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HEALTHCARE RETAIL STANDARD

The Healthcare Retail Standard (HRS) is a mandatory requirement for all 
stores and trolley services in NHS healthcare settings in Scotland. The 
HRS has been in place since 1st April, 2017 and should be viewed as an 
opportunity for retailers to encourage the nation to eat more healthily.

It makes sense that an institution which provides healthcare, should also 
provide healthier choices for people to consume, whether the customer is 
an NHS employee, patient or visitor.

This booklet provides the guidance for retailers to achieve that role.

The Healthcare Retail Standard has been developed by the Scottish 
Government with support from NHS Health Scotland, NHS National Services 
Scotland, Food Standards Scotland and the Scottish Grocers’ Federation in 
order to create a set of criteria for implementation from 31 March, 2017.

The criteria have been established to ensure that a more relevant range is 
offered by retailers in NHS settings, in keeping with the health promoting 
health service vision that every healthcare contact is a health improvement 
opportunity.

This concept translates into a retail offering which contains more food and 
drink products which are healthier and fewer products which are not.

This guide will explain the HRS and help retailers understand what they have 
to do to be compliant.

Full details of the criteria per product category can be found in the Scottish 
Government published document entitled Criteria for the Healthcare Retail
Standard and is available at www.gov.scot

If any retailer requires more specific information please contact the SGF 
Healthy Living department on 0131 343 7602 and your comments will be 
passed on to the appropriate person to deal with your query.
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2.  
WHICH OUTLETS 

ARE COVERED BY HRS?
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The HRS criteria apply to all retail outlets within NHS 
Scotland healthcare buildings and on NHS Scotland 
property. Included are shops, trolley services, café/shops 
(often known as hybrids*) and any mobile shop services 
permitted in hospital grounds.

In the context of the HRS a healthcare building is any 
facility where medical care or healthcare administration is 
provided under the auspices of NHS Scotland.

Vending operations are not included under the HRS criteria. 
Neither are cafés, restaurants and other predominantly 
catering operations which may be included under criteria 
for the Healthyliving Award Plus.

*Hybrids may also need to meet the Healthyliving Award 
Plus criteria for caterers.

Pop-up shops must achieve HRS status.  A pop-up shop 
or mobile food and drinks outlet refers to any non-fixed 
food or drink retail sales and should comply fully with the 
Healthcare Retail Standard or the Healthyliving Award 
criteria.  They must have been through a required vetting 
process by the on-site hospital management team.

Fixture of ambient snacks on offer.



3.  
PROVISION
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This aspect of the HRS refers to the range that retailers carry, i.e. the products 
they provide for customers.

For food products, i.e. excluding soft drinks, 50% of the number of lines 
stocked, must meet the nutritional criteria stated in the HRS.

For soft drinks, 70% of the lines stocked must be sugar-free (0.5grams of 
sugar per 100ml or less.)

The following points are worthy of note for ease of understanding:

• The 50% target for compliant food products is a minimum figure and can 
be exceeded.

• It relates to the number of products or Stock Keeping Units (SKU) not 
volume sold or displayed and not space allocated.

• The 50% target for food refers to ALL food products in total and does not 
apply to each category.

Each product category, likely to be stocked by a retailer, is included in Annex A 
within this document. Against each category, the criteria for provision is 
shown in the middle column. If the products in your range comply with 
these criteria then they will be considered compliant. Assistance is available, 
if required, to point retailers towards compliant products.

Check the information against the product group in Annex A. Then check the 
nutritional information on each product to determine whether it is compliant. 
If the product is referred to Annex B the size of the portion will determine 
whether the first or second table applies. Products and portions less than 
100g are determined by the first table and greater portions are determined by 
the second table. All nutritional values must be met. See Appendix B.

Typical Values per 100g per 40g

Energy
1500kJ/
355kcal

600kJ/
142kcal

Protein 11.0g 4.4g

Carbohydrate 60.0g 24.0g

(of which sugars) 1.0g 0.4g

Fat 8.0g 3.2g

(of which saturates) 1.5g 0.6g

Fibre 9.0g 3.6g

(of which soluble) 4.0g 1.6g

(of which  
beta glucan)

3.6g 1.4g

(of which insoluble) 5.0g 2.0g

Sodium* Trace g Trace g

*Equivalent as salt Trace g Trace g

**with 275ml of Semi Skimmed milk

COMPLIANT PRODUCT

Example of a compliant breakfast 
cereal meeting the HRS criteria.

