individuals,
entities, organizations, etc. who may be affected by its decisions / actions or can influence
these. This engagement should not be paid for. For more information, please see the additional
information under indicator 1, above

ATNI

360

Does the company seek specialist external
experts' advice on how it should design its
strategies, policies and programs to prevent
and address: Obesity and diet-related chronic
diseases on a strategic/ Board level?

Formal panel of experts with a broad range of expertise (i.e. nutrition and health, responsible
marketing, labelling, promoting active lifestyles, etc.)

Formal panel of experts with narrow range of expertise (e.g. medical or nutrition only; no
marketing/sports and activity/nutrition education etc. specialists)

Informal/ad-hoc input sought or input from individual experts with relevant area of expertise
No external input sought/no information

ATNI
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External experts” refers to an advisory panel / expert group with broad range of expertise,
including in the field of labelling, marketing etc.
This indicator considers both paid and non-paid expert engagement.
Formal panel of experts with a broad range of expertise (i.e. nutrition and health, responsible
marketing, labelling, promoting active lifestyles, etc.)
Does the company seek specialist external Formal panel of experts with narrow range of expertise (e.g. medical or nutrition only; no
experts' advice on how it should design its marketlng/sports. and act|V|ty/nu-tr|t|on educ-at|‘0r-1 etc. speuallsts‘) )
strategies, policies and programs to prevent Informal/ad-hoc input sought- or |nput‘ from individual experts with relevant area of expertise
361 . No external input sought/no information ATNI 2 2 1 2 1 2
and address: Undernutrition and
micronutrient deficiencies on a External experts” refers to an advisory panel / expert group with broad range of expertise,
strategic/Board level? including in the field of labelling, marketing etc.
This indicator considers both paid and non-paid expert engagement.
UN Guiding Principles on Business and Human Rights
Code of Ethics for International Trade in Food, adopted by the Codex Alimentarius
2016 FAO/OECD Guidance for Responsible Agricultural Supply Chains
Guiding Principles on Human Rights Impact Assessments of Trade and Investment Agreements
Principles for Responsible Investments in Agriculture and Food Systems
OECD Guidelines for Multinational Enterprises / OECD Due Diligence Guidance for Responsible
Has the company publicly adhered to the Business Conduct
362 following international codes of conduct: (Tick [ILO Tripartite Declaration of Principles concerning Multinational Enterprises and Social Policy ATNI 2 3 2 1 1 3
all that apply) (MNE Declaration)
UN Global Compact
In assessing this indicator, companies will be credited if they make an explicit reference to the
international codes of conduct in their reporting, initiatives or other (internal or public)
documentation. Implicit references to codes of conduct, or of action taken in relation to such
codes, is only credited if the link to the code(s) of conduct is clear and unambiguous.
Codes to include:
UN Guiding Principles on Business and Human Rights
Code of Ethics for International Trade in Food, adopted by the Codex Alimentarius
2016 FAO/OECD Guidance for Responsible Agricultural Supply Chains
Guiding Principles on Human Rights Impact Assessments of Trade and Investment Agreements
Principles for Responsible Investments in Agriculture and Food Systems
OECD Guidelines for Multinational Enterprises / OECD Due Diligence Guidance for Responsible
Does the company provide evidence of taking [Business Conduct
action in relation to such international ILO Tripartite Declaration of Principles concerning Multinational Enterprises and Social Policy
363 . ATNI 2 3 2 2 1 2
voluntary codes of conduct? (see above (MNE Declaration)
metric) UN Global Compact
The company has provided examples related to three codes or more
The company has provided examples of one or two codes
No examples provided
In assessing this indicator, companies will be credited if they make an explicit reference to the
international codes of conduct in their reporting, initiatives or other (internal or public)
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documentation. Implicit references to codes of conduct, or of action taken in relation to such
codes, is only credited if the link to the code(s) of conduct is clear and unambiguous.
SUN Business Network
World Food Program
UNICEF
Save the Children
Zero Hunger Challenge
Does the company have partnerships with, or [gan
formally support any of the following Amsterdam Initiative against Malnutrition
364 international initiatives/organizations to Other relevant organization ATNI 2 2 1 1 1 2
address malnutrition in priority populations?
(Tick all that apply) For a partnership to be acknowledged in this indicator, the company is required to provide
evidence of a significant in-kind or financial investment and a long-term commitment (a year or
more). The list is not exhaustive, therefore the answer option ‘Other relevant organization’ is in
place for other organizations which may include Action Against Hunger, Power of Nutrition,
