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OVERVIEW 

This Technical Report is intended to accompany our Summary Report, providing greater detail on 

our methodology, findings, and recommendations. We have also listed products that currently fail to 

meet the World Health Organization Nutrient & Promotion Profile Model (NPPM) specifications1. We 

hope this information provides insight and stimulus for positive change, allowing manufacturers, 

retailers and policymakers to work towards enabling healthy diets for young children during this 

critical period of child development. 

 

PART 1: METHODOLOGY 

MARKET ANALYSIS 

Data collection: Product data were obtained from websites of the five largest UK grocery retailers 

(Tesco, Sainsbury’s ASDA, ALDI, and Morrisons) in June, July, and August 2024. The five largest 

retailers were identified based on turnover2. 

Websites were explored to identify all food and drink items marketed for babies and toddlers under 

3 years of age. This included any product listed within the ‘baby / toddler’ sections of the websites 

unless the product included an age suitability label ‘3+’ years in which case it was excluded. Note 

that some products omit age recommendations, but these were included in the dataset if marketed 

as baby/toddler foods within the retailer online areas/menus or if they otherwise were marketed 

towards young ages or mentioned weaning or babies/young children on the pack. Breastmilk 

substitutes (including toddler/ follow-on milks marketed from age 1+) and any health 

products/supplements were excluded. Data for out-of-stock items were not included.  

Product data were extracted from websites including brand, front-of-pack product name, nutrients, 

product weight, recommended age suitability, and ingredients. Online images and product text were 

examined to identify marketing suitability according to the NPPM: i) presence of inappropriate 

claims, ii) misleading product name, iii) missing proportion details in the ingredients list, iv) lack of a 

warning not to drink from the spout for pouches with spouts, v) inappropriate preparation 

instructions for dry cereals and meal components, and vi) missing a statement to protect and 

promote exclusive breastfeeding to 6 months and continued breastfeeding to 2 years or beyond.   

For dry cereals, the recommended portion and water/milk required for reconstitution were 

extracted from the packet to allow for energy density analysis ‘as consumed’. Preparation 

 
1WHO. (2022). Nutrient and promotion profile model: supporting appropriate promotion of food products for infants and young children 6–36 months in the WHO European 

Region. [online] Who.int. Available at: https://www.who.int/europe/publications/i/item/WHO-EURO-2022-6681-46447-67287 [Accessed 24 Feb. 2025]. 
2 ESM Magazine. (2024). Top 10 Supermarket Retail Chains In The UK | ESM Magazine. [online] Available at: https://www.esmmagazine.com/retail/top-10-supermarket-

chains-in-the-uk-231802 [Accessed 24 Feb. 2025]. 
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instructions were vague or absent for 10 of 61 products and were estimated from instructions for 

similar products to allow for nutrient evaluation. The recommended serving size for snacks was also 

extracted. Where this was absent from the pack, the serving was taken to be the individual unit or 

pack size (e.g., one biscuit or 10g pack). When a product included multiple flavours (e.g., yoghurts of 

different flavours) the mean nutrient data were extracted. Where one product was listed by multiple 

retailers, nutrient and pack data were extracted only from one website, with no 

hierarchy/preference among retailers. Where an identical product was stocked as a single or 

multipack, the single item data extracted within each retailer evaluation (e.g., one 15g snack vs. a 

multipack of 4*15g packs).  

NPPM assessment: Product suitability was evaluated using the WHO NPPM3 and analysis code4. 

Each product was evaluated against relevant criteria for its category and summary statistics were 

prepared by product category. An overall NPPM score was also generated for each product in 

addition to a nutrient and marketing summary NPPM score.   

Price data were extracted from all retailers. Price was collected for single products, where available 

(i.e. not multi-buy offers) and included discounts if the price was reduced on the day of data 

extraction (e.g. 10% off usual price).  Average price data was generated where products were 

available from multiple retailers. 

Statistical analysis: Price data were explored in relation to various product characteristics and 

NPPM scores to understand if household budgets might determine the quality of baby foods coming 

into the home. Linear regression was performed for price data (log-transformed) with continuous or 

categorical variables. Coefficients and 95% confidence intervals (CIs) were back-transformed into 

relative risk (rate ratios), displaying the percent difference in price per 100g, per unit increase in the 

nutrient, NPPM score, or displaying the percent difference in price per 100g for failing products 

compared to passing products. All data manipulation and statistical analysis was performed using 

Stata 13.  

A detailed assessment of pouches was undertaken because: i) pouches with spouts make up a 

significant share of the overall market, ii) purees are relatively smooth with high levels of free sugar 

(liberated sugar from within plant cell walls during processing), and iii) purees in pouches have 

loose-texture, and potential low energy density, which allows foods to flow out via the spout. Linear 

regression was performed for pouches, estimating the rate ratio or percent difference in price per 

unit increase in total energy from sugar, energy density or protein density.  

 

 

 
3 WHO. (2022). Nutrient and promotion profile model: supporting appropriate promotion of food products for infants and young children 6–36 months in the WHO European 

Region. [online] Who.int. Available at: https://www.who.int/europe/publications/i/item/WHO-EURO-2022-6681-46447-67287 [Accessed 24 Feb. 2025]. 
4 Threapleton, D. (2023). Nutrient Profile and Promotion Model baby food - Stata Code. University of Leeds. [Dataset] https://doi.org/10.5518/1396 
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FOCUS GROUPS 

Participant Recruitment: To recruit participants for our research on commercial infant foods, we 

identified three children’s centres located in low-income areas within Leeds City region. We directly 

contacted children’s centre managers to request their inclusion in the study. All centres agreed to 

take part. For each centre selected, we collaborated with Children’s Centre staff to recruit parents or 

primary caregivers of children aged under 3. Staff were provided information about the study and 

invited to display and hand out flyers within the centre and during baby group sessions. These flyers 

included a QR code to allow parents to access and read the study information sheet and sign the 

consent form ahead of the focus group.  

Recruitment efforts were designed to align with parents’ schedules to ease their participation: 

sessions were scheduled directly after infant drop-in sessions to minimise inconvenience. Of the 

three children’s centres targeted, only one gathered enough (n-5) signatories to allow for an in-

person focus group.  

To supplement the in-person focus group, we recruited participants online to ensure that we could 

reach more parents and remote groups. Parents were targeted via local parent groups where we 

displayed digital posters with links to information sheets and consent forms. Consent forms were 

signed by all participating parents prior to focus group commencement.  

Online focus groups (n-3) were held at staggered times in the morning and afternoon to allow 

participants (n-13) to select a time slot best suited to their own schedules and needs. Participation 

was capped at 8 caregivers per session to ensure meaningful discussion while minimizing 

disruptions caused by the presence of any babies. 

Ethical approval for focus groups was obtained from the University of Leeds Faculty Research 

Ethics Committee for Business, Environment, Social Sciences. Reference 1684.  

Data Collection and Analysis: To ensure comprehensive data capture, discussions were recorded 

using two devices, providing a backup in case of technical issues. Recordings were electronically, 

automatically transcribed using Zoom, and thematic analysis methodologies were used. Themes 

identified were then paired with broader data from related research to enrich the insights and 

enhance the study's validity. 

Focus groups were conducted between September and November 2024. Each session began with a 

brief introduction, during which we made sure that participants had read and understood the 

participant information sheet and gave participants the opportunity to ask questions. Participants 

were reminded that all discussions should be kept confidential within the group. Each participant 

received a £20 shopping voucher (which could be used at multiple high street retailers) in 

acknowledgement of their time and contribution. 
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Discussions were facilitated around six key sections: 

1. Feeding practices. 

2. Health perceptions of commercial baby foods. 

3. Sustainability considerations. 

4. Influence of marketing and branding. 

5. Final thoughts and open discussion. 

6. Concluding remarks. 

Participants were also given the option to follow up via email if they had additional thoughts after 

the session. 

This structured approach to participant recruitment, focus group facilitation, and data analysis 

ensured that the research gathered robust, nuanced insights into parents’ perceptions and practices 

regarding commercial infant foods. 

PARENT SURVEY 

Study Design: This study was conducted to explore parental attitudes, experiences, and behaviors 

related to the use of commercial baby foods, as well as their experience of financial strain and their 

understanding or concerns with product labelling and marketing. A cross-sectional design was 

employed, utilising a structured online survey to collect quantitative data from a nationally 

representative sample (n-1000) of parents and caregivers across the United Kingdom. 

Recruitment and Sampling: Participants were recruited through an external agency specializing in 

large-scale, representative surveys. The target sample size was 1,000 participants, ensuring 

representation across key demographic variables, including geographic location, socioeconomic 

status, and ethnic diversity. Recruitment was supplemented through digital advertisements, 

including social media campaigns and outreach via early years services in Leeds.  

Participants residing in the UK were included if they were parents or primary caregivers of children 

aged under 3 years who had begun complementary feeding. 

Data Collection was conducted between September and November 2024 using an online survey 

platform. The survey was accessible on various devices and designed to take approximately 15 

minutes to complete. To address accessibility, paper surveys were made available upon request. 
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The survey instrument included: 

● Demographic Information: Age, gender, ethnicity, education level, household income, and 

geographic location (postcode). 

● Behavioral Questions: Frequency and types of commercial baby foods used, motivations for 

food choices, and perceived barriers to home-cooked meals. 

● Sustainability Perspectives: Awareness of sustainable food practices and prioritization of 

environmental factors in food choices. 

● Attitudes Toward Marketing: Trust in product labeling and concerns about misleading 

nutritional claims. 

● Economic Impact: Changes in purchasing behaviors due to the cost-of-living crisis. 

ETHICAL CONSIDERATIONS 

Ethical approval for this survey was obtained from the University of Leeds Faculty Research Ethics 

Committee for Business, Environment, Social Sciences. Reference 1684. Participation was entirely 

voluntary, with implied consent obtained through survey completion. All data were anonymised, 

with no personally identifiable information linked to survey responses. Participants were informed 

that anonymized data would be stored securely for up to three years, in compliance with GDPR 

regulations. 

To incentivize participation, respondents were invited to enter a prize draw to win one of four £25 

shopping vouchers. Contact details for the prize draw were collected separately and could not be 

linked to survey data, ensuring confidentiality. 
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PART 2: MARKET ANALYSIS  

PRODUCT SUMMARY  

632 products were identified from ASDA (n400), Sainsbury's (n370), Tesco (n305), Morrisons (n295), 

and Aldi (n58). The most common brands were Ella’s Kitchen (18%), Heinz (14%) and Aldi Mamia (9%) 

(full brand frequencies are listed in Table 20).  

 

 

 



 

9 

 

Note: Fruit products include any ready-to-eat food with >5% fruit content hence why the dairy category (n7) and 

vegetable-only category (n28) are small in comparison. 

NPPM ASSESSMENT 

ENERGY 

● 21% of applicable products (dry cereals, dairy, fruit products/purees and meals) were too 

watery and did not meet the minimum energy density requirements: 29% of fruit products 

and 22% of meals were too low in energy (too watery) Table 1 (see Table 23 for full product 

details).  

● 22% of vegetable products included excessive added water (i.e., were too watery). 

● 63% of snacks had excessive portions sizes, being double the recommended maximum on 

average (100 Kcal (SD 30) vs. the recommended 50 Kcal per serving) (see Table 24 for 

excessive snack size product list). 

 

 

Meals, 215

Fruit, 155

Snacks, 132

Dry Cereals, 61

Veg-only, 28

Confecti

onery, 21

Drinks, 

13

Dairy, 7

Product distribution
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NPPM Energy Requirements 

● Foods must provide sufficient energy for development (i.e. not be too watery). Dairy, fruit 

products/purees and meals must provide at least 60kcals/100g, or 80kcal/100 for dry 

cereals, as eaten (i.e. made up according to pack instructions). This value from the NPPM 

was benchmarked conservatively against typical breastmilk and formula energy density. 

This specification prevents watery, low energy and low nutrient foods being sold. 

● Vegetable products do not have a minimum energy density requirement as they are 

naturally lower in energy, instead, they must not be prepared with too much water. This 

specification prevents watering down of purees to flow easily through spouts. 

● Snacks are typically energy dense or may displace intake of more nutritious meals and 

must therefore have a maximum serving size of 50 Kcal. This specification prevents snack 

foods from displacing meals. 

SODIUM 

● 18% of all products exceeded recommended sodium levels. This included 28% of meals and 

11% of snacks. Table 1. 

● However, salt or sodium content for many foods was from naturally occurring sodium. For 

instance, 11/28 (39%) of vegetable-only products exceeded the 50mg/100kcal threshold, with 

a mean sodium value of 94 (SD33) in these 11. However, none contained added salt or salt-

containing ingredients.  

● 57 meals (32%) without cheese exceeded the 50mg/100kcal sodium threshold, having 

77mg/100kcal (SD 24) on average and 3 (8%) meals naming cheese on the front of pack 

exceeded the 100mg/100kcal threshold with marginally high levels on average 

103mg/100kcal (SD1). 

● Products occasionally listed using yeast extract or salt on the ingredient list. 

NPPM Sodium Requirements 

● All foods must contain a maximum of 50mg/100Kcal sodium (unless cheese is named on 

the front-of-pack in which case the maximum may be 100mg/100kcal). 
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SUGAR AND SWEET TASTE 

● 18% of all products used added sugars, including fruit juice Table 1 

● Over half of snacks (55%) included added sugars 

● Added sugars were labelled as: Sugar, Dextrose, Concentrated apple or grape juice, Malted 

barley extract, Coconut syrup, Fructose-glucose Syrup, and Rice syrup 

● 41% of meals and 43% of snacks had more than 15% energy from sugar 

● A quarter of all products (n160, 25%) would require a front-of-pack warning for high sugar 

content - this largely applies to ready-to-eat fruit and simple vegetable products and where 

84% derived more than 30% of energy from sugar (Table 2) 

NPPM Sugar requirements 

The NPPM includes a range of requirements to encourage reductions in sugar, reductions in sweet 

ingredients (fruit) and reduced sweet taste profiles in meals and snacks foods. These measures 

are important in combination as they address different needs across product types and close 

loopholes by which manufacturers sweeten foods using fresh and dried fruit ingredients. 

● No added free sugars including sugar, honey, syrups, barley malt extract and fruit juice. 

● Meals should be savoury and snacks less sweet, a maximum of 15% total energy from 

sugar is recommended. 

● Low fruit content in dry cereals (10% max.), dairy, and meals. A maximum of 10% is 

permitted in dry cereals and 5% max (2% of which from dry fruit) is permitted in other 

categories. 

● The NPPM also recommends front-of pack indicators for high total sugar levels, closing the 

loophole by which products appear healthy by using fruit ingredients. A warning label is 

recommended when: 

○ Ready-to-eat fruit or vegetable products exceed 30% energy from sugar 

○ Dry cereals exceed 30% energy from sugar 

○ Dairy foods containing no added sugars and minimal fruit content (<5%) exceed 

40% energy from sugar. This threshold is higher than for fruit to account for 

naturally occurring sugar within milk. 
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PROTEIN AND FAT  

 

  

● 4% (n12) of meals had low protein density, including 14% (n7) vegetarian meals Table 1. 

● 7% (n9) meals did not contain enough of a named protein source by weight on the 

ingredient list. 

● Few products exceed recommended levels of total fat, 2% (n13). 

NPPM Protein and Fat Requirements 

● Fat and protein requirements ensure that meals with named protein sources contain 

minimum amounts of meat or fish, that meals without named protein sources (e.g. 

vegetarian meals) have a minimum amount of protein, and that all products are not high 

in fat. 

● Total fat must not exceed 4.5 g/100kcal for most products. Exceptions are: 

○ Dry cereals that are intended to be prepared/consumed at home with baby’s usual 

milk: Maximum total fat should be 3.3g/100kcal 

○ Meals with cheese named, meals with a protein source named first, and protein 

only meals (e.g. chicken puree) must have no more than 6g/100kcal total fat. 

● Protein standards are as follows: 

○ any dry cereal products (NPPM category 1) containing a high-protein food (e.g. milk 

or milk-equivalent) must have ≤5.5g/100kcal total protein; 

○ any biscuits or rusks etc. (NPPM category 5.2) made with the addition of a high-

protein food (e.g. milk or milk-equivalent), and presented as such (e.g. in product 

name, or named/pictured on packet), must have ≤ 5.5 g / 100 kcal total protein; 

○ total protein (g/100 kcal) must be ≥3g/100 kcal for all savoury meals, or ≥4g if the 

protein source is named first (e.g. chicken risotto), or ≥7g if the product only 

names a protein source (e.g. rabbit purée); and 

○ total protein weight (percent of any named protein) must be at least: 

■ 8% for meals with a protein source which is not named first (NPPM 

category 4.3 e.g. Pea and Lamb curry must be at least 8% lamb), 
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■ 10% for meals with a protein source named first (NPPM category 4.4 e.g. 

beef lasagne must contain 10% beef by weight), and 

■ 40% for meals that are protein only (NPPM category 4.5 e.g. chicken 

puree). 

 

LABELLING AND MARKETING 

Misleading marketing serves to distract consumers from high sugar levels, emphasising 

convenience, healthfulness and naturally sourced foods. Greenwashing and causewashing are also 

prevalent, highlighting sustainability visions and other charitable company attributes. 

All products included inappropriate claims and marketing statements (i.e. compositional, nutritional, 

health or other marketing statements) such as ‘approved by nutritionists’, ‘supports bone 

development’, ‘Perfect for little ones from 4+ months’, ‘No added sugar or salt’, ‘full of goodness’, 

‘encourages self-feeding’, ‘Organic and sustainable’. Table 2) 

At least four manufacturers (Piccolo, Ella’s kitchen, Little Freddie and HiPP) disregard NHS 

recommendations on age of food introduction with statements like this ‘The government advise 

weaning your little one around 6 months old. But every baby is different - and you know yours best.’  

● 12% of all products were sold as suitable from 4 months of age: 

○ 20% of dry cereals 

○ 31% of fruit products 

○ 43% of vegetable products 

● No pureed products included an upper age recommendation. The NPPM recommends a 

maximum age limit for pureed foods of 12 months, when children can typically handle more 

textured foods but no products list maximum age ranges.  

● 242 products were sold in pouches with spouts (38% of all products) but over half (51%) did 

not include a warning not to drink directly from the spout. 

