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REPORT 
The Consensus Action on Salt and Health (CASH) is a group of specialists concerned with salt and its effects on health.  It is working to reach a consensus with the food industry and Government over the harmful effects of a high salt diet, and bring about a reduction in the amount of salt in processed foods, catered foods and restaurant food, as well as salt added to cooking, and the table.
The average adult consumes around twice the amount of salt (9-12 g daily) that is recommended 

(6 g). Salt is a main factor in causing high blood pressure, the consequence of which is cardiovascular disease and strokes, and these diseases cause the most deaths and disability in the UK (480,000 events per year). If everyone achieved the 6 g target of salt per day, 35,000 lives would be saved each year and a further 35,000 people would be saved from disability as a result of a cardiovascular and/or stroke event. 

AIMS
The main source of salt in the UK diet is salt that is added in food processing and manufacture, and in catered and restaurant/takeaway food. This accounts for around 80% of our salt intake and is hidden in foods, e.g. bread, some cereals, meat products and ready prepared meals. 

Our aim is to:

· Influence the supply of food:

· Reaching a consensus with the food manufacturers and suppliers that there is strong evidence that salt is a major cause of high blood pressure and has other adverse health effects
· Persuading food processors and suppliers to universally and gradually reduce the salt content of processed foods across the board

· Persuade restaurants and catering to reduce the salt added to their food across the board

· Influence the policy makers:

· Enabling the body of evidence from the scientific community about the dangers of excessive salt consumption to become translated into policy by the Government and relevant professional organisations
· Influence eating habits:

· Making sure that the public become more ‘salt aware’

· Ensuring that the elderly, children and certain ethnic minority groups are highlighted as particularly vulnerable groups whose health is more at risk from high salt intakes
· Campaigning for clear and comprehensive nutritional labelling of the salt content of all processed foods, with the amount in grams of salt per serving alongside the recommended government intake of 6 g a day
In conjunction with the food industry, Department of Health and the Food Standards Agency, CASH will seek to ensure that the target of 6 g for all adults and much lower targets for children are achieved within four years.
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NEWS

CASH was set up after the original recommendations by COMA to reduce salt intake to 6  g or less per day were rejected by the Department of Health, and in particular the Chief Medical Officer, in 1996.  Following the report of the Salt Sub-Committee of SACN in May 2003, the Food Standards Agency and the Department of Health now officially recommend a target of 6 g of salt per day in all adults – a substantial reduction from the average salt intake which is 10-12 g per day.  SACN have also set targets for children (below), which represent major reductions in salt intake for children, and which vary with age.  Since the publication of these recommendations, together with a proactive CASH PR campaign, there has been an increase in positive public and media interest in issues on salt.
	Age
	Target Average salt intake (g/d)

	0-6 months
	<1g/d

	7-12 months
	1g/d

	1-6 years
	2 g/d

	7-14 years
	5 g/d


ACHIEVEMENTS / ACTIVITIES
1. Salt reductions
The Supermarkets

CASH is in regular contact with all supermarkets on a individual basis, plus in June 2002 we held a meeting with all the supermarkets with the objective to obtain an update on the progress being made regarding salt reduction programmes. Appendix A contains the update details. ASDA, Co-op and Somerfield have been particularly cooperative in reducing salt in their products. 

In 1999 we led ASDA in reducing the salt content in 3000 ASDA foods by an average of 12%, without any compromise to the customer.  Last year ASDA recently announced a review of 8,000 of its food and drink products over the next three years with the aim to remove unnecessary fat, salt and sugar, targeting a 10% reduction in salt with no product compromise or price increase. In their children range ‘More for Kids’ launched in February 2003 that includes over 90 products in this range, the sodium levels are kept to a maximum of 0.5g per 100g.
Somerfield has been publicly active in their support for CASH.  Their shoppers have recently been informed of their new salt reduction policy.   Since June 2002, Somerfield has worked closely with CASH and are currently making 10% reductions in all redevelopment of products.  

Co-op has been extremely supportive of CASH objectives.  They have had an ongoing initiative since 1995 to reduce salt levels across the range in their brand products. Additionally they have a ‘Healthy Living’ range, which are low in salt and fat and were the first to adopt the consumer friendly labelling of salt.  Co-op also support the ban on advertising during peak children’s viewing time on adverts which promote high salt, sugar and fat foods to children
However, we need to actively continue working with the supermarkets and food industry as a whole as so far we have seen no firm plans for salt reductions made across the board of their products by any supermarket.
Labelling

The majority of the supermarkets have also adopted good consumer labelling of salt that states the salt per portion and compares this to a guideline. We will continue to proactively work with the supermarkets to assist them to label their products more clearly.