Nutrition Information
(AVERAGE)

servings per package - 12
average serving size - 30g (2/3 metric cup†)

quantity
per

serving

% daily
intake e

per
serving

per serve
with 1/2 cup

reduced 
fat milk

quantity
per

100g

ENERGY 480kJ 6% 760kJ 1600kJ

PROTEIN 1.4g 3% 6.6g 4.6g

FAT, TOTAL 0.1g 0.2% 2.2g 0.4g

- SATURATED 0.1g 0.2% 1.4g 0.2g

CARBOHYDRATE 26.4g 9% 33.4g 87.9g

- SUGARS 11.0g 12% 18.0g 36.5g

DIETARY FIBRE 0.5g 2% 0.5g 1.7g

SODIUM 127mg 6% 196mg 425mg

%RDI*

Example of a non-compliant breakfast 
cereal failing the HRS criteria  

- too much sugar and insufficient fibre.

NON-COMPLIANT PRODUCT



Soft drinks require 70% of the number of lines or SKUs to be sugar-free, 
defined as 0.5g per 100ml or less. There is no doubt that the market is moving 
in the direction of sugar-free carbonates and still soft drinks. Consumers are 
aware of the need to control sugar intake and most soft drink manufacturers 
are developing sugar-free variants of their major brands.

The 70/30 split, however, may be something of a challenge for some retailers, 
especially considering that fruit juice, sweetened or unsweetened must be 
included in the 30% part of the range, unless they are in packs of 250ml or 
less in which case they are considered compliant. Similarly, energy drinks, 
and glucose drinks which include Lucozade, will require to fall into the 30% 
sector. Even sugar-free energy drinks may be non-complaint due to the high 
caffeine content. 

Analysis of the market indicates there are increasingly large numbers of 
compliant sugar-free products in the soft drinks sector and so retailers are 
encouraged to move quickly on range adjustment should this be required. 
Soft drinks would be a good place to start, given the products that you need 
should be readily available from your supplier.

PLEASE NOTE: Retailers are now no longer able to sell energy drinks to 
children under the age of 16.

4

 

NOTE 
That flavoured 

waters are
considered

NON-COMPLIANT
unless they are

sugar-free.

You may find It useful 
to count the number of 
sugar-free soft drinks varieties you stock currently, including water, still & sparkling.

Let us say that number is 35. In order to calculate the number of 
sugar-based lines you are allowed to stock...

Divide by 7, multiply by 
3, giving a figure of 15.
In this hypothetical case the retailer will be stocking 15 sugar-based products and  35 sugar-free.
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For many of the product categories in Annex A, instead of 
indicating specific criteria, they refer to Annex B. Both of 
which are replicated in this guide.

Annex B lists a standard set of nutritional values which 
determine whether any product referred to it, is compliant 
or not. If a product sits within a category which refers to 
Annex B, retailers must check the sugar, salt and fat content 
to see whether the product meets or fails these criteria.

The product must meet all of the nutritional criteria to  
be compliant.

display of healthier options offering



4.  
PROMOTIONS
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Retailers, in the main, use promotional activity to help stimulate business, 
whether to persuade consumers to buy more of a particular product or group 
of products such as a seasonal event.

Many retailers have a planned promotional programme designed to optimise 
customer spend throughout the year, often with a seasonal theme.

Customers expect to see promotions when they visit stores; it has become a 
normal activity in most retail outlets.

What constitutes a promotion?

There are many different types of promotion employed by the retail trade. 
 
In the context of the Healthcare Retail Standard, the definition of a 
promotion is a mechanic or action used to induce consumers to purchase 
a product which was otherwise not intended to be purchased. This can be 
illustrated by the following types of promotion.

Discounted Price - where a product is reduced from its normal price in order 
to encourage increased sales. This is usually supported by a piece of point-of-
sale material such as a poster, card or shelf-talker to highlight the reduction 
in price.

Note: To comply with legal requirements, the point-of-sale information 
should be on display for no longer than 28 days and can only be used on 
products that have been price-established at the higher price for 28 days 
minimum.  It cannot be used on newly launched products due to the price 
establishment rule.

use of promotional point-of-sale



Multi-buy - where a price incentive is 
offered in return for the purchase of 
more than one of a product, such as 
two for a price, three for a price etc.