HarvestPlus and many more. For reporting purposes, please provide a complete list of
partnerships.
Yes
No
Can the company provide evidence of one-to- |No information
365 one C!IScussmns Wlth !(ey organllzlat.lons ) Key organizations include SUN Business Network, World Food Program, UNICEF, Save the ATNI 2 2 1 2 1 2
working on malnutrition to solicit input on its Children, Zero Hunger Challenge, GAIN, Amsterdam Initiative against Malnutrition, as well as
commercial strategy/policy/approach? FAO, Alive and thrive, etc.
One-to-one meetings is regular dialogue, and meetings without promotional purpose.
Being a member of these organizations is not sufficient.
Yes, with evidence of efficacy (improvement of portion control)
Yes, without evidence of efficacy
In the last 3 years, has the company No
undertaken research to demonstrate the No information
366 . . . Not applicable ATNI 2 2 1 3 1 2
efficacy of its portion control efforts on
consumer behavior? This indicator applies to selected product categories that typically have a high sugar or energy
content and low ‘beneficial’ nutrient density (confectionery, carbonated drinks, juice, sports &
energy drinks, Asian specialty drinks, savory snacks, ice creams).
Yes
Does the company provide evidence of No
investment in research or new technologies ~ |N© Information
367 _that enables the developmt-?-nt or . |Additional information: ATNI 1 2 1 2 1 2
Improver‘n.ent of prOduc_ts .almed at afidressmg This indicator focuses on R&D investments that enables the development or improvement of
the specific needs of priority populations, products aimed at addressing priority populations, rather than the development of the
including undernutrition where relevant? products themselves. Relevant examples include research into: milder processing to retain
more nutritional value in processed foods; (micro)nutrient deficiencies and bioavailability; new
ways to do (bio)fortification; improved (refrigerated) distribution or packaging in low-resource
settings to improve shelf life of fortified products.
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Women of childbearing age
Children between 6 — 36 months (complementary foods only)
Children between 3 — 5 years
Children over 5 years
Elderly
Other population groups (specify)
Not applicable
As part of its approach to addressing the
needs of priority populations, has the Additional information:
368 company developed specific products in the  |Many factors or determinants can be relevant for the identification of priority populations as ATNI 1 2 1 3 1 2
last 3 years aimed at as the following age defined by public health authorities. This indicator focuses on age or life stages and how these
groups or other population groups: (Tick all relate to a high risk or burden of malnutrition compared to the general population. The
that apply) indicator assesses whether companies address such age groups in their wider strategy to
addressing the specific nutritional needs of priority populations with a focus on the formulation
of products, for example by developing specifically formulated and/or fortified products that
address nutritional deficiencies in undernourished populations or populations that are at
particular risk.
The focus of this indicator is on the R&D effort related to developing new products or
improving existing products. Therefore, companies are not scored for having products on the
market for longer than 3 years.
Company has a strategy to grow through a focus on nutrition and health in the UK
Company has no clear strategy but articulates some commitment to grow through a focus on
Does the company clearly articulate a nutrition and health
commitment to grow through improving No strategy /no information found
369 " R Lo ATNI UK 3 2 1 1 1 3
nutl:ltlon and health for all in the UK in its A strategic focus on nutrition and health must be related to the company’s core (commercial)
business strategy? business strategy. To be credited for the highest score, it is not mandatory that ‘nutrition’ and
‘health’ are explicitly mentioned, but it should be unambiguous that both elements are covered
in the company’s strategy.
Yes
Does the strategy include a specific focus on No/no information found
370 en@uragmg adherence with the UK dietary British people under consume food categories such as fruit and vegetables as well as potatoes, ATNIUK 3 2 2 2 1 2
guidelines? bread, rice, pasta and other starchy carbohydrates. Encouraging adherence with the
Government Dietary Recommendations should thus be a priority.
CEO or other senior executive
Committee that reports to the Board or an executive manager
Who has formal accountability for A less senior staff member
371 implementing the company’s nutrition No one/no information found ATNI UK 3 3 1 2 1 2
strategy and/or programme? Note that the accountable person is the individual who is ultimately answerable for the activity
or decision. This includes ‘yes’ or ‘no’ authority and veto power. Only one accountable person
can be assigned to an action.
372 [.UNSCOR'ED]. I.s this ?ccountabili?y concretely Re_mur_mration of executive responsible specifically linked to performance on nutrition ATNI UK 3 2 1 2 1 2
linked to individuals’ remuneration objectives
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address nutrition needs of priority population
groups?

