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UK Salt Action Summary
March 2009  

Consensus Action on Salt and Health (CASH) published research for Salt Awareness Week showing that many popular meals eaten in UK high-street restaurants can contain large amounts of salt, in some cases more than twice the daily maximum daily limit for an adult in a single meal.  

The average person in the UK eats out of the home one in every six meals a week, therefore salt reductions in restaurants and in catering is likely to impact on daily salt intakes.  CASH is working alongside the UK’s Food Standard’s Agency, who is pushing for catering businesses to help consumers make healthier choices when eating out.  

Click here for more information: http://www.food.gov.uk/healthiereating/healthycatering/ 

CASH are awaiting news on the revised targets for salt reduction, in order to meet the 6g target in 2010, due to be released early in 2009. WASH will update you as soon as possible.
May 2008

The UK Food Standard’s agency will be discussing the lessons learnt from eight education projects that have been run throughout the UK by the FSA’s partners, including the British Heart Foundation and the Food Commission.  The main aim of the projects was to convey, in local or community settings, the salt campaign's national messages.  The projects range from initiatives targeted at peer educators and young parents, to a project working with housing association staff and residents.
WASH is awaiting the results of a FSA-funded 24-hr urinary sodium survey, assessing the impact of the ‘6g a day’ salt reduction intervention on population intake.  The 6g target was set by the FSA to be achieved at the end of 2010.

February 2008

World Salt Awareness Week

Consensus Action on Salt and Health (CASH) held its 9th National Salt Awareness Week.  A media release was issued during the Week highlighting that many foods eaten by UK children still contain large amounts of salt.  Our media release also revealed the results of research carried out with Netmums, a leading parenting website, showing that many parents are confused about which foods contain salt.  On the 30th January a lunchtime reception was held at the House of Commons, with speakers including Dawn Primarolo the Minister of State for Public Health and CASH Chairman Professor Graham MacGregor. There were around 100 guests including representatives from retailers, food manufacturers, caterers, charities, MPs, Department of Health (DH), the Food Standards Agency (FSA), media and other stakeholders.
Coverage of our Salt Awareness Week 2008 messages was achieved across press, radio, TV and online.  In total, we estimate that the media coverage of Salt Awareness Week 2008 achieved in excess of 130 million opportunities to see/hear.  The UK had fantastic support from health professionals with nearly 300 supporting events being held throughout the country

2007

In the UK the average adult consumes around 9-12 g of salt daily, twice the amount of salt that is recommended (6g). 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 salt intake and is hidden in foods, e.g. bread, some cereals, meat products and ready prepared meals not expected to be salty by the public. A number of organisations in the UK are working to put pressure on the food industry to reduce the amount of salt added to their foods (through PR and meeting with the industry) whilst at the same time educating people to be more salt aware. 

Consensus Action on Salt and Health 

In conjunction with the food industry, Department of Health and the Food Standards Agency (FSA), Consensus Action on Salt and Health (CASH) seek to ensure that the salt target of 6 g per day for all adults and much lower targets for children are achieved by 2010. This is being done by persuading the food industry to reduce the salt content of food gradually and by a campaign to the public about the dangers of eating too much salt, and the importance of trying to reduce salt intake.  All the major retailers (supermarkets) and food manufacturers now have plans to reduce the salt content of food, and in particular Kelloggs, Unilever and Marks & Spencer have already carried out major reductions in the salt content of many of their foods so that many of them are well below the levels of other countries. 

There has also been a reduction in the concentration of salt in bread although this is difficult to quantify exactly, but is probably around an average of 15% over the last four years. Heinz has substantially reduced the salt content of many of their products. For example Heinz Baked Beanz now contain 32% less salt than they did in 1997.  Birdseye, which was previously owned by Unilever have reduced salt across their range of products by 19% since 2002.
Consensus Action on Salt and Health (CASH) holds a National Salt Awareness Week annually – the theme for the week in January 2006 was ethnic minority groups, with emphasis particularly on black, Afro Caribbean and South Asian populations who are at a much greater risk of dying from a stroke than the average population.  This resulted in a large amount of media publicity – major newspapers, radio and television all picking up the story – and throughout the year CASH  have been successful in getting large amounts of coverage about the dangers of eating too much salt and highlighting foods that are still very high in salt.


CASH also sends out a large amount of resources – leaflets, documents and posters – on the importance of salt reduction and how to achieve this, and receive a lot of media coverage which raises consumer awareness about the effect of salt on health. 

Based on the success that CASH has achieved in the UK, CASH has set up World Action on Salt and Health (WASH), to encourage action on salt worldwide, to achieve a reduction in dietary salt intake around the world to lower the global incidence of cardiovascular disease.
Food Standards Agency

The Food Standards Agency (FSA) launched a campaign to the public on the dangers of eating too much salt (Sid the Slug) (http://www.salt.gov.uk/index.shtml). Several million pounds has been spent on this and a survey conducted by the FSA in March 2005 showed that of all the food concerns, currently the greatest amongst the public was salt intake. The Agency have carried out research to track the progress of the campaign which indicated a 32% increase in the number of people claiming to make a special effort to cut down on salt. The FSA has recently launched a further advertising campaign, drawing attention to the difficulties of understanding food labels and trying to promote a clearer form of food labelling, and making the public more salt aware encouraging them to eat no more than 6g of salt/day.  The third phase of the campaign is to be run in Spring 2007.

Additionally, following extensive consumer research, the FSA have introduced a new front of pack labelling scheme, known as Traffic Light labelling. The intention of the system is to make it easier for consumers to choose a healthy diet by providing ‘at glance’ information about the nutritional content of foods. It rates fat, saturates, sugar and salt in a product as either high (red), medium (amber) or low (green)). It is front of pack, therefore if the salt content is highlighted as red consumers can instantly identify that this product contains a lot of salt. Currently, this labelling scheme is voluntary and not all of the major retailers i.e. Tesco have adopted this scheme. However, the FSA are campaigning for traffic light colours used in all supermarkets and by all food manufacturers

British Heart Foundation 

The British Heart Foundation (BHF), a UK charity, has been working with the UK Food Standards Agency (FSA) and Government on reduction of salt in food. The BHF supported the FSA Sid the Slug Salt awareness campaign by producing a booklet on salt http://www.bhf.org.uk/publications/uploaded/new_salt_5.0.pdf
 

In an effort to highlight the salt in the Asian diet, with support from both the FSA and QUIT in October 2005 the BHF launched a "Healthy Ramadan Campaign". British Muslims have a higher than average premature death rate from coronary heart disease - which is 46% higher for men and 51% higher for women. For more information please click on the following link

http://www.bhf.org.uk/news/index.asp?secID=16&secondlevel=241&thirdlevel=1728&artID=7577.