● Around one in 5 products (n118, 19%) had names that were misleading where the largest 

ingredient was not represented in the name, or the order of ingredients did not reflect the 

proportional contribution. Often this masked the use of fruit and in particular cheap fruit 

(apple, pear or banana) as the largest ingredient.  

● 100% of products included nutritional or marketing claims. 
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● Over a third of products (n222, 36%) did not provide transparency on the ingredient list by 

not declaring the proportions of largest ingredients, fruit content, the proportion of added 

sugars or the proportion of water/stock used. 

● The majority of products (92%) did not include a statement to protect and promote 

breastfeeding such as ‘The WHO recommend exclusive breastfeeding to 6 months and continued 

breastfeeding up to the age of 2 or beyond’. The 47 passing products were all Heinz though the 

statement “We support the WHO recommendation on exclusive breastfeeding for the first 6 

months and continuing with breast milk until at least 2 years of age, when possible. Before 

starting to introduce solid food ask your health visitor or GP for advice” was not universally used 

across the Heinz range.  

NPPM Marketing Requirements 

● Products should not be marketed as suitable before 6 months of age, in line with NHS and 

WHO guidelines. Products marketed at this young age group tend to have excessive sugar 

content from pureed fruits where all the sugars have been liberated meaning they taste 

very sweet and contribute to spikes in blood glucose. 

● Pureed foods are recommended to include an upper age limit of 12 months to prevent 

unnecessary exposure to overly smooth foods and those where intrinsic sugars have been 

liberated from within plant cells walls. This contributes to development of sweet taste 

preferences, tooth decay and rapid consumption without chewing. 

● Pouches with spouts are required to recommend not to drink via the spout. 

● The ingredient lists must state the proportion of fruit and added water/stock. 

● Product names must not be misleading or mask the use of large quantities of fruit. 

● Marketing messages and claims on packs are not recommended as they:  

○ undermine public health messages on the age of food introduction, the 

importance of increasing textures, and limiting snack food use;  

○ undermine confidence in or displace home-prepared foods (e.g. “nutritionally 

balanced by experts”);  

○ imply that features of the product are desirable or advantageous (such as “fits into 

little fingers”, “no bits”, “full of goodness” and “organic”, etc.); or 

○ imply perfection, relying on the so-called “health halo” (common perception) that 

foods sold for infants are inherently nutritionally superior to other commercial 

products or home-prepared foods. 
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HFSS AND UNINTENDED IMPACT ON BABY FOOD MARKETING (ANECDOTAL 

EVIDENCE) 

A potential unintended consequence of the high in salt, fat and sugar location regulations (HFSS) 

may be that infant foods, which are out of scope of the restrictions, find their way into prominent in-

store positions. We have anecdotally observed this shift with baby snacks and fruit pouches being 

promoted at store entrances and end-of-aisle bays. Exploiting this HFSS loophole both undermines 

the intent of guidelines and risks families buying more poor quality products for their babies and 

toddlers. 

Baby foods are intrinsically different from adult foods, relying on high fruit contents for sugar. As 

such the HFSS definition is not well suited to baby foods, not fully capturing the range of concerns 

demonstrated here and by other health professionals. Products are holistically assessed through the 

NPPM. 

Sainsbury’s store entrance, Halifax

 

Tesco end of aisle bay, Bradford
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Sainsbury’s end of aisle bay, Halifax 

 

Tesco end of aisle bays, Brighouse
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UNSUITABLE PRODUCTS: CONFECTIONERY AND DRINKS 

We identified 34 unsuitable products being marketed as suitable for children under 3 years (5% of 

sample): 21 confectionery and 13 drink products. See Tables 21 and 22 for the Confectionery and 

Drink product lists. 

Confectionery had high sugar contents with an average of 67% (SD 14) energy (calories) in the 

product coming from sugar. In our dataset, confectionery largely comprises fruit gums and chews 

made of pulped and concentrated fruit and fruit juice with and without added sugars. 

NPPM confectionery definition: 

Chocolates, sweets, liquorice, marzipan, and fruit chews etc. This includes any dried and 

processed/pulverised fruit products such as fruit gums, puffs/melts, bars, or fruit 

strips/leathers/roll-ups (i.e. a dense or chewy food made from fruit juice or pulped and 

dehydrated/dried fruit). These may contain nuts, dairy or vegetable ingredients (e.g. Date and 

almond chewy bars, Strawberry melty yogurt pieces, Apple and beetroot shapes). The definition 

excludes products containing cereals or starches (which fall into the snacks category). Note that 

the addition of small quantities (such as 5 or 10%) of starch or starch extracts (e.g. rice flour or oat 

extract to prevent clumping or modify food textures) does not exempt foods from the 

confectionery category when they can be classed as fruit chews etc. using the above definitions. 

Drinks had high sugar contents with 56% of total energy (calories) coming from sugar and 11 of 13 

containing added sugar (fruit juice).  

NPPM drinks definition 

Products marketed as smoothies, squeezy, or suckies and containing juice, water or milk (i.e. not 

100% fruit purees). The definition includes any drinkable product containing crushed, blended, 

pulped or puréed fruit/vegetable, fruit/vegetable juice and/or water, with or without added free 

sugar or sweetening agents. Including 100% juices, reconstituted juice from concentrate, 

smoothies with added juice or water, drinks made from cordials, energy drinks, ices, and soft 

drinks. 
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Table 1: NPPM nutritional and ingredient failure rates, n(%) and mean (standard deviation) in failing products 

Product group Sub-category description n n Energy 

density 

≥60kcal/ 

100g* 

Added 

water 

≤25% 

Energy 

per 

suggested 

serve 

≤50kcal 

Sodium ≤50 

or ≤100mg if 

name 

cheese* 

Total 

sugar 

≤15% of 

total 

energy 

Added free 

sugar or 

sweetening 

agent1
 

Total protein 

(g/100kcal) & 

protein 

weight 

Protein 

ingredient 

minimum 

percent 

Total fat 

(g/100kcal) 

(no trans)2
 

Fruit 

content3
 

(% weight) 

Dry cereals and 

starches 

Contains milk, prepare with 

water 

39 61 1 (2%) 

Value in 

fail 42 

*≥80kcal/ 

100g as 

eaten 

/ / 6 (10%) 

Mean in fails 

77(17) 

/ 11 (18%) 0 

≤5.5g12,13
 

/ 0 

≤4.5g 

7 (11%) 

≤10% dry 

weight 

Mean in fails 

14(3) 

Contains no milk, prep. 

with water (e.g. pasta) 

0 / / 0 

≤4.5g 

Contains no milk, prepare 

with milk 

22 / / 0 

≤3.3g 

Dairy foods Dairy-based foods, 

desserts and cereals 

7 7 0 / / 1 (14%) 

Value in fail 58 

/ 4 (57%) / / 0 

≤4.5g 

/ 

Fruit & vegetable 

purees/ products 

and fruit desserts 

Fruit-containing product, 

including breakfast/ dairy 

155 183 45 (29%) 

Mean in 

fails 52(6) 

  

/ / 13 (8%) 

Mean in fails 

74(45) 

/ 11 (7%) / / 7 (4%) 

Mean in fails 

4.9 (0.2) 

≤4.5g 

/ 

Vegetable only product 28 / 6 (22%) / 11 (39%) 

Mean in fails 

94(33) 

/ 0 / / 0 

≤4.5g 

/ 

Savoury meals/ 

meal components: 

combinations of 

starches, 

vegetables, dairy 

and/or traditional 

protein 5,6,7
 

Traditional protein 

sources include any 

meat, offal, poultry 

or fish 

Food WITHOUT 

protein5 or cheese named 

51 215 48 (22%) 

Mean in 

fails 54(4) 

  

/ / Overall: 

60(28%) 

  

Meal no 

cheese: 

57(32%) 

Mean in fails 

77(24) 

  

Meal with 

cheese: 3(8%) 

Mean in fails 

103(1) 

88 (41%) 

Mean in 

fails 20(6) 

  

8 (4%) 7 (14%) 

Mean in fails 

2.2(0.5) ≥3g12,13
 

/ 0 

≤4.5g 

11 (5%) 

≤5% (max. 

2% dry) 

Mean in fails 

6(3) 
Food WITH CHEESE named 

but no protein 

31 0 

≥3g12,13
 

/ 0 

≤6g 

Food with protein5 source 

NOT named first 

70 1 (1%) 

Valie in fail 0.9 

≥3g 

7 (10%) 

Mean in fails 

4.9(0.4) 

≥8%12,13
 

0 

≤4.5g 

Food with protein5 source 

named FIRST 

63 4 (6%) 

Mean in fails 

3.8(0.2) 

≥4g 

2 (3%) 

Mean in fails 

8.5 (0.7) 

≥10%12,13
 

1 (2%) 

Value in fail 

9.1 

≤6g 

Protein5 source is ONLY 

named food 

0 0 

≥7g 

0 

≥40%12,13
 

0 

≤6g 

Snacks and finger 

foods 

Fruit 1 132 / / 83 (63%) 

Mean in 

fails 

100(30) 

0 / 0 / / 0 

≤4.5g 

/ 

Dry or semi-dry snacks and 

finger foods 

131 / / 14 (11%) 

Mean in fails 

66(18) 

43 (33%) 

Mean in 

fails 28(30) 

72 (55%) 0 

≤5.5g (if biscuit 

contains milk) 

12,13
 

/ 6 (5%) 

≤4.5g 

Mean in fails 

11 (12) 

/ 

Ingredients Ingredients 0 0 / / / 0 / 0 / / / 0 

None 

TOTAL FAIL n(%) 94 (21%) 6 (22%) 83 (63%) 105 (18%) 131 (38%) 106 (18%) 12 (4%) 9 (7%) 13 (2%) 18 (6%) 

Missing n(%) 0 12 (44%) 2 (2%) 0 0 1 (0.2%) 0 0 0 14 (5%) 

Confectionery Confectionery 21 21 Not appropriate for sale / not assessed further 

Drinks Drinks 13 13 Not appropriate for sale / not assessed further 
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 Table 2: NPPM labelling and marketing failure rates, n(%) and mean (standard deviation) in failing products 

Product group 
Sub-category 

description 
n n 

Age label 

6+ 

months4 

Age limit 

for 

purees 

12 

months 

FOP high-

sugar 

flag8 

(% 

Energy) 

Has 

spout 

warning 

(if has a 

spout) 

Suitable 

preparation 

instructions 

Misleading 

name 

Inappropriate 

claims 

Missing 

ingredient 

information 

Promotion and 

protection of 

breastfeeding 

statement 

Dry cereals and 

starches 

Contains milk, 

prepare with 

water 

39 

61 12 (20%) 

/ 

6 (10%) 

Mean in 

fails 32(1) 

≥30%  

/ 0 7 (11%) 61 (100%) 8 (13%) 48 (79%) 

Contains no 

milk, prepare 

with water (e.g. 

pasta) 

0 / 

Contains no 

milk, prepare 

with milk 

22 / 

Dairy foods 

Dairy-based 

foods, desserts 

and cereals 

7 7 0 

5  

(100% of 

purees) 

0 

≥40% 
0 / 0 7 (100%) 0 6 (86%) 

Fruit & vegetable 

purees/ products 

and fruit desserts 

Fruit-containing 

product, 

including 

breakfast/ dairy 

155 

183 

48 (31%) 

(missing 

= n12, 

8%) 

155 

(100% of 

purees) 

138 (89%) 

Mean in 

fails 

61(17) 

≥30% 

62 (49%) / 63 (41%) 155 (100%) 16 (10%) 132 (88%) 

Vegetable only 

product 
28 12 (43%) 

28  

(100% of 

purees) 

15 (54%) 

Mean in 

fails 44(8) 

≥30% 

13 (54%) / 4 (14%) 28 (100%) 15 (54%) 28 (100%) 

Savoury meals/ 

meal components: 

combinations of 

starches, 

vegetables, dairy 

and/or traditional 

protein 5,6,7 

 

Traditional protein 

sources include any 

meat, offal, poultry 

or fish 

Food WITHOUT 

protein5 or 

cheese named 

51 

215 

0 

(missing 

n5, 2%) 

30  

(100% of 

purees) 

/ 

42 (55%) 

0 

Meal 

components 

only 

21 (10%) 215 (100%) 139 (65%) 200 (93%) 

Food WITH 

CHEESE named 

but no protein 

21 

19  

(100% of 

purees) 

/ 

Food with 

protein5 source 

NOT named 

first 

70 

33  

(100% of 

purees) 

/ 

Food with 

protein5 source 

named FIRST 

63 

33  

(100% of 

purees) 

/ 
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Product group 
Sub-category 

description 
n n 

Age label 

6+ 

months4 

Age limit 

for 

purees 

12 

months 

FOP high-

sugar 

flag8 

(% 

Energy) 

Has 

spout 

warning 

(if has a 

spout) 

Suitable 

preparation 

instructions 

Misleading 

name 

Inappropriate 

claims 

Missing 

ingredient 

information 

Promotion and 

protection of 

breastfeeding 

statement 

Protein5 source 

is ONLY named 

food 

0 0 / 

Snacks and finger 

foods 

Fruit 1 

132 

0 / 

1 (100%) 

Value in 

fail 87 

≥30% (dry 

fruit only) 
/ / 17 (13%) 132 (100%) 41 (31%) 132 (100%) 

Dry or semi-dry 

snacks and 

finger foods 

131 

0 

(missing 

n6, 5%) 

/ / 

Ingredients Ingredients 0 0 0 / / / 0 0 0 0 0 

TOTAL FAIL n(%) 72 (12%)* 
303 

(100%) 
160 (63%) 

117 

(51%) 
0 112 (19%) 598 (100%) 219 (37%) 551 (92%) 

Confectionery Confectionery 21 21 Not appropriate for sale / not assessed further 

Drinks Drinks 13 13 Not appropriate for sale / not assessed further 

*Note that 29 products (5%) did not display a lower age limit despite being included within baby/toddler food sections of websites and/or 

being marketed towards babies and toddlers. 

 

Colour key: 

White: not applicable or 

none evaluated 

Green: 0% failure rate (i.e. 

100% compliance) 

Yellow: 1-10% 

failure rate 

Orange: 11-20% 

failure rate 

Red: >20% 

failure rate 

Grey text indicates the 

category thresholds 
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Footnotes to Table 1 and 2: 

1. Added free sugars and sweeteners include: 

a. All mono- and disaccharides (including sugars derived from fruits, sugarcane, palms or root vegetables etc.); 

b. All syrups, nectars and honey (including molasses/agave/maple/blossom nectar/malted barley syrup/brown rice syrup etc.); 

c. fruit juices or concentrated/powdered fruit juice, excluding lemon or lime juice (e.g. pear juice, concentrated apple juice or powdered mango juice). See footnote #3 on permitted fruit use; 

d. non-sugar sweeteners (such as saccharin, acesulfame, aspartame, sucralose or stevia etc.). 

2. No product may contain industrially-produced trans-fatty acids 

3. Notes on fruit: 

a. Tomatoes, avocadoes and coconut are not classed as fruits for this purpose; 

b. Unsweetened whole or chopped fruits, and dry whole or chopped 100% fruits are permitted as in category 5.1; 

c. Blended, pulped, puréed or powdered 100% fruits (i.e. not juice) (including pureed/powdered dried fruit) are only permitted in specified quantities by weight, as they are high in liberated 

sugars. 

4. Notes on recommended age ranges displayed on packs and all related promotional materials: 

a. No product should state or imply product suitability for babies under 6 months of age, including through use of images. 

b. Products that are blended/pureed should have an upper age limit of 12 months. This applies to pureed and smooth products sold for babies before they are able to chew or accept more 

textured foods (e.g. pureed fruit/vegetables, processed oatmeal porridge or a blended meal). Naturally smooth and unmacerated foods like yogurt, risotto or porridge are exempt.  

c. A narrower age range than indicated may be displayed on pack according to product consistency (e.g. 18-36 months for crunchy snacks). 

5. Traditional protein sources include any meat, offal, poultry or fish. 

6. Note that the front of pack and legal product names and order of foods may differ. Follow the front-of-pack names for product categorisation where possible. 

7. For meal-components (e.g. pasta sauce): Thresholds apply to foods as eaten, where preparation details are provided 

8. Front-of-pack indicator, label or flag is required when the total energy from sugar exceeds specified thresholds [30% total energy = 7.5 g/100 kcal; 40% total energy = 10 g/100 kcal]. The label should 

conform to pre-specified requirements, e.g. be clearly positioned and with moderate size text. 

9. Minimum 25% cereal for rusks, crackers and biscuits. 

10. .Fruit chews include any dried and processed fruit products such as fruit gums, bars or fruit strips/leathers/roll-ups (i.e. a dense chewy food made from fruit juice or pulped and dehydrated/dried fruit) 

11. Includes any drinkable product containing crushed, blended, pulped or puréed fruit/vegetable, fruit/vegetable juice and/or water, with or without added free sugar or sweetening agents. Including 

100% juices, reconstituted juice from concentrate, smoothies with added juice or water, drinks made from cordials, energy drinks, ices, and soft drinks.15 

12. Evaluate total protein adequacy using pack nutrient information (to calculate g/100kcal) and the ingredient list (percent weight of protein source), where possible. Note that meal components (such as 

sauces) are exempt from point iii and iv: 

i. .Any dry cereal products (Category 1) containing a high protein food (e.g. milk or milk-equivalent) must have ≤5.5g/100kcal total protein 

ii.Any biscuits or rusks etc. (Category 5.2) made with the addition of a high protein food (e.g. milk or milk-equivalent), and presented as such (e.g. in product name, or named/pictured on packet), must 

have ≤5.5g/100kcal total protein 

iii.  Total protein (g/100kcal) must be ≥3g/100kcal for all savoury meals, or ≥4g if the protein source is named first (e.g. Chicken risotto), or ≥7g if the product only names a protein source (e.g. Rabbit puree) 

iv. Total protein weight must be higher than 8, 10 or 40% of the total product weight (in product categories 4.3, 4.4 and 4.5, respectively) (e.g. Beef lasagne (Cat. 4.4) must contain 10% beef by weight). 

