
CAP Consultation on food and soft drink advertising to children: 
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80 - Tesco 
 

 
 
 
 
 
 
 
 
 
 
 
 
 



81 – The Nut Association (TNA) 
 
The Nut Association (TNA) represents companies or individuals involved in the UK nut 
industry.  TNA shares the concerns of other stakeholders expressed in the consultation 
document about children and young people growing up overweight and obese and 
developing largely preventable health problems as a consequence. The personal and 
societal costs of this are immense.  We agree that better food choices contributing to higher 
nutritional quality eating patterns are essential for children and young people which they can 
sustain into a healthy adulthood. In this context, nuts and nut butters are part of the solution, 
not part of the problem.  Encouraging regular consumption of these nutrient dense foods 
would improve nutritional quality of diets and aid in weight management where needed.   
The USDA nutrient database for nuts and nut butter composition shows the profile for 
individual nuts and nut butters and is the reference point for research studies mentioned in 
this response. [https://ndb.nal.usda.gov/]  
 
Nuts and health 
 
“Nuts” in this response means peanuts (botanically legumes) and culinary tree nuts 
(botanically seeds or dried fruits) which are considered together because of their strong 
nutritional and usage similarities.  In terms of practical nutrition, peanuts and tree nuts 
together with nut butters and pastes made from them are a coherent group of plant foods.  It 
is generally acknowledged that more plant food consumption is desirable because of their 
health promoting and disease reducing potential: “Plant foods such as vegetables, fruits and 
berries, nuts and seeds, and whole-grain cereals are rich in dietary fibre, micronutrients, and 
potential bioactive constituents. There is strong scientific evidence that natural fibre-rich 
plant foods contribute to decreased risk of diseases such as hypertension, cardiovascular 
diseases, type-2 diabetes, and some forms of cancer.”  [Nordic Nutrition Recommendations, 
2012.   http://norden.diva-portal.org/smash/get/diva2:704251/FULLTEXT01.pdf  
 
 
Considerable scientific evidence points to nuts being part of “prudent” dietary patterns, as 
opposed to typical “Western” ones which are characterised by overconsumption of refined 
carbohydrates and added sugars, saturated fats and low fibre foods.  The rationale for this is 
clear: “Nuts (tree nuts and peanuts) are nutrient dense foods with complex matrices rich in 
unsaturated fatty and other bioactive compounds: high-quality vegetable protein, fiber, 
minerals, tocopherols, phytosterols, and phenolic compounds. By virtue of their unique 
composition, nuts are likely to beneficially impact health outcomes.  ….  Contrary to 
expectations, epidemiologic studies and clinical trials suggest that regular nut consumption 
is unlikely to contribute to obesity and may even help in weight loss .” [Ros, E.  2010 “Health 
Benefits of Nut Consumption”. Nutrients 2, 652-682.] 
 
Overweight in children and young people and the higher risks of later obesity that it brings, is 
an increasing concern.  We live in what has been termed an “obesogenic environment” 
characterised by sub-optimal nutrition and inadequate physical activity.  Better nutritional 
choices, which need to be affordable, simple and easy to make by families should be 
identified and promoted.  The evidence shows that choosing nuts and nut butters is part of 
this approach to weight management: “There is clear evidence to conclude that fibre-rich 
foods (e.g., whole grains, vegetables, fruits, berries, legumes, nuts, and seeds), and perhaps 
also dairy products, are associated with reduced weight gain.”   
[Nordic Nutrition Recommendations, 2012.   http://norden.diva-
portal.org/smash/get/diva2:704251/FULLTEXT01.pdf  
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Advertising and media 
 
Advertising and other media messaging need the ability to help both young people and their 
parents understand the benefits of choosing nuts and nut butters in place of foods of less 
nutritional quality, especially where those have high levels of added salt, fat or sugar.  At the 
moment this is not possible in terms of messages aimed at children and young people.  An 
ironic example of what needs to be changed is the fact that peanut butter under the current 
regulations cannot be promoted to children in the UK because of its fat content. In stark 
contrast, in parts of the world where nutritional crises occur, peanut paste-based Ready to 
use Therapeutic Foods such as Plumpy’Nut and Medika Mamba containing a high level of 
healthy fats, protein and other nutrients from peanuts are recognised by UNICEF, the 
European Commission and NGO bodies as essential for rescuing and restoring the health of 
severely undernourished children. [https://en.wikipedia.org/wiki/Plumpy%27nut]   
 
A growing number of families in the UK are non-animal protein eaters for cultural, belief or 
choice reasons.  It goes without saying that nuts and nut butters as significant protein and 
other macronutrient sources are particularly important in achieving quality family nutrition for 
vegetarian and vegan groups.  Children in such families should be able to benefit from 
media messages about nuts which encourage better nutrition habits for themselves now and 
in later life.  
 
