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Introduction  

  
Why the SugarWise scheme has been developed 
 
Public health guidelines now recommend no more than 5% of calories come from free sugars. These are defined 
as mono and disaccharides and sugars naturally present in honey, fruit juice and syrups; and this differs from the 
EU’s definition of added sugars, which does not take into account free sugars in food under certain contexts.   
On packaging, product nutritional information lists total sugars and not free sugars. This causes confusion. 
Natural milk and yoghurt as well as whole fresh fruits contain a significant quantity of total sugars. It has come 
to the attention of public health specialists that, with the current heightened concern over sugar and its affects, 
some parents are avoiding purchasing nutritionally rich foods such as milk and yoghurt. This is due to a concern 
over the total sugars shown in the nutritional facts panels, and on traffic lights, where relevant.  
SugarWise certification of food and drink that is both free of added sugars (and can carry the EU nutritional 
claim of “no added sugar”), and that is low in free sugars provides value to the consumer beyond existing 
labelling and certifications on food packaging.  



Accompanied by public awareness raising of the scheme, certified products will be clearly differentiated and 
trusted by consumers seeking to either adhere to public health guidelines, or as is the case in the “free from” 
arena to make a deliberate lifestyle or personal choice to make more “Sugar Smart” choices (choices that are 
free from added sugars and low in free sugars). 
While international standards do not support on packet labelling of single-ingredient foods with any nutritional 
claims, such as nuts, fruits, vegetables, etc. Point of sale provides an easy way to reassure the public about the 
sugar content in these foods (e.g. “Apples, a SugarWise choice”), and thereby reinforce their value to 
consumers, with SugarWise POS signage.  
Further, to reinforce leadership in supporting an environment that facilitates living Sugar Smart, signage can be 
applied to checkouts subject to the rules of the scheme. 
The SugarWise scheme will apply: 

(1) On SugarWise certified products. All foods that can both carry the EU no added sugars claim and also 
have no more than 5% of their calories coming from free sugars are eligible for certification. The value 
this adds is that customers selecting such certified products will be assured of adhering to the public 
health guidelines which they cannot do with merely existing EU claims. 

(2) On SugarWise Point of sale signage: any foods where no more than 5% of calories come from free 
sugars and the foods have no added sugars (e.g., fruit, nuts, vegetables) 

(3) At SugarWise checkouts: It is a requirement for SugarWise checkouts to feature (a) SugarWise certified 
food products in categories where the no added sugar claim can be applied, as well as or in addition to 
(b) products that meet the criteria for point of sale signage; and should not include (c) products that 
have sugars of 15g or over per 100g (a red traffic light). Further guidance on checkout branding will be 
provided with the SugarWise brand guidelines that are in development. 

As a Nation, we are consuming too much free sugars. This is due to both lack of availability of lower (free) sugar 
options and confusing labelling.   
SugarWise is a campaign that will both open up options that are low in added and free sugars and provide 
signage and labelling that assists customers in making split second decisions at point of sale on sugar. 
  



 

 What these guidelines are for  
These guidelines have been created to help SugarWise’s partners make the most of the SugarWise brand and 
messages within retail environments. SugarWise’s simple and quickly understood signage can be applied to 
products, POS and checkouts. The easily identifiable signage enables partners to help their consumers make 
rapid decisions - with clear information about (free) sugars in foods they buy.  
Who these guidelines are for  
National or international corporate organizations operating in the United Kingdom.  
Guideline objectives  
These guidelines are designed to give concise instructions on:  

• Which products can display the SugarWise mark on packaging 
• Messages to use on Point of Sale (POS) in retail environments 
• Which products can display SugarWise POS 

What the SugarWise scheme enables partners to do 
The SugarWise scheme enables partners to give their customers the information they need to keep within their 
recommended daily allowances of added sugars. It helps partners achieve this: 

1. With the SugarWise Certified logo partners can highlight all products that already have 5% or less of 
their calories coming from free sugars and have no added sugars 