13. Additional mandatory protein requirements to be followed by food producers during manufacturing. Note that it is not necessary to assess these criteria using packet information while applying the 

NPPM. The following requirements are as stipulated in CODEX Standard CXS 74-1981 (section 3.3) and European Commission Directive 2006/125/EC (Annex II, section 1): 

 i.Any dry cereal products (Category 1) made with a high protein food (e.g. milk or milk-equivalent) must have ≤5.5g total protein, of which ≥2g/100kcal added protein (e.g. from dairy source) 

ii.Any biscuits or rusks etc. (Category 5.2) made with the addition of a high protein food (e.g. milk or milk-equivalent), and presented as such (e.g. in product name, or named/pictured on packet), must 

have ≤5.5g/100kcal total protein and the added protein shall not be less than 0.36g/100 kJ (1.5g/100 kcal). 

iii.Each source of protein named in the front-of-pack or legal product name of meals must be ≥25% by weight of the total named protein weight. For example, Chicken and rabbit risotto (Category 4.4) 

must include at least 25% chicken and 25% rabbit by weight of the total protein weight.  

iv. Protein from dairy must be ≥2.2g/100kcal if cheese is mentioned in the product name. 

v. Protein from the named source (meat, offal, poultry or fish) must be ≥2.2g/100kcal in Category 4.3, ≥4g in Category 4.4, and ≥7g in Category 4.5. 

14. Products with vitamin, mineral and amino acid additions must adhere to existing European Commission requirements or other local, regional or national guidelines, where applicable. 

15. Note that drinks included those marketed as smoothies/suckies (i.e. a drink) and containing added juice, water or milk (i.e. not 100% fruit/vegetables). However, other juice/water-containing 

fruit/vegetable products fall within the fruit/vegetable category as they are less obviously marketed as drinks and may be spoon-fed. 
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PRICE 

Product price was significantly and positively related to quality (i.e. lower price products were lower 

in quality). This highlights potential disparities between households shopping on a tight budget and 

those with higher incomes. Families buying some cheaper products are more likely to take home 

products higher in sugar or more watery purees for instance. 

Table 3 details nutrients, NPPM scores and product price across the product categories. Overall, 

‘pass’ rates were low especially for fruit products (the average NPPM pass score was 6.3 out of 12) 

and snacks (average NPPM pass score was 6.2 out of 12).   

PRICE & NPPM SCORES 

When price was explored in relation to NPPM scores (nutrient scores, marketing scores or total 

NPPM scores) we found that snacks and vegetarian meals with better total NPPM scores were higher 

in price. The association was statistically significant and showed that each unit increase in score, 

price was 12% higher (95% CI, 4 to 21%) for vegetarian meals and for snacks each unit increase in 

score was associated with a 27% higher price (95% CI 18 to 37%). Associations between total NPPM 

score and price were not observed in other product categories (Table 4).   

For NPPM nutrient scores, higher scores were associated with higher price vegetable-only purees 

and snacks, but lower price meals, especially non vegetarian meals. Each unit higher NPPM nutrient 

score was associated with 26% higher price vegetable purees (95% CI 8 to 46%) and 44% higher price 

in snacks (95% CI 31 to 59%). This indicates that families choosing cheaper products are more likely 

to take home vegetable purees and snacks with poorer nutritional profiles. However, the converse 

was seen for non-vegetarian meals with each unit increase in NPPM nutrient score associated with 

8% lower price per 100g (95% CI 3 to 13%).  

For marketing, greater NPPM pass scores were associated with higher priced meals (both vegetarian 

and non-vegetarian) and snacks, indicating that more expensive products are marketed in a more 

responsible way. This finding further highlights how families on a budget may be over-exposed to 

products with poor marketing practices. Each higher NPPM marketing score was associated with 

17% higher price for meals (95% CI 10 to 25) and 27% higher price for snacks (95% CI 2 to 59).  

Overall, findings on price and NPPM scores indicate that families shopping on a budget, who seek 

out cheaper snacks or meals, are more likely to take home products with poorer nutrition and that 

are marketed in less responsible ways.   
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PRICE & ADDED SUGAR, TOTAL SUGAR AND ENERGY DENSITY  

Snacks products that exceed the recommended level of 15% energy from sugar were associated 

with 64% lower price (95% CI 52 to 72) than snacks with lower sugar levels (Table 5). No other price 

differences were seen in product categories according to recommended sugar levels in the NPPM.  

For added sugar in fruit-based products and snacks, lower prices were again associated with higher 

sugar levels. Snacks with added sugar were associated with 48% lower price (95% CI 30 to 61) and 

fruit products with added sugar, largely dessert type products, were associated with 34% lower price 

(95% CI 20 to 46). 7 toddler tray-type meals from one manufacturer with added sugar were 

associated with 35% higher price than the rest of the meal products (95% CI 4 to 75).  

No associations were observed for product price and overall energy density in these product 

categories.   

Families choosing cheaper snacks and fruit products are more likely to take home products with 

higher sugar levels or that contain added sugar. 

POUCHES & PRICE 

Over a third (38%, n242) of all products in the sample were pouches with a spout. Of these, almost 

one quarter are sold for 4+ months (24%), 40% for 6+ months, 35% from 7m+. Most of the fruit and 

vegetable products had a spout (83%) and over a third of all meals were pouches with a spout (36%).   

Price of pouches was significantly and positively associated with energy density (i.e. higher price 

pouches had greater energy density) meaning those shopping on a budget and choosing cheaper 

pouches (including any pouch product, fruit or fruit and vegetable pouch, meal pouch or non-

vegetarian/vegan pouches) were providing products with lower energy density to their children than 

higher price pouches. For instance, price was 5% higher for each 10kcal/100g increase in energy 

density (95% CI 3 to 7) (Table 6).  

Protein density in meals pouches was not associated with product price but percent energy from 

sugar was inversely associated with price in only the fruit-based pouches (i.e. higher price products 

had lower sugar density). Each 10% increase in energy from sugar was associated with 4% lower 

product price (95% CI 1 to 6). Children of families choosing cheaper fruit pouches will be exposed to 

higher sugar levels. 
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Table 3: Nutrients, NPPM scores and product price1  

Product category n Energy 

density 

(kcal/  

100g) 

Protein 

density  

(g/100 

kcal) 

Fat 

density 

(g/100 

kcal) 

Sugar 

density 

(g/100 

kcal) 

Sugar 

(% of  

total  

energy) 

Prevalence 

of added 

sugars 

n (%) 

NPPM 

nutrient 

score 

NPPM 

marketing  

score 

Overall 

NPPM 

 score 

Price 

(pence  

per 100g) 

Price 

(pence 

 per 100 

kcal) 

   Dry cereals2 61 396 (36) 3.1 (0.7) 1.6 (1.0) 4.8 (2.8) 19 (11) 11 (18%) 5.1/6 4.7/7 9.8/13 148 (38) 79 (37) 

   Dairy3 7 76 (8) 3.5 (0.5) 3.1 (0.8) 5.9 (1.8) 24 (7) 4 (57%) 3.3/4 4.1/8 8.4/12 65 (14) 234 (157) 

   Fruit-based 

products 

155 75 (43) 1.9 (1.4) 1.8 (1.5) 14.3 (4.7) 57 (19) 22 (13%) 3.5/4 2.7/8 6.3/12 105 (31) 208 (127) 

 Fruit + Veg only 83 66 (47) 1.2 (0.7) 0.8 (0.6) 17.6 (3.0) 71 (12) 8 (9%) 3.4/4 2.6/8 6.0/12 100 (31) 226 (135) 

     Fruit + dairy 52 81 (12) 3.3 (1.3) 3.0 (1.2) 10.2 (2.7) 41 (11) 12 (21%) 3.6/4 3.0/8 6.6/12 107 (31) 196 (115) 

 Fruit + other4 20 97 (63) 1.3 (2.7) 2.6 (1.6) 10.9 (3.7) 42 (17) 2 (10%) 3.7/4 2.9/8 6.6/12 120 (20) 169 (109) 

   Vegetable-only 

purees 

28 43 (14) 3.5 (2.3) 1.4 (0.9) 7.8 (3.9) 31 (16) 0 3.9/4 2.8/8 6.7/12 84 (25) 208 (90) 

   Meals5 215 72 (21) 4.6 (1.2) 3.0 (1.0) 3.5 (1.4) 14 (6) 8 (4%) 6.5/8 2.5/7 8.9/15 94 (30) 166 (67) 

        NOT naming 

cheese, meat or 

fish 

51 71 (18) 3.7 (0.9) 2.7 (0.9) 3.8 (1.50 15 (6) 0 5.8/8 2.5/7 8.4/15 97 (30) 169 (73) 

 Naming cheese, 

meat or fish 

164 73 (22) 4.8 (1.1) 3.1 (1.0) 3.4 (1.3) 14 (5) 8 (5%) 6.7/8 2.4/7 9.1/15 94 (31) 162 (65) 

      Vegan meals 30 69 (21) 3.6 (1.0) 2.4 (0.9) 3.7 (1.6) 15 (6) 0 5.6/8 2.7/7 8.3/15 102 (31) 185 (77) 

 Non vegan meals 185 72 (17) 4.7 (1.1) 3.1 (1.0) 3.5 (1.3) 14 (5) 7 (4%) 6.6/8 2.4/7 9.0/15 92 (30) 163 (64) 

  Snacks 132 408 (63) 1.8 (0.5) 2.7 (1.1) 3.2 (2.9) 13 (11) 72 (55%) 3.7/6 2.5/6 6.2/12 364 (224) 212 (282) 

  Confectionery6 21 332 (65) 0.9 (0.7) 1.3 (1.7) 16.7 (3.6) 67 (14) 10 (50%) / / / 513 (389) 408 (261) 

  Drinks6 13 70 (41) 2.7 (1.9) 2.3 (1.3) 14.0 (4.4) 56 (18) 11 (85%) / / / 92 (12) 431 (261) 
 

1Values are category mean (standard deviation), n(%), or mean/total score for NPPM values  
2 Dry cereals were evaluated as purchased (i.e. not as consumed made up with water/milk) so values may appear inflated compared to ready to eat 

products  
3 Dairy foods include only those with <5% fruit.  
4 Other includes fruit-based products with >10% coconut or grain/starch where the coconut or grain/starch component exceeds dairy (if present)  
5 Meals were subdivided into those naming or not naming cheese, meat or fish, according to NPPM definitions and protein standards. Meals NOT naming 

these included 4 protein meals (with salmon or chicken) and 17 others containing egg or dairy. These are all excluded in the ‘vegan’ category.  
6 Confectionery and drinks are not recommended for sale for children under 36 months and are not included in NPPM assessments.  
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Table 4: Product price and NPPM scores   

Product 

category 

n Price 

(pence) 

per 100g 

Category 

mean 

overall 

NPPM 

score 

Price in 

Lower 

NPPM 

score 

products1 

Price in 

Higher 

NPPM 

score 

products1 

 Total NPPM score: 

Rate Ratio (95% CI), 

p-value 2 

Nutrient NPPM 

score: 

Rate Ratio (95% CI), 

p-value 2 

Marketing NPPM 

score: 

Rate Ratio (95% CI), 

p-value 2 

Dry cereals2 61  148 (38)  9.8/13  145 (40) 

n22  

149 (36) 

n39  

1.01 (0.96 to 1.06) 

0.683  

1.07 (1.00 to 1.16)  

0.068  

0.96 (0.89 to 1.03) 

0.277  

Dairy3 7  65 (14)  8.4/12  66 (18) n4  64 (9) n3  0.93 (0.78 to 1.11) 

0.446  

0.93 (0.73 to 1.17)  

0.553  

0.82 (0.52 to 1.30) 

0.445  

Fruit-based 

products 

155  105 (31)  6.3/12  106 (29) 

n82  

103 (32) 

n73  

1.01 (0.97 to 1.05) 

0.619  

1.04 (0.96 to 1.14)  

0.335  

1.00 (0.95 to 1.05) 

0.959  

Vegetable-only 

purees 

28  84 (25)  6.7/12  81 (24) 

n14  

87 (26) n14  1.04 (0.94 to 1.15) 

0.468  

1.26 (1.08 to 1.46)  

0.0073  

0.96 (0.86 to 1.06) 

0.430  

Meals 215  94 (30)  8.9/15  93 (30) 

n140  

96 (31) n75  1.01 (0.98 to 1.05) 

0.503  

0.94 (0.90 to 0.98)  

0.0083  

1.17 (1.10 to 1.25) 

<0.0013  

 Not naming 

cheese, 

meat or fish 

51 97 (30) 8.4/15 87 (28) 

n28 

110 (26) 

n23 

1.12 (1.04 to 1.21) 

0.004 3 

1.04 (0.93 to 1.16) 

0.528 

1.29 (1.16 to 1.44) 

<0.0013 

 Naming 

cheese, 

meat or fish 

164  94 (31)  9.1/15  94 (30) 

n99  

93 (32) n65  0.99 (0.95 to 1.03) 

0.696  

0.92 (0.87 to 0.97)  

0.0023  

1.14 (1.06 to 1.22) 

<0.0013  

Snacks 132  364 (224)  6.2/12  261 (201) 

n67  

471 (197) 

n65  

1.27 (0.18 to 1.37) 

<0.0013  

1.44 (1.31 to 1.59) 

<0.0013  

1.27 (1.02 to 1.59) 

0.0353  

*Values are mean (SD) or mean/total score unless stated otherwise  
1Products divided at median NPPM total score value within each category to create lower and higher groupings  
2 Rate ratios show the % difference in price per 100g per 1 unit increase in total NPPM score e.g. 0.90 = 10% lower price and 1.10 = 10% higher price. Confidence intervals show that the 

true increase/decrease in price for each additional NPPM unit is likely to be within the range shown, with 95% confidence.   
3 Significant linear association, 95% confidence level, linear regression  
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Table 5: Price in ‘pass’ vs. ‘fail’ products according to NPPM criteria for sugar content, added sugar and energy density  

Product 

category 

n Price 

 (pence) 

per 100g 

Price, 

pence  

per 

100g in  

‘Pass’ 

sugar 

require

ments1 

Price, pence  

per 100g in 

 ‘Fail’ sugar 

requirements 1 

Rate ratio (95% CI), 

p-value for price in 

sugar threshold 

fail vs pass2 

Price, 

pence  

per 100g in  

No added  

sugars 

Price, 

pence  

per 100g 

in Added 

sugars 

Rate ratio (95% CI), 

p-value for price in  

   products with 

added sugar vs 

none2 

Price, 

pence 

per 100g 

in 

Sufficient 

energy 

density 

Price, 

pence 

per 100g 

in Inad-

equate     

energy 

density 

Rate ratio (95% CI), p-

value for price in low 

energy products vs 

sufficient2 

Dry cereals2 61 148 (38) 149 

(37), 

n55 

137 (45), n6 0.91 (0.73 to 1.13) 

0.392 

115 (33), 

n49 

113 (54), 

n11 

0.84 (0.72 to 0.99) 

0.0474 

149 (37), 

n60 

100, n1 0.69 (0.42 to 1.15) 

0.159 

Dairy3 7 65 (14) 65 (14), 

n7 

None / 64 (9),  

n3 

66 (18), 

n4 

1.01 (0.72 to 1.43) 

0.946 

65 (14), 

n7 

None / 

Fruit-based 

products 

155 105 (31) 107 

(38), 

n17 

105 (30), n138 0.99 (0.83 to 1.17) 

0.870 

107 (30), 

n144 

73 (27), 

n113,6 

0.66 (0.54 to 0.80) 

<0.0014 

104 (31), 

n110 

107 (30), 

n45 

1.04 (0.93 to 1.17) 

0.477 

Vegetable-

only purees 

28 84 (25) 83 (26), 

n13 

84 (25), n15 1.02 (0.82 to 1.25) 

0.886 

84 (25), 

n28 

None / / / / 

Meals5 215 94 (30) 93 (31), 

n128 

97 (30), n87 1.05 (0.95 to 1.15) 

0.334 

92 (30), 

n208 

121 (21) 

n73,5 

1.35 (1.04 to 1.75) 

0.0244 

93 (30), 

n167 

98 (32), 

n48 

1.04 (0.93 to 1.16) 

0.509 

 Not 

naming 

cheese, 

meat or 

fish 

51 97 (30) 100 

(27), 

n25 

95 (32), n26 0.93 (0.77 to 1.12) 

0.438 

97 (30), 

n51 

None / 99 (28), 

n37 

93 (33), 

n14 

0.92 (0.75 to 1.14) 

0.462 

 Naming 

cheese, 

meat or 

fish 

164 94 (31) 91 (31), 

n103 

98 (29), n61 1.09 (0.97 to 1.21) 

0.148 

92 (30), 

n157 

121 (21), 

n73,5 

1.37 (1.05 to 1.78) 

0.0204 

92 (30), 

n130 

100 (32), 

n34 

 

1.08 (0.95 to 1.23) 

0.251 

Snacks 132 364 (224) 453 

(220), 

n88 

186 (79), n443 0.36 (0.28 to 0.48) 

<0.0014 

484 (207), 

n60 

264 

(187), 

n723 

0.52 (0.39 to 0.70) 

<0.0014 

/ / / 

1 Sugar thresholds for categories: Dry cereals (30% max), Dairy (40% max), Fruit (30% max), Vegetables (30% max), Meals (15% max), Snacks (15% max). Thresholds for meals and snacks 

are maximum recommended levels, thresholds for other categories indicate recommended front-of-pack warning label thresholds for high-sugar content.  
2 Rate ratios show the % difference in price between pass and fail products, for instance a RR of 1.10 shows that failing products are approximately 10% more expensive than pass 

products and RR of 0.90 shows that fails are 10% less expensive than passing products.   
3Significant between group difference, 2-sided 95% confidence level, t-test   
4Significant linear association, 95% confidence level, linear regression  
5 Note that these 7 products were all Annabel Karmel ready meals in trays which tend to be higher in price than purees and they listed added sugar on the label  
6Note the 11 fruit-based products with added sugars were largely pudding/dessert type products 
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Table 6: Pouches and price, associations between price and nutritional characteristics in pouches.  

 n RR (95%CI), Percent 

difference in price per 

10% increase in energy 

from sugar 

p-value RR (95%CI), Percent difference 

in price per 10 kcal/100g 

increase in energy density 

 

p-value RR (95%CI), Percent 

difference in price 

per 10 kcal/100g 

increase in protein 

density1 

p-value 

All pouches 242 0.99 (0.98 to 1.01) 0.412 1.05 (1.03 to 1.07) <0.001* / / / / 

Fruit + vegetable 

pouches 

151 0.99 (0.97 to 1.02) 0.530 1.05 (1.02 to 1.07) <0.001* / / / / 

Fruit-based pouches 127 0.96 (0.94 to 0.99) 0.003* 1.03 (1.00 to 1.05) 0.072 / / / / 

Vegetable only 

pouches 

24 0.96 (0.89 to 1.04) 0.338 1.06 (0.97 to 1.15) 0.209 / / / / 

Meal pouches 78 1.07 (0.94 to 1.22) 0.316 1.08 (1.00 to 1.15) 0.041* / / / / 

Meal pouch not 

naming meat, fish or 

cheese 

22 1.14 (0.89 to 1.45) 0.307 1.01 (0.87 to 1.18) 0.857 0.38 (0.08 to 1.69) 0.217 

Meal pouch naming 

meat, fish or cheese 

56 1.04 (0.89 to 1.22) 0.589 1.09 (1.01 to 1.18) 0.028* 1.68 (0.73 to 3.89) 0.231 

Vegan meal pouches 16 1.23 (0.91 to 1.65) 0.202 1.01 (0.84 to 1.21) 0.938 0.27 (0.04 to 1.92) 0.211 

Non-vegan meal 

pouches 

62 1.05 (0.92 to 1.20) 0.498 1.09 (1.02 to 1.17) 0.015* 1.36 (0.64 to 2.88) 0.421 

 1 Note the NPPM only sets protein requirements for meal products 

*Statistically significant observation 
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POUCHES WITH SPOUTS 

Vulnerable young babies may not be getting good nutrition at critical developmental periods when 

families rely on pouches, particularly fruit-based, and low-energy meal pouches. 