Linked Products - where products 
which are used or consumed 
together are actually sold together, 
with a price inducement e.g. pasta 
and sauce. Meal Deals are a very 
popular method of linking products 
together for the purpose of 
satisfying customer demand for a 
meal suggestion at a discounted 
price.

Up-selling - where the retailer, via the sales assistant, offers a product at the 
till point, usually at a special discounted price, to appeal to the consumer’s 
susceptibility to impulse purchases or perhaps his/her vulnerability in  
that situation.

Store Sound/Vision Systems - some stores use their in-store music and 
announcement systems to highlight promotional activity. Many stores now 
have screens which display advertisements for promotions to be found 
in-store.

Point-of-Sale Material -  point-of-sale material is normally used with most of 
the promotion types noted in this section. However, the use of point-of-sale 
material without an additional promotional mechanic can be an effective 
way to persuade people to purchase when not intended. In this instance, 
under the Healthcare Retail Standard, it would constitute a promotion and 
therefore, in certain product groups, would not be permitted.

Digital - promotions involving texts, apps, email and other technological 
devices and developments are increasingly used by retailers.

Display - retailers can influence consumers to pick up products from 
displays which are strategically positioned throughout the store. There 
need not be price reductions, simply prominent location of the display is 
the important factor here.  Examples of these are:

• At the till point

• At the entrance to the store

• Gondola end/chiller end

• Queue management systems

• Dump bins and display units

Promotional Leaflets - some 
retailers use this traditional 
method of communicating 
special offers and in-store 
promotions.

7



8

The following examples, however, are NOT considered promotions and 
therefore are permissible in all categories.

Everyday low price activity - where a retailer has made a genuine attempt 
to keep standard prices at a competitive level across a broad range of 
products and categories for a prolonged period. However, point-of-sale 
material, other than the legally required shelf edge label, cannot be used.

Price marked packs - this is considered 
permissible so long as the price panel 
is less than 25% of the front-of-pack. 
However, placement of multiple 
products grouped together to provide 
impact with prominent price exposure, 
will not be allowed.

Clearance activity - reduced to clear 
activity, including price reductions 
as products approach a sell-by date 
would be permitted.  Price reductions 
would be allowed 

only for products within 3 days of the 
sell-by date for fresh products and within 
7 days for ambient products.

Health Claims - retailers are warned to 
be cautious in relation to statements 
or claims made on products which are 
deemed healthy or healthier. Reference 
to EU Health Claims is advised.

Product groups which cannot be promoted under  

any circumstances are:

• Fruit ju ice
• Sugar-based drinks (including carbonates & flavoured water)

• Flavoured milk & milk alternative drinks with added sugar

• Baked goods (other than bread) i.e. pastries, cakes, 

tarts, tray bakes, pies, doughnuts & scones

• Sweet & savoury snacks including crisps & popcorn 

(baked crisps may be promoted as part of a meal deal)

• Confectionery & ice cream, biscuits & desserts

• Composite savoury snack packs

• Ready to drink tea, coffee and hot chocolate

• Sugar, preserves, mayonnaise, mustard, instant or 

ground packaged coffee, chocolate powder & honey

• Fresh eggs, cream, crème fraîche & sour cream

• Processed fruit products with added ingredients

• Hummus & other dips
• Cheese & cheese products
• Alternatives to dairy products

• Processed meats and ready to eat meat snack

• Pickled and preserved fruit & vegetables

• Fresh & frozen lean red meat

• Energy drinks containing excessive sugar and/or caffeine

Please ensure that you are familiar with the product categories which 

cannot be promoted under the Healthcare Retail Standard. These are 

clearly identified throughout Appendix A of the Retailer Guide.



5.  
SUPPORT 

& ASSISTANCE



The SGF Healthy Living team has been given responsibility to assess retailers 
in terms of whether or not they are compliant with the requirements of the 
Healthcare Retail Standard.

The Healthy Living team of assessors have gained a great deal of experience 
on HRS since well before it’s introduction in March 2017. A member of the 
team will call on each outlet as and when it requires to be assessed.

However, if you need assistance quickly, please call the SGF Healthy 
Living Administrator. Your information will be passed to the appropriate 
person who will make contact as quickly as possible.

