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CASH NEWS

Salt Awareness Week 2007

We will be holding our 8th National Salt Awareness Week from 29 January – 4 February 2007. The main theme for the day will be the progress that has been made in terms of salt reduction and labelling in the last 10 years since the organisation was formed including what consumers can do to lower their salt intake. Health professionals throughout the country will be encouraged to put on their own display or event, so if you would be interested in ordering some resources please go to http://www.actiononsalt.org.uk. There will also be a media lunchtime reception at the House of Commons on Wednesday 31st of January, with guest speakers including Dame Deirdre Hutton and around 100 guests including MPs, journalists, representatives from the food industry and other high profile guests. Further details of previous events can be found at http://www.actiononsalt.org.uk. 
Please do add this event to your newsletter and websites wherever possible.
CASH survey shows higher levels of salt in cheese sold to children than ‘adult’ equivalent

In July CASH released details of a survey of 175 cheeses where we found huge variations in the salt content.  In particular, the survey found that cheese products marketed specifically for children contain higher levels of salt than traditional cheeses such as cheddar.

Kraft Dairylea Light Cheese slices, for instance, contain 2.8g of salt per 100g, far more than mild cheddar from M&S or Morrison’s (1.7g salt/100g).  A 25g Dairylea Light slice contains 0.8g of salt, 40% of a 3 year-old’s total daily limit of 2g.  Even the lowest-salt children’s cheese products surveyed – Kraft Dairylea Triangles and Rippers – contain 2g of salt per 100g, still more than standard cheddar.

The Food Standards Agency has set a target limit of 1.7g of salt per 100g for mild cheddar but will allow these children’s cheese products to contain up to 2.9g of salt per 100g. While there may be technical reasons why these processed cheeses contain more salt, the advice to parents is to give their children a traditional cheese like cheddar rather than these very highly salted processed cheeses.

The CASH survey also highlighted the wide range of salt contents of some cheeses, even within the same category, for sale in the UK.  Cottage cheese from Tesco or Waitrose, for instance, contains half the salt (0.5g per 100g) as cottage cheese from Sainsbury’s or Somerfield (1g per 100g) and Discover mozzarella contains 1.5g salt per 100g, over seven times as much as Sainsbury’s organic mozzarella at 0.2g per 100g.

These variations very vividly illustrate that the cheese industry could easily make large reductions in the salt contents of most cheeses.

Another worrying aspect of the CASH survey was the lack of on-pack salt labelling for cheese.  Of the 175 packs of cheese surveyed, only 23 (13%) provided the salt level per serving on pack.  Only 51% of the packs (90) provided the salt level per 100g on the label.

This survey was covered by the Daily Mail, Daily Express, Daily Mirror, Daily Telegraph, Sun, Times and Independent.

Advertising Standards Authority uphold CASH’s complaints about Walkers advertising

In August the Advertising Standards Authority upheld 2 of the complaints that CASH had made regarding a promotional leaflet, featuring Gary Lineker, advertising Walkers crisps’ reduced salt levels.

Our main complaints were: that the leaflet did not state clearly that the salt reductions had been made in only 12 out of Walkers 57 varieties of crisps, thus implying that the salt in all Walkers crisps had been reduced; and that the leaflet only referred to the adult daily limit for salt, and did not provide the maximum recommended intakes for children which are considerably lower. Our contention was that parents reading the leaflet would assume that a standard bag of Walkers crisps would provide 8% of the GDA for salt for their children.  In fact, a bag of Walkers provides 25% of the salt GDA for a three year-old. 

We also disputed the claim that a bag of Walkers crisps contained the same amount of salt as a slice of white bread.  The leaflet stated that a slice of bread contains 0.5g of salt.  Our full survey of 30 loaves, including premium and branded products, showed an average salt content of 0.44g of salt per slice.

