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The document contains:

Annex 1 (p.2 — p. 247): individual reports on statistical analysis of the data collected for countries
from TO, in the following order:

e Bosnia and Herzegovina (p. 3 —p. 64)
e Croatia (p. 65 —p. 120)

e lreland (p. 121 — p. 186)

e Poland (p. 187 — p. 247)

Annex 2 (p. 248 — p. 863): individual reports on statistical analysis of the data collected for countries
from T1, in the following order:

e Austria (p. 249 — p. 343)

e Belgium (p. 344 — p. 448)

e Estonia (p. 449 — p. 557)

e Germany (p. 558 — p. 650)
e Hungary (p. 651 — p. 748)
o lreland (p. 749 — p. 827)

e Romania (p. 828 — p. 863)

Annex 3 (p. 864 — p. 1055): table of correspondence between Best-ReMaP and FoodEx2
nomenclatures for the five food categories considered during Best-ReMaP

Annex 1: individual reports on statistical analysis of the data collected for countries from TO
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This report presents an overview of the food offer and the nutritional quality of products collected
in the two parts of Bosnia and Herzegovina (Republic of Srpska and Federation of Bosnia and
Herzegovina) belonging to the 5 prioritised food categories for Best-ReMaP : Breakfast cereals,
Bread products, Delicatessen meats and similar, Fresh dairy products and desserts and Soft
drinks.
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1 Description of the food offer

The report presents data from our first data collection (a first snapshot) related to the five
prioritised food categories for Best-ReMaP: Breakfast cereals, Bread products, Delicatessen
meats and similar, Fresh dairy products and desserts and Soft drinks. The total number of
collected products is 1935. For each product entered in the database for Bosnia and
Herzegovina,-photos were taken and stored in a unique database of photos of all products. The
selection of retailers (shopping centers) in which the data collection was carried out, was
conducted in accordance with the instructions of the coordinator of the work package 5 and
shopping centers that had the highest turnover/sales of products and the highest profit in the year
preceding the research were selected. Taking into account the organization of Bosnia and
Herzegovina and the jurisdiction in the Republic of Srpska and the Federation of Bosnia and
Herzegovina, as well as limited time for data collection, the expert teams from the Federation of
Bosnia and Herzegovina and the Republic of Srpska selected the five same largest retailers,
allocated to each team categories of products that will be the subject of collection in the Republic
of Srpska and in the Federation of Bosnia and Herzegovina, with the possibility of replenishing
products that are not available at the same retailers in the Republic of Srpska and the Federation
of Bosnia and Herzegovina. Data for all products were collected in stores. No collections were
made via webscraping or product purchasing.

1.2.1 Number of products collected by category

The total number of collected products was 1935, and according to food categories, it was
distributed in the following way: 180 products in the category of Bread products, 291 products in
the category Breakfast cereals, 744 products in the category Delicatessen meats and similar, 247
products in the category Fresh dairy products and desserts and 473 products in the category Soft
drinks.
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1.2.2 Proportion of the types of brand collected by category
Proportion of the different types of brand collected (per category)

100%
75%
50%
25%

0%

Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks
products cereals and similar and desserts (n=473)
(n=180) (n=291) (n=744) (n=247)

. National brand H Entry level retailer brand . Specialised retailer brand
. Retailer brand . Hard discount . Specialised organic retailer brand

Figure 1 : Proportion of the different types of brand collected (per category)

Among the 180 products collected in the Bread products category (Figure 1):
e 77% belong to national brand (n=139)
e 23% belong to retailer brand (n=41)
Among the 291 products collected in the Breakfast cereals category (Figure 1):
e 94% belong to national brand (n=274)
e 6% belong to retailer brand (n=17)
Among the 744 products collected in the Delicatessen meats and similar category (Figure 1):

e 97% belong to national brand (n=722)
e 3% belong to retailer brand (n=22)



O Best-ReMaP

Bosnia and Herzegovina TO statistics report Healthy Food for a Healthy Future

Among the 247 products collected in the Fresh dairy products and desserts category (Figure 1):

e 99% belong to national brand (n=245)
e 1% belong to retailer brand (n=2)

Among the 473 products collected in the Soft drinks category (Figure 1):

o 92% belong to national brand (n=435)
e 8% belong to retailer brand (n=38)

None of the products collected among all five categories belong to specialized organic retailer
brand, specialized retailer brand or hard discount.

Overall, the data collected correspond mainly to national brands (between 77% to 99% depending
on the category).

10
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1.2.3 Description of the collected food offer by category

1.2.3.1 Bread products

Plain brioches (n=2)

Wholemeal_cereal_grains brioches (n=1)

Cream-filled brioches (n=0)

Brioches with fruit (n=1)

Chocolate brioches (n=1)

Fine bakery wares_croissants (n=0)

Fine bakery wares_chocolate croissants (n=0)

Fine bakery wares_other (n=39)

Plain white sandwich breads / hamburger /hot dog buns (n=1)
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=6)
Other_sandwich breads / hamburger / hot dog buns (n=6)
Pre-packaged breads (n=89)

Pre-baked breads (n=0)

Tortilla breads and wraps (n=23)

Unleavened breads (n=1)

Other breads (n=4)

Plain toasted breads and toasts (n=0)
Wholemeal_cereal_grains toasted breads and toasts (n=0)

Other bread products (n=6)

Distribution of the references collected, by subcategories (in number of references)
Bread products (n=180)

0.'%
0%

D.'%
OI%

0%

(=]
|;\

0

0.'%

0%

= o
=

0%

0% 10% 20% 30% 40% 50%

Figure 2 : Distribution of the references collected, by subcategories among bread prodcuts

Distribution, by subcategories, of products collected among Bread products (Figure 2) shows that
the most represented subcategories are Pre-packaged breads (n=89, 49%), Fine bakery
wares_other (n=39, 22%) and and Tortilla breads and wraps (n=23, 13%).

On the contrary, the least represented subcategories are: Plan white sandwich
breads/hamburger/hot dog buns (n=1, 0.6%), Brioches with fruit (n=1, 0.6%), Chocolate brioches
(n=1, 0.6%), Unleavened breads (n=1, 0.6%), Plain brioches (n=2, 1%),0Other breads (n=4, 2%),
Wholemeal cereal grains sandwich breads/hamburger/hot dog buns (n=6, 3%), Other bread
products (n=6, 3%), Other breads/hamburger/hot dog buns (n=6, 3%),

No products have been collected in the subcategories: Cream-filled brioches, Fine bakery wares
_croissants, Fine bakery wares_chocolate croissants, Pre-baked breads, Plain toasted breads
and toasts, Wholemeal cereal grains toasted breads and toasts.

11
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Proportion of the different types of brand collected, by subcategories

Bread products (n=180)

Plain brioches (n=2) 100 %
Wholemeal_cereal_grains brioches (n=1) 100 %
Cream-filled brioches (n=0)
Brioches with fruit (n=1) 100 %
Chocolate brioches (n=1) 100 %
Fine bakery wares_croissants (n=0)

Fine bakery wares_chocolate croissants (n=0)

Fine bakery wares_other (n=39) 97 %
Plain white sandwich breads / hamburger /hot dog buns (n=1) 100 %
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=6) 100 %
Other_sandwich breads / hamburger / hot dog buns (n=6) 100 %
Pre-packaged breads (n=89) 73 % 27 %
Pre-baked breads (n=0)

Tortilla breads and wraps (n=23) 48 % 52%
Unleavened breads (n=1) 100 %
Other breads (n=4) 100 %

Plain toasted breads and toasts (n=0)

Wholemeal_cereal_grains toasted breads and toasts (n=0)

Other bread products (n=6) 50 % 50 %
0% 25% 50% 75%
National brand Entry level retailer brand Specialised retailer brand
Retailer brand Hard discount Specialised organic retailer brand

Figure 3: Proportion of the different types of brand collected, by subcategories among Bread products

Among the 180 bread products collected, the proportion of the different types of brand varies
among subcategories (Figure 3):

- National brands are the most represented among all subcategories for which products have
been collected (between 48% and 100% of products collected depending on the subcategory)
except in Chocolate brioches (n=1).

- Retailer brands are represented in 5 out of 13 subcategories for which products have been
collected (between 3% and 100% of products collected depending on the subcategory).

Entry level retailer brands, Hard discount, Specialized retailer brands and Specialized organic
retailer brands are not represented in any of the subcategories of Bread products as products
from these types of brand have not been collected.

12
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1.2.3.2 Breakfast cereals

Chocolate-flavoured cereals (n=27)
Chocolate and caramel cereals (n=3)
Honey/caramel cereals (n=2)

Filled cereals (n=4)

Sweet cereal flakes (n=41)

Cereal flakes with fruit (n=0)

Cereal flakes with chocolate_nuts (n=1)
Traditional muesli flakes (n=94)
Crunchy fruit muesli (n=34)

Crunchy muesli with nuts_seeds (n=8)
Crunchy chocolate muesli (n=44)
Cereals without added sugar (n=25)
High-fibre cereals (n=7)

High-fibre fruit cereals (n=0)

Cereal preparation to drink (n=0)

Other ready-to-eat cereals (n=1)

Distribution of the references collected, by subcategories (in number of references)
Breakfast cereals (n=291)

I*ll

e
0\ ‘

0

0.'%

0

e °
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0.8/%

0% 10% 20% 30%

Figure 4 : Distribution of the references collected, by subcategories among Breakfast cereals

Distribution, by subcategories, of products collected among Breakfast cereals (Figure 4) shows
that the most represented subcategories are Traditional muesli flakes (n=94, 32%), Crunchy
chocolate muesli (n=44, 15%), Sweet cereal flakes (n=41, 14%), Crunchy fruit muesli (n=34,
12%), Cereal flakes without added sugar (n=25, 9%) and Chocolate-falvoured cereals (n=27, 9%).

On the contrary, the least represented subcategories are: Other ready-to-eat cereals (n=1, 0,3%),
Cereal flakes with chocolate_nuts (n=1, 0.3%), Honey/caramel cereals (n=2, 0.7%), Filled cereals
(n=4, 1%), Chocolate and caramel cereals (n=3, 1%), High-fibre cereals (n=7, 2%), Crunchy
muesli with nuts_seeds (n=8, 3%).

No products have been collected in the subcategories High-fibre fruit cereals, Cereal preparation
to drinks, Cereal flakes with fruit.

13
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Chocolate-flavoured cereals (n=27)
Chocolate and caramel cereals (n=3)
Honey/caramel cereals (n=2)

Filled cereals (n=4)

Sweet cereal flakes (n=41)

Cereal flakes with fruit (n=0)

Cereal flakes with chocolate_nuts (n=1)
Traditional muesli flakes (n=94)
Crunchy fruit muesli (n=34)

Crunchy muesli with nuts_seeds (n=8)
Crunchy chocolate muesli (n=44)
Cereals without added sugar (n=25)
High-fibre cereals (n=7)

High-fibre fruit cereals (n=0)

Cereal preparation to drink (n=0)

Other ready-to-eat cereals (n=1)

Proportion of the different types of brand collected, by subcategories
Breakfast cereals (n=291)

0% 25% 50% 75% 100%

| Nationalbrand  Entry level retailer brand | Specialised retailer brand
- Retailer brand . Hard discount . Specialised organic retailer brand

Figure 5 : Proportion of the different types of brand collected, by subcategories among Breakfast cereals

Among the 291 products collected, the proportion of the different types of brand varies among
subcategories (Figure 5):

- National brands are the most represented among all subcategories for which products have
been collected (between 77% and 100% of products collected depending on the subcategory)

- Retailer brands are not widely represented in this category. They are registered only in 5 out of
13 subcategories for which products have been collected and its representation ranges from 2%
to 23 % of products collected depending on the subcategory.

14
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1.2.3.3 Delicatessen meats and similar

Distribution of the references collected, by subcategories (in number of references)

Delicatessen meats and similar (n=744)
Cooked pork ham and roast (packaged) (n=56
Poultry ham and roast (packaged) (n=37

n=56

(n=56)
(n=37)
Cured ham (n=26)
Dried, smoked or cured pork (| )

(n=22)

Dried, smoked or cured beef (n=22,
Other cured meats (n=2)
Sausages (n=258)

Dry sausage (n=140)

e
®

Pepperoni (n=12)

Chorizo (n=0)
Cooked beef (packaged) (n=3) O.l%
Other cooked meats (packaged) (n=22) -
Preserved pork or poultry liver (canned) (n=0) 0%
Pork belly and bacon (packaged) (n=31) _
Poultry lardons (n=0) 0%
Alternative products without animal protein (n=4) Ol‘/o
Assortment of delicatessen meats (n=6) C./o
0% 10% 20% 30%

Figure 6 : Distribution of the references collected, by subcategories among Delicatessen meats and similar

Distribution, by subcategories, of products collected among Delicatessen meats and similar
(Figure 6) shows that the most represented subcategories are Sausages (n=258, 35%), Dry
sausage (n=140, 19%), Paté (n=69, 9%), Cooked pork ham and roast (packaged) (n=56, 7%),
Dried, smoked or cured pork (n=56, 7%).

On the contrary, the least represented subcategories are: Other cured meats (n=2, 0.3%), Cooked
beef (packaged) (n=3, 0.4%), Alternative products without animal protein (n=4, 0,5%), Assortment
of delicatessen meats (n=6, 0,8%), Pepperoni (n=12, 2%), Dried, smoked or cured beef (n=22,
3%), Cured ham (n=26, 3%), Poultry ham and roast (packaged) (n=37, 5%).

No products have been collected in the subcategories: Chorizo, Preserved pork or poultry liver
(canned) and Poultry lardons.
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Proportion of the different types of brand collected, by subcategories
Delicatessen meats and similar (n=744)

Cooked pork ham and roast (packaged) (n=56) 91 %
Poultry ham and roast (packaged) (n=37) 100 %
Cured ham (n=26) 96 %
Dried, smoked or cured pork (n=56) 91 %
Dried, smoked or cured beef (n=22) 95 %
Other cured meats (n=2) 50 % 50 %
Sausages (n=258) 98 %
Dry sausage (n=140) 97 %

Pepperoni (n=12) 100 %
Chorizo (n=0)

Cooked beef (packaged) (n=3) 100 %

Other cooked meats (packaged) (n=22) 100 %

Paté (n=69) 100 %
Preserved pork or poultry liver (canned) (n=0)

Pork belly and bacon (packaged) (n=31) 87 %

Poultry lardons (n=0)

Alternative products without animal protein (n=4) 100 %

Assortment of delicatessen meats (n=6) 100 %

0% 25% 50% 75%
National brand Entry level retailer brand Specialised retailer brand
Retailer brand Hard discount [ Specialised organic retailer brand

Figure 7 : Proportion of the different types of brand collected, by subcategories among Delicatessen meats and similar

Among the 744 products collected, the proportion of the different types of brand varies among
subcategories (Figure 7):

- National brands are the most represented among all subcategories for which products have
been collected (between 87% and 100% of products collected depending on the subcategory)
except in Other cured meats (n=2), where out of a total of two registered products, one is classified
as a national brand and the other as a retailer brand.

- Retailer brands are not widely represented in this category. They are registered in 8 out of 15
subcategories for which products have been collected and its representation ranges from 2 % to
50 % of products collected depending on the subcategory.
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1.2.3.4 Fresh dairy products and desserts

Distribution of the references collected, by subcategories (in number of references)
Fresh dairy products and desserts (n=247)

Classic plain yoghurts and fermented milks with no added sugar (n=95)
Gourmet plain yoghurts and fermented milks with no added sugar (n=4)
Classic sweet yoghurts and fermented milks (n=72)
Gourmet sweet yoghurts and fermented milks (n=18)
Artificially-sweetened yoghurts and fermented milks (n=9)
Classic plain fresh cheeses with no added sugar (n=1)
Gourmet plain fresh cheeses with no added sugar (n=0)
Classic sweetened fresh cheeses (n=2)
Gourmet sweet fresh cheeses (n=0)
Artificially-sweetened fresh cheeses (n=0)
Dessert creams and jellied milks (n=19)
Liégeois desserts and similar (n=7)
Curdled milks (n=0)
Fresh desserts with cereals (n=5)
Fresh mousse-type desserts (n=10)
Egg-based fresh desserts (n=0)
Fresh light and/or artificially-sweetened desserts (n=5)
Fresh plain unsweetened soy desserts (n=0)

Fresh sweetened soy desserts (n=0) 0%

Other fresh plant-based desserts (n=0) 0%

Other dairy products (n=0) 0%
0% 10% 20% 30%

Figure 8 : Distribution of the references collected, by subcategories among fresh dairy products and desserts

Distribution, by subcategories, of products collected among Fresh dairy products and desserts
(Figure 8) shows that the most represented subcategories are Classic plain yoghurts and
fermented milks with no added sugar (n=95, 39%), Classic sweet yoghurts and fermented milks
(n=72, 29%), Dessert creams and jelled milks (n=19, 8%).

The least represented subcategories are: Classic plain fresh cheeses with no added sugar (n=1,
0.4%), Classic sweetened fresh cheeses (n=2, 0.8%), Gourmet plain yoghurts and fermented
milks with no added sugar (n=4, 2%), Fresh desserts with cereals (n=4, 2%), Fresh light and/or
artificially-sweetened desserts (n=4, 2%), Liégeois desserts and similar (n=7, 3%) and Fresh
mousse-type desserts (n=10, 4%).

Out of the 21 subcategories of the category Fresh dairy products and desserts, 9 subcategories
were not represented in the facilities of the visited retailers: Gourmet plain fresh cheeses with no
added sugar, Gourmet sweet fresh cheeses, Artificially-sweetened fresh cheeses, Curdled milks,
Egg-based fresh desserts, Fresh plain unsweetened soy desserts, Fresh sweetened soy
desserts, Other fresh plant-based desserts and Other dairy products.
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Classic plain yoghurts and fermented milks with no added sugar (n=95)
Gourmet plain yoghurts and fermented milks with no added sugar (n=4)
Classic sweet yoghurts and fermented milks (n=72)

Gourmet sweet yoghurts and fermented milks (n=18)
Artificially-sweetened yoghurts and fermented milks (n=9)

Classic plain fresh cheeses with no added sugar (n=1)

Gourmet plain fresh cheeses with no added sugar (n=0)

Classic sweetened fresh cheeses (n=2)

Gourmet sweet fresh cheeses (n=0})

Avtificially red fresh ch (n=0}

Dessert creams and jellied milks (n=19)

Liégeois desserts and similar (n=7)

Curdled milks (n=0)

Fresh desserts with cereals (n=5)

Fresh mousse-type desserts (n=10)

Egg-based fresh desserts (n=0)

Fresh light and/or artificially-sweetened desserts (n=5)
Fresh plain unsweetened soy desserts (n=0)

Fresh sweetened soy desserts (n=0)

Other fresh plant-based desserts (n=0)

Other dairy products (n=0)

Proportion of the different types of brand collected, by subcategories
Fresh dairy products and desserts (n=247)

% 25% 50% 75%
| Nationalbrand ~ Entry level retailer brand | Specialised retailer brand
. Retailer brand . Hard discount - Specialised organic retailer brand

Figure 9 : Proportion of the different types of brand collected, by subcategories among fresh dairy products and desserts

Among the 247 products collected (Figure 9), National brands are the most represented among
all subcategories for which products have been collected (between 90 and 100% of products
collected depending on the subcategory).
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1.2.3.5 Soft drinks

Distribution of the references collected, by subcategories (in number of references)

Soft drinks (n=473)

Colas without added sugar (n=13) _
Sugar-sweetened and artificially-sweetened colas (n=0) 0%
Sugar-sweetened colas (n=14) _
Tea beverages without added sugar (n=1) 0.1%
Sugar- tened and artificially tened tea beverages (n=7) -
Sugar-sweetened tea beverages (n=8) -

Tonics and bitters without added sugar (n=0) 0%

Sugar- 1ed and artificially d tonics and bitters (n=3) 086 %
Sugar-sweetened tonics and bitters (n=4)
Flavoured waters without added sugar (n=4)
Flavoured sugar-sweetened and artificially-sweetened waters (n=6)
Flavoured sugar-sweetened waters (n=29)
Fruit beverages with fruit content > or = 50% (n=63)
Fruit beverages without added sugar (n=22)
Sugar. ed and artificially ed fruit beverages (n=33)
Sugar-sweetened fruit beverages (n=139)
Vegetable beverages (n=7)
Flavoured milk beverages (n=34)
Plant-based beverages without added sugar (n=16)
Sugar-sweetened plant-based beverages (n=6)
Energy drinks without added sugar (n=20)
Sugar- 1ed and artificially 1ed energy drinks (n=7)
Sugar-sweetened energy drinks (n=18)
Alcohol-free beers without added sugar (n=5)
Sugar-sweetened alcohol-free beers (n=8)

Other beverages without added sugar (n=1) 0.
Other sugar-sweetened beverages (n=5)

0% 10% 20%
Figure 10 : Distribution of the references collected, by subcategories among Soft drinks

Distribution, by subcategories, of products collected among Soft drinks (Figure 10) shows that the
most represented subcategories are Sugar sweetened fruit beverages (n=139, 29%) and Fruit
beverages with fruit content > or = 50% (n=63, 13%).

The least represented subcategories are: Tea beverages without added sugar (n=1, 0,2%),
Flavoured waters without added sugar (n=1, 0,2%), Other beverages without added sugar (n=1,
0,2%), Sugar-sweetened and artificially-sweetened tonics and bitters (n=3, 0,8%) and Sugar-
sweetened tonics and bitters (n=4, 0,8%).

No products have been collected in the subcategories: Sugar-sweetened and artificially-
sweetened colas and Tonics and bitters without added sugar.
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Colas without added sugar (n=13)

Sugar- d and artificially colas (n=0)
Sugar-sweetened colas (n=14)

Tea beverages without added sugar (n=1)

Sugar. d and artificially- dteab ges (n=7)
Sugar-sweetened tea beverages (n=8)

Tonics and bitters without added sugar (n=0)

Sugar tened and artificially tened tonics and bitters (n=3)
Sugar-sweetened tonics and bitters (n=4)

Flavoured waters without added sugar (n=4)

Flavoured sugar-sweetened and artificially-sweetened waters (n=6)
Flavoured sugar-sweetened waters (n=29)

Fruit beverages with fruit content > or = 50% (n=63)

Fruit beverages without added sugar (n=22)

Sugar-sweetened and artificially ed fruit b ges (n=33)
Sugar- 1 fruit t ges (n=139)

Vegetable beverages (n=7)

Flavoured milk beverages (n=34)

Plant-based beverages without added sugar (n=16)
Sugar-sweetened plant-based beverages (n=6)

Energy drinks without added sugar (n=20)

Sugar- and artificially d energy drinks (n=7)
Sugar-sweetened energy drinks (n=18)

Alcohol-free beers without added sugar (n=5)

Sugar-sweetened alcohol-free beers (n=8)

Other beverages without added sugar (n=1)

Other sugar-sweetened beverages (n=5)

Proportion of the different types of brand collected, by subcategories
Soft drinks (n=473)

4

% 25% 50% 75% 100%
| Nationalbrand ~ Entry level retailer brand | Specialised retailer brand
| Retalerbrand ||| Hard discount |7 speciaiised organic retailer brand

Figure 11 : Proportion of the different types of brand collected, by subcategories among Soft drinks

Among the 473 products collected in the Soft drinks category (Figure 11), national brands are the
most represented among all subcategories for which products have been collected. In 16 out of
25 subcategories, an exclusively national brand is registered. In 24 out of 25 subcategories, the
national brands range from 75% to 100%.

Retailer brands are also significantly present among the subcategories, accounting for 60% of
products in the subcategory Other sugar-sweetened beverages (n=5) and between 3% to 25% of

products in 8 out of 25 subcategories.
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2 Labeling parameters

2.1 Front of pack labeling per category

Proportion of collected products with or without front of pack labeling, by category

100%
75%
50%

25%

0%

Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks
products cereals and similar and desserts (n=473)
(n=180) (n=291) (n=744) (n=247)
Choices Keyhole Nutriscore . Traffic light
Finnish heart Nutrinform battery Reference intake . Without FOP labeling

Figure 12 : Proportion of collected products with or without front of pack labeling, by category

The frequency of the appearance of a front of pack labeling was observed for each of the
categories monitored (Figure 12).

Among all data collected, the majority of products do not have any front of pack labeling: from
95% for Breakfast cereales to 99% in the categories Bread products, Soft drinks and Delicatessen
meats and similar.

The only front of pack labeling observed in the collected data are the Nutriscore and Reference
intake, but they are also recorded in a very small percentage. The Reference intake are recorded
in all subcategories in range from 1% to 4% of products, but the Nutriscore is recorded only in
one subcategory (Breakfast cereales, 1% of products). No other front of pack labeling monitored
during Best-ReMaP was present on the packagings of the collected products.
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2.2 Quantified portion size

2.2.1 Bread products
2.2.1.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Bread products (n=180)

Plain brioches (n=2) 100 %

Wholemeal_cereal_grains brioches (n=1) 100 %

Cream-filled brioches (n=0)

Brioches with fruit (n=1)

Chocolate brioches (n=1)

Fine bakery wares_croissants (n=0)

Fine bakery wares_chocolate croissants (n=0)

Fine bakery wares_other (n=39)

Plain white sandwich breads / hamburger /hot dog buns (n=1)
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=6)
Other_sandwich breads / hamburger / hot dog buns (n=6)
Pre-packaged breads (n=89)

Pre-baked breads (n=0)

Tortilla breads and wraps (n=23)

Unleavened breads (n=1)

Other breads (n=4)

Plain toasted breads and toasts (n=0)

Wholemeal_cereal_grains toasted breads and toasts (n=0)

100%

0% 25% 50% 75%
With quantified portion size Without quantified portion size
(n=23); 13% (n=157) ; 87%

Figure 13 : Proportion of collected products with or without quantified portion size, by subcategories among Bread products

Among the 180 products collected, the majority of products do not have a quantified portion size
(n= 157, 87%).

However, when breaking down by subcategory (Figure 13), it can be seen that the frequency of
the presence of a quantified portion size varies according to the different subcategories, from 75%
of products included in the subcategory Other breads (n=4) to 3% in the subcategory Fine bakery
wares_other (n=39).
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2.2.1.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Bread products (n=23)

9%
Portion sizes (g or mL)

17 % 11
236
40
50
‘ 8.8

. 9% Other

9%

48 %

9%

Figure 14 : Proportion of the five most represented portion sizes among collected products in the Bread products category

Among bread products with a quantified portion size indicated on their packaging (n=23, 13% of
products collected in the category), the five portion sizes the most represented were highlighted
in Figure 14. Within the bread products with a quantified portion size, the most frequent portion
sizes is 23,69 (17%). Other quantified portion sizes were equally represented in this category:
30g (9 % of the products of the category), 28g (9% of the products), 11g and 8,8g (9 of the
products). A large number of different portion sizes can be found (with low percentage of products)
which explains the high proportion of the “other” class (48% of products).
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2.2.2 Breakfast cereals

2.2.2.1 Proportion of products with and without quantified portions by subcategory
Proportion of collected products with or without

Chocolate-flavoured cereals (n=27)
Chocolate and caramel cereals (n=3)
Honey/caramel cereals (n=2)

Filled cereals (n=4)

Sweet cereal flakes (n=41)

Cereal flakes with fruit (n=0)

Cereal flakes with chocolate_nuts (n=1)
Traditional muesli flakes (n=94)
Crunchy fruit muesli (n=34)

Crunchy muesli with nuts_seeds (n=8)
Crunchy chocolate muesli (n=44)
Cereals without added sugar (n=25)
High-fibre cereals (n=7)

High-fibre fruit cereals (n=0)

Cereal preparation to drink (n=0)

Other ready-to-eat cereals (n=1)

Breakfast cereals (n=291)

%

quantified portion size, by subcategory

22 % 78
%

oo}
N

100 %

o
=X

25%

50%

With quantified portion size
(n=37) ; 13%

75%

Without quantified portion size
0

(n=254) ; 87%

Figure 15 : Proportion of collected products with or without quantified portion size, by subcategories among Breakfast cereals

Among the 291 products collected, the majority of products do not have a quantified portion size

(n= 254, 87%).

However, when breaking down by subcategory (Figure 15), it can be seen that the frequency of
the presence of a quantified portion size varies among different subcategories, from 50% of
products included in the subcategory Filled cereals (n=4) to 4% in the subcategory Cereals

without added sugar (n=25).
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2.2.2.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Breakfast cereals (n=37)

Portion sizes (g or mL)

30
50

52 % 55
19 % 60

7 65

Other

5%

Figure 16 : Proportion of the five most represented portion sizes among collected products in the Breakfast cereals category

Among Breakfast cereals with a quantified portion size indicated on their packaging (n=37, 13%
of products collected in the category), the five portion sizes the most represented were highlighted
in Figure 16. Within the Breakfast cereals with a quantified portion size, the most frequent portion
sizes are 30g (52%), followed by 60g (19% of the products) and 65g (16%). A very small
percentage of products are observed in the “other” class (3%).
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2.2.3 Delicatessen meat and similar

2.2.3.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Delicatessen meats and similar (n=744)

Cooked pork ham and roast (packaged) (n=56) 100 %

©

Poultry ham and roast (packaged) (n=37) 81 %
Cured ham (n=26) 100 %
Dried, smoked or cured pork (n=56) 100 9

Dried, smoked or cured beef (n=22) 100 %

Other cured meats (n=2) 100 %

Sausages (n=258) 6 % 94 %

97 %

w

“

Dry sausage (n=140)
Pepperoni (n=12) 100 %

Chorizo (n=0)

Cooked beef (packaged) (n=3) 100 %

95 %

o

Other cooked meats (packaged) (n=22)

Paté (n=69) 100 %

Preserved pork or poultry liver (canned) (n=0)
Pork belly and bacon (packaged) (n=31) 97 %

Poultry lardons (n=0)

Alternative products without animal protein (n=4) 100 %

Assortment of delicatessen meats (n=6) 100 %

o
®

25% 50% 75%

With quantified portion size Without quantified portion size
(n=28) ; 4% (n=716) ; 96%

Figure 17 : Proportion of collected products with or without quantified portion size, by subcategories among Delicatessen
meats and similar

Among the 744 products collected, the majority of products do not have a quantified portion size
(n= 716, 96%).

When breaking down by subcategory (Figure 17), it can be seen that products with a quantified
portion size (n=28, 4% of the products collected) are only present in 5 out of 15 subcategories in
which products were collected. Poultry ham and roast (packaged) (n=37) is the subcategory with
the highest frequency of products with a quantified portion size (19%).

26

&

100%



Best-ReMaP

Bosnia and Herzegovina TO statistics report © Healthy Food for a Healthy Future

2.2.3.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Delicatessen meats and similar (n=28)

Portion sizes (g or mL)
32% 100
125
25
50

25% M s
14 % Other

7%

Figure 18 : Proportion of the five most represented portion sizes among collected products in the Delicatessen meats and

similar category

Among Delicatessen meats and similar with a quantified portion size indicated on their packaging
(n=28, 4% of products collected in the category), the five portion sizes the most represented were
highlighted in Figure 18. The most frequent portion sizes are 100g (32% of the products), followed

by 509 (25%) and 12,59 (14%).
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2.2.4 Fresh dairy products and desserts

2.2.4.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Fresh dairy products and desserts (n=247)
Classic plain yoghurts and fermented milks with no added sugar (n=95) 96 %
Gourmet plain yoghurts and fermented milks with no added sugar (n=4) 100 %
Classic sweet yoghurts and fermented milks (n=72)
Gourmet sweet yoghurts and fermented milks (n=18)
Artificially-sweetened yoghurts and fermented milks (n=9)
Classic plain fresh cheeses with no added sugar (n=1)
Gourmet plain fresh cheeses with no added sugar (n=0)
Classic sweetened fresh cheeses (n=2) 100 %
Gourmet sweet fresh cheeses (n=0)
Artificially-sweetened fresh cheeses (n=0)
Dessert creams and jellied milks (n=19) 89 %
Liégeois desserts and similar (n=7) 100 %
Curdled milks (n=0)
Fresh desserts with cereals (n=5) 100 %
Fresh mousse-type desserts (n=10) o 90 %
Egg-based fresh desserts (n=0)
Fresh light and/or artificially-sweetened desserts (n=5) 100 %
Fresh plain unsweetened soy desserts (n=0)
Fresh sweetened soy desserts (n=0)
Other fresh plant-based desserts (n=0)

Other dairy products (n=0)

0% 25% 50% 75%
With quantified portion size Without quantified portion size
(n=22) ; 9% (n=225) ; 91%

Figure 19 : Proportion of collected products with or without quantified portion size, by subcategories among Fresh dairy
products and desserts

Among the 247 products collected, the majority of products do not have a quantified portion size
(n= 225, 91%).

When breaking down by subcategory (Figure 19), it can be seen that products with a quantified
portion size (n=22, 9% of the products collected) are present in 8 out of 12 subcategories in which
products were collected. Classic plain fresh cheeses with no added sugar (n= 1, 100%). and
Classic sweetened fresh cheeses (n= 2, 100%) are the subcategories in which all products have
a gquantified portion size.
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2.2.4.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Fresh dairy products and desserts (n=22)

9%
9% Portion sizes (g or mL)
125
150
14 % 200

330

|

Other

50 %

Figure 20 : Proportion of the five most represented portion sizes among collected products in the Fresh dairy products and
dessert category

Among the Fresh dairy products and desserts with a quantified portion size indicated on their
packaging (n=22, 9% of products collected in the category), the five portion sizes the most
represented were highlighted in Figure 20. The most frequent portion sizes are 330g (50% of the
products), followed by 200g (14%), 125¢g (9%) and 1509 (9%).
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2.2.5 Soft drinks

2.2.5.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory

Colas without added sugar (n=13)

Sugar-sweetened and artificially-sweetened colas (n=0)
Sugar-sweetened colas (n=14)

Tea beverages without added sugar (n=1)

Sugar: tened and artificially t i tea beverages (n=7)
Sugar-sweetened tea beverages (n=8)

Tonics and bitters without added sugar (n=0)

Sugar-sweetened and artificially-sweetened tonics and bitters (n=3)
Sugar-sweetened tonics and bitters (n=4)

Flavoured waters without added sugar (n=4)

Flavoured sugar-sweetened and artificially-sweetened waters (n=6)
Flavoured sugar-sweetened waters (n=29)

Fruit beverages with fruit content > or = 50% (n=63)

Fruit beverages without added sugar (n=22)

Sugar: tened and artificially tened fruit beverages (n=33)
Sugar-sweetened fruit beverages (n=139)

Vegetable beverages (n=7)

Flavoured milk beverages (n=34)

Plant-based beverages without added sugar (n=16)
Sugar-sweetened plant-based beverages (n=6)

Energy drinks without added sugar (n=20)

Sugar-sweetened and artificially-sweetened energy drinks (n=7)
Sugar-sweetened energy drinks (n=18)

Alcohol-free beers without added sugar (n=5)
Sugar-sweetened alcohol-free beers (n=8)

Other beverages without added sugar (n=1)

Other sugar-sweetened beverages (n=5)

Soft drinks (n=473)

100 %

100 %
88 %
93 %
100 %
100 %
100 %

0% 25% 50%

With quantified portion size
(n=25) ; 5%

75% 100%

Without quantified portion size
(n=448) ; 95%

Figure 21 : Proportion of collected products with or without quantified portion size, by subcategories among Soft drinks

Among the 473 products collected, the majority of products do not have a quantified portion size

(n= 448, 95%).

However, when breaking down by subcategory (Figure 21), it can be seen that the frequency of
the presence of a quantified portion size varies according to the different subcategories, from 50%
of products included in the subcategory Sugar-sweetened tonics and bitters (n=4) to 3% in the
subcategory Flavoured sugar-sweetened waters (n=29).
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2.2.5.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Soft drinks (n=25)

% 8%
8% Portion sizes (g or mL)
165
200
250
330

7 s00

Other

56 %

Figure 22 : Proportion of the five most represented portion sizes among collected products in the Soft drinks category

Among the Soft drinks with a quantified portion size indicated on their packaging (n=25, 5% of
products collected in the category), the five portion sizes the most represented were highlighted
in Figure 22. The most frequent portion sizes are 250 mL (56% of the products), followed by 330
mL (12%) and 500mL (12%).
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3 Labeled nutritional values

Table 1 : Labeling frequency (%) of nutritional values by nutrients and categories

Category_name | Energy_kJ | Energy_kCal | Fat Saturated_fat | Carbohydrates | Sugar | Protein | Salt Fibre

Bread products 99% 99% 99% 94% 100% 95% 99% 98% 53%
(n=180)

Breakfast 97% 100% | 100% 91% 100% 91% | 100% 89% 84%
cereals (n=291)

Delicatessen 100% 99% | 100% 95% 100% 96% 100% 98% 10%
meats and
similar (n=744)

Fresh dairy 100% 100% | 100% 100% 100% | 100% 100% | 100% 16%
products and
desserts
(n=247)

Soft drinks 100% 100% | 100% 99% 100% | 100% | 100% | 100% 75%
(n=473)

Table 1 shows the frequency of labeling of nutritional values by nutrient and category. The majority
of the products collected are nutritionally labeled according to the European regulation
1169/2011, INCO?, but there is variability in the frequency of labeling which differs between
nutrients and categories. In particular, we note that despite the regulations in place, some
nutrients are not labeled, as can be seen in the Bread products category where fibre labeling is
only present in half of the observed products (53%). If we look at all the categories, we still notice
that in category Bread products and Breakfast cereals nutritional labeling isless present compared
to the other observed categories.

Within all categories, fibre is the nutrient with the lowest frequency of labeling among the products
collected: Bread products (53% of products included in the category have a labeled fibre content),
Breakfast cereals (84%), Delicatessen meats and similar (10%), Fresh dairy products and
desserts (16%), Soft drinks (75%). This can be explained by the fact that this labeling is not

! Regulation (EU) No 1169/2011 of the European Parliament and of the Council of 25 October 2011 on the
provision of food information to consumers, amending Regulations (EC) No 1924/2006 and (EC) No
1925/2006 of the European Parliament and of the Council, and repealing Commission Directive
87/250/EEC, Council Directive 90/496/EEC, Commission Directive 1999/10/EC, Directive 2000/13/EC of
the European Parliament and of the Council, Commission Directives 2002/67/EC and 2008/5/EC and
Commission Regulation (EC) No 608/2004 (Text with EEA relevance)

2 Rules on providing food information to consumers, Official Gazette of BiH 68/13; Official Gazette of
Republic of Srpska 9/18).
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mandatory in Europe, according to INCO regulation* and in relation to regulations in Bosnia and
HerzegovinaZ.
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3.2.1 Bread products

The nutrients considered for the Bread products category are: Fat, Saturated fat, Sugars, salt

and Fibre.

3.2.1.1 Distribution of fat content by Bread products subcategories
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Figure 23 : Fat distribution among subcategories of Bread products
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Among all subcategories of Bread products, the mean content of fat varies between 2.2g/100g
(Plain white sandwich breads / hamburger / hot dog buns) and 249/100g (Chocolate brioches).

Subcategories with the highest mean fat content are: Chocolate brioches (24g/100g), Fine bakery
wares_other (23.6g/100g), Other bread products (16.8g/100g) and Plain brioches (16.5g/100g).

Subcategories with the lowest mean fat content are: Plain white sandwich breads / hamburger /
hot dog buns (2.29/100g) and Other_sandwich breads / hamburger / hot dog buns (2.8g/100g).

The fat content varies among subcategories but also within a given subcategory, translating room
for reformulation. The subcategories containing products with the most variable fat content are:
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Pre-packaged breads (n=89), Other breads (n=4), Fine bakery wares_other (n=39), Tortilla
breads and wraps (n=23).
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3.2.1.2 Distribution of saturated fat content by Bread products subcategories

Saturated_fat distribution among subcategories
Bread products (n=170)
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Figure 24 : Saturated fat distribution among subcategories of Bread prodcuts

The mean saturated fat content ranges from 0.3g/100g (Plain white sandwich breads / hamburger
/hot dog buns) to 11.6g/100g (Fine bakery wares_other).

Variabilities in the content of saturated fat are also observed within a given subcategory.
Subcategories with the greatest variability are : Pre-packaged breads (n=81), Tortilla breads and
wraps (n=23). The biggest variability in saturated fat content is observed for the subcategory Fine
bakery wares_other (n=39), which translates that there is room for reformulation.
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3.2.1.3 Distribution of sugar content by Bread products subcategories

Sugar distribution among subcategories
Bread products (n=171)
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Figure 25 : Sugar distribution among subcategories of Bread products

The mean sugar content ranges from 1.59/100g (Unleavened breads) to 28g/100g (Brioches with
fruit).

Subcategories with the highest mean sugar content are: Brioches with fruit (28g/100g), Plain
brioches (25.5g/100g), Chocolate brioches (24g/100g) and Fine bakery wares_other
(18.19/100g).

Subcategories with the lowest mean sugar content are: Unleavened breads (1.59/100g), Other
breads (2.1g/100g), Tortilla breads and wraps (2.6g/100g) and Pre-packaged breads (2.89/100g).

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
content are: Fine bakery wares_other (n=39), Wholemeal_cereal_grains sandwich breads /
hamburger / hot dog buns (n=6), Pre-packaged breads (n=81).
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3.2.1.4 Distribution of fibre content by Bread products subcategories

Fibre distribution among subcategories
Bread products (n=96)

=)

Fibre (g/100g)

Wholemeal_
cereal_

Wholemeal Fine grmng Tortilla
= : sandwich Pre- Other
~ = hamburger/ breads s products
{n=1) brioches olher‘ hot (n=59) wraps (n=3) (n=4)
(n=1) (n=10) dog (n=12)
buns
(n=6)

Figure 26 : Fibre distribution among subcategories of Bread products

The mean fibre content ranges from 1.8g/100g (Fine bakery wares_other) to 12.4g/100g (Other
breads).

The highest mean fibre content is observed in the subcategories: Other breads (12.49/100g) and
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (6.7g/100g).

The lowest mean fibre content is observed in the subcategories: Fine bakery wares_others
(1.89/100g), Plain brioches (2.99/100g) and Tortilla breads and wraps(3.1g/100g).

The fibre content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fibre content
are: Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=6), Pre-packaged
breads (n=59) and Other bread products (n=4).
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3.2.1.5 Distribution of salt content by Bread products subcategories

Salt distribution among subcategories
Bread products (n=177)
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Figure 27 : Salt distribution among subactegories of Bread products

The mean salt content ranges from 0.37g/100g (Brioches with fruit) to 2.83g/100g (Other bread
products).

The highest mean salt content is observed in the subcategories: Other bread products
(2.83g/100g), Plain white sandwich breads / hamburger / hot dog buns (1.54g/100g) and Tortilla
breads and wraps (1.34g/100g).

The lowest mean salt content is observed in the subcategories: Brioches with fruit (0.37g/100g),
Fine bakery wares_other (0.47g/100g), Wholemeal_cereal_grains brioches (0.59g/100g) and
Plain brioches (0.599/100g).

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable salt content
are: Other_sandwich breads / hamburger / hot dog buns (n=6), Tortilla breads and wraps (n=23),
Pre-packaged breads (n=86) and Fine bakery wares_other (n=39).
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3.2.2 Breakfast cereals
3.2.2.1 Distribution of fat content by Breakfast cereals subcategories

Fat distribution among subcategories
Breakfast cereals (n=290)
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Figure 28 : Fat distribution among subcategories of Breakfast cereals

Among all subcategories of Breakfast cereals, the mean content of fat varies between 2.29/100g
(Honey/caramel cereals) and 10.99/100g (Filled cereals).

Subcategories with the highest mean fat content are: Filled cereals (10.99g/100g), Crunchy muesli
with nuts_seeds (10.5g/100g), Crunchy fruit muesli (10.4g/100g), Crunchy chocolate muesli
(9.19/100g).

Subcategories with the lowest mean fat content (between 2.2g/100g and 3.1g/100g) are
Honey/caramel cereals, High-fibre cereals, Sweet cereal flakes.

The fat content varies among subcategories but also within a given subcategory, translating room
for reformulation. The subcategories containing products with the most variable fat content are:
Traditional muesli flakes (n=94), Crunchy fruit muesli (n=34), Crunchy chocolate muesli (n=44)
and Crunchy muesli with nuts_seeds (n==8).
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3.2.2.2 Distribution of saturated fat content by Breakfast cereals subcategories

Saturated_fat distribution among subcategories
Breakfast cereals (n=265)
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Figure 29 : Saturated fat distribution among subcategories of Breakfast cereals

The mean content of saturated fat ranges from 0.69/100g (Cereals without added sugar) to
3.29/100g (Crunchy chocolate muesli and Other ready-to-eat cereals).

Variability in the saturated fat content is also observed within a given subcategory. Subcategories
with the greatest variablity are : Sweet cereal flakes (n=31), Traditional muesli flakes (n=92),
Crunchy chocolate muesli (n=38), Crunchy fruit muesli (n=32).

The biggest variability in saturated fat content is observed for the subcategories Crunchy
chocolate muesli and Traditional muesli flakes, which translates that there is room for
reformulation.
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3.2.2.3 Distribution of sugar content by Breakfast cereals subcategories

Sugar distribution among subcategories
Breakfast cereals (n=264)
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Figure 30 : Sugar distribution among subcategories of Breakfast cereals

The mean sugar content ranges from 1.39/100g (Cereals without added sugar) to 30.89/100g
(Filled cereals).

Subcategories with the highest mean sugar content are: Filled cereals (30.89/100g), Cereal
flakes with chocolate_nuts (27.39/100g), Honey/caramel cereals (25.6g/100g), Chocolate-
flavoured cereals (24.69/100g).

Subcategories with the lowest mean sugar content are Cereals without added sugar
(1.39/100g), Other ready-to-eat cereals (12.2g9/100g), Sweet cereal flakes (12.29/100g), High-
fibre cereals (12.7g/100g).

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
content are: Traditional muesli flakes (n=92), Sweet cereal flakes (n=31), Crunchy chocolate
muesli (h=38), Chocolate-flavoured cereals (n=27) and Crunchy fruit muesli (n=32).
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3.2.2.4 Distribution of fibre content by Breakfast cereals subcategories

Fibre distribution among subcategories
Breakfast cereals (n=244)
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Figure 31 : Fibre distribution among subcategories of Breakfast cereals

The mean fibre content ranges from 2.09/100g (Honey/caramel cereals) to 10.4g/100g (Cereals
without added sugar).