SGF Healthy Living Administrator
0131 343 7602 or 0131 343 3300
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MATERIAL
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The SGF Healthy Living team has a comprehensive stock of point-of-
sale material which can be used to highlight the changes retailers are 
likely to make in order to become HRS compliant.

Use of the material is entirely optional but it is available free of charge to 
the retailer and highly recommended for a positive impact.

The design of the point-of-sale material has been approved by the 
Scottish Government. It is particularly colourful and attractive and has 
been commended by the trade as one of the most effective designs in 
the market place at this time.

There are display units designed to feature fruit and vegetables and other 
healthier products.

These eye-catching units are ideal for emphasising a new development and 
ensuring its visibility in-store.

There is also a wide range of support material including the following:

Shelf Stripping - This can be used for sections of healthier products such as 
fresh fruit, sugar free drinks, and yoghurt (where compliant).

Product Highlighter - This can be used to make a feature of a compliant 
line within a category where other products are not compliant, for example 
porridge within breakfast cereals.

Bus Stops/Chiller Dividers - These can be used, in any part of the store but 
are particularly effective in chillers, to create and highlight a range or a section 
making it stand out from the rest. In the chiller, it can be used to highlight 
healthy ready meals and sandwiches or semi skimmed, 1% and skimmed milk.

product highlighter
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EXAMPLES OF POS MATERIAL

265mm

360mm

60mm

280mm

190mm

50mm
100mm

16mm

70mm

340mm

265mm

1430mm

1120mm

265mm

1240mm

Wheels/castors option

PROPERTY OF THE
HEALTHY LIVING 
PROGRAMME 2020

265mm

360mm

60mm

280mm

190mm

50mm
100mm

16mm

70mm

340mm

265mm

1430mm

1120mm

265mm

1240mm

Wheels/castors option

PROPERTY OF THE
HEALTHY LIVING 
PROGRAMME 2020

Small Stand Example

Side Panels

Header Board

Shelf Strip

  remember...
FROZEN 
IS AS GOOD 
AS FRESH!

Sticker Bubble
100x85mm

Business Card
85x55mm

@sgfhealthy

@healthylivingprogramme

Kathryn Neil  
Programme Director

22 Queensferry Road, 
Edinburgh EH4 2BN
T:  0131 343 7602

M: 07802 722753
E:  healthylivingeast@sgfscot.co.uk

EatBetterFeelBetter.co.uk

Window Sticker Shelf Clip

Shelf Strip

Sticker Bubble

Shelf Strip - enlarged view

  remember...
FROZEN 
IS AS GOOD 
AS FRESH!

healthylivingprogramme.co.uk



7.  
IMPLEMENTATION



Retailers were required to be fully compliant with the HRS 
by 31st March, 2017. 

Planning
An important aspect of HRS, was to identify and source products which are 
compliant in order to redress the balance of healthy/not so healthy lines in 
your store. The responsibility for procurement is yours, the retailer. However, 
the SGF Healthy Living Programme team can provide guidance.

All new stores require to be compliant before opening. An 
assessor from the SGF Healthy Living Programme will assess 
each new store before opening to ensure HRS compliance.

The new Healthcare Retail Standard’s criteria launched in 
May 2019 must be met by 30th November 2019.

12

2019

NOVEMBER



8.  
ASSESSMENT



The SGF Healthy Living team has been given the responsibility for assessing 
ALL relevant retail outlets in or on NHS Scotland property for compliance with 
the Healthcare Retail Standard. Shops, café/shops, trolleys and vans were 
assessed for compliance from March, 2017.

There is no “half-way house” in relation to the Healthcare Retail Standard. 
Retailers will either pass or fail. In the event of a failure, they will be advised of 
the areas that require attention and a follow up visit will be made two months 
later. The relevant NHS Board will also be advised of the original assessment 
result and also the follow-up assessment.

Minor faults can be dealt with by forwarding photographic evidence of 
corrective action to the SGF Healthy Living contact to avoid a second visit. 
Agreement to do this must be reached at the end of the first assessment.

If planograms are available, retailers should supply these and a list of products 
stocked showing nutritional values. These should be sent to the SGF Healthy 
Living contact two weeks before the assessment date, so that the appropriate 
preparation can be done for the assessment.

Retailers will be advised of the date of the first assessment.

