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1. INTRODUCTION

Since 2008, OQALI has been conducting sectoral studies to characterise the nutritional quality of
the food supply, both in terms of the nutrition information on the packaging and the nutritional
composition of the products. All processed food products (excluding out-of-home catering) are
now covered. Changes in the nutritional quality of processed food products over time are
monitored regularly (Goglia et al. 2010, Menard et al. 2012) and made public (available on
www.oqali.fr). Socio-economic parameters such as market share and the different types of
brands (national brands, retailer brands, entry-level retailer brands, hard discount products,
specialised organic and non-organic retailer brands) are also taken into account in the
indicators relating to labelling parameters and nutritional values (Menard et al. 2011, Perrin et
al. 2017, Perrin et al. 2018). In addition, OQALI examines the details of the ingredient lists. One
of its most recent studies, for example, analysed the presence of additives in processed food
products on the French market (Oqali 2019a), presenting a descriptive review of the frequency
of presence of additives in 30 food categories (i.e. more than 30,000 products collected between
2008 and 2016), as well as changes in the use of food additives for 20 food categories. On the
subject of sweetening ingredients or ingredients conveying sweetness, OQALI previously
produced an initial descriptive review of intense sweeteners (Oqali 2012). The current report is
a follow-up to that first study, and aims to provide a new review of the levels of use of
sweetening ingredients or ingredients conveying sweetness (including intense sweeteners), as
well as their changes in processed food products.

The food processing industry uses various sweetening ingredients or ingredients conveying
sweetness. They have several different purposes: to impart a sweet taste to foods, improve their
palatability, counterbalance acidity, influence the texture of products, etc. The addition of sugars
also helps limit the formation of ice in products subjected to freezing. They are also involved in
the Maillard reaction, by colouring meat and bread products, and in the phenomenon of
caramelisation. Lastly, sugars can act as preservatives, like salt, by reducing water activity,
which limits the development of micro-organisms (Erickson and Slavin 2015).

Sweetening ingredients and ingredients conveying sweetness encompass a wide variety of
ingredients. In addition, several terms are used for these ingredients, particularly for sugars,
which can make it difficult for consumers to identify them in a product, especially if a technical
term is used (Cowburn and Stockley 2007, Miller and Cassady 2015, Carrillo, Varela, and
Fiszman 2012). These ingredients are often perceived as "hidden sugars". While the definition
of total sugars is generally accepted, there is not always a consensus on added sugars and free
sugars, which may have definitions of varying precision. Total sugars include all the mono- and
disaccharides present in a foodstuff, excluding polyols (European Parliament and Council 2011).
In the United States, added sugars correspond to sugars and syrups added to foods or beverages
during their manufacture or preparation (Food and Drug Administration 2014). This definition
excludes the sugars naturally present in milk and fruit (United States Department of
Agriculture). The European Food Safety Authority (EFSA) considers the following to be added
sugars: sucrose, fructose, glucose, starch hydrolysates such as glucose or fructose syrups, and
other sweet preparations used as such or added during food preparation and manufacturing
(European Food Safety Authority 2018). For its part, the French Agency for Food,
Environmental and Occupational Health & Safety (ANSES) defines added sugars more broadly
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by including mono- and disaccharides added during the manufacture or preparation of the food,
starch hydrolysates (mainly glucose and glucose-fructose syrups) and ingredients used for their
sweetening power (concentrated fruit juices, honey, molasses) (ANSES 2016). The World Health
Organization (WHO) uses the term "free sugars" instead. In 2003, it defined them as all mono-
and disaccharides added to foods by the manufacturer, cook or consumer, and sugars naturally
present in honey, syrups and fruit juices (World Health Organization 2003). In 2015, it added
fruit juice concentrates to this definition of free sugars, while intrinsic sugars, found in whole
fresh fruit and vegetables, remained excluded (WHO 2015).

There are several nutritional recommendations for added or free sugars. In most cases, it is
recommended that free sugars should account for less than 10% of total energy intake (ANSES
2016, European Food Safety Authority 2018). The WHO states that reducing the intake of free
sugars to less than 5% of total energy intake would offer additional health benefits, according to
the studies currently available (WHO 2015). In its 2016 opinion, ANSES considered that it was
not appropriate to define a recommendation that focused solely on added sugars, as the data
currently available cannot distinguish the health effects of sugars naturally present in products
from those of added sugars. The proposed maximum limit therefore relates to total sugars, with
a threshold of 100g of sugar per day for a healthy adult. Note that lactose and galactose, which
are sugars naturally present in milk and dairy products, are not included in the calculation of
this value because the available data have not been able to establish a link with any health risk
(ANSES 2016).

Over-consumption of sweet products can upset the energy balance and lead to weight gain (Te
Morenga, Mallard, and Mann 2012, ANSES 2016). For several years now, there has been an
increase in the number of people with health problems partly related to excessive consumption
of sweet products. In the countries of the Organisation for Economic Co-operation and
Development (OECD), the latest data show that 60% of the adult population (2019 data), 18.3%
of adolescents aged 15 (2017/2018 data) and almost one third of children aged 5 to 9 (2016
data) are overweight (including obese) (OECD 2021). At the European level, 52.7% of the adult
population was considered to be overweight (including obese) in 2019 (Eurostat 2019). In
France, the INCA3 study on the food consumption and eating habits of the population showed
that 34% of adults were overweight and 17% were obese, while the prevalence rates for
overweight and obesity among children under 18 years of age were 13% and 4%, respectively.
Compared with the previous INCA2 study, these prevalence rates were stable for children aged
3 to 14, but increases were observed among adolescents (aged 15 to 17) for overweight and
among adults for obesity (ANSES 2017). Being overweight is not the only consequence of the
consumption of large quantities of sweet foods. In 2016, ANSES issued an opinion stating that
sugar consumption contributes to excess energy intake, which can lead to the development of
type 2 diabetes (ANSES 2016). In this opinion, ANSES also pointed out that consuming sweet
foods can lead to tooth decay (ANSES 2016).

Public health policies aimed at reducing the consumption of added sugars have been put in
place around the world. One of these involves taxing products containing added sugars,
particularly non-alcoholic beverages. By 2012, 35 states in the United States had introduced a
"soda tax". However, these taxes are probably not high enough to have a significant impact,
because it has been shown that a 20% price increase would be needed to reduce soda
consumption by 24% (Powell et al. 2013). In France, sugar-sweetened beverages are also taxed
according to the amount of sugar added (Ministére de l'action et des comptes publics 2018). As
an alternative to adding sugar, food manufacturers have reformulated their products partly by
using sweeteners. Among these, intense sweeteners, which include a variety of substances
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extracted from plants or obtained by chemical synthesis, are particularly interesting because
they have a very high sweetening power compared to sucrose, while providing few or no
calories (ANSES 2015). In its opinion on intense sweeteners, ANSES indicated that the long-term
use of intense sweeteners as a sugar substitute, particularly in beverages, was not justified for
the general population. The Agency also stated that artificially- or sugar-sweetened beverages
should not replace the consumption of water (ANSES 2015). More recently, in July 2023, the
International Agency for Research on Cancer (IARC) and the WHO-FAO Joint Expert Committee
on Food Additives (JECFA) published new studies on aspartame (IARC-JECFA 2023): IARC
concluded that aspartame was "Possibly carcinogenic to humans (Group 2B)", while JECFA
maintained the previously established acceptable daily intake. In France, artificially-sweetened
beverages are also taxed (Administration francaise 2018). Besides intense sweeteners, the use
of flavourings may be another way of reducing the sugar content of products. Some studies have
tested the acceptability to children of products with a reduced sugar content, compensated by
the addition of flavourings, and have compared the reformulated products with the basic non-
reformulated recipes (Velazquez et al. 2020, Oliveira et al. 2021). Thus, a yoghurt with a 25%
reduced sugar content and the addition of a 0.2% concentration of strawberry or vanilla
flavouring was rated by children as highly as the product without a reduced sugar content
(Oliveira et al. 2021). However, for these reformulations, it is necessary to target the flavours to
be used and study the concentration to be applied, bearing in mind that these parameters are
product-dependent (Stieger and van de Velde 2013).

Since the introduction of Regulation (EU) No 1169/2011, known as the INCO Regulation, it has
been mandatory to provide a list of ingredients and nutritional values on the labels of pre-
packaged foodstuffs. Regarding the nutritional values associated with sugars, only the amount
of total sugars must be stated on the label (European Parliament and Council 2011). No
distinction is made between added sugars and free sugars. In the United States, the Food and
Drug Administration has made changes to the nutrition labelling of foods, in particular by
making it mandatory to state the amount of added sugars as well as the already required
carbohydrates and total sugars. Labelling the amount of added sugars in products intended for
the US market has thus been mandatory since 1 January 2021 (Food and Drug Administration
2018). In France, information on the use of sweetening ingredients or ingredients conveying
sweetness in the formulation of a product is provided in the ingredient list. This information is
very often limited to the presence or absence of an ingredient in the product, because the
amount used is only indicated if the ingredient is emphasised on the packaging (name of the
foodstuff, represented by pictures or graphics, etc.) (European Parliament and Council 2011).

Various studies have examined the proportion of processed food products containing
sweetening ingredients or ingredients conveying sweetness, with definitions ranging from
narrow to broad and covering a specific period (Acton et al. 2017, Dunford et al. 2018, Probst et
al. 2017). To our knowledge, very few studies have focused on changes in the frequency of
presence of sweetening ingredients or ingredients conveying sweetness.

Therefore, following on from the first OQALI study on ingredients (Oqali 2012), which helped
characterise the use of intense sweeteners, this second study takes into account a greater
number of sweetening ingredients or ingredients conveying sweetness, with the
following objectives:

- conduct a descriptive review of the frequency of presence of these sweetening
ingredients or ingredients conveying sweetness, grouped together into classes, as
well as their combinations based on the latest available data (31 food categories);
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- carry out an initial assessment of changes in the use of classes of sweetening
ingredients or ingredients conveying sweetness, as well as their combinations
based on the available updated data (corresponding to a sub-section of the categories
currently monitored by OQALI: 27 food categories out of 31);

- conduct a detailed study on changes in the use of intense sweeteners.
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2. METHOD

2.1 Definition of ingredients regarded as sweetening or
conveying sweetness

Work was carried out to select ingredients on the basis of the ingredient lists collected by
OQALI, in order to first identify and then categorise the different types of ingredients regarded
as sweetening or conveying sweetness.

This classification was then discussed in a broad consultation with in-house experts from
ANSES's Risk Assessment Department (the Ciqual team managing the French reference table on
the nutritional composition of foods and the Nutritional Risk Assessment Unit) and OQALI's
partners!, in order to gather their views and questions. Following another in-house
consultation, these discussions led to the initial classification being improved, to provide further
clarification on the definitions and/or classification of certain ingredients and make trade-offs
where necessary. On completion of this work, a meeting was organised with OQALI partners in
order to present the decisions taken and the changes made to the classification, and distribute
the finalised version.

The classification used in this study is therefore made up of 11 classes of ingredients regarded
as sweetening or conveying sweetness2. These classes, together with their definitions and
examples of ingredients found in the ingredient lists, are presented in Table 1.

1 All the manufacturers and retailer brands that are partners of OQALI (mainly through the professional
unions), as well as consumer associations and representatives of the three ministries responsible for
agriculture, health and consumer affairs.

Z Compared with the 2012 study, which only examined ingredients corresponding to intense sweeteners
(i.e. 10 ingredients), this report is based on research into 706 sweetening ingredients or ingredients
conveying sweetness.
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Table 1: Classification of sweetening ingredients or ingredients conveying sweetness studied by 0QALI.

Sucrose

groups together ingredients containing sucrose or
mentioning "sugar”

brown cane sugar / sucrose / sugar / caramelised sugar / cane sugar / icing sugar / vanilla
sugar / brown beet sugar

Lactose

groups together ingredients containing lactose

lactose / lactose powder

Other sugars

groups together mono- and disaccharides, alone
or in combination (excluding sucrose, mention of
"sugar" and lactose)

dextrose / fructose / glucose / caramelised glucose / dehydrated glucose / glucose powder
/ isomaltulose / maltose / coconut sugar / invert sugar / sugars / caramelised sugars /
invert sugars / trehalose / xylose

Syrups

groups together mono- and disaccharides alone or
in combination in liquid form (sugar syrups, sugar
and water solutions, etc.), flavoured syrups (coffee,
caramel, etc.), plant-based syrups (made from
plants, fruit, cereals, etc.) and oligosaccharide
syrups. This class does not include polyol syrups but
may contain syrups in powder form.

molasses concentrate / molasses extract / sugarcane juice / molasses / coconut sap / syrup
/ caramel syrup / date syrup / dextrose_fructose syrup / fructose syrup /
fructo_oligosaccharide syrup / glucose syrup / invert glucose syrup / glucose_fructose
syrup / tapioca syrup / molasses syrup / sucrose syrup / sugar syrup / invert sugar syrup /
agave syrup / maple syrup / oligofructose syrup / syrup derived from cereals / liquid cane
sugar / liquid sugar / liquid invert sugar

Fruit juices and concentrates

groups together ingredients corresponding to a part

extracted from fruit (juice, juice extract, etc.), as

well as fruit concentrates whether or not in juice

form (juice from concentrate, juice concentrate,
fruit concentrate, etc.).

fruit juice (whatever the fruit) / fruit juice powder (whatever the fruit) / fruit juice from

concentrate (whatever the fruit) / fruit concentrate (whatever the fruit) / fruit extract
(whatever the fruit) / fruit juice extract (whatever the fruit) / dehydrated fruit juice

(whatever the fruit) / cranberry concentrate / lemon concentrate / date concentrate / fig
concentrate / elderberry concentrate / tamarind concentrate / acerola concentrate /

coconut water concentrate / coconut water / coconut water from concentrate / coconut

water powder / aronia extract / coconut extract / coconut juice / soursop juice / rosehip

juice / melon juice / rowan juice from concentrate / grape must / date nectar

groups together caramel-based ingredients except

caramel / salted butter caramel / milk caramel / caramel powder / e150a_plain caramel /

ingredients

Caramel for those that have undergone caramelisation or are e150b_caustic sulphite caramel / e150c_ammonia caramel / e150d_sulphite ammonia
in syrup form caramel / e150_caramel
Honey groups together honey and honey-based honey extract / honey / honey powder
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Other ingredients conveying
sugars

groups together other ingredients mentioning a
"sweet" or "caramelised” state, "candied" fruit,
oligosaccharides other than syrups, and
formulated ingredients such as compotes, fruit or
milk jams, jellies, biscuits and cakes whose
ingredient lists do not provide details of the
ingredients used

candied fruit peel / candied nuts / caramelised nuts / chocolate nuts / sweetened
dehydrated fruit / sweetened fruit / fruit paste / sweetened fruit purée / caramelised
butter / caramelised salted butter / biscuit / amaretto biscuit / sweetened liquid egg white
/ sweetened fat-reduced cocoa powder / biscuit cereals / chocolate cereals / sweetened
whipped cream / chocolate / fruit compote / concentrated fruit compote / chocolate
confectionery / fruit jam / milk jam (dulce de leche) / caramelised cream / nougat cream /
prune cream / feuilletine / sweetened fresh cheese / fructo_oligosaccharides / candied fruit
/ galacto_oligosaccharides / fruit jelly / genoise sponge / inulin / sweetened liquid egg yolk
/ sweetened concentrated or powdered whey / sweetened condensed skimmed milk /
sweetened condensed milk / sweetened powdered milk / sweetened condensed whole milk
/ candied chestnuts / nougat / nougatine / sweetened and salted fish eggs / oligofructose /
oligosaccharides / spread / white chocolate paste / hazelnut paste / walnut paste / coconut
paste / macadamia paste / nougat paste / pistachio paste / praline paste / almond paste /
caramelised apple / praline / fruit sauce / sweetened soy sauce / sweetened yoghurt /
candied lemon zest

Bulk sweeteners

groups together all sweeteners that are not regarded
as intense sweeteners, that have a sweetening
power less than or similar to that of sugar, that
are used to impart a sweet taste to foodstuffs or used
in table-top sweeteners ((EC) No 1333/2008)

e420(i)_sorbitol / e420(ii)_sorbitol syrup / e420_sorbitols / e421_mannitol / €953_isomalt
/ €965(i)_maltitol / e965(ii)_maltitol syrup / e965_maltitols / e966_lactitol / €967_xylitol /
€968 _erythritol

Intense sweeteners

groups together substances with a very high
sweetening power and few or no calories, used to
impart a sweet taste to foodstuffs or used in table-
top sweeteners ((EC) No 1333/2008)

€950_acesulfame k / €951 _aspartame / €952_cyclamates / €954_saccharins /
€955_sucralose / €959_neohesperidin dc / e960_steviol glycosides / e961_neotame /
€962 _salt of aspartame-acesulfame

Flavourings whose flavour is
evocative of a sweetening
ingredient or ingredient
conveying sweetness *

groups together flavourings, whether natural or not,
whose flavour is evocative of an ingredient or food
considered to be sweetening or to convey sweetness

(natural) caramel flavouring / (natural) chocolate flavouring / (natural) cola flavouring /
(natural) maple flavouring / (natural) honey flavouring / natural nougat flavouring /
natural brown sugar flavouring / biscuit flavouring / brioche flavouring / cappuccino

flavouring / creme briilée flavouring / grenadine flavouring / macaroon flavouring / honey
lemon flavouring / praline flavouring / sabayon flavouring / tiramisu flavouring

* Some of the flavourings used in processed food products optionally state the flavour imparted. The flavourings describing a flavour corresponding to an ingredient or food considered to be
sweetening or to convey sweetness according to the classification definitions used for this report have therefore been grouped together in the "Flavourings whose flavour is evocative of a
sweetening ingredient or ingredient conveying sweetness” class. These flavourings have been included in the OQALI study of sweetening ingredients and ingredients conveying sweetness
because they are used to impart or modify the odour and/or taste of the foods in which they are incorporated (even in very small quantities) and therefore contribute to the general
perception of the sweet taste of the product (without adding any sugar or sweetening ingredient as such). Note that stating the flavour is optional and this may only appear on the label

under certain conditions (European Parliament and Council 2008a): ingredient lists therefore only mention the ingredient "flavouring” or "natural flavouring" without specifying the flavour
imparted. These ingredients were not included in this study.
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2.2 Selection of sweetening ingredients or ingredients conveying
sweetness in the products studied

Based on the ingredient lists in the products considered, ingredients meeting the previously
established definitions were identified at the most detailed level possible. This means that if the
ingredient list stated "apricots in syrup: apricots, water, sugar”, the ingredient considered in
this study was sugar. If the ingredient list stated "caramelising sugar: caramel, brown sugar”,
only the ingredients "caramel” and "brown sugar" were considered. In rare cases where an
ingredient list simply stated "shortbread biscuit” without detailing its constituent ingredients,
the "shortbread biscuit” was then regarded as a sweetening ingredient or ingredient conveying
sweetness. On the other hand, if the ingredient list stated "biscuit: wheat flour, sugar,
concentrated butter"”, then the ingredient "sugar" was considered.

In the particular case of sweetening ingredients or ingredients conveying sweetness that are
also allergens, such as lactose, these were taken into account only when they appeared in the
ingredient list or were mentioned at the end of the list preceded by words such as "contains” or
"presence of". This means that if they were mentioned in precautionary labelling (notions of
adventitious presence and traces), or preceded by words such as "may contain traces of",
"traces of" or "possible presence of", they were not considered.

2.3 Data analysis

This study looked at the frequency of presence of classes of sweetening ingredients or
ingredients conveying sweetness and their combinations (simultaneous use of several different
classes in the same product). The first part details the use of these classes based on the most
recent data available (31 product categories). The second part looks at changes in the use of
these classes in categories for which at least two collection campaigns were carried out (i.e. a
subset consisting of 27 product categories). Note that indicators focusing more specifically on
intense sweeteners were also produced for each of these two parts. In addition, for the available
updated data, a further study examined changes in the use of sweetening ingredients or
ingredients conveying sweetness in paired products (those present on the market at the time of
both the first and second collections taken into account, whether they were strictly identical or
reformulated), in order to study any reformulations that may have taken place between the two
periods considered. Each indicator has been broken down as follows:

- all products combined (all products regardless of product category or type of brand);

- by product category (grouping of products that are homogeneous according to one or
more criteria, such as the main ingredient (e.g. milk for dairy products or cocoa for
chocolate products), the consumption occasion (e.g. aperitif for the Crackers category),
etc.);

- by type of brand ( six are considered in this report: national brands, retailer brands,
entry-level retailer brands, hard discount, specialised retailer brands and specialised
organic retailer brands).

Note that among these types of brands, OQALI currently provides insufficient coverage of
specialised organic retailer brands. This is because they were not present in the earliest data
collections and/or their data for certain frozen food categories are very poorly represented in
this type of brand. For this reason, the indicators relating to type of brand do not include results
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for specialised organic retailer brands in the remainder of this study. It is also important to note
that the use of intense sweeteners and bulk sweeteners is prohibited in organic products
(Commission 2008). Products in this type of brand, which have been taken into account in the
indicators for all products combined and by product category, therefore contribute to reducing
the share of products containing a sweetener. All the definitions of OQALI categories and types
of brands are presented in Annex 1.

Lastly, because the same product may contain several different classes of sweetening
ingredients or ingredients conveying sweetness, it is not possible to add the proportions
together for the indicators considering the different classes independently.
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3. REVIEW OF THE FREQUENCY OF PRESENCE OF SWEETENING
INGREDIENTS OR INGREDIENTS CONVEYING SWEETNESS IN THE
31 PRODUCT CATEGORIES CURRENTLY MONITORED BY OQALI

3.1 Presentation of the data used

Table 2 lists the 31 product categories studied (representing all the categories of processed
foods available on the French market), as well as the number of products taken into account for
this review part. The most recent data available were collected between 2012 and 2020,
depending on the category.

Table 2: List of the 31 food categories currently monitored by OQALI and numbers of products concerned
(most recent data per category).

Year(s) of most recent Number of products .
Product category d(at)a collection taken into];ccount Estimated coverage*

Baby food 2012 976 88%
Crackers 2013 1082 59%

Cereal bars 2016 181 82%

Cakes and biscuits 2018 3120 76%

Soft drinks 2019 2343 82%

Soups and broths 2017 788 66%
Breakfast cereals 2018 659 87%
Delicatessen meats 2013 1722 64%
Chocolate products 2012 1013 74%
Fruit purées, compotes and desserts 2017 972 90%
Confectionery 2017 1255 78%

Jams 2017 781 81%

Canned fruits 2017 245 76%
Cheeses 2015 2004 74%
Ice-creams and sorbets 2015 1953 87%
Fruit juices and nectars 2013 1637 83%
Infant milks 2012 129 89%
Margarines 2016 109 86%

Bread products 2019 1740 86%
Ready-to-eat canned meals 2020 2672 67%
Ready-to-eat fresh meals® 2016 1416 36%
Ready-to-eat frozen meals 2020 2108 76%
Dessert mixes 2013-2014 329 76%

Fresh dairy products and desserts 2017 3115 87%
Fresh delicatessen products 2015 2293 58%
Processed potato products 2017 791 85%
Hot sauces 2017 609 78%

Cold sauces 2016 623 80%

Syrups 2019 681 90%

Frozen snacking products 2018 1147 80%
Frozen pastries and desserts 2018 608 75%
All product categories 2012-2020 39101 77%*

* Ratio of product volumes identified by OQALI to the total market volume characterised by Kantar Worldpanel

! For the Ready-to-eat fresh meals category, as 2020 data were not available at the time of processing sweetening ingredients or ingredients conveying sweetness,
the most recent data at that time were used, i.e. data from 2016

? Average estimated coverage by category
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Coverage rates3 for products collected by OQALI varied depending on the categories (data from
Kantar - Worldpanel*). However, the coverages presented are underestimated because some
products found on the market could not be assigned precisely to a line in the database provided
by Kantar Worldpanel and, conversely, some products in the Kantar Worldpanel database were
not found among the products collected by OQALL

In comparison with the category studies published by OQALI, some products have not been
considered in this report, such as:

- products from out-of-home catering, central purchasing agencies and pharmacies, as
these could not be collected for all categories;

- products for which ingredient lists were unavailable, except for products in the
Cheeses category, as the regulations do not require them to provide a list of
ingredients on the packaging (European Parliament and Council 2011)s.

Thus, 39,101 products were included in this part constituting the baseline for the frequency of
presence of sweetening ingredients or ingredients conveying sweetness.

It should be noted that the results in this part may differ from those of studies already published
by OQALI Indeed, when making corrections to the OQALI database, the scope of the studies or
any information studied in the OQALI reports may have been modified or corrected. This study
was carried out using corrected updated data.

3 Ratio of product volumes identified by OQALI to the total market volume characterised by Kantar
Worldpanel.

4 Kantar Worldpanel: purchasing data from households representative of the French population.

5 Cheeses containing no ingredients other than lactic products, food enzymes, micro-organism cultures
and salt are not required to be labelled with an ingredient list. As none of these are regarded as
sweetening ingredients or ingredients conveying sweetness, these products are counted as having no
sweetening ingredients or ingredients conveying sweetness.

Review and changes in the use of sweetening ingredients or ingredients conveying sweetness in processed products - OQALI - 2024 Edition 23



3.2 Frequency of presence of at least one sweetening ingredient
or ingredient conveying sweetness

3.2.1 All products combined

Among the 39,101 products studied, all products combined (31 categories currently
monitored by OQALI), 77% (n=30,034) mentioned at least one sweetening ingredient or
ingredient conveying sweetness (as considered by OQALI) in their ingredient list (Figure
1), and 23% (n=9,067) did not therefore mention any.

Breakdown of products with and without sweetening ingredients or ingredients conveying
sweetness, all products combined (among the 31 product categories currently monitored by OQALI)

With no sweetening
ingredient or ingredient
conveying sweetness
23%
(n=9067)

With a sweetening ingredient
or ingredient conveying
sweetness

77%
(n=30034)

Study of sweetening ingredients or ingredients conveying sweetness - 0QALI - 2024 Edition
Figure 1: Breakdown of products with and without sweetening ingredients or ingredients conveying
sweetness, all products combined (among the 31 food categories currently considered by OQALI)

Studies have also looked at the presence of sweetening ingredients in several other countries.
However, their definition of ingredients regarded as sweeteners is more restrictive than that
used in the OQALI study. In order to be able to compare their results with those of this study,
the proportion of products containing at least one sweetening ingredient or ingredient
conveying sweetness was recalculated, counting as sweeteners only those ingredients
systematically considered in these other studiess. Under these conditions, therefore, 69% of
processed food products available on the French market contained at least one sweetening
ingredient (n=26,942). By way of comparison, a Canadian study (Acton et al. 2017) examined
the presence of added sugars in 40,829 products on the Canadian market in March 2015. Among
the products considered, 66% contained at least one added sugar. Another publication (Probst
et al. 2017) studied the addition of sugars and intense sweeteners to products on the Australian
market, collected in 2012 (5,744 products with an ingredient list): they were found in 68.5%
(n=3,935) of the products monitored. A third study (Dunford et al. 2018) looked at the presence
of ingredients regarded as added sugars for four different countries: Australia, Mexico, New
Zealand and the United States (out of a total of 332,402 products between 2015 and 2017). The
proportion of products containing at least one added sweetening ingredient varied from 46% in
Mexico to 61% in New Zealand. The result observed by OQALI is consistent with these studies,
although slightly higher. This can be explained by the scope of the products considered: the

6 The five classes considered were Sucrose, Syrups, Other sugars, Lactose and Honey.
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OQALI study was more restricted, taking only processed food products into account, whereas
the other studies were based on packaged foods, which can include
fruit/vegetables/nuts/pulses, unflavoured milks and bread, for example. By definition, these
products contain no added sugars, thereby limiting the total percentage of products containing
at least one sweetening ingredient.

3.2.2 By product category

In 27 of the 31 product categories studied, more than 50% of products contained at least
one sweetening ingredient or ingredient conveying sweetness (Figure 2). As expected, the
categories with the highest proportions of products containing at least one sweetening
ingredient or ingredient conveying sweetness corresponded to those that tended to have a
sweet connotation. Indeed, the categories containing at least 95% were: Ice creams and
sorbets (100%), Jams (100%), Canned fruits (100%), Cereal bars (100%), Confectionery
(99.9%), Cakes and biscuits (99.9%), Frozen pastries and desserts (99.5%), Chocolate products
(99%), Syrups (99%) and Fruit juices and nectars (95%). However, 10 of the 27 categories
had a more savoury connotation: Cold sauces (94%), Frozen snacking products (87% of
products), Delicatessen meats (84%), Hot sauces (81%), Fresh delicatessen products
(77%), Ready-to-eat fresh meals (71%), Soups and broths (59%), Ready-to-eat frozen meals
(59%), Ready-to-eat canned meals (54%) and Crackers (53%).

Breakdown of products with and without sweetening ingredients or ingredients conveying sweetness,
by product category (among the 31 product categories currently monitored by OQALI)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Ice-creams and sorbets (n=1953)
Jams (n=781)
Canned fruits (n=245)
Cereal bars (n=181)
Confectionery (n=1255) | NN L 0, 1%
Cakes and biscuits (n=3120) 0,1%
Frozen pastries and desserts (n=608) 0,5%
Chocolate products (n=1013) 1%
Syrups (n=61) | 1%
Fruit juices and nectars (n=1637) 5%
Cold sauces (n=623) 6%
Soft drinks (n=2343) 9%
Breakfast cereals (n=659) 9%
Frozen snacking products (n=1147) 13%
Dessert mixes (n=329) 13%
Infant milks (n=129) 13%
Fresh dairy products and desserts (n=3115) 16%
Delicatessen meats (n=1722) 16%
Hot sauces (n=609) 19%
Fresh delicatessen products (n=2293) 23%
Bread products (n=1740) 24%
Ready-to-eat fresh meals (n=1416) 29%
Fruit purées, compotes and desserts (n=972) 30%
Soups and broths (n=788) 41%
Ready-to-eat frozen meals (n=2108) 41%
Ready-to-eat canned meals (n=2672) 46%
Crackers (n=1082) 47%
Processed potato products (n=791) 51%
Baby food (n=976) 59%
Margarines (n=109) 87%
Cheeses (n=2004) 95%

B Share of products with at least one sweetening ingredient or ingredient conveying sweetness ' Share of products with no sweetening ingredient or ingredient conveying sweetness
The numbers in brackets at product category level represent the total number of products
with an ingredient list for the category considered Study of sweetening ingredients or ingredients conveying sweetness - 0QALI - 2024 Edition

Figure 2: Breakdown of products with and without sweetening ingredients or ingredients conveying
sweetness, by food category (among the 31 categories currently considered by OQALI; sorted in descending
order of the proportion of products with sweetening ingredients or ingredients conveying sweetness)
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The Margarines and Cheeses categories had the lowest proportions of products with at least one
sweetening ingredient or ingredient conveying sweetness (with 13% and 5% of their products,
respectively).

Note that for certain categories with a sweet connotation, a few products stood out due to the
absence of any sweetening ingredients or ingredients conveying sweetness. These special cases
are explained below:

- Confectionery: only one product had no sweetening ingredients or ingredients
conveying sweetness. It concerned propolis-based gummies that claimed to have no
added sugars;

- Cakes and biscuits: three products had no sweetening ingredients or ingredients
conveying sweetness. They were fruit or carrot biscuits claiming to have "no added
sugars”;

- Chocolate products: among other things, this category includes products such as
unsweetened cocoa powder, which explains why a small share of its offering had no
sweetening ingredients or ingredients conveying sweetness;

- Syrups: six products corresponding to aniseed-flavoured beverages and flavoured
liquorice concentrates for dilution did not contain any sweetening ingredients or
ingredients conveying sweetness;

- Fruit juices and nectars: 5% of products (n=80) in this category had no sweetening
ingredients or ingredients conveying sweetness. Most of these were vegetable juices
(mainly tomato, carrot or beetroot juices; vegetable juices were not regarded as
sweetening ingredients or ingredients conveying sweetness in this study, unlike fruit
juices and their derivatives, see Table 1). Fruit juices and nectars were also
concerned: this can be explained either, in the vast majority of cases, by the fact that
the ingredient list only mentions the fruit or fruits (with or without added water),
without saying whether the fruit is in the form of juice, extract, concentrate, etc.; or
because the ingredient list only indicates fruit in purée form. According to the
classification drawn up, a fruit is only considered as a sweetening ingredient or
ingredient conveying sweetness when a part extracted from the fruit is used. A
whole fruit is not conventionally regarded as a sweetening ingredient or ingredient
conveying sweetness. This clearly illustrates how the results of this study are
dependent on the way in which the ingredient lists are labelled.

As with the previous part and in order to be able to compare our data with other studies, the
proportion of products containing at least one sweetening ingredient or ingredient conveying
sweetness per product category was recalculated, counting as sweeteners only those
ingredients systematically considered in these other studies’. The corresponding results are
shown in Annex 2. These results are consistent with those observed for other countries, even if
there were differences in the collection years and scope for a given product category, which
explain some of the discrepancies observed (as a reminder, the scope of OQALI covered
processed food products, whereas the other studies took all packaged foods into account,
including products not monitored by OQALI). For example, the ice cream category contained the
highest proportion of products with at least one added sugar for the four countries studied by

7The five classes considered were Sucrose, Syrups, Other sugars, Lactose and Honey.
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Dunford et al. (Dunford et al. 2018) (97.7% for Australia, 93.5% for New Zealand, 86.0% for the
United States and 81.7% for Mexico). In the OQALI Ice creams and sorbets category, almost all
products contained at least one sweetening ingredient (99.9%). In addition, the Canadian study
(Acton et al. 2017) showed a high frequency of presence in the cereals and beverages categories,
with 85.7% and 78.7%, respectively, of products containing at least one added sugar. This
confirmed the results observed for similar OQALI categories, with a high proportion of products
containing at least one sweetening ingredient: Cereal bars (100%), Breakfast cereals (89%),
Syrups (86%) and Soft drinks (75%). Similarly, sweetening ingredients were found in 98.1% of
Australian confectionery products (Probst et al. 2017) and 81% of products in the OQALI
category (the difference can be explained by the inclusion of sweeteners in the Australian
study), and in 81.9% of Australian sauces and condiments, compared with 91% and 79%,
respectively, for the OQALI Cold sauces and Hot sauces categories (note that condiments are
excluded from the Cold sauces category, which partly explains the higher figure for OQALI). In
the OQALI Bread products category, 74% of products had at least one sweetening ingredient or
ingredient conveying sweetness, while in the bread and bakery products category of the
Australian study the figure was 79.7%. The study covering Australia, Mexico, New Zealand and
the United States (Dunford et al. 2018) also showed that this proportion could differ according
to category and country. Thus, the figures ranged from 30% for the Mexican beverages category
to 59% for its New Zealand equivalent.

3.2.3 By type of brand

In all five types of brands studied, more than 75% of products had at least one
sweetening ingredient or ingredient conveying sweetness (Figure 3).

Breakdown of products with and without sweetening ingredients or ingredients conveying sweetness, by type of brand
(among the 31 product categories currently monitored by 0QALI)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

National brands (n=13634) 76% 24%
Retailer brands (n=16642) 77% 23%
Entry-level retailer brands (n=1248) 77% 23%

Hard discount (n=4876) 79% 21%

Specialised retailer brands® (n=2202) 81% 19%

B Share of products with at least one sweetening ingredient or ingredient conveying sweetness
Share of products with no sweetening ingredient or ingredient conveying sweetness
* As specialised retailer brands were present in only seven categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato
products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 3: Breakdown of products with and without sweetening ingredients or ingredients conveying
sweetness, by type of brand (among the 31 food categories currently considered by OQALI)

The variations observed between types of brands are partly due to differences between
their respective product offerings: several food categories with a large share of products
containing sweetening ingredients or ingredients conveying sweetness were more heavily
represented in certain types of brands. The results for specialised retailer brands can be
explained by the fact that this type of brand has an offering concentrated in seven of the 31
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categories studied, and in particular those with among the highest proportions of products
containing at least one sweetening ingredient or ingredient conveying sweetness: Ice creams
and sorbets, Frozen pastries and desserts and, to a lesser extent, Frozen snacking products and
Ready-to-eat frozen meals. Hard discount includes a large proportion of Cereal bars, Cakes and
biscuits, Chocolate products and Canned fruits. Conversely, national brands have a higher share
of products in categories with a lower proportion of products with sweetening ingredients or
ingredients conveying sweetness, such as Margarines, Baby food and, to a lesser extent, Soups
and broths. This may partly explain the slightly lower proportion of products containing at least
one sweetening ingredient or ingredient conveying sweetness observed in this type of brand.

A table detailing the numbers and proportions of products by category and type of brand is
available in Annex 3.
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3.3 Frequency of presence of classes of sweetening ingredients
or ingredients conveying sweetness

This section details the study of the frequency of presence of sweetening ingredients or
ingredients conveying sweetness, by class, based on the most recent data available for the 31
product categories currently monitored by OQALI. As a reminder, because the same product
may contain several different classes of sweetening ingredients or ingredients conveying
sweetness, it is not possible to add the proportions together.

3.3.1 All products combined

The most heavily represented class was Sucrose, contained in 58% of the products
considered (n=22,710; Figure 4). As a reminder, this class groups together ingredients
containing sucrose or mentioning "sugar".

Proportion of products by class of sweetening ingredients or ingredients conveying sweetness considered, all products combined
(among the 31 product categories currently monitored by the OQALI)

Total number of products with an ingredient list: n=39 101
Sucrose (n=22710)
Syrups (n=9396)
Fruit juices and concentrates (n=7834)
Other sugars (n=6407)
Lactose (n=4488)
Caramel (n=2022)
Other ingredients conveying sugars (n=1216)
Bulk sweeteners (n=1176)
Intense sweeteners (n=926)

Honey (n=739) K44

Flavourings whose flavour is evocative of a sweetening
ingredient or ingredient conveying sweetness (n=89)

0% 10% 20% 30% 40% 50% 60% 70%

The numbers in brackets at the level of the class of sweetening ingredients or ingredients
conveying sweetness represent the number of products containing atleast the class considered Study of sweetening ingredients or ingredients conveying sweetness - 0QALI - 2024 Edition

Figure 4: Proportion of products containing at least the class of sweetening ingredients or ingredients
conveying sweetness considered, all products combined (among the 31 food categories currently considered
by OQALI i.e. 39,101 products studied; sorted in descending order of the proportion of products)

The four other classes of sweetening ingredients or ingredients conveying sweetness for
which a frequency of presence greater than 10% was observed were Syrups (n=9,396;
24%), Fruit juices and concentrates (n=7,834; 20%), Other sugars (n=6,407; 16%) and
Lactose (n=4,488; 11%).

