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About Australian Industry Group

TheAustralianindustryGroup(Ai Group)is a peakindustryassociatiorin Australiawhich,alongwith
its affiliates,representsthe interestsof more than 60,000businesse an expandingangeof
sectors: manufacturing gngineeringgconstruction,automotive,food, transport,information
technology telecommunicationsgallcentres,labourhire, printing, defence, miningequipmentand
suppliesairlines,healthandother industries. Thebusinessesvhichwe representemploymore than
one million people. Ai Groupmembersoperatesmall,mediumandlargebusinessesAi Groupis
closelyaffiliated with manyother employergroupsanddirectly managesa numberof those
organisations.

TheAi Grouprepresentsthe Australianand New Zealandconfectioneryindustrythroughits
ConfectionenSector representingmanufacturersof chocolate sugarand gumconfectionery;
suppliersof ingredients,machinery packagingnaterialsand servicedo the industry,andwholesaler
anddistributor firms. The Ai Grouphasapproximatelyl20 confectionerysectormembers. Major
confectionerymanufacturingplantsare principallylocatedin New SouthWales,Tasmaniand
Victoria,includingin anumberof regionallocations(egBallaratand Lithgow)andin SouthAustralia,
WesternAustralia,Queenslancnd New Zealand.

Australian Industry Group Confectionery Sector contact for this
submission

TimothyPiper,Headg Ai GroupVictoria& Headof the Ai GroupConfectionerySector
Telephone04114303010or 0398670265

Email:timothy.piper@aigroup.com.au
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Submission : HFPReformulation Program o Portion size reduction targe ts
for certain food categories and use of healthier oils

TheAustralianindustryGroup(Ai Group)ConfectionerySectorwelcomeshe opportunity to make
this submissiorto the HealthyFoodPartnership(HFP ReformulationProgramconsultationon
portion sizereductiontargetsfor certainfood groups

Thefocusof the AiD NB daslidases specificto confectionery. We will not discusghe other food
categoriesdentified for portion sizetargetsor the useof healthieroils.

TheAustralianconfectioneryindustry supportsthe work of the HFPand efforts to improvethe
dietary habitsof Australiangdy makinghealthierfood choiceseasierandmore accessibleby raising
awarenesandto help consumersachieveandrebalancedietary patternsthat more consistently
alignwith the AustralianDietaryGuidelineADGS).

Theconfectioneryindustryrecognizesonfectioneryis a Weat(food ¢ consumergecognizehistoo
(seeAppendixl ¢ AboutBetreatwiseand HSR ¢ a discretionaryfood choice Assuchconfectionery
shouldbe consumedandenjoyedin moderation(sometimesandin smallamounts)in the contextof
a healthybalanceddiet and activelifestyle (meaningalongwith physicakactivity). L Uir@partantto
getthe balanceright.

Theconfectioneryindustrytakesits responsibilityasfood producersextremelyseriouslyandis
committedto takingits part in improvingdietary patterns of Australianssupportinghealthierfood
choicesand ensuringthe understandingof the role for confectionery asatreat food, in the overall
diet.

About the confectionery industry

In 2017-18 the retail salesvalueacrossall channeldor confectioneryin Australiaisin the order of
$4.4 billion !

Themajor manufacturersn the Australianconfectionerymarketarea 2 y' R $ntefhéational
(formerly Cadbury) NestléAustralia,Mars WrigleyConfectioneryAustralia(formerly Mars Chocolate
Australiaand TheWrigleyCompany, FerreroAustraliaand Lindt& SprungliAustralia). Privatelabel
sharerepresents3%of the market.

AcrossAustraliathe confectioneryindustryinvestsin and providesvital infrastructureandjobs, that
supportfamiliesand communitiesup and down the supplychainwho benefitfrom the economic
contribution of our industry. Thisextendsfrom localagriculturalproduction through manufacturing
to retailingandexporttrade. Theindustryemploysmorethan 11,225peopledirectly? in

1 Euromonitor,2018
2 NielsenScanData, 2018
3 IBISWorldMarch, 2018
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approximatelyl 58 confectionerymanufacturingousinessesin Australia. Many of the factoriesarein
regionalareasandare vital to the localcommunities.

Themajority of salesare through grocerystores(60.7%6) conveniencg13.2%)discountery7.5%)
traditional trade (9.3%) nternet (2.9%)and other channelq6.4%).

The role of confectionery

Confectioneryisatreat food. It isa discretionaryfood choiceandassuchshouldbe consumedand
enjoyedin moderationaspart of a healthybalanceddiet and activelifestyle.

Whilstfood nourishesus¢ it ismuchmorethan that ¢ food providespleasureandisintegralto our
socialinteraction. However it isequallyimportant to getthe balanceright, by balancingenergy
intake with energyexpended Theconfectioneryindustryacknowledgeshat discretionaryfoodsare
not necessaryo providethe nutrientsthe bodyneedsbut canadd variety and enjoymentand may
be includedsometimesandin smallamountsin the diet, alongsidephysicalactivity, asexplainedby
the AustralianDietaryGuidelinegADG).

Balancedeatingmeansthat treat foodsmaybe enjoyedsometimesandin smallamounts,while the
foodsfrom the five corefood groupsanddrinking plenty of water shouldbe consumedon a daily
basis.

It iswidelyacknowledgedhat, a nutritious diet mears eatinga wide rangeof foodsassociatedvith a
healthylifestyle However we acknowledgehe AustralianHealthSurvey(AHSP011-12 found that,
althoughdeclining,an excessive85%of total energyconsumedat a populationlevelwasfrom
discretionaryfoods (down from 38%in 1995%).

Theproportion of energyfrom discretionaryfoodswaslowestamongthe 2-3 yearold children(30%)
andhighestamongthe 14-18 yearolds(41%).Theproportion of energyfrom discretionaryfoods
tendedto decreasdn agegroupsfrom 19-30 yearsandolder, howeverfemaleshad significantly
lower proportionsof consumptionthan malesfrom 31-50yearsto 71yearsandover.

Thecontribution from chocolateand sugarconfectioneryamountedon averageto 1.7%and0.5%of
total energy, respectively(the remainder0.6%beingfrom the cereal/nut/fruit/seed bars
subcategory’ (seeinserton page6).