Self-assessment
It is possible for retailers to carry out a self-assessment. A copy of the 
assessment form will be available on request from the SGF Healthy Living 
contact. A self-assessment can be a good way to fully understand the 
requirements of the Healthcare Retail Standard and a very useful training tool 
to get staff fully involved and improve their understanding. However, retailers 
should note that the exercise may take several hours to complete.

A self-assessment would not be the official assessment; this must be carried 
out by the SGF Healthy Living contact.

It is intended that retailers will be fully assessed every 6 months. There may 
be spot checks between the assessments carried out by the SGF Healthy 
Living team or by NHS staff.
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Should any failure continue to be apparent, the matter will be taken up 
by the NHS Board and Scottish Government. Retailers should note that 
any failure to comply with the HRS may constitute a breach of contract 
with the NHS Board and may result in loss of the right to trade.

Important Notes:

1. Quality Assurance Checks may be made after the initial assessments to 
ensure continuity of compliance.

2. You may also find that local facilities management may wish to carry out 
their own checks.

3. SGF is obliged to investigate any suggestion of non-compliance by any 
third party.



9.  
FAQs
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Do I have to achieve the 50/50 split in every category apart from 
soft drinks?

No, the requirement is for a 50/50 split in total across the store i.e. 
taking all categories, except soft drinks, into account, the total must 
be at least 50% compliant.

Is the 50/50 and 70/30 split measured by space or volume?

Neither. The splits are measured by the number of individual SKUs* 
That means that each variety or size of a product counts as an 
individual item.

How often will I be assessed?

The official time-scale is that the retailers will be assessed once every 
6 months. However, if there are continued failures on the assessment, 
they will be visited more frequently.

Will the visit to assess my shop or trolley be announced?

No. You should remember that the SGF Healthy Living team is obliged 
to investigate any assertion of non-compliance by a third party.

I have vending machines in the hospital, are they covered by the 
Healthcare Retail Standard?

Where the vending machine service comprises part of the catering 
offer e.g. within a café or restaurant this will continue to be included 
and assessed as part of the Healthyliving Award Plus.

Where there is a vending offer of drinks and snacks provided by a 
vending supplier e.g. out-with the catered site and/or stand-alone, this will 
need to comply with the Guidance for Vending within Healthcare Settings. 
While this is comparable to the above, these services will be self-assessed 
by the local HRS lead within the board and compliance information will 
be reported for national monitoring and reporting purposes.

My confectionery is situated at the check-out so that I benefit from 
impulse sales. If I reduce the number of lines to meet the 50/50 
criteria, can I still have the remaining lines at the check-out?

No, this location is deemed to be a form of promotion and promotions 
are not allowed on confectionery. There is a list of types of promotion 
in this booklet.

If I find difficulty in procuring the products I need to offer healthier 
options, can someone provide assistance?

We are not permitted to recommend specific suppliers, however the 
SGF Healthy Living team will be able to discuss your specific situation 
and can suggest products which will enhance your compliant offering.

*SKU stands for Stock Keeping Unit and refers to every unique product 
stocked defined by size or brand. e.g Brand X cola 500ml and same 
brand X cola 1 litre are two different SKUs. Brand X Cola 500ml and 
Brand X Diet Cola are two different SKUs.

Q

A

Q

A

Q
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Q
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Q
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Q
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Can I include baked crisps in a meal deal?

Yes. Promotion allowed only in a meal deal.

What assurances can you give me regarding how compliance with 
HRS will affect my profitability?

We can’t provide any guarantees about your profitability. What we 
can say is that when the Healthy Living Award was introduced into 
catering establishments, there was no impact on profitability.

Do I have to use the promotional material supplied by SGF Healthy 
Living?

No, this is entirely optional. However it is designed to highlight 
healthier products and will help project a fresh and healthy image in 
your store.

For the 50/50 & 70/30 do we count the products by facings or SKUs?

SKUs.

Does the retailer see the assessment form prior to assessment?

Yes, we will share the form with you so you know what the assessment 
entails. The retailer will see the result of the assessment and in particular 
where something requires attention.

Can I include sugar-free energy drinks in the 70% compliant range? 

No. Most sugar-free energy drinks are excessively high in caffeine 
content, rending them non-compliant.

Can energy drinks be sold in a hospital setting? 

Yes, but only to customers of the age 16 and above (age restrictions 
do not apply to Lucozade).

Q

A

Q

A

Q
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Q
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ANNEX A



VEGETABLES & FRUIT

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Fresh vegetables Any All plain varieties, including ready prepared.