Companies should address, in their research, priority groups determined by public authorities in

the UK. ATNI defines such groups as priority population groups. For instance, part one of the
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arrangements in relation to targets or Remuneration of executive responsible is linked to performance on corporate social
objectives? responsibility (CSR) initiatives (nutrition clearly being part of those initiatives)
Only links senior managers’ remuneration to performance on nutrition objectives
No link/no information found
This indicator is not scored; it is for information only.
Yes, multiple risks specified
Yes, only one risk specified
No/no information found
Examples of business risks related to rising rates of obesity and diet-related diseases include
discussion of consumer demand for healthy diets, increasing regulation of products high in
sugar, etc.
Does the company include in its risk register Additional in.formation: Ext.ensive risk a'ssessme.nF encompasses most e'lements of Iiti;ation 'risk,
373 business risks explicitly linked to rising rates of ;r(;ernszrr:xhl/:s, regulatory risk, market risk, specific category or brand risk and reputational risk. ATNI UK 2 2 1 2 1 2
obesity and diet-related diseases? « future nputr.ition-related taxes;
* impact of future potential nutrition-related litigation;
* impact of future potential regulation of marketing of less healthy food products;
* impact of future potential regulation of labelling and health and nutrition claims;
« likelihood of loss of market share due to consumer concerns related to nutrition;
« likelihood of significant loss of revenues due to consumers’ changing buying habits towards
healthier purchasing habits;
* impact on reputation of poor performance on nutrition; and/or
* impact on brand value of poor performance on nutrition.
Changing consumer trends (e.g. towards healthier diets or plant-based diets)
Regulatory risk
Litigation risk
Reputation risk
374 5.2 [UNSCORED] Which risks are described? Brand risk ATNI UK 2 3 1 2 1 2
Strategic/market/competitor risk
Global health risks (e.g. epidemics/pandemics)
This indicator is not scored; it is for information only.
Yes, comprehensive and multi-year plan
Some evidence of plan
Can the company provide evidence of a plan No/no information found
375 . . . ATNI UK 2 1 1 2 1 2
to deliver its nutrition strategy? A comprehensive, holistic plan will deliver the company’s strategy on nutrition/healthy
diets/tackling childhood obesity. Information regarding this indicator can be shared under an
NDA if the company wishes to do so.
Can the company provide evidence of having |YeS . on found
376 used research, in the past three years, to No/no information foun ATNI UK ) ) 1 3 1 )
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National Food Strategy (2020) found that people on lower incomes in the UK are a third less
likely to consume their 5-a-day.
Only engaging with governments, political parties, policymakers and policymaking bodies in
support of measures to improve health and nutrition, consistent with the public interest
Only engaging in lobbying activities that support an evidence-based approach to policymaking,
with the emphasis on independent, peer-reviewed science
Measures preventing bribery and corruption in its relations with public officials, including the
offering and receiving of gifts, hospitality or other financial and in-kind incentives
. . Ensuring that its lobbying activities respect public policy
377 Does the compa.ny commlt to the following frameworks developed by international agencies, national and / or sub-national governments, | ATNI UK 3 2 1 1 1 3
through a lobbying policy or code of conduct? ) ]
and standard-setting bodies
No/no information found
Tick all that apply with a maximum score of 10 points.
Companies should embody in their policies and practices the principles within the Responsible
Lobbying Framework.
Has the company explicitly stated that it . .
would welcome or not oppose regulatory ves, W!thom reservatlon_s
378 . . . Yes, with some reservations ATNI UK 2 1 1 1 1 3
action to address the obesity and diet-related No/no information found
health issues in the UK?
PHE's Change4Life campaign
Pledge to the Food Foundation's Peas Please initiative
Working with Consumer Goods Forum trials through the CHL initiative
Veg Power support (Eat them to defeat them)
PHE 5-a-day
