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We may emphasize that any food article which is hazardous or injurious to 
public health is a potential danger to the fundamental right to life guaranteed 
under Article 21 of the Constitution of India. A paramount duty is cast on 
the States and its authorities to achieve an appropriate level of protection to 
human life and health which is a fundamental right guaranteed to the citizens 
under Article 21 read with Article 47 of the Constitution of India.

…Supreme Court Judgement (Writ petition (civil)) No 681 of 2004,  
dated: October 22, 2013.

Regular consumption of ultra-processed High Fat Sugar and Sodium (HFSS) 
foods has adverse effects on the health of individuals. Review of scientific 
literature suggests a strong association between higher consumption of 
processed foods high in fat, sugar and sodium with obesity markers such 
as greater Body Mass Index (BMI) and waist circumference and many non-
communicable diseases (NCDs). 

…Dr. Bharati Pravin Pawar, Minister of State for Health and Family Welfare in 
response to a question in the Parliament, February 7, 2023.
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...When crafting preventive strategies, government officials must recognize 
that the widespread occurrence of obesity and diabetes throughout a 
population is not a failure of individual willpower to resist fats and sweets, 
or exercise more. It is a failure of political will to take on powerful economic 
operators, like the food and soda industries. If governments understand this 
duty, the fight against obesity and diabetes can be won. The interests of the 
public must be prioritized over those of corporations.

…Dr. Margret Chan 2016 Former Director General of  
the World Health Organization, Part of the Keynote address at the 
47th meeting of the National Academy of Medicine,  
17 October 2017, Obesity and Diabetes: The Slow-Motion Disaster.
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FOREWORD

As maladapted modernity unleashes many threats to human health, ultra-processed foods (UPF) 
are amongst the most dangerous products of industrial manipulation of natural nutrient sources. 
They assault the human body through a diversity of adverse health effects.  The scale of their 
production and consumption constitutes a grave danger that must be recognised and countered 
as a commercial determinant of ill health. 

UPF products endanger human health in many ways. They erode immunity, corrode blood vessels, 
stoke infl ammation, catalyse thrombosis and derail body’s physiological mechanisms which 
regulate blood pressure, blood glucose, body weight, body fat levels and patterns of  distribution. 
Heart attacks, brain strokes, cancers, diabetes, obesity, osteoporosis, metabolic associated 
steato-hepatitis (MASH or fatty liver), polycystic ovary syndrome (PCOS), infertility, depression 
and loss of cognitive function. UPF are often high in sugar, salt and unhealthy fats and shorn of 
protective nutrients like dietary fi bre. They also frequently contain harmful additives which add 
colour and fl avour but damage health.

Despite rapidly growing scientifi c knowledge on the multifold harm caused by UPF their 
consumption is increasing manifold. This is because of aggressive marketing by the 
manufacturers. Regulatory measures are inadequately framed or ineffectively enforced. Neither 
policy makers nor the public are adequately informed about the health harm from UPF, even 
as a deluge of  direct and indirect forms of advertising, sponsorship and promotion drowns 
out attempts to inform people about the health harm caused by UPF. Several celebrities too 
promote these products, fl outing the canons of social responsibility. 

It is essential to provide accurate and adequate information to people on the nature of UPF, levels 
that cause adverse health effects, the diversity of those effects and the regulatory measures 
which  are needed to curb the harm. This will help individuals and families to make informed 
choices. It will also shape public opinion and mobilise popular demand for effective regulatory 
measures which must span the spectrum of UPF production, distribution, pricing and promotion. 
Popular will must both stimulate initiation of impactful policy interventions and ensure their 
effective implementation.

The Junk Push report is a powerful document which provides factual information on UPF in 
a compelling presentation on what constitutes UPF, why those products must be regarded as 
inimical to health, why they must be avoided by consumers and how they should be regulated 
by policymakers who have a responsibility for protecting population health. NAPi, BPNI and Dr 
Arun Gupta deserve our gratitude for producing this report, which renders commendable public 
service. I hope it will galvanise action against UPF, so that this threat to health and wellbeing can 
be effectively mitigated. 

K. Srinath Reddy

Founder (Past) President and
Distinguished Professor
Public Health Foundation of India
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EXECUTIVE SUMMARY

India is experiencing a rapid rise in non-communicable diseases (NCDs), both in children and 
adults, with an alarming 1 in 4 individuals suffering from diabetes, much of it caused by obesity.  
Growing body of scientific evidence indicates that increased consumption of junk foods is linked 
to higher risk of diabetes, cancers, heart diseases, high blood pressure, mental health issues, 
and premature deaths. The uptick in consumption of unhealthy diets is engendered by intensive 
marketing of junk foods and/or beverages. Junk food leads to a person eating more, resulting in 
weight gain and increased intake of sugars, salt, and saturated fat.  

India is a party to the World Health Assembly (WHA) resolutions, one of which is a resolution 
on marketing of foods and non-alcoholic beverages to children, highlighting the need to protect 
children from harmful marketing of junk foods. The Government of India has made strong 
commitments to tackle the NCD crisis through the National Multisectoral Action Plan for 
Prevention and Control of Common NCDs, 2017-22 (NMAP). 

Junk foods are advertised aggressively. A qualitative analysis of 43 advertisements of pre-
packaged food products and their composition revealed that these foods were high in one or 
more nutrients of concern such as sugars, salt and saturated fat. All the 43 products were Ultra 
Processed Foods (UPFs). Marketing relied upon celebrity endorsements, emotional appeals, 
unsubstantiated health claims and targeted children, while none provided the most important 
information about the product which is the amount of sugars, salt and Fat, and a few might even 
violate the Food Safety and Standards Act 2006 (FSS Act) and Consumer Protection Act 2019. 

Pervasive marketing techniques targeting children, positioned junk food as ‘good’ or even ‘healthy,’ 
adding to greater consumption at the most vulnerable ages. Marketing uses various strategies 
aimed at displacing healthy and cultural food practices. 

The World Health Organization (WHO) and other UN agencies recognise that policies need to be 
mandatory and that policy development should be led by governments, without involving the food 
industry, to achieve actual curbs on aggressive marketing of junk foods.

Three policies have been identified globally, which can be helpful to reduce the exposure and 
consumption of junk foods: First is mandatory front of the pack labels (FOPL), which indicate 
the amount of sugars/salt or saturated fat in a clear manner. An “interpretive” FOPL is more 
effective as it truly shows what is in the packet and it is recommended by the NMAP. Interpretive 
warning labels can be adapted for non-literate populations too. Second is placing reasonable 
restrictions on marketing, especially to children on television and other media, like prohibiting 
junk food commercials between 6 am to 10 pm, and restricting some strategies like incentives 
and sponsorship of school events. Third is ensuring high taxes on junk food sales to discourage 
people buying them. The objective method of identifying foods as healthy or unhealthy requires 
some cut-off limits, which WHO’s nutrition profile model for the South East Asia Region and 
FSSAI’s draft regulation provides. 

India’s response to the three policies lies in the NMAP. While the plan envisaged the fulfilment of 
all the policy promises by 2022 and targeted arresting the rise of obesity and diabetes by 2025, the 
desired results are not in sight. There are many regulatory frameworks in place that may address 
food labelling and advertising provisions. These are: the Cable Television Networks (Regulation) 
Act 1995, the Food Safety and Standards Act, 2006, the Food Safety and Standards (Advertising 
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and Claims) Regulations 2018, the Consumer Protection Act 2019, the Food Safety and Standards 
(Labelling and Display) Regulations, 2020, the Food Safety and Standards (Safe food and balanced 
diets for children in school) Regulations, 2020, Food Safety and Standards (Labelling & Display) 
Regulations, 2020,    and  Draft Notification regarding Food Safety and Standards (Labelling & 
Display)  Amendment Regulation 2022. Despite having several legal frameworks, our analysis 
highlights critical gaps. These gaps make the policy ineffective to control advertising or have 
an interpretive FOPL. India has made progress on awareness and promoting physical exercise, 
which is good but in addition, a regulatory approach needs to be in place to be more effective. 

Food industry both globally and nationally adopts methods that tend to interfere with and retard 
policy development. While mouthing platitudes about assisting the government efforts to promote 
healthy eating habits, it actually uses strategies like ‘coalition management’, ‘tied funding’, 
suppressing unfavourable research and disseminating research favourable to commercial 
interests, and challenging regulatory measures or restrictions on the rare occasions when they are 
adopted. In India, the food industry interferes in policy development, holds consumers responsible 
for their choice, claims to pursue self-regulation (which has minimal or no impact on the exposure 
of children to junk foods), gains political legitimacy, and divides public opinion.   Multilateral 
agencies including UNICEF and WHO, our own national policy under NMAP, as well as global and 
Indian public health experts, human rights groups and consumer organisations, all recommend 
that policy development processes be safeguarded from the food industry.  Yet it is found that 
FSSAI commonly partners with the food industry or their front organisations or representatives. 
Examples include domination in the process for developing FOPL policy and efforts to dilute or 
destroy a central law on baby food marketing in the past. 

During the past few years, several countries have implemented policies and regulations to curb 
the trend of rising consumption of junk foods. These practices are useful to take stock of while 
developing India’s policy, one of which focuses on keeping the food industry away from the policy-
making table.

This report provides insights into ultra- processed foods (UPF), also known as junk food, by 
examining some of the widely marketed brands, their advertising, and their marketing techniques. 
It examines advertising strategies and claims made by manufacturers or distributors of UPF/junk 
food in contrast to the listed ingredients of such foods, and tests these in light of current scientific 
knowledge, peer-reviewed studies, and guidelines or standards prescribed by the Government of 
India, W.H.O., and other multilateral agencies.  The report reviews the existing policy framework 
and implementation, and suggests plans to curb consumption of unhealthy diets that are high on 
UPFs and other junk foods – which are a major cause of the rising prevalence of NCDs in India. 

The following 10 recommendations, backed by credible scientific evidence and materials, are 
suggested for action. It is our hope that these are considered as an urgent public health priority. 
These will help the Government of India to bridge the gaps in current policy and to showcase its 
will to prevent NCDs and contribute to fulfil its promise to halt the rise of obesity and diabetes at 
least by 2030. 

1. Food companies or their front organisations or individuals supported by them, should not 
be part of the decision making to develop a policy to reduce exposure of harmful marketing 
and consumption of the UPFs or other junk foods. Article 5.3 of the Tobacco Treaty, 
Framework Convention on Tobacco Control (FCTC) prevents Tobacco companies from 
contributing to health policy. Similar guidelines may be developed and applied to eliminate 
food industry influence on policy making. 

2. The MoHFW may urgently establish the thresholds of nutrients of concern i.e. sugars, salt 
and saturated fat in pre-packaged foods. This would be of immediate help to identify which 
foods can be advertised or have warning FOPL or deserve higher taxes. The HFSS definition 
in the FSSAI Draft Regulation (September 2022) may be a good start. 
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3. The FSSAI under the MoHFW, as a follow up action of NMAP, may urgently adopt an 
interpretive FOPL (warning label) for all junk foods (HFSS or UPFs). 

4. The MoHFW and/or the Ministry of Information and Broadcasting (MoIB) may frame a ‘Bill’ 
on “Prevention of NCDs to halt the rise of diabetes and obesity in India” with the objectives to 
define healthy foods and junk foods (UPF, HFSS), and impose reasonable restrictions on the 
marketing and advertising of junk foods especially to children up to 18 years.  Reasonable 
restrictions could include every medium, sponsorship in schools or gifts for students etc. 
Television advertisements of junk foods may be prohibited from 6 am to 10 pm. Further, the 
MoIB may also amend the Cable Television Networks Regulation (Amendment) Act 2000, 
Rule 7(2)(viii), to include a ban on advertisements that directly or indirectly promote HFSS/
junk foods, similar to the existing ban on advertisements for infant foods.  

5. The MoHFW, Ministries of Education, Sports, Home Affairs may direct schools, hospitals, 
prisons, and other public service offices/areas not to serve UPFs and other junk foods.

6. The GST council may consider the highest GST slab for UPFs and other junk foods, similar 
to a “sin”-tax for cola drinks. 

7. The Ministry of Food and Civil Supplies, and Food Processing, Government of India should 
consider making real food affordable and accessible by incentives to produce “healthy 
foods”, and making sure that junk food industry is not incentivised.  

8. The Ministry of Consumers Affairs may consider an amendment to CCPA guidelines 2022 
to prevent misleading advertisements by removing provisos in section 8(i) and Section 9. 
Further, a clear interpretation of what is the “most important information” of food products, 
would be helpful. Suggested definition may be included for quick decision making on 
misleading advertisements. 

9. The MoHFW could expedite the implementation of the NMAP, to achieve its targets to 
halt the rise of obesity and diabetes. Operational guidance of the National Programme for 
Prevention and Control of Cancer, Diabetes, Cardiovascular Diseases and Stroke (NPCDCS) 
2023 may also be reviewed to focus on primary prevention. 