In the contextof calorierich dietary componentsandtheir contributionto obesity, researchointly
conductedby TheUniversityof Melbourne,Murdoch ChildrensResearchnstitute and TheRoyal
Children'sHospitaland publishedin 2016 focusedon the contribution of confectionery recognsingit
hadnot beenwell established.Theresearcherdiypothesizedhat highertotal, chocolate,andnon-
chocolateconfectioneryconsumptionwould be associatedvith higheroddsof overweight,obesity,
andother obesityrelated outcomesin childrenand adolescents.Insteadof overweightand obese

4 NielsenScarData,2014

5 Euromonitor,2018

6 AustralianBureauof StatisticsABS)4364.0.55.012 AustralianHealthSurvey Consumptiorof FoodGroupsfrom the Australian
DietaryGuidelines2011-12

7 AB$4364.0.55.007 AustralianHealthSurvey: FirstNutrition Results; Foodand Nutrients,2011-12,
http://www.abs.gov.au/AUSSTATS/abs@.nsf/Lookup/4364.0.55.007Main+Features12@@penDocument
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childrenandadolescent$avinghigherconfectioneryintakes,this reviewfound the reverseeffect.
dThisresultmight reflecta true inverseassociationreversecausality or differentialunderreportingin

heavierindividuals Interventionsmay need
to focuson dietary elementsother than
confectionenyto tackleobesityé®

Asanindustry, we offer a wide variety of
productchoicefor the confectionery
occasioranddo sowith clearconsumer
productlabellingand nutrition information.
We encourage=njoymentalongsidephysical
activityand committo voluntaryself
regulatorymarketingmeasures.The
confectioneryindustryalsoplays an
important role in educatingconsumeron
makinginformed productchoices,
encouragingalance portion control and
moderation

General comments

TheAi GroupConfectionerySectorsupports
the HealthyFoodPartnership(HFP)
ReformulationWorkingGroup(RWG)
conclusiorthat for confectionery;sugar
confectionery(ie non-chocolate chocolate
and chocolatebasedconfectionery;
reformulationis bestaddressedy
mechanism®ther than nutrient
reformulationtargetswith respectto sugars,
saturatedfat and/or sodium.

Forconfectionery(sugarand chocolate

. Discretionary

1-12 AustralianHealthSurvey
larfood groupscontributingmost
rom discretionaryfoodsreported

Icoholicheverageg4.8%of energy)

- Cakesmuffinssconesand caketype dessertg3.4%)
- Confectionenand cereal/nut/fruit/seedbars(2.8%)
- Pastrieq2.6%)

- Sweethiscuitsand Savounpbiscuits(2.5%)

- Softdrinksand flavouredmineralwaters(1.9%)

- Potatoes(aschips/friesetc) (1.7%)

- Snackkoods(1.5%)

- Frozermmilk products(1.5%)

- Sugar honeyand syrups(1.3%)

Theproportionof energycontributedby particular
discretionaryfoodsvariedwith age.Forexample,
the largestdiscretionaryfood contributorto the 2-3
yearoldsenergywasBiscuits(4.8%) while for 4-8
and9-13yea oldsit was Cakesmuffins, scones
and caketype dessertg4.8%and 4.6%
respectively)Amongthe 14-18 yearoldsit was
Confectioneryand cereal/nut/fruit/seed barsand
Softdrinksand flavoured mineral waters (3.7%
and 3.6%respectively)ln all olderagegroups,
alcoholicdrinksformedthe largestsourceof
energyfrom discretionaryfoods,with 6.0%of
energyconsumedy peopleaged19 yearsand
overcomingfrom Alcoholicbeveragegs @
(Source:ABSAustralianHealthSurveyNutrition First
Results2011-12)

confectionery) we alsosupportthe findingsof the RWGhat significantproductvariationalready
existsto enableconsumerchoiceq this, of course relatesto producttype/energydensity,product

sizeandsugar fat andenergycontent.

We supportthe recommendedocuson portion/servingsizes wherefeasibleand effective asan

effectiveandimportant strategy

8 GasselCE, MensahFK, RussellM, DunnSE,WakeM. Confectioneryconsumptiorandoverweight,obesity,and
relatedoutcomesn childrenandadolescentsa sydematicreviewandmetaanalysis. Am J Clin Nutr. 2016
May;103(5):134456. doi: 10.3945/a4n.115.119883Epub2016Apr 13.
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Anequallyimportant focusfor confectioneryrelatesto energyconsumption(thusportion size
impactsenergyintake) and communicationaboutthe placeof confectioneryin anoveralldiet. This
hasbeenrecognigd by the confectioneryindustry, is beinginstituted by the confectioneryindustry
andhasbeenpart of the industryQ @oluntaryinitiativesfor manyyears

Additionally,the Ai GroupConfectionerySectomotesthat the Departmentof Healthhastakenthe
leadon progressingonsiderationof portion sizereductiontargets includingfor confectionery asthe
RWGdealswith the nutrient reformulationtargets We stronglyrecommendthat the outcomesfrom
this reviewconnectandalignwith the HFPPortion SizeWorkingGroup(PSWGinitiativesand
recommendationsincludingrecognitionof the PSWQGor industry bestpracticeguidance(whichthe
confectioneryindustryhasdeveloped)andfor continuoussupportededucationprograms

Specific comments - consultation questions

1. Are there any subcategories for these product types where a portion reduction
may not be feasible? If so, can you suggest an alternative approach to achieve a
similar outcome?

TheAi Groupconfectioneryindustryhaslongrecogni®d the treat role of confectionery its placein
overalldiet andthe importanceof portion size,moderationand consumerunderstanding.

Without doubt, portion sizeplaysanimportantrole in reducirg and controllingenergyintakein
confectionery asdoesfrequencyof consumption.

Moderation, frequencyof consumpton andportion sizeare key elements,jmpactingenergyintake,
that areembeddedinthe A Y R dz&aluNt@BryBatreatwiseprogram(seeAppendixl - About Be
treatwiseRand HSR.

In the casefor confectioneryasa highsugarand/or highfat containingdisaetionary/treat food, the
confectioneryindustrysupportsthe viewthat portion (asa surrogatefor energy)isthe mostrelevant
measure Thisisalsosupportedby the Hall& PartnersOpenMind researchconductedin the
developmentphaseof the Health StarRating(HSRBystemand McKinseyGloballnstitute® report.

TheMcKinseyeport found reducingportion sizeto havethe largestimpacton reducingobesity
comparedto other obesityinterventions

TheHall& Partnersresearchclearlyshowedd (i Ka&ority of peopleunderstandconfectioneryasan
occasional/treafood andthe energy,or kilojoule, information beingthe mostimportanté°.

It shouldalsobe noted that typicalportion sizeg(in gramsandkilojoules)of chocolatedid not change
amongAustralianadultsfrom 1995to 2011/12'%,

9 McKinseyGloballnstitute 2014,0vercomingpbesity: Aninitial economicanalysis; DiscussiofPaper

10 Proposedrrontof-PackiabellingDesignQualitativeResearciDutcomes; Hall& PartnersOpenMind (March2013)
11 Changesn typicalportion sizesof commonlyconsumeddiscretionaryfoodsamongAustralianadultsfrom 1995to 2011-12, MDPI
Nutrients,2017
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It isalsorelevantto note that a secondaryanalysisof food and beverageportion sizeg(basedon
weight/grams)in Australianchildren, between1995and2011-12, showsno signficant changefor
chocolateandlollies'?, 13,

Furthermore for adults,whilst the energy(kJ)and gramsper typicalportion consumeddid not

changefor chocolate the medianportion sizeof chocolatein gramswasfoundto be 24g4, consistent

with the ADG/AustraliarGuideto HealthEating(ie the servingsizeof atreat, WRA &8 ONBK A R §$ A&
or extrafoodsis baseduponthe amountthat providesabout 600kJof energyandis equivalentto the

sizeof asmall25gchocolatebar) ¢ in line with industryagreedservingsize

In the caseof confectionery significantprogressin the areaof portion, serveandservingsizehas
beenmadeby the confectioneryindustry,over more than a decadeandis continuing includng by:

A providingclearnutrition information

A introducingmore smallpacksand portion-controlled packs
A productreformation, nutritionally and reducedportion sizes
A providingeducationand consumerawareness

Appendix2 outlinesconfectioneryindustryvoluntaryinitiativeswhichwe recommendare takeninto
considerationin the contextof this consultationand addressinghe confectioneryresponsethat
industryisrecognizechavingtakenresponsibleand self-regulatorysteps

Appendix3 ¢ providesan extract from industryguidanceon usingBetreatwisewith HSRin particular
guidanceon confectioneryservings.

