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Disclaimer

The user of the report and the information in it assumes the entire risk of any use it may make or permit
to be made of the information. NO EXPRESS OR IMPLIED WARRANTIES OR REPRESENTATIONS
ARE MADE WITH RESPECT TO THE INFORMATION (OR THE RESULTS TO BE OBTAINED BY THE
USE THEREOF), AND TO THE MAXIMUM EXTENT PERMITTED BY APPLICABLE LAW, ALL
IMPLIED WARRANTIES (INCLUDING, WITHOUT LIMITATION, ANY IMPLIED WARRANTIES OF
ORIGINALITY, ACCURACY, TIMELINESS, NON-INFRINGEMENT, COMPLETENESS,
MERCHANTABILITY AND FITNESS FOR A PARTICULAR PURPOSE) WITH RESPECT TO ANY OF
THE INFORMATION ARE EXPRESSLY EXCLUDED AND DISCLAIMED.

Euromonitor International Disclaimer: While every attempt has been made to ensure accuracy and
reliability, Euromonitor International cannot be held responsible for omissions or errors of historic figures
or analyses and take no responsibility nor is liable for any damage caused through the use of their data
and hold no accountability of how it is interpreted or used by any third party.
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Executive summary

UK diets are changing — and urgent action is needed

Dietary habits have changed significantly in the UK over recent decades. Most people eat too many
foods high in fat, salt and sugar (HFSS) and too little in the way of fruit, vegetables, legumes
(beans/pulses) and fibre compared with the UK government's guidelines — and this has been coupled
with an increase in portion size. This is driving an increase in obesity among adults and children — almost
a quarter of children leaving primary school suffer from obesity, with those from poorer households
significantly more affected — and poor diet is also responsible for around one in seven of all deaths in
the UK.

In addition to what we eat, where we eat has also changed. Around a quarter of energy intake now
comes from food eaten out of the home, over half of which is purchased from the large chains — and
meals eaten out of the home tend to be associated with higher energy, fat and salt intake. The current
cost-of-living crisis is putting ever greater pressure on family budgets, with over a quarter of families
with children experiencing food insecurity, according to statistics published in October 2022.

The out-of-home (OOH) food sector” has grown rapidly and makes a significant contribution to the
economy — £52.7 billion prior to COVID-19 — with spending evenly split between small- and medium-
sized enterprises and the larger chains. How this food is ordered is also changing, partly catalysed by
the pandemic, with the use of food delivery aggregators (such as Deliveroo and Just Eat), websites and
apps becoming commonplace, which gives companies another platform both for advertising and for
providing nutrition information.

UK government policy has reacted to the nutrition crisis, both through legislation — for example,
requiring compulsory calorie labelling by larger restaurant chains (both in-outlet and online) — and
through the provision of voluntary guidelines to encourage the food industry, including the OOH food
sector, to reduce salt, sugar and calories in their products.

Further urgent action is needed to reshape the UK’s food system and address the mounting economic
and societal repercussions of diet-related poor health — and, as eating out is so central to eating habits,
the OOH food sector plays a vital role in ensuring that customers have affordable, appealing, healthier
menu options.

The OOH Action Research

This Action Research assessed 10 of the largest publicly listed players in the OOH food sector in the
UK, including well-known brands (burgers, bakery, pizzas and coffee) and, where applicable, their parent
companies, but does not include the aggregators. It is the first time that the Access to Nutrition Initiative
(ATNI) has researched the OOH food sector in any country in the world. The research looked across six
nutrition-related Topics, developed in consultation with UK experts and adapted from the Categories
used in ATNI's methodology for its Global Index and UK Retailer Index.* The Topics are outlined in
figure 1.

" For the purposes of this report, quick-service restaurants, full-service restaurants, coffee shops and bakery/sandwich
shops are included (see box 2 for additional information).

+ ATNI's Global Index regularly assesses the world's major food manufacturers on how they address malnutrition in all its
forms — both overweight/obesity and undernutrition.
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Figure 1. Topics of analysis

Weighting as % of final | Number of indicators

Topic
score

@ Governance 10% 2
\a\ Menu healthiness 30% 3
Pricing and promotions 20% 2

j

20% 2
4

Accessibility of nutrition information and 3

. 15%

labelling

E Engagement with stakeholders and 50 3

policymakers °
Total 100% 15

The research took place in summer 2022 on 15 indicators, drawing solely on information in the public
domain on the companies’ websites. The results therefore indicate the extent to which the 10
companies are disclosing their activity or progress: it does not assess companies’ actual performance,
as any action that has not been disclosed publicly could not be included.” This light-touch approach is
not comprehensive, but it is a useful first step in understanding the OOH food sector, and has identified
some clear gaps in reporting (which are likely to reflect gaps in performance). It provides stakeholders —
including government, investors and non-governmental organisations — with a better understanding of
some of the largest players in the sector, and is a solid basis, should further, more exacting, research be
undertaken.

Figure 1. Companies in the research

Parent company Subsidiary brands

Coca-Cola Costa Coffee
Domino’s n/a

Greggs n/a
McDonald's n/a
Restaurant Brands International Burger King
Yum! Brands KFC, Pizza Hut

* In this respect, the Action Research mirrors ATNI's 2020 UK Supermarket Spotlight, rather than the more detailed UK
Retailer Index 2022 or the Global Indexes, as the latter also include information sourced directly from companies (often
under non-disclosure agreement).
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Main findings

The greatest disclosure was found in the Topic on menu healthiness, with all 10 companies reporting
on at least one of the indicators, and all but one company scored in the Topic on responsible
marketing. This suggests that most of the companies have recognised that they need to assess the
healthiness of products (and report on this) and that they have responsibilities in marketing of products,
particularly to children.

However, none of the companies scored in the Topic on pricing and promotions, which focuses on the
extent to which companies promote healthier products at an affordable price. This is disappointing,
particularly in the current context of a cost-of-living crisis.