Canned vegetables Any Only vegetables with no added salt or sugar.

Fresh fruit Any All plain varieties, including ready prepared.

Canned fruit Any Only fruit with no added sugar or syrup.

Frozen fruit and vegetables Any Only fruit & vegetables without added salt or sugar.

Beans and pulses Refer to Annex B - Nutrition Criteria
All plain varieties, including dried, frozen and canned without 
added salt or sugar.

Canned beans and pulses in sauce, including baked 
beans in tomato sauce

Refer to Annex B - Nutrition Criteria
Only varieties that meet the following criteria:

• No more than 5g sugar per 100g
• No more than 0.56g salt or 225mg sodium per 100g

Pickled and preserved fruit and vegetables (e.g. olives) Refer to Annex B - Nutrition Criteria Refer to Annex B - single serve portions of 35g or less.
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FOODS RICH IN STARCHY CARBOHYDRATES & FIBRE

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Potatoes Any
All plain fresh varieties (including sweet potatoes and yams),  
and canned potatoes with no added salt.

Oven chips and other potato products Refer to Annex B - Nutrition Criteria

Only chilled and frozen chips and potato products that meet the 
following criteria:

• No more than 5% total fat, and require no addition of fat  
in preparation

• No more than 0.69g salt or 275mg sodium per 100g
• Excludes crisps and snacks

Grains including rice, couscous, bulgur wheat,  
polenta and quinoa

Refer to Annex B - Nutrition Criteria
All plain varieties of grains.
Excludes products with added ingredients.

Pasta and noodles Refer to Annex B - Nutrition Criteria
All plain varieties of pastas and noodles.
Excludes products with added ingredients.



FISH

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Plain fresh and frozen oil rich fish Any
All plain oil rich fish including salmon, mackerel, sardines and tuna.
Excludes smoked products and products with additions such as 
sauces, batters or crumbs.

Canned oil rich fish
Any excluding canned tuna because the 
essential fatty acids are largely removed in 
the canning process

All varieties (excluding canned tuna) that meet the following 
criteria:

• No more than 1.5g salt or 600mg sodium per 100g 
(maximum)

Plain fresh and frozen white fish
Any plain white fish with no additions such 
as sauces, batters or crumbs

Any plain white fish with no additions such as sauces, batters  
or crumbs.

Processed fresh or frozen fish, (excluding canned) 
such as breaded, smoked etc.

Refer to Annex B - Nutrition Criteria Refer to Annex B - Nutrition Criteria
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MEAT & OTHER NON-DAIRY PROTEIN SOURCES

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Fresh, frozen and prepared lean white meat Refer to Annex B - Nutrition Criteria
All plain products without added salt, sugar and fat.
Excludes products with additions such as sauces, batters  
or crumbs.

Fresh, frozen and prepared vegetarian meat 
substitutes

Refer to Annex B - Nutrition Criteria

All plain products without added salt, sugar and fat.
Excludes products with additions such as sauces, batters  
or crumbs.
Excludes products such as vegetarian sausages, burgers etc.

Fresh and frozen lean red meat Refer to Annex B - Nutrition Criteria No promotion

Processed meat and ready to eat meat snacks (e.g. 
ham, reformed meats, pork pies and scotch eggs)

Refer to Annex B - Nutrition Criteria No promotion



CHEESE

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Cheese and cheese products
(e.g. soft cheese, and processed cheese products)

All varieties that meet the following criteria:
• 27g or of fat per 100g

No promotion

Alternative to dairy products
(e.g. soya alternative to cheese)

All varieties that meet the following criteria:
• 27g or of fat per 100g

No promotion
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DESSERTS

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Plain unsweetened (i.e. with no added sugar) yoghurt
All plain yoghurt containing no more than 
3g per 100g fat.

All plain yoghurt containing no more than 3g per 100g fat.

Sweetened and flavoured yoghurt
Must contain 3g or less of fat per 100g and 
10g or less of sugar per 100g.

Must contain 3g or less of fat per 100g and 10g or less of sugar 
per 100g.

All other desserts (e.g. mousse, sundaes, jellies, rice 
pudding products, frozen yoghurt, and composite  
yoghurt products and granola pots)

Must contain 3g or less of fat per 100g and 
10g or less of sugar per 100g

Must contain 3g or less of fat per 100g and 10g or less of sugar 
per 100g.