Other non-commercial third-party initiatives (please specify)
No engagement to any such initiative/no information found
Note that this indicator can score a maximum of 20 points.
PHE Change4Life Campaign aims to help families lead healthier lives by eating well and moving
Does the company participate in initiatives morfe. Supported by retailers, it enéourages parents to look for ‘100 calorie snacks, two a day
379 that aim to address the UK's nutrition max’ to help them purchase healthier snacks than the ones they currently buy. ATNI UK 3 2 1 2 1 2
challenges? The Peas Please Initiative aims to secure commitments from industry and government to
improve the availability, acceptability (including convenience), affordability, and quality of the
vegetable offer in shops, schools, restaurants and beyond, and in turn stimulate increased
vegetable consumption among the UK public, particularly children and those on low incomes.
The Consumer Goods Forum'’s Collaboration for Healthier Lives UK (CHL UK) initiative brings
together retailers, manufacturers and other key stakeholders in Lambeth and Southwark to
help customers and employees understand, access and afford healthier options, while also
ensuring shared value for business and communities.
Veg Power’s mission is to inspire children to vegetable-loving habits they will share with their
parents today and their own children tomorrow. In 2018 Veg Power formed a key partnership
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with ITV and together created the Eat Them to Defeat Them campaign, which first ran in 2019
making vegetables fun for kids.
The government recommends that we eat at least five portions of a variety of fruit and
vegetables per day. The government’s 5-a-day logo has been developed to help people
recognise the 5-a-day message and to introduce consistency in the message in all settings.
Does the company publish its policy position
(in relation to government policy, where
government policy exists) on product 10: Yes, on own website
reformulation? 5: Yes, on industry association website
0: Not publicly available
a0 |R OR BIA- 2 3 1 2 1 3
Obesity
Does the company engage with government 10: Yes, actively engaged
activities in relation to product reformulation |s: ves, but only in general terms
(where they exist, e.g. PPPs such as Healthy  |0: Not engaged
Food Partnership in Australia and where
company is eligible to participate)?
10: Support for government-led efforts to reformulate the food supply in relation to nutrients
Does the company’s policy position support  |of concern (including salt)
WHO's position on product reformulation in  |5: Support for government-led efforts to reformulate the food supply in relation to only BIA-
381 relation to nutrients of concern, as articulated |sodium/salt Obesit 2 2 3 1 1 3
in the Global Action Plan for the Prevention  |0: No details available ¥
and Control of NCDs 2013-2020 -10: Opposed to government-led efforts to reformulate the food supply in relation to nutrients
of concern
10: Yes, a specific national-level (country-specific) commitment to improving population
Does the company have an overarching nutrition and health, publicly available in strategic documents
commitment to improving population 7.5: Yes, a specific global-level (not country -specific) commitment to improving population BIA-
382 nutrition and health articulated in strategic nutrition and health, publicly available in strategic documents . 3 2 1 1 1 2
documents (e.g., corporate strategy 5: Yes, a national- or global-level commitment, but not publicly-available, OR general reference Obesity
document, corporate responsibility reports)? to nutrition and health as part of general corporate strategy
0: No clear commitments to improving population nutrition and health
2: Contains specific, measurable, achievable, relevant and time bound (SMART) objectives and
, . targets
Does the company’s commitment to 2: Recognition or reference to relevant priorities set out in the WHO Global Action Plan for the
improving population nutrition and health Prevention and Control of NCDs 2013-2020, Sustainable Development Goals, or the WHO
(where it exists) include specific objectives Report on Ending Childhood Obesity
383 and targets for obesity and NCDs? 2: Recognition or reference to relevant priorities in national government policy documents BIA- 2 2 2 1 1 3
relating to population nutrition and obesity/NCD prevention (N/A if there is not a relevant Obesity