 

We sampled all baby foods sold on websites of the 5 largest UK retailers in summer 2024 and found 

242 pouches with spouts (38% of all baby foods identified):  

○ Fruit based 52%  

○ Vegetable-only 10%  

○ Meals 32%  

○ Drinks (classed as unsuitable for sale to under 3yrs) 5%  

Top brands selling spout pouches were Ella’s kitchen (n75, 31%), Piccolo (n34, 15%), Aldi Mamia (n29, 

12%), Little Freddie (n24, 10%) and Heinz (n23, 10%). 

Pricing concerns with spout pouches are detailed above. Other main concerns surrounding the high 

sugar contents and low energy density of pouches are detailed below.  
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ENERGY AND SUGAR DENSITY  

● Calories from sugar were higher in fruit-based pouches (around 60% of energy from 

sugar) vs. meals (around 16% of energy from sugar) (Table 7).   

● Very few meals and a relatively small number of vegetable-only pouches are sold as first 

weaning foods with the majority being sweet, fruit-based pouches.  

● Products sold as first weaning foods (4+m or 6+m) were statistically significantly higher 

in sugar (by an estimate of 33%) and lower in energy (5kcal/100g) than products for older 

babies (7m+). The implication of this is that babies are being exposed to high sugar 

levels, sweet taste profiles and more watery foods at the start of food introduction, 

potentially displacing a nutritious milk feed or introducing poor quality foods into the 

diet of babies (Table 8).  
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Table 7: Ready-to-eat pouches with spouts: energy density, sugar density and brands   

Categories  N  Energy density 
kcal/100g  

% of calories 
from sugar  

Top 5 brands in 
category  

All pouches with spouts  242  66 (17)  43 (25)  See table 20 for all 
brands in sample  

  Fruit-based1  127  70 (18)  59 (19)  Ellas n36   
Piccolo n23   
Aldi n20   
Little Freddie n17   
Heinz n15  

    Primarily fruit and veg  73  60 (13)  71 (13)  

With dairy >=10%  36  83 (12)  43 (11)  

With other foods, 
coconut/cereals >=10%  

18  84 (19)  43 (16)  

Vegetable only   24  44 (14)  34 (16)  Ellas n7  
Aldi n6  
ASDA n3  
Sainsburys n3  
Morrisons n2  
Tesco n2  

Meals  78  65 (10)  16 (6)  Ellas n26  
Heinz n8  
Piccolo n8  
Little Freddie n7  
Oliver’s cupboard n6  

  Veg-based meal (no mention 
of dairy, meat or fish in name 
but may contain these (NB 16 
vegan))  

22  65 (9)  16 (6)  

Meat or cheese named on 
front of pack  

56  65 (11)  16 (6)  

Drinks  
NOT PERMITTED TO UNDER 
3YRS  

13  70 (10)  56 (18)  Ellas n6   
The collective n5   
Piccolo n2  

All pouches marketed as ‘4+months’  56  59 (16)  63 (21)  Ellas 32  
Aldi Mamia 12  
Piccolo 12  

  Fruit-based1  46  61 (16)  71 (12)  

  Veg-only  10  51 (14)  29 (16)  

  Meals  0  /  /  

All pouches marketed as ‘6+months’  92  67 (19)  51 (20)  Ellas 19  
Little Freddie 18  
Heinz 12  
Aldi Mamia 10  
Piccolo 9  

  Fruit-based1  66  74 (16)  55 (18)  

  Veg-only  13  37 (12)  37 (15)  

  Meals  6  61 (6)  17 (5)  

All pouches marketed as ‘7+months’  78  68 (13)  19 (10)  Ellas 28  
Heinz 8  
Piccolo 8  
Aldi Mamia 7  
Oliver’s cupboard 6  

  Fruit-based1  8  92 (13)  41 (14)  

  Veg-only  1  56  41  

  Meals  69  65 (11)  16 (6)  

Values are mean (standard deviation)  
1Fruit-based ready-to-eat pouches includes any non-meal with >5% fruit.  

‘All’ assessments include Fruit-based, Veg-only, Meals and Drinks’  
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Table 8: Comparing quality (energy density and sugar) by recommended age in spout pouches  

Comparison  N  Energy density 

coefficient  

(95% CI)  

P value  Percent of energy 

from sugar 

coefficient  

(95% CI)  

P value  

All pouches ≤6m vs 7+m  242  4.8 (0.4 to 9.1)  0.031  -33 (-28 to -38)  <0.001  

Fruit based ≤6m vs 7+m  127  14.0 (4.6 to 23.4)  0.004  -16 (-7 to -30)  0.001  

All pouches 4m vs. ≥6m  242  8.7 (3.7 to 13.6)  0.001  -26 (-20 to -33)  <0.001  

Fruit based 4m vs. ≥6m  127  14.4 (8.4 to 20.4)  <0.001  -18 (-12 to -24)  <0.001  

NB it is not possible to compare veg-only or meals across listed age because of too few products in some 

categories  

Coefficient interpretation: the difference in energy or sugar in higher age products compared to lower age 

category where coefficients in the top row of 4.8 and -33 indicate greater energy density and lower energy from 

sugar in products sold for ‘7+m’ vs. ‘4+m’/‘6+m’  

Coefficients were generated with linear regression models and binary independent variables (age category).  
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POUCHES & NPPM QUALITY ASSESSMENT  

See tables 9-11 for Pouch NPPM assessment 

● 34% had lower energy than the minimum standard of 60kcal/100g (too watery) 

● One in 5 vegetable-only pouches had too much added water (more than 25%) but 2 in 5 

didn’t report the level of added water on the ingredient list  

● Meals should be savoury in flavour but the majority (58%) had more than the 

recommended 15% of calories from sugar (20% on average in these ‘failing’ pouches). 

These tended to include high volumes of sweet vegetables (carrots, sweet potato and 

squash) or dried fruit puree (apricot puree, apple puree, prune puree).  

● 13 pouches were classed as drinks that the NPPM recommends are not sold to children 

under 3 years. While they are similar to fruit pouches in form and ingredients, drinks 

(NPPM definition) contain added juice (classed as an added sugar) or water (i.e. not 100% 

fruit/veg) and are promoted specifically as something to drink: ‘smoothies’/’suckies’.   

● 24% were sold as suitable from 4+months, contrary to NHS guidance on food 

introduction at around 6 months  

● 51% lacked a warning not to drink via the spout  

● 30% had misleading names where the main ingredients were not clear from the product 

name. Often this was masking the use of cheap fruit fillers (apple, pear, banana) or 

masking the overall proportion of fruit (Table 11). 

● 100% included pack statements and claims that were misleading or undermined simple 

home-prepared foods.  

● 93% of fruit pouches would require a front of pack label ‘High sugar’ according to the 

NPPM standards. On average these (failing) products got 62% of their calories from 

sugar.   

  

Babies may not be getting good nutrition as they start their weaning journey:   

● In first weaning foods (sold as 4+m or 6+m, n122) n42, 38% had insufficient calories (mean in 

fails = 51kcal/100g vs. recommended 60).   

● 71% of calories in fruit products sold as 4+m are from sugar.   
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Table 9: NPPM nutritional and ingredient failure rates, n(%) and mean (standard deviation) in failing products POUCHES  

Product group Sub-category 
description 

n n Energy 
density 
≥60kcal/ 
100g* 

Added 
water 
≤25% 

Energy per 
suggested 
serve 
≤50kcal 

Sodium ≤50 
or ≤100mg if 
name 
cheese* 

Total 
sugar 
≤15% of 
total 
energy 

Added free sugar 
or sweetening 
agent1 

Total 
protein 
(g/100kcal) 
& protein 
weight 

Protein 
ingredien
t 
minimum 
percent 

Total fat 
(g/100kcal) 
(no trans)2 

Fruit 
content3 
(% 
weight) 

Fruit & 
vegetable 
purees/ 
products and 
fruit desserts 

Fruit-containing 
product, 
including 
breakfast/ dairy 

127 151 43 (34%) 
Mean in fails 

51(6) 

/ / 12 (9%) 
Mean in fails 

73 (47) 

/ 3 (2%) / / 4 (3%) 
Mean in 
fails 4.8 

(0.2) 
≤4.5g 

/ 

Vegetable only 
product 

24 / 5 (21%) / 10 (42%) 
Mean in fails 

97 (32) 

/ 0 / / 0 
 

/ 

Savoury 
meals/ meal 
components: 
combinations 
of starches, 
vegetables, 
dairy and/or 
traditional 
protein 5,6,7 

 
Traditional 
protein sources 
include any 
meat, offal, 
poultry or fish 

Food WITHOUT 
protein5 or 
cheese named 

22 78 27 (35%) 
Mean in fails 

55(4) 
  

/ / Overall: 18 
(23%) 

 
Meal no 
cheese: 
18(29%) 

Mean in fails 
72 (19) 

  
Meal with 

cheese 
named on 

pack: 0 fails 

45 (58%) 
Mean in 

fails 20(4) 
  

0 1 (5%) 
Value 1.9 
require-

ment 
≥3g12,13 

/ 0 
 

5 (6%) 
≤5% 
(max. 2% 
dry) 
Mean in 
fails 5.4 
(3.7) 

Food WITH 
CHEESE named 
but no protein 

12 0 / 0 

Food with 
protein5 source 
NOT named first 

15 0 0 0 

Food with 
protein5 source 
named FIRST 

29 0 0 0 

TOTAL FAIL n(%) 70/205 (34%) 5 (21%) / 18 (23%) 45 (58%) 3 (1%) 1 (1%) 0 4 (2%) 5 (6%) 

Missing data n(%) / 10 (42%) / / / / / / / 2 (3%) 

Drinks11 Drinks 13 13 Not appropriate for sale / not assessed further 
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Table 10: NPPM labelling and marketing failure rates, n (%) and mean (standard deviation) in failing POUCHES  

Product 
group 

Sub-category 
description 

n n Age label 
6+ 
months4 

Age limit for 
purees 12 
months 

FOP high-
sugar flag8 
(% Energy) 

Has spout 
warning (if 
has a 
spout) 

Suitable 
preparati
on 
instructio
ns 

Misleading 
name 

Inappropriate  
claims 

Missing 
ingredient 
informatio
n 

Promotion and 
protection of 
breastfeeding 
statement 

Fruit & 
vegetable 
purees/ 
products and 
fruit desserts 

Fruit-containing 
product, including 
breakfast/ dairy 

127 151 56 (37%) 
(missing 
= n7, 5%) 

127 (100%) 117 (92%) 
Mean in fails 
62(16) ≥30% 

62 (49%) / 53 (42%) 127 (100%) 9 (7%) 112 (88%) 

Vegetable only product 24 12 (43%) 24 (100%) 15 (63%) 
Mean in fails 
44(8) ≥30% 

13 (54%) / 2 (8%) 24 (100%) 11 (46%) 24 (100%) 

Savoury 
meals/ meal 
components: 
combination
s of starches, 
vegetables, 
dairy and/or 
traditional 
protein 5,6,7 
  
Traditional 
protein 
sources 
include any 
meat, offal, 
poultry or 
fish 

Food 
WITHOUT protein5 or 
cheese named 

22 78 0 
 

22 (100%) / 42 (55%) / 
Meal 
compone
nts only 

13 (17%) 78 (100%) 36 (46%) 71 (91%) 

Food WITH CHEESE 
named but no protein 

12 12 (100%) / 

Food with protein5 
source NOT named 
first 

15 15 (100%) / 

Food with protein5 

source named FIRST 
29 29 (100%) / 

TOTAL FAIL n(%) 56 (24%) 229 (100%) 132 (87%) 117 (51%) / 68 (30%) 229 (100%) 56 (24%) 207 (90%) 

Drinks11 Drinks 13 13 Not appropriate for sale / not assessed further 

*Note that 7 fruit products and 6 drinks did not display a lower age limit despite being included within baby/toddler food sections of websites and/or being 

marketed towards babies and toddlers.  

Colour key:  

White: not applicable 

or none evaluated 

Green: 0% failure rate (i.e. 100% 

compliance) 

Yellow: 1-10% failure rate Orange: 11-20% failure 

rate 

Red: >20% failure rate Grey text indicates the 

category thresholds 
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Footnotes to Table 9 and 10: 

1.Added free sugars and sweeteners include:  

i. All mono- and disaccharides (including sugars derived from fruits, sugarcane, palms or root vegetables etc.);  

ii. All syrups, nectars and honey (including molasses/agave/maple/blossom nectar/malted barley syrup/brown rice syrup etc.);  

iii. fruit juices or concentrated/powdered fruit juice, excluding lemon or lime juice (e.g. pear juice, concentrated apple juice or powdered mango juice). See footnote #3 on permitted fruit use;  

iv. non-sugar sweeteners (such as saccharin, acesulfame, aspartame, sucralose or stevia etc.).  

2. No product may contain industrially-produced trans-fatty acids  

3. Notes on fruit:  

i. Tomatoes, avocadoes and coconut are not classed as fruits for this purpose;  

ii. Unsweetened whole or chopped fruits, and dry whole or chopped 100% fruits are permitted as in category 5.1;  

iii. Blended, pulped, puréed or powdered 100% fruits (i.e. not juice) (including pureed/powdered dried fruit) are only permitted in specified quantities by weight, as they are high in liberated 

sugars.  

4. Notes on recommended age ranges displayed on packs and all related promotional materials:  

i. No product should state or imply product suitability for babies under 6 months of age, including through use of images.  

ii. Products that are blended/pureed should have an upper age limit of 12 months. This applies to pureed and smooth products sold for babies before they are able to chew or accept more 

textured foods (e.g. pureed fruit/vegetables, processed oatmeal porridge or a blended meal). Naturally smooth and unmacerated foods like yogurt, risotto or porridge are exempt.   

iii. A narrower age range than indicated may be displayed on pack according to product consistency (e.g. 18-36 months for crunchy snacks).  

5. Traditional protein sources include any meat, offal, poultry or fish.  

6. Note that the front of pack and legal product names and order of foods may differ. Follow the front-of-pack names for product categorisation where possible.  

7. For meal-components (e.g. pasta sauce): Thresholds apply to foods as eaten, where preparation details are provided  

8. Front-of-pack indicator, label or flag is required when the total energy from sugar exceeds specified thresholds [30% total energy = 7.5 g/100 kcal; 40% total energy = 10 g/100 kcal]. The label should 

conform to pre-specified requirements, e.g. be clearly positioned and with moderate size text.  

9. Minimum 25% cereal for rusks, crackers and biscuits.  

10. .Fruit chews include any dried and processed fruit products such as fruit gums, bars or fruit strips/leathers/roll-ups (i.e. a dense chewy food made from fruit juice or pulped and dehydrated/dried fruit)  

11. Includes any drinkable product containing crushed, blended, pulped or puréed fruit/vegetable, fruit/vegetable juice and/or water, with or without added free sugar or sweetening agents. Including 

100% juices, reconstituted juice from concentrate, smoothies with added juice or water, drinks made from cordials, energy drinks, ices, and soft drinks.15  

12. Evaluate total protein adequacy using pack nutrient information (to calculate g/100kcal) and the ingredient list (percent weight of protein source), where possible. Note that meal components (such as 

sauces) are exempt from point iii and iv:  

i. .Any dry cereal products (Category 1) containing a high protein food (e.g. milk or milk-equivalent) must have ≤5.5g/100kcal total protein  

ii.Any biscuits or rusks etc. (Category 5.2) made with the addition of a high protein food (e.g. milk or milk-equivalent), and presented as such (e.g. in product name, or named/pictured on packet), must 

have ≤5.5g/100kcal total protein  

iii.  Total protein (g/100kcal) must be ≥3g/100kcal for all savoury meals, or ≥4g if the protein source is named first (e.g. Chicken risotto), or ≥7g if the product only names a protein source (e.g. Rabbit puree)  

iv. Total protein weight must be higher than 8, 10 or 40% of the total product weight (in product categories 4.3, 4.4 and 4.5, respectively) (e.g. Beef lasagne (Cat. 4.4) must contain 10% beef by weight).  

13. Additional mandatory protein requirements to be followed by food producers during manufacturing. Note that it is not necessary to assess these criteria using packet information while applying the 

NPPM. The following requirements are as stipulated in CODEX Standard CXS 74-1981 (section 3.3) and European Commission Directive 2006/125/EC (Annex II, section 1):  

 i.Any dry cereal products (Category 1) made with a high protein food (e.g. milk or milk-equivalent) must have ≤5.5g total protein, of which ≥2g/100kcal added protein (e.g. from dairy source)  

ii.Any biscuits or rusks etc. (Category 5.2) made with the addition of a high protein food (e.g. milk or milk-equivalent), and presented as such (e.g. in product name, or named/pictured on packet), must 

have ≤5.5g/100kcal total protein and the added protein shall not be less than 0.36g/100 kJ (1.5g/100 kcal).  

iii.Each source of protein named in the front-of-pack or legal product name of meals must be ≥25% by weight of the total named protein weight. For example, Chicken and rabbit risotto (Category 4.4) 

must include at least 25% chicken and 25% rabbit by weight of the total protein weight.   

iv. Protein from dairy must be ≥2.2g/100kcal if cheese is mentioned in the product name.  

v. Protein from the named source (meat, offal, poultry or fish) must be ≥2.2g/100kcal in Category 4.3, ≥4g in Category 4.4, and ≥7g in Category 4.5.  

