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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 at the table.

The average adult consumes around 9-12 g of salt daily, twice the amount of salt that is recommended (6g). Salt is a main factor in causing high blood pressure, the consequence of which is strokes and heart attacks, and these diseases cause the most deaths and disability in the UK (480,000 events per year). If everyone achieved the 6g target of salt per day, 35,000 lives would be saved each year and a further 35,000 people would be saved from the trauma and possible disability of a cardiovascular event which they survive.  

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. CASH works to put pressure on the food industry to reduce the amount of salt added to their foods (through PR and meeting with the industry) while at the same time CASH works to educate people to be more salt aware. 

In conjunction with the food industry, Department of Health and the Food Standards Agency, CASH will 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.
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1. FOOD MANUFACTURERS/CATERERS
Caterers - Community Meals
CASH has been in direct contact with the catering companies (Apetito, Flowfoods and Tillery Valley Foods) that supply community meals including Meals on Wheels to the elderly. The elderly are particularly susceptible to the risk of strokes and heart attacks and the importance of reducing salt intake in the older population was highlighted at Salt Awareness Day 2005. 

We have obtained nutritional information for at least one meal range for each of the different catering suppliers so that we can determine the impact of consuming these meals on the recommended 6g a day target.
Tillery Valley foods has a salt reduction programme in place and has been working with the FSA to reduce the salt in their meals.  CASH will be visiting the Tillery Valley Foods factory in September 2006 to have a better understanding of the problems encountered when reducing salt and to find out where we can offer some support.

As part of the Meals on Wheels project, CASH has also made contact with the NACC (National Association of Care Catering) to look at their nutritional standards.  CASH has found that the nutritional standards on salt are not robust enough and has proposed to contribute to the next NACC nutritional standards to be published.

2. GOVERNMENT
Food Standards Agency
Voluntary Salt Targets
The FSA published their voluntary targets for salt in March 2006 for 85 food categories. The Agency consulted with over 250 different organisations, including CASH and a wide range of consumer groups, public health bodies, academics and independent food technologists, as well as food manufacturers and retailers in order to set the targets. The targets apply to salt levels in the 85 food categories that contribute most to the amount of salt in our diet. These include everyday foods such as bread, bacon, ham, breakfast cereals, cheese and convenience foods such as pizza, ready meals, savoury snacks, cakes and pastries and will be reviewed in 2008. The targets were seriously eroded in many categories compared to the original targets consulted on in 2005. It is CASH’s view that this was, in the majority of cases, due to industry pressure due to a reluctance to change rather than technical necessities often quoted by industry. CASH are working to provide information regarding technical aspects of salt reduction for the 2008 review.

In order to track salt levels and ensure companies are on track the FSA are putting in place a self-reporting framework for industry, on which CASH was consulted. Details of the regulatory framework are likely to be out late 2006.
Public Awareness Campaign

The FSA’s public awareness salt campaign continued with messages regarding the 6g maximum target for adults and the importance of checking salt levels on food labels. The third phase of the campaign planned for Spring 2007 will centre around helping consumers to eat no more than 6g of salt per day by checking food labels and choosing lower salt products.
Front of Pack Labelling

The FSA agreed core principles for front of pack labelling schemes that will allow supermarkets and manufacturers to develop their own labelling. The FSA Board recommended that front of pack labelling schemes should:

· provide separate information on fat, saturated fat, sugar and salt;
· use red, amber or green colour coding to indicate whether levels of these nutrients are high, medium or low;
· use nutritional criteria developed by the FSA to determine the colour code;
· give information on the levels of nutrients per portion of product.
The nutritional criteria for salt were changed so that for a food to be labelled red it would need to contain 1.5g of salt per 100g or 1.8g per portion. This means that a food is lablled as red for slat only if it provides 40% or more of the GDA, whereas for fat and saturated fat the cut-off point is 30% of the GDA. This does not reflect the FSAs own advice to consumers about what constitutes ‘a lot of salt’ – this is set at 1.525g per 100g. CASH felt that this reduction was not in the consumers interest as it gives mixed messages about how much salt is a lot.
Some retailers and food manufacturers (Tesco, Nestle, Kellogg’s, Kraft, Danone and Pepsico) are using their own signpost labelling with percentage of GDAs adding to the confusion of labelling. Tesco’s front of pack labelling system, shows the amount of calories, sugar, fat, saturates and salt, as well as the percentage of the GDA.  The back of the pack includes sodium per 100g and per pack and salt per pack.  In addition to this, they make available the GDA for an average adult and the percentage of GDA that the pack provides.

