Saturated fat:
Enabling consumers to make more informed choices

An IGD Working Group Report 


Recent consumer research carried out by the IGD investigated consumer understanding of saturated fat messages, through nutrition labelling and messages, including nutrition claims. This was instigated in support of the Food Standards Agency’s quest to reduce the current levels of dietary saturated fat intake through its Saturated Fat and Energy Intake Programme. 

Following this research, the IGD have produced a report which focuses on the effectiveness of the current messages used and includes practical solutions  to help improve consumer awareness and understanding of saturated fat. 
Targets for total fat and saturated fat were set by COMA – Report 41 in 1991. Following this, the IGD published consumer friendly guidelines which would be transferable to nutrition labelling. See table below.

	
	% of Total Energy Intake*


	Guideline Daily Amounts (GDA)**

g/day 

	Total fat
	35


	-

	Saturated fat
	11


	20 




* COMA, 1991, Report 41
** IGD published guidelines for voluntary nutrition labelling 1998.

COMA 1991 and NDNS data 2003 have shown that the UK popoulation’s saturated fat intake is higher than recommended levels, however the total fat consumption meets with current recommendations.   
IGD suggests that consumer education may be effective if an emphasis is placed on the type of fats to ensure a healthy balance of fat in the diet i.e. replace saturated fat with the healthier, monounsaturated and polyunsaturated fat. However, it is also important that these changes are not promoted in such a way that people may actually increase their total fat intake. Aims should be to relay the message to ‘get the balance right’ to ensure consumers make positive dietary changes. 

3 approaches aimed at reducing the saturated fat in the diet are: 

1. Reformulation of food products; 

2. Nutrition education in schools; 

3. Understanding consumer awareness, attitudes and knowledge.  

Results from this research by the IGD, and other research from the food industry and FSA suggest that consumers do not have a clear understanding of the various terms used in relation to saturated fat.  Although the consumer has a clearer understanding of fat intake as opposed to saturated fat.  

Interestingly, consumers associate saturates as ‘bad fats’ but are not necessarily aware that saturates are the same as saturated fat. 

They tend to use food labels to look at how much saturated fat is in a product, however it doesn’t tend to be a driver for their choices. 

From these results the IGD have developed consumer messages on saturated fat for use by the food industry and other interested parties wishing to meet the education needs of the consumer. Conclusions from consumer feedback are that:

· Messages about saturated fat need to focus on consistent terminology for saturated fat rather than attempting to draw attention to the different types of fat. 

· Consumers respond to information which is in the context of an overall healthy diet rather than a focus on single nutrients.

· Education on how to read food labels is required.

· Consumers like to know why and have requested credible reasoning to support why they should make changes.

Educational tools/ recommendations to help meet consumer needs have been suggested in section 7 of this report. These include: Simple credit card sized information about how to read a food label for wallets; Computer games as a novel way to improve understanding of nutrition, which will allow the subtle introduction of the meaning of saturated fat and the health implications if this nutrient is consumed in excessive quantities.   

For further information go to: www.igd.com to request for the full report to be sent to you via email.
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