Reporting on the remaining Topics — governance, labelling and engagement — is patchier, with two or
three companies not scoring within each. In governance, although it is encouraging that several
companies were found to have targets to increase number of healthier products, ‘healthier’ is defined by
the companies rather than using a government-endorsed nutrient profiling model. There are
opportunities for companies to do much more in clear labelling (for example, using the traffic-light
system), as well as in engagement with stakeholders, particularly improving transparency around
lobbying on health and nutrition issues.

Overall, where A represents best reporting (scoring above 80%) and E representing the lowest level of
reporting (under 20%), no company received more than a C grade (achieved by Greggs and
McDonald's) for its reporting. The majority of the companies received a D grade, with Coca-Cola and
RBI having the most to do to improve their disclosure, receiving E grades.

Recommendations

The companies were assessed only on their disclosure for this Action Research, but the
recommendations go beyond disclosure to suggest actions that companies can take to improve overall
performance. There are three overarching recommendations: on working with aggregators, adapting
best practice from company actions in other markets, and (for parent companies) ensuring that the
commitments of the parent company are applied to subsidiary brands. There are then a further 23
Topic-specific recommendations. Together, these provide a clear indication of ATNI's understanding of
areas of interest to stakeholders (including investors).

ATNI recommends not only that companies, but also all parties that influence them - including
policymakers, investors, non-governmental organizations and customers — engage with the findings of
this research to leverage change in the OOH food sector in the UK.

Conclusions

There are strong imperatives from government, investors and the public for the OOH food sector
companies to report comprehensively on how they are helping to address the UK's diet-related health
challenges, particularly at a time of a cost-of-living crisis. This Action Research provides an insight into
formal reporting and wider communications, as well as providing some indication of the companies’
actions in the nutrition space.

The findings of the Action Research suggest that the companies assessed do recognise that they have
a role to play. However, it also found a clear need for the OOH food sector to provide more structured
and comprehensive reporting on all aspects of their efforts on governance, reformulation, marketing,
labelling and engagement with stakeholders to help their customers in the UK to eat healthier diets -
and identified the need for greater action.
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More extensive and comprehensive research, assessing a larger number of companies, would be
welcomed in the future, particularly a deeper dive that goes beyond public disclosure, and beyond the
UK market, as this would enable a more comprehensive assessment of companies’ commitments,

targets and actions.
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Context — eating habits, the OOH sector,
and the policy landscape in the UK

Eating habits

The UK’s nutrition-related health crisis

The nutrition-related health crisis in the UK is well documented. Five of the top seven risk factors for
disease in the UK in 2019 were linked to what we eat: high blood glucose, high body-mass index (BMI),
high blood pressure, high LDL cholesterol, and other dietary risks such as diets low in fruit and
vegetables.! Poor diet is responsible for an estimated one in seven deaths in the UK;? impacting on
prevalence of diseases including cardiovascular disease (heart disease and stroke), many cancers
(including colon and breast cancer) and type 2 diabetes. Diet-related diseases also impact on quality of
life through increased disability: for example, the number of diabetes-related amputations has been
steadily increasing, up from just over 8,000 per year in the UK during the period 2012/13-2014/5 to
almost 9,900 in 2017/18-2019/20.3

The high prevalence of overweight and obesity is a clear sign of the shortfall in the healthiness of UK
diets. Adult obesity has increased from 13% among men and 16% among women in 1993 to 27% and
29% respectively by 2019.4 Severe obesity (defined as a BMI of 40 or over) has risen steeply between
1993/5 and 2017/19, going up seven-fold for adult men (from 0.3% to 2.2%) and tripling for women
(from 1.5% to 4.5%).5

Particularly concerning was a sharp increase in child obesity during the first year of the COVID-19
epidemic and, although prevalence has since slightly fallen, it remains at a level above that of 2019:
21.0% of children in the last year of primary school (ages 10—11) had obesity prior to the epidemic,
25.5% in 2020/16 and 23.5% in 2021/2.7

There is also significant discrepancy between the UK government's recommended healthy diet (as
summarised in the Eatwell Guide®) and the average diet: most people eat too many foods high in fat,
salt and sugar (HFSS) and too little in the way of fruit, vegetables, legumes (beans/pulses) and fibre.

Box 1: The cost-of-living crisis and food insecurity

Throughout 2022, the cost of living has been increasing rapidly, and this is having
severe implications for food security, which was already under strain. In October, The
Food Foundation published data suggesting that food insecurity levels in the UK
increased dramatically between January and September 2022, from 9.6% of
households with children to 25.6%: that is 4 million children currently experiencing
food insecurity. This also has implications for food quality: the same Food Foundation
research suggests that, among those experiencing food insecurity, 58% said they were
buying less fruit and 48% that were buying fewer vegetables.® In October 2022, the
Trussell Trust launched an emergency appeal,'? as — for the first time — demand for its
food parcels has outstripped supply, with more than 2 million people skipping meals in
August to keep up with other essential costs.!
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What we eat out

In 2016, the UK government's ‘One You' campaign provided adults with a ‘400/600/600’ tip to ‘help
them make healthier choices while out and about’: aim for 400 calories for breakfast, 600 for lunch and
600 for dinner, plus a couple of healthier snacks and drinks.'> However, studies suggest that food
eaten out of home is likely to contain significantly more calories (often much larger portions) and
contain more sugar, salt and fat than home-cooked food or products bought from retailers:
takeaway meals, for example, contain an average of twice the calories of an equivalent meal from
retailers.'3 Around a quarter of energy intake (20-25%) now comes from food eaten out of the home,
over half of which is purchased from the large chains.’

