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A Disclaimer \é

UPF as a concept — beyond a classification system
Food is political and tremendously complex
Power imbalances

Health inequalities, poverty

This is not about choice for many people
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around ultra-processed foods

PRICE AND AFFORDABILITY

#~ >, Costof more sustainable options
~3 % More sustainable, plant-based milk
alternatives in supermarkets are on average

55% more expensive than dairy milk.

I
\

L, Costof healthy food P28

\ On average, healthier foods are
more than twice as expensive per

calorie as less healthy foods, with healthier

food increasing in price at twice the rate in the

past two years.

Affordability of a healthy diet P30
@ To afford the government-

recommended healthy diet, the most
deprived fifth of the population would need
to spend 45% of their disposable income on

food, rising to 70% for those households with
children.

WHAT NEEDS TO HAPPEN
Ensure everyone has sufficient income to afford
to eat a healthy and sustainable diet.

* Rebalance the cost of food so healthy and
sustainable options are the most affordable.

Hype in the media has increased consumer’s concerns, beliefs and behaviours

The Broken Plate Report 2025. The Food Foundation: .//foodfoundation.org.uk/publication/broken-plate-2025


https://foodfoundation.org.uk/publication/broken-plate-2025

Proportion of consumers highly
concerned about food issues, June 2024

Foed prices

Ultra-processed, or ower-processing of Faod 41%
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Food powerty and food imequality

Animal welfare i the Tood industry
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ingredients and sddstives in food
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The healthiness' of people’s dets in general
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The= safety of focd imparted from cutside the UK
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Geretically madified (Gh) food
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The= sustainakality of focd and Food production

The quality of focd imported from catside the UK
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The infarmation on food kabels being acowate (=g,
mgredients, rutritional imformation, country of origing
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The guality of focd produced in the LK
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Foud availabilitg/food shortages [N == Advisory committee for social science (2024)
https://acss.food.gov.uk/Consumer%20concerns%2C%20be

The= safety of focd produced in the UK



https://acss.food.gov.uk/Consumer%20concerns%2C%20beliefs%20and%20behaviours%20around%20ultra-processed%20foods
https://acss.food.gov.uk/Consumer%20concerns%2C%20beliefs%20and%20behaviours%20around%20ultra-processed%20foods
https://acss.food.gov.uk/Consumer%20concerns%2C%20beliefs%20and%20behaviours%20around%20ultra-processed%20foods
https://acss.food.gov.uk/Consumer%20concerns%2C%20beliefs%20and%20behaviours%20around%20ultra-processed%20foods

Food choices are easy to understand, right?
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BITE
- This infographic was designed by Bite Back as part of the Fuel Us, Don't Fool us research series.
K Ingplred by Oxfam’s Behlnd the Brands campalgn

Bite Back 2030 (2024) Fuel Us, Don’t Fool Us Brand Map, adapted from Oxfam Briefing Paper (2013) ‘Behind the Brands: Food



https://docs.google.com/spreadsheets/d/1nZMbrR27T3P509kvH04nA7ABYJ9vRQSM8BhNwPX0oo4/edit#gid=0
https://www.oxfamamerica.org/explore/stories/these-10-companies-make-a-lot-of-the-food-we-buy-heres-how-we-made-them-better/
https://www.oxfamamerica.org/explore/stories/these-10-companies-make-a-lot-of-the-food-we-buy-heres-how-we-made-them-better/

( Displacement of foods & purpose of
processing ) Convenience and cost

Mediterranean diet pyramid: a festyle for today Serving size based on frugalty
quidelines for adult population and local habits
T Wine in moderation
and respecting social beliefs

Sweels <25

Potatoes <38

Dairy 2§

(preferably low fat)

Qlive ol
Bread/pastarice/couscous/
Other cereals 1-2
(preferably whole grain)

Water and herbal

Fruits 1-2 | vegetables 22§
Variety of color/textures
(cooked/raw)

LIS

Regular physical activity Biodiversity and seasonality
Adequate rest Traditional, local
Conviviality and eco-friendly products
Culinary activities
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ncentives in the food system and The
unk Food Cycle

Food production

focussed on high volume
of low cost calories

Adds taste "the bliss point” JK StLg

9

Adds palatability - S

Cheap

Processing

ingredients hich... . E
- e Adds value A
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Economies . T b .
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Greater Innate human
consumption . preference for
reinforces taste Increased calorie rich foods

preferences and

---------------- consumer
creates norms demand

hitps:{fwww.nationalfoodstrategy.orgfwp-contentiuploads/2021/08/NFS_Evidence-Pack.pdf




Nutritional science - Classifying foods &
links to health

Nutrients Food groups Dietary patterns



A note — Not all processing is bad...