Can be multiple, max of 10 points government policy)
(Give 1 point instead of 2 for each component 2: Comprehensive in nature (e.g., includes three or more domains in this document, such as
if specified globally but not nationally) formulation, marketing and labelling)
2: Key Performance Indicators (KPIs) (and/or remuneration) of management linked to nutrition
strategy/policy/targets
Does the company regularly publish details of |10: Annual, publicly available national reports including reporting against objectives and BIA-
384 its approach to population nutrition and targets, a clear outlook of future plans and challenges, external verification / review, and . 2 2 1 2 1 3
health related to obesity and NCDs? specifically relate to the country in question Obesity
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7.5: Annual, publicly available global reports that are not clear whether or not they include the
country in question
5: Annual reports including some of the relevant information, available upon request
2.5: Irregular reporting
0: None published
Does the company publish details of the 10: Yes, information on national-level activity is publicly available (website or document) in a
professional organisations (e.g., professional | nsolidated and cumulative form
associations for nutrition or dietetics, physical |s. Yes, information is available, but is not consolidated and easy to locate OR information is
385 activity or exercise organisations, medical available at the global level only OR comprehensive information about their activities in the BIA- 2 3 1 2 1 2
organisations or societies, etc.) and/or area provided to the project team Obesity
scientific events (e.g., conferences) it funds or |0: No information available / provided
supports, including awards/prizes, making n(a: Active declaration/policy stating no activity in this area (either publicly available or
clear the nature of that support? disclosed to INFORMAS team)
10: Yes, information on national-level activity is publicly available (website or document) in a
consolidated and cumulative form
Does the company publish details of the 5: Yes, information is available, but is not consolidated and easy to locate OR information is
386 external research (e.g., conducted by available at the global level only OR comprehensive information about their activities in the BIA- 2 3 1 2 1 2
individuals/groups/organisations) it funds or |area provided to the project team Obesity
supports, including awards/prizes? 0: No information available / provided
n/a: Active declaration/policy stating no activity in this area (either publicly available or
disclosed to INFORMAS team)
10: Yes, information on national-level activity is publicly available (website or document) in a
consolidated and cumulative form
For philanthropic funding, does the company 5: Y'es, information is available, but is not consoli.datfad and ee'lsy to locate QR inf'o'rr'nat.ion is
. . L available at the global level only OR comprehensive information about their activities in the BIA-
387 publish details of the groups or organisations - ) . 2 3 1 2 1 2
N area provided to the project team Obesity
it funds or supports? 0: No information available / provided
n/a: Active declaration/policy stating no activity in this area (either publicly available or
disclosed to INFORMAS team)
10: Yes, information on national-level activity is publicly available (website or document) in a
consolidated and cumulative form
Does the company publish details of the 5: Y'es, information is available, but is not consolifjatgd and e'asy to locate QR info.rr.nat.ion is
388 nutrition education / healthy diet oriented available ?t the global Ieyel only OR comprehensive information about their activities in the BIA.— 2 3 1 2 1 2
i area provided to the project team Obesity
programs it funds or supports? 0: No information available / provided
n/a: Active declaration/policy stating no activity in this area (either publicly available or
disclosed to INFORMAS team)
For nutrition education / health diet oriented
389 progra.ms, does th.e company have a . information only, not scored BlA- 3 2 1 1 1 3
commitment to align programs to national or Obesity
regional dietary guidelines?
"10: Yes, information on national-level activity is publicly available (website or document) in a
Does the company publish details of the active |consolidated and cumulative form ) ) o