10. Civil society organisations, consumer groups, human rights groups, professional and 
academic groups in public health, academicians and others concerned should be 
encouraged to join hands with the Government to form a ‘strong coalition’ to work together 
and find ways and means to educate children and adults on the harms of UPFs and other 
junk foods, and to combat the food industry’s objective of derailing policy.  However, such 
organisations and the Coalition must not have any conflicts of interest. 
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1. INTRODUCTION

According to the WHO, Non-communicable diseases (NCDs) kill 41 million people each year, 
equivalent to 74% of all deaths globally. Each year, 17 million people die from an NCD before the 
age of 70, with 86% of these premature deaths estimated to occur in low- and middle-income 
countries.1 

India is witnessing a rapid rise of NCDs such as cardiovascular diseases (CVD), cancers, chronic 
respiratory diseases and diabetes. These diseases are estimated to account for 60% of all deaths 
in the country2 - a 23% rise since in 1990.  A Government of India study3 (Table 1, Page 3) revealed 
that obesity and diabetes are on the rise with staggeringly high numbers in 2023. It showed the 
prevalence of diabetes to be 11.4% (1 in 9 individuals), prediabetes to be 15.3% (1 in 7 individuals), 
hypertension to be 35.5% (1 in 3 individuals), generalised obesity to be 28.6% (1 in 4 individuals), 
abdominal obesity to be 39.5% (1 in 3 individuals), and hypercholesterolemia to be 24% (1 in 4 
individuals). 

Aggressive marketing of foods/beverages promote products high in fat, sugar and salt (HFSS) 
foods or ultra-processed foods (UPF) This contributes to poor dietary behaviours in children4 
that continue later in life. Increasing junk foods consumption makes our diets unhealthy, thus 
contributing to diet-related NCDs. 

In this report, we study how food products are advertised in India;5 define junk foods as HFSS and 
or UPF; review the existing policies and plans surrounding the consumption of junk foods, and how 
well these policies can influence consumption; analyse the impact of marketing and advertising 
of these foods, the weak policy response in face of unchecked marketing practices, the strategies 
employed by the food industry to infiltrate the policy development process, the key policies that 
matter, and the best practices from other countries. To conclude, we make recommendations for 
better protecting future generations. 



2

2. BACKGROUND

THE PROBLEM OF NCDS AND THE GLOBAL RESPONSE 

As early as 2010, the 63rd WHA, with India as a Member State, adopted a resolution6 titled ‘Marketing 
of food and non-alcoholic beverages to children’. It endorsed a set of recommendations by the 
WHO to restrict the marketing of foods and non-alcoholic beverages to children. The resolution 
recognized the growing concern surrounding the impact of marketing of unhealthy foods and 
non-alcoholic beverages on children, and its link with the rising prevalence of NCDs. It highlighted 
the need for action at the national level to protect children from the harmful effects of such 
marketing practices. The report ‘Set of Recommendations on the Marketing of Foods and Non-
Alcoholic Beverages to Children (2010)’7 provided guidance to Member States on how to reduce 
the harmful impact of food marketing. In 2016, another WHO report confirmed that marketing 
of foods and non-alcoholic beverages high in saturated fat, salt and/or free sugars, influences 
childhood obesity, recommending restrictions on marketing of foods and beverages.8 The WHO 
reported that the global prevalence of overweight and obesity among children and adolescents 
aged 5-19 has risen dramatically from just 4% in 1975, to over 18% in 2016.9  

In 2016, the Commission on Ending Childhood Obesity (ECHO) made a recommendation to 
“implement comprehensive programmes that promote the intake of healthy foods and reduce the 
intake of unhealthy foods and sugar-sweetened beverages by children and adolescents”.  

In 2018, the UN Food and Agriculture Organization (FAO) recommended limiting the consumption 
of UPFs through policies and regulations.10 UNICEF in 2021, too, recognised that the food industry, 
including unhealthy food marketing, plays an important role in shaping children’s diets and 
recommended developing legally binding provisions to restrict harmful marketing without food 
industry involvement.11 In 2022, a WHO report confirmed “..that marketing of foods that contribute 
to unhealthy diets remains pervasive and persuasive and provides evidence that strengthens the 
rationale for action to restrict food marketing to which children are exposed”.12 

Noting that countries have not done much work in this area, in July 2023, the WHO launched new 
guidelines titled ‘Policies to protect children from the harmful impact of food marketing’. The 
WHO guidelines stated that policies to restrict food marketing are effective if they are mandatory 
using a government-led nutrient profile model to classify foods to be restricted from marketing.

 

INDIA’S CONCERNS

After the 1990s, globalisation, spread of 
consumer awareness, and rising female 
employment led to an increase in demand 
for junk foods and beverages. Food 
companies such as Coca-Cola, Pepsi, 
Mondelez, Dunkin Donuts, Pizza Hut, KFC13  
grabbed the opportunity to target the Indian 
market. India witnessed a steep rise in the 
incidence of overweight and diabetes. The 
Comprehensive National Nutrition Survey 

Food marketing remains a threat 
to public health and continues  
to negatively affect children’s food 
choices. 

—World Health Organization (2023)
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(CNNS) (2016)14 revealed that 56% of children aged between 5 to 19 years had cardio-metabolic 
risk factors. Similarly, data in the National Family Health Surveys (NFHS) 3,4 and 5 showed that 
obesity is quickly rising in children and adult men and women (Figure. 1, 2).  

According to WHO15 the vast majority of overweight and obese children live in developing 
countries, where the rate of increase has been more than 30% higher than that of developed 
countries. This is because out of fear of the dwindling sales in developed countries, the food 
industry is finding great opportunities in the poor and developing nations.16 The New York 
Times has reported that “over the last 20 years, sales of full-calorie soda in the United States 
have plummeted by more than 25 percent”.17  

The Indian Council of Medical Research – India Diabetes (ICMR-INDIAB) study reveals that 
India faces a massive burden of NCDs - in 2021, the country had 10.1 crore people suffering 
from diabetes, 13.6 crore with prediabetes, 31.5 crore with hypertension, 25.4 crore with 
generalized obesity, and 35.1 crore with abdominal obesity. In addition, 21.3 crore people had 
hypercholesterolemia, and 18.5 crore had high LDL cholesterol.18 (Table 1).  In 2017, the ICMR had 
estimated the number of diabetics to be 6 crores. 

The Convention on the Rights of the Child provides that policies should protect all children up 
to the age of 18 years. The Supreme Court of India has recognised this in a judgement (Civil WP 
681 of 2004): October 22, 2013. “We may emphasize that any food article which is hazardous or 
injurious to public health is a potential danger to the fundamental right to life guaranteed under 
Article 21 of the Constitution of India. A paramount duty is cast on the States and its authorities 
to achieve an appropriate level of protection to human life and health which is a fundamental right 
guaranteed to the citizens under Article 21 read with Article 47 of the Constitution of India”. 

Table 1: Findings of the ICMR-INDIAB study - Prevalence and projections 
for metabolic diseases in India 
S. No. Non-communicable 

diseases (NCDs)
National 
prevalence

Estimated number of people in 
India, in Crores (Burden)

1. Diabetes 11.4% 10.1
2. Prediabetes 15.3% 13.6
3. Hypertension 35.5% 31.5
4. Generalized Obesity 28.6% 25.4
5. Abdominal Obesity 39.5% 35.1
6. Hypercholesterolemia 24.0% 21.3

Source: Adapted from - Metabolic non-communicable disease health report of India: the ICMR-INDIAB national 
cross-sectional study (ICMR-INDIAB-17). Available from: https://www.thelancet.com/journals/landia/article/PIIS2213-
8587(23)00119-5/fulltext 
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3. WHAT ARE JUNK FOODS?

Michael Jacobson, the director of the Centre for Science in Washington, D.C., first used the term 
“junk food” in public interest in 1972.19 The term ‘junk foods’ is now used broadly to describe 
unhealthy foods that are high in calories but low in nutritional content. The World Heart Federation 
defines an unhealthy diet as “diets high in sugars, saturated and trans fats, low fibre foods and 
high-sugar drinks”.20 

According to ICMR NIN – Dietary guidelines for Indians “Unhealthy (junk) foods are those containing 
little or no proteins, vitamins or minerals but are rich in salt, sugar, fats and are high in energy 
(calories). Some examples are chocolates, artificially flavoured aerated drinks, potato chips, ice 
creams, French fries etc.”21 More recently, specific definitions of unhealthy foods have emerged 
based on either the nutrient content, or degree of food processing. These are ‘HFSS’ foods or ‘UPF’.

HFSS foods are defined by FSSAI in the draft regulation of September, 2022, as: “high fat, sugar, 
and salt foods are a processed food product with high levels of saturated fat, total sugar, or 
sodium. The declared values of these ingredients are such that the product does not satisfy the 
value of energy (kcal) from total sugar less than 10% of total energy, or from saturated fat 10% of 
total energy, and sodium less than 1 mg/1 kcal.” 

Unsafe Food is defined by the ‘Food Safety and Standards Act, 2006’ as: “Unsafe food means an 
article of food, whose nature, substance or quality is so affected as to render it injurious to health” 
and further as “the article being so coloured, flavoured or coated, powdered or polished as to 
damage or conceal the article so as to make it appear better or of greater value than it really is…”

The Nova Classification of Foods 

In 2010, Brazilian scientists came up with a new classification for food products based on the 
degree and intent of processing, and termed it as the ‘Nova classification’.22 

Prof. Carlos Monteiro explained the NOVA Food Classification System: rationale, description, and 
applications, at Columbia University Teachers College on April 6th, 2023.23 Nova classification 
has four food groups. (Figure 3) 

Group 1 consists of unprocessed or minimally processed foods such as fruits, vegetables, pulses, 
rice, eggs, meat, fish, or milk. 

Group 2 consists of processed culinary ingredients, including salt, vegetable oils, butter, sugar, 
and other substances used to prepare meals. 

Group 3 is ‘processed foods’, which consist of canned vegetables or fruits with added salt or 
sugar. 

Group 4 consists of ultra-processed foods (UPFs) such chips, cookies, sweets, soft beverages, 
hot dogs, instant noodles, sugary cereals, frozen meals, ice cream, bakery items, and chocolates. 
UPFs undergo numerous industrial processes, and are chemically or physically transformed, by 
destroying the food matrix. These contain colouring and flavouring agents, making them highly 
palatable and addictive. Cosmetic additives, stabilisers, emulsifiers and/or other components not 
typically found in domestic kitchens are present UPFs. UPFs usually contain a high quantity of 
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sugars, saturated fat and salt/sodium, and are typically available as pre-packaged and wrapped in 
plastic. UPFs are characterized by low nutritional quality and high energy density. The palatability, 
affordability (by use of cheaper ingredients), and convenience help in displacing real foods. 

Figure 3: The NOVA Food Classifi cation System  
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4. RISING CONSUMPTION 
OF JUNK FOOD AND IMPACT 
ON HEALTH 

The rising consumption of junk food and 
beverages underscores the epidemic of NCDs, 
which is now reaching children and vulnerable 
populations.24,25  

In India, the UPF industry grew  at a compound 
annual growth rate of 13.37% in terms of retail 
sales value between 2011 and 2021, according to 
a recent WHO report. Additionally, it is expected 
that UPF would expand more quickly than staple 
foods. The study predicted that the use of UPFs 
will continue to rise. Between 2006 and 2019, 
the retail value of packaged junk food and soft 
drinks in India is showing an upward trend.26,27    

Researchers project that by 2024, the combined 
sales volume of UPFs in the middle-income 
countries will reach the sale volumes of high 
income countries. The annual growth in UPF 
sales is higher in middle income countries, as 
compared to high income countries.28 

Surveys from the slums of Delhi found that 11% of a family’s monthly expenditure is on snacks, 
and 15% of the working members of a household eat outside home.29 Junk food is also seen as 
an aspirational choice and a show upward mobility in social status.30 It has also been reported 
how junk food and beverages have made their way into sections of the urban poor in India.31 A 
study, that uses panel data from Kantar-Worldpanel Division, India, found that three-quarters of 
urban Indian households purchased over ten processed food groups between 2013 and 2016. 
According to a fresh survey in May 2023, the households purchasing beverages, including soft 
drinks, squashes, powdered mixes and packaged juices, rose from 38% in 2019 to 47% in 2023.32

UPF purchases were at 6.4 kg in 2016, but had increased by 6% since 2013.33 

Another study titled ‘Intake of ultra-processed foods among adolescents from low-and middle-
income families in Delhi’ reported that compared to adolescents from low-income homes, 
adolescents from middle-class families consumed much more energy, fat, carbohydrate, and 
protein from ultra-processed  foods.34 A study conducted in urban Indian middle-class found 
increasing consumption of processed and UPFs.35 Meanwhile, another Kolkata based study 
conducted on 1026 students showed 70% of adolescents aged 14-16 years consume three or 
more servings of energy-dense snacks the previous day, indicating poor dietary intakes.36 

Junk food consumption is increasing among school children37 and people aged less than 30 
years.38 In South India too, consumption of sugary snacks, salty snacks, and other processed 

The ultra-processed 
food industry grew at 
a compound annual 
growth rate of 13.37% 
between 2011 and 2021, 
with projections that 
by 2024, the combined 
sales volume of UPFs in 
middle income countries 
will reach high income 
countries. 
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foods is rising quickly.39 A PAN India survey found that 93% of children ate packed food, 68% 
consumed packaged sweetened beverages more than once a week, and 53% ate these products 
at least once in a day. Nearly 25% of school-going children consume ultra-processed foods.40 

It is evidenced from so many studies that junk food consumption is indeed rising. 