2. What type of changes are required to business practices and infrastructure,
(rather than recipes) to effect a portion size reduction?

Notwithstandingthe significantwork that hasalreadybeenundertakenby the confectioneryindustry
(AppendixX) to providesmallportionsandreducethe servingsizesof existingproducts,significant
businesscostsapplyandflexibility to accommodateany changesalsoneedsto apply.

Thechangesspanfrom processplanning,researchand development,equipmentre-tooling (from the
productlevelthroughproductionto, productlabelling,packaginglesignand manufacture(which
typicallyinvolvesvariouslayers), display(whetherproductis viaaretail shelfor throughavending
maching and of courseappropriateconsumermessagingneedsto accompanysuchinitiatives. Any,
or all of theseg initiativestake time andresourcefo commercialise

Furthermore for multinationalcompaniesglobalstrategiesalsoneedto be takeninto consideration
includingpotential needfor standardizationasdoesthe environmentalimpactof, potentially, more
packagingwhichis at oddswith waste minimisationstrategies.

12 Foodandbeverageportion sizesin Australianchildren: a secondly analysisof 1995and 2007 NationalData, BMC,2014

13 Trendsin Foodand BeveragePortion Sizesn AustralianChildren;a Time SeriesAnalysisComparind2007and 20112012 National
Data,MDPI,August2017 (https://www.ncbi.nlm.nih.gov/pmc/articles/PMC5575591/#aphildren04-00069

14 Changesn typical portion sizesof commonlyconsumedliscretionaryfoodsamong Australianadultsfrom 1995to 2011-12, MDPI
Nutrients, 2017
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As previouslynoted, the Ai GroupConfectionerySectorsuggess that portion sizeconsiderationsare
integrated with the PSWGrogram.

3. What lead time is considered appropriate to prepare for these changes for
business preparedness ahead of the implementation time period beginning?

Thetime requiredto implementportion sizereductionwill varyby category type of changesand
scaleof requirements. Without visibility of the exactchangesit is difficult to estimatean
Implementationtimeline, however,suffice to saysignificantinvestmentto changenfrastructureand
associategroductionrequirementsis anticipated.

Capitalexpenditurewill likely be requiredto effect portion reductionand, whether smallor large
companiesthe impactwill likely be significant Smallercompaniestypicallywill take longerto
achieveareturn oninvestmentcomparedto largercompanieghat generallyhavelargerproduct
runs.

At the sametime the businessmpacton localmanufacturemustbe considered. Australia,as a
relativelysmallmarketby globalstandardswe needto be consonantof the pressurewe bringto
bearon localmanufactures andthe risk of the responsebeingfound by import replacement.

Flexibilityto changeover a suitable period will helpto minimizethe costimpacton businesses.
Notingthat O 2 Y LJI gbiitptd a@aptwill differ betweenfirms, dependingamongother thingson
whether existingmachineryand processesanbe modifiedto meet new requirementsand shoull be
donein consultationwith stakeholders.

With theseconsiderationsn mind, the Ai GroupConfectionerySectoragainrecommendghat its
important that servingsizeissuesbe consideredalongsidethe broaderPSWGecommendationsand
activitiesandto ensureconsistencyandno unintendedconsequences

Forthe confectioneryindustry,we stronglyrecommendthat the A Y R dz@rogkeBs@ date is
recognigd ascontributingresponsibilityon portion sizerequirementsin this category(seeAppendix
2 - Conkctioneryindustryinitiatives). Confectioneryis alreadyoffered with significantvariationto
enableconsumerchoice,from producttype/energydensity,productsizeand sugar fat andenergy
content¢ from bite sizeto multi/share packs and hasremovedthe largerformat WKingSiz€bars The
A Y R dzagréddp@tin sizeof 25g+/5gis embeddedin Betreatwiseand the industryQ a@pproachto
HSR.Researcltonfirmsthe typicalconfectioneryportion sizehasremainedat 24gfor more than two
decadesandimportantly alignswith the ADGguidancefor discretionaryfood servesizes The
confectioneryA ¥ R dzaise f BSRaredominately,usesHSROption5 ¢ energy(per serve)which
providespracticalportion guidanceto consumers Additionally,the industrytakesthis further by
declaringthe servingsizeon packwith aW & S NiZeR % A O NN HeluebdsEbihe servingsize
descriptoristo provideconsumerswith usefulinformationto enablethem to determinethe
appropriateamountto consume(with enjoyment)andis equallyapplicablein a shareformat. For
example 25gof sugarconfectionery(in a 180gbag)is translatedto a consumetfriendly descriptor,ie
WuJA S .Oriscémmunicationis a progressiorbeingadoptedby the industry more and more with
packaginghanges.Theconfectioneryservesizesare often supportedby supplementaryservingsize
andportion sizeinformation on the labelegNestEQ @ortion guidancedeviceor other triggerson
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packthat signalitisad ¥ | &skdpackfor sharing,or in off-packcommunicationsvhich extends to
the work of manyindividualcompanieson nutrition and physicalactivity education.

4. Nutrient reformulation targets have a suggested four year implementation period,
with a report on progress after two years. Isa similar timeframe suitable for portion
size reduction? For changing to healthier oils?

Asdiscussedn question3, the Ai GroupConfectionerySectorhasrecommendedhat any portion size
reductionactivitiesbe consideredn the contextof the PSWGvork programand consultationprocess

to ensurebroadalignmentis achieved.

Seeaboveresponseo Question3.

5. From a business perspective,

is there any benefit in having the timeframe for

nutrient reformation targets overlap with the change to healthier oils?

Not applicableto confectionery.

6. Do you have any suggested changes to the inclusion / exclusion of the draft

definitions?

Theconfectionerydefinitionsare proposed in the consultationpaper,asfollows:

Foodcategory

Draft definition

Chocolateand chocolatebasedconfectionery

Plainchocolateor chocolatebasedproducts,
includingall chocolatevarieties(white, milk or
darkchocolate)

Confectionerynornchocolate)

All non-chocolateconfectioneryproducts
designedo be consumedassold

TheAi GroupConfectionerySectormakesthe following suggestecamendmentto the chocolate

confectionerydefinition.

Foodcategory

Reviseddraft definition

Chocolateand chocolatebasedconfectionery

Main chocolateor chocolatebasedproducts,
includingall chocolatevarieties(white, milk or
darkchocolate)designedo be consumecdas
sold

Confectionerynon-chocolate)

All non-chocolateconfectioneryproducts
designedo be consumedassold

10
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Confectioneryasa treat, will alwaysbea categoryof food consumersnjoyand our aimisto helpconsumers
enjoysweettreats responsiblywith the right portion in mind.

