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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
In early 2006 CASH contacted a number of 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. 

Tillery Valley Foods (TVF) has a salt reduction programme in place and has been working with the FSA to reduce the salt in their meals. In September 2006 CASH visited the TVF factory in order to gain a better understanding of the problems encountered when reducing salt and to find out where we could offer support.

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.  

Advertising Standards Authority uphold CASH’s complaints about Walkers advertising

In August 2006 the Advertising Standards Authority (ASA) 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).”
For media coverage of this ruling please see the PR activities section (Section 8).

2. GOVERNMENT
Food Standards Agency Public Awareness Campaign

The Food Standards Agency’s (FSA) 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 launched in Spring 2007 centred around helping consumers to eat no more than 6g of salt per day by highlighting the importance of checking food labels and choosing lower salt products. CASH were involved in discussions with the FSA regarding supporting activity that could be provided by NGOs and during the campaign CASH released two surveys to the media highlighting the high levels of salt in everyday foods including bread, ready meals, snacks, breakfast cereals and food aimed at children. 
3. CONSULTATION RESPONSES
CASH respond to Government consultations that cover health issues. We also attend relevant stakeholder meetings in relation to these consultations.

FSA letter regarding revision of Council Directive 90/496/EEC on the Nutritional Labelling of Foodstuffs

The consultation asked for views on front of pack nutrition signpost labelling, mandatory nutrition labelling and presentation of nutrition information.

Front of Pack nutrition signpost labelling

The Commission is considering including provisions for some form of front of pack nutrition signpost labelling in their proposals for revised nutrition labelling rules. Views were sought by the FSA on whether the format of front of pack nutrition signpost labels should be prescribed and if so in what level of detail. If not, how should schemes be regulated to ensure consumers receive consistent, meaningful and transparent information both within Member States and across the EU?

CASH responded that the nutrients to be included in front of pack labelling should be prescribed by the Commission. In regards to salt, this should be salt per portion. It is also essential the Commission prescribe a method of indicating whether this salt per portion is high, medium or low in relation to the recommended maximum daily intake. We recommend the Commission utilise the UK Food Standard Agency’s traffic light labelling method for this. However, we recommend that the cut off point for a product to be labelled red for salt should be no more than 30% of the maximum daily intake for an adult. Additionally, the Commission should prescribe that the salt per portion is expressed as a percentage of the recommended maximum daily intake.
Mandatory nutrition labelling

CASH responded that if nutrition labelling should become mandatory than there should be no exemptions. Products packaged a point of sale such as bread produced in a supermarket bakery are controlled in terms of ingredients and therefore it is CASH’s opinion that nutrition information can be provided.

Presentation of nutrition information

CASH responded that salt per portion and salt per 100g should be labelled. Salt per portion enables the consumer to understand the contribution a suggested portion will make to their daily intake. However, consumers also require information on the concentration of salt so that they can build up an understanding of which products are high in salt. CASH believe that GDA information should be harmonised at EU level. However, it is vital that it is always made clear whether the GDA is a maximum or a minimum for each nutrient. For example, it is not of benefit to health for consumers to believe that they must consume 5g of salt a day, it is essential that this is shown as a maximum target.

4. CHEFS
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. In late 2006 we redesigned our website in order to make it more consumer friendly.

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 12 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 8.0) for information regarding the publicity gained from the surveys detailed below.
July 2006 
We carried out a survey of 175 cheeses and 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, contained 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 contained 0.8g of salt which is 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 – contained 2g of salt per 100g, 0.3g 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 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, contained 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 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.

January 2007

In January, to coincide with Salt Awareness Week 2007, we released the results of a survey where we revisited 127 products we have previously ‘named and shamed’ to see how their salt contents have changed. We also looked at some examples of high-salt foods for which lower-salt alternatives now exist.

This research showed that many foods now have significantly less salt added than a few years ago.  Now that lower salt alternatives exist for nearly all categories of foods, we called  on consumers to boycott those that still have large and unnecessary amounts of salt added. 

Two thirds of the foods we re-surveyed (66%) had reduced their salt concentration.  For example, by the end of 2007 Walkers will have reduced their salt contribution to the British diet by 25% compared to the start of 2004 and we hope other snack manufacturers will follow their example. Additionally most cornflakes had around two thirds of the amount of salt they contained in 2004.