. . . 5: Yes, information is available, but is not consolidated and easy to locate OR information is BIA-
3%0 lifestyle programs (sports, physical activity) it available at the global level only OR comprehensive information about their activities in the Obesity 2 3 1 2 1 2
funds or supports? area provided to the project team
0: No information available / provided
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n/a: Active declaration/policy stating no activity in this area (either publicly available or
disclosed to INFORMAS team)"
"10: Yes, information on national-level activity is publicly available (website or document) in a
Does the company publish details of its consolidated and cumulative form
involvement in public-private partnerships 5: Yes, information is available, but is not consolidated and easy to locate OR information is
. . available at the global level only OR comprehensive information about their activities in the BIA-
391 and/or joint ventures with government area provided to the project team Obesity 2 3 1 2 1 2
organisations / agencies? (in addition to those 0: No information available / provided
covered as part of M-RELAT4.1 and M-RELATS) |, /5. Active declaration/policy stating no activity in this area (either publicly available or
disclosed to INFORMAS team)"
Does the company publish details of its 10: Yes, information on national-level activity is publicly available (on a company website or BIA-
392 political donations? document) OR declaration of no activity in this area Obesit 2 3 1 2 1 3
(when not prohibited by government policy) |0: No Y
Does the company publish its membership /  |"10: Yes, information on national-level activity is publicly available (website or document) in a
support for / ownership of industry consolidated and cumulative form
associations, think tanks, interest groups 5: Yes, information is available, but is not consolidated and easy to locate OR information is
o N ! available at the global level only OR comprehensive information about their activities in the BIA-
393 community organisations or other area provided to the project team Obesity 2 3 1 2 1 3
organis;?tions th.aF lobby in relatiqn to 0: No information available / provided
population nutrition and/or obesity and NCD | n/a: Active declaration/policy stating no activity in this area (either publicly available or
issues? disclosed to INFORMAS team)"
Does the company have written policy and
guidelines related to any of the above
(funding or support for professional
s . . BIA-
394 orgaplsatlons., .external rgsearch, phlIathroplc [Information only, not to be scored] IA. 3 3 1 ) ) 3
funding, nutrition education / healthy diet Obesity
oriented programs, active lifestyle programs),
including details of how it will be involved in
these activities?
, . . 10: Support for government-led efforts to reformulate the food supply in relation to nutrients
Does the company’s policy position support  |of concern (including salt)
WHO'’s position on product reformulation in  |5: Support for government-led efforts to reformulate the food supply in relation to only BIA-
395 relation to nutrients of concern, as articulated |sodium/salt Obesit 2 2 3 2 1 3
in the Global Action Plan for the Prevention  |0: No details available ¥
and Control of NCDs 2013-2020 -10: Opposed to government-led efforts to reformulate the food supply in relation to nutrients
of concern
Does the company publish its membership /  |10: Yes, information on national-level activity is publicly available (website or document) in a
support for / ownership of industry consolidated and cumulative form
associations, think tanks, interest groups 5: Yes, information is available, but is not consolidated and easy to locate OR information is
L N ! available at the global level only OR comprehensive information about their activities in the BIA-
396 community organisations or other area provided to the project team Obesity 2 3 1 2 1 2
organisa?tions th.a.t lobby in relatiqn to 0: No information available / provided
population nutrition and/or obesity and NCD  |/a: Active declaration/policy stating no activity in this area (either publicly available or
issues? disclosed to INFORMAS team)
L . . 10: Yes, on own website
D h mpan lish i li ition ’ BIA-
397 _Oeslt ?CO pany publis tslPo cyr:)os tio 5: Yes, on industry association website Obesi 2 3 1 2 1 3
(|n relation to government policy, where 0: Not publicly available esity