The highest mean fibre content is observed in the subcategories: Cereals without added sugar
(10.49/100g), Crunchy fruit muesli (8.9g9/100g), High-fibre cereals (7.89/100g), Crunchy chocolate
muesli (7.6g/100g), Crunchy muesli with nuts_seeds (7g/100g) and Traditional muesli flakes
(6.5g/100g).

The lowest mean fibre content is observed in the subcategories: Honey/caramel cereals
(29/100q), Filled cereals (4g/100g) and Cereal flakes with chocolate _nuts (4g/100g).

The fibre content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fibre content
are: Traditional muesli flakes (n=90), Sweet cereal flakes (n=29), Crunchy chocolate muesli
(n=33), Cereals without added sugar (n=14) and Crunchy fruit muesli (n=30).
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3.2.2.5 Distribution of salt content by Breakfast cereals subcategories

Salt distribution among subcategories
Breakfast cereals (n=258)
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Figure 32 : Salt distribution among subcategories of Breakfast cereals

The mean salt content ranges from 0.28g/100g (Crunchy fruit muesli) to 2.1g/100g (Other ready-
to-eat cereals.

The highest mean salt content is observed in the subcategories: Other ready-to-eat cereals
(2.19/100g), Cereal flakes with chocolate nuts (1.33g/100g), Sweet cereal flakes (1.29g9/100g)
and Honey/caramel cereals (1.1g/100g).

The lowest mean salt content is observed in the subcategories: Crunchy fruit muesli (0.28g/100g)
and Cereals without added sugar (0.349/100g).

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable salt
content are: Traditional muesli flakes (n=91), Sweet cereal flakes (n=29) and Cereals without
added sugar (n=16).
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3.2.3 Delicatessen meats and similar

3.2.3.1 Distribution of protein content by Delicatessen meats and similar subcategories

Protein distribution among subcategories
Delicatessen meats and similar (n=741)
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Figure 33 : Protein distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of protein varies
between 3,6g9/100g (Alternative products without animal protein) and 27.6g/100g (Cured ham).

Subcategories with the highest mean protein content are: Cured ham (27.69/100g), Dried,
smoked or cured beef (27.19g/100g), Dried, smoked or cured pork (24.69/100g), Dry sausage
(23.1g9/100g), Pepperoni (19.7/100g), Pork belly and bacon (packaged) (18.7g/100g), Assortment
of delicatessen meats (17.49/100g) and Poultry ham and roast (packaged) (17g/100g).

Subcategories with the lowest mean protein content are: Alternative products without animal
protein (3.6g/100g), Paté (9.7g/100g) and Cooked beef (packaged) (12,7g/100g).

The protein content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable protein
content are: Dried, smoked or cured pork (n=55), Dried, smoked or cured beef (n=22), Sausages
(n=257) and Assortment of delicatessen meats (n=6).
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3.2.3.2 Distribution of fat content by Delicatessen meats and similar subcategories

Fat distribution among subcategories
Delicatessen meats and similar (n=744)
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Figure 34 : Fat distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of total fat varies
between 2.4g/100g (Poultry ham and roast (packaged)) and 36g/100g (Dry sausage).

Subcategories with the highest mean total fat content are: Dry sausage (36g/100g), Pepperoni
(33.7g9/100g) Pork belly and bacon (packaged) (33.0g/100g), Assortment of delicatessen meats
(32.3g/100g), Alternative products without animal protein (26.1g/100g), Paté (25.69/100g).

Subcategories with the lowest mean total fat content are: Poultry ham and roast (packaged)
(2.49/100g), Cooked pork ham and roast (packaged) (5.49/100g), Other cured meats (6.69/100g),
and Dried, smoked or cured beef (9.7g/1009).

The total fat content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable total fat
content are: Dried, smoked or cured pork (n=56), Dried, smoked or cured beef (n=22), Sausages
(n=258), Dry sausage (n=140), Pepperoni (n=12) and Pork belly and bacon (packaged) (n=31).
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3.2.3.3 Distribution of saturated fat content by Delicatessen meats and similar subcategories

Saturated_fat distribution among subcategories
Delicatessen meats and similar (n=705)
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Figure 35 : Saturated fat distribution among subcategories of Delicatessen meats and similar

The mean content of saturated fat ranges from 0.7g/100g (Poultry ham and roast (packaged)) to
14.49/100g (Dry sausage).

Subcategories with the highest mean saturated fat content are: Dry sausage (14.4g/100g),
Pepperoni (14.29/100g) Pork belly and bacon (packaged) (13.69/100g), Assortment of
delicatessen meats (12.3g/100g).

Subcategories with the lowest mean saturated fat content are: Poultry ham and roast (packaged)
(0.79/100g), Cooked pork ham and roast (packaged) (2.29/100g), Alternative products without
animal protein (2.7g/100g), Other cured meats (3g/100g).

The saturated fat content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most variable
saturated fat content are: Dried, smoked or cured pork (n=46), Dried, smoked or cured beef
(n=20), Sausages (n=247), Dry sausage (n=137), Cured ham (n=26).

47

Assortment
f

o
delicatessen
meats
(n=6)



Best-ReMaP

Bosnia and Herzegovina TO statistics report © Healthy Food for a Healthy Future

3.2.3.4 Distribution of sugar content by Delicatessen meats and similar subcategories

Sugar distribution among subcategories
Delicatessen meats and similar (n=715)
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Figure 36 : Sugar distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of sugar varies
between 0.1g/100g (Other cured meats and Dried, smoked or cured beef) and 1.6g9/100g
(Alternative products without animal protein).

Subcategories with the highest mean sugar content are: Alternative products without animal
protein (1.69/100g) Poultry ham and roast (packaged) (0.89/100g), Cooked pork ham and roast
(packaged) (0.89/100g), Sausage (0.79g/100g), Paté, Pepperoni and Assortment of delicatessen
meats (0.69/1009).

Subcategories with the lowest mean sugar content (between 0.1g/100g and 0.4g/100g) are: Other
cured meats, Dried, smoked or cured beef, Cured ham, Cooked beef (packaged), Pork belly and
bacon (packaged), Other cooked meats (packaged), Dry sausage and Dried, smoked or cured
pork.

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
content are: Cooked pork ham and roast (packaged) (n=56), Sausages (n=248), Dry sausage
(n=137) and Poultry ham and roast (packaged) (n=34).
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3.2.3.5 Distribution of salt content by Delicatessen meats and similar subcategories

Salt distribution among subcategories
Delicatessen meats and similar (n=730)
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Figure 37 : Salt distribution among subcategories of Delicatessen meats and similar

The mean salt content ranges from 0.98g/100g (Alternative products without animal protein) to
5.069/100g (Dried, smoked or cured beef).

The highest mean salt content is observed in the subcategories: Dried, smoked or cured beef
(5.089/100g), Cured ham (4.369/100g), Dried, smoked or cured pork (4.1g/100g), Pork belly and
bacon (packaged) (4.07g/100g).

The lowest mean salt content is observed in the subcategories: Alternative products without
animal protein (0.98g/100g), Paté (1.23g/100g), Cooked beef (packaged) (1.83g/100g) and Other
cooked meats (packaged) (1.87g/100g).

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable salt content
are: Dried, smoked or cured pork (n=55), Dried, smoked or cured beef (n=22), Pork belly and
bacon (packaged) (n=31), Dry sausage (h=139) and Cured ham (n=26).
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3.2.4 Fresh dairy products and desserts
3.2.4.1 Distribution of protein content by Fresh dairy products and desserts subcategories

Protein distribution among subcategories
Fresh dairy products and desserts (n=247)
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Figure 38 : Protein distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of protein varies
between 2.19/100g (Liégeois desserts and similar) and 10g/100g (Fresh light and/or artificially-
sweetened desserts).

Subcategories with the highest mean protein content are: Fresh light and/or artificially-sweetened
desserts (10g/100g) and Classic sweetened fresh cheeses (9.1g/100g).

Subcategories with the lowest mean protein content (between 2.1g/100g and 3g/100g) are:
Liégeois desserts and similar, Dessert creams and jellied milks, Classic sweet yoghurts and
fermented milks..

The protein content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable protein
content are: Classic plain yoghurts and fermented milks with no added sugar (n=95) and Classic
sweet yoghurts and fermented milks (n=72).
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It should be noted that the two subcategories with the greatest variability are the subcategories
with the greatest number of products collected.
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3.2.4.2 Distribution of fat content by Fresh dairy products and desserts subcategories

Fat distribution among subcategories
Fresh dairy products and desserts (n=247)
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Figure 39 : Fat distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of total fat varies
between 0g/100g (Artificially-sweetened yoghurts and fermented milks) and 9.3g/100g (Gourmet
plain yoghurts and fermented milks with no added sugar).

Subcategories with the highest mean total fat content are: Gourmet plain fresh cheeses with no
added sugar (9.3g/100g), Dessert creams and jellied milks (7.99/100g), Gourmet sweet yoghurts
and fermented milks (6.2g/100g).

Subcategories with the lowest mean total fat content are: Artificially-sweetened yoghurts and
fermented milks (0g/100g), Classic plain fresh cheeses with no added sugar (0.2g/100g), Classic
sweetened fresh cheeses (0.3g/100g), Fresh light and/or artificially-sweetened desserts
(1.69/100g), Classic sweet yoghurts and fermented milks (1.69/100g).

The total fat content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable total fat
content are: Fresh mousse-type desserts (n=10) and Dessert creams and jellied milks (n=19).
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3.2.4.3 Distribution of saturated fat content by Fresh dairy products and desserts subcategories

Saturated_fat distribution among subcategories
Fresh dairy products and desserts (n=246)
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Figure 40 : Saturated fat distribution among subcategories of Fresh dairy products and desserts

The mean content of saturated fat ranges from 0g/100g (Artificially-sweetened yoghurts and
fermented milks) to 6g/100g (Gourmet plain yoghurts and fermented milks with no added sugar).

Subcategories with the highest mean saturated fat content are: Gourmet plain yoghurts and
fermented milks with no added sugar (69/100g), Dessert creams and jellied milks (5.1g/100g),
Gourmet sweet yoghurts and fermented milks (4.1g/100g).

Subcategories with the lowest mean saturated fat content are: Atrtificially-sweetened yoghurts and
fermented milks (0g/100g), Classic plain fresh cheeses with no added sugar (0.1g/100g), Classic
sweetened fresh cheeses (0.1g/100g), Fresh light and/or artificially-sweetened desserts
(19/100g), Classic sweet yoghurts and fermented milks (19/100g).

The saturated fat content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most variable
saturated fat content are: Dessert creams and jellied milks (n=19), Fresh mousse-type desserts
(n=10), Liégeois desserts and similar (n=7) and Gourmet sweet yoghurts and fermented milks

(n=18).
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3.2.4.4 Distribution of sugar content by Fresh dairy products and desserts subcategories

Sugar distribution among subcategories
Fresh dairy products and desserts (n=246)
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Figure 41 : Sugar distribution among subcategories of Fresh dairy products and desserts

The mean content of sugar ranges from 4g/100g (Classic plain fresh cheeses with no added
sugar) to 14.2g/100g (Liégeois desserts and similar).

Subcategories with the highest mean sugar content are: Liégeois desserts and similar
(14.2g9/100g), Dessert creams and jellied milks (13.79g/100g), Fresh mousse-type desserts,
(13.49/100g), Gourmet sweet yoghurts and fermented milks (13.39/100g), Classic sweet yoghurts
and fermented milks (12g/100g).

Subcategories with the lowest mean sugar content are: Classic plain fresh cheeses with no added
sugar (49/100g), Classic plain yoghurts and fermented milks with no added sugar (4.59/100g),
Fresh light and/or artificially-sweetened desserts (4.7g/100g) and Gourmet plain yoghurts and
fermented milks with no added sugar (4.89/100g).

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
content are: Fresh mousse-type desserts (n=10), Classic sweet yoghurts and fermented milks
(n=72 and Gourmet sweet yoghurts and fermented milks (n=18).
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3.2.4.5 Distribution of fibre content by Fresh dairy products and desserts subcategories

Fibre distribution among subcategories
Fresh dairy products and desserts (n=40)
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Figure 42 : Fibre distribution among subcategories of Fresh dairy products and desserts

Of the 21 subcategories in the Fresh dairy products and desserts category, there is information
on fibre content for only products in 7 subcategories. Range of the fibre content in the Fresh dairy
products and desserts is from 0g/100g (Artificially-sweetened yoghurts and fermented milks) to
1.2g9/100g (Classic plain yoghurts and fermented milks with no added sugar).

Subcategories with the most variable fibre content are : Fresh mousse-type desserts (n=6) and
Gourmet sweet yoghurts and fermented milks (n=4).
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3.2.5 Soft drinks
3.2.5.1 Distribution of sugar content by Soft drinks subcategories

Sugar distribution among subcategories
Soft drinks (n=473)
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Figure 43 : Sugar distribution among subcategories of Soft drinks

The mean content of sugar ranges from 0g/100g (Colas without added sugar, Tea beverages
without added sugar, Other beverages without added sugar, Energy drinks without added sugar)
to 10.2g/100g (Sugar-sweetened colas).

Subcategories with the highest mean sugar content are: Sugar-sweetened colas (10.2g/100g);
Sugar-sweetened energy drinks (9.89/100g); Fruit beverages without added sugar (9.3g/100g);
Sugar-sweetened fruit beverages (9g9/100g); Flavoured milk beverages (8.89/100g) and Sugar-
sweetened and artificially sweetened energy drinks (8.19/100g).

Subcategories with the lowest mean sugar content are: Colas without added sugar (0g/100g),
Tea beverages without added sugar (0g/100g), Other beverages without added sugar
(0g/100g),Energy drinks without added sugar (0g/100g), Alcohol-free beers without added sugar
(0.49/100g), Flavoured waters without added sugar (1.3g/100g) and Sugar-sweetened plant-
based beverages (2g/1009).

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
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content are: Sugar-sweetened energy drinks (n=18), Flavoured milk beverages (n=34), Sugar-
sweetened and artificially-sweetened fruit beverages (n=33), Fruit beverages without added sugar
(n=22), Fruit beverages with fruit content > or = 50% (n=63), Sugar-sweetened tonics and bitters
(n=4) and Sugar-sweetened and artificially-sweetened energy drinks (n=7).
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3.2.5.2 Distribution of fibre content by Soft drinks subcategories

Fibre distribution among subcategories
Soft drinks (n=356)
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Figure 44 : Fibre distribution among subcategories of Soft drinks

The mean fibre content, among the 5 subcategories of Soft drinks for which the mean fibre
content is not equal to 0g/100g, ranges from 0.19/100g (Vegetable beverages and Fruit
beverages without added sugar) to 0.69/100g (Sugar-sweetened plant-based beverages).

The subcategories with the greatest variability in fibre content are : Sugar-sweetened plant-
based beverages (n=5) and Flavoured milk beverages (n=11).
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3.2.5.3 Distribution of salt content by Soft drinks subcategories

Salt distribution among subcategories
Soft drinks (n=472)

125
1.00
_.075
=
£
=]
o
-
=
2
=
& 050
0.25
. .
. ® .
i .
. — —— .
000 Tt === e o S PSR- G S =SS IS . _§__,_E_y_.=.—‘=?
Fruit
Ss bev.
Ss Flav. with Ss Ss
caise  ceg e & Ss L ss  Flav. frit Frat & S5 yeqetaple FlaV pau plii( Energy & ss Alcohol- S8 Other Other
S e ol P "
wio.as  colas ”t?ev. as btea toriics and w?(ers & ss con‘tenl Eev 'as ;run bev gmk bev. basad c’r‘mks as’ Zﬂergy beers free bvev bss
(n=13) (n=ta) Woss A bev g g WoES  oas walers > wioas  fit | bev. 127y bV yioas pev. WOES energy diinks ooq peers WS bev
(n=1) tiv_ (n=7) bitters  (n=4) {n=4) uaiers (n=29) o_r (n=22) f\ (n= } (n=34) (n=16)  (n=6) (n=20) ngs (n=18) (n=5) (n=8) (n=1) (n=5)
(n=7) i (n=8) = (n=33) (n=7)
(0=3] 50%
(n=63)
bev. = b ges; flav. = fle d; S5 = sug tened; ss & as = sugar- and artificially d, w/o.as = without added sugar

Figure 45 : Salt distribution among subcategories of Soft drinks

The mean salt content ranges from 0g/100g (Sugar-sweetened and artificially-sweetened tonics
and bitters, Sugar-sweetened tonics and bitters, Flavoured waters without added sugar, Energy
drinks without added sugar, Sugar-sweetened and artificially-sweetened energy drinks, Alcohol-
free beers without added sugar, Sugar-sweetened alcohol-free beers) to 0.12g/100g (Sugar-

sweetened plant-based beverages).

Subcategories with the highest mean salt content are: Sugar-sweetened plant-based beverages
(0.129/100g), Flavoured milk beverages (0.11g/100g) and Plant-based beverages without added

sugar (0.11g/100g).

The subcategories with the greatest variability in salt content are : Plant-based beverages
without added sugar (n=16), Flavoured milk beverages (n=34), Sugar-sweetened energy drinks
(n=18), Sugar-sweetened and artificially-sweetened fruit beverages (n=33).
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3.2.5.4 Distribution of fat content by Soft drinks categories

Fat distribution among subcategories
Soft drinks (n=56)
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Figure 46 : Fat distribution among subcategories of Soft drinks

Among the 3 subcategories of Soft drinks investigated for fat content, the mean content of total
fat is 1.3g/100g in the Flavoured milk beverages subcategory (n=34), 1.4g/100g in Plant-based
beverages without added sugar (n=16) and 1.99/100g in Sugar-sweetened plant-based
beverages (n=6). The variability of fat content within the subcategory is quite similar in the 3
subcategories studied.
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3.2.5.5 Distribution of saturated fat content by Soft drinks categories

Saturated_fat distribution among subcategories
Soft drinks (n=56)
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Figure 47 : Saturated fat distribution among subcategories of Soft drinks

Among the 3 subcategories of Soft drinks investigated for saturated fat content, the mean content
of saturated fat is 0.2g/100g in the subcategory Plant-based beverages without added sugar
(n=16), 0.5¢g/100g in Sugar-sweetened plant-based beverages (n=6) and 0.9g/100g in Flavoured
milk beverages (n=34). Of the 3 subcategories studied, the one showing the greatest variability
in saturated fat content is Flavoured milk beverages (n=34).
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This report presents an overview of the food offer and the nutritional quality of products
collected in Croatia and belonging to the 5 prioritised food categories for Best-ReMaP :
Breakfast cereals, Bread products, Delicatessen meats and similar, Fresh dairy products and
desserts and Soft drinks.
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1 Description of the food offer

In Croatia this is the first snapshot of data collection. Total number of collected products in five
categories is 897.

Retailers where products were collected are: Lidl, Plodine, Konzum and Interspar. In Plodine
we collected the retailer brands and in Lidl, Konzum and Interspar both retailer and national
brands. According to information from The Croatian Chamber of Economy these four
supermarkets cover about 70% of market share.

Since the agreements with the retailers did not go as we expected, we could not go into the
stores and list the requested data from the products, most of the information about the products
had to be collected from web shops.

In Croatia retailers didn't see what's their benefit from letting us to spend so much time at the
shops taking pictures of their products.

After several attempts we turned to web scrapping.
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1.2 Food offer analysis

1.2.1 Number of products collected by category
We collected 105 bread products, 285 breakfast cereals products, 81 delicatessen meats and
similar, 63 fresh dairy products and desserts and 272 soft drinks.

1.2.2 Proportion of the types of brand collected by category

Proportion of the different types of brand collected (per category)

100%
75%
50%
25%

0%

Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks
products cereals and similar and desserts (n=272)
(n=105) (n=285) (n=81) (n=63)

. National brand |fj Entry level retailer brand . Specialised retailer brand
. Retailer brand . Hard discount . Specialised organic retailer brand

Figure 1 : Proportion of the different types of brand collected (per category)

Among the 105 products collected in the Bread products category (Figure 1):

e 62% belong to national brand (n=65)
e 21% belong to retailer brand (n=22)
e 17% belong to hard discount brand (n=18)

Among the 285 products collected in the Breakfast cereals category (Figure 1):
e 61% belong to national brand (n=174)

o 20% belong to retailer brand (n=57)
e 19% belong to hard discount brand (n=54)
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Among the 81 products collected in the Delicatessen meats and similar category (Figure 1):

o 98% belong to national brand (n=79)
e 2% belong to retailer brand (n=2)

Among the 63 products collected in the Fresh dairy products and desserts category (Figure 1):
e 70% belong to national brand (n=44)
o 30% belong to retailer brand (n=19)

Among the 272 products collected in the Soft drinks category (Figure 1):
o 77% belong to national brand (n=209)

e 7% belong to retailer brand (n=19)
e 16% belong to hard discount brand (n=44)

None of the products collected among all five categories belong to specialized retailer brand
or specialized organic retailer brand.

Overall, the data collected correspond mainly to national brands (between 61% to 98%
depending on the category).
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1.2.3 Description of the collected food offer by category

1.2.3.1 Bread products

Distribution of the references collected, by subcategories (in number of references)
Bread products (n=105)

Plain brioches (n=0) 0%

ES

Wholemeal_cereal_grains brioches (n=0) 0

Cream-filled brioches (n=0) 0%

Brioches with fruit (n=1)
Chocolate brioches (n=0) 0%
Fine bakery wares_croissants (n=1)
Fine bakery wares_chocolate croissants (n=0) 0
Fine bakery wares_other (n=1)
Plain white sandwich breads / hamburger /hot dog buns (n=3)
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=9)

Other_sandwich breads / hamburger / hot dog buns (n=6)

Pre-packaged breads (n=31)
Pre-baked breads (n=0) 0
Tortilla breads and wraps (n=4)

Unleavened breads (n=3)

o - s -
|II a\ |III é

Other breads (n=44)

Plain toasted breads and toasts (n=0)

Wholemeal_cereal_grains toasted breads and toasts (n=2)
Other bread products (n=0) 0%

0% 10% 20% 30% 40%

Figure 2 : Distribution of the references collected, by subcategories among bread prodcuts

Distribution, by subcategories, of products collected among Bread products (Figure 2) shows
that the most represented subcategories are Other breads (n=44, 42%), Pre-packaged breads
(n=31, 29%), Wholemeal cereal grains sandwich breads/hamburger/hot dog buns (n=9, 9%).

On the contrary, the least represented subcategories are: Brioches with fruit (n=1, 1%), Fine
bakery wares_ croissants (n=1, 1%), Fine bakery wares_other (n=1, 1%), Unleavened breads
(n=3, 3%), Plain white sandwich breads/hamburger/hot dog buns (n=3, 3%). No products have
been collected in the subcategories: Pre-baked breads, Plain toasted breads and toasts, Fine
bakery wares_chocolate croissants, Wholemeal_cereal_grains brioches, Other bread
products, Plain brioches, Chocolate brioches, Cream-filled brioches.
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Plain brioches (n=0)
Wholemeal_cereal_grains brioches (n=0)
Cream-filled brioches (n=0)

Brioches with fruit (n=1)

Chocolate brioches (n=0)

Fine bakery wares_croissants (n=1)

Fine bakery wares_chocolate croissants (n=0)

Fine bakery wares_other (n=1)

Plain white sandwich breads / hamburger /hot dog buns (n=3)
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=9)
Other_sandwich breads / hamburger / hot dog buns (n=6)

Pre-packaged breads (n=31)

Pre-baked breads (n=0)

Tortilla breads and wraps (n=4)

Unleavened breads (n=3)

Other breads (n=44)

Plain toasted breads and toasts (n=0)

Wholemeal_cereal_grains toasted breads and toasts (n=2)

Other bread products (n=0)

0%

Proportion of the different types of brand collected, by subcategories
Bread products (n=105)

100 %
100 %
100 %
33% 67 %
78% 1% 1%
83 % 17 %
48 % 26 % 26 %
75 % 25%
33% 67 %
68 % 14 % 18 %
50 % 50 %
25% 50% 75%
National brand Entry level retailer brand Specialised retailer brand
Retailer brand Hard discount ‘7 Specialised organic retailer brand

Figure 3: Proportion of the different types of brand collected, by subcategories among Bread products

Among the 105 products collected, the proportion of the different types of brand are variable

among subcategories (Figure 3):

- National brands are the most represented among all subcategories for which products have
been collected (between 33% and 100% of products collected depending on the subcategory)

- Retailer brands are also largely represented in the subcategories for which products have
been collected (between 11% and 100% of products collected in 8 out of 11 subcategories for

which product have been collected).

- Entry level retailer brands are not represented

- Hard discount is represented in 4 out of 11 subcategories for which products have been

collected.

10

100%
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1.2.3.2 Breakfast cereals

Distribution of the references collected, by subcategories (in number of references)
Breakfast cereals (n=285)

Chocolate-flavoured cereals (n=9)
Chocolate and caramel cereals (n=0)
Honey/caramel cereals (n=3)

Filled cereals (n=1)

Sweet cereal flakes (n=16)

Cereal flakes with fruit (n=1)

Cereal flakes with chocolate_nuts (n=6)
Traditional muesli flakes (n=110)
Crunchy fruit muesli (n=27)

Crunchy muesli with nuts_seeds (n=13)
Crunchy chocolate muesli (n=29)

Cereals without added sugar (n=67)

High-fibre cereals (n=3)

High-fibre fruit cereals (n=0) 0%

Cereal preparation to drink (n=0) 0%

Other ready-to-eat cereals (n=0) 0%
0% 10% 20% 30%

Figure 4 : Distribution of the references collected, by subcategories among Breakfast cereals

Distribution, by subcategories, of products collected among Breakfast cereals (n=285) (Figure
4) shows that the most represented subcategories are Traditional muesli flakes (n=110, 38%),
Cereals without added sugar (n=67, 23%), Crunchy chocolate muesli (n=29, 10%).

On the contrary, the least represented subcategories among collected products are: Filled
cereals (n=1, 0,4%), Cereal flakes with fruit (n=1, 0,4%), Honey/caramel cereals (n=3, 1%)
and High-fibre cereals (n=3, 1%). No products have been collected in the subcategories:
Chocolate and caramel cereals, Cereal preparation to drink, and High-fibre fruit cereals and
Other ready-to-eat cereals.

11
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Proportion of the different types of brand collected, by subcategories
Breakfast cereals (n=285)

Chocolate-flavoured cereals (n=9)
Chocolate and caramel cereals (n=0)
Honey/caramel cereals (n=3)

Filled cereals (n=1)

Sweet cereal flakes (n=16)

Cereal flakes with fruit (n=1)

Cereal flakes with chocolate_nuts (n=6)
Traditional muesli flakes (n=110)
Crunchy fruit muesli (n=27)

Crunchy muesli with nuts_seeds (n=13)
Crunchy chocolate muesli (n=29)
Cereals without added sugar (n=67)
High-fibre cereals (n=3)

High-fibre fruit cereals (n=0)

Cereal preparation to drink (n=0)

Other ready-to-eat cereals (n=0)

0% 25% 50% 75%

[ Natonalbrand  Entry level retailer brand || Speciased retailer brand
. Retailer brand . Hard discount . Specialised organic retailer brand

Figure 5 : Proportion of the different types of brand collected, by subcategories among Breakfast cereals

Among the 285 products collected, the proportion of the different types of brand are variable
among subcategories (Figure 5):

- National brands are the most represented among all subcategories for which products have
been collected (between 42% and 100% of products collected depending on the
subcategory).

- Retailer brands represent between 10% and 100% of products collected in 9 out of 12
subcategories for which products have been collected.

- Hard discount represents between 15% and 33% of products collected in 7 out of 12
subcategories for which products have been collected.

100%
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1.2.3.3 Delicatessen meats and similar

Cooked pork ham and roast (packaged) (n=1)
Poultry ham and roast (packaged) (n=2)
Cured ham (n=8)

Dried, smoked or cured pork (n=2)

Dried, smoked or cured heef (n=0)

Other cured meats (n=0)

Sausages (n=3)

Dry sausage (n=14)

Distribution of the references collected, by subcategories (in number of references)
Delicatessen meats and similar (n=81)

* III'

0
0%

Pepperoni (n=0) 0%
Chorizo (n=0) 0%
Cooked beef (packaged) (n=0) 0%
Other cooked meats (packaged) (n=0) 0
Paté (n=29)
Preserved pork or poultry liver (canned) (n=0) [}

Pork belly and bacon (packaged) (n=4)
Poultry lardons (n=0) 0
Alternative products without animal protein (n=17)

Assortment of delicatessen meats (n=1)

0% 10% 20% 30%

Figure 6 Distribution of the references collected, by subcategories among Delicatessen meats and similar

Distribution, by subcategories, of products collected among Delicatessen meats and similar
(Figure 6) shows that the most represented subcategories are Paté (n=29, 36%), Alternative
products without animal protein (n=17, 21%), Dry sausage (n=14, 17%), Cured ham (n=8,
10%).

On the contrary, no products have been collected in the subcategories: Dried, smoked or cured
beef, Other cured meats, Peperoni, Chorizo, Cooked beef (packaged), Other cooked meats
(packaged), Preserved pork or poultry liver (canned), Poultry lardons.

13
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Proportion of the different types of brand collected, by subcategories
Delicatessen meats and similar (n=81)

Cooked pork ham and roast (packaged) (n=1) 100 %

Poultry ham and roast (packaged) (n=2) 100 %
Cured ham (n=8) 75 % 25%

Dried, smoked or cured pork (n=2) 100 %

Dried, smoked or cured beef (n=0)
Other cured meats (n=0)
Sausages (n=3) 100 %
Dry sausage (n=14) 100 %
Pepperoni (n=0)
Chorizo (n=0)
Cooked beef (packaged) (n=0)
Other cooked meats (packaged) (n=0)
Pé&té (n=29) 100 %
Preserved pork or poultry liver (canned) (n=0)
Pork belly and bacon (packaged) (n=4) 100 %
Poultry lardons (n=0)

Alternative products without animal protein (n=17) 100 %
Assortment of delicatessen meats (n=1) 100 %
0% 25% 50% 75% 100%
National brand Entry level retailer brand Specialised retailer brand
Retailer brand Hard discount j Specialised organic retailer brand

Figure 7 : Proportion of the different types of brand collected, by subcategories among Delicatessen meats and similar

Among the 81 products collected, the proportion of the different types of brands are variable
among subcategories (Figure 7):

- National brands are the most represented among all subcategories for which products have
been collected (between 75% and 100% of products collected depending on the
subcategory)

- Retailer brands are represented in a single subcategory: Cured ham (n=8) of products
collected.

14
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1.2.3.4 Fresh dairy products and desserts

Distribution of the references collected, by subcategories (in number of references)
Fresh dairy products and desserts (n=63)

Classic plain yoghurts and fermented milks with no added sugar (n=32
Gourmet plain yoghurts and fermented milks with no added sugar (n=4

Classic sweet yoghurts and fermented milks (n=11

)
)
)
Gourmet sweet yoghurts and fermented milks (n=6)
Artificially-sweetened yoghurts and fermented milks (n=0)
Classic plain fresh cheeses with no added sugar (n=5)
Gourmet plain fresh cheeses with no added sugar (n=5)
Classic sweetened fresh cheeses (n=0) 0%
Gourmet sweet fresh cheeses (n=0) 0%
Artificially-sweetened fresh cheeses (n=0) 0%
Dessert creams and jellied milks (n=0) 0%
Liégeois desserts and similar (n=0) 0%
Curdled milks (n=0) 0%
Fresh desserts with cereals (n=0) 0%
Fresh mousse-type desserts (n=0) 0%
Egg-based fresh desserts (n=0) 0%
Fresh light and/or artificially-sweetened desserts (n=0) 0%
Fresh plain unsweetened soy desserts (n=0) 0%
Fresh sweetened soy desserts (n=0) 0%
Other fresh plant-based desserts (n=0) 0%
Other dairy products (n=0) 0%
0% 10% 20% 30% 40% 50%

Figure 8 : Distribution of the references collected, by subcategories among fresh dairy products and desserts

Distribution by subcategories shows that, products collected among Fresh dairy products and
desserts (Figure 8) are represented among the subcategories: Classic plain yoghurts and
fermented milks with no added sugar (n=32, 51%), Classic sweet yoghurts and fermented
milks (n=11, 18%), Gourmet sweet yoghurts and fermented milks (n=6, 10%), Classic plain
fresh cheeses with no added sugar (n=5, 8%), Gourmet plain fresh cheeses with no added
sugar (n=5, 8%) and Gourmet plain yoghurts and fermented milks with no added sugar (n=4,
6%0).

No products have been collected in the other sub-categories of the category Fresh dairy
products and desserts.

15
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Classic plain yoghurts and fermented milks with no added sugar (n=32)
Gourmet plain yoghurts and fermented milks with no added sugar (n=4)
Classic sweet yoghurts and fermented milks (n=11)

Gourmet sweet yoghurts and fermented milks (n=6)
Artificially-sweetened yoghurts and fermented milks (n=0)

Classic plain fresh cheeses with no added sugar (n=5)

Gourmet plain fresh cheeses with no added sugar (n=5)

Classic sweetened fresh cheeses (n=0)
Gourmet sweet fresh cheeses (n=0)
Artificially-sweetened fresh cheeses (n=0)
Dessert creams and jellied milks (n=0)
Liégeois desserts and similar (n=0)
Curdled milks (n=0)

Fresh desserts with cereals (n=0)

Fresh mousse-type desserts (n=0)
Egg-based fresh desserts (n=0)

Fresh light and/or artificially-sweetened desserts (n=0)
Fresh plain unsweetened soy desserts (n=0)
Fresh sweetened soy desserts (n=0)

Other fresh plant-based desserts (n=0)

Other dairy products (n=0)

0%

Proportion of the different types of brand collected, by subcategories
Fresh dairy products and desserts (n=63)

56 % 44 %
75 % 25%
100 %
100 %
40 % 60 %
80 % 20 %
25% 50% 75% 100%
National brand Entry level retailer brand Specialised retailer brand
Retailer brand Hard discount . Specialised organic retailer brand

Figure 9 : Proportion of the different types of brand collected, by subcategories among fresh dairy products and desserts

Among the 63 products collected, the proportion of the different types of brands are variable

among subcategories (Figure 9):

- National brands are the most represented among all subcategories for which products have
been collected (between 40% and 100% of products collected depending on the

subcategory).

- Retailer brands represent between 20% and 60% of products collected in 4 out 6
subcategories for wich products have been collected.
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1.2.3.5 Soft drinks

Distribution of the references collected, by subcategories (in number of references)
Soft drinks (n=272)

=3

Colas without added sugar (n=0)

Sugar- ed and artificially 1ed colas (n=0) 0

Sugar sweetened colas (n=4)

Tea beverages without added sugar (n=12)

Sugar- red and artificially 1ed tea beverages (n=11)
Sugar -sweetened tea beverages (n=12)

Tonics and bitters without added sugar (n=2)

Sugar: tened and artificially tened tonics and bitters (n=0)
Sugar-sweetened tonics and bitters (n=3)

Flavoured waters without added sugar (n=3)

Flavoured sugar: tened and artificially 1ed waters (n=0)
Flavoured sugar-sweetened waters (n=7)

Fruit beverages with fruit content > or = 50% (n=18)

Fruit beverages without added sugar (n=7)

Sugar-sweetened and artificially-sweetened fruit beverages (n=0)
)

)

)

)

)

)

)

)

)

)

)

e o

=3

1=}

=

Sugar-sweetened fruit beverages (n=45

Vegetable beverages (n=8

Flavoured milk beverages (n=12

Plant-based beverages without added sugar (n=85
Sugar-sweetened plant-based beverages (n=29

Energy drinks without added sugar (n=0 0

Sugar- d and artificially 1ed energy drinks (n=0 0
Sugar-sweetened energy drinks (n=3

Alcohol-free beers without added sugar (n=0 0

Sugar-sweetened alcohol-free beers (n=2 07 %
Other beverages without added sugar (n=9
Other sugar-sweetened beverages (n=0 0%
0% 10% 20% 30%

Figure 10 : Distribution of the references collected, by subcategories among Soft drinks

Distribution, by subcategories, of products collected among soft drinks (Figure 10) shows that
the most represented subcategories are Plant-based beverages without added sugar (n=85,
31%), Sugar sweetened fruit beverages (n=45, 17%), Sugar-sweetened plant-based
beverages (n=29, 11%), Fruit beverages with fruit content > or =50% (n=18, 7%).

No products have been collected in the subcategories: Energy drinks without added sugar,
Alcohol-free beers without added sugar, Sugar-sweetened and artificially-sweetened energy
drinks, Colas without added sugar, Sugar-sweetened and artificially-sweetened colas, Sugar-
sweetened and artificially-sweetened tonics and bitters, Flavoured sugar-sweetened and
artificially-sweetened waters, Sugar-sweetened and artificially-sweetened fruit beverages,
Other sugar-sweetened beverages.
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Colas without added sugar (n=0)

Sugar- tened and artificially 1ed colas (n=0)
Sugar-sweetened colas (n=4)

Tea beverages without added sugar (n=12)

Sugar-sweetened and artificially tened tea beverages (n=11)
Sugar-sweetened tea beverages (n=12)

Tonics and bitters without added sugar (n=2)

Sugar-sweetened and artificially-sweetened tonics and bitters (n=0)
Sugar-sweetened tonics and bitters (n=3)

Flavoured waters without added sugar (n=3)

Flavoured sugar-sweetened and artificially-sweetened waters (n=0)
Flavoured sugar-sweetened waters (n=7)

Fruit beverages with fruit content > or = 50% (n=18)

Fruit beverages without added sugar (n=7)
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)
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)
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)

Sugar-sweetened and artificially-sweetened fruit beverages (n=0
Sugar-sweetened fruit beverages (n=45

Vegetable beverages (n=8

Flavoured milk beverages (n=12

Plant-based beverages without added sugar (n=85
Sugar-sweetened plant-based beverages (n=29

Energy drinks without added sugar (n=0

Sugar-sweetened and artificially-sweetened energy drinks (n=0
Sugar-sweetened energy drinks (n=3

Alcohol-free beers without added sugar (n=0
Sugar-sweetened alcohol-free beers (n=2

Other beverages without added sugar (n=9

Other sugar-sweetened beverages (n=0

Figure 11 : Proportion of the different types of brand collected, by subcategories among Soft drinks

0%

Proportion of the different types of brand collected, by subcategories

Soft drinks (n=272)

75 %
2%
91 %
56 %
76 %
50 %
81%
66 %
50 %
8%

25%

National brand

Retailer brand Hard discount

100 %
100 %

100 %
100 %

100 %

100 %

100 %

100 %

50%

Entry level retailer brand

25%
58 %
9%
22% 22%
4% 20%
50%
4% 15%
3% 31%
50%
2%
75% 100%

Specialised retailer brand

E Specialised organic retailer brand

Among the 272 products collected, the proportion of the different types of brand are variable

among subcategories (Figure 11):

- National brands are the most represented type of brand among all subcategories for which
products have been collected (between 42% and 100% of products collected depending on

the subcategory).

- Retailer brands represent between 3% and 58% of products collected in 6 out of 18
subcategories for which products have been collected.

- Hard discount represents between 15% and 50% of products collected in 8 out of 18
subcategories for which products have been collected.
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2 Labeling parameters

2.1 Front of pack labeling per category

Proportion of collected products with or without front of pack labeling, by category

100%
75%
50%

25%

0%

Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks
products cereals and similar and desserts (n=272)
(n=105) (n=285) (n=81) (n=63)
Choices Keyhole Nutriscore B reafic light

Finnish heart Nutrinform battery Reference intake . Without FOP labeling

Figure 12 : Proportion of collected products with or without front of pack labeling, by category

The frequency of the appearance of a front of pack labeling was observed for each of the
categories monitored (Figure 12).

Among all data collected, 100% of collected products are without front of pack labeling. In
Croatia only ,Zivjeti zdravo, Healthy living” logo is allowed as Front of pack labeling, but no
product with this kind of front of pack Ilabeling have been collected.
(https://zivjetizdravo.eu/category/jamstveni-zig/)
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2.2 Quantified portion size

2.2.1 Bread products

2.2.1.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Bread products (n=105)

Plain brioches (n=0)

Wholemeal_cereal_grains brioches (n=0)

Cream-filled brioches (n=0)

Brioches with fruit (n=1)

Chocolate brioches (n=0)

Fine bakery wares_croissants (n=1)

Fine bakery wares_chocolate croissants (n=0)

Fine bakery wares_other (n=1)

Plain white sandwich breads / hamburger /hot dog buns (n=3)
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=9)
Other_sandwich breads / hamburger / hot dog buns (n=6)
Pre-packaged breads (n=31)

Pre-baked breads (n=0)

Tortilla breads and wraps (n=4)

Unleavened breads (n=3)

Other breads (n=44)

Plain toasted breads and toasts (n=0)
Wholemeal_cereal_grains toasted breads and toasts (n=2)

Other bread products (n=0)

100 %

100 %

100 %

100 %

100 %

100 %

100 %

0%

100 %

25% 50%

With quantified portion size
(n=0); 0%

75%

Without quantified portion size
(n=105) ; 100%

100%

Figure 13 : Proportion of collected products with or without quantified portion size, by subcategories among Bread

products

Among the 105 products collected, all the products do not have a quantified portion size (n=
105, 100% of the products without quantified portion size) (Figure 13)
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2.2.1.2 Proportion of the most represented portion sizes by category

100% of the products collected for this category do not have a portion size.
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2.2.2 Breakfast cereals
2.2.2.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Breakfast cereals (n=285)

Chocolate-flavoured cereals (n=9) 3 89 %
Chocolate and caramel cereals (n=0)
Honey/caramel cereals (n=3)

Filled cereals (n=1)

Sweet cereal flakes (n=16)

Cereal flakes with fruit (n=1)

Cereal flakes with chocolate_nuts (n=6)
Traditional muesli flakes (n=110)
Crunchy fruit muesli (n=27)

Crunchy muesli with nuts_seeds (n=13)
Crunchy chocolate muesli (n=29)
Cereals without added sugar (n=67)

High-fibre cereals (n=3)

High-fibre fruit cereals (n=0)
Cereal preparation to drink (n=0)

Other ready-to-eat cereals (n=0)

0% 25% 50% 75% 100%

With quantified portion size Without quantified portion size
(n=81) ; 28% (n=204) ; 72%

Figure 14 : Proportion of collected products with or without quantified portion size, by subcategories among Breakfast
cereals

Among the 285 products collected in the Breakfast cereals category, the majority of products
do not have a quantified portion size (n=204, 72%).

The frequency of the presence of a quantified portion size varies according to the different
subcategories : 11% of products have quantified portion size in the Chocolate-flavoured
cereals subcategory (n=9), 12% in the subcategory Sweet cereal flakes (n=16), 33% in the
Cereal flakes with chocolate_nuts (n=6), 36% in the Traditional muesli flakes (n=110), 48% in
the Crunchy fruit muesli (n=27), 38% in the Crunchy muesli with nuts_seeds (n=13), 31% in
the Crunchy chocolate muesli (n=29) and 13% in the Cereals without added sugar
subcategory (n=67) (Figure 14).
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2.2.2.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category
Breakfast cereals (n=81)

5% 10%
Portion sizes (g or mL)

11% 15 % 30
35
50
60

M 65

Other
53 %

Figure 15 : Proportion of the five most represented portion sizes among collected products in the Breakfast cereals
category

Among Breakfast cereals with a quantified portion size indicated on their packaging (n=81),
53% of products highlight a portion size of 50 g, 15% have a portion size of 35 g, 11% have a
portion size of 60 g, 10% have a portion size of 30 g and 6% have a portion size of 65 g. (Figure
15)
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2.2.3 Delicatessen meat and similar

2.2.3.1 Proportion of products with and without quantified portions by subcategory

Cooked pork ham and roast (packaged) (n=1)
Poultry ham and roast (packaged) (n=2)
Cured ham (n=8)

Dried, smoked or cured pork (n=2)

Dried, smoked or cured beef (n=0)

Other cured meats (n=0)

Sausages (n=3)

Dry sausage (n=14)

Pepperoni (n=0)

Chorizo (n=0)

Cooked beef (packaged) (n=0)

Other cooked meats (packaged) (n=0)

Paté (n=29)

Preserved pork or poultry liver (canned) (n=0)
Pork belly and bacon (packaged) (n=4)
Pouliry lardons (n=0)

Alternative products without animal protein (n=17)

Assortment of delicatessen meats (n=1)

Q
2

Proportion of collected products with or without

25%

quantified portion size, by subcategory

Delicatessen meats and similar (n=81)
100 %
100 %

100 %

100 %

100 %

100 %

100 %

0 %
100 %
50%

With quantified portion size
(n=0) ; 0% (n=81) : 100%

75%

Without quantified portion size

100%

Figure 16 : Proportion of collected products with or without quantified portion size, by subcategories among Delicatessen

meats and similar

Among the 81 products collected in the Delicatessen meats and similar category, all the
products do not have a quantified portion size (Figure 16).

24



o Best-ReMaP

Croatia TO statistics report Healthy Food for a Healthy Future

2.2.3.2 Proportion of the most represented portion sizes by category

100% of the products collected for this category do not have a portion size.
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2.2.4 Fresh dairy products and desserts

2.2.4.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Fresh dairy products and desserts (n=63)

Classic plain yoghurts and fermented milks with no added sugar (n=32) 59 %

Gourmet plain yoghurts and fermented milks with no added sugar (n=4) 100 %

Avrtificially-sweetened yoghurts and fermented milks (n=0)

Classic plain fresh cheeses with no added sugar (n=5)

|

Gourmet plain fresh cheeses with no added sugar (n=5) 100 %
Classic sweetened fresh cheeses (n=0)
Gourmet sweet fresh cheeses (n=0)
Artificially-sweetened fresh cheeses (n=0)
Dessert creams and jellied milks (n=0)
Liégeois desserts and similar (n=0)
Curdled milks (n=0)
Fresh desserts with cereals (n=0)
Fresh mousse-type desserts (n=0)
Egg-based fresh desserts (n=0)
Fresh light and/or artificially-sweetened desserts (n=0)
Fresh plain unsweetened soy desserts (n=0)
Fresh sweetened soy desserts (n=0)
Other fresh plant-based desserts (n=0)

Other dairy products (n=0)

0% 25% 50% 75% 100%
With quantified portion size Without quantified portion size
(n=20) : 32% (n=43) ; 68%

Figure 17 : Proportion of collected products with or without quantified portion size, by subcategories among Fresh dairy
products and desserts

Among the 63 products collected in the Fresh dairy products and desserts category, 32% of
products have a portion size (n=20) and 68% do not have (n=43).