3. CONSULTATION RESPONSES
CASH respond to Government consultations that cover health issues. We also attend relevant stakeholder meetings in relation to these consultations.

October 2005

Food Standards Agency - UK Target nutrient specifications for manufactured products used in school meals

CASH recommended that the Food Standards Agency utilised the nutrient profiling system developed by the Agency for foods that are ‘high in fat, salt or sugar’ when setting standards for manufactured foods in schools. CASH also recommend the adoption of a mandatory rather than voluntary approach for the implementation of these standards and suggested a charge for manufacturers who do not meet the specifications.
Food Standards Agency (FSA) - Proposed Product Categories and Targets Set for Levels of Salt in Key Product Categories that Contribute Most to Intakes.

In order to enable the average population the reach the Government’s salt intake target of 6g per day by 2010, the FSA proposed establishing UK targets for levels of salt in key product categories of manufactured foods. The Agency produced a model identifying maximum salt levels for categories which contribute a large amount of salt to the UK diet. The FSA then received feedback from stakeholders on the salt levels prescribed in this model. Following this the FSA launched this consultation to establish stakeholders views on: the product categories for which specific targets have been proposed and the further sub-category breakdowns within these; the proposed targets for levels of salt in these foods; and how progress towards these targets might be assessed. As part of its response, CASH highlighted that in order to reach the 6g a day target for adults, targets for foods supplied in canteens, restaurants and fast food outlets should also be considered. In addition, CASH expressed concerns about the dietary survey the FSA carried out to establish the current salt intake in the UK did not add a corrective factor of 10-15% for salt that is eaten and that does not come out in the urine. We concluded that with this correction the average consumption of salt from this survey would be around 12 grams/day for men and around 9.5 grams/day for women. Therefore, the average intake would be around 11grams/day requiring a 5g reduction in intake to reach the 6g a day target by 2010. Additionally, CASH suggested an annual update of salt intake measured by urinary sodium in order to track the effect of salt reductions made by industry to processed foods on average intake.
While CASH agreed that the categories identified by the FSA focused on the most important contributors to salt intake in the UK, CASH also highlighted that there are many other categories that also need to be addressed. We suggested that it would be useful to work out approximately how much of our salt intake comes from the categories for which targets have not been set, therefore identifying the further work that needs to be done. In relation to whether maximum or average targets were appropriate, it was CASH’s view that maximum targets should be set. CASH also made the point that the committee responsible for setting these targets did not contain any medical or public health specialists which, CASH felt, left it rather dominated by industry points of view. CASH also made a number of specific comments regarding the reasons that had been provided by the food industry as to why the lower targets set out in the original FSA salt model documentation could not be met. CASH commented original lower targets could in fact be achieved with the right level of investment in technology.
Following the completion of this consultation, in March 2006 the FSA released the updated voluntary salt targets. CASH was disappointed with the erosion of the targets for a number categories from the original model and the second round of consultations. CASH expressed concern for the erosion of these targets and would like to see industry take a more responsible attitude to reducing salt and thereby saving thousands of lives in the UK alone every year.
December 2005

Department for Education and Skills - Turning the Tables - Transforming School Food 