The amount and quality of food eaten out of home is of concern.’™ A global scoping review published in
2022 found that a high rate of eating out of home among adults led to poorer quality of diet, particularly
higher intakes of energy (calories), total and saturated fats, sugar and salt, and lower intake of fibre, fruit
and vegetables and micronutrients.'® A systematic review of 26 studies published in 2021 suggests
that ‘Higher consumption of foods purchased outside home increased intakes of energy and nutrients
of public health concern, particularly in males and younger adults ... [and] foods prepared outside of
home are associated with poorer diets.'” Generally, younger people tend to eat out more than older
adults in the UK,'8 and a study in 2017 of consumption of takeaways by 11-18-year-olds found that
‘frequent consumption of takeaway meals may have a negative impact on adolescents’ diet quality’ and
called for policies to reduce takeaway consumption in this age group.'® A further 2017 study of data
from the UK’s NDNS showed that higher ‘habitual’ consumption of out-of-home meals is associated
with greater mean daily energy intake (adults eating meals out at least weekly had a higher mean daily
energy intake 76—104 kcal more per day than those who only rarely ate these meals). A 2019 study of
the calorie content of over 1,000 starters, sides and desserts found that over a fifth contained more
than 600 kcal — and that is without the main dish.2° This was reiterated in a study published in 2022
that suggests that, among the large chains, almost a quarter of the individual menu items assessed
exceeded 600 kcal.?

There are also differences according to socioeconomic status. Local authorities with higher levels of
deprivation have greater density of fast-food outlets.?2 More frequent takeaway meal consumption in
adults and children is generally associated with greater daily energy intake, and this effect is particularly
pronounced in children from less affluent households.?® Obesity itself is also correlated with deprivation:
among the most deprived groups in England in 2019, 39.5% of women and 30.2% of men had obesity,
compared with 22.4% and 21.9% in the least deprived groups,?4 and in 2020/1 (since which obesity
rates have slightly dropped on average), 33.8% of year 6 schoolchildren had obesity in the most
deprived areas compared to 14.3% in the least deprived.

The increased frequency with which people in the UK eat out — often consuming well in excess of the
government’s 400/600/600 healthy-eating recommendation — coupled with what can be the poor
nutritional quality of those meals, can contribute to poor diets in the UK. There is very significant
concern about the role of poor diet on health in the UK, which has, in recent years, encouraged the UK
government to begin to make policy changes — particularly following the COVID-19 crisis in 2020. The
current cost-of-living crisis is also now impacting on eating habits,?® the full health implications of which
will become clear in the coming months and years.

How often we eat out

Almost everyone in the UK — 98.5% of the population — eats out at least once a year,?6 with research
from 2018 suggesting that the average Briton ate out 199 times per year.?” Average spend per head
on takeaway alone rose from £452 in 2019 to £641 in 2021, although this varies significantly by age
with an average weekly spend of £8.50 among the under 30s to £1.30 among the over 75s.2 On
average, about 30% of spend on food in 2019/20 was on food eaten out of the home.?°
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The increasing convenience of food bought out of the home has led to significant growth in the food
sector, with economies of scale making it possible for delivery companies to be able to deliver lunch and
snacks as well as larger meals. Even among poorer households, eating out is often no longer a treat.
Time and financial pressure leads to what can be termed a ‘scarcity mindset’ — a reduction in mental
bandwidth for parents to plan ahead — with pre-prepared convenience food and takeaways becoming
the simplest solution to providing a quick, relatively affordable and safe meal.3° COVID-19 also had a
significant impact on OOH eating habits, as severe restrictions were brought in on eating out, leading to
a sharp fall in eating in-restaurant and an increase in takeaway: over half of consumers in October 2020
said that they would continue to use these services at least as much in the future3' (See ‘The out-of-
home food sector’, below, for more on the response of the food sector to COVID-19.)

This growth, however, does not translate into consumer confidence: the Food Standards Agency’s 2021
Food and You report noted 86% consumer confidence that food bought in shops and supermarkets will
be safe to eat and 75% for restaurants — but this falls to 51% for takeaways and just 39% for food
delivery services.3?

The out-of-home food sector

The OOH food sector in the UK is a well-developed market that makes a very significant
contribution to the economy: the food sector was worth £562.7 billion prior to COVID-19.33 The market
size of the fast-food and takeaway food sector alone was £18.9 billion in 2021 (down from £21.0 billion
in 2020) and is likely to rebound to £20.6 billion in 2022.34 The distribution in terms of spend is fast-
food (21%), pubs/bars (14%), full-service (13%) and bakery/sandwich (119%),3% with pizza takeaway
and delivery alone expected to total £3.4 billion in 2022.3% Spending is evenly split between small- and
medium-sized enterprises and the larger chains.3” 70% of takeaways employ fewer than 10 staff.38

Box 2: Defining the OOH food sector

Definitions of the OOH food sector vary, which can make comparisons challenging3® —
but, for the purposes of this report, the OOH food sector is defined as incorporating
quick-service restaurants (in which customers usually order and pay at a counter or
drive-through — often referred to as fast-food restaurants), full-service restaurants
(where table service is offered), coffee shops and bakery/sandwich shops. Of these
categories, the largest proportion is quick-service restaurants: the Food Foundation’s
The Broken Plate research in 2022 found that the proportion of all food outlets that are
fast-food outlets rose from 25.4% in 2019 to 26.2% in 2021 — with a significant
difference between the most well-off areas (22%) and the most deprived (31%).40

The start of the COVID-19 pandemic in 2020 was a uniquely challenging time for the OOH food
industry, forcing the temporary closure of all eat-in food establishments. However, this provided an
opportunity to pivot towards takeaway — an opportunity that was seized by many of the companies,
removing much of the distinction between ‘restaurants’ and ‘takeaways’. Delivery channels — both
branded delivery services and aggregators (see box 3) — increased significantly during lockdown:
delivery accounted for 41% of total OOH food value in summer 2020%'and their use has remained high.
In 2021, takeaway delivery was estimated as being worth £10.5 billion, with a projection of £13.3 billion
for 2022.42

Technology is playing an increasing role, with many consumers now relying on apps and websites, rather
than telephone or in-person, to order takeaways: a survey in 2021 found that 39% of consumers prefer
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to order through mobile apps and 24% through websites.*3 Ordering takes place both through
aggregators that enable customers to choose from many different brands (see box 3), or directly with
the companies: several chains have recently developed their own apps. Dominos, for example, which
claims to have the largest share of the UK takeaway market at 6.8%, relaunched its delivery app in
2021 and now states that it has 2.6 million monthly app users in the UK, with a 21% increase in app
downloads since the previous year.*4 The UK’s food delivery app market is notably well developed: one
estimate places delivery-app revenue at $6.7 billion in the UK in 2021, with the rest of Europe
accounting for $9.2 billion.#® It is also suggested that delivery apps and websites may encourage
sedentary behaviour because food is delivered directly — but there are relatively few peer-reviewed
studies available on the implications of use of the apps.4®