14. Products with vitamin, mineral and amino acid additions must adhere to existing European Commission requirements or other local, regional or national guidelines, where applicable.  

15. Note that drinks included those marketed as smoothies/suckies (i.e. a drink) and containing added juice, water or milk (i.e. not 100% fruit/vegetables). However, other juice/water-containing 

fruit/vegetable products fall within the fruit/vegetable category as they are less obviously marketed as drinks and may be spoon-fed.  
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Table 11: Hotspot spout pouches from each of the top 5 brands in dataset  

 Age 
suitability 

Energy density 
kcal/100g 

(recommended 
minimum is 60) 

Percent of calories 
from sugar 

(recommended 
warning label for 
fruit if over 30%) 

Misleading 
name? 

Marketing messaging Other notes 

Ella's Kitchen 

Carrots, Peas 

and Pears 

4 months 47 63 Yes. 62% pear 

but it’s listed 

last in name 

• My ingredients are suitable from 4 

months. The Government advises 

that you don't need to wean your 

little one until they are 6 months. 

Every baby is different! 

• Perfect for little ones from 4+ 

months 

• No added sugar or salt 

• No warning about eating via 

spout 

Piccolo Mild  

Chicken Korma 

& Red Lentils 

7 months 56 28 

Max 

recommended in 

meals is 15% 

No • ‘No added sugar’ 

• ‘Nutritionist Approved’ 

• ‘Source of fibre’ 

• ‘Always organic’ 

• Main ingredient is stock 

followed by carrot. Also 

contains 8% mango puree. 

• No warning about eating via 

spout 

Aldi Mamia  

Organic 

Strawberries & 

Apples Fruit 

Pouch 

4 months 52 71 Yes, Apple 79%, 

strawberry 21% 

• ‘First taste we (heart) fruit’ 

 

• ‘Organic’ 

• ‘squeeze into a bowl or straight 

onto a spoon.’ 

• GOOD: ‘Do not allow children 

under 36 months to feed 

directly from the pouch’ 

Little Freddie 

Peaches & 

Raspberries 

6 months 47 48 Yes, Peach 40%, 

Apple 32%, 

Banana 15%, 

Raspberry 13% 

• Our Italian peaches are handpicked 

at their prime for just the right 

sweetness, we pair them with 

raspberries to introduce more 

sophisticated flavours to your baby 

• WEAK: ‘Best fed from a spoon.’ 

Heinz Apple & 

Blueberries 

6 months 53 84 No • ‘Gently made to lock in taste’ 

• ‘No added sugar’ 

• ‘1 of your baby’s 5 a day’ 

• ‘As nutritionally good as 

homemade’ 

• ‘Packed with nutritious goodness 

and gently cooked, so that every 

mouthful is as nutritionally good as 

homemade.’ 

• ‘Squeeze contents into a bowl 

or straight onto a spoon.’ 

• GOOD: ‘Advice: The WHO 

advises exclusively 

breastfeeding for the first 6 

months and continuing with 

breast milk until 2 years or 

older, if possible. Ask your 

health visitor or GP before 

introducing solids.’ 
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PART 3: NATIONAL PARENT SURVEY 

A total of 1008 participants completed the online survey. Recruitment via Children’s centres in Leeds 

was low and data are not included here within the national sample results.   

DEMOGRAPHICS 

Table 12: Demographics of the sample 

Age n 

18-24  192 

25-34  205 

35-44  275 

45+  35 

Gender  

Female  571 

Male  435 

Non-binary  1 

Region of UK 

England  854 

Scotland  75 

Wales  52 

Northern Ireland  27 

Ethnicity 

White  704 

Asian  98 

Black  140 

Mixed  57 

Other  9 

Socio economic grouping (Office of National Statistics) 

A  116 

B  208 

C1  269 

C2 180 

D 155 

E  80 
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CHILD FEEDING PATTERNS AND COMMERCIAL BABY FOOD USE 

Table 13: Age of child when solids were introduced and the frequency of commercial baby food use. 

Child age when solids were introduced n 

Younger than 4 months  44 

Around 4 months  132 

Around 5 months  173 

Around 6 months  451 

Older than 7 months  198 

Cannot remember  10 

Commercial baby/toddler food use frequency   

Always 147 (15%) 

Most of the time  320 (32%) 

Some of the time  462 (46%) 

Never  79 (8%) 

 

Frequency of commercial babyfood use was influenced by the age of children and household index 

of multiple deprivation (IMD) grouping: 

● Child’s age:  

○ parents of children under 12 months were significantly more likely to ‘always’ use 

commercial foods than parents of children aged 12-36 months (19% vs. 11%), 

○ parents of children aged over 12 months were significantly more likely to ‘never’ use 

them (10% vs 6%). 

● Household IMD group:  

○ Respondents with household IMD classed as group 1 or 2 (n209) were significantly 

more likely to ‘always’ use commercial foods compared to IMD grouping 3-10 (n401) 

(19% vs 11%).  
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Table 14: Commercial food use frequency 

 Daily A few 

times per 

week 

About once 

per week 

Less than 

once per 

week 

Never 

Dry (make at home) baby 

rice/porridge or other baby/toddler 

cereals  

e.g. baby porridge 

210 

23% 

331 

36% 

201 

22% 

97 

10% 

90 

10% 

Ready-to-eat breakfast 

purees/pouches with milk/yoghurt or 

cereals  

e.g. ready to eat yoghurt muesli 

214 

23% 

326 

35% 

170 

18% 

120 

13% 

99 

11% 

Puddings without fruit  

e.g. rice pudding/custard 

157 

17% 

310 

33% 

205 

22% 

146 

16% 

111 

12% 

Fruity purees/ pouches (including 

yoghurts and puddings)  

e.g. mango puree/ blueberry yoghurt, 

pea and pear puree 

275 

30% 

356 

38% 

160 

17% 

98 

11% 

40 

4% 

Vegetable-only purees/ pouches 

(without fruit)  

e.g. broccoli and spinach 

185 

20% 

333 

36% 

168 

18% 

129 

14% 

114 

12% 

Vegetarian meals (purees, pouches, or 

tray meals)  

e.g. Macaroni cheese, Bean chilli and 

rice 

139 

15% 

297 

32% 

193 

21% 

166 

18% 

134 

14% 

Meat or fish meals (purees, pouches, 

or tray meals)  

e.g. Fish pie/ Lasagne/ Lamb stew 

167 

18% 

332 

36% 

191 

21% 

132 

14% 

107 

12% 

Savoury snacks including crackers, 

crisps, and puffs 

231 

25% 

362 

39% 

171 

18% 

110 

12% 

55 

6% 

Sweet snacks including fruit bars, 

chews, gums/melts, or rusks/biscuits, 

cereal bars 

177 

19% 

354 

38% 

190 

20% 

130 

14% 

78 

8% 

Growing up or toddler milks (sold for 

children age 1+ years)* 

148  

30% 

108 

22% 

53 

11% 

38 

8% 

152 

30% 

*A large proportion of parents with babies under 12 months indicated frequent use of ‘growing up’ or ‘Toddler’ 

milks despite the question being worded to indicate these are only products marketed to children aged 1+. 

Only data from parents of children aged 1+ (n499) were included in this table.  
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NOTABLE DEMOGRAPHIC DIFFERENCES IN PRODUCT USE FREQUENCY: 

● Frequent use of ‘Fruity pouches/purees’ decreased with child’s age though remained high:  

○ Daily use was significantly higher for children under 6 months (40%) compared to 6-

12 months (28%), 1-2 years (31%), and 2-3 years (20%), 

○ Use a few times per week was reported by 44%, 42%, 35% and 33% of parents across 

the same age categories, 

○ Frequent use (daily or use a few times per week) was reported by 88% with children 

under 6 months, 70% with children aged 6-12 months, 66% with children aged 1-2 

years and 53% with children aged 2-3 years. 

● Vegetable only pouches and meals were similarly more likely to be used with younger 

children: 

○ Daily use of vegetable-only products for children under 12 months (25%) was 

significantly higher than children over 12 months (16%), 

○ Vegetarian meals were used daily or a few times per week by 55% of babies under 12 

months vs. 41% of children over 12 months (significant difference), 

○ Meat or fish meals were more often used daily with babies under 12 months (21%) 

vs. over 12 months (15%). 

● ‘Never’ using savoury snacks was more commonly reported with babies under 12 months 

10% vs. 3% over 12 months (significant difference) but ‘daily’ use was reported by 22% of 

those with babies under 6 months, 23% with children 6-12 months, 25% in 1-2 year olds and 

32% with children aged 2-3 years (significant difference only observed when comparing use 

in age 2-3y (32%) and use in under 12 months (23%)).    

● ‘Never’ using sweet snacks was more commonly reported with babies under 12 months: 12% 

vs. 5% over 12 months (significant difference) but ‘daily’ use was reported by 23% of those 

with babies under 6 months, 19% with children 6-12 months, 19% in 1-2 year olds and 17% 

with children aged 2-3 years (no significant differences observed). Notably, children of 

families grouped in IMD 1-2 (n199) were significantly more likely to use sweet snacks daily 

than IMD group 3-10 (n364) (24% vs. 17%). 

● There were no notable differences in use of growing up/toddler milks in children aged 1-2 

years (n381), where 51% used these daily or a few times per week vs. those aged 2-3 years 

(n188) where 50% report daily use or a few times per week. 
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INFLUENTIAL FACTORS IN CHOOSING WHETHER TO USE BABY FOODS AND 

WHICH TO USE 

Parents most frequently selected ‘safe and quality assured’, ‘child likes it/tastes good’, ‘fills my baby 

up’ and ‘promotes my baby’s health and growth’ as factors influencing whether to use commercial 

baby foods. Almost half of parents (47%) indicated lack of confidence or ability to prepare baby 

foods at home (Table 15). When selecting baby foods, parents indicated that brand trust, nutrition 

and health benefits described on the pack and no added sugar/additives were important factors 

(Table 16). Findings highlight that marketing is an important factor in influencing whether and which 

baby foods to use, hence irresponsible marketing for inappropriate products has the potential to 

influence purchasing less healthy and unsuitable products.    

Table 15: Important factors influencing WHETHER TO USE ‘shop-bought/ready-made baby/toddler 

foods’. 

Influencing Factor ‘Very 

important’ + 

‘Important’ 

‘Not 

important’ + 

‘Never’ 

 

Friends or family use similar foods 446 (48%) 263 (28%) 

They are affordable 783 (84%) 31 (3%) 

Saves time 589 (63%) 83 (9%) 

Convenient 692 (74%) 33 (4%) 

I/we are not confident or able to prepare homemade foods 432 (47%) 301 (32%) 

Safe and quality assured 850 (91%) 13 (1%) 

Variety of flavours/ingredients 769 (83%) 27 (3%) 

Child likes it/ tastes good 833 (90%) 18 (2%) 

Fills my baby up 818 (88%) 20 (2%) 

Promotes my baby’s health and growth 830 (89%) 20 (2%) 

Table 16: Important factors influencing WHICH ‘shop-bought/ready made baby/toddler foods’ 

Influencing Factor ‘Very important’ 

+ ‘Important’ 

‘Not 

important’ + 

‘Never’ 

 

I trust the brand 785 (84%) 28 (3%) 

Low price/ on offer 638 (69%) 72 (8%) 

The pack describes nutritional and health benefits 789 (85%) 19 (2%) 

No added sugar/ no additives 754 (81%) 37 (4%) 

The pack design/portion size is convenient 674 (73%) 64 (7%) 

The product is environmentally friendly/ sustainable 600 (65%) 96 (10%) 

The pack and logos are attractive/ eye-catching 401 (43%) 264 (28%) 

Recommendations from friends/ family 517 (56%) 133 (14%) 

My child is with me and points to familiar foods 558 (60%) 165 (18%) 
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FINANCIAL PRESSURES 

Most parents report making changes to purchasing habits for baby foods because of increasing 

financial pressures (Table 17). Parents report looking for discounts/deals (45%) and switching to less 

expensive brands (40%). A concerning number of parents indicates they have switched from buying 

complete meals to fruit/vegetable purees or snack items (21%) (Table 18). 

 

Table 17: Have your purchasing habits for baby food changed due to increasing financial pressures? 

 Yes, 

significantly 

Yes, 

somewhat 

Yes, slightly No Don’t know 

All 

participants 

n1008 

185 (18%) 339 (34%) 211 (21%) 261 (26%) 12 (1%) 

 

Table 18: Changes in purchasing habits. 

In what ways have your purchasing habits changed? Number (%) 

I purchase products from less expensive brands 291 (40%) 

I purchase fewer products 238 (32%) 

I purchase more products 122 (17%) 

I have switched to homemade baby food 248 (34%) 

I have switched from complete baby food meals to fruit and vegetable purees 

and/ or snack items 

157 (21%) 

I now look for discounts and deals when purchasing products 328 (45%) 

I have switched to other bought (non-baby/toddler) foods 132 (18%) 

I rely on what's available in local food banks to feed my baby/child 91 (12%) 

 

NOTABLE BETWEEN GROUP DIFFERENCES IN CHANGES IN PURCHASING HABITS 

● Parents of children under 12 months were significantly more likely to ‘purchase more 

products’ than for children over 12 months (21% vs 13%). 

● Parents of children under 12 months were significantly more likely to ‘rely on what’s 

available in local food banks’ than for children over 12 months (20% vs 6%). 
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VIEWS ON BABY FOOD CONTENT AND MARKETING 

Parents report difficulty in identifying healthier products using pack information (56%) and there 

were widespread feelings of concern about high levels of naturally occurring sugar (59%), additives 

(73%) and concerns about processed foods where foods don’t resemble ingredients (68%) (Table 19). 

Over half of parents agreed that packs give too little information on portion sizes (55%).  

There was universal support for front-of-pack labels indicating high sugar content (73%) and 

minimum age labels of 6 months (64%), with no between-group differences in the rates of 

agreement on these points. 

Table 19: Parent views on baby food content and marketing  

Parent views Agree Disagree 

 

Don’t 

know 

I find it challenging to identify the healthier/nutritionally 

appropriate products using packet information 

517 (56%) 198 (21%) 5 (1%) 

I am concerned about high levels of naturally occurring 

sugars from fruits and vegetables in foods 

550 (59%) 189 (20%) 6 (1%) 

I am concerned about other additives like sweeteners 

and preservatives 

682 (73%) 80 (9%) 9 (1%) 

I am concerned about high levels of processing (where 

foods don't resemble their natural ingredients such as 

purees or puff crisps) 

635 (68%) 90 (10%) 2 (<1%) 

Packs give too little information on portion sizes 513 (55%) 147 (16%) 8 (1%) 

I would like to see front-of-pack labels indicating high 

sugar contents 

676 (73%) 72 (8%) 13 (1%) 

Some foods are sold for babies aged 4+ months. 

However, the NHS recommends food introduction at 

around 6 months of age. To what extent do you agree 

or disagree that foods should not be sold as being 

suitable from 4 months and instead should be labelled 

as suitable from 6 months? 

650 (64%) 130 (13%) 11 (1%) 

NOTABLE BETWEEN GROUP DIFFERENCES IN VIEWS ON BABY FOOD CONTENT AND 

MARKETING: 

● Challenges identifying healthier products: 

○ Parents of children under 1 year, parents in lower Index of Multiple Deprivation 

(IMD) groups and Asian parents were significantly more likely to agree that it is 

challenging to identify healthier/nutritionally appropriate products using packet 

information 

■ Under 12 months (n430) 62% agree vs. over 12 months (n499) 50% agree 
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■ IMD1-2 (n199) 24% strongly agree vs. IMD 3-10 (n364) 16% strongly agree 

■ Asian (n87) 66% agree vs White (n652) 53% agree 

● High levels of naturally occurring sugar: 

○ Parents of children under 1 year and non-white parents were significantly more likely 

to agree that they are concerned about naturally occurring sugar: 

■ Under 12 months (n430) 64% agree vs. over 12 months (n499) 55% 

■ Black (n130) 69% agree, Asian (n87) 67% agree and Mixed ethnicity (n52) 71% 

agree vs. White (n652) 55% agree 

● Sweeteners and additives: 

○ Black and Asian parents were significantly more likely to agree that they are 

concerned about sweeteners and additives: 

■ Black (n130) 82% agree, Asian (n87) 85% agree vs. White (n652) 70% agree 

● Processing: 

○ Parents of children under 1 year and Black and Asian parents were significantly more 

likely to agree that they are concerned about processing: 

■ Under 12 months (n430) 72% agree vs. over 12 months (n499) 65% 

■ Black (n130) 78% agree, Asian (n87) 76% agree vs. White (n652) 65% agree 

● Pack portion size information: 

○ Parents of children under 1 year and parents in lower IMD groups were significantly 

more likely to agree that packs give too little information on portion size: 

■ Under 12 months (n430) 60% agree vs. over 12 months (n499) 51% 

■ IMD1-2 (n199) 60% agree vs. IMD 3-10 (n364) 50% agree 

● There were no notable between-group differences in responses about supporting front-of-

pack labels for high sugar contents, demonstrating universal support. 

● There were no notable between-group differences in response to change in front of pack 

age from 4 to 6 months, demonstrating universal support. 
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PART 4: RECOMMENDATIONS 

Our evidence demonstrates that concerns are both varied and widespread in the market place and 

issues cannot be satisfactorily addressed through narrow voluntary recommendations. The baby 

foods market is also large, making a significant contribution to what the nation’s very young children 

are eating. Many families rely on commercial baby foods for some or all meals and reasonably 

expect to be able to easily choose and buy healthy nutritious foods to support good growth and 

development. 

 

FOR POLICYMAKERS 

➢ REGULATE THE MARKETPLACE FOR FOODS FOR UNDER-THREES  

By the end of 2025 commit to legislation to set strong mandatory compositional and 

marketing standards for commercial infant foods. This policy must be determined free from 

industry influence, in line with the House of Lords recommendation and include monitoring 

and enforcement mechanisms. 