59% of products have a quantified portion size in the subcategory Classic plain yoghurts and
fermented milks with no added sugar (n=32), and 20% of products have a quantified portion
size in the subcategory Classic plain fresh cheeses with no added sugar (n=5). (Figure 17)
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2.2.4.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Fresh dairy products and desserts (n=20)

Portion sizes (g or mL)
150

W 250
[ 330

Figure 18 : Proportion of the five most represented portion sizes among collected products in the Fresh dairy products and
dessert category

Among Fresh dairy products and desserts with a quantified portion size indicated on their
packaging (n=20), 80% of products have a portion size of 250 g, 15% have a portion size of
330 g, 5% have a portion size 150 g. (Figure 18)
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2.2.5 Soft drinks

2.2.5.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory

Soft drinks (n=272)

Colas without added sugar (n=0)

Sugar-sweetened and artificially-sweetened colas (n=0)
Sugar-sweetened colas (n=4)

Tea beverages without added sugar (n=12)

Sugar d and artificially i tea beverages (n=11)
Sugar-sweetened tea beverages (n=12)

Tonics and bitters without added sugar (n=2)

Sug: d and artificially d tonics and bitters (n=0)
Sugar-sweetened tonics and bitters (n=3)

Flavoured waters without added sugar (n=3)

Flavoured sugar-sweetened and artificially-sweetened waters (n=0)
Flavoured sugar-sweetened waters (n=7)

Fruit beverages with fruit content > or = 50% (n=18)

Fruit beverages without added sugar (n=7)

Sugar d and artificially red fruit b (n=0)
Sugar-sweetened fruit beverages (n=45)

Vegetable beverages (n=8)

Flavoured milk beverages (n=12)

Plant-based beverages without added sugar (n=85)
Sugar-sweetened plant-based beverages (n=29)

Energy drinks without added sugar (n=0)

Sug: d and artificially d energy drinks (n=0)

Sugar-sweetened energy drinks (n=3)
Alcohol-free beers without added sugar (n=0)

Other beverages without added sugar (n=9) 100 %
Other sugar-sweetened beverages (n=0)
0% 25% 50% 75% 100%

With quantified portion size Without quantified portion size
(n=36) ; 13% (n=236) ; 87%

Figure 19 : Proportion of collected products with or without quantified portion size, by subcategories among Soft drinks

Among the 272 products collected in the Soft drinks category, 13% of products have a portion
size (n=36) and 87% do not have (n=236).

67% of products have a quantified portion size in the subcategory Tea beverages without
added sugar (n=12), 50% of products have a quantified portion size in the subcategory Tonics
and bitters without added sugar (n=2) and 39% of products have a quantified portion size in
the subcategory Fruit beverages with fruit content > of = 50% (n=18). (Figure 19)
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2.2.5.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category
Soft drinks (n=36)

17 % Portion sizes (g or mL)

17
250

330
2% &6

N s

Other

39 %

Figure 20 : Proportion of the five most represented portion sizes among collected products in the Soft drinks category

Among Soft drinks with a quantified portion size indicated on their packaging (n=36), 39%
products have a portion size of 330 mL, 22% have a portion size of 250 mL, 17% have a portion
size of 17 mL, 11% have a portion size of 75 mL (Figure 20).
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3 Labeled nutritional values

Table 1 : Labeling frequency (%) of nutritional values by nutrients and categories
Category_name | Energy_kJ | Energy_kCal | Fat Saturated_fat | Carbohydrates | Sugar | Protein | Salt Fibre
Bread products
(n=105) 99% 99% 99% 99% 99% 99% 99% 99% 58%
Breakfast
cereals (n=285) 100% 100% | 100% 100% 100% | 100% 100% | 100% 72%
Delicatessen
meats and
similar (n=81) 100% 100% | 100% 100% 100% | 100% 100% | 100% 9%
Fresh dairy
products and
desserts (n=63) 100% 100% | 100% 100% 100% | 100% 100% | 100% 14%
Soft drinks
(n=272) 100% 100% 99% 99% 100% | 100% 99% | 100% 19%

Table 1 shows the frequency of labeling of nutritional values by nutrient and category. The
majority of the products collected are nutritionally labeled according to the European regulation
1169/2011, INCO?, but there is variability in the frequency of labeling which differs between
nutrients and categories. In particular, we note that despite the regulations in place, some
nutrients are not labeled, as it can be seen in the Bread products category where the frequency
of labeling of nutritional values is 99% for all nutrients except for fibre (58%) and in the Soft
drinks category where the frequency of labeling of nutritional values is 99% for fat, saturated
fat and protein and 19% for fibre.

Within all categories, fibre is the nutrient with the lowest frequency of labeling among the
products collected: Bread products (58% of products included in the category have a labeled
fibre content), Breakfast cereals (72%), Delicatessen meats and similar (9%), Fresh dairy
products and desserts (14%), Soft drinks (19%). This can be explained by the fact that this
labeling is not mandatory in Europe, according to INCO regulation?.

! Regulation (EU) No 1169/2011 of the European Parliament and of the Council of 25 October 2011 on
the provision of food information to consumers, amending Regulations (EC) No 1924/2006 and (EC) No
1925/2006 of the European Parliament and of the Council, and repealing Commission Directive
87/250/EEC, Council Directive 90/496/EEC, Commission Directive 1999/10/EC, Directive 2000/13/EC
of the European Parliament and of the Council, Commission Directives 2002/67/EC and 2008/5/EC and
Commission Regulation (EC) No 608/2004 (Text with EEA relevance)
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3.2.1 Bread products
The nutrients considered for the Bread products category are : Fat, Saturated fat, Sugars,
salt and Fibre.

3.2.1.1 Distribution of fat content by Bread products subcategories

Fat distribution among subcategories
Bread products (n=104)

78

a
3
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Figure 21 : Fat distribution among subcategories of Bread products

Subcategory with the highest mean fat content is: Tortilla breads and wraps (17,1g/100g).

Subcategories with the lowest mean fat content (between 1g/100g and 5g/100g) are: Fine
bakery wares_other (1,99/100g), Plain white sandwich breads/hamburger/hot dog buns
(3,79/100g), Other sandwich breads/hamburger/hot dog buns (4,89/100g) Wholemeal
cereals_grains_sandwich breads/hamburger/hot dog buns (4,7g/100g). (Figure 21)

The fat content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fat
content are: Pre-packaged breads (n=31) and Tortilla breads and wraps (n=4). Because
Croatia in general had a big problem with collecting products in the shops, the final number of
collected products in the category Bread products is low and the results here should be taken
with caution.
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3.2.1.2 Distribution of saturated fat content by Bread products subcategories

Saturated_fat distribution among subcategories
Bread products (n=104)
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bakery bakery breads/
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croissants other hot
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Figure 22 : Saturated fat distribution among subcategories of Bread prodcuts

Among all subcategories of Bread products, the mean content of saturated fat varies between
0,49/100g (Pre-packaged breads, n=31) and 3,99/100g (Brioches with fruit, n=1).

Subcategories with the highest mean saturated fat content are: Brioches with fruit (3,9g/100g),
Tortilla breads and wraps (1,7g/100g), Other sandwich breads/hamburger/hot dog buns
(19/100g).

Subcategories with the lowest mean saturated fat content are: Pre-packaged breads
(0,49/100g) and Plain white sandwich breads/hamburger/hot dog buns (0,59/100g). (Figure
22)

The saturated fat content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most
variable saturated fat content are: Other_sandwich breads / hamburger / hot dog buns (n=6),
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=9), Other breads
(n=43), Unleavened breads (n=3).
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3.2.1.3 Distribution of sugar content by Bread products subcategories

Sugar distribution among subcategories
Bread products (n=104)
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Figure 23 : Sugar distribution among subcategories of Bread products

Among all subcategories of Bread products, the mean content of sugar varies between
1,29/100g (Fine bakery wares_other, n=1) and 25,5g/100g (Brioches with fruit, n=1).

Subcategories with the highest mean sugar content are: Brioches with fruit with a mean sugar
content of 25,5g/100g (but, only one product have been collected in this subcategory) and Fine
bakery croissants (14,69/100g, n=1). Subcategories with the lowest mean sugar content are:
Fine bakery wares_other (1,29/100g, n=1), Pre-packaged breads (2g/100g, n=31) and Other
breads (2g/100g, n=43). (Figure 23)

The sugar content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most
variable sugar content are: Tortilla breads and wraps (n=4), Other_sandwich breads /
hamburger / hot dog buns (n=6), Other breads (n=43), Unleavened breads (n=3).
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3.2.1.4 Distribution of fibre content by Bread products subcategories

Fibre distribution among subcategories
Bread products (n=61)
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Figure 24 : Fibre distribution among subcategories of Bread products

Among all subcategories of Bread products, the mean content of fibre varies between 3g/100g
and 10g/100g.

Subcategories with the highest mean of fibre content are, Wholemeal_cereal grains toasted
breads and toasts (10g/100g, n=1). The next subcategory with highest mean fibre content is
Pre-packaged breads (99/100g). The content of fibre in the subcategory Pre-packaged breads
is relatively high for this kind of products, that are not wholemeal products, because producers
add fibers in their products to prevent cardio-vascular diseases and sometimes in order to
extend shelf life.

The subcategories with the lowest mean fibre content are Plain white sandwich
bread/hamburger/hot dog buns (3g/100g) and Tortilla breads and wraps (3g/100g). (Figure 24)

The fibre content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most
variable sugar content are: Other breads (n=31), Wholemeal_cereal_grains sandwich breads
/ hamburger / hot dog buns (n=7), Pre-packaged breads (n=13) and Other_sandwich breads
/ hamburger / hot dog buns (n=5).
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3.2.1.5 Distribution of salt content by Bread products subcategories

Salt distribution among subcategories
Bread products (n=104)
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Figure 25 : Salt distribution among subactegories of Bread products

Among all subcategories of Bread products, the mean content of salt varies between
0,399/100g and 1,8g/100g.

Subcategory with the highest mean content of salt is Fine bakery wares_other (1,8/100g,
n=1). The range between 1,1g/100g and 1,3g/100g is the one with the most subcategories:
Plain white sandwich bread/hamburger/hot dog buns (1,27g/100g, n=3), Pre-packaged
breads (1,13g/100g, n=31), Tortilla breads and wraps (1,12g/100g, n=4), Unleavened breads
(1,129/100g, n=3), Other breads (1,13g/100g, n=43) and Wholemeal cereal grains sandwich
breads/hamburger/hot dog buns (1,219/100g, n=9). (Figure 25)

The subcategory with the lower mean content of salt is Fine bakery wares_croissants
(0,39¢/100g, n=1).

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation.

The subcategories containing products with the most variable salt content are: Tortilla breads
and wraps (n=4), Pre-packaged breads (n=31), Other breads (n=43) and Other_sandwich
breads / hamburger / hot dog buns (n=6).
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3.2.2 Breakfast cereals
3.2.2.1 Distribution of fat content by Breakfast cereals subcategories

Fat distribution among subcategories
Breakfast cereals (n=285)
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Figure 26 : Fat distribution among subcategories of Breakfast cereals

Among all subcategories of Breakfast cereals, the mean content of fat varies between 2g/100g
(Cereal flakes with fruit, n=1) and 18,8g/100g (Crunchy muesli with nuts_seeds).

Subcategories with the highest mean fat content are: Crunchy muesli with nuts_seeds
(18,89/100 g), Crunchy chocolate muesli (16,19/100g), Crunchy fruit muesli (15,6g9/100g) and
Filled cereals (159/1009).

Subcategories with the lowest mean fat content (between 2g/100g and 3g/100g) are:
Chocolate-flavoured cereals, Sweet cereals flakes, Cereal flakes with fruit and High fibre
cereals. (Figure 26)

The fat content varies among subcategories but also within a given subcategory, translating
room for reformulation.

The subcategories containing products with the most variable fat content are: Crunchy fruit
muesli (n=27), Crunchy muesli with nuts_seeds (n=13), Traditional muesli flakes (n=110) and
Crunchy chocolate muesli (n=29).
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3.2.2.2 Distribution of saturated fat content Breakfast cereals subcategories
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Figure 27 : Saturated fat distribution among subcategories of Breakfast cereals
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Among all subcategories of Breakfast cereals, the mean content of saturated fat varies
between 0,4g9/100g (Sweet cereal flakes, n=16) and 6,1g/100g (Filled cereals, n=1).

Subcategories with the highest mean saturated fat content are: Filled cereals (6,1g/100g) and
Crunchy chocolate muesili (5,3g/100 g).

Subcategories with the lowest mean saturated fat content (between 0,59/100g and 1g/100g)
are: High-fibre cereals, Sweet cereal flakes, Cereal flakes with fruit and Cereals without added

sugar. (Figure 27)

The saturated fat content varies among subcategories but also within a given subcategory,

translating room for reformulation.

The subcategories containing products with the most variable saturated fat content are:
Traditional muesli flakes (n= 110), Crunchy fruit muesli (n=27), Crunchy muesli with
nuts_seeds (n=13), Crunchy chocolate muesli (n=29), Cereal flakes with chocolate _nuts

(n=6).
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3.2.2.3 Distribution of sugar content by Breakfast cereals subcategories

Sugar distribution among subcategories
Breakfast cereals (n=285)
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Figure 28 : Sugar distribution among subcategories of Breakfast cereals

Among all subcategories of Breakfast cereals, the mean content of sugar varies between
1,49/100g (Cereals without added sugar, n=67) and 25,79g/100g (Cereal flakes with
chocolate_nuts, n=6).

Subcategories with the highest mean sugar content are: Honey caramel cereals (24,7g/100g),
Cereals flakes with chocolate_nuts (25,79/100g), Chocolate-flavoured cereals (23,7g) and
Filled cereals (199/100g).

Subcategory with the lowest mean sugar content (1,4g/100g) is: Cereals without added sugar
(n=67). (Figure 28)

The sugar content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategories containing products with the most variable sugar content are: Traditional
muesli flakes (n= 110), Crunchy fruit muesli (h=27), Crunchy chocolate muesli (n=29).
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3.2.2.4 Distribution of fibre content by Breakfast cereals subcategories

Fibre distribution among subcategories
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Figure 29 : Fibre distribution among subcategories of Breakfast cereals

Among all subcategories of Breakfast cereals, the mean content of fibre varies between
3,29/100g and 12g/100g.

Subcategories with the highest mean fibre content are: High-fibre cereals (12g/100g, n=3),
Crunchy fruit muesli (9,59/100g, n=15), Crunchy muesli with nuts and seeds (8,3g/100g, n=6)
and Traditional muesli flakes (8,39/100g, n=96).

The subcategory with the lowest mean fibre content is Chocolate-flavoured cereals
(3,29/100g9). (Figure 29)

The fibre content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategories containing products with the most variable fibre content are: Traditional
muesli flakes (n= 96), Crunchy fruit muesli (n=15), Crunchy chocolate muesli (n=15), Cereals
without added sugar (n=42) and High-fibre cereals (n=3).
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3.2.2.5 Distribution of salt content by Breakfast cereals subcategories

Salt distribution among subcategories
Breakfast cereals (n=285)
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Figure 30 : Salt distribution among subcategories of Breakfast cereals

Among all subcategories of Breakfast cereals, the mean content of salt varies between
0,069/100g and 1,15g/100g.

Subcategory with the highest mean content of salt content is Sweet cereals flakes (1,15
0/100g). Subcategories with the lowest mean content of salt are: Cereals without added sugar
(0,069/100g), Crunchy fruit muesli (0,29/100g) and Filled cereals (0,16g/100g). (Figure 30)

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation.

The subcategories containing products with the most variable salt content are: Crunchy
chocolate muesli (n=29), Honey/caramel cereals (h=3), Sweet cereal flakes (h=16) and High-
fibre cereals (n=3).
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3.2.3 Delicatessen meats and similar

3.2.3.1 Distribution of protein content by Delicatessen meats and similar subcategories
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Figure 31 : Protein distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of protein varies
between 10,4g/100g and 35,4g/100g.

Subcategory with the highest mean content of protein content is Dried, smoked, or cured pork
(35,49/100g, n=2). Cured ham has mean content of protein 28,49/100g (n=8), Dry sausage
289/100g (n=14) and Pork belly and bacon (packaged) 18,1g/100g (n=4).

Subcategory with the lowest mean protein content in this category is Sausages (10,49/100g,
n=3)). (Figure 31)

The protein content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategories containing products with the most variable protein content are: Alternative
products without animal protein (n=17), Sausages (n=3), Cured ham (n=8), Dry sausage
(n=14) and Pork belly and bacon (packaged) (n=4).
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3.2.3.2 Distribution of fat content by Delicatessen meats and similar subcategories

Fat distribution among subcategories
Delicatessen meats and similar (n=81)
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Figure 32 : Fat distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of fat varies
between 1,2g/100g and 43,49/100g.

Subcategory with the highest mean content of fat is Pork belly and bacon (packaged)
(43,49/100g, n=4)). Dry sausages have a mean content of fat of 31,99/100g (n=14) and Paté
279/100g (n=29).

Subcategory with the lowest mean content of fat is Poultry ham and roast (packaged)
(1,29/100g). (Figure 32)

The fat content varies among subcategories but also within a given subcategory, translating
room for reformulation.

The subcategories containing products with the most variable fat content are: Dry sausage (n=
14), Paté (n=29), Pork belly and bacon (packaged) (n=4).
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3.2.3.3 Distribution of saturated fat content by Delicatessen meats and similar subcategories

Saturated_fat distribution among subcategories
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Figure 33 : Saturated fat distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of saturated fat
varies between 0,39/100g and 199g/100g.

Subcategory with the highest mean content of saturated fat is Pork belly and bacon (packaged)
(199/100g, n=4). Also, the subcategory Dry sausage have a high mean content of saturated

fat (139/100g, n=14).

Subcategories with the lowest mean content of saturated fat are Poultry ham and roast
(packaged) (0,39/100g), Alternative products without animal protein (2,39/100g) and Dried,
smoked, or cured pork (2,6 g/1009). (Figure 33)

The saturated fat content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategories containing products with the most variable saturated fat content are: Dry
sausage (n= 14), Paté (n=29), Pork belly and bacon (packaged) (n=4).
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3.2.3.4 Distribution of sugar content by Delicatessen meats and similar subcategories

Sugar distribution among subcategories
Delicatessen meats and similar (n=81)
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Figure 34 : Sugar distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of sugar varies
between 0,2g/100g and 1,3g/100g. (Figure 34)

As expected, all subcategories of Delicatessen meats and similar have low mean content of
sugar.

The sugar content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategories containing products with the most variable sugar content are: Dry sausage
(n=14), Paté (n=29).

44



o Best-ReMaP

Croatia TO statistics report Healthy Food for a Healthy Future

3.2.3.5 Distribution of salt content by Delicatessen meats and similar subcategories
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Figure 35 : Salt distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of salt varies
between 1,21g/100g and 4,88g/100g.

Subcategory with the highest mean content of salt is Dried, smoked or cured pork (4,88g/100g,
n=2). Also, high mean content of salt is found in the subcategories: Cured ham (4,749/100g,
n=8), Assortment of delicatessen meats (4,79/100g, n=1), Dry sausage (3,99g9/100g, n=14)
and Pork belly and bacon (packaged) (3,85g/100g). (Figure 35)

Subcategory with the lowest mean content of salt is Paté (1,21g/100g, n=29).

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation.

The subcategories containing products with the most variable salt content are: Alternative
products without animal protein (n=17), Cured ham (n=8), Pork belly and bacon (packaged)
(n=4) and Dry sausage (n=14).
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3.2.4 Fresh dairy products and desserts

3.2.4.1 Distribution of protein content by Fresh dairy products and desserts subcategories
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Fresh dairy products and desserts (n=63)
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Figure 36 : Protein distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of protein
varies between 3,29/100g and 12,1g/100g.

Subcategory with the highest mean content of protein is Classic plain fresh cheeses with no
added sugar (12,19/100g, n=5). Also, Gourmet plain fresh cheeses with no added sugar has
high amount of protein (the mean content is 8,39/1009g). (Figure 36)

Classic plain yoghurts and fermented milks with no added sugar, Gourmet plain yoghurt and
fermented milks with no added sugar, Classic sweet yoghurt and fermented milks and
Gourmet sweet yogurts and fermented milk have a mean content of protein < 4g/100g.

The protein content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategories containing product with the most variable protein content are: Gourmet
plain fresh cheeses with no added sugar (n=5) and Classic plain yoghurts and fermented milks
with no added sugar (n=32).
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3.2.4.2 Distribution of fat content by Fresh dairy products and desserts subcategories
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Figure 37 : Fat distribution among subcategories of Fresh dairy products and desserts
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Among all subcategories of Fresh dairy products and desserts, the mean content of fat varies

between 1,2g/100g and 13,3g/100g.

Subcategory with the highest mean content of fat is Gourmet plain fresh cheeses with no
added sugar (13,3g/100g, n=5). Gourmet plain yoghurts and fermented milks with no added
sugar has also a high mean content of fat (9,7g/1009).

Classic sweet yoghurts and fermented milks, Classic plain yoghurts and fermented milks with
no added sugar and Classic plain fresh cheeses with no added sugar have a mean content

of fat <3g/100g. (Figure 37)

The fat content varies among subcategories but also within a given subcategory, translating

room for reformulation.

The subcategories containing products with the most variable fat content are: Gourmet plain
fresh cheeses with no added sugar (n=5) and Gourmet sweet yoghurts and fermented milks

(n=6).
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3.2.4.3 Distribution of saturated fat content by Fresh dairy products and desserts subcategories
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Figure 38 : Saturated fat distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of saturated
fat varies between 0,99/100g and 9,99/100g.

Subcategory with the highest mean content of saturated fat is Gourmet plain fresh cheeses
with no added sugar (9,99/100g, n=5) and the lowest mean content of saturated fat is found
in the subcategory Classic plain fresh cheeses with no added sugar (0,99/100g, n=5)).
(Figure 38)

The saturated fat content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategory containing products with the most variable saturated fat content is: Gourmet
plain fresh cheeses with no added sugar (n=5).
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3.2.4.4 Distribution of sugar content by Fresh dairy products and desserts subcategories
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Figure 39 : Sugar distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of sugar
varies between 2,3g/100g and 14,3g/100g.

Subcategory with the highest mean content of sugar is Gourmet sweet yoghurt and fermented
milks (14,3g/100g, n=6), Classic sweet yoghurts and fermented milks has a mean content of
sugar of 10,89/100g (n=11). (Figure 39)

Subcategory with the lowest mean content of sugar is Classic plain fresh cheeses with no
added sugar (2,3g/100g, n=5).

The sugar content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategories containing products with the most variable sugar content are: Classic plain
yoghurts and fermented milks with no added sugar (n=32) and Classic sweet yoghurts and
fermented milks (n=11).
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3.2.4.5 Distribution of fibre content by Fresh dairy products and desserts subcategories
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Figure 40 : Fibre distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of fibre

varies between 0,2g/100g and 1,9g/100g.

Subcategory with the highest mean content of fibre is Classic plain yoghurt and fermented
milks with no added sugar (1,99/100g, n=1). Subcategory with the lowest mean content of
fibre is Gourmet sweet yoghurts and fermented milks (0,2g/100g, n=4). (Figure 40)

As declaring fibre content is not mandatory, there are not much information about fibre

content in this category.

The fibre content varies among subcategories but also within a given subcategory,

translating room for reformulation.

The subcategory containing product with the most variable fibre content is: Classic sweet

yoghurts and fermented milks (n=4).
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3.2.5 Soft drinks

3.2.5.1 Distribution of sugar content by Soft drinks subcategories

Sugar distribution among subcategories
Soft drinks (n=272)
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Figure 41 : Sugar distribution among subcategories of Soft drinks

Among all subcategories of Soft drinks the mean content of sugar varies between 0g/100g and
16,99/100g.

Subcategory with the highest mean content of sugar is Sugar-sweetened fruit beverages
(16,99/100g, n=45).. Other categories also have high mean sugar contents are: Tea beverages
without added sugar (13,49/100g, n=12), Flavoured milk beverages (12,69/100g, n=12), Fruit
beverages with fruit content > or = 50% (9,99/100g, n=18). Subcategory with the lowest mean
content of sugar is Flavoured waters without added sugar (0g/100g, n=3). (Figure 41)

The sugar content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategories containing products with the most variable sugar content are: Tea
beverages without added sugar (n=12), Sugar-sweetened fruit beverages (n=45) and
Flavoured milk beverages (n=12).
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3.2.5.2 Distribution of fibre content by Soft drinks subcategories

Fibre distribution among subcategories
Soft drinks (n=53)
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Figure 42 : Fibre distribution among subcategories of Soft drinks

Among all subcategories of Soft drinks, the mean content of fibre varies between 0,1g/100g
and 0,7g/100g. All subcategories have low mean content of fibres (<1g/100g). (Figure 42)

As declaring fibre content is not mandatory, there are no much information about fibre content
in this category.

The fibre content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategories containing products with the most variable fibre content are: Sugar-

sweetened plant-based beverages (n=17) and Plant-based beverages without added sugar
(n=25).
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3.2.5.3 Distribution of salt content by Soft drinks subcategories
Salt distribution among subcategories
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Figure 43 : Salt distribution among subcategories of Soft drinks

Among all subcategories of Soft drinks, the mean content of salt varies between 0g/100g

(traces) and 0,61g/100g.

The subcategory with the highest amount of mean salt is Flavoured waters without added

sugar (0,61g9/100g, n=3). (Figure 43)
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The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation.

The subcategories containing products with the most variable salt content are: Sugar-
sweetened fruit beverages (n=45) and Flavoured waters without added sugar (n=3).
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3.2.5.4 Distribution of fat content among flavoured milk and plant-based beverages subcategories

Fat distribution among subcategories
Soft drinks (n=126)
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Figure 44 : Fat distribution among subcategories of Soft drinks

Among flavoured milk beverages and Plant-based beverages subcategories, the mean content
of fat varies between 0,99/100g (Flavoured milk beverages, n=12) and 3g/100g (Plant-based
beverages without added sugar, n=85). (Figure 44)

The fat content varies among subcategories but also within a given subcategory, translating
room for reformulation.

The subcategory containing products with the most variable fat content is: Plant-based
beverages without added sugar (n=85).
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3.2.5.5 Distribution of saturated fat content among flavoured milk and plant-based beverages
subcategories

Saturated_fat distribution among subcategories
Soft drinks (n=126)
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Figure 45 : Saturated fat distribution among subcategories of Soft drinks

Among Flavoured milk beverages and Plant-based beverages, the mean content of saturated
fat varies between 0,49/100g (Sugar-sweetened plant-based beverages, n=29) and 1,7g/100g
(Plant-based beverages without added sugar, n=85). (Figure 45)

The saturated fat content varies among subcategories but also within a given subcategory,
translating room for reformulation.

The subcategory containing products with the most variable saturated fat content is: Plant-
based beverages without added sugar (n=85).
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1 Description of the food offer

Ireland participated in the Best-ReMaP first snapshot of TO data collection in 2021 and
collected the following food categories: Breakfast cereals, Bread products, Delicatessen meats
and similar products, Fresh dairy products and desserts and Soft drinks. In addition, Ireland
collected data on Baby food.

Ireland had pre-existing data on breakfast cereals (2016-2017), yogurts (2016-2017) (part of
the fresh dairy products and desserts category), and foods targeting infants (0-12months) and
young children (12-36 months) (2017). For the purpose of this report only statistical description
of the food categories collected for the first time (TO) will be included (Bread products,
Delicatessen meats and Similar products, Fresh dairy products and desserts and Soft drinks).
Note that details of the food offer collected for the Breakfast cereals category (type of brand,
portion size, nutritional values...) is therefore not included in this report.

Between June 2021 and November 2021, n=3471 (n=3114 excluding baby foods) products
were collected in four Irish supermarkets including Tesco Ireland, SuperValu, Lidl and Aldi.
Detailed market shares of collected products were not purchased, however according to
Kantar (2022) these 4 supermarkets represent 68.8% of market share (Kantar, 2022). National
and retailer brand food products were collected in all retailers. All pre-packaged labelled food
products (100%) available on shelves in the supermarkets on days of data collection for the
priority food categories (Breakfast cereals (10.6% n=367), Bread products (15.49%, n=538),
Delicatessen meats and similar products (20.33%, n=706), Fresh dairy products and desserts
(20.54%, n=713), Soft drinks (22.76%, n=790)) plus additional food category Baby food
(10.28%, n=357) were collected (photographs of products packaging were taken in stores).
Although Baby food category was not part of the priority food categories for the Best-ReMaP
project it was collected as extra data and will be included in the T+1 report.

1.2.1 Number of products collected by category

The total number of products presented in this report is 3100, of which 524 Bread products,
367 Breakfast cereals, 706 Delicatessen meats and similar, 713 Fresh dairy products and
desserts and 790 Soft drinks.
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1.2.2 Proportion of the types of brand collected by category
Proportion of the different types of brand collected (per category)

100%
75% 21%
50%
25% |
0%

Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks
products cereals and similar and desserts (n=790)
(n=524) (n=367) (n=706) (n=713)
. National brand i| Entry level retailer brand - Specialised retailer brand
. Retailer brand . Hard discount . Specialised organic retailer brand

Figure 1 : Proportion of the different types of brands collected (per category)

Among the 524 products collected in the Bread products category (Figure 1):

e 549% belong to national brand (n= 284)
e 16% belong to retailer brand (n= 83)
e 30% belong to hard discount brand (n= 157)

Among the 367 products collected in the Breakfast cereals category (Figure 1):

e 59% belong to national brand (n=216)
e 21% belong to retailer brand (n=77)
e 20% belong to hard discount brand (n=74)

Among the 706 products collected in the Delicatessen meats and similar category (Figure 1):

e 38%belong to national brand (n=265)
e 24% belong to retailer brand (n=171)
e 38% belong to hard discount brand (n=270)
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Among the 713 products collected in the Fresh dairy products and desserts category (Figure
1):

e 52% belong to national brand (n=373)
e 149% belong to retailer brand (n=100)
o 34% belong to hard discount brand (n=240)

Among the 790 products collected in the Soft drinks category (Figure 1):

e 73% belong to national brand (n=571)
e 9% belong to retailer brand (n=75)
e 18% belong to hard discount brand (n=144)

None of the products collected during Best-ReMaP among all five categories belong to entry
level retailer brand, specialized retailer brand or specialized organic retailer brand.

The proportion of products collected in national, retailer and hard discount brand varied
between different food categories. For example, the majority of soft drinks accounted for
national brand type products (73%), where food category delicatessen meats and similar was
split nearly evenly between the three types of brands represented.
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1.2.3 Description of the collected food offer by category
1.2.3.1 Bread products

Distribution of the references collected, by subcategories (in number of references)
Bread products (n=524)

Plain brioches (n=6)

Wholemeal_cereal_grains brioches (n=2) 0.'%

Cream-filled brioches (n=4)
Brioches with fruit (n=0) 0%
Chocolate brioches (n=8)

Fine bakery wares_croissants (n=6)

o

|!|I|I|‘I!ll

Fine bakery wares_chocolate croissants (n=3)

Fine bakery wares_other (n=12)

Plain white sandwich breads / hamburger /hot dog buns (n=83)
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=135)
Other_sandwich breads / hamburger / hot dog buns (n=29)

Pre-packaged breads (n=75)

Pre-baked breads (n=25)

Tortilla breads and wraps (n=46)

o

Unleavened breads (n=3)

Other breads (n=73)

Plain toasted breads and toasts (n=3) Olﬁ
Wholemeal_cereal_grains toasted breads and toasts (n=4)

Other bread products (n=7)

=
=

10% 20%

Figure 2 : Distribution of the references collected, by subcategories among Bread products

Distribution by subcategories of products collected among Bread products (Figure 2) shows
that Wholemeal_cereal_grains sandwich breads/hamburger/hot dog buns (n=135, 26%) and
Plain white sandwich breads/hamburger/hot dog buns (n=83, 16%) are the most frequent type
of breads.

On the contrary, the least represented subcategories are: Wholemeal_cereal_grains brioches
(n=2, 0.4%), Fine bakery wares_chocolate croissants (n=3, 0.6%), Plain toasted breads and
toasts (n=3, 0.6%), Unleavened breads (n=3, 0.6%), Cream-filled brioches (n=4, 0.8%),
Wholemeal_cereal_grains toasted breads and toasts (n=4, 0.8%), Fine bakery
wares_croissant (n=6, 1%), Plain brioches (n=6, 1%), Other bread products (n=7, 1%), and
Chocolate brioches (n=8, 2%).

No products are available in Brioches with fruit product subcategory as these types of products
were not available on the Irish market during the data collection.
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Proportion of the different types of brand collected, by subcategories
Bread products (n=524)

Plain brioches (n=6)

Wholemeal_cereal_grains brioches (n=2)

Cream-filled brioches (n=4)

Brioches with fruit (n=0)

Chocolate brioches (n=8)

Fine bakery wares_croissants (n=6)

Fine bakery wares_chocolate croissants (n=3)

Fine bakery wares_other (n=12)

Plain white sandwich breads / hamburger /hot dog buns (n=83)
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=135)
Other_sandwich breads / hamburger / hot dog buns (n=29)
Pre-packaged breads (n=75)

Pre-baked breads (n=25)

Tortilla breads and wraps (n=46)

Unleavened breads (n=3)

Other breads (n=73)

Plain toasted breads and toasts (n=3)
Wholemeal_cereal_grains toasted breads and toasts (n=4)
Other bread products (n=7)

0% 25% 50% 75% 100%

|| Nationalbrand  Entry level retailer brand | Specialised retailer brand
| Retaierbrand I Hard discount [ speciaiised organic retailer brand

Figure 3: Proportion of the different types of brand collected, by subcategories among Bread products

Among the 524 products collected, the proportion of the different types of brands are variable
among subcategories (Figure 3).

- National brands are the most represented among most subcategories (between 0 and
100% of products collected depending on the subcategory).

- Retailer brands are less represented (between 0% and 33% of products collected in 18
out of 19 subcategories).

- Hard discount are the second most represented (available in 15 out of 19
subcategories, between 0% and 100% depending on the subcategory).
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1.2.3.3 Delicatessen meats and similar

Distribution of the references collected, by subcategories (in number of references)
Delicatessen meats and similar (n=706)

Cooked pork ham and roast (packaged) (n=130)
Poultry ham and roast (packaged) (n=75)
Cured ham (n=47)

Dried, smoked or cured pork (n=17)

Dried, smoked or cured beef (n=1)

Other cured meats (n=8)

Sausages (n=132)

Dry sausage (n=60)

Pepperoni (n=9)

Chorizo (n=27)

Cooked beef (packaged) (n=26)

Other cooked meats (packaged) (n=0)

Paté (n=13)

Preserved pork or poultry liver (canned) (n=0)
Pork belly and bacon (packaged) (n=132)
Poultry lardons (n=1)

Alternative products without animal protein (n=25)

Assortment of delicatessen meats (n=3)

0% 5% 10% 15%

Figure 4: Distribution of the references collected, by subcategories among delicatessen meats and
similar

The distribution of delicatessen meats and similar products are mainly predominant among the
four subcategories including Cooked pork ham and roast (packaged) (n=130, 18%), Sausages
(n=132, 19%), Pork belly and bacon (packaged) (n=132, 19%) and Poultry ham and roast
(packaged) (n=75, 11%) (Figure 4).

Subcategories with small numbers of products include Dried, smoked or cured beef (n=1,
0.1%), Poultry lardons (n=1, 0.1%), Assortment of delicatessen meats (n=3, 0.4%), Other
cured meats (n=8, 1%), Pepperoni (n=9, 1%), Pate (n=13, 2%), Dried smoked or cured pork
(n=17, 2%), Alternative products without animal protein (n=25, 4%), Cooked beef (packaged)
(n=26, 4%), Chorizo (n=27, 4%), Cured ham (n=47, 7%), and Dry sausage (n=60, 9%).

No products are available in Preserved pork or poultry liver (canned) and Other cooked meats
(packaged) subcategories.
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Cooked pork ham and roast (packaged) (n=130)
Poultry ham and roast (packaged) (n=75)

Cured ham (n=47)

Dried, smoked or cured pork (n=17)

Dried, smoked or cured beef (n=1)

Other cured meats (n=8)

Sausages (n=132)

Dry sausage (n=60)

Pepperoni (n=9)

Chorizo (n=27)

Cooked beef (packaged) (n=26)

Other cooked meats (packaged) (n=0)

Paté (n=13)

Preserved pork or poultry liver (canned) (n=0)
Pork belly and bacon (packaged) (n=132)
Poultry lardons (n=1)

Alternative products without animal protein (n=25)

Assortment of delicatessen meats (n=3)

Figure 5: Proportion of the different types of brand collected, by subcategories among Delicatessen

meats and similar

Proportion of the different types of brand collected, by subcategories
Delicatessen meats and similar (n=706)

38%
23% 25%
28%
6% 29%

46 %
42 %
33 %
30%
12% 35%

67 %
25%

National brand

Retailer brand

23%

36 %

100 %
12%
16 %
27 %
33%
37 %

30 %
100 %
100 %

50%

Entry level retailer brand

Hard discount

52%

759

Specialised retailer brand

39 %

36 %

38%
38%
2%
33%
3%

33%

Specialised organic retailer brand

100%

The proportion of type of brands varied between the subcategories for Delicatessen meats and
similar products (Figure 5).

- National brands are the most represented among all the following sub-categories:
Dried, smoked or cured beef (100%), Alternative products without animal protein
(100%), Poultry lardons (100%), Assortment of delicatessen meats (67%), Other cured
meats (50%), Sausages (46%), Dry sausage (42%), Cooked pork ham and roast
(packaged) (38%) and Pork belly and bacon (packaged) (36%).

- The subcategories with the highest proportion of retailer brands include Chorizo (37%),

Cured ham (36%) and Cooked beef (packaged) (35%).

- The sub-categories in which hard discount brands are most represented are: Dried,
smoked or cured pork (65%), Pate (62%), Cooked beef packaged (53%), Poultry ham

and roast (packaged) (52%), Cooked pork ham and roast (packaged) (39%).
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1.2.3.4 Fresh dairy products and desserts

Classic plain yoghurts and fermented milks with no added sugar (n=50)

Gourmet plain yoghurts and fermented milks with no added sugar (n=27)

Artificially-sweetened yoghurts and fermented milks (n=115)

Distribution of the references collected, by subcategories (in number of references)
Fresh dairy products and desserts (n=713)

Classic sweet yoghurts and fermented milks (n=187)

Gourmet sweet yoghurts and fermented milks (n=138)

Classic plain fresh cheeses with no added sugar (n=6)

Gourmet plain fresh cheeses with no added sugar (n=1) 0,1 %
Classic sweetened fresh cheeses (n=41) [ 1 |
Gourmet sweet fresh cheeses (n=3) O.l%
Artificially-sweetened fresh cheeses (n=19) —
Dessert creams and jellied milks (n=17) -
Liégeois desserts and similar (n=6) I
Curdled milks (n=0) 0%
Fresh desserts with cereals (n=22) _
Fresh mousse-type desserts (n=16) -
Egg-based fresh desserts (n=5) (.ﬁ
Fresh light and/or artificially-sweetened desserts (n=4) O'n
Fresh plain unsweetened soy desserts (n=2) Ovl%
Fresh sweetened soy desserts (n=34) _
Other fresh plant-based desserts (n=19) _
Other dairy products (n=1) 0. 1 %
0% 10% 20%

Figure 6: Distribution of the references collected, by subcategories among Fresh dairy products and
desserts

The distribution of the Fresh dairy products and desserts varied between subcategories with
the majority of the products in the subcategories: Classic sweet yoghurts and fermented milks
(n=187, 26%), Gourmet sweet yoghurts and fermented milks (n=138, 19%), Artificially-
sweetened yoghurts and fermented milks (n=115, 16%) (Figure 6).

The remaining subcategories present a smaller number of products including Classic
plain yoghurts and fermented milks with no added sugar (n=50, 7%), Classic
sweetened fresh cheeses (n=41, 6%) and Fresh sweetened soy desserts (n=34, 5%).

The least number of products representing 5% or less of the Fresh dairy products and
desserts category include Gourmet plain fresh cheeses with no added sugar (n=1,
0.1%), Other dairy products (n=1, 0.1%), Fresh plain unsweetened soy desserts (n=2,
0.3%), Gourmet sweet fresh cheeses (n=3, 0.4%), Fresh light and/or artificially-
sweetened desserts (n=4, 0.6%), Egg-based fresh desserts (n=5, 0.7%), Liégeois
desserts and similar (n=6, 0.8%), Classic plain fresh cheeses with no added sugar
(n=6, 0.8%), Fresh mousse-type desserts (n=16, 2%), Dessert creams and jellied milks
(n=17, 2%), Artificially-sweetened fresh cheeses (n=19, 3%), Fresh desserts with
cereals (n=22, 3%), Other fresh plant-based desserts (n=19, 3%), Gourmet plain
yoghurts and fermented milks with no added sugar (n=27, 4%).

No products are represented in Curdled milks subcategory.
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Proportion of the different types of brand collected, by subcategories
Fresh dairy products and desserts (n=713)

Classic plain yoghurts and fermented milks with no added sugar (n=50) 58 % 18 % 24 %
Gourmet plain yoghurts and fermented milks with no added sugar (n=27) 33% 30 % 37 %
Classic sweet yoghurts and fermented milks (n=187) 63 % 1% 26 %
Gourmet sweet yoghurts and fermented milks (n=138) 32 % 25% 43 %
Artificially-sweetened yoghurts and fermented milks (n=115) 57 % 5% 38 %
Classic plain fresh cheeses with no added sugar (n=6) 33 % 50 % 17 %
Gourmet plain fresh cheeses with no added sugar (n=1) 100 %
Classic sweetened fresh cheeses (n=41) 34 % 20 % 46 %

Gourmet sweet fresh cheeses (n=3)
Artificially-sweetened fresh cheeses (n=19)
Dessert creams and jellied milks (n=17)
Liégeois desserts and similar (n=6)

Curdled milks (n=0)

Fresh desserts with cereals (n=22)

Fresh mousse-type desserts (n=16)
Egg-based fresh desserts (n=5)

Fresh light and/or artificially-sweetened desserts (n=4)
Fresh plain unsweetened soy desserts (n=2)
Fresh sweetened soy desserts (n=34)

Other fresh plant-based desserts (n=19)
Other dairy products (n=1)

Figure 7: Proportion of the different types of brand collected, by subcategories among fresh dairy products

and desserts

0%

100 %
37 %
82 %
100 %

50 %
69 %
40 %
100 %
50 %
64 %

100 %
25% 50%

National brand Entry level retailer brand

Retailer brand Hard discount

63 %

50 %
12%
60 %

50 %
18 %

75%

Specialised retailer brand

Specialised organic retailer brand

12 %

19 %

18 %
16 %

100%

The majority of products collected in the Fresh dairy products and desserts category belong
either to national or to hard discount brand (Figure 7).

National brands are predominant in the following subcategories: Gourmet plain fresh
cheeses with no added sugar (100%), Gourmet sweet fresh cheeses (100%), Fresh
light and/or artificially sweetened desserts (100%), Other fresh plant-based desserts
(84%), Dessert creams and jellied milks (82%), Fresh mousse-type desserts (69%),
Fresh sweetened soy desserts (64%), Classic sweet yoghurts and fermented milks
(63%), Classic plain yoghurts and fermented milks with no added sugar (58%),
Artificially-sweetened yoghurts and fermented milks (57%). For all categories the
number of products included is small (less than 30), with the exception of Classic sweet
yoghurts and fermented milks (n=187), Gourmet sweet yoghurts and fermented milks
(n=138), Artificially-sweetened yoghurts and fermented milks (n=115), Classic plain
yoghurts and fermented milks with no added sugar (n=50), Classic sweetened fresh
cheeses (n=41).

Hard discount brands are prevalent in the subcategories including Other dairy products
(100%), Liégeois desserts and similar (100%), Artificially-sweetened fresh cheeses
(63%), Egg-based fresh desserts (60%), Classic sweetened fresh cheeses (46%),
Fresh desserts with cereals (50%), Gourmet sweet yoghurts and fermented milks
(43%) and Artificially-sweetened yoghurts and fermented milks (38%). For all
categories the number of products included is small (between 1 and 22), except for
Classic sweetened fresh cheeses (46%, n=41), Gourmet sweet yoghurts and
fermented milks (43%, n=138), Artificially-sweetened yoghurts and fermented milks
(38%, n=115), Classic sweet yoghurts and fermented milks (37%, n =187), Classic
plain yoghurts and fermented milks with no added sugar (24%, n=50).

Retailer brands are less represented with a smaller number of products in the

subcategories of the Fresh dairy products and desserts, including Gourmet plain
yoghurts and fermented milks with no added sugar (30%), Gourmet sweet yoghurts
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and fermented milks (25%), Classic plain fresh cheeses with no added sugar (20%),
Classic sweetened fresh cheeses (20%), Classic plain yoghurt with fermented milks
and no added sugar (18%), Fresh sweetened soy desserts (18%), Fresh mousse-type
desserts (12%), Classic sweet yoghurts and fermented milks (11%), Dessert creams
and jellied milks (6%) and Atrtificially-sweetened yoghurts and fermented milks (5%).
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1.2.3.5 Soft drinks

Distribution of the references collected, by subcategories (in number of references)
Soft drinks (n=790)

Colas without added sugar (n=46)

I} and artificially d colas (n=6)
Sugar-sweetened colas (n=16)

Tea beverages without added sugar (n=4)

g and artificially tea (n=17)
Sugar-sweetened tea beverages (n=14)

Tonics and bitters without added sugar (n=9)

Sug and artificially tonics and bitters (n=7)
Sugar-sweetened tonics and bitters (n=25)

Flavoured waters without added sugar (n=54)

Flavoured sug: and artificially waters (n=26)
Flavoured sugar-sweetened waters (n=11)

Fruit beverages with fruit content > or = 50% (n=72)

Fruit beverages without added sugar (n=116)

Sug: d and artificially 1ed fruit b (n=81)
Sugar-sweetened fruit beverages (n=15)

Vegetable beverages (n=14)

Flavoured milk beverages (n=50)

Plant-based beverages without added sugar (n=59)

Sug: plant-based (n=29)

Energy drinks without added sugar (n=33)

Sug 1ed and artificially energy drinks (n=43)
Sugar-sweetened energy drinks (n=8)

Alcohol-free beers without added sugar (n=17)

Sugar-sweetened alcohol-free beers (n=4)

Other beverages without added sugar (n=6)

Other sugar-sweetened beverages (n=8)

B

=)
=R

5% 10% 15%
Figure 8: Distribution of the references collected, by subcategories among Soft drinks

Figure 8 shows the distribution of the subcategories in the Soft drinks category.