However, some products still contained very high levels of salt.  Products which had a high salt content included:
· Peperami sticks, highlighted in March 2005, still have around 1.0g of salt per 25g stick, 4.0g salt per 100g.   One stick contains half a three year-olds total daily limit for salt. 

· Dairylea Dunkers Twists, highlighted in December 2004, still have 2.3g of salt per 100g.  One pack contains a third of a six year-old’s daily limit.  

· Quaker Salt and Vinegar flavoured Snack-a-Jacks, contain 5.1 g salt/100g (1.5g of salt contained in a 30g bag, a quarter of an adult’s daily limit) 

· Sainsbury’s / Tesco Crumpets contain 2.0g of salt per 100g (1.8g of salt per serving of two crumpets)

· Tesco Finest Tomato and Mascarpone Sauce (for pasta) – 2.3g salt per 100g

· Seeds of Change Creamy Tomato Soup
 - 3.9 g salt per 350g portion

· Batchelors Minestrone Cup a Soup with Croutons made up with 230ml water as directed – 2.4g salt per portion.

These products, several of them aimed at children, are all high in salt, and would qualify for a ‘red’ label under the FSA traffic light labelling system. In every case there are lower salt alternatives on the market and we now feel that people should boycott these persistently high-salt products.
Bread is the largest source of salt in the UK diet, and it was noted that reductions in the amount of salt added have been made by many bakers, with many loaves now containing around 0.8g – 1.0g of salt per 100g.  For instance, a white crusty Farmhouse loaf bought from Marks and Spencer in September 2004 contained 1.75g of salt per 100g, whereas the same product bought at the end of 2006 contained around half this amount – 0.9g salt per 100g.  However, some bread still contains as much as 1.5g of salt per 100g.  CASH highlighted the difference between Tesco’s Stayfresh Medium Sliced Wholemeal bread (1.5g salt per 100g) and Sainsbury’s I Stay Fresher For Longer Medium Sliced Wholemeal bread (0.9g per 100g) and suggested people should avoid the Tesco product and choose the Sainsbury’s one instead, as it contains much less salt. 
February 2007
In February, we released the results of our research into wrapped bread for sale in UK retailers.  Our survey revealed large differences in salt levels between wrapped breads.  Bread is the biggest source of salt in the UK diet, contributing between one fifth and one quarter of our average intake.   In the survey, the highest salt breads contained two and a half times as much salt as the lowest salt products.

CASH looked at 138 loaves of wrapped bread, branded and own-label, for sale in UK supermarkets and compared the salt content as declared on the label.  50 of the loaves surveyed – 36% - contained more than the FSA’s target salt level for bread, 1.1g salt per 100g.  

The lowest salt bread found was Burgen’s Wholegrain and Cranberry (0.55g salt per 100g), closely followed by Marks and Spencer’s Seeded White (0.6g salt per 100g).  The highest place was shared by two products, which both contained 1.5g salt per 100g: Asda’s Medium White Big Loaf and Morrison’s The Best Farmhouse Malted Bread.


Since this survey CASH have been in communication with the Federation of Bakers regarding the salt content of bread and hope this will have a positive effect on continuing to drive down the levels of salt in all breads.

May 2007

In March 2007 at the launch of the third phase of the FSA’s Salt Campaign, Dr Kevin Hawkins OBE, Director General of the British Retail Consortium (BRC) spoke about the BRC’s members’ achievements in salt reduction and stated that:

“In fact, in most cases they have already achieved all of the FSA’s targets, especially in sandwiches, soup and ready meals, and are working on further improvements.”

A new report published in May revealed that, although overall the Food Standards Agency’s 2010 target for average salt levels in soup has technically been reached, many popular varieties still contain more than a third (2g) of the day’s recommended maximum salt limit (6g) in a single serving.  This high level of hidden salt is particularly important as soup usually forms only part of a meal.

CASH surveyed 576 different soups available in the UK.  The research covered canned, chilled, packet, pouch, ready-made and instant soups from eight retailers, twelve brands and three take-away food chains.  Almost half - 48% of the sample - (278 soups) contained more than the target level of 0.6g salt per 100g.  Of those surveyed, Masterfoods’ Seeds of Change organic soups and Crosse and Blackwell Soup Cups averaged 1.0g of salt per 100g, followed by Ainsley Harriott, The Co-operative Group and Unilever’s Knorr soups, all with an average 0.8g of salt per 100g.  Batchelors, Baxters, Loyd Grossman, Morrisons, Somerfield and Waitrose all averaged 0.7g per 100g.

