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1
THE FOOD INDUSTRY GROUP
As noted on our website, the Food Industry Group represents the interests of the New Zealand Food and Grocery Council, the Association of New Zealand Advertisers, The Communication Agencies Association and media organisations.

It drives the Food Industry Obesity Action Strategy.

The Group ( which is an incorporated society) was formed to oversee the implementation of the Food Industry Accord –signed by members in September 2004 and launched by the Minister of Health.
The Food Industry Accord (refer www.fig.org.nz) states the mission, vision, values, objectives and commitment to help find ways to reduce obesity levels and create a healthier nation
The terminology ‘Food Industry’ is often used in an undefined way. On a broad basis it represents the whole of the supply chain - from scientific research organisations, growers, and producer boards to importers, manufacturers, distributors and retailers. The Food Industry Group represents that part of the Food Industry whose members belong to the above organisations; these encompass  manufacturers and marketers of packaged grocery items, food advertisers, food retailers – supermarkets and some QSR’s, the media -TV, radio, newspaper, magazines, internet- and the advertising agencies themselves. (refer to member area on the website)
There are a number of food organisations who are not members of the Food Industry Group e.g.  small take away outlets, dairies, cafes, catering companies and hospitality organisations.  However, through an association with organisations such as the PIE group and the CHIP group, FIG aims to also positively influence other food organisations and companies where possible.  Nevertheless, these companies must also work to improve their products, ingredients and serving sizes.
2 FOOD INDUSTRY GROUP (FIG) SUCCESS FACTORS
FIG outlined 7 goals and 42 action areas to create change in its 2007-2008 strategy. All KPI’s were achieved and these have been outlined in its 2008 annual report. In addition, an effective relationship with the Ministry of Health, Associate Minister of Health and many other public health organisations has been developed. FIG also partners and undertakes projects with a major District Health Board. This DHB has one of the highest incidences of obesity and diabetes in the country.
There are seven key factors to the success of the Group. 
1. Creation of a unified and cohesive approach across all FIG members.  

2. Providing a key point of contact for the Government and other stakeholders.

3. The ability to put in place measurable goals and actions across members. 
4. The ability to set targets with and across members where appropriate. 
5. Being able to working with the Ministry and Government in an open and transparent manner as much as is possible 
6. Ensuring respected and credible relationships are built up with other major stakeholders: 
7. Ensuring there is relevant expertise within the Food Industry Group to understand the dynamics both around issues associated with obesity as well as the practicalities within which Food Industry needs to operate.

3 GENESIS AND EVOLUTION OF THE GROUP
The broad stages of development for the Food Industry Group can be summarised as:
Stage 1
Inception





2004-2005

· Identification of constructive and practical ways of carrying out the Food Industry Accord’s Mission Statement, Vision, Values, and Broad Goals

Stage 2
Relationship Building and Identifying Actions
2005-Ongoing


· Both internally with members and externally with the Government and stakeholders to define parameters and intent and actions
Stage 3
Undertaking Action Areas



2006
- Ongoing


· Based on an understanding of member and stakeholder needs, the environment, the issues 

Stage 4
Measurable Goals and Actions
KPI’s

2007- Ongoing


Measurement of various KPI’s to assess progress from inception
Stage 5
Setting Targets, new Goals and Actions

2008-onwards
4 GENERAL COMMENT

There is a strong call both globally and in New Zealand by some stakeholders to regulate areas of the Food Industry.  Much emphasis is put on certain areas of the Food Industry.

The Food Industry Group’s position is to support a self regulatory approach.  Major progress has, and is continuing to be made by all of FIG members to create healthier products and a healthier food environment. Members have undertaken an extremely wide range of activities around food reformulation ( reduction of fat, salt, sugar), review of marketing and advertising policies ( both locally and on a global basis), new product development guidelines, sponsorships around promoting physical activity, production of educational material, reduction in serving sizes – to name a few.

The Food Industry Group maintains it is essential New Zealanders have the information they need to eat healthily, exercise properly and, at the same time, have the right to freedom of choice.  

5 STATISTICS & FACTORS REGARDING THE OBESITY ISSUE
Statistics

Obesity, and resultant illnesses, has become an increasing problem in New Zealand society, especially in the last 30 years. There's been a rise in obesity in New Zealand in recent decades - from 9% (males) and 11% (females) in 1977 to 20% and 22% respectively in 2003. 

The 2006/07 New Zealand Health Survey found that:

One in three adults was overweight (36.3%) and one in four obese (26.5%). 

One in five children aged 2 to 14 years were overweight (20.9%) and one in twelve was obese (8.3%).

 Obesity is also more prevalent in some groups of the NZ population:

41.7% of Maori adults were obese 

63.7% of Pacific adults were obese 

11% of Asian adults were obese 

Pacific men and women were two and a half times more likely to be obese than men and women in the total population.  Maori men and women were one and a half times more likely to be obese than men and women in the total population. 