IMPACT ON PUBLIC HEALTH 

Briefly, we describe the impact and mechanisms of the impact on public health.

The Government of India recognises that consumption of junk food is harmful to health, and 
responsible for rising NCDs. In 2022, the Minister of State of Health and Family Welfare, in 
response to a question in Parliament said: “Regular consumption of ultra-processed High Fat 
Sugar and Sodium (HFSS) foods has adverse effects on the health of individuals. Review of 
scientific literature suggests a strong association between higher consumption of processed 
foods high in fat sugar and sodium with obesity markers such as greater Body Mass Index (BMI) 
and waist circumference and many non-communicable diseases (NCDs)”. (Annex 1) 

Plethora of scientific evidence over the last decade also links junk food to growing burden of 
NCDs. Ultra-processing alters the food matrix and its structure, destroying the nutrition quality, and 
affecting the satiety centre, which makes people eat more. High consumption of ultra-processed 
diets has been found to be associated with overweight.41 These UPFs are exposing billions of 
people to a higher risk of type 2 diabetes, heart disease, stroke, depression and premature death.42 
One study even points out that every 10% increase in UPF consumption (kcal/d) is associated with 
a 15% higher risk of Type-2 diabetes mellitus (T2DM) among adults.43 New research highlights 
how UPF can also significantly accelerate a person’s cognitive decline.44 Studies also reveal the 
link between consumption of UPF and dementia, as well as cases of anxiety and depression.45 
Another recent study found that higher UPF consumption was associated with reduced survival 
and higher CVD mortality rate, independent of diet quality in people with T2DM.46 Association with 
cancers occurring early is reported too.47 

WHAT MAKES JUNK FOOD HARMFUL?

Junk foods work through various mechanisms.48 A study in India concluded that junk foods 
contribute substantially to the daily intake of carbohydrates, free sugars, total fats, saturated fat, 
and sodium in children.49 Junk foods make a person eat more via an addictive mechanism. Junk 
food is linked to negative health outcomes independent of the nutrient content.50 An observational 
study conducted within the frame of PREDIMED-Plus cohort study found that UPF consumption, 
high in energy density, added sugars, salt, and saturated and trans fatty acids, was positively 
associated with lower adherence to Mediterranean Diet (‘MedDiet’) and higher total energy intake. 
It also found a positive association between UPF consumption to inflammatory gastro-intestinal 
diseases and low fruits and vegetables consumption.51

There are trillions of gut microbes, which protect human health through core functions such as 
digestion, metabolism and immune mechanisms; and intake of UPFs alters this arrangement 
thereby losing out on this protection. Food additives such as colorants, emulsifiers can lead 
to chronic inflammatory diseases. Some beverages include artificial sweeteners, which can 
cause cancer.52 During packaging, potentially toxic compounds are added into the food, especially 
with long exposures.53 
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5. EVIDENCE OF PERVASIVE 
MARKETING

In this chapter we present evidence that shows marketing of junk foods is pervasive, and targets 
children and the vulnerable populations. 

According to UNICEF, marketing is defined as “…any form of commercial communication of 
messages that are designed to, or have the effect of, increasing the recognition, appeal and/or 
consumption of products and services. This includes any acts to advertise or otherwise promote 
a product or service.”54 In context of food, marketing has led to mass production and consequent 
affordability of junk food. 

Junk food advertisements target children’s 
programmes and more commonly employ creative 
strategies to appeal to children.55 A study showed 
that 39% of food advertisements targeted general 
audiences, and 61% targeted children.56 Constant 
exposure to these advertisements can lead children 
to develop a preference for junk foods, which can 
contribute to an unhealthy diet. Television viewing 
has been shown to be independently associated 
with obesity in children, partly due to advertising of 
unhealthy foods.57  

According to an unpublished WHO India’s report, 
marketing of HFSS foods and sugar-sweetened 
beverages is extensive to the tune of more than 
200,000 advertisements per month found on select 
TV, digital and print mediums.  

In a study conducted on 400 school-aged 
adolescents in Delhi,58 403 advertisements were 
reportedly broadcast on the three most-watched 
channels between 8 and 10 PM. 58.4% of food-
related advertisements promoted junk food, 
26.7% promoted beverages. Commonly advertised junk food included candies, chocolate, and 
confectionary and beverages, 85% advertisements included sugary  soft drinks.  Researchers 
found that food product advertisements targeting children and youth were high in fat, salt, and 
sugar.59  

In July 2023, the World Health Organization released new guidelines60 to protect children from 
the harmful impact of food marketing, and noted that “aggressive and pervasive marketing of 
foods and beverages high in fat, sugars and salt to children is responsible for unhealthy dietary 
choices”. 

In a systematic review and meta-analysis of 96 studies (64 randomized clinical trials, 32 non-
randomized studies), food marketing was associated with significant increases in food intake, 
choice, preference, and purchase requests,61 justifying the need for strong policies to curb 

Marketing has led to 
mass production and 
affordability of junk 
food, particularly 
targeting children’s 
programs. Constant 
exposure to these 
advertisements can 
lead to unhealthy 
diets, with a 
significant portion of 
them being HFSS. 
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exposure. A cross-sectional study found the prevalence of misleading advertisements to be 60% 
(720 out of 1200), of which 90% were concerning HFSS foods.62 

MARKETING’S PESTER POWER 

Food marketing often targets children, using persuasive and appealing techniques to entice them 
to request the advertised products from their parents. This “pester power” can put pressure on 
parents to give in to their children’s requests for unhealthy foods, making it difficult to establish 
healthy dietary patterns at home.63 When children demand unhealthy products, parents may 
be more likely to purchase them, further reinforcing unhealthy dietary habits within the entire 
household, and thus replacing traditional diets.

The evidence and facts in chapter 4 and 5 indicate that only hope to control the rising consumption 
is to regulate the marketing of junk food, effectively. 
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6. ADVERTISING OF  
PRE-PACKAGED FOODS IN INDIA: 
A QUALITATIVE ANALYSIS 

We conducted a qualitative study of 43 pre-packaged food products to look how these are 
advertised on television, YouTube, Instagram, Facebook or print media. We purchased the 
advertised food products and analyzed it’s nutrients of concern (sugars, salt and fat). We used 
the reference of World Health Organisation South-East Asia Region Nurtient Profile Model (WHO 
SEARO NPM) nutrient thresholds for total fat, sodium, and total sugars per 100g/ml of foods or 
beverages and used Nova Classification to identify if these products are UPF. 

Further, we used the provisions of the Consumer Protection Act (CPA), 2019, section 2(28), Central 
Consumer Protection Authority (CCPA), 2022 guidelines, and the Food Safety Standards Act 
(FSSA) 2006 to define misleading advertisements. In addition, we also analysed other strategies 
used by the food industry such as celebrity endorsements, featuring children, emotional appeal, 
and the use of health claims to promote these products. 

Table 2 provide details of strategies used to advertise the products along with categories and 
Table 3 provides analysis of advertisements based on Indian regulations. Individual product 
details are provided from Page 14 to Page 64. These 43 products are just tip of the iceberg. 
The information provided in the product list is based on analysis from the time of access and 
purchase of the  advertisement and products respectively. 

FINDINGS 

Based on the WHO-SEARO Nutrient Profile Model, 
all 43 products exceeded the cut-off limits of at 
least one nutrient of concern. It was found that 
total sugars were high in 31 products, total fat 
was high in 29 products, and sodium was high in 
19 products. Additionally, 8 products exceeded 
the thresholds for all three nutrients of concern.

Based on the list of ingredients and additives, we 
classified these 43 products as UPFs as per Nova 
classification. Various additives used in these 
included emulsifiers, preservatives, thickening 
agents, anticaking agents, inverted sugar syrup, raising agent, refined palm oil, natural identical 
flavouring substances, stabilizers, acidity regulators, artificial flavour, and colours, sweeteners, 
polydextrose, and maltodextrin. 

Section 2 (28) of the Consumer Protection Act (CPA), 2019 defines “misleading advertisement” 
in relation to any product or service, to mean an advertisement, which – “i) falsely describes such 
product or service; or ii) gives a false guarantee to, or is likely to mislead the consumers as to 
the nature, substance, quantity or quality of such product or service; or iii) conveys or express or 

The study on 43  
pre-packaged food 
products found that all 
exceeded the nutrient 
of concern thresholds, 
with high sugars, fats, 
and sodium. 
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implied representation which, if made by the manufacturer or seller, or service provider thereof, 
would constitute an unfair trade practice; or iv) deliberately conceals important information”.  

We interpret that ‘most important information’ about any food product is the amount of nutrients 
of concern. None of the advertisements for 43 pre-packaged food products in this study provided 
this information. Therefore, we believe these are in violation of the Consumer Protection Act 2019. 

The Food Safety and Standards Act, 2006 says in Section 24 that “no advertisement shall be 
made of any food which is misleading or deceiving or contravenes the provisions of this Act, 
the rules and regulations made thereunder”. However, 25 products had celebrity endorsements, 
12 featured children, 8 made health claims, and 38 used emotional appeals as promotional 
strategies. 

Furthermore, 7 advertisements appear to violate the following provisions of the CCPA guidelines 
(2022) directed for children, and its sections (Details in Table 3): 

• 1(c) (exaggerate the features of the goods, product or service in such a manner as to lead 
children to have unrealistic expectation of such goods, product or service)

• 1(f) (include a direct exhortation to children to purchase any goods, products or service or 
to persuade their parents, guardians or other persons to purchase such goods, product or 
service for them)

• 1(b) (take advantage of children’s inexperience, credulity or sense of loyalty)

• 1(n) (claim that consumption of a product advertised shall have an effect on enhancing 
intelligence or physical ability or bring exceptional recognition without any valid substantiation 
or adequate scientific evidence)

• 1(j) (make it difficult for children to judge the size, characteristics and performance of the 
advertised products and to distinguish between real life situations.) 

Additionally, 6 advertisements appear to violate the FSS Act (2006) Section 53 which says penalty 
for misleading advertisement (falsely describes any food or is likely to mislead as to the nature or 
substance or quality of any food or gives false guarantee.) 

Table 2: Category of pre-packaged food products and  
strategies used 

S. No. Product Category (n=43) Celebrity 
Endorsement 

Featuring 
Children 

Health 
Claims 

Emotional 
Appeal 

1. Confectionery (n=4) 4 1 1 4

2. Fine bakery wares (n=17) 6 6 4 13

3. Bread and ordinary bakery 
Wares (n=2) 0 1 1 2

4. Cereals (n =3) 0 1 1 2

5. Beverages (a) Juices (n=5) 5 1 1 5

6. Beverages (c) water based 
(n=4) 3 0 0 4

7. Ready-to-eat savouries 
(savoury snack foods) (n=6) 6 0 0 6

8. Pasta and noodles like 
products (n=2) 1 2 0 2
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Table 3: Analysis of advertisements based on Indian regulations

S. No. Name of the 
regulation/law Provisions 

Number of advertisements 
and brands violating the 
regulation 

1 The Consumer 
Protection Act 
(2019) 

 Section 2(28) “misleading 
advertisement” in relation to any 
product or service, means an 
advertisement, which-- 

(iv) deliberate concealment of 
important information, 

All 43 products 

2 The Food Safety 
and Standards 
Act, 2006

Section 53 penalty for misleading 
advertisement 

(a) falsely describes any food; or

 (b) is likely to mislead as to the 
nature or substance or quality of 
any food or gives false guarantee. 

6 products 

Brands: 

Sunfeast Mom’s Magic, 
Cashew & Almond

Patanjali Doodh Biscuit

Cadbury Bourn Vit Biscuits

Britannia Good Day 
Harmony 

Fanta Apple Delite

Britannia Nutrichoice Protein 
Milk and Almond Biscuit 

3 Central 
Consumer 
Protection 
Act (CCPA) 
Guidelines (2022) 

Children targeted advertisement: 

Section 1 (b) take advantage of 
children’s inexperience, credulity, 
or sense of loyalty; 

Section 1 (c) exaggerate the 
features of the goods, product or 
service in such a manner as to 
lead children to have unrealistic 
expectation of such goods, 
product or service; 

Section 1 (f) include a direct 
exhortation to children to purchase 
any goods, products or service  
or to persuade their parents, 
guardians or other persons to 
purchase such goods, product or 
service for them; 

Section 1 (n) claim that 
consumption of a product 
advertised shall have an effect on 
enhancing intelligence or physical 
ability or bring exceptional 
recognition without any valid 
substantiation or adequate 
scientific evidence; 

Section 1 (j) make it difficult 
for children to judge the size , 
characteristics and performance 
of the advertised products and 
to distinguish between real life 
situations .