This was a consultation on the recommendations of the School Meals Review Panel's report - Turning the Tables: Transforming School Food. This report made recommendations for tougher nutritional standards for school lunches. 
CASH responded that a combination of nutrient-based standards and food based standards would be the best approach for improving school meals and that these should be mandatory. CASH also recommended that the nutrient profiling model proposed by the Food Standards Agency should be adapted for used in relation to school meals standards. CASH questioned the different lead time for introduction of these standards (2008 for primary schools and 2009 for secondary schools) in ‘difficult‘ cases and recommended that this was reduced to 2007 for both. CASH agreed that standards should be fully reviewed in 2011 and suggested that it would be more logical and realistic to carry out yearly reviews to have a better assessment of the progress of the standards. CASH also advised that breakfast, break-time snacks, and after school clubs meals should have the same criteria as that applied for lunch standards.
Food Standards Agency (FSA) – Nutrient Profiling
The nutrient profiling model was developed by the FSA to help support the independent UK communications regulator Ofcom in its work to consider possible restrictions to the advertising and promotion to children of foods that are high in fat, saturated fat, salt or sugar. The model utilises a ‘simple scoring’ system that rates the overall balance of nutrients in the food. This means the model identifies foods that are high in fat, salt or sugar, but recognises the importance of fruit and vegetables, cereal, meat, and dairy-based products in the diet.
Overall CASH were happy with the food classification system, however we expressed concern that the profiling system as a whole did not take into account the lower salt recommendations for children, especially younger children. CASH also suggested a cut-off point for classifying foods as unhealthy. The final model specified that, for the purpose of using the model to help tighten broadcast advertising controls, the definition of ‘high in saturated fat, salt or sugar’ should apply to foods scoring four points or more, and drinks scoring one point or more – a positive result for CASH.
February 2006

Food Standards Agency - Consultation on a Voluntary Front of Pack Signpost Labelling Scheme for the UK
This consultation formed the second round of consultation on front of pack signpost labelling. CASH was extremely concerned with the increase in the criteria for identifying products as ‘high’ (red signpost label) for salt. The consultation introduced a new banding criteria of 1.5g salt/100g (0.6g sodium/100g) and/or 1.8g of salt/portion. It was unclear why there had been approximately a 20% increase from 1.25g of salt/100g and/or 1.5g of salt/portion. CASH also recommended that front of pack signpost labelling should appear on all foods where salt has been added within a specified timescale, rather than a select few products. Additionally CASH reiterated the importance of labelling products aimed at children with salt information and that when GDAs are used on pack there is no implication that adult consumers need to consume 6g of salt a day, but that this is the maximum recommended intake.
April 2006

European Commission - Labelling: Competitiveness, Consumer Information and Better Regulation for the EU

In the EU, there are many rules affecting labels, and there is much debate about the proper use of labels and the best parameters for labelling. A number of aspects of labelling legislation are currently scheduled for review in 2006-2008, therefore there is a need to identify as far as possible a coherent overall approach to labelling. This discussion document asked stakeholders a number of questions regarding nutrition labelling. CASH recommended that nutrition labelling for salt was made compulsory, preferably in a front of pack signposting format with salt labelled per portion.

June 2006

OFCOM - Television Advertising of Food and Drink Product to Children: Options for New Restrictions