Causes

Obesity is a complex issue with a number of factors involved and interwoven. These factors are different in their dimension and emphasis for different people. To name a few:
· Eating habits and foods differ depending on cultural backgrounds. Serving relatives with large helpings and seconds is  adhered to in some cultures

· There is a different approach in some groups in the population to body image (being large in some cases is seen as positive not negative).

· There is often a lack of understanding around the results of being very overweight and the foods to eat in certain population groups. 
·  Those in lower socio economic areas are also battling with poverty, unemployment and in general poor living conditions.
· Genetic Disposition within certain groups means obesity is more prevalent

· Food consumed during pregnancy

· Lack of exercise is as much a part of the problem as eating too much food. 
· Increasing sedentary lifestyles
Other Important Factors to Consider

Taste
It must be remembered that food needs to taste good otherwise people will not eat it. Fat, sugar and salt all help provide ‘taste’.  Food companies are reformulating foods, removing hundreds of tonnes of fat, sugar and salt where possible; using natural ingredients, new product guidelines, employing nutritionists and changing their portfolio of products to healthier versions as quickly as is possible.

Busy Lives and Priorities

In addition, it needs to be remembered that consumers have a number of factors to balance in their lives with food being just one of these. Research just completed by FIG shows that children’s safety is parents’ primary concern – the risk of sexual and physical abuse, traffic danger, bullying and harassment, inappropriate internet content and the influence of groups or gangs are very concerning to at least 50% of parents.  The only health related issues mentioned as a concern were the affordability of healthy food, waiting lists for children’s health needs and access to family health support services
6 APPROACH TO OBESITY
The Food Industry Group believes it is important for there to be a united approach by the many stakeholders in this area to find ways of working together.

It believes it is also important to:

· Put resources and  emphasis on those groups in the population who are most at risk
· Ensure New Zealanders understand the importance of a healthy diet and have the knowledge that is needed to eat well. (Research shows there is a lack of understanding with many groups about how to eat healthily). 
· Place more importance on the activity side of energy in and energy out. 
Industry Approach
 FIG members have demonstrated that the Industry is undertaking a wide number of initiatives and endeavouring to undertake a responsible approach to addressing obesity. This voluntary, self monitoring and self regulatory approach has been productive as shown in the hundreds of examples in the Food Industry Group’s annual reports which outline initiatives around food reformulations (the removal of substantial amounts of fat, sugar and salt from food products), the introduction of nutritional guidelines for new products, changes in marketing and advertising policies, introduction of community (sports) sponsorships, educational materials, reduction in serving sizes, introduction of the CF Rating System for Advertising of Food during children’s programming time, Front of Pack Labelling showing percentage or energy, fats, salt and sugar in a product – to name a few examples
The Food Industry believes
· It is important to balance intervention against the rights of individual consumers to purchase and consume legal food products.

· There is no such thing as a bad food, only a bad diet. A slice of cake, soft drink, ice-cream or hamburger can all be consumed as part of a balanced diet but a cigarette cannot. To highlight certain foods as being ‘bad’ and using a tobacco model to try and ban certain foods is not relevant to foods.  
· Ultimately, people have to control what they eat. Food is all around us and we have to learn to adapt to the oversupply we have by only eating enough for our health

7
OBJECTIVES

The major objective of the Food Industry Group continues to be:
1. Do all that is possible to ensure industry – (the whole of industry including supplier-partners) understand the seriousness of the obesity issue and the importance of finding ways to provide and market healthier food products that are commercially viable.
In addition our other key objectives are to:

2. Demonstrate that self-regulation works and people’s right to choice is protected
3. Engage with Government and other not for profit, health related, non government organisations in finding collective areas for action
4. Be actively involved in the wider public debate on health and obesity issues
5. Help the media understand the complex issues involved with obesity and the contribution being made by Food Industry
8
STRATEGY

FIG has a detailed internal strategy. 

For 2008-2009 there are two major approaches to our work.
(i) To be proactive and ensure members are doing all they can to make a contribution to New Zealanders’health while being commercially successful. 
(ii) To continue to ensure Industry’s self regulatory approach is maintained
BEING PROACTIVE AND DEMONSTRATING FOOD INDUSTRY’S COMMITMENT TO THE FOOD ACCORD 

The Food Industry Group’s Projects with their associated goals are outlined below. By undertaking these projects and measuring the achievements we aim to demonstrate the commitment of Food Industry Group member companies to the Food Industry Accord.
9
PROJECT AND GOALS 2008-2009
Our internal document has been written so as to detail these specific action areas, who will be targeted, what groups of the population have the potential to be positively affected, the measures which need to be put in place to ensure the actions are successful and completed, along with the timeline for completion. The Annual Report for 2008-2009 will report on achievements in each of the action areas.

Project One
FIG works with Food Industry members to implement the Food Industry Accord: General Action Area
Goal: FIG motivates and mobilizes Food Industry to continue to contribute to improved nutrition with their products and responsible marketing practices.