11
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Appendix 1 :About Be treatwise ®and HSR
About Be treatwise ®

Betreatwise®priginallylaunchedin 2006,is a confectioneryindustry —
o . : L _ Be treatwise’
initiative designedo provideconsumerswith informationto help Enjoy a balanced diet
explainthe placeconfectioneryhas,asatreat food, in a healthy,

balanceddiet and activelifestyle. Figurel : Betreatwise®ogo

With its logoandtagline, \Enjoya balancedR A Béti@awise®

providesconsumerswith a simplevisualcueon front of pack,to remindthem that confectioneryisa
treat, sothey canmakean informed choiceand be mindful of the energycontentin the treatsthey
choosefor themselesandtheir families.

TheBetreatwise®logo (Figurel) is found on the labelsof more than 90%of major confectionery
manufacturersparticipatingbrandedproductsandincreasinglyon smallto mediumS y i S NLINJA & S & ¢
productsin Australia.

It isalsoimportant that consumersinderstandinformation about nutrition, confectioneryservesizes
andresponsibleconsumption whichis embeddedin the Betreatwise®mnessagealongwith
responsibleadvertising marketingand physicalactivity.

Confectioneryindustry servingsizesare generallypasedon 25g,but canvarybetween20gand 30g,
subjectto packagingormatsand compositionalimitations. TheADGconsiderghe role of
discretionaryitems, includingconfectionery and suggestsypicalservingsizesfor treat/discretionary
food choicesprovidesabout 600kJof energy,for examplehalfa smallbar (25g)of chocolate Where
possible the servesizereflectsa practicalservingof the producteg W LIS .dn @sharingchocolate
block W LIS INMJD LESHB LIA S @ & shdebagof lollies,whichis designedo assisthe
consumersn easilyunderstandinghe energyintakein the amountthey are eating.

In terms of understandingand awarenes®f the Betreatwise®@nessagerecentindependentresearch
confirmedthat 79%of the Australianpopulationaged18 yearsandoverinterpret/understandthe Be
treatwise®messageasa foodthat canbeeaten2 O O | & Ao ¢/ odd that éanbe eatenNJ NIt & ¢

Importantly, the highestlevelof familiarity of the Betreatwise®Bmessagendlogoiswith females
(27%),18-24 yearolds(55%7%° and youngfamilies(51%j}’ all of whichare keytarget audiences.
Thesefigureshelpthe industryto be confidentthat the Betreatwise®messages understoodandis
assistingconsumers.

Inits Committeereport the NSWLegislativeCouncilStandingCommittee on Socialssuednquiryinto
ChildhoodOverweightand Obesityin 2016,0X acknowledgedhe evidencegiresentedthat consumers
needto be ableto acces<lear,readilyavailableinformationaboutthe nutritional contentof

15 Independentresearchconductedby NielsenAustralia,in week 16, April 2017,among1501surveyedAustraliansaged18 yearsplus,
for the ConfectioneryTrust

16 |Independentresearchcondicted by NielsenAustralia,in week 16, April 2017,among1501surveyedAustraliansaged18 yearsplus,
for the ConfectioneryTrust

17 Independentresearchconductedby NielsenAustralia,22-27 April 2016,among1503surveyedAustraliansaged18 yearsplus, for
the ConfectioneryTrust

12
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packagedand X the initiativescurrentlyin operation,suchasthe HealthStarRatingsystemand Be
treatwise®and commendsghe organisatiors who havealreadyimplementedhesefood labelling
AYAOGA® 0AOSade

Moni toring _and compliance

Betreatwiseis aregisteredtrade markthat is managedoy the AustralianindustryGroup(Ai Group)
on behalfof the confectioneryindustrythroughthe Confectionerylrust¢ ConfectioneryBTWPty Ltd
andis supportedby a:

A StyleGuide

A Communicationg oolkit

A Guidefor implementingthe voluntaryHSRSystenwith Betreatwise (whichincludes
confectioneryservesizeguidance)

A Informationwebsite (the websiteis a resourcefor industryand consumers)

CGonfectionerycompaniesapplyto becomelicencedandto usethe trade mark. Termsof useof the
trade markare setout in an applicationandlicenceagreement(availableon the website
www.betreatwise.infg. Licenceholdersagreeto complywith the termsandconditionsandany
additionalor alteredtermsgoverningthe trade markandin the StyleGuide includinglegibility. A
registerof licencedcompaniess alsomaintained

Betreatwisecommitmentsinclude:

A Displayinghe Betreatwisemessagen front of regularconfectioneryproducts

A Displayingenergyper serveon front of regularconfectionerypackagesHSRenergyor DIGenergy
which complementghe mandatorynutrition information requirements.E

A Adoptingresponsibleservesizes TheconfectioneryA y R dzagrdedsad@sizeis 25g+/-59,in
line with the ADGs Theremaybe somedeviationwhere packsizedictatesdiffering quantities,ie
16gindividualservepacks 43g singleserveconfectionerybar, two mint pelletsor in the caseof
carbohydratemodified confectionery that mayhavea laxationeffect, a smallerportion maybe
appropriate.

A Providingeasyto-understandservesizesie servingsizedescriptor

A Beingsignatoriesof the Responsiblé K A f RNdeyin@laitiative (RCM), or adoptingits
principles

Be treatwise ® globally

Theprinciplesof Betreatwise®are sharedin other major marketsaroundthe world. Inthe US the
confectioneryindustryhasdevelopedasimilarprogram¢ ! t @k 8lBdthatds underpinnedby
the philosophyof enjoyingtreatsin moderation,with the right portion in mind, in a balanceddiet and
healthylifestyle.

TheAustralianBetreatwise@initiative is alsoalignedwith the Europearnconfectioneryindustry
activitiesthat promote mindful eatingandhelp consumergo control their calorieintake. Together
with industryreformulation activities,portion sizeremainsa key strategyfor the confectionery
industryto progressandis sharedacrosshe globe.

18 NSWLegislativeCouncilStandingCommitteeon Socialssuednquiry Reportinto ChildhoodOverweightand Obesity, December
2016
13
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In March2018,Betreatwise®wasre-launchedin the United Kingdomto encourageconsumergo
adoptabalancedapproachto treatsandto keeptreats special. Seehttps://betreatwise.net/.

Closerto home,Betreatwise®is alsoadoptedin New Zealand.

Health Star Rating System

Membersof the confectioneryindustryare continuingto implementthe front of packHSRSystem
developedto help peoplecomparethe healthinessof similarprocessegackagedoodsmakingit
easierfor consumergo makeinformedfood purchasesandhealthiereatingchoicesat-a-glance

TheHSRSystenprovidesa flexibleapproachfor the confectionerysectorto either usethe full range

of the HSRSystemhierarchy,or to usethe energyiconalone,to guideconsumers.Thisrecognises

the consumeroverwhelmingunderstandinghat confectioneryis atreat food and consumer
researchcommissionedy the FederalGovernmentDepartmentof Health,that clearlyshowedd G K S
majority of peopleunderstandconfectioneryasan occasional/treatfood and the energy,or kilojoule,
informationbeingthe mostA Y LJ2 N&i | y (i ¢

Duringthe HSRSystendevelopmentthe confectioneryindustrydemonstratedthe important role of
the A y R dzBéitrMadwid&Rinitiative in the on-goingprocessof educatingconsumers.