Food manufacturers

Since the last CASH meeting we have been working hard to encourage manufacturers to make salt reductions. Some have started to make reductions and we are in regular contact with some of these manufacturers 
Examples of some food manufacturers who have advised they are making salt reductions:
· In May 2004 Heinz announced they had made a 15% reduction across a range of their baked beans and canned pasta products and have set plans to continue their salt reduction programme.

· Bernard Matthews is making a 15% reduction in some products.
· Campbell Grocery products are working on salt reductions in their sauces 
· Group Danone have made reductions in their ‘HP’ and ‘Daddies’ sauces. 
· Kraft foods have publicly pledged a further 25% reduction in their Lunchable range. 
· Unilever Bestfoods have reduced the sodium in margarines by 18%.

· Weetabix are making 10% reductions .
The food industry still has a long way to go to reduce the salt content of its processed foods.  This is critical as many people choose to rely on processed foods, yet provision must be made so they do not exceed the upper target of 6g of salt. We will continue to target food manufacturers, encouraging them to make reductions. We also plan to produce advice materials to support their efforts.

Industry

We are maintaining regular dialogue with professional bodies like the Food and Drink Federation and the Federation of British Bakers.

Government

CASH has been communicating and advising both the Food Standards Agency and Department of Health on the importance of salt reduction.  
Since SACN brought in their salt targets in May 2003 the government rolled out plans on salt at the end of 2003 which have forced the food industry to present their salt reduction programmes. At the first follow up last month, the government highlighted the inadequacy of these initial programmes, estimating that they would achieve a ‘disappointingly low average reduction of 0.6g of salt’ across the board. Consequently the government have adopted a ‘name and shame’ policy as the next step in an attempt to ensure adequate reductions in salt are made.  As stakeholder, CASH are involved in the Government’s programme and are kept up to date on all progress.
FSA have drafted a 5 year strategic plan on salt reduction, on which CASH were consulted. The plan aims to provide the steps necessary for the food industry to reduce salt in their food so that the daily target of 6 g / day / person is reached in 4 years’ time.
MPs/Lords

As a direct result of our Salt Awareness days, held at the House of Commons, several MPs, including Kerry Pollard, MP for St. Albans, have pledged their support of our campaigns.

CASH joined the Associate Parliamentary Food and Health Forum at the end of 2002 and Professor MacGregor has been invited to speak on a number of occasions. This forum enables us to put questions forward for discussion.  
CASH is also in the process of setting up a Parliamentary Support Group with the aim that the MPs will put forward questions in parliament for discussion on salt. We aim to recruit through our Salt Awareness days and through our involvement in the Health Forum.
In February 2003 an Early Day Motion (EMD) has been signed by over 40 MPs on the salt content of foods and the need to make reductions.  We will be targeting more MPs to help carry this EDM through in the Autumn. 
Other alliances

CASH regularly meets with many charitable organisations including Sustain, The Stroke Association, The National Heart Forum and Blood Pressure Association. We are also linked through our website to organisations like the Health Education Trust, Sustain, Food Commission, Stirrinstuff, Focus on Food, the Family Heart Association and Kids Cookery School.

General public and healthcare professionals

We continually advise the public and health professionals on the importance of salt reduction and send resources (including leaflets, documents and posters) out on a regular basis. At the moment we do have limited staffing resources which we plan to develop. 
Chefs, caterers and hotels

We have been in communication with a number of the popular ‘celebrity’ chefs, many of which are supportive.  Anton Endelman from the Savoy spoke at our 2003 National Salt Awareness Day. Other CASH supporters include Raymond Blanc and Chef Nick Nairns. We plan to contact a number of other celebrity chefs incuding Jamie Oliver and Gordon Ramsey 

Since October 2002 we have worked with the Academie of Culinary Arts, who have over 250 member chefs, some of which are celebrity chefs. We hope to continue this relationship and build on gaining more support from these member chefs. We are currently investigating ways in which they can pass on information about salt reduction to trainee chefs.

We are also communicating with caterers, hotels and catering colleges to get them to reduce the amount of salt used. So far we have around 35 hotels and some 30 caterers on our database who are looking at implementing salt reductions. We aim to continue working with them and also to built up our database.
2. Caroline Walker Award

CASH received the prestigious Caroline Walker Trust award on the 6 November 2003 at the Royal Society in London.  The award was for the long campaign that CASH has waged, for the approach to the issue of salt in the diet and the focus on food producers being responsible to reduce salt in food.