- The most represented subcategories are Fruit beverages without added sugar
(n=116, 15%), Sugar-sweetened and artificially-sweetened fruit beverages
(n=81, 10%), Fruit beverages with fruit content > or = 50% (n=72, 9%),
Flavoured waters without added sugar (n=54, 7%), and Plant based beverages
without added sugar (n=59, 7%).

- The least represented and accounting for less than 1% of Soft drinks are Tea
beverages without added sugar (n=4, 0.5%), Sugar-sweetened alcohol-free
beers (n=4, 0.5%), Sugar-sweetened and artificially-sweetened colas (n=6,
0.8%), Other beverages without added sugar (n=6, 0.8%), and Sugar-
sweetened and artificially-sweetened tonics and bitters (n=7, 0.9%).
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Colas without added sugar (n=46)

Sug and artificially colas (n=6)
Sugar-sweetened colas (n=16)

Tea beverages without added sugar (n=4)

Sug and artificially tea (n=17)
Sugar-sweetened tea beverages (n=14)

Tonics and bitters without added sugar (n=9)

Sug and artificially tonics and bitters (n=7)
Sugar-sweetened tonics and bitters (n=25)

Flavoured waters without added sugar (n=54)

Flavoured sug: and artificially waters (n=26)
Flavoured sugar-sweetened waters (n=11)

Fruit beverages with fruit content > or = 50% (n=72)

Fruit beverages without added sugar (n=116)

Sug and artificially fruit (n=81)
Sugar-sweetened fruit beverages (n=15)

Vegetable beverages (n=14)

Flavoured milk beverages (n=50)
Plant-based beverages without added sugar (n=59)
S

plant-based (n=29)
Energy drinks without added sugar (n=33)
Sug: and artificially d energy drinks (n=43)

Sugar-sweetened energy drinks (n=8)
Alcohol-free beers without added sugar (n=17)
Sugar-sweetened alcohol-free beers (n=4)
Other beverages without added sugar (n=6)
Other sugar-sweetened beverages (n=8)

Proportion of the different types of brand collected, by subcategories
Soft drinks (n=790)

Figure 9: Proportion of the different types of brand collected, by subcategories among Soft drinks

% 25% 50% 75% 100%
. National brand Entry level retailer brand . Specialised retailer brand
| Retailerbrand || Hard discount [T speciatised organic retailer brand

The majority of the products collected among all subcategories belong to national brand
(between 17% and 100% of products from National brand per category), except for Vegetable
beverages and Sugar-sweetened and Artificially-sweetened colas for which the proportion of
hard discount products is higher (respectively 57% and 66% of products from hard discount

brand) (Figure 9).
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2 Labelling parameters

2.1 Front of pack labelling per category

Proportion of collected products with or without front of pack labeling, by category

' 4 %
& 14.% .
| I 21.:%

100%
75%
50%

25%

0%

Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks
products cereals and similar and desserts (n=790)
(n=524) (n=367) (n=7086) (n=713)
Choices Keyhole MNutriscore . Traffic light
Finnish heart Nutrinform battery | Reference intake . Without FOP labeling

Figure 10: Proportion of collected products with or without front of pack labelling, by category

The frequency of the appearance of a front of pack labelling is observed for each of the
categories monitored (Figure 10).

- Alarge proportion of products do not have FOP labelling, ranging between 12% (n=44)
of products in the Breakfast cereals category (n=367) and 54% (n=385) products in the
Fresh dairy products and desserts category (n=713).

- All categories contain products with Traffic light labelling. It's predominant in Breakfast
cereals category (72%), and its use ranges from 32 - 48% of products in the remaining
four food categories.

- Reference intake labelling is also present in the 5 categories, from 4% in Delicatessen
meats and to 21% in Soft drinks.
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- No other front of pack labelling is present on the packaging of the products collected
during Best-ReMaP data collection.
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2.2.1 Bread products
2.2.1.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Bread products (n=524)

Wholemeal_cereal_grains brioches (n=2) 50 % 50 %
Brioches with fruit (n=0)
Fine bakery wares_croissants (n=6) 83 % 17 %
Fine bakery wares_chocolate croissants (n=3) 67 % 3%
Plain white sandwich breads / hamburger /hot dog buns (n=83) 88 % 12 %
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=135)
Other_sandwich breads / hamburger / hot dog buns (n=29) 83 % 17 %
Pre-packaged breads (n=75)
Pre-baked breads (n=25) 100 %
Tortilla breads and wraps (n=46) 89 % 1%

Other breads (n=73) 79 % 21%
Wholemeal_cereal_grains toasted breads and toasts (n=4)
Other bread products (n=7) 57 % 43 %
0% 25% 50% 75% 100%
With quantified portion size Without quantified portion size
(n=425) ; 81% (n=99) ; 19%

Figure 11: Proportion of collected products with or without quantified portion size, by subcategories among

Bread products

Among the 524 products collected, 81% (n=425) of products have a quantified portion size

(Figure 11).

- The majority of products in most subcategories collected have quantified portion

size.

- On the contrary, all the products of the subcategory Unleavened breads (n=3) are

without quantified portion size (100%).

- Al products in the three sub-categories, Pre-baked breads (n=25), Cream

-filled

brioches (n=3) and Wholemeal_cereal_grains toasted breads and toasts (h=4) have a

quantified portion size.

- Other subcategories with the proportion of products (>80%) with a quantified portion
size include Fine bakery wares_other (n=12, 92%), Tortilla breads and wraps (n=46,
89%), Plain white sandwich breads / hamburger /hot dog buns (n=83, 88%),
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=135, 87%),
Other_sandwich breads / hamburger / hot dog buns (n=29, 83%) and Fine bakery

wares_croissants (n=6, 83%).
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2.2.1.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category
Bread products (n=425)

8%

Portion sizes (g or mL)

38
40
50
70

I a0
Other

61 %

Figure 12: Proportion of the five most represented portion sizes among collected products in the Bread
products category

Portion size in Bread products category varies. The five most frequent portion sizes are
highlighted in Figure 12. The most frequent portion size is 40g (11%), followed by 50g (9%),
389 (8%), 70g (7%) and 80g (4%). A large proportion of products had varied portion sizes and
represented the “other” category in the pie chart.
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2.2.3 Delicatessen meat and similar
2.2.3.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Delicatessen meats and similar (n=706)

Cooked pork ham and roast (packaged) (n=130)
Poultry ham and roast (packaged) (n=75)

Cured ham (n=47)

Dried, smoked or cured pork (n=17)

Dried, smoked or cured beef (n=1)

Other cured meats (n=8)

Sausages (n=132)

Dry sausage (n=60)

Pepperoni (n=9)

Chorizo (n=27)

Cooked beef (packaged) (n=26)

Other cooked meats (packaged) (n=0)

Paté (n=13)

Preserved pork or poultry liver (canned) (n=0)
Pork belly and bacon (packaged) (n=132)
Poultry lardons (n=1)

Alternative products without animal protein (n=25)

Assortment of delicatessen meats (n=3)

0% 25% 50% 75% 100%

With quantified portion size Without quantified portion size
(n=478) ; 68% (n=228) ; 32%

Figure 13: Proportion of collected products with or without quantified portion size, by subcategories
among Delicatessen meats and similar

The majority of products in the Delicatessen meats and similar have a quantified portion size
(n=478, 68%) (Figure 13).

- All products in the Assortment of delicatessen meats sub-category are without
guantified portion size (100%). In addition, no products in the two subcategories, Dried,
smoked or cured beef (n=1) and Poultry lardons (h=1) have a quantified portion size.

- A quantified portion size is indicated on the packaging for over 80% of products in the
following subcategories: Cooked beef (packaged) (n=26, 85%), Alternative products
without animal protein (n=25, 84%) and Cooked pork ham and roast (packaged)
(n=130, 85%).
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2.2.3.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Delicatessen meats and similar (n=478)

4%
7% S

Portion sizes (g or mL)
13
20

8% 25

4 4%\ - 30

10 %

50
Other

67 %

Figure 14:. Proportion of the five most represented portion sizes among collected products in the
Delicatessen meats and similar category

Of products with a suggested portion size in the Delicatessen meats and similar, the five
portion sizes most represented varies between 13g and 50g. However, with the majority of
products have an ‘Other’ portion size (Other=67%) due to a large variability in portion sizes in
this food category (Figure 14). The most representative portion size is 25g (10%), followed by
30g (8%), 20g (7%), 13g (4%) and 509 (4%).
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2.2.4 Fresh dairy products and desserts
2.2.4.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Fresh dairy products and desserts (n=713)

Classic plain yoghurts and fermented milks with no added sugar (n=50)
Gourmet plain yoghurts and fermented milks with no added sugar (n=27)
Classic sweet yoghurts and fermented milks (n=187)

Gourmet sweet yoghurts and fermented milks (n=138)
Artificially-sweetened yoghurts and fermented milks (n=115)

Classic plain fresh cheeses with no added sugar (n=6)

Gourmet plain fresh cheeses with no added sugar (n=1)

Classic sweetened fresh cheeses (n=41)

Gourmet sweet fresh cheeses (n=3)

Artificially-sweetened fresh cheeses (n=19)

Dessert creams and jellied milks (n=17)

Liégeois desserts and similar (n=6)

Curdled milks (n=0})

Fresh desserts with cereals (n=22)

Fresh mousse-type desserts (n=16)

Egg-based fresh desserts (n=5)

Fresh light and/or artificially-sweetened desserts (n=4)

Fresh plain unsweetened soy desserts (n=2)

Fresh sweetened soy desserts (n=34)

Other fresh plant-based desserts (n=19)

Other dairy products (n=1})

With quantified portion size Without quantified portion size
(n=653) ; 92% (n=80) ; 8%

Figure 15: Proportion of collected products with or without quantified portion size, by subcategories
among Fresh dairy products and desserts

The majority of products in the Fresh dairy products and desserts have a quantified portion
size (n=653, 92%) (Figure 15).

- All products (100%) in the following subcategories were with quantified portion size:
Gourmet plain fresh cheeses with no added sugar (n=1), Classic sweetened fresh
cheeses (n=41), Gourmet sweet fresh cheeses (n=3), Artificially-sweetened fresh
cheeses (n=19), Dessert creams and jellied milks (n=17), Liégeois desserts and similar
(n=6), Fresh mouse-type desserts (n=16), Fresh desserts with cereals (n=22), Fresh
light and/or artificially-sweetened desserts (n=4), Fresh plain unsweetened soy
desserts (n=2), Fresh sweetened soy desserts (n=34) and Other dairy products (n=1).

- A small proportion of products in the following subcategories were without quantified
portion size, Classic plain yoghurts and fermented milks with no added sugar (n=50, of
which 38% without quantified portion size), Gourmet plain yoghurts and fermented
milks with no added sugar (n=27, of which 22% without quantified portion size), Other
fresh plant-based desserts (n=19, of which 21% without quantified portion size), Egg-
based fresh desserts (n=5, of which 20% without quantified portion size), Classic plain
fresh cheeses with no added sugar (n=6, of which 17%without quantified portion size),
Classic sweet yoghurts and fermented milks (n=187, of which 10% without quantified
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portion size), Gourmet sweet yoghurts and fermented milks (n=138, of which 4%
without quantified portion size) and Artificially-sweetened yoghurts and fermented milks
(n=115, of which 3% without quantified portion size).

2.2.4.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category
Fresh dairy products and desserts (n=653)

14 % . .
Portion sizes (g or mL)
100
125
24 % 150
160
| 180
Other

40 %

LBy 15%

Figure 16: Proportion of the five most represented portion sizes among collected products in the Fresh
dairy products and dessert category

The most common portion size in the Fresh dairy products and desserts was 1259 (24%)
which corresponds to the weight of a standard yoghurt pot, followed by 1509 (15%), 100g
(14%), 180g (4%) and 160g (3%) (Figure 16). "Other” portion size category represented
40% of products corresponding to a variation of portion sizes other than presented in the
pie chart.
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2.2.5 Soft drinks

2.2.5.1 Proportion of products with and without quantified portions by subcategory

Colas without added sugar (n=46)

Sug d and artificially d colas (n=6)
Sugar-sweetened colas (n=16)
Tea beverages without added sugar (n=4)

Sug 1ed and artificially

d tea beverages (n=17)
Sugar-sweetened tea beverages (n=14)

Tonics and bitters without added sugar (n=9)

Sugar: d and artificially 1ed tonics and bitters (n=7)
Sugar-sweetened tonics and bitters (n=25)

Flavoured waters without added sugar (n=54)

Flavoured sugar: ved and ar y ed waters (n=26)
Flavoured sugar-sweetened waters (n=11)
Fruit beverages with fruit content > or = 50% (n=72)

Fruit beverages without added sugar (n=116)

Sugar- d and artificially ed fruit beverages (n=81)
Sugar-sweetened fruit beverages (n=15)
Vegetable beverages (n=14)

Flavoured milk beverages (n=50)

Plant-based beverages without added sugar (n=59)
Sugar-sweetened plant-based beverages (n=29)

Energy drinks without added sugar (n=33)

Sug: red and 1ed energy drinks (n=43)

Sugar-sweetened energy drinks (n=8)
Alcohol-free beers without added sugar (n=17)
Sugar-sweetened alcohol-free beers (n=4)
Other beverages without added sugar (n=6)

Other sugar-sweetened beverages (n=8)

Proportion of collected products with or without
quantified portion size, by subcategory
Soft drinks (n=790)
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Figure 17: Proportion of collected products with or without quantified portion size, by subcategories among

Soft drinks

The majority of Soft drinks had a quantified portion size (n=670, 85%) (Figure 17). The
proportion of Soft drinks without quantified portion size was higher in Other sugar-sweetened
beverages (75% vs 25%), Plant-based beverages without added sugar (61% vs 39%), and
Sugar-sweetened plant-based beverages (55% vs 45%).
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2.2.5.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category
Soft drinks (n=670)

14 % S
Portion sizes (g or mL)

150
13% 200
250
330

M s00

Other

41 %

Figure 18: Proportion of the five most represented portion sizes among collected products in the Soft
drinks category

Portion sizes varied in the Soft drinks category with the most predominant portion size of
250mL (41%), followed by 330mL (17%), 150mL (14%), 200mL (13%),”Other” (8%) and
500mL (8%) (Figure 18). The most common portion sizes in this category correspond to the
size of a glass (250mL), cans (330ml) or individual bottles (500ml).
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3 Labelled nutritional values

Table 1 : Labelling frequency (%) of nutritional values by nutrients and categories

Category _name

Energy kJ

Energy kCal

Fat

Saturated_fat

Carbohydrates

Sugar

Protein

Salt

Fibre

Bread products
(n=524)

100%

100%

100%

100%

100%

100%

100%

100%

99%

Delicatessen

meats and

similar (n=706)

100% 100% | 100% 100% 100% | 100% | 100%

100%

69%

Fresh dairy

products and

desserts
(n=713)

99% 99% | 99% 99% 99% | 99% 99%

66%

Soft drinks
(n=790)

100% 100% | 100% 100% 100% | 100% | 100%

100%

44%

Table 1 shows the frequency of labelling of nutritional values by nutrient and category. The
majority of the products collected are nutritionally labelled according to the European
regulation 1169/2011, INCO™.

Fibre is the nutrient with the lowest frequency of labelling among the products collected:
Delicatessen meats and similar (69% of products included in the category have a labelled fibre
content), Fresh dairy products and desserts (66% of products included in the category have a
labelled fibre content) and Soft drinks (44% of products included in the category have a labelled
fibre content). This can be explained by the fact that this labelling is not mandatory in Europe,
according to INCO regulation?.

! Regulation (EU) No 1169/2011 of the European Parliament and of the Council of 25 October 2011 on
the provision of food information to consumers, amending Regulations (EC) No 1924/2006 and (EC) No
1925/2006 of the European Parliament and of the Council, and repealing Commission Directive
87/250/EEC, Council Directive 90/496/EEC, Commission Directive 1999/10/EC, Directive 2000/13/EC
of the European Parliament and of the Council, Commission Directives 2002/67/EC and 2008/5/EC and
Commission Regulation (EC) No 608/2004 (Text with EEA relevance)
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3.2 Overview of the nutritional composition

3.2.1 Bread products
The nutrients considered for the Bread products category are: Fat, Saturated fat, Sugars, Salt and Fibre.

3.2.1.1 Distribution of fat content by Bread products subcategories

Fat distribution among subcategories
Bread products (n=524)
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Figure 19: Fat distribution among subcategories of Bread products



Among all subcategories of Bread products, the mean content of fat varied considerably
between 2.29/100g (Pre-baked breads) and 23.2g/100g (Fine bakery wares_chocolate
croissants) (Figure 19).

Subcategories with the highest mean fat content were: Fine bakery wares_chocolate
croissants (23.2g/100g), Fine bakery wares_croissants (19.7g/100g) and Fine bakery
wares_other (17.4g9/100g).

Subcategories with the lowest mean fat content (between 2.29/100g and 4.8g/100g)
were: Pre-baked breads, Other breads, Plain white sandwich breads / hamburger /hot
dog buns, Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns,
Pre-packaged breads, and Other bread products.

The fat content varies among subcategories but also within a given subcategory, which
means there is room for reformulation. The subcategories containing products with the
most variable fat content were: Fine bakery wares_other (n=12) with a minimum fat
content of 3g/100g and maximum fat content of 29.7g/100g. A large variation of fat
content was also observed in sub-category Unleavened breads (n=3) with a minimum
fat content of 6.89/100g and a maximum fat content of 17g/100g. The variation of fat
content in these sub-categories may be explained by the variation of the types of
products in each subcategory which are manufactured by different types of brands.

Finally, the subcategories containing products with the most homogeneous fat content
were: Wholemeal_cereal_grains brioches (n=2), Other bread products (n=7), Pre-
baked breads (n=25), Other breads (n=73), Chocolate brioches (n=8) and Tortillas
breads and wraps (n=46) with fat content variation between 0.1 and 1.99/100g.
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3.2.1.2 Distribution of saturated fat content by Bread products subcategories
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Mean saturated fat content varied between sub-categories from 0.49/100g (Pre-baked
breads) up to 11.4g/100g (Fine bakery wares_chocolate croissants) (Figure 20).

- Highest mean saturated fat was observed in Fine bakery wares_chocolate croissants
sub-category (11.49/100g) with a maximum saturated fat reaching 14g/100g. This may
be explained by the presence of chocolate in the products. Other sub-categories
demonstrating higher mean saturated fat content were Fine bakery wares_croissants
(10.4g/100g) and Fine bakery wares_other (7.8g/100g).

- Lowest saturated fat content was observed in the following sub-categories: Pre-baked
breads (0.49/100g), Other breads (0.5g/100g), Plain white sandwich breads /
hamburger /hot dog buns (0.69/100g), Wholemeal_cereal_grains sandwich breads /
hamburger / hot dog buns (0.6g/100g) and Pre-packaged breads (0.7g/1009).

- The content of saturated fat varied significantly in some of the sub-categories including
Fine bakery wares_other (n=13) with a minimum saturated fat content of 0.8g/100g and
maximum content of 13.99/100g. Similarly saturated fat content in Fine bakery
wares_croissants (n=6) varied between 7g/100g and 14.29/100g. The variety in
saturated fat content can be explained by the differences in recipe formulations within
the product subcategories translating room for reformulation.
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3.2.1.3 Distribution of sugar content by Bread products subcategories

Sugar distribution among subcategories
Bread products (n=524)
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Figure 21: Sugar distribution among subcategories of Bread products
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Mean sugar content varied between different subcategories with 2.6g/100g (Tortilla breads
and wraps) and 29.4g/100g (Other bread products) (Figure 21).

Mean sugar content was significantly higher in some of the subcategories including
Other bread products (29.49/100g), Fine bakery wares_other (19.6g/100g), Cream-
filed brioches (19.1g/100g), Chocolate brioches (16g/100g), Fine bakery
wares_chocolate croissants (15.89/100g), Wholemeal cereal grain brioches
(12.79/110g) and Plain brioches (12.69/100g). The subcategories that are particularly
high in sugar have potential for reformulation.

Lowest sugar content was demonstrated in Tortilla breads and wraps (2.6g/100g), Pre-
packaged breads (2.79/100g), Wholemeal cereal grains sandwich breads /
hamburger / hot dog buns (3g/100g), Pre-baked breads (3g/100g) and Plain white
sandwich breads / hamburger /hot dog buns (4.69/100g).

The variation of sugar content between subcategories may be explained by the type of
bread products with higher content in sweet versions and with a lower sugar content in
savory or plain type products.

A variation in sugar was observed in subcategory Fine bakery wares_other (n=12)
between 12g/100g and 32.3g/100g. Similarly, sugar content varied in Other_sandwich
breads / hamburger / hot dog buns (n=29) ranging between 3.99/100g and 24g/100g.
This variation can be explained by a significant range of products in these
subcategories with a wide range of brands offering products with a different sugar
content. A frequent source of sugar in these subcategories with larger variation is
added dried fruit, which varies in quantity depending on the brand.
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3.2.1.4 Distribution of fibre content by Bread products subcategories
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The mean fibre content varied between 1.9g/100g (Cream-filled brioches) and 6.89/100g
(Whole_cereal_grains_brioches and  Wholemeal_cereal_grains_sandwhich breads/
hamburger/ Hot dog buns (Figure 22).

Three of the bread subcategories have fibre average content higher than 6g/100g
(which is considered as “High fibre” as defined by Regulation (EC) No 1924/20062 with
a condition of use of 6g per 100g or 3g per 100Kcal) : including Unleavened breads
(n=3), mean 6.39/100g, Wholemeal_cereal_grains sandwich breads / hamburger / hot
dog buns (n=135) with the mean content of 6.89/100g and
Wholemeal_cereal_grains_brioaches (n=2, 6.89/100g9).

Products with lowest fibre content with a mean of less than 3g/100g (threshold to be
considered as ‘source of fibre’ as laid out by Regulation (EC) No 1924/20062) were the
following bread categories: Cream-filled brioches (n= 4, 1.99), Plain brioches (n= 6,
2.6g) Fine bakery wares_chocolate croissants (n= 2, 2.7g), Fine bakery
wares_croissants (n= 5, 2.8g), Plain white sandwich breads/ hamburger / hot dog buns
(n= 82, 2.89).

The highest content of fibre was demonstrated in Wholemeal_cereal_grains sandwich
bread/ hamburger/ hot dog buns subcategory (19.8g/100g) and lowest fibre content
was observed in Tortilla breads subcategory and wraps (0.6g/100g). The fibre content
varies among subcategories but also within a given subcategory, translating room for
reformulation. The subcategories containing products with the maost variability include
Wholemeal_cereal_grains brioches (n=2, 4.2g/100 to 9.39/1009),
Wholemeal cereal _grains sandwich breads/ hamburger/ hot dog buns (n=135,
2.49/100g to 19.8g/100g) and Wholemeal_cereal_grains toasted breads and toasts
(n=4, 1.89/100g to 9 g/100g). This variation can be explained by the range of products
in these subcategories with a wide range of brands offering products with different
formulations impacting overall fibre content.

2 Regulation (EC) N° 1924/2006* of the European Parliament and of the Council on nutrition and
health claims made on foods
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3.2.1.5 Distribution of salt content by Bread products subcategories

Salt distribution among subcategories
Bread products (n=523)
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Figure 23: Salt distribution among subcategories of Bread products



Figure 23 shows the salt distribution among Bread products subcategories:

- Mean salt content varied between 0.46g/100g in Other bread products subcategory
and 1.199/100g in Tortilla breads and wraps subcategory.

- Variation was observed in subcategories Tortilla breads and wraps (0.499/100g to 2.5
g/ 100g), Wholemeal_cereal_grains sandwhich breads/ hamburger/ hot dog buns
(0.68g/100g to 2.299/1009), Plain toasted bread and toasts (0.4g/1009 to 1.689/100g),
Pre-packaged bread (0.1g/ 100g to 1.8 g/100g) and Other_sandwich breads/
hamburger/ hot dog buns (0.7g/100g to 2.8 g/100g). This variation can be explained by
a significant range of products in these subcategories with a wide range of brands
offering products with a different salt content.

- None of the subcategories have a mean salt content which met the criteria for ‘low salt’
as defined by Regulation (EC) No 1924/2006° as a salt content of 0.3g/100g or less.

3 Regulation (EC) N° 1924/2006* of the European Parliament and of the Council on nutrition and
health claims made on foods
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3.2.2 Delicatessen meats and similar
The nutrients considered for the delicatessen meats and similar category are: Protein, Fat, Saturated fat, Sugars and Salt.

3.2.3.1 Distribution of protein content by Delicatessen meats and similar subcategories
Protein distribution among subcategories
Delicatessen meats and similar (n=705)
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Figure 24: Protein distribution among subcategories of Delicatessen meats and similar



Mean protein content varied between subcategories of Delicatessen meats and similar, with a
lowest mean protein content observed in Paté (10.1g/100g) and a highest mean protein in
Dried, smoked or cured beef (32g/100g) ( Figure 24).

Only four out of 16 subcategories had mean protein content of less than 20g/100g.
These included Paté (n=13), Alternative products without animal protein (n=25),
Sausages (n=132) and Pepperoni (n=9).

The highest mean protein per 100g was observed in Dried, smoked or cured beef
(32g/100g), followed by Cured ham (26.49/100g), Assortment of delicatessen meats
(25.7g/100g), Other cured meats (24.7g/100g), Poultry ham and roast (packaged)
(24.29/100g), Dry sausage (23.69/100g) and Cooked beef (packaged) (23g/100g).

The protein content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most
variable protein content are: Other cured meats (n=8, 20.5g/100g to 34.1g/100g), Pork
belly and bacon (packaged) (n=132, 14.3g/100g to 38g/100g), Cooked beef
(packaged) (n=26, 11.0g/100g to 34.0g/100g), and Alternative products without animal
protein (n= 25, 5.6¢9/100g to 23.0g/100g). This can be largely explained by the wide
range of brands offering products with different cuts of meat for example, impacting
overall protein content.
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3.2.3.2 Distribution of fat content by Delicatessen meats and similar subcategories
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Figure 25 shows the fat variability among Delicatessen meats and similar category:

Products with highest mean fat included Pepperoni (n=9), Chorizo (n=27), Dry sausage
(n=60), Paté (n=13), Assortment of delicatessen meats (n=3) and Sausages (n=132).

Fat distribution among subcategories of Delicatessen meats and similar varied with a
lowest mean of 1g/100g (Poultry lardons) and highest mean of 40g/100g (Pepperoni)
(Figure 25).

There is large variation in fat content within subcategories Dried, smoked or cured pork
(29/100g to 30g/100g), Sausages (2.09/100g to 32.0g/100g), Pepperoni (25.0g/100g
to 47.09/100g) and Dry Sausage (21.0g9/100g to 49g/100g) and Pork belly and bacon
(packaged) (2.29/100g to 34.69/100g). These variations can be explained by a
significant range of products in these subcategories with a wide range of brands
offering products with a different fat content. Similarly, in subcategories Pork belly and
bacon (packaged), products had variable levels of fat content throughout and
differences in presence of fat rind. In subcategory Sausages, variability in fat content
can be explained by use of fat reduced ingredients and using ingredients from leaner
meats.
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3.2.3.3 Distribution of saturated fat content by Delicatessen meats and similar subcategories

Saturated_fat distribution among subcategories
Delicatessen meats and similar (n=706)
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Figure 26: Saturated fat distribution among subcategories of Delicatessen meats and similar
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The mean distribution of saturated fat varied significantly among Delicatessen meats
and similar products with the lowest mean of 0.3g/100g in Poultry lardons and with the
highest mean of 15.7g/100g in Pepperoni, followed by 12.7g/100g in Chorizo,
12.5g/100g in Dry sausage and 11.0g/100g in Paté (Figure 26).

Food categories with the lowest mean saturated fat, containing less than 1g/100g of
saturated fat included Poultry lardons (n=1), Other cured meats (n=8), Poultry ham and
roast (packaged) (n=75) and Dried, smoked or cured beef (n=1). Considering that some
of the subcategories had very low number of products it is not possible to conclude the
representativeness of the saturated fat content of these food groups (Poultry lardons,
Dried, smoked or cured beef).

Variations in saturated fat can be explained by a significant range of products in these
sub-categories with a wide range of brands offering products with a different fat content.
Similarly, in subcategories Pork belly and bacon (packaged), products had variable
levels of fat content throughout and differences in presence of fat rind. In subcategory
Sausages, variability in fat content can be explained by use of fat reduced ingredients
and using ingredients from leaner meats.
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3.2.3.4 Distribution of sugar content by Delicatessen meats and similar subcategories
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Figure 27: Sugar distribution among subcategories of Delicatessen meats and similar
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Subcategories with larger variation in sugar content/100g include Sausages (0g/100g to
8.69/100g), Paté (0.69/100g to 4.09/100g, Alternative products without animal protein (0.2
0/100g to 5.4g/100g) and Poultry ham and roast (0 g/100g to 5.9g/ 100g). These variations
in sugar content can be explained by the addition of ingredients which are naturally high in
sugar such as the addition of fruit in some products, as well as the presence of marinades
containing sugar, as well as the wide range of brands available in the subcategories (Figure
27).

For most subcategories mean sugar content was less than 1g/100g of sugar except for
Paté (n=13, 1.8g/100q), Sausages (n=132, 1.6g/100g), Alternative products without animal
protein (n=25, 1.49/100g ) and Chorizo (n=271.2 g/100g).
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3.2.3.5 Distribution of salt content by Delicatessen meats and similar subcategories
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Mean salt distribution per 100g among subcategories of Delicatessen meats and similar
varied between 1.07g (Poultry ham and roast (packaged)) and 4.32g (Cured ham) (Figure
28). There was large variability in subcategories Cured Ham ( n=46, 1.8 g 100g to
6.59/1009), Dried, smoked or cured pork (n=17, 1.9 g/100g to 4.69/100g), and cooked beef
(packaged) (n=26, 0.85g/100g to 4g/100g) reflective of the range of products and brands
available in the subcategories.

This food category has important potential for salt reformulation and future research. In
Ireland these types of products are consumed regulalry and have been shown to be a
major contributer to iron intake which is particulalry important for chilren’s diets, as recent
studies show low iron dietary intake among Irish chidlren (Scientific Comittee of the Food
Safety Authority of Ireland, 2020).
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3.2.4 Fresh dairy products and desserts
The nutrients considered for the fresh dairy products and desserts category are: Protein, Fat, Saturated fat, Sugars and Fibre.

3.2.4.1 Distribution of protein content by Fresh dairy products and desserts subcategories

Protein distribution among subcategories
Fresh dairy products and desserts (n=708)
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Figure 29: Protein distribution among subcategories of Fresh dairy products and desserts



Protein content varied between subcategories among Fresh dairy products and
desserts (Figure 29). The protein content varies among subcategories but also within
a given subcategory, translating room for reformulation. The subcategories containing
products with the most variable protein content are: Classic plain yoghurts and
fermented milks with no added sugar (n= 49, 2.9¢9/100g to 10.3g/100g), Artificially-
sweetened fresh cheeses (n=19, 7.39/100g to 12g/100g), Classic sweet yoghurts and
fermented milks (n=183, 0.5 g/100g to 10 g/100g) and Classic plain fresh cheeses with
no added sugar (n=6, 7.8g/100g to 11.5g/100g).

The highest mean protein per 100g was observed in Atrtificially-sweetened fresh
cheeses with (10.3g/100g) following by Fresh light and/or artificially sweetened
desserts (10g/100g) Classic plain fresh cheeses with no added sugar (9.89/100g),
Gourmet sweet fresh cheeses (7.59/100g), Gourmet plain fresh cheeses with no added
sugar (7.3g/100g) Classic sweetened fresh cheeses (6.2g/100g), Classic plain
yoghurts and fermented milks with no added sugar (5.89/100g) and Gourmet plain
yoghurts and fermented milks with no added sugar (5.0g/100g).

The lowest mean protein per 100g (less than 5g/100g) was in Other fresh plant-based
desserts (1.29/100g), Other dairy products (1.69/100g), Liégeois desserts and similar
(2.89/100g), Fresh desserts with cereals (3.19/100g), Egg-based fresh desserts
(3.69/100q), Fresh sweetened soy desserts (3.89/100g), Gourmet sweet yoghurts and
fermented milks (3.89/100g), Fresh plain unsweetened soy desserts (4.3g/100gq),
Dessert creams and jellied milks (4.49/100g), Fresh mousse-type desserts
(4.59/100q), Artificially-sweetened yoghurts and fermented milks (4.5g/100g) and
Classic sweet yoghurts and fermented milks (4.69/1009).
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3.2.4.2 Distribution of fat content by Fresh dairy products and desserts subcategories
Fat distribution among subcategories
Fresh dairy products and desserts (n=708)
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Figure 30: Fat distribution among subcategories of Fresh dairy products and desserts

50



The mean fat content per 100g among Fresh dairy products and desserts varied considerably
with a lowest mean fat content reported at 0.2g in the Artificially-sweetened fresh cheeses
subcategory (n=19) and highest mean fat content at 28g in Other dairy products subcategory
(n=1) (Figure 30).

Subcategories with the lowest mean fat content per 100g (containing less than
39g/100g) included Fresh desserts with cereals (2.7g/100g), Fresh plain unsweetened
soy desserts (2.5g9/100g), Fresh sweetened soy desserts (2.1g/100g), Classic
sweetened fresh cheeses (2.1g/100g), Classic sweet yoghurts and fermented milks
(1.99/100q), Fresh light and/or artificially-sweetened desserts (1.5g/100g), Classic
plain yoghurts and fermented milks with no added sugar (1.49/100g), Artificially-
sweetened yoghurts and fermented milks (0.8g/100g) Classic plain fresh cheeses with
no added sugar (0.7g/100g), and Artificially-sweetened fresh cheeses (0.29/1009).

The remaining subcategories with the mean fat content higher than 3g/100g included
Gourmet plain fresh cheeses with no added sugar (4.09/100g), Liégeois desserts and
similar (5.09/100g), Egg-based fresh desserts (5.39/100g), Gourmet sweet yoghurts
and fermented milks (6.5g9/100g), Gourmet plain yoghurts and fermented milks with no
added sugar (6.89/100g), Other fresh plant-based desserts (6.69/100g), Gourmet
sweet fresh cheeses (6.79/100g), Fresh mousse-type desserts (9.89/100g), Dessert
creams and jellied milks (11.3g/100g), and Other dairy products (28g/100g).

There is variability in fat content within subcategories Dessert creams and jellied milks
(n= 17, 1.6g9/100g to 15.49/100g), Egg-based fresh desserts (n=5, 0.89/100g to 14.7
0/100g), Fresh mousse-type desserts (n=5, 5.1g/100g to 18.29/100g), Gourmet plain
yoghurts and fermented milks with no added sugar (n=27, 3.79/100g to 11 g/100g) and
Other fresh plant-based desserts (n=19, 2.19/100g to 15g/100g). There is potential for
reformulation of these subcategories in particular which should be encouraged with the
goal to reduce fat content.
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3.2.4.3 Distribution of saturated fat content by Fresh dairy products and desserts subcategories

Saturated_fat distribution among subcategories
Fresh dairy products and desserts (n=708)

15
—_
o
o
o
=
~
210
-
8 |
el
2 .
o
3
=
©
1]
Ll
.
5 .
1 ——
: s [ &
4 T . I ; .
Classic  Gourmet
plain plain Classic  Gourmet Eresh
yoghurts yoghurts Classic Gourmet Artificially-  plain plain . . Desseit . . light Eresh Other
and and sweet sweet sweetened fresh fresh Classic  Gourmet Artificially- Eroaims Liégeois Fresh Fresh Egg- Shdl lain Fresh Séch
fermented fermented yoghurts yoghurts yoghurts cheeses cheeses sweetened sweet sweetened d desserts desserls mousse- based or unsveeeteneosweetened plant-
milks milks and and and with with fresh fresh fresh : and with type fresh . SO!
with with fermented fermented fermented no no cheeses cheeses cheeses ‘:‘I::ﬁ similar cereals desserts desserts :»;/heﬂect?r:leyc-i de:(s)zns desserts dte)::zgs
no no milks milks milks added added (n=41) (n=3) (n=19) (n=17) (n=6) (n=22) (n=16) (n=5) desserts (n=2) = (n=19)
added added (n=183) (n=138) (n=115) sugar sugar (n=4)
sugar sugar (n=6) (n=1)

(n=49)  (n=27)

Figure 31: Saturated fat distribution among subcategories of Fresh dairy products and desserts
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The mean distribution of saturated fat per 100g varied between 0.2g/100g in Artificially-
sweetened fresh cheeses (n=19) and 17g/100g in Other dairy products (n=1) (Figure 31).

The mean saturated fat content of 1.5g/100g or less included the following
subcategories: Classic sweetened fresh cheeses (1.49/100g), Classic sweet yoghurts
and fermented milks (1.29/100g), Fresh light and/or artificially-sweetened desserts
(1.0g/100g), Classic plain yoghurts and fermented milks with no added sugar
(0.99/100g), Classic plain fresh cheeses with no added sugar (0.49/100g), Artificially-
sweetened yoghurts and fermented milks (0.49/100g), Fresh plain unsweetened soy
desserts (0.49/100g), Fresh sweetened soy desserts (0.49/100g) and Atrtificially-
sweetened fresh cheeses (0.2g/1009).

Other subcategories with the mean saturated fat content of more than 1.5 g/100g with
particularly highest mean saturated fat content, include Other dairy products
(17g/100g), Fresh mousse-type desserts (6.89/100g), Dessert creams and jellied milks
(6.79/100g), Other fresh plant-based desserts (4.8g/100g), Gourmet plain yoghurts
and fermented milks with no added sugar (4.49/100g),Gourmet sweet yoghurts and
fermented milks (4.19/100g), Egg- based fresh desserts (3.2/100g), Gourmet plain
fresh cheeses with no added sugar (2.79/100g) and Fresh desserts with cereals
(1.7g/100g).

There is greater variability in saturated fat content within subcategories : Other fresh
plant-based desserts (n= 19, 0.2g/100g to 12g/100g), Dessert creams and jellied milks
(n= 17, 1.19/100g to 10.0 g/100g), Egg-based fresh desserts (n=5, 0.5g/100g to 8.6
0/100g), Fresh mousse-type desserts (n=5, 3g/100g to 11.69/100g), and Gourmet plain
yoghurts and fermented milks with no added sugar (n=27, 2.4g/100g to 7.6g9/100g).
There is potential for reformulation of these subcategories which should be encouraged
with the goal to reduce saturated fat content (alongside total fat content).
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3.2.4.4 Distribution of sugar content by Fresh dairy products and desserts subcategories

Sugar distribution among subcategories
Fresh dairy products and desserts (n=708)
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Figure 32: Sugar distribution among subcategories of Fresh dairy products and desserts
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Mean sugar content among the subcategories of the Fresh dairy products and desserts varied
considerably between 0.2 g/100g in Fresh plain unsweetened soy desserts (n=2) and Dessert
creams and jellied milks (23.6g9/100g, n=17) (Figure 32).

Several subcategories have mean sugar content below 5g/100g including Gourmet
plain yoghurts and fermented milks with no added sugar (4.89/100g, n=27), Fresh light
and/or artificially sweetened desserts (4.4g/100g, n=4), Classic plain fresh cheeses
with no added sugar (3.99/100g, n=9), Gourmet plain fresh cheeses with no added
sugar (3.5g, n=1), Artificially-sweetened fresh cheeses (3.2g, n=19) and Fresh plain
unsweetened soy desserts (0.2g, n=2).

The remaining subcategories have a mean sugar of more than 5g per 100g. Some of
the subcategories with the highest mean sugar included Dessert creams and jellied
milks (23.69/100g, n=17), Other dairy products (229/100g, n=1), Fresh mousse-type
desserts (18.89/100g, n=16), Egg-based fresh desserts (17.1g/100g, n=5), Gourmet
sweet yoghurts and fermented milks (12.99/100g, n=138), Liégeois desserts and
similar (11.89/100g, n=6), Fresh desserts with cereals (11.5g/100g, n=22) and Classic
sweet yoghurts and fermented milks (10.3g/100g, n=183).

There is variability in sugar content across the subcategories and within subcategories.
There is large variability in subcategories Other fresh plant-based desserts (n=19,
0.5¢g/100g to 27 @g/100g), Classic sweet yoghurts and fermented milks (n=183,
4.0g/100g to 20.0g/100g), Gourmet sweet yoghurts and fermented milks (n= 138,
5.79/100g to 21.4 g/100g), Dessert creams and jellied milks (n=17, 10.8g9/100g to 31
0/100g). This can be explained by the range of brands and formulations impacting on
sugar content and translates to an opportunity for reformulation.
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3.2.4.5 Distribution of fibre content by Fresh dairy products and desserts subcategories

Fibre distribution among subcategories
Fresh dairy products and desserts (n=469)

Fibre (g/100g)

Figure 33: Fibre distribution among subcategories of Fresh dairy products and desserts
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The mean fibre content among all subcategories of the Fresh dairy products and desserts
was low, ranging between 0.29/100g (Classic plain yoghurts and fermented milks with no
added sugar (n=22); Classic plain fresh cheeses with no added sugar (n=5); Egg-based
fresh desserts (n=2); Gourmet plain fresh cheeses with no added sugar (n=1); Artificially-
sweetened fresh cheeses (n=18); Other dairy products (n=1)) and 1.8g/100g (Other fresh
plant-based desserts (n=14)).
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3.2.5 Soft drinks
3.2.5.1 Distribution of sugar content by Soft drinks subcategories

The nutrients considered for the Soft drinks category are: Sugar, Fibre, Salt, Fat and Saturated Fat.

Sugar distribution among subcategories
Soft drinks (n=790)
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Figure 34: Sugar distribution among subcategories of Soft drinks
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The distribution of mean sugar among subcategories in soft drinks varied between 0g/100mL
and 10.49/100mL (Figure 34).

Highest mean sugar was observed in subcategories: Sugar-sweetened colas (n=16,
10.4g/100mL), Vegetable beverages (n=14, 10.29/100g), Flavoured sugar-sweetened
waters (n=11, 9.8g/100g), Fruit beverages with fruit content > or = 50% (n= 72,
9.79/100g) and Sugar-sweetened energy drinks (n=8, 9.49/100g). High content of
sugar in the Soft drinks category highlights the importance of exploring reformulation
practices to reduce sugar in this food category.

Soft drinks with lowest mean sugar content (less than 5g/100mL) included Colas
without added sugar (n=46, 0g/100mL), followed by Tonics and bitters without added
sugar (n=9, 0g/100mL), Flavoured waters without added sugar (n=54, 0.1g/100mL),
Energy drinks without added sugar (n=33,0.2g/100mL), Tea beverages without added
sugar (n=4, 0.89/100mL), Fruit beverages without added sugar (n=116, 1.2g/100mL),
Alcohol-free beers without added sugar (n=17, 1.6g/100mL), Plant-based beverages
without added sugar (n=59, 2g/100mL), Other beverages without added sugar (n=6,
3.1 g/100mL), Sugar-sweetened and artificially-sweetened tea beverages (n=17,
3.2¢9/100mL), Sugar-sweetened alcohol-free beers (n=4, 3.6g/100mL), Sugar-
sweetened plant-based beverages (n=29, 3.79/100mL), Flavoured sugar-sweetened
and artificially-sweetened waters (n=26, 4.2g/100mL), Sugar-sweetened and
artificially-sweetened tonics and bitters (n=7, 4.29/100mL) and Sugar-sweetened and
artificially-sweetened colas (n=6, 4.6g/100mL).. Low content in these drinks possible
may be explained by the use of alternative substitutes to sugar.

A few subcategories contain less than 0.5g/100mL of sugar for all products, including
Colas without added sugar, Tonics and bitters without added sugar, Energy drinks
without added sugar and Flavoured waters without added sugar.
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3.2.5.2 Distribution of fibre content by Soft drinks subcategories

Fibre distribution among subcategories
Soft drinks (n=348)
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Figure 35: Fibre distribution among subcategories of Soft drinks

The mean fibre content among subcategories of Soft drinks (Figure 35) varied between 0g/100mL (Flavoured sugar-sweetened waters) and

1.99/100mL (Sugar-sweetened tea beverages). The majority of subcategories had a mean fibre content of less than 1g/100mL.
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3.2.5.3 Distribution of salt content by Soft drinks subcategories

Salt distribution among subcategories
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Figure 36: Salt distribution among subcategories of Soft drinks

The mean salt content among all subcategories of Soft drinks per 100mL was less than 0.5g. This may be explained by the typical composition
of these types of products which do not commonly include salt as an ingredient (Figure 36).
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3.2.5.4 Distribution of fat content among flavoured milk and plant-based beverages subcategories

Fat distribution among subcategories
Soft drinks (n=138)

Fat (g/100mL)

Plant-

F\a:ﬂo":l(red be?rZ?:gdes
beverages v;lttlr;ggt
(n=50) sugar
(n=59)

Figure 37: Fat distribution among subcategories of Soft drinks

Sugar-
sweetened
plant-
based
beverages
(n=29)
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The lowest mean fat content per 100mL among the three subcategories of the Soft drinks
investigated for fat content was observed in Flavoured milk beverages (1.4g, n=50), Plant-
based beverages without added sugar (1.6g, n=59), followed by Sugar-sweetened plant-based
beverages (1.7g, n=29). Higher mean content of fat in these beverage subcategories may be

explained by the presence of natural fats in the ingredients used to manufacture these products
(Figure 37).
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3.2.5.5 Distribution of saturated fat content among flavoured milk and plant-based beverages subcategories

(g/100mL)
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Figure 38: Saturated fat distribution among subcategories of Soft drinks
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The lowest mean saturated fat content per 100mL among the three soft drinks subcategories
investigated for saturated fat content was observed in Plant-based beverages without added
sugar (0.3g, n=59), followed by Sugar-sweetened plant-based beverages (0.4g, n=29) and
Flavoured milk beverages (0.9g, n=50) (Figure 38). Flavoured milk beverages, based on
animal milk are naturally rich in saturated fat.
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This report presents an overview of the food offer and the nutritional quality of products
collected in Poland and belonging to the 5 prioritised food categories for Best-ReMaP :
Breakfast cereals, Bread products, Delicatessen meats and similar, Fresh dairy products and
desserts and Soft drinks.