The ASA upheld our complaint regarding salt reductions only having been made on some of Walkers crisps products. The ASA concluded that “the mailing was misleading and asked Walkers to ensure that future similar mailings clearly stated any Walkers brand crisps excluded from the claim. On this point, the ad breached CAP Code clause 7.1 (Truthfulness).” The ASA also upheld our complaint that the leaflet did not contain any information regarding the impact on children’s recommended salt intake despite that fact that Walkers crisps are consumed by children. Walkers informed the ASA that 18% of their products are consumed by children under the age of 11. The ASA concluded that: 

“it was likely that a significant number of the adult readers targeted would be parents for whom information on GDAs for children younger than 11 might prove as important as information for children aged 11 years or over…..We concluded that the mailing was misleading on that point. On this point, the ad breached CAP Code clauses 2.2 (Social responsibility) and 7.1 (Truthfulness).”

Media coverage of the ruling included: BBC Breakfast News; BBC Lunchtime News; BBC Radio 5 live; Guardian, Telegraph, Mirror and Metro newspapers. Additionally, Food Navigator reported that this was “a warning to similar snack manufacturers as they attempt to appease a health-conscious market through advertising based on beneficial nutritional claims.” 

The following websites also covered the story; BBC; Reuters.uk; The Scotsman; MedIndia; The Publican; mad.co.uk; Brand Republic Bulletin; ic Wales; Which?; Monsters and Critics.com; Yorkshire Post Today and the Manchester Evening News.

Salt content of meals supplied to ‘Meals on Wheels’ service

CASH has approached leading food manufacturers that supply chilled and frozen foods for the ‘Meals on Wheels’ service to find out more about their plans to reduce the salt content of their meals. CASH has asked for information on the salt content of ready meals produced by Apetito, Flowfoods and Tillery Valley Foods (TVF).

While we have struggled to obtain information from Apetito and Flowfoods, TVF have been very helpful in providing us with information and even invited the CASH team to visit the TVF factory, see how the food is made and enjoy a delicious lunch sampling TVF meals. When we visited the factory in September, we learned a lot about the production of their ready meals and the difficulties that food manufacturers encounter when trying to reduce the salt content of ready meals.

TVF’s current position on salt is to aim to produce meals that average 2 g salt per meal. Therefore, people who consume their ‘Simply Serve’ range meals and do not snack on foods containing salt will be in line with the Food Standards Agency target of less than 6 g salt per day.

TVF has a very impressive salt reduction programme in place, having made an average salt reduction of 15 % in the ‘Simply Serve’ range.  They have achieved this by adding no salt to vegetables and plain cooked potatoes, re-developing sauces and soups formulations based on lower salt stocks, lowering the salt content of omelettes, and using reduced salt baked beans amongst other strategies. There are, however, some meals that have a higher salt content, this is due to some of the individual meal components (e.g. bacon, cheese and sausages) that have to be bought in and are already very high in salt. The onus is therefore on the suppliers to reduce salt levels in these areas and we look forward to TVF being able to source lower-salt ingredients in the future.

TVF nutritional information includes the declaration of sodium and salt per 100g and per meal. This comprehensive labelling makes it easier for health professionals and council buyers to estimate the amount of salt that a consumer would eat per meal occasion and in the whole day.  

We are very grateful to TVF for all their help and hope that we have more success in the future in getting information from the other companies that supply Meals on Wheels.

CASH members meeting

The annual CASH members meeting was held on the 20th July at Charterhouse Square, St Bartholomew’s Hospital, where the members were updated with the past year’s activities and the plans for the launch of the World Action on Salt and Health group. A fruitful and lively discussion of future ideas followed. CASH would like to thank the members very much for their invaluable input and ideas which will be put to good use in the forthcoming year.

WASH NEWS

Launch of the World Action on Salt and Health group

On October 4th World Action on Salt and Health (WASH) was officially launched. 194 medical experts from 48 countries around the world, ranging from Australia to Venezuela, from Canada to Thailand, joined to launch this new global organisation.