O'Hearn M, et al. bmjnph 2023;0:e000600. doi: 10.1136/bmjnph-2022-000600



Supplemental material

BMJ Pub||shsng Group Limited (BMJt) disclaims all liabj ||t and resp

ed on this supplemental material which h b p plied by the author(s)

onsi b|||t¥ arising from any reliance

bmjnph

health and safety impacts are assessed for
improvement

given the downstream reach of the value chains of the food processing sector. Assessment of
upstream impacts are covered in the sector specific Guidance for DMA for the

procurement/Sourcing practices aspect.
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government policy exists) on own-brand
product reformulation? OR
10: Yes, actively engaged
OR .
5: Yes, but only in general terms
. 0: Not engaged
Does the company engage with government
activities in relation to own-brand product
reformulation (where they exist, e.g., PPPs
such as Healthy Food Partnership in Australia
and where company is eligible to participate)?
10: Yes, information on national-level activity is publicly available (website or document) in a
consolidated and cumulative form
For philanthropic funding, does the company 5: Y'es, information is available, but is not consollfiatfed and e:.:\sy to locate QR |nfo.rr.na'c.|on is
. . L available at the global level only OR comprehensive information about their activities in the BIA-
398 publish details of the groups or organisations : ) . 2 3 1 2 1 3
N 5 area provided to the project team Obesity
it funds or supports? 0: No information available / provided
n/a: Active declaration/policy stating no activity in this area (either publicly available or
disclosed to INFORMAS team)
Food processing companies should provide
clarity and specific detail on any lobbying Report the context of any lobbying activities related to subsidized or otherwise advantaged
399 activities related to the subsidized or production (for example, lobbying by food processing companies to influence agricultural GRI-Food 3 2 1 2 2 2
otherwise advantaged production of key legislation).
product ingredients within their organization
Steps required to report:
1. Identify community needs which may be addressed through the reporting organizatioon's
specific expertise as a food-processing company (e.g., special dietary needs or deficiencies), in
communities where they reporting organization has operations or material supply chain
i interests, or other identified interests. Where possible, the needs should be independently
Nature, scope and e.ffectlveness of any identified (relevant authority such as recipient government or UN agencies).
programs and practices that promote access  |2. Using the information identified in 1), identify any programs and practices (in-kind
to healthy lifestyles; the prevention of chronic |contributions, volunteer initiatives, knowledge transfer, partnerships and product
400 K - - . ) . . GRI-Food 3 2 1 2 2 1
disease; access to healthy, nutritious and development) that promote healthy lifestyles; the prevention of chronic disease; access to
affordable food; and improved welfare for healthy, nutritious and affordable food; and improved welfare for communities in need
communities in need 3. Iden‘tify e}/ider?ce th?t theAprograms ?nq practices identified Ain 2) effgctively respond to the
needs identified in 1), including a description of how the effectiveness is assessed.
4. report the nature, scope and effectiveness of any programs and practices (in-kind
contributions, volunteer initiatives, knowledge transfer, partnerships and product
development) that promote healthy lifestyles; the prevention of chronic disease; access to
healthy, nutritious and affordable food; and improved welfare for communities in need
o report the procedures (and steps taken as a result of such procedures) and results of steps
Percentage/total number of significant taken. Assessments of products and services (including packaging) should also account for
roduct and service categories for which social and environmental impacts. This is especially relevant in the food processing sector,
a1 P & P pecially P e GRI-Food| 2 | 1 | 1 | 3 | 3 | 1
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