2. With point of sale information partners can use signage to explain in simple terms what is being 
independently certified and provide links for those who are interested in more detail 

Our partners can make an enormous difference with the SugarWise scheme, that will make it easier for people 
to reduce their free sugar intake to 5% of calories or less. 
To meet this goal in 5 years will, in the UK alone, avert over 77 thousand deaths, over 6 million cases of dental 
caries and save over £14 Billion to the NHS.1 

                                                           
1 https://www.gov.uk/government/publications/sugar-reduction-from-evidence-into-action 



Retail guideline development  
 
These guidelines have been developed in consultation with Level International’s core team along with 
independent nutritionists and claims and labelling specialists, to ensure SugarWise gives retailers and 
manufacturers clear, factually correct and up-to-date information. 
Level International is a social enterprise supported via charity Allia, by the University of Cambridge and Cabinet 
Office. The SugarWise Scheme references the March 2015 World Health Organization recommendations on free 
sugars consumption for adults and children, as detailed in the below: 

• World Health Organization (WHO): Sugars Intake for Adults and Children: Guideline2  
Specifically, WHO recommends that no more than 5% of daily energy intake comes from free sugars.  
Here is an overview of the stages of development.  
Focus groups 
Qualitative consumer research was undertaken in the form of focus groups in August, October, and December 
2015, among a small selection of adults, both with and without children. The aim was to better understand the 
messages and language that would be helpful for consumers making split second decisions at point of purchase. 
The response from consumers was that using the SugarWise graphics and messages on POS would be helpful in 
making choices lower in added sugars.  
Consistency with legislation and other Government policies and recommendations  
The SugarWise scheme is consistent with the UK Government’s recommendations for a low free sugars intake, in 
particular the recommendation for free sugars to comprise no more than 5% of daily energy intake. 
These guidelines, used in the SugarWise certification are further supported by the below reports: 

• The McKinsey Global Institute on Obesity Report3  
• SACN Report on Carbohydrates and Health4  
• PHE Report Sugar Reduction from Evidence into Action5  
• Age Watch’s Health Action Campaign Report, Healthy and Wealthy?6 
• House of Commons Health Committee report on Childhood Obesity?7 

 
  

                                                           
2 http://www.who.int/nutrition/publications/guidelines/sugars_intake/en/ 
3 http://www.mckinsey.com/insights/economic_studies/how_the_world_could_better_fight_obesity 
4 https://www.gov.uk/government/publications/sacn-carbohydrates-and-health-report 
5 https://www.gov.uk/government/publications/sugar-reduction-from-evidence-into-action 
6 http://www.agewatch.net/health-action-campaign/ 
7 http://www.publications.parliament.uk/pa/cm201516/cmselect/cmhealth/465/465.pdf  



Point of Sale and On Pack – Messages and Principles 
 
POS is a good way to communicate SugarWise messages in a retail environment. It allows partners to be clear 
and highlight food and drink low in added sugars at the point of decision making.  
Promotions 
Price promotions and multi-buys on products low in added sugars can help to drive a product swap. However, if 
the promotions use the SugarWise brand then the product(s) featured in the promotion must be certified.  
 
Brand names in POS  
No brand names can be used in the body of the POS message. This leads to the perception that SugarWise 
endorses the specific products, rather than acting as an independent certifier. However, brand names can 
appear in promotional offers in conjunction with a prompt or rationale.  
 
Examples: 

 ✔ “Lower Added Sugars – 40% off a bar of SugarWise certified ‘Brand X’ chocolate.”  
✘ “Reduce sugar with Brand X chocolate.”  

To ensure there is no implied product endorsement from SugarWise, brand names should not be used in the 
POS message unless they are used to explain a promotional offer of SugarWise. 
  
Brand weighting 
SugarWise should be the dominant brand on the POS. This is the consumer’s preference as they are less likely to 
interpret the message as an endorsement. However, if the POS includes a promotional offer from the partner(s), 
equal branding is acceptable and in this context multiple partner branding works well.  
 