The aim of WASH is to achieve a reduction in dietary salt intake around the world from the current average of 10-15g per day to less than 5g per day per adult (the WHO target), in order to lower blood pressure globally.  It is estimated that reducing salt intake by 6g a day, through its effect on blood pressure could prevent approximately 2.6 million stroke and heart attack deaths each year worldwide.

Huge differences in salt levels in the same brands around the world
The launch of WASH was announced with an international media release. Research undertaken for the media release compared the salt content of internationally marketed products, to investigate whether the salt content of these products is different in the various countries they are sold in. The companies investigated included Kellogg’s, Burger King, Kentucky Fried Chicken, McDonalds, Nestle and Subway.

The WASH survey revealed some very interesting findings and highlighted the huge variations in salt levels in the same food product purchased in different countries around the world. For example:

· Nestle Nesquik cereal purchased in the Caribbean contains more than twice the amount of salt as the same product purchased in Colombia;

· Onion Rings from Burger King purchased in New Zealand contain over double the amount of salt as onion rings in the UK;

· A Kentucky Fried Chicken Twister purchased in the UK contains 34% more salt than the same product purchased in France;

· A McDonald’s Cheeseburger Happy Meal in the UK contains 57% of a six year-old’s daily recommended limit of salt, while the same meal in Brazil contains 98% of a six year-old’s daily limit;

For full details of the WASH media release, and link to all the international media coverage generated, please visit the media section of the WASH website www.worldactiononsalt.com.

WASH website

WASH has also launched a website, www.worldactiononsalt.com, which provides information on the following:

· Aims of WASH;

· Evidence to show that a high salt intake is linked to many diseases including osteoporosis, stomach cancer and in particular cardiovascular disease, through its effect on blood pressure;

· A World Action centre containing information about salt reduction activities in different countries;

· Members list, which includes a database containing a list of all of the WASH members.

Please let us know if there is any information you would like to add to the WASH website.

RESEARCH NEWS

Importance of salt in determining blood pressure in children
The first meta-analysis of controlled trials assessed the effect of reducing salt intake on blood pressure in children and demonstrated that a modest reduction in salt intake does have a significant effect on blood pressure. The meta-analysis included ten salt reduction trials of children and adolescents with a total of 966 participants. Salt intake was reduced by an average of 42% for two or more weeks. Blood pressure was reduced significantly by an average of 1.17 mm Hg and 1.29 mm Hg for systolic and diastolic blood pressure respectively. 

The second part of the study looked at trials of salt reduction in infants. Three trials of infants with 551 participants were included. Salt intake was reduced by 54%. There was a significant reduction in systolic blood pressure by 2.47 mm Hg. The results demonstrate that a modest reduction in salt intake causes immediate falls in blood pressure and, if continued, may well lessen the subsequent rise in blood pressure with age. This would result in major reductions in cardiovascular disease. These results in conjunction with other evidence provide strong support for a reduction in salt intake in children. 

INDUSTRY NEWS

More food manufactures and retailers adopt signpost labelling

We are delighted to see that food manufacturers and retailers are continuing to sign up to the Food Standards Agency’s (FSA) approach to front-of-pack signpost labelling. Recent companies that have adopted the FSA’s scheme include:

· Chilled-food manufacturer New Covent Garden Food Co;

· Frozen-food manufacturer McCain;

· High street food retailer Co-op has adopted the FSA’s recommended approach for some of its front-of-pack labelling and this will roll out to more Co-op products in 2007;

· ASDA will be using the Agency’s approach later in 2006.

Campaigns highlighting the risks of salt drive launch of salt reduction products

Danisco, one of the world's largest producers of food ingredients, has launched a novel flavour called SALboost, which allows the reduction of salt in processed foods by 25-35% while keeping all the taste. According to Danisco, public health campaigns have drawn increasing attention to the health risks associated with excessive salt consumption. SALboosT provides manufacturers with a valuable opportunity to give their products a healthier profile.

European companies to introduce front-of-pack labels

In July European food and drink companies stated that they would introduce voluntary guidelines to show shoppers how much fat, fibre and sugar are added to the food they buy. The Confederation of the Food and Drink Industries in Europe (CIAA) agreed to recommend that their members clearly display on the front of every pack the calories per serving alongside the proportion of the recommended daily allowance for adults that this would provide.