It should be emphasized that the slight deviations that occur in the charts result from rounding
in R Programs. They should not be treated as incorrect, they do not affect the substantive
value of the report.
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1 Description of the food offer

This report was prepared based on the first snapshot of data collection conducted in Poland.
Data collection took place in 2021-2022. In total, after verification and removal of duplicate
products, 1466 food products were included in the analysis.

Data collection was carried out in 6 retailers, that were covering above 75% of the market in
2021 (Tablel).

Table 1 : Ranking of retail food chains and discount stores in Poland from 2019 to 2021.

Retailer Estimated market
share in Poland in
2021

Lidl 27.5%

Biedronka 25.31%

Auchan 9.88%

Kaufland 6.2%

Carrefour 5.15%

Aldi 1.65%

Source: Portal Statista: https://www.statista.com/statistics/1113549/poland-retail-stores-by-format/

Table 2 shows the number of product collected for each Best-ReMaP category by retailer. In
the case of Auchan store, where the largest number of products were collected, the shopping
portal was also used to collect the data, when all the necessary information was available: 56
food products (18.92% of products collected in Auchan and 3,72% of all collected products)
were obtained by webscraping.

Table 2 : Number of products collected by retailer and food category

Retailers Biedronka | Lidl | Aldi | Carrefour | Kaufland | Auchan | Total
Bread products 19 30 [22 |28 21 31 151
Breakfast cereals 28 26 |33 |32 21 37 177
Delicatessen meats and 78 108 | 84 | 48 57 86 461
similar

Fresh dairy products and | 75 71 |87 |36 26 75 370
desserts

Soft drinks 63 49 |44 |43 48 60 307
Total 263 284 | 270 | 187 173 289 1466
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1.2.1 Number of products collected by category
During TO, 1466 food products were collected.

As shown in Table 2, in each category were collected:

Bread products — 151 products,

Breakfast cereals — 177 products,

Delicatessen meats and similar — 461 products,
Fresh dairy products and desserts — 370 products,
Soft drinks — 307 products.



A
o <« ‘5 ) Best-ReMaP
Poland TO statistics report Healthy Food for a Healthy Future

1.2.2 Proportion of the types of brand collected by category

Proportion of the different types of brand collected (per category)

100%
75%
50%

25%

0%

Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks
products cereals and similar and desserts (n=307)
(n=151) (n=177) (n=461) (n=370)

. National brand \ ~ Entry level retailer brand . Specialised retailer brand

. Retailer brand . Hard discount . Specialised organic retailer brand

Figure 1 : Proportion of the different types of brand collected (per category)

Among the 151 products collected in the Bread products category (Figure 1):

e 51% belong to national brand (n=77)
o 30% belong to retailer brand (n=45)
e 19% belong to hard discount brand (n=29)

Among the 177 products collected in the Breakfast cereals category (Figure 1):
o 34% belong to national brand (n=60)

o 29% belong to retailer brand (n=51)
e 37% belong to hard discount brand (n=66)

Among the 461 products collected in the Delicatessen meats and similar category (Figure 1):

e 33% belong to national brand (n=152)
o 24% belong to retailer brand (n=111)
e 43% belong to hard discount brand (n=198)
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Among the 370 products collected in the Fresh dairy products and desserts category (Figure
1):

e 45% belong to national brand (n=167)
e 18% belong to retailer brand (n=67)
e 36% belong to hard discount brand (n=134)

Among the 307 products collected in the Soft drinks category (Figure 1):

e 77% belong to national brand (n=236)
e 12% belong to retailer brand (n=37)
e 11% belong to hard discount brand (n=34)

None of the products collected among all five categories belong to entry level retailed brand,
specialized retailer brand or specialized organic retailer brand (for the last two, these retailers
were not considered explaining the lack of products).

Overall, the data collected correspond mainly to national brands for soft drinks, bread products
and fresh dairy products and desserts (between 45% and 77% depending on category), and
to retailer brands for bread products (30%, n=45) and breakfast cereals (29%, n=51).

10
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1.2.3 Description of the collected food offer by category

1.2.3.1 Bread products

Plain brioches (n=4)

Wholemeal_cereal_grains brioches (n=0)

Cream-filled brioches (n=0)

Brioches with fruit (n=4)

Chocolate brioches (n=2)

Fine bakery wares_croissants (n=0)

Fine bakery wares_chocolate croissants (n=0)

Fine bakery wares_other (n=9)

Plain white sandwich breads / hamburger /hot dog buns (n=24)
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=13)
Other_sandwich breads / hamburger / hot dog buns (n=0)
Pre-packaged breads (n=58)

Pre-baked breads (n=10)

Tortilla breads and wraps (n=15)

Unleavened breads (n=7)

Other breads (n=3)

Plain toasted breads and toasts (n=0)
Wholemeal_cereal_grains toasted breads and toasts (n=0)

Other bread products (n=2)

Distribution of the references collected, by subcategories (in number of references)
Bread products (n=151)

0%

0

Ig

0%
0%

0

0%

0% 10% 20% 30%

Figure 2 : Distribution of the references collected, by subcategories among bread prodcuts

Distribution, by subcategories, of products collected among Bread products (Figure 2) shows
that the most represented subcategories are Pre-packaged breads (n=59, 38%), followed by
Plain white sandwich breads/hamburger/hot dog buns (n=24, 16%), Tortilla breads and wraps
(n=15, 10%), and Wholemeal cereal grains sandwich breads / hamburger / hot dog buns (n=13,

9%).

On the contrary, no products have been collected in the subcategories: Wholemeal cereal
grains brioches, Plain toasted breads and toasts, Other sandwich breads/hamburger/hot dog
buns, Cream-filled brioches, Wholemeal cereal grains brioches, Fine bakery wares croissants
and Fine bakery wares chocolate croissants.

11
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Proportion of the different types of brand collected, by subcategories
Bread products (n=151)

Plain brioches (n=4) 50 % 50 %
Wholemeal_cereal_grains brioches (n=0)
Cream-filled brioches (n=0)
Brioches with fruit (n=4) 25% 25% 50 %
Chocolate brioches (n=2) 50 % 50 %
Fine bakery wares_croissants (n=0)
Fine bakery wares_chocolate croissants (n=0)
Fine bakery wares_other (n=9) 33 % 67 %
Plain white sandwich breads / hamburger /hot dog buns (n=24) 29 % 46 % 25%
Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=13) 46 % 38 % 15%
Other_sandwich breads / hamburger / hot dog buns (n=0)
Pre-packaged breads (n=58) 77 % 16 % 7%
Pre-baked breads (n=10) 60 % 40 %
Tortilla breads and wraps (n=15) 7% 47 % 47 %
Unleavened breads (n=7) 100 %
Other breads (n=3) 100 %
Plain toasted breads and toasts (n=0)

Wholemeal_cereal_grains toasted breads and toasts (n=0)

Other bread products (n=2) 100 %
0% 25% 50% 75% 100%
National brand Entry level retailer brand Specialised retailer brand
Retailer brand Hard discount Specialised organic retailer brand

Figure 3: Proportion of the different types of brand collected, by subcategories among Bread products

Among the 151 products collected, the proportion of the different types of brand are variable
among subcategories (Figure 3):

- National brands are represented in almost all the subcategories for which products have been
collected(apart from Unleavened breads (n=7)) between 7% and 100% of products collected
depending on the subcategory;

- Retailer brands are also largely represented (apart from: Plain brioches (n=4), Chocolate
brioches (n=2), Pre-baked breads (n=10), Other breads (n=3), Other bread products (n=2))
between 16% and 100% of products collected depending on the subcategory;

- Hard discount is represented in 8 out of 12 subcategories for which products have been
collected. The proportion of products from hard discount varies from 7% to 50% within the
subcategories in which they are represented.

12
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1.2.3.2 Breakfast cereals

Distribution of the references collected, by subcategories (in number of references)
Breakfast cereals (n=177)

Chocolate-flavoured cereals (n=27)
Chocolate and caramel cereals (n=2)
Honey/caramel cereals (n=18)

Filled cereals (n=9)

Sweet cereal flakes (n=9)

Cereal flakes with fruit (n=1)

Cereal flakes with chocolate_nuts (n=2)
Traditional muesli flakes (n=36)
Crunchy fruit muesli (n=22)

Crunchy muesli with nuts_seeds (n=2)
Crunchy chocolate muesli (n=13)
Cereals without added sugar (n=25)
High-fibre cereals (n=5)

High-fibre fruit cereals (n=6)

Cereal preparation to drink (n=0) 0

B Il‘ll||l.ll‘l

Other ready-to-eat cereals (n=0) 0

0% 5% 10% 15% 20%

Figure 4 : Distribution of the references collected, by subcategories among Breakfast cereals

Distribution, by subcategories, of products collected among Breakfast cereals (Figure 2) shows
that the most represented subcategories are Traditional muesli flakes (n=36, 20%), Chocolate-
flavoured cereals (n=27, 15%) and Cereals without added sugar (n=25, 14%).

On the contrary, no products have been collected in the subcategories: Cereal preparation to
drink and Other ready-to-eat cereals. The least represented subcategories are: Cereal flakes
with fruit (n=1, 0.6%), chocolate and caramel cereals (n=2, 1%), Cereal flakes with chocolate
nuts (n=2, 1%) and Crunchy muesli with nuts seeds (n=2, 1%).

13
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Proportion of the different types of brand collected, by subcategories
Breakfast cereals (n=177)
Chocolate-flavoured cereals (n=27) 48 % 30 % 2%
Chocolate and caramel cereals (n=2) 50 % 50 %
Honeylcaramel cereals (n=18) 33% 39 % 28%
Filled cereals (n=9) 1% 33% 56 %
Sweet cereal flakes (n=9) 22 % 67 % 1%
Cereal flakes with fruit (n=1) 100 %
Cereal flakes with chocolate_nuts (n=2) 100 %
Traditional muesli flakes (n=36) 33% 22% 44 %
Crunchy fruit muesli (n=22) 41 % 18 % 4%
Crunchy muesli with nuts_seeds (n=2) 50 % 50 %
Crunchy chocolate muesli (n=13) 3% 15 % 54 %
Cereals without added sugar (n=25) 24.% 24% 52 %
High-fibre cereals (n=5) 60 % 40 %
High-fibre fruit cereals (n=6) 33 % 50 % 17 %
Cereal preparation to drink (n=0,

Other ready-to-eat cereals (n=0)

0% 25% 50% 75% 100%
National brand Entry level retailer brand Specialised retailer brand
Retailer brand Hard discount I Specialised organic retailer brand

Figure 5 : Proportion of the different types of brand collected, by subcategories among Breakfast cereals

Among the 177 products collected, the proportion of the different types of brand are variable
among subcategories (Figure 5):

- National brands are represented in almost all subcategories (apart from: Cereal flakes with
fruit (n=1) and Cereal flakes with chocolate/nuts (n=2)) between 11% and 60% of products
collected depending on the subcategory;

- Retailer brands are also largely represented (apart from: Chocolate and caramel cereals
(n=2), Crunchy muesli with nuts/seeds (n=2)) between 15% and 100% of products collected
depending on the subcategory;

- Hard discount is represented in 11 out of 14 subcategories for which products have been
collected between 11% and 56%;

14



Poland TO statistics report

A
o Best-ReMaP
)\ ' Healthy Food for a Healthy Future

1.2.3.3 Delicatessen meats and similar

Cooked pork ham and roast (packaged) (n=61)
Poultry ham and roast (packaged) (n=32)
Cured ham (n=30)

Dried, smoked or cured pork (n=6)
Dried, smoked or cured beef (n=4)

Other cured meats (n=0)

Sausages (n=156)

Dry sausage (n=79)

Pepperoni (n=1)

Chorizo (n=7)

Cooked beef (packaged) (n=1)

Other cooked meats (packaged) (n=11)

Distribution of the references collected, by subcategories (in number of references)
Delicatessen meats and similar (n=461)

II.||..II|

Péaté (n=14)
Preserved pork or poultry liver (canned) (n=0) 0%
Pork belly and bacon (packaged) (n=22) _
Poultry lardons (n=0) 0%
Alternative products without animal protein (n=37) _
Assortment of delicatessen meats (n=0) 0%
0% 10% 20% 30%

Figure 6 : Distribution of the references collected, by subcategories among Delicatessen meats and similar

Distribution, by subcategories, of products collected among Delicatessen meats and similar
(Figure 6) shows that the most represented subcategories are Sausages (n=156, 34%) and
Dry sausage (n=79, 17%).

On the contrary, no products have been collected in the subcategories: Other cured meats,
Preserved pork or poultry liver (canned), Poultry lardons, and Assortment of delicatessen
meats.

The least represented subcategories are: Pepperoni (n=1, 0.2%) and Cooked beef (packaged)
(n=1, 0.2%).
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Proportion of the different types of brand collected, by subcategories
Delicatessen meats and similar (n=461)

Cooked pork ham and roast (packaged) (n=61) 18 % 23 % 59 %
Poultry ham and roast (packaged) (n=32) 12 % 12% 76 %
Cured ham (n=30) 33% 30 % 37 %
Dried, smoked or cured pork (n=6) 67 % 33 %
Dried, smoked or cured beef (n=4) 50 % 50 %

Other cured meats (n=0)

Sausages (n=156) 33% 17 % 50 %
Dry sausage (n=79) 29% 37 % 34 %
Pepperoni (n=1) 100 %
Chorizo (n=7) 14 % 72 % 14 %
Cooked beef (packaged) (n=1) 100 %
Other cooked meats (packaged) (n=11) 73 % 18 % 9%
Paté (n=14) 50 % 7% 43 %

Preserved pork or poultry liver (canned) (n=0)
Pork belly and bacon (packaged) (n=22) 18 % 36 % 45 %
Poultry lardons (n=0)
Alternative products without animal protein (n=37) 78 % 19 % 3%

Assortment of delicatessen meats (n=0)

0% 25% 50% 75% 100%
National brand Entry level retailer brand Specialised retailer brand
Retailer brand Hard discount Specialised organic retailer brand

Figure 7 : Proportion of the different types of brand collected, by subcategories among Delicatessen meats
and similar

Among the 461 products collected, the proportion of the different types of brand are variable
among subcategories (Figure 7

- National brands are represented in almost all subcategories (apart from: Dried, smoked or
cured pork (n=6)) between 12% and 100% of products collected depending on the
subcategory;

- Retailer brands are also largely represented (apart from: Pepperoni (n=1) and Cooked beef
(packaged) (n=1)) between 7% and 72% of products collected depending on the subcategory;

- Hard discount is represented in 11 out of 14 subcategories for which products have been
collected, between 3% and 100% of products collected depending on the subcategory;
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1.2.3.4 Fresh dairy products and desserts

Classic plain yoghurts and fermented milks with no added sugar (n=37)
Gourmet plain yoghurts and fermented milks with no added sugar (n=6)
Classic sweet yoghurts and fermented milks (h=116)
Gourmet sweet yoghurts and fermented milks (n=37)
Artificially-sweetened yoghurts and fermented milks (n=5)
Classic plain fresh cheeses with no added sugar (n=5)
Gourmet plain fresh cheeses with no added sugar (n=3)
Classic sweetened fresh cheeses (n=40)

Gourmet sweet fresh cheeses (n=31)
Artificially-sweetened fresh cheeses (n=3)

Dessert creams and jellied milks (n=12)

Liégeois desserts and similar (n=4)

Curdled milks (n=0)

Fresh desserts with cereals (n=19)

Fresh mousse-type desserts (n=1)

Egg-based fresh desserts (n=2)

Fresh light and/or artificially-sweetened desserts (n=2)
Fresh plain unsweetened soy desserts (n=0)

Fresh sweetened soy desserts (n=3)

Other fresh plant-based desserts (n=41)

Other dairy products (n=3)

Distribution of the references collected, by subcategories (in number of references)
Fresh dairy products and desserts (n=370)

llil‘ill||||

o
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4%
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0Bk

0%
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0% 10% 20% 30%

Figure 8 : Distribution of the references collected, by subcategories among fresh dairy products and
desserts

Distribution, by subcategories, of products collected among Fresh dairy products and desserts
(Figure 8) shows that the most represented subcategories are Classic sweet yoghurts and
fermented milks (n=116, 31%) and Other fresh plant-based desserts (n=41, 11%) and Classic
sweetened fresh cheeses (n=40, 11%).

On the contrary, no products have been collected in the subcategories: Curdled milks and
Fresh plain unsweetened soy desserts. The least represented subcategories are: Fresh
mousse-type desserts (n=1, 0.3%), Egg-based fresh desserts (n=2, 0.5%) and Fresh light
and/or artificially-sweetened desserts (n=2, 0.5%).
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Proportion of the different types of brand collected, by subcategories
Fresh dairy products and desserts (n=370)

Classic plain yoghurts and fermented milks with no added sugar (n=37)
Gourmet plain yoghurts and fermented milks with no added sugar (n=6)
Classic sweet yoghurts and fermented milks (n=116)
Gourmet sweet yoghurts and fermented milks (n=37)
Artificially-sweetened yoghurts and fermented milks (n=5)
Classic plain fresh cheeses with no added sugar (n=5)
Gourmet plain fresh cheeses with no added sugar (n=3)
Classic sweetened fresh cheeses (n=40)

Gourmet sweet fresh cheeses (n=31)
Artificially-sweetened fresh cheeses (n=3)

Dessert creams and jellied milks (n=12)

Liégeois desserts and similar (n=4)

Curdled milks (n=0)

Fresh desserts with cereals (n=19)

Fresh mousse-type desserts (n=1)

Egg-based fresh desserts (n=2)

Fresh light and/or artificially-sweetened desserts (n=2)
Fresh plain unsweetened soy desserts (n=0)

Fresh sweetened soy desserts (n=3)

Other fresh plant-based desserts (n=41)

Other dairy products (n=3)

0%

49 %
17 % 33%
47 %
43 %
60 %
20% 20%
67 %
62 %

2%

32%

33%
41%

25%

National brand

Retailer brand

16 %

100 %

100 %

21%
100 %
100 %
100 %

100 %
50%

Entry level retailer brand

Hard discount

30 % 2%

50 %

57 %
40 %
60 %
3%
10 % 28 %
16 % 29%

50 %

47 %

67 %
46 %

75%

Specialised retailer brand

Specialised organic retailer brand

12%

100%

Figure 9: Proportion of the different types of brand collected, by subcategories among fresh dairy products
and desserts

Among the 370 products collected, the proportion of the different types of brand are variable
among subcategories (Figure 9):

- National brands are represented in almost all subcategories for which products have been
collected (apart from: Artificially-sweetened fresh cheeses (n=3), Liégeois desserts and similar
(n=4), Fresh sweetened soy desserts (n=3), Fresh light and/or artificially-sweetened desserts
(n=2) and Other dairy products (n=3)) between 17% and 100% of products collected depending
on the subcategory;

- Retailer brands are represented in 11 out of 19 subcategories for which products have been
collected, between 8% and 46% of collected products depending to subcategory;

- Hard discount is largely represented (apart from: Gourmet plain fresh cheeses with no added
sugar (n=3), Fresh mousse-type desserts (n=2), Egg-based fresh desserts (n=2)) between
12% and 100% of products collected depending on the subcategory;
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1.2.3.5 Soft drinks
Colas without added sugar (n=19,
Sug i and artificially red colas (n=0,

)
)
Sugar-sweetened colas (n=17)
Tea beverages without added sugar (n=2)
and artificially tea (n=16)
Sugar-sweetened tea beverages (n=4)

Tonics and bitters without added sugar (n=0)
Sug: d and artificially tonics and bitters (n=1)
Sugar-sweetened tonics and bitters (n=2)
Flavoured waters without added sugar (n=15)

d and artificially d waters (n=6)

Flavoured sugar-sweetened waters (n=16)

Fruit beverages with fruit content > or = 50% (n=10)
Fruit beverages without added sugar (n=5)

Sug: d and artificially d fruit b (n=35)
Sugar-sweetened fruit beverages (n=25)

Vegetable beverages (n=13)

Flavoured milk beverages (n=7)

Plant-based beverages without added sugar (n=31)

Sug: d plant-based b (n=15)

Energy drinks without added sugar (n=8)

Sug: d and artificially energy drinks (n=8)
Sugar-sweetened energy drinks (n=18)

Alcohol-free beers without added sugar (n=10)

Sugar-sweetened alcohol-free beers (n=21)

Other beverages without added sugar (n=1)

Other sugar-sweetened beverages (n=2)

<a

Flavoured sug

Distribution of the references collected, by subcategories (in number of references)
Soft drinks (n=307)

=)

o

Q
=®

3%
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9%

Figure 10 : Distribution of the references collected, by subcategories among Soft drinks

Distribution, by subcategories, of products collected among Soft drinks (Figure 10) shows that
the most represented subcategories are Sugar-sweetened and artificially-sweetened fruit
beverages (n=35, 11%) and Plant-based beverages without added sugar (n=31, 10%).

On the contrary, no products have been collected in the subcategories: Tonics and bitters

without added sugar and Sugar-sweetened and artificially-sweetened colas.

The least

represented subcategories are: Sugar-sweetened and artificially-sweetened tonics and bitters
(n=1, 0.3%) and Other beverages without added sugar (n=1, 0.3%).
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Colas without added sugar (n=19)

Sug: \ed and artificially 1ed colas (n=0)
Sugar-sweetened colas (n=17)

Tea beverages without added sugar (n=2)

Sug: and artificiall d tea beverages (n=16)
Sugar-sweetened tea beverages (n=4)

Tonics and bitters without added sugar (n=0)

I} ed and artificiall d tonics and bitters (n=1)
Sugar-sweetened tonics and bitters (n=2)

Flavoured waters without added sugar (n=15)

Flavoured sugar-sweetened and artificially-sweetened waters (n=6)
Flavoured sugar-sweetened waters (n=16)

Fruit beverages with fruit content > or = 50% (n=10)

Fruit beverages without added sugar (n=5)

Sug: and artificiall ed fruit beverages (n=35)
Sugar-sweetened fruit beverages (n=25)

Vegetable beverages (n=13)

Flavoured milk beverages (n=7)

Plant-based beverages without added sugar (n=31)
Sugar-sweetened plant-based beverages (n=15)

Energy drinks without added sugar (n=8

Sug: 1ed and artificiall energy drinks (n=8;

Alcohol-free beers without added sugar (n=10,
Sugar-sweetened alcohol-free beers (n=21

Proportion of the different types of brand collected, by subcategories

Soft drinks (n=307)

73%

76 %
100 %
81%
100 %

100 %
100 %
54 %
67 %
81%
50 %

100 %
76 %
92 %
1%
45%

88 %
100 %

100 %
100 %

13 %

35%

20 %

1%
18%

19 %

33%
33 %

19 %
20 %

24 %
8%
29%
19%
13%
12%

6% 6%

)
)
Sugar-sweetened energy drinks (n=18) 88 %
)
)
)

Other beverages without added sugar (n=1 100 %
Other sugar-sweetened beverages (n=2) 100 %
0% 25% 50% 75% 100%

National brand Entry level retailer brand Specialised retailer brand

Retailer brand Hard discount ,: Specialised organic retailer brand

Figure 11 : Proportion of the different types of brand collected, by subcategories among Soft drinks

Among the 307 products collected, the proportion of the different types of brand are variable
among subcategories (Figure 11):

- National brands are represented in all subcategories for which products have been collected,
between 2% and 100% of products collected depending on the subcategory;

- Retailer brands are represented in 11 out of 25 subcategories for which products have been
collected, between 6% and 60% of products collected depending of the subcategory;

- Hard discount is represented in 11 out of 25 subcategories for which products have been
collected, with the distribution of products between the subcategories varying from 6% to 33%;
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2 Labeling parameters

2.1 Front of pack labeling per category

Proportion of collected products with or without front of pack labeling, by category

100%
7% 5%
16 % 12% 14 %

15 %

75% 12 -

26 % 40 %

50%

25%

0%

Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks
products cereals and similar and desserts (n=307)
(n=151) (n=177) (n=461) (n=370)
Choices Keyhole Nutriscore B reafic light

Finnish heart Nutrinform battery Reference intake . Without FOP labeling

Figure 12 : Proportion of collected products with or without front of pack labeling, by category

The frequency of the appearance of a front of pack labeling was observed for each of the
categories monitored (Figure 12).

Among all data collected, the majority of products do not have any front of pack labeling : from
55% for Soft drinks to 78% for Bread products.

The most common front of pack labeling is Reference intake and it is observed among all
categories collected, from 14% of products among Breakfast cereals to 40% in Soft drinks
category.

An other front of pack labeling observed in the collected data is the Nutriscore, which is found
on 5% of collected Soft Drinks, 7% of Bread products, 12% of Delicatessen meats and similar,
14% of Fresh dairy products and desserts and 16% of Breakfast cereals.

No other front of pack labeling monitored during Best-ReMaP was present on the packages of
the collected products.
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2.2 Quantified portion size

2.2.1 Bread products

2.2.1.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Bread products (n=151)

50 % 50 %

Plain brioches (n=4

Wholemeal_cereal_grains brioches (n=0

)

)

Cream-filled brioches (n=0)
Brioches with fruit (n=4)

)

Chocolate brioches (n=2

Fine bakery wares_croissants (n=0

)

Fine bakery wares_chocolate croissants (n=0)
Fine bakery wares_other (n=9)

)

Plain white sandwich breads / hamburger /hot dog buns (n=24

Wholemeal_cereal_grains sandwich breads / hamburger / hot dog buns (n=13)
Other_sandwich breads / hamburger / hot dog buns (n=0)

Pre-packaged breads (n=58)

Pre-baked breads (n=10)

Tortilla breads and wraps (n=15) 33%

50 %

Plain toasted breads and toasts (n=0)

Wholemeal_cereal_grains toasted breads and toasts (n=0)

0% 25% 50% 75% 100%
With quantified portion size Without quantified portion size
(n=67) ; 44% (n=84) ; 56%

Figure 13 : Proportion of collected products with or without quantified portion size, by subcategories
among Bread products

Among the 151 products collected, the majority of products do not have a quantified portion
size (n= 84, 56%).

However, when breaking down by subcategory (Figure 13), it can be seen that the frequency
of the presence of a quantified portion size varies according to the different subcategories,
from 38% of products included in the Wholemeal cereal grains toasted breads and toasts
(n=13) to 100% Other breads (n=3), but it has to be noticed that these categories contain a
very low number of products.
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2.2.1.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes

among collected products, by category
Bread products (n=67)

Portion sizes (g or mL)
23
25
50
60

B~

Other

Figure 14 : Proportion of the five most represented portion sizes among collected products in the Bread

products category

Among bread products with a quantified portion size indicated on their packaging (n=67, 44%
of products collected in the category), the five portion sizes the most represented were
highlighted in Figure 14. Within the bread products with a quantified portion size, the most
frequent portion size is 71g (16% among the products of the category with a portion size),
followed by 509 (12% of the products). A large number of different portion sizes can be found
in the category which explains the high proportion of the “other” class (50% of products).
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2.2.2 Breakfast cereals

2.2.2.1 Proportion of products with and without quantified portions by subcategory

Chocolate-flavoured cereals (n=27)
Chocolate and caramel cereals (n=2)
Honey/caramel cereals (n=18)

Filled cereals (n=9)

Sweet cereal flakes (n=9)

Cereal flakes with fruit (n=1)

Cereal flakes with chocolate_nuts (n=2)
Traditional muesli flakes (n=36)
Crunchy fruit muesli (n=22)

Crunchy muesli with nuts_seeds (n=2)
Crunchy chocolate muesli (n=13)
Cereals without added sugar (n=25)
High-fibre cereals (n=5)

High-fibre fruit cereals (n=6)

Cereal preparation to drink (n=0)

Other ready-to-eat cereals (n=0)

Proportion of collected products with or without
quantified portion size, by subcategory
Breakfast cereals (n=177)

72

%

o

@
©

S
=
@
53
=

0% 25% 50% 75% 100%

With quantified portion size Without quantified portion size
(n=117) ; 66% (n=60) ; 34%

Figure 15 : Proportion of collected products with or without quantified portion size, by subcategories

among Breakfast cereals

Among the 177 products collected, the majority of products have a quantified portion size (n=

117, 66%).

It can be seen that the frequency of the presence of a quantified portion size varies according
to the different subcategories (Figure 15), from 50% of products included in the Chocolate and
caramel cereals (n=2) and Crunchy muesli with nuts/seeds (n=2) subcategories to 100% in
High-fibre cereals (n=5) subcategory, but it has to be noticed that these categories contain a
very low number of products.
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2.2.2.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Breakfast cereals (n=117)

6 %3 Portion sizes (g or mL)
30
44 % 40
50
65
M 7o
Other

26 %

16 %

Figure 16 : Proportion of the five most represented portion sizes among collected products in the
Breakfast cereals category

Among breakfast cereals with a quantified portion size indicated on their packaging (n=117,
66% of products collected in the category), the five portion sizes the most represented were
highlighted in Figure 16. Within the breakfast cereals with a quantified portion size, the most
frequent portion size is 30g (44% among the products of the category with a portion size),
followed by 50g (26% of the products) and 40g (16% of the products).
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2.2.3 Delicatessen meat and similar

2.2.3.1 Proportion of products with and without quantified portions by subcategory

Cooked pork ham and roast (packaged) (n=61)
Poultry ham and roast (packaged) (n=32)
Cured ham (n=30)

Dried, smoked or cured pork (n=6)

Dried, smoked or cured beef (n=4)

Other cured meats (n=0)

Sausages (n=156)

Dry sausage (n=79)

Pepperoni (n=1)

Chorizo (n=7)

Cooked beef (packaged) (n=1)

Other cooked meats (packaged) (n=11)

Paté (n=14)

Preserved pork or poultry liver (canned) (n=0)
Pork belly and bacon (packaged) (n=22)
Poultry lardons (n=0)

Alternative products without animal protein (n=37)

Assortment of delicatessen meats (n=0)

Proportion of collected products with or without
quantified portion size, by subcategory
Delicatessen meats and similar (n=461)

17 % 83 %

14 % 86 %

0% 25% 50% 75% 100%

With quantified portion size
(n=80): 17%

Without quantified portion size
(n=381) ; 83%

Figure 17 : Proportion of collected products with or without quantified portion size, by subcategories
among Delicatessen meats and similar

Among the 461 products collected, the majority of products do not have a quantified portion
size (n=381, 83% of the products without quantified portion size).

It can be seen that the frequency of the presence of a quantified portion size varies according
to the different subcategories (Figure 17), from 8% of products included in Alternative products
without animal protein (n=37) to 30% in Cured ham (n=30).
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2.2.3.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Delicatessen meats and similar (n=80)

4 %5 o,
4 . .
Portion sizes (g or mL)

16 % 10
20
25
30
M s0

Other

48 %

Figure 18 : Proportion of the five most represented portion sizes among collected products in the
Delicatessen meats and similar category

Among Delicatessen meats and similar with a quantified portion size indicated on their
packaging (n=80), 17% of products collected in the category), the five portion sizes the most
represented were highlighted in Figure 18. Within the Delicatessen meats and similar with a
quantified portion size, the most frequent portion size is 50g (20%among the products of the
category with a portion size), followed by 259 (16% of the products). A large number of different
portion sizes can be found in the category which explains the high proportion of the “other”
class (48% of products).
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2.2.4 Fresh dairy products and desserts

2.2.4.1 Proportion of products with and without quantified portions by subcategory

Proportion of collected products with or without
quantified portion size, by subcategory
Fresh dairy products and desserts (n=370)

Classic plain yoghurts and fermented milks with no added sugar (n=37)

n
=

76 %

=
=

»
S
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Gourmet plain yoghurts and fermented milks with no added sugar (n=6)

Classic sweet yoghurts and fermented milks (n=116)

@
o

Gourmet sweet yoghurts and fermented milks (n=37)

Artificially-sweetened yoghurts and fermented milks (n=5)

IS
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=]

Classic plain fresh cheeses with no added sugar (n=5)

Gourmet plain fresh cheeses with no added sugar (n=3)

58

% 42

Classic sweetened fresh cheeses (n=40)
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Gourmet sweet fresh cheeses (n=31)
Artificially-sweetened fresh cheeses (n=3)

Dessert creams and jellied milks (n=12)
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Liégeois desserts and similar (n=4)

Curdled milks (n=0)
Fresh desserts with cereals (n=19)
Fresh mousse-type desserts (n=1)

Egg-based fresh desserts (n=2)
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Fresh light and/or artificially-sweetened desserts (n=2)

Fresh plain unsweetened soy desserts (n=0)

@
%

=3
w
#4

Fresh sweetened soy desserts (n=3) %

Other fresh plant-based desserts (n=41) 90 %

Other dairy products (n=3) 100 %
0% 25% 50% 75% 100%
With quantified portion size Without quantified portion size
(n=152) ; 41% (n=218) ; 59%

Figure 19 : Proportion of collected products with or without quantified portion size, by subcategories
among Fresh dairy products and desserts

Among the 370 products collected, the majority of products do not have a quantified portion
size (n=218, 59%).

It can be seen that the frequency of the presence of a quantified portion size varies according
to the different subcategories (Figure 19), from 10% of products included in Other fresh plant-
based desserts (n=41) to 100% in Fresh mousse-type desserts (n=1), Egg-based fresh
desserts (n=2), Fresh light and/or artificially-sweetened desserts (n=2) and Artificially-
sweetened yoghurts and fermented milks (n=5), but it has to be noticed that these categories
contain a very low number of products.
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2.2.4.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category
Fresh dairy products and desserts (n=152)

7%
Portion sizes (g or mL)

19 % 140

41% 150
175

7% 200

B 250

14 % Other

Figure 20 : Proportion of the five most represented portion sizes among collected products in the Fresh
dairy products and dessert category

Among Fresh dairy products and desserts with a quantified portion size indicated on their
packaging (n=152, 41% of products collected in the category), the five portion sizes the most
represented were highlighted in Figure 20. Within the Fresh dairy products and desserts with
a quantified portion size, the most frequent portion size is 150g (19% among the products of
the category with a portion size), followed by 200g (14% of the products). A large number of
different portion sizes can be found in the category which explains the high proportion of the
“other” class (41% of products).
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2.2.5 Soft drinks

2.2.5.1 Proportion of products with and without quantified portions by subcategory
Proportion of collected products with or without
quantified portion size, by subcategory
Soft drinks (n=307)

Colas without added sugar (n=19) 84 % 16 %

Sugar-sweetened and artificially-sweetened colas (n=0)

Tea beverages without added sugar (n=2) 50 % 50 %
Sug d and artificially d tea beverages (n=16)
Sugar-sweetened tea beverages (n=4) 25 %

Tonics and bitters without added sugar (n=0)

Sugar d and artificially tened tonics and bitters (n=1)
Sugar-sweetened tonics and bitters (n=2)

Flavoured waters without added sugar (n=15)

Flavoured sug d and artificially ned waters (n=6)

Flavoured sugar-sweetened waters (n=16)

> w
=
2
ool
a

Fruit beverages with fruit content > or = 50% (n=10)

Fruit beverages without added sugar (n=5)

Sug: d and artificially d fruit beverages (n=35)
Sugar-sweetened fruit beverages (n=25)

Vegetable beverages (n=13)

Flavoured milk beverages (n=7)

Plant-based beverages without added sugar (n=31)
Sugar-sweetened plant-based beverages (n=15)

Energy drinks without added sugar (n=8)

Sug: and artificially d energy drinks (n=8)
Sugar-sweetened energy drinks (n=18)
Alcohol-free beers without added sugar (n=10) 100 %
Sugar-sweetened alcohol-free beers (n=21) % 90 %
Other beverages without added sugar (n=1) 100 %
Other sugar-sweetened beverages (n=2) 100 %
0% 25% 50% 75% 100%
With quantified portion size Without quantified portion size
(n=134) ; 44% (n=173) ; 56%

Figure 21 : Proportion of collected products with or without quantified portion size, by subcategories
among Soft drinks

Among the 307 products collected, the majority of products do not have a quantified portion
size (n=173, 56%).

It can be seen that the frequency of the presence of a quantified portion size varies according
to the different subcategories (Figure 21), from 10% of products included in the Fruit beverages
with fruit content > or = 50% (n=10) and Sugar-sweetened alcohol-free beers (n=21) to 100%
in Sugar-sweetened tonics and bitters (n=2), but it has to be noticed that this category contains
a very low number of products.
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2.2.5.2 Proportion of the most represented portion sizes by category

Proportion of the five most represented portion sizes
among collected products, by category

Soft drinks (n=134)

19% Portion sizes (g or mL)

< 200
3% 250
> 278
330
B s00
Other

10 %

57 %

Figure 22 : Proportion of the five most represented portion sizes among collected products in the Soft
drinks category

Among Soft drinks with a quantified portion size indicated on their packaging (n=134, 44% of
products collected in the category), the five portion sizes the most represented were
highlighted in Figure 22. Within the Soft drinks with a quantified portion size, the most frequent
portion size is 250mL (57% among the products of the category with a portion size), followed
by 200mL (19% of the products) and 330mL (10% of the products).
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3 Labeled nutritional values

Table 3 : Labeling frequency (%) of nutritional values by nutrients and categories

Category_name Energy kJ | Energy_kCal Fat Satufraa;ted_ Carbohydrates Sugar Protein Salt Fibre
?r‘rffgf)’mduas 100% 100% 100% 100% 100% 100% 100% | 99% | 74%
?nrff';f;;“ cereals 100% 100% 100% |  100% 100% 100% | 100% | 100% | 99%
Delicatessen meats 100% 100% 100% |  100% 100% 100% | 100% | 100% | 21%
and similar (n=461)

Fresh dairy products

and desserts 100% 100% 100% 100% 100% 100% 100% 100% | 27%
(n=370)

Soft drinks (n=307) 100% 100% 100% 100% 100% 100% 100% | 100% | 85%

Table 3 shows the frequency of labeling of nutritional values by nutrient and category. All of
the products collected are nutritionally labeled according to the European regulation
1169/2011, INCO?. The only exception is in the Bread products category where 99% of
products are labeled with salt content.

Within all categories, fibre is the nutrient with the lowest frequency of labeling among the
products collected: Bread products (74% of products included in the category have a labeled
fibre content), Breakfast cereals (99%), Delicatessen meats and similar (21%), Fresh dairy
products and desserts (27%), Soft drinks (85%). This can be explained by the fact that this
labeling is not mandatory in Europe, according to INCO regulation?.

! Regulation (EU) No 1169/2011 of the European Parliament and of the Council of 25 October 2011 on
the provision of food information to consumers, amending Regulations (EC) No 1924/2006 and (EC) No
1925/2006 of the European Parliament and of the Council, and repealing Commission Directive
87/250/EEC, Council Directive 90/496/EEC, Commission Directive 1999/10/EC, Directive 2000/13/EC
of the European Parliament and of the Council, Commission Directives 2002/67/EC and 2008/5/EC and
Commission Regulation (EC) No 608/2004 (Text with EEA relevance)
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3.2.1 Bread products
The nutrients considered for the Bread products category are : Fat, Saturated fat, Sugars, Salt
and Fibre.

3.2.1.1 Distribution of fat content by Bread products subcategories

Fat distribution among subcategories
Bread products (n=151)
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Figure 23 : Fat distribution among subcategories of Bread products

Among all subcategories of Bread products, the mean content of fat varies between 1.2g/100g
(Unleavened breads) and 25.8g/100g (Fine bakery wares other) (Figure 23).

Subcategories with the highest mean fat content are (higher than 10g/100g): Fine bakery
wares other (25.89/100g), Other bread products (14.99/100g), Chocolate brioches (13g/100g)
and Plain brioches (12.29/100g).

Subcategories with the lowest mean fat content (between 1g/100g and 3.4g/100g) are: Plain
white sandwich breads / hamburger /hot dog buns, Pre-packaged breads, Pre-baked breads,
Unleavened breads.

The fat content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fat
content are: Pre-packaged breads (n=58), Other breads (n=3), Other bread products (n=2)
and Fine bakery wares_other (n=9). In the case of the Pre-packaged breads subcategory,
there is a diversity of products in this category, which translates into differences in their
composition.

Finally, the subcategories containing products with the most homogeneous fat content are:
Brioches with fruit (n=4), Chocolate brioches (n=2) and Unleavened breads (n=7).
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3.2.1.2 Distribution of saturated fat content by Bread products subcategories

Saturated_fat distribution among subcategories
Bread products (n=151)
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Figure 24 : Saturated fat distribution among subcategories of Bread prodcuts

Among all subcategories of Bread products, the mean content of saturated fat varies between
0.29/100g (Unleavened breads) and 11.39/100g (Fine bakery wares other) (Figure 24).

Subcategory with the highest mean saturated fat content is: Fine bakery wares_other
(11.3g/100g).It can be noted that all the other subcategories represented have a mean
saturated fat content of less than or equal to 3.1g/100g (Chocolate brioches).

Subcategories with the lowest mean saturated fat content (between 0,29/100g and 0.5g/100g)
are: Wholemeal cereal grains sandwich breads / hamburger / hot dog buns, Pre-packaged
breads, Pre-baked breads, Unleavened breads.

The saturated fat content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most
variable saturated fat content are: Plain brioches (h=4), Fine bakery wares other (n=9), Tortilla
breads and wraps (n=15) and Other bread products (n=2).

Finally, the subcategories containing products with the most homogeneous saturated fat
content are: Brioches with fruit (n=4), Chocolate brioches (n=2), Wholemeal cereal grains
sandwich breads / hamburger / hot dog buns (n=13), Pre-baked breads (n=10) and
Unleavened breads (n=7).
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3.2.1.3 Distribution of sugar content by Bread products subcategories

Sugar distribution among subcategories
Bread products (n=151)
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Figure 25 : Sugar distribution among subcategories of Bread products

Among all subcategories of Bread products, the mean content of sugar varies between
0.6g9/100g (Unleavened breads) and 23.19/100g (Brioches with fruit) (Figure 25).

Subcategories with the highest mean sugar content are: Brioches with fruit (23.1g/100g),
Chocolate brioches (19g/100g) Fine bakery wares other (16.49/100g) and Plain brioches
(13.59/100g).

Subcategories with the lowest mean sugar content (between 0.6g/100g and 2.6g/100g) are:
Pre-baked breads, Unleavened breads, Other breads.

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
content are: Pre-packaged breads (n=58), Plain white sandwich breads/hamburger/hot dog
buns (n=24), Brioches with fruit (n=4), Fine bakery wares other (n=9), Other bread products
(n=2).

Finally, the subcategories containing products with the most homogeneous sugar content are:
Plain brioches (n=4), Chocolate brioches (n=2), Unleavened breads (n=7).
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3.2.1.4 Distribution of fibre content by Bread products subcategories

Fibre distribution among subcategories
Bread products (n=111)
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Figure 26 : Fibre distribution among subcategories of Bread products

It should be emphasized that the content of fibre was declared in only 74% of Bread products.

Among all subcategories of Bread products, the mean content of fibre varies between
1.6g9/100g (Chocolate brioches) and 9.6g/100g (Other bread products) (Figure 26).

Subcategories with the highest mean fibre content are: Other bread products (9.69/100g), Pre-
packaged breads (7.09g/100g), Other breads (6.79/100g).

Subcategories with the lowest mean fibre content (between 1.69/100g and 2.4g/100g) are:
Plain brioches, Chocolate brioches, Plain white sandwich breads / hamburger /hot dog buns.

The fibre content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fibre
content are: Pre-baked breads (n=5), Pre-packaged breads (n=57), Other breads (n=3) and
Tortilla breads and wraps (n=6). The most important variability of fibre content is observed for
the subcategory Pre-packaged breads, which contains quite a large number of products
(n=57).

Finally, the subcategories containing products with the most homogeneous fibre content are:
Plain brioches (n=2), Plain white sandwich breads / hamburger /hot dog buns (n=18),
Unleavened breads (n=7). It can be noted that these subcategories do not contain a large
number of products.
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3.2.1.5 Distribution of salt content by Bread products subcategories

Sallt distribution among subcategories
Bread products (n=149)
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Figure 27 : Salt distribution among subactegories of Bread products

Among all subcategories of Bread products, the mean content of salt varies between
0.369/100g (Unleavened breads) and 1.35g/100g (Tortilla breads and wraps) (Figure 27).

Subcategories with the highest mean salt content are: Tortilla breads and wraps (1.35g/100g),
Other bread products (1.299/100g), Pre-packaged breads (1.28g/100g).

Subcategories with the lowest mean salt content are: Unleavened breads (0.36g/100g) and
Brioches with fruit (0.37g/100g).

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable salt
content are: Unleavened breads (n=7), Tortilla breads and wraps (n=15), Pre-packaged breads
(n=57).

Finally, the subcategories containing products with the most homogeneous salt content are:
Fine bakery wares_other (n=9), Plain brioches (n=4), Chocolate brioches (n=2) and Other
breads (n=3). However, these subcategories contain only few products (less that 10).
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3.2.2 Breakfast cereals
3.2.2.1 Distribution of fat content by Breakfast cereals subcategories

Fat distribution among subcategories
Breakfast cereals (n=177)
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Figure 28 : Fat distribution among subcategories of Breakfast cereals

Among all subcategories of Breakfast Cereals, the mean content of fat varies between
1.69/100g (Sweet cereal flakes) and 18.29/100g (Crunchy muesli with nuts/seeds) (Figure 28).