 

➢ ADOPT A STANDARDISED NUTRIENT PROFILE MODEL FOR UNDER-THREES  

Implement the WHO Europe Nutrient and Promotion Profile Model (NPPM) to classify foods 

for infants and toddlers. This ready-made tool will enable regulation based on appropriate 

nutritional and promotional standards, addressing the shortcomings of the UK Nutrient 

Profile Model for baby foods.   

 

➢ INTEGRATE INFANT FOODS INTO GOVERNMENT FOOD STRATEGY  

Recognise infants as one of the most vulnerable populations and address the systemic 

failure to protect them from unhealthy foods. Include infant foods in wider public health 

policy, such as the Government’s food strategy, to ensure young children's nutritional needs 

are safeguarded. 
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FOR RETAILERS 

Retailers have the power to affect system change through product placement, limiting promotions 

and stocking better quality products. 

➢ PRIORITISE HEALTHIER PRODUCTS ON SHELF  

Ensure healthier baby food options take up shelf space, while limiting prominence of high-

sugar or lower quality items. Do not stock unsuitable drinks and confectionery marketed for 

children under 3 years.*  

 

➢ RESTRICT PROMOTION OF INAPPROPRIATE PRODUCTS  

Restrict promotions and discounts on products that do not meet nutritional standards, 

particularly foods with added sugars (including fruit juice), high sugar contents, low nutrient 

density and oversized or high sugar snacks.  

 

➢ RESTRICT LISTINGS THAT ARE NOT AGE-APPROPRIATE 

De-list foods that are marketed from 4 months +, ensuring compliance with NHS and WHO 

guidelines. Ensure products with no pack age recommendation are not promoted as baby 

foods, including on website menus/searches.  

 

➢ DO NOT SITUATE BABY FOODS IN PROMOTIONAL BAYS  

Although baby foods are outside of the high fat salt sugar regulations (HFSS) products which 

do not meet WHO guidance should not be situated in high traffic areas previously given 

over to HFSS items, such as end of aisle, near store entrance or in branded promotional 

bays.  

*See data tables 21-30 below 

  



 

47 

FOR BRANDS + MANUFACTURERS 

Brands and manufacturers have the power to be proactive in following NPPM guidelines, embracing 

this opportunity to meaningfully improve the diets of very young children 

➢ UPHOLD PUBLIC HEALTH RECOMMENDATIONS FOR FOOD INTRODUCTION FROM 6 

MONTHS by re-labeling products, redefining ‘stage 1’, and not using undermining 

statements e.g. ‘every baby is different’  

 

➢ SUPPORT GOALS TO REDUCE SUGAR INTAKE, IMPROVE QUALITY AND SUPPORT TASTE 

DEVELOPMENT by removing added sugars, lowering fruit content and producing fewer 

sweet snacks, fruit pouches and desserts  

 

➢ FIRST WEANING FOODS (6-12 MONTHS) SHOULD INCLUDE MORE VEGETABLE AND 

SAVOURY FLAVOURS AND BE NUTRIENT-DENSE, including cereals, legumes, protein 

sources and fats rather than simple watery vegetable purées or sugar-rich fruit purées  

 

➢ AVOID UNNECESSARY PURÉEING, INCREASE PRODUCT TEXTURES and don’t market pureed 

foods beyond 12 months  

 

➢ INCLUDE A STATEMENT TO PROTECT AND SUPPORT BREASTFEEDING 

 

➢ CLEAN UP PACK AND ONLINE MARKETING TO AVOID MISLEADING AND PERSUASIVE 

CLAIMS AND OTHER ASSOCIATED HEALTHWASHING AND GREENWASHING 

LOGOS/INFORMATION* by:  

o removing “no added sugar” claims, particularly on products with high total sugar 

content or those containing added sugars (including juice) 

o remove statements about texture that imply idealism in smoother products and 

statements relating to self-feeding 

o remove statements implying idealism in, or the need for, convenience foods, 

snacks or dessert products 

o include an overt recommendation not to consume via the spout, not simply ‘best 

fed from spoon’ 

o remove meaningless and misleading statements that play on the assumption that 

baby foods are inherently healthy and those implying nutritional idealism such as 

‘approved by nutritionists’, ‘selected ingredients’, ‘one of 5 a day’, ‘healthy choice’, 

‘organic’ 

o refrain from on-pack greenwashing such as ‘B corp certification’ or including 

information about charitable or sustainability efforts 

*Refer to the NPPM Part B table 2 and 3: https://iris.who.int/handle/10665/364678  
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PART 5: BRAND AND PRODUCT DATA TABLES 

Data presented here were sourced directly or were calculated using publicly available on-pack data 

from retailer websites. Data were correct as of June-August 2024. Any errors or omissions are an 

unintentional consequence of human error in data extraction.  

BRAND FREQUENCY 

Table 20: Brand frequency in the product dataset 

# Rank 

(prevalence) 

Brand Frequency Percent 

1 1 Ella's Kitchen 116 18.4 

2 2 Heinz 91 14.4 

3 3 Aldi Mamia 56 8.9 

4 4 Organix 49 7.8 

5 5 Piccolo 42 6.7 

6 6 HiPP Organic 39 6.2 

7 7 ASDA Little Angels 30 4.8 

8 8 Kiddylicious 27 4.3 

9 9 Little Freddie 24 3.8 

10 9 Sainsbury's Little Ones 24 3.8 

11 11 Annabel Karmel 10 1.6 

12 11 Little Dish 10 1.6 

13 11 Nutmeg (Morrisons) 10 1.6 

14 11 Tesco 10 1.6 

15 15 For Aisha 9 1.4 

16 16 Nestle 8 1.3 

17 17 Bunalun 7 1.1 

18 17 Little Yeos 7 1.1 

19 17 The Collective 7 1.1 

20 17 Tilda 7 1.1 

21 21 Aptamil 6 1.0 

22 21 Cow & Gate 6 1.0 

23 21 Oliver's cupboard 6 1.0 

24 24 BEAR 5 0.8 

25 24 Milupa 5 0.8 

26 26 Freddies Farm 4 0.6 

27 26 Kendamil 4 0.6 

28 26 SMA® Nutrition 4 0.6 

29 29 Farleys 3 0.5 

30 29 Fruit Bowl 3 0.5 

31 31 ASDA 1 0.2 

32 31 Angelic 1 0.2 

33 31 Bickiepeg 1 0.2 
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UNSUITABLE FOR SALE: DRINKS  

Drinks are defined as any drinkable product containing crushed, blended, pulped or puréed 

fruit/vegetable, fruit/vegetable juice and/or water, with or without added free sugar or sweetening 

agents. Including 100% juices, reconstituted juice from concentrate, smoothies with added juice or 

water, drinks made from cordials, energy drinks, ices, and soft drinks.  

Table 21: Drink products identified as unsuitable for sale 

Brand Front of pack name 

The Collective ‘Suckies’ Peach & Apricot* 

  ‘Suckies’ Brekkie blueberry* 

  ‘Suckies’ Banana*     

  ‘Suckies’ Raspberry*      

  ‘Suckies’ Strawberry*          

Ella's Kitchen The Orange One Smoothie             

  The White One Smoothie             

  The Purple One Smoothie             

  The Red One Smoothie             

  The Yellow One Smoothie             

  The Green One Smoothie             

Piccolo Organic Mighty purple smoothie with veg 

  Organic Kids Squeezy Yoghurt tropical* 

*No age specification on pack but marketed within baby/toddler online aisles/menus 
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UNSUITABLE FOR SALE: CONFECTIONERY 

Confectionery are classed as chocolates, sweets, liquorice, marzipan, and fruit chews etc. This 

include any dried and processed/pulverised fruit products such as fruit gums, puffs/melts, bars, or 

fruit strips/leathers/roll-ups (i.e. a dense or chewy food made from fruit juice or pulped and 

dehydrated/dried fruit). These may contain nuts, dairy or vegetable ingredients (e.g. Date and 

almond chewy bars, Strawberry melty yogurt pieces, Apple and beetroot shapes).  

Note that the definition excludes products containing cereals or starches (typically classed as 

snacks). Though the addition of small quantities (such as 5 or 10%) of starch or starch extracts (e.g. 

rice flour or oat extract to prevent clumping or modify food textures) does not exempt foods from 

the confectionery category when they can be classed as fruit chews etc. using the above definition. 

Table 22: Confectionery products identified as unsuitable for sale 

Brand Front of pack name 

BEAR Fruit Shapes Raspberry & Blueberry 

  Fruit Shapes Strawberry & Apple 

  PAWS Fruit Shapes Apple & Blackcurrant 

Freddies Farm Blueberry Berry Bars* 

  Raspberry Fruit Shapes* 

  Apple Fruit Shapes* 

Fruit Bowl Strawberry Yogurt Flakes* 

  Yoghurt raisins* 

  Blackcurrant Yoghurt Flakes* 

Kiddylicious Banana, Mango & Passion Fruit Smoothie Melts 

  Banana Crispy Tiddlers 

  Apple Fruit Wriggles 

  Raspberry Crispy Tiddlers 

  Strawberry Crispy Tiddlers 

  Strawberry & Banana Smoothie Melts 

  Strawberry Fruit Wriggles 

  Mini Coconut Rolls 

Organix Banana & Date Fruit Bars 

  Apple & Date Fruit Bars 

Piccolo Apple, Banana, Yoghurt & Strawberry Melties 

*No age specification on pack but marketed within baby/toddler online aisles/menus 
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INADEQUATE ENERGY DENSITY 

Table 23: Low energy fruit-based products and meals (under 60kcal/100g) or cereals (under 

80kcal/100g) 

Brand and Front of pack name Product 

weight, g 

Pack 

format 

Age 

suitability

, months 

Energy 

Density 

kcal/100g 

Aldi Mamia Fish Pie with Vegetables 190 rip pouch 10 54 

Aldi Mamia Just Apples Purée 450 pouch 4 46 

Aldi Mamia Mediterranean Style Vegetable 

Pasta 
190 rip pouch 10 40 

Aldi Mamia Organic Apples, Carrots & Parsnips 

Fruit Pouch 
120 pouch 4 52 

Aldi Mamia Organic Beef Casserole with 

Vegetables 
130 pouch 7 46 

Aldi Mamia Organic Beef Stew 200 tray 12 51 

Aldi Mamia Organic Beef Stew with Potatoes 190 rip pouch 10 56 

Aldi Mamia Organic Chicken Casserole with 

Rice  
130 pouch 7 56 

Aldi Mamia Organic Pears 70 pouch 4 52 

Aldi Mamia Organic Strawberries & Apples 

Fruit Pouch 
120 pouch 4 52 

Aldi Mamia Organic Tomato Pasta 190 rip pouch 10 52 

ASDA Little Angels Organic Apple & Strawberry 120 pouch 6 53 

ASDA Little Angels Organic Strawberry, 

Blueberry & Apple 
120 pouch 6 50 

ASDA Little Angels Organic Vegetable & 

Chicken Curry with Rice 
130 pouch 7 46 

ASDA Little Angels Organic Vegetable & 

Salmon Pie 
130 pouch 7 51 

ASDA Little Angels Thai style veggie noodles 200 tray 12 54 

Ella's Kitchen Apples 70 pouch 4 50 

Ella's Kitchen Apples, Carrots and Parsnips 120 pouch 4 45 

Ella's Kitchen Apples, Sweet Potatoes and 

Peppers 
120 pouch 4 45 

Ella's Kitchen Beef Stew with spuds 130 pouch 7 59 

Ella's Kitchen Beefy Stew with spuds 190 rip pouch 10 48 

Ella's Kitchen Caribbean Chicken rice and 

beans  
190 rip pouch 10 59 

Ella's Kitchen Carrots, Peas and Pears 120 pouch 4 47 

Ella's Kitchen Chicken + Noodles with red 

peppers 
130 pouch 7 52 

Ella's Kitchen Chicken Casserole with rice 130 pouch 7 54 

Ella's Kitchen Chicken Roast Dinner with 

stuffing 
130 pouch 7 58 
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Brand and Front of pack name Product 

weight, g 

Pack 

format 

Age 

suitability

, months 

Energy 

Density 

kcal/100g 

Ella's Kitchen Chicken+ veg with sweetcorn 

mash 
130 pouch 7 57 

Ella's Kitchen Lamb Roast Dinner with all the 

trimmings  
190 rip pouch 10 59 

Ella's Kitchen Mangoes, Pears & Papayas 120 pouch 4 45 

Ella's Kitchen Pear & Peach Baby Rice 120 pouch 4 55 

Ella's Kitchen Pears 70 pouch 4 52 

Ella's Kitchen Pears, Apricots, Pineapples & 

Ginger 
120 pouch 4 44 

Ella's Kitchen Pears, Peas and Broccoli 120 pouch 4 57 

Ella's Kitchen Plums Pears Parsnips Swedes 120 pouch 4 50 

Ella's Kitchen Ricotta Ravioli with Spinach + 

Tomatoes 
130 pouch 7 58 

Ella's Kitchen Squash, Carrots, Apples and 

Prunes 
120 pouch 4 50 

Ella's Kitchen Strawberries and Apples 120 pouch 4 45 

Ella's Kitchen Strawberries, Rhubarb & Apples 120 pouch 4 32 

Ella's Kitchen Sweet Potatoes, Pumpkin, Apples 

and Blueberries 
120 pouch 4 53 

Ella's Kitchen Tomato-y Pasta with veggies 130 pouch 7 57 

Ella's Kitchen Veggie Chilli with fluffy Quinoa  200 tray 12 59 

Ella's Kitchen Veggie Dahl with Cauliflower 100 pouch 6 54 

Ella's Kitchen Veggie Lasagne with cheese 130 pouch 7 55 

Ella's Kitchen Veggie Pasta oozing with 

mozzarella 
200 tray 12 57 

For Aisha Green Bean & Lamb Curry Tray 190 tray 10 56 

For Aisha Jamaican Jerk Chicken 130 pouch 7 55 

For Aisha Moroccan Chicken Tagine 130 pouch 7 59 

For Aisha Roast Lamb Dinner with Vegetables 130 pouch 7 57 

For Aisha Salmon& Sweet Potato Mash 130 pouch 7 59 

Heinz Apple 100 pouch 6 55 

Heinz Apple & Blueberries 100 Pouch 6 53 

Heinz Apple & Mango 100 Pouch 6 58 

Heinz Apple & Oat Pudding 400 tub 6 50 

Heinz Apple & Strawberry 100 Pouch 6 50 

Heinz Beef & Sweet Potato Mash Jar 120 jar 6 56 

Heinz Cottage Pie 200 jar 7 57 

Heinz First Steps Peachy Porridge 240 tub 7 42** 

Heinz Peach, Mango, Banana & Apple 100 pouch 6 57 

Heinz Potato Bake with Green Beans & Sweet 

Garden Peas 
200 jar 7 52 

Heinz Risotto with Chickpeas & Pumpkin 200 jar 7 51 

Heinz Saucy pasta stars with beans and carrot 200 jar 7 53 

Heinz Spaghetti Bolognese 200 jar 7 58 

Heinz Winter Veggies & Lamb 200 jar 7 48 

HiPP Organic Apple & Pear 125 jar 4 53 

Hipp Organic Rice Pudding with Apple & Pear 160 jar 7 59 

Little Freddie Apple, bananas & Oats 100 pouch 6 57 
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Brand and Front of pack name Product 

weight, g 

Pack 

format 

Age 

suitability

, months 

Energy 

Density 

kcal/100g 

Little Freddie Coconut & Summer Berries 100 pouch 6 55 

Little Freddie Organic Butternut Squash, Red 

Lentil & Coconut 
120 pouch 6 58 

Little Freddie Organic Carrot & Chickpea with 

Pumpkin Seed Butter 
120 pouch 6 58 

Little Freddie Organic Peaches & Raspberries 100 pouch 6 47 

Little Freddie Organic Pink Lady Apples 70 pouch 6 52 

Little Freddie Organic Prunes & Apples 100 pouch 6 57 

Little Freddie Organic Strawberries, Bananas & 

Apples 
100 pouch 6 49 

Oliver's Cupboard Sri Lankan Vegetable 

Sambar Meal 
130 pouch 7 50 

Piccolo Mild Chicken Korma & Red Lentils 130 pouch 7 56 

Piccolo Organic Apple & Apricot 100 pouch 4 56 

Piccolo Organic Apple, Pear & Spring Greens 100 pouch 4 57 

Piccolo Organic Blushing Berries 100 pouch 4 43 

Piccolo Organic Chicken & Spring Veg 

Casserole 
130 pouch 7 58 

Piccolo Organic Kids Squeezy Fruit Apple, 

Raspberry & Blueberry 
360 pouch Missing* 54 

Piccolo Organic Mango & Pear 100 pouch 6 49 

Piccolo Organic Mango, Pear, Apple & Kale 100 pouch 6 55 

Piccolo Organic Pure Plum 70 pouch 4 55 

Piccolo Organic Roast Lamb & Veg Dinner 130 pouch 7 53 

Piccolo Organic Sweet Potato & Beetroot 100 pouch 4 59 

Piccolo Organic Sweet Potato, Apple, Pear & 

Beetroot 
100 pouch 4 59 

Sainsbury's Little Ones Organic Apple & Mango 70 pouch 6 59 

Sainsbury's Little Ones Organic Chicken paella  200 tray 12 58 

Sainsbury's Little Ones Organic Pear & Apple 70 pouch 6 58 

Data were sourced directly, or calculated, using on-pack data from retailer websites, correct as of Jun-Aug 2024. 

Any errors or omissions are an unintentional consequence of human error in data extraction. 

Energy values are rounded up to the nearest integer 

*Missing age = no age specification on pack but marketed within baby/toddler online aisles/menus 

**Energy density estimated using on pack preparation instructions and compared to the cereal density 

criterion of 80kcal/100g 
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EXCESSIVE SNACK SIZE 

To prevent large size snacks from displacing more nutrient-dense meals, the NPPM recommends a 

maximum of 50 kcal per serving. Snack size for products not listing a portion size on the pack were 

estimated as the individual pack size (e.g. 20g for one pack of puffs or 20g bar). 