This consultation set out three options for new restrictions on television advertising of food and drink products to children. There was also an open invitation to all parties to propose a fourth option as an alternative common position. The consultation did not include the option of a total ban on advertising of junk food up to the 9pm watershed as Ofcom considered this ‘disproportionate’. CASH responded that a total ban on advertising of junk food up to the 9pm watershed was the only option that would enable the restrictions to benefit all children as many children watch programmes such as Coronation Street with their families and not just those programmes aimed at children.  
CASH expressed concern that Ofcom only proposed regulation to children under the age of 10 and suggested that all children up to the age of 15 should be protected from the barrage of junk food advertising. CASH also commented on the need for a differentiated approach which distinguishes between foods that are high in fat, salt or sugar and those that are healthier. This is essential both to achieve the regulatory objectives and to enable advertising of healthier products and we agreed that the Food Standards Agency Nutrient Profiling Tool was the appropriate method for carrying this out. CASH also commented that in order for this to be successful, the restrictions should be compulsory, not voluntary. Additionally, we asked for specific updates to the proposed advertising code as some points were ambiguous and many did not go far enough. Finally CASH commented that the restrictions should encompass brand advertising and sponsorship, not just products as preventing the advertising of McDonalds Cheeseburger will have little effect if the McDonalds brand can still be advertised.
4. CHEFS
Celebrity chef Nick Nairn is a supporter of CASH and in an article in the Times January 22nd, he spoke of how he cooks 99% of his food without salt, and doesn’t allow processed food of any kind in his home. Nick believes, like CASH, that it is up to the food industry to reduce salt from processed foods. He has also been on Ready Steady Cook extolling the virtues of Mozzarella cheese as a low salt cheese ideal for cooking with.  We will continue to target celebrity chefs to get the salt message across.
5. GENERAL PUBLIC AND HEALTHCARE PROFESSIONALS
We continually advise the public and health professionals on the importance of salt reduction and send resources (including leaflets, briefing documents and posters) out on a regular basis. We are currently redesigning our website in order to make it more consumer friendly and this will be launched shortly.
6. 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, the British Heart Foundation, the Food Commission, HEART UK, the Heart Research Fund and Kids Cookery School.

Over the last 13 months we have worked with Trading Standards teams across the country both suggesting topics for surveys and interpreting and publicising surveys carried out by the teams.
7. SURVEYS
See PR Activities (Section 80 for information regarding the publicity gained from the surveys detailed below.
July 2005
We carried out a survey of 81 ready-made salad dishes on sale in supermarkets and other food outlets such as Pret a Manger, McDonalds and Coffee Republic.  The results showed that some salads contain around 6g of salt in a single serving. The highest level of salt per portion was McDonalds Crispy Chicken Ranch Salad with Low Fat Newmans Own Light Caesar Dressing and Croutons at 6.2g of salt per portion and the lowest Waitrose Perfectly Balanced Chicken and Roasted Vegetable Couscous at 0.30g of salt per serving.
October 2005
Our survey investigating consumer perceptions and use of salt showed that 71% of respondents were trying to cut down on the salt they added at the table and that 65% of those using sea salt did so because they believe it is healthier than table or cooking salt.  43% of people choosing rock salt also did this for health reasons. In fact, CASH’s analysis of sea and rock salt showed that these more expensive forms of salt had approximately the same amount of sodium chloride as table and cooking salt indicating these products are no better for consumers in terms of salt consumption levels,
January 2006
We worked with Trading Standards officials in Milton Keynes and Surrey to survey the salt content of popular take-away foods, to coincide with Salt Awareness Week (29th January – 4th February 2006).  The survey of 50 samples of Chicken Tikka Massala with Pilau Rice and 11 samples of Chinese chicken dishes with fried rice revealed that many contained more than a whole day’s salt limit in a single meal. Almost two thirds (64%) of the Chinese meals tested contained more than 6g of salt per serving. Three contained more than 10g of salt per serving and the worst offender was a meal of Cashew Nut Chicken with Yellow Bean sauce and Special Fried Rice, which contained a massive 15.75g, over two and a half times the maximum recommended daily limit. Over half (52%) of the Indian meal samples contained more than 4g of salt, with one sample containing 7.11g of salt.
April 2006