Brand variety 
Brand owners and retailers should encourage SugarWise supporting activity on a mix of value and premium 
brands to avoid being perceived as encouraging our target audience to buy higher priced products. 
  
On-pack usage  
The SugarWise logo can be used on pack for any products certified by Level International to 5% or less energy 
intake from free sugars 
 
Agreements 
Before using the SugarWise logos and/or messages please contact the SugarWise team. They provide guidance 
and approval of use and will keep a record of all activity that contributes to supporting SugarWise.  



Food, drink and environment exclusions  
 
A number of food and drink categories have been considered, reviewed and are currently deemed unsuitable to 
be associated with SugarWise.  

 Drinks that are over 1.2% alcohol strength by volume (ABV) 
 Products that are over 1% alcohol by weight 
 Products that contain added nicotine 
 Products containing trans fats 

 
Eating out 
Consumers in the UK spend over £30 Billion a year eating out in restaurants, fast food chains and takeaways.  
Partners operating in this environment may be able to use the SugarWise signage and messaging for foods that 
meet the point of sale signage criteria and certified drinks and menu items. There are separate guidelines for 
restaurants and other establishments. 
 
  



Products that can be certified 
 
Food 
Food products that can be SugarWise certified must  

• have 5% or fewer of their calories coming from free sugars, they must also  
• be able to carry the no added sugar claim  
• and customers might expect to see sugars added to similar (reference) foods 

 
Drinks 
Drinks should have no more than 2.5g of free sugars per 100ml, hence be able to carry the low sugar and no 
added sugar claim 
 
Criteria for point of sale (“POS”) signage 
Point of sale “SugarWise” scheme allows partners to highlight natural food and single ingredient products that 
comply with World Health Organization guidelines on free sugars 

• Signage used on POS cannot indicate that sugar has not been added to foods that would not normally 
have any added sugars, but it provides a means whereby retailers can highlight that there are no free 
sugars in those foods. It can do so by wording such as “Fresh milk, a naturally SugarWise food” and also 
repeating government health guidelines “Eat no more than 7tsp of added sugars a day” 

• POS messages can be used for all single ingredient food and drink that has no free sugars. It is important 
that messaging guidelines are followed in particular that the food item is highlighted as a good example 
of a similar item that would also be expected not to have added sugars 

 
Government Guidelines that may be Used on POS 
Statements that might be used from the government on POS, (subject to their approval) may include:  
“You don't need to worry about the sugar in plain milk, plain yoghurts and whole fruit and veg as this isn't added 
sugar” and “Although they can contain a lot of sugar, you don't need to worry about the sugar in fruit and veg” 
And 
“Eat no more than 7tsp of added sugar a day”  



Examples of EU No Added Sugar Claims made on Foods High in Free Sugars 
 
EU Regulation No. 1924/2006 states that a product that carries the no added sugar claim “does not contain any 
added mono- or disaccharides or any other food used for its sweetening properties.” However, this guideline 
does not take into account free sugars contained in foods under certain contexts. For example: 
Foods with Fruit Ingredients 
For some fruit based products (such as fruit spreads), the functional effect of fruit juice or concentrated fruit 
juice may be as a fruit ingredient as opposed to a sweetening ingredient. These foods can carry the “no added 
sugar” label while deriving a significant proportion of their calories from free sugars.  

 
Food containing Honey 
Foods containing honey as an ingredient can be found that carry the “no added sugar” label, even though sugars 
derived from honey are classified by the World Health Organization as “free sugars” and should be limited. 