Nuts and nutrition policies for children and young people 
 
The 2013 School Food Plan for England, written independently and adopted by 
Government, recommends that nuts are regularly available in two ways in schools.  
• as part of “other non-dairy, iron-rich sources of protein, such as eggs, beans, pulses, soya 
products and nuts and seeds [which] should be provided as a protein option every day for 
non-meat eaters and at least twice a week for all children.” (p 134) 
• as snacks outside meal times, along with seeds, fruit and vegetables that do not have 
added fat, salt or sugar (p 135) 
 
The Government-endorsed current health promotion campaign in England, Change 4 Life, 
already encourages a “small handful of unsalted mixed nuts” as a healthy savoury snack 
idea. With a focus on healthy snacking in schools, Change for Life also encourages teachers 
to promote “Snack Swaps”.  Its 2015 teacher’s guide to “fun ways to help kids make 
healthier snacks” gives two nut “snack swap” examples:  
• swap biscuits for plain, unsalted nuts. 
• swap chocolate for low fat, lower sugar yoghurt sprinkled with fruit or nuts. 
 
There is recent clinical evidence that school-based programmes which encourage pre-
teenagers at risk of weight problems to consume peanuts and peanut butter snacks, 
substituting for less healthy snacks, can contribute to weight management and improve 
overall dietary quality (significantly higher intakes of vitamin E and magnesium and 
consumption more servings of vegetables than non-peanut eaters) [Moreno, P. 2013. 
Nutrition Research 33(7): 552–556; Moreno, P. 2015. Journal of Applied Research on 
Children 6(2): 15.]    
 
The US adopted “Smart Snacks in Schools” standards in 2014.  These recommend peanuts 
for healthy snacking because they have “zero empty calories” while being nutrient and 
energy dense foods.  http://www.fns.usda.gov/healthierschoolday/tools-schools-focusing-
smart-snacks    
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Nutrition Australia also published school snack standards in 2014.  These state: “Nuts are 
natural power-packs of nutrients like vitamins, minerals, antioxidants, healthy fats, protein 
and fibre, which help children grow, develop and learn. Examples of nuts include almonds, 
Brazil nuts, cashews, chestnuts, hazelnuts, macadamias, pecans, pine nuts, pistachios and 
walnuts. Peanuts are technically a legume, but they are commonly referred to as a nut as 
they have a similar nutritional composition.”   As for nuts in schools, this is encouraged, 
because “Plain or dry-roasted nuts are rated GREEN according to the National Healthy 
School Canteens Guidelines, which means they are a nutritious foods that should be on the 
canteen menu every day.”  [Nuts, Health and Kids, 2014]  
 
The Dietary Guidelines for Americans underpin the design and implement food and nutrition 
programmes including the USDA’s National School Lunch Program and School Breakfast 
Program, which feed more than 30 million children each school day. The most recent US 
dietary recommendation highlight foods like nuts and nut butters because they are high 
protein packages that include healthy fats and nutrients like dietary fibre, potassium, folate, 
vitamin E, thiamin (B1), and magnesium.  The rationale is that nutrient dense foods such as 
nuts help maintain good nutrition and calorie balance. These recommendations 
acknowledge research showing that frequent peanut and tree nut eaters do not gain weight 
when following a healthy diet and replacing less healthy fats and snacks with nuts.   [2015-
2020 Dietary Guidelines for Americans, 8th ed, 2015] 
 
Nuts and nutrient profiling 
 
During 2004-2005, the UK Foods Standards Agency (FSA) developed a nutrient profiling 
model as a tool for categorising foods on the basis of the quality of their nutrient content. 
This was for the use of the UK communications regulator Ofcom to help it in its work to 
tighten controls on the advertising to children of foods high in saturated fat, salt or sugar.  As 
a result of the views during consultation on the model of the Scientific Advisory Committee 
on Nutrition (SACN) and the British Nutrition Foundation, the FSA board agreed in the final 
version of the nutrient profile scoring system to include nuts within the category of fruit and 
vegetables: “nuts to be scored in the same way as fruit and vegetables, in recognition of the 
contribution of nuts to a healthy balanced diet.” This was agreed by the FSA Board meeting 
on 13 October 2005. It followed the recommendation of its expert group that “nuts, which are 
whole, roasted, chopped, grated and ground should count.” 
 