Betreatwise®complementsand co-existswith the HSRSystemo help addressconcernsaboutthe
y I (i AntgtiendawarenesgFigure? : Betreatwise®displayedn conjunctionwith HSRenergy).

Figure2 : Betreatwise®displayedn conjunctionwith HSRenergy

Be treatwise’

Enjoy a balanced diet

0000kJ
0% DI*

PERPACK

Theindustry,therefore,welcomedthe D 2 @ S NJ/ e&ghiiidathat clearfront of packenergy
labellingonindividuallywrappedportions/singleservesand on multi-serveproductshelpsconsumers

19 Proposedrrontof-PackiabellingDesignQualitativeResearclOutcomes Hall& PartnersOpenMind (March2013)
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to enjoy confectioneryproductswhilst beinginformedabouttheir dietary healthasthe most
meaningfulinterventionfor this category.

Someconfectionerycompanieshavecontinuedto usethe alternate Dailylntake Guide(DIG)which
mayalsobe usedasa companionto Betreatwise®andis alignedwith the minimumrequirementsof
the HSRor confectionery

Asindustryprogressivelymplementsthe revisedBetreatwise®logo in conjunctionwith HSRand
new packagingsintroduced,where possiblethere will alsobe more information aboutservingsizes
to explainthe energyvalueof atreat in a simpleand easyto-understandway by usingrelevant
WeningsizeR S a O NJielWiiL 3 MEiA the useof adescriptorsuchasW¥ LISINDY LOSR i ©
blockof chocolateencouragesntuitive portioning W LESENY |- for3PAIBLNW S @ § shdpebagof
confectionery

Thefront of packinformation continuesto be supportedby extensivemandatorynutrition
information providedon the backof pack,includingoptional percentagedailyintake (%DI).
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Appendix 2 : Confectionery industry initiatives

Clear nutrition information

Theprovisionof clearandtransparentnutrition information formsan important cornerstoneof the
confectioneryA y R dz&dmmBn@ritto promote knowledgeand awarenesf confectionery asa
treat food, andits placein the overalldiet.

Inline with Australianfood legislation,confectioneryproductsprovidemandatoryingredientlabelling
and nutrition information. Thenutrition panelon the backof confectioneryproductsprovides
information on servingsize servingsper packandthe nutrients in one servingof a product,aswell
asin each100grams.

Membersof the confectioneryindustryare implementingthe governmentled voluntaryHealthStar
Rating(HSRBystem(Appendixl). In manycircumstanceshis will provideenergyinformation per
serve/per packon front of pack,asthe relevantHSRconsumelinformation element, in conjunction
with the A ¥ R dz&dluNtBryBatreatwise®initiative (AppendixL).

Betreatwise®wasoriginallylaunchedin 2006asa confectioneryindustryinitiative, designedo
provideconsumerswith informationto help explainthe placeconfectioneryhas,asatreat food, in a
healthy,balanceddiet and activelifestyle.

With its logoandtagline, Wr§oy a balancedR A Bét@afwise@providesconsumerswith a simple
visualcueon front of pack,to remindthem that confectioneryis atreat, sothey canmakean
informed choiceandbe mindful of the energycontentin the treats they choosefor themsehesand
their families.

In 2009,the confectioneryindustryadoptedan agreedservesizebasedon the ADGthat considers
the role of discretionaryitems, includingconfectionery,and suggestsypicalservingsizestor
treat/discretionaryfood choicesprovidesabout 600kJof energy.

Thiswasfurther refinedin conjunctionwith the developmentof the HSRSystem. Theindustry
agreedservesize,now embeddedin HSRis for confectioneryto bein the rangeof 20gto 30g,ie 259
+/-59.

Whilstthe industry agreed servesize(25g+/- 5qg),is alsoembeddedin the HSRSystem there are
deviationsthat are influencedby productformat, egsugarfree(consumptionis self limiting to due
the laxationpotential); packformat, ega 16gportion controlledserveor 43gbar that is likelyto be
consumeds onesitting.

Afurther build on the servesizeincludedthe introduction of Bervesizedescriptor€ihere possible
to reflect a practicalservingof the producteg W LIS @sharingchocolateblock W LIS INN DerJ
25¢,3LJA S (D §shdvebagof lollies,whichis designedo assistthe consumersn easily
understandinghe energyintake in the amountthey are eating.

Betreatwise, asa companionto HSRenergyper serve hasbeenwidely acknowledgedsproviding
usefulconsumerguidanceasit talksto overalldiet, moderation,frequencyandlimiting consumption.
Together they are practical,visual,alignwith dietaryandoral health guidanceandprovideatool that
enableshealth practitionersto engagen patient education.

16



Ai Group ConfectionerySectorSubmissiorng HPFReformulationProgram: Portion sizereduction
targetsfor certainfood categories

Product formulation, innovation and portion control

Theconfectioneryindustryoffers a wide variety of choicefor all tastesand confectioneryoccasiois ¢
includingchocolate sugarand gumconfectioneryg in varyingsizesand suitablefor individual
consumption socialconsumption sharingand gifting occasionssothat consumersanenjoythe
right productfor the occasion.

Many confectionerycompanieshavealreadyhad smallservesizesn their existingproductrange,
othershavereducedservesizesor areincreasinghe proportion of smallerportionsasa percentage
of portfolio and/or areintroducingnew productsthat are appropriatelyportioned.

Conpaniescontinueto investin scientificresearchjnnovationand new productdevelopmentto
bringto marketnew or reformulatedproductswith improvednutritional profilesandresized
productsto meet consumemeeds. Thisrequiressignificantdevelopment,manufacturingand
commercializatiortime.

Theseincludeoral health benefitsof chewingsugarfreegum,removalof addedtransfats, reduced
saturatedfat, sugarandenergycontent.

Manufacturersare beingencouragedo changerecipes particularlywith areducedsugarfocus.
Replacingugarsn confectioneryis not without technicalchallenge assugaris a keyingredientfor its
role in providingsweettaste aswell astexture, bulk and colour.

Fundamentallyany productreformulationor renovationto improvethe nutritional profile of
confectioneryneedsto ensureit is acceptablegrom a functional perspective consumerpoint of view
inthatit R 2 S ToMPromie taste, quality and of course,meetsregulatoryrequirements.

With thesetechnicallimitationsin mind, the confectioneryindustryis especiallymindful of the
importanceof communicatingserve/portionsizein treat consumption. Many confectioneryproducts
arereducingportion sizeor are alreadyportion controlled, introducingmore singleserveportions
andproductsin resealablegpouches

Thesereformulationandrenovationworksin the confectionerycategory with afocuson the health
andwellbeingof the peoplewho enjoythem, hasbeenongoingin the industryfor overa decadeand
continues.