7 products 

Brands:

Sunfeast Mom’s Magic, 
Cashew & Almond

Patanjali Doodh Biscuit

Cadbury Bourn Vit Biscuits

Parle G

Britannia Good Day 
Harmony 

TRDP Mario Rusk 

Kinder Joy



Category-1

Confectionary

6gTotal
Sugars 8gTotal

Fat

WHO Thresholds per 100 gram



Source: Television and Official YouTube Channel - https://www.youtube.com/watch?v=f-
pUeuuWvg5c (Accessed On - 20th April 2023)

Hersheys Kisses
Milk Chocolate 

 According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) 
Deliberately Conceals 
important Information i.e; 
High Total Sugars and 
High Total Fat.  

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

41g

Total Fat (g)
per 100 gram

30g

Sugar, Milk Solids (27%), Cocoa Butter, Cocoa Solids & Emulsifiers 
(476, 322 (i)). (Approximate Values) Contains Added Artificial 
Flavouring Substances (Vanilla, Oligofructose). 

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Shradha Kapoor

Love

15



Source: Television- Discovery Channel and Official YouTube Channel - 
https://www.youtube.com/watch?v=o6eqqfnZTW4

(Accessed On - 20th April 2023)

Kinder Joy

WHY MISLEADING?
According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) 
Deliberately Conceals 
important Information i.e; 
High Total Sugars and 
High Fat. 

According to Central 
Consumer Protection Act 
Guidelines (2022) Section 
1(n) the advertisement 
claims to improve 
children's imagination 
without any valid scientific 
evidence.

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

51g

Total Fat (g)
per 100 gram

32g

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Sugar, palolein, skimmed cow milk powder (19.5%), palm oil, low 
fat cocoa powder(4%) refined wheat flour (maida),refined salseed 
fat, wheat starch, powdered barley malt extract, emulsifier 
(lecithin- INS 322), whey protein concentrate, sunflowerseed 
oil(igh oleic acid), raising agents (INS 50ii, INS 500ii), Iodized salt, 
contains added flavour (nature-identical flavouring substances)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Hiten Tejwani

Happiness, surprise
and curiosity. 

Health Claims A special toy in the product will
improves child's imagination 16



Source: Official Instagram handle (Cadbury Perk India) https://www.instagram.com/reel/CgJLHzr-
BHg6/?igshid=MzRlODBiNWFlZA== (Accessed on - 25th January 2023)

Cadbury Perk

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) 
Deliberately Conceals 
important Information i.e; 
High Total Sugars and 
High Fat. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Sugar, hydrogenated oils, refined wheat flour(maida), lactose- rich 
deproteinized whey permeate powder, starch, cocoa solids (5%), 
palmolein, emulsifiers (442,322.476), iodised salt, yeast, flavours 
(natural, nature substances), raising agent(500 (ii), improver (110 (i)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

44.9g

Total Fat (g)
per 100 gram

25.4g

Emotional Appeal

Celebrity/Social Media Influencer Involvement Alia Bhatt

Interest and Triumph 

17



Source: Official YouTube Channel - https://www.youtube.com/watch?v=RmRvujMSBzI 
(Accessed on 25th April 2023)

Max Protein Daily,
Choco Almond Bar

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) 
Deliberately Conceals 
important Information i.e; 
High Sodium and High 
Total Fat. 

WHY MISLEADING?

Marketing Tactics

Protein blend (29%), (Soy nuggets, whey protein concentrate, 
calcium caseinate, Soy Concentraye), Dietary fiber (16%) 
(Fructooligosacharide, Chicory root fiber) dark compound no 
added sugar (12%) (Maltitol, edible vegetable fat(hydrogenated), 
cocoa solids, emulsifier(Soy lecithin), Maltitol, whole grain rolled 
oats(8%), almonds (7%), brown rice crispy , edible vegetable oil 
(high oleic sunflower oil), humectant (glycerine), cocoa powder, 
cocoa mass, flaxseeds, Tribasic phosphate, Emulsifier(soy 
lecithin), binding agent (Gua gum), soy protein, isolate, salt and 
citric acid, Antioxidant (Vitamin C), Added vitamins and Minerals

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
FAT

Total Fat (g)
per 100 gram

13.6g

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Emotional Appeal

Celebrity/Social Media Influencer Involvement Kartik Aaryan

Guilt and Fear 18



Category-2

Fine
Bakery
Wares
WHO Thresholds per 100g

250 mgTotal
Sodium6gTotal

Sugars 8gTotal
Fat



Dark Fantasy
Choco Fills Biscuits

Source: Official YouTube Channel - https://www.youtube.com/watch?v=kWP-
WUGFpv88 (Accessed On - 20th April 2023)

Source: Newspaper (Times of India - 
17th August 2021, Tuesday)

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High 
Sugars and Total Fat. 

WHY MISLEADING?

Choco crème (38%) (sugar, refined palm oil, cocoa solids, Emulsifier 
(lecithin (from soyabean) nature identical flavouring substances 
(chocolate) and artifician flavouring substances (vanilla) refined 
wheat flour, hydrogenated vegetables oil, sugar, invert syrup, liquid 
glucose, raising agents (INS 503 (ii), INS 500 (ii), INS 450 (i)) cocoa 
solids, butter, milk solids , iodized salt, nature identical flavoring 
substances (chocolate) colors (INS 150c, INS 150 d)Emuslifiers 
(lecithin (from soyabean) mono and di glycerides of fatty acid (from 
palm oil) and artificial flavouring substances (milk and vanilla) 
contains wheat milk, soy. May contains Nuts, sulphites

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Emotional Appeal

Celebrity/Social Media Influencer Involvement Alia Bhatt

Joy 

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

35.8g

Total Fat (g)
per 100 gram

27.2g
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Sunfeast Mom's
Magic, Cashew & Almond

 According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars, High Sodium, 
High Total Fat. 

According to Food  Safety 
and Standards Act (2006) 
Section 53(b) the 
advertisement misleads by 
falsely describing the 
biscuit as a main meal. 

WHY MISLEADING?

Source: Official YouTube Channel - https://www.youtube.com/watch?v=Qu3yT-
nUq5os (Accessed on 15th April 2023)

Source: Newspaper (The Times of 
India - 7 March 2022, Monday)

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
SODIUM

HIGH IN
FAT

Total Sugars (g)
per 100 gram

Sodium (mg)
per 100 gram

22.7g 938.3mg

Total Fat (g)
per 100 gram

22.1g

Refined wheat flour (maida), sugar, refined palm oil, invert 
syrup,cashew kernels (0.9%), raising agents (INS 450(i), INS 503(ii), INS 
500(ii)), iodized salt, milk solids, butter (0.3%), nature identical 
flavourig substances, emulsifiers(diiacetyl tartaric acid ester of 
mono-diglycerides(from sunflower and palm oil) lecithin (from 
soyabean), mono and diglycerides of fatty acids (from palm oil ) 
almond kernels (0.1%) artificil flavoring substances (butter and 
vanilla), flour treatment agent (INS 223) and color (INS 102)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Emotional Appeal

Celebrity/Social Media Influencer Involvement Shreya and
Supriya Pilgaonkar

Mother's Love 21



Patanjali Doodh
Biscuit

 According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars, High Sodium, 
High Total Fat. 

According to Food Safety 
and Standards Act (2006) 
Section 53(b) the 
advertisement misleads 
about the nature of the 
biscuit by claiming 100% 
wheat whereas the 
ingredients list has only 
58.6% wheat flour. Also, 
exaggerate the features of 
the product by claiming 
“Milk biscuit” whereas the 
milk solid ingredient is 
only 1.7%.

WHY MISLEADING?

Source: Official YouTube Channel - https://www.youtube.com/watch?v=7a337O1VlFg 
(Accessed on 01st May 2023)

Source: Newspaper (The Times of 
India - 28th March 2022, Monday)

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
SODIUM

HIGH IN
FAT

Total Sugars (g)
per 100 gram

Sodium (mg)
per 100 gram

24g 349mg

Total Fat (g)
per 100 gram

17g

Wheat flour (atta-58.6%), edible vegetable oil (palm), sugar, liquid 
glucose, milk solids (1.7%), edible common salt, leavening agents 
(INS-500(ii), INS 503 (ii), INS-341(i)), cheese dough conditioner (INS 
223), antioidant (INS 319), Emulsifier (INS 322(i), contains added 
flavour, natural , nature identical artificial flavouring substances 
(milk and vanilla)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Health Claims Easy to digest and contains fiber,
vitamins and minerals that is the
perfect choice for health.

Emotional Appeal Happiness

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims
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Cadbury Bourn
Vita Biscuits

 According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars, High Sodium, 
High Total Fat. 

According to Central 
Consumer Protection Act 
Guidelines (2022) Section 
1(b) and 1(f) the 
advertisement gives false 
guarantee about the 
outcome of consuming this 
product and take 
advantage of children’s 
inexperience, credulity 
persuading their parents 
and guardians to purchase 
this product.

WHY MISLEADING?

Source: Official YouTube Channel - https://www.youtube.com/watch?v=mD_BOpwX-
jUw (Accessed on 10th April 2023)

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
SODIUM

HIGH IN
FAT

Total Sugars (g)
per 100 gram

Sodium (mg)
per 100 gram

34.2g 300mg

Total Fat (g)
per 100 gram

15.1g

Refined wheat flour, maida (51%), sugar, palmolein oil, cereal based 
beverage mix, 5%, (cereal extract 57%)(barley , wheat), sugar , cocoa 
solids, colour (150c), liquid glucose , wheat gluten , Maltodextrin , 
Emuslifier (322, 477), edible rennet casein, milk solids, vitamins , 
minerals, raising agent (500(ii), iodised salt, flavours(natural nature 
identical and atificial (vanilla) flavouring substances , invert 
sugar,cocoa solids (1.5%), Milk solids (1%),leavening agents (500 (ii), 
503 (ii), minerals, iodised salt, flavours (natural and nature identical 
flavouring substances), Emulsifier (322), color (150c), vitamins

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Claims Give bones and muscles the
strenght of Iron and Calcium

Emotional Appeal Mother Approval for improving
a child's strength
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Choco Crème
Oreo 

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars, High Sodium and 
High Total Fat.

WHY MISLEADING?

Source: Official YouTube Channel - https://www.youtube.com/watch?v=oio3JCUhl5Q 
(Accessed on 01st May 2023) 

Source: Official YouTube Channel - https://www.youtube.com/watch?v=y1KgOqxoD-
Ho (Accessed on 01st May 2023)

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
SODIUM

HIGH IN
FAT

Total Sugars (g)
per 100 gram

Sodium (mg)
per 100 gram

38g 420mg

Total Fat (g)
per 100 gram

19.7g

Refined wheat flour, sugar, edible vegetable fat, palm olein oil, cocoa 
solids, invert syrup, leavening agents (500(ii), 503 (ii)), edible salt, 
Emulsifier (322)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Emotional Appeal

Celebrity/Social Media Influencer Involvement Kajal Aggarwal

Play time of Kids and their
parents with Oreo
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Orion Strawberry
Choco Pie 

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars, High Total Fat.

WHY MISLEADING?

Source: Newspaper (Delhi times - 24th March 2022, Sunday)

Refined Wheat flour (maida), choco covering (21%) sugar, 
hydrogenated vegetable fat, cocoa solids, milk solids, emulsifier (INS 
322) and nature identical flavour (Vanillin), sugar, Liquid glucose, 
strawberry filling (9.3%), strawberry pulp (39%), sugar, liquid 
glucose,humectants (INS 420(i), INS 422) Acidity regulator 9INS 330), 
Preservatives (INS 211, INS 202), Stablizers (INS 440, INS 415), Nature 
identical flavour(strawberry), natural color (INS 150d) and synthetic 
food color (INS 122) Hydrogenated vegetable fat, Humectant (INS 422), 
Dextrose, Raising Agents (INS 500 (ii), INS 503 (ii)), Stabilizers (INS 407, 
INS 440, INS 415, INS 410) Edible common salt, Hydrolyzed peaprotein 
preserbatives (INS 202, INS 281), Acidity regulator (INS 341 (i), 
Emulsifier (INS 322), Nature identical flavour (Vanillin)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

29g

Total Fat  (g)
per 100 gram

15.6g
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Parle G

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information ie; High Total 
Sugars, High Sodium and 
High Fat. 

According to Central 
Consumer Protection Act 
Guidelines (2022) Section 
1(n) the advertisement 
claims that consumption of 
this product shall influence 
in enhancing the 
intelligence of child by 
claiming “G” means 
Genius. 

WHY MISLEADING?

Source: Official YouTube Channel - https://www.youtube.com/watch?v=O5oqa0kDx-
qE (Accessed on 10th Feb 2023)

Refined wheat flour (maida ) (68%), sugar, refined palm il, invet 
sugar syrup (sugar , citric acid), iodised salt, raising agents (503 (ii), 
500 (ii)), milk solids, flour treatment agent (1101(ii) and emulsifier of 
vegetable origin (472e), contains added flavour(artificial flavouring 
substances- vanilla)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
health
claims

Use of
emotional

appeal

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
SODIUM

HIGH IN
FAT

Total Sugars (g)
per 100 gram

Sodium (mg)
per 100 gram

25.5g 296mg

Total Fat (g)
per 100 gram

13g

Emotional Appeal Compassion
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Britannia Good
Day Harmony

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information i.e; High Total 
Sugars and High Total Fat. 