The six remaining classes of sweetening ingredients or ingredients conveying sweetness were
found in 5% or less of products. In particular, Flavourings whose flavour is evocative of a
sweetening ingredient or ingredient conveying sweetness had a very low frequency of presence
(n=89; 0.2%). As its name suggests, this class groups together flavourings whose flavour is
evocative of a sweetening ingredient or ingredient conveying sweetness. However, a flavouring
does not necessarily have to be accompanied by information about the flavour it imparts
(European Parliament and Council 2008a). This means that only products mentioning a flavour
corresponding to a sweetening ingredient or ingredient conveying sweetness were counted in
this study. It is therefore likely that the result for this class is underestimated (relatively few
products mention the flavour of the flavouring(s) used in the ingredient list).
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By way of comparison, two studies (Acton et al. 2017, Probst et al. 2017) found that the term
"sugar” was most commonly found in the ingredient lists considered (n=21,869 or 53.6% in
Canada (Acton et al. 2017) and n=21,869 or 60.6% in Australia (Probst et al. 2017)). In addition,
the Australian study indicated that after sugar, syrups were the most commonly used
sweetening ingredients (18.7% of products), followed by glucose and dextrose (13.1%; these
two were grouped together in the "Other sugars” class for the OQALI study). It should be noted
that the scope of the products studied was not the same for each of these studies and that their
classification of sweetening ingredients or ingredients conveying sweetness was somewhat
different from that used by OQALI (based on isolated ingredients and not grouped into classes).
Despite differences in the definition of the ingredients and categories studied, the Lactose class
appeared to be found more frequently in the ingredient lists of OQALI products than in those of
the products in the Canadian study (Acton et al 2017) (16% and 2.2%, respectively, all
categories combined). In the European Union, it is mandatory to declare ingredients that cause
allergies (e.g. milk) or intolerances (e.g. lactose) (European Parliament and Council 2011). For
Canada, a food allergen is any protein, modified or not (including any protein fraction) derived
from almonds, Brazil nuts, cashews, hazelnuts, macadamia nuts, pecans, pine nuts, pistachios or
walnuts, peanuts, sesame seeds, wheat or triticale, eggs, milk, soybeans, crustaceans, molluscs,
fish or mustard seeds (Ministre de la Justice 2023). As lactose is not regarded as an allergen, it is
not mandatory to declare its presence in an ingredient (such as a "flavouring (contains
lactose)"). The frequency of presence of lactose noted by the Canadian study therefore
corresponds solely to the addition of the ingredient lactose, unlike the results observed for
France, where it was not possible to distinguish lactose mentioned for its allergenic nature from
lactose added as a constituent ingredient of the product, in the ingredient lists. Caramel was
found in 6% of the ingredient lists studied by OQALI and 0.7% of the Canadian lists. Conversely,
it appears that honey was more frequently identified in Canadian products than the Honey class
was in the products studied by OQALI (3.9% and 2%, respectively, for all categories combined).
Moreover, regarding intense sweeteners, the study by Dunford et al. (Dunford et al. 2018)
compared the presence of this type of ingredient in 332,402 products collected from four
countries (Australia, Mexico, New Zealand and the United States). Among these products, 5%
contained at least one intense sweetener, with disparities between countries: 0.9% of products
in Australia compared with 11% in Mexico. According to the OQALI study, France, with 2% of
processed food products containing at least one intense sweetener, falls between New Zealand
(1.4%) and the United States (4.4%). Note also that the products in the other four countries
were collected between 2015 and 2017, whereas the collection period for the OQALI study was
longer and depended on the category (Table 2). In addition, a Spanish study (Beltra et al. 2022)
indicated that 9.3% of the products collected from the Spanish market between 2017 and 2022
(a total of 4,218 products) used at least one sweetener (either bulk sweeteners such as polyols
or intense sweeteners). This proportion was higher compared with the OQALI data, for which
3% of products contained at least one bulk sweetener and 2% at least one intense sweetener.
This seems to be explained by the fact that the Spanish study did not exhaustively cover fresh
foods, with the exception of fish and seafood products, and that retailer brand products were
not collected (Ropero, Blain, and Beltra 2020).

3.3.2 By product category and by type of brand

This section details the frequency of presence for each of the 11 classes of sweetening
ingredients or ingredients conveying sweetness, by product category and by type of brand.
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3.3.2.1 Sucrose class

By product category

The Sucrose class, which had the highest frequency of presence in all products combined,
was found in 30 of the 31 categories currently monitored by OQALI, with frequency values
ranging from 1% (n=21) for the Cheeses category to 100% (n=181) for the Cereal bars category
(Figure 5).

Proportion of products with at least one ingredient in the Sucrose class, by product category
(31 product categories currently monitored by OQALI)

Number of products containing this class: n=22 710

Cereal bars (n=181)

Frozen pastries and desserts (n=602)
Ice-creams and sorbets (n=1929)
Chocolate products (n=988)

Cakes and biscuits (n=3030)

Jams (n=720)

100%

99%

97%
92%

Breakfast cereals (n=569) 86%
Dessert mixes (n=274) 83%
Canned fruits (n=203)
Fresh dairy products and desserts (n=2474) 79%
Syrups (n=540)
Confectionery (n=989) 79%
Cold sauces (n=441) 71%
Hot sauces (n=428) 70%
Soft drinks (n=1619)
Bread products (n=1179) 68%
Fruit purées, compotes and desserts (n=570) 59%
Frozen snacking products (n=643) 56%
Fresh delicatessen products (n=1203)
Soups and broths (n=354) 45%
Ready-to-eat canned meals (n=1049)
Ready-to-eat fresh meals (n=545) 38%
Crackers (n=390)
Delicatessen meats (n=514) RIZ
Ready-to-eat frozen meals (n=584) 28%
Baby food (n=245)
Fruit juices and nectars (n=308) 19%
Processed potato products (n=107)
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Figure 5: Proportion of products with at least one ingredient in the Sucrose class, by food category (31

categories currently monitored by OQALI; sorted in descending order of the proportion of products
containing the Sucrose class)

In the majority of product categories (19 out of the 31 studied), more than half of the
product offerings contained at least one ingredient in the Sucrose class. Most of these
categories had a sweet connotation, such as Frozen pastries and desserts (99% of products
containing at least one ingredient from the Sucrose class; n=602), Ice creams and sorbets (99%;
n=1,929), Chocolate products (98%; n=988), Cakes and biscuits (97%; n=3,030) and Jams (92%;
n=720) (Figure 5). However, in four categories with a more savoury connotation, more
than half of the products also had at least one ingredient from this class:

- Cold sauces (71%; n=441), mainly tomato-based sauces, mayonnaises and low-fat
vinaigrettes;

- Hot sauces (70%; n=428): mostly in tomato-based sauces;

- Frozen snacking products (56%; n=643), where sucrose ingredients were found in pizza
dough and/or toppings, in product sauces and in bread;
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- Fresh delicatessen products (52%; n=1,203), mainly in sauces used to dress salads,
surimi (crab sticks) and bread, as well as sauces used in sandwiches and pizza or crepe
dough (note that this last category also includes desserts).

Other categories with a savoury connotation also had a significant proportion of products
containing at least one ingredient in the Sucrose class, such as:

- Soups and broths (45%);

- Ready-to-eat canned meals (39%, particularly in sauces and seasonings, as well as in
cured meats and sausages);

- Ready-to-eat fresh meals (38%, also found in sauces, marinated meats and stuffings);

- Crackers (36%, partly found in seasonings/flavouring bases for products and in dried or
candied fruit);

- Delicatessen meats (30%, particularly in sausages, dry sausages and hams);

- Ready-to-eat frozen meals (28%, particularly in vegetable/fish/poultry stocks,
seasoning, sauces or marinades and breadcrumbs);

- Processed potato products (14%, particularly in flavoured crisps).

The presence of the Sucrose class in a few products in the Cheeses category (1%; n=21) can be
explained by the presence of breadsticks accompanying processed cheese or a processed cheese
speciality, products such as flavoured processed cheese, or aperitif cheese bites with fillings or
inclusions (such as sweetened dried fruit).

Lastly, only the Margarines category had no products with an ingredient from this class.

By way of comparison, the Australian study (Probst et al.2017) showed that the term "sugar”
was the most commonly found in 14 of the 21 categories studied, including confectionery
(n=730; 87.5%) and bread and bakery products (n=870; 74.0%). The proportions observed in
the OQALI data were slightly lower: 79% for the Confectionery category (n=989) and 68% for
the Bread products category (n=1179).

By type of brand

The Sucrose class was found in more than half of the products in each of the five types of
brands studied, with relatively similar frequency values ranging from 55% (n=682) for entry-
level retailer brands to 62% (n=1,356) for specialised retailer brands (Figure 6).
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Proportion of products with at least one ingredient in the Sucrose class, by type of brand
(among the 31 product categories currently monitored by 0QALI)

Number of products containing this class: n=22 710

Entry-level retailer brands (n=682)
Specialised retailer brands* (n=1356)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

The numbers in brackets at type of brand level represent the number of products containing at least the class of sweetening ingredients or ingredients conveying sweetness studied, for the type of
brand considered

! As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 6: Proportion of products with at least one ingredient in the Sucrose class, by type of brand (among
the 31 food categories currently monitored by OQALI).

As a reminder, specialised retailer brands focus on frozen foods, including the Ice creams and
sorbets and Frozen pastries and desserts categories: 99% of the products in these categories
contained at least one ingredient from this class (Figure 5). They therefore contributed to the
high proportion of products with at least one ingredient from the Sucrose class found in this
type of brand.

3.3.2.2  Syrups class

By product category

The Syrups class was found in 30 of the 31 product categories currently monitored by
OQALI, with frequency values ranging from 0.1% (n=3) for the Cheeses category to 99%
(n=179) for the Cereal bars category (Figure 7).
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Proportion of products with at least one ingredient in the Syrups class, by product category
(31 product categories currently monitored by 0QALI)

Number of products containing this class: n=9 396

Cereal bars (n=179) 99%
Ice-creams and sorbets (n=1850) 95%
Confectionery (n=951) 76%
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Frozen snacking products (n=256)

Fresh delicatessen products (n=478) AL
Crackers (n=218) 20%
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Figure 7: Proportion of products with at least one ingredient in the Syrups class, by food category (31
categories currently monitored by OQALI; sorted in descending order of the proportion of products
containing the Syrups class).

Besides Cereal bars, Syrups were present in the majority of ingredient lists in categories
with a sweet connotation, such as Ice creams and sorbets (n=1,850; 95%), Confectionery
(76%; n=951), Cakes and biscuits (55%; n=1,703) and Frozen pastries and desserts (54%;
n=331) (Figure 7).

Note that frequency of presence values of at least 20% were found in a few categories
with a savoury connotation:

- Cold sauces (23%; n=145), mainly in emulsified sauces such as burger sauce, ketchups
and non-emulsified sauces such as barbecue sauce;

- Frozen snacking products (22%; n=256), mainly due to the presence of ham, bechamel
sauce or cured meat used in products in this category;

- Fresh delicatessen products (21%; n=478), mainly products with ham, lardons or bacon,
cured meats and products using sauces such as ketchup or mayonnaise;

- Crackers (20%, n=218), mainly in products such as salted cocktail crackers, tuile
biscuits, salted crepes dentelles and puffs.

In other categories with a savoury connotation, between 10% and 20% of products contained
an ingredient from this class: Delicatessen meats (18%, mainly in hams, and cooked and dry
sausages), Soups and broths (16%), Ready-to-eat fresh meals (16%, mainly in products using
delicatessen meat products such as ham, chorizo, bacon, merguez, cooked sausages and
marinated or cured meat), Hot sauces (12%, mainly in meat/vegetable stocks).
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By type of brand

The Syrups class was found in every type of brand, with frequencies ranging from 22% for
national brands (n=3,044) and retailer brands (n=3,677) to 43% for specialised retailer brands
(n=950) (Figure 8). These differences can be at least partly explained by the respective
offerings of the different types of brands.

Proportion of products with at least one ingredient in the Syrups class, by type of brand
(among the 31 product categories currently monitored by 0QALI)

Number of products containing this class: n=9 396

National brands (n=3044)
Retailer brands (n=3677)
Entry-level retailer brands (n=354)
Hard discount (n=1278)
Specialised retailer brands* (n=950)
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The numbers in brackets at type of brand level represent the number of products containing at least the class of sweetening ingredients or ingredients conveying sweetness studied, for the type of
brand considered

! As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 8: Proportion of products with at least one ingredient in the Syrups class, by type of brand (among the
31 food categories currently monitored by OQALI).

For example, the two "budget price" types of brands (entry-level retailer brands and hard
discount products) offer a wide range of products in the Cakes and biscuits and Ice creams and
sorbets categories. These two product categories respectively accounted for 55% and 95% of
products with an ingredient from the Syrups class, which partly explains the higher proportion
than that observed for national brands and retailer brands. Furthermore, depending on the
product category, it appears that the "budget price" types of brands use ingredients from the
Syrups class slightly more often in their products. Thus, in the Ice creams and sorbets category,
all entry-level retailer brands and almost all hard discount products (98%) used this class of
sweetening ingredients or ingredients conveying sweetness, while the proportion was 96% for
retailer brands, 94% for national brands and 93% for specialised retailer brands.

As a reminder, specialised retailer brands focus on frozen foods, including the Ice creams and
sorbets and Frozen pastries and desserts categories: they therefore made a major contribution
to the proportion of products with at least one ingredient from the Syrups class in this type of
brand.

3.3.2.3 Fruitjuices and concentrates class

By product category
The Fruit juices and concentrates class was found in 30 of the 31 product categories
currently monitored by OQALI, with frequency values ranging from 0.1% (n=1) in the

Delicatessen meats category to 90% (n=1,478) in the Fruit juices and nectars category (Figure
9).
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Proportion of products with at least one ingredient in the Fruit juices and concentrates class, by product category
(31 product categories currently monitored by OQALI)

Number of products containing this class: n=7 834
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Figure 9: Proportion of products with at least one ingredient in the Fruit juices and concentrates class, by
food category (31 categories currently monitored by OQALI; sorted in descending order of the proportion of
products containing the Fruit juices and concentrates class).

In five of these categories, more than 30% of products contained at least one ingredient
from this class. They tended to have a sweet connotation and were largely (if not entirely)
made from fruit juice and/or concentrates. Besides Fruit juices and nectars, a high proportion of
products containing this class was observed in the Syrups (76%; n=516), Soft drinks (54%;
n=1,262) and Jams (38%, n=293) categories (Figure 9). Note that not all the products in the
Fruit juices and nectars category were presented as containing at least one ingredient from this
class, as some ingredient lists only indicated the fruit without mentioning the state, or specified
that they contained fruit purées. These are not regarded as sweetening ingredients or
ingredients conveying sweetness. The fifth category, Cold sauces, had a more savoury
connotation and 42% of its products (n=259) contained at least one ingredient from the Fruit
juices and concentrates class (Figure 9), mainly lemon juice (in concentrated form or not, or
from concentrate).

In seven other categories with a savoury connotation, 10% or more of the products contained at
least one ingredient from the Fruit juices and concentrates class. These categories were Fresh
delicatessen products (22%; n=495), Ready-to-eat frozen meals (15%; n=311), Ready-to-eat
canned meals (15%; n=389), Frozen snacking products (14%; n=166), Hot sauces (12%; n=75),
Ready-to-eat fresh meals (11%; n=152) and Margarines (10%; n=11) (Figure 9). As with Cold
sauces, this was due to the fact that these categories used lemon juice (in concentrated form or
not, or from concentrate).
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By type of brand

Fruit juices and concentrates were found in every type of brand, with frequency values
ranging from 15% for entry-level retailer brands (n=190) and hard discount products (n=755)
to 24% for specialised retailer brands (n=529) (Figure 10).

Proportion of products with at least one ingredient in the Fruit juices and concentrates class, by type of brand
(among the 31 product categories currently monitored by 0QALI)

Number of products containing this class: n=7 834

National brands (n=3087) 23%
Retailer brands (n=3175) 19%
Entry-level retailer brands (n=190) 15%
Hard discount (n=755) 15%

Specialised retailer brands® (n=529) 24%
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The numbers in brackets at type of brand level represent the number of products containing at least the class of sweetening ingredients or ingredients conveying sweetness studied, for the type of
brand considered

! As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 10: Proportion of products with at least one ingredient in the Fruit juices and concentrates class, by
type of brand (among the 31 food categories currently monitored by OQALI).

These differences can be partly explained by the respective offerings of the different
types of brands, with national brands and retailer brands offering many products in the Fruit
juices and nectars and Soft drinks categories (with 90% and 54%, respectively, of products
containing at least one ingredient from the Fruit juices and concentrates class; Figure 9)
compared with products from the hard discount and entry-level retailer brands in particular.

3.3.2.4 Other sugars8 class

By product category

The Other sugars class was found in 28 of the 31 product categories currently monitored
by OQALI, with frequency values ranging from 0.1% (n=1) for the Fruit juices and nectars
category to 65% for the Cereal bars (n=118) and Delicatessen meats (n=1,112) categories
(Figure 11).

8 As a reminder, the "Other sugars" class groups together all mono- and disaccharides, alone or in
combination (excluding sucrose, mention of "sugar” and lactose)
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Proportion of products with at least one ingredient in the Other sugars® class, by product category
(31 product categories currently monitored by OQALI)

Number of products containing this class: n=6 407

Cereal bars (n=118)
Delicatessen meats (n=1112)
Frozen snacking products (n=571) 50%
Fresh delicatessen products (n=914)
Ready-to-eat fresh meals (n=516) 36%
Processed potato products (n=276)
Ready-to-eat frozen meals (n=523)
Ice-creams and sorbets (n=468)
Confectionery (n=217)
Frozen pastries and desserts (n=97)
Cakes and biscuits (n=466)
Crackers (n=154)
Chocolate products (n=111)
Cold sauces (n=65)
Bread products (n=154)
Ready-to-eat canned meals (n=233)
Fresh dairy products and desserts (n=174)
Breakfast cereals (n=36)
Dessert mixes (n=17)
Hot sauces (n=27)
Soft drinks (n=91)
Soups and broths (n=26) Wl 3%
Jams (n=20) M 3%
Baby food (n=10) M19%
Infant milks (n=1) 11%
Cheeses (n=7) 10,3%
Syrups (n=2) 10,3%
Fruit juices and nectars (n=1) 0,1%
Fruit purées, compotes and desserts (n=0) = 0%
Canned fruits (n=0) = 0%
Margarines (n=0) 0%
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Figure 11: Proportion of products with at least one ingredient in the Other sugars class, by food category (31
categories currently monitored by OQALI; sorted in descending order of the proportion of products
containing the Other sugars class).

In eight of these categories, more than 20% of products contained at least one ingredient
from this class. With the exception of the Cereal bars and Ice creams and sorbets
categories (24%; n=468), the other six categories had a more savoury connotation:
Delicatessen meats (65%; n=1,112), Frozen snacking products (50%; n=571), Fresh
delicatessen products (40%; n=914), Ready-to-eat fresh meals (36%; n=516), Processed potato
products (35%; n=276) and Ready-to-eat frozen meals (25%; n= 523) (Figure 11). For these six
categories, this can be explained by the use of dextrose. It has multiple roles in Delicatessen
meat products. It is mainly used for preservation, as it can bind to water molecules, preventing
them from being used by micro-organisms to grow. In cured products, dextrose facilitates the
diffusion of salt and enables certain micro-organisms to react with nitrites and myoglobin to
give the products a pink/red colour (particularly in dried meats and ham). Note also that in
addition to sucrose, the sweet taste of dextrose can be used to counterbalance the bitterness of
liver mousses and patés (Solignat 2004). Lastly, it also plays a part in the Maillard reaction,
which produces a brown colour and grilled/braised flavours, for example in braised cooked
hams or products such as paté in pastry (in which the reaction takes place in the dextrose
contained in the pastry) (Solignat 2004). In the Frozen snacking products, Fresh delicatessen
products, Ready-to-eat fresh meals and Ready-to-eat frozen meals categories, dextrose is found
in products using delicatessen meats (cordon bleu with cured turkey fillet, couscous with
merguez, ham pancakes/crepes, croque monsieur, tartiflette with lardons, paella with chorizo,
etc.). In Processed potato products, dextrose is mainly used in pre-fried products (probably to
give the product a golden colour when cooked at home) and, to a lesser extent, in
seasonings/flavouring bases for crisps.
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Lastly, in a few categories, between 5% and 15% of products had at least one ingredient from
this class: Crackers (14%; n=154), Cold sauces (10%; n=65) and Ready-to-eat canned meals
(9%; n=233). As with the previous categories, dextrose was the main ingredient found. In the
Crackers category, as with Processed potato products, it is used in seasonings/flavouring bases
for products. In the Cold sauces category, it is mainly found in emulsified sauces, particularly
tomato-based and/or red wine-based. Lastly, as with the other categories of ready meals,
dextrose is found in delicatessen meat or cured meat products in the Ready-to-eat canned meals
category.

By type of brand

The Other sugars class was found in every type of brand, with frequencies varying
according to the type of brand: from 13% for national brands (n=1,708) to 31% for
specialised retailer brands (n=684) (Figure 12). These differences can be explained by the
respective offerings of the different types of brands.

Proportion of products with at least one ingredient in the Other sugars? class, by type of brand
(among the 31 product categories currently monitored by OQALI)

Number of products containing this class: n=6 407

National brands (n=1708) 13%
Retailer brands (n=2790) 17%
Entry-level retailer brands (n=265) 21%

Hard discount (n=947) 19%

Specialised retailer brands® (n=684) 31%
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The numbers in brackets at type of brand level represent the number of products containing at least the class of sweetening ingredients or ingredients conveying sweetness studied, for the type of
brand considered
! As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
2 As areminder, the Other sugars class contains all mono- and disaccharides, alone or in combination (excluding sucrose, mention of "sugar" and lactose)
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Figure 12: Proportion of products with at least one ingredient in the Other sugars class, by type of brand
(among the 31 food categories currently monitored by OQALI).

Note that the two "budget price" types of brands offer a wider range of products in the
Delicatessen meats and Fresh delicatessen products categories than the national brands and
retailer brands. In these two categories, 65% and 40% of products, respectively, had an
ingredient from the Other sugars class, which partly explains the difference in proportion
between these types of brands. To a lesser extent, the Processed potato products category also
contributed to the high proportion of products containing the Other Sugars class observed for
entry-level retailer brands, while the Ready-to-eat frozen meals, Ready-to-eat fresh meals and
Frozen snacking products categories also contributed to the proportion observed for hard
discount products.

As a reminder, and as with the previous classes, specialised retailer brands focus on frozen
foods. Thus, the Ice creams and sorbets, Frozen snacking products and Ready-to-eat frozen
meals categories, whose proportions of products with at least one ingredient from the Other
sugars class were among the highest (24%, 50% and 25%, respectively; Figure 11), contributed
to the proportion of products containing this class for specialised retailer brands.
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3.3.2.5 Lactose class

As a reminder, because lactose is an allergen, it must be declared in the ingredient list. The
lactose counted in this study may therefore be present in the ingredient list due to its allergenic
nature, even though it is not an ingredient as such (e.g. a flavour carrier).

By product category

The Lactose class was found in 26 of the 31 product categories currently monitored by
OQALI, with frequency values ranging from 0.1% (n=1) for the Fruit purées, compotes and
desserts category to 83% for the Infant milks category (n=107) (Figure 13).

Proportion of products with at least one ingredient in the Lactose class, by product category
(31 product categories currently monitored by OQALI)

Number of products containing this class: n=4 488

Infant milks (n=107) 83%

Ice-creams and sorbets (n=1190) 61%
Delicatessen meats (n=516)
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Fresh dairy products and desserts (n=512) %
Ready-to-eat fresh meals (n=164)
Frozen pastries and desserts (n=70) 1
Fresh delicatessen products (n=260)
Ready-to-eat frozen meals (n=177)
Baby food (n=80)
Crackers (n=88)
Soups and broths (n=61) 8
Cereal bars (n=10)
Dessert mixes (n=18)
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Figure 13: Proportion of products with at least one ingredient in the Lactose class, by food category (31
categories currently monitored by OQALI; sorted in descending order of the proportion of products
containing the Lactose class).

There was a high proportion of products containing at least one ingredient from the
Lactose class among the Infant milks and the Ice creams and sorbets (61%; n=1190). In the
Infant milks category, this ingredient is used to approximate the composition of breast milk. In
the Ice creams and sorbets category, lactose is found mainly in ice cream-based products.

The other categories had a lower proportion of products, with 30% or less containing an
ingredient from this class (Figure 13). In particular, eight categories had a frequency of
presence of between 10% and 30%, four of which had a more savoury connotation. These were
the Delicatessen meats (30%; n=516), Frozen snacking products (19%; n=217), Ready-to-eat
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fresh meals (12%; n=164) and Fresh delicatessen products (11%; n=260) categories. As with
dextrose, the ingredients from this class were found in delicatessen meat products. These
ingredients are mainly used in dry and cooked sausages, chorizo and rosette. These products
contain ferments that break down lactose to produce lactic acid, acidifying the environment and
adding flavour and texture. In the Frozen snacking products and Fresh delicatessen products
categories, lactose is also present in products containing bechamel sauce or white sauce, one of
whose basic ingredients is milk. In certain products, the sauce preparation stated in the
ingredient list contained lactose, which may be accompanied by whey and/or skimmed milk.

Note that in the Crackers and Processed potato products categories, 8% (n=88) and 5% (n=36)
of products, respectively, had at least one ingredient from this class. Lactose is mainly found in
seasonings and flavouring bases as a sub-ingredient or as a declared allergen (it may be used as
a flavour carrier). Some cream-based mashed potatoes may also contain added lactose.

By type of brand

The Lactose class was found in every type of brand, with frequencies varying according to
the type of brand: from 8% for national brands (n=1,099) to 22% for specialised retailer
brands (n=478) (Figure 14). These differences can be explained by the respective offerings
of the different types of brands.

Proportion of products with at least one ingredient in the Lactose class, by type of brand
(among the 31 product categories currently monitored by OQALI)

Number of products containing this class: n=4 488

National brands (n=1099) 8%
Retailer brands (n=2011) 12%
Entry-level retailer brands (n=193) 15%
Hard discount (n=704) 14%

Specialised retailer brands® (n=478) 22%
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The numbers in brackets at type of brand level represent the number of products containing at least the class of sweetening ingredients or ingredients conveying sweetness studied, for the type of
brand considered
As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 14: Proportion of products with at least one ingredient in the Lactose class, by type of brand (among
the 31 food categories currently monitored by OQALI).

Note that the two "budget price" types of brands offer a wider range of products in the
Delicatessen meats, Ice creams and sorbets and Fresh dairy products and desserts categories
than the national brands and retailer brands. In these three product categories, 30%, 61% and
16% of products, respectively, had an ingredient from the Lactose class, which partly explains
the differences in proportions observed for these types of brands.

As a reminder, and as with the previous classes, specialised retailer brands focus on frozen
foods. Thus, the Ice creams and sorbets and Frozen snacking products categories, which had
among the highest proportions of products with at least one ingredient in the Lactose class
(61% and 19%, respectively; Figure 13), contributed to the proportion of products containing
this class for specialised retailer brands.
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3.3.2.6 Caramel class

By product category

Overall, few products used an ingredient from the Caramel class, although it was present
in 26 of the 31 product categories currently monitored by OQALI, with frequency values
ranging from 0.1% (n=1) for the Jams category to 19% for the Ice creams and sorbets category
(n=365) (Figure 15).

Proportion of products with at least one ingredient in the Caramel class, by product category
(31 product categories currently monitored by OQALI)

Number of products containing this class: n=2 022
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Figure 15: Proportion of products with at least one ingredient in the Caramel class, by food category (31
categories currently monitored by OQALI; sorted in descending order of the proportion of products
containing the Caramel class).
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In addition to Ice creams and sorbets, the categories with the highest proportions mostly
had a sweet connotation:

- Syrups (15%; n=105, mainly syrups and some concentrated beverages to dilute without
added sugars);

- Confectionery (14%; n=170);
- Soft drinks (12%; n=289, mainly colas, energy drinks and some beers).

In five of the categories with a more savoury connotation, 5% or more of products had at
least one ingredient from this class:

- Cold sauces (11%; n=69, mainly in balsamic vinegar used in certain vinaigrettes, some
emulsified sauces and some mayonnaises);

Review and changes in the use of sweetening ingredients or ingredients conveying sweetness in processed products - OQALI - 2024 Edition 42



- Hot sauces (7%; n=45, used as a colouring agent, mainly in sauces for meat);

- Delicatessen meats (7%; n=112, also used as a colouring agent in the jelly of liver
mousses and patés and in poultry roasts and hams);

- Ready-to-eat fresh meals (5%; n=65);

- Fresh delicatessen products (5%; n=104, used as a colouring agent and mainly found in
the jelly of paté in pastry as well as in vinegars, particularly balsamic vinegars in pasta
salads or mixed salads, for example).

Note that in the Fresh dairy products and desserts category, the presence of at least one
ingredient from this class (5%; n=161) mainly but not exclusively concerned caramel-flavoured
dessert creams and Liégeois desserts, because chocolate flavours may also contain an ingredient
from this class.

Moreover, and across all product categories, the presence of the ingredient "caramel” was very
often broken down into water and classes of sweetening ingredients or ingredients conveying
sweetness such as sucrose and/or syrups. This study set out to select sweetening ingredients or
ingredients conveying sweetness that had been broken down as far as possible. This means that
in the above example of the deconstructed caramel ingredient, the Sucrose and/or Syrups class
was counted rather than the Caramel class. This Caramel class was therefore more likely to
contain additives such as E150a (plain caramel), E150b (caustic sulphite caramel), E150c
(ammonia caramel) and E150d (sulphite ammonia caramel) used as colouring agents.

By type of brand

Overall, the Caramel class was found in similar proportions across all five types of brands
studied, with frequency values ranging from 4% (n=47) for entry-level retailer brands to 6%
(n=141) for specialised retailer brands (Figure 16).

Proportion of products with at least one ingredient in the Caramel class, by type of brand
(among the 31 product categories currently monitored by OQALI)

Number of products containing this class: n=2 022
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As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 16: Proportion of products with at least one ingredient in the Caramel class, by type of brand (among
the 31 food categories currently monitored by OQALI).

As a reminder, specialised retailer brands focus on frozen foods, including the Ice creams and
sorbets category, which makes great use of this Caramel class (19% of its products; Figure 15).
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3.3.2.7 Other ingredients conveying sugars® class

By product category

Relatively few products used an ingredient from this class, although it was present in 25
of the 31 product categories currently monitored by OQALI, with frequency values ranging
from 0.01% (n=1) for the Ready-to-eat canned meals category to 17% for the Ice creams and
sorbets category (n=327) (Figure 17).

Proportion of products with at least one ingredient in the Other ingredients conveying sugars® class, by product category
(31 product categories currently monitored by OQALI)
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! This class groups together ingredients mentioning a "sweet" or "caramelised" state, candied fruit, oligosaccharides (except in syrup form) and formulated ingredients that have not
been broken down
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Figure 17: Proportion of products with at least one ingredient in the Other ingredients conveying sugars
class, by food category (31 categories currently monitored by OQALI; sorted in descending order of the
proportion of products containing the Other ingredients conveying sugars class).

Besides Ice creams and sorbets, in six other categories at least 8% of products had at least one
ingredient from this class. The vast majority of these categories tended to have a sweet
connotation: Frozen pastries and desserts (16%; n=99), Cereal bars (15%; n=27), Chocolate
products (13%; n=130), Breakfast cereals (9%; n=62) and Cakes and biscuits (8%; n=262)
(Figure 17). Most of them contained the ingredient "hazelnut paste". In the Ice creams and
sorbets, Chocolate products and Cakes and biscuits categories, the presence of sweetened milk
that had not been broken down was also observed. Also of note was the presence of fibre in the
form of inulin and/or oligofructose, particularly in Cakes and biscuits, Cereal bars and Breakfast
cereals. In the Infant milks category (13%; n=17), the products containing this class were
essentially products enriched with galacto-oligosaccharides and/or fructo-oligosaccharides.

9 As a reminder, this class groups together ingredients mentioning a "sweet" or "caramelised" state,
candied fruit, oligosaccharides (except in syrup form) and formulated ingredients that have not been
broken down
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In categories with a more savoury connotation, 1% or less of products contained this class.
Among these categories, those with a proportion of 1% were Frozen snacking products (1%;
n=13), Ready-to-eat fresh meals (1%; n=16), Ready-to-eat frozen meals (1%; n=18) and Soups
and broths (1%; n=6). Most of these products contain added fibre (inulin).

By type of brand

Not including the specialised retailer brands, the Other ingredients conveying sugars
class was rarely used overall in the other four types of brands studied, with frequency
values ranging from 1% (n=14) for entry-level retailer brands to 3% (n=472) for national
brands (Figure 18).

Proportion of products with at least one ingredient in the Other ingredients conveying sugars® class, by type of brand
(among the 31 product categories currently monitored by OQALI)
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! As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products,
Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
? This class groups together ingredients mentioning a "sweet" or "caramelised” state, candied fruit, oligosaccharides (except in syrup form) and formulated ingredients that have not been broken down
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Figure 18: Proportion of products with at least one ingredient in the Other ingredients conveying sugars
class, by type of brand (among the 31 food categories currently monitored by OQALI).

As a reminder, specialised retailer brands focus on frozen foods, including the Ice creams and
sorbets and Frozen pastries and desserts categories, which make particular use of this Other
ingredients conveying sugars class in 17% and 16% of their products, respectively (Figure 17).

3.3.2.8 Bulk sweeteners class

By product category

Relatively few products used an ingredient from this class. It was found in 18 of the 31
product categories currently monitored by OQALI, with highly variable frequency values
ranging from 0.04% (n=1) for the Ready-to-eat canned meals category to 76% for the Cereal
bars category (n=138) (Figure 19).
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Proportion of products with at least one ingredient in the Bulk sweeteners class, by product category
(31 product categories currently monitored by OQALI)

Number of products containing this class: n=1 176
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Figure 19: Proportion of products with at least one ingredient in the Bulk sweeteners class, by food category
(31 categories currently monitored by OQALI; sorted in descending order of the proportion of products
containing the Bulk sweeteners class).

Besides Cereal bars, only two other categories had more than 10% of their products with at
least one ingredient from this class. These were the Confectionery (26%; n=331) and Cakes and
biscuits (12%; n=374) categories. The Cereal bars and Cakes and biscuits categories mainly use
sorbitols for their stabilising properties. In the Confectionery category, sorbitols and/or
maltitols were found most often in products, particularly those with no added sugars. According
to the ingredient lists, these additives are used for their sweetening function. As a reminder,
bulk sweeteners have a sweetening power less than or similar to that of sugar. As a comparison,
the Spanish study (Beltra et al. 2022) also reported finding products containing bulk sweeteners
in its cereals-sweet derivatives, and sweets and chocolates categories.

In categories with a more savoury connotation, such as Fresh delicatessen products and
Crackers, 5% (n=109) and 2% (n=25) of the products, respectively, contained ingredients from
this class, particularly sorbitols used as stabilisers, in plain surimi for Fresh delicatessen
products and in mini choux pastries for Crackers.

Note that for the Jams category, the three products with at least one ingredient in this class
corresponded to sweetened chestnut purées with pieces of candied chestnut, where sorbitols
were used as stabilisers or humectants.

By type of brand

Bulk sweeteners were rarely used in any of the types of brands studied, with frequency
values ranging from 1% for specialised retailer brands (n=26) to 4% for entry-level retailer
brands (n=44) and hard discount products (n=198) (Figure 20).
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Proportion of products with at least one ingredient in the Bulk sweeteners class, by type of brand
(among the 31 product categories currently monitored by OQALI)

Number of products containing this class: n=1176
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The numbers in brackets at type of brand level represent the number of products containing at least the class of sweetening ingredients or ingredients conveying sweetness studied, for the type of
brand considered

! As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 20: Proportion of products with at least one ingredient in the Bulk sweeteners class, by type of brand
(among the 31 food categories currently monitored by OQALI).

As areminder, specialised retailer brands focus on frozen foods that rarely use this class (Figure
19). This partly explains the low proportion of products (1%; n=26) observed in this type of
brand (Figure 20).

3.3.2.9 Intense sweeteners class

By product category
Very few products used an ingredient from this class. It was found in 18 of the 31 product
categories currently monitored by OQALI, with frequency values ranging from 0.04% (n=1) in

the Ready-to-eat canned meals category to 19% in the Confectionery category (n=239) (Figure
21).
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Proportion of products with at least one ingredient in the Intense sweeteners class, by product category
(31 product categories currently monitored by OQALI)

Number of products containing this class: n=926
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Figure 21: Proportion of products with at least one ingredient in the Intense sweeteners class, by food
category (31 categories currently monitored by OQALI; sorted in descending order of the proportion of
products containing the Intense sweeteners class).

Besides Confectionery, the use of intense sweeteners was concentrated in three other
categories: Soft drinks (17%; n=407), Syrups (11%; n=73) and Fresh dairy products and
desserts (4%; n=123). For these categories, the products using one or more intense sweeteners
were mainly those with no added sugars (Confectionery, Soft drinks, Syrups) or artificially- and
sugar-sweetened products (Soft drinks), as well as sweetened low-fat products in the Fresh
dairy products and desserts category. As these four categories were the ones making greatest
use of intense sweeteners, they were the most relevant categories for conducting a more in-
depth study (see 3.5. Frequency of presence of intense sweeteners).

In the other 14 categories, 2% or less of products contained one or more intense sweeteners.
Among these, Fruit juices and nectars and Cold sauces had the most, with 2% of their products
(n=37 and n=11, respectively). The products concerned were nectars in the first category and
mainly low-sugar ketchups in the second.

The study of the presence of intense sweeteners in products on the Australian, Mexican, New
Zealand and American markets (Dunford et al. 2018) showed that the two product categories
with the highest proportions of products containing at least one intense sweetener were
beverages and dairy. As a reminder, there were differences between the collection years and the
scope of the products compared with the OQALI study. Their beverages category encompassed
the OQALI Soft drinks and Syrups categories. These two categories combined had a higher
proportion of products containing at least one intense sweetener than the OQALI Confectionery
category. Moreover, regarding dairy desserts, Australia and New Zealand had no products
containing intense sweeteners, whereas they were found in 6% of American products and 34%
of Mexican products. Note that for this category, firstly the scope of the products was probably
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not the same and secondly, the product offering may differ within each country. Indeed, 3,115
products were collected in this category in France, while the study showed numbers ranging
from 77 products (for Mexico) to 1,741 (for the United States). Furthermore, the OQALI results
on intense sweeteners were supported by those of the Spanish study (Beltra et al. 2022), which
showed that intense sweeteners were mainly found in the non-alcoholic drinks, dairies and
substitutes, and sweets and chocolates categories.

By type of brand

The Intense sweeteners class was found in every type of brand, with a slightly higher
frequency in national brands and entry-level retailer brands (4% and n=532; 4% and n=47,
respectively) compared with 2% for hard discount products (n=109), 1% for retailer brands
(n=234) and 0.2% for specialised retailer brands (n=4) (Figure 22).

Proportion of products with at least one ingredient in the Intense sweeteners class, by type of brand
(among the 31 product categories currently monitored by OQALI)

Number of products containing this class: n=926

National brands (n=532)

Retailer brands (n=234) Il%
Entry-level retailer brands (n=47)
Hard discount (n=109) IZ%

Specialised retailer brands* (n=4) 0,2%
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The numbers in brackets at type of brand level represent the number of products containing at least the class of sweetening ingredients or ingredients conveying sweetness studied, for the type of
brand considered

As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 22: Proportion of products with at least one ingredient in the Intense sweeteners class, by type of
brand (among the 31 food categories currently monitored by OQALI).

Note that national brands and entry-level retailer brands offer many products in the Soft drinks
category. This category had one of the highest shares of products containing at least one intense
sweetener (17%; Figure 21), which partly explains the high proportion of products containing
this class in these two types of brands. The Confectionery and Fresh dairy products and desserts
categories also contributed to the high proportion observed for national brands.

As a reminder, specialised retailer brands focus on frozen foods that very rarely use this class
(this type of brand did not have any products in the four categories that used intense
sweeteners the most; Figure 21). This explains the low proportion (0.2%; n=4) observed for this
type of brand (only Ice creams and sorbets) (Figure 21 and Figure 22).

3.3.2.10 Honey class

By product category

Very few products used an ingredient from this class, even though 25 of the 31 categories
currently monitored by OQALI had at least one product using this class. The frequency values
ranged from 0.1% (n=1) for the Processed potato products category to 21% for the Breakfast
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cereals category (n=137) (Figure 23). In this last category, products using this class also usually
had a name or sales description indicating the presence of honey.

Proportion of products with at least one ingredient in the Honey class, by product category
(31 product categories currently monitored by 0QALI)

Number of products containing this class: n=739
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Figure 23: Proportion of products with at least one ingredient in the Honey class, by food category (31
categories currently monitored by OQALI; sorted in descending order of the proportion of products

containing the Honey class).
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Cereal bars was the category with the second highest proportion (8%; n=14). These products
are cereal bars made from nuts and chocolate, with no mention of honey in either the name or
the sales description.