Thefollowing highlight variousindividualcompanyproductimprovements:

A In2014Nestléintroducedits Portion Guidancedevicefor useon packaging; a simplevisualtool
to helpeducateconsumerson appropriateportion sizefor a singleoccasion.Bythe end of 2015
Nestléhad providedportion guidanceon all of their O K A f Rridbgfs(doii 4-12 years)(see
Figure5 and https://www.nestle.com.au/nhw/portionguidance.
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Figure5 : Nestk PortionGuidancesducationdeviceon-pack

A Arangeof approacheshavebeentakento makeb S & (icongQidneryproductsmore
portionable Thishasincluded: mold changedo reshape chocolateblocksin line with consumer
expectationssonow arow in a chocolateblock¢ the amounttypicallyeatenby a consumerin one
sitting ¢ isan appropriate(intuitive) portion size.

A In2014,Nestlédownsizedhe KillerPythonfrom 47g(630kj)to 24g(336kj)with commensurate
pricereductionand one pieceone portion productconfigurations.

In supportof sensibleconfectioneryconsumption Nestlé,ashaveother companieshas
introducedre-sealablepacksfor chocolateblocks. There-sealablepackagindkeepsproducts
freshandremindsconsumerghat packsare multi-serve with on-packmessagindgPeelopen,
shareandreclos&€ ®

A C S NN@ddiRcRate designedsmallandin individuallywrappedportion (rangingfrom 12.5gto
22g)to supporttheir (andthe A Y R dzaphilNsdpRyioensureeveryoneis ableto occasionally
enjoytheir productsaspart of abalancedandactivelifestyle. More than 95%of their products
comein portionslessthan 627 kJ(150cal).

A a 2 y R $ntefhational committed globallyto increaseits portion-controlled productsby 25%by
2020. Thismeansmore individuallywrappedproductin portionslessthan 840kJ(200cal). By
July2017,a 2 y R $ntefhationalhad exceededhe target aheadof schedule achieing 39%
individuallyportion controlledoptionswhichis 11%of the revenueto date.

A Inadditionto individuallywrappedsingleserveproducts,companiesusepackagingools, suchas
Heelandresealbn multi-serveoptionsto provideconsumerswvith a prompt andtool to have
someand savethe restfor later andinformation about usingthe productwithin a sharingand
socialoccasion.Figure6 illustratesthe "peel andreseal"packagingntroducedbya 2 Y RSt T 1
Internationalin 2009for 200gCadburyDairyMilk chocolatewith prompt to enjoyit at morethan
oneoccasiorto encourageconsumptionsof smallerportionswhilst preservingfreshness.
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A A

Figure6:a t SaBdNS & HdcKagding

wise - Enjoy o balonced diet

A Acrosgheir entire portfolio, Mondelezinternationalhasdeliveredon its goalfor over 25%of
revenuecomingfrom¥ 6 S ® & 8 RNWBas;increasedvhole grainsby more than 26%,and
reducedsodiumand saturatedfat by 5%and 6%,respectivelywith further reductionsscheduled.

A AspartoftheWa | {ChotdateBettert NP 3 Niar¥VigleyConfectioneryAustraliaprovides
consumerswith arangeof reformulated,resizedandre-sealableproducts. TheWNB y 2 @ (G A 2 y €
programhasreducedthe portion sizeof mostsinglebar line productsto lessthan 1046kJer bar
(250calories)jessthan 420kJ100calories)per fun sizeserve,andthe old kingsizebar formats
were dividedin two pieces(in 2012)to encouragesensiblesnacking.Thiswork started backin
2005andcontinues. Thenextstepisto make50%of all singleservebar productslessthan 200
calories(840kJyy 2022andincreasinghe portionableandresealablesharesizeofferings.
MarsWrigleyConfectionerhasreducedthe saturatedfat contentin a numberof bar products.
Forexample the saturatedfat content of Mars®Barshasbeenreducedby 22%,in Milky Wayby
19%and M&Ms by 10%.

A MarsWrigleyConfectioneryalsoproducesboth sugarand sugarfreegumandmints, giving
consumerdurther productchoiceandlower calorieoptions. Sugarfreegum, in particular,has
beenrecognisedy localandinternationaldentalassociationsnd scientificinstitutionsfor the
role it canplayin decreasinglaqueacidsandimproveoveralloral health.
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Theseandother R&Dinitiativescontinuein the confectioneryindustryandsupplychain. For
example:

A NestlS (R&Dwork in Switzerlandandthe UKhasled to developmentof a restructuredsugarand
anew rangeof MilkybarWowsomegroducts. Thedevelopment, that startedin 2015,uses
naturalingredientsandatechnologyinvolvingaeratingsugarparticles similarto cotton candy.
Launchedn the UKandIrelandin March2018,Milkybar Wowsomedave 30%lesssugarthan
similarchocolateproducts(Appendix4).

A AnAustralianinnovationin sugarprocessingechnologyhasdevelopedthe new, naturaland low
glycaemidndex(Gl)sugar,calledNucane.Nucanewill be manufacturedat two food gradesugar
millsin Australia(Appendix4).

Theseresearchanddevelopmentworkscontinueto build from morethanaR S O | \Ro&HD&
progressthat includeseducationon confectioneryasatreat andreinforcingconfectioneryasan
occasionaknack offering choiceandtransparencywith easyto usefront of packlabelling,suchasBe
treatwise®energyper serveand servesizedescriptorsthe role of nutrition, diet and physically
activity, productsizereductionsandincreasinghe proportion of individualwrappedportion
controlledproducts,portionableproducts,resealablesharepacksand more lower energychoices.

Education and consumer awareness

Theconfectioneryindustryis further enhancinghe Betreatwise®onsumemessaginghrough off-
packcommunicationformats, includingprint, digital applicationsand point-of-saleretail merchandise
(Figure3).

Thechangesn servesizeshat manufacturersare introducingare often supportedby servingsizeand
portion sizeinformation on the label or off-packwhichextendto the work of individualcompanieson
nutrition and physicalactivity education.
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Figure3: Example®f off-packmessaging

Mondelez, A E |

Have you heard of mindful snacking?

This approach encourages paying attention
to eating and being present in the moment.

Mindful eating research Mindful eating is an easy Simple, practical tips can
has been more and more and versatile approach. help snacking mindfully.
active in the past 20 years.

=21

It's about listening to

hur i sz
paying attenti
and fully enjoying food

From mindfulness to mindful snacking

1. Mindfulness

In 1990, Dr. Jon Kabat-Zinn, a Professor at the
University of Massachusetts Medical School,
defined mindfulness as ‘paying attention to the
present moment on purpose while being non-
judgmental on thoughts and feelings.” ||| Today,
there is convincing evidence that mindfulness
interventions can reduce anxiety, stress, or
depression and improve attention and affective
outcomes (7).