Subcategories with the highest mean fat content are: Crunchy muesli with nuts/seeds
(18.29/100g), Crunchy chocolate muesli (16.2g/100g) and Filled cereals (15.89/1009).

Subcategories with the lowest mean fat content (between 1.69/100g and 4g/100g) are:
Chocolate-flavoured cereals, Sweet cereal flakes, High-fibre cereals.

The fat content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fat
content are: Honey/caramel cereals (n=18), Traditional muesli flakes (n=36), High-fibre fruit
cereals (n=6) and Crunchy fruit muesli (n=22).

Finally, the subcategories containing products with the most homogeneous fat content are:
Chocolate-flavoured cereals (n=27), Sweet cereal flakes (n=9), Chocolate and caramel cereals
(n=2) and Cereal flakes with chocolate/nuts (n=2). It can be noted that the last three
subacategories mentionned contain very few products.
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3.2.2.2 Distribution of saturated fat content Breakfast cereals subcategories

Saturated_fat distribution among subcategories
Breakfast cereals (n=177)
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Figure 29 : Saturated fat distribution among subcategories of Breakfast cereals

Among all subcategories of Breakfast cereals, the mean content of saturated fat varies
between 0.5g/100g (Sweet cereal flakes) and 5.9g9/100g (Crunchy chocolate muesli) (Figure
29).

Subcategories with the highest mean saturated fat content are: Crunchy chocolate muesli
(5.99/100g9), Crunchy muesli with nuts/seeds (5.39/100g) and Crunchy fruit muesli (4.4g/100g).

Subcategories with the lowest mean saturated fat content (between 0.5g/100g and 1g/100q)
are: Chocolate-flavoured cereals (n=27), Chocolate and caramel cereals (n=2), Sweet cereal
flakes (n=9), Cereals without added sugar (n=25).

The saturated fat content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most
variable saturated fat content are: Honey/caramel cereals (n=18), Traditional muesli flakes
(n=36), Crunchy fruit muesli (n=22).

Finally, the subcategories containing products with the most homogeneous saturated fat
content are: Chocolate and caramel cereals (n=2), Sweet cereal flakes (n=9). However, these
subcategories contain only few products (less than 10).
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3.2.2.3 Distribution of sugar content by Breakfast cereals subcategories

Sugar distribution among subcategories
Breakfast cereals (n=177)
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Figure 30 : Sugar distribution among subcategories of Breakfast cereals

Among all subcategories of Breakfast cereals, the mean content of sugar varies between
1.4g9/100g (Cereals without added sugar) and 27.5g/100g (Filled cereals) (Figure 30).

Subcategories with the highest mean sugar content are: Filled cereals (27.5g/100g), Chocolate
and caramel cereals (269/100g), Honey/caramel cereals (24.4/100g).

Subcategories with the lowest mean sugar content (between 1.49/100g and 6.7g/100g) are:
Sweet cereal flakes and Cereals without added sugar.

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
content are: Honey/caramel cereals (n=18), Chocolate-flavoured cereals, Traditional muesli
flakes (n=36) and Crunchy fruit muesli (n=22).

Finally, the subcategories containing products with the most homogeneous saturated fat
content are: Chocolate and caramel cereals (n=2), and Crunchy muesli with nuts/seeds (n=2).
However, these subcategories contain a very small number of products (less than five).
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3.2.2.4 Distribution of fibre content by Breakfast cereals subcategories

Fibre distribution among subcategories
Breakfast cereals (n=176)

5

Fibre (g/100g)

Figure 31 : Fibre distribution among subcategories of Breakfast cereals

It should be emphasized that the content of fibre was declared in 99% of Breakfast cereals.

Among all subcategories of Breakfast cereals, the mean content of fibre varies between
2.89/100g (Sweet cereal flakes) and 9.49/100g (Traditional muesli flakes) (Figure 31).

Subcategories with the highest mean fibre content are: Traditional muesli flakes (9.4g/100g),
Cereals without added sugar (9.0g/100g), High-fibre cereals (7.69/100g), Crunchy chocolate
muesli (7.6g9/100g), High-fibre fruit cereals (7.5g/100g), Crunchy fruit muesli (7.2g9/100g),
Chocolate and caramel cereals (7g/100g) and Crunchy muesli with nuts_seeds (7g/100g).

Subcategories with the lowest mean fibre content are Sweet cereal flake and Cereal flakes
with fruit (respectively 2.8g/100g and 4g/100g).

The fibre content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fibre
content are: Cereals without added sugar (n=25), Chocolate-flavoured cereals (n=27),
Traditional muesli flakes (n=36) and Honey/caramel cereals (n=18).

Finally, the subcategories containing products with the most homogeneous fibre content are:
Chocolate and caramel cereals (n=2), Sweet cereal flakes (n=8), Crunchy muesli with
nuts_seeds (n=2). However, these subcategories contain a small number of products.
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3.2.2.5 Distribution of salt content by Breakfast cereals subcategories

Sallt distribution among subcategories
Breakfast cereals (n=177)
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Figure 32 : Salt distribution among subcategories of Breakfast cereals

Among all subcategories of Breakfast cereals, the mean content of salt varies between
0.0019/100g (Cereals without added sugar) and 1.7g9/100g (Sweet cereal flakes) (Figure 32).

Subcategories with the highest mean salt content are: Sweet cereal flakes (1.7g/100g), Cereal
flakes with chocolate/nuts (1.059/100g), Cereal flakes with fruit (1.09/100g).

Subcategories with the lowest mean salt content (between 0.01g/100g and 0.2g/100g) are:
Traditional muesli flakes and Cereals without added sugar.

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable salt
content are: Honey/caramel cereals (n=18), Chocolate flavoured cereals (n=27), Sweet cereal
flakes (n=9) and Cereal flakes with chocolate/nuts (n=2). Different salt content in products may
result from different recipes used by producers.

Finally, the subcategories containing products with the most homogeneous salt content are:
Chocolate and caramel cereals (n=2), Crunchy fruit muesli (h=22) and Cereals without added
sugar (n=25).
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3.2.3 Delicatessen meats and similar

3.2.3.1 Distribution of protein content by Delicatessen meats and similar subcategories

Protein distribution among subcategories
Delicatessen meats and similar (n=461)
40

Protein (g/100g)
3
+
| :[

Pork
oked Cooked Ottier belly

< Paté nd
(n=14)

bacon
(packaged)
(n=22)

Figure 33 : Protein distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of protein varies
between 14.39/100g (Paté) and 27.2g/100g (Cured ham) (Figure 33).

Subcategories with the highest mean protein content are: Cured ham (27.29/100g), Dried,
smoked or cured beef (25.89/100g) and Chorizo (25.7g/100g).

Subcategories with the lowest mean protein content (between 14.3g/100g and 15g/100g) are:
Paté, Other cooked meats (packaged), Cooked beef (packaged).

The protein content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most
variable protein content are: Dried, smoked or cured pork (n=6), Dried, smoked or cured beef
(n=4), Alternative products without animal protein (n=37), Dry sausage (n=79) and Sausages
(n=156). In the case of Dried, smoked or cured beef or pork the number of products is relatively
small. In the case of the Alternative products without animal protein, Dry sausage and
Sausages the number of collected products is greater and allows for careful conclusions. Most
likely, there is a diversity of ingredients in products of these subcategories, which translates
into differences in their composition.

Finally, the subcategories containing products with the most homogeneous fat content are:
Poultry ham and roast (packaged) (n=32), Chorizo (n=7) and Other cooked meats (packaged)
(n=11).
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3.2.3.2 Distribution of fat content by Delicatessen meats and similar subcategories

Fat distribution among subcategories
Delicatessen meats and similar (n=461)
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Figure 34 : Fat distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of fat varies
between 2.89/100g (Poultry ham and roast (packaged)) and 44g/100g (Pepperoni) (Figure 34).

Subcategories with the highest mean fat content are: Pepperoni (449/100g), Dry sausage
(32.99/100g) and Pork belly and bacon (packaged) (26.2g/100g).

Subcategories with the lowest mean fat content (between 2.89/100g and 3.9g/100g) are:
Cooked pork ham and roast (packaged) (n=61), Poultry ham and roast (packaged) (n=32),
Dried, smoked or cured beef (n=4).

The fat content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fat
content are: Dry sausage (n=79), Sausages (n=156), Paté (n=14) and Alternative products
without animal protein (n=37). The number of collected products in each subcategory is quite
high and allows for careful conclusions. Most likely, there is a diversity of products in these
subcategories, which translates into differences in their composition.

Finally, the subcategories containing products with the most homogeneous fat content are:
Cooked pork ham and roast (packaged) (n=61), Poultry ham and roast (packaged) (n=32) and
Dried, smoked or cured beef (n=4).
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3.2.3.3 Distribution of saturated fat content by Delicatessen meats and similar subcategories

Saturated_fat distribution among subcategories
Delicatessen meats and similar (n=461)
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Figure 35 : Saturated fat distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of saturated fat
varies between 0.99/100g (Poultry ham and roast (packaged)) and 199/100g (Pepperoni)
(Figure 35).

Subcategories with the highest mean saturated fat content are: Pepperoni (19g/100g), Dry
sausage (12.6g/100g) and Pork belly and bacon (packaged) (10.7g/100g).

Subcategories with the lowest mean saturated fat content (between 0.99/100g and 1.6g/100g)
are: Poultry ham and roast (packaged), Alternative products without animal protein, Cooked
pork ham and roast (packaged) and Dried, smoked or cured beef.

The saturated fat content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most
variable saturated fat content are: Sausages (n=156), Dry sausage (n=79) and Paté (n=14).
Sausages and Dry sausages are subcategories that contain a large number of products that
differ in their composition..

Finally, the subcategories containing products with the most homogeneous saturated fat
content are: Cooked pork ham and roast (packaged) (n=61), Poultry ham and roast (packaged)
(n=32), Dried, smoked or cured beef (n=4) and Alternative products without animal protein
(n=37).
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3.2.3.4 Distribution of sugar content by Delicatessen meats and similar subcategories

Sugar distribution among subcategories
Delicatessen meats and similar (n=461)
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Figure 36 : Sugar distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of sugar varies
between 0.2g/100g (Other cooked meats (packaged) and Dried, smoked or cured pork) and
2.69/100g (Alternative products without animal protein) (Figure 36).

Subcategories with the highest mean sugar content are: Alternative products without animal
protein (2.6g9/100g), Chorizo (2.4g/100g) and Paté (1.7g/100g).

Subcategories with the lowest mean sugar content (between 0.2g/100g and 0.3g/100g) are:
Dried, smoked or cured pork (n=6), Dried, smoked or cured beef (n=4), Cooked beef
(packaged) (n=1), Other cooked meats (packaged) (n=11).

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
content (higher or equal than 5g/100g) are: Paté (n=14), Alternative products without animal
protein (n=37) and Dry sausage (n=79). In case of Alternative products without animal protein
and Dry sausage there is a diversity of products in these subcategories, which translates into
differences in their composition.

Finally, the subcategories containing products with the most homogeneous saturated fat
content are: Other cooked meats (packaged) (n=11), Pork belly and bacon (packaged) (n=22),
Dried, smoked or cured pork (n=6), Sausages (n=156).
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3.2.3.5 Distribution of salt content by Delicatessen meats and similar subcategories

Sallt distribution among subcategories
Delicatessen meats and similar (n=461)
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Figure 37 : Salt distribution among subcategories of Delicatessen meats and similar

Among all subcategories of Delicatessen meats and similar, the mean content of salt varies
between 1.53g/100g (Paté) and 5.09/100g (Cured ham) (Figure 37).

Subcategories with the highest mean salt content are: Cured ham (5.0g/100g), Dried, smoked
or cured pork (4.07g/100g) and Chorizo (4.04g9/100g).

Subcategories with the lowest mean salt content (between 1.53g/100g and 1.99/100g) are:
Paté (n=14), Other cooked meats (packaged) (n=11), Alternative products without animal
protein (n=37).

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable salt
content are: Dried, smoked or cured pork (n=6), Dry sausage (n=79), Cooked pork ham and
roast (packaged) (n=61), Sausages (n=156) and Alternative products without animal protein
(n=37). Different salt content in products may result from different recipes used by producers.

Finally, the subcategories containing products with the most homogeneous salt content are:
Poultry ham and roast (packaged) (n=32), Paté (n=14), Other cooked meats (packaged)
(n=11).
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3.2.4 Fresh dairy products and desserts

3.2.4.1 Distribution of protein content by Fresh dairy products and desserts subcategories

Protein distribution among subcategories
Fresh dairy products and desserts (n=370)
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Figure 38 : Protein distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of protein
varies between 1.19/100g (Other fresh plant-based desserts) and 10.0g/100g (Fresh light
and/or artificially-sweetened desserts) (Figure 38).

Subcategories with the highest mean protein content are: Fresh light and/or artificially-
sweetened desserts (10.0g/100g), Classic plain fresh cheeses with no added sugar
(9.89/100q), Artificially-sweetened yoghurts and fermented milks (8.0g/100g).

Subcategories with the lowest mean protein content (between 1.1g/100g and 2.4g/100g) are:
Liégeois desserts and similar (n=4), Other fresh plant-based desserts (n=41), Other dairy
products (n=3).

The protein content varies among subcategories but also within a given subcategory,
translating room for reformulation. The subcategories containing products with the most
variable protein content are: Classic plain yoghurts and fermented milks with no added sugar
(n=37), Classic plain fresh cheeses with no added sugar (n=5), Classic sweetened fresh
cheeses (n=40), Gourmet sweet fresh cheeses (n=31).

Finally, the subcategories containing products with the most homogeneous fat content are:
Artificially-sweetened yoghurts and fermented milks (n=5), Artificially-sweetened fresh
cheeses (n=3), Dessert creams and jellied milks (n=12), Fresh light and/or artificially-
sweetened desserts (n=2), Other dairy products (n=3). However, these subcategories contain
a small number of products, which may explain the low variability.
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3.2.4.2 Distribution of fat content by Fresh dairy products and desserts subcategories

Fat distribution among subcategories
Fresh dairy products and desserts (n=370)

20

e = 4B,
f?$.' Q _~é: SN

plain plain Classic ~ Gourmet
yoghurts  yoghurts ~ Classic ~ Gourmet Atificially-  plain plain

and and sweet sweet sweetened fresh fresh Classic  Gourmet Atificially-
fermented fermented yoghurts yoghurts  yoghurts cheeses  cheeses sweetened sweet  sweetened
milks milks and and and with with fresh fresh fresh
with with  fermented fermented fermented  no no cheeses  cheeses  cheeses

Fat (g/100g)
=

Fresh

light Other

angr PSR resh  Other
or = plant- dairy
based  products

desserts (n=3)
(n=41)

Dessert
creams
and
jellied artificially-

no no milks milks milks added added  (n=40)  (n=31) (n=3) (’m“:”f; (n=4) (n=19) (n=1) fn2); Syoefened

added added  (n=116)  (n=37) (n=5) sugar sugar )
sugar sugar (n=5) (n=3)
(n=37) (n=6)

Liégeois  Fresh Fresh Egg-
desserts  desserts mousse-  based
and with type fresh

soy
similar cereals desserts  desserts desserts
(n=3)

Figure 39 : Fat distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of fat varies
between 0.2g/100g (Classic plain fresh cheeses with no added sugar and Artificially-
sweetened fresh cheeses) and 18g/100g (Egg-based fresh desserts) (Figure 39).

Subcategories with the highest mean fat content are: Egg-based fresh desserts (18g/100g),
Fresh mousse-type desserts (12g/100g) and Dessert creams and jellied milks (8.1g/100g).

Subcategories with the lowest mean fat content (between 0.2g/100g and 1.6g/100g) are:
Artificially-sweetened yoghurts and fermented milks, Classic plain fresh cheeses with no added
sugar, Artificially-sweetened fresh cheeses, Fresh light and/or artificially-sweetened desserts,
Other dairy products.

The fat content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fat
content are: Gourmet plain yoghurts and fermented milks with no added sugar (n=6), Dessert
creams and jellied milks (n=12), Other fresh plant-based desserts (n=41).

Finally, the subcategories containing products with the most homogeneous fat content are:
Artificially-sweetened yoghurts and fermented milks (n=5), Artificially-sweetened fresh
cheeses (n=3), Fresh light and/or artificially-sweetened desserts (n=2), Fresh sweetened soy
desserts (n=3) and Other dairy products (n=3). It can be noted that these subcategories contain
very few products.
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3.2.4.3 Distribution of saturated fat content by Fresh dairy products and desserts subcategories

Saturated_fat distribution among subcategories
Fresh dairy products and desserts (n=370)
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Figure 40 : Saturated fat distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of saturated
fat varies between 0.1g/100g (Classic plain fresh cheeses with no added sugar and Atrtificially-
sweetened fresh cheeses) and 13.59/100g (Egg-based fresh desserts) (Figure 40).

Subcategories with the highest mean saturated fat content are: Egg-based fresh desserts
(13.59/100g), Fresh mousse-type desserts (10g/100g) and Dessert creams and jellied milks
(5.39/100q).

Subcategories with the lowest mean saturated fat content (between 0.19/100g and 0.8g/100g)
are: Classic plain fresh cheeses with no added sugar (n=5), Artificially-sweetened fresh
cheeses (n=3), Fresh light and/or artificially-sweetened desserts (n=2), Fresh sweetened soy
desserts (n=3).

The subcategories containing products with the most variable saturated fat content are: Egg-
based fresh desserts (n=2), Dessert creams and jellied milks (n=12), Other fresh plant-based
desserts (n=41). In the case of the Other fresh plant-based desserts subcategory, the number
of collected products is high and allows for careful conclusions. There is a diversity of products
in this subcategory, which translates into differences in their composition and highlights the
potential for reformulation by reducing the saturated fat content of some products.

Finally, the subcategories containing products with the most homogeneous saturated fat
content are: Artificially-sweetened yoghurts and fermented milks (n=5), Artificially-sweetened
fresh cheeses (n=3), Fresh light and/or artificially-sweetened desserts (n=2), Fresh sweetened
soy desserts (n=3), Other dairy products (n=3). However, these subcategories contain few
products.
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3.2.4.4 Distribution of sugar content by Fresh dairy products and desserts subcategories

Sugar distribution among subcategories
Fresh dairy products and desserts (n=370)
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Figure 41 : Sugar distribution among subcategories of Fresh dairy products and desserts

Among all subcategories of Fresh dairy products and desserts, the mean content of sugar
varies between 3.3g/100g (Classic plain fresh cheeses with no added sugar) and 23.0g/100g
(Fresh mousse-type desserts) (Figure 41).

Subcategories with the highest mean sugar content are: Fresh mousse-type desserts
(23.09/100g), Egg-based fresh desserts (16.59/100g), Liégeois desserts and similar
(13.59/100g).

Subcategories with the lowest mean sugar content (between 3.3g/100g and 4.3g/100g) are:
Classic plain yoghurts and fermented milks with no added sugar, Classic plain fresh cheeses
with no added sugar, Gourmet plain fresh cheeses with no added sugar.

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
content are: Fresh sweetened soy desserts (n=3), Other dairy products (n=3), Other fresh
plant-based desserts (n=41), Gourmet sweet fresh cheeses (n=31), Classic sweet yoghurts
and fermented milks (n=116). There is a diversity of products in these subcategories, which
translates into differences in their composition.

Finally, the subcategories containing products with the most homogeneous saturated fat
content are: Gourmet plain fresh cheeses with no added sugar (n=3), Artificially-sweetened
fresh cheeses (n=3), Fresh light and/or artificially-sweetened desserts (n=2). However, these
subcategories contain a small number of products.
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3.2.4.5 Distribution of fibre content by Fresh dairy products and desserts subcategories

Fibre distribution among subcategories
Fresh dairy products and desserts (n=101)
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Figure 42 : Fibre distribution among subcategories of Fresh dairy products and desserts

It should be emphasized that the content of fibre was declared in only 27% of Fresh dairy
products and desserts (Figure 42).

Among all subcategories of Fresh dairy products and desserts, the mean content of fibre varies
between 0g/100g (Classic plain yoghurts and fermented milks with no added sugar, Gourmet
plain yoghurts and fermented milks with no added sugar, Classic plain fresh cheeses with no
added sugar) and 1.2g/100g (Other fresh plant-based desserts).

Subcategories with the highest mean fibre content are: Other fresh plant-based desserts
(1.29/100g), Gourmet sweet yoghurts and fermented milks (1g/100g), Fresh sweetened soy
desserts (0.79/100g).

Subcategories with the lowest mean fibre content (between 0g/100g and 0.2g/100g) are:
Classic plain yoghurts and fermented milks with no added sugar (n=5), Gourmet plain yoghurts
and fermented milks with no added sugar (n=1), Classic sweet yoghurts and fermented milks
(n=39), Classic plain fresh cheeses with no added sugar (n=2), Classic sweetened fresh
cheeses (n=12), Dessert creams and jellied milks (n=1).

The fibre content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fibre
content are: Gourmet sweet yoghurts and fermented milks (n=4), Other fresh plant-based
desserts (n=30). In case of Other fresh plant-based desserts there is a diversity of products in
this category, which translates into differences in their composition.
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Finally, the subcategories containing products with the most homogeneous fibre content are:
Classic plain yoghurts and fermented milks with no added sugar (n=5), Artificially-sweetened
yoghurts and fermented milks (n=2), Classic plain fresh cheeses with no added sugar (n=2),
Classic sweetened fresh cheeses (n=12).
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3.2.5 Soft drinks
3.2.5.1 Distribution of sugar content by Soft drinks subcategories

Sugar distribution among subcategories
Soft drinks (n=307)
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Figure 43 : Sugar distribution among subcategories of Soft drinks

Among all subcategories of Soft drinks, the mean content of sugar varies between 0g/100g
(Colas without added sugar, n=19 ; Tea beverages without added sugar, n=2 ; Flavoured
waters without added sugar, n=15 ; Energy drinks without added sugar, n=8 ; Other beverages
without added sugar, n=1) and 11.1g/100g (Sugar-sweetened energy drinks, n=18) (Figure
43).

Subcategories with the highest mean sugar content are: Sugar-sweetened energy drinks
(11.19/100g), Other sugar-sweetened beverages (11.09/100g), Sugar-sweetened colas
(10.69/1009).

Subcategories with the lowest mean sugar content (between 0g/100g and 2.6 g/100g) are:
Colas without added sugar (n=19), Tea beverages without added sugar (n=2), Flavoured
waters without added sugar (n=15), Energy drinks without added sugar (n=8), Fruit beverages
without added sugar (, n=5) and Alcohol-free beers without added sugar (n=10).

The sugar content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable sugar
content are: Sugar-sweetened energy drinks (n=18), Vegetable beverages (n=13), Plant-
based beverages without added sugar (n=31), Fruit beverages with fruit content >or= 50%
(n=10), Sugar-sweetened and artificially-sweetened energy drinks (n=8).

Finally, the subcategories containing products with the most homogeneous sugar content are:
Colas without added sugar (n=19), Tea beverages without added sugar (n=2), Sugar-

54



o Best-ReMaP

Poland TO statistics report Healthy Food for a Healthy Future

sweetened tonics and bitters (n=2), Flavoured waters without added sugar (n=15), Other
sugar-sweetened beverages (n=2).
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3.2.5.2 Distribution of fibre content by Soft drinks subcategories

Fibre distribution among subcategories
Soft drinks (n=261)
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Figure 44 : Fibre distribution among subcategories of Soft drinks

It should be emphasized that the content of fibre was declared in only 87% of Soft drinks.

Among all subcategories of Soft drinks, the mean content of fibre varies between 0g/100g and
1.49/100g (Vegetable beverages) (Figure 44).

Subcategories with the highest mean fibre content are: Fruit beverages with fruit content > or
= 50% (1.0g/100g), Vegetable beverages (1.4g/100g).

Subcategories with the lowest mean fibre content (0g/100g) are: Colas without added sugar,
Sugar-sweetened colas, Tea beverages without added sugar, Sugar-sweetened and
artificially-sweetened tea beverages, Sugar-sweetened tea beverages, Sugar-sweetened and
artificially-sweetened tonics and bitters, Sugar-sweetened tonics and bitters, Flavoured waters
without added sugar, Flavoured sugar-sweetened and artificially-sweetened waters, Flavoured
sugar-sweetened waters, Sugar-sweetened and artificially-sweetened fruit beverages, Sugar-
sweetened fruit beverages, Energy drinks without added sugar, Sugar-sweetened and
artificially-sweetened energy drinks, Sugar-sweetened energy drinks, Alcohol-free beers
without added sugar, Sugar-sweetened alcohol-free beers, Other beverages without added
sugar, Other sugar-sweetened beverages.

The fibre content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable fibre
content are: Fruit beverages with fruit content > or = 50% (n=9), Vegetable beverages (n=12).

Finally, the subcategories containing products with the most homogeneous fibre content are:
Colas without added sugar (n=19), Sugar-sweetened colas (n=15), Tea beverages without
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added sugar (n=2), Sugar-sweetened and artificially-sweetened tea beverages (n=14), Sugar-
sweetened tea beverages (n=3), Sugar-sweetened tonics and bitters (n=2), Flavoured waters
without added sugar (n=13), Flavoured sugar-sweetened and artificially-sweetened waters
(n=6), Flavoured sugar-sweetened waters (n=14), Sugar-sweetened and artificially-sweetened
fruit beverages (n=25), Sugar-sweetened energy drinks (n=8), Alcohol-free beers without
added sugar (n=9), Sugar-sweetened alcohol-free beers (n=15), Other sugar-sweetened
beverages (n=2).
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3.2.5.3 Distribution of salt content by Soft drinks subcategories

Salt distribution among subcategories
Soft drinks (n=307)
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Figure 45 : Salt distribution among subcategories of Soft drinks

Among all subcategories of Soft drinks, the mean content of salt varies between 0g/100g
(Sugar-sweetened colas, Sugar-sweetened and artificially-sweetened tonics and bitters,
Sugar-sweetened tonics and bitters, Alcohol-free beers without added sugar, Other beverages
without added sugar) and 0.28g/100g (Fruit beverages without added sugar) (Figure 45).

Subcategories with the highest mean salt content are: Fruit beverages without added sugar
(0.28g/100g), Vegetable beverages (0.23g/100g) and Energy drinks without added sugar
(0.169/100g).

Subcategories with the lowest mean salt content (0g/100g) are: Sugar-sweetened colas,
Sugar-sweetened and artificially-sweetened tonics and bitters, Sugar-sweetened tonics and
bitters, Alcohol-free beers without added sugar, Other beverages without added sugar.

The salt content varies among subcategories but also within a given subcategory, translating
room for reformulation. The subcategories containing products with the most variable salt
content are: Vegetable beverages (n=13), Fruit beverages without added sugar (n=5). Different
salt content in products may result from different recipes used by producers.

Finally, the subcategories containing products with the most homogeneous salt content are:
Sugar-sweetened colas (n=17), Sugar-sweetened tonics and bitters (n=2), Alcohol-free beers
without added sugar (n=10), Other sugar-sweetened beverages (n=2).
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3.2.5.4 Distribution of fat content among flavoured milk beverages and plant-based beverages

subcategories

Fat distribution among subcategories
Soft drinks (n=53)
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Figure 46 : Fat distribution among subcategories of Soft drinks

Among flavoured milk beverages and plant-based beverages subcategories, the mean content
of fat varies between 1.4g/100g (Plant-based beverages without added sugar, n=31 ;
Flavoured milk beverages, n=7) and 2.1g/100g (Sugar-sweetened plant-based beverages,
n=15) (Figure 46).

Sugar-sweetened plant-based beverages contain more fat than Plant-based beverages
without added sugar.
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3.2.5.5 Distribution of saturated fat content among flavoured milk beverages and plant-based

beverages subcategories
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Figure 47 : Saturated fat distribution among subcategories of Soft drinks

Among Plant-based beverages subcategories, the mean content of saturated fat varies
between 0.4g/100g (Plant-based beverages without added sugar, n=31) and 0.3g/100g
(Sugar-sweetened plant-based beverages, n=15). Flavoured milk beverages is the
subcategory with the highest mean content of saturated fat (0.99/100g) (Figure 47).

The saturated fat content varies among subcategories translating room for reformulation. The
subcategory containing products with the most variable saturated fat content is Plant-based
beverages without added sugar.
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1 Description of the food offer

Pre-existing data prior to Best-ReMap data collection (T0)

For the TO data collection, which was done between 2018 and 2021 (see Table 1 for details)
we recorded product information for the categories Breakfast cereals, Delicatessen meats and
similar, Fresh dairy products and desserts and Soft drinks. The pre-existing data was collected
within the scope of the project “Food in the Spotlight” which contributes to the Austrian nutrient
monitoring system (AGES, 2022).

Table 1: Years of data collections

Category name TO data collection year T1 data collection year
Bread products None 2022

Breakfast cereals 2020-2021 2022

Delicatessen meats and similar | 2020 2022

Fresh dairy products and 2018-2019 2022

desserts

Soft drinks 2018-2019 (milk and plant-based 2022

beverages), 2020 (other soft drinks)

The data recording was performed following a standardized method that was developed for
the EU Joint Action on Nutrition and Physical Activity (JANPA). The methodology included
taking pictures of products in retailers for which we attained permission to do so.

The retailers considered for the TO data collection were REWE (including the retailer chains
BILLA, MERKUR and PENNY), SPAR, HOFER, LIDL, Denns BioMarkt, dm drogerie markt and
reformstark Matrin. Their respective market shares for the year 2019 are shown in Figure 1.

Others; 6,1%
LIDL; 6,5%

REWE; 34,1%

HOFER; 20,5%

SPAR; 32,8% Source: GS1 Austria GmbH

Figure 1: Estimated market share in 2019

Data of products which could not be photographed due to them not being present in the shop
or when visiting the supermarkets was not deemed feasible during the pandemic, were
recorded directly from the retailer websites or websites from manufacturers. Additionally, some


https://www.lebensmittellupe.at/index.php?id=1564
https://www.ages.at/forschung/wissen-aktuell/detail/lebensmittel-unter-der-lupe
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product data were transferred to us directly by manufacturers through previously established
data transfer agreements. The different sources of product data that were used for the TO data
collection and the respective percentages is shown in Table 2.

Table 2 : Sources of product data for TO data collection

Photographs in Data from online Data from
supermarkets sources manufacturers
Breakfast cereals (n=643) 61 (9.5%) 556 (86.5%) 26 (4.0%)
Delicatessen meats and 403 (30.7%) 831 (63.2%) 80 (6.1%)
similar (n=1314)
Fresh dairy products and 585 (64.9%) 287 (31.9%) 29 (3.2%)
desserts (n=901)
Soft drinks (n=947) 207 (21.8%) 712 (75.2%) 28 (3.0%)

Best-ReMaP data collection (T1)

The data collection for T1, which was performed completely in March 2022, included the
product categories Bread products, Breakfast cereals, Delicatessen meats and similar, Fresh
dairy products and desserts and Soft drinks (see Table 1 for details). For this data collection,
all product information was obtained via taking photographs in supermarkets. Permission for
data recording was attained from the retailers SPAR, REWE (including the retailer chains
BILLA and PENNY), HOFER and LIDL, and for which one store per retailer was visited
subsequently. The market shares for the year 2021 are shown in Figure 2.

Others; 3,8%
Markant; 3,2%

HOFER & LIDL;

: 0
23,1% SPAR; 36,0%

REWE; 33,9% Source: GS1 Austria GmbH

Figure 2 : Estimated market share in 2021

Markant and none of the small retailers belonging to the “Others” group were included in our
T1 data collection as only the top 5 retailers in Austria, representing 93% of market share in
2021, were considered in our T1 data collection.

In comparison to the TO data collection where our focus was to collect product data for as
many products as possible, for the T1 data collection all products were recorded only for SPAR
and BILLA which are the two biggest retailer chains in Austria, whereas in the hard discounters
HOFER, LIDL and PENNY, only product data of retailer brands were recorded in order to avoid
collecting duplicate data.

10



o Best-ReMaP

Country T1 statistics report Healthy Food for a Healthy Future

1.2.1 Evolution of the food offer, by category

Comparison of TO and T1 data collection (per category)
1314

1219
1087
1000 947
901
8]
3}
=
ko]
5
— 643
o 610
S
[]
£
S 500
z
340
312
0
0
Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks
products cereals and similar and desserts

B o =3505) [ 1 (n=3568)

Figure 3: Comparison of the number of references collected between pre-existing (2018-2021=T0) and Best-
ReMaP (2022=T1) data collection, per category

The number of products collected at TO is greater than the number of products collected at T1
(TO: 3805 vs. T1: 3568) for 3 out of 5 categories collected (Breakfast cereals: 643 vs. 312;
Delicatessen meats and similar: 1314 vs. 1087; Fresh dairy products and desserts: 901 vs.
610). The remaining two categories are: Soft drinks, for which the number of products collected
at TO is smaller than the number of products collected at T1 (947 vs. 1219) and Bread products,
for which there are no pre-existing data for comparison (Figure 3).

The number of soft drinks collected at TO is smaller than T1 as the data for a large number of
soft drink products is not available online, either due to missing product information on the
websites or soft drinks available in retailer chains that do not have a website. As taking pictures
was difficult during the pandemic, more soft drinks were recorded in 2022 compared to 2020.

11



o Best-ReMaP

Country T1 statistics report Healthy Food for  Healthy Future

1.2.2 Evolution of the food offer, by subcategory

1.2.2.1 Bread products
Due to a lack of pre-existing data (TO) there is no figure in the category “Bread products”.

1.2.2.2 Breakfast cereals
Comparison of the distribution of the references collected,
by subcategories (in number of references)
Breakfast cereals (n=955)
T0=2020-2021 ; T1=2022
5%
Chocolate-flavoured cereals _6 %
Chocolate and caramel cereals 9%
| &3
Honey/caramel cereals _: Z:
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Sweet cereal flakes _: :Z
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06 %
Cereal flakes with chocolate_nuts l e
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Figure 4 : Comparison of the distribution of the references collected, by subcategories (in number of
references) among Breakfast cereals

Comparing the distribution of the subcategories between 2020-2021 (TO) and 2022 (T1)
(Figure 4), the percentage of collected products is:

- Higher at T1 for 9 subcategories out of 16 (Chocolate-flavoured cereals, Chocolate and
caramel cereals, Filled cereals, Crunchy fruit muesli, Crunchy muesli with nuts_seeds,
Crunchy chocolate muesli, High-fibre cereals, High-fibre fruit cereals, Other ready-to-
eat cereals)

- Higher at TO for 3 subcategories out of 16 (Cereal flakes with fruit, Traditional muesli
flakes, Cereals without added sugar),

- ldentical for 4 subcategories out of 16 (Honey/caramel cereals, Sweet cereal flakes,
Cereal flakes with chocolate_nuts, Cereal preparation to drink), whereas the number
of products collected in the subcategory “Cereal preparation to drink” is zero at both
data collections (TO as well as at T1).
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1.2.2.3 Delicatessen meats and similar

Comparison of the distribution of the references collected,
by subcategories (in number of references)

Delicatessen meats and similar (n=2401)
T0=2020 ; T1=2022

Cooked pork ham and roast (packaged) _7 %
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Figure 5 : Comparison of the distribution of the references collected, by subcategories (in number of
references) among Delicatessen meats and similar

The comparison of product distribution between 2020 (T0) and 2022 (T1) (Figure 5) shows that
the percentage of collected products is:

- Higher at T1 for 7 subcategories out of 18 (Cured ham; Dried, smoked or cured beef;
Dry sausage; Chorizo; Cooked beef (packaged); Paté; Pork belly and bacon
(packaged)).

- Higher at TO in 5 subcategories out of 18 (Cooked pork ham and roast (packaged);
Poultry ham and roast (packaged); Sausages; Alternative products without animal
protein; Assortment of delicatessen meats).

- lIdentical for 6 subcategories out of 18 (Dried, smoked or cured pork; Other cured
meats; Pepperoni; Other cooked meats (packaged); Preserved pork or poultry liver
(canned); Poultry lardons), with the number of products collected being zero for most
subcategories (with the exception of ‘Dried, smoked or cured pork’ and ‘Pepperoni’) for
both data collections (TO as well as T1).
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1.2.2.4 Fresh dairy products and desserts

Comparison of the distribution of the references collected,
by subcategories (in number of references)

Fresh dairy products and desserts (n=1511)
T0=2018-2019 ; T1=2022
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Figure 6 : Comparison of the distribution of the references collected, by subcategories (in number of
references) among Fresh dairy products and desserts

The comparison of product distribution between 2018-2019 (T0) and 2022 (T1) (Figure 6)
shows that the percentage of collected products is:

- Higher at T1 for 8 subcategories out of 21 (Classic plain yoghurts and fermented milks
with no added sugar; Gourmet plain yoghurts and fermented milks with no added sugar;
Classic plain fresh cheeses with no added sugar; Gourmet plain fresh cheeses with no
added sugar; Artificially-sweetened fresh cheeses; Egg-based fresh desserts; Fresh
light and/or artificially-sweetened desserts; Fresh plain unsweetened soy desserts), but
it should be noted that plain products were not collected at TO.

- Higher at TO in 8 subcategories out of 21 (Classic sweet yoghurts and fermented milks,
Gourmet sweet yoghurts and fermented milks, Classic sweetened fresh cheeses,
Gourmet sweet fresh cheeses, Dessert creams and jellied milks, Fresh desserts with
cereals, Fresh sweetened soy desserts, Other fresh plant-based desserts).

- Identical for 5 subcategories out of 21 (Artificially-sweetened yoghurts and fermented
milks, Liégeois desserts and similar, Curdled milks, Fresh mousse-type desserts, Other
dairy products), with the numbers of products being zero for the subcategories ‘Curdled
milks’ and ‘Other dairy products’ for both data collections (TO as well as T1).
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1.2.2.5 Soft drinks

Colas without added sugar

Sugar-sweetened and artificially-sweetened colas
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Comparison of the distribution of the references collected,

by subcategories (in number of references)

Soft drinks (n=2166)
T0=2020 ; T1=2022
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o ™

25%

25%

Figure 7 : Comparison of the distribution of the references collected, by subcategories (in number of

references) among Soft drinks

Comparing the distribution of the subcategories between 2018-2020' (T0) and 2022 (T1)
(Figure 7), the percentage of collected products is:

- Higher at T1 for 10 subcategories out of 27 (Tonics and bitters without added sugar,
Sugar-sweetened and artificially-sweetened tonics and bitters, Sugar-sweetened tonics
and bitters, Fruit beverages with fruit content > or = 50%, Vegetable beverages,
Flavoured milk beverages, Plant-based beverages without added sugar, Sugar-
sweetened plant-based beverages, Alcohol-free beers without added sugar, Sugar-
sweetened alcohol-free beers), but it should be noted that alcohol-free beers were not

collected at TO.

- Higher at TO in 10 subcategories out of 27 (Sugar-sweetened and artificially-sweetened
colas, Tea beverages without added sugar, Sugar-sweetened and artificially-
sweetened tea beverages, Sugar-sweetened tea beverages, Flavoured sugar-
sweetened waters, Fruit beverages without added sugar, Sugar-sweetened fruit

1 The TO data for the Soft drinks category was collected over the range of 2018-2019 and in 2020. This is due to
the fact that in Austria the data collection for milk and plant based beverages subcategories was done together with
the other fresh dairy products and desserts in the years 2018 and 2019. All other products in the Soft drinks category
were collected in the year 2020. In Figure 7 only the year 2020 is displayed, but it refers to the years 2018-2020.
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beverages, Energy drinks without added sugar, Sugar-sweetened energy drinks, Other
sugar-sweetened beverages).

Identical for 7 subcategories out of 27 (Colas without added sugar, Sugar-sweetened
colas, Flavoured waters without added sugar, Flavoured sugar-sweetened and
artificially-sweetened waters, Sugar-sweetened and artificially-sweetened fruit
beverages, Sugar-sweetened and artificially-sweetened energy drinks, Other
beverages without added sugar).



o Best-ReMaP

Country T1 statistics report Healthy Food for a Healthy Future

1.2.3 Analysis of the evolution of the food offer

1.2.3.1 Bread products
Due to a lack of pre-existing data (TO) for the category “Bread products”, there is no figure for
this category.

1.2.3.2 Breakfast cereals
Analysis of the food offer for Breakfast cereals in 2022
TO =2020-2021 ; T1 = 2022
Products
collected on T1
Total (n=312) :’fa;‘; 389% 349%
Products
collected on TO
-400 -200 0 200
Number of products
r;g::l:ﬁ;s;g&%\ﬁg;‘wg) . Reformulated products (n=85) Identical products (n=120) New products (n=107)

Figure 8 : Decomposition of T1 and TO collected products into subgroups (products removed from the
market, identical products, reformulated products, new products), by comparing each product collected at
TO and T1 (in number of references), among Breakfast cereals

The comparison of data at the two times of data collections (TO and T1) among Breakfast
cereals category (Figure 8) shows that:

- Identical products represent a narrow majority of the data collected in 2022 (38% of T1 data
collection).

- 34% are products added to the market in 2022 (T1), which indicates that the number of new
products and identical products is nearly equal.

- 27% of products were already present in 2020-2021 (T0) but have been reformulated in 2022
(T1)

- A large number of products collected in 2020-2021 cannot be found in 2022 (T1). Not all of
these products can be considered as removed from the market - the amount of products at TO
not found at T1 can be explained by differences in data collection methodology and product
inclusion criteria used at TO.
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1.2.3.3 Delicatessen meats and similar

Analysis of the food offer for Delicatessen meats and similar in 2022
TO = 2020 ; T1 = 2022

Products
collected on T1

61%

Total (n=1087) of TO 26 % 51 %
Products
collected on TO
-500 0 500 1000
Number of products
Products removed . = . . =
from the market (n=-816) Reformulated products (n=249) Identical products (n=284) New products (n=554)

Figure 9 : Decomposition of T1 and TO collected products into subgroups (products removed from the
market, identical products, reformulated products, new products), by comparing each product collected at
TO and T1 (in number of references), among Delicatessen meats and similar

The comparison of data collected between TO and T1 in the Delicatessen meats and similar
category (Figure 9) shows that:

- The majority of products collected in 2020 (TO) are not found in data collected in 2022 (T1),
therefore are considered as removed from the market (61% of TO data collection). However,
the different numbers could also be attributed to different data collection methodologies
between TO and T1.

- Products added to the market represent another large group of the data collected in 2022
(T1) (51% of T1 data collection), reflecting a strong renewal of the offer. It may also be caused
by the fact that the previous snapshot did not contain all products available on the market.

- 23% of the products were already present in 2020 (T0) but have been reformulated in 2022
(T1),

- 26% of the products were identical between the two data collections.
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1.2.3.4 Fresh dairy products and desserts

Analysis of the food offer for Fresh dairy products and desserts in 2022
TO=2018-2019 ; T1 = 2022

Products
collected on T1

1%

o
of TO %

Total (n=610)

Products
collected on TO

400 0 400
Number of products
ggﬁfﬁfrﬁr&%ﬁgae 49) . Reformulated products (n=220) Identical products (n=42) New products (n=348)

Figure 10 : Decomposition of T1 and TO collected products into subgroups (products removed from the
market, identical products, reformulated products, new products), by comparing each product collected at
TO and T1 (in number of references), among Fresh dairy products and desserts

The comparison of data collected between TO and T1 in the Fresh dairy products and desserts
category (Figure 10) shows that:

- Products added to the market represent the majority of the data collected in 2022 (T1) (57%
of T1 data collection), reflecting a strong renewal of the offer (it may also be caused by the fact
that the previous snapshot did not enable to have all products available on the market).

- A majority of products collected in 2018-2019 (T0) are not found in data collected in 2022
(T1), therefore are considered as removed from the market (71% of TO data collection).
However, these could also be products that were not available at the second snapshot data
collection. Another reason could be differences in data collection methodology and product
inclusion criteria.

- 36% of the products were already present in 2018-2019 (T0) but have been reformulated in
2022 (T1),

- 7% of the products were identical between the two data collections.
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1.2.3.5 Soft drinks

Analysis of the food offer for Soft drinks in 2022
TO =2020; T1 = 2022

Products
collected on T1

39 %

Total (n=1219) of TO 24% 44 %
Products
collected on TO
-500 0 500 1000
Number of products
Products removed = : z =
from the market (n=-436) . Reformulated products (n=392) Identical products (n=294) New products (n=533)

Figure 11 : Decomposition of T1 and TO collected products into subgroups (products removed from the
market, identical products, reformulated products, new products), by comparing each product collected at
TO and T1 (in number of references), among Soft drinks

The comparison of data collected between TO and T1 in the Soft drinks category (Figure 11)
shows that:

- Products added to the market represent the majority of the data collected in 2022 (T1) (44%
of T1 data collection), reflecting a strong renewal of the offer (it may also be caused by the fact
that the previous snapshot did not enable to have all products available on the market or may
be explained by differences in methodology and inclusion criteria used at TO compared to T1),

- A majority of products collected in 2018-2020 (TO) are not found in data collected in 2022
(T1), therefore are considered as removed from the market (39% of TO data collection), but it
can also be products that were not available at the time of the second snapshot data collection,

- 32% of the products were already present in 2018-2020 (TO) but have been reformulated in
2022 (T1),

- 24% of the products were identical between the two data collections.
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2 Analysis of labeling parameters

2.1 Front of pack labeling, state of play of T1 data, per category

It should be noted that only data collected during Best-Remap (T1) are described in this section
because the presence of front of pack labeling was not always recorded in pre-existing data.
Therefore, this section (2.1) will only describe 2022 (T1) data.

Proportion of T1 collected products with or without front of pack labeling, by category

100%
75%
50%

25%

0%

Bread Breakfast Delicatessen meats Fresh dairy products Soft drinks (n=1219)
products (n=340) cereals (n=312) and similar (n=1087) and desserts (n=610)
Choices Keyhole . Nutriscore . Traffic light
Finnish heart Nutrinform battery . Reference intake . Without FOP labeling

Figure 12 : Proportion of products with or without front of pack labeling, by category

Figure 12 shows the distribution of front-of-pack labeling by category across data collected in
2022 (T1). For all categories, the majority of products are without FOP labeling: 95% of Bread
products, 85% of Breakfast cereals, 100% of Delicatessen meats and similar, 85 % of Fresh
dairy products and desserts and 92% of Soft drinks.