SOFT DRINKS, FLAVOURED WATER / MILK, & FRUIT JUICE

ITEM
CRITERIA

PROVISION PROMOTION

70% OF ALL DRINKS FOR RETAIL MUST HAVE NO ADDED SUGARS AND MEET THE FOLLOWING CRITERIA:

Plain water
Plain (still and sparkling)
Water must always be available.

Plain (still and sparkling)

Tea and coffee
Ready to drink (includes chilled tea and coffee drinks)

Any, as long as one of the following is 
available: skimmed, 1%, semi-skimmed 
milk and excludes those with added sugar 
or syrup, cream or cream substitutes.

No promotion

Fruit and herbal teas
Any variety provided it contains no added 
sugar.

As provision

Lower fat plain milk and milk alternatives

All plain skimmed, 1%, semi-skimmed and 
unsweetened milk alternatives with less 
than 1.8g of fat per 100ml can be included.

Low fat milkshakes (less than 1.8g of fat 
per 100ml) with no added sugar can be 
included.

Only plain skimmed, 1%, semi-skimmed and unsweetened milk 
alternatives with a fat content of less than 1.8g of fat per 100ml.
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SOFT DRINKS, FLAVOURED WATER / MILK, & FRUIT JUICE (continued)

ITEM
CRITERIA

PROVISION PROMOTION

Sugar free drinks

Carbonated, still flavoured drinks and flavoured 
waters (e.g. diet, zero ranges and sugar free varieties).

0.5g or less of sugar per 100ml by 
number of SKUs.

Excludes drinks containing more than  
150mg caffeine per litre, where 
manufactures are required to declare 
“High Caffeine Content” on the packaging, 
in accordance with food labelling 
regulations2.

As provision

Fruit, vegetable or natural juice (fresh and from 
concentrate) with no added sugar or sweeteners.

Single serve of up to 250ml only.
Coconut juice/water to be treated as  
fruit juice.

No promotion

2 http://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:02011R1169-20131206&rid=2
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ITEM
CRITERIA

PROVISION PROMOTION

30% OF ALL DRINKS FOR RETAIL CAN CONTAIN ADDED SUGAR BY NUMBER OF SKUS

Fruit, vegetable or natural juice (fresh and from  
concentrate) with no added sugar or sweeteners.

Any pack size above 250ml No promotion

Sugar containing drinks carbonated or still drinks, 
flavoured waters and fruit juice drinks with more than 
0.5g of sugar per 100ml

Any drink with more than 0.5g of added 
sugar per 100ml

No promotion

Flavoured milk and milk alternative drinks with added 
sugar (e.g. milk shakes)

Flavoured milk and milk alternative drinks 
with added sugar

No promotion

Energy drinks

Energy drinks with more than 150mg 
caffeine per litre are non-compliant and 
must be included in the 30% of all drinks 
segment by SKU. This applies even if such 
drinks are sugar-free.
Energy drinks should not be sold to 
those under 16 (age restrictions do not 
apply to Lucozade).

No promotion

SOFT DRINKS, FLAVOURED WATER / MILK, & FRUIT JUICE (continued)
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SNACKS

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Savoury snacks (including crisps, rice cakes, 
breadsticks and popcorn)

Refer to Annex B - Nutrition Criteria
Only single serve products of 38g or less only

As provision but only as part of a meal deal

Sweet snacks (including confectionery, cereal bars, 
sugar free sweets, ice cream and frozen products)

Refer to Annex B - Nutrition Criteria
No promotion, except for sugar-free confectionery provided 
it meets other values in Annex B.  (Note: some sugar-free 
confectionery contains excessive fat and/or saturated fat).

Biscuits (includes crackers and oatcakes) Refer to Annex B - Nutrition Criteria No promotion

Plain nuts and seeds
Any plain nuts or seeds without added ingredients, 
single serve portions of 55g or less only.

As provision but only single serve portions of 40g or less only

Plain dried fruit and plain dried fruit & vegetable 
products with no additions (nuts, oats, rice flour etc.)

Any plain varieties (with no added sugar) with a 
portion size of 35g or less.

As provision but only as part of a meal deal

Processed fruit & nut products with no other added 
ingredients (no added sugar, fats, flour etc.)