2. Mindful eating

In the late 1990's, a pioneering clinical trial found

ceon
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TheA y R dz@vinM@bsitawww.betreatwise.infosupportsthe Betreatwise®consumerinformation
initiative. It hasaninformation hub both for consumergFigure4). Theconsumersectionprovides
materialto explainBetreatwise®how it works,the role of confectioneryasatreat in a balanceddiet
andactivelifestyle. It providesa conduitfor consumerdo other complementaryinformation sites
includingthe HealthStarRatingSystem AustralianDietaryGuidelinesand AustralianGuideto
HealthyEating,information suchashow to understandfood labels,dentalhealthand physicalactivity
guidelines

Consistenwith globalpledges Australianbasedmultinationalcompaniesand smalleroperatorsare
workingtoward ensuringconsumes continueto understandthe role of confectioneryasan
occasionatreat food.
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Figure4: L ¥y R dzBétrdwS&Rinformation website

Be treatwise’
Enjoy o balanced diet

Health Star Rating System

Be freafwnse

Many of the major confectionerycompaniegrovidea rich sourceof nutrition and Betreatwise®
informationto consumerssiawebsites. Forexample:

A a 2 y R $ntefhationaloffers practicalconsumerinformation on healthandwellbeingand
mindful snacking.See https://www.mondelezinternational.com/impact
https://www.mondelezinternational.com/impact/weHbeingsnacks

A Continuingnthe A y R dz&floll® su@portconsumerunderstandingdf confectioneryasatreat,
Mondelez launchedthe resourcewebsite, The SnackMindfully, www.health-
pro.snackmindful.contargetedat health professionals.Theonlineresourceaimsto educate
health professional&ndnutrition influencerswhile establishingscientificcredibility on the
conceptof mindful snacking. Thesite providesan introductionto mindful snackingpractical
toolsandresourcedo snackmindfully. Theonline portal expandghe audienceandbuildson
a 2 Y R S éxBtingnaterials,suchasthe Mindful Snacking oolkit
http://mwww.mondelezinternational.com/weHlbeing/weltbeingsnacks/empowethrough-our-
portfolio, the Nutrinsightissuehttp://www.mondeleznutritionscience.comand peerreviewed
publicationswe sponsor.

A NestléAustraliahasa comprehensivéiealth and wellnessinformation website
https://www.nestlechoosewellness.com.aulheNestléChooséNellnessvebsiteseekso help
Australiandive healthierhappierlives. It coversa broadrangeof topicsfrom healthyeatingto
family nutrition andfitnessfor all.
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A MarsWrigleyConfectioneryAustraliahasa stand-alonewebsite,W a | {Chotdate S i With N
informationon its productsand corporateinitiatives includingproductrenovation,portion size
reductionthat encouragesensiblesnackingand enjoyment- www.marschocolate.com.au/

A FerreroAustraliasharesits corporatecommitmentsto portion, responsiblemarketingand
communicationjncludingcommitmentto Betreatwise®in Australia. See
https://www.ferrero.com.au/glocalcare-australia/communicatiorresponsibility/responsible

marketing

Promotion of physical activity and healthy lifestyles

Theindustryiscommittedto helpraiseconsumerawarenes®n balanceddietsand helpto promote
increasedphysicalactivity and healthierlifestyles.

Physicahctivity and healthylifestylesare coreto the Betreatwise®message;, it isimportant to
ensurea healthylifestylebasedon a balanceddiet combinedwith regularactivity.

Individualcompaniesare engagedwith arangeof stakeholderghat seekto increasethe
understandingof the role of nutrition, encouragehealthierdietsand physicalactivity, aspromotinga
healthylifestyleandleadingbehaviourchange Theseprogramsincludecommunity,sportingand
workplacebasedinitiatives.

Someof the industryinitiativesinclude:

A Partneringwith the Australianinstitute of Sport(AlS)since2001 b S & (iHed}tlyActiveKids
programaimsto improvethe nutrition and healthknowledgeand promote physicalactivity
amongschootagedchildrentherebyhelpingfamiliesto havefun whilst beingactiveand staying
healthy. TheHealthyActiveKidswebsitewww.healthyactivekids.com.awontainsresourcesor
teachersfamiliesandchildren,relatingto healthyeatingand exercise. Aspart of the program
Nestléhasdistributed 350,000kidsand adultsportion plates,210,000lunchboxtoolkits, 520,000
nutrition and physicalactivity bookletsfor teachersandfamilies,200,000portion postersand
200,000AISand survivalcookbooksin Australia.

A Between2014and2016Nestléran ChooséNellnessroadshowsat shoppingcentresaround
Australia.Theyincludedhealthyeatingeducationfrom accreditedpractisingdietitians,diabetes
testing,cookingdemonstration,healthyportion guidanceandinteractiveeducationon reading
labels. In 2016eventswere held in 12 shoppingcentresacrossour states,reachingover 70,000
consumers.

A a 2 y R $dsHehvilyinvestedin wellbeingstrategiessinceits inceptionin 2012. Thisinvolves
their nutritionists, dietitians,food scientistsworkingwith publichealth professionalandexternal
expertsto delivernutrition information and education,adviceon snackingoehaviourto support
their wellbeingand healthylifestylesgoal.

A a 2 y R $ntefhationalpartneredwith the FootballFederationAustralia,in athree yearprogram
that commencedn 2014to deliverafree activeplay programc PlayProject
(http://www.playproject.com.au). Thisprogramwasdesignedo empowe primary school
studentsto live an active,healthylife throughbetter knowledge attitudes and behaviours.Over
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86,500studentsparticipatedin the programto understandthe importanceof daily activity.
Topicsdiscussedncludesedentaryversusactive lifestyles,energyandthe body, nutrition andfun
anddifferent typesof activeplay. Thiswasanon-brandedinitiative.

In2014a 2 y R $ntefhationalhostedthe first in a seriesof Mindful Snackingirtual sessioron
GoogleHangout.Thesessiongxpored how peoplewere applyingthe conceptof mindfulnesgo
eatingand snacking.ThefollowingyearsMDLZhostedsessionsvith expertsfocusedon Wa A y R T dzt
Snackingnt NJ Oandh@®&a@ompanylike Mondelezcanhelp consumerghroughinformation,
educdion andinnovationto makemindful food choices. Thisprogramrelatesto nutrition, eating
andadoptinga mindful approachto enjoyingtreats andis supportedby a mindful eatingtoolkit
that canbe usedby health professionalsconsumersaand employees.

In the community,throughitsa 2 y R $ntefhationalFoundationa 2 y R $ntefétionalis
rampingup efforts to empowerfamiliesandcommunitiesto leadhealthierlivesby investingin
programsto help familiesmakeinformedfood choicesgainaccesso freshfoods,and get
childrenplayingmore. In line with this, lastyeara 2 y R Suinduhceda three-year$750,000
communitypartnershipwith Savethe ChildrenAustralia titled HealthyKids,Healthy
Communitieswhichwill provideover 11,500childrenin Australiawith bestpracticemodulesthat
focuson nutrition education,growinghealthyfoodsand physicalactivity.
MarsWrigleyConfectionery dz&  Nahykidalctvily promotionsspanthe workplace Jocal
community,sportingand charity groupsin Ballarat,aswell asmajor sponsorsof eventsthat
encouragehealthyactivelifestyles. In the workplacetheserangefrom staff healthchecksandflu
vaccinationsfun runsto W w xoRAM®Irk5 | an@W?2 Iafolindthe[ I |t&r@rbeafew.