Table 24: Snacks with excessive portion size, above 50 kcal per serving 

Brand, Front of pack name Product 

weight, 

g 

Age 

suitability, 

months 

Energy 

density, 

kcal/ 

100g 

Snack 

serving 

size 

Energy 

per 

serving, 

kcal 

Angelic Free From Chocolate Chip Oat 

Squares Kids Snack 
120 Missing* 450 30 135 

Aldi Mamia Melty Fruity Hoops  60 10 373 15 56 

Aldi Mamia Organic Apple Fruity Bars 120 12 305 20 61 

Aldi Mamia Organic Banana Rusk Biscotti 

Finger 
100 6 411 18 74 

Aldi Mamia Organic Banana Soft Oaty 

Bars 
150 12 392 25 98 

Aldi Mamia Organic Carrot Cake Oaty 

Bars 
150 12 383 25 96 

Aldi Mamia Organic Carrot Puffs 20 7 441 20 89 

Aldi Mamia Organic Soft Apple Biscotti 120 7 383 20 77 

Aldi Mamia Organic Soft Strawberry 

Biscotti 
120 7 376 20 76 

Aldi Mamia Organic Strawberry & Apple 

Oaty Bars 
150 12 387 25 97 

Aldi Mamia Organic Strawberry Fruity 

Bars 
120 12 289 20 58 

Aldi Mamia Organic Strawberry Rusk 

Biscotti Fingers 
100 6 405 18 73 

Aldi Mamia Organic Tomato Wheels 20 7 429 20 86 

ASDA Little Angels Carrot Puffs 20 7 453 20 91 

ASDA Little Angels Cocoa flavoured 

biscuits 
100 12 433 12 52 

Bunalun Organic Blueberry Corn Puffs 12 7 450 12 54 

Bunalun Organic Tomato Corn Wheels 12 7 425 12 51 

Ella's Kitchen Strawberry & Apple Oaty 

Biccies 
100 12 455 20 91 

Ella's Kitchen Tomato & Nice Green Leaf 

Oaty Biccies 
120 12 460 20 92 

Farleys original rusks 150 6 414 17 71 

Farleys original rusks 300 6 414 17 71 

Farleys Rusks Reduced Sugar 150 6 409 17 70 

Heinz Apple Biscotti 60 7 405 15 61 

Heinz Banana Biscotti 60 7 405 15 61 

Heinz Chocolate Biscotti 60 7 405 15 61 

Heinz Mango & Apricot Biscotti 60 7 405 15 61 

Heinz Original Biscotti 60 7 405 15 61 
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Brand, Front of pack name Product 

weight, 

g 

Age 

suitability, 

months 

Energy 

density, 

kcal/ 

100g 

Snack 

serving 

size 

Energy 

per 

serving, 

kcal 

Heinz Strawberry & Banana Biscotti 60 7 405 15 61 

Kiddylicious Apple Fruity Bakes 132 12 382 22 84 

Kiddylicious Cheesy Flavour Veggie Straws 12 9 500 12 60 

Kiddylicious Peach & Banana Fruity Bakes 132 12 378 22 83 

Kiddylicious Sour cream and chive flavour 

Veggie Straws 
48 9 509 12 61 

Kiddylicious Strawberry Fruity Bakes 132 12 382 22 84 

Kiddylicious Veggie Straws 12 9 517 12 62 

Mamia Melty Veggie Hoops 60 10 376 15 57 

Organix Apple & Orange Oaty Bars 138 12 400 23 92 

Organix Banana Oaty Bars 138 12 414 23 95 

Organix Blackcurrant Soft Oaty Bars 138 12 409 23 94 

Organix Carrot Cake Soft Oaty Bars 138 12 414 23 95 

Organix Choco Orange Soft Oaty Bars 138 12 400 23 92 

Organix Cocoa & Vanilla Gruffalo Biscuits 100 12 430 20 86 

Organix Farm Animal Biscuits 100 12 443 13 58 

Organix Mini Cheese Crackers 80 12 440 20 88 

Organix Mini Gingerbread men biscuits 100 12 440 20 88 

Organix Oat & Raisin Mini Flapjack Bites 80 12 410 20 82 

Organix Raspberry & Apple Oaty Bar 138 12 414 23 95 

Organix Strawberry & Apple Oaty Bars 138 12 409 23 94 

Piccolo Banana & cocoa Oaty Bars 120 12 370 20 74 

Piccolo Carrot & Orange Oaty Bars 120 12 380 20 76 

Piccolo Kids Cocoa & Hazelnut crisp sticks 125 Missing* 417 25 105 

Piccolo Kids Cocoa Biscuits 100 Missing* 452 20 91 

Piccolo Kids Fruit & Grain Strawberry 

Bakes 
132 Missing* 386 22 85 

Piccolo Kids Strawberry & Beetroot 

Biscuits 
100 Missing* 434 20 87 

Sainsbury's Little Ones Organic Carrot 

Puffs 
48 7 434 12 52 

Sainsbury's Little Ones Organic Cheese & 

Herb Stars 12m+ 
12 12 450 12 54 

Sainsbury's Little Ones Organic Sweetcorn 

Wheels 7m+ 
12 7 459 12 55 

Sainsbury's Little Ones Organic Tomato 

Puffs 
12 7 434 12 52 

Data were sourced directly, or calculated, using on-pack data from retailer websites, correct as of Jun-Aug 2024. 

Any errors or omissions are an unintentional consequence of human error in data extraction. 

Energy values are rounded up to the nearest integer. 

*Missing age = no age specification on pack but marketed within baby/toddler online aisles/menus. 
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SUGAR, ADDED AND EXCESS 

Added free sugars and sweeteners include: 

● All mono- and disaccharides (including sugars derived from fruits, sugarcane, palms or root 

vegetables etc.); 

● All syrups, nectars and honey (including molasses/agave/maple/blossom nectar/malted barley 

syrup/brown rice syrup etc.); 

● fruit juices or concentrated/powdered fruit juice, excluding lemon or lime juice (e.g. pear juice, 

concentrated apple juice or powdered mango juice). See footnote #3 on permitted fruit use; 

● non-sugar sweeteners (such as saccharin, acesulfame, aspartame, sucralose or stevia etc.). 

Table 25: Snacks with excessive sugar (>15% energy) or added sugars 

Brand, Front of Pack name Product 

weight, g 

Age 

suitability, 

months 

Contains added 

sugars? 

Energy from 

sugar, % 

Aldi Mamia Melty Fruity Hoops 60 10 Yes 8 

Aldi Mamia Melty Veggie Hoops 60 10 Yes 8 

Aldi Mamia Organic Apple Fruity Bars 120 12 Yes 42 

Aldi Mamia Organic Apple Rice Cakes 40 7 Yes 11 

Aldi Mamia Organic Banana Rusk Biscotti 

Fingers 
100 6 Yes 13 

Aldi Mamia Organic Banana Soft Oaty 

Bars 
150 12 Yes 29 

Aldi Mamia Organic Carrot Cake Oaty 

Bars 
150 12 Yes 30 

Aldi Mamia Organic Soft Strawberry 

Biscotti 
120 7 No 29 

Aldi Mamia Organic Strawberry & Apple 

Oaty Bars 
150 12 Yes 32 

Aldi Mamia Organic Strawberry Fruity 

Bars 
120 12 Yes 46 

Aldi Mamia Organic Strawberry Rusk 

Biscotti Fingers 
100 6 Yes 13 

Angelic Free From Chocolate Chip Oat 

Squares Kids Snack 
120 Missing* Yes 19 

ASDA Little Angels Cocoa flavoured 

biscuits 
100 12 Yes 15 

Bunalun Organic Apple Rice Cakes 40 7 Yes 11 

Bunalun Organic Apple soft Biscotti 120 7 Yes 24 

Bunalun Organic Banana Soft Biscotti 120 7 Yes 26 

Bunalun Organic Blueberry rice Cakes 40 7 Yes 10 

Bunalun Organic Carrot & Apple Rice 

Cakes 
40 7 Yes 16 

Cerelac Morning Bears biscuits 180 12 Yes 16 
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Brand, Front of Pack name Product 

weight, g 

Age 

suitability, 

months 

Contains added 

sugars? 

Energy from 

sugar, % 

Ella's Kitchen Strawberry & Apple Oaty 

Biccies 
100 12 Yes 13 

Ella's Kitchen Tomato & Nice Green Leaf 

Oaty Biccies 
120 12 Yes 10 

Farleys original rusks 300 6 Yes 29 

Farleys original rusks 150 6 Yes 29 

Farleys Rusks Reduced Sugar 150 6 Yes 20 

Heinz Apple Biscotti 60 7 Yes 16 

Heinz Banana Biscotti 60 7 Yes 16 

Heinz Chocolate Biscotti 60 7 Yes 16 

Heinz Mango & Apricot Biscotti 60 7 Yes 16 

Heinz Original Biscotti 60 7 Yes 16 

Heinz Strawberry & Banana Biscotti 60 7 Yes 16 

Kiddylicious Apple Fruity Bakes 132 12 Yes 35 

Kiddylicious Apple Soft Biscotti 120 7 Yes 25 

Kiddylicious Banana & Pumpkin Melty 

Buttons 
6 9 Yes 10 

Kiddylicious Banana soft Biscotti 120 7 Yes 27 

Kiddylicious Banana Wafers 16 6 Yes 13 

Kiddylicious Blueberry Wafers 16 6 Yes 13 

Kiddylicious Peach & Banana Fruity Bakes 132 12 Yes 34 

Kiddylicious Pear soft Biscotti 120 7 Yes 22 

Kiddylicious Raspberry & Beetroot Melty 

Buttons 
30 9 Yes 8 

Kiddylicious Strawberry Fruity Bakes 132 12 Yes 35 

Kiddylicious Strawberry Wafers 40 6 Yes 13 

Mamia Organic Soft Apple Biscotti 120 7 Yes 23 

Organix Apple & Orange Oaty Bars 138 12 Yes 23 

Organix Apple Rice Cake Clouds 40 7 Yes 9 

Organix Banana Oaty Bars 138 12 Yes 22 

Organix Banana Puffcorn 40 12 Yes 8 

Organix Banana Rice Cake Clouds 40 7 Yes 9 

Organix Blackcurrant Soft Oaty Bars 138 12 Yes 22 

Organix Carrot Cake Soft Oaty Bars 138 12 Yes 22 

Organix Choco Orange Soft Oaty Bars 138 12 Yes 23 

Organix Cocoa & Vanilla Gruffalo Biscuits 100 12 Yes 19 

Organix Farm Animal Biscuits 100 12 Yes 17 

Organix Gingerbread Men Biscuits 135 12 Yes 14 

Organix Jammie Monsters Strawberry & 

Apple Biscuits 
64 18 Yes 20 

Organix Little Ruskits Vanilla Biscuit 60 6 Yes 12 

Organix Mini Organic Raisins 168 12 No 87 

Organix Mini Cheese Crackers 80 12 Yes 5 

Organix Mini Gingerbread men biscuits 100 12 Yes 15 

Organix Mini oaty bites (Rasp/Apple & 

Apple/Orange) 
110 12 Yes 22 
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Brand, Front of Pack name Product 

weight, g 

Age 

suitability, 

months 

Contains added 

sugars? 

Energy from 

sugar, % 

Organix Oat & Raisin Mini Flapjack Bites 80 12 Yes 22 

Organix Raspberry & Apple Oaty Bar 138 12 Yes 22 

Organix Strawberry & Apple Oaty Bars 138 12 Yes 22 

Organix Strawberry & Apple Puffcorn 40 12 Yes 9 

Organix Strawberry Rice Clouds 40 12 Yes 9 

Organix Summer Fruits Rice Cake Clouds 40 7 Yes 10 

Piccolo Banana & cocoa Oaty Bars 120 12 Yes 20 

Piccolo Carrot & Orange Oaty Bars 120 12 Yes 19 

Piccolo Kids Cocoa Biscuits 100 Missing* Yes 14 

Piccolo Kids Fruit & Grain Strawberry 

Bakes 
132 

Missing* 
Yes 28 

Piccolo Kids Strawberry & Beetroot 

Biscuits 
100 

Missing* 
Yes 14 

SMA® Nutrition Little Steps Savoury 

Crackers Carrot 
100 12 Yes 9 

SMA® Nutrition Little Steps Savoury 

Crackers Tomato 
100 12 Yes 7 

Tesco Apple Rice Cakes 40 7 Yes 10 

Tilda Kids Vanilla Rice Pudding* 125 Missing* Yes 33 

Data were sourced directly, or calculated, using on-pack data from retailer websites, correct as of Jun-Aug 2024. 

Any errors or omissions are an unintentional consequence of human error in data extraction. 

Sugar % values are rounded up to the nearest integer 

*Missing age = no age specification on pack but marketed within baby/toddler online aisles/menus. 

 

Table 26: Meals with excessive sugar (>15% energy) or added sugars 

Brand, Front of pack name Product 

weight, g 

Lower 

age, 

months 

Contains 

added 

sugars? 

Fruit 

content by 

weight, % 

Energy 

from 

sugar, % 

Aldi Mamia Mediterranean Style Vegetable Pasta 190 10 No 0 28 

Aldi Mamia Organic Beef Casserole With 

Vegetables 
130 7 No 0 18 

Aldi Mamia Organic Chicken Casserole With Rice 130 7 No Missing 19 

Aldi Mamia Organic Spaghetti Bolognese With 

Cheese 
130 7 No 0 18 

Aldi Mamia Organic Vegetable & Chicken Couscous 

With Chunks 
200 12 No 0 17 

Aldi Mamia Organic Vegetables & Rice Tray Meal 200 12 No 0 29 

Annabel Karmel Mild Chicken Tikka with Rice 200 12 Yes Missing 8 

Annabel Karmel Scrummy Cottage Pie with Veggies 200 12 Yes 3.5 11 

Annabel Karmel Tasty Chicken Tikka with fluffy rice 200 12 Yes <5 12 

Annabel Karmel Tasty Spaghetti Bolognese with 

Hidden Veggies 
200 12 Yes 0 10 

Annabel Karmel Tomato and mascarpone pasta 

with hidden veggies 
200 12 Yes Missing 10 



 

59 

Brand, Front of pack name Product 

weight, g 

Lower 

age, 

months 

Contains 

added 

sugars? 

Fruit 

content by 

weight, % 

Energy 

from 

sugar, % 

Annabel Karmel Yummy Bolognese pasta bake 200 12 Yes Missing 10 

Annabel Karmel Yummy Chicken pasta with 

Tomato & Mascarpone 
200 12 Yes 0 10 

ASDA Little Angels Organic Sweet Potato, Red 

Lentil & Spinach Dhal 
130 7 No 0 17 

ASDA Little Angels Organic Tex Mex Veg with 

Quinoa 
190 10 No 0 20 

ASDA Little Angels Organic Vegetable & Chicken 

Curry with Rice 
130 7 No 0 24 

ASDA Little Angels Thai style veggie noodles 200 12 No 0 18 

Ella's Kitchen Beefy Stew with spuds 190 10 No 0 17 

Ella's Kitchen Caribbean Chicken rice and beans 190 10 No 4 22 

Ella's Kitchen Cheesy Pasta with butternut squash 190 10 No 0 16 

Ella's Kitchen Chicken + Noodles with red pepper 130 7 No 0 19 

Ella's Kitchen Chicken Casserole with rice 130 7 No 4 19 

Ella's Kitchen Chicken Casserole with thyme 190 10 No 4 17 

Ella's Kitchen Chicken Roast Dinner with stuffing 130 7 No 0 18 

Ella's Kitchen Katsu Curry with mushrooms 130 7 No 0.9 17 

Ella's Kitchen Lamb Tagine with raisins 130 7 No 2 20 

Ella's Kitchen Mild Chilli Con Carne with a pinch of 

paprika 
130 7 No 0 16 

Ella's Kitchen Pulled Pork with bbq sauce 130 7 No Missing 23 

Ella's Kitchen Ricotta Ravioli with Spinach + 

Tomatoes 
130 7 No 0 16 

Ella's Kitchen Spag bol with cheese 130 7 No 0 17 

Ella's Kitchen Spag bol with cheese and veggies 190 10 No 0 17 

Ella's Kitchen Sweet Potato Falafel with Hummus 100 6 No 0 23 

Ella's Kitchen Thai Noodles 190 10 No 4 18 

Ella's Kitchen Tomato-y Pasta with vegetables 190 10 No 0 24 

Ella's Kitchen Tomato-y Pasta with veggies 130 7 No 0 26 

Ella's Kitchen Vegetable and Lentil Bake with cumin 130 7 No 0 25 

Ella's Kitchen Vegetable Chicken Rice with warm 

fruity spices 
200 12 No 3 23 

Ella's Kitchen Veggie Biryani with mushrooms 130 7 No 4 20 

Ella's Kitchen Veggie Chilli with fluffy Quinoa 200 12 No 0 17 

Ella's Kitchen Veggie Dahl with Cauliflower 100 6 No 0 19 

Ella's Kitchen Veggie Lasagne with cheese 130 7 No 0 23 

Ella's Kitchen Veggie Pasta oozing with mozzarella 200 12 No 0 17 

For Aisha Chicken & Sweet Potato Curry 190 10 No 3 28 

For Aisha Chicken & Sweet Potato Curry 130 7 No 2.7 28 

For Aisha Chicken Guisada 230 12 No 0 18 

For Aisha Green Bean & Lamb Curry Tray 190 10 No 0 17 

For Aisha Jamaican Jerk Chicken 130 7 No 10.2 29 

For Aisha Moroccan Chicken Tagine 130 7 No 5.2 28 

For Aisha Roast Lamb Dinner with Vegetables 130 7 No 3.3 22 

For Aisha Salmon & Sweet Potato Mash 130 7 No 0 16 

Heinz Cottage pie 120 6 No 0 17 

Heinz Lamb Hotpot 130 7 No 0 17 

Heinz Mango Chicken & Veggies 200 7 No 8 20 

Heinz Mango, Chicken & Veggies 200 7 No 8 20 

Heinz Mediterranean style veggies 200 12 No 0 23 

Heinz Spaghetti Bolognese Pouch 180 10 No 0 20 

Heinz Sweet & Sour Chicken 180 10 No 5 27 
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Brand, Front of pack name Product 

weight, g 

Lower 

age, 

months 

Contains 

added 

sugars? 