 



The Certification Process 
 
Certified products provide reassurance to consumers: 

(1) that the sugar levels in them have been independently verified and the nutrition facts panel is accurate 
(2) that there are no added sugars (in accordance with the EU definition, which does not take into account 

all free sugars containing ingredients); and 
(3) that the free sugars are 5% or less than total calories (within public health guidelines) 

 
Independent validation 
Testing of the sugars is undertaken by an approved accredited laboratory. Certification highlights the 
importance of using independent analytical techniques to validate the information on nutritional facts panels. 
People are concerned over the accuracy of nutritional facts that interest them, such as sugar, as published data 
is often based on averages. The certification seeks to reassure consumers that the products have been tested 
and the sugars in them are consistent with the nutritional facts panel printed on them. 
 
Added sugars  
Added sugars mono- or disaccharides or any other food used for its sweetening properties. The foods used for 
sweetening properties are caloric foods that raise blood sugar and not non caloric sweeteners or polyols. 
 
Free sugars 
Level Cert references the WHO guidelines on free sugar content: “Free sugars include monosaccharides and 
disaccharides added to foods and beverages by the manufacturer, cook or consumer, and sugars naturally 
present in honey, syrups, fruit juices and fruit juice concentrates.”  
Each ingredient in the nutritional label is thereby categorized as a free sugar (monosaccharide or disaccharide), 
free-sugar containing ingredient, or no free-sugar ingredient, referencing the WHO guidelines. All chemical 
compound names present in the nutritional label are cross-referenced against Elsevier’s Reaxys chemical 
database for classification as a monosaccharide, disaccharide, or other.  
Each ingredient not identified as a free sugar is subsequently cross-referenced against an internal list of syrups, 
honeys, and juices and classified as a free-sugar containing ingredient or a no free-sugar ingredient.  
After classification of ingredients has been performed, total free-sugar amount per serving is calculated from 
composition percentages (supplied by the manufacturer) of relevant ingredients and, if applicable, their free-
sugar content. The free-sugar content in free-sugar containing ingredients is obtained from McCance and 
Widdowson’s “The Composition of Foods” integrated dataset, which is maintained up-to date by Public Health 
England (PHE).  
Certification is awarded to products that derive 5% or less of their caloric content from free sugars, as per WHO 
recommendations. The Atwater factor for sugar (3.87kcal/g) is used for calorie calculations of free sugars. 
 



Criteria for products with 5% free sugars or less being certified or having POS 
 

PRODUCT TO QUALIFY FOR CERTIFICATION  POINT OF SALE SIGNAGE ONLY 
Cheese Cheeses, with additions Cheese without additions 
Chips Any chips with marinades or spice mixes, not cut potato chips that are single ingredient products 

Cut potatoes or vegetable chips, fresh or frozen, with or without salt 
Fat Spreads/oil With additions or flavours Without additions or flavours 
Fresh, Canned  and frozen fish Breaded fish, any fish in sauces, marinades or batter Sold plain or with only added salt 
Fruit and vegetables Sweetened or flavoured, or with additions Canned, Fresh or frozen 
Meat and vegetarian meat alternatives With coating or marinade Plain with no coatings/marinades 
Milk Flavoured milk Unflavoured, no additions 
Yoghurt and fromage fraise Flavoured Plain 
Tomato ketchup and table sauces Tomato sauces and mayonnaise / other condiments/ sauces Tomato puree 
Bread, including tea cakes, fruit cakes and bagels 

  

Sandwiches    
Seasoning/spices   
Herbs  All herbs fresh, dried or frozen without additions 
Coffee/tea  All coffee/tea (unsweetened) 
Drinks All juices and flavoured drinks with no more than 2.5g sugars per 100ml 

Water 

Smoothies made with fruit or vegetables Only smoothies within free sugars limits  
Jelly All jellies within limits  
Confectionary All confectionary within limits  
Pasta and noodles   
Pasta sauces   
Rice, grains, flour, cous cous, pulses Flavoured Unflavoured/plain 
Nuts Flavoured Unflavoured or only with added salt 
Avocado Avocado dips, guacamole Raw whole avocado 
Ready meals All that are within guidelines  

 
CONTACT 
For any queries please contact rend@platin.gs 


