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Chris Holmes

Thank you for taking the time to read
our manifesto. I’m writing this after
a year which has made us all acutely
aware of the inequalities in our food
environment. Food has the potential
to bring us together but against the
backdrop of a pandemic, it’s become
clear just how much work there is to
do to improve access to balanced food
options for all young people.
One in three children are overweight
or have obesity by the time they leave
primary school, and this becomes one
in two by the time young adults reach
24 years old. There is an opportunity
to reach young people during these
crucial teenage years. How we do this
matters.
Legislation alone won’t fix this
problem. It is not parents’ fault, or
teachers’ responsibility, and it’s
certainly not up to the young people
themselves to drive this change.
This is about the food environment.
We need to make it easier for young
people to find nutritious food that is
affordable, desirable and convenient.
Industry has to be part of the
solution. That’s why we’ve
co-created this manifesto. So that
we can start to see a shared roadmap
towards change. It is borne out of a
number of recent conversations we
have had with people from across
the whole food industry to ask one
question – how can we shine a light on
balanced options, and make healthier
food better business?

It’s time we took a pro-business
approach to improving child health.
I have built my career in the food
business over the past 20 years. I’ve
been the “bad guy” working for KFC
and the “good guy” looking after
weight management and vitamins
at Boots. I’ve seen the challenges
facing restaurants and retailers when
it comes to balancing shareholder
returns with a responsibility to young
people. I’ve experienced pressure
from the government for us to act to
improve access to healthier options.

We only need to look at the campaign
against plastics to see how a swell of
consumer demand and action from
business can drive change. We need
everyone to have a seat at the table if
we’re going to move the dial on one
of this nation’s greatest issues - the
health of our young people.
To do that we need to prove that
healthier food can be better business.
I’d love for you to join us.

I believe there are no wholly
“good” or “bad” brands. There
are, however, many well intended
humans working hard behind the
scenes - in companies big and small to
improve the availability and appeal of
healthier options. I believe there has
been great progress to make menus
healthier, but we need to help them
sell.
This requires collaboration
across the whole ecosystem –
from government, to brands,
campaigners and influencers
to young people themselves.
Paul Lindley,
Change won’t happen
SMASH Chairman
overnight, but each
little step makes
a difference.
“I’ve spent the last 20 years trying to find

ways to take great ideas and make them into
something that has the power to change the
world. Over those years I’ve learned that
business is the best mechanism to do that,
and that the best businesses take ideas that
can generate profits and improve lives. That is
why this manifesto, and the efforts of all the
food brands partnering with SMASH are so
important. The UK is home to brands creating
some of the most exciting innovations in
healthier food, we need to champion these
efforts and shine a light on these options to
make sure they’re not out of reach. Because
child health needs action today, and we need
to show that healthier food can be better
business, now, not later.”

- Paul Lindley OBE

HOW CAN WE, THE FOOD INDUSTRY, HELP
IMPROVE THE HEALTH OF YOUNG PEOPLE
- AND WHY IS IT SO HARD TO MAKE
HEALTHIER FOOD GOOD BUSINESS?
In order to meet the challenge
of improving the health of
young people, we need to
understand what barriers
exist to making progress. Our
SMASH Sessions taught us
that there are many complex
factors at play.
20 year-old Tasha
Mhakayajora, a board member
of campaigning organisation,
Bite Back 2030 set the scene:
“Currently young people
are up against a flood of
unhealthy food options, from
their high street, supermarket
shelves, school canteen –
from everywhere,” she says.
“We need to stem this tide
of unhealthy food options.
We want to make sure that
we're creating as many
opportunities as possible for
young people to have access
to food that is nutritious and
affordable.”
Many organisations and
individuals across the food
industry are united in their
determination to move the
dial. But each faces their
own barriers to creating
meaningful change.