According to Food Safety 
and Standards Act (2006) 
Section 53(b) the 
advertisement falsely 
describes the nature of the 
product by projecting that 
it has so many nuts 
whereas the ingredients 
list shows only 8%. 

WHY MISLEADING?

Source: Official YouTube Channel - https://www.youtube.com/watch?v=AnALwIz-
VO8E (Accessed on 01st May 2023)

Refined wheat flour, sugar, refined palm oil, nuts and nut product 
(8%) cashwes, almonds, pistachio & hazelnut paste ) invert sugar 
syrup, milk solids, butter, raising agents (503(ii) & 500(ii), iodised 
salt, emulsifiers (322 (i), 471, 472e) and flavours (nature identical 
and artificial (milk and vanilla ) flavouring substances

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

21.5g

Total Fat  (g)
per 100 gram

25g

Use of
children

Use of
celebrities

Use of
health
claims

Use of
emotional

appeal

Emotional Appeal Fantasy
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Cadbury Chocobakes
Choco Layered Cakes

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information  i.e; High Total 
Sugars and High Total Fat.  

WHY MISLEADING?

Source: Official YouTube Channel - https://www.you-
tube.com/watch?v=6nr2VP6uvCM (Accessed on 20th April 2023)

Cake (45%*) - (Refined Wheat Flour (Maida), Sugar, 
Humectants(420 (Ii), 422, 1520), Palm Olein, Liquid Glucose, Milk 
Solids, Cocoa Solids, Starch, Emulsifiers (322, 475, 471, 491), Raising 
Agent (500(Ii), 450 (I), 341 (I)), Iodised Salt, Preservative (202), 
Stabilizer (415)), ·   Choco Layer (29%*) - (Sugar, Hydrogenated 
Vegetable Fat, Milk Solids, Cocoa Solids, Emulsifiers (442, 476)); 
ColourFilling (26%*) - (Sugar, Edible Vegetable Fat, Liquid Glucose, 
Humectant (422, 1520), Water, Emulsifiers (322, 475, 471, 491), Cocoa 
Solids, Iodised Salt, Preservative (202)) Contains Added Flavours 
(Natural, Nature Identical And Artificial (Vanilla Caramel) 
Flavouring Substances)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

41.1g

Total Fat  (g)
per 100 gram

21.9g

Use of
celebrities

Use of
health
claims

Use of
children

Use of
emotional

appeal

Emotional Appeal Sibling Love and bond28



Britannia Nutrichoice,
Seeds Biscuits

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information  i.e; High Total 
Sugars, High Sodium and 
High Total Fat. 

WHY MISLEADING?

Source: Newspaper (The Times of India 
19th August 2022, Friday)

Source: Facebook - https://hi-in.facebook.com/BritanniaNC/videos/introducing-nu-
trichoice-seeds-nutrichoice-herbs-with-the-power-of-5-and-0-maidan/718553335840903/

Wheat flour(atta) 49%, oil seeds (15%), (flax seeds, watermelon 
seeds, sunflower seeds, chia seeds and pumpkin seeds), refined 
plam oil, sugar, sweetners (965(i) and (ii)), milk solids, liquid 
glucose, date and raisin paste, raising agents (503 )ii) & 500 (ii), 
butter, invert sugar syrup, emuslsifier (322)i) and 471) and 
iodised salt

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
SODIUM

HIGH IN
FAT

Total Sugars (g)
per 100 gram

Sodium (mg)
per 100 gram

13.6g 314mg

Total Fat (g)
per 100 gram

23.4g

Marketing Tactics

Use of
children

Use of
celebrities

Use of
health
claims

Use of
emotional

appeal

Emotional Appeal Power
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Nutrichoice Protein
Milk Almond Biscuit

Source: Official YouTube Channel - https://www.youtube.com/watch?v=SdiTzdpMUC4 
(Accessed on 28th April 2023)

Source: Newspaper (The Times of India - 
29th September 2022, Thursday)

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information.

WHY MISLEADING?

According to Food Safety 
and Standards Act (2006) 
Section 53(b) the 
advertisement is 
misleading by saying - 
"you do not need to be a 
good cook, you just need a 
good cookie to fulfill 
protein requirement".

Wheat Flour (Aita) (43%), Refined Palm Oil Soy Protein Isolate (16%), 
Sugar, Almonds (4.3%), Sweetener [965(I) & (Ii)], Milk Products (2.5%) 
[Sweetened Condensed Milk & Milk Solids], Oats Fibre, Raising Agents 
[503(Ii) & 500(11)1, Emulsifiers [322(I), 472e & 471), Iodised Salt And 
Flavours (Natural & Nature Identical Flavouring Substances). 
(Numbers In Brackets As Per International Numbering System) 
Contains Wheat, Soya, Milk, Nuts And Oats.

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
SODIUM

HIGH IN
FAT

Total Sugars (g)
per 100 gram

Sodium (mg)
per 100 gram

14.1g 415mg

Total Fat (g)
per 100 gram

22.9g

Emotional Appeal

Celebrity/Social Media Influencer Involvement Danish Sait

Health Claims Get the power of 20% Protein

Humour 
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TRDP Mario
Rusk

Source: Official YouTube Channel - https://www.youtube.com/watch?v=tdNMnucGyoA 
(Accessed on 28th April 2023)

Source: (The Times of India - 8th October 2022, Saturday)

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information  i.e; High Total 
Sugars and High Total Fat.

According to Central 
Consumer Protection Act 
Guidelines (2022) Section 
1(b) the advertisement 
claims to pick and eat this 
product anywhere it’s 
found considering its their 
own, taking advantage of 
children’s inexperience, 
credulity, or sense of 
loyalty.     

WHY MISLEADING?

Refined Wheat Flour (maida) (59%), Sugar, Edible Vegetable Oil 
(refined Palm Oil), Suji, Yeast, Milk Solids, Invert Syrup, Edible 
Common Salt, Spice (cardamom & Its Oil (0.25%)), Wheat Fibre, 
Emulsifier (471, 472e & 481()), Antioxidant (300) & Flour Treatment 
Agents (1100(i)). (Numbers In Brackets As Per International 
Numbering System).

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

24g

Total Fat  (g)
per 100 gram

10.3g

Celebrity/Social Media Influencer Involvement Kirron Kher

Emotional Appeal Belongingness
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Nutrichoice 
Digestive Zero Biscuits

Source: Newspaper (The Times of India - 29th March 2023, Wednesday) 

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information  i.e; High Total 
Fat. 

WHY MISLEADING?

Whole Wheat Flour (Atta) (61%), Edible Vegetable Oil (Palm), Polyols 
[965 (I) & (Ii)], Wheat Bran (5.4%), Raising Agents [503(Ii)& 500(11)], 
Maltodextrin, Milk Solids, Iodised Salt, Emulsifiers (322, 471 & 472E), 
Malt Extract, Antioxidant(307C), Sweetener (955), Dough Conditioner 
(223) And Spice (Nutmeg). Contains Added Flavours [Nature Identical 
& Artificial (Milk) Flavouring Substances]

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
FAT

Total Fat (g) per 100 gram

21g

Marketing Tactics

Use of
children

Use of
celebrities

Use of
health
claims

Use of
emotional

appeal

Emotional Appeal Belongingness and Guilt
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Britannia
Good Day 

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information  i.e; High Total 
Fat. 

WHY MISLEADING?

Source: Official YouTube Channel - https://www.youtube.com/watch?v=NdrQf19EPBU 
(Accessed on 28th April 2023)

Source: Newspaper ( The Times of India 
- 17th November 2022, Thursday)

Refined Wheat Flour (Maida), Sugar, Edible Vegetable Oil (Palm), 
Chocolate Chips (11%) [Sugar, Cocoa Solids, Cocoa Butter, Dextrose, 
Emulsifier (322) And Added Natural Flavouring Substance (Vanilla)], 
Chocochips (10%)[Sugar, Edible Hyorogenated Vegetable Oil, Cocoa 
Solids, Dextrose, Emulsifier (322) And Added Natural Flavouring 
Substance (Vanilla)], Invert Syrup, Raising Agents [503(I), 50O(I), 
450(|)], Cocoa Solids, 10Dised Salt And Emulsifiers (322, 472E). 
Contains Permitted Natural Food Colour (150) And Added Flavours 
(Artificial Flavouring Substances (Chocolate& Vanilla))

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
health
claims

Use of
emotional

appeal

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

30g

Total Fat  (g)
per 100 gram

21g

Emotional Appeal Joy and Excitement
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Britannia
NutriChoice
5 Grain Digestive

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information i.e; High Total 
Sugars and High Total Fat.      

WHY MISLEADING?

Source: Newspaper (The Times of India - 21st March 2023, Tuesday)

Wheat Flour (Atta) (48%), Sugar, Refined Palm Oil, Cereal Products 
(15%), (Ragi Flour, Jowar Flour, Rice Flour, Rolled Oats, Corn Flakes and 
Quinoa Flour), Wheat Bran (6%), Milk Products (Sweetened 
Condensed Partly Skimmed Milk and Milk Solids), Raising Agents [503 
(ii), 500(ii)], Iodised Salt, Emulsifiers [322(i), 472e & 471], Honey (0.4%) 
and Nature identical and Artificial (Vanilla) Flavouring Substances.

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
health
claims

Use of
emotional

appeal

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

17.9g

Total Fat  (g)
per 100 gram

18.5g
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Britannia NutriChoice
Oats Orange and Almond

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars,  and  High Total 
Fat. 

WHY MISLEADING?

Source: Official YouTube Channel - https://www.youtube.com/watch?v=E8g9FHfu7rQ 
(Accessed on 28th April 2023)

Source: Newspaper (The Times of India - 
3rd March 2023, Friday)

Refined Wheat Flour (Maida) (37%), Sugar, Edible Vegetable Oil (Palm), 
Rolled Oats (14%), Almond (3%). Raisins (3%). Wheat Bran (2.7%), 
Liquid Glucose, Raising Agents [500(Ii), 503(Ii).450(I)], Maltodextrin. 
Oats Fibre (1.5%), Milk Solids (0.9%), Invert Syrup, Orange Peel (0.5%). 
Emulsifiers [322(0, 471, 4724 Iodised Salt And Orange Powder (0.12%) 
Contains Permitted Natural Food Colour (150D) And Added Flavour 
[Nature Identical Flavouring Substance]

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
health
claims

Use of
emotional

appeal

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
FAT

Total Sugars (g)
per 100 gram

22g

Total Fat  (g)
per 100 gram

20g

Health Claims Healthier choice 
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Parle-G Oats and
Berries Biscuits

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars,  High Sodium and  
High Total Fat. 

WHY MISLEADING?

Source: Newspaper (Sunday Times 26th March 2023, Sunday)

Refined Wheat Flour, Sugar, Refined Palm Oil, Rolled Oats, Invert 
Sugar Syrup, Dried Sweetened Cranberry, Raising Agents, Iodised Salt, 
Barley Flour, And Emulsifier Of Vegetable Origin, Artificial Flavouring 
Substance Of Cranberry And Cereal

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
SODIUM

HIGH IN
FAT

Total Sugars (g)
per 100 gram

Sodium (mg)
per 100 gram

25.6g 303mg

Total Fat (g)
per 100 gram

11.2g

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims
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Category-3

Bread and
Ordinary Bakery
Wares

WHO Thresholds per 100 gram

250 mgTotal
Sodium6gTotal

Sugars 8gTotal
Fat



Source: Newspaper (Hindustan Times, 6th  February 2022, Sunday)

English Oven,
Subfootlong Bread,
Roasted Garlic and
White Bread 

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) 
Deliberately Conceals 
important Information i.e; 
High Total Sugars and  
High Total Fat. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
SUGARS

HIGH IN
SODIUM

Total Sugars (g)
per 100 gram

6.24g

Sodium (mg)
per 100 gram

592mg

Refined Wheat Flour (Maida), Water, Cheese And Herbs Seasoning } 
Milk Solids, Cheese Powder, Anticaking Agent (551), Acidity 
Regulator (270, 330, 260), Stabilizers { 340 (ii), 341 (iii), 451 (i)}}, Sugar, 
Yeast, Wheat Gluten, Edible Vegetable Oil (Palm), Edible Common 
Salt, Dehydrated Vegetables { Garlic 1% And Onion}, Seasoning And 
Condiments, Improvers (170 (i), 300, 1100 (i), 1102 ), Class Ii 
Preservative (282), Soya Flour, Emulsifiers (471, 472e, 481 (i)) 
Contains Added Flavours - Natural And Nature Identical (Cheeses 
And Pepper) Allergen Declaration: Contains Refined Wheat Flour ) 
Wheat Gluten, Milk Solids And Soya Ingredients.