In addition, in three categories, 4% of products contained at least one ingredient from this class.
These were Confectionery (n=56, mainly honey sweets and nougat-based sweets), Frozen
snacking products (n=50, mainly party loaves and cocktail canapés) and Cakes and biscuits
(n=135, mainly gingerbread, nonnettes or honey- or nougat-based products, although with
some products, the presence of honey was not mentioned in the name and/or sales description).

By type of brand

The Honey class was used very little in any of the types of brands studied, with frequency
values ranging from 1% for entry-level retailer brands (n=8) and hard discount products (n=60)
to 5% for specialised retailer brands (n=105) (Figure 24).
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Proportion of products with at least one ingredient in the Honey class, by type of brand
(among the 31 product categories currently monitored by OQALI)

Number of products containing this class: n=739
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The numbers in brackets at type of brand level represent the number of products containing at least the class of sweetening ingredients or ingredients conveying sweetness studied, for the type of
brand considered

! As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other type of brands
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Figure 24: Proportion of products with at least one ingredient in the Honey class, by type of brand (among
the 31 food categories currently monitored by OQALI).

As a reminder, specialised retailer brands focus on frozen foods, including the Ice creams and
sorbets and Ready-to-eat frozen meals categories, which used this Honey class in 3% and 2% of
their products, respectively (Figure 23).

3.3.2.11 Flavourings whose flavour is evocative of a sweetening ingredient or
ingredient conveying sweetness class

As a reminder, specifying the flavour provided by the flavouring(s) in the ingredient list is
optional. This class only takes into account flavourings that specify a flavour evocative of a
sweetening ingredient or ingredient conveying sweetness. The results presented may therefore
be underestimated.

By product category

Fewer than 100 products used an ingredient from this class, and these were spread
across 13 of the 31 categories currently monitored by OQALI, with frequency values ranging
from 0.1% (n=1) for the Syrups category to 2% for the Cereal bars (n=4), Dessert mixes (n=7)
and Frozen pastries and desserts (n=10) categories (Figure 25). These were essentially caramel
flavourings (as well as a chocolate flavouring for Cereal bars).
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Proportion of products with at least one ingredient in the Flavourings whose flavour is evocative of a sweetening ingredient
or ingredient conveying sweetness class, by product category (31 food categories currently monitored by 0QALI)

Number of products containing this class: n=89
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Figure 25: Proportion of products with at least one ingredient in the Flavourings whose flavour is evocative
of a sweetening ingredient or ingredient conveying sweetness class, by food category (31 categories
currently monitored by OQALI; sorted in descending order of the proportion of products containing the
Flavourings whose flavour is evocative of a sweetening ingredient or ingredient conveying sweetness class).

By type of brand

The Flavourings whose flavour is evocative of a sweetening ingredient or ingredient
conveying sweetness class was used very little in any of the five types of brands studied,
with a frequency of presence below 0.5% (Figure 26).
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Proportion of products with at least one ingredient in the Flavourings whose flavour is evocative of a sweetening ingredientor
ingredient conveying sweetness class, by type of brand (among the 31 product categories currently monitored by 0QALI)

Number of products containing this class: n=89

National brands (n=40) | 0,3%

Retailer brands (n=32) 0,2%
Entry-level retailer brands (n=0) 0%

Hard discount (n=6) | 0,1%

Specialised retailer brands* (n=8) 0,4%

0,0% 10,0% 20,0% 30,0% 40,0% 50,0% 60,0% 70,0% 80,0% 90,0% 100,0%
The numbers in brackets at type of brand level represent the number of products containing at least the class of sweetening ingredients or ingredients conveying sweetness studied, for the type of
brand considered

As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 26: Proportion of products with at least one ingredient in the Flavourings whose flavour is evocative
of a sweetening ingredient or ingredient conveying sweetness class, by type of brand (among the 31 food
categories currently monitored by OQALI).
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3.4 Combinations of classes of sweetening ingredients or
ingredients conveying sweetness

This section looks at the use, alone or in combination, of classes of sweetening ingredients or
ingredients conveying sweetness. Initially (Section 3.4.1), the number of different classes found
simultaneously in the same product are studied. This is followed by a presentation of the details
of the classes used alone or in combination (Section 3.4.2).

3.4.1 Study of the number of different classes of sweetening ingredients
or ingredients conveying sweetness found in the products

3.4.1.1 All products combined

Among all the products studied, the vast majority (59%) used one class or a combination
of two different classes of sweetening ingredients or ingredients conveying sweetness.
Thus, 34% (n=13,117) of the products studied used only one class and 25% (n=9,953) used a
combination of two classes. A few products used up to seven different classes simultaneously
(0.05%; n=19).

Breakdown of products according to the number of different classes of sweetening ingredients or ingredients
conveying sweetness found among the ingredient lists, all product categories combined (among the 31
product categories currently considered by OQALI) and among the 39 101 products studied
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Figure 27: Breakdown of products by the number of different classes of sweetening ingredients or
ingredients conveying sweetness found in the same product, all products combined (among the 31 food
categories currently monitored by OQALI).
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3.4.1.2 By product category

Not including the Cereal bars and Ice creams and sorbets categories, in the other 29
categories, the majority of products had no sweetening ingredients or ingredients
conveying sweetness, or used either a single class or a combination of two different
classes of sweetening ingredients or ingredients conveying sweetness (Figure 28).
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Breakdown of products according to the number of classes of sweetening ingredients or ingredients conveying sweetness found in their ingredient lists, by product category (in the
31 product categories currently considered by OQALI; sorted in descending order of the proportion of products with no sweetening ingredient or ingredient conveying sweetness)
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Figure 28: Breakdown of products by the number of different classes of sweetening ingredients or ingredients conveying sweetness found in the same product, by food category
(31 categories currently monitored by OQALI; sorted in descending order of the proportion of products with no sweetening ingredients or ingredients conveying sweetness)
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A high proportion of products using three or more classes simultaneously was found in the
Cereal bars (93% of products in this category) and Ice creams and sorbets (86%) categories.
The products with five or more classes in the Cereal bars category corresponded to products
with fruit and/or chocolate. In the Ice creams and sorbets category, the products using four or
more classes most often corresponded to gourmet recipes with very elaborate flavours, sauces,
inclusions and/or coatings.

Occasionally, in six of the 31 product categories studied, a few products combined seven
different classes of sweetening ingredients or ingredients conveying sweetness. They were
found in the Frozen pastries and desserts (1%; n=6), Cereal bars (1%; n=1), Ice creams and
sorbets (0.3%; n=6), Chocolate products (0.2%; n=2), Cakes and biscuits (0.1%; n=3) and
Frozen snacking products (0.1%; n=1) categories. Note that half of these products corresponded
to assortments with a common ingredient list for all the items in the assortment: it is unlikely
that each product of the assortment combined all seven classes, but it is not possible to link each
ingredient to the different products of the assortment precisely. The other products
corresponded to elaborate recipes mixing different elements (mainly fillings, sauces and/or
inclusions).

A table summarising the numbers and proportions of products according to the number of
different classes found in the same product, by product category, is provided in Annex 4.
3.4.1.3 By type of brand

Not including the specialised retailer brands, the types of brands all had the same overall
proportions of products by number of combined classes, and these proportions
corresponded to those observed for all products combined (Figure 27, Figure 29).

Proportion of products according to the number of classes of sweetening ingredients or ingredients conveying sweetness found in their ingredient
lists, by type of brand (among the 31 product categories currently monitored by OQALI; sorted in descending order of the proportion of products

National brands (n=13634) 24% 34% 26% 11%  4%1% 0,1%

0,2%

. |

Retailer brands (n=16642) 23% 35% 25% 11% 4%1%‘0,2%

0,03%
Entry-level retailer brands (n=1248) 23% 33% 25% 14% 5% ‘0,1%

0,5%
Hard discount (n=4876) 21% 33% 27% 13% 5%1‘%40,1%
Specialised retailer brands® (n=2202) 19% 24% 19% 18% 12% 6% 1“0,3%
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The numbers in brackets at type of brand level represent the number of products with an ingredient list taken into account for the related type of brand
! As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato
products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 29: Breakdown of products by the number of different classes of sweetening ingredients or
ingredients conveying sweetness found in the same product, by type of brand (among the 31 food categories
currently monitored by OQALI; sorted in descending order of the proportion of products with no sweetening

ingredients or ingredients conveying sweetness)

Specialised retailer brands were characterised by a slightly higher share of products combining
a large number of different classes of sweetening ingredients or ingredients conveying
sweetness, particularly combinations of three, four and five classes (18%, 12% and 6%,
respectively). This can be explained by an offer that is concentrated on certain product
categories, all of which are frozen, with a high proportion of products combining several classes
of sweetening ingredients or ingredients conveying sweetness, in particular the Ice creams and
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sorbets category and, to a lesser extent, Frozen pastries and desserts and Frozen snacking
products.

In addition, not including products from hard discount, all the types of brands had one or more
products combining seven classes of sweetening ingredients or ingredients conveying
sweetness (ranging from 0.03% for retailer brands to 0.3% for specialised retailer brands;
Figure 29).

A table summarising the numbers and proportions of products per type of brand according to
the number of different classes found simultaneously in the same product is provided in Annex
5.

3.4.2 Frequency of presence of combinations of classes of sweetening
ingredients or ingredients conveying sweetness found in the
products

The study of frequency of presence by combinations of classes of sweetening ingredients or
ingredients conveying sweetness found 296 different combinations among all the products
studied. These results, for all products combined, are available in Excel format on the OQALI

website “Review in the use of sweetening ingredients or ingredients conveying sweetness” and
tab "Co_occurrences without grouping ".

Of these 296 combinations, only 13 were used in 1% or more of the products. It was therefore
decided to group together the classes that were absent from these 13 most commonly used
combinations, i.e. Caramel, Other ingredients conveying sugars, Bulk sweeteners, Honey and
Flavourings whose flavour is evocative of a sweetening ingredient or ingredient conveying
sweetness, to form the "Other classes" combination. Note that the Intense sweeteners class was
not found among the 13 most commonly used combinations, but as particular attention is being
paid to these substances, they were not included in "Other classes".

3.4.2.1 All products combined

After grouping the classes together (as mentioned above), 97 different combinations were
found for all products combined, with 16 combinations present in 1% or more of products.
Again, combinations whose frequency of presence was below 1%, all products combined, were
grouped together in "Other combinations". Seventeen combinations have therefore been
detailed below. These same groupings were used to conduct analyses by product category and
type of brand. Note that combinations including substances from the Intense sweeteners class,
which was not included in "Other classes", were used very little and have therefore been added
to "Other combinations". The results without this grouping are available in Excel format on the
OQALI website “Review in the use of sweetening ingredients or ingredients conveying
sweetness” and tab "Co_occurrences with group_prod".

A table summarising the numbers and proportions of products by combination of most
commonly used classes of sweetening ingredients or ingredients conveying sweetness, for all
products combined, is provided in Annex 6.

The Sucrose class used alone had the highest frequency of presence (20%; n=7,927; Figure
30 and Annex 6), all products combined (among the 31 product categories currently
monitored by OQALI). The "Other combinations" group had the second highest frequency of
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presence (13% of products, i.e. n=5,030; Figure 30 and Annex 6). As a reminder, it groups
together 81 different combinations. This indicates a great diversity of combinations each found
in a small number of products.

In addition, the Sucrose class was used in combination with other classes, mainly Fruit
juices and concentrates and Syrups (Figure 30 and Annex 6). Thus, of the 17 combinations
most frequently found in products, 10 involved the Sucrose class combined with one or more
other classes of sweetening ingredients or ingredients conveying sweetness (30%; n=11,845).
Fruit juices and concentrates/Sucrose and Syrup/Sucrose combinations were found in 7% of
products (n=2,753 and n=2,652, respectively; Annex 6).

Breakdown of products according to the combinations of classes of sweetening ingredients or ingredients conveying
sweetness found in their ingredient lists, all products combined (among the 31 product categories currently
monitored by OQALI)

2
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2% yrups
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1 Other combinations: groups together combinations whose frequency of presence was < 1%
2 Other sugars: all mono- and disaccharides, alone or in combination (excluding sucrose, mention of "sugar” and lactose)
3 Other classes: groups together the following classes: Caramel, Other ingredients conveying sugars, Bulk sweeteners,
Honey, and Flavourings whose flavour is evocative of a sweetening ingredient or ingredient conveying sweetness
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Figure 30: Breakdown of products by combination of sweetening ingredients or ingredients conveying
sweetness found in the ingredient lists, all products combined (among the 31 food categories currently
monitored by OQALI).
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3.4.2.2 By product category

The numbers and frequency of presence of combinations found in the products by category are
available in Excel format on the OQALI website “Review in the use of sweetening ingredients or
ingredients conveying sweetness” and tab "Co_occurrences with group_categ".

The number of combinations and the combinations of classes of sweetening ingredients
or ingredients conveying sweetness varied depending on the category. For example, the
Margarines category contained only two combinations of sweetening ingredients or ingredients
conveying sweetness, while all 17 combinations studied were found in the Fresh delicatessen
products category.

The Sucrose class used alone was the most common combination in 17 of the 31
categories. As observed for all products combined, the Sucrose class was also used in
combination with one or more other classes (mainly the Syrups and Fruit juices and
concentrates classes).

In seven categories, the most frequently used combination was Other combinations (64%
of products for Cereal bars, 33% for Confectionery, 31% for Ice creams and sorbets, 30% for
Delicatessen meats, 21% for Frozen snacking products, 18% for Fresh delicatessen products
and 15% for Ready-to-eat frozen meals). In the Cereal bars, Ice creams and sorbets and
Confectionery categories, two of the four most commonly used combinations combined three
and/or four classes of sweetening ingredients.

Among the two categories containing the lowest proportions of products with a sweetening
ingredient or ingredient conveying sweetness, Cheeses used the Lactose class alone, as expected
(2% of products), as well as the Other combinations group (2% of products), while the Sucrose
class alone was found in only 1% of products (such as flavoured processed cheese, processed
cheese specialities that may be accompanied by breadsticks, and aperitif cheese bites with
fillings or inclusions). In the Margarines category, products with sweetening ingredients or
ingredients conveying sweetness used either the Fruit juices and concentrates class alone (10%
of products) or the Lactose class alone (3% of products).

3.4.2.3 By type of brand

Not including the specialised retailer brands, the other four types of brands used broadly
the same class combinations (Figure 31). The use of Sucrose alone was therefore the
most common combination (from 17% of entry-level retailer brand products to 22% of
retailer brand products).
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Figure 31: Breakdown of products by combination of sweetening ingredients or ingredients conveying sweetness found in the ingredient lists, by type of brand (among the 31
food categories currently monitored by OQALI).
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As with all products combined, the "Other combinations” group was found in 11% (retailer
brands) to 14% of products (national brands and entry-level retailer brands). For all the types
of brands therefore (apart from specialised retailer brands), there was a great diversity of
combinations found in a small number of products. National brands and retailer brands used
the Fruit juices and concentrates/Sucrose combination (in 8% of products in these two types of
brands), while this combination was used less by "budget price" brands (4% of hard discount
products and 3% of retailer brands), which preferred the Syrups/Sucrose combination (9% and
8%, respectively).

Specialised retailer brands stood out with the "Other combinations” group found in 22% of
products, meaning that this type of brand contained a great diversity of combinations. The
Sucrose class used alone had the second highest frequency of presence (10% of products in this
type of brand), followed by the use of the Other sugars class alone (7%) and the Syrups/Sucrose
combination (7%). This reflects the more specific product offering in this type of brand (as a
reminder, this type of brand focuses on frozen food categories, which explains why its use of
sweetening ingredients or ingredients conveying sweetness differed from that of the other
types of brands). These combinations were particularly common in the Ice creams and sorbets,
Frozen pastries and desserts, Frozen snacking products and Ready-to-eat frozen meals
categories.

The results by type of brand, without the grouping into "Other combinations" of frequency of
presence values below 1%, for all products combined, are available in Excel format on the
OQALI website “Review in the use of sweetening ingredients or ingredients conveying
sweetness” and tab “Co_occurrences with group_brand".
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3.5 Frequency of presence of intense sweeteners

This section focuses on the use of intense sweeteners and supplements the previous sections by
providing more detail on the intense sweeteners used. In the remainder of this section, the term
"sweetened" refers only to intense sweeteners and does not include bulk sweeteners.

3.5.1 Study by intense sweetener

3.5.1.1 All products combined

As indicated in the previous sections, intense sweeteners were found in only 2% (n=926) of
products (Figure 4 and Table 3). Their use is therefore generally low.

Table 3: Numbers and proportions of products containing at least one intense sweetener considered in
sweetened products and in all products (among the 31 food categories currently monitored by OQALI; sorted
in descending order of the proportion of sweetened products).

Number of products Proportion in relation to | Proportion in relation to
containing at least the products containing at all products taken into

Intense sweetener . . .

intense sweetener least one intense account in the study (n=39
studied* sweetener (n=926) 101)
Acesulfame K 636 69% 1,6%
Sucralose 506 55% 1,3%
Aspartame 290 31% 0,7%

Steviol glycosides 159 17% 0,4%
Cyclamates 47 5% 0,1%
Saccharins 29 3% 0,1%

Neohesperidin DC 10 1% 0,03%

Salt of aspartame-acesulfame 3 0,3% 0,01%

Neotame 1 0,1% 0,003%
Advantame 0 0% 0%
Thaumatin 0 0% 0%

* the same product may contain several intense sweeteners

Among the 11 intense sweeteners authorised on the European market, nine were found in the
products studied (proportions ranging from 0.003% to 1.6%) but only four were used in more
than 10% of sweetened products. Thus, acesulfame K and sucralose were found in more than
half of sweetened products (69% and 55% of sweetened products, respectively). Aspartame
was found in 31% of sweetened products and steviol glycosides in 17% of sweetened
products. The Spanish study (Beltra et al. 2022) found similar results: the most commonly used
intense sweeteners were sucralose and acesulfame K (found in 52.4% and 48.2% of sweetened
products, respectively), followed by steviol glycosides (20.9%) and aspartame (16.4%). As a

reminder, there are differences between the Spanish and French data regarding the way the
products were collected.

On the other hand, advantame and thaumatin were not found in any of the products studied.

3.5.1.2 By relevant product category

As stated in Section 3.3.2.9, the use of intense sweeteners was concentrated in four categories:

Soft drinks, Confectionery, Fresh dairy products and desserts and Syrups, which will be referred
to below as the "relevant categories".

Acesulfame K was the most commonly used intense sweetener in each of the four

relevant categories (ranging from 4% of the products studied for Fresh dairy products and
desserts to 14% for Confectionery; Figure 32).
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Use of intense sweeteners in products for the four product categories monitored for this study (Soft drinks,
Syrups, Confectionery, Fresh dairy products and desserts), based on the latest available data
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Figure 32: Use of intense sweeteners in the four relevant food categories (Soft drinks, Confectionery, Fresh
dairy products and desserts, Syrups) based on the latest available data (sorted by most commonly used
intense sweetener, all products combined).

Sucralose, aspartame and steviol glycosides were found in these four categories, but their
frequency of presence varied according to the category. Thus, sucralose was found in 9%
(n=62) of products in the Soft drinks, Syrups and Confectionery categories, but in only 2% of
products in the Fresh dairy products and desserts category, while steviol glycosides were
present in 4% (n=99) of products in the Soft drinks category, compared with 0.2% (n=7) in the
Fresh dairy products and desserts category. Aspartame was found in 11% (n=135) of products
in the Confectionery category and in only 1% (n=41) of those in the Fresh dairy products and
desserts category.

Lastly, some intense sweeteners were only used in a very small number of products and in just
one category: saccharins were only found in 1% (n=15) of products in the Soft drinks category,
salt of aspartame-acesulfame in 0.2% (n=3) of products in the Confectionery category, and
neotame in 0.03% (n=1) of products in the Fresh dairy products and desserts category.

These differences between intense sweeteners cannot be explained by regulation. Indeed, all the
intense sweeteners are authorised in these four categories, although certain sub-categories
have a few regulatory exceptions (for example, cyclamates are not authorised in the Chewing
gum regulatory sub-category) (European Parliament and Council 2008b).

The numbers and proportions of products containing at least one of the intense sweeteners
considered, in both sweetened products and for all products, by relevant product category, are
presented in Annex 7.
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3.5.1.3 By type of brand

Not including the specialised retailer brands, the other four types of brands generally
used the same intense sweeteners, but with different frequency of presence values
(Figure 33). Thus, six of the nine intense sweeteners used were found in all four types of
brands. The most common were acesulfame K, sucralose and aspartame. The frequency of
presence of these three sweeteners was lower for retailer brands and, to a lesser extent, hard
discount brands than for the other types of brands. Note that for entry-level retailer brands,
saccharins and cyclamates were found in a slightly higher proportion of products (1%, i.e. n=11
and n=10, respectively) than for the other types of brands (less than 0.5%).

Use of intense sweeteners in products, at type of brand level
(among the 31 product categories currently monitored by OQALI), based on the latest available data
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! As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato
products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Figure 33: Use of intense sweeteners by type of brand, based on the latest data available (among the 31 food
categories currently monitored by OQALI; sorted by most commonly used intense sweetener, all products
combined).

In addition, three other rarely-used intense sweeteners were each found in a single type of
brand: neohesperidin DC and salt of aspartame-acesulfame in 0.1% (n=10) and 0.02% (n=3) of
national brands, respectively, and neotame in 0.01% (n=1) of retailer brands.

Specialised retailer brands had no products in the four relevant product categories in which the
intense sweeteners were most commonly found. Their use of intense sweeteners therefore
differed from that in the other four types of brands: only three intense sweeteners were used in
the four sweetened products in this type of brand, all belonging to the Ice creams and sorbets
category: steviol glycosides (0.1%; n=3), acesulfame K (0.05%; n=1) and aspartame (0.05%;
n=1).
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The numbers and proportions of products containing at least one of the intense sweeteners
considered, in both sweetened products and for all products, by type of brand, are presented in
Annex 8.

3.5.2 Study of combinations of intense sweeteners

3.5.2.1 All products combined

Acesulfame K and aspartame, which were the intense sweeteners most commonly found
in sweetened products, tended to be used in combination: the acesulfame K/aspartame
combination was used in 21% (n=190; Figure 34) of sweetened products. Sucralose was used
both alone (13% of products with at least one intense sweetener) and in combination with
other intense sweeteners (mainly the acesulfame K/sucralose combination found in 32% of
products with at least one intense sweetener and the acesulfame K/aspartame/sucralose
combination found in 7%). Steviol glycosides tended to be used on their own (15% of
products).

Combinations of intense sweeteners used in products based on the latest available data,
all products combined (among the 31 product categories currently monitored by OQALI)
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Figure 34: Breakdown of artificially-sweetened products by combination of intense sweeteners found in the
ingredient lists, all products combined (among the 31 food categories currently monitored by OQALI).

The acesulfame K/aspartame/cyclamates/saccharins combination, which includes four
different intense sweeteners, was present in only 1% (n=9) of products with at least one intense
sweetener.

The numbers and proportions of products by combination of intense sweeteners, in both
sweetened products and for all products (among the 31 product categories currently monitored

by OQALI) and without grouping together the least used combinations, are presented in Annex
9.
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3.5.2.2 By relevant product category

The combinations found were fairly similar for Soft drinks and Fresh dairy products and
desserts, but differed for Confectionery and Syrups (Figure 35).

The acesulfame K/sucralose combination was the most commonly used in three of the four
relevant categories (Fresh dairy products and desserts with 52% (n=64) of sweetened products
in this category; Syrups with 44% (n=32); Soft drinks with 39% (n=159)). In addition, in the
Fresh dairy products and desserts category, the acesulfame K/aspartame combination was
frequently found (30% (n=37) of its sweetened products). The Soft drinks category, where the
acesulfame K/sucralose combination was the most common, also included the use of steviol
glycosides alone (24% (n=97) of its sweetened products) and the acesulfame K/aspartame
combination (17%; n=71). The Syrups category also used sucralose/steviol glycosides (14%;
n=10) in its sweetened products, acesulfame K/aspartame/sucralose (11%; n=8) and
acesulfame K/cyclamates (11%; n=8).

In the Confectionery category, acesulfame K/aspartame (31%; n=74) and sucralose alone (15%j;
n=37) or combined with other intense sweeteners (acesulfame K/aspartame/sucralose found in
22% (n=52) of sweetened products in this category; acesulfame K/sucralose in 11% (n=26))
were the combinations mainly used.

The numbers and proportions of products by combination of intense sweeteners, in both
sweetened products and for all products, for the four relevant product categories and without
grouping together the least used combinations, are presented in Annex 10.
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Study of sweetening ingredients or ingredients conveying sweetness — OQALI — 2024 Edition
* Combinations with frequency of presence values below 1% were grouped together in "Other combinations of intense sweeteners"
Figure 35: Breakdown of artificially-sweetened products by combination of intense sweeteners found in the ingredient lists, for the four relevant food categories

Review and changes in the use of sweetening ingredients or ingredients conveying sweetness in processed products - OQALI - 2024 Edition 68



3.5.2.3 By type of brand

Not including the specialised retailer brands, the most commonly used combinations
were generally the same for all the types of brands, but their frequency of use depended
on the type of brand (Figure 36). These uses reflected the range of products in each type
of brand.
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As specialised retailer brands were present in only seven product
categories out of the 31 studied (Baby food, Soups and broths, Ice
creams and sorbets, Ready-to-eat frozen meals, Processed potato
products, Frozen snacking products, Frozen pastries and
desserts), it is difficult to compare them to the other types of
brands

! Combinations with frequency of presence values below 1% were grouped together in "Other combinations of intense sweeteners"

Study of sweetening ingredients or ingredients conveying sweetness — OQALI — 2024 Edition

Figure 36: Breakdown of artificially-sweetened products by combination of intense sweeteners found in the ingredient lists, by type of brand (among the 31 food categories

currently monitored by OQALI)
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The acesulfame K/sucralose combination was the most commonly used in three types of
brands (entry-level retailer brands with 47% of sweetened products in the type of brand, i.e.
n=22; retailer brands with 39%, i.e. n=92; national brands with 30%, i.e. n=162). National
brands also often used the acesulfame k/aspartame combination (23% of their sweetened
products; n=121), steviol glycosides alone (17%; n=92) or sucralose alone (9%; n=50). These
uses can be explained by the composition of the offering in the national brands, which includes a
high proportion of Soft drinks, Fresh dairy products and desserts and, to a lesser extent,
Confectionery. Retailer brands also often used sucralose alone (20%; n=26), steviol glycosides
alone (12%; n=28) and the acesulfame K/aspartame combination (11%; n=26). These uses
reflected those observed in particular in the relevant categories Soft drinks and Confectionery,
which are often found among retailer brands. Entry-level retailer brands mainly used two
other combinations: acesulfame K/aspartame (19%; n=9) and cyclamates/saccharins (11%;
n=5). These uses were partly comparable to those in the Soft drinks category (note the low use
of steviol glycosides in this type of brand) and in the Fruit juices and nectars category (the
cyclamate/saccharin combination was found in nectars), which are frequently found among
entry-level retailer brands.

Hard discount products mainly used acesulfame K/aspartame (30%; n=33) and acesulfame
K/sucralose (18%; n=20) combinations, as well as sucralose alone (16%; n=17) and steviol
glycosides alone (10%; n=11). These uses reflect those observed in particular in the relevant
categories Confectionery and Syrups, which are frequently found among hard discount
products.

As mentioned in the previous sections, because their product offering focuses on a few frozen
food categories, specialised retailer brands had no products for the four relevant categories.
Furthermore, there are very few sweetened products in this type of brand and all belong to the
Ice creams and sorbets category, which explains the large difference observed with the other
types of brands.

The numbers and proportions of products by combination of intense sweeteners, in both
sweetened products and for all products, for the types of brands and without grouping together
the least used combinations, are presented in Annex 11.
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3.6 Conclusion on the use of sweetening ingredients or
ingredients conveying sweetness, based on the most recent
data

Among the 39,101 products studied, three quarters (77%) used at least one sweetening
ingredient or ingredient conveying sweetness, as defined by OQALI. This result was similar
by type of brand, with 76% of national brands and 81% of specialised retailer brands1?
containing at least one sweetening ingredient or ingredient conveying sweetness. In most
product categories (27 out of the 31 studied), the majority of the offerings had at least
one sweetening ingredient or ingredient conveying sweetness. Ten of these categories
had a more savoury connotation (Cold sauces: 94%, Frozen snacking products: 87%,
Delicatessen meats: 84%, Hot sauces: 81%, Fresh delicatessen products: 77%, Ready-to-eat
fresh meals: 71%, Soups and broths: 59%, Ready-to-eat frozen meals: 59%, Ready-to-eat
canned meals: 54%, Crackers: 53%).

Among the 11 classes of sweetening ingredients or ingredients conveying sweetness, five
were found in at least 10% of products:

- Sucrose was the predominant class, since it was found in more than half of the
products studied, whether for all products combined (58%; n=22,710) or by type of
brand (from 55% for entry-level retailer brands to 62% for specialised retailer
brands9). In a majority of product categories (19 out of the 31 studied), more than half
of the offerings contained at least one ingredient from this class. Most of these
categories had a sweet connotation, but four were more savoury (Cold sauces, Hot
sauces, Frozen snacking products and Fresh delicatessen products);

- Syrups (n=9,396; 24%): in five product categories, more than half of the offerings had
an ingredient from this class. These were categories with a sweet connotation (Cereal
bars: 99%; Ice creams and sorbets: 95%; Confectionery: 76%; Cakes and biscuits: 55%;
Frozen pastries and desserts: 54%). These ingredients were found in all the types of
brands, with frequencies ranging from 22% for national brands and retailer brands to
28% for entry-level retailer brands, and even 43% for specialised retailer brands;

- Fruit juices and concentrates (n=7,834; 20%): in five product categories, more than
30% of the offerings had an ingredient from this class (Fruit juices and nectars!!: 90%;
Syrups: 76%; Soft drinks: 54%; Jams: 38%). Their use varied from 15% for entry-level
retailer brands and hard discount products to 24% for specialised retailer brands?;

- Other sugars (n=6,407; 16%): in six product categories, more than 30% of the offerings
had an ingredient in this class, most often dextrose (Cereal bars: 65%; Delicatessen
meats: 65%; Frozen snacking products: 50%; Fresh delicatessen products: 40%; Ready-

10 Specialised retailer brands focus on frozen foods, i.e. seven of the 31 categories studied, and mainly
those with among the highest proportions of products containing at least one sweetening ingredient or
ingredient conveying sweetness, including Ice creams and sorbets, Frozen pastries and desserts and, to a
lesser extent, Frozen snacking products and Ready-to-eat frozen meals.

11 Not all the products in the Fruit juices and nectars category were presented as containing at least one
ingredient from the Fruit juices and concentrates class, as some ingredient lists identified freshly
squeezed fruit or fruit in purée form, or only indicated the fruit without mentioning the state. By
convention, these are not considered by OQALI to be sweetening ingredients or ingredients conveying
sweetness.
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to-eat fresh meals: 36%; Processed potato products: 35%). Their use varied from 13%
for national brands to 31% for specialised retailer brands!z;

- Lactose3 (n=4,488; 11%): in three product categories, at least 30% of the offerings had
an ingredient from this class (Infant milks: 83%; Ice creams and sorbets: 61% and
Delicatessen meats: 30%). Its use varied from 8% for national brands to 22% for
specialised retailer brands?!2.

The vast majority of products studied used one class (34% of the products studied) or a
combination of two different classes of sweetening ingredients or ingredients conveying
sweetness (25% of products). A few products used up to seven different classes
simultaneously (0.05% of all products belonging to the Frozen pastries and desserts, Cereal
bars, Ice creams and sorbets, Chocolate products, Cakes and biscuits and Frozen snacking
products categories; products in assortments with a common ingredient list for all the items in
the assortment or elaborate recipes mixing several elements such as fillings, sauces and/or
inclusions for example). This result was similar by type of brand and for almost all the
product categories studied, with the exception of Cereal bars and Ice creams and sorbets,
which had high proportions of products using three or more classes simultaneously (93% of
Cereal bars and 86% of Ice creams and sorbets). The Sucrose class used alone was the most
frequently found in all products combined (20%) and by type of brand (from 10% of products
from specialised retailer brands to 22% of retailer brands). This class was also frequently used
in combination: the combinations Fruit juices and concentrates/Sucrose and
Syrups/Sucrose were the most common after the Sucrose class used alone (7% of products
for each combination, all products combined).

Use of intense sweeteners was generally low (2% of products studied) and was concentrated
in four product categories: Confectionery (19%), Soft drinks (17%), Syrups (11%) and Fresh
dairy products and desserts (4%). These uses depended on the category and type of brand.
Overall, only four intense sweeteners were used in more than 10% of artificially sweetened
products: acesulfame K (69% of artificially sweetened products), sucralose (55%), aspartame
(31%) and steviol glycosides (17%). They were used alone and/or in combination: acesulfame
K/sucralose and acesulfame K/aspartame combinations were the most commonly found (in
32% and 21% of artificially sweetened products, respectively), followed by steviol glycosides
alone (15%) and sucralose alone (13%).

12 Specialised retailer brands focus on frozen foods, including the Ice creams and sorbets and Frozen
pastries and desserts categories. The latter made a major contribution to the proportion of products with
at least one sweetening ingredient or ingredient conveying sweetness in this type of brand.

13 As lactose is an allergen, it must be declared in the ingredient list. The lactose may therefore be counted
in this study because it is present in the ingredient list due to its allergenic nature, even though it is not an
ingredient as such (e.g. a flavour carrier).
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4. CHANGES IN THE FREQUENCY OF PRESENCE OF SWEETENING
INGREDIENTS OR INGREDIENTS CONVEYING SWEETNESS IN 27
OF THE 31 PRODUCT CATEGORIES CURRENTLY MONITORED BY
OQALI

4.1 Presentation of the data used

This section focuses on the 27 product categories for which at least two collection campaigns
were carried out, among the 31 currently studied by OQALI. Each of them was therefore the
subject of an initial characterisation, described as "baseline”, as well as a study to monitor
changes a few years later, described below as "follow-up". It should be noted that 10 product
categories have already been monitored on three occasions (Cakes and biscuits, Soft drinks,
Breakfast cereals, Fruit purées, compotes and desserts, Jams, Canned fruits, Bread products,
Ready-to-eat canned meals, Ready-to-eat frozen meals and Fresh dairy products and desserts).
For these categories, the study considered the data separated by the longest intervals, i.e. the
oldest and most recent available.

Note that the Frozen snacking products category includes frozen pizzas. For these products,
earlier data from 2010 were available (n=214) and were therefore used instead of 2015 data.
However, the year indicated as the baseline was the most recent for this category, as it did not
take into account the earlier date for frozen pizzas.

The 27 product categories studied in the remainder of this report are Crackers, Cereal bars,
Cakes and biscuits, Soft drinks, Soups and broths, Breakfast cereals, Delicatessen meats,
Chocolate products, Fruit purées, compotes and desserts, Jams, Canned fruits, Ice creams and
sorbets, Fruit juices and nectars, Margarines, Bread products, Ready-to-eat canned meals,
Ready-to-eat fresh meals, Ready-to-eat frozen meals, Dessert mixes, Fresh dairy products and
desserts, Fresh delicatessen products, Processed potato products, Hot sauces, Cold sauces,
Syrups, Frozen snacking products and Frozen pastries and desserts.

Thus, the remainder of this report covers a total of 54,460 products, broken down into
19,723 products for the baseline and 34,737 for the follow-up and classified into 27
product categories (Table 4). Note that among the categories studied, 15 had a mainly sweet
connotation and 12 were more savoury. The numbers of products increased between baseline
and follow-up, due to a better coverage rate and the growing diversification of the offering.
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Table 4: List of the 27 OQALI product categories included in the change study (among the 31 food categories
currently monitored by OQALI) and numbers of associated products.

Year(s) of data collection Number of products taken into Estimated coverage*
Product category account in the change study
Baseline Follow-up Baseline Follow-up Baseline Follow-up

Crackers 2009 2013 551 1082 53% 59%

Cereal bars 2010-2011 2016 169 181 79% 82%

Cakes and biscuits 2008 2018 1723 3120 66% 76%
Soft drinks 2009-2010 2019 891 2343 76% 82%

Soups and broths 2011 2017 569 788 74% 66%
Breakfast cereals 2008 2018 332 659 80% 87%
Delicatessen meats 2010 2013 1161 1722 65% 64%
Chocolate products 2009 2012 731 1013 68% 74%
Fruit purées, compotes and desserts 2009 2017 480 972 72% 90%
Jams 2009 2017 337 781 58% 81%

Canned fruits 2009 2017 181 245 49% 76%
Ice-creams and sorbets 2010-2011 2015 1416 1953 67% 87%
Fruit juices and nectars 2009-2010 2013 816 1637 56% 83%
Margarines 2011 2016 95 109 82% 86%

Bread products 2009 2019 584 1740 55% 86%
Ready-to-eat canned meals 2010 2020 794 2672 43% 67%
Ready-to-eat fresh meals* 2009-2010 2016 779 1416 28% 36%
Ready-to-eat frozen meals 2012 2020 1861 2108 59% 76%
Dessert mixes 2009 2013-2014 160 329 61% 76%

Fresh dairy products and desserts 2008-2009 2017 1613 3115 67% 87%
Fresh delicatessen products 2009-2010 2015 1141 2293 42% 58%
Processed potato products 2011 2017 683 791 76% 85%
Hot sauces 2010 2017 295 609 75% 78%

Cold sauces 2011 2016 544 623 78% 80%

Syrups 2010 2019 316 681 69% 90%

Frozen snacking products? 20152 2018 930% 1147 80%2 80%
Frozen pastries and desserts 2015 2018 571 608 72% 75%
All categories 2008-2015 2012-2020 19723 34737 65%° 77%°

* Ratio of product volumes identified by OQALI to the total market volume characterised by Kantar Worldpanel

! For the Ready-to-eat fresh meals category, as 2020 data were not available at the time of processing sweetening ingredients or ingredients conveying sweetness, the most recent data at that time were used, i.e. data from
2016

2 The Frozen snacking products category includes frozen pizzas. For these products, earlier data from 2010 (n=214) were available, which replaced those from 2015 (n=392). The coverage given for the baseline is an
approximation as it does not take into account the change made for frozen pizzas.

3 Avarama actimatad ravaraca hu neadnet catamar

Depending on the category, the product collection years ranged from 2008 to 2015 for the
baseline and from 2012 to 2020 for the follow-up. This means that the dates on which data were
collected may overlap for some categories and the intervals between two monitoring periods
may differ, which is a limitation that should be taken into account when interpreting the results
presented by category.

Coverage rates!# for products collected by OQALI differed depending on the categories and
collection periods (data from Kantar Worldpanel!5). Overall, they increased between baseline
and follow-up (except for Soups and broths and Delicatessen meats). This reflects improved
representativeness of the products collected by OQALI at follow-up and should also be taken
into account when interpreting the results. However, the coverage rates presented are
underestimated due to the fact that some products found on the market could not be assigned
precisely to a line in the database communicated by Kantar Worldpanel and that, conversely,
some products in the Kantar Worldpanel database were not found among the products collected
by OQALIL.

A table detailing the numbers and proportions of products by category and type of brand is
provided in Annex 12.

14 Ratio of product volumes identified by OQALI to the total market volume characterised by Kantar
Worldpanel.
15 Kantar Worldpanel: purchasing data from households representative of the French population.
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As in the previous part, some products were not considered in this change study. This
concerned products:

- from out-of-home catering, central purchasing agencies and pharmacies, as these
could not be collected for all categories;

- for which ingredient lists were unavailable, except for cheeses, as the regulations do
not require them to provide a list of ingredients on the packaging (European
Parliament and Council 2011)1s.

It should also be remembered that the results in this section may differ from those of studies
already published by OQALI. Indeed, when making corrections to the OQALI database, the scope
of the studies or any information studied in the OQALI reports may have been modified or
corrected. This study was carried out using corrected updated data.