Box 3: Aggregators

Traditionally, food delivery was direct from the restaurant or fast-food outlet to the
customer, but increasingly aggregators are being used. Aggregators act as a
middleman, enabling customers to choose from a range of local food outlets,
placing and paying for their orders on an online platform or mobile app. The orders
are then collected by the aggregator and passed on to the restaurant, and the meals
are delivered to private homes and offices. In 2021, the largest aggregators in the UK
were Just Eat (with 45% of market share), Uber Eats (27%) and Deliveroo (26%).47

The way in which different products are presented on the aggregator app or website
can influence decisions, nudging customers towards particular choices.*® Marketing by
the aggregators is largely outside the control of the food outlets/chains — although
McDonald’s does not permit aggregators on which its products are sold to deliver to
schools. Aggregators are constantly growing and evolving, which makes their impact on
diet and health particularly challenging to assess, but also makes them important to
include in regulation applied to other parts of the OOH food sector, as they have such
an influence on what many in the UK eat. The government’s guidance on calorie
labelling states:

‘The requirement extends to food that is sold on a website or mobile application, including
third party delivery apps. Where food in scope of the Regulations is sold on a website or
mobile application, the business responsible for that website or mobile application...
irrespective of the size of their business, is required to display the calorie information of
food offered for sale by any qualifying business..*?

The increased demand for delivery has led to the expansion of ghost kitchens: professional cooking
facilities that exist to prepare delivery-only meals, often for several different restaurant brands. They do
not have a ‘shop front’ or seating, so restaurants can increase the number of meals they can produce
and expand delivery in new areas, without the cost of setting up a new eat-in or takeaway restaurant.

COVID-19 has not been the only uncertainty facing the OOH food sector. As noted in ‘The policy
landscape’, below, the food sector has been under increased pressure from government to be part
of efforts to tackle childhood obesity (notably the salt/sugar/calorie-reduction programmes — to which
there has been some limited response — see, for example, box 4 on a voluntary industry Code of
Practice). In addition, labour costs have risen and higher food costs and disruption to supply chains have
followed Russia's invasion of Ukraine.
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These pressures are also manifested in the current cost-of-living crisis (see box 1), with families’
budgets stretched to the limit. It has never been more important to ensure that healthy food can be
accessed easily and cheaply by all, and both government and the food industry — including the OOH
food sector — play a key role.

Box 4: OOH Code of Practice

A short voluntary Code of Practice was adopted in 2018 by a group of companies
(described as an ‘Out-of-home Food Alliance™®©) including four assessed in this report:
Costa, Greggs, McDonald’s and Pizza Hut Delivery. Reportedly reviewed by the British
Nutrition Foundation,®! the Code includes commitments to the government's
salt/sugar/calorie-reduction programmes, ensuring the availability of fruit, vegetables or
salad, and that there are ‘credible healthier choices’, adherence to the Codes of
Broadcast Advertising (BCAP) and Non-broadcast Advertising and Direct & Promotions
Marketing (CAP Code), and providing calorie information in-restaurant and further
nutrition information online, and notes that the companies support the UK government'’s
400/600/600 campaign.

Pizza Hut does not appear to have the Code on its website, and although it is on Costa,
Greggs and McDonald's websites5? it is not prominent. There was no timeline for
delivery in the Code and it is not clear whether or not many of the commitments have
been followed by action by the companies. No evidence was found that the Code of
Practice has led directly and explicitly to clear, concrete, reported-on changes within the
companies.

Policy landscape

The UK nutrition policy landscape has changed significantly over the last few years, beginning with the
UK government’s Childhood Obesity Plan in 2016. The recognition of the links between obesity and
more severe COVID-19 outcomes galvanised further efforts on obesity. However, some of the steps
taken by the government have now been delayed and there is a suggestion that others may be under
threat.53

Over the last few years, the UK government (initially Public Health England and now the Office for
Health Improvement and Disparities — OHID) has been encouraging the food industry to work towards
meeting a voluntary set of guidelines to reduce salt, sugar and calories in their products. These are
is applicable to the OOH food sector as well as to manufacturers (branded) and retailers (own-brand):

)l

Salt: The latest salt reduction targets are to be achieved by 2024 and are aligned with the
government's ambition to reduce the population salt intake to 7g per day.5* The OOH food
sector targets are across food categories based on the 10 most popular food groups purchased
in the eating out, takeaway and delivery food sector, plus a specific target for children’s meals.
They fall into two categories: dish targets (items that can be served as a meal or on their own)
and meal targets (based around a specific dish, but including sides such as salad or garlic
bread).55 A 2020 progress report on the salt targets that were to have been achieved by 2017
notes that ‘it is clear that greater progress needs to be made by the eating out of home food
sector'.%6
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1 Sugar: In 2016, the government announced a voluntary ambition that challenged all food
sectors of the food industry — including the OOH food sector — to reduce sugar by 20% by
2020 in the categories of food that contribute most sugar to children’s diets. The most recent
report on progress was published in October 2020,57 showing mixed progress across
businesses, brands, categories and food sectors. Data for three companies included in this
Action Research is included, with Costa Coffee and Greggs showing reductions in sugar per
100g and McDonald’s showing a slight increase.5® A particular challenge in the OOH food
sector, however, is that portion size is often much larger than for equivalent products sold by
retailers, and has increased over time.5° The final report on progress on sugar reduction was
due to publish in 2021, but it is currently (October 2022) still forthcoming.