Action Areas: Four

These will include

· Liaison with food companies to identify specific actions being undertaken or planned which demonstrate the commitment to the Food Industry Accord. This includes progress in integration of the obesity issue into the company’s business and marketing plan, changes in advertising and marketing policy, nutrition policy developments, new product guidelines, reformulations around fat, sugar, salt and fibre, changes in serving size, labelling initiatives, workplace policy, school initiatives and sponsorship and community developments.
· FIG works with members to identify specific possible actions whi
· ch could be undertaken, or targets which could be set, to help in the implementation of the Accord ( See project 3 also).
· Members are communicated with quarterly on issues of relevance in the obesity debate to ensure they are kept informed.
· FIG updates website annually.
Project Two:  FIG works in association with the Ministry of Health on key activities relating to the health and obesity issue. General Action Area
Goal: To identify areas where the Ministry and FIG approach activities on a shared knowledge basis.

Action Areas Seven: These will include action areas identified in the Government’s Response to The Health Select Committee Enquiry into Obesity and Type 2 Diabetes
· Involvement on Sector Steering Group as it relates to the Healthy Eating Healthy Action plan to ensure Food Industry goals are practical and realistic.
· Involvement regarding Food Industry information on the HEHA Web based network to outline to users the many positive activities being carried out by Food Industry members.
· Ensuring the Ministerial funded project managers appointed via the Government response are aware of activities being undertaken with Food members and have the opportunity to review areas outside the FIG membership where reformulation work and other activities need to be undertaken e.g. hospitality, food service catering in malls and at event.
· Continuing to work with members around the implementation of the Ministry’s Food and Beverage Classification System for schools and early childhood centres.
· Investigating possible top line targets around reduction of fat/sugar and salt in the food supply across the food supply.
· Reviewing practical ways to monitor food advertising on television media.
· Meeting on a regular basis with the Ministry of Health to ensure activities and knowledge are shared.
Project Three: Food Reformulation: A specific action area involving food members in terms of reformulation of foods.
Goal: FIG investigates an initiative to identify specific nutrient targets for relevant Food Industry members to improve the food supply

Action Area: One

There are many company driven initiatives in this area. It would be beneficial to investigate whether an overall industry target across a product or category could be set in order to measure net effects and produce targets which could then be achieved by a number of companies. To do this, a collaborative approach with the Heart Foundation who have resources in this area will be explored and a business plan put together for 08-09.
Project Four: Counties Manukau District Health Board. A specific action area looking at work with at risk population groups.

Goal: FIG continues its partnership with Lets Beat Diabetes to positively influence food choices and food purchase involving at risk groups in the NZ population
Action Areas: Three

FIG has worked with Lets Beat Diabetes on a number of initiatives over the last three years. For 08-09 it is planned to concentrate on three main food industry initiatives which have the potential to enhance the health of at risk groups in CMDHB area. These are:
· Increase consumption of milk with emphasis on lower fat varieties

· Increase the consumption of fruit and vegetables whether fresh, frozen or canned

· Decrease the consumption of full sugar soft drinks ( fizzy) with a move to other alternatives
Project Five : Healthier Options through Retail Outlets. A Cross Sector Approach
Goal:  To work with Supermarkets and Quick Service Restaurants (as sector groups) to ensure there is a choice of, and improvement in, the availability of healthier food varieties.
Action Areas: Two

· For Quick Service Restaurants – To obtain an agreement and commitment across the sector for QSRs to progressively ensure healthier menu options are available. In addition, for QSR’s to identify specific action areas they can undertake in this area relevant to their own companies.
· For Supermarkets –To obtain a commitment to ensure all food categories are carrying healthier choices, along with a move to increase facings of healthier varieties and to include some confectionery free check out aisles.
Project Six:
Advertising and Media: To work with Food Industry and Media to implement a responsible self regulatory approach to advertising and marketing practices
Goal: The media industry puts in place self regulating practices around the advertising of foods and promotes healthier eating messages through various media.
Action Areas: Five
These include

· Implementation and review of the guidelines around advertising of foods in children’s TV programming time – the CF System
· Undertaking presentations to advertising agencies and magazine editors, so they understand the issues associated with obesity and can be instrumental in communications in this area
· Implementation of the CAANZ Effie Award relating to a new category promoting healthy eating/lifestyle
· Investigate the introduction of a media award or training booklet for journalists to aim for more balanced and factual reporting/information regarding nutrition, health and obesity.
· Ensure information around healthier eating and the importance of nutritious food and regular exercise is disseminated through various media – television, radio, newspapers, magazines – on a proactive basis.
Note: The ASA will be putting in place a review of the Code for Advertising to Children and Advertising of Food. Many FIG members will be involved in this area.
Project Seven: Work Place Health: A Specific Action Area with food company employers as it relates to their employees
Goal: FIG investigates what further actions might be undertaken by employers to ensure the work place promotes and encourages healthier eating options for employers.
Action Area: One

This is a follow up to Project 6 in the 2007-2008 plan where information on healthier eating was disseminated and made available to members.