16 Cheeses containing no ingredients other than lactic products, food enzymes, micro-organism cultures
and salt are not required to be labelled with an ingredient list. As none of these are regarded as
sweetening ingredients or ingredients conveying sweetness, these products are counted as having no
sweetening ingredients or ingredients conveying sweetness.
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4.2 Change in the frequency of presence of at least one
sweetening ingredient or ingredient conveying sweetness

This section details the study of the changes in frequency of presence of all the classes of
sweetening ingredients or ingredients conveying sweetness found in the ingredient lists of the
products considered, based on the 27 product categories for which at least two collection
campaigns were carried out, among the 31 categories currently studied by OQALI.

4.2.1 All products combined

Among all the products studied, the proportion of those containing at least one sweetening
ingredient or ingredient conveying sweetness fell significantly, by 5.5 points, from 86.5%
(n=17,068) to 81% (n=28,163) (Figure 37).

Change in the proportion of products containing at least one sweetening ingredient or ingredient conveying sweetness,
all products combined (among the 27 product categories monitored for changes)

0,0% 20,0% 40,0% 60,0% 80,0% 100,0%
Baseline:
n=19723 86,5% 13,5%
Follow-up: *

B With a sweetening ingredient or ingredient conveying sweetness
With no sweetening ingredient or ingredient conveying sweetness

Chi-square statistical tests carried out between baseline and follow-up: * if p<0.05; ** if p<0.01; *** if p<0.001.

Study of sweetening ingredients or ingredients conveying sweetness - OQALI - 2024 Edition

Figure 37: Change in the breakdown of products with and without sweetening ingredients or ingredients
conveying sweetness, all products combined (among the 27 food categories monitored for changes).

Note that it is not possible to compare the proportions of products with at least one sweetening
ingredient or ingredient conveying sweetness at follow-up with those observed in the previous
part (Section 3.2. Frequency of presence of at least one sweetening ingredient or ingredient
conveying sweetness). This is because four product categories that were taken into account in
the previous part are not included here, in particular Baby food and Cheeses, where the
proportions of products containing at least one sweetening ingredient or ingredient conveying
sweetness were among the lowest!” (Figure 2), explaining the lower percentage observed in the
previous part.

4.2.2 By product category

The significant 5.5 point reduction in the proportion of products containing at least one
sweetening ingredient or ingredient conveying sweetness, observed in all products
combined, was driven by almost half of the product categories studied. Sixteen of the
changes were significant: 13 involved a decrease and three an increase (Table 5).

17 In addition to the Baby food and Cheeses categories, the Confectionery and Infant milks categories are
described in Section 3.2. Frequency of presence of at least one sweetening ingredient or ingredient
conveying sweetness but not in this part on changes.
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Table 5: Change in the frequency of presence of at least one sweetening ingredient or ingredient conveying
sweetness, all products combined and by food category (27 categories monitored for changes; sorted in
descending order of the proportion of products with a sweetening ingredient or ingredient conveying

sweetness at baseline).

Product category

(n=number of products containing at least one sweetening

Change in the proportion of products containing at least one
sweetening ingredient or ingredient conveying sweetness (27
product categories monitored for changes)

ingredient or ingredient conveying sweetness, all products ) Change in the
combined or by product category) Baseline Follow-up proportions (point)
(Baseline?lllLI;;oodggtls::ﬁ:)n\::-l:;:d n=28163) 86,5% 81% S
(Baseline: n=(i(e61;;;all:l?£f/v—up: n=181) 100% 100% +0
(Baseline: n:33§;a?osllow-up: n=781) 100% 100% *0
(Baseline: ngigrll?(lislrll(l)lvt\f-up: n=245) 100% 100% *0
(Bssline: 1416, Pollowups n=1953) 100% 100% 0
(Baseline: Eziszg?gotﬁf;ﬂl n=3117) 100% 99.9% 01
(Baslin: 56 Polloweaps ne605) 9% 99.5% +003
(BaselineF::;;La:tli(ﬂ;g\?vl—lir: n=1005) 9% 9% 01
(Baseline: n=3152y;r}171(§)lslow-up: n=675) 99% 99% r0-4
(Baseline:Bnrfslz(ge;‘sl::ﬁ;s\ifp: n=599) 98% 1% 73
(Bssline: 75, Fllowenp: =157 7% 5% 22"
(Baseline: n=85601ff S(r)llrllé(vsv—up: n=2132) 97% 1% 567
(Baseline: n]zi'sssz;e;r;:;;:jvs-up: n=286) 96% 87% 93
(Baseline: n=}2{’?g;sszlclzzv-up: n=495) 4% 81% 123
(Baseline: n]igejéj; Egliﬁ)lj/\clislp: n=1315) 92% 76% 1697
(Baslin: 1050; Pllowup: 1764) 2% 7% s
(Baseline: ?;lllgzt;f;iflll;nﬁ:; n=1443) 89% 84% ST
(Bacline: 1431, Folowrups nez626) 8% 4% A
(Baseline: n:(l:}(gg; ?c?lfssv-up: n=585) 89% 4% 3
(Baslin: 17, Folowrap: 1000 5% 87% 07
(Baslines 605, Fllow-up: n=1010) 8% 7% 6
R.eady—to—eat canned meals 77% 549% 23.9%%%
(Baseline: n=615; Follow-up: n=1432)
(Basling: 345 Pollowaps o676 2% 0% 23
(Bsslines 133 Pl ne1240) 2% % 128
(Baseline:Sr?:;)gé;r;do:)lzt\t/}-ﬁp: n=465) 65% 59% 7
(Baseline: n=3f)gatcl:’{:1q2w-up: n=572) 55% 53% 25
(Bsslin: 295, Followapt 12390) % 4% 66"
Margarines 3% 13% +9.7*

(Baseline: n=3; Follow-up: n=14)

Purple cells: significant decrease in the frequency of presence of at least one sweetening ingredient or ingredient conveying sweetness as defined by OQALI in the
products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Orange cells: significant increase in the frequency of presence of at least one sweetening ingredient or ingredient conveying sweetness as defined by OQALI in the
products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test
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The 13 categories that saw a significant reduction in the proportion of products
containing at least one sweetening ingredient or ingredient conveying sweetness were:
Ready-to-eat canned meals (-23.9 points), Bread products (-16.9 points), Fresh delicatessen
products (-15.1 points), Ready-to-eat frozen meals (-12.8 points), Hot sauces (-12.3 points),
Dessert mixes (-9.3 points), Breakfast cereals (-7.3 points), Ready-to-eat fresh meals (-6.3
points), Delicatessen meats (-5.7 points), Soups and broths (-5.7 points), Soft drinks (-5.6
points), Fresh dairy products and desserts (-4.4 points) and Fruit juices and nectars (-2.2
points). Note that the majority of these categories (8 out of the 13 mentioned) had a more
savoury connotation, and that five of them saw large reductions in products using a sweetening
ingredient or ingredient conveying sweetness (significant decreases of more than 10 points).

Moreover, the eight categories with the highest proportions of products at baseline still had a
very high proportion at follow-up. This is because these eight categories all had a sweet
connotation (Cereal bars, Jams, Canned fruits, Ice creams and sorbets, Cakes and biscuits,
Frozen pastries and desserts, Chocolate products and Syrups).

Conversely, three product categories saw a significant increase in the proportion of their
products containing at least one sweetening ingredient or ingredient conveying
sweetness. These were Margarines (+9.7 points), Processed potato products (+6.6 points) and
Cold sauces (+5.3 points) categories. Note that Margarines and Processed potato products were
the categories with the lowest proportion of products containing at least one sweetening
ingredient or ingredient conveying sweetness at both baseline and follow-up (3% and 13%,
respectively, for Margarines; 43% and 49% for Processed potato products).
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4.2.3 By type of brand

The significant reduction observed in all products combined (-5.5 points) was driven by
all the types of brands (Table 6). Indeed, the proportion of products with at least one
sweetening ingredient or ingredient conveying sweetness fell significantly for all the types of
brands, with large changes seen in certain types of brands, such as national brands (significant
reduction of 6.4 points).

Table 6: Change in the frequency of presence of at least one sweetening ingredient or ingredient conveying
sweetness, all products combined and by type of brand (27 food categories monitored for changes; sorted in
descending order of the proportion of products with sweetening ingredients or ingredients conveying
sweetness at baseline).

Type of brand Change in the proportion of products containing at least one
sweetening ingredient or ingredient conveying sweetness (27
(n=number of products containing at least one sweetening product categories monitored for changes)
ingredient or ingredient conveying sweetness, all products . Change in the
combined or by type of brand) Baseline Follow-up proportions (point)
All products combined o o ok
(Baseline: n=17068; Follow-up: n=28163) 86,5% 81% 55
Hard discount
0, 0, _ *kk
(Baseline: n=2774; Follow-up: n=3670) 88% 84% 37
Entry-level retailer brands N o 5
(Baseline: n=973; Follow-up: n=931) 87% 83% *+0
Retailer brands
0 0, _4 Q¥kk
(Baseline: n=7361; Follow-up: n=12307) 87% 82% 9
National brands
0, 0, _ *kk
(Baseline: n=4383; Follow-up: n=9189) 86% 80% 64
Specialised retailer brands?! N o Sk
(Baseline: n=1577; Follow-up: n=1776) 85% 81% 39

Purple cells: significant decrease in the frequency of presence of at least one sweetening ingredient or ingredient conveying sweetness as defined by OQALI in the
products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of at least one sweetening ingredient or ingredient conveying sweetness as defined by OQALI in the
products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test

* As specialised retailer brands were present in only six product categories out of the 27 studied (5 categories for which baseline and follow-up data were
available: Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products, Frozen snacking products, Frozen pastries and desserts; 1 product
category for which only follow-up data were available: Soups and broths), it is difficult to compare them to the other types of brands.
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4.3 Change in frequency of presence by class of sweetening
ingredients or ingredients conveying sweetness

This part describes the changes in the frequency of presence by class of sweetening ingredients
or ingredients conveying sweetness found in the ingredient lists of the products considered, by
considering the 27 product categories monitored for changes. As a reminder, because the same
product may contain several different classes of sweetening ingredients or ingredients
conveying sweetness, it is not possible to add the proportions together.

4.3.1 All products combined

There was a significant decline in the frequency of use of almost all classes of sweetening
ingredients or ingredients conveying sweetness, with the exception of the Fruit juices and
concentrates class, which increased significantly, and the Honey class, which remained stable
and is rarely used (Table 7).

Table 7: Change in the frequency of presence by class of sweetening ingredients or ingredients conveying
sweetness, all products combined (27 food categories monitored for changes; sorted in descending order of
the proportion of products containing each of the classes considered, at baseline).

o . . . . Change in the proportion of products, all classes combined or by
Class of sweetening ingredients or ingredients conveying sweetness class of sweetening ingredients or ingredients conveying
. o . . . . sweetness (27 product categories monitored for changes)
(n=number of products containing at least the class of sweetening ingredients or ingredients conveying
sweetness considered) . Change in the
Baseline Follow-up - .
proportions (point)
All classes of sweetening ingredients or ingredients conveying sweetness combined o o ok
(! line: n=17068; Follow-up: n=28163) 86.5% 81% s
Sucrose
0, 0, - Fokok
(Baseline: n=12552; Follow-up: n=21444) 64% 62% i
Syrups 0, o, 7. Q¥Fk
(Baseline: n=6354; Follow-up: n=8431) 32% 24% 79
Other sugars 0 0 ok
(Baseline: n=5047; Follow-up: n=6172) 26% 18% 78
Lactose
0, 0, - ok
(Baseline: n=3906; Follow-up: n=4240) 20% 12% 7.6
Fruit juices and concentrates o 0 -
(Baseline: n=3703; Follow-up: n=7368) 19% 2% w24
Caramel
0 0, - ok
(Baseline: n=1429; Follow-up: n=1804) 7% % 21
Other ingredients conveying sugars o o A s
(Baseline: n=851; Follow-up: n=1135) 4% 3% 10
Bulk sweeteners
0 0, - ook
(Baseline: n=590; Follow-up: n=845) 3% 2% 0.6
Intense sweeteners
0, 0, - dodkok
(Baseline: n=490; Follow-up: n=687) 5% 2% L9
Honey o, 0
(Baseline: n=380; Follow-up: n=672) % 2% +0.01
Flavourings whose flavour is evocative of a sweetening ingredient or ingredient conveying sweetness 0,3% 0.2% 0.1*
(Baseline: n=66; Follow-up: n=80) 7 e i

Purple cells: significant decrease in the frequency of presence of at least one sweetening ingredient or ingredient conveying sweetness/the class of sweetening ingredients or ingredients conveying sweetness as
defined by OQALI in the products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of at least one sweetening ingredient or ingredient conveying sweetness/the class of sweetening ingredients or ingredients conveying sweetness as
defined by OQALI in the products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test

Large reductions can be seen among the nine classes whose use fell significantly,
particularly in the Syrups, Other sugars and Lactose classes (-7.9 points, -7.8 points and -7.6
points, respectively). These were followed by the Caramel class, down 2.1 points, and the
Sucrose class (the one most commonly used in products at both baseline and follow-up), which
saw a 1.9 point reduction (although this class was still found in 62% of products at follow-up).
Other less commonly used classes - Other ingredients conveying sugars, Bulk sweeteners,
Intense sweeteners and Flavourings whose flavour is evocative of a sweetening ingredient or
ingredient conveying sweetness - also decreased significantly (-1.0 point, -0.6 point, -0.5 point
and -0.1 point respectively).

Fruit juices and concentrates was the only class whose frequency of presence in products
increased significantly (+2.4 points).
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All of these changes indicate a shift in the most commonly used classes: while Sucrose and
Syrups remain the most common, they are now followed by Fruit juices and concentrates, the
fifth most commonly used class at baseline, which relegated the Other sugars and Lactose
classes by one place between baseline and follow-up.

4.3.2 By product category

All categories except Cold sauces and Margarines (i.e. 25 out of the 27 monitored for
changes) saw at least one significant reduction in the use of a class of sweetening
ingredients or ingredients conveying sweetness. There were some upward changes, but
these only represented a small proportion.

By class, the significant changes observed for all products combined can therefore be
explained by changes driven by several product categories for all the classes, with the
exception of Flavourings whose flavour is evocative of a sweetening ingredient or

ingredient conveying sweetness, where none of the categories saw significant changes
(Table 8).
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Table 8: Change in the frequency of presence by class of sweetening ingredients or ingredients conveying
sweetness and by food category (27 categories monitored for changes)

Change in the proportion of products, all classes combined or by class of sweetening ingredients or ingredients conveying sweetness (27 product
categories monitored for changes)
Flavourings
Product category whose
Other flavour is
n=total number of products considered in the Fruit juices B . evocative of
4 All classes Other ) ingredients Bulk Intense
study, all product categories combined or by combined Sucrose Syrups sugars! Lactose and Caramel 8 . Honey a sweetening
product category) 8 concentrates N sugars ° ingredient or
8 ingredient
conveying
sweetness
All product categories combined 5
(Baseline: n=19723; Follow-up: n=34737) 5.5 1.9 7.9 7.8 7.6 +2.4° 2.1 1.0° 0.6 0.5 +0.01 0.1
Crackers ok Rk - K -
(Baseline: n=551; Follow-up: n=1082) 2.5 +4.3 +2.0 6.3 7.7 +0.2 +0.7 0.8 11 +0.1 +0.5 0,2
Cereal bars . . otk 7 1% E rorck - * d ork
(Baseline: n=169; Follow-up: n=181) 0 +1.2 +1.9 4.0 11.6 7.1 23.9 4.6 +10.0° 0 15.9° +2.2
Cakes and biscuits o o ooy * Hokok
(Baseline: n=1723; Follow-up: n=3120) 01 e 1.9 6.9 8.0 0.6 1.0 2.2 3.4 +0.3 +1.1 0.2
Soft drinks Ak ok ok ok ok
(Baseline: n=891; Follow-up: n=2343) HE il 7 +0.1 02 0.2 6.6 +0.4 +0.1 12.6 +0.4 +0.005
Soups and broths . * Aok ok
(Baseline: n=569; Follow-up: n=788) & 22 0.4 25 114 2.5 2.1 0.1 0 +03 0.1 0
Breakfast cereals s e ok ok *
(Baseline: n=332; Follow-up: n=659) S &2 14 144 10 +11 10.1 +4.0 +0.6 +0.2 5.1 15
Delicatessen meats
-5 7wk . K 617 r . -
(Baseline: n=1161; Follow-up: n=1722) = 0.3 29 6.1 +0.6 0.03 12 +0.03 0.1 0 +0.2 0
Chocolate products * ok
(Baseline: n=731; Follow-up: n=1013) 0.1 0.8 2.0 4.1 2.4 0.1 +0.5 +5.3 1.0 +0.1 +0.9 0.2
Fruit purées, compotes and desserts oy %
(Baseline: n=480; Follow-up: n=972) 2.3 4.7 9.9 0,4 +0.1 +6.4 0 +0.2 0 0 0.2 0
Jams ok . orx
(Baseline: n=337; Follow-up: n=781) 0 6.3 11.9 10.5 0 +2.5 0.5 +0.5 +0.1 0 +0.4 0
Canned fruits ok
(Baseline: n=181; Follow-up: n=245) 0 6.1 52 0 0 L7 0 0 0 0 0 0
Ice-creams and sorbets . ey
(Baseline: n=1416; Follow-up: n=1953) 0 w09 +0.02 118 28 +0.6 +17 2.1 +0.7 0.1 +0.4 0.1
Fruit juices and nectars o ey
(Baseline: n=816; Follow-up: n=1637) ZZ 23 20 04 0 21 0 0 0 03 0 0
Margarines *
(Baseline: n=95; Follow-up: n=109) e/ 0 0 0 28 +69 0 0 0 0 0 0
Bread products e o - - e onn
(Baseline: n=584; Follow-up: n=1740) 16.9 229 Rt 12.9 54 +4.5 +03 14 08 +0.1 03 102
Ready-to-eat canned meals Sk o oy o oo *
(Baseline: n=794; Follow-up: n=2672) 23.9° 9.9 6.9 10.9 10.4 0.6 2.0 0,5 0.1 +0.04 +0.3 0
Ready-to-eat fresh meals " e P e .
(Baseline: n=779; Follow-up: n=1416) 6.3 8.8 0.2 2.6 13.2° 4.4 7.7 0.03 0,4 +0.1 +0.3 0
Ready-to-eat frozen meals s Frry oxox Honk ook Hkok
(Baseline: n=1861; Follow-up: n=2108) 12.8 9.2 3.6 7.1 ilil 72 +1.3 4.4 0.3 0.1 0.1 +0.6 0
Dessert mixes
.9.3%* L1175k . - 5.0% 5.4% . B -
(Baseline: n=160; Follow-up: n=329) 9.3 11.7° 6.3 2.3 5.2 +1.1 5.4 0.7 2.6 0 +0.3 1.0
Fresh dairy products and desserts e ey ok . ok ok ok * ok N
(Baseline: n=1613; Follow-up: n=3115) 4.4 +1.0 17.4 4.0 6.9 +6.5 3.1 4.4 +0.9 4.4 +0.4 0.1
Fresh delicatessen products e oy ooy sk otk pae ok
(Baseline: n=1141; Follow-up: n=2293) 15.1 8.9 13.7 13.2 12.9° +3.9 2.9 0.3 0.2 0.1 0.1 0,4
Processed potato products . * ok *
(Baseline: n=683; Follow-up: n=791) RCS 01 0.4 S 34 +05 07 0 0 14 002 0
Hot sauces - ok -9 O * - -6, 2FHk ~ N
(Baseline: n=295; Follow-up: n=609) iz 9.0 +5.4 0.7 6.2 +0.5 0.7 0.2 0 0 +0.3 0
Cold sauces o o
(Baseline: n=544; Follow-up: n=623) s o 25 +0.3 05 w54 02 0 0 *01 04 0
Syrups 36,84+ R ook -
(Baseline: n=316; Follow-up: n=681) +04 46 eS8 +03 0 21 o4 0 0 07 0 o1
Frozen snacking products e e
(Baseline: n=930; Follow-up: n=1147) 0.7 +2.3 9.8 3.8 8.8 2.5 0.6 0.2 +0.1 0.1 +0.7 0
Frozen pastries and desserts £y *

(Baseline: n=571; Follow-up: n=608) +0.03 +0.4 5.1 1.2 6.0 +6.0 0.5 +2.4 2.5 +0.2 +0.9 0.1
Purple cells: significant decrease in the frequency of presence of at least one sweetening ingredient or ingredient conveying the class of ients or ients conveying sweetness as defined by OQALI in the products between baseline
and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of at least one sweetening ingredient or ingredient conveying the class of i or ients conveying sweetness as defined by OQALI in the products between

baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Statistical test performed: chi-square test
* Other sugars: all mono- and disaccharides, alone or in combination (excluding sucrose, mention of "sugar” and lactose)

At category level, the large reductions seen in all classes combined can almost always be
explained by changes in use practices relating to several classes. For example, with Ready-to-eat
canned meals, which was the savoury category with the largest significant reduction in the
proportion of products using at least one sweetening ingredient or ingredient conveying
sweetness (-23.9 points), the change observed can be explained by significant downward
changes in five of the 11 classes studied (Other sugars: -10.9 points; Lactose: -10.4 points;
Sucrose: -9.9 points; Syrups: -6.9 points and Caramel: -2.0 points). Also of note were Soft drinks,
where a significant reduction was observed for all classes combined (-5.6 points). This can
mainly be explained by a significant reduction in the use of intense sweeteners (-12.6 points),
accompanied with significant falls for the Syrups (-7.7 points) and Caramel (-6.6 points) classes.
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Conversely, in this same category, a significant increase of 7.1 points was observed for the
Sucrose class. Note that this study is not saying that the nutrient content (and therefore sugar
content) of the products studied has changed in the same way, but is rather characterising the
use of different types of sweetening ingredients or ingredients conveying sweetness. This last
result can be compared with the study of the product offering in this category, which showed
that between 2010 and 2019 there was a large reduction in the proportion of artificially-
sweetened products (with no added sugars), while the proportion of sugar-sweetened products
remained stable and the proportion of products that were both sugar-sweetened and
artificially-sweetened increased (Oqali 2023a).

For five categories (Fruit purées, compotes and desserts, Bread products, Fresh dairy products
and desserts, Fresh delicatessen products and Frozen pastries and desserts), there was a
significant increase in the use of the Fruit juices and concentrates class, while the use of one or
more of the other classes fell significantly. The significant increases observed in the other
classes were one-off and category-dependent.

There was a significant increase in the Processed potato products and Cold sauces
categories for all classes combined, due to a significant increase in the use of just one
class (respectively, Other sugars: +5.0 points and Sucrose: +8.7 points). Note that for the
Processed potato products category, this increase was accompanied by a smaller significant
reduction for two other classes (Lactose: -3.4 points; Intense sweeteners: -1.4 points).

Lastly, there was no significant change by class for the Margarines category, despite this
category seeing a significant increase for all classes combined. However, there was an
upward change in the use of two classes of sweetening ingredients or ingredients conveying
sweetness: Fruit juices and concentrates (+6.9 points) and Lactose (+2.8 points).

The proportions of products at baseline and follow-up, as well as the changes by class of
sweetening ingredients or ingredients conveying sweetness and by product category (27
product categories monitored for changes), are presented in Annex 13.
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4.3.3 By type of brand

The use of classes of sweetening ingredients or ingredients conveying sweetness mostly
declined for all the types of brands, with many classes decreasing significantly within the
same type of brand (2 out of 11 classes for entry-level retailer brands, 3 for specialised
retailer brands, 6 for retailer brands and 7 for national brands and hard discount
products). There were only a few significant increases: in the Fruit juices and concentrates
class among national brands (+4.2 points) and specialised retailer brands (+2.7 points), and in
the Honey class among specialised retailer brands (+1.6 points).

The significant changes observed for all products combined by class were therefore
driven by several types of brands (except for the Flavourings whose flavour is evocative
of a sweetening ingredient or ingredient conveying sweetness and Intense sweeteners

classes) (Table 9).

Table 9: Change in the frequency of presence by class of sweetening ingredients or ingredients conveying
sweetness and by type of brand (27 food categories monitored for changes)

Change in the proportion of products, all classes or by class of ingredients or ingredients conveying sweetness (27 product
categories monitored for changes)
Flavourings
Type of brand whose
Other flavour is
(n=total number of products considered in the Fruit juices ) evocative of
All classes Other ingredients Bulk Intense .
study, all products combined or by type of brand) N Sucrose Syrups 2 Lactose and Caramel . Honey |asweetening
combined sugars’ [« ying .
concentrates ingredient or
sugars ; .
ingredient
conveying
sweetness
All products combined ok rork ok ok ok ok ok ok Hokk ok *
(Baseline: n=19723; Follow-up: n=34737) 5.5 1.9 7.9 7.8 7.6 +2.4° 2.1 1.0 0.6 0.5 +0.01 0.1
National brands
6.4+ H* 5 ke _7.g%kk _5.GH 9. 0% ok 1%+ 16+ _1.5%e _ ~
(Baseline: n=5089; Follow-up: n=11532) 6.4 5.2 7.9 5.6 9.0 +4.2 1.2 1.6 1.5 0.1 +0.1 0.1
Retailer brands -4.9%x +0.7 g7 | gser | 6w +11 2,85+ 0.6 -0.04 -L2w 0.2 0.04
(Baseline: n=8507; Follow-up: n=15075)
Entry-level retailer brands o ey . . N . N
(Baseline: n=1117; Follow-up: n=1120) 4.0 13 6.6 5.0 2.5 +0.9 12 0.5 +1.2 +0.4 0.7 0.1
Hard discount
3.7k 344 6,47+ 3.g%kx 4.6 1.5%* 2.0% L0.9% " K -
(Baseline: n=3158; Follow-up: n=4361) 3.7 34 64 38 46 14 a8 20 09 06 02 02
Specialised retailer brands’ ey o ek " " "

(Baseline: n=1851; Follow-up: n=2185) 3.9 1.0 -0.6 6.4 5.2 +2.7 1.8 +1.1 +0.2 -0.03 +1.6 -0.3
Purple cells: significant decrease in the frequency of presence of at least one sweetening ingredient or ingredient conveying s/the class of g or conveying sweetness as defined by OQALI in the products between
baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of at least one sweetening ingredient or ingredient conveying the class of or conveying sweetness as defined by OQALI in the products between

baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Statistical test performed: chi-square test

* As specialised retailer brands were present in only six product categories out of the 27 studied (5 product categories for which baseline and follow-up data were available: Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products, Frozen

snacking products, Frozen pastries and desserts; 1 product category for which only follow-up data were available: Soups and broths), it is difficult to compare them to the other types of brands.
2 Other sugars: all mono- and disaccharides, alone or in combination (excluding sucrose, mention of "sugar” and lactose)

The proportions of products at baseline and follow-up, as well as the changes by class of
sweetening ingredients or ingredients conveying sweetness and by type of brand, are presented

in Annex 14.
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4.4 Change in combinations of classes of sweetening ingredients
or ingredients conveying sweetness

This section looks at the changes in the use, alone or in combination, of classes of sweetening
ingredients or ingredients conveying sweetness. Initially (Section 4.4.1), the changes in the
number of different classes found simultaneously in the same product are studied. This is
followed by a presentation of the details of the changes in the data on the classes used alone or

in combination (Section 4.4.2).

4.4.1 Study of the change in the number of different classes of
sweetening ingredients or ingredients conveying sweetness found
in the products

4.4.1.1 All products combined

In addition to the significant increase in the number of products using no sweetening
ingredients or ingredients conveying sweetness observed previously, the proportion of
products using only one class also increased significantly (+3.5 points). Conversely, the
proportion of products combining two, three, four, five or six different classes fell significantly
(declines ranging from -0.3 points to -3.7 points). Note that the use of seven different classes
(maximum number of combined classes found in products) for a few products remained stable
between baseline and follow-up. This reflects a decline in the number of classes of
sweetening ingredients or ingredients conveying sweetness used simultaneously in the
same product (Table 10).
Table 10: Change in the number of different classes of sweetening ingredients or ingredients conveying

sweetness found in the same product between baseline and follow-up, all products combined (27 food
categories monitored for changes).

Change in the proportion of products according to the number of classes
Number of classes of sweetening ingredients or ingredients conveying | of sweetening ingredients or ingredients conveying sweetness found in
sweetness the ingredient lists (27 product categories monitored for changes)
_ : . Change in the
(n=number of products with the number of classes) Baseline Follow-up S i
proportions (point)
No sweetening ingredients or ingredients conveying sweetness o o ok
(Baseline: n=2655; Follow-up: n=6574) 13,5% 19% 5.5
1 class
0, 0, *kk
(Baseline: n=6461; Follow-up: n=12609) 33% 36% 3.5
2 classes
0, 0, " KK
(Baseline: n=5591; Follow-up: n=9248) 28% 27% 17
3 classes
0, 0, - Fokk
(Baseline: n=3052; Follow-up: n=4100) 15% 12% 3.7
4 classes
0, 0, - kK
(Baseline: n=1386; Follow-up: n=1667) 7% 5% 22
5 classes
0, 0, " Fokk
(Baseline: n=461; Follow-up: n=448) 2% 1% 1.0
6 classes
0, 0, - kK
(Baseline: n=99; Follow-up: n=72) 1% 0.2% 0.3
7 classes
0, 0, -
(Baseline: n=18; Follow-up: n=19) 0,1% 0.1% 0.04

Purple cells: significant decrease in the frequency of presence of the considered number of classes of sweetening ingredients or ingredients conveying sweetness as defined by OQALI

in the products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Orange cells: significant increase in the frequency of presence of the considered number of classes of sweetening ingredients or ingredients conveying sweetness as defined by O0QALI

in the products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Statistical test performed: chi-square test
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4.4.1.2 By product category

For 22 of the 27 categories, one or more significant changes were observed,
demonstrating a reduction in the number of sweetening ingredients or ingredients
conveying sweetness used simultaneously in a product (Table 11).

Conversely, for three categories (Margarines, Processed potato products and Cold
sauces), the observed changes suggest an increase in the proportion of products using
one or more classes to the detriment of the proportion of products with no sweetening
ingredients or ingredients conveying sweetness (Table 11).

Only two categories (Chocolate products, and Frozen pastries and desserts) saw no significant
change.
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Table 11: Change in the number of different classes of sweetening ingredients or ingredients conveying
sweetness found in the same product between baseline and follow-up, by food category (27 categories
monitored for changes).

Change in the proportion of products according to the number of classes of sweetening ingredients or ingredients conveying
Product category sweetness found in the ingredient lists (27 product categories monitored for changes)
_ . No sweetening
(n=total numbe;r ofrpuzialil;c;;;or;srld)eredfor trends, ingredients or 1 class 2 classes 3 classes 4 classes 5 classes 6 classes 7 classes
yp gory. ingredients combined combined combined combined combined combined
conveying sweetness
(Baseli Allll_};l';o;lzusct's: c::mbmedn_34737) 4+5.5%x +3.5kk 1,7k 3. 7Hkk L2.2%Kk L1.0%%* L0.3%** -0.04
= 5 p: n=
Crackers ey
(Baseline: n=551; Follow-up: n=1082) +2.5 06 +0.01 B 03 0 0 0
(Baseline: nfcl‘zta;sﬁ‘z; up: ne181) 0 -0.7 2.8 +13,6%%* +16.0% -10.1* 12,5 3,6
(Baseline: Si?:szgngobn‘z;"]“; neg120) +0.1 +7.74%% +0.4 2.8 2.9% 2,65 -0.01 +0.04
Soft drinks Sk * Hok
(Baseline: n=891; Follow-up: n=2343) e o & 21 0.6 0.3 0 0
Soups and broths *
(Baseline: n=569; Follow-up: n=788) i 04 33 15 11 0.2 0 0
(Base1ine-Bnrf;:§SFt:1T;$-ljp- 1=659) = 60 o +09 B 2 03 0
Delicatessen meats
kK 4.1* B E
(Baseline: n=1161; Follow-up: n=1722) i ad 07 20 05 +02 0 0
Chocolate products
(Baseline: n=731; Follow-up: n=1013) +0.1 +2.9 -3.1 +1.0 -0.9 -0.01 -0.02 +0.1
Fruit purées, compotes and desserts "™
(Baseline: n=480; Follow-up: n=972) 2.3 35 e 0.3 0 0 0 0
Jams ok ok * -
(Baseline: n=337; Follow-up: n=781) 0 0 et &y 0.9 0 0 0
Canned fruits ok wok
(Baseline: n=181; Follow-up: n=245) 0 800 k2 24 0 0 0 0
Ice-creams and sorbets . "
(Baseline: n=1416; Follow-up: n=1953) 0 07 07 sl 16 22 i 01
Fruit juices and nectars i -
(Baseline: n=816; Follow-up: n=1637) i 17 06 2 01 0 0 0
Margarines o -
(Baseline: n=95; Follow-up: n=109) ol il 0 0 0 0 0 0
Bread products — N o Sk 4. gFH* - -
(Baseline: n=584; Follow-up: n=1740) il 01 i i 01 07 0 0
(Baslines ne7otsPollowaup ne2672) S el Bl I i o 0 0
(Baselil:x:ai}f;;;akrtz)flrl::/‘-r:;arlxs—1416) il il i T i +0.2 +01 0
Ready-to-eat frozen meals xk " o o "
(Baseline: n=1861; Follow-up: n=2108) 1 21 2 e e W 0.1 0
Dessert mixes
Hek -f - -
(Baseline: n=160; Follow-up: n=329) i 46 6.2 48 28 0 0 0
e
e gy | osaw | s | aew | e | are | | ow | o
Processed potato products I s R } }
(Baseline: n=683; Follow-up: n=791) o g 20 12 0.6 0 0 0
Hot sauces oy AT N
(Baseline: n=295; Follow-up: n=609) 12 et 0.7 +0.2 +06 0 0 0
Cold sauces
_5.3%* . *
(Baseline: n=544; Follow-up: n=623) B2 20 0.7 i 06 0 0 0
Syrups . % ok - ok
(Baseline: n=316; Follow-up: n=681) 04 id w2 28 04 0 0 0
(Baselfzs-zs?;;(?-cﬁ:ﬂi “’Nr_‘;‘:;‘;tf 1147) +0.7 +6.3%* +2.8 5.4 31+ -15* +0.2 +0.1
Frozen pastries and desserts
(Baseline: no571; Follow-up: n=608) -0.03 +3.6 -1.8 0.3 22 +0.4 0.2 +0.5

Purple cells: significant decrease in the frequency of presence of the considered number of classes of sweetening ingredients or ingredients conveying sweetness as defined by 0QALI in the products between baseline and follow-up
(*if p<0.05; ** if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of the considered number of classes of sweetening ingredients or ingredients conveying sweetness as defined by OQALI in the products between baseline and follow-up
(*if p<0.05; ** if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test

The proportions of products with no sweetening ingredients or using one or several classes of
sweetening ingredients at baseline and follow-up, as well as the changes by number of classes of
sweetening ingredients or ingredients conveying sweetness and by product category (27
product categories monitored for changes), are presented in Annex 15.
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4.4.1.3 By type of brand

For all the types of brands, there was a reduction in the cumulative use of several classes
of sweetening ingredients or ingredients conveying sweetness in the same product
(Table 12). In particular, there were many significant changes observed for national brands,
retailer brands and hard discount products, while fewer were seen for entry-level retailer
brands and specialised retailer brands. As a reminder, the share of products with no sweetening
ingredients or ingredients conveying sweetness increased for every type of brand.

Table 12: Change in the number of different classes of sweetening ingredients or ingredients conveying
sweetness found in the same product between baseline and follow-up, by type of brand (27 food categories
monitored for changes).

Change in the proportion of products according to the number of classes of sweetening ingredients or ingredients conveying sweetness
Type of brand found in the ingredient lists (27 product categories monitored for changes)
No sweetening
=total b duct: idered i i
(n=tota ::::' Z_ [er;) eu(ffi::s::] ered for miir?::;::lstgr 1 class 2 classes 3 classes 4 classes 5 classes 6 classes 7 classes
ges oy p 5 . combined combined combined combined combined combined
conveying
sweetness
All products combined
(Baseline: n=19723; Follow-up: n=34737) 88 =S L7 2 ZZ ey Ll 0.04
National brands Fkk *ok *k KoKk KoKk KoKk KoKk
(Baseline: n=5089; Follow-up: n=11532) el 2.2 22 25 23 = e +0.04
Retailer brands Kk Hokok K KoKk oKk kKoK Fokk
(Baseline: n=8507; Follow-up: n=15075) +4.9 4.2 gL 48 19 e L 0.05
Entry-level retailer brands .
(Baseline: n=1117; Follow-up: n=1120) wall 23 3.6 19 0.1 0.3 02 03
Hard discount ok ok % ok * ok
(Baseline: n=3158; Follow-up: n=4361) S = 11 i 28 7 03 01
Specialised retailer brands® ey "
(Baseline: n=1851; Follow-up: n=2185) o +05 21 27 +02 01 01 +02

Purple cells: significant decrease in the frequency of presence of the considered number of classes of sweetening ingredients or ingredients conveying sweetness as defined by OQALI in the products between baseline and follow-up (* if
p<0.05; **if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of the considered number of classes of sweetening ingredients or ingredients conveying sweetness as defined by 0QALI in the products between baseline and follow-up (* if
p<0.05; **if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test

* As specialised retailer brands were present in only six product categories out of the 27 studied (5 product categories for which baseline and follow-up data were available: Ice creams and sorbets, Ready-to-eat frozen meals, Processed
potato products, Frozen snacking products, Frozen pastries and desserts; 1 product category for which only follow-up data were available: Soups and broths), it is difficult to compare them to the other types of brands.

The proportions of products at baseline and at follow-up, as well as the changes by number of
different classes of sweetening ingredients or ingredients conveying sweetness and by type of
brand (27 product categories monitored for changes), are presented in Annex 16.

4.4.2 Study of the change in the use of combinations of classes of
sweetening ingredients or ingredients conveying sweetness found
in the products

This study details the changes in the use of classes of sweetening ingredients or ingredients
conveying sweetness depending on whether they were used alone or in combination. A total of
346 different combinations were found for all the products studied, at baseline and/or follow-
up. While 225 combinations were found over the two periods considered, 61 were only present
at baseline and 60 only at follow-up. All these results, for all products combined, are available in

Excel format on the OQALI website “Changes in the use of sweetening ingredients or ingredients

conveying sweetness” and tab "Co_occurrence without grou_prod".

Of these 346 combinations, only 17 were used in 1% or more of the products. It was therefore
decided to group together the classes that were absent from these 17 most commonly used
combinations, i.e. Caramel, Other ingredients conveying sugars, Bulk sweeteners, Honey and
Flavourings whose flavour is evocative of a sweetening ingredient or ingredient conveying
sweetness, to form the "Other classes" combination. Note that the Intense sweeteners class was
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not found among the 17 most commonly used combinations, but as these substances were
considered to be a particular case, they were not included in "Other classes".

4.4.2.1 All products combined

After grouping the classes together as mentioned above, 109 combinations were found in at
least one product, 21 of which were found in 1% or more of products at baseline. Again,
combinations with frequency of presence values below 1% at baseline, all products combined,
were grouped together in "Other combinations”. Twenty-two combinations have therefore been
detailed below. These same groupings were used to conduct analyses by product category and
type of brand. Note that combinations including substances from the Intense sweeteners class,
which was not included in "Other classes", were used very little and have therefore been added
to "Other combinations". The results without this last grouping are available in Excel format on

the OQALI website “Changes in the use of sweetening ingredients or ingredients conveying
sweetness” and tab "Co_occurrence with group_prod".

Most combinations of classes of sweetening ingredients or ingredients conveying
sweetness fell significantly. Conversely, the use of three combinations increased
significantly (Table 13).
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Table 13: Change in the proportion of products by combination of sweetening ingredients or ingredients
conveying sweetness considered, all products combined (27 food categories monitored for changes; sorted in
descending order of the proportion of products with each of the combinations considered, at baseline).