In order to establish whether the claims Walkers Crisps were making on a series of adverts comparing the level of salt in a bag of crisps to that of a slice of bread, we surveyed 30 medium white sliced breads. The lowest level of salt per slice was Warburton’s Medium White at 0.25g of salt per 100g followed by Sainsbury’s Medium White, Sainsbury’s Longlife Medium White, Sainsbury’s Basics White Loaf and Somerfield Medium White at 0.3g of salt per slice. (Note: Warburton’s is a smaller sized loaf, when salt per 100g is considered, Sainsbury’s Medium White was the lowest at 0.8g salt per 100g compared to 1.25g of salt per 100g for Warburton’s). The average amount of salt per slice was 0.44g however, disappointingly, when we presented this data to the Advertising Standards Agency as part of our complaint regarding Walkers advertising it was not upheld that it was ‘untruthful’ for Walkers to claim that an average slice of bread contained 0.5g of salt. Additionally CASH felt that the Walkers advertising implied that every slice of bread contains 0.5g of salt when this survey showed the huge variation.
May 2006
For National BBQ Week we repeated a survey of foods highlighted for BBQ use bought from four major retailers (Sainsbury’s, Tesco, Marks and Spencers and ASDA). This survey was originally undertaken in July 2003. We found that a typical meal (burger in a bun with a slice of cheese and ketchup, a sausage and a marinated chicken portion, accompanied by coleslaw, Caesar salad and a small portion of Walkers Doritos crisps with a salsa dip) in most cases totaled more than 6g – the total recommended intake for adults. If a child of 6 was to eat just half of this meal they would exceed their total recommended daily intake of 3g. The meal purchased from M&S totaled 7.13g of salt, while from Sainsbury’s it was 6.52g salt, from Tesco contained 6.41g salt and from Asda 5.61g.
8. PR ACTIVITIES
Over the last year, CASH has continued to wage a vigorous PR campaign, with press releases distributed proactively, roughly on a monthly basis.  We also respond to requests from journalists from a variety of media for further information on salt and its effects on health.  

As our profile has risen over the past few years we have seen an increase in the number of media calls and enquiries we receive directly or via the website.  These enquiries have in turn led to further media coverage and a higher awareness of CASH.  We are currently working with both the BBC and ITV on documentary programmes featuring salt.

Although we have seen two attempts at a ‘backlash’ from the salt industry over the past year, there has been even less coverage of their comments and statements than in previous years.  We feel we have provided so much robust, peer-reviewed published scientific evidence to journalists over the years, that they now realise that a scientist presenting unpublished data does not constitute a credible opposition.

During the past year our PR activities have resulted in widespread coverage in all the national daily newspapers, many regional newspapers as well as magazines, television and radio.

July 2005

Salads survey – 18th July 

Our survey of ready-made salad dishes on sale in supermarkets and other food outlets showed that some salads contain around 6g of salt in a single serving.  Another point which grabbed the journalists’ attention was that some salads contain as much salt as a burger and fries.  Coverage of the survey appeared in The Daily Mail, The Mirror, The Sun, The Times and The Daily Telegraph.

New research first to prove that salt reduction lowers cardiovascular and kidney disease risk factors in black people – 28th July
This release reminded scientific and medical writers on the broadsheet national newspapers of CASH’s scientific credentials.  We feel that it is important to balance the ‘name and shame’-type surveys with peer-reviewed published research reinforcing the evidence that salt causes health problems. This paper also helped to pave the way for our 2006 Salt Awareness Week activities.

August 2005

CASH reaction to FSA U-turn on salt targets – 2nd August 

Coverage in the Daily Mail, Metro, Glasgow Herald. Manchester Evening News and BBC online of CASH’s reaction to the news that the FSA had relaxed target levels for salt in food following consultation with the food industry.  

CASH comment on Food Commission survey of puddings

Dr Emma Mast quoted in The Telegraph and Daily Mail. 

CASH comment on Birds Eye salt reduction

Dr Emma Mast quoted in Daily Mail 

October 2005

Sea salt and Rock salt just as salty as table salt – 2nd October

Timed to coincide with the launch of the second phase of the FSA‘s salt campaign, this release achieved coverage in The Sunday Times, The Times, the Daily Mail and Daily Telegraph. 

Salt features

Prof Graham MacGregor was quoted in features in The Times and The Sunday Times Style magazine during October.

CASH comment on TSI survey of ready-to-roast joints

Quote from Dr Emma Mast in The Daily Mail on hidden salt in ready-to-roast meat products

December 2005
Channel 4 Dispatches TV programme – What’s in your Christmas Dinner?
CASH worked with the producers of this programme to highlight the amount of salt contained in a typical Christmas Day’s eating.