1 Calories: The sugar reduction programme also set calorie reduction guidelines for sweet
products for both the retail and OOH food sectors, and a 2020 report on progress on sugar
reduction makes clear that, although OOH food businesses had delivered more on calorie
reduction than on sugar, ‘the simple average calories per single serve remains higher [in the
OOH food sector] than for retailers and manufacturer branded products’8° The most recent
voluntary ambition is for the food industry (including the OOH food sector) ‘to achieve a 20%
reduction in calories by 2024 in product categories that contribute substantially to children’s
calorie intakes (up to the age of 18 years) and where there is scope for substantial
reformulation and/or portion size reduction’. There is also a maximum guideline for products
likely to be consumed in a single occasion (calories per portion) across all categories (including
pizzas, sandwiches etc.).8' Portion size is particularly important, as there is often a substantial
difference in portion size offered in OOH settings and the same products offered by retailers. It
is notable that a full 20% calorie reduction is being sought by OHID for the OOH food sector
because calories in meals eaten out of home are so often high — although even this 20%
reduction would still leave calories well above the government's healthy eating guide of 600kcal
a serving for lunch/dinner meals. The first progress report for the calorie reduction programme
is anticipated in 2023.

Appendix 2 to this report provides more detail on these three voluntary programmes.

An additional new step taken by the government in England has been the requirement for restaurant
chains with more than 250 outlets to include calorie labelling, both in restaurants and online (see
also box 5).82 This labelling is also required of the large OOH food brands that appear on aggregator
websites®® — but smaller companies (either in-restaurant, online or on aggregators) do not have to
provide calorie information. New marketing restrictions, to be brought in in 2024, introducing a 9pm
watershed on TV and a ban on paid-for digital marketing for unhealthy foods, will apply to the OOH
sector as well. This online ban includes, for example, ads on Facebook, paid-search results on Google,
text-message promotions, and paid activity on Instagram, Twitter, etc. However, new obesity policy
interventions aimed at retailers, such as restrictions on price promotions for unhealthy products, are not
applicable to the OOH food sector, so promotions such as ‘kids eat free’ fall outside the new restrictions.

Box 5: Calorie labelling across the nations of the UK

Policy action and legislation on the food sector varies between the four nations of the
UK. Calorie labelling on food bought from larger chains, as in England, is currently being
considered (including for the OOH food sector) in Scotland®* and Walest® —
consultations are happening in both countries — and is encouraged in Northern
Ireland.88
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The UK's Nutrient Profiling Model (referred to in this report as the FSA 2004/5 NPM) was developed
by the Food Standards Agency (FSA) as a tool to enable the Office of Communications (Ofcom), the UK
broadcast regulator, to identify ‘less healthy’ foods and drinks that were to be subject to restrictions
during children’s television programming. This NPM has been under review since 2016 to ensure that it
reflects updated UK dietary guidelines,®” including guidance on fibre and free sugars — but an updated
version of the model has not yet (October 2022) been published.

Box 6: Action at local level

At a local level, there is guidance to support local councils and independent food
businesses to help children and families to choose healthier food.68 Some local
authorities have also been taking zoning action to restrict the opening of new fast-food
outlets near schools, but initial research over a three-year period has suggested that the
effectiveness of this approach to change the local food environment is unclear,
suggesting that complementary further strategies are also needed.®°

Several local councils — Barnsley, Bristol, Greenwich, Haringey, Merton and
Southwark”® — have been taking action to ban advertisements for HFSS foods on
council-owned sites, including parks, green spaces, bus shelters and hoardings, and
others (Cambridgeshire”" and Brighton & Hove2) are considering similar action.

In London, from February 2019 advertisements for HFSS products as defined by the
FSA 2004/5 NPM (including takeaways and delivery services) were banned on
Transport for London,” with the companies only able to place adverts promoting
healthier products — a move supported by more than four out of five of Londoners.”
Research published in 2022 suggests that this may have led to significant falls in
consumption.”®

Also in London, the Healthier Catering Commitment is a scheme launched in 2011 and
run by the London boroughs with support from the Mayor of London and the
Association of Environmental Health Managers. It ‘recognises businesses in London
that demonstrate a commitment to reducing the levels of saturated fat, salt and sugar in
the food sold in their premises, and to make smaller portions available on request'.”®

That relatively little research has been done in this space is also indicative of a broader lack of data on
the OOH food sector, which this Action Research by ATNI is beginning to address: this is an opaque but
also fast-growing area, with many new players, business models and marketing techniques.

What is clear, however, is that although there is no silver bullet to reducing consumption of unhealthy
food out of the home, there is a range of policy tools available to government including strengthening
advertising restrictions and stronger zoning restrictions. Taking action across the food system —
including the OOH food sector — is a key part of policy action on obesity and unhealthy diet, which has
the potential to reduce health inequalities. The UK government has been at the forefront of these
actions — and with the devolved nations now also taking action (see box 5) —and ATNI hopes that it will
continue to be so. Additionally (and whether or not there is legislation), the OOH food sector needs to
take responsibility for its impact on public health, responding to public concern about the impacts of
poor diet.””
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Box 7: Non-governmental initiatives in the OOH food sector

Concerns about the healthiness of UK diets are reflected in action by non-
governmental organisations:

I The Soil Association’s Out to Lunch campaign in 2021 sent ‘secret diner
families’ to assess children’s food in 20 of the UK’s most popular chain
restaurants. Two of the companies assessed by ATNI also appear in this
research: McDonald's and Pizza Hut.”®

1 The Food Foundation’s annual Plating Up Progress initiative assesses
progress being made by major UK food businesses including restaurant chains,
across key themes relating to the transition to a healthy and sustainable food
system, based on information in the public domain. This includes ‘casual dining
and restaurant chains’ (none of which are included in the ATNI research) and
‘quick service restaurants’ (which includes Burger King, Domino’s, Greggs, KFC
and McDonald’s).”® The Food Foundation also launched Peas Please in 2017:
all sectors of the food system — from farmers and retailers, to restaurant chains,
caterers and manufacturers — can pledge to this initiative and be involved in
taking action to encourage more vegetables to be consumed (see Topic 6).8°

9 Action on Salt has assessed the amount of salt in children’s food in 15
restaurant chains and found that 43% of meals exceeded the maximum target
of 1.71g salt. It also noted that ‘the voluntary system has resulted in an uneven
playing field, with some companies performing much better than others'8' The
three companies assessed that are also included in the ATNI research —

Burger King, McDonald’s and Pizza Hut — all had average meal salt levels below

the 1.71g target.