The products with the highest salt concentration in the CASH survey were Baxters Canned Vegetarian Tomato and Orange; Morrisons Canned Oxtail and Morrisons Minestrone simmer soup, all with 1.3g of salt per 100g, and the lowest was Pret a Manger Celeriac Mash Soup with just 0.12g of salt per 100g, a ten-fold difference. Taking the recommended serving sizes provided by the manufacturer, the highest level of salt in one single serving in the survey was Seeds of Change Creamy Tomato, containing an incredible 3.94g of salt per 350g serving – 66% of an adult’s maximum daily intake of 6g. 

Worryingly, the Asda Smart Price soups and some Tesco economy lines surveyed had higher salt levels than their standard ranges.  In the case of Asda, the highest salt soup in their whole range was from their economy line, meaning that people on lower incomes, who are already at greater risk of cardiovascular disease, are likely to choose higher-salt products unwittingly.
In the report, 125 (22%) of the soups surveyed contained more than 2g of salt per serving (one third of an adult’s daily limit, or the equivalent of four packets of crisps) and 17 soups (3%) contained more than 3g of salt (half the daily maximum adult limit.)  The average salt content for a serving of soup in the survey was 1.6g.  As a comparison, many ready-meals contain less than 1.6g of salt in a whole meal.

Some people will eat their soup as part of a meal, often with a sandwich or bread, which will add further to the salt content of the meal.  An average slice of bread contains 0.4g of salt, therefore consuming an average soup (1.6g salt per portion) with two slices of bread will provide at least 2.4g salt which is 40% of an adult’s daily limit.  And if a sandwich is consumed with an instant soup in a cup, as suggested by Batchelors on their website, it would be possible to eat up to or over the maximum daily limit in one meal.  A main meal such as lunch should provide no more than 30% of an adult’s daily intake. 
The average salt content of the cup soups, often consumed as a snack, surveyed was 0.8g salt per 100g and they can contain up to half an adult's daily maximum salt limit in one cup.  A snack should contain roughly 10% of an adult’s daily intake of salt, and one of these instant cup soups can contain more salt than three packets of crisps.
Some companies appear to be using the FSA 2010 target of 0.6g of salt per 100g level as an absolute target to make sure that all their soups are below this limit, whereas others appear to be using this as an average level.  We would rather that all soup manufacturers worked in a responsible way, by not balancing out some very high salt soups with a few low salt products, which will not achieve the objective of reducing salt intake in the whole adult population to less than 6g day.
8. PR ACTIVITIES
As in previous years, CASH has continued to invest much time and effort in waging a vigorous PR campaign, with press releases distributed proactively, roughly on a monthly basis. During the past year, we have employed a strategy of highlighting categories of foods where some manufacturers have already achieved much lower salt levels than others in the same flavour or variety of product showing that it is possible to produce these products with less salt and that they are accepted by consumers without taste being an issue.  This addresses two of the food industry’s main reasons as to why they cannot reduce salt in products. We have also used comparisons with recognisably salty products, such as crisps, to illustrate just how salty some foods are. We have continued to publicly congratulate companies who have made positive reductions in salt.
We have not seen much attempt at a ‘backlash’ from the salt industry over the past year, and there has been hardly any coverage of their comments and statements.  We are also finding that the Food and Drink Federation does not attempt to challenge the findings of our research, and has reduced its comment on our releases to bland statements along the lines of “the industry has done much to reduce salt and continues to do so.”  

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 2006

Cheese survey – 28th July 

We surveyed 175 cheeses on sale in UK supermarkets and highlighted the fact that many cheeses marketed for children had very high salt levels.  The main point which grabbed the journalists’ attention was that Dairylea Light cheese slices contained more salt, weight for weight, than seawater.  Coverage of the survey appeared in almost all the main daily newspapers - The Daily Mail, The Mirror, The Sun, The Express, The Times, The Independent and The Daily Telegraph, as well as several websites

August 2006

Advertising Standards Authority upholds CASH complaints against Walkers crisps – August 16th 

We were delighted that the ASA ruled that Walkers’ advertising had not been ‘socially responsible’ or ‘truthful’.  We achieved broadcast coverage of the ruling on the BBC Breakfast and One o’clock TV News bulletins, BBC Radio 5 Live, as well as the BBC Online News and print coverage in The Express, Guardian, Daily Telegraph and Metro. There was also coverage in several regional newspapers and other websites.