3. PR activities
CASH has developed a prolific PR campaign over the past few years. Over the past eight months we have had monthly press releases which have generated very substantial media coverage:
November 2003

100 people will die today because guidelines on salt have yet to be implemented. How long are we going to have to wait?

Timed to coincide with the Melanie Johnson’s first ‘Salt Summit’, this release achieved widespread coverage in newspapers and on TV and radio.  ITN ran a feature on salt as a result of this release.

December 2003

New research proves salt reductions would slash deaths from cardiovascular disease

Coverage of research published in Hypertension continued to report the key message that cutting salt intake saves lives.

January 2004 - National Salt Awareness Day 2004  

Consumers want the food industry to take responsibility for the hidden salt that kills thousands each year

Press coverage for Salt Awareness Day 2004 reached a combined circulation of 10.5 million people and included features in The Financial Times, The Daily Mail, The Daily Express and the Daily Star.  Radio coverage was achieved on 64 stations and reached a total audience of 8.5 million. 
February 2004 - CASH Soup Survey
Coverage in Daily Mail, Independent, Guardian as well as numerous regional papers led to New Covent Garden pledging to cut the salt content of their Chicken Soup.  The survey was even referred to on the Today Programme

March 2004

Salt - the secret ingredient in the obesity epidemic and food industry profits
Intended as a piece of background information rather than a ‘news’ story, the message of this release has been picked up by several magazines and newspapers.  

May 2004

CASH reveals very high hidden salt content of sandwiches in British Sandwich Week 

As with the soup survey, this release attracted widespread national and regional newspaper coverage, and was featured on ITN and Channel 5 lunchtime news programmes.

June 2004

UK salt experts urge Government to stand firm against food industry propaganda about salt 

In response to Melanie Johnson’s reaction to food industry plans for salt reduction, this release resulted in CASH quotes in The Times and The Daily Mail, as well as Graham MacGregor appearing on Newsnight. 

4. Salt Awareness Days

Salt Awareness Day, January 29, 2003

This meeting was themed on the dangers of a high salt diet in children. Children were the chosen topic as their diets are very high in salt, often as high as in adults. However, children’s daily salt targets are substantially less than adult targets. Too much salt in children has immediate health implications for children, regarding possible failure to achieve peak bone mass, as well as longer-term health consequences such as high blood pressure and stroke. CASH highlighted the health consequences of the type of diet eaten by today’s children, demonstrated the sources of salt in children’s diets and offered suggestions on improving their diet. Included in the resources pack was a recipe booklet written by Annabel Karmel, leading author on children’s nutrition.

The Day was a marked media event held at the House of Commons with journalists, MPs and representatives from the major supermarkets. It was hosted by Labour MP for St Albans, Kerry Pollard and included guest speakers Annabel Karmel, Anton Endelman and Richard Ali. 
There was wide coverage of the event in national newspapers as well as a few local papers, Radio 2 did a superb show with Jeremy Vine attracting many listeners and requests for further information on salt.  Dr Hilary Jones and Annabel Karmel did a show on the community channel. Gaynor Bussell conducted radio interviews, which were broadcasted at 61 stations right across the country, with a total audience reach of more than 18,671,000. GMTV did an item with Dr Hilary Jones on salt. Information about salt awareness day was also on teletext and ceefax pages.

Articles in magazines included Food Manufacture, Somerfield magazine, Heart UK digest and various newsletters.

Salt Awareness Day 2004

This meeting included over 100 guests, including journalists, MPs, health professionals, chefs, major supermarkets and food industry representatives. This years focus was on consumer perceptions of salt and salt labelling.

The House of Commons event was hosted by Labour MP for St Albans, Kerry Pollard and the guest speakers included Melanie Johnson MP, Minister for Public Health, Professor Graham MacGregor, Chairman of CASH, Deirdre Hutton, Chair of the National Consumer Council and Sir John Krebs, Chair of the Food Standards Agency.