9 This Action Research from ATNI will contribute to the pool of knowledge on the
OOH food sector in the UK and to provide the basis for further action. This
work is supported by ShareAction's Long-term Investors in People’s Health
(LIPH) programme .82
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About the OOH food sector Action
Research

Scope and aim: what this report is and isn’t doing

There is growing awareness of the role of the out-of-home food sector in the UK’s diet — not least
among the public, as calorie labelling (see Topic 5) makes clear to consumers what is often a high level
of calories in products in the OOH food sector compared to products sold in the supermarkets.
However, there has, to date, been relatively little comparative research into the extent of the
commitments, targets and ambitions of the major players in this food sector.

This report begins to address this gap in the evidence on UK diets, building on ATNI's previous work of
assessing the food manufacturing food sector and, more recently, the UK food retail sector. Research
was undertaken across six Topics that reflect the areas addressed by ATNI in its other Indexes, taking
the form of a gap-and-opportunity analysis rather than a fully comprehensive approach. It adapts the
approach used by ATNI in work in the UK retail food sector and the global food manufacturing food
sector; however, it is Action Research, not a full, detailed Index.

In particular, it is important to note that a difference between this Action Research and ATNI
Indexes is that it is based solely on information that is available in the public domain.”

The aim of this report is to capture the current state-of-play and any nutrition and health ambitions of
some of the major OOH food companies and brands in the UK, providing a solid basis for future longer-
term and more exacting research. It is hoped that it can be used as a baseline, with the potential to be
developed into a tool that can track progress against a wider set of indicators and recommendations.

The methodology

The methodology for this Action Research is set out in full in Appendix 3. It was designed to assess the
extent of disclosure by companies in the OOH food sector on business activities that influence
customers’ purchasing decisions and therefore their diets and health. It links to areas such as sugar and
calorie reduction that are already a focus of UK government action.

Scoping for the methodology included consultation with experts through interviews (see box 8), desk
research and mapping.

“In this respect, the research is similar to the 2020 UK Supermarket Spotlight report. That Spotlight was then developed
in 2022 into the UK Retailer Index, which includes information provided to ATNI by the retailers themselves.
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Box 8: Consultation

ATNI consulted with several independent experts with knowledge of the UK OOH food
sector, seeking advice on development of the report methodology, on choice of
company, on up-to-date insights into the food sector, and for comment on the research
itself. This included drawing on the expertise of Professor Gary Sacks (Global Centre
for Preventive Health and Nutrition, Deakin University), whose 2018 research on the
quick-service restaurants in Australia itself used a methodology adapted from ATNI's
Global Index. Among others consulted were the Office for Health Improvement and
Disparities (OHID — the successor organisation to Public Health England), Victoria
Hodson (non-executive director and chair, Simply Get Results), Chris Holmes, Katharine
Jenner (Queen Mary University, London), Will Nicholson (project lead, Plating Up
Progress, The Food Foundation) and Matt Towner (portfolio manager, Impact on Urban
Health).

Topics, indicators and scoring

In total, 15 indicators were assessed across six Topics (see figure 3), each of which is reported on
separately in this report, using information drawn from the public domain on the companies’ websites
and in annual reports. The indicators each have a number of predefined answers (scoring 0, 2, 2.5, 5 or
10) and cover both commitments/targets and reported performance. Following consultation with
experts, each Topic was weighted according to its importance in fostering the consumption of a healthy
diet.

Note that, due to the relatively small number of indicators (maximum of three) in each Topic, the scores
within each Topic have not been included in this report, as the low granularity would be misleading.
Instead, qualitative description of the reporting of each company has been included, and a simple
grading of the companies, which combines each company’s score across the Topics.
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Figure 2. Topics, Weighting and Indicators

Weighting as % of final | Number of indicators

Topic
score

@ Governance 10% 2

\a\ Menu healthiness 30% S
Pricing and promotions 20% 2

¢ 0
20%
4
Accessibility of nutrition information and 3
. 15%
labelling
E Engagement with stakeholders and 50 3
policymakers °
Total 100% 15

Company selection

10 of the largest UK OOH food chains were selected for inclusion, chosen to cover a range of food
offerings (burgers, bakery, pizza and coffee). All are publicly listed, so some popular brands that are not
publicly listed, such as Nando's, are excluded despite having revenues comparable to those selected for
inclusion. Chinese and Indian food — the most popular takeaway cuisines in the UK83 — are also not
included because there are no national chains in these cuisines.

Four of the companies — Costa Coffee, Burger King and KFC/Pizza Hut - are well-known brands in
the UK, and their parent companies — Coca-Cola, RBI and Yum! Brands respectively — are also
assessed. (See box 9 for the way in which these two different categories of company have been
assessed.) The remaining three companies are Domino’s, Greggs and McDonald'’s. Figure 4 provides
further information on the 10 companies selected.
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Box 9: A note on brands and parent companies

Some of the most well-known brands in the UK out-of-home food sector are owned by
parent companies headquartered outside the UK: Coca-Cola owns Costa Coffee, RBI
owns Burger King, and Yum! Brands owns KFC and Pizza Hut. The research found
some of the brands in the UK to be making commitments beyond the broad, globally
applicable commitments made by the parent company and/or are contextualising to the
UK (for example, acknowledging the UK government's efforts on obesity). Assessing
the parent company and the brands separately was therefore felt to be the most fair
and representative way to look at these brands, which are household names in the UK.
Where appropriate, this has meant that the brands have been awarded credit for the
commitments of the parent company additional to any brand-specific commitments. A
table of these differences is presented in Appendix 1.
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Figure 3. The companies assessed in this Action Research

Main Business | Sales 2021 Market Delivery

model (£million) share channels

food
category

Deliveroo, Just
Eat, Uber Eats.