The saltiest food – Observer Food Monthly – August 20th
Professor MacGregor was widely quoted in a feature on hidden salt in processed food, and the CASH website address was given for further information.

October 2006

New research proves salt reduction lowers blood pressure in children – massive population health gains possible
In order to encourage coverage of the meta-analysis of salt reduction in children, we provided journalists with a list of high-salt children’s food products.  This resulted in a large piece in the Daily Mail and items in The Sun, The Mirror and The Metro.  We also achieved online coverage in the UK and internationally for this story.

November 2006
Trading Standards Institute survey of wrapped versus unwrapped bread
CASH worked with Trading Standards, providing a quote for their press release announcing this study, which showed that unwrapped, and therefore unlabelled, bread has higher salt levels that equivalent wrapped and labelling products.  Trading Standards gave this story as an exclusive to the Daily Express.

January/February 2007

Salt Awareness Week

Our Salt Awareness Week media release this year highlighted those foods that have yet to make significant salt reductions, comparing them with equivalent products that are available with much lower levels.  Our call to action was to urge consumers to boycott the high salt products until they had been reformulated.

The Daily Express, The Guardian, The Daily Telegraph, The Daily Mail, The Metro and The Mirror all ran large features on our call to boycott salty foods.  In addition to the national press coverage, there was extensive regional press coverage, and many reports in online news services, as well as 19 items of radio coverage. 

In total, the media coverage of Salt Awareness Week reached over 10 million people.

March 2006

CASH bread survey – March 1st 

As bread accounts for such a large proportion of the UK’s salt intake, we decided to identify those loaves which remain high in salt.  The results of our survey were published in The Daily Mail, The Independent, The Mirror and the Daily Telegraph.  Again there was widespread online coverage of the survey.

Support for launch of latest phase of FSA salt campaign – March 19th 

FSA research shows that average salt intakes in the UK are coming down and CASH issued a media release quantifying what a 0.5g reduction on a population level means in terms of lives saved.  We were delighted with the headline in The Express: “3,500 lives a year saved as we cut down on salt.”  We also achieved coverage in The Independent, The Metro and Radio 5 Live lunchtime news, as well as many regional newspapers and websites.  

April 2006

CASH comment on BMJ outcome study – April 20th 

We provided comment and support for journalists covering the publication of the first long term outcome study of salt reduction.  The story, including quotes from Professor MacGregor, appeared on the front page of The Times and a large piece in The Daily Mail.  The story was also picked up by GMTV who ran a report including a quote from CASH.

May 2006

CASH report on soups – May 10th 

Coverage of our comprehensive survey of 576 soups, in which we compared salt levels in soups with those in ready meals, appeared on GMTV as well as The Daily Mail, The Independent, The Guardian, The Metro, The Mirror, The Telegraph and The Sun.  CASH were also interviewed on Radio 5 Live and BBC Radio Northampton and there was online coverage on the BBC and many other websites.

9. SALT AWARENESS WEEK 2007
CASH launched its 8th National Salt Awareness Week on Monday 29th January - Sunday 4th February 2007. The theme for the Week was the progress that has been made in salt reduction and labelling in the last 10 years since the organisation was formed, including what consumers can do to lower their salt intake. 