More detailed information on the back of the pack should list the guideline daily allowances for nutrients such as energy, fat, saturated fat, sugars and sodium or salt. Additionally, back-of-pack labels will list the amount of energy, protein, carbohydrate, sugars, fat, saturated fat, fibre and sodium or salt per serving and per 100g or 100ml. The European trade group said that common rules for nutrition information will help people easily understand the nutritional content of food and drink products. The group also said that it had responded to an EU push for improved information on food labels.

The EU and the United States said in May they wanted to streamline their health policies in order to combat obesity. However, the CIAA label scheme is voluntary and there is no urgency for companies to change their labels. The group said this gives the industry flexibility for specific products and promises to monitor how companies implement the scheme. Additionally, their scheme does not follow the guidelines for the multiple-traffic light scheme recommended by the Food Standards Agency in the UK. Roll-out of inconsistent schemes across the EU is likely to result in confusion among consumers.

Award victory for low salt sausage 

A healthier sausage specifically designed to have a lower salt level has won top prize in a competition run by the British Pig Executive (BPEX). Overall champions David and Elaine Tomlins, from the Country Butcher, developed their low salt range of sausages following doctor's advice that a family member should eat a reduced salt diet. A year-long process ensued to come up with a reduced salt sausage that maintained its flavour and quality.

David said: "We used an original sausage recipe and reduced the salt content by at least 25 per cent. We then had to experiment with different spices to make sure it tasted as good as any other sausage."

BPEX foodservice development manager, Richard Fagan, said: "The winning sausage proves reduced fat and salt don't mean reduced taste. With health very much in the public eye this is an important concern for the industry."

UK NEWS

Nutrition Strategy Steering Group established

The Food Standards Agency (FSA) and the Department of Health have established a Nutrition Strategy Steering Group (NSSG), jointly chaired by FSA Chair, Deirdre Hutton and Public Health Minister, Caroline Flint. Bringing together key representatives from industry, consumer and health groups, the NSSG will help drive forward health improvement through diet and nutrition policies including those set out in the Choosing Health white paper.

Following the first meeting, the group agreed to focus on taking forward the (FSA’s) commitment to independently assess nutritional front of pack labelling schemes. The NSSG agreed the research objective was ‘to evaluate the impact of ‘front of pack’ signpost labelling schemes on purchasing behaviour and consumer knowledge’.

The key voluntary initiatives the NSSG will be considering are: 

· reformulation of foodstuffs: making convenience foods healthier, mainstreaming the healthier options;

· front-of-pack signpost labelling: providing ‘at a glance’ nutritional information on levels of fat, saturated fat, salt and sugar in food;

· promotion of food to children: working to achieve changes in the way food is promoted, encouraging the promotion of healthy foods and healthier alternatives;

· The Healthy Living Social Marketing Campaign: tackling obesity through a combination of increased physical activity and the promotion of a balanced diet.

Members of the NSSG are: 

· Gavin Neath, President of the Food and Drink Federation and Unilever;

· Salman Amin, President of PepsiCo UK & Ireland;

· David Reid, President of the Institute of Grocery Distribution and Chair of Tesco plc;

· Steven D Esom, Managing Director of Waitrose;

· Paul Kelly, Compass and the Schools Food Trust;

· Sir Alexander Macara, Chair of the National Heart Forum;

· Peter Vicary-Smith, Chief Executive of Which?;

· Justin King, Chief Executive of Sainsbury’s;

· Lord Whitty, Chair of the National Consumer Council.

Public Health Minister Caroline Flint said:  “This group represents a high level commitment across industry and government to ensure the action we take to help people make healthy living choices has the greatest impact.”
Food Standards Agency Chair Deirdre Hutton, said: “The NSSG will provide a valuable platform from which we can agree a co-ordinated approach to making healthier eating easier.”