January/February 2006
Salt Awareness Week

Two media releases were issued during the Week.  The first highlighted the shocking levels of salt in popular Indian and Chinese takeaways foods: one Chinese dish had almost 16g of salt in one portion, around 2.5 times more salt than an adult should eat in a whole day. The second press release focused on the African Caribbean population highlighting the greater sensitivity to salt. Also included in this release was the salt content of popular African and Caribbean dishes, with almost all dishes containing more than the maximum daily salt recommendation for adults (6g) in one serving.

Coverage of Salt Awareness Week was achieved across many media channels.  ITV News, Channel 4 News and Sky News ran features on their lunchtime bulletins on February 1st; there were 66 items of radio coverage, and a live webchat with Professor MacGregor featured on ten targeted websites. 

The Daily Express and The Sun ran large features on the high salt content of take-away foods, while The Independent and The Voice reported that CASH wanted to highlight the dangers of a high salt diet for black people.  The Financial Times and Sunday Times Scotland also ran features on salt to coincide with Salt Awareness Week.  In addition to the national press coverage, there was extensive regional press coverage, and many reports in online news services. 

In total, the media coverage of Salt Awareness Week reached over 29 million people.

March 2006

Comment from CASH on revised FSA salt targets
The final salt targets announced on March 21st showed that food industry pressure had once again led to the FSA relaxing the limits on salt added to our food.  CASH’s reaction was as forthright as ever and resulted in front page stories in The Times and The Daily Mail, articles in The Mirror and The Express, as well as interviews with Graham MacGregor on the Today programme on Radio 4 and BBC TV Breakfast news and a number of regional radio interviews.

April 2006

CASH complaint to the ASA re. Walkers Crisps

CASH announced that it had complained to the Advertising Standards Authority about a door-drop mailing from Walkers Crisps.  The fact that we had complained was covered by The Mirror and The Guardian.  We are currently awaiting the ASA’s final adjudication on our complaints.

May 2006

CASH survey of barbecue foods

CASH surveyed a typical ‘barbecue meal’ from each of the main retailers and compared them for salt content.  The release was covered by the Press Association and resulted in a brief item in The Times. Lloyds Pharmacy Radio ran an interview with Jo Butten on the story.
June 2006

CASH collaboration with Trading Standards on survey of children’s foods

Trading Standards officials carried out a survey of children’s foods and came to CASH for help in publicising the results.  We helped them to order the survey results and provided a quote from Graham MacGregor for their press release.  We also put out our own supplementary release, including examples of high-salt foods marketed at children.  Coverage appeared on the front page of the Express, as well as in the Daily Mail and The Guardian.   
9. SALT AWARENESS WEEK 2006
CASH launched its 7th National Salt Awareness Week on Sunday 29th January-Saturday 4th February, 2006. The theme for the Week was ethnic minority groups with emphasis on black (African Caribbean) and South Asian populations. These groups were chosen because of greater sensitivity to the effects of salt. It has been estimated that reducing salt from the current national average of 10-12g per day to below the 6g maximum recommended target will reduce the risk of strokes by a huge 45% and heart disease by 35% in this population in the UK. 

Two media releases were issued during the Week. The first highlighted the shocking levels of salt in popular Indian and Chinese takeaways foods: one Chinese dish had almost 16g of salt in one portion, around 2.5 times more salt than an adult should eat in a whole day. The second press release focused on the African Caribbean population highlighting their greater sensitivity to salt. Also included in this release was the salt content of popular African and Caribbean dishes, with almost all dishes containing more than the maximum daily salt recommendation for adults (6g) in one dish.