London; Miami,

. : ~ e ;
Burger King Burgers FL (global HQ) Franchise £500-750 1-1.5% 541 Dfevelopmg own
click and collect
system
. e [See London; Atlanta,
Coca-Cola Costal] GA, (global HQ) n/a n/a n/a n/a n/a
Costa Coffee

Coffee / Dunstable, Club (app), Just

i - —00
Costa Coffee bakery Bedfordshire Franchise £750-900 1.5-2% 2,792 Eet Delivean;
Uber Eats
A Milton Keynes; _
g?(;?}mo IscPlzza Pizza Ann Arbor, Ml Franchise S] 'ggg 2.5-3% QOver 1,200 Do\rjrtljiitol'zsasti
o (global HQ) ! pp
, Newcastle . £1,000- 68 Greggs app, Just
Gregg’s Bakery Upon Tyne Franchise 1,950 1.6-2% 2,181 Eat
Kentucky Fried Woking; KFC App, Just
Chicken (Great Chicken Louisville, KY Franchise £1,000-1,250 2-2.5% Over 900 Eat, Deliveroo,
Britain) Ltd (global HQ) Uber Eats
London; _ My McDonalds
McDonald's Burgers Chicago, IL Franchise gg,ggg 4.5-5% (;’ggg) app, UberEats,
(global HQ) ' Just Eat
Pizza Hut
Restaurants UK Borehamwood; 260+ Pizza Hut app,
Ltd and Pizza Hut Pizza Plano, TX Franchise £250-500 0.5-1% restaurants Just Eat, Uber
Delivery (reg as (global HQ) in UK Eats, Deliveroo
Yum! lll (UK)) Ltd
Restaurant Brands : Toronto, . Globally:
International Various Canada Franchise n/a n/a 29,000 n/a
. Woking; . Globally:
1
YUM! Brands, Inc. Various Lsuralle, Franchise n/a n/a 53404 n/a

* UK and parent/global, if relevant

** Coca-Cola is being assessed for its commitments specifically to its out-of-home chain in the UK (Costa Coffee): any
commitments referring to its soft-drink products are not included unless explicitly also applicable to this OOH aspect of
its portfolio (see also box 9).

The Action Research

Research process

The research process was based on ATNI's experience of producing its Global Index of food
manufacturers and its UK Retail Index that assessed UK supermarkets. Once the methodology (above)
had been developed, research for the report was fully desk-based. ATNI undertook searches of the
companies’ websites to identify all relevant sources of information at both global level (where
appropriate) and at UK-specific level. These include sustainability/CSR reports, annual reports, and any
further publications aimed at investors, as well as press releases and web pages.

ATNI presented the research to a Nutrition Working Group meeting of the British Retail Consortium
(BRC), and the BRC confirmed that all companies in this assessment are BRC members. ATNI did not
manage to get in touch directly with Pizza Hut, Domino's or KFC.
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The 10 companies were researched by ATNI analysts, who then discussed each company to ensure
consistency. Each Topic was then assessed by a single analyst to ensure a fair and consistent analysis
across the different companies, with cross-checks and discussion by the full team, to ensure that the
research is complete and the scoring accurate. The analyst who undertook the Topic analysis then
wrote that Topic’s chapter, followed by a final in-house cross-check and edit.

Limitations

As the Action Research is based solely on information in the public domain, it is possible that many of
the companies are doing and planning more than they currently publicly report in the UK. These results
may, therefore, not be fully representative of their true performance on the issues assessed. Were a full
OOH food sector Index to be published in future, ATNI's standard approach would be used: the extent
to which companies’ commitments, action and disclosure align with best practice would all be scored,
and confidential/unpublished material would be requested under a non-disclosure agreement from the
companies themselves. Such an approach would give a more complete picture of the companies’
performance.

For consistency, the only sources used for this Action Research were those made available in the
public domain by the companies themselves (both brand websites and, where appropriate, those of
the parent company). The analysis is not based on information contained in third-party publications such
as government consultations, trade magazines or the broader news media because these sources do
not provide consistent information for all companies and so cannot be included.

This Action Research follows ATNI's other indexes in not including indicators on legal compliance
(such as calorie labelling), as it is assumed that all retailers comply with the law and it is the role of
government to monitor compliance.

As noted in box 2, ‘the OOH food sector’ can be defined as covering many different aspects of eating
out of home, not all of which are included in this Action Research. This research excludes some out-of-
home eating opportunities, such as workplace/school catering (school catering is separately
legislated®*) or OOH food chains that are primarily pubs/bars (because ATNI does not include alcoholic
beverages within its current portfolio of work).

This report also does not address environmental concerns or other social benchmarks — although these
are, of course, an important part of business decision-making — as these are well covered by other
organisations such as The Food Foundation’s Plating Up Progress. In addition, as the scope of the
research is the UK market only, this report does not shine a light on action taken by companies either
globally (except as applied in the UK) or in other markets.

Alcoholic beverages were not included in the assessment. Their consumption is an important health
concern in the UK but is outside the scope of this initiative.

The research did not address the health of employees (for example, provision of meals at work),
because nutrition falls into the consumer health (rather than worker health) pillar of ShareAction’s
Long-term Investors in People’s Health initiative.

Challenges

1 Choosing the 10 companies to include in this assessment was challenging — not least because
of the lack of agreed definition of the OOH food sector (box 2). It was important to choose from
the companies that account for the greatest consumption, but ATNI could not assess simply the
10 largest brands in the UK as other factors also had to be taken into account. Choices were
made to ensure that a range of food sectors were covered (fast-food, coffee chains etc.), and
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both parent company and individual brand were included where relevant. All had to be publicly
listed companies, given ShareAction’s focus on the role of investors in driving change.
Compared to many companies in the manufacturer and retail sectors, there is often little
information available in the public domain, and finding sufficient information online to make
comparisons was problematic. In some cases, there is a passing mention of a commitment to
nutrition, but no further detail is provided — so it was not possible to assess whether these are
being delivered, and they are not scored.