Change in the proportion of products with the combination of
1 f tening i dient: i dient i
Combinations of classes of sweetening ingredients or ingredients classes of swee fenmg [ngrecients or lngre. ens conveying
. . sweetness considered, all products combined (27 product
conveying sweetness found in the products categories monitored for changes)
(n=number of products with the combination considered) Change in the
Baseline Follow-up N .
proportions (point)
at least one sweetening ingredient or ingredient conveying
sweetness 86,5% 81% -5, 5%k
(Baseline: n=17068; Follow-up: n=28163)
sucrose 0 N ok
(Baseline: n=3576; Follow-up: n=7741) 18% 22% +4.2
other combinations*
0 0 . Fkk
(Baseline: n=2452; Follow-up: n=3170) 12% 9% 3.3
sucrose / syrups o 0 e
(Baseline: n=1549; Follow-up: n=2293) 8% 7% 1.3
other sugars N 0 o
(Baseline: n=963; Follow-up: n=1526) 5% 4% 0.5
fruit juices and concentrates o o o
(Baseline: n=954; Follow-up: n=2130) S% 6% 1.3
sucrose / fruit juices and concentrates o 0 sk
(Baseline: n=923; Follow-up: n=2721) 5% 8% *3.2
sucrose / other sugars o o o e
(Baseline: n=873; Follow-up: n=1167) 4% 3% 1.1
sucrose / syrups / lactose N 0 e
(Baseline: n=609; Follow-up: n=815) 3% 2% 0.7
sucrose / lactose o o G
(Baseline: n=547; Follow-up: n=657) 3% 2% 0.9
sucrose / syrups / fruit juices and concentrates o o A
(Baseline: n=526; Follow-up: n=714) 3% 2% 0.6
sucrose / other classes? o o
(Baseline: n=469; Follow-up: n=846) 2% 2% 0.1
sucrose / syrups / other classes?
29 29 .1
(Baseline: n=431; Follow-up: n=789) & & *0
sucrose / syrups / other sugars o o LA
(Baseline: n=402; Follow-up: n=487) 2% 1% 0.6
lactose
0, 0 . Fkk
(Baseline: n=393; Follow-up: n=369) 2% 1% 0.9
sucrose / syrups / lactose / other classes® o o e
(Baseline: n=352; Follow-up: n=472) 2% 1% 0.4
sucrose / other sugars / lactose
20 10 -0. kK
(Baseline: n=349; Follow-up: n=312) & % 0.9
syrups o 0 G
(Baseline: n=342; Follow-up: n=523) 2% 2% 0.2
sucrose / syrups / other sugars / lactose
20 10 -0. ok
(Baseline: n=313; Follow-up: n=284) & % 0.8
syrups / other sugars o o e
(Baseline: n=311; Follow-up: n=388) 2% 1% 0.5
other sugars / lactose
10 10 -0. *okk
(Baseline: n=279; Follow-up: n=305) & % i
sucrose / syrups / other sugars / other classes? o o e
(Baseline: n=253; Follow-up: n=299) 1% 1% 0.4
sucrose / syrups / other sugars / lactose / other classes®
10 40 -0. kK
(Baseline: n=202; Follow-up: n=155) & 0,4% 0.6

1 "Other combinations" groups together combinations of classes whose frequency of presence was below 1% at baseline, all product categories combined

2"Other classes" groups together the following classes: Caramel, Other ingredients conveying sugars, Bulk sweeteners, Honey, and Flavourings whose flavour is
evocative of a sweetening ingredient or ingredient conveying sweetness

Purple cells: significant decrease in the frequency of presence of the combination of classes of sweetening ingredients or ingredients conveying sweetness as defined by
OQALI in the products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of the combination of classes of sweetening ingredients or ingredients conveying sweetness as defined by
OQALI in the products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test

Indeed, of the 22 most commonly used combinations, 17 saw a significant decline in use
between baseline and follow-up (ranging from -0.2 points to -3.3 points). Thirteen of these 17
combinations simultaneously combined between two and five classes of sweetening ingredients
or ingredients conveying sweetness.
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Conversely, the use of Sucrose alone, Fruit juices and concentrates alone and the
combination of these two classes (Sucrose/Fruit juices and concentrates) increased
significantly (+4.2 points, +1.3 points and +3.2 points, respectively). Note that use of the
Sucrose class alone was the combination most frequently found at both baseline (18%) and
follow-up (22%). In addition, these three combinations only involved a single class or a
combination of two classes.

These results were therefore consistent with what was observed by class of sweetening
ingredients or ingredients conveying sweetness (Section 4.3.1. All products combined) with the
significant increase in the use of the Fruit juices and concentrates class and the significant
decrease in the use of the other classes (except for Honey), as well as by number of combined
classes (Section 4.4.1.1. All products combined) with the significant increase in the proportion of
products using no sweetening ingredients or ingredients conveying sweetness or only one class,
while there was a fall in the simultaneous use of a greater number of classes.

4.4.2.2 By product category

The change in the use of combinations of sweetening ingredients or ingredients conveying
sweetness, by product category, is available in Excel format on the OQALI website “Changes in
the use of sweetening ingredients or ingredients conveying sweetness” and tab "Co_occurren
with group_category".

Among the 27 product categories studied, not all class combinations were found for each
category. Only six product categories contained all 22 combinations studied: Ready-to-eat
canned meals, Ready-to-eat fresh meals, Ready-to-eat frozen meals, Fresh dairy products and
desserts, Fresh delicatessen products and Frozen snacking products. For the majority of
product categories, the frequency of presence for many combinations was stable between
baseline and follow-up.

Among the combinations that changed significantly between baseline and follow-up, the
vast majority saw a significant fall: with the exception of the Margarines, Dessert mixes, Cold
sauces and Frozen pastries and desserts categories, for which none of the combinations
changed significantly, all categories had at least one combination whose use fell
significantly (ranging from -0.6 points to -24.6 points). The significant changes observed all
concerned declines, for three categories, and partly explain the significant reduction in the use
of at least one sweetening ingredient or ingredient conveying sweetness observed at category
level: Delicatessen meats (-3.6 points for Other sugars), Hot sauces (-7.4 points for Sucrose) and
Ready-to-eat canned meals (8 combinations decreased significantly ranging from -1.5 points to
-3.2 points).

For 19 of the 27 product categories studied, the use of at least one combination increased
significantly between baseline and follow-up, but was each time accompanied by a
significant reduction for at least one other combination. For 10 product categories, the
significant increase in the use of one or more combinations was not sufficient to offset
the significant decreases observed for other combinations:

- Soft drinks, Ready-to-eat fresh meals, Ready-to-eat frozen meals, Fresh dairy
products and desserts and Fresh delicatessen products (between 2 and 3
combinations increased, while 3 to 8 combinations decreased);
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- Soups and broths, Breakfast cereals, Fruit juices and nectars, Bread products and
Ready-to-eat frozen meals (only 1 combination increased significantly, while 1 to 8
combinations decreased significantly).

For 10 categories, the significant reduction in the use of certain combinations offset the
use of those that increased significantly, partly explaining why no significant change was
observed at category level. This was the case with the following 10 categories: Cakes and
biscuits, Frozen snacking products, Chocolate products, Ice creams and sorbets, Fruit
purées, compotes and desserts, Syrups, Cereal bars, Jams, Canned fruits and Crackers.

Lastly, in the Processed potato products category, the significant increase in the proportion of
products with at least one sweetening ingredient or ingredient conveying sweetness observed
at category level can be explained by the significantly increased use of three combinations,
while only one combination was used significantly less.

Among the combinations whose use increased significantly, the use of the Fruit juices and
concentrates class alone and/or in combination with the Sucrose class increased
significantly for 10 categories: Cakes and biscuits, Soft drinks, Soups and broths, Fruit purées,
compotes and desserts, Fruit juices and nectars, Bread products, Ready-to-eat frozen meals,
Fresh dairy products and desserts, Fresh delicatessen products, as well as Syrups.

4.4.2.3 By type of brand

The change in the use of combinations of sweetening ingredients or ingredients conveying
sweetness, by type of brand, is available in Excel format on the OQALI website “Changes in the

use of sweetening ingredients or ingredients conveying sweetness” and tab "Co_occurren with
group_brands".

All the types of brands had all 22 of the combinations studied at baseline and/or follow-up. The
number of combinations with significant changes differed between types of brands,
ranging from five combinations for entry-level retailer brands to 16 for retailer brands.
Furthermore, every type of brand had combinations whose use fell significantly (ranging
from -0.2 points to -4.2 points), while a smaller number of combinations saw a significant
increase (ranging from +0.5 points to +5.9 points).

Thus, for national brands, retailer brands and hard discount products, a significant increase
was observed for the Sucrose class alone, the Fruit juices and concentrates class alone and the
combination of these two classes (Sucrose/Fruit juices and concentrates). It should be noted
that hard discount products also had a significantly higher proportion of products using the
Syrups/Other sugars combination. Conversely, the use of a large number of combinations fell
significantly: 12 significant decreases for national brands, 13 for retailer brands and eight for
hard discount products.

As with the national brands, retailer brands and hard discount products, entry-level retailer
brands saw a significant increase in the use of the Sucrose class alone. In addition, the use of
Sucrose/Syrups/Lactose/Other classes also increased significantly for this type of brand while,
conversely, three combinations were used significantly less between baseline and follow-up:
Sucrose/Syrups, Sucrose/Other sugars/Lactose and the Lactose class alone.

Lastly, specialised retailer brands saw a significant increase for two combinations (Fruit
juices and concentrates class used alone; Sucrose/Syrups/Other sugars/Other classes) while a
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significant decrease was observed for six combinations. As a reminder, because this type of
brand focuses on frozen foods, it is difficult to compare it with the other types of brands.
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4.5 Study of reformulation regarding sweetening ingredients or
ingredients conveying sweetness for products present at both
baseline and follow-up

This section details the changes concerning the use of classes of sweetening ingredients or
ingredients conveying sweetness for paired products, i.e. in products that were present at both
baseline and follow-up, in a strictly identical or modified form. The aim is to determine whether
the changes observed previously can be partly explained by reformulations of pre-existing
products. As a reminder, the numbers and proportions of paired products studied in the part on
changes in the use of sweetening ingredients or ingredients conveying sweetness are presented
by category and type of brand in Annex 17.

4.5.1 Change in the frequency of presence by class of sweetening
ingredients or ingredients conveying sweetness

Contrary to what was observed for all the products taken into account for the change study,
there was no significant change in the use of at least one sweetening ingredient or
ingredient conveying sweetness for all the paired products: a downward change was
however noted (-0.5 points; Table 14). In addition, fewer significant changes were observed
for all the paired products than for all products combined (paired and non-paired), but
they were still in the same direction (Table 8, Table 9 and Table 14).

Of the 11 classes of sweetening ingredients or ingredients conveying sweetness, four saw a
significant decline in use (Syrups: -3.9 points; Lactose: -3.6 points; Other sugars: -2.7 points
and Caramel: -1.3 points). There was also a significant increase in the Fruit juices and
concentrates class (+1.7 points). These five classes all therefore changed significantly in the
same direction, whether it concerned just the paired products or all the products taken into
account for the change study. This means that for these classes, reformulations of existing
products took place between baseline and follow-up, which may partly explain the changes
observed for all the products taken into account for the change study.

By product category and for all classes combined, only the Ready-to-eat canned meals category
saw a significant decline in the use of at least one sweetening ingredient or ingredient
conveying sweetness, for the paired products (-7.8 points). In addition, 15 product categories
saw a significant change in use, most often a decline, for at least one class of sweetening
ingredients or ingredients conveying sweetness, without this leading to a significant change at
category level.

Lastly, as at class and category levels, the number of significant changes observed for paired
products at type of brand level was small compared with that observed for all products taken
into account (paired and non-paired products combined) and no significant change was
observed for all classes combined. Among the five types of brands studied, only three saw
significant changes for one or more classes, most often reductions (1 change for national
brands, 2 for hard discount products and 5 for retailer brands).
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Table 14: Change in the frequency of presence by class of sweetening ingredients or ingredients conveying
sweetness, all products combined, by food category and by type of brand, for paired products (27 categories
monitored for changes)

Change in the proportion of paired products (27 product categories monitored for changes)
Product category Flavourings
whose flavour
(n=total number of products considered for the Frait uices Other is evocative of|
pairs, all paired products combined, by product All classes Sucrose Syrups Other Lactose arlld Caramel ingredients Bulk Intense Hone: a sweetening
category and by type of brand) combined yrup sugars® concantrates conveying | sweeteners | sweeteners Y| ingredient or
sugars ingredient
conveying
sweetness
Al products combined e e " » e
(number of paired products: n=10549) 0.5 0.3 & & & e 49 0.5 0.3 +01 0.1 0.1
By product category
Crackers
(number of paired products: n=382) 1.0 0 0 29 37 0 0.3 03 0.3 0 0 0
Cereal bars . e "
(number of paired products: n=83) 0 0 0 6.0 10.8 2.4 20.5 3.6 +8.4 0 19.3 0
Cakes and biscuits . . " "
(number of paired products: n=676) 0 +0.9 0.6 5.8 5.8 +1.2 2yl 0 3.8 0 0.6 0.3
Soft drinks -
(number of paired products: n=395) -1.0 +2.8 -13.4 +0.5 0 -2.0 -0.8 -0.3 0 +5.3 -0.5 -0.3
Soups and broths .
(number of paired products: n=298) w7 w7 34 20 7 13 20 ° ° ° 0 0
Breakfast cereals oy ey
(number of paired products: n=151) 0 0.7 +1.3 12.6 0.7 +0.7 11.9 +4.0 0 0 6 2.6
Delicatessen meats
(number of paired products: n=746) +0.5 +1.1 +2.1 1.7 2.4 0 +0.4 0 0.1 0 0 0
Chocolate products
(number of paired products: n=466) 0 0 13 19 04 0 +02 w24 0 0 +0.2 0
Fruit purées, compotes and desserts o ey
(number of paired products: n=230) w3 0 122 04 ° 109 0 ° ° 0 0 0
Jams 1217 10,50 B
(number of paired products: n=239) 0 04 i o3 0 2.1 0 04 0 0 0 0
Canned fruits
(number of paired products: n=97) 0 1.0 6.2 0 0 21 0 0 0 0 0 0
Ice creams and sorbets x
(number of paired products: n=826) 0 +0.5 0.6 -11.1 41 +0.6 0.1 3.4 0.2 0.1 +0.7 0
Fruit juices and nectars
(number of paired products: n=534) 0.4 21 24 02 0 +06 0 0 0 0.7 0 0
Margarines
(number of paired products: n=77) 39 0 0 0 0 +39 0 0 0 0 0 0
Bread products " x " v
(number of paired products: n=331) +0.3 +2.1 6.9 10.6 4.5 +6.6' 0 0.6 0.6 0 0 0
Ready-to-eat canned meals . xx
(number of paired products: n=396) 7.8 3.3 0 4.5 9.1 +2.3 2.8 0.3 0.3 0 0 0
Ready-to-eat fresh meals e *
(number of palred products: n=347) 3.5 2.0 3.7 5.8 11.0 +2.9 4.6’ 0.6 0 0 +1.7 0
Ready-to-eat frozen meals " - . "
(number of paired products: n=745) 4.7 7.8 0.8 2.0 9.4 +6.3° 3.8 0.4 0 0 +0.3 0
Dessert mixes
(number of paired products: n=82) 0 0 85 w24 24 12 0 24 12 0 0 0
Frresh dairy products and desserts 12 +05 1145 16 16 +12 3.1* -3.0%* +0.4 03 +0.1 0.1
(number of paired products: n=769)
Fresh delicatessen products B oy
(number of paired products: n=590) 3.7 4.9 8.8’ +4.1 6.8 +1.7 2.2 0.8 0.8 0 0.2 0.2
Processed potato products "
(number of paired products: n=437) 5.7 07 +02 +46 05 0 L4 0 0 45 0 0
Hot sauces o oo
(number of paired products: n=183) +2.2 +2.2 +6.6’ +2.7 9.3 +5.5 1.1 +0.5 0 0 0 0
Cold sauces
(number of paired products: n=368) 0 +38 6.0 +03 08 49 16 0 0 0 0 0
Syrups 33,80+ ik
(number of paired products: n=195) 0 51 S 0 0 0 D 0 0 0 0 0
Frozen snacking products
(number of paired products: n=531) 06 32 7 23 26 08 08 02 0 +0.2 +02 0
Frozen pastries and desserts -
(number of paired products n=375) 0 +0.8 24 2.7 16 435 +0.5 +0.8 0.8 0 0 +0.5
By type of brand*
National brands "
(number of paired products: n=2043) 0 +0.2 -1.4 -1.6 -3.6' +2.2 -11 -0.8 -0.4 +0.9 +0.1 -0.2
Retailer brands ey pomy oy o e
(number of paired products: n=5274) 0.9 0.5 Eial 22 4.2 +1.6° 1.4 0.4 0.2 0.1 0.3 0
Entry-level retailer brands
(number of paired products: n=607) 0.7 +0.7 4.0 1.0 2.5 0.2 0.7 0.5 0.5 +1 0.5 0.2
Hard discount " "
(number of paired products: n=1583) 0 0.4 & it 26 17 13 05 03 03 04 02
Specialised retailer brands®
(number of paired products: n=1041) -0.6 -1.5 -0.9 -3.3 -3.0 +2.2 -15 -0.3 -0.1 0 +0.6 -0.1
Purple cells: significant decrease in the frequency of presence of at least one sweetening ingredient or ingredient conveying sweetness,the class of or conveying sweetness as defined by OQALI in the products between baseline and
follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Orange cells: significant increase in the frequency of presence of at least one sweetening ingredient or ingredient conveying the class of or conveying sweetness as defined by 0QALI in the products between baseline and

follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Statistical test performed: chi-square test

* Other sugars: all mono- and disaccharides alone or in combination (excluding sucrose, mention of "sugar” and lactose)

2 Results for specialised organic retailer brands are not included (insufficient coverage)

# As specialised retailer brands were present in only six product categories out of the 27 studied (5 product categories for which baseline and follow-up data were available: Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products, Frozen snacking
products, Frozen pastries and desserts; 1 product category for which only follow-up data were available: Soups and broths), itis difficult to compare them to the other types of brands.

The proportions of paired products at baseline and follow-up, as well as the changes for paired
products by class of sweetening ingredients or ingredients conveying sweetness and for all
products combined, by product category and by type of brand, are presented in Annex 18.
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4.5.2 Change in combinations of classes of sweetening ingredients or
ingredients conveying sweetness in the paired products

4.5.2.1 Change in the number of different classes of sweetening ingredients
or ingredients conveying sweetness found in the paired products

All paired products combined, almost three-quarters (73%; n=7,735) saw no change in the
number of different classes of sweetening ingredients or ingredients conveying
sweetness used between baseline and follow-up (Figure 38). Nineteen per cent of
products (n=1,963) saw a decreasing number of classes, while a higher number of classes
were used in only 8% of products (n=851) (Figure 38). Overall, these same changes were
found by product category (Figure 39) and by type of brand (Figure 40).

Characterisation of changes in the number of paired products showing a decrease, an increase or a stable number
of classes of sweetening ingredients or ingredients conveying sweetness, between baseline and follow-up,
all paired products combined (among the 27 product categories monitored for changes)

Number of paired products studied: n=10 549

Paired products for which the number of classes
increased

8%
(n=851)

Paired products
for which the number of
classes decreased

19%
(n=1963)

Study of sweetening ingredients or ingredients conveying sweetness - 0QALI - 2024 Edition
Figure 38: Proportion of paired products for which the number of different classes of sweetening ingredients
or ingredients conveying sweetness remained the same, increased or decreased, all paired products
combined (among the 27 food categories monitored for changes).

Review and changes in the use of sweetening ingredients or ingredients conveying sweetness in processed products - OQALI - 2024 Edition 97



Characterisation of changes in the number of paired products showing a decrease, an increase or a stable number of classes of sweetening ingredients
or ingredients ying between ine and follow-up, by product category (among the 27 product categories monitored for changes)

Number of paired products studied: n=10 549
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0%

Crackers Cereal Cakes Soft Suups Breakfast Delicatessen Chocolate  Fruit purées, Jams Canned Ice-creams Fruit juices
(n=382) bars and drinks an cereals meats products compotes and (n=239) fruits and and
(n=83) biscuits (n=395) broths (n=151) (n=746) (n=466) desserts (n=97) sorbets nectars
(n=676) (n=298) (n=230) (n=826) (n=534)
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Characterisation of changes in the number of palred products showing a decrease, an increase or a stable number of classes of sweetening ingredients

or ingredients c: ying ine and follow-up, by product category (among the 27 product categories monitored for changes)
Number of paired products studied: n=10 549
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0%

Margarines Bread Read Dessert Fresh Fresh Processed Hot Cold Syrups Frozen Frozen
(n=77) products canned fresh frozen mixes dairy delicatessen potato sauces sauces (n=195) snacking pastries
(n=331) meals meals meals (n=82) products products products (n=183) (n=368) products and
(n=396) (n=347) (n=745) and (n=590) (n=437) (n=531) desserts
desserts (n=375)
(n=769)
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Figure 39: Proportion of paired products for which the number of different classes of sweetening ingredients
or ingredients conveying sweetness remained the same, increased or decreased, by food category (27
categories monitored for changes).

Characterisation of changes in the number of paired products showing a decrease, an increase or a stable number
of classes of sweetening ingredients or ingredients conveying sweetness, between baseline and follow-up,
by type of brand (among the 27 product categories monitored for changes)

Number of paired products studied: n=10 549

100%
90%
80%
70%
60%
50%
40%
30%
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10%

0%

National brands Retailer brands Entry-level retailer Hard discount Specialised retailer
(n=2043) (n=5274) brands (n=1583) brands
(n=607) (n=1041)

Results for specialised organic retailer
brands are not included in this figure
(insufficient coverage)

H identical B decrease B increase
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Figure 40: Proportions of paired products for which the number of different classes of sweetening
ingredients or ingredients conveying sweetness remained the same, increased or decreased, by type of brand
(27 food categories monitored for changes).
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The proportion of products for which the number of classes remained stable varied from 51%
(Cereal bars) to 100% (Margarines) for the product categories, and from 71% (retailer brands)
to 78% (specialised retailer brands) for the types of brands. The proportion of products for
which the number of classes decreased between baseline and follow-up varied from 0%
(Margarines) to 45% (Cereal bars) for the product categories, and from 15% (national brands,
specialised retailer brands) to 21% (retailer brands) for the types of brands. Lastly, the
proportion of products for which the number of classes increased varied from 0% (Margarines)
to 14% (Fresh dairy products and desserts) for the product categories, and from 7%
(specialised retailer brands) to 9% (national brands, hard discount) for the types of brands.
Thus, the numbers of classes found in the products both decreased and increased in all the
categories except for Margarines.

Note that an identical number of classes does not necessarily mean that there was no
change in the use of classes of sweetening ingredients or ingredients conveying
sweetness: the number of classes may have remained the same, but there may have been
substitutions, with one class replacing another.

4.5.2.2 Change in the most commonly used combinations of classes of
sweetening ingredients or ingredients conveying sweetness

As with the previous sections on combinations of classes (Section 3.4. Combinations of classes of
sweetening ingredients or ingredients conveying sweetness and Section 4.4. Change in
combinations of classes of sweetening ingredients or ingredients conveying sweetness), a
descriptive study of the combinations required groupings to be made for the least used
ingredient classes. The "Other classes" combination therefore includes the following classes:
Caramel, Other ingredients conveying sugars, Bulk sweeteners, Honey, and Flavourings whose
flavour is evocative of a sweetening ingredient or ingredient conveying sweetness (i.e. 5 of the
11 classes studied). In addition, combinations of classes with a frequency of presence below
2.5% were grouped together in "Other combinations".

Overall, the most commonly used combinations of classes of sweetening ingredients or
ingredients conveying sweetness were the same at both baseline and follow-up, and in
fairly similar proportions (Figure 41). This means that, overall for all paired products
combined, there were no major substitutions of one class or combination of classes by
another.

As observed for all products combined (Section 4.4.2.1), the Sucrose class used alone was also
the most commonly used combination for the paired products (found in 19% of paired products
at baseline and 21% at follow-up). The second most common combination at both baseline and
follow-up was Sucrose/Syrups (8% and 7% of paired products, respectively). The use of "Other
sugars” alone remained stable (6% of paired products) (Figure 41).
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Breakdown of products according to the combinations of classes of sweetening ingredients or
ingredients conveying sweetness found in their ingredient lists, all paired products combined,
at baseline (among the 27 product categories monitored for changes)

Number of paired products studied: n=10 549

sucrose / lactose sucrose / syrups / fruit juices and concentrates

—— 3%

3%

3% \ 2
sucrose / fruit juices and concentrates
4%
sucrose / other sugars
4% — 4
fruit juices and concentrates/
5%

sucrose / syrups
8% with no

sweetening

ingredient or
ingredient
conveying
sweetness

14%

sucrose / syrups / lactose

* Combinations whose frequency of presence
was below 2.5% are grouped

Breakdown of products according to the combinations of classes of sweetening ingredients or
ingredients conveying sweetness found in their ingredient lists, all paired products combined,
at follow-up (among the 27 product categories monitored for changes)

Number of paired products studied: n=10 549

sucrose / syrups / lactose
3%

sucrose / other sugars
4%

fruit juices and concentrates
6%

sucrose / fruit juices and concentrates
6%

with no sweetening
ingredient or
ingredient
conveying
sweetness

15%
1 Combinations whose frequency of presence
was below 2.5% are grouped

together in "Other combinations"

Study of sweetening ingredients or ingredients conveying sweetness - 0QALI - 2024 Edition | togetherin "Other combinations” Study of sweetening ingredients or ingredients conveying sweetness — 0QALI - 2024 Edition

Figure 41: Breakdown of paired products by the most commonly used combination of sweetening ingredients or ingredients conveying sweetness found in the ingredient lists,
all paired products combined, at baseline and at follow-up (among the 27 food categories monitored for changes).
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4.6 Change in the use of intense sweeteners

This section focuses on the use of intense sweeteners and supplements the previous sections by
providing more detail on the changes for each intense sweetener. In the remainder of this
section, the term "sweetened" refers only to intense sweeteners and does not include bulk
sweeteners.

4.6.1 Change in the frequency of presence by intense sweetener

4.6.1.1 All products combined

As a reminder, uses of at least one intense sweetener fell significantly between baseline
and follow-up, for all products combined (-0.5 points; 2% of products at follow-up). Of the
eight intense sweeteners found at baseline and/or follow-up of the 11 studied, four saw a
significant decline in use: acesulfame K (-0.8 points), aspartame (-1.4 points), cyclamates
(-0.2 points) and saccharins (-0.2 points) (Table 15).

Conversely, the use of sucralose and steviol glycosides increased significantly (+0.5 points
and +0.4 points, respectively; Table 15) between baseline and follow-up. It should be noted that
steviol glycosides have only been authorised for use in the European Union since December
2011 (Commission 2011). However, because the data for the baseline were collected before
their authorisation - in particular for the Soft drinks, Syrups and Fresh dairy products and
desserts categories, where steviol glycosides were mainly found - this largely explains the
significant increase observed for this intense sweetener.

Table 15: Change in the frequency of presence by intense sweetener, all products combined (27 food
categories monitored for changes; sorted in descending order of the proportion of products each with
intense sweeteners, at baseline).

Change in the proportion of products containing at
least the intense sweetener considered, all product
Intense sweetener found in the products categories combined (27 product categories
monitored for changes)
(n=number of products with the intense sweetener considered) Change in the
Baseline Follow-up proportions
(point)
At least one intense sweetener
0, 0, - k¥
(Baseline: n=490; Follow-up: n=687) 2,5% 2% 0.5
Acesulfame K
0, 0, - ko
(Baseline: n=428; Follow-up: n=463) 2.2% 1,3% 0.8
Aspartame o o oy
(Baseline: n=360; Follow-up: n=155) 1.8% 0.4% 14
Sucralose
0, 0, kK
(Baseline: n=125; Follow-up: n=390) 0.6% L1% 05
Cyclamates N o ok
(Baseline: n=58; Follow-up: n=47) 0.3% 0.1% 0.2
Saccharins
0, 0, - kK
(Baseline: n=53; Follow-up: n=29) 0.3% 0.1% 0.2
Neohesperidin DC 0 o
(Baseline: n=6; Follow-up: n=10) 0.03% 0,03% 0.002
Steviol glycosides 0 0 sk
(Baseline: n=5; Follow-up: n=136) 0.03% 0.4% 04
Neotame
0, 0,
(Baseline: n=0; Follow-up: n=1) 0% 0,003% +0.003
Advantame
0, 0, -
(Baseline: n=0; Follow-up: n=0) 0% 0%
Thaumatin
0, 0, -
(Baseline: n=0; Follow-up: n=0) 0% 0%
Salt of aspartame-acesulfame o 0
(Baseline: n=0; Follow-up: n=0) 0% 0%

Purple cells: significant decrease in the frequency of presence of the intense sweetener considered in the products between baseline and follow-up (* if
p<0.05; **if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of the intense sweetener considered in the products between baseline and follow-up (* if
p<0.05; ** if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test
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Furthermore, even though its use fell significantly, acesulfame K remained the most commonly
used intense sweetener in sweetened products, at both baseline and follow-up. Conversely,
aspartame, which was initially used as much as acesulfame K, saw its use fall below that of
sucralose (whose use increased significantly between baseline and follow-up). This change may
be partly explained by mistrust towards aspartame in the years 2000-2010 following suspicions
of a link between consumption of this intense sweetener and the occurrence of brain tumours,
multiple sclerosis or epileptic seizures, even though the French and European health authorities
ruled that these links had not been scientifically proven (AFFSA 2002, European Food Safety
Authority 2013). In July 2023, the International Agency for Research on Cancer (IARC) classified
aspartame as "Possibly carcinogenic to humans (Group 2B)" on the basis of limited evidence for
cancer in humans (IARC 2023).

Note also the appearance of neotame, found in just one of the products at follow-up. Lastly,
three intense sweeteners were not found at either baseline or follow-up: advantame, thaumatin
and salt of aspartame-acesulfame.
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4.6.1.2 By relevant product category

As indicated in Section 3.3.2.9, the use of intense sweeteners was concentrated in four
categories, which constitute the relevant categories. For the change study, data were available
on only three of these four categories between the two monitoring periods. For this section,
therefore, only Soft drinks, Fresh dairy products and desserts and Syrups were studied.

These three categories did not use all the intense sweeteners studied and did not use
each of them in the same proportions (Table 16). The Soft drinks and Fresh dairy products
and desserts categories used seven of the eight intense sweeteners found in all products
combined. The Syrups category used slightly less, with five intense sweeteners common to all
three categories (acesulfame K, aspartame, sucralose, cyclamates and steviol glycosides). Note
that steviol glycosides were only found in three products in the Soft drinks category at baseline.
Although European regulations did not authorise the use of steviol glycosides until December
2011, France permitted the use of rebaudioside A in water-based flavoured drinks, energy-
reduced or with no added sugar, from August 2009 (Gouvernement francais 2009). This
explains the presence of steviol glycosides in these three products.

In particular, in the Soft drinks category, where the use of intense sweeteners fell significantly
(-12.6 points), four sweeteners were used significantly less in the products at follow-up. These
were acesulfame K (-17.1 points), aspartame (-19.3 points), saccharins (-3.5 points) and
cyclamates (-2.1 points). Conversely, and in line with the observed change for all products
combined, the use of two intense sweeteners increased significantly: sucralose (+3.2 points; this
was the third most commonly used sweetener after acesulfame K and aspartame) and steviol
glycosides (+3.9 points).

The Fresh dairy products and desserts category also saw a significant reduction in the use of
intense sweeteners (-4.4 points), which can be explained by the significant decline in the use of
acesulfame K (-4.5 points) and aspartame (-6.5 points). There were no significant increases to
offset these decreases.

For both Soft drinks and Fresh dairy products and desserts, acesulfame K and aspartame
were the most commonly used sweeteners at baseline, and also saw large significant reductions
(ranging from -4.5 points to -19.3 points).

In the Syrups category, a significant reduction was observed for cyclamates (-3.3 points),
although this did not have a significant impact at category level. Downward changes were
observed for the other intense sweeteners, with the exception of steviol glycosides (mainly only
used following European authorisation in December 2011).
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Table 16: Change in the frequency of presence by intense sweetener and by relevant food category for which
updated data were available (Soft drinks, Fresh dairy products and desserts, Syrups; sorted in descending
order of the proportion of products each containing intense sweeteners, at baseline for each category of

interest).
Change in the proportion of products containing at
least the intense sweetener considered, by product
Intense sweetener found in the products, by product category of interest| category of interest (3 out of the 27 monitored for
changes)
(n=number of products with the intense sweetener considered) Change in the
Baseline Follow-up proportions
(point)
At least one intense sweetener
0, 0, - kK
(Baseline: n=267; Follow-up: n=407) 30% 17% 12.6
Acesulfame K
0, 0, - FkF
(Baseline: n=249; Follow-up: n=254) 28% 1% 17.1
Soft drinks Aspartame o o sk
(Baseline: n=207; Follow-up: n=91) 23% 4% 19.3
(Baseline: 891 Sucralose o o %
products with an (Baseline: n=54; Follow-up: n=217) 6% 9% 3.2
ingredient list; Saccharins o N e
Follow-up: 2343 (Baseline: n=37; Follow-up: n=15) 4% 1% 3.5
products with an Cyclamates o o 5
ingredient list) (Baseline: n=24; Follow-up: n=14) 3% 1% 21
Steviol glycosides o o .
(Baseline: n=3; Follow-up: n=99) 0.3% 4% *3.9
Neohesperidin DC o
19 .1
(Baseline: n=0; Follow-up: n=2) 0% 0.1% +0
At least one intense sweetener
0, 0, » ExT3
(Baseline: n=134; Follow-up: n=123) 8% 4% 44
Acesulfame K
0, 0, » Fkk
. (Baseline: n=133; Follow-up: n=116) 8% 4% &
Fresh dairy products Aspartame
0, 0 -6.5FF*
and desserts (Baseline: n=124; Follow-up: n=38) 8% 1% 6.5
Sucralose
ine- 0, 0,
(Baseline: .1613 (Baseline: n=27; Follow-up: n=73) 2% 2% +0.7
products with an Cvclamates
ingredient list; . Y 0,4% 0,3% -0.1
(Baseline: n=6; Follow-up: n=8)
Follow-up: 3115 —
. Neohesperidin DC
products with an . 0,4% 0,3% -0.1
. . . (Baseline: n=6; Follow-up: n=8)
ingredient list) - -
Steviol glycosides 0% 0.2% +0.2
(Baseline: n=0; Follow-up: n=7) 0 e )
Neotame
0, 0,
(Baseline: n=0; Follow-up: n=1) 0% 0.03% +0.03
At least one intense sweetener
119 119 -0.7
(Baseline: n=36; Follow-up: n=73) % . 0
Syrups Acesulfame K o N
(Baseline: n=33; Follow-up: n=63) 10% 9% 12
(Baseline: 316 Sucralose o o
products with an (Baseline: n=33; Follow-up: n=62) 10% 9% 13
ingredient list; Cyclamates o o e Em
Follow-up: 681 (Baseline: n=18; Follow-up: n=16) 6% 2% 33
products with an Aspartame o o )
ingredient list) (Baseline: n=6; Follow-up: n=11) 2% 2% 0.3
Steviol glycosides o N
(Baseline: n=0; Follow-up: n=17) 0% 2% *2.5

Purple cells: significant decrease in the frequency of presence of the intense sweetener considered in the products between baseline and follow-up (* if p<0.05;
**if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of the intense sweetener considered in the products between baseline and follow-up (* if p<0.05;
**if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test
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4.6.1.3 By type of brand

Only four of the eight intense sweeteners found in all products combined were used by
every type of brand: acesulfame K, aspartame, steviol glycosides and saccharins (Table
17).

Not including the specialised retailer brands!8, for which no significant change was
observed, all the types of brands included both intense sweeteners whose use fell
significantly and others whose use increased significantly (Table 17).

Only retailer brands saw a significant reduction in the use of intense sweeteners at type of
brand level. This was due to a significant fall in the use of four intense sweeteners: acesulfame K
(-1.2 points), aspartame (-1.7 points), saccharins (-0.1 points) and cyclamates (-0.1 points).
Conversely, sucralose saw a significant increase (+0.3 points). Moreover, for the three other
types of brands where significant changes were observed for certain intense sweeteners,
sucralose increased significantly (ranging from +0.4 points to +2.2 points), an increase partly
offset by the significant reduction observed for aspartame (ranging from -1.0 point to -1.9
points). Note that for national brands and hard discount products, these changes were
accompanied by a significant reduction in the use of acesulfame K (-1.0 point and -0.6 points,
respectively). National brands also saw a significant increase for steviol glycosides (+0.6 points).

18 As a reminder, because the product offering focuses on frozen foods, specialised retailer brands had no
products for the three relevant categories. In addition, very few products for this type of brand were
sweetened (n=4 at baseline and n=4 at follow-up), so it is difficult to compare it with the other types of
brands.

Review and changes in the use of sweetening ingredients or ingredients conveying sweetness in processed products - OQALI - 2024 Edition105



Table 17: Change in the frequency of presence by intense sweetener and by type of brand (27 food categories
monitored for changes)

Change in the proportion of products containing at
Intense sweetener found in the products, by type of brand b:::zt(tzh: ;:ZZILS:tsc:vte:g?:;:: :r?:rslig::::'f(l::ctl}::sngs)
(n=number of products with the intense sweetener considered) Change in the
Baseline Follow-up proportions
(point)
(Baseline: ne175; Follow-up: ne363) 3% 3% 01
(Baseline: n‘/:ieszu;llf;:)rlrllzv]v(-up: n=247) 3% 2% il
(Baseline: nflslpéla-‘;rlts:;llzw-up: n=83) 2% 1% L
National brands (Baseline: n=2frl-7a;fli)iv-up: n=194) 1% 2% il
(Baseline: niic‘;?;tal:ziv-up: n=25) 0:4% 0.2% 0.2
(Baseline: nSSSC;C;lj;ll:\fv-up: n=11) 0.2% 0.1% 01
(Baselir::(:lzs;pFe;llld(::vz;: n=10) 0.1% 0.1% -0.03
(Baselinset:e::::;gljﬁclza(fz;: n=84) 0.1% 1% aF=
(Baselines w708, Fllowsnp: 193] 2% 1% .
(Baseline: n‘/:i;:ljllfzaorlrl‘zvl:-up: n=139) 2% 1% i
(Baseline: nflsé);;r;?)rlrllsw-up: n=38) 2% 0.3% L=
Retailer brands (Baseline: n=§j—?l§;?llsoiv—up: n=141) 1% 1% ol
(Baseline: rxsjf;?;;llrll;w-up: n=1) 0.2% 0.01% O
(Baseline: tfzilla;n;z:fosw-up: n=3) 0.1% 0.02% il
(Baselinset:e::)l;gl-}z,;(;iiz;: n=36) 0% 0.2% 0.2
(Baseline: nligc;);aorﬁzw-up: n=1) 0% 0.01% +0.01
(Baseltnes nedz; Followeups wed?) % % +04
(Baseline:ﬁigsﬁljllgat)rll;ivi/(-up: n=37) 3% 3% *0.1
(Baseline: nﬁgl;?rl;tzlr;:)iv-up: n=15) 3% 1% L=
E -level il i
" bi‘;fldrsewl ¢ (Baseline: ni;clf};zj)ﬁllziv-up: n=11) 2% 1% 0.9
(Baseline: ni);(;;?a;il:ziv-up: n=10) 2% 1% 0.9
(Baseline: nili(;:l;?aol?lf)?/v—up: n=26) 0.1% 2% iia
(Baseli:Ze::gl):g]FYocl(l’j:s-ejp: n=1) 0% 0.1% 0.1
o sweeeer |
(Baseline:ﬁii?jllfzaorlrl‘zvlv(-up: n=39) 1% 1% il
(Baseline: ni\ésl-%?]l:"tzlrlr::/v-up: n=18) 1% 0.4% i
Hard discount (Baseline: :jlc(c);h;zill;t?w-up: n=6) 0.3% 0.1% 0.2
(Baseline: nil;(;:rFaol;)lf)iv-up: n=29) 0.3% 1% il
(Baseline: i};g?;noi:ziv-up: n=9) 0.3% 0.2% 0.05
(Baselinset:er‘::(:)l;g;z;?;lﬁz;: n=12) 0% 0.3% 03
e e | o || ow
o _ (Baselinel?;iszljllii)rlr;svlv(-up: n=1) 0.1% 0.05% 01
SpeCIi;Zii;fwller (Baseline: ﬁig?]l;tsg(iv-up: n=1) 0.1% 0.05% 01
(Baseliize:\::llég;-},ocl(l)s;i?jp: n=3) 0.1% 0.1% *01
(Baseline: flicli};:ﬁllziv-up: n=0) 0.1% 0% 0.1

Purple cells: significant decrease in the frequency of presence of the intense sweetener considered in the products between baseline and follow-up (* if p<0.05;
**if p<0.01; ***if p<0.001)

Orange cells: significant increase in the frequency of presence of the intense sweetener considered in the products between baseline and follow-up (* if p<0.05;
**if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test

1 As specialised retailer brands were present in only six product categories out of the 27 studied (5 product categories for which baseline and follow-up data
were available: Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products, Frozen snacking products, Frozen pastries and desserts; 1
product category for which only follow-up data were available: Soups and broths), it is difficult to compare them to the other types of brands.
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4.6.2 Change in combinations of intense sweeteners

4.6.2.1 All products combined

With the exception of steviol glycosides, which were mainly used alone, the other intense
sweeteners tended to be used in combination (Table 18).