On 1 February a lunchtime reception was held at the House of Commons. There were around 120 guests including representatives from retailers, food manufacturers, caterers, charities, MPs, Department of Health (DH), the Food Standards Agency (FSA), media and other stakeholders. Margaret Moran, MP for Luton South and sponsor of the event introduced the speakers who included: Professor Graham MacGregor, Chairman of CASH, Ms Diane Abbott MP for Hackney North and Stoke Newington, Dame Deirdre Hutton, FSA Chairman and Ms Caroline Flint, Parliamentary Under Secretary of State for Public Health.
As mentioned above, there was extensive media coverage of the Salt Awareness Week messages reaching over 29 million people.

10. RESOURCES
We have several resources for healthcare professionals and the public which we plan to develop further, including re-launching the website with updated and consumer friendly information. This year we produced a factsheet "Salt and the black population of African descent."

11. WORLDWIDE ACTION FOR SALT AND HEALTH (WASH)
It has now been over a year since World Action on Salt and Health (WASH) – a global group working to reduce salt in the diet worldwide by exerting pressure on multi-national food companies to reduce salt in their produce – was established. The total number of members now exceeds 170, and comprises experts in hypertension from 43 countries, all supporting the cause of a reduction in salt intake to lower blood pressure and to achieve other health benefits. 101 new members have joined since July 2005. Overall we have recruited members from Argentina (3), Australia (37), Austria (2), Belgium (3), Brazil (1), Canada (4), Denmark (1), Egypt (1), Finland (3), France (10), Germany (3), Greece (1), Hong Kong (2), Hungary (1), India (3), Ireland (1), Israel (1), Italy (6), Japan (6), Korea (1), Malaysia (1), Mexico (1), Nepal (1), Netherlands (4), New Zealand (2), Pakistan (1), Poland (2), Portugal (1), Russia (1), South Africa (2), Spain (3),  Sri Lanka (1), Sweden (3), Switzerland (2), Taiwan (1), Thailand (1), Turkey (1), Ukraine (1), United Arab Emirates (1),  UK (18), US (26), Venezuela (1), Yugoslavia (1). See Appendix B for the names of the members who have joined WASH since July 2005. However, we are still looking for more members from other counties, especially Africa and South America. If you have any suggestions please email us with the names and contact details to wash@sgul.ac.uk. 
Work in Malaysia and Singapore

Over recent months WASH has approached both the Malaysian and Singaporean Ministers of Health (MOH) with support from WASH members in both of these countries. A ‘Salt and Health’ briefing paper detailing the need for a salt reduction strategy in Malaysia and Singapore was written and sent to both the MOH. The document included: evidence to show that hypertension is becoming an ever increasing problem and that Cardiovascular Disease is one of the leading causes of mortality in both of these countries; data to show that the general population’s salt intake in both Malaysia and Singapore is well above the World Health Organisation’s recommendation of 5g salt/day; a summary of the evidence that supports the concept that salt intake is the major factor in blood pressure, as well as its link to other diseases such as cancer and osteoporosis; a section on worldwide actions occurring on salt, detailing countries such as France, UK and Finland who have already employed salt reduction strategies; and a section proposing a draft salt reduction plan. It was also highlighted that a salt reduction intervention in both of these countries would have immense benefits for the general population, and it has been estimated that a modest reduction of 5-6 g/day in salt would result in a substantial amount of lives being saved. For example, in Malaysia it would result in about 15,000 events being prevented half of which are fatal.
We are planning to employ this same strategy in other countries.

13. SUPPORTERS OF CASH
In the past year we have proactively worked to expand the number of CASH supporters, especially with regards to celebrities and chefs. Anyone who agrees to support CASH’s work will have their name added to our website including whether they are happy to be contacted for quotes.

CASH is also gathering a list of MPs and NGOs who are happy to be listed as CASH supporters.
14. PLANS FOR 06_07
We will continue to campaign for the reduction of salt in processed foods and for the adoption of the Food Standards Agency’s multiple traffic light front of pack labelling system on all products sold in the UK. Salt Awareness Week will take place in January 2007 and we will be working with our partners to ensure this is a high profile event with media coverage and supporting events across the country.
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