VOLUME,
VOLUME,
VOLUME
-DOES
HEALTHIER
SELL?
“There is a discrepancy
between the distribution
volume of tasty, healthier
snacks versus those which

are, fundamentally, empty
calories,” explains Baz
Goode, brand controller at
Whitworth’s. “Confectionery
products sell in huge volumes,
which in turn creates a
significant hurdle rate that a
healthier brand is ‘required’
to match if it wants to occupy
prominent space alongside
in order to give consumers
that choice”. “Brands need
help to level the playing field,
so consumers can easily find
healthier snacking options
as they can confectionery
treats”.
Indeed many challenger
brands appeal to young
people, but start life out of
reach on price as they don’t
have the proven - volume
led - economics to help the
retail buyers make the brave
decision to stock them and
kick something less healthy
off the shelves.
Representatives from Unilever
talked about the issues
associated with steering
customer choice. “I think for
us the biggest thing is how
we can deliver those amazing
products still but with little
shifts, or in some cases quite
big shifts in terms of making
products healthier and also
adding more of the goodness
in. Because otherwise we
won’t move people in the
direction of making better
choices,” said Chrissie
Dunn, Foods & Refreshment
Strategy and Innovation
Director at Unilever.

CAN
HEALTHIER BE
AFFORDABLE?
We need to make healthy food
accessible and easy, argued
Jess Attard, Portfolio Manager
at Impact on Urban Health.
“There are real fundamental
barriers to healthy eating, and
it is not necessarily because
people don't care, there is
a real gap in the market for
food that is healthier but also
affordable and convenient.
Finding products that meet
all three of those needs is
challenging.”
Dr Mahamad Hashi, the
founder of Brixton Soup
Kitchen and Deputy Cabinet
Member for Youth at Lambeth
Council agrees, “This is about
prioritising quality of food and
survival. A lot of the food that
young people and families
that are really struggling
choose is simply based on
affordability and saving time
when they're rushing to
work.”

CAN
HEALTHIER
TASTE
GOOD?
Paul Lindley, the founder of
Ella’s Kitchen and Chair of the
London Mayor’s Childhood
Obesity Taskforce sees taste,
and how we talk about healthy
food as a barrier to demand.
“The discord between rewards

and benefits and the narrative
around certain foods is really
important because the people
who sell the unhealthiest food
say “eat this because it's cheap
and it's readily available and
it's tasty,” and the tendency
is for the narrative around
healthier food to be “don't
take the unhealthy food”.
Not, “it's delicious and it can
be affordable and available
everywhere.”
Flavour is critical, alongside
brand-led education of why
healthy matters, says founder
of healthy start-up, The Gut
Stuff, Lisa MacFarlane. “The
main barrier to access for us
was the education piece on
why fibre was good for your
gut health firstly and secondly,
as my mum put it, that these
actually don't taste like bird
seed. I think it is about teaching
kids that the healthy options
don't have to be a compromise.”
Chrissie Dunn, Foods &
Refreshment Strategy and
Innovation Director at Unilever
said: “I think one of our
biggest challenges is how
we can make healthy taste
great. Lots of consumers have
become very used to tasting
higher salt, higher fat, higher
sugar products. So, how can
we continue to make the food
taste great and be healthier?”
As an industry we want to
see change. We know there
are challenges but we are
willing to work together to
overcome them.
This is our starting point A manifesto for change made up of the actions that we
believe will have a meaningful
impact. We hope you agree.

THE
MANIFESTO
LET’S MAKE HEALTHIER FOOD BETTER BUSINESS
TOGETHER, WE BELIEVE THAT WE CAN:
1. CHANGE THE NARRATIVE - we know language matters, let’s change the way we talk
about healthier food to make it fun, exciting and appealing

2. MAKE HEALTHIER TASTY - let’s listen to what young people want and innovate balanced
options they can’t resist and make nutritious food delicious

3. START TODAY WITH SMALL WINS - this change won’t happen overnight, let’s take
people on a journey and nudge towards healthier lifestyles to create a wave of change

4. REMOVE THE RISK - let’s use the power of data and insights to show that healthier and
more affordable options can sell in high volumes and be good business

5. USE THE POWER OF MARKETING - let’s use marketing as a force for good, through
pricing and promotions which shine a light on and drive trial and discovery of balanced options

6. DRIVE PRICE WITH POLICY - let’s open a dialogue with policy makers to explore

VAT changes that could level the playing field for balanced food and subsidise opportunities for
marketing healthier food

7. WORK AS A SYSTEM - this is not an individual effort and we all have a role to play let’s work together to test, trailblaze & share learning rather than operating in silos

18-year-old Bite Back 2030 Youth Board member
Lanre Adeleye believes change is possible:

“I want to thank all the people contributing to
this Manifesto. We need big food brands to be
trailblazers when it comes to promoting healthier
food, then will the whole industry follow suit and
that’s when we will see real change.”

Charlton Manor
Primary School