Not all combinations of intense sweeteners were found, since only 23 were present in at least
one of the products taken into account in this change study, including combinations comprising
only one sweetener. Of these 23 combinations, the vast majority combined two or three intense
sweeteners and only one combined four (acesulfame K/aspartame/cyclamates/saccharins). In
addition, seven combinations of intense sweeteners appeared at follow-up, in a small number of
products (from 1 to 12 products), while none of the combinations disappeared between
baseline and follow-up.

The use of intense sweeteners fell significantly between baseline and follow-up (-0.5
points), which can be explained by the significant reduction observed for six
combinations, in particular the one most commonly found in products at baseline (the
acesulfame K/aspartame combination, which fell significantly: -1.0 points). These reductions
concerned combinations that were among the most commonly used at baseline (combinations
found in more than 0.5% of products) and combinations combining several sweeteners (from 2
to 4). In addition, the sweeteners found in these combinations mainly corresponded to those
that decreased significantly on an individual level: acesulfame K, aspartame, saccharins and
cyclamates (Section 4.6.1.1).

Conversely, three combinations of intense sweeteners saw a significant increase in their
use (ranging from +0.1 points to +0.5 points). Two of these related to the use of a single
sweetener (steviol glycosides, sucralose), while the third involved two intense sweeteners
(acesulfame K/sucralose). The sweeteners found in these combinations were therefore also
those for which there was a significant increase at the individual level (Section 4.6.1.1).
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Table 18: Change in the frequency of presence by combination of intense sweeteners, all products combined
(27 food categories monitored for changes; sorted in descending order of the proportion of products with the
combination considered, at baseline).

Change in the proportion of products containing the
L . . intense sweetener or combination of intense
Intense sweetener or combination of intense sweeteners found in . .
th duct sweeteners considered, all product categories
€ products combined (27 product categories monitored for
h,
(n=number of products with the intense sweetener or combination of changes) -
. . Change in the
intense sweeteners considered) . X
Baseline Follow-up proportions
(point)
At least one intense sweetener
0, 0, - kKK
(Baseline: n=490; Follow-up: n=687) 2,5% 2% 0.5
acesulfame K / aspartame 0 0 o
(Baseline: n=272; Follow-up: n=116) 1% 0.3% 10
acesulfame K / sucralose o o ok
(Baseline: n=58; Follow-up: n=270) 0.3% 1% +0:5
acesulfame K / aspartame / sucralose o o ok
(Baseline: n=28; Follow-up: n=12) 0.1% 0,03% 0.1
sucralose
0 0, *k
(Baseline: n=21; Follow-up: n=79) 0.1% 0.2% +0.1
acesulfame K / a_lspartame / cyclamates / saccharins 0,1% 0,03% 0.1
(Baseline: n=21; Follow-up: n=9)
acesulfame K / cyclamates / sucralose o o ook
(Baseline: n=18; Follow-up: n=6) 0.1% 0,02% 0.1
aspartame o o .
(Baseline: n=18; Follow-up: n=6) 0.1% 0,02% 0.1
acesulfame K / aspartame / saccharins o o ook
(Baseline: n=13; Follow-up: n=3) 0.1% 0,01% 0.1
cyclamates / saccharins 0 o )
(Baseline: n=8; Follow-up: n=8) 0,04% 0,02% 0.02
acesulfame K
0, 0, -
(Baseline: n=7; Follow-up: n=8) 0,04% 0,02% 0.01
acesulfame K / cyclamates / neohesperidin DC 0 o
(Baseline: n=6; Follow-up: n=8) 0,03% 0,02% 0.01
saccharins
0, 0, -
(Baseline: n=6; Follow-up: n=5) 0,03% 0,01% 0.02
steviol glycosides 0 0 oo
(Baseline: n=5; Follow-up: n=112) 0,03% 0.3% +03
acesulfame K / aspartame / cyclamates 0 o
(Baseline: n=4; Follow-up: n=6) 0,02% 0,02% 0.003
aspartame / saccharins 0 o i
(Baseline: n=4; Follow-up: n=1) 0,02% 0,003% 0.02
acesulfame K / cyclamates / saccharins 0 o
(Baseline: n=1; Follow-up: n=2) 0.01% 0,01% +0.001
sucralose / steviol glycosides 0 o
(Baseline: n=0; Follow-up: n=12) 0% 0,03% +0.03
acesulfame K / sucralose / steviol glycosides 0 o
(Baseline: n=0; Follow-up: n=10) 0% 0,03% +0.03
acesulfame K / cyclamates 0 o
(Baseline: n=0; Follow-up: n=8) 0% 0,02% +0.02
acesulfame K / aspartame / neohesperidin DC 0 o
(Baseline: n=0; Follow-up: n=2) 0% 0,01% +0.01
acesulfame K / steviol glycosides 0 o
(Baseline: n=0; Follow-up: n=2) 0% 0,01% +0.01
acesulfame K / saccharins 0 o
(Baseline: n=0; Follow-up: n=1) 0% 0,003% +0.003
sucralose / neotame 0 o
(Baseline: n=0; Follow-up: n=1) 0% 0,003% +0.003

Purple cells: significant decrease in the frequency of presence of the intense sweetener or combination of intense sweeteners considered in the products
between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of the intense sweetener or combination of intense sweeteners considered in the products
between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test

Review and changes in the use of sweetening ingredients or ingredients conveying sweetness in processed products - OQALI - 2024 Edition108



4.6.2.2 By relevant product category

As indicated in Section 4.6.1.2, only the Soft drinks, Fresh dairy products and desserts and
Syrups categories were considered.

There were significant decreases in use (ranging from -1.4 points to -15.4 points),
although significant increases were also observed (ranging from +1.1 points to +3.8
points) (Table 19). In the Soft drinks category, for example, the decrease in the use of intense
sweeteners observed at category level (-12.6 points) was driven by two of the most commonly
used combinations at baseline: acesulfame K/aspartame (-15.4 points) and acesulfame
K/aspartame/cyclamates/saccharins (-1.8 points). Conversely, three combinations saw a
significant increase in use: steviol glycosides (+3.8 points), acesulfame K/sucralose (+2.1
points) and sucralose (+1.1 points). Regarding the Fresh dairy products and desserts
category, the significant decrease observed at category level (-4.4 points) was due to the
significantly lower use of the two most commonly used combinations at baseline (-5.0 points for
acesulfame K/aspartame and -1.4 points for acesulfame K/aspartame/sucralose), while a
significant increase was observed for the acesulfame K/sucralose combination (+1.8 points),
which became the most commonly used combination at follow-up. Lastly, the Syrups category
saw only one significant change, which was a decrease for the most commonly used
combination at baseline (-5.0 points for acesulfame K/ cyclamates/sucralose), explaining the
downward change in the use of intense sweeteners observed for this category as a whole.
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Table 19: Change in the frequency of presence by combination of intense sweeteners and by relevant food
category for which updated data were available (Soft drinks, Fresh dairy products and desserts, Syrups;
sorted in descending order of the proportion of products with the combination considered, at baseline for
each relevant category).

Change in the proportion of products containing the
Intense sweetener or combination of intense sweeteners found in products, by intense sw er or combination of i
product category of interest sweeteners considered, by product category of
interest (3 out of the 27 monitored for changes)
(n=number of products with the intense sweetener or combination of intense Change in the
sweeteners considered) Baseline Follow-up proportions
(point)
(Baseline ne267; Folowaup: 0] 30% 17% i
(Baselines et Polloweap n=71) 15% % S
(Bsslines et Fllowans 159 % ™ i
acesulfam(eBl:S/e;z]e):a;tzaEf éocl}lroc‘li:;fensz/gjaccharms 2% 0,3% R
" Baselnes o1, Fllowag 08y 1% 01% 3
(Baseline: n:r(j;r;loulfzw-up: n=52) 1% 2% SiliF
" oaseline: oot Folowp ned) 04% 01% 03
(Baseline:a:\islll-l;llf;:)rﬁz\:v(-up: n=2) 0.4% 0.1% 04
Soft drinks (Basji‘;z ti:f: /FZ‘i’lf)cwha:;"; 1 0,4% 0,04% 0.4
(Baselinseff:Lo?l;gPl‘};Tl?)Svlﬁi?x n=97) 0.3% 4% T
" oaslie: ety rollow e ncd) 02% o1% o1
e aseline: ok Pl 2y 01% 01% 003
(Baseline: ziz?;til‘ﬂ)ew-up: n=0) 0.1% 0% 01
e Baeins e, Foloweapne?) 0% 01% w01
(Baslings e Fllowanpe ) % o1% 01
 Baseins s Pollowetpres) 0% 004% 008
(Baseline: rslii)c;hFaorllllZSw-up: n=1) 0% 0.04% +0.04
e " v | 4w
I
e e
T R
(Baslings ety Pllowas ) 02% 2% L
Fresh dairy products (Baseline: siz?;tzl‘ﬂ)ew-up: n=0) 0.1% 0% 01
and desserts (Baseline: ;:g;r;l;lfsw-up: n=4) 0% 0.1% +01
T
Gaseln: nct; Fllowupsnez) 0% 01% w01
(Baselirslz\ggi);gllglocl(l)zt\if;p: n=2) 0% 0.1% 01
(Baseline:acnezs(;l;llfsi)rl?z\:v(-up: n=1) 0% 0,03% +003
(saslings ety Fllowanp =1 % 003% 003
(Baseline ne36; Followaps ne72) 1% 1% 07
" ssline: w16, Pl ) % 19 S
(saselies et Folowep 032 3% % 12
" ossline: o3 Follow e ) % 1% w02
(Baseline: zir;?;tilrlr:)ew-up: n=0) 1% 0% 06
Syrups (Baasceens:garﬁi ;Kpﬁl??v)f.f;ﬁim 0.3% 0% 03
(Baseline: nsrlc;r;loolfsw-up: n=0) 0.3% 0% 03
(Baslines -, Followap: ne10) % 9% s
(saseline: o0, Pt o) 0% 1% 12
O Baseline n; oliowap ) % 1% .
e aseline: ot Folowep ) 0% 04% w04

Purple cells: significant decrease in the frequency of presence of the intense sweetener or combination of intense sweeteners considered in the products between baseline
and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Orange cells: significant increase in the frequency of presence of the intense or combination of intense considered in the products between baseline
and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test

Review and changes in the use of sweetening ingredients or ingredients conveying sweetness in processed products - OQALI - 2024 Edition110



4.6.2.3 By type of brand

With the exception of specialised retailer brands!® for which no significant change was
observed, all the other types of brands saw a significant change for at least two
combinations of intense sweeteners, most often a downward change (ranging from -0.1
points to -1.3 points), while significant increases were also observed (ranging from +0.3
points to +0.7 points) (Table 20). Use of the acesulfame K/aspartame combination fell
significantly in every type of brand (ranging from -0.8 points to -1.3 points; with the exception
of specialised retailer brands). Similarly, use of the acesulfame K/aspartame/sucralose
combination fell significantly for national brands (-0.3 points) and retailer brands (-0.1 points).
Conversely, the acesulfame K/sucralose combination increased for national brands (+0.7
points), retailer brands (+0.3 points) and hard discount products (+0.3 points).

As areminder, only retailer brands saw a significant reduction in the use of intense sweeteners
(-1.2 points) at type of brand level. For national brands, five significant changes were
observed, both upwards and downwards, which partly explains the absence of any significant
change at type of brand level. Hard discount products saw two significant changes which, as for
the previous types of brands, concerned the combinations most often used at baseline: a
significant decrease for acesulfame K/aspartame (-0.8 points) and a significant increase for
acesulfame K/sucralose (+0.3 points). Lastly, for entry-level retailer brands, two significant
downward changes were observed (-1.0 point for acesulfame K/aspartame and -1.0 point for
acesulfame K/aspartame/cyclamates/saccharins).

19 As a reminder, because the product offering focuses on frozen foods, specialised retailer brands had no
products for the three relevant categories. In addition, very few products for this type of brand were
sweetened (n=4 at baseline and n=4 at follow-up), so it is difficult to compare it with the other types of
brands.
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Table 20: Change in the frequency of presence by combination of intense sweeteners and by type of brand
(among the 27 food categories monitored for changes; sorted in descending order of the proportion of
products with the combination considered, at baseline for each type of brand).

Change in the proportion of products containing the
Intense sweetener or combination of intense sweeteners found in the products, intense sweetener or combination of intense
by type of brand sweeteners considered, by type of brand (27 product
categories monitored for changes)
(n=number of products with the intense sweetener or combination of intense Change in the
sweeteners considered) Baseline Follow-up proportions
(point)
Atleast one intense sweetener
0, 0, -
(Baseline: n=175; Follow-up: n=383) 3% 3% 01
acesulfame K / aspartame o o o
(Baseline: n=89; Follow-up: n=69) 2% 1% .
acesulfame K / sucralose o o ey
(Baseline: n=26; Follow-up: n=136) 1% 1% o
acesulfame K / aspartame / sucralose o o o
(Baseline: n=16; Follow-up: n=3) 0.3% 0,03% 05
acesulfame K / cyclamates / sucralose o 0
(Baseline: n=11; Follow-up: n=3) 0.2% 0.03% 0.2
sucralose
0, 0, *k
(Baseline: n=8; Follow-up: n=49) 0.2% 0:4% ki
acesulfame K / cyclamates / neohesperidin DC o o ]
(Baseline: n=6; Follow-up: n=8) 0.1% 0.1% 0.05
acesulfame K / aspartame / saccharins o o )
(Baseline: n=5; Follow-up: n=3) 0.1% 0.03% 01
steviol glycosides o o o
(Baseline: n=4; Follow-up: n=81) 0.1% 1% o
acesulfame K
i 0, 0, -
National brands (Baseline: n=4; Follow-up: n=6) 0,1% 0,1% 0.03
saccharins
0, 0,
(Baseline: n=2; Follow-up: n=5) 0.04% 0.04% +0.004
acesulfame K / aspartame / cyclamates 0 0
(Baseline: n=2; Follow-up: n=3) 0.04% 0.03% 0.01
aspartame o o ]
(Baseline: n=1; Follow-up: n=1) 0.02% 0.01% 0.01
aspartame / saccharins o o }
(Baseline: n=1; Follow-up: n=0) 0.02% 0% 0.02
acesulfame K / cyclamates o o
(Baseline: n=0; Follow-up: n=8) 0% 0.1% *0.1
acesulfame K / sucralose / steviol glycosides o o
(Baseline: n=0; Follow-up: n=3) 0% 0.03% +0.03
acesulfame K / a_spartame / cyclamates / saccharins 0% 0,02% +0.02
(Baseline: n=0; Follow-up: n=2)
acesulfame K / aspartame / neohesperidin DC o o
(Baseline: n=0; Follow-up: n=2) 0% 0,02% +0.02
acesulfame K / cyclamates / saccharins o o
(Baseline: n=0; Follow-up: n=1) 0% 0.01% +0.01
Atleast one intense sweetener
0, 0, - k¥
(Baseline: n=208; Follow-up: n=193) 2% 1% 1
acesulfame K / aspartame o o ey
(Baseline: n=127; Follow-up: n=26) 1% 0.2% .
acesulfame K / sucralose o o -
(Baseline: n=27; Follow-up: n=92) 0.3% 1% i
aspartame o o IS
(Baseline: n=12; Follow-up: n=3) 0.1% 0,02% 0a
acesulfame K / aspartame / sucralose o o .
(Baseline: n=11; Follow-up: n=8) 0.1% 0.1% o
sucralose
0, 0,
(Baseline: n=10; Follow-up: n=23) 0.1% 0.2% +0.04
acesulfame K / aspartame / saccharins o o )
(Baseline: n=7; Follow-up: n=0) 0.1% 0% 01
acesulfame K / cyclamates / sucralose o o
(Baseline: n=6; Follow-up: n=2) 0.1% 0.01% 01
. acesulfame K / aspartame / cyclamates / saccharins o o
Retailer brands (Baseline: n=4; Follow-up: n=1) 0,05% 0,01% 0.04
saccharins
0, 0, -
(Baseline: n=2; Follow-up: n=0) 0,02% 0% 0.02
acesulfame K
0, 0, -
(Baseline: n=1; Follow-up: n=1) 0.01% 0.01% 0.01
acesulfame K / aspartame / cyclamates o o
(Baseline: n=1; Follow-up: n=0) 0.01% 0% 0.01
steviol glycosides o o
(Baseline: n=0; Follow-up: n=19) 0% 0.1% +0-1
sucralose / steviol glycosides o o
(Baseline: n=0; Follow-up: n=8) 0% 0.1% *0.1
acesulfame K / sucralose / steviol glycosides o o
(Baseline: n=0; Follow-up: n=7) 0% 0.05% +0.05
acesulfame K / steviol glycosides o o
(Baseline: n=0; Follow-up: n=2) 0% 0.01% +0.01
sucralose / neotame o o
(Baseline: n=0; Follow-up: n=1) 0% 0.01% +0.01
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Intense sweetener or combination of intense sweeteners found in the products,

by type of brand

Change in the proportion of products containing the
intense sweetener or combination of intense
sweeteners considered, by type of brand (27 product

categories monitored for cl )
(n=number of products with the intense sweetener or combination of intense Change in the
sweeteners considered) Baseline Follow-up proportions
(point)
At least one intense sweetener
0 0
(Baseline: n=42; Follow-up: n=47) 4% 4% 04
acesulfame K / aspartame o o %
(Baseline: n=20; Follow-up: n=9) 2% 1% :
acesulfame K / aspartame / cyclamates / saccharins o o "
(Baseline: n=15; Follow-up: n=4) 1% 0.4% .
cyclamates / saccharins o o
(Baseline: n=4; Follow-up: n=5) 0.4% 0.4% *0-1
sucralose
0, 0,
Entry-level retailer (Baseline: n=1; Follow-up: n=3) 0.1% 0.3% 02
brands acesulfam.e K / cyclamates / saccharins 0,1% 0,1% -0.0002
(Baseline: n=1; Follow-up: n=1)
aspartame / saccharins o o )
(Baseline: n=1; Follow-up: n=1) 0.1% 0.1% 0.0002
acesulfame K / sucralose o 0
(Baseline: n=0; Follow-up: n=22) 0% 2% *2
acesulfame K / aspartame / sucralose o o
(Baseline: n=0; Follow-up: n=1) 0% 0.1% *0.1
steviol glycosides o o
(Baseline: n=0; Follow-up: n=1) 0% 0.1% *0.1
At least one intense sweetener
0, 0, -
(Baseline: n=61; Follow-up: n=60) 2% 1% 1
acesulfame K / aspartame o o S
(Baseline: n=34; Follow-up: n=11) 1% 0.3% g
acesulfame K / sucralose o o %
(Baseline: n=5; Follow-up: n=20) 0.2% 0.5% i
aspartame o o )
(Baseline: n=5; Follow-up: n=2) 0.2% 0.05% 01
cyclamates / saccharins o o }
(Baseline: n=4; Follow-up: n=3) 0.1% 0.1% 01
sucralose
0, 0,
(Baseline: n=2; Follow-up: n=4) 0.1% 0.1% +0.03
acesulfame K / a.spartame / cyclamates / saccharins 0,1% 0,05% -0.02
(Baseline: n=2; Follow-up: n=2)
acesulfame K
0, 0, =
(Baseline: n=2; Follow-up: n=1) 0.1% 0.02% 0.04
. aspartame / saccharins o o )
Hard discount (Baseline: n=2; Follow-up: n=0) 0.1% 0% 01
acesulfam'e K / aspartame / cyclamates 0,03% 0,1% +0.04
(Baseline: n=1; Follow-up: n=3)
acesulfame K / cyclamates / sucralose o o
(Baseline: n=1; Follow-up: n=1) 0.03% 0.02% 0.01
acesulfame K / aspartame / saccharins o o
(Baseline: n=1; Follow-up: n=0) 0.03% 0% 0.03
acesulfame K / aspartame / sucralose o o
(Baseline: n=1; Follow-up: n=0) 0.03% 0% 0.03
saccharins
0, 0, -
(Baseline: n=1; Follow-up: n=0) 0,03% 0% 0.03
steviol glycosides o o
(Baseline: n=0; Follow-up: n=8) 0% 0.2% 02
sucralose / steviol glycosides o o
(Baseline: n=0; Follow-up: n=4) 0% 0.1% +0.1
acesulfame K / saccharins o o
(Baseline: n=0; Follow-up: n=1) 0% 0.02% +0.02
Atleast one intense sweetener
0, 0, -
(Baseline: n=4; Follow-up: n=4) 0.2% 0.2% 0.03
acesulfame K / aspartame o o
Specialised retailer (Baseline: n=2; Follow-up: n=1) 0.1% 0.05% 01
brands® steviol glycosides
0, 0,
(Baseline: n=1; Follow-up: n=3) 0.1% 0.1% *0.1
saccharins 0,1% 0% 01

(Baseline: n=1; Follow-up: n=0)

Purple cells: significant decrease in the frequency of presence of the intense sweetener or combination of intense sweeteners considered in the products between baseline
and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Orange cells: significant increase in the frequency of presence of the intense sweetener or combination of intense sweeteners considered in the products between baseline
and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Statistical test performed: chi-square test

1 As specialised retailer brands were present in only six product categories out of the 27 studied (5 product categories for which baseline and follow-up data were
available: Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products, Frozen snacking products, Frozen pastries and desserts; 1 product category for

which only follow-up data were available: Soups and broths), it is difficult to compare them to the other types of brands.
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4.7 Conclusion on changes in the use of sweetening ingredients
or ingredients conveying sweetness

Among all the products studied (27 food categories), the proportion of those containing at
least one sweetening ingredient or ingredient conveying sweetness fell significantly, by
5.5 points, between the two monitoring periods (over intervals ranging from 3 to 10
years). It should be noted, however, that this proportion remained very high, since 81%
(n=28,163) of the products at follow-up contained at least one sweetening ingredient or
ingredient conveying sweetness?20.

With the exception of Fruit juices and concentrates and Honey, use of the other nine
classes of sweetening ingredients or ingredients conveying sweetness appears to have
declined significantly between baseline and follow-up. Some classes even saw large falls, in
particular Syrups (-7.9 points), Other sugars (-7.8 points) and Lactose (-7.6 points). Note that
the use of ingredients in the Sucrose class also fell significantly (-1.9 points), but it was still the
most commonly used class at both baseline and follow-up (found in 64% and 62% of products,
respectively). Conversely, Fruit juices and concentrates was the only ingredient class
whose use increased significantly (+2.4 points).

This significant decline observed in all products combined was found for every type of
brand (with significant reductions ranging from -3.7 points for hard discount products to -6.4
points for national brands) and for almost half of the product categories, with 13 out of 27
seeing their proportions fall significantly (ranging from -2.2 points to -23.9 points). In
particular, the biggest falls were in categories with a more savoury connotation (mainly
-23.9 points for Ready-to-eat canned meals, -15.1 points for Fresh delicatessen products and
-12.8 points for Ready-to-eat frozen meals).

These downward changes can be partly explained by reformulations of pre-existing
products. Although no significant change was observed for all paired products combined, four
classes of sweetening ingredients or ingredients conveying sweetness saw significant declines
in use, even if this was less marked than for the offering as a whole (-3.9 points versus -7.9
points for Syrups; -3.6 points versus -7.6 points for Lactose; -2.7 points versus -7.8 points for
Other sugars; -1.3 points versus -2.1 points for Caramel). In addition to the reformulations
observed, a change in the offering also partly explains the decline in the use of sweetening
ingredients or ingredients conveying sweetness. New products use fewer of these ingredients
than older products that have been withdrawn from the market.

Three food categories saw a significant increase in the presence of sweetening
ingredients or ingredients conveying sweetness: Margarines (+9.7 points), Processed potato
products (+6.6 points driven by use of the Other sugars class) and Cold sauces (+5.3 points with
increased use of the Sucrose class).

The study of combinations of classes of sweetening ingredients or ingredients conveying
sweetness showed that the simultaneous use of different classes was more limited. There

20 Note that the proportions of products with at least one sweetening ingredient or ingredient conveying
sweetness at follow-up cannot be compared with those observed at baseline, based on the latest data
available, because four product categories were taken into account in the review part but not in this part
on changes: in particular Baby food and Cheeses, where the proportions of products containing at least
one sweetening ingredient or ingredient conveying sweetness were among the lowest (Figure 5).
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was a significant fall in the simultaneous use of two, three, four, five and six classes (ranging
from -0.3 points to -3.7 points), to the benefit of the proportion of products with no ingredients
studied (+5.5 points) or with a single class of sweetening ingredients or ingredients conveying
sweetness (+3.5 points). In addition, most combinations of classes of sweetening
ingredients or ingredients conveying sweetness saw a significant decline in use (ranging
from -0.2 points to -3.3 points). Only three combinations saw their use increase
significantly: Sucrose alone (+4.2 points), Fruit juices and concentrates alone (+1.3 points) and
the combination Sucrose/Fruit juices and concentrates (+3.2 points).

Regarding the change in the use of intense sweeteners, this use fell significantly between
baseline and follow-up, for all products combined (-0.5 points). Note that the use of
sweeteners was low at both baseline (2.5% of products) and at follow-up (2%). Of the eight
intense sweeteners found at baseline and/or follow-up of the 11 studied, four saw a significant
decline in use: acesulfame K (-0.8 points), aspartame (-1.4 points), cyclamates (-0.2 points)
and saccharins (-0.2 points). Conversely, the use of sucralose and steviol glycosides
increased significantly (+0.5 points and +0.4 points, respectively). All these changes indicate a
shift in the most commonly used sweeteners: while acesulfame K remains the most common
intense sweetener, it is now followed by sucralose, which has overtaken aspartame, while
steviol glycosides, the eighth most used intense sweetener at baseline, became the fourth most
used at follow-up, relegating cyclamates and saccharins by one place (to the fifth and sixth most
used intense sweeteners, respectively). Significantly lower use was observed for six
combinations involving acesulfame K, aspartame, cyclamates and/or saccharins. Conversely,
three combinations (acesulfame K/sucralose, sucralose alone and steviol glycosides alone) saw
a significant upward change, all sweetened products combined. Note that the growing presence
of steviol glycosides in products can be correlated with European regulations authorising their
use in food since December 201121,

While the frequency of presence of sweetening ingredients or ingredients conveying
sweetness has decreased significantly, this does not necessarily mean that the total sugar
content of products has decreased (this study focused solely on the presence of these
ingredients without considering the quantities used, as these are only rarely provided). It
is therefore possible that the classes of ingredients still found in the products (81% of them still
contained at least one sweetening ingredient or ingredient conveying sweetness) increased in
quantity following the removal of other ingredients used simultaneously in the same product up
until then. When compared with recent OQALI category studies conducted, the changes in
average quantities of total sugars did not always move in the same direction as changes
in the frequency of presence of sweetening ingredients or ingredients conveying
sweetness observed in this study. While the study of the Breakfast Cereals category (Oqali
2020a) showed that the significant reduction in the proportion of products containing at least
one sweetening ingredient or ingredient conveying sweetness (-7.3 points) was accompanied by
a significant reduction in the average sugar content for 10 of the 16 sub-categories (ranging
from -3.2g/100g to -9.1g/100g), for other categories this concordance was lower. Thus, the
category study carried out on Ready-to-eat canned meals (Oqali 2023b) - the category with the
largest reduction in the proportion of products with sweetening ingredients or ingredients
conveying sweetness (-23.9 points) - showed that only six of the 39 sub-categories saw a

21 Steviol glycosides have only been authorised for use in the European Union since December 2011.
However, because the data for the baseline were collected before their authorisation - in particular for
the Soft drinks, Syrups and Fresh dairy products and desserts categories, where steviol glycosides were
mainly found - this largely explains the significant increase observed for this intense sweetener.
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significant reduction in their average sugar content between 2010 and 2020 (ranging from -
0.4g/100g to -1.1g/100g). For Ready-to-eat frozen meals (Oqali 2023c), the link between
changes in sweetening ingredients or ingredients conveying sweetness and changes in average
total sugar content was even weaker: there was a 12.8 point decrease in the share of products
using a sweetening ingredient or ingredient conveying sweetness, while only two of the 32 sub-
categories saw a significant fall in average sugar content between 2012 and 2020 (ranging from
-0.3g/100g to -1.3g/100g) and one sub-category saw an increase in its average sugar content
(+1.0g/100g). The Soft drinks category study (Oqali 2023a) showed that the proportion of
products with no sweetening ingredients or ingredients conveying sweetness increased
significantly (+5.6 points), while changes in average sugar content were fairly limited: three of
the 17 sub-categories of interest saw a significant reduction in average sugar content (although
two of these categories were frequently consumed) and one increased significantly between the
last two monitoring periods. However, when examining the beverages available, the results are
consistent, because beverages with no added sugars or intense sweeteners are growing at the
expense of beverages with no added sugars but with intense sweeteners. Conversely, the Hot
sauces category (Oqali 2020b) saw a decrease in the proportion of products with sweetening
ingredients or ingredients conveying sweetness (-12.3 points), while the only significant change
observed in average sugar content was a significant increase (+0.4g/100g) between 2010 and
2017. Moreover, in some categories, there was no change in the use of sweetening ingredients
or ingredients conveying sweetness, while at the same time average sugar content increased
significantly for certain sub-categories. This was the case, for example, with Ice creams and
sorbets (Oqali 2017a), where five of the 19 sub-categories saw a significant increase in their
average sugar content (ranging from +0.5g/100ml to +2.3g/100ml) and two others saw a
significant decrease in average content (-0.9g/100ml and -1.6g/100ml) between 2010 and
2015, while no change was observed in the use of sweetening ingredients or ingredients
conveying sweetness for this category as a whole. Lastly, the Cold sauces category (Oqali 2017b)
saw an increase in the use of sweetening ingredients or ingredients conveying sweetness, while
there was no significant change in the average sugar content between 2011 and 2016.
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DISCUSSION

The results presented in this report correspond to the frequency of presence and
therefore only reflect the presence or absence of the sweetening ingredient or ingredient
conveying sweetness studied in the food, and not its quantity. This is because ingredient
lists very rarely specify the quantities used.

Moreover, the results of this study cannot be used to establish a direct link with the concepts of
total sugars, added sugars and free sugars, because it is very difficult to apply their definitions to
ingredient lists that are not standardised and do not systematically mention the constituents of
the ingredients. Furthermore, the nutritional values of the products enable the total sugar
content to be studied but without distinguishing between the different types of sugar.
Nevertheless, when they were found in the ingredient lists and even if they were not part of
isolated classes, ingredients regarded as free sugars or naturally containing free sugars were
included in the sweetening ingredients or ingredients conveying sweetness identified for this
study (for example: fruit juices and honey).

The results presented are therefore dependent on the way in which the ingredient lists are
labelled, in particular for ingredients that are both sweeteners or ingredients conveying
sweetness, and allergens. Depending on how the allergen was declared, it may or may not be
regarded as a sweetening ingredient or ingredient conveying sweetness:

- if an ingredient list declared the allergen "milk", as in the example "fromage frais:
pasteurised ewe's milk, sea salt, animal rennet, etc.", then no sweetening ingredients or
ingredients conveying sweetness were noted;

- on the other hand, if the ingredient list declared the allergen "lactose", as in "fromage
frais: pasteurised ewe's milk (lactose), sea salt, animal rennet, etc.", the ingredient lactose
was regarded as a sweetening ingredient or ingredient conveying sweetness, and the
product was identified as containing the Lactose class.

Lastly, in the section on available updated data, the dates on which data were collected differed
from one category to another, and the intervals between two monitoring periods were not
always the same. There may have been overlapping in data collection between product
categories: the baseline year of collection for one category may correspond to the follow-up
year of collection for another category. On the one hand, this implies that the longer the time
interval for a category, the greater the probability of observing changes. On the other hand,
certain changes and reformulations may have taken place before the period considered and are
therefore not highlighted in the study.
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OUTLOOK

This study served to update the baseline partly established in the previous ingredient study
(Oqali 2012) on the use of intense sweeteners, while taking into account a larger number of
sweetening ingredients or ingredients conveying sweetness. Eleven new categories were
therefore added and more recent data were used for all 20 categories already monitored in
2012. This study provides an initial follow-up of changes in the use of sweetening ingredients or
ingredients conveying sweetness in 27 of the 31 categories currently monitored by OQALI.

These data provide a better understanding of the different forms of sweetening ingredients or
ingredients conveying sweetness actually used in processed food products - particularly in
categories where they are not necessarily expected - often to enhance taste and/or reduce
acidity or bitterness in the product.

Although the frequency of presence remained high, a fall in the use of sweetening ingredients or
ingredients conveying sweetness was observed, partly due to the use of ingredients that are
either "common", such as white sugar (sucrose), or more "natural”, such as fruit juices. These
results therefore suggest that manufacturers have begun a process to simplify their ingredient
lists through the use of ingredients that are more common (and therefore familiar to
consumers), in particular by reducing the use of more processed ingredients (such as sugar
syrups) or synthetic ingredients (such as intense sweeteners).

However, it is important to remember that just because a product contains fewer sweetening
ingredients or ingredients conveying sweetness does not mean that the amount of sugars it
contains has decreased: a sweetening ingredient or ingredient conveying sweetness, already
present in the product, may have had its quantity increased to compensate for the removal of
another ingredient (as the quantities used are only rarely provided on the packaging, this
analysis could not be carried out). It would therefore be beneficial to supplement this study by
combining the composition data available via the OQALI category studies with food
consumption data, in order to identify the real impact of changes in nutritional composition on
the nutrient intakes of the French population. However, this information would only enable
conclusions to be drawn about intakes of total sugars rather than those of added sugars, for
which data are unavailable. It would also be interesting to consider consumer choices in
response to these changes. Indeed, according to the initial elements studied by OQALI with the
implementation of the study on how supply and demand contribute to changes in nutritional
quality, it seems that the substitutions made by consumers do not always lead to an
improvement in the nutritional quality of food consumed (Oqali 2019b).
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Annex 1: OQALI definitions of food categories and types of brands

Category Definition
All processed cereal-based foods (cereals with milk, reconstituted instant cereals, biscuits), baby foods (fruit- and/or plant-based beverages, dairy desserts, fruit-
Baby food and cereal-based desserts, fruit-based desserts) and infant foods with vegetables and/or meat/fish (soups, vegetable preparations, meat preparations, dishes)

covered by Regulation (EU) No 609/2013 and Directive 2006/125/EC
Peanuts and seeds, coated or sweetened peanuts, dried fruit cocktails, fruit and seed mixtures, Asian mixtures, shrimp fritters, choux pastries, salted crackers, salted

Crackers crepes dentelles, wafers, breadsticks, savoury mini cakes, sweet or salted popcorn, puffs, sticks and pretzels, tortillas, tuile biscuits
Cereal bars Cereal bars and bites (cereal bars with fruits or nuts, with or without chocolate, with caramel, with pieces of biscuit, plain, etc.)
Chocolate or fruit biscuits, filled biscuits, shortbread, barquettes, sandwich biscuits, dry biscuits, etc., biscuit bars, breakfast biscuits, moist cakes, marble cakes, puff
Cakes and biscuits pastries, cakes with filling, genoise sponge, etc., macaroons, finger biscuits, crepes, gingerbread, madeleines, financiers, speculoos, coconut macaroons, cookies,

rolled biscuits, waffles and wafers
All beverages with tea, fruit beverages, energy drinks, colas, flavoured waters, lemonades, tonics and bitters, sports drinks, plant-based beverages, fruit and/or
Soft drinks vegetable beverages that resemble juices or nectars but contain unauthorised ingredients for this type of product (e.g. fibre, colourings, etc., see Decree 2013-1049),
juices containing coconut milk (coconut milk is not a juice according to the Codex Alimentarius)
Products to be stored at room temperature, chilled or frozen:
Soups and broths Broths mentioning consumption as soup on their packaging, vegetable soups, meat-based soups, ethnic soups, starchy soups, cold soups, soups with pasta,
fish/shellfish /mollusc soups

All types of breakfast cereals (plain, chocolate, caramel, filled, healthy, whole wheat, etc.), cereal cakes, cereals requiring preparation such as oatflakes, muesli,

Breakfast cereals puffed rice

Cooked ham and shoulder, ham knuckle, roast poultry, ham, raw-cured ham, dry-cured ham, sausages, cooked sausages, duck mousse, country-style paté, paté, pork
Delicatessen meats liver mousse or terrine, patés or terrines of game, pork, poultry or rabbit, preserved liver, rillettes, lardons, pork belly, dry sausages, dry sausage specialities,
chorizo, pavé, rosette, salami, preparation of cooked ham and shoulder, preparation of poultry, preparation of raw- or dry-cured ham

Chocolate assortments, chocolate bars, sweets, chocolate truffles or bites, chocolate tablets (diet/light, dark, milk, white, filled, with inclusions, etc.), spreads,

Chocolate products chocolate powders (to mix with water or milk), capsules for making cocoa beverages

Fruit purées, All compotes, low-sugar (light) compotes, fruit desserts, fruit purées, fruit compotes with specific added ingredients, fruit compotes with specific added ingredients
compotes and :
(without added sugar)
desserts
Confectionery Boiled sweets, lollipops, gum/jelly sweets, liquid, powdered or gel confectioneryf caramels, sugared almond§, candied fruit, fruit pastes, liquorice, calissons, nougats,
lozenges, chewy sweets, chewing gum, sugar-free confectionery
Jams All standard jams, jellies or marmalades (extra or not), low-sugar (light) jams, jellies or }narmalades, fruit preparations, other jam-like products, sweetened chestnut
or prune purées
Canned fruits All fruits preserved in water, fruits in fruit juice, fruits in light syrup, fruits in syrup
Cheeses All cheeses, including cheese bites such as Apérivrais and mixed snacks such as breadsticks/cheese
Ice-creams and All ices, ice creams and sorbets in the various existing formats (mini stick, stick, cone, tub and mini tub, bulk), but also ice-cream bars and mini bars, water or fruit
sorbets ices, sundaes and frozen desserts (mini logs, vacherin, baked Alaska, Liégeois, etc.) and frozen desserts for sharing (including ice cream logs)
Fruit juices and All fruit juices, fruit juices made from concentrate, nectars, vegetable juices that comply with the national code of good practice, and smoothies that comply with
nectars Decree 2013-1049
Infant milks All infant and follow-on formulae, and growing-up milks
Margarines Margarines.
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Category

Definition

Bread products

Rusks, brioches, crackers, croutons, unleavened bread, puffed cakes, savoury muffins, panettone, pancakes, sandwich breads, toasted bread, hamburger buns, hot-

dog buns, sandwich buns, pita bread, pre-baked bread, pre-packaged bread, tortilla wraps, cereal specialities (wheat crackers, etc.), filled cereal specialities (filled

crackers, filled cereal sticks, etc.), crispbreads (including sweet or savoury cocktail crackers), fine bakery wares (croissants, chocolate croissants, apple turnovers,
etc.).