Processed fruit, vegetable and nut products with 
no added sugars or fats (natural flavourings such as 
cinnamon and oats are allowed.) 
Portion size of 40g or less only.

As provision but only as part of a meal deal

Processed fruit products with added ingredients (e.g. 
yoghurt covered raisins, dried fruit bars with oats etc.)

Processed fruit, vegetable and nut products 
with added sugars and fats must meet Annex B 
requirements.

No promotion
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COMPOSITE PRODUCTS

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Pasta sauces Refer to Annex B - Nutrition Criteria
Only tomato or vegetable based sauces containing no more 
than 0.93g salt or 370mg sodium per 100g.

Ready meals and takeaway dishes Refer to Annex B - Nutrition Criteria Refer to Annex B - Nutrition Criteria

Soup Refer to Annex B - Nutrition Criteria
Vegetable and / or pulse (e.g. lentil) based soups that contain no 
more than 0.63g salt or 250mg sodium per 100g as consumed 
(i.e. not as dried).  Excludes creamed soups.

Prepared salad dishes
(e.g. tuna pasta salad, ham salad box)

Refer to Annex B - Nutrition Criteria Refer to Annex B - Nutrition Criteria

Hummus and other dips Refer to Annex B - Nutrition Criteria No promotion

Rolled oats, oatmeal and barley Refer to Annex B - Nutrition Criteria
All plain varieties.
Excludes products with added ingredients.

Breakfast cereals (includes porridge pots)

Products must contain:
• 22.5g or less of sugar per 100g
• 1.5g or less of salt per 100g, and
• More than 5g of fibre per 100g

Products must contain:
• No more than 10g sugar per 100g
• No more than 1g salt or 400mg sodium per 100g (max)
• More than 5g of fibre per 100g
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COMPOSITE PRODUCTS (continued)

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Sandwiches, wraps, filled rolls & baguettes Refer to Annex B - Nutrition Criteria

Only products that meet the following criteria:
• Contains salad/vegetables
• No more than 400kcals per serving/pack
• No more than 1.8g salt or 720mg of sodium per portion

Bread Refer to Annex B - Nutrition Criteria

All plain bread and rolls containing no more than 1.13g salt or 
450mg sodium per 100g. Excludes bread and rolls with additional 
ingredients such as olives, cheese and sun-dried tomatoes.

Wholemeal bread should always be included in any bread 
promotion.

Other baked goods including pastries, cakes, tarts, 
tray bakes, pies, doughnuts and scones

Refer to Annex B - Nutrition Criteria No promotion

Composite savoury snacks (e.g. packs containing 
crackers, cheese and ham)

Refer to Annex B - Nutrition Criteria No promotion
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OTHER GROCERIES

ITEM

CRITERIA

PROVISION
(50% of all food for retail  
must meet these criteria)

PROMOTION

Packaged tea bags
(including herbal and fruit)

Refer to Annex B - Nutrition Criteria Refer to Annex B - Nutrition Criteria

Coffee, sugar, hot chocolate powder, honey, jam, 
mayonnaise, mustard etc.

Refer to Annex B - Nutrition Criteria No promotion

Fresh eggs Any No promotion

Cream/crème fraîche/sour cream
Must contain no more than 10g of fat  
per 100g

No promotion
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BABY FOOD

ITEM
CRITERIA

PROVISION PROMOTION

Baby food and drink Must be produced using natural products, 
contain no added salt or sugar and be 
unsweetened.

Any baby food and drink may be promoted provided that;

1. It is not intended for those under 6 months.

2. It is produced using minimal processing based on simple 
single foods: unprocessed meat, nuts, fish, eggs, pulses, 
vegetables, cereals with no added sugar and unsweetened, 
pasteurised dairy including yoghurt and cheese.

Follow on formula milk may not be promoted.



APPENDICES  
ANNEX B



NUTRITION CRITERIA

NUTRIENT MUST CONTAIN LESS THAN

Fat 17.5g per 100g

Saturated Fat 5.0g per 100g

Sugar 22.5g per 100g

Salt 1.5g per 100g

Sodium 0.6g per 100g

Food products less than 100grams Food products where the intended/stated  
portion is over 100grams

NUTRIENT EACH PORTION MUST CONTAIN LESS THAN

Fat 21g per portion

Saturated Fat 6.0g per portion

Sugar 27g per portion

Salt 1.8g per portion

Sodium 0.72g per portion
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