Sincethe 1930s Mars WrigleyCamfectioneryhasinvestedin researchinto the benefitsof
sugarfreegumandits role in agoodoral careroutine. Asa part of this, the companyhas
developedthe EXTRA®ralHealthcareProgram. Formore than 35 years,Mars Wrigley
Confetionery hasworkedin partnershipwith dental professionalg¢o help promote better oral
healthcare while supportingindependentresearchandclinicalstudies.Throughliterature,
conferencessamplingand supportingcontinuingprofessionaddevelopmenttheyaimto engage
andeducatedentistsandallied dental professionalaboutthe oral health benefitsof chewing
sugarfreegum, aspart of a healthyoral careroutine. Bybuildingan opendialoguewith their long-
term partners,Mars WrigleyConfectioneryaims to work towardsthe greaterimprovementof the
oral health of Australians

In 2011,the WrigleyCompanyFoundationandthe AustralianDentalHealthFoundation(formerly
the AustralianDental Associatior-oundation)establisheda partnershipwith the Canmunity
ServiceGrantsinitiative, aimingto help bridgethe gapin accesgo oral healtheducationand
treatmentin highrisk populationsacrossAustralia. Theprogramhasawardedin excessof
A$675,000in grantfundingto volunteerdentistsand dental studentsto providefree-of-charge
treatmentsto patientsin remote and disadvantagedommunitiesservicingthe indigenous,
homelessrefugees specialneedsdisability,low incomeandthe elderly. In 2017,over A$100,000
in grantfundingwasawardedto 12 worthy volunteerorganisationgesultingin 2,276patients
beingscreened,l,572patientsreceivingfree dentaltreatmentsand4,862patientseducated
aboutthe importanceof oral health. Collectively,119volunteersdonated morethan 3,324hours
of time acrosghe variousprojectsto benefitlocalcommunities.
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A In2018,Ferrerohasproudlyintroducedits CorporateSociaResponsibilitprogramKinder+Sport
(https://www.kinderplussport.com/efto Australiaby partneringwith DeakinUniversityin
implementingthe Joyof Movingprogram.Thefour-yearprogramaimsto promote healthy
developmentof the whole childand providea deeperdevelopmentalunderstandingof the
benefits associatedvith engagingn physicalactivity for childrenof all abilities. Supportedby
C S NNSSBEROODEVestment,DeakinUniversitywill be undertakinga studythat will seethe
developmentandevaluationof the AustralianJoyof Moving programin Victorianprimary
schools Thispartnershipis anotherimportant stepforward in C S NINJSrg®fh Zommitmentto
promotingthe joy of movementin the life of eachchild. Ferrerosupportsthe important work
undertakenbythe! y A @ S QtEdSiidyCrire to help makea differencein the livesof
childrenwith neurodevelopmentathallenges.Forfurther information see
http://www.deakin.edu.au/aboutdeakin/news/articles/AustralianJoyof-Movingresearch
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Appendix 3 : Extract for industry guidance - serve size

What is a serving?

A T hserving size used in the NIP is not prescribed in the Australia New Zealand Food Standards Code.
However, serving sizes specified by the manufacturer should reflect a realistic portion of the food that a person
might normally ¢ o n s u?h€ansumer laws require that the serving size should not be false, misleading or
deceptive.

To support Be treatwise® and the message of responsible consumption and marketing, to help explain the
place that confectionery has, as a treat food, and as part of a healthy balanced diet and active lifestyle, the
industry has devised the following guidance.

The industry serving sizes follow guidance provided in the Australian Dietary Guidelines (2013)
www.eatforhealth.gov.au/guidelines that suggests the serving size oftreat, 6 d i s ¢ r € thio 0 wraxsrgfoods
is based upon the amount that provides about 600kJ of energy. For confectionery using the HSR energy icon
alone, the serve/portion size is influenced by product format, type and other considerations.

In designing this guidance, the industry has considered:

A asingle portion/serve of confectionery is the entire 6 s i rpgrtioeid a bar, a pack or amount that suppliers
approximately 25g (+/-59)

A the need to provide meaningful information to consumers that is realistic and not confusing

A serving size being applicable to the target market and not to manipulate energy and nutrients per serve
declared through the serving size

A rounding the servings to the nearest logical whole number and declared as for example approximately 3
serves rather than 3% serves, where the number of serves is not easily divisible and taking care to ensure
the information makes good sense to the consumer

A the need for consistency in serving sizes across varying pack formats, where the confectionery is the same,
whilst being sensitive to the single portion pack ie 35g single portion pack, 70g and 200g pack 1 serving
sizes would be 1 x 35g; approximately 3 serves and 8 x 259 serves, respectively

A the portionability of a product

A packaging formats may also influence serving size, eg resealable packs, fun size/single portions within a
multipack

The HSR System nominated reference measure for confectionery describe, where possible, the serve/portion in
consumer-friendly language as a serve size descriptor, such as per pack, per x snakes, per bar to enable the
consumer to be better informed about the quantity of confectionery they choose to consume. In the absence of
an appropriate descriptor revertto 6 p parve s i zvalliepie 25¢g (+/-59).

The Ai Group Confectionery Sector has not defined a serving size for gum. Whilst confectionery, it is not
considered a treat food.

20 Extractfrom the FSANZUser Guideto StandardL.2.8i Nutrition InformationRequirementsDecembef013
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Confectionery serve /portion sizes illustrated

Confectionery

Size / descriptor

All confectionery bar products and
single portion-controlled products

Asinglebar,egé pbar 6
A 23g bag of lollies,ieé6 ppackdpB3gpac kb

Block chocolates

Share blocks, ie 6 p e o0 Were each row is consistent with the
industry agreed serve size of 259 (+/-5g)). Alternatively 6 p g r
piecesb.

Assortment products, boxed
chocolates

Where the energy values between units do not differ appreciably
ie6pepi ecesd.

Loose confectionery in a share
pack

A 150g bag with uniform pieces (the energy values between
pieces do not differ appreciably)ieé pes na ke s pe r
piecesbd.

A 150g party mix bag where there is variance in the energy
values of the piecesie6 pBogs er ve 6.

Multipacks / variety packs

Based on the inner pre-packed unit quantity taking into
consideration product variability, eg 6 p mmerp a ¢ & | £0g
pacé@psmlepacéappredp@ar 6

Novelties, Easter eggs

As a guide, follow the principle that a serve is approximately 259
(+/-5g) and consider the pack configurations and any
portionability.

Asingle 15gegg,eg6 pegg o

A 200g bag containing 15g eggs,eg6 pe g @ ppr ec e d
A non-portionable egg,eg6 p25gs er ve b

Sugarfree confectionery and
chocolate

Serving size for sugarfree products is largely self-limiting due to
the typical laxation response. Serving size may also vary due to
the polyol or combination of polyols used and the confectionery

format.
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Appendix 4 : Development of a restructured sugar
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