Ready-to-eat
canned meals

Canned complete meals (such as cassoulet, blanquette, boeuf Bourguignon, chili con carne, sauerkraut, couscous, cottage or shepherd's pies, paella, meat with
vegetables or starchy foods, fish with vegetables or starchy foods, gratins), cooked (microwaveable or not) vegetable and/or starchy food dishes, quenelle
dumplings, cooked meats without a side dish (duck confit, pork sauté, etc.), cooked pasta, tabbouleh, canned salads, canned cooked fish, alternative meat-free
products, dehydrated prepared meals, self-assembly dishes.

Ready-to-eat fresh
meals

Fresh complete meals (such as sauerkraut, paella, couscous, cottage or shepherd's pies, stuffed vegetables and rice, meat with vegetables or starchy foods, fish with
vegetables or starchy foods, gratins, risottos), cooked vegetables or starchy foods, plain fresh pasta, cooked pasta (lasagne, stuffed fresh pasta, etc.), breaded meats,
battered or breaded fish, quenelle dumplings, cooked meats, cooked fish, fish burgers, prepared shrimps, cooked scallops, tripe, cereal cakes/soy steaks, snails,
exotic products (fajitas, enchiladas, pastillas, samosas, fried spring rolls, shrimp fritters, salt cod fritters, etc.)

Ready-to-eat frozen
meals

Frozen complete meals (such as couscous, lasagne, moussaka, cottage or shepherd's pies, meat/fish + various side dishes), cooked meats or fish without a side dish
(e.g. fish a la Bordelaise), cooked vegetables or starchy foods (side dishes "alone" such as Chinese fried rice, gnocchi, mashed potatoes and mushrooms, etc.),
vegetable patties, gratins and flans, delicatessen seafood starters (fish baked in scallop shell, cassolette, etc.), breaded and/or fried products (battered or breaded
fish, squid fritters, nuggets, cordon bleu, etc.), ethnic fried products (salt cod fritters, etc.), snails, savoury soufflés, as well as all the mini versions of these dishes.
Protein steaks (including unflavoured), steaks flavoured with tomato or onion, for example (including non-protein steaks). Minced meatballs. Breaded cheeses.

Dessert mixes

Powdered dessert preparations to which ingredients have to be added (mixes for clafoutis, custard tarts, cookies, custard sauces, pastry cream, créeme briilée, panna
cotta, crepes, waftles, pancakes, rice desserts, dairy-based desserts, cakes, etc.), ready-to-cook doughs or batters (for cookies, créme brfilée, cakes)

Fresh dairy
products and
desserts

All yoghurts and fermented milks (sugar-sweetened, artificially-sweetened or unsweetened, classic or gourmet), fresh cheeses (sugar-sweetened, artificially-
sweetened or unsweetened, classic or gourmet), fresh desserts (dessert creams, curdled milks, jellied milks, Liégeois desserts, fresh desserts with cereals such as
rice pudding, fresh mousse desserts, fresh desserts with eggs such as créme caramel, creme briilée, custards and flans, floating islands, panna cotta and other dairy-
based desserts, desserts such as chocolate fondant, profiteroles, tiramisu, clafoutis, rum babas and cakes, whether sugar-sweetened, light or artificially-sweetened)
and fresh plant-based desserts (soy desserts and other plant-based desserts)

Fresh delicatessen
products

Products to be stored chilled:

Pizzas, ready-rolled pastry (brick, filo, shortcrust, flaky, rich shortcrust, pizza dough), smoked fish, starchy salads (pasta salads, potato salads, tabbouleh, etc.), raw
vegetable salads (crudités), mixed salads, brawn or saveloy salads, sandwiches, burgers, toasted sandwiches and breaded escalopes, other snacks, surimi (crab
sticks), savoury tarts, flammekueches, quiches Lorraines, spreads (seafood rillettes, taramasalata, seafood terrines, tzatziki, ktipiti, etc.), blinis, savoury filled crepes,
fresh plain or sweetened crepes, shrimps, puff pastries or brioches, paté in pastry, mussels, fish roe, sauces for pasta or fish, seafood tapas, set lunches such as mixed

salad sold with a starter and/or dessert, other fresh delicatessen products such as savoury cakes, pizza Kits, crustless tarts, etc.

Processed potato

All crisps and similar products (old-fashioned, classic, wavy, low-fat, including oven-baked potato products), French fries (for microwave, deep-fryer or oven), other
potato-based side dishes (dauphiné, croquettes, duchess and noisette potatoes, rostis - including onion rostis, potatoes sautéed in duck fat, potato wedges, sautéed
or fried potatoes), steamed potatoes and mashed potatoes (ready-to-eat (stored at room temperature/chilled/frozen), in flakes, may contain mushrooms). Sweet

products
potato fries.
Products to be stored at room temperature:
Hot sauces Sauces for meat or fish (Armorican, Bearnaise, beurre blanc, Hollandaise, etc.), sauces for pasta (Bolognese, with cooked vegetables, pesto, etc.), sauces to

accompany dishes (sweet and sour, Basque, curry, Mexican, etc.), tomato coulis, bechamel sauces
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Category

Definition

Cold sauces

Seasoning sauces (such as French dressing, vinaigrette, salad dressings, crudité sauces, Caesar sauce, etc.; low-fat/light or not), cold emulsified sauces (such as
mayonnaise, aioli, tartare, Béarnaise, pepper, Bourguignon, burger, American, rouille, curry, for chips, etc.; low-fat/light or not), cold non-emulsified sauces (such as
ketchups, barbecue sauce, Mexican sauce, etc.; light or not)

Syrups

All syrups, concentrated beverages to dilute (squashes and cordials), concentrated beverages to dilute without added sugar

Frozen snacking
products

Pizzas, quiches, tarts, pies, savoury cakes, crepes, pancakes, pastillas, puff pastries, pastry friands, buns, hamburgers, wraps, filled/topped baguettes, cocktail or
aperitif products (aumoniere bundles, puff pastries, choux pastries, gougéres, party loaves, canapés, verrines), salads, tabbouleh, sandwiches, toasted sandwiches
(croque monsieur), hot dogs, kebabs, meats in pastry (paté, roast meat, ham)

Frozen pastries and

All frozen pastries and cakes, as well as products found in the frozen dessert section, i.e. products such as: croissants, chocolate croissants, raisin buns, brioches,
milk breads, apple turnovers; plain or flavoured brioche, with chocolate chips or candied fruit, Tropézienne, French-toast style brioche; doughnuts, sweet fritters,
churros, crepes, waffles, pancakes; macaroons; tarts, crumbles, gateaux, cakes, genoises (sponges), financiers, madeleines; choux pastries (éclairs, profiteroles,

desserts Paris-Brest, Saint-Honoré, etc.); desserts such as bavarois, tiramisu, opéra, cheesecake, Black Forest gateau, charlotte, dessert logs (the "Ice creams and sorbets"
category already includes ice-cream logs), etc.; custard tarts, clafoutis, Breton far cake, Basque cake, kouign-amann, kings' cakes, mille-feuilles, cookies; products
such as panna cotta, creme briilée and mousses found in the frozen dessert section.
Types of brands Definition

National brands

Products whose brand belongs to a manufacturer and can be found in most supermarkets and hypermarkets in France (e.g. Danone, Nestlé, Lu, etc.).

Retailer brands

Retail chains' branded products, whose characteristics have been defined by the chains that retail them (e.g. own brands of chains such as Carrefour, Auchan,
Systeme U, Leclerc, Intermarché, etc.)

Entry-level retailer
brands

Retail chains' branded products, often characterised by a lower than average price for the category. They generally have a name that reflects them being the
cheapest products in the category (e.g. retailer brands' "budget price" products: Simpl from Carrefour, Bien Vu from Systeme U, Eco+ from Leclerg, etc.).

Hard discount

Products sold only in hard discount shops (e.g. brands such as Lidl, Aldi, Netto, etc.).

Specialised retailer
brands

Products defined as frozen foods sold in freezer centres and by doorstep sales companies (e.g. brands such as Picard, Thiriet, etc.).

Specialised organic
retailer brands

Defined as branded products from specialised organic retailers (e.g. own brands from chains such as Naturalia, La Vie Claire, Biocoop, etc.).
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Annex 2: Breakdown of products with and without sweetening
ingredients by food category (among the 31 categories currently
considered by OQALI; sorted in descending order of the proportion of
products with sweetening ingredients)

For this graph and in order to compare our results with those of other studies, only five classes
of sweetening ingredients were considered: Sucrose, Syrups, Other sugars, Lactose and Honey.

Breakdown of products with and without sweetening ingredients®, by product category
(among the 31 product categories currently monitored by OQALI)

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Cereal bars (n=181)
Ice-creams and sorbets (n=1953) 0,1%
Frozen pastries and desserts (n=60:) | 7 o
Cakes and biscuits (n=3120) | 7 2 /6
Chocolate products (n=1013) | 7 >
Jams (n=74 1 | S 3/
Cold sauces (n=623) 9%
Breakfast cereals (n=659) 11%
Syrups (n=681) 14%
Dessert mixes (n=329) 16%
Infant milks (n=129) 16%
Frozen snacking products (n=1147) 16%
Delicatessen meats (n=1722) 17%
Canned fruits (n=245) 17%
Fresh dairy products and desserts (n=3115) 18%
Confectionery (n=1255) 19%
Hot sauces (n=609) 21%
Soft drinks (n=2343) 25%
Bread products (n=1740) 26%
Fresh delicatessen products (n=2293) 30%
Ready-to-eat fresh meals (n=1416) 32%
Fruit purées, compotes and desserts (n=972) 40%
Soups and broths (n=788) 45%
Ready-to-eat frozen meals (n=2108) 48%
Crackers (n=1082) 49%
Processed potato products (n=791) 51%
Ready-to-eat canned meals (n=2672) 52%
Baby food (n=976) 72%
Fruit juices and nectars (n=1637) 81%
Cheeses (n=2004) 96%
Margarines (n=109) &% 97%
® Share of products with at least one sweetening ingredient Share of products with no sweetening ingredient
The numbers in brackets at product category level represent the total number of products with an ingredient list for the category considered.
* For this graph, the five classes of sweetening ingredients considered were: Sucrose, Syrups, Other sugars, Lactose and Honey.
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Annex 3: Numbers and proportions of products by food category and
type of brand, for the products studied in the part on the review of the
use of sweetening ingredients or ingredients conveying sweetness
(among the 31 categories studied based on the latest data available)

Type of brand National brands Retailer brands Entry-level retailer brands Hard discount Specialised retailer brands Specialised organic retailer| - All types D[brunds
brands combined
Numbers of | Proportions | Numbers of | Proportions | Numbers of | Proportions | Numbers of | Proportions | Numbers of | Proportions | Numbers of | Proportions | Numbers of |Proportions
Product categories products | ofproducts | products | ofproducts | products | ofproducts | products | ofproducts | products | ofproducts | products | ofproducts | products |ofproducts

Baby food 724 74% 187 19% 0 0% 48 5% 17 2% 0 0% 976 2%
Crackers 250 23% 563 52% 59 5% 210 19% 0 0% 0 0% 1082 3%

Cereal bars 47 26% 88 49% 13 7% 31 17% 0 0% 2 1% 181 05%
Cakes and biscuits 943 30% 1493 48% 126 4% 470 15% 0 0% 88 3% 3120 8%
Soft drinks 1276 54% 845 36% 34 1% 166 7% 0 0% 22 1% 2343 6%
Soups and broths 370 47% 234 30% 21 3% 79 10% 69 9% 15 2% 788 2%
Breakfast cereals 256 39% 267 41% 20 3% 90 14% 0 0% 26 4% 659 2%
Delicatessen meats 355 21% 881 51% 141 8% 345 20% 0 0% 0 0% 1722 %
Chocolate products 405 0% 379 37% 54 5% 175 17% 0 0% 0 0% 1013 3%
Fruitpurées, compotes and 357 37% 462 48% 23 2% 86 9% 0 0% 44 5% 972 2%

desserts

Confectionery 748 60% 323 26% 28 2% 134 11% 0 0% 22 2% 1255 3%
Jams 295 38% 359 46% 14 2% 78 10% 0 0% 35 4% 781 2%
Canned fruits 59 24% 125 51% 22 9% 39 16% 0 0% 0 0% 245 1%
Cheeses 520 26% 1043 52% 100 5% 328 16% 0 0% 13 1% 2004 5%
Ice-creams and sorbets 434 22% 659 34% 39 2% 179 9% 642 33% 0 0% 1953 5%
Fruit juices and nectars 513 31% 766 47% 95 6% 237 14% 0 0% 26 2% 1637 1%
Infant milks 110 85% 14 11% 0 0% 5 4% 0 0% 0 0% 129 0%

Margarines 44 0% 41 38% 7 6% 16 15% 0 0% 1 1% 109 03%
Bread products 714 41% 719 41% 39 2% 209 12% 0 0% 59 3% 1740 1%
Ready-to-eat canned meals 1295 48% 1045 39% 57 2% 247 9% 0 0% 28 1% 2672 7%
Ready-to-eat fresh meals 444 31% 771 54% 31 2% 170 12% 0 0% 0 0% 1416 1%
Ready-to-eat frozen meals 462 229 719 34% 38 2% 255 12% 634 30% 0 0% 2108 5%
Dessert mixes 234 71% 66 20% 0 0% 29 9% 0 0% 0 0% 329 1%
Fresh dairy products and 1069 34% 1467 7% 86 3% 426 14% 0 0% 67 2% 3115 8%

desserts

Fresh delicatessen products 443 19% 1378 60% 91 4% 357 16% 0 0% 24 1% 2293 6%
Processed potato products 221 28% 362 46% 35 4% 91 12% 78 10% 4 1% 791 2%
Hot sauces 19 32% 297 49% 17 3% 83 14% 0 0% 16 3% 609 2%
Cold sauces 215 35% 313 50% 25 4% 70 11% 0 0% 0 0% 623 2%
Syrups 310 16% 290 43% 14 2% 60 9% 0 0% 7 1% 681 2%
Frozen snacking products 258 22% 352 31% 18 2% 116 10% 403 35% 0 0% 1147 3%
Frozen pastries and desserts 67 11% 134 22% 1 02% 47 8% 359 59% 0 0% 608 2%

All categories combined 13634 35% 16642 3% 1248 3% 4876 12% 2202 6% 499 1% 39101 100%
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Annex 4: Numbers and proportions of products by the number of different classes of sweetening ingredients or
ingredients conveying sweetness found in the same product, by food category (31 categories currently
considered by OQALI) and among the 39,101 products studied

Breakdown of products according to the number of classes of sweetening ingredients or ingredients conveying sweetness found in their ingredient lists, by product category (in the 31
product categories currently considered by OQALI)
No sweetening
Product category . ing.rediem’s or . 1 class 2 classes 3 classes 4 classes 5 classes 6 classes 7 classes
ingredients conveying
sweetness
Number | Proportion| Number |Proportion| Number |Proportion| Number |Proportion| Number |Proportion| Number |Proportion| Number |Proportion| Number |Proportion

All product categories combined (n=39101) 9067 23% 13117 34% 9953 25% 4562 12% 1833 5% 471 1% 79 0,2% 19 0,05%
Baby food (n=976) 576 59% 281 29% 95 10% 20 2% 4 0,4% 0 0% 0 0% 0 0%
Crackers (n=1082) 510 47% 285 26% 222 21% 50 5% 15 1% 0 0% 0 0% 0 0%
Cereal bars (n=181) 0 0% 2 1% 10 6% 45 25% 90 50% 30 17% 3 2% 1 1%

Cakes and biscuits (n=3120) 3 0,1% 841 27% 1178 38% 750 24% 301 10% 37 1% 7 0,2% 3 0,1%
Soft drinks (n=2343) 211 9% 640 27% 1221 52% 237 10% 33 1% 1 0,04% 0 0% 0 0%
Soups and broths (n=788) 323 41% 298 38% 135 17% 27 3% 5 1% 0 0% 0 0% 0 0%
Breakfast cereals (n=659) 60 9% 193 29% 258 39% 125 19% 18 3% 5 1% 0 0% 0 0%
Delicatessen meats (n=1722) 279 16% 630 37% 526 31% 261 15% 23 1% 3 0,2% 0 0% 0 0%
Chocolate products (n=1013) 8 1% 553 55% 286 28% 118 12% 31 3% 11 1% 4 0,4% 2 0,2%
Fruit purées, compotes and desserts (n=972) 296 30% 567 58% 106 11% 3 0,3% 0 0% 0 0% 0 0% 0 0%
Confectionery (n=1255) 1 0,1% 44 4% 577 46% 441 35% 162 13% 23 2% 7 1% 0 0%
Jams (n=781) 0 0% 430 55% 321 41% 30 4% 0 0% 0 0% 0 0% 0 0%
Canned fruits (n=245) 0 0% 175 71% 69 28% 1 0,4% 0 0% 0 0% 0 0% 0 0%
Cheeses (n=2004) 1899 95% 97 5% 8 0,4% 0 0% 0 0% 0 0% 0 0% 0 0%
Ice-creams and sorbets (n=1953) 0 0% 31 2% 241 12% 766 39% 619 32% 246 13% 44 2% 6 0,3%
Fruit juices and nectars (n=1637) 80 5% 1282 78% 244 15% 25 2% 6 0,4% 0 0% 0 0% 0 0%
Infant milks (n=129) 17 13% 86 67% 25 19% 1 1% 0 0% 0 0% 0 0% 0 0%
Margarines (n=109) 95 87% 14 13% 0 0% 0 0% 0 0% 0 0% 0 0% 0 0%
Bread products (n=1740) 425 24% 925 53% 335 19% 45 3% 10 1% 0 0% 0 0% 0 0%
Ready-to-eat canned meals (n=2672) 1240 46% 931 35% 390 15% 89 3% 22 1% 0 0% 0 0% 0 0%
Ready-to-eat fresh meals (n=1416) 406 29% 534 38% 303 21% 128 9% 38 3% 6 0,4% 1 0,1% 0 0%
Ready-to-eat frozen meals (n=2108) 868 41% 751 36% 347 16% 101 5% 36 2% 5 0,2% 0 0% 0 0%
Dessert mixes (n=329) 43 13% 196 60% 70 21% 19 6% 1 0,3% 0 0% 0 0% 0 0%
Fresh dairy products and desserts (n=3115) 489 16% 1159 37% 939 30% 364 12% 120 4% 40 1% 4 0,1% 0 0%
Fresh delicatessen products (n=2293) 529 23% 592 26% 661 29% 375 16% 123 5% 12 1% 1 0,04% 0 0%
Processed potato products (n=791) 401 51% 334 42% 49 6% 7 1% 0 0% 0 0% 0 0% 0 0%
Hot sauces (n=609) 114 19% 358 59% 97 16% 32 5% 8 1% 0 0% 0 0% 0 0%
Cold sauces (n=623) 38 6% 244 39% 273 44% 55 9% 13 2% 0 0% 0 0% 0 0%
Syrups (n=681) 6 1% 101 15% 382 56% 170 25% 22 3% 0 0% 0 0% 0 0%

Frozen snacking products (n=1147) 147 13% 374 33% 400 35% 137 12% 62 5% 23 2% 3 0,3% 1 0,1%
Frozen pastries and desserts (n=608) 3 0,5% 169 28% 185 30% 140 23% 71 12% 29 5% 5 1% 6 1%

n: total numbers all product categories combined or by product category
In green: frequency of presence greater than or equal to 10%
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Annex 5: Numbers and proportions of products by the number of different classes of sweetening ingredients or
ingredients conveying sweetness found in the same product, by type of brand (among the 31 food categories
currently considered by OQALI) and among the 39,101 products studied

Proportion of products according to the number of classes of sweetening ingredients or ingredients conveying sweetness found in their ingredient lists, by type of brand (in the 31 product
categories currently considered by OQALI)

No sweetening
Type of brand ingredients or

. . . 1class 2 classes 3 classes 4 classes 5 classes 6 classes 7 classes
ingredients conveying
sweetness
Number | Proportion | Number |Proportion| Number |Proportion| Number |Proportion| Number |Proportion| Number |Proportion| Number |Proportion| Number |Proportion
All types of brands combined (n=39101) 9067 23% 13117 34% 9953 25% 4562 12% 1833 5% 471 1% 79 0,2% 19 0,05%
National brands (n=13634) 3270 24% 4573 34% 3544 26% 1531 11% 576 4% 108 1% 25 0,2% 7 0,1%
Retailer brands (n=16642) 3862 23% 5821 35% 4243 25% 1811 11% 699 4% 175 1% 26 0,2% 5 0,03%
Entry-level retailer brands (n=1248) 281 23% 409 33% 315 25% 176 14% 60 5% 6 0,5% 0 0% 1 0,1%
Hard discount (n=4876) 1041 21% 1612 33% 1327 27% 620 13% 224 5% 45 1% 7 0,1% 0 0%

Specialised retailer brands® (n=2202) 426 19% 530 24% 420 19% 391 18% 271 12% 137 6% 21 1% 6 0,3%

n: total number of products with an ingredient list, all types of brands combined or by type of brands
In green: frequency of presence greater than or equal to 10%
1 As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products, Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Annex 6: Numbers and proportions of products by combination of
most commonly used classes of sweetening ingredients or ingredients
conveying sweetness, all products combined (among the 31 food
categories currently considered by OQALI) and among the 39,101
products studied

Products containing at least the class/combination of
classes of sweetening ingredients or ingredients
Class of sweetening ingredients or ingredients conveying conveying sweetness considered, all categories
sweetness / combinations of classes of sweetening ingredient combined (among the 31 categories currently
or ingredient conveying sweetness monitored by OQALI)
Number Proportion
No sweetening ingredients or ingredients conveying sweetness 9067 23%
Sucrose 7927 20%
Other combinations* 5030 13%
Fruit juices and concentrates / sucrose 2753 7%
Syrups / sucrose 2652 7%
Fruit juices and concentrates 2254 6%
Other sugars? 1533 4%
Sucrose / other sugars® 1182 3%
Syrups / sucrose / other classes® 974 2%
Sucrose / other classes? 867 2%
Fruitjuices and concentrates / syrups / sucrose 846 2%
Syrups / sucrose / lactose 817 2%
Sucrose / lactose 714 2%
Syrups / sucrose / other sugars® 566 1%
Syrups 534 1%
Lactose 506 1%
Syrups / sucrose / lactose / other classes® 474 1%
Syrups / other sugars?® 405 1%

! Other combinations: groups together combinations whose frequency of presence was < 1%

2 Other sugars: all mono- and disaccharides, alone or in combination (excluding sucrose, mention of "sugar" and lactose)

3 Other classes: groups together the following classes: Caramel, Other ingredients conveying sugars, Bulk sweeteners, Honey, and Flavourings whose flavour
is evocative of a sweetening ingredient or ingredient conveying sweetness
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Annex 7: Numbers and proportions of products containing at least the
intense sweetener considered in sweetened products and in all
products, for each of the four relevant food categories

Proportion in relation to I .
Product category . Proportion in relation to all
Number of products products containing at least roducts taken info account
Intense sweetener containing at least the one intense sweetener in |>
(n=total number of products . ) for the product category
. intense sweetener studied* the product category .
for the category considered) R considered
considered
At least one intense sweetener 407 100% 17%
Acesulfame K 254 62% 11%
Sucralose 217 53% 9%
Soft drinks Steviol glycosides 99 24% 4%
(n=2343) Aspartame 91 22% 4%
Saccharins 15 4% 1%
Cyclamates 14 3% 1%
Neohesperidin DC 2 0,5% 0,1%
At least one intense sweetener 239 100% 19%
Acesulfame K 173 72% 14%
Confectionery Aspartame 135 56% 11%
(n=1255) Sucralose 116 49% 9%
Steviol glycosides 23 24% 2%
Salt of aspartame-acesulfame 3 1% 0,2%
At least one intense sweetener 123 100% 4%
Acesulfame K 119 97% 4%
Sucralose 73 59% 2%
Fresh dairy products and Aspartame 41 33% 1%
desserts
(n=3115) Cyclamates 8 7% 0,3%
Neohesperidin DC 8 7% 0,3%
Steviol glycosides 7 6% 0,2%
Neotame 1 1% 0,03%
At least one intense sweetener 73 100% 11%
Acesulfame K 63 86% 9%
Syrups Sucralose 62 85% 9%
(n=681) Steviol glycosides 17 23% 2%
Cyclamates 16 22% 2%
Aspartame 11 15% 2%

* the same product may contain several intense sweeteners
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Annex 8: Numbers and proportions of products containing at least the intense sweetener considered in
sweetened products and in all products, by type of brand, based on the latest data available (among the 31 food

categories currently monitored by OQALI)

Type of brand Number of products Proportion m. rglatlon to Proportion in relation to all
Intense sweetener containing at least the produclts containing atleast products taken into account
(n=total number of products for the type of brand . o one intense sweetener . _
considered) intense sweetener studied (n=926) in the study (n=39 101)
At least one intense sweetener 532 100% 4%
Acesulfame K 378 71% 3%
Sucralose 268 50% 2%
) Aspartame 190 36% 1%
Nazf:nf;:;;]ds Steviol glycosides 95 18% 1%
Cyclamates 25 5% 0,2%
Saccharins 11 2% 0,1%
Neohesperidin DC 10 2% 0,1%
Salt of aspartame-acesulfame 3 1% 0,02%
At least one intense sweetener 234 100% 1%
Sucralose 164 70% 1%
Acesulfame K 148 63% 1%
Retailer brands Steviol glycosides 45 19% 0,3%
(n=16642) Aspartame 38 16% 0,2%
Cyclamates 3 1% 0,02%
Neotame 1 0% 0,01%
Saccharins 1 0% 0,01%
At least one intense sweetener 47 100% 4%
Acesulfame K 37 79% 3%
Entry-level retailer brands Sucralose 26 SSZA) ZZA]
(n=1248) Aspartar-ne 15 32% 1%
Saccharins 11 23% 1%
Cyclamates 10 21% 1%
Steviol glycosides 1 2% 0,1%
At least one intense sweetener 109 100% 2%
Acesulfame K 72 66% 1%
ddi Sucralose 48 44% 1%
Ha(rn: 42;2;““ Aspartamet 46 42% 1%
Steviol glycosides 15 14% 0,3%
Cyclamates 9 8% 0,2%
Saccharins 6 6% 0,1%
At least one intense sweetener 4 100% 0,2%
Specialised retailer brands* Steviol glycosides 3 75% 0,1%
(n=2202) Acesulfame K 1 25% 0,05%
Aspartame 1 25% 0,05%

* the same product may contain several intense sweeteners

1 As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products, Frozen snacking
products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Annex 9: Numbers and proportions of products by combination of intense sweeteners, in sweetened products
and in all products (among the 31 food categories currently monitored by OQALI)

. Number of products with the Propor‘t.io‘n in relation to Products - .
Intense sweetener / combination of intense sweeteners Number of intense sweeteners intense sweetener / combination containing at least one intense Proportion in relation Fo all the
found of intense sweeteners sweetener for all .the product product categories
categories
acesulfame K / sucralose 2 296 32% 1%

acesulfame K / aspartame 2 190 21% 0,5%

steviol glycosides 1 135 15% 0,3%

sucralose 1 116 13% 0,3%

acesulfame K / aspartame/ sucralose 3 64 7% 0,2%

acesulfame K 1 26 3% 0,1%

aspartame 1 12 1% 0,03%

sucralose / steviol glycosides 2 12 1% 0,03%

acesulfame K / sucralose / steviol glycosides 3 10 1% 0,03%
acesulfame K / aspartame / cyclamates / saccharins 4 9 0,97% 0,02%
acesulfame K / cyclamates 2 8 0,86% 0,02%

acesulfame K / cyclamates / neohesperidin DC 3 8 0,86% 0,02%
cyclamates / saccharins 2 8 0,86% 0,02%

acesulfame K / aspartame / cyclamates 3 6 0,65% 0,02%
acesulfame K / cyclamates / sucralose 3 6 0,65% 0,02%
saccharins 1 5 0,54% 0,01%

acesulfame K / aspartame / saccharins 3 3 0,32% 0,01%
acesulfame K / aspartame / neohesperidin DC 3 2 0,22% 0,01%
acesulfame K / aspartame / salt of aspartame-acesulfame 3 2 0,22% 0,01%
acesulfame K / cyclamates / saccharins 3 2 0,22% 0,01%
acesulfame K / steviol glycosides 2 2 0,22% 0,01%
acesulfame K / aspartame / sucralose / salt of aspartame-acesulfame 4 1 0,11% 0,003%
acesulfame K / saccharins 2 1 0,11% 0,003%
aspartame / saccharins 2 1 0,11% 0,003%
sucralose / neotame 2 1 0,11% 0,003%
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Annex 10: Numbers and proportions of products by combination of intense sweeteners, in sweetened products

and in all products, for the four relevant food categories

Product category

Intense sweetener / combination of intense sweeteners

Number of intense
sweeteners found

Number of products
with the intense
sweetener /
combination of
intense sweeteners

Proportion in relation
to products
containing at least
one intense
sweetener in the
product category

Proportion in relation
to all the product
categories combined

considered
acesulfame K / sucralose 2 159 39% 7%
steviol glycosides 1 97 24% 4%
acesulfame K / aspartame 2 71 17% 3%
sucralose 1 52 13% 2%
acesulfame K / aspartame / cyclamates / saccharins 4 8 2% 0,3%
Soft drinks acesulfame K / aspartame / cyclama_tes 3 3 0,7% 0,1%
(n=2343 including 407 with at least acesulfame K / aspartame / saccharins 3 3 0,7% 0,1%
one intense sweetener) acesulfame K / aspartame/ sucralose 3 3 0,7% 0,1%
acesulfame K 1 2 0,5% 0,1%
acesulfame K / aspartame / neohesperidin DC 3 2 0,5% 0,1%
acesulfame K / cyclamates / saccharins 3 2 0,5% 0,1%
sucralose / steviol glycosides 2 2 0,5% 0,1%
acesulfame K / cyclamates / sucralose 3 1 0,2% 0,04%
aspartame / saccharins 2 1 0,2% 0,04%
saccharins 1 1 0,2% 0,04%
acesulfame K / aspartame 2 74 31% 6%
acesulfame K / aspartame/ sucralose 3 52 22% 4%
sucralose 1 37 15% 3%
Confectionery acesulfame K / sucralose 2 26 11% 2%
(n=1255 including 239 with at least steviol glycosides 1 23 10% 2%
one intense sweetener) acesulfame K 1 18 8% 1%
aspartame 1 6 3% 0,5%
acesulfame K / aspartame / salt of aspartame-acesulfame 3 2 0,8% 0,2%
acesulfame K / aspartame / sucralose / salt of aspartame-acesulfame 4 1 0,4% 0,1%
acesulfame K / sucralose 2 64 52% 2%
acesulfame K / aspartame 2 37 30% 1%
acesulfame K / cyclamates / neohesperidin DC 3 8 7% 0,3%
. sucralose 1 4 3% 0,1%
(r?:;rlyll;r;illtctlsi;gmizf;e:v]:t:lle:tsg:; acesulfame K / sucralose / steviol glycosides 3 3 2% 0,1%
one intense sweetener) acesulfame K / steviol glycosides 2 2 2% 0,1%
steviol glycosides 1 2 2% 0,1%
acesulfame K 1 1 0,8% 0,0%
acesulfame K / aspartame/ sucralose 3 1 0,8% 0,0%
sucralose / neotame 2 1 0,8% 0,0%
acesulfame K / sucralose 2 32 44% 5%
sucralose / steviol glycosides 2 10 14% 1%
Syrups acesulfame K / aspartame/ sucralose 3 8 11% 1%
(n=681 including 73 with at least one acesulfame K / cyclamates 2 8 11% 1%
intense sweetener) acesulfame K / sucralose / steviol glycosides 3 7 10% 1%
acesulfame K / cyclamates / sucralose 3 5 7% 1%
acesulfame K / aspartame / cyclamates 3 3 4% 0,4%

Review and changes in the use of sweetening ingredients or ingredients conveying sweetness in processed products - OQALI - 2024 Edition130




Annex 11: Numbers and proportions of products by combination of
intense sweeteners, in sweetened products and in all products, by
type of brand (among the 31 food categories currently monitored by

OQALI)

Proportion in
Number of relation to o
. products with the plr(?ducts Pr(?portlon in
Type of brand Intense sweetener / combination of intense sweeteners Number of intense intense sweetener contamllng atleast | relation toall tl?e
sweeteners found o one intense product categories
/ combination of .
intense sweeteners sweetener for the combined
type of brands
considered
acesulfame K / sucralose 2 162 30% 1%
acesulfame K / aspartame 2 121 23% 1%
steviol glycosides 1 92 17% 1%
sucralose 1 50 9% 0,4%
acesulfame K / aspartame/ sucralose 3 49 9% 0,4%
acesulfame K 1 10 2% 0,1%
acesulfame K / cyclamates 2 8 2% 0,1%
acesulfame K / cyclamates / neohesperidin DC 3 8 2% 0,1%
aspartame 1 7 1% 0,1%
National brands saccharins 1 5 0,9% 0,04%
acesulfame K / aspartame / cyclamates 3 3 0,6% 0,02%
acesulfame K / aspartame / saccharins 3 3 0,6% 0,02%
acesulfame K / cyclamates / sucralose 3 3 0,6% 0,02%
acesulfame K / sucralose / steviol glycosides 3 3 0,6% 0,02%
acesulfame K / aspartame / cyclamates / saccharins 4 2 0,4% 0,01%
acesulfame K / aspartame / neohesperidin DC 3 2 0,4% 0,01%
acesulfame K / aspartame / salt of aspartame-acesulfame 3 2 0,4% 0,01%
acesulfame K / aspartame / sucralose / salt of aspartame-acesulfame 4 1 0,2% 0,01%
acesulfame K / cyclamates / saccharins 3 1 0,2% 0,01%
acesulfame K / sucralose 2 92 39% 1%
sucralose 1 46 20% 0,3%
steviol glycosides 1 28 12% 0,2%
acesulfame K / aspartame 2 26 11% 0,2%
acesulfame K 1 10 4% 0,1%
acesulfame K / aspartame/ sucralose 3 8 3% 0,05%
Retailer brands sucralose / steviol glycosides 2 8 3% 0,05%
acesulfame K / sucralose / steviol glycosides 3 7 3% 0,04%
aspartame 1 3 1% 0,02%
acesulfame K / cyclamates / sucralose 3 2 0,9% 0,01%
acesulfame K / steviol glycosides 2 2 0,9% 0,01%
acesulfame K / aspartame / cyclamates / saccharins 4 1 0,4% 0,01%
sucralose / neotame 2 1 0,4% 0,01%
acesulfame K / sucralose 2 22 47% 2%
acesulfame K / aspartame 2 9 19% 1%
cyclamates / saccharins 2 5 11% 0,4%
acesulfame K / aspartame / cyclamates / saccharins 4 4 9% 0,3%
Entry-level retailer brands sucralose 1 3 6% 0,2%
acesulfame K / aspartame/ sucralose 3 1 2% 0,1%
acesulfame K / cyclamates / saccharins 3 1 2% 0,1%
aspartame / saccharins 2 1 2% 0,1%
steviol glycosides 1 1 2% 0,1%
acesulfame K / aspartame 2 33 30% 1%
acesulfame K / sucralose 2 20 18% 0,4%
sucralose 1 17 16% 0,3%
steviol glycosides 1 11 10% 0,2%
acesulfame K 1 6 6% 0,1%
acesulfame K / aspartame/ sucralose 3 6 6% 0,1%
Hard discount sucralose / steviol glycosides 2 4 4% 0,1%
acesulfame K / aspartame / cyclamates 3 3 3% 0,1%
cyclamates / saccharins 2 3 3% 0,1%
acesulfame K / aspartame / cyclamates / saccharins 4 2 2% 0,04%
aspartame 1 2 2% 0,04%
acesulfame K / cyclamates / sucralose 3 1 0,9% 0,02%
acesulfame K / saccharins 2 1 0,9% 0,02%
alised iler brands™ steviol glycosides 1 3 75% 0,1%
Specialised retailer brands acesulfame K / aspartame 2 1 25% 0,05%

1 As specialised retailer brands were present in only seven product categories out of the 31 studied (Baby food, Soups and broths, Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products,
Frozen snacking products, Frozen pastries and desserts), it is difficult to compare them to the other types of brands
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Annex 12: Numbers and proportions of products by food category and type of brand, for the products studied in
the part on changes in the use of sweetening ingredients or ingredients conveying sweetness (27 categories
studied)

Type of brand National brands Retailer brands Entry-level retailer brands Hard discount Specialised retailer brands Specia]ise%:s::ic retailer All types of brands combined
Product categories Baseline Follow-up Baseline Follow-up Baseline Follow-up Baseline Follow-up Baseline Follow-up Baseline Follow-up Baseline Follow-up
Crackers 18% 23% 47% 52% 10% 5% 25% 19% 0% 0% 0% 0% 3% 3%
Cereal bars 25% 26% 44% 49% 11% 7% 20% 17% 0% 0% 0% 1% 1% 1%
Cakes and biscuits 33% 30% 34% 48% 7% 4% 25% 15% 0% 0% 0% 3% 9% 9%
Soft drinks 31% 54% 50% 36% 5% 1% 13% 7% 0% 0% 0,1% 1% 5% 7%
Soups and broths 52% 47% 31% 30% 3% 3% 14% 10% 0% 9% 0% 2% 3% 2%
Breakfast cereals 35% 39% 39% 41% 4% 3% 22% 14% 0% 0% 0% 4% 2% 2%
Delicatessen meats 13% 21% 56% 51% 14% 8% 18% 20% 0% 0% 0% 0% 6% 5%
Chocolate products 39% 40% 30% 37% 8% 5% 24% 17% 0% 0% 0% 0% 4% 3%
Fruitpurées, compotes and 51% 37% 35% 48% 3% 29% 1% 9% 0% 0% 0% 5% 2% 3%
Jams 29% 38% 54% 46% 4% 2% 13% 10% 0% 0% 0% 4% 2% 2%
Canned fruits 36% 24% 35% 51% 18% 9% 12% 16% 0% 0% 0% 0% 1% 1%
Ice-creams and sorbets 15% 22% 37% 34% 3% 2% 12% 9% 34% 33% 0% 0% 7% 6%
Fruit juices and nectars 23% 31% 54% 47% 9% 6% 14% 14% 0% 0% 0% 2% 4% 5%
Margarines 42% 40% 32% 38% 9% 6% 17% 15% 0% 0% 0% 1% 0,5% 0,3%
Bread products 29% 41% 38% 41% 9% 2% 25% 12% 0% 0% 0% 3% 3% 5%
Ready-to-eat canned meals 27% 48% 46% 39% 9% 2% 18% 9% 0% 0% 0% 1% 4% 8%
Ready-to-eat fresh meals 28% 31% 61% 54% 3% 2% 7% 12% 0% 0% 0% 0% 4% 4%
Ready-to-eat frozen meals 15% 22% 35% 34% 2% 2% 14% 12% 34% 30% 0% 0% 9% 6%
Dessert mixes 42% 71% 24% 20% 0% 0% 34% 9% 0% 0% 0% 0% 1% 1%
Fresh 'Jal‘;eys Sper;’;l““s and 30% 34% 48% 47% 4% 3% 18% 14% 0% 0% 0% 2% 8% 9%
Fresh delicatessen products 23% 19% 59% 60% 7% 4% 12% 16% 0% 0% 0% 1% 6% 7%
Processed potato products 24% 28% 47% 46% 6% 4% 14% 12% 10% 10% 0% 1% 3% 2%
Hot sauces 28% 32% 53% 49% 3% 3% 16% 14% 0% 0% 0% 3% 1% 2%
Cold sauces 38% 35% 44% 50% 3% 4% 14% 11% 0% 0% 0% 0% 3% 2%
Syrups 26% 46% 54% 43% 6% 2% 13% 9% 0% 0% 0% 1% 2% 2%
Frozen snacking products 13% 22% 34% 31% 2% 2% 11% 10% 39% 35% 0% 0% 5% 3%
Frozen pastries and desserts 8% 11% 27% 22% 1% 0,2% 10% 8% 54% 59% 0% 0% 3% 2%
All categories combined 26% 33% 43% 43% 6% 3% 16% 13% 9% 6% 0,01% 1% 100% 100%
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Annex 13: Change in the proportions of products by class of sweetening ingredients or ingredients conveying
sweetness and by food category (27 categories monitored for changes)