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal Happiness and Aspiration38



Source: Official Youtube Channel - https://www.youtube.com/watch?v=ztsFvh1GAUE 
(Accessed on 28th April 2023)

Source: Newspaper (The Times of India - 
18th January 2023, Wednesday)

Bonn High
Fibre Brown
Bread

 According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) 
Deliberately Conceals 
important Information i.e; 
High Sodium     

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Wheat Flour-Atta(53%),Water, Sugar, Yeast, Edible Common Salt, 
Malt Extract, Refined Palm Oil, Soyabean Oil, Gluten, Brown Bread 
Concentrate, Soy Flour, Preservatives [280, 281 & 200], Flour 
Improvers [1100(I) & 1104], Antioxidant [300], Anticaking Agent 
[170(I)] And Emulsifiers [481(0,471,472-8C 479].

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
SODIUM

Sodium (mg) per 100 gram

450mg

Emotional Appeal Happiness

Health Claims With Bonn everyone’s health
gets amazing39



Category-4

Cereals

WHO Thresholds per 100 gram

350 mgTotal
Sodium9gTotal

Sugars 12gTotal
Fat



NESTLE GOLD
Crunchy Oat and
Corn Flakes,
Breakfast Cereal

 Source: https://www.youtube.com/watch?v=rcOUC5JHaQo 
(Accessed on 26th March 2023)

Source: Newspaper (The Times of India - 16th March 
2022, Wednesday) and Official YouTube Channel 

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) 
Deliberately Conceals 
important Information i.e; 
High Sodium.

WHY MISLEADING?

Degermed maize (corn) grits (64.7%) extruded whole maize (corn) 
flour (17%0, whole oat flour (10.3%) sugar, minerals, iodized salt, malt 
extract, glucose syrup, Acidity regular (339iii), emulsifier (471), 
antioxidant(307b) and vitamins; contains oats, barley and sulphite 
may contain wheat, milk, soy, nut, mustard, celery, sesame and lupin

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Claims With immunonutrients

Health Risk Factors

HIGH IN
SODIUM

Sodium (mg)
per 100 gram

709.7mg
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Cadbury Bournvita
Chocolate Health
Drink

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) 
Deliberately Conceals 
important Information i.e; 
High Total Sugars. 

WHY MISLEADING?

Source: Official Youtube Channel - https://www.youtube.com/watch?v=GZ9Ojq5IcH0 
(Accessed on 28th April 2023)

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram

49.8g

Malt Extract (50%), Sugar, Milk Solids, Maltodextrin, Cocoa Solids, 
Emulsifiers (471, 322), Raising agent (500(ii)), Vitamins, Minerals, Salt. 
Contains Permitted Natural Colour (150 c) and Added flavour (Natural 
Identical Flavouring Substances).

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Emotional Appeal Anxiety, Anticipation
and Satisfaction 

Health Claims 8 immunity nutrients help
maintain inner strength  42



According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information i.e; High Total 
Sugars. 

WHY MISLEADING?

 Source: https://www.youtube.com/watch?v=Lv605z2lhlo 
(Accessed on 28th April 2023)

Source: Newspaper (The Times of India - 
14th December 2022, Thursday)

TATA Soulful
Millet Muesli
Fruit and Nut

Rolled Oats (31%), Whole Wheat Flakes (23%), Ragi Flakes (13%), 
Corn Flakes (7%), Dried Cranberry (5%), Refined Sugar, Black 
Raisins (4.5%), Dried Papaya (3.3%), Almonds (3%), Invert Sugar 
Syrup, Honey, Malt Extract, Emulsifier (322i), Strawberry Powder, 
Natural Flavor, Natural Color (162), Antioxidant (320). Allergens: 
Contains Oats, Soy, Wheat, Nuts.

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Marketing Tactics

Emotional Appeal Desire, romance 
and adoration 

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram

19.7g

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims
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Category-5

Ready to eat
Savouries
(savoury snack foods)

8gTotal
Fat 250 mgTotal

Sodium

WHO Thresholds per 100g



Source: (Hindustan Times - 8th  February 2022, Tuesday)

Source: Official YouTube Channel - https://www.youtube.com/watch?v=lLWRK_9S5zo 
(Accessed on 20th April 2023)

Sunfeast All Rounder
Chatpata Masala
Thin Potato Biscuits 

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Fat. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
FAT

Total Fat (g) per 100 gram

19.5g

Refined wheat flour (maida), refined palm oil, sugar, refined 
palmolein, dehydrated potato (potato (4.5%), Emulsifier (INS 471), 
Stabilizer (INS 450 (i), Antioxidants (INS 223, INS 330), Liquid 
Glucose, Starch, Iodized salt, Invert syrup, Milk solids, raising 
Agents (INS 500(ii), INS 503 (ii), Emuslifiers (INS 322(i), INS 471, INS 
472e) and flour treatment agents (INS 223, INS 110 (i))

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Rasika Duggal

Inspiration and romanticisng
childcare leave
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Source: Newspaper (Times of India - 12 March 2022, Saturday)

Source: Official YouTube Channel - https://www.youtube.com/watch?v=QcE5YeZubnE 
(Accessed on 15th April 2023)

Bikano 
Aloo Bhujia/
Bikaneri Bhujia

 According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High 
Sodium and High Total 
Fat. 

WHY MISLEADING?

Health Risk Factors

HIGH IN
SODIUM

HIGH IN
FAT

Sodium (mg) 
per 100 gram

835mg

Total Fat (g)
per 100 gram

47.1g

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Potato (51.3%), edible vegetable oil (refined palmolein oil, refined ricebran 
oil, refined cotton oil, rice flour, chickepea flour (5%), spices and 
condiments (red chilli powder, dried mint, dried mango powder,cumin 
powder, gooseberry powder, criander powder, cardamon powder, geen 
chilli powder, Nutmeg powder, dried ginger powder, carom seeds powder, 
black pepper powder), husked dew, moth bean flour, iodized salt, sugar 
(surose), onion powder, garlic powder, black salt, asafoetida, acidity 
regulators (E296 and E330), contains added flavour (natural and nature 
identical flavouring substances)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Sahil Anand

Humour that 
idealises the product46



Source: Official YouTube Channel - https://www.youtube.com/watch?v=ulS1rY33vh8 
(Accessed on 24th April 2023)

Kurkure Masala
Munch

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information i.e; High 
Sodium and High Total 
Fat. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Cereal products (61%), (Rice meal (42%), corn meal (19%) edible 
vegetable oil (Palmolein) * seasoning (spices and condiments, iodised 
salt, maltodextrin, sugar, black salt, acidity regulator (330,296,334) 
tomato powder, hydrolysed soy protein, flavour (natural and nature 
identical flavoring substances), dextrose, emulsifier (414), milk solids, 
edible starch, flavour enhancer (627 & 631) gram meal (3%)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Akshay kumar

Humour and
surprise

Health Risk Factors

HIGH IN
SODIUM

HIGH IN
FAT

Sodium (mg)
per 100 gram

892mg

Total Fat (g)
per 100 gram

34.6g
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Source: Newspaper (The Times of India - 13th March 2022, Sunday)

Source: Official YouTube Channel - https://www.youtube.com/watch?v=0Jlbh2fXUzU 
(Accessed on 26th March 2023)

Bikaji Soya
Sticks

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisment Deliberately 
Conceals important 
Information i.e; High 
Sodium and High Total 
Fat. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Edible vegetableoil (palmolein oil and cotton seed oil, tapioca 
starch, black gram flour (10%), soya powder (7%), rice 
flour(5%), whole lentil flour(5%), ground spices and 
condiments  iodized salt, sugar, maltodextrine, fennel, cumin, 
red chilli, ginger, turmeric (colouring & spices) dried mango, 
corn starch , garlic, mustard seeds , acidity regulator (INS 330, 
INS 296), Anticaking agent (INS551), Asafoetida, flavoring 
enhancers (INS 627, INS 631, INS 635), Hydrolyzed vegetable 
protein (soya)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
SODIUM

HIGH IN
FAT

Sodium (mg)
per 100 gram

1146mg

Total Fat (g)
per 100 gram

34g

Emotional Appeal

Celebrity/Social Media Influencer Involvement Amitabh Bachchan

Humour48



Source: Official YouTube Channel - https://www.youtube.com/watch?v=0rZBLiJaeQ8 
(Accessed on 24th March 2023)

Lay's
Wafer Style

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information i.e; High 
Sodium and High Total 
Fat. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Potato, Edible vegetable oil (palmolein rice bran oil), seasoning 
(sugar, iodised salt, spices and condiments, acidity regulators (330, 
334) flavour (natural and nature identical flavoring substances), 
milk solids, anticaking agents (551)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Alia Bhatt and
Sidharth Chaturvedi

Desire

Health Risk Factors

HIGH IN
SODIUM

HIGH IN
FAT

Sodium (mg)
per 100 gram

606mg

Total Fat (g)
per 100 gram

33.6g
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Source: Social Media, Instagram - https://www.youtube.com/watch?v=viCcpU32RA4  
(Accessed on 8 June 2023)

Bingo Mad Angles
Achari Masti

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High 
Sodium and High Total 
Fat. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Rice grits , seasoing (refined palmolein sugar, spices and 
condiments, iodized salt, nature identical flavoring substances, 
hydrolyzed vegetable protein and natural flavors and natural 
flavours and natural substances) refined palmolein, degermed 
corn grits and bengal gram grits 

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
SODIUM

HIGH IN
FAT

Sodium (mg)
per 100 gram

790mg

Total Fat (g)
per 100 gram

32.3g

Emotional Appeal

Celebrity/Social Media Influencer Involvement Ranveer Singh

Humour
50



Category-6

Beverages (a)
Juices

WHO Thresholds per 100g/ml

6gTotal
Sugars



Real Fruit Power,
Mixed Fruit

Source: Newspaper (Delhi Times - 7th August 2022, Sunday)

Source: Official YouTube Channel - https://www.youtube.com/watch?v=LmGeVJKbuuI-
https://www.youtube.com/watch?v=LmGeVJKbuuI (Accessed on 9 June 2023)

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars.         

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram/ml

13.1g

Water, concentrated mixed fruit juice (12.03%) (from apple, orange, 
guava, apricot, mango, banana, lime, passion fruit, pineapple), 
sugar, acidity regulators (INS 330), Stabilizer (INS 440), Colours 
(INS 160 a(ii) & (iii) and flavours (natural & nature identical 
flavouring substances )

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Kareena Kapoor Khan

Guilt and Desire

Health Claims It provides energy, immunity,
minerals and vitamins and 
Health in every sip52



Source: Official YouTube Channel - https://www.youtube.com/watch?v=-nSE5UTTecI 
(Accessed on 21st April 2023)

Frooti Drink

 According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Water, mango pulp, sugar, acidity regulator(INS 330,INS 331(iii) 
preservative (INS 211,INS 224, INS 202), Antioxidant (INS  300) 
nature identical flavouring substances (mango) and Contains 
permitted synthetic food colour (INS 110)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram/ml

15.5g

Emotional Appeal

Celebrity/Social Media Influencer Involvement Alia Bhatt 

Happiness and Surprise
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Source: Official YouTube Channel - https://www.youtube.com/watch?v=il6hLjLsVb4 
(Accessed on 22nd April 2023)

Tropicana Fruit
Juice Mixed
Fruit Delight 

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Water, concentrated mixed fruit juice 10% (from apple, mango, guava, 
oange, banana, apricot, peach), sugar, acidity regulator(330), stabilizer 
(466, 440) iodised salt, flavour (natural and nature identical flavoring 
substances), sweetners (960a), colour (160a(i) 

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Niketen Dheer

Humor, Happiness
and Regret

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram/ml

12g
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Source: Official YouTube Channel - https://www.youtube.com/watch?v=cVZffMcZcI0 
(Accessed on 28th April 2023)

Tropicana
Slice

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt  deliberately 
conceals important 
Information i.e; High Total 
Sugars. 

WHY MISLEADING?

Marketing Tactics

Water, Sugar, Concentrated Mango Pulp And Alphonso Mango 
Pulp (13.6%* Mango Pulp), Acidity Regulator (330), Stabilizer 
(440), Preservative (202), Antioxidant And Added Flavour 
(Natural And Nature Identical (300).contains Permitted 
Synthetic Food Colours (102, 110) Flavouring Substances).

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram/ml

15.5g

Emotional Appeal

Celebrity/Social Media Influencer Involvement Kiara Advani

Satisfaction, Desire
and Accomplishment
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Source: Television - Sony TV, 18th March 2:12 PM (IST) and Official YouTube Channel - 
https://www.youtube.com/watch?v=0za0s2_KolA (Accessed on 10th April 2023)

Fanta Apple Delite-
Natural Juice,
Tempting Taste,
Tingling Bubbles

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; 
High Total Sugars. 