Fruit 

content by 

weight, % 

Energy 

from 

sugar, % 

Heinz Sweet & Sour Chicken 200 12 No 8 23 

Heinz Sweet Potato & Beef Casserole 130 7 No 0 16 

Heinz Sweet Potato & lean Beef hotpot 200 12 No 0 20 

Heinz Sweet Potato, Chicken & Veggies 130 7 No 0 21 

Heinz Veggies with lamb 200 12 No 0 17 

Heinz Veggies, Pork & Mango 200 12 No 8 22 

Hipp Organic Spaghetti Bolognese 125 6 No 0 16 

HiPP Organic Spaghetti with Tomatoes & 

Mozzarella 
190 7 No 0 18 

HiPP Organic Sweet Squash & Chicken 125 6 No missing 17 

HiPP Organic Tasty Vegetable Risotto 125 6 No 0 20 

Hipp Organic Veggie plus Macaroni Cheese With 

Carrot & Peas 
190 7 No 0 16 

Little Freddie Organic Butternut Squash, Red Lentil 

& Coconut 
120 6 No 0 21 

Little Freddie Organic Carrot & Chickpea with 

Pumpkin Seed Butter 
120 6 No 0 21 

Mamia Organic Bolognese Pasta Bake 200 12 No 0 16 

Mamia Organic Spaghetti Bolognese With Cheese 190 10 No 0 16 

Mamia Organic Tomato Pasta 190 10 No 0 23 

Morrisons Nutmeg Tomato & Cheese Pasta 130 7 No 0 21 

Nutmeg Vegetable & Red Lentil Bake 130 7 No 0 17 

Oliver's Cupboard Egyptian Vegetable Koshari 

Meal 
130 7 No 0 19 

Oliver's Cupboard Sri Lankan Vegetable Sambar 

Meal 
130 7 No 0 16 

Piccolo Mild Chicken Korma & Red Lentils 130 7 No 8 28 

Piccolo Organic Beef Meatballs & Sweet potato 130 7 No 0 22 

Piccolo Organic Butternut Squash Mac & Cheese 130 7 No 0 18 

Piccolo Organic Coconut red Thai vegetable curry 130 7 No 0 21 

Piccolo Organic Garden Vegetables Three Grain 

Risotto with Cheese &Basil 
130 7 No 0 17 

Piccolo Organic Roast Lamb & Veg Dinner 130 7 No 1.1 29 

Piccolo Organic Tomato & Mozzarella Spaghetti 130 7 No 0 16 

Sainsbury's Little Ones Organic Cheese Tomato 

Veggie Pasta 
190 10 No 0 18 

Sainsbury's Little Ones Organic Chicken paella 200 12 No 0 16 

Sainsbury's Little Ones Organic Creamy salmon 

with veggies & rice 
190 10 No 0 16 

Sainsbury's Little Ones Organic Thai Style Chicken 

Noodles 
190 10 No 4.5 25 

Tesco Courgette, Aubergine & Red Pepper Pouch 130 7 No 0 21 

Tesco Vegetable Rice 200 12 No 0 26 

Tesco Veggie & Red Lentil Bake 130 7 No 0 17 

Data were sourced directly, or calculated, using on-pack data from retailer websites, correct as of Jun-Aug 2024. 

Any errors or omissions are an unintentional consequence of human error in data extraction. 

Sugar % values are rounded up to the nearest integer 
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Table 27: Fruit and vegetable products with high energy from sugar (≥30% energy) 

Brand, Front of pack name Product 

weight, g 

Lower age, 

months 

Energy from 

sugar, % 

Aldi Mamia Organic Pear 70 4 92 

Aldi Mamia Carrot & Sweet Potato 120 7 42 

Aldi Mamia Just Apples Purée 450 4 84 

Aldi Mamia Mango Rice Pudding 100 7 32 

Aldi Mamia Mangoes Fruit Purée 70 4 83 

Aldi Mamia Organic Apples, Carrots & Parsnips Fruit 
Pouch 

120 4 70 

Aldi Mamia Organic Banana & Peach Rice Pudding 100 7 37 

Aldi Mamia Organic Banana & Strawberry Rice 
Pudding 

100 7 38 

Aldi Mamia Organic Banana Breakfast Purée 100 6 55 

Aldi Mamia Organic Bananas & Apples Fruit Pouch 120 4 82 

Aldi Mamia Organic Just Bananas Purée 450 4 52 

Aldi Mamia Organic Mango Breakfast Purée 100 6 47 

Aldi Mamia Organic Mangoes, Apples, Bananas & 
Peaches Fruit 

120 4 75 

Aldi Mamia Organic Mixed Fruit Greek Style Yogurt 
Pouch 

90 6 42 

Aldi Mamia Organic Orange Veggie 100 6 42 

Aldi Mamia Organic Prunes 70 4 59 

Aldi Mamia Organic Purple Burst Puree 5x90g 450 6 78 

Aldi Mamia Organic Raspberry & Blueberry Porridge 100 6 30 

Aldi Mamia Organic Red Burst Purée 5x90g 450 4 74 

Aldi Mamia Organic Red Veggie 100 6 50 

Aldi Mamia Organic Strawberries & Apples Fruit 
Pouch 

120 4 71 

Aldi Mamia Organic Strawberry Greek Style Yogurt 90 6 37 

ASDA (not little angels) Fruit fromage frais (no pack 
age but listed as 12m+ online) 

300 Missing*/ 12 37 

ASDA Little Angels Carrot 70 6 39 

ASDA Little Angels Organic Apple & Strawberry 120 6 73 

ASDA Little Angels Organic Mango, Banana & Apple 120 6 73 

ASDA Little Angels Organic Strawberry Greek Style 
Yogurt 

90 6 40 

ASDA Little Angels Organic Strawberry, Blueberry & 
Apple 

120 6 72 

ASDA Little Angels Sweet potato 70 6 52 

Ella's Kitchen Apple and Cinnamon Crumble 320 7 34 

Ella's Kitchen Apples 70 4 85 

Ella's Kitchen Apples, Carrots and Parsnips 120 4 58 

Ella's Kitchen Apples, Sweet Potatoes and Peppers 120 4 66 

Ella's Kitchen Apricot and Banana Baby Rice 120 4 70 

Ella's Kitchen Banana & Poppy Seed Overnight Oats 
with Apple Pieces 

130 7 50 

Ella's Kitchen Banana and Vanilla Bread Pudding 320 7 37 

Ella's Kitchen Banana Baby Brekkie 100 6 57 

Ella's Kitchen Banana, Apple and Blueberry Baby Rice 120 4 72 

Ella's Kitchen Bananas 70 4 87 
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Brand, Front of pack name Product 

weight, g 

Lower age, 

months 

Energy from 

sugar, % 

Ella's Kitchen Bananas & Apples 120 4 87 

Ella's Kitchen Bananas & Coconuts 120 4 61 

Ella's Kitchen Berry Yoghurt 90 6 49 

Ella's Kitchen Blueberries, Apples, Bananas with 
Vanilla 

120 4 81 

Ella's Kitchen Blueberry & Pear Baby Brekkie 100 6 48 

Ella's Kitchen Carrot & Raisins Overnight Oats with 
Apple Pieces 

130 7 43 

Ella's Kitchen Carrots 70 4 60 

Ella's Kitchen Carrots, Peas and Pears 120 4 63 

Ella's Kitchen Dairy Free with coconut milk banana 
yoghurt 

90 6 40 

Ella's Kitchen Dairy Free with coconut milk Pear & Fig 
Porridge 

100 6 30 

Ella's Kitchen Mango and Raspberry Rice Pudding 320 7 30 

Ella's Kitchen Mango Baby Brekkie 100 6 55 

Ella's Kitchen Mango Yoghurt 90 6 48 

Ella's Kitchen Mangoes 70 4 76 

Ella's Kitchen Mangoes, Pears + Papayas 120 4 78 

Ella's Kitchen Peaches 70 4 85 

Ella's Kitchen Peaches and Bananas 120 4 85 

Ella's Kitchen Pear & Peach Baby Rice 120 4 61 

Ella's Kitchen Pear and Apple Baby Rice 120 4 65 

Ella's Kitchen Pears 70 4 73 

Ella's Kitchen Pears, Apricots, Pineapples & Ginger 120 4 86 

Ella's Kitchen Pears, Peas and Broccoli 120 4 61 

Ella's Kitchen Plums pears parsnips swedes 120 4 60 

Ella's Kitchen Prunes 70 4 63 

Ella's Kitchen Squash, Carrots, Apples and Prunes 120 4 72 

Ella's Kitchen Squash, Sweet Potatoes & Parsnips 120 4 42 

Ella's Kitchen Strawberries and Apples 120 4 87 

Ella's Kitchen Strawberries, Rhubarb and Apples 120 4 80 

Ella's Kitchen Strawberry Yoghurt 90 6 44 

Ella's Kitchen Sweet Potatoes 70 4 31 

Ella's Kitchen Sweet Potatoes, Broccoli and Carrot 120 4 36 

Ella's Kitchen Sweet Potatoes, Pumpkin, Apples and 
Blueberries 

120 4 70 

Ella's Kitchen The Pink One Smoothie 450 6 78 

'FIRST TASTES' Little Yeos Mango/Vanilla and 
Blueberry/Banana Yoghurt 

252 Missing* 30 

Heinz Apple 100 6 88 

Heinz Apple & Blueberries 100 6 84 

Heinz Apple & Mango 100 6 83 

Heinz Apple & Oat Pudding 400 6 52 

Heinz Apple & Strawberry 100 6 80 

Heinz Apple & Yoghurt 120 6 50 

Heinz Apple, Apricot, Banana & Orange 120 6 73 

Heinz Apple, Banana & Apricot 400 6 75 

Heinz Apple, Pear & Banana 100 6 80 
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Brand, Front of pack name Product 

weight, g 

Lower age, 

months 

Energy from 

sugar, % 

Heinz Fruity Banana Custard 400 6 71 

Heinz Fruity Peach Yogurt/custard 400 6 64 

Heinz IMMUNITY SUPPORT Apple, Banana & 
Cereals 

85 6 56 

Heinz IMMUNITY SUPPORT Banana, coconut & 
yogurt 

85 7 56 

Heinz IMMUNITY SUPPORT Blueberry, Coconut & 
Oat 

85 7 64 

Heinz IMMUNITY SUPPORT Peach, Apple & yogurt 85 6 56 

Heinz IMMUNITY SUPPORT Pear, Raspberry & 
Yogurt 

85 7 53 

Heinz IMMUNITY SUPPORT Strawberry & Yogurt 85 6 62 

Heinz Peach, Mango, Banana & Apple 100 6 80 

Heinz Pear 100 6 80 

Heinz Pear & Apple Custard 400 6 62 

Heinz Prune 100 6 55 

Heinz Strawberry, Banana, Raspberry & Apple 100 6 77 

Hipp Organic Apple & Banana Crumble 160 7 59 

HiPP Organic Apple & Pear 125 4 76 

Hipp Organic Banana Rice Cereal 125 4 62 

HiPP Organic Banana Yogurt Breakfast 125 6 40 

HiPP Organic Mango & Banana topped with Yogurt 160 7 40 

Hipp Organic Rice Pudding with Apple & Pear 160 7 60 

Little Freddie Apple, bananas & Oats 100 6 77 

Little Freddie Coconut & Summer Berries 100 6 51 

Little Freddie Mango Smoothie 360 Missing* 38 

Little Freddie Organic Banana Greek Style Yogurt 100 6 45 

Little Freddie Organic Blueberry & Banana Greek 
Style Yogurt 

100 6 37 

Little Freddie Organic Cherry Greek Style Yogurt 100 6 38 

Little Freddie Organic Coconut & Tropical Fruits 100 6 51 

Little Freddie Organic Mango & Passion Fruit 360 6 38 

Little Freddie Organic Peaches & Raspberries 100 6 48 

Little Freddie Organic Pink Lady Apples 70 6 86 

Little Freddie Organic Prune Greek Style Yogurt with 
Oats 

100 6 40 

Little Freddie Organic Prunes & Apples 100 6 71 

Little Freddie Organic Strawberries, Bananas & 
Apples 

100 6 61 

Little Freddie Organic Strawberries, Blueberries & 
Oats 

100 6 51 

Little Freddie Organic Sweet Potato & Carrot Greek 
Style Yoghurt 

100 6 34 

Little Yeos 4*Fruit Yoghurts 340 Missing* 35 

Little Yeos Mango & Vanilla Yoghurt 85 6 30 

Little Yeos Raspberry & Strawberry Fromage Frais 270 Missing* 41 

Little Yeos Red Berries Whole Milk Yoghurt 85 6 33 

Morrisons Nutmeg Apple & Mango 70 6 73 

Morrisons Nutmeg Pear, Prune & Banana 70 6 68 

Morrisons Nutmeg Sweet Potato, Carrot & Swede 70 6 48 
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Brand, Front of pack name Product 

weight, g 

Lower age, 

months 

Energy from 

sugar, % 

Organix Tropical Sunshine Bowl with Yoghurt, Mango 
& Oats 

120 12 45 

Piccolo Brekkie Strawberry & Banana 100 6 39 

Piccolo Kids Strawberry & Banana Yoghurt 400 Missing* 39 

Piccolo Organic Apple & Apricot 100 4 70 

Piccolo Organic Apple & Raspberry 100 6 54 

Piccolo Organic Apple, Banana & Blueberry 100 4 74 

Piccolo Organic Apple, Pear & Spring Greens 100 4 48 

Piccolo Organic Banana, Mango & pineapple 100 4 65 

Piccolo Organic Blushing Berries 100 4 92 

Piccolo Organic Brekkie Mango & Pineapple 100 6 46 

Piccolo Organic Carrot, Sweet Potato & Butternut 
Squash 

100 4 34 

Piccolo Organic Kids Squeezy Fruit Apple, Raspberry 
& Blueberry 

360 Missing* 82 

Piccolo Organic Kids Squeezy Fruit Tropical 360 Missing* 80 

Piccolo Organic Kids Squeezy Yoghurt Strawberry & 
Banana 

400 Missing* 39 

Piccolo Organic Mango & Pear 100 6 67 

Piccolo Organic Mango, Pear, Apple & Kale 100 6 63 

Piccolo Organic Mighty red smoothie with veg 360 6 51 

Piccolo Organic Natural yoghurt Mango & Peach 100 6 40 

Piccolo Organic Natural Yogurt Blueberry & Banana 100 6 45 

Piccolo Organic Pear, Banana, Coconut Milk & Baby 
Rice 

100 4 34 

Piccolo Organic Pure Mango 70 4 80 

Piccolo Organic Pure Plum 70 4 73 

Piccolo Organic Strawberry, Banana & Peach 100 4 59 

Piccolo Organic Sweet Potato & Beetroot 100 4 56 

Piccolo Organic Sweet Potato, Apple, Pear & Beetroot 100 4 56 

Sainsbury's Little Ones Organic Apple & Mango 70 6 74 

Sainsbury's Little Ones Organic Pear & Apple 70 6 71 

Sainsbury's Little Ones Organic Pear, Prune & 
Banana 

70 6 67 

Sainsbury's Little Ones Organic Simply Prune 70 6 85 

Sainsbury's Little Ones Organic Simply Sweet Potato 70 6 49 

Sainsbury's Little Ones Organic Sweet Potato, Carrot 
& Swede 

70 6 39 

Tesco Carrot 70 6 57 

Tesco Carrot, Sweet Potato & Swede 100 6 42 

The Collective Suckies Mango & Peach 90 Missing* 37 

The Collective Suckies Strawberry & Banana 90 Missing* 36 

Data were sourced directly, or calculated, using on-pack data from retailer websites, correct as of Jun-Aug 2024. 

Any errors or omissions are an unintentional consequence of human error in data extraction. 

Sugar % values are rounded up to the nearest integer 

*Missing age = no age specification on pack but marketed within baby/toddler online aisles/menus. 
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PROTEIN SUFFICIENCY IN MEALS  

Table 28: Meals with no named protein source with inadequate protein density (<3g/100kcal) 

Brand, Front of pack name Product 

weight, g 

Lower age, 

months 

Protein 

density 

g/100kcal 

Tilda Kids Vegetable Paella 125 Missing 2.1 

Tilda Kids Mild Curry Rice 125 Missing 1.6 

HiPP Organic Tasty Vegetable Risotto 125 6 2.0 

Tilda Kids Sunshine Vegetable Rice 125 Missing 1.8 

Piccolo Organic Coconut red Thai 

vegetable curry 

130 7 1.9 

Tilda Kids Vegetable & Wholegrain Rice 125 Missing 2.1 

Data were sourced directly, or calculated, using on-pack data from retailer websites, correct as of 

Jun-Aug 2024. Any errors or omissions are an unintentional consequence of human error in data 

extraction. 

*Missing age = no age specification on pack but marketed within baby/toddler online aisles/menus. 

Table 29: Meals with a named protein source not listed first in the product name with inadequate 

protein density (<3g/100kcal) or insufficient proportions of named proteins (<8g/100g) 

Brand, Front of pack name Product 

weight, 

g 

Lower 

age, 

months 

Protein 

density 

g/100kcal 

Protein 

source 

weight 

g/100g 

HiPP Organic Spaghetti Bolognese 230 12 3.8 5 

Hipp Organic Lasagne Bolognese 250 15 3.9 5 

Hipp Organic Spaghetti Bolognese 125 6 3.8 5 

HiPP Organic Scrumptious Lasagne 230 12 4.4 5 

HiPP Organic Alphabet Pasta with 

Bolognese Sauce 

200 10 3.9 5 

HiPP Organic Spaghetti Bolognese 190 7 4.0 5 

Organix Veggie Hot Pot with Chicken 190 9 3.8 4 

Data were sourced directly, or calculated, using on-pack data from retailer websites, correct as of 

Jun-Aug 2024. Any errors or omissions are an unintentional consequence of human error in data 

extraction. 

Bolognese and lasagne: while not explicitly naming the protein source such as beef or pork are 

classed as containing a named protein source as it is implied in the name as it would be with 

‘cottage pie’ etc., when these are vegetarian, this is always clear on the front of pack name. 
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Table 30: Meals with protein source as first named food on pack name with inadequate protein 

density (<4g/100kcal) or insufficient proportions of named proteins (<10g/100g) 

Brand, Front of pack name Product 

weight, g 

Lower 

age, 

months 

Protein 

density 

g/100kcal 

Protein 

source 

weight 

g/100g 

Heinz Sweet & Sour Chicken 200 7 3.5 8 

Heinz Sunday Chicken Dinner (in jar) 200 7 3.7 10 

For Aisha Fish & Coconut Curry 230 12 4.5 9 

Aldi Mamia Organic Thai Style 

Chicken Curry With Rice 

190 10 3.9 10 

Data were sourced directly, or calculated, using on-pack data from retailer websites, correct as of 

Jun-Aug 2024. Any errors or omissions are an unintentional consequence of human error in data 

extraction. 

 

 