During 2006-2007, the European Food Safety Authority (EFSA) considered nutrient profile 
modelling in an EU context.  In 2008 the European Commission adopted a position on 
nutrient profiles which grouped nuts together with fruits and vegetables, as recommended by 
EFSA, reflecting the earlier work of the UK’s FSA.  In the EU’s nutrient profiling expert 
discussions, nuts –specifically identified as peanuts and tree nuts - were clearly categorised 
with fruit and vegetables in respect of their nutrient content. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



The way forward 
 
As CAP will be aware, nutritional guidelines around the world are moving away from 
focusing on individual nutrients – fat content in particular – to considering the overall nutrient 
quality of a food and the contribution it can make as part of a healthy overall eating pattern.  
That is the approach we would like the CAP also to take in formulating its new position on 
what food and drink is allowed to be advertised to children and young people.  
 
TNA as the representative of the UK’s peanut and tree nut sector, believes that any new 
regulations should recognise the research underpinning the recommendation of nuts 
(peanuts and tree nuts) as desirable foods for the development of children and young people 
(always assuming there are no food allergy issues of course).  Reflecting positive nutrient 
profiles for nuts, these foods should not be excluded in any revised regulations regarding the 
advertising of foods to children and young people. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



82 - Torfaen County Borough Council and Aneurin Bevan Gwent Public Health Team 
 

 
 

 



 
 

 



 
 

 

 
 

 
 



 

 



 

 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



83 – UK Faculty of Public Health 
 
We are pleased to confirm that the UK Faculty of Public Health fully supports and endorses 
the response made to the CAP consultation on food and soft drink marketing to children, and 
would be grateful if CAP could acknowledge this endorsement.  
 
FPH makes the following further clarifications in relation to the CFC response. 
 
If advertising is restricted because of ‘particular appeal’ to children, then the advertisers or 
sellers of space / time for advertising can use the argument that something isn’t of ‘particular 
appeal’ to children if it’s something that everyone, regardless of age, finds appealing. This 
has been used too many times in tobacco advertising in the past for us to let it pass 
unnoticed here. 
 
FPH suggests that HFSS advertising should be restricted where it falls into AT LEAST ONE 
of the following criteria: 
•         It is of particular appeal to children OR;  
•         At least X00,000 children would be exposed to it OR; 
•         Children make up at least 25% (or other % to be agreed upon) of the audience 
 
Similarly, FPH is wary of the phrase ‘presuming the “particular appeal to children” test has 
been met’ because this means that if Donald Duck appeals to adults as much as to children, 
it would be OK to use it. So the key phrase is, rather, ‘appeals to children’ not ‘is of particular 
appeal to children’.  
 
This is dealt with very well but only much later on (middle of the final page, p10): 
 
Essentially, to be approved the HFSS marketing communication must not: 
•         Be designed in a way that appeals to children. 
•         Be broadcast or distributed in a place where, or at a time when children are normally    
reached. 
 
CAP must not introduce changes that do not deal with this issue adequately. 
 
Finally, FPH would use the term “healthy” as opposed to the relative term “healthier”. For 
example, a cheeseburger with reduced fat cheese could arguably meet the criteria of 
“healthier” when this is clearly unhealthy.  
 
In addition to use of licences characters or celebrities, they should not be able to associate 
themselves with sport related activities (e.g. McDonalds sponsoring the Olympics). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



84 – UK Health Forum 
 

 



 
 

 
 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



85 – World Cancer Research Fund International and World Cancer Research Fund 
UK 
 

 
 

 
 



 
 

 
 

 



 
 

 
 

 
 



 

 
 

 
 
 



 
 

 
 
 
 
 



 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



86 – Welsh Government 
 

 

 
 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



87 – Which? 
 
 

 

 

 
 
 



 
 

 
 

 
 
 



 
 

 

 



 
 

 
 



 
 

 
 
 



 
 

 
 

 



 
 

 



88 – The World Obesity Federation and the UK’s Association for the Study of 
Obesity 
 

 

 



 

 
 

 
 
 



 