According to the Food 
Safety and Standards Act 
(2006) Section 53(b) the 
advertisement falsely 
describes the nature of the 
product by projecting that it 
has real apple juice 
whereas the ingredients list 
shows its only 10.5% apple 
juice reconstituted from 
apple juice concentrate. It 
also claims that the product 
has real apple’s bite in 
every sip. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Carbonated Water, Sugar, Apple Juice(10.5%) (Reconstituted from 
Apple Juice Concentrate), Acidity Regulator (296), Stabilizer 
(452(i)), Preservatives (202,211), Colour (150d), Apple Flavour 
(Nature Identical Flavouring Substances)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram/ml

12g

Emotional Appeal

Celebrity/Social Media Influencer Involvement Kartik Aryan and
Samantha Ruth Prabhu 

Humour and Happiness 
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Category-7

Beverages (c)
Water Based

2gTotal
Sugars

WHO Thresholds per 100g/ml



Source: Official YouTube Channel - https://www.youtube.com/watch?v=rksSo7pWuJM 
(Accessed on 26th April 2023)

Fanta Soft
Drink

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram/ml

13.7g

Carbonated Water, Sugar, Acidity Regulator (330), Stabilisers (414, 
445) Preservative (211), Contains Permitted Synthetic Food Colours 
(110) And Added Flavours, (Natural & Nature-Identical Flavouring 
Substances).

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal Joy
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Source: Official YouTube Channel - https://www.youtube.com/watch?v=s42gsntYWgg 
(Accessed on 17th April 2023)

Thums UP

 According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High Total 
Sugars. 

WHY MISLEADING?

Carbonated Water, Sugar, Acidity Regulator (338), Caffeine, Colour 
(150d). Contains Permitted Natural Colour & Added Flavours (Natural, 
Nature Identical Artificial Flavouring Substances), Contains no Fruit

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram/ml

10.4g

Marketing Tactics

Emotional Appeal

Celebrity/Social Media Influencer Involvement Shahrukh Khan

Thrill

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims
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Source: News Paper (Delhi Times - 29th January 2023, 
Sunday and 5th March 2023, Sunday)

Official Youtube Channel - https://www.youtube.com/watch?v=gXYxwJSErVE 
(Accessed on 28th April 2023)

Pepsi

 According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information i.e; High Total 
Sugars. 

WHY MISLEADING?

Nutritional Information 
Per 100 ml (Approx.): 
Energy: 43kcal,
Total Carbohydrate: 10.9g, 
of which Sugar: 10.9g,
Total Fat:0g, Saturated Fat: 
0g, Trans Fat: 0g, Protein: 0g, 
Sodium: 11mg

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Carbonated water, high fructose corn syrup, caramel color, sugar, 
phosphoric acid, caffeine, citric acid, natural flavor.

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Ranveer Singh, 
Yash

Courage 

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram/ml

10.9g
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Source: Official Youtube Channel (6th March 2023)- https://www.youtube.com/watch?v=3jQ_toeu314 
(Accessed on 28th April 2023)

7 Up Soft
Drink 

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisemnt deliberately 
conceals important 
Information i.e; High Total 
Sugars. 

WHY MISLEADING?

Marketing Tactics

Carbonated water, citric acid, sugar, and sodium citrate, 
Natural Lemon and Lime Flavors.

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement Rashmika Mandana

Surpise and
Happiness

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Health Risk Factors

HIGH IN
SUGARS

Total Sugars (g) per 100 gram/ml

11.4g

61



Category-8

Pasta and
Noodles like
Products

3g 250 mgTotal
Sodium

Total
Fat

WHO Thresholds per 100g



Source: Official YouTube Channel - https://www.youtube.com/watch?v=c-VcbIscZ00 
(Accessed On - 20th May 2023)

Source: Newspaper (Times of India - 19th Feb 2023, Sunday)

Maggi

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High 
Sodium and High Total 
Fat. 

WHY MISLEADING?

Marketing Tactics

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

Refined wheat flour (maida), palm oil, iodised salt, wheat gluten , 
Thickeners (508 and 412), acidity regulator (501(i) & 500 (i)) and 
humectant (451 (i), Masala : Hydrolysed groundnut protein, refined 
whaet flour (maida), mixed spices (13.1%), sugar, onion powder, starch, 
palm oil, garlic powder, iodised salt, Thickner (508), acidity regulator 
(330 and 500 (ii), mineral, flavour enhancer (635), colou (150d) and 
wheat gluten 

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal Happiness 

Health Risk Factors

HIGH IN
SODIUM

HIGH IN
FAT

Sodium (mg) 
per 100 gram

1028mg

Total Fat (g)
per 100 gram

13.5g
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Yippee Magic 
Masala Noodles

According to Consumer 
Protection Act (2019) 
Section 2 (28) (iv) the 
advertisement deliberately 
conceals important 
Information i.e; High 
Sodium and High Total 
Fat. 

WHY MISLEADING?

Source: Official YouTube Channel - https://www.youtube.com/watch?v=lNevV1llo-o 
(Accessed on 11th April 2023)

 Source: Newspaper (Hindustan Times 13th March 2022, Sunday

Marketing Tactics

Instant Noodles: Refined wheat flour (78.4%), Refined plam oil, iodized 
salt, wheat gluten (0.4%) Thickeners (INS 508, INS 412), Stabilizers (INS 
170(i), INS (339(ii), INS 450(iii), INS 452 (i) and acidity regulator (INS 
501(i) ,INS 500 (i) and INS 330 Seasoning ;Maltodextrin, Yeast extract, 
acidity regulator(INS 330) Flavour enhancer (INS 627, INS 631), 
Anticaking Agent (INS 551)

Ingredients that makes
this product an UPF

Ultra-
Processed

Food Product/
UPF

Emotional Appeal

Celebrity/Social Media Influencer Involvement MS Dhoni

Desire and Happiness 

Health Risk Factors

HIGH IN
SODIUM

HIGH IN
FAT

Sodium (mg) 
per 100 gram

1247.1mg

Total Fat (g)
per 100 gram

20.1g

Use of
children

Use of
celebrities

Use of
emotional

appeal

Use of
health
claims

64
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7. POLICIES TO REDUCE 
CONSUMPTION OF JUNK FOOD

WHAT DO WHO AND UNICEF RECOMMEND?

Both UN agencies working on health and children rights recommend reducing the consumption 
of junk foods. Evidence-based policies should be led by the government, and made mandatory. 
These include front of the pack labels (FOPL), restrictions on marketing, and higher taxes on junk 
foods. WHO has also developed nutrition profi le model for South East Asia to provide an objective 
method of describing foods as ‘healthy’ or ‘unhealthy’. This model is consistent with international 
guidance on preventing chronic disease, and underlines a clear threshold for determining which 
foods are not suitable for advertising to children.64

The WHO Regional Offi  ce for Europe nutrient profi le model provides a set of criteria for classifying 
foods based on their nutritional quality. Both of these nutrient profi le models are based on the 
notion that children have a right to be protected from unhealthy food marketing’s adverse effects.65

The Pan American Health Organization (PAHO) nutritional profi le model’s guiding principles 
served as the basis for the threshold justifi cation in both of these Nutrient Profi le Model (NPM).66

For a comparison of the thresholds for these models please see (Annex 2). 

LABELLING REGULATIONS

FOPL is simple method to inform consumers about health implications of eating a food product. 
It is aimed at changing behaviour patterns to reduce the consumption of junk foods, and thus 
decrease the prevalence obesity and NCDs. There are different type of FOPL being used. Summary 

Front-of-package labels around the world

Updated February 2023. © Copyright 2023 Global Food Research Program at UNC-Chapel Hill
Base map copyright © FreeVectorMaps.com

Voluntary 
policies

Mandatory 
policies

Not yet fully 
implemented

G L O B A L  F O O D  R E S E A R C H  P R O G R A M  a t U N C - C H A P E L  H I L L
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indicators, including traffi  c light (TL), guideline daily amount (GDA), and nutrition warning systems. 
A warning FOPL is more effective as it conspicuously shows the amount of nutrient of concern in 
the food product and can be adapted for non-literate populations. These are “interpretive labels”.  
Summary indicators may not be helpful to people having NCDs who want to cut sugar/salt or 
fat from their diets. Cut off limits of nutrients of concern i.e., total sugars, saturated fat or salt/
sodium, or defi nition of UPF could be used to alert consumers upfront. India can build its NPM 
model based on the defi nition of HFSS in the draft FSSAI regulation, or WHO’s model.

MARKETING AND 
ADVERTISING 
REGULATIONS

Restriction of the advertising 
and marketing of junk foods are 
constituted with the objective 
of reducing exposure of such 
foods, especially to vulnerable 
populations like children.

It requires the formation of a cut 
off limit of nutrients of concern 
i.e., total sugars, saturated fat 
and salt/sodium, for prohibiting 
advertisements. Alternatively, 
the defi nition of UPF could be 
used to set the cut off limits. 
Advertisements can also be 
prohibited by viewing times to 
reduce exposure to children.

TAXATION POLICY

Increasing taxes on junk 
food  products and making 
them expensive may also 
encourage them to choose 
healthier options. Extra tax 
income could be used to 
subsidise healthier foods, 
and for implementing policies 
against NCDs. 

In the next chapter we 
provide key provisions in 
India’s policies concerning 
marketing of junk foods and 
the gaps that exist. 
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8. INDIA’S POLICY RESPONSE

The Government of India remains committed to reduce the burden of NCDs, and has developed 
relevant policy and plans. This chapter analyses the policies, plans and identifi es gaps.  

NATIONAL MULTISECTORAL ACTION PLAN (NMAP) FOR
PREVENTION AND CONTROL OF COMMON NCDS (2017-2022) 

The NMAP is a blueprint 
providing a clear direction 
to the nation’s pursuit 
for tackling the growing 
menace of NCDs. The 
plan has set targets 

(Annex 3) to halt the rise of obesity and 
diabetes by 2025. It has defi ned potential role 
of different ministries. Annex 4 enumerates 
the regulatory provisions.67

Consumption of unhealthy diet (junk foods) 
is a risk factor for NCDs as per NMAP and 
the key goal is to reduce its consumption.  The NMAP proposes to address this by regulating 
marketing and advertising of such foods, higher taxation, and interpretive labelling (FOPL). NMAP 
recognises the confl ict-of-interest situations in decision making and intends to develop a process 
to engage with food industry. 

Gaps: The NMAP is unlikely to achieve the target of halting obesity and diabetes by 2025 
given the new data showing alarming rise of these diseases and weak implementation of 
the plan.

OPERATIONAL GUIDANCE OF THE NATIONAL PROGRAMME FOR 
PREVENTION AND CONTROL OF NON-COMMUNICABLE DISEASES 
(2023-2030)68 

Prevention of NCDs has a component of “Prevention and health promotion” 
at the community health centers through health education and counselling to 
the patients and their attendants upon a visit to community health center. The 
NCD Counsellor advises on the merits of healthy diet, importance of physical 
activity, and harmful effects of tobacco and alcohol”. The handbook for 

counsellors explains that “Unhealthy foods include fat (especially of animal origin), “fast” foods 
(which are low in fi bre and vitamins), foods high in salt and fat (e.g., fried potato chips/samosas/
pakoras), etc”.69

Gaps: Operationally, it reaches out to only those who come to the health centre and is thus 
unlikely to target the entire population. The handbook for counsellors’ explanation of unhealthy 
foods does not specify what is high in salt or fat, and misses out foods high in sugar. 

Separate modalities of engagement will 
be developed for civil society and private 
sector entities with potential confl icts of 
interest” 

—NMAP (2017-2022) 
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REPORT OF WORKING GROUP ON ADDRESSING CONSUMPTION OF 
FOODS HIGH IN FAT, SALT AND SUGAR (HFSS) AND PROMOTION OF 
HEALTHY SNACKS IN SCHOOLS OF INDIA (2015) 

This report provided a defi nition of “HFSS Foods” and calls for strict regulatory 
provisions for advertisement and promotion of pre-packaged foods targeted 
at children and sales in school canteens. 

Gaps: This report has indicated the roles of various ministries, but its not been fully 
implemented.

EAT RIGHT MOVEMENT (2018)

In 2018, Government of India and the Food Safety and 
Standards Authority of India (FSSAI) FSSAI launched the “Eat 
Right India movement to ensure safe, healthy, and sustainable 
food for all Indians.  It is a digital platform that intends to 

provide preventive and promotive healthcare for all citizens of the country. The movement70 has 
focused on the building capacities of food businesses on food safety and hygiene standards 
through its programmes like ‘Clean Street Food Hub’, ‘Clean and Fresh Fruit’, and ‘Vegetable 
Markets and the Hygiene Rating’ scheme. It launched public awareness through celebrity brand 
ambassadors to convey messages like “Eat less of sugars and salt”, etc. The movement partners 
with most of the food companies to reformulate their products. 

Gaps: The Eat Right movement lacks emphasis on communicating about the risks of junk 
food consumption. With several food product companies as its partners, it defeats the 
basic principle of NMAP on confl ict of interest. 

NATIONAL INSTITUTE 
OF NUTRITION (NIN) 
GOVERNMENT OF 
INDIA DIETARY 
GUIDELINES FOR 
INDIANS (2011)71

The guidelines defi ne 
unhealthy junk foods 

and recognises that aggressive marketing 
of junk food and health beverages alters 
people’s perceptions of food and their eating 
patterns. It advises to minimise the use of 
processed foods and restrict salt intake 
to minimum along with physical exercise 
and covers the elements of healthy dietary 
behaviour. It clearly discourages the use 
of processed foods/unhealthy junk foods 
explaining why these are harmful and lack 
any essential nutrient value. 