Enriched Enriched Enriched Enriched
breads flours pastas rice

Enriched Fortified corn Fortified

cornmeal masa flour breakfast
cereals -

e

< WANILLA -



How does research classify food?
the Nova food classification system




Group 1 Group 2 Group 3 Group 4

Unprocessed or Minimally Processed Culinary Processed Foods Ultra-Processed Foods

P“}md Fﬂﬂds I ng rEd lents Sugar swestenad beverages, sweel

fruit, grains, legumes, meat, fish, animal m{s {é‘" g.. cream . butter mi fish, or fuit, ertisanal bread, cheese, reconstituled meat products, pre-
#ggs, nuts and seads. maple syup, sugar, honey, and salt salted meats, wine, beer, and cider prepared frozen dishes, canned/instant

soup s, chicken nuggets, ice craam

VS Haq

Substances derived from Group 1 Frocassing of foods from Group 1 or Formulations made from a senes of
Processing indudes removal of foods or Fom nature by processes 2 with the addition of oil, salt, or processes including extraction and
inedible/unwanted parts. Does not including presgng, refining, gnnding, sugar by means of canning, pickling, chemical modification. Includesvery

add substancesto the original food. milling, and drying smoking, curing, or fermentation. little intact Group 1 foods.




Ultra-processed $eeds products in focus

Industrial formulations
Group 4
Ultra-Processed Foods Chemically modified parts of food

Sugar sweastensd beverages, sweet . -
and savory packaged snacks, Usually with additives
meconstituted meat products, pre-
prepared frozen dishes, cannad/ingant

s0ups, chicken NUggets. ice cream. Little if any whole food remaining
Ingredients your (great)grandma wouldn’t recognise
P o \
o NI
ol UPF vs other Nova food groups

UPFs created with the aim to obtain:

o Convenient

o Tasteful

o Highly profitable and relatively affordable products
o They displace all other Nova food groups.

i R e e s ° Can be consumed any time, anywhere.

processes incuding extrachion and o Aggressive branding and marketing - strong market advantage vs other Nova food groups.

chemical modification. Includes very
little intact Group 1 foods



Group 1: Group 2: Group 4 : ultra-
unprocessed or processed processed food
minimally culinary and drink

processed foods ingredients products

naturally sweet
sweetcorn
in water

by Sainsbury’s




/N Ingredients

Corn(Maize), Rapeseed Qil, Cool Original Flavour “Flavouring (contains Milk),Salt, Glucose Syrup, Sugar, Onion
Powder, Potassium Chloride, Cheese powder (from Milk), Garlic Powder, Tomato Powder, Flavour Enhancers
(Monosodium glutamate, Disodium 5'-ribonucleotides), Acidity Regulators (Malic acid, Sodium acetates, Citric acid),
Colour (Annatto bixin), Milk Protein, Spice], Antioxidants (Rosemary Extract, Ascorbic Acid, Tocopherol Rich Extract,
Citric Acid)



UPF consumption

Ultra-processed food as a % of household purchases

@ Under 25%
Finland
Over 25%
Ver 25 40.9
O Over 50%
32,9 | Latvia
26.4 Lithuania
Ireland
45.9 : Poland
; Germany 36.9
Belgium, 46.2

b
s Slovakia

Austria

. 35.0
France Croatia
Portugal
Italy
Spain

Malta 27.6 reecy Cyprus

Hungary

Guardian graphic. Source: Public Health Nutrition
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UPF consumption in the UK

Relative Energy Relative Weight

65.8% kcal/day 44.6%

g/day

In adolescents

Relative energy Relative weight
28.8%
g/day

58.1%
kcal/day

In adults




Other factors?

Additives
Colours
Flavours

Emulsifiers
Thickeners
Sweeteners

Glazing agents
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ﬂ = q’ Food additive nitrites [ nitrates
& Q@ &~ v Cancer risk: Chazelas et al, Int J Epidemiol, 2022

=

=7 & _/ s Type 2 diabetes risk: Srour et al, Plos Medicine, 2027
= Risk of hypertension: Srour et al JAHA 2023

Artificial sweeteners

= Cancer risk: Jebras et al Plos Medicine, 2027

= Cardiovascular disease risk: Jebras et al, BM. 2077

= Type 2 diabetes risk: Jebras et al. Diabetes Care, 2023

Food additive emulsifiers

= Cardiovascular disease risk: Sellem et al BM.J 2073

= Cancer risk: Sellemé&rour et al Plas Medlicine 2024

= Type 2 diabetes risk: Salame et al, Lancet Diabetes and
Endocrinology 2024

Ongoing: dyes, glutamate and

ADDITIVES project (PI M Touvier):
preservatives ‘

e UPF impact on health: the food additives trail
y’ Very detailed assessment of dietary exposure: repeated 24h records including brands of industrial produ

- Ex
/7% ) MINISTERE
TR DES SOLIDARITES
N NATIONAL ~ ET DELA SANTE
="

Conference and Eve...

Key contribution to the re-evaluation
of the safety of food additives, e.g.:

= French Food Safety Agency
(ANSES) expertise on nitrites 2022

= Aspartame WHO-IARC monograph
2023

Université
Paris Cité

Fondation La?m
Bettencourt (¢ nacas,
Schueller N




NATURAL PROCESADO ULTRAPROCESADO

. : Papa Protelna vegetal
Aceite vegetal de girasol Acgite vegetal hidrolizada
gaEiUE' Maltodextrina EL.:TM&“

Gk aal ido citrico
Ingredientes: Pimienta Sabores artifidales  Antiapelmazante

1y o Suerode lecheen  Colorantes artificdiales
Arveja dehidratada Cdrcuma

: polvo Conservante
Zanahona Dextrosa C CLani
Amia Fetahilizante lutarnato anilato
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