A media release was issued during the Week highlighting that much has been done to reduce the amount of salt added to food in the UK.  Our media release also highlighted that people can now choose lower salt products in many food categories and urged a consumer boycott of those food products that remain persistently high in salt. A number of products and their lower salt alternatives were listed. 
On 31st January 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. Mary Creagh, MP for Wakefield and sponsor of the event introduced the speakers who included: Professor Graham MacGregor, Chairman of CASH, Dame Deirdre Hutton, FSA Chairman and Ms Caroline Flint, Minister of State for Public Health and Ms Jillian Pitt, Senior Policy Officer, National Consumer Council and author of Short-changed on health? How supermarkets can affect your chances of a healthy diet.
There was extensive media coverage of the Salt Awareness Week messages reaching over 10.5 million people. For full information regarding media coverage of the event see the PR Activities section (8.0)
10. RESOURCES
We have several resources for healthcare professionals and the public which we plan to develop further. In 06_07 we re-designed the website, updated the information and made-this more consumer friendly. We have added information for journalists and the public regarding where salt comes from in the diet alongside including more information on how to cut-down on salt including an expanded section of low-salt recipes. This redesign is timely as the Wellcome Library have requested to archive the CASH website in the UK Web Archive.  We also produced a factsheet on salt labelling for Salt Awareness Week. 
11. WORLDWIDE ACTION FOR SALT AND HEALTH (WASH)
It is two years now 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 has now reached 299, with representation from 70 countries. 129 new members have joined since July 2006. In the last year members have joined from countries including Angola, Australia, Bangladesh, Barbados, Brazil, Cameroon, Canada, China, Croatia, Cuba, Dem Rep Congo, Dubai, Dutch West Indies, Egypt, Ethiopia, France, Gabon, Holland, Hong Kong, India, Iran, Israel, Italy, Japan, Kenya, Lebanon, Lithuania, Malawi, Mexico, Netherlands, Nigeria, Pakistan, Poland, Portugal, Rwanda, Saudi Arabia, Serbia and Montenegro, Sierra Leone, Slovakia, South Africa, Sweden, United Arab Emirates, US. New members include the Presidents and Chairs of national hypertension societies such as the Slovenian Hypertension Society, the Latin American Hypertension Society, Heart & Stroke Foundation of Barbados, International Forum for Hypertension Control and CVD Prevention in Africa and Heart Friends Around the World. To view an updated members list please visit:

(http://www.worldactiononsalt.com/home/docs/wash_members.xls).

Launch of the World Action on Salt and Health group

On October 4th World Action on Salt and Health (WASH) was officially launched, 

As part of the launch, WASH set out how they will achieve this reduction in salt intake:

· Persuade international food companies to employ a global salt reduction plan, so that not only will the salt content of their processed food products be reduced but it will be uniform in each country they market in

· Ensure that the body of evidence from the scientific community about the dangers of excessive salt consumption, is translated into policy by each individual Government around the world 

· Reduce salt added at home during cooking and at the table through a combination of media publicity and public health campaigns e.g. the Food Standards Agency campaign in the UK (http://www.salt.gov.uk/index.shtml) 

Visit the WASH website (www.worldactiononsalt.com) for the following: aims; 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; World action centre containing information about salt reduction activities in different countries; resources available for viewers to download, including posters, leaflets, and factsheets and a list of members. 

WASH launch media release

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 contained more than twice the amount of salt as the same product purchased in Colombia;

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

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

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

Media coverage

The launch of WASH received positive media coverage in many countries. In particular, extensive coverage was received in Australia, Canada, Ireland, UK and USA. WASH members Prof. Caryl Nowson (Australia), Dr. Norm Campbell (Canada) along with the Canadian Stroke Network and Heart and Stroke Foundation of Canada, and Dr. Stephen Havas (USA), adapted the press release to make it more suitable for their country. If you would like to be involved in the same way in future WASH media releases please contact Naomi Campbell at ncampbel@sgul.ac.uk.

Response from food companies to survey press release

Many of the companies investigated provided general comments in the media as to why the salt content of their products varied. As follow-up to the survey we also wrote to all of the companies to ask them why there is such huge variation in the salt content of their products, and just as importantly why so many of their products contain such huge amounts of salt. The predominant excuse that has been given is that the variation was due to differing “taste preferences” around the world. However, this is unfounded, as within all countries some products were comparatively low in salt and others comparatively high, with no overall logic.

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)

Update from other countries around the world

Australia - Drop the Salt! Campaign

May 15th 2007 saw the launch of the Australian Division of World Action on Salt and Health’s (AWASH) campaign, “Drop the Salt!”, the first cohesive national salt reduction effort in Australia. The five-year “Drop the Salt!” campaign aims to reduce salt intake in the Australian population to six grams a day by 2012.

The five-year plan calls on food manufacturers and caterers to reduce the salt content of foods by 25 per cent. The campaign will also increase consumer awareness as to the benefits of a low salt diet, encouraging them to read food labels, understand what the information means and choose foods that have less salt. AWASH believes that by working with the industry to lower daily salt intake over the next five years to six grams per person a day, heart attack and stroke rates can be reduced by one fifth each year.

The launch was attended by over 70 representatives of national and local government, consumer organisations, health charities and research institutions. Talks were given by the AWASH Chair, Professor Bruce Neal, the President of the High Blood Pressure Research Council, Professor Stephen Harrap, and representatives form Unilever, The Heart Foundation and consumer organisation CHOICE.