Press coverage for Salt Awareness Day 2004 reached a combined circulation of 10.5 million people and included features in The Financial Times, The Daily Mail, The Daily Express and the Daily Star.  Radio coverage was achieved on 64 stations and reached a total audience of 8.5 million. 
FUTURE PLANS

Fund raising

Doh section 64 grant. First phase was successful and the second application is in development, to be submitted August 15th.
Resources

We have now developed several resources for healthcare professional and the public (Appendix B), which we plan to develop further including a web based Nutrition expert forum.
WASH – World Action for Salt and Health
CASH have made an initial contact with interested parties (Appendix C). 
Salt Awareness Day 2005
Elderly is the theme. This group is important to highlight as evidence shows that they are more salt sensitive and they will benefit immediately if reductions in salt are made regarding a decrease in risk of strokes and heart attacks. David Attenborough is being approached as a speaker.
APPENDIX A:  SUPERMARKET UPDATES: SALT REDUCTION PROGRAMMES

ASDA We led the industry by helping ASDA to reduce the salt content in 3000 ASDA foods by an average of 12% in 1999, without any compromise to the customer.  In some products, salt levels were reduced by up to 50% with revised products often delivering preferred flavours!  They claim 900 tonnes of salt have now been removed from their products and have introduced “Good for You” range in June 2000, with set restricted allowances for salt.  ASDA recently announced a review 8,000 of its food and drink products over the next three years to remove unnecessary fat, salt and sugar, targeting a 10% reduction with no product compromise or price increase.  Products will be in the store by autumn onwards. Their recent ‘More for Kids’ was launched in February 2003 with over 90 products in this range. They have kept these sodium levels to a maximum of 0.5g per 100g.

Sainsburys We have regular discussions with Sainsburys to support and persuade a continued focus on salt. They have had a long-standing salt reduction programme and since 1999 they have worked with suppliers to reduce the salt in their own-label foods so that across the board, salt is reduced by 10-15%.  To date they claimed to have removed 380 tonnes of salt per year. They have several other ranges including the ‘Be Good to yourself’ launched in May 1999 and the ‘Blue Parrot Café’ children’s range which was launched in March 2001. These both have controlled salt contents. In November 2003 Sainsburys announced their three year salt reduction programme.
Marks and Spencer We have provided training for their product developers and have supported their policy moves to use the minimum amount of salt in its foods consistent with good eating quality and safety.  The salt content of each new food is considered and old ranges are now being reviewed. The ‘Count on us’ and Children’s range also have controlled salt levels.

Safeway Regular contact has been fruitful and they are now reducing the salt content of their ‘own-brand’ staple foods such as bread and breakfast cereals.  They also have an ‘Eat-Smart’ range with a controlled salt level, which was launched in January 2002. Also ‘Healthier’ was relaunched in March 2002, with 130 products including sandwiches, fruit juice and bread. 

Co-op has been extremely supportive of CASH and our objectives.  They have had an ongoing initiative since 1995 to reduce salt levels across the range in their brand products. Additionally they have a ‘Healthy Living’ range, which are low in salt and fat and were the first to adopt the consumer friendly labelling of salt.  Co-op also support the ban on advertising during peak children’s viewing time on adverts which promote high salt, sugar and fat foods to children.

Iceland, in consultation with CASH, they have now drawn up a general salt reduction policy on all their own-brand products.  They also have a healthy range of foods called ‘Good Choice’ which have the targets already in place.  The policy means that the highest salt level allowed is 2.5g per portion, which would be the upper level for a ready complete meal.

Tesco: Their Healthy Eating Brand was launched in 1985 with salt being part of the criteria.  They are currently reducing the salt content of some of their key ranges including bread, cereals and bacon. They have also launched a children range of products that is controlled for salt, with over 50 lines, this was launched in August 2002.

Waitrose: In 2002, we were invited to participate in discussions regarding their newly produced range called ‘Perfectly Balanced’ which all contain less than 0.3g of sodium per 100g.  

Somerfield: Somerfield has been publicly active in their support for CASH.  Their shoppers have recently been informed of their new salt reduction policy.   Since June 2002 Somerfield have come on board and are currently making 10% reductions in all redevelopment of products.  

APPENDIX B: RESOURCES
· Updated and reprinted our leaflet that outlines the work of CASH.

· Background brief (abstracts plus references) on both the links of salt and heart problems and with other health problems such as osteoporosis.

· A series of 4 leaflets aimed at the general public: 'The importance of salt as you grow older', 'Salt and it's affect on your health' 'Simple ways to lower your salt intake' and ‘Salt intake and the health of your children’.  These have been updated and reprinted.

· Developed four case studies illustrating differing salt intakes.

· Leaflet about the shocking facts about salt.

· A variety of low salt recipes with nutritional breakdowns.

· Resources for Salt Awareness Day 2003 included two posters, salt challenge leaflet, children’s diet scenarios, top salty foods eaten by children and an eight page recipe leaflet written by Annabel Karmel. 

· We are looking to further develop some more resources, like a labelling leaflet that will focus on what to look for on a label and how to work out what is high and low in salt.

· Information that can be sent to manufacturers with guidelines on making salt reductions.
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