INTERNATIONAL NEWS

Irish Food Safety Authority is on course for salt reduction targets

The Food Safety Authority of Ireland (FSAI) announced in June that it is on course to meet salt reduction recommendations but stressed that more research and investment is necessary if the ultimate targets for 2010 are to be achieved. The FSAI’s national salt reduction policy is aimed at reducing average daily salt intake by Irish adults to 6 grams by 2010. To date, there are 65 food manufacturers, retailers, caterers and representative bodies involved in salt reduction.
According to the FSAI, the Irish meat industry has achieved its undertakings for 2005 with a range of salt reductions across bacon, sausage, cooked hams, gammon steaks, puddings and burger products. The next targets include reducing the sodium levels in sausages to 0.75g per 100g by June 2007. 

Bakery products, white and brown bread brands have had their salt content reduced by 10 per cent since 2004 and now contain less than 1.14g salt per 100g. Some manufacturers have extended their salt reduction work across all bread lines, and the first salt reduction in soda bread was achieved by one manufacturer. 

The salt levels in breakfast cereals have been reduced by 11% since 2003.  Soup and sauce levels have been reduced by 10 per cent since 2003, with an additional five per cent reduction recommended in dry sauces and meal makers by mid-2007.

JACN supplement sparks debate

In June this year the Journal of the American College of Nutrition (JACN) published a supplement entitled Dietary Sodium Intake and Its Relation to Human Health: A Summary of The Evidence. This supplement was funded by the International Life Sciences Institute (ILSI), a non-profit foundation that describes itself as "a global network of scientists devoted to enhancing the scientific basis for public health decision-making." 

The supplement included papers reporting on the influence of salt on blood pressure, cardiovascular disease and osteoporosis, and on the body's handling of potassium. Overall, the link between a high-salt intake and blood pressure elevations was reported as strong, but associations with other health effects were reported to be unclear or weak at best. The papers highlighted a number of unanswered questions, particularly whether lowering salt intake "actually saves lives, reduces cardiovascular events, and improves quality of life," as the supplement's guest editor Alexander G. Logan summarised.

Integrity of Science, a division of the Center for Science in the Public Interest (CSPI) reports on possible conflicts of interest by government or public organisations. Integrity in Science highlighted several conflicts of interest associated with the supplement.

Science News Online have reported on the CSPI’s accusations and included responses from the supplement’s guest editor, Alexander Logan, the executive director of ILSI North America, Bob Fisher, the President of the Salt Institute, Richard Hanneman, and contributor Michael Alderman, President of the International Society of Hypertension. According to Science News Online the CSPI press release inferred that the journal “failed to tell readers that [the] special supplement on salt intake was written and edited by consultants to the salt industry.”

Science News Online reported that the release also charged that:

· Most of the supplement's articles "downplayed the risk of excessive salt consumption," and "none of the pseudo-science in the supplement underwent peer review." 

· Editor Logan, a physician, is "a paid consultant to the salt industry. He also serves as scientific advisor to the sodium committee of the industry-backed ILSI, which funded the supplement." 

· Logan's selection as guest editor was made by "ILSI's sodium committee, which includes Frito-Lay, Heinz, Kraft, and Proctor & Gamble." The problem with this, CSPI argued in a letter to the journal's editor, is that these are "all companies that rely on the extensive use of salt to enhance the marketability of their products." 

· And several supplement articles "were written by past and current consultants to the Salt Institute, which is the industry's lobbying arm." Although it is the journal's policy to identify industry ties to any authors, no article in this supplement contained such a disclosure.

According to Science News Online, guest-editor Logan maintained that “I’ve never taken any money from any industry group.” Bob Fisher, executive director of ILSI North America confirms that his group did not pay Logan. Hanneman of the Salt Institute said “We do not pay Logan a consulting fee.” In response, the CSPI argues that because Logan allowed his name to appear on the Salt Institute website as an advisor, he must be viewed as a consultant. As further evidence of Logan’s potential bias, CSPI points out that he is listed on ILSI’s website as a consultant to its sodium committee

As to why no statement disclosing any conflict of interest was included in the published supplement, Logan notes that JACN never requested any. He says “But if they had asked for it, that information would have been provided.”