The results of a consumer survey were released at the launch of the new AWASH campaign. The survey revealed that although the country's consumers are increasingly aware of the dangers posed by salt and know that too much salt is bad for them, realising that it can cause high blood pressure and other serious illness, they are not doing much about it.  Very few people are regularly checking labels for the salt content even though they recognise that most salt comes from processed foods, and even fewer are acting on what they find.

The campaign launch and new consumer research results generated a good amount of media interest including a live to air interview with AWASH Chair, Bruce Neal on Australia’s leader in 24 hour news Sky News at 5pm. Radio coverage was also achieved across Austrlaia and included top rating stations
For further information on AWASH and to view a full copy of the consumer report please visit the AWASH website - http://www.awash.org.au/index.html.

Bangladesh

In Bangladesh, to mark World Hypertension Day in May 2007, a number of activities took place throughout the week to raise awareness and address the issue of the effect of salt on blood pressure. Activities included:

· Discussions, including health professionals, such as doctors and nutritionists, and representatives from both the food industry and the governments, on how to lower salt intake in the Bangladeshi population. 

· Press conference and radio and television interviews on salt and blood pressure. 

· Distribution of leaflets and posters containing information on a healthy diet and healthy blood pressure. 

· A public awareness meeting and seminar on high blood pressure and heart failure. 

Canada

In Canada there is increasing concern and realisation about the harmful effect of too much salt on health, and in 2006 Dr. Norm Campbell was appointed the first Canadian Chair in Hypertension Prevention and Control. The Chair has been given a five year mandate to reduce the amount of salt added by the food industry and this will be his major priority.  To accomplish this, the Chair will form a consortium of organizations and concerned scientists to lobby the federal government and public food sector for policies to reduce the widespread indiscriminate addition of salt to food. Already the Heart and Stroke Foundation of Canada is currently in negotiations with several companies to reduce the concentration of salt in their processed foods.  In addition, many other organisations are supportive of a low salt diet, namely the Public Health Agency of Canada, Health Canada and the Canadian Hypertension Education Program.  

Holland

In the Netherlands the dietary guidelines have been revised stating that salt intake should be reduced to 6g/day. The Dutch Consumer Organisation (Consumentenbond) has also initiated a number of activities to raise awareness about the harmful effect of too much salt on health.

Malaysia

In 2006 WASH submitted a briefing paper to the Malaysian Minister of Health, detailing the need for a salt reduction strategy in Malaysia, where hypertension is becoming an ever increasing problem. The report highlighted that a salt reduction intervention would have immense benefits for the general population, and it has been estimated that a modest reduction of 5-6g/day in salt would result in about 15,000 deaths in Malaysia being prevented.

Since submitting the briefing paper it has been reported that the Malaysian Minister of Health is encouraging manufacturers to lower the salt content of their food products. It would also appear that the Health Ministry of Malaysia has plans to develop a labelling scheme to help consumers identify healthy food items. The Health Minister has stated that ‘such items would carry a healthy-choice food logo if their sugar, salt and fat content were at healthy levels’.

In addition, WASH members in other countries, in particular African countries, have expressed an interest in adapting the briefing paper, to make in relevant to their own country’s population, to present to their own Government.

Sweden

The Swedish Food Standards Agency has considered the evidence regarding salt and health. A programme is now in place for reducing the salt content of food in Sweden.

USA

In 2006 the American Medical Association (AMA) (a national group representing 250,000 doctors) overwhelmingly agreed to support a campaign targeted at restaurants and processed foods manufacturers to half the amount of sodium in their foods during the next 10 years. The AMA also pressed the FDA to cease the rule that allows salt and its component sodium to be treated as "generally recognized as safe". Although the AMA cannot force the food industry to comply with their recommendations, they do hold very persuasive powers. Its support will also make it hard for the FDA not to review the sodium issue. The AMA also stated that ‘‘the FDA needs to improve requirements for the labelling of sodium on processed food products’’. It is likely there will be a lot more publicity about the dangers of eating too much salt coming from the USA. 
13. PLANS FOR 076_08
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 2008 and we will be working with our national and international partners to ensure this is a high profile event with media coverage and supporting events across the country. 

We will be expanding 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 will also be gathering a list of MPs and NGOs who are happy to be listed as CASH supporters.

We will continue to update our resources for health care professionals and consumers.
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