Leading U.S. Food and Beverage Companies Fall Short on Efforts to Help Consumers Eat Healthy
and Combat High Rates of Obesity and Diet-Related Diseases
New U.S. Access to Nutrition Index also finds practices to improve consumers’ health and nutrition are more
widely adopted globally than in the United States
WASHINGTON D.C., November 15, 2018—The first-ever U.S. Access to Nutrition Index reveals that the 10
largest U.S. food and beverage manufacturers lack the policies and action needed to tackle the high levels of
obesity and diet-related diseases in the United States and ensure consumers have access to affordable,
healthy products. The companies are not doing enough to improve the nutritional quality, pricing and
distribution of their products nor to improve their practices related to responsible and transparent product
marketing and labeling.
The Index’s ranking of the 10 companies has Nestlé leading the Corporate Profile with a score of 5.3 out of
10 for being the most transparent about its progress to help consumers eat healthier through commitments
focused on making its product portfolio healthier, better informing consumers, more responsible marketing
activities and other efforts. Unilever came in second place and PepsiCo in third. ConAgra leads the Product
Profile with a score of 5.8 out of 10 for carrying the healthiest product portfolio, followed by Kraft Heinz in
second place and General Mills in third. Based on their total U.S. sales in 2016, the 10 companies included in
the Index are Coca-Cola, ConAgra, Dr Pepper Snapple, General Mills, Kellogg, Kraft Heinz, Mars, Nestlé,
PepsiCo and Unilever.
“Obesity continues to be a pressing public health concern in the United States. Its causes are complex,
which means we all must play a role—including food and beverage industry leaders—to help people in
the U.S. eat healthier,” said Shiriki Kumanyika, Chair of the Access to Nutrition Index Expert Group and
Research Professor at Drexel University Dornsife School of Public Health. “The U.S. Access to Nutrition
Index shows that while the leading food and beverage companies make some efforts to improve, they
generate an estimated $160 billion in domestic sales and are not harnessing the significant
opportunities they have to help families across our country make the kind of healthy food and beverage
choices that will enable them to live healthier lives.”
Additional findings include:
Leading Practices
•

A number of companies have demonstrated leading practices which all companies should follow
including clear reporting on nutrition strategy and how it relates to overall business strategy
(Nestlé); disclosure of progress against reformulation targets (Unilever); compliance audits on
marketing policy (Mars) and a commitment not to market in K-12 schools (General Mills and Kraft
Heinz).

Areas for Improvement
•

•

Companies have implemented some reformulation efforts, but less than one-third of the companies’
products can be classified as healthy according to independent nutrition criteria. Additionally, only
about one-fifth of the companies’ combined sales were estimated to be generated by healthy
products and only 14 percent of the companies’ products met nutrition criteria for marketing to
children.
None of the 10 companies have formal policies or concrete, measurable targets to make their
healthy products more accessible and affordable. For example, they do not set specific targets for
lowering the price difference between healthy and other products.

•

•

•

The majority of the companies commit to responsible marketing, but their voluntary advertising
commitments do not cover all forms of media, particularly mobile and digital media, and have
limited guidance about marketing in schools, especially middle and high schools, and places near
schools. Additionally, the companies have not made specific commitments to market healthier
products to populations in the United States whose ability to maintain nutritious diets is constrained
by low income or by geographic factors.
All of the companies provide numeric information on their front-of-pack nutrition labels, but
none use interpretive labels with color-coding like a traffic light system, or a star rating system,
which makes it easier for consumers to understand the healthiness of a product.
The full overview of the Corporate Profile and Product Profile rankings is shown in the graph below:

Note to graph: higher scores indicate better performance for Corporate and Product Profile scores.

Additionally, the U.S. Index, which includes a separate analysis of baby food companies that produce infant
formula and other breast-milk substitutes, found that while each of the three leading companies in the
United States (Nestlé, Abbott and RB/Mead Johnson Nutrition) commits to support breastfeeding
everywhere, and to market its product responsibly in lower-income countries, none has extended its breastmilk substitute marketing policy to apply in the United States or other higher-income countries.
U.S Index vs. Global Index
A comparison of the results of the U.S. Spotlight Index and the 2018 Global Access to Nutrition Index shows
that the nine food and beverage companies included in both Indexes are less transparent about their efforts
in the U.S. than globally. The companies do not do enough to make healthy products more affordable and
accessible, nor have they adopted interpretive Front-of-Pack labeling in the United States particularly
compared to their efforts to do so in other parts of the world.
“The Access to Nutrition Foundation started evaluating food and beverage companies worldwide with our
first Global Access to Nutrition Index in 2013. Over time, we have seen improvements in nutrition strategies
and reporting, affordability and accessibility of healthy products, and labeling,” said Inge Kauer, Executive
Director of the Access to Nutrition Foundation, publisher of the Access to Nutrition Indexes. “With the
launch of the first U.S. Index, we now have a tool that can be used to both track what food and beverage
companies are actually doing in the United States to help people make healthy choices about what they eat
and drink and encourage them to go further.”

Recommendations
The 2018 Index report calls on companies to improve the nutritional quality of their products, particularly
established, high-sales volume products and ensure those products are more accessible and affordable to all
consumers. They should also increase their efforts to market more responsibly with a focus on promoting
healthier products.
“Institutional investors are committed to supporting companies that recognize the increasing role their
products play in the diets of millions of people and leverage that influence to help all consumers make
healthier food and beverage choices,” said Lauren Compere, Managing Director, Boston Common Asset
Management and Member of the ATNF Board of Directors. “The U.S. Access to Nutrition Index is an
invaluable resource that will enable us to use our investment decision-making and engagement to push for
change in a market where obesity is a material risk for investors and companies alike.”
The U.S. Access to Nutrition Index was funded by a grant from the Robert Wood Johnson Foundation. The
views expressed in this report do not necessarily reflect the views of the Foundation.
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