In four categories out of five, the Nutriscore logo is found on the front of packages: Bread
products (5% of the products); Breakfast cereals (15%); Fresh dairy products and desserts
(15%) and Soft drinks (4%).

A small number of products have the Nutrinform battery on the front of their packaging (4% of
the Soft drinks).
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2.2 Evolution of the quantified portion size

2.2.1 Evolution of the proportion of products with or without quantified portion size

Comparison of the proportion of collected products with or without
quantified portion size, by category

Bread products Breakfast cereals Delicatessen meats and similar Fresh dairy products and desserts Soft drinks

100%
75%
50%

25%

0%
TO ™ T0 T TO ™ TO ™ T0 T

With quantified portion size Without quantified portion size
(n=1398) ; 19% (n=5975) ; 81%

Figure 13 : Evolution of the proportion of collected products with or without quantified portion size, between
TO and T1, per category

Between 2018-2021 (T0) and 2022 (T1), the number of products with a quantified portion size
(Figure 13) has increased for Breakfast cereals (7% in 2020-2021 vs. 54% in 2022), Fresh
dairy products and desserts (24% in 2018-2019 vs. 32% in 2022) and Soft drinks (2% in 2018-
2020 vs. 29% in 2022) and slightly decreased for Delicatessen meats and similar (14% in 2020
vs. 10% in 2022).

It should be noted that the parameter ‘quantified portion size’ was not collected for all products
during TO, so comparisons are only partly relevant.
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2.2.2 Proportion of the most represented portion sizes, per category

The study of the size of quantified labeled portion sizes at both times is an indicator of the
evolution of the serving sizes indicated by the manufacturers. The evolution of this parameter
can potentially influence the quantities consumed and therefore the intake of nutrients.

2.2.2.1 Bread products
Due to a lack of pre-existing data (TO) there is no figure for the category “Bread products”.

2.2.2.2 Breakfast cereals
Proportion of the most represented portion sizes
among TO and T1 collected products
Breakfast cereals (n=213)
100%
m/
75%
71 %
50%
35 %
(| M
25% 24 % 23 9%
9 % 9 % 7% 7% 8%
4% 4%
0% 0% 0% 0%
30 40 45 50 60 80 Other

Portion sizes (g) TO T

Figure 14 : Distribution of the size of the 5 most represented quantified portions in 2020-2021 (T0) and 2022
(T1) in Breakfast cereals category?

Figure 14 depicts the most common portion sizes found in the two data collections. In 2020-
2021 the most represented portion size was 509 (71%), whereas the other four most common
portion sizes (30g, 409, 60g, 80g) were represented by less than 10% respectively. In 2022
509, 30g and 40g were the most represented portion sizes, representing more than 80% of
collected products (82%).

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: Chi-Squared test)
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2.2.2.3 Delicatessen meats and similar

Proportion of the most represented portion sizes
among TO and T1 collected products

Delicatessen meats and similar (n=288)
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Figure 15 : Distribution of the size of the 5 most represented quantified portions in 2020 (TO) and 2022 (T1)

in Delicatessen meats and similar category?

Between 2020 and 2022, the most represented portion sizes were very similar (Figure 15).
Most of the products collected in 2020 and 2022 had a portion size of 25g (61% in 2020, 65%
in 2022), while the other most common portion sizes (10g, 20g, 30g, 50g and 60g) ranged
between 0% and 11%. ‘Other’ portion sizes accounted for 14% in both 2020 and 2022.

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: Chi-Squared test)
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2.2.2.4 Fresh dairy products and desserts

Proportion of the most represented portion sizes
among TO and T1 collected products

Fresh dairy products and desserts (n=386)
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Figure 16 : Distribution of the size of the 5 most represented quantified portions in 2018-2019 (T0) and 2022
(T1) in Fresh dairy products and desserts category?

Figure 16 shows the most common portion sizes found in the two data collections. Overall it
appears that the portion sizes were smaller in 2022 (T1) than in 2018-2019 (T0). The most
frequent portion sizes ranged from 100g to 200g at T1 and from 125¢g to 250g at TO. At T1,
there were significantly more products with a portion size of 100g and 125g. Conversely, the
number of products with a portion size of 180g and 250g has significantly decreased between
TOand T1.

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: Chi-Squared test)
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2.2.2.5 Soft drinks

Proportion of the most represented portion sizes
among TO and T1 collected products

Soft drinks (n=367)
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Figure 17 : Distribution of the size of the 5 most represented quantified portions in 2018-2020 (T0) and 2022
(T1) in Soft drinks?

In Figure 17, the most common portion sizes of the two snapshots are depicted. The great
majority of products showed a portion size of 250ml in both TO and T1 (77% at TO, 63% at T1).
While there were only four different portion sizes present in 2018-2019/2020 (T0) (200ml,
220ml, 250ml and 346ml), in 2022 (T1), the most common portion sizes were more diverse
and ranged between 200 and 500ml.

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: Chi-Squared test)
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3 Evolution of labeled nutritional values

The first parameter examined is the frequency of nutritional value labels on the packages.
Table 3 presents the proportion of products with nutritional values labeled, divided by nutrient
and food category in the two collections.

Between the two data collections (T0:2018-2021; T1:2022), the frequency of labeling remains
systematic and constant for protein, fat, saturated fat, carbohydrates, sugars and salt.

For fibre, where the labeling is not mandatory, there is an increasing trend in its labeling (+3%)
in the Breakfast cereals category and a decreasing trend (-11%, -5%, -2%) in the other
categories in which fibre is monitored (respectively Delicatessen meats and similar; Fresh dairy
products and desserts; Soft drinks).

It should be noted that the methodology for data collection was different at T1 compared to TO.
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Table 3 : Evolution of the frequency of nutrient labeling among the categories

Category_name

Bread products
(TO: n=0; T1: n=340)

Breakfast cereals
(TO: n=643; T1: n=312)

Delicatessen meats and similar
(TO: n=1314; T1 : n=1087)

Fresh dairy products and desserts
(TO: n=901; T1: n=610)

Soft drinks
(TO: n=947 ; T1: n=1219)

28

Fat

TO

100%

100%

100%

98%?Y

T1

100%

100%

100%

100%

100%

Delta

+2

Saturated fat

TO

100%

100%

100%

97%"Y

T1

100%

100%

100%

100%

100%

Delta

+3

Sugar

T0

100%

100%

100%

99%

T1

100%

100%

100%

100%

100%

Delta

+1
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Table 3 (continued)

Category_name

Bread products
(TO: n=0; T1: n=340)

Breakfast cereals
(TO: n=643; T1: n=312)

Delicatessen meats and similar (TO :

n=1314; T1: n=1087)

Fresh dairy products and desserts
(TO: n=901; T1: n=610)

Soft drinks
(TO: n=947; T1: n=1219)

Protein

T0

100%

100%

100%

98%"Y

T1

100%

100%

100%

100%

100%

D

Delta

+2
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Salt

100%

100%

100%

99%%Y

T1

100%

100%

100%

100%

100%

Delta

+1

Fibre

89%

32%

21%

23%

T1

61%

92%

21%

16%

21%

Delta

+3

-11

1 The missing nutritional values in the Soft drinks category at TO are partly due to the fact that some products were labeled ‘contain small amounts of
were not taken into account at TO (only at T1).
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3.2.1 Bread products
Due to a lack of pre-existing data (TO) there is no figure for the category “Bread products”.

3.2.2 Breakfast cereals

The nutrients considered for the analysis of the evolution of Breakfast cereals are: Fat,
Saturated fat, Sugar, Fibre and Salt.

Fat (g/100g)

3.2.2.1 Evolution of the fat content among the subcategories

Fat distribution among subcategories by data collection
Breakfast cereals (n=949)
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Figure 18 : Fat distribution among subcategories of Breakfast cereals?

Figure 18 shows the fat distribution of Breakfast cereals between 2020-2021 (T0) and 2022
(T1) by subcategories. No significant decrease of the average fat content can be observed
among the 15 subcategories.

The variability (range) of the fat content differs according to the subcategories. The products
with the biggest variability at TO and T1, possibly showing a potential for reformulation, are:
Crunchy fruit muesli (2020-2021, n=84; 2022, n=50), Traditional muesli flakes (2020-2021,
n=245; 2022, n=87), Crunchy muesli with nuts_seeds (2020-2021, n=20; 2020-2021, n=18),
Cereals without added sugar (2020-2021, n=100; 2022, n=31) and Crunchy chocolate muesli
(2020-2021, n=61; 2022, n=45).

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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There is a considerable variability in fat content at TO compared with T1 in the subcategories:
Other ready-to-eat cereals (2020-2021, n=5; 2022, n=3), Crunchy fruit mueslis (2020-2021,
n=84; 2022, n=50) or Sweet cereal flakes (2020-2021, n=23; 2022, n=14).

3.2.2.2 Evolution of the fat content for paired products
Table 4 gives an overview of the differences in the average fat content between 2020-2021
(TO) and 2022 (T1) for all products as well as for paired products.

No significant differences are observed among paired products between the two snapshots.

Table 4 : Summary of the evolution of the average fat content for Breakfast cereals, by subcategory?

Fat
All products Paired products
Mean.T1 I\/_Iean value Mean value | Mean.T1 Mean value Mean value
Subcategory_name (g/100g) difference evolution (%) | (g/100g) difference evolution (%)
9279 | (gr100g) °) | 93599) | (g/100g) b
Chocolate-flavoured a4 0.2 4.7% 46 +0.2 +5.6%
cereals
Chocolate - and  caramel | ; 5 +1.3 +19.7% 7.7 -0.1 -1.3%
cereals
Honey/caramel cereals 5.3 +0.5 +10.6% 51 +0.04 +0.7%
Filled cereals 16.4 +1 +6.4% 15.9 +0.3 +2.2%
Sweet cereal flakes 11 -0.6 -33.5% 1.2 +0.02 +2%
Cereal flakes with fruit
Cereal flakes with 53 0 0% 53 06 -9.3%
chocolate _nuts
Traditional muesli flakes 8.7 +0.02 +0.2% 9 +0.3 +3.2%
Crunchy fruit muesli 15 -1.1 -6.8% 15.5 +0.08 +0.5%
Crunchy = muesli  with | ;5 g +1.8 +12.9% 16 0.7 -4.5%
nuts seeds
Crunchy chocolate muesli | 15.8 -0.8 -5% 16.6 -0.2 -1.2%
Cereals  without  added | 5 , +0.4 +7.8% 4.9 +0.01 +0.2%
sugar
High-fibre cereals 3.7 +0.5 +15.5% 3.4 -0.05 -1.4%
High-fibre fruit cereals 2.1 -2.3 -52.3%
Cereal preparation to drink
Other ready-to-eat cereals | 48.3 +16.7 +52.9% 50 +2 +4.2%

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)

Purple box: significant decrease in average content; Yellow box: significant increase in average content
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3.2.2.3 Evolution of the saturated fat content among the subcategories

Saturated_fat distribution among subcategories by data collection
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Other
ready-
to-
eat
cereals

Cereal Crunchy i
flakes Traditional Crunchy muesli Crunchy E{?‘Le:l:f High- ’;:E:‘
with muesli fruit with chocolate added fibre

i fruit
chocolate_ flakes muesli nuts_ muesli sugar cereals cereals
nuts seeds

Cereal
flakes.
with
fruit

Chocolate-
flavoured
cereals

Cht;:‘od}ate Sweet
cereal
flakes

Honey/
caramel
cereals

Filled

caramel cereals

cereals

30

(9/100g)
8

Saturated_fat

0

Lo ifhum

TO ™ TO T TO T TO T T ™ T T TO T TO T T T TO T TO T T ™ TO T TO ™ T0 ™™

[=RIE=Ri]

o e i B

Figure 19 : Saturated fat distribution among subcategories of Breakfast cereals?

In Figure 19 the distribution of the saturated fat content of breakfast cereals between 2020-
2021 (TO) and 2022 (T1) is depicted. Among all subcategories no significant differences in the
saturated fat content can be observed between the two data collections.

The variability (range) of the saturated fat content differs among the subcategories. The
subcategories with the highest variability at TO and T1, possibly showing a potential for
reformulation, are: Crunchy chocolate muesli (2020-2021, n=61; 2022, n=45), Traditional
muesli flakes (2020-2021, n=245; 2022, n=87) and Crunchy fruit muesli (2020-2021, n=384;
2022, n=50).

The subcategory Other ready-to-eat cereals (2020-2021, n=5; 2022, n=3) shows a high
variability at TO but not at T1, which may be caused by the differences in data collection and
products included.

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.2.4 Evolution of the saturated fat content for paired products

Table 5 summarizes the differences in the saturated fat content of all breakfast cereal products

and paired products at TO and T1.

For one subcategory, Traditional muesli flakes, a significant increase in the mean content of
saturated fat can be observed at the level of paired products (+0.1g/100g; +4.4%). The
elevated saturated fat content can be explained by an outlier, which is a paired product that

Best-ReMaP

Healthy Food for a Healthy Future

has experienced major changes in composition between the two snapshots.

Table 5 :
subcategory?

Summary of the evolution of the average saturated fat content for Breakfast cereals, by

Saturated fat

All products Paired products
Mean value Mean value Mean
Mean.T1 . Mean value | Mean.T1 . value

Subcategory_name (g/100g) difference evolution (%) | (g/100g) difference evolution

(g/1009) (9/1009) (%)
Chocolate-flavoured 1.2 0.2 -14.4% 13 +0.03 +2.5%
Sehr‘é‘;‘l’s'ate and  caramel | , +0.05 +4% 1.3 -0.05 -3.7%
Honey/caramel cereals 0.7 -0.3 -29.3% 0.7 +0.02 +2.6%
Filled cereals 3.9 +0.1 +2.7% 3.8 0 0%
Sweet cereal flakes 0.2 -0.3 -54% 0.3 -0.03 -12%
Cereal flakes with fruit
Cereal flakes with 1 +0.2 +20% 1 0 0%
chocolate nuts
Traditional muesli flakes 2.2 +0.1 +6.4% 2.5 +0.1* +4.4%
Crunchy fruit muesli 3.9 -0.8 -17.9% 4.4 -0.3 -7%
S&?Sncsheye i muesli— with |, 7 +0.3 +12% 2.3 0.4 -13.6%
Crunchy chocolate muesli 5 -0.5 -9.6% 5.3 -0.2 -3.1%
gue;f's without  added | +0.08 +9.6% 0.9 +0.02 +1.7%
High-fibre cereals 0.8 -0.2 -16.7% 1 -0.05 -4.8%
High-fibre fruit cereals 0.3 0 0%
Cereal preparation to drink
Other ready-to-eat cereals | 24 +13.7 +133% 27 +1 +3.8%

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Evolution of the Saturated_fat content in Traditional muesli flakes
(by couple of paired products)
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Figure 20 : Saturated fat content evolution between 2020-2021 and 2022 by couple of paired product for
Traditional muesli flakes subcategory

Of the 52 couples of paired products in the subcategory Traditional muesli flakes (Figure 20),
the majority (43 couples) have an equal saturated fat content at TO and T1. Eight couples have
a higher saturated fat content at TO compared to T1. The observed increases range between
+0.1g/100 g (couples 11; 26; 37) and +4g/100g (couple 52), whereby the high increase in
couple 52 is due to major changes in composition between the two snapshots.

For only one paired couple a lower saturated fat content, of -0.1g/100g (couple 49), can be
seen at T1 compared to TO.

It should be noted that there hasn’t been any change in 2022 in the product with the highest
saturated fat content in 2020-2021.
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3.2.2.5 Evolution of the sugar content among the subcategories

Sugar distribution among subcategories by data collection
Breakfast cereals (n=949)
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Figure 21 : Sugar distribution among subcategories of Breakfast cereals?

Figure 21 shows the distribution of the sugar content of Breakfast cereals between 2020-2021
(TO) and 2022 (T1) by subcategories. Among the data collected within the 15 subcategories
for only one, Crunchy fruit muesli, a significant decrease in the average sugar content can be
observed between the data collections (-2.49/100g; -12.7%). This significant decrease of the
sugar content at the subcategory level can partly be explained by differences in methodology
and products included in the subcategory at the two snapshots.

Overall the variability (range) of the sugar content between the subcategories differs. The
subcategories with the highest variability at TO and T1, possibly showing a potential for
reformulation, are: Crunchy fruit muesli (2020-2021, n=84; 2022, n=50), Traditional muesli
flakes (2020-2021, n=245; 2022, n=87), Crunchy chocolate muesli (2020-2021, n=61; 2022,
n=45); Crunchy muesli with nuts_seeds (2020-2021, n=20; 2022, n=18), High-fibre cereals
(2020-2021, n=15; 2022, n=9) and Sweet cereal flakes (2020-2021, n=23; 2022, n=14).

Within the same subcategory the most variable sugar content between the two data collections
can be observed for: Chocolate flavoured cereals (2020-2021, n=32; 2022, n=18), Crunchy
fruit mueslis (2020-2021, n=84; 2022, n=50), Cereals without added sugar (2020-2021, n=100;
2022, n=31), Other ready-to-eat cereals (2020-2021, n=5; 2022, n=3) and Crunchy chocolate
mueslis (2020-2021, n=61; 2022, n=45). With the exception of Crunchy chocolate muesli, all
the subcategories mentioned have a lower variability at T1 compared to TO.

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.2.6 Evolution of the sugar content for paired products
Table 6 shows the differences in average sugar content for all Breakfast cereals products and
paired products between the two snapshots.
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For three out of the 15 subcategories, a significant decrease in the mean sugar content at the
level of paired products is detected: Filled cereals (-1.29/100g between TO and T1; -3.9%),
Crunchy fruit muesli (-0.89/100g; -4.5%) and Crunchy chocolate muesli (-0.6g/100g; -2.8%).
These significant decreases of the sugar content at the subcategory levels can possibly be

linked to changes in the composition of some of the products.

Table 6 : Summary of the evolution of the average sugar content for Breakfast cereals, by subcategory *

Sugar

All products Paired products
Subcategory_name Mean.T1 | Mean Mean value | Mean.T1 | Mean Mean value

(9/100g) | value evolution (%) (9/100g) | value evolution (%)

difference difference
(g9/1009) (9/1009)

Chocolate-flavoured 216 06 2.8% 20.7 11 5.3%
cereals ' ) ' ' ' '
Chocolate and caramel o5 05 -1.9% 25 0 0%
cereals
Honey/caramel cereals | 26.3 +0.8 +3% 26.1 0 0%
Filled cereals 27.3 -1.2 -4.1% 27.4 -1.2* -3.9%
Sweet cereal flakes 8.2 +0.2 +3.1% 8.6 +0.008 +0.09%
Cereal flakes with fruit
Cereal flakes  with 274 +1.9 +7.8% 274 0 0%
chocolate nuts
Traditional muesli flakes | 135 +0.3 +2% 15.9 -0.1 -0.8%
Crunchy fruit muesli 16.4 -2.4% -12.7% 17 -0.8* -4.5%
Crunchy muesli - with | ;5 , 2.1 113.2% 14.4 2 12%
nuts_seeds
Crunchy — chocolate |, , +0.04 +0.2% 21.8 0.6% -2.8%
muesli
Cereals without added 1 01 11.7% 1 0 0%
sugar
High-fibre cereals 14.6 +0.9 +6.9% 13.4 -0.8 -5.4%
High-fibre fruit cereals 11 -6 -35.3%
Cereal preparation to
drink
Other ready-to-eat | , q 4 57.8% 25 0.2 7.4%
cereals

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)

Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Evolution of the Sugar content in Filled cereals
(by couple of paired products)
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Figure 22 : Sugar content evolution between 2020-2021 and 2022 by couple of paired product for Filled
cereals subcategory

Among the 11 couples of paired products of Filled cereals, five have an equal sugar content
at TO and T1, whereas six couples show a lower sugar content at the second snapshot
compared to the first. The observed reductions range between -0.49/100g (couple 10) and
- 39/100g (couples 4, 5 and 8). It should be noted that no change can be observed for the
product with the highest sugar content at TO — the value is the same at T1 (Figure 22).
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Evolution of the Sugar content in Crunchy fruit muesli

(by couple of paired products)
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Figure 23 : Sugar content evolution between 2020-2021 and 2022 by couple of paired product for Crunchy
fruit muesli subcategory

There are 31 couples of paired products for the subcategory Crunchy fruit muesli — of these,
eight couples have a lower sugar content at T1 compared to TO. The observed reductions in
2022 compared to 2020-2021 range between -0.1g/100g (couple 29) and -8.6g/100g (couple
1).

22 couples show equal sugar contents in 2020-2021 and 2022, whereas one couple (21) has
an increased sugar content at the second snapshot (+1g/100g) (Figure 23).
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Evolution of the Sugar content in Crunchy chocolate muesli
(by couple of paired products)
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Figure 24 : Sugar content evolution between 2020-2021 and 2022 by couple of paired product for Crunchy
chocolate muesli subcategory

Of the 30 couples of paired products in the subcategory Crunchy chocolate muesli, a
decreased sugar content can be observed for nine paired couples at T1 compared to TO. The
reductions range between -1g/100g (couple 26) and -3g/100g (couples 3, 8).

Among the other 21 couples, there are no changes of the sugar content between TO and T1
(Figure 24).
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3.2.2.7 Evolution of the fibre content among the subcategories

Fibre distribution among subcategories by data collection
Breakfast cereals (n=859)
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Figure 25 : Fibre distribution among subcategories of Breakfast cereals?

In Figure 25, the fibre content distribution of the Breakfast cereals subcategories between the
data collections in 2020-2021 and 2022 is depicted.

Among the 15 subcategories considered, no significant changes of the fibre contents can be
observed between the two data collections. The variability (range) of the fibre content differs
between the subcategories. Subcategories with the highest variability at both TO and T1,
possibly showing a potential for reformulation, are: Traditional muesli flakes (2020-2021,
n=225; 2022, n=79), Crunchy fruit muesli (2020-2021, n=77; 2022, n=47), Crunchy muesli with
nuts_seeds (2020-2021, n=18; 2022, n=17), Cereals without added sugar (2020-2021, n=89;
2022, n=29) and Crunchy chocolate muesli (2020-2021, n=56; 2022, n=43).

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.2.8 Evolution of the fibre content for paired products
Table 7 gives an overview of the differences in average fibre content between 2020-2021 and
2022 for all products as well as for paired products.

No significant changes in the mean fibre content of paired products can be observed.

D

Best-ReMaP

Healthy Food for a Healthy Future

Table 7 : Summary of the evolution of the average fibre content for Breakfast cereals, by subcategory?

Fibre
All products Paired products
Mean value Mean
Subcatedory name Mean.T1 difference Mean value | Mean.T1l | value Mean value
gory_ (9/1009) (9/100g) evolution (%) | (g/100g) | difference evolution (%)
9/100g (9/100g)
Chocolate- 6.6 06 -7.8% 6.6 +0.1 +1.9%
flavoured cereals
Chocolate and 5.8 0.8 -11.9% 5.8 -0.5 -7.2%
caramel cereals
Honey/caramel 5.7 05 -8.6% 5.9 0.1 -2%
cereals
Filled cereals 4.5 +0.2 +3.5% 4.6 +0.1 +2.2%
Sweet cereal flakes | 4.3 +0.4 +8.8% 4.3 +0.2 +5.8%
Cereal flakes with
fruit
Cereal flakes with 6 +0.5 +8.7% 6 0 0%
chocolate nuts
Traditional muesli 99 +0.2 +1.7% 9.6 +0.4 +4.5%
flakes
Crunchy fruit muesli | 8.4 +0.6 +8.2% 8.5 +0.07 +0.9%
Crunchy muesli with 93 +1.1 +13.3% 10.1 +1.1 +12.6%
nuts_seeds
Crunchy chocolate 79 +0.2 +2.204 7.5 +0.06 +0.7%
muesli
Cereals without 8.2 +0.09 +1.2% 7.6 +0.3 +4.8%
added sugar
High-fibre cereals 8.2 -0.1 -1.4% 8.8 +0.1 +1.5%
High-fibre fruit 6.3 -05 -7.4%
cereals
Cereal preparation
to drink
Other ready-to-eat 173 +55 +46.4% 18 0 0%
cereals

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)

Purple box: significant decrease in average content; Yellow box: significant increase in average content
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3.2.2.9 Evolution of the salt content among the subcategories

Salt distribution among subcategories by data collection
Breakfast cereals (n=949)
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Figure 26 : Salt distribution among subcategories of Breakfast cereals?

Figure 26 shows the distribution of salt content for the Breakfast cereals subcategories
between 2020-2021 (T0) and 2022 (T1).

The salt content has not changed significantly in any of the 15 subcategories considered
between the two data collections.

A variability of the salt content can be observed between the subcategories. The highest
variability at both TO and T1, possibly showing a potential for reformulation, can be seen for
Sweet cereal flakes (2020-2021, n=23; 2022, n=14), High fibre cereals (2020-2021, n=15;
2022, n=9), Honey/caramel cereals (2020-2021, n=25; 2022, n=14) and Crunchy fruit muesli
(2020-2021, n=84; 2022, n=50).

It has to be noted that a high variability could also be observed for Other ready-to-eat-cereals
at TO but not at T1 which can be explained by differences in methodology and products
included in the two snapshots.

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.2.10 Evolution of the salt content for paired products
Table 8 gives an overview of the differences in average salt content between TO and T1 among
all products as well as paired products.
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In one of the 15 subcategories a significant decrease in the mean salt content have been
detected, i.e. Chocolate-flavoured cereals (-0.0699/100g; -13.08%). The significant decrease
of the salt content at the paired product level could possibly be explained by changes in
composition in certain products, but is probably too low to be of relevance.

Table 8 : Summary of the evolution of the average salt content for Breakfast cereals, by subcategory?

Salt
All products Paired products
Mean Mean value Mean value

Mean.T1 | value . Mean.T1 . Mean value
Subcategory_name (9/100g) | difference %\/IOIUUO” (9/1009) d|f/ffégnce evolution (%)
Sehr‘;‘;‘l’s'ate'ﬂa"oured 0.45 -0.046 | -917% 0.46 -0.069* -13.08%
Sehr‘é‘;‘l’s'ate and caramel | , 4q -0.012 2.33% 0.49 0 0%
Honey/caramel cereals | 0.44 +0.13 +40.49% 0.39 0 0%
Filled cereals 0.59 +0.034 +6.11% 0.61 -0.033 -5.07%
Sweet cereal flakes 1.05 -0.16 -13.24% 1.09 -0.009 -0.8%
Cereal flakes with fruit
Cereal flakes — with | ;o -0.18 -18.23% 0.83 0 0%
chocolate _nuts
g;ig';‘ona' muesli | 5 5g +0015 | +20.99% 01 -0.007 -6.63%
Crunchy fruit muesli 0.3 +0.046 +17.92% 0.38 -0.014 -3.62%
rC1:L:ltJSnCSheye dsmues“ with | o 35 -0.11 -25.67% 0.41 -0.017 -4.05%
E‘::Jgsclry chocolate | ) 59 +0.052 +15.79% 0.39 -0.013 -3.13%
gfégf's without added | ; ;g -0.004 -4.81% 0.11 -0.05 -31.96%
High-fibre cereals 0.57 -0.17 -22.8% 0.54 -0.012 -2.13%
High-fibre fruit cereals 0.59 +0.1 +20.41%
Cereal preparation to
drink
CO;:‘:E;IS ready-to-eat | ) | -0.88 -89.75% 01 0 0%

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Evolution of the Salt content in Chocolate-flavoured cereals
(by couple of paired products)
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Figure 27 . Salt content evolution between 2020-2021 and 2022 by couple of paired product for Chocolate-
flavoured cereals subcategory

For Chocolate-flavoured cereals, 13 couples of paired products could be detected. Among
those, six had a lower salt content at T1 compared to TO. The reductions observed range

between -0.01g/100g (couple 8) and -0.22g/100g (couples 9, 10).

Among the other seven couples, no changes of the salt content can be observed between the
two snapshots (Figure 27).
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3.2.3 Delicatessen meats and similar
The nutrients considered for the analysis of the evolution of Delicatessen meats and similar
category are: Protein, Fat, Saturated fat, Sugars and Salt.

3.2.3.1 Evolution of the protein content among the subcategories

Protein distribution among subcategories by data collection
Delicatessen meats and similar (n=2401)
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Figure 28 : Protein distribution among subcategories of Delicatessen meats and similar

Figure 28 shows the protein distribution of Delicatessen meats and similar between 2020 (TO)
and 2022 (T1) by subcategories. Among the 14 subcategories considered, the average protein
content significantly decreased for one subcategory only: Alternative products without animal
protein (-8.29/100g; -41.7%). This may be explained by the fact that there was a much higher
number of products collected at TO (n=70) compared with T1 (n=33).

The variability (range) differs according to the subcategories and to some extent within the
same subcategory between TO and T1. The subcategories including products with the most
variable protein content at both times (TO; T1) are: Cured ham (n=82; n=84), Dried, smoked or
cured beef (n=14; n=16), Pork belly and bacon (packaged) (n=42; n=53), Alternative products
without animal protein (n=70; n=33), Sausages (n=430; n=321), Dry sausage (n=327; n=303).

The higher protein content at TO compared to T1 in the subcategory Dried, smoked or cured
beef can be ascribed to one ‘beef chips’ product (protein content: 57g/100g), while the
extremely high protein content in subcategory Cured ham at TO and T1 is due to one ‘ham
chips’ product (protein content: 72g/100g).
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3.2.3.2 Evolution of the protein content for paired products
Table 9 summarizes the differences in average protein content observed between 2020 (T0)
and 2022 (T1) for all products and for paired products (products available both at the first and

second snapshot).
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There were no significant differences in protein content of the paired products.

Table 9 : Summary of the evolution of the average protein content for Delicatessen meats and similar, by

subcategory?
Protein
All products Paired products
Subcategory_name | Mean.T1 | Mean value | Mean value | Mean.T1 | Mean value | Mean value
(9/100g) | difference evolution (%) | (9/100g) | difference evolution (%)
(g9/1009) (9/1009)
Cooked pork ham
and roast | 19.1 +0.2 +1.1% 19.1 +0.2 +1.3%
(packaged)
Poultry ham and |, 0.6 3.2% 19.2 0.4 2%
roast (packaged)
Cured ham 28.8 +0.7 +2.6% 29.5 -0.5 -1.7%
Dried, smoked or | ,, +1.6 +7.8% 20.2 0.2 1.1%
cured pork
Dried, smoked or | ,; 4 4.2 -13% 315 +0.2 +0.5%
cured beef
Other cured meats
Sausages 15.6 +0.5 +3% 15.6 +0.2 +1.2%
Dry sausage 25.7 +0.2 +0.9% 25.8 +0.1 +0.5%
Pepperoni 18.1 -5.9 -24.6%
Chorizo 22.2 -3.5 -13.6% 27 +1.6 +6.3%
Cooked beet | 207 4.3 -17.3%
(packaged)
Other cooked
meats (packaged)
pPaté 13.3 +0.4 +3.3% 12.9 +0.4 +2.9%
Preserved pork or
poultry liver
(canned)
Pork  belly —and | g, +0.5 +2.6% 20.4 +0.1 +0.6%
bacon (packaged)
Poultry lardons
Alternative
products  without | 11.5 -8.2%** -41.7% 13.6 -0.2 -1.3%
animal protein
Assortment  of | ,, ; +1 +4.4% 233 1.2 -4.6%
delicatessen meats

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)

Purple box: significant decrease in average content; Yellow box: significant increase in average content
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3.2.3.3 Evolution of the fat content among the subcategories

Fat distribution among subcategories by data collection
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Figure 29 : Fat distribution among subcategories of Delicatessen meats and similar?!

Figure 29 shows the fat content distribution of Delicatessen meats and similar between 2020
(TO) and 2022 (T1) by subcategories. Among the 14 subcategories considered, the average
fat content significantly decreased for one subcategory only: Paté (-2.99/100g; -9.6%). This
may be explained by a difference in product offer in 2022.

The variability (range) differs according to the subcategories and also between the two
snapshots within a same subcategory, especially for Pork belly and bacon (packaged) (TO,
n=42; T1, n=53) and Cured ham (TO, n=82; T1, n=84), which had a higher variability at T1
compared to TO.

The subcategories including products with the most variable fat content at both times (TO; T1)
are: Paté (n=124; n=120), Pork belly and bacon (packaged) (n=42; n=53), Cured ham (n=82;
n=84), Sausages (n=430; n=321), Dry sausage (n=327; n=303).

A higher variability in fat content in the subcategories Cured ham and Pork belly and bacon
(packaged) at T1 compared to TO can be explained by three individual products with a
particularly high fat content, which were not recorded at TO: Ham from the black Slavonian pig
(fat content: 479/100g), Cured bacon (fat content: 91g/100g), Back bacon smoked and air dried
(fat content: 68g/100g).

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.3.4 Evolution of the fat content for paired products
Table 10 summarizes the difference in the average fat content observed between 2020 (TO)
and 2022 (T1) for all products and for paired products (products available both at the first and
second snapshot and which enable to conclude on reformulation).

No significant difference is observed at the level of paired products.

Table 10 : Summary of the evolution of the average fat content
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for Delicatessen meats and similar, by

subcategory?
Fat
All products Paired products
Mean Mean value Mean value
Subcategory name Mean.T1 | value evolution Mean.T1 difference Mean value
gory_ (9/100g) | difference (%) (9/1009) (g/100g) evolution (%)
(g/100g) g9/:tog

Cooked pork ham
and roast | 5.4 -0.3 -5.1% 5.1 -0.2 -4.7%
(packaged)
Poultry ham and |, 7 -0.2 -5.9% 1.7 +0.05 +2.7%
roast (packaged)
Cured ham 15.9 +1.4 +9.3% 15.6 +0.4 +2.3%
Dried, smoked or| ;4 g +0.6 +4.9% 13.3 +0.6 +4.9%
cured pork
Dried, smoked or| , 4 +0.9 +27% 3.7 -0.03 -0.8%
cured beef
Other cured meats
Sausages 20.4 -0.2 -1% 19.9 -0.07 -0.3%
Dry sausage 36.2 +0.7 +2.1% 37 +0.1 +0.4%
Pepperoni 36.8 +3.8 +11.5%
Chorizo 324 -0.4 -1.3% 37 -7.2 -16.3%
Cooked beef | 5 +0.4 +8.7%
(packaged)
Other cooked meats
(packaged)
Paté 27 -2.9* -9.6% 30.2 -04 -1.3%
Preserved pork or
poultry liver
(canned)
Pork — belly and| ,, o +1.2 +3.7% 34 +0.8 +2.5%
bacon (packaged)
Poultry lardons
Alternative products
without animal | 14.5 +0.9 +6.4% 15.6 -0.2 -1%
protein
Assortment of

; 22.4 +4 +21.7% 20.7 -1 -4.9%
delicatessen meats

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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3.2.3.5 Evolution of the saturated fat content among the subcategories

Saturated_fat distribution among subcategories by data collection
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Figure 30 : Saturated fat distribution among subcategories of Delicatessen meats and similar?!

Figure 30 shows the saturated fat content distribution of Delicatessen meats and similar
between 2020 (TO) and 2022 (T1) by subcategories. The average saturated fat content has
not changed significantly in any of the 14 subcategories considered.

The variability (range) differs according to the subcategories but remains almost constant for
most subcategories between the two snapshots within a same subcategory. Exceptions are
for example the subcategories Cured ham (TO, n=82; T1, n=84) and Pork belly and bacon
(packaged) (TO, n=42; T1, n=53), which had a higher variability at T1 compared to TO, due to
some outliers.

The subcategories including products with the most variable saturated fat content at both times
(TO; T1) are: Paté (n=124; n=120), Pork belly and bacon (packaged) (n=42; n=53), Dry
sausage (n=327; n=303), Sausages (n=429; n=321), Cured ham (n=82; n=84).

It should be noted, that there are major differences in the number of products in some
subcategories between TO and T1, like Cooked pork ham and roast (packaged) (n=113; n=79),
Sausages (n=429; n=321), Alternative products without animal protein (n=70; n=33),
Assortment of delicatessen meats (n=37; n=9).

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.3.6 Evolution of the saturated fat content for paired products

Table 11 summarizes the differences in average saturated fat content observed between 2020
(TO) and 2022 (T1) for all products and for paired products (products available both at the first
and second snapshot).

No significant difference is observed at either level (all products and paired products).

Table 11: Summary of the evolution of the average saturated fat content for Delicatessen meats and similar,
by subcategory?

Saturated fat
All products Paired products
Mean Mean value
Subcategory name Mean.T1 | value Mean value | Mean.T1 difference Mean value
gory_ (g/100g) | difference | evolution (%) | (9/100g) (g/100g) evolution (%)
(g/100g) 9/:tog
Cooked pork ham
and roast | 2.1 -0.2 -7.9% 2.1 -0.1 -5.5%
(packaged)
Poultry ham and | g -0.02 -3.6% 0.7 +0.08 +14.2%
roast (packaged)
Cured ham 6.1 +0.5 +9.5% 6 +0.3 +5%
Dried, smoked or | g g +0.2 +3.4% 5.4 +0.2 +4.3%
cured pork
Dried, smoked or |, ; +0.2 +14.8% 1.6 -0.06 -3.5%
cured beef
Other cured meats
Sausages 8.1 -0.1 -1.8% 7.8 -0.03 -0.4%
Dry sausage 14.9 +0.2 +1.5% 15.3 +0.07 +0.4%
Pepperoni 12.9 -1.1 -7.9%
Chorizo 11.1 -1.9 -14.2% 12 -4.7 -28.1%
Cooked beef | , 5 10,6 +29.8%
(packaged)
Other cooked
meats (packaged)
Paté 9.9 -1.1 -10.5% 10.5 -0.04 -0.4%
Preserved pork or
poultry liver
(canned)
Pork — belly ~and [, 7 +0.6 +4.6% 135 +0.2 +1.3%
bacon (packaged)
Poultry lardons
Alternative
products  without | 3 -0.2 -6.2% 3.9 -0.04 -1%
animal protein
Assortment of | 94 +1.8 +24.9% 8.7 0.3 -3.3%
delicatessen meats

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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3.2.3.7 Evolution of the sugar content among the subcategories

Sugar distribution among subcategories by data collection
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Figure 31 : Sugar distribution among subcategories of Delicatessen meats and similar?®

Figure 31 shows the sugar content distribution of Delicatessen meats and similar between
2020 (TO) and 2022 (T1) by subcategories. Among the 14 subcategories considered, the
average sugar content has significantly decreased for one subcategory only: Cooked pork ham
and roast (packaged) (-0.2g/100g; -21%).

The variability (range) is, with a few exceptions, relatively constant between the subcategories
and between the two times within a same subcategory. A reason for this might be the generally
low sugar content in this category. The subcategories including products with the most variable
sugar content at both times (TO; T1) are: Dried, smoked or cured beef (h=14; n=16), Sausages
(n=430; n=321), Dry sausage (n=327; n=303), Paté (n=124; n=120).

The high sugar contents in the subcategories Dried, smoked or cured beef; Sausages; Dry
sausage and Paté can be explained by individual products: Beef jerky sweet & hot
(20.5g/100g), Beef jerky original (16.5g9/100g), Curry bock sausage with curry sauce
(129/100g), Snack boiled sausages with ketchup (8.3g/100g), Cranberry liver péaté
(9.549/100g).

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.3.8 Evolution of the sugar content for paired products

Table 12 summarizes the difference in the average sugar content observed between 2020 (T0)
and 2022 (T1) for all products and for paired products (products available both at the first and
second snapshot and which enable to conclude on reformulation).

A significant decrease in the mean sugar content of paired products is observed for one
subcategory out of 14: Dry sausage (-0.07g/100g, -11.1%). The significant decrease of the
sugar content at the paired product level could possibly be linked to changes in the composition
of some of the products, but is probably too low to be of relevance.

Table 12 : Summary of the evolution of the average sugar content for Delicatessen meats and similar, by
subcategory?

Sugar
All products Paired products
Mean Mean value
Subcategory name Mean.T1 | value Mean value | Mean.T1 difference Mean value
gory_ (9/100g) | difference | evolution (%) | (g/100g) (g/100g) evolution (%)
(9/1000) 9o
Cooked pork ham
and roast | 0.6 -0.2* -21% 0.8 +0.07 +10.1%
(packaged)
Poultry ham and | -0.01 2% 0.7 +0.1 +27.6%
roast (packaged)
Cured ham 0.3 -0.08 -22.2% 0.3 +0.007 +3%
Dried, smoked or | 5 +0.05 +9.2% 05 +0.008 +1.5%
cured pork
Dried, smoked or |, ; 1.8 -40.9% 5.5 0.2 3.6%
cured beef
Other cured meats
Sausages 0.5 -0.1 -18.1% 0.5 -0.05 -7.9%
Dry sausage 0.5 -0.07 -11.2% 0.6 -0.07* -11.1%
Pepperoni 3.2 +3 +1180%
Chorizo 1.6 +0.4 +28.6% 2 +1.3 +185.7%
Cooked beef o
(packaged) 02 0 0%
Other cooked
meats (packaged)
pPaté 0.9 -0.007 -0.8% 0.8 +0.08 +10.9%
Preserved pork or
poultry liver
(canned)
Pork  belly and | g +0.09 +15.8% 0.6 0.02 2.5%
bacon (packaged)
Poultry lardons

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Figure 32 : Sugar content evolution between 2020 and 2022 by couple of paired product for Dry sausage

subcategory

Of the 161 couples of paired products in subcategory Dry sausage (Figure 32), the majority
(140 couples) have an equal sugar content in 2022 (T1) and in 2020 (TO).

Some pairs (n=13) show a lower sugar content in 2022 (T1) than in 2020 (T0). The reductions

observed are between -3.89/100g and -0.1g/100g.

A few couples (n=8) also show higher sugar values at T1 (2022) than at TO (2020), ranging

from +0.1g/100g to +0.7g/100g (Figure 32).
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3.2.3.9 Evolution of the salt content among the subcategories

Sallt distribution among subcategories by data collection
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Figure 33 : Salt distribution among subcategories of Delicatessen meats and similar?

Figure 33 shows the salt content distribution of Delicatessen meats and similar between 2020
(TO) and 2022 (T1) by subcategories. Among the 14 subcategories considered, the average
salt content has significantly increased for one subcategory: Dry sausage (+0.14g/100g;
+3.62%). This may be explained by a higher number of products collected at TO (n=327)
compared with T1 (n=302) and a different survey methodology.

The variability (range) differs greatly according to the subcategories and between the two times
within a same subcategory. The subcategories including products with the most variable salt
content at both times (TO; T1), possibly showing a potential for reformulation, are: Cured ham
(n=81; n=84), Dry sausage (n=327; n=303), Dried, smoked or cured beef (n=14; n=16), Pork
belly and bacon (packaged) (n=42; n=53), Assortment of delicatessen meats (n=37; n=9).

The high salt content in the subcategories ‘Cured ham’ and ‘Dried, smoked or cured beef’ can
be explained by individual products, which were only present at TO: Serrano ham (6.5g/100g)
and Beef crisps (8.89/100g9).

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.3.10 Evolution of the salt content for paired products
Table 13 summarizes the difference in the average salt content observed between 2020 (T0)
and 2022 (T1) for all products and for paired products (products available both at the first and
second snapshot and which enable to conclude on reformulation).
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A significant increase in the mean salt content of paired products is observed for one
subcategory out of 14: Poultry ham and roast (+0.159/100g, +6.97%). This can possibly be
linked to a change in product composition for some products.

Table 13 : Summary of the evolution of the average salt content for Delicatessen meats and similar, by

subcategory?
Salt
All products Paired products
Mean.T Mean Mean value Mean Mean value
value . Mean.T1 | value .
Subcategory_name 1 diff evolution / diff evolution
(g/100g) ifference (%) (9/1009) ifference (%)
(g/1009) (g/1009)
Cooked pork ham |, ¢ -0.016 -0.8% 2.17 +0.028 +1.32%
and roast (packaged)
Poultry ham and | , »q 10003 | +4.24% 2.35 +0.15* +6.97%
roast (packaged)
Cured ham 4.42 +0.017 +0.4% 4.28 -0.13 -2.94%
Dried, smoked or |, /5 +0.085 +3.19% 2.6 -0.015 -0.6%
cured pork
Dried, ~smoked or| 5 ,, -0.95 -21.65% 3.74 0.4 -9.66%
cured beef
Other cured meats
Sausages 2.28 +0.053 +2.4% 2.27 +0.024 +1.09%
Dry sausage 4.09 +0.14* +3.62% 4.09 +0.046 +1.15%
Pepperoni 4.1 +0.8 +24.24%
Chorizo 3.72 0 0% 4 +0.8 +25%
Cooked beef | 4 5 -0.85 -40.48%
(packaged)
Other cooked meats
(packaged)
Paté 1.68 -0.068 -3.91% 1.65 +0.011 +0.7%
Preserved pork or
poultry liver (canned)
Pork belly and bacon | 5 4 +0.16 +5.29% 3.13 +0.15 +5.01%
(packaged)
Poultry lardons
Alternative products
without animal | 2.18 +0.14 +6.71% 2.2 -0.051 -2.28%
protein
Assortment of | 354 +0.41 +13.25% | 3.2 +0.033 +1.05%
delicatessen meats

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Evolution of the Salt content in Poultry ham and roast (packaged)
(by couple of paired products)
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Figure 34 : Salt content evolution between 2020 and 2022 by couple of paired product for Poultry ham and
roast (packaged) subcategory

Of the 13 couples of paired products in subcategory Poultry ham and roast (packaged), the
majority (7 couples) have a higher salt content in 2022 (T1) than in 2020 (T0). The increases
observed are between +0.7g/100g (couple 3) and +0.3g/100g (couple 6).

Only one couple shows a lower salt value in 2022 than in 2020, at -0.2g/100g (couple 4).

Five couples show no difference in salt content between 2022 (T1) and 2020 (T0) (Figure 34).
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3.2.4 Fresh dairy products and desserts
The nutrients considered for the analysis of the evolution of Fresh dairy products and desserts
are: Protein, Fat, Saturated fat, Sugars and Fibre.

3.2.4.1 Evolution of the protein content among the subcategories

Protein distribution among subcategories by data collection
Fresh dairy products and desserts (n=1511)
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Figure 35 : Protein distribution among subcategories of Fresh dairy products and desserts?