Box 10: Disclaimer

This Action Research has been centred on research carried out by ATNI in August
2022, based on publicly available data: any action taken by any of the companies after
August 2022 has, therefore, not been included in the scoring. The findings rely entirely
on information that is in the public domain on the companies’ websites.

As a multistakeholder, collaborative project, the findings, interpretations and conclusions
expressed in the report may not necessarily reflect the views of members of the
different stakeholder groups consulted for this research (including the Expert Group,
industry associations and investors) or the organisations they represent, or of the
funders of the project.

This report is intended to be for informational purposes only and is not intended as
promotional material in any respect. This report is not intended to provide accounting,
legal or tax advice or investment recommendations. Although it is based on information
that ATNI believes to be reliable, no guarantee can be given that it is accurate or
complete.
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Results and recommendations

Results

Many of the 10 companies in the out-of-home food sector assessed in this Action Research appear to
recognise that they have a role to play in addressing the UK'’s diet and health challenges. However,
their disclosure is, in most cases, very limited, with less information provided to customers than in the
supermarket food sector (see the ATNI UK Retailer Index 202285), so stakeholders are not able to gain
a full understanding of the extent of the companies’ efforts to improve diets in the UK.”

All companies have scope to explain more fully the extent of the action they are taking, across all
the Topics assessed. Current reporting gives the impression that nutrition and health are not at the
centre of governance and action of the companies, despite the increasingly central role that the sector
plays in the UK's diet (see the Context chapter). This is reflected in the scoring, with no companies
achieving grades A or B in ATNI's categorisation — which indicates that no company is doing well across
all the Topics.

Figure 4. Companies and grades

Company Grade % of points Rank

(¢
-

McDonald’s
Greggs

52%
49%

(9]
N

Note: Grade A indicates a reporting score of 80—100%; Grade B = 60-79%); Grade C = 40-59%; Grade D = 20-39%;
Grade E <20%

The reporting of McDonald’s and Greggs were found to be the most extensive, with scores of 52% and
49% respectively. They have both been awarded a C grade. Coca-Cola and RBI have the most to do to
improve their disclosure, each receiving an E grade. All the other companies are awarded a D. The
average score across all companies was just 26%.

The greatest disclosure was in the Topics of menu healthiness (with all companies scoring on at least
one indicator) and responsible marketing (where only one company did not score). This is encouraging
as it demonstrates that companies recognise that they need to assess healthiness of products and that
they do have responsibilities in marketing their products, particularly to children — although the extent to
which these are actioned in practice is crucial, and not assessed in this Action Research.
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No information was found for the Topic on pricing and promotions. No company scored at all in this
Topic, which suggests that the companies have significant opportunities to do more to promote healthier
products at an affordable price to their customers. Five companies — Burger King, Domino’s, Greggs,
KFC and McDonald’s — scored on at least one indicator in all five other Topics.

Reporting on the remaining Topics — governance, labelling and engagement — was patchier, with two or
three companies not scoring within each. In governance, several companies were found to have targets
to increase sales of healthier products — but ‘healthier’ is defined by the companies, rather than using a
government-endorsed nutrient profiling model. There are also opportunities for companies to do more to
improve labelling to assist consumers — for example, using interpretive traffic-light labelling, both online
and in-outlet, and to include more nutrient/health filters on their websites and apps. Finally,
transparency around engagement with stakeholders would be welcomed, particularly improving
reporting on lobbying on health and nutrition issues, including publishing policy positions taken on
government consultations.

It is evident from the Action Research that greater reporting is needed if investors and other
stakeholders are to differentiate the companies that are best addressing the risks and
opportunities associated with the health and nutrition challenges facing the UK. It is not evident
which of the 10 companies assessed are making clear strategic shifts towards a business model that
prioritises higher sales of healthier products.

Topic results in brief

@ Governance

Greggs, KFC, McDonald’s and Yum! Brands scored on both the two indicators in this Topic: all four have
at least a brief public commitment to health or nutrition, as well as a target to increase number of
healthier products. Four other companies scored in one of the two indicators: Burger King, Domino’s
and RBI were found to have a public commitment to health or nutrition, and Pizza Hut has a sales target
for healthier products. However, all the commitments could be made stronger, and the sales targets for
‘healthy’ products all use the companies’ own definitions of healthy, rather than the government-
endorsed nutrient profiling model.

“@\ Menu Healthiness

Results in this Topic were mixed: all companies were awarded a score above zero, and those that report
having an NPM tended to score more highly than those not disclosing information about the company’s
nutrition criteria. Seven companies scored on all three indicators (the others — Coca-Cola, Domino’s and
RBI - scored on one or two of the indicators). No company reported using the full FSA 2004/5 NPM,
although four use the traffic-light system. A focus was found on reducing negative nutrients (such as
sugar and calories), but none of the companies were found to have a corresponding commitment to
increasing fruit, vegetables or whole grain.

Pricing and promotions

None of the companies scored in this Topic. No evidence was found in the public domain of committing
to address price and affordability of healthier products relative to less healthy products, and no
commitment was found not to use price promotions to encourage customers to purchase larger portions
of less healthy products or meals. This is disappointing, as the pricing of healthier products is particularly
important during a cost-of-living crisis when food inflation overall is high.
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Most of the companies (all but Costa) have at least a generic statement about the importance of
responsible marketing, particularly to children. Burger King, Coca-Cola, Greggs and McDonald'’s have a
responsible marketing policy, with three of the four stating that it applies across all media channels, and
with McDonald'’s additionally including marketing restrictions within 200 metres of schools and Burger
King committing to display ‘moderate’ portion sizes in advertising (although without a definition of
‘moderate’). All the companies could do more to codify their responsibilities to children up to the age of
18.

E Labelling

Eight companies (all but RBI and Yum! Brands) disclose information on at least one of the indicators in
this Topic, and Greggs and McDonald'’s report on all three indicators. The most reported-on indicator
was the provision of full nutritional information for at least some products — although this should be
supplied for all products. Only three companies reported on the nutritional information available to
customers purchasing in-store or in-restaurant. Four companies have at least one nutrient-based filter
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