Change In the proportion of products, all by d (27 product categories monitored for changes)
Product category
Flavourings whose flavour is
(n=total number of products considered in the All lasses combined Sucrose Syrups Other sugars' Lactose Fruitjuices and concentrates Caramel Other ingredients conveying sugars Bulk sweeteners Intense sweeteners Honey evocative of a sweetening ingredient
study,all product categories combined or by or ingredient conveying sweetness
roduct catego
s 9ory) Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the
Baseline |Follow-up| proportions | Baseline [Follow-up| proportions | Baseline [Follow-up| proportions | Baseline [Follow-up| proportions | Baseline |Follow-up| proportions | Baseline [Follow-up| proportions | Baseline [Follow-up| proportions | Baseline |Follow-up| proportions | Baseline |Follow-up| proportions | Baseline |Follow-up| proportions | Baseline |Follow-up| proportions | Baseline [Follow-up| proportions
(point) (point) (point) (point) (point) (point) (point) (point) (point) (point) (point) (point)
Al produc categories combined | 865% | 81% 55 61% | 62% 1900 32% | 24% 790 26% | 18% 7.8 20% | 12% 7.60% 19% | 21% | szaee % | 5% 210 % | a% L.o% 3% | 2% 06t | 25% | 2% 05 2% | 2% +0.01 03% | 02% 01+
(Baseline: n=19723; Follow-up: n=34737)
Crackers 55% | 53% 25 2% | 36% +43 8% | 20% 20 2% | 14% 63+ 6% | 8% 770 % | 1% +02 2% | 3% 07 % | osw 08 % | 2w 11 0% | 01 0.1 1% | 1% 05 0% | 0w 02

(Baseline: n=551; Follow-up: n=1082)

Cereal bars 100% | 100% 0 99% | 100% +12 97% | 99% +1.9 6% | 65% % | o A160 6% | 9% 71t 7% | 3% 239 | 20% | 15% -6 o6% | 76% +10.0* % | 0w 0 % | 8% 1590 o | 2% +22

(Baseline: n=169; Follow-up: n=181)

Cakes and biscuits 100% | 99,9% 0.1 99% | 97% L4 6% | 5% 19 2% | 15% 69" 5% | 1% 80 % | 8w 06 s | 4% 10 1% | 8% 22+ 150 | 129 24 01% | 03% 03 % | 4% 1.1 o46% | 02% -0z
(Baseline: n=1723; Follow-up: n=3120)
ot 97% | 91% 5600 62% | 69% 47100 6% | 8% 77 % | oaw 0.1 0% | ow 02 s4% | 54% 02 19% | 120 660 % | 1% 04 o | 01% 01 0% | 17% | -1zewe 1% | 1% 0.4 03% | 03% | +0005

(Baseline: n=891; Follow-up: n=2343)

Soups and broths 65% | 59% 570 7% | asw 22 | 16% 04 &% | 3w 25* 9% | 8% RERE % | o 25 % 1% 210 % | 1% 0.1 o | ow 0 % | 03w 03 1% | 1% 0.1 o | o o

(Baseline: n=569; Follow-up: n=788)

Breakfast cereals 98% | 91% 730 0% | 86% 8200 6% | 4% +14 20% | 5% Ty o | o 10 % | 3w +11 U | 3% 1014+ % | 9w +40° o | 1w 06 % | 02w 02 2% | 21% 51 2% | 03% 15

(Baseline: n=332; Follow-up: n=659)

Delicatessen meats 89% | 8% s7e 0% | 30% 03 2% | 18% 7% | 6s% 610 20% | 30% +0.6 01% | 01% -0.03 o | 7% 1.2 01% | 01% +0.03 01% | ow -01 % | 0w 0 0% | 1% 02 o | 0% 0
(Baseline: n=1161; Follow-up: n=1722)
Chocolate products 99% | 99% 0.1 98% | 98% 08 1% | 16% 20 5% | 1% a1e 2% | 20% 24 9% | 1% 01 03% | 1% +05 8% | 13% | es3e s | 4w 10 % | 1% 0.1 2% | 3w 0.9 1% | 04w -02

(Baseline: n=731; Follow-up: n=1013)

Fruie purées, compotes and desserts 72% | 70% 23 6% | s9% 7 3% | % 9.9 o4% | ow 04 o | 01% 0.1 3% | 19% 64 0% | 0% 0 0% | 02w 02 0% | o 0 % | 0w 0 0% | ow 02 o | 0% 0

(Baseline: n=480; Follow-up: n=972)

Jams 100% | 100% 0 99% | 92% 6300 7% | 1sw | ameee | 3w | 3% 1050+ o | ow 0 3% | 38% 25 1% | 01% 05 % | % +05 03% | 04% +0.1 % | 0w 0 o | 04% 0.4 o | 0% 0

(Baseline: n=337; Follow-up: n=781)

Canned fruits 100% | 100% 0 so% | e3% 61 aw | 26w | aszee | 0w | ow 0 o | ow 0 2% | 20% -7 o | ow 0 o | ow 0 o | ow 0 o | ow 0 o% | ow 0 o | ow 0

(Baseline: n=181; Follow-up: n=245)

lee-creams and sorbets 100% | 100% 0 98% | 99% +0.9° 95% | 95t +0.02 6% | 20% | -11gee 1% | 61% 28 8% | 20% 0.6 7% | 19% 17 19% | 17% 21 1% | 2% 07 04% | 03% 01 % | aw 0.4 1% 1% -0.1
(Baseline: n=1416; Follow-up: n=1953)
Fruituices and nectars 97% | 95% 22¢ 7% | 19% 23 &% | 3% 260 05% | 01% 04 oo | ow 0 920 | 90% 21 % | 0% 0 % | ow 0 oo | ow 0 % | % +0.3 o | ow o o | 0% 0

(Baseline: n=B16; Follow-up: n=1637)

Margarines 3% 13% +9.7% o | ow 0 % | 0% 0 % | ow 0 oo | 3w +28 3% | 10% +6.9 o% | 0% 0 % | ow 0 o | ow 0 % | 0w 0 o | ow 0 o | 0% 0

(Baseline: n=95; Follow-up: n=109)

Breadproducts 0206 | 76% | -169%t | sow | eow | -azot | 27w | 1w | 3o | 22w | ow 1290 s | 3w -S4 1w | 6% 5t | 02 | 1% +0.3 2% | osw 14 1% | 04w 08 0% | 01% +0.1 1% | 1% -03 0% | 02% +02

(Baseline: n=584; Follow-up: n=1740)

aneEtat camed meds P T T I e P B e I T e B B e e e e o e I I I I T e B o

Ready to-cat fresh meals 7% | 7% 63 7% | 38% 88+ 160 | 16% -02 39% | 36% 26 25% | 120 | 132 1% | 1% P 2% | 5% 770w 1% | 1% -0.03 0| 0% 04 0% | 01w 0.1 2 | 2w +03 o | 0% 0

(Baseline: n=779; Follow-up: n=1416)

eady.to-cat frozen meals 72% | sow | -1zgwr | 3% | 28w -9.2e% B | 9% 360 3w | 25% 71 200 | 8% 1200 1B | 15% +13 % | 3% P 1% | 1% 03 02% | 01% 01 01% | 0% 0.1 2 | 2w +0.6 o | o 0
(Baseline: n=1861; Follow-up: n=2108)

(Baseine “‘iif:';;‘n':fjupv e329) %% | 87% 9.3 o500 | 83 | azzee | 200 | 14% 63 8% | sw n% | 5w 52+ 3% | 4% +1.1 o | 3% S 3% | 2% 07 | oo 26 % | 0w 0 o | 03% +03 % | 2% 10
[BL’:lf,',‘e";‘":;';“;‘s:fuf:"“‘s*:‘:fﬁg ) 89% | 8% P 78% | 79% +10 0% | 23% | -1z.4me 0% | ow 407 2% | 16% 690 o% | 15% | s6sm 8 | 5% e 8% | 3w P w | 2% +0.9% 8% | 4% P 03% | 1% 0.4 05% | 04% 0.1
(EN: ;is?‘f;;‘ja“f‘fi"‘"ﬁ':‘;“;‘jzz 03) 2% | 77% | asae | 6% | sow 897 35 | 2% | gz | s3w | a0% | 132w 20% | nw | 1290 1% | 22% +3.9% % | 5% 290 1% | o04% -03 s | 5w 02 01% | 0% 0.1 1% % 0.1 0% | 0w 04

lBJ~:Ir::eﬂ‘j;i_f";f"ﬂ’"‘:‘:f’““:‘:i7 o) 3% | 49% +6.6% 13% | 14% 0.1 % | % +04 30% | 35% +5.0* s | 5w 24 % | 1% +05 2% 1% 07 0% | ow 0 oo | ow 0 % | % 14 0% | 01% -0.02 o | 0% 0

(Baseine n::;’;‘;:a:iwpv we09) oa% | s1% | a2zt | 9% | 70w -9.0% % | 12% +5.4% s | 4w 07 n% | 4% 620 2% | 12% +05 o | 7% 07 1% | os% 02 o | ow 0 o% | 0w 0 o | 03% +03 o | 0% 0

(Baseine o oo 12623) 89% | 9% +5.3% 6% | 7% 8.7+ 2% | 23% 10% | 10% +0.3 1w | 1w +0.5 36% | 42% +54 nw | 1% +0.2 0% | ow 0 o | ow 0 % | % 0.1 1w | 1% 0.4 o | 0% 0

(Baselng: =316, Follow-up: mGB1) 9% | 99% +0.4 7% | 79% +4.6 70% | 33% | 368 0% | 03% +03 0% 0% 0 7% | 76% 21 6% | 15% +9.474 0% 0% 0 0% 0% 0 1% | 1% 07 0% 0% 0 0% | 01% +0.1
i goducs g, | e | a7 | s | ses | vza | o |z | same | osee | s | ae | o | ww | eawe | o | | 25 | s | w6 | 06 wo | e | ez | ok | ome | war | oz | owe | er | e | w6 | 7 | ox | o 0

ulrnpeanddesers | oo, | oosu | woor | o | e | wee | e | swe | osa | um | s | oaz | | e | ceow | e | o | seor | e | e | o5 | aw | aee | sz | e | 4w |25 | oe |oaw | sz | s | w | w9 | o | m | o

Farplecel T Fi{p=0.05, = [ p<0.0%, " Tp=0 001
Orange cells: signfican ncres aueney ofpesence oft leas ¥ byooALr P05, ifpe0.01; *+ ifpe0.001)
Statsicalestperformeds chsquare est

“ou or tion f"sugar”and lactase)

Review and changes in the use of sweetening ingredients or ingredients conveying sweetness in processed products - OQALI - 2024 Edition133



Annex 14: Change in the proportions of products by class of sweetening ingredients or ingredients conveying
sweetness and by type of brand (27 food categories monitored for changes)

Change in the proportion of products, all by class of swe dients or ingred (27 product changes)
Type of brand
P Flavourings whose flavour is
(ntotal number of products considered i the All classes combined Sucrose Syrups Other sugars® Lactose Fruitjuices and concentrates Caramel Other ingredients conveying sugars Bulk sweeteners Intense sweeteners Honey evocative of a sweetening ingredient
e e o or ingredient conveying sweetn:
d %y P Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the
Baseline |Follow-up| proportions | Bascline [Follow-up| proportions | Bascline |Follow-up| proportions | Baseline |Follow-up| proportions | Baseline [Follow-up| proportions | Baseline [Follow-up| proportions | Baseline |Follow-up| proportions | Baseline [Follow-up| proportions | Bascline [Follow-up| proportions | Bascline [Follow-up| proportions | Baseline [Follow-up| proportions | Baseline |Follow-up| proportions
(point) (point poi (point) (point) (point) (point) (point) (point) (point) (point) (point)
All products combined 87% | 81% -geer 6a% | 62% | -19%e 32% | 2a% | 790 26% | 18% 780 20% | 12% 760 19% | 21% | 240 % | 5% 1% % | 3% 1.0%* 3% | 2% 0.6vr 2% | 2% 0.5vr 2% | 2% +0.01 03% | 02% -0.1°
(Baseline: n=19723; Follow-up: n=34737)
National brands 86% | 80% 60 67% | 61% sz 30% | 2% 7.9 19% | 13% .6 7% | 8% -9.0% 200 | 20% | +azee 6% 5% 1.2% 5% 3% 6% % 2% 15w 3% % -0.1 2% 2% +0.1 04% | 03% 0.1
(Baseline: n=5089; Follow-up: n=11532)
Retaller brands 87% | 2% 5 61% | 62% +0.7 30% | 23% 770 27% | 18% 8.5 20% | 13% 6.8 19% | 20% +1.1 8% 5% 2.8M 3% 3% 0.6* 3% 3% 0.04 2% 1% L.2% 2% 2% 0.2 02% | 02% -0.04
(Baseline: n=8507; Follow-up: n=15075)
lmwht:"i';’f;’f;ﬁ‘::“:x’:;"‘:;m' 87% | 3% 4 60% | 58% 13 36% | 29% 667 28% | 23% 5.0 19% | 17% 25 15% | 16% 0.9 5% 3% 1.2 2% 1% 05 3% % +12 % % +0.4 1% 1% 0.7 01% | 0% -0.1
o ot 8% | 84% geen e% | 6% | 34w 3% | 2% | gaee | 25w | 22w | st | 2 | 1ew | aeme | 15w | 16w 4 ™ | % 150 s% | 3% 20me o | 3% -09¢ % | 1% 06 2 | % 02 03% | 01% 02
(Baseline: n=3158; Follow-up: n=4361)
® ISPcc'“"f;d]“';“‘d"b"““"‘ 2185) 85% 81% g 63% 62% 1.0 44% 3% 0.6 38% 31% -6.4%%% 27% 22% 5.2 22% 24% +2.7% 8% 6% -1.8% 8% 9% 411 1% 1% +02 02% | 02% -0.03 3% 5% +1.6* 07% | 04% 0.3
aseline: n=1851; Follow-up: n=2185)
Parplecell Ty 0QAL Tollowup (- TR<0.05, = ([p<0.01; ** p=0.001)
Orange lin <005, ITpeDOL; ** [p<0.001)
tatsicaltest performed: chi-square est
: 27 sudied (5 3 I 1 broths) o the other types of rand:

: p lone or of"sugar” and lactose)
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Annex 15: Change in the proportions of products by the number of classes of sweetening ingredients or
ingredients conveying sweetness and by food category (27 categories monitored for changes)

Change in the proportion of products according to the number of classes of sweetening ingredients or ingredients conveying sweetness found in the ingredient lists (27 product categories monitored for changes)
Product category No sweetening ingredients
or ingredients conveying 1 class 2 classes combined 3 classes combined 4 classes combined 5 classes combined 6 classes combined 7 classes combined
(n=total number of products considered for
hanges, by product cat. ] ] ] ) i ] ] ]
changes, by product category) Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the
| Follow- " | Follow- " Follow- " Follow- ! Follow- " | Follow- " | Follow- " | Follow- "
Baseline | *""| proportions | Baseline | "° *"| proportions | Baseline | "° *" | proportions | Baseline | "° °""| proportions |Baseline | “ *"" | proportions |Baseline | "° °* | proportions | Baseline | "° °*"| proportions | Baseline | "* °" | proportions
P (point) P (point) P (point) P (point) P (point) P (point) P (point) P (point)
All products combined 13% | 19% | +5.5% 33% | 36% | 4350 28% | 27% | -1.7%%* 15% | 12% | 37 7% | 5% 2.2 2% | 1% 1.0%+ 1% | 02% | -03* | 01% | 01% -0.04
(Baseline: n=19723; Follow-up: n=34737)
_ Crackers _ 45% | 47% +2.5 26% | 26% +0.6 21% | 21% +0.01 8% 5% 34% 1% 1% +0.3 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=551; Follow-up: n=1082)
- Cerealbars 0% 0% 0 2% 1% 0.7 8% 6% -2.8 1% | 25% | +13.6%%* 34% | 50% | +16.0% 7% | 17% -10.1* 4% | 2% 12.5%% 4% | 06% -3,6
(Baseline: n=169; Follow-up: n=181)
 Cakesand biscuits % | 01% +0.1 19% | 27% | 774 37% | 38% +0.4 27% | 24% -2.8* 13% | 10% 2.9% 4% 1% 264+ 02% | 0.2% -0.01 01% | 01% +0.04
(Baseline: n=1723; Follow-up: n=3120)
Soft drinks 3% 9% +5.6%%% 24% 27% +3.7% 58% 52% -6.4%% 12% 10% -2.1 2% 1% -0.6 0,3% 0,04% -0.3 0% 0% 0 0% 0% o
(Baseline: n=891; Follow-up: n=2343)
Soups and broths 35% | 41% +5.7% 37% | 38% +0.4 20% | 17% 3.3 5% 3% 1.5 2% 1% 1.1 02% | 0% 0.z 0% 0% 0 0% 0% 0
(Baseline: n=569; Follow-up: n=788)
Rreavklacfcereals 2% 9% +7.3%% 35% 29% -6.0 30% 39% +8.7%% 18% 19% +0.9 11% 3% -7.8%%% 4% 1% -2.9%% 0,3% 0% -0.3 0% 0% o
(Baseline: n=332; Follow-up: n=659)
DEI‘CaLeu.en meats 11% 16% +5. 7% 41% 37% -4.1% 30% 31% +0.7 17% 15% -2.0 2% 1% -0.5 0% 0,2% +0.2 0% 0% o 0% 0% o
(Baseline: n=1161; Follow-up: n=1722)
Clmc‘nlate products 1% 1% +0.1 52% 55% +2.9 31% 28% -3.1 11% 12% +1.0 4% 3% -0.9 1% 1% -0.01 0,4% 0,4% -0.02 0,1% 0,2% +0.1
(Baseline: n=731; Follow-up: n=1013)
Fruit purées, compotes and desserts 28% | 30% +2.3 55% | 58% +3.5 16% | 11% -5.6% 1% | 03% 0.3 0% 0% 0 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=480; Follow-up: n=972)
Jarns 0% 0% 0 34% | 55% | +209% | 8% | 41% | -17.1% % | 4% -3.0* 9% | 0% 09 % | 0% 0 % | % 0 0% | o% 0
(Baseline: n=337; Follow-up: n=781)
- Canned fruits 0% 0% 0 519% | 71% | +206%* | 46% | 28% | -182%* 3% | 04% 24 0% 0% 0 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=181; Follow-up: n=245)
 lee-creams and sorbets 0% 0% 0 1% 2% +0.7 12% | 12% +0.7 35% | 39% +4.1* 3% | 329% -16 15% | 13% -2.2 4% 2% 1.7 02% | 03% +0.1
(Baseline: n=1416; Follow-up: n=1953)
Fruitjuices and nectars 3% 5% +2.2* 80% | 78% 17 14% | 15% +0.6 3% 2% 1.2+ 02% | 04% +0.1 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=816; Follow-up: n=1637)
Margarines 97% | 87% 9.7+ 3% | 13% +9.7* 0% 0% 0 0% 0% 0 0% 0% 0 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=95; Follow-up: n=109)
Bread products 8% 24% | +16.9% 53% | 53% 0.1 30% | 19% | -12.2%%* 7% 3% 484+ 19% 1% 0.1 1% 0% 07 0% 0% 0 0% 0% 0
(Baseline: n=584; Follow-up: n=1740)
Ready-to-eat canned meals 23% | 46% | +23.9%* | 45% | 35% | -10.6%* 25% | 15% | -10.5%* 5% | 3% -1.8* 2% 1% -0.8* 01% | 0% 0.1 0% 0% 0 0% 0% 0
(Baseline: n=794; Follow-up: n=2672)
Ready-to-eat fresh meals 22% | 29% 46,3 29% | 38% #9144 25% | 21% -3.9* 17% | 9% 75 7% 3% 420+ 03% | 04% +0.2 0% | 01% +0.1 0% 0% 0
(Baseline: n=779; Follow-up: n=1416)
chady-to-catfmm" ’"03*{ 28% 41% +12.8%%* 38% 36% 2.1 19% 16% -2.9* 11% 5% -5.7%% 3% 2% -1.4%% 1% 0,2% -0.6* 0,1% 0% -0.1 0% 0% 0
(Baseline: n=1861; Follow-up: n=2108)
Dsscert‘m\xe: - 4% 13% +9.3%* 55% 60% +4.6 28% 21% -6.2 11% 6% -4.8 3% 0,3% -2,8 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=160; Follow-up: n=329)
Fresh dairy products and desserts 1% | 16% | +hare 28% | 37% | 405w 34% | 30% -4.0% 19% | 12% | -7.3% 6% | 4% 2.3%4 W% | 1% 0.1 01% | 01% | +0.004 02% | 0% 0.2
(Baseline: n=1613; Follow-up: n=3115)
Fresh delicatessen products 8% 23% | +15.1%%* 24% | 26% +1.5 34% | 29% -4.9% 23% | 16% EALY 9% 5% 37 1% 1% -0.8* 01% | 0,04% -0.04 0% 0% 0
(Baseline: n=1141; Follow-up: n=2293)
Processed potato products 57% | 51% -6.6* 320% | 42% | +10.3*%* 8% 6% -2.0 2% 1% 1.2 1% 0% 06 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=683; Follow-up: n=791)
tot sauces 6% 19% | +12.3%%* 7% | 59% | -1z2.4% 17% | 16% 0.7 5% 5% +0.2 1% 1% +0.6 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=295; Follow-up: n=609)
- Coldsauces 11% 6% 53 37% | 39% +2.0 4% | 4% 0.7 6% | 9% +3.3* 1% 2% +0.6 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=544; Follow-up: n=623)
) Syrups 1% 1% 0.4 0% | 15% +4.7% 39% | S6% | +17.2#% | 479 | 25% | -22.9%%* 3% 3% +0.4 0% 0% 0 0% 0% 0 0% 0% 0
(Baseline: n=316; Follow-up: n=681)
Frozen snacking products 12% | 13% +0.7 26% | 33% +6.3% 32% | 35% +2.8 17% | 12% 54 8% 5% 3.1 4% 2% -1.5% 01% | 0,3% +0.2 0% | 01% +0.1
(Baseline: n=930; Follow-up: n=1147)
Frozen pastries and desserts 1% | 05% -0.03 24% | 28% +3.6 32% | 30% -1.8 2% | 23% 0.3 1% | 12% 2.2 4% 5% +0.4 1% 1% 0.2 05% | 1% +0.5
(Baseline: n=571; Follow-up: n=608)

Purple cells: significant decrease in the frequency of presence of the considered number of classes of sweetening ingredients or ingredients conveying sweetness as defined by OQALI in the products between baseline and follow-up (* If p<0.05; ** if p<0.01; *** if p<0.001)
Orange cells: significant increase in the frequency of presence of the considered number of classes of sweetening ingredient by OQALIin the products between baseline and follow-up (*if p<0.05; ** if p<0.01; *** if p<0.001)
Statistical test performed: chi-square test
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Annex 16: Change in the proportions of products by the number of classes of sweetening ingredients or
ingredients conveying sweetness and by type of brand (27 food categories monitored for changes)

Change in the proportion of products according to the number of classes of sweetening ingredients or ingredients conveying sweetness found in the ingredient lists (27 product categories monitored for changes)
Type of brand No sweetening ingredients
or ingredients conveying 1 class 2 classes combined 3 classes combined 4 classes combined 5 classes combined 6 classes combined 7 classes combined
(n=total number of products considered for sweetness
changes, by type of brand) Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the
Baseline |Follow-up | proportions | Baseline |Follow-up| proportions | Baseline [Follow-up| proportions | Baseline |Follow-up| proportions | Baseline |Follow-up| proportions | Baseline |Follow-up| proportions | Baseline |Follow-up| proportions | Baseline |Follow-up| proportions
(point) (point) (point) (point) (point) (point) (point) (point)
 All products combined 13% | 19% +5.5 33% | 36% 43500 28% | 27% .7 15% | 12% 3.7 7% 5% 220 2% 1% 1.0+ 1% | 02% -0.3%4 01% | 01% -0.04
(Baseline: n=19723; Follow-up: n=34737)

_ Nationalbrands 14% | 20% +6.470% 35% | 37% +2.2%% 20% | 27% -2.2% 13% 1% -2.3%% 6% 4% -2.3% 2% 1% L5% 1% 0,2% 044+ 002% | 01% +0.04
(Baseline: n=5089; Follow-up: n=11532)

 Retailer brands 13% | 18% +4.9%4 33% | 38% +4.20 20% | 27% -1.6% 6% | 11% 4.5 6% 4% -L.9%4 2% 1% 0.8+ 04% | 02% 0.3+ 0,1% | 0,03% -0.05
(Baseline: n=8507; Follow-up: n=15075)

Entry-level retailer brands 13% 17% +4.0%% 33% 36% +2.3 31% 27% -3.6 16% 14% 1.9 5% 5% 0.1 1% 1% 0.3 0,2% 0% 02 0,4% 0,1% 03
(Baseline: n=1117; Follow-up: n=1120)

 Hard discount 2% | 16% +3.7%% 3% | 36% +3.3% 30% | 29% 1.1 15% | 13% -1.9% 8% 5% -2.8%4 29 1% -0.7¢ 9% | 02% -0.3% 01% | 0% -0,1
(Baseline: n=3158; Follow-up: n=4361)

- . 1

Specialised retailer brands 15% | 19% +3.9%% 24% | 24% +0.5 21% 19% -2.1 21% 18% -2.7% 12% 12% +0.2 6% 6% +0.1 1% 1% -0.1 01% | 03% +0.2

(Baseline: n=1851; Follow-up: n=2185)

Purple cells: significant decrease in the frequency of presence of the considered number of classes of sweetening ingredients or ingredients conveying sweetness as defined by OQALI in the products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)
Orange cells: significant increase in the frequency of presence of the considered number of classes of sweetening ingredients or ingredients conveying sweetness as defined by OQALI in the products between baseline and follow-up (* if p<0.05; ** if p<0.01; *** if p<0.001)

Statistical test performed: chi-square test

* As specialised retailer brands were present in only six product categories out of the 27 studied (5 product categories for which baseline and follow-up data were available: Ice creams and sorbets, Ready-to-eat frozen meals, Processed potato products, Frozen snacking products, Frozen pastries and desserts; 1 product category for which only follow-up data were available: Soups and broths), it is difficult to compare them to
the other types of brands.
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Annex 17: Numbers and proportions of paired products by food
category and type of brand (among the 27 categories studied in the
part on changes)

Type of brand National brands Retailer brands Entry-level retailer brands Hard discount Specialised retailer brands Specmlisei:ﬁzgic retailer| All q;‘::;{:;;""ds
Numbers of | Proportions | Numbers of | Proportions | Numbers of | Proportions | Numbers of | Proportions | Numbers of | Proportions | Numbers of | Proportions | Numbers of |Proportions
Product categories products | ofproducts | products | ofproducts | products | ofproducts | products | ofproducts | products | ofproducts | products | ofproducts | products |ofproducts
Crackers 47 12% 197 52% 38 10% 100 26% 0 0% 0 0% 382 1%
Cereal bars 22 27% 39 7% 12 14% 10 12% 0 0% 0 0% 83 1%
Cakes and biscuits 143 21% 325 8% 56 8% 152 22% 0 0% 0 0% 676 6%
Soft drinks 118 30% 220 56% 23 6% 33 8% 0 0% 1 03% 395 1%
Soups and broths 123 41% 113 38% 15 5% 47 16% 0 0% 0 0% 298 3%
Breakfast cereals 47 31% 72 18% 3 2% 29 19% 0 0% 0 0% 151 1%
Delicatessen meats 65 9% 433 58% 98 13% 150 20% 0 0% 0 0% 746 7%
Chocolate products 168 36% 142 30% 34 7% 122 26% 0 0% 0 0% 166 1%
Fruit purées, compotes and 82 36% 118 51% 12 5% 18 8% 0 0% 0 0% 230 2%
desserts
Jams 61 26% 146 61% 6 3% 26 11% 0 0% 0 0% 239 2%
Canned fruits 22 23% 44 45% 17 18% 14 14% 0 0% 0 0% 97 1%
Ice-creams and sorbets 105 13% 313 38% 21 3% 93 11% 294 36% 0 0% 826 8%
Fruit juices and nectars 88 16% 313 59% 50 9% 83 16% 0 0% 0 0% 534 5%
Margarines 29 38% 29 38% 5 6% 14 18% 0 0% 0 0% 77 1%
Bread products 72 22% 160 48% 24 7% 75 23% 0 0% 0 0% 331 3%
Ready-to-eat canned meals 81 20% 235 59% 20 5% 60 15% 0 0% 0 0% 396 4%
Ready-to-eat fresh meals 77 22% 242 70% 9 3% 19 5% 0 0% 0 0% 347 3%
Ready-to-eat frozen meals 42 6% 354 48% 20 3% 9% 13% 233 31% 0 0% 745 7%
Dessert mixes 39 18% 26 32% 0% 17 21% 0 0% 0 0% 82 1%
Fresh dairy products and 170 22% 447 58% 30 4% 122 16% 0 0% 0 0% 769 7%
desserts

Fresh delicatessen products 94 16% 359 61% 46 8% 91 15% 0 0% 0 0% 590 6%
Processed potato products 70 16% 245 56% 23 5% 48 11% 51 12% 0 0% 437 1%
Hot sauces 46 25% 104 57% 7 4% 26 14% 0 0% 0 0% 183 2%
Cold sauces 102 28% 203 55% 14 4% 49 13% 0 0% 0 0% 368 3%
Syrups 13 22% 118 61% 11 6% 23 12% 0 0% 0 0% 195 2%
Frozen snacking products 69 13% 175 33% 12 2% 45 8% 230 43% 0 0% 531 5%
Frozen pastries and desserts 18 5% 102 27% 1 03% 21 6% 233 62% 0 0% 375 1%

All categories combined 2043 19% 5274 50% 607 6% 1583 15% 1041 10% 1 0% 10549 100%
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Annex 18: Change in the proportions of paired products according to the class of sweetening ingredients or
ingredients conveying sweetness, by food category and type of brand (27 categories monitored for changes)

Change in the proportion of paired products (27 product categories monitored for changes)
Product category Flavourings whoss lavour 1s evocative
classes combine Sucrose Syrups er sugarst actose it juices and concentrates Carame Bulk sweet ntense sweeteners oney e
(n=total number of products considered for the Alll bined s Syrup Other sug: Lacto Fruit d concentrat Caramel o & Int t Honey of asweetening ingredient or
ingredient conveying sweet
pairs, all paired by product
category and by type of brand) Fotlow. | Change inthe Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the Change in the
sasetine | "\ | proportions | saseine [Follow-up| proportions | baseline |Fllow-up| - proportions | baseine |Fllow-up| - proportions | Baselne |Follow-up| - proportions | Baselne |Follow-up|proportions | Baseine [Folow-u| proportions | Basline [Follow-up| - proportions | Baselne {Follow-up| proportions | Baselne Follow-up| - proportions | Baselne |Follow-up|proportions | Baselne Follow-up|proportions
(point) (point) (point) (point) (point) (point) (point) (point) (point) (point) (point) (point)
oo T g | | s | an | e | a3 | o | awe | awe | e | a | g | aow | e | e | e | | eame | ow | ow | aew | o | w0 | a5 | w0 | m | o5 | x| o | cer | m | me | a1 | o | om |
By product category.
Crackers s | saw +10 3 | 31% 0 19% | 19% 0 0% | 1% 29 1% | 10% 27 w | 1% 0 w | 2w 03 1% | 03w 03 ) w03 o | o o % | 1w 0 o | o 0
(number of paired products: n=352)
¢ 100% | 100% 0 100% | 100% 0 oa% | 8% 0 % | 72% 60 6% | s 108" 3% | 1% 24 % | e | zese | 1w | uw 2.6 3% | 82w 84 o | o 0 % | % -19.30% o | o 0
(oumber o paired products: 1=83)
T, e | e | 0 | owe | o | s | s | seo | o | am | e | man | o | e | smw | o | am | ez | m | w | 2 | we | w | o | ww | o | e | awe | 0w | o w | om | o6 |om | o | s
[ — am | oew -0 oow | 7% 28 0% | on | azaee | o | o 05 o | o 0 s | so% 20 | 2 08 0 | 0% 03 o% | % o % | 3 53 w | 05 0 | o
Soups and broths ) ) » ) ) ) »
(amber o e o 12295) o | 69 w7 as% | s0% w57 20% | 2% 34 % | % 20 109% | 13% 57 ™ | ew 3 % | o 20 % | 1w 0 o | o 0 o | o 0 o | o 0 o | o 0
Breakfast cereals
99% | 99% 0 99% | 99% 07 0% | a2 413 19% | 6% | a2 w | 2w 07 o% | 1% 07 | 1w | azeme | s | 7w +40 o | o 0 o | o 0 2% | 18% 6 | o 26
(number of paired products: n=151)
Delicatessen meats 90% | 0% 05 % | 2% 11 200 | 2% 21 7% | 0% 17 3% | 2w 24 o | 0w 0 0% | 8% 04 o | 0% 0 01% | 0% 01 o | o 0 04% | 4% 0 o | o 0
(number of paired products: n=746)
e T e [ mee | 0 | we | e | o | | ww | 4z | we |0 | s | o | o | eee | om0 | w0 | o | om o | ez | w | aw | s | | w | o | w | m | o w | m | w2z | om | wm | o
i e compc s | e | s | ow | om | o | e | me | wmae | owe | we | o4 | o | o | o o | o [ vawse | o | w0 | o | we | o | o o | om | o | ow | w | o w | w | o w | w | o
ettt e woe | oo | 0 | owe | o | s | o | oo | dmawe | ww | w0 | desm | ow | oo | o | s | ww | 21 | owe |omw | o | oo | ome | sor | ome | ome | o | ok | w | o o | w | o P I
Canned fruis -
100% | 100% 0 o7% | se% +10 a% | 3% 62 o | o 0 o% | 0% 0 % | 15% 21 o | 0% 0 % | 0% 0 o | o 0 o | o 0 o | o 0 o | o 0
(number of paired products:
lce creams and sorbets 100% | 100% 0 oa% | 99% 05 9s% | 4% 06 s | 2w | agame | 7w | e 41 2% | 2w 06 1% | 18% 01 6% | 13% 34 w | -0z 05% | 04w 01 | % w07 w | 1w 0
(number of paired products: n=826)
Frultfulces and nectars o | o 04 % | 1% 21 o | 5% 24 o | o 0z o | 0% 0 o | o1 0.6 o | 0w 0 o% | 0% 0 o | 0% 0 w | % w07 o% | 0% 0 o% | 0% o
(number of paired products: n=534)
P w | o | s | ow | m | o | w | w | o | o | o | o o | oo | o w | o | s | o | s | o | o | ow | o o | om | o | ow | ow | o o | w | o w | ow | o
Bread products " .y 5 5 o o o » 9 "
(umber of p e ne531) 9% | 96% 03 Bs% | 87% 21 26% | 1% 6.9 2% | uw | 06 o | 4% 1w | e% 66 03% | 03% 0 w | 1% 06 1% | 03w -06 o | o 0 % | 1w 0 o | o 0
Ready.to-cat canned meals 7% | 7% 7.8% so% | a6% 23 1% | 4% 0 19% | 14% 45 6% | 7% 9100 1 | 16% 23 o | % 28 1% | 03% 03 03% | o 03 o | o 0 03% | 03w 0 o | o 0
(number of paired products: n=396)
Ready-to-eat fresh meals | 7% 25 aan | a2 20 7% | 1a% 27 3% | 33 58 % | ew | agose | 10w | 12 29 2% | 7w 460 2 | 06 o | o 0 o | o 0 w | 7 o | o 0
(number of paired products: n=347)
et s on | o | a7 | o | ow | mme | e | we | o | s | ww | 20 | e | e | s | wow | ow | wamm | e | we | mam | we | w | e | ow | w | o | o | w | o | m | s | w | ow | o
e | o | 0 | om | o | o | me | o | as | e | o | e | we | e | 24 | m | m | oz | m | m | o | wm | m | 2 | m | m | ez | w | | o o | w | o w | m | o
Frsh ey products nd s s | wwo | a2 | e | oew | ves | s | o | e | o | o0 | ae | 2w | e | a6 | mw | e | ez | e | we | mie | oo | s | wem | o | w | wee | ex | s | o5 | oaw | o | eex | owe | osw | e
Fresh delicatessen products 9% | se% 27 s | saw 49 3% | 2% | e s | ssw 41 7% | 20 6 % | 19% w7 % | s 22 w | o 08 s% | 4w 08 o | o 0 % | 1w -0z 0z | o -0z
(number of paired products: n=590)
ocessed potato products wn | sow 57 nw% | 10% 07 w | 2w 0z 3% | 3% +46 s | 4w 05 o% | 0w 0 | 14 % | 0% 0 o | o 0 | o e o | o 0 o | o 0
(number of paired products: n=437)
T o | e | 2z | o | o | 2z | me | e | wae | w | o0 | 2z | we | e | wmm | ww | e | s | @6 | w | a1 | ow | m | s | m | o | o | | w | o o | w | o o | ow | o
et o | o | 0 | om | o | ms | ame | am | eo | mwe | me | s | wm | me | es | ww | e | s | me | ww | s | ow | w | o o | m | o | m | om | o w | m | o w | w | o
P w | e | o | 7w | me | eex | 7we | am | ssew | we | o | o o | o | 0 |m | owe | o s | e | wmam | s | o | o o | m | o | o | | o o | ow | o w | w | o
Frozen snacking products oon | 87 -06 so% | 47% 22 3% | 8% 47 s | s 23 % | 25w 26 5% | 14% 08 s | aw 08 w | % 0z % | 1w 0 o% | o2 02 aw | 02 o | o 0
(number of paired products: n=531)
Frozen pastries and desserts 9% 9% 0 98% | 99% +0.8 56% | 54% 24 15% | 12% 27 15% | 14% 1.6 20% | 23% +3.5 7% 8% +0.5 13% 14% +0.8 4% 3% 0.8 0% 0% 0 2% 2% 0 2% 2% +0.5
(number of paired products: n=375)
By type of brand”
o v | w0 | o | o | eom | ez | ww | aee | as | e | o | as | o | we | mem | aw | aw | vz | m | @6 | 4z | s | | es | w | m | es | s | m | s | m | m | x| ow | o | ez
Retailer brands 5 o 5 s 5 - .y 5 y o 9 o 5 o 9
[ — osn | 8% -09 6% | 0% 05 0% | 2% | 58 6% | 2% | -3z 19% | 15% 4.2 199% | 20% +16 ™% | e e % | % 04 aw | o -0z w | -01 % | 1w 03 0z | 03w 0
Entry-Jevel retailer brands ao% | 86w 07 sew | 5% 07 3% | 2% -0 20% | 28% 10 199% | 7% 25 15% -0z s | s 07 1% | o0s% 05 w | o 05 w | sw + % | 1w 05 0z | o -0z
(number of paired products: n=607)
Hard discount ; ao% | 86% 0 6% | 6% 0.4 3% | 2% 3.9 2% | 2% 31v 2% | 20% 26 3% | 15% w7 6% | s% 13 T 05 | 03 w | 1w 03 w | 1w 04 03% | 01% -0z
(humber o paired products: n=1583)
et b o | o | oe | e | owm | as | o | e | a9 | ww | s | ws | o | e | w0 | ww | am | w2z | m | e | a5 | we | m | a3 | w | m | o1 | aw | 0w | o w | ow | e | m | aw | o
P05 PO 0081
1 - p0.05: i pe 01, i p<0.001)
Statisticl et performed:chisquare st
ot ugar and lactose
. , 2 sudied sl and , . ,
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