Figure 35 shows the protein distribution of Fresh dairy products and desserts between 2018-
2019 (TO) and 2022 (T1) by subcategories. Among the 19 subcategories considered, the
average protein content has significantly increased for two subcategories and significantly
decreased for one subcategory: Artificially-sweetened yoghurts and fermented milks
(+3.19/100g; +91.5%), Fresh light and/or artificially-sweetened desserts (+3.29/100g;
+63.9%), Other fresh plant-based desserts (-0.7g/100g; -49.1%).

The variability (range) differs according to the subcategories and between the two times (TO;
T1) within the same subcategory. Artificially-sweetened yoghurts and fermented milks (TO,
n=23; T1, n=20), Artificially-sweetened fresh cheeses (T0, n=12; T1, n=16) and Classic
sweetened fresh cheeses (T0, n=47; T1, n=23) had a much higher variability at T1 compared
to TO, while it was the opposite for Other fresh plant-based desserts (TO, n=30; T1, n=15).

The subcategories including products with the most variable protein content at both times are:
Fresh light and/or artificially-sweetened desserts (TO, n=17; T1, n=21), Artificially-sweetened
yoghurts and fermented milks (TO, n=12; T1, n=16), Artificially-sweetened fresh cheeses (TO,
n=12; T1, n=16) and Classic sweetened fresh cheeses (n=47; n=23). The subcategory ‘Classic

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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plain yoghurts and fermented milks with no added sugar’ also has a high range in the protein
content, but was only recorded at T1 (n=65).

A higher protein content or a higher variability (like in ‘Artificially-sweetened yoghurts and
fermented milks’, ‘Artificially-sweetened fresh cheeses’ and ‘Fresh light and/or artificially-
sweetened desserts’) at T1 compared to TO may be explained in part by the trend to offer more
products with a high protein content.

Differences in the variability in certain subcategories in 2022 (T1) compared to 2018-2019 (TO0)
may also be explained in part by a different number of products collected for some
subcategories.

3.2.4.2 Evolution of the protein content for paired products

Table 14 summarizes the difference in the average protein content observed between 2018-
2019 (TO) and 2022 (T1) for all products and for paired products (products available both at
the first and second snapshot).

The mean protein content of paired products was significantly increased for one subcategory
out of 19 (Classic sweet yoghurts and fermented milks: +0.07g/100g, +2.2%) and significantly
decreased for one subcategory out of 19 (Fresh desserts with cereals: -0.06g/100g, -1.8%).
This could in part be linked to a change in product composition for some products.

Table 14 : Summary of the evolution of the average protein content for Fresh dairy products and desserts,

by subcategory?

Protein
All products Paired products
Mean.T1 Mean value Mean value | Mean.T1 Mean value Mean value
Subcategory_name (9/100g) difference evolution (%) | (g/100g) difference evolution (%)
(g/1009) (9/1009)
Classic plain yoghurts and
fermented milks with no | 4.5
added sugar
Gourmet plain yoghurts and
fermented milks with no | 4.5
added sugar
fC'aSS'C sweet yoghurts and | 5 4 +0.05 +1.6% 3.4 +0.07%%* +2.2%
ermented milks
Gourmet sweet  yoghurts | 5 4 -0.03 -0.8% 3.4 +0.07 +2.1%
and fermented milks
Artificially-sweetened
yoghurts and fermented | 6.4 +3.1%** +91.5% 3.1 +0.1 +3.3%
milks
Classic plain fresh cheeses 105
with no added sugar '
Gourmet plain fresh
cheeses with no added | 9.6
sugar

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Classic sweetened fresh 6.6 01 2% 6.1 +0.03 +0.5%
cheeses
Gourmet  sweet  fresh | 5, +0.2 +4.1% 48 +0.03 +0.7%
cheeses
Artificially-sweetened fresh 94 +13 +16.1% 75 0 0%
cheeses
r?]‘ﬁize” creams and jeliied | 5 4 -0.05 -1.6% 3 -0.02 -0.5%
Liegeois  desserts  and | , g +0.04 +1.4% 2.5 +0.02 +1%
similar
Curdled milks
Fresh desserts with cereals | 3.3 -0.02 -0.6% 3.4 -0.06* -1.8%
Fresh mousse-type | 4 g -0.09 2% 45 0 0%
desserts
Egg-based fresh desserts 4.5 -0.1 -2.2% 4.7 0 0%
Fresh light and/or artificially- 8.2 +3 o +63.9% 5.5 .0.06 1.1%
sweetened desserts
Fresh plain unsweetened
4.7
soy desserts
greSh sweetened SOy | 5, -0.02 -0.5% 3.4 +0.03 +0.9%
esserts
Other fresh plant-based 0.8 L0, T -49.1%
desserts
Other dairy products
Evolution of the Protein content in Classic sweet yoghurts and fermented milks
(by couple of paired products)
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Figure 36 : Protein content evolution between 2018-2019 and 2022 by couple of paired product for Classic
sweet yoghurts and fermented milks subcategory
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Of the 134 couples of paired products in subcategory Classic sweet yoghurts and fermented
milks, the majority (61 couples) have the same protein content in 2022 (T1) and in 2018-2019
(TO). 55 paired products have a higher protein content in 2022 (T1) than in 2018-2019 (TO0).
The increases observed are between +0.7g/100g and +0.1g/100g.

A minority of couples (n=18) show lower protein values in 2022 than in 2018-2019, ranging
from -1g/100g to -0.1g/100g (Figure 36).

Evolution of the Protein content in Fresh desserts with cereals
(by couple of paired products)

38 L

36 ° ] ] [ ] [ ]
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Protein (g/100g)
2
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Coulg))les of paireiz;l products T6-T1
Figure 37 : Protein content evolution between 2018-2019 and 2022 by couple of paired product for Fresh

desserts with cereals subcategory

About half of the 11 couples of paired products in subcategory Fresh desserts with cereals
(n=6) have a lower protein content in 2022 (T1) than in 2018-2019 (T0). The reductions
observed are between -0.3g/100g (couple 1) and -0.1g/100g (couples 2 to 6).

The other half of the paired products (n=5) have an equal protein content in 2022 (T1) and in
2018-2019 (TO) (couples 7 to 11) (Figure 37).
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3.2.4.3 Evolution of the fat content among the subcategories

Fat distribution among subcategories by data collection
Fresh dairy products and desserts (n=1511)

Classic ~ Gourmet
plain plain Classic  Gourmet Frésti
yoghurts  yoghurts  Classic =~ Gourmet Artificially- plain plain Dessert light Eresh
and al sweet sweet sweetened  fresh fresh Classic  Gourmet Artificially- AR a?\ d/ lain fresh
fermented fermented yoghurts yoghurts yoghurts cheeses cheeses sweetened sweet sweetened and desserts desserts mousse- based A nsv?eelene ant-
milks milks and an and with with fresh fresh fresh jellied and with type fresh artificially- soy gased
with with fermented fermented fermented no no cheeses cheeses cheeses o similar cereals  desserts desserts desserts
no no milks milks milks added added milss “g::;z;zd desserts Seany
added added sugar sugar
sugar sugar

Fresh Qtheg

sweetened
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Figure 38 : Fat distribution among subcategories of Fresh dairy products and desserts?

Figure 38 shows the fat distribution of Fresh dairy products and desserts between 2018-2019
(TO) and 2022 (T1) by subcategories. Among all the products collected within the Fresh dairy
products and desserts category, there is a significant decrease between both data collections
in the average fat content only for one subcategory out of 19: Fresh light and/or artificially-
sweetened desserts (-3.49/100g between 2018-2019 and 2022, -64.6%).

The variability (range) differs between the subcategories and also between the two times (TO;
T1) within the same subcategory, especially for: Fresh mousse-type desserts (n=9; n=6), Fresh
light and/or artificially-sweetened desserts (n=17; n=21), Fresh sweetened soy desserts (n=50;
n=12) and Other fresh plant-based desserts (n=30; n=15), which had a much higher variability
at TO compared to T1. The range between the two times is also different for Dessert creams
and jellied milks (n=61; n=30), but the higher range at T1 compared to TO is only ascribed to
one product.

The subcategories including products with the most variable fat content at both times (TO; T1),
possibly showing a potential for reformulation, are: Dessert creams and jellied milks (n=61;
n=30), Other fresh plant-based desserts (n=30; n=15), Gourmet sweet yoghurts and fermented
milks (n=163; n=70), Fresh mousse-type desserts (n=9; n=6).

The fact that there is a different variability between TO and T1 in certain subcategories may be
explained in part by a different number of products collected for the respective subcategories
as well as by a different methodology in data collection.

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.4.4 Evolution of the fat content for paired products

Table 15 summarizes the difference in the average fat content observed between 2018-2019
(TO) and 2022 (T1) for all products and for paired products (products available both at the first
and second snapshot and which enable to conclude on reformulation).

A significant decrease in the mean fat content of paired products is observed for two
subcategories out of 19: Classic sweetened fresh cheeses (-0.29/100g, -7.1%) and Fresh
desserts with cereals (-0.29/100g, -4.5%). This could possibly be linked to changes in the
composition of some of the products, but is probably too low to be of relevance.

Table 15 : Summary of the evolution of the average fat content for Fresh dairy products and desserts, by
subcategory?

Fat
All products Paired products
Mean Mean value
Subcategory name Mean.T1 | value Mean value | Mean.T1 difference Mean value
gory_ (9/100g) | difference | evolution (%) | (g/100g) (g/100g) evolution (%)
(9/100g) S

Classic plain yoghurts
and fermented milks 2.4
with no added sugar
Gourmet plain yoghurts
and fermented milks 7
with no added sugar
Classic sweet yoghurts | ,, 4 +0.05 +2.2% 2.4 +0.009 +0.4%
and fermented milks
Gourmet sweet yoghurts | ¢ , 0.2 -3.3% 5.9 +0.04 +0.7%
and fermented milks
Artificially-sweetened
yoghurts and fermented | 0.3 -0.2 -47% 0.2 +0.07 +41.7%
milks
Classic plain fresh
cheeses with no added 0.2
sugar
Gourmet plain fresh
cheeses with no added 5
sugar
Classic sweetened fresh 5 02 -8.3% 29 _0.2* 71%
cheeses
Gourmetsweetfresh | 4 ¢ -0.07 -1.6% 47 0.04 -0.8%
cheeses
Artificially-sweetened | 5 4 +0.2 +76.2% 0.3 -0.02 7.1%
fresh cheeses
Dessert creams and 8.2 +1 +13.4% 7.5 +0.4 +4.9%
jellied milks
Ligeois dessertsand | 03 -6.4% a1 0.2 -3.8%
similar
Curdled milks

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Fresh —desserts with | 3, 0.7 -16.4% 4 0.2¢ -4.5%
cereals
greSh mousse-type | 10,7 5.9 -36% 7.6 0 0%

esserts

Egg'based fresh | 135 +0.05 +0.4% 12 +0.4 +3.4%
esserts

Fresh light and/or

artificially-sweetened 1.8 -3.4** -64.6% 1.9 -0.06 -3%
desserts

Fresh plain

unsweetened soy | 2.6

desserts

Fresh sweetened soy | , -0.6 -22% 2 +0.03 +1.4%
desserts

Other fresh plant-based 49 11 17.4%

desserts

Other dairy products

N}

Fat (g/100g)

Evolution of the Fat content in Classic sweetened fresh cheeses
(by couple of paired products)

5 ]
Couples of paired products TO-T1
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Figure 39 : Fat content evolution between 2018-2019 and 2022 by couple of paired product for Classic

sweetened fresh cheeses subcategory

Of the 10 couples of paired products in subcategory Classic sweetened fresh cheeses, the
majority (6 couples) have a lower fat content in 2022 (T1) than in 2018-2019 (TO). The
reductions observed are between -0.49/100g (couples 3 to 5) and -0.19/100g (couple 1 and
2). It can be observed that a few, but not all products with the highest fat content in 2018-2019
(TO) have experienced a decrease in their fat content in 2022 (T1) (Figure 39).

Four out of ten couples show equal fat values in 2022 and in 2018-2019 and none of the

couples has a higher fat content at T1 than at TO (Figure 39).
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Evolution of the Fat content in Fresh desserts with cereals
(by couple of paired products)

Fat (g/100g)

6 7
Couples of paired products TO-T1

" TO
e T

Figure 40 : Fat content evolution between 2018-2019 and 2022 by couple of paired product for Fresh

desserts with cereals subcategory

About half of the 11 couples of paired products in subcategory Fresh desserts with cereals
(n=6) have a lower fat content in 2022 (T1) than in 2018-2019 (T0). The reductions observed
are between -0.99/100g (couple 2) and -0.49/100g (couples 3 to 4). It should be noted that all
the products with the highest fat content in 2018-2019 (T0) have experienced a decrease in

their fat content in 2022 (T1) (Figure 40).

For the other five couples, no changes of the fat content have been observed between 2022

and 2018-2019 (Figure 40).
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3.2.4.5 Evolution of the saturated fat content among the subcategories
Saturated_fat distribution among subcategories by data collection
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Figure 41 : Saturated fat distribution among subcategories of Fresh dairy products and desserts?

Figure 41 shows the saturated fat distribution of Fresh dairy products and desserts between
2018-2019 (TO) and 2022 (T1) by subcategories. Among the 19 subcategories considered, the
average saturated fat content has significantly decreased for two subcategories: Artificially-
sweetened yoghurts and fermented milks (-0.2g/100g; -53%) and Fresh light and/or artificially-
sweetened desserts (-2.29/100g; -64.1%). A significant increase is observed for one
subcategory: Artificially-sweetened fresh cheeses: (+0.29/100g; +115.6%).

The variability (range) differs between the subcategories. For some subcategories, like Fresh
mousse-type desserts (TO, n=9; T1, n=6), Fresh light and/or artificially-sweetened desserts
(TO, n=17; T1, n=21) and Other fresh plant-based desserts (T0, n=30; T1, n=15), the variability
also differs between the two times within the same subcategory. These subcategories are also
subcategories with the most variable saturated fat content at TO, but not at T1 where the
content of saturated fat is much lower.

A different range in the saturated fat content between TO and T1 can also be observed in the
subcategory Dessert creams and jellied milks (TO, n=61; T1, n=30), which can be ascribed to
one product at T1 only.

The subcategories including products with the most variable saturated fat content at both times
are: Other fresh plant-based desserts (TO, n=30; T1, n=15), Dessert creams and jellied milks
(TO, n=61; T1, n=30) and Gourmet sweet yoghurts and fermented milks (TO, n=375; T1,

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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n=234). The subcategory ‘Gourmet plain yoghurts and fermented milks with no added sugar’
also has a high range in the saturated fat content, but was only recorded at T1 (n=29).

The fact that there is a different variability between TO and T1 in certain subcategories may be
explained in part by a different number of products collected for the respective subcategories
and by differences in methodology.

3.2.4.6 Evolution of the saturated fat content for paired products

Table 16 summarizes the differences in the average saturated fat content observed between
2018-2019 (TO) and 2022 (T1) for all products and for paired products (products available both
at the first and second snapshot and which enable to conclude on reformulation).

A significant decrease in the mean saturated fat content of paired products is observed for one
subcategory out of 19: Fresh desserts with cereals (-0.2g9/100g, -5.6%). This could in part be
linked to a change in product composition for some products.

Table 16 : Summary of the evolution of the average saturated fat content for Fresh dairy products and
desserts, by subcategory?

Saturated fat

All product Paired products

Subcategory_name

Mean value
difference
(g/1009)

Mean.T1
(9/1009)

Mean value
evolution (%)

Mean.T1
(9/1009)

Mean value
difference
(g/1009)

Mean value
evolution (%)

Classic plain yoghurts
and fermented milks
with no added sugar

15

Gourmet plain yoghurts
and fermented milks
with no added sugar

4.8

Classic sweet yoghurts
and fermented milks

1.6 +0.03

+2.2%

15

+0.02

+1%

Gourmet sweet
yoghurts and fermented
milks

4 -0.07

-1.8%

3.8

+0.05

+1.4%

Artificially-sweetened
yoghurts and fermented
milks

0.1 -0.2*

-53%

0.1

-0.01

-12.5%

Classic plain  fresh
cheeses with no added
sugar

0.1

Gourmet plain fresh
cheeses with no added
sugar

3.5

Classic sweetened
fresh cheeses

13 -0.1

-9.4%

1.4

-0.1

-6.5%

Gourmet sweet fresh
cheeses

3 +0.02

+0.6%

3.1

+0.004

+0.1%

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Artificially-sweetened 0.3 +0.2% +115.6% 0.2 0 0%

fresh cheeses

Dessert creams and | g , +0.6 +11.6% 5 +0.2 +4.6%
jellied milks

Liegeois desserts and | , ; 0.2 -7.5% 26 0.1 -4.5%
similar

Curdled milks

Fresh desserts with 23 02 -9.4% 27 -0.2* -5.6%
cereals

Fresh mousse-type | 5 4 48 -39.8% 5.9 4+0.1 +1.7%
desserts

Egg-based fresh 8 +0.05 +0.6% 7.4 0 0%

desserts

Fresh  light and/or

artificially-sweetened 1.2 -2.2%* -64.1% 13 -0.04 -3%

desserts

Fresh plain

unsweetened soy | 0.4

desserts
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Figure 42 : Saturated fat content evolution between 2018-2019 and 2022 by couple of paired product for
Fresh desserts with cereals subcategory

Of the 11 couples of paired products in subcategory Fresh desserts with cereals, six couples
have a lower saturated fat content in 2022 (T1) compared to 2018-2019 (T0) and five couples
have an equal saturated fat content. The observed reductions range between -0.69/100g
(couples 4 to 6) and -0.49/100g (couples 1 to 3). It can be observed that all the products with
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the highest saturated fat content at TO have experienced a decrease in their saturated fat
content at T1 (Figure 42).

3.2.4.7 Evolution of the sugar content among the subcategories

Sugar distribution among subcategories by data collection
Fresh dairy products and desserts (n=1511)
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Figure 43 : Sugar distribution among subcategories of Fresh dairy products and desserts?

Figure 43 shows the sugar distribution of Fresh dairy products and desserts between 2018-
2019 (TO) and 2022 (T1) by subcategories. Among the 19 subcategories considered, the
average sugar content has significantly decreased for seven subcategories: Classic sweet
yoghurts and fermented milks (-1.39/100g; -10%), Artificially-sweetened yoghurts and
fermented milks (-1.9g/100g; -30.3%), Classic sweetened fresh cheeses (-1.79/100g;
-13.9%), Dessert creams and jellied milks (-1.7g/100g; -11.7%), Fresh light and/or artificially-
sweetened desserts (-49/100g; -47.2%), Fresh sweetened soy desserts (-1.4g/100g; -14.7%),
Other fresh plant-based desserts (-3.89/100g; -46.3%).

The variability (range) of the sugar content differs between the subcategories and for almost
all subcategories within the same subcategory. The subcategories including products with the
most variable sugar content at both times (TO; T1), possibly showing a potential for
reformulation, are: Gourmet sweet yoghurts and fermented milks (TO, n=163; T1, n=70),
Classic sweetened fresh cheeses (T0, n=47; T1, n=23), Dessert creams and jellied milks (TO,
n=61; T1, n=30), Fresh sweetened soy desserts (TO, n=50; T1, n=12) and Other fresh plant-
based desserts (TO, n=30; T1, n=15).

Differences in the variability in certain subcategories between TO and T1 may be explained in
part by a different number of products collected for the respective subcategories.

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.4.8 Evolution of the sugar content for paired products

Table 17 summarizes the differences in the average sugar content observed between 2018-
2019 (TO) and 2022 (T1) for all products and for paired products (products available both at
the first and second snapshot and which enable to conclude on reformulation).

A significant decrease in the mean sugar content of paired products is observed for six
subcategories out of 19: Classic sweet yoghurts and fermented milks (-1.2g/100g, -9.6%),
Gourmet sweet yoghurts and fermented milks (-1.5g/100g, -10.6%), Classic sweetened fresh
cheeses (-1.39/100g, -10.4%), Gourmet sweet fresh cheeses (-1.19/100g, -7.2%), Dessert
creams and jellied milks (-0.89/100g, -6%) and Liégeois desserts and similar (-0.89/100g,
-5.6%). For classic sweet yoghurts and fermented milks, Classic sweetened fresh cheeses and
Dessert creams and jellied milks, the significant decrease of the mean sugar content observed
at the paired product level can be linked to the significant decrease of the mean sugar content
observed at the subcategory level, meaning that this evolution can in part be explained by
reformulations.

Table 17 : Summary of the evolution of the average sugar content for Fresh dairy products and desserts,

by subcategory?

Sugar
All products Paired products
Mean
Subcategory name Mean.T1 (l;/ilfef:penvcaelue Mean value | Mean.T1 | value Mean value
gory_ (9/1009) (9/100g) evolution (%) | (9/100g) | difference | evolution (%)
. (g/100g)

Classic plain yoghurts and
fermented milks with no added | 4.4
sugar
Gourmet plain yoghurts and
fermented milks with no added | 3.9
sugar
Classic sweet yoghurts and o o o o
fermented milks 11.3 1.3 10% 115 1.2 9.6%
f(z?#gf; et yoghurts and | 45 5 05 -3.3% 13.4 B 110.6%
Arnﬂmally—sweete_ned yoghurts 42 1. g* -30.3% 49 08 -13.4%
and fermented milks
Classic plain fresh cheeses with

4
no added sugar
Gourmet plain fresh cheeses 39
with no added sugar )
f@ﬁgs sweetened  fresh | 155 -1.7% -13.9% 11.6 -1.3% -10.4%
Gourmet sweet fresh cheeses 14.2 -0.9 -6.2% 14.4 -1 -7.2%
Arificialy-sweetened  fresh | 4 0.7 -14.5% 46 +0.05 +1.1%
Dessert creams and jellied milks | 12.5 -1.7x* -11.7% 12.7 -0.8** -6%

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)

Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Liégeois desserts and similar 12.8 -0.6 -4.5% 12.7 -0.8** -5.6%
Curdled milks
Fresh desserts with cereals 115 -0.9 -7.1% 115 -0.05 -0.4%
Fresh mousse-type desserts 19.2 -1 -4.8% 20.3 0 0%
Egg-based fresh desserts 19.1 -0.7 -3.3% 19 +0.4 +2.2%
Fresh light and/or artificially- 45 A 47 2% 52 03 -5 4%
sweetened desserts
Fresh plain unsweetened soy

0.1
desserts
Fresh sweetened soy desserts | 8.1 -1.4* -14.7% 8.9 -0.9 -9.3%
Other  fresh plant-based | , , 3.8% -46.3%
desserts
Other dairy products
Evolution of the Sugar content in Classic sweet yoghurts and fermented milks
(by couple of paired products)
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Figure 44 : Sugar content evolution between 2018-2019 and 2022 by couple of paired product for Classic
sweet yoghurts and fermented milks subcategory

There are 134 couples of paired products in the subcategory Classic sweet yoghurts and
fermented milks. The majority (97 couples) have a lower sugar content in 2022 (T1) compared
to 2018-2020 (T0), whereas 33 couples have an equal and four couples have a higher sugar
content. The ranges of the increased sugar contents are between +0.19/100g and +1.0g/100g
while the reductions range between -5.19/100g and -0.1g/100g. It can be observed that most
products that have experienced a reduction exhibit a sugar content of 11 to 12 g/100g at T1
(Figure 44).
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Evolution of the Sugar content in Gourmet sweet yoghurts and fermented milks
(by couple of paired products)
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Figure 45 : Sugar content evolution between 2018-2019 and 2022 by couple of paired product for Gourmet
sweet yoghurts and fermented milks subcategory

Among the 27 couples of paired products for Gourmet sweet yoghurts and fermented milks,
the majority (20 couples) have a lower sugar content at T1 compared to TO, whereas five
couples have an equal sugar content and three couples have a higher sugar content. The
ranges of the elevated sugar contents are between +0.2g/100g (couple 8) and +0.3g/100g
(couple 10) while the reductions range between -5.8g9/100g (couple 3) and -0.2g/100g (couple
7) (Figure 45).
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Evolution of the Sugar content in Classic sweetened fresh cheeses
(by couple of paired products)
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Figure 46 : Sugar content evolution between 2018-2019 and 2022 by couple of paired product for Classic
sweetened fresh cheeses subcategory

Ten out of 12 couples of paired products in the subcategory Classic sweetened fresh cheeses
have a lower sugar content in 2022 (T1) than in 2018-2019 (T0). The reductions observed are
between -4.59/100g (couple 1) and -0.5g/100g (couple 10). The other two couples have the
same sugar content at the two snapshots (couples 4, 5) (Figure 46).
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Evolution of the Sugar content in Gourmet sweet fresh cheeses
(by couple of paired products)
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Figure 47 . Sugar content evolution between 2018-2019 and 2022 by couple of paired product for Gourmet
sweet fresh cheeses subcategory

All but one couple of paired products of the Gourmet sweet fresh cheeses subcategory show
a lower sugar content at T1 compared to TO. The observed reductions range between
-4.49/100g (couple 2) and -0.1g/100g (couple 8). The remaining couple has a +0.3g/100g
higher sugar content at T1 than at TO (couple 4) (Figure 47).

73



o Best-ReMaP

Country T1 statistics report Healthy Food for a Healthy Future

Evolution of the Sugar content in Dessert creams and jellied milks
(by couple of paired products)
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Figure 48 : Sugar content evolution between 2018-2019 and 2022 by couple of paired product for Dessert
creams and jellied milks subcategory

Of the 19 couples of paired products in the Dessert creams and jellied milks subcategory, the
majority (11 couples) have a lower sugar content in 2022 (T1) than in 2018-19 (T0). The
reductions observed are between -3.39/100g (couple 3) and -0.1g/100g (couples 9 to 11).
Seven couples of paired products have an equal sugar content at TO and T1. One couple
shows a higher sugar content at T1 compared to TO, with an increase of +0.3g/100g (couple
2) (Figure 48).
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Evolution of the Sugar content in Liégeois desserts and similar
(by couple of paired products)
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Figure 49 : Sugar content evolution between 2018-2019 and 2022 by couple of paired product for Liégeois
desserts and similar subcategory

Half of the 16 couples of paired products in subcategory Liégeois desserts and similar (n=8)
have a lower sugar content in 2022 (T1) than in 2018-2019 (T0). The reductions observed are
between -1g/100g (couples 13 to 16) and -3g/100g (couple 1). Seven couples show equal
sugar values in 2022 compared to 2018-2019 and one couple has a +0.4g/100g higher sugar
content in 2022 than in 2018-2019 (couple 7) (Figure 49).
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3.2.4.9 Evolution of the fibre content among the subcategories

Fibre distribution among subcategories by data collection
Fresh dairy products and desserts (n=284)

Classic Gourmet
plain plain Classic Fresh
yoghurts ~ yoghurts ~ Classic ~ Gourmet  Aificially- plain o light Fresh
and and sweet sweet sweetened fresh Classic P Liégeois Fresh Fresh Egg- and/ plain
fermented  fermented yoghurts yoghurts yoghurts cheeses sweetened desserts desserts mousse- based or. unskestened
miII;‘s mxl(kns and and and with t:resh jellied an? wwth‘ 3 type 4 'fesf:t arificially- soy
witt wil no cheeses il similar cereals lesserts lesserts
no no milks milks. milks added ks Sg::ézid desserts
added added sugar
sugar sugar

Other

Fresh fresh

sweetened
plant-
ooy based
desserts

and
desserts
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Fibre (g/100g)
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Figure 50 : Fibre distribution among subcategories of Fresh dairy products and desserts?

Figure 50 shows the fibre distribution of Fresh dairy products and desserts between 2018-2019
(TO) and 2022 (T1) by subcategories. No significant increase or decrease of the average fibre
content can be observed among the 16 subcategories.

The variability (range) varies among the different subcategories and to some extent within the
same subcategory between TO and T1, e.g. for: Gourmet sweet yoghurts and fermented milks
(n=34; n=5), Fresh light and/or artificially-sweetened desserts (n=5; n=2) and Other fresh plant-
based desserts (n=17; n=6). These subcategories have a higher variability at TO than at T1.

Subcategories with the highest variability of the fibre content at both times (TO; T1) are: Classic
sweet yoghurts and fermented milks (n=48; n=38), Fresh sweetened soy desserts (n=40; n=8),
Other fresh plant-based desserts (n=17; n=6) and Artificially-sweetened yoghurts and
fermented milks (n=19; n=7). It should be noted, that the high range of the Artificially-
sweetened yoghurts and fermented milk subcategory is due to one outlier each at TO and T1.
The subcategory ‘Classic plain yoghurts and fermented milks with no added sugar’ also has a
high range in the fibre content, but was only recorded at T1. This subcategory included two
products with an addition of inulin.

The fact that there is a different variability between TO and T1 in certain subcategories may be
explained in part by a different methodology of data collection and a different number of
products collected for the respective subcategories.

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.4.10 Evolution of the fibre content for paired products

Table 18 summarizes the difference in the average fibre content observed between 2018-2019
(TO) and 2022 (T1) for all products and for paired products (products available both at the first
and second snapshot and which enable to conclude on reformulation).

A significant increase in the mean fibre content of paired products is observed for one
subcategory out of 21: Classic sweet yoghurts and fermented milks (+0.1*, +43.3%). The fibre
content is generally low. The differences in the fibre content between the two snapshots could
possibly be linked to changes in the processing of some products. It may also be due to

differences in the way of labelling the fibre content.

Table 18 : Summary of the evolution of the average fibre content for Fresh dairy products and desserts, by

subcategory?
Fibre
All products Paired products
Mean value Mean value Mean
Mean.T1 . Mean value | Mean.T1 . value
Subcategory_name (9/100g) difference evolution (%) | (g/100g) difference evolution
(9/100g) (9/1009) (%)
Classic plain yoghurts and
fermented milks with no added | 0.5
sugar
Gourmet plain yoghurts and
fermented milks with no added | 0
sugar
Classic sweet yoghurts and | , +0.1 +26% 0.4 +0.1* +43.3%
fermented milks
Gourmet sweet yoghurts and |  , 05 68.9% 0.1 01 -44.4%
fermented milks
Art|f|C|aIIy-sweetgned yoghurts 05 +0.05 +10.4% 06 0 0%
and fermented milks
Classic plain fresh cheeses 0
with no added sugar
Gourmet plain fresh cheeses
with no added sugar
grisésslgs sweetened  fresh | 5 +0.04 +16.7% 0.2 0 0%
Gourmet sweet fresh cheeses
Artificially-sweetened fresh
cheeses
Dgssert creams and jellied 0.2 02 42 3%
milks
Liégeois desserts and similar 0.2 0 0% 0.2 0 0%
Curdled milks
Fresh desserts with cereals
Fresh mousse-type desserts 15 -0.4 -19.7%
Egg-based fresh desserts 0 0 0 0

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Fresh light and/or artificially- 06 07 -0.5% 0.2 0 0%
sweetened desserts

Fresh plain unsweetened soy 1

desserts

Fresh sweetened soy desserts | 1.1 +0.1 +0.2% 1.2 +0.3 +32.8%
Other  fresh plant-based 16 +0.08 +0.07%
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Figure 51 : Fibre content evolution between 2018-2019 and 2022 by couple of paired product for Classic
sweet yoghurts and fermented milks subcategory

Of the 19 couples of paired products in the subcategory Classic sweet yoghurts and fermented
milks, nine couples have an equal fibre content in 2018-2019 (T0) and 2022 (T1). Eight couples
have a higher fibre content at T1 compared to TO. The observed increases range between
+0.05g/100g (couple 13) and +0.5g/100g (couple 17). A minority of couples (n=2) shows lower
fibre values in 2022 than in 2018-2019, with a decrease of -0.1g/100g (couples 5, 6) (Figure

51).
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3.2.5 Soft drinks
The nutrients considered for the analysis of the evolution of the Soft drinks category are: Fat,
Saturated fat, Sugars, Fibre and Salt.

3.2.5.1 Evolution of the fat content among the subcategories

Fat distribution among subcategories by data collection
Soft drinks (n=340)

Flavoured milk beverages Plant-based beverages without added sugar 9 plant-based

75

o
o
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0.0
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Figure 52 : Fat distribution among subcategories of Soft drinks?

In Figure 52, the fat distribution of the soft drink subcategories Flavoured milk beverages,
Plant-based beverages without added sugar and Sugar-sweetened plant-based beverages
between 2018-2020 (TO) and 2022 (T1) is depicted. No significant changes of the fat content
can be observed between the two data collections. The fat content is not relevant for the other
collected subcategories.

The variability (range) of the fat content among the subcategories differs between the two
snapshots as well as within the same subcategory, which may be partly due to differences in
the number of collected products at TO and T1 (Flavoured milk beverages: n=85 vs. 118; Plant-
based beverages without added sugar: n=7 vs. 71; Sugar-sweetened plant-based beverages:
n=22 vs. 37).

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.5.2 Evolution of the fat content for paired products

Table 19 summarizes the difference in the average fat content observed between 2018-2020
(TO) and 2022 (T1) for all products and for paired products (products available both at the first
and second snapshot and which enable to conclude on reformulation).

No significant difference is observed at the level of paired products.

Table 19 : Summary of the evolution of the average fat content for Soft drinks, by subcategory?

Fat
All products Paired products
Mean value Mean value | Mean value

Subcategory_name (Mffc?(.)LlL) difference g/lveo?Stior\mla(l‘I;)e '(\A/efgd-rl;]ll_) difference evolution

9 (g/100mL) °) | 9 (g/100mL) | (%)
Flavoured milk | 5 5 +0.2 +11.4% 2 +0.0008 +0.04%
beverages
Plant-based beverages | ; o +0.6 +58.3% 1.3 0.8 -38.1%
without added sugar
Sugar-sweetened 1.9 0.4 -16.7% 1.8 +0.02 +1.4%
plant-based beverages

3.2.5.3 Evolution of the saturated fat content among the subcategories

Saturated_fat distribution among subcategories by data collection
Soft drinks (n=340)

Flavoured milk beverages Plant-based beverages without added sugar et

S
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Figure 53 : Saturated fat distribution among subcategories of Soft drinks?

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
ZSignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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Figure 53 shows the distribution of the saturated fat content of the Soft drinks subcategories
‘Flavoured milk beverages’, ‘Plant-based beverages without added sugar’ and ‘Sugar-
sweetened plant-based beverages’ between TO and T1. There are no significant changes of
the saturated fat content between 2018-2020 and 2022 among these three subcategories.

The ranges differ according to the subcategories as well as within the subcategories. This may
partly be explained by big differences in the number of products collected at the two snapshots
(Flavoured milk beverages: n=85 at TO vs. 118 at T1; Plant-based beverages without added
sugar: n=7 vs. 71; Sugar-sweetened plant-based beverages: n=22 vs. 37).

3.2.5.4 Evolution of the saturated fat content for paired products

Table 20 summarizes the difference in the average fat content observed between 2018-2020
(TO) and 2022 (T1) for all products and for paired products (products available both at the first
and second snapshot and which enable to conclude on reformulation).

No significant difference is observed at the level of paired products.

Table 20 : Summary of the evolution of the average saturated fat content for Soft drinks, by subcategory?

Saturated fat
All products Paired products
Mean value Mean value | Mean value

Subcategory_name (I\/I(/ela;d;ll_) difference ZAV%TSM;/?(I;(; ?A(/af(;](')LlL) difference evolution

g (g/100mL) °) | 9 (g/100mL) | (%)
Eg"eor‘;;eeds milk | 4 4 +0.05 +4.2% 13 +0.02 +1.6%
Plant-based beverages | , , 0.1 21.4% 11 08 42.1%
without added sugar
Sugar-sweetened 0.7 0.2 23.2% 0.3 0 0%
plant-based beverages

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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3.2.5.5 Evolution of the sugar content among the subcategories

Sugar distribution among subcategories by data collection
Soft drinks (n=2159)

Fruit
bev.
S Toics & s Flal: with . Plant-  Ss
Tea & Ss = toni Flav. ss Flav. fruit Fruit & fﬁnswt egetab Flav. based plant- Energy & Ss Other  Other
V.

bev. as tea bian"ers tonics anzs waters & ss content bev. as e milk hovi' Eased drinks as  energy bf;ee?s o bev. ss
wioas tea  be as waters > wioas frut b -~ b woms bee. Wwioas energy drinks wio.as bev.

bev. waters or bev. drinks

Ss Ss
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Figure 54 : Sugar distribution among subcategories of Soft drinks?

The distribution of the sugar content of Soft drinks between 2018-2020 (T0) and 2022 (T1) is
represented in Figure 54. Among the 27 subcategories the average sugar content has
significantly decreased in three subcategories, i.e. Fruit beverages without added sugar
(-19/100ml; -50.8%), Flavoured milk beverages (-1g/100ml; -10.8%) and Sugar-sweetened
plant-based beverages (-2.39/100ml; -35.9%).

The variability (range) varies among the different subcategories and to some extent within the
same subcategory between TO and T1. Subcategories with the highest variability of the sugar
content at both times, possibly showing a potential for reformulation, are: Sugar-sweetened
fruit beverages (2018-2020, n=231; 2022, n=246), Fruit beverages with fruit content > or =
50% (2018-2020, n=60; 2022, n=90), Sugar-sweetened energy drinks (2018-2020, n=65;
2022, n=62), Flavoured sugar-sweetened waters (2018-2020, n=53; 2022, n=50), Vegetable
beverages (2018-2020, n=24; 2022, n=44), Energy drinks without added sugar (2018-2020,
n=31; 2022, n=24) and Flavoured milk beverages (2018-2020, n=85; 2022, n=118).

A higher variability in 2022 compared to 2018-2020 may be explained in part by a greater
number of products collected in 2022, for example: Sugar-sweetened plant-based beverages
(2018-2020, n=22; 2022, n=37), Vegetable beverages (2018-2020, n=24; 2022, n=44), Sugar-
sweetened fruit beverages (2018-2020, n=231; 2022, n=246), Sugar-sweetened alcohol-free
beers (2018-2020, n=1; 2022, n=17) and Fruit beverages with fruit content > or = 50% (2018-
2020, n=60; 2022, n=90).

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.5.6 Evolution of the sugar content for paired products

The differences in the average sugar content of all products between 2018-2020 (T0) and 2022
(T1) and of paired products are summarized in Table 21. Significant decreases of the sugar
content of paired products between TO and T1 can be observed for four subcategories: Sugar-
sweetened tea beverages (-0.05g/100ml; -0.8%), Fruit beverages with fruit content > or = 50%
(-0.19/100ml; -1.8%), Sugar-sweetened fruit beverages (-0.6g/100ml; -8.3%) and Flavoured
milk beverages (-0.5g/100ml; -5.7%). This could in part be linked to a change in product
composition for some products.

Table 21 : Summary of the evolution of the average sugar content for Soft drinks, by subcategory *

Sugar
All products Paired products
Subcategory_name Mean.T1 | Mean Mean value | Mean.T1 | Mean Mean value
(g/100mL) | value evolution (%) (9/100mL) | value evolution (%)
difference difference
(g/100mL) (g/100mL)
Colas without ~added | 0005 | -14.3% 0 -0.003 -10.7%
sugar
Sugar-sweetened and
artificially-sweetened 4.2 +1.1 +36.3% 34 +0.6 +20.2%
colas
Sugar-sweetened colas | 9.7 +0.2 +2.6% 9.7 -0.01 -0.1%
Tea beverages without | 1 57.7% 0.9 0.07 7.8%

added sugar

Sugar-sweetened and
artificially-sweetened 4.4 +0.1 +3.3% 4.6 -0.06 -1.3%
tea beverages

Sugar-sweetened  tea

b 6.2 +0.3 +5.8% 6 -0.05** -0.8%
everages

Tonics and bitters

- - 0, o
without added sugar 0.1 0.2 60% 0.2 0 0%

Sugar-sweetened and
artificially-sweetened 4.6 +0.2 +5.8%
tonics and bitters

Sugar-sweetened tonics

0, - - 0,
and bitters 8.8 +0.1 +1.6% 9 0.2 2.4%
Flavoured waters | -0.003 -19.4% 0 -0.005 -20.6%
without added sugar
Flavoured sugar-
sweetened and | 5, 0.4 -11.2% 3.2 0.2 -5.9%
artificially-sweetened
waters
Flavoured sugar- | g4 +0.5 +5.8% 8.5 +0.2 +2.7%
sweetened waters
Fruit beverages with fruit i A 0 el e
content > or = 50% 8.6 0.03 0.4% 7.6 0.1 1.8%
Fruit beverages without 1 e 50.8% 0.9 03 -23.6%

added sugar

1 Significance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
Purple box: significant decrease in average content; Yellow box: significant increase in average content
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Sugar-sweetened and
artificially-sweetened 5 +0.7 +16.3% 4.8 -0.2 -4.1%
fruit beverages
Sugarsweetened  frult | 6.4 0.4 6.1% 6.3 0.6+ 8.3%

everages
Vegetable beverages 8.5 -0.2 -2.3% 8.4 +0.05 +0.6%
Flavoured milk | 7 9 L -10.8% 8.4 0,54 5.7%
beverages
Plantbased beverages | 3 1.7 -36.2% 3 0.1 -3.2%
without added sugar
Sugar-sweetened plant- |, 4 . 3wek -35.9% 7.1 +0.2 +2.5%
based beverages
Energy drinks - without | 4 21 -70.3% 1.2 01 7.8%
added sugar
Sugar-sweetened and
artificially-sweetened 8.6 +1 +12.6% 7.7 -0.7 -8%
energy drinks
Sugar-sweetened 9.1 -0.4 -3.8% 9.9 +0.1 +1%
energy drinks
Alcohol-free beers 28
without added sugar '
Sugar-sweetened 48 79 .59 7%
alcohol-free beers
Other beverages without 19 +0.8 +65.2% 29 0 0%
added sugar
Other sugar-sweetened 6.4 1 13.5% 4 1 -20%
beverages

Evolution of the Sugar content in Sugar-sweetened tea beverages
(by couple of paired products)
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Figure 55 : Sugar content evolution

sweetened tea beverages
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There are 53 couples of paired products in the subcategory Sugar-sweetened tea beverages.
The majority (31 couples) have an equal sugar content at TO and T1, whereas five pairs have
a higher and 17 pairs a lower sugar content in 2022 compared to 2020. The ranges of the
elevated sugar contents are between +0.1g/100mL (couples 34, 35, 47) and +0.89/100mL
(couple 48) while the reductions range between -0.1g/100mL (couple 50) and -1g/100mL
(couples 31 to 33). No decrease can be observed for the product with the highest sugar content
(Figure 55).

Evolution of the Sugar content in Fruit beverages with fruit content > or = 50%
(by couple of paired products)
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Figure 56 : Sugar content evolution between 2020 and 2022 by couple of paired product for Fruit beverages
with fruit content > or = 50%

There are 30 couples of paired products in the subcategory Fruit beverages with fruit content
> or = 50%. The majority of the couples (n=24) have an equal sugar content at TO and T1,
whereas six paired products have a lower sugar content in 2022 compared to 2020. There are
no couples with a higher sugar content in 2022 compared to 2020. The ranges of the sugar
content reductions are between -0.2g/100ml (couples 2, 16) and -0.9g/100ml (couple 25). No
decrease can be observed for the product with the highest sugar content (Figure 56).
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Evolution of the Sugar content in Sugar-sweetened fruit beverages
(by couple of paired products)
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Figure 57 : Sugar content evolution between 2020 and 2022 by couple of paired product for Sugar-
sweetened fruit beverages

Among the 184 couples of paired products of Sugar-sweetened fruit beverages, the majority
(94 couples) have an equal sugar content at TO and T1, whereas 27 couples have a higher
and 63 couples a lower sugar content in 2022 compared to 2020. The ranges of the elevated
sugar contents are between +0.1 and +2.2g/100ml while the reductions range between -0.1
and -3.4g/100ml. No decrease can be observed for the product with the highest sugar content
(Figure 57).
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Evolution of the Sugar content in Flavoured milk beverages
(by couple of paired products)
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Figure 58 : Sugar content evolution between 2018-2019 and 2022 by couple of paired product for Flavoured
milk beverages

Of the 33 couples of paired products in the subcategory Flavoured milk beverages, the majority
(20 couples) have a lower sugar content in 2022 compared to 2018-2019. The observed
reductions range between -0.2g/100ml (couple 21 to 23) and -1.89/100ml (couple 2). Eleven
couples have an equal and two couples have a higher sugar content. The ranges of the
elevated sugar contents are between +0.1g/100ml (couple 33) and +0.5g/100ml (couple 19)
(Figure 58).
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3.2.5.7 Evolution of the fibre content among the subcategories

Fibre distribution among subcategories by data collection
Soft drinks (n=472)
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Figure 59 : Fibre distribution among subcategories of Soft drinks?

The distribution of the fibre content of Soft drinks between 2018-2020 (T0) and 2022 (T1) is
represented in Figure 59. Among the 21 subcategories, there were a few subcategories with
no data for fibre content at T1, like Tea beverages without added sugar; Flavoured waters
without added sugar; Other beverages without added sugar; Other sugar-sweetened
beverages. None of the subcategories had significant differences in fibre content between the
two data collections.

The variability (range) varies slightly among the different subcategories and to some extent
within the same subcategory between TO and T1.

Subcategories with the highest variability of the fibre content at both times and within the same
subcategory are: Fruit beverages with fruit content > or = 50% (T0, n=15; T1, n=14), Flavoured
milk beverages (T0, n=20; T1, n=30), Energy drinks without added sugar (T0, n=12; T1, n=7).
Subcategories with a medium, but slightly elevated, variability between TO and T1 are: Plant-
based beverages without added sugar (TO, n=7; T1, n=54), Sugar-sweetened plant-based
beverages (T0O, n=18; T1, n=24), Vegetable beverages (T0, n=9; T1, n=14), Fruit beverages
without added sugar (TO, n=10; T1, n=11).

Differences in the variability in 2022 compared to 2018-2020 may be explained in part by a
greater number of products collected in 2022.

ISignificance: ***if p<0.001; **if p<0.01; *if p<0.05 (Statistical tests performed: permutation test)
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3.2.5.8 Evolution of the fibre content for paired products
Table 22 summarizes the differences in the average fibre content observed between 2018-
2020 (TO) and 2022 (T1) for all products and for paired products (products available both