Science News Online reports that Alderman says that more than a decade ago “I published research findings that questioned the value of a low-sodium diet. The Salt Institute apparently saw this study and invited me to attend their consultant meeting. I did and I believe I received an honorarium. Having been thereafter accused of being a shill for the Salt Institute, when asked to attend subsequent meetings, I refused any compensation. Neither I, or my collaborators, nor my family, have ever received any research support, speaking compensation, nor do we have any financial interest in anything related to salt or the food industry.”   

Science News Online concludes that the journal did fail to publish disclosure statements on any industry links by authors of the supplement. However, JACN acknowledges that it never queried the individuals about such links—which means no author overtly hid any industry financing.

Science News Online report that the charges have prompted JACN—and other publications—to review their policies for handling special supplements and to redouble their efforts to prominently identify in print any possible industry ties to supplement authors. 

You can read the full article at:

http://www.sciencenews.org/articles/20061021/food.asp
The Washington Post’s salt conspiracy blog

The Journal of the American College of Nutrition supplement entitled Dietary Sodium Intake and Its Relation to Human Health: A Summary of The Evidence also sparked a debate in the Washington Post’s blog – The Checkout. The blog cites the CSPI complaint about “The editors of the Journal of the American College of Nutrition, letting the members of "the sodium committee" of the International Life Sciences Institute choose the editor for the supplement and didn't disclose that to its readers, in violation of its own conflict-of-interest disclosure policies. The articles were also not peer reviewed, according to CSPI.” 

The blog names the issue “Big Salt” implying a likeness to Big Tobacco and Big Pharma where tobacco companies funded research that happened to prove tobacco was not bad for you and where medical experts who recommended certain drugs turn out to be paid by pharmaceutical companies. The blog points out that “Reading the ILSI's members list is like taking a trip to the grocery store: Frito-Lay, Kraft, Kellogg and Pepsi. The purveyors of salty foods have an ally in the Salt Institute, an industry trade group, which has frequently cited Logan's work.”

The author makes a suggestion that “they should just let journals take ads from sympathetic sponsors. Just cover the things in logos, the way NASCAR does. That way, everything is out in the open and consumers won't have to work as hard to know where everyone stands.” 

“Instead of getting accused of pulling the wool over people's eyes, JACN should just let Swanson's run an ad for Hungry Man XXL Roasted Carved Turkey dinner--5,410 mg of sodium per serving--next to the article written by Dr. Norman K. Hollenberg of Brigham and Women's Hospital that concluded "the available evidence shows that the influence of salt intake is too inconsistent and generally too small to mandate policy decisions."

Or let Denny's advertise its Lumberjack Slam--4,460 mg of sodium-- next to the study by two doctors at the University of Alabama, that said "careful observations...have revealed only a weak relationship between sodium intake/excretion and blood pressure." 

The author also asks the question “What gets a bigger rise out of you? The effort to regulate salt out of your savories? Or Big Salt?”.

Responses to the article make interesting reading ranging from: 

“It's sad though, to see corruption everywhere” and “I agree that SALT, and any other commercial entity should not be allowed to fund "scientific studies." Period. Making them disclose the identity of the company/entity funding the study is not good enough, as many people do not read the fine print at the end of the article.” to “Big Salt doesnt scare me - where I can I sign up?” and includes responses from the guest editor, Alexander Logan and the President of the Salt Institute, Richard Hanneman.
Read the full blog and reader comments at: 

http://blog.washingtonpost.com/thecheckout/2006/10/the_salt_conspiracy.html

For further information contact:

CASH, Blood Pressure Unit, St George’s Hospital Medical School, Cranmer Terrace, London SW17 ORE

Tel: 0208 725 2409 ∙ Email: cash@sgul.ac.uk
We are very grateful to the Botnar family for their continuing support of CASH
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