Gaps: The NIN guidelines focus on the dietary behaviour of people. However, the policy 
action to minimise the consumption of unhealthy junk foods remains a gap. 

The shift from traditional to ‘modern’ 
foods, changing cooking practices, 
increased intake of processed 
and ready-to-eat foods, intensive 
marketing of junk foods and ‘health’ 
beverages have aff ected people’s 
perception of foods as well as their 
dietary behaviour… Since people 
consume food, it is essential to 
advocate nutrition in terms of foods, 
rather than nutrients.  

—Dietary guidelines for Indians, 
ICMR-National Institute of Nutrition 
(NIN), India.
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THE FOOD SAFETY AND STANDARDS ACT (2006)72

The Parliament of India enacted the ‘Food Safety and Standards Act, 2006’ 
(FSS) to regulate the manufacture storage, distribution, sales and import of 
food articles to ensure availability of safe and wholesome food for human 
consumption. 

According to the Act, “food safety” means the assurance that food is acceptable 
for human consumption according to its intended use. 

Section 24 of the FSSA states: “(1) Restrictions of advertisement and prohibition as to unfair 
trade practices: No advertisement shall be made of any food which is misleading or deceiving or 
contravenes the provisions of this Act, the rules and regulations made thereunder”. In the section 
(2) it elaborates that “no person shall make a false or misleading representation concerning the 
need for, or the usefulness.” It prescribes the penalty under Section 53: “Any person who publishes, 
or is a party to the publication of an advertisement, which-- (a) falsely describes any food; or (b) is 
likely to mislead as to the nature or substance or quality of any food or gives false guarantee, shall 
be liable to a penalty which may extend to ten lakh rupees.” 

Gaps: The FSS Act intends to prohibit  ‘misleading’ advertising of unsafe food, but fails 
to objectively defi ne what is constituted as a misleading advertisement. It is driven by a 
complaint system, which results in inordinate delays.  According to FSSAI, in response to a 
specifi c complaint of an advertisement of product high in sugars but not mentioned in the 
advertisements, it says “FSS Regulations nowhere specify that nutritional information of a 
food product must be provided in the advertisement.” (Annex 5)

THE FOOD SAFETY AND STANDARDS (ADVERTISING AND CLAIMS)
REGULATIONS (2018)73 

This regulation defi nes ‘advertising’ and ‘nutrition claims’ (including nutrient 
content or nutrient comparative claims) and for non-addition claims (including 
non-addition of sugars and sodium salts), and health claims (reduction of disease 
risk). It prohibits the companies from using deceptive words like “natural”, “fresh”, 
“original”, “traditional”, “premium”, “fi nest”, “best”, “authentic”, “genuine” and 
“real”. Regarding advertisements, section 11 states that advertisements for food 
or beverages shall not be promoted or portrayed as a meal replacement unless 

otherwise specifi cally permitted as a meal replacement under any other Regulations made under 
Food Safety and Standards Act, 2006 (34 of 2006). Section 12 states that claims in advertisements 
shall be consistent with information on the label of the food or beverage, and section 13 says that 
no advertisement shall be made for food products, which is deceptive to the consumers. 

Gaps: The regulation does not clearly prohibit advertisements of HFSS or junk foods. The 
regulation provides leverage to food industry to escape regulatory compliance and is unable 
to end advertisements of junk food and reduce its consumption. 

THE FOOD SAFETY AND STANDARDS
(LABELLING AND DISPLAY) REGULATIONS (2020)

The FSSAI notifi ed regulations called the Food Safety and Standards (Labelling 
and Display) Regulations, 2020, which prescribed the labelling requirements of 
pre-packaged foods and display of essential information on premises where 
food is manufactured, processed, served and stored. Few conditions for 
advertising include: Vegetarian or Non-vegetarian shall be prominently on the 
pamphlets, leafl ets and advertisements; for “pan masala”, the advertisement 
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shall carry warnings on health; for aspartame, advertisements to include ‘not recommended for 
children; and for mono sodium glutamate (MSG), to incorporate ‘not recommended for infants 
below 12 months and pregnant women’. 

Gaps: The regulations are silent on prohibition of advertising and marketing of HFSS and 
junk foods in general. It does not put any emphasis on labelling of high sugar, sodium and 
fat, except a declaration of nutritional information on the back of pack with percentage of 
recommended daily allowance. 

THE FOOD SAFETY AND STANDARDS (SAFE FOOD AND BALANCED 
DIETS FOR CHILDREN IN SCHOOL) REGULATIONS (2020)74

Section 5 of the act deals with food marketing and advertisement and selling 
to children in school, with subsection 1 noting that no person shall advertise 
or market or sell or offer for sale including free sale, or permit sale of, food 
products high in saturated fat or trans-fat or added sugar or sodium in school 
campus or to school children in an area within fi fty meters from the school 
gate in any direction. It includes guidance on “to be eaten occasionally” – in 

small portion size and reduced frequency (e.g., once in a week) or “not to be made available in the 
school, hostel, etc”.

Gaps: It lacks clarity and provides some contradictory guidance. For example - To be eaten 
occasionally, includes ice creams, milk-based and dairy based sweet/desserts, bakery 
products such as white breads, biscuits, beverages, juices, cereal or malt-based beverages, 
fl avoured soya milk, etc. Most of these would be classifi ed as junk foods. On the other hand, 
these are also stated not to be made available in the school. 

THE CONSUMER PROTECTION ACT (2019)75 

It provides a defi nition of misleading advertisements of any products 
and services. The Consumer Protection Act 2019 (CPA) section 2 (28) 
defi nes “misleading advertisement” as one which deliberately conceals 
most important information about the product. Section 21 is about ‘Power 
of Central Authority to issue directions and penalties against false or 
misleading advertisements. In addition to the Act, the Central Consumer 
Protection Authority issued the guidelines to “provide for the prevention of 
false or misleading advertisements” and “making endorsements”,76 with 
several details. See BOX 1 

Gaps: The guidelines lack restriction or prohibition of advertisements of junk foods in general 
except in a sub-section where it is advertised in children-related programmes. Celebrities can 
endorse a food product unless, another law issued a health warning for such advertisement or 
cannot be purchased by children. Similarly in section 9, the guideline is dependent on another 
law to be effective. There is a long process in settling complaints for identifying misleading 
advertisements. (Annex 6) 
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BOX- 1 

“(1)  An advertisement shall be considered to be valid and not misleading, if – “it contains 
truthful and honest representation” and; it does not exaggerate “accuracy, scientific validity 
or practical usefulness”. 

“Children targeted advertisements. – 

(1)  An advertisement that addresses or targets or uses children shall not – (a) condone, encourage, 
inspire or unreasonably emulate behaviour that could be dangerous for children; (b)  take 
advantage of children’s inexperience, credulity or sense of loyalty;  (c)  exaggerate the 
features of goods, product or service in such manner as to lead children to have unrealistic 
expectations of such goods, product or service; (d)  condone or encourage practices that are 
detrimental to children’s physical health or mental wellbeing;  (e)  imply that children are 
likely to be ridiculed or made to feel inferior to others or become less popular or disloyal 
if they do not purchase or make use of such goods, product or service; (f)  include a direct 
exhortation to children to purchase any goods, product or service or to persuade their 
parents, guardians or other persons to purchase such goods, product or service for them;  (g) 
use qualifiers such as ‘just’ or ‘only’ to make the price of goods, product or service seem less 
expensive where such advertisement includes additional cost or charge; (h)  feature children 
for advertisements prohibited by any law for the time being in force, including tobacco or 
alcohol-based products; (i)  feature personalities from the field of sports, music or cinema 
for products which under any law requires a health warning for such advertisement or cannot 
be purchased by children; (j) make it difficult for children to judge the size, characteristics 
and performance of advertised products and to distinguish between real life situations and 
fantasy; (k)  exaggerate what is attainable by an ordinary child using the product being 
marketed; (l)  exploit children’s susceptibility to charitable appeals and shall explain the 
extent to which their participation will help in any charity-linked promotions; (m)  resort 
to promotions that require a purchase to participate and include a direct exhortation to 
make a purchase addressed to or targeted at children; (n)  claim that consumption of a 
product advertised shall have an effect on enhancing intelligence or physical ability or bring 
exceptional recognition without any valid substantiation or adequate scientific evidence; 
(o)  claim any health or nutritional claims or benefits without being adequately and 
scientifically substantiated by a recognized body; and (p)  be published in any mass media, 
including advertisement on network games in respect of medical services, drugs, dietary 
supplements, medical instruments, cosmetic products, liquor or cosmetic surgery, which are 
adverse to the physical and mental health of children. 

(2)  An advertisement of any goods, product or service which addresses or targets children shall 
not– (a) be such as to develop negative body image in children; and (b) give any impression 
that such goods, product or service is better than the natural or traditional food, which 
children may be consuming. 

(3)  An advertisement for junk foods, including chips, carbonated beverages and such other 
snacks and drinks shall not be advertised during a program meant for children or on a 
channel meant exclusively for children. 

(4)  Any advertisement which offers promotional gifts to persuade children to buy goods, product 
or service without necessity or promotes illogical consumerism shall be discouraged. 

9.  Advertisements prohibited by law. In addition to the prohibited advertisements as set 
out in these guidelines, no advertisement shall be permitted which is designed, produced 
and published in respect of goods, products or services which are prohibited from being 
produced, sold or provided or which are prohibited from being advertised under any law for 
the time being in force or under any rules or regulations made thereunder. 
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DRAFT REGULATION: THE FOOD SAFETY AND STANDARDS (LABELLING 
& DISPLAY) REGULATIONS, 2020, AMENDMENT REGULATION (2022)

In September 2022, FSSAI issued the draft notifi cation for public comments 
seeking objections in 2 months. The Amendment Regulation is proposed to 
be voluntary for 4 years from date of its being fi nal publication in the Offi  cial 
Gazette. It provided defi nition of front-of-pack nutrition labelling (FOPNL) and 
high fat, sugar, or salt (HFSS) food. It created an Indian Nutrition Rating (INR) 

that provides the baseline reference values for four health risk increasing factors e.g., energy, 
total sugars, saturated fat and sodium per 100 g or 100 ml of the product. It uses the minimum 
percentage of positive nutrients viz., fruit and vegetable (FV); nuts, legumes and millets (NLM); 
fi bre and protein for consideration in the calculation for rating of a specifi c solid foods or liquid 
foods. The INR system provides a rating from 1⁄2 star (least healthy) to 5 stars (healthiest). 
Scientifi c studies do not support use of Star rating.77,78 The report on which FSSAI rested its 
decision to go for Star Rating has been questioned by independent experts.79 

Gaps: The draft regulation is waiting to be fi nalised, pending the analysis of  the comments 
sent by people. The defi nition of HFSS is not used in the regulation. In fact, the baseline for 
sugars is kept 21 gm/ 100 gm in the INR, which is more than double of the defi nition for 
HFSS foods. There is no scientifi c evidence that adding for example nuts in a chocolate can 
minimise the harm caused by sugar. If this draft is accepted, it would be unlikely to reduce 
consumption of junk foods. The regulation misses the recommendation of the NMAP to have 
an “interpretive” FOPL. Allowing 4 years to make it mandatory is too long a period. 

THE CABLE TELEVISION NETWORKS (REGULATION) ACT (1995)

The primary objective of this act was to regulate and govern the cable television 
industry in India. Rule 7(2) (viii) of Advertising code in this Act prohibits promotion 
of consumption of cigarettes, tobacco products, alcoholic beverages, infant 
formula, feeding bottles, baby food, etc.  

Gaps: The Cable TV Act does not prohibit advertisements of HFSS foods for children under 18 
years and misses the outputs of the NMAP. 

TAXATION POLICY (2017) 

Recognizing  the harmful effects of products with a high sugar content, 
the Indian government has imposed sin taxes80 on sweetened carbonated 
beverages (SCBs). With the implementation of the sin tax on sweetened 
carbonated beverages on July 1, 2017, India to puts these beverages into 
highest tax slab of 40%. 

Gaps: Other junk foods are not yet included in the tax bracket according to the NMAP 
recommended proposal. 
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9. WHY DO THE GAPS EXIST?

Despite existing policy framework gaps remain especially in the regulatory response. In this 
chapter we analyse the reasons behind these gaps.

In order to weaken or prevent public health regulation globally, food industry and its lobbies 
are known to interfere in policy making by influencing WHO through ‘coalition management’, 
which includes alliances with corporations lobbying with governments to push their positions in 
policy formulation and funding, disseminating research favourable to commercial interests, and 
challenging unfavourable evidence.81  

Similar strategies are used by food industry at the national level. One of the most significant 
concerns is the attempt to be a legitimate partner in policy development. Here are some examples.

FOOD INDUSTRY CREATES POWER IMBALANCE  

As early as in 1999, with increased awareness surrounding health risks associated with sugar 
consumption, the food industry expressed its wish to be part of ‘the solution’, in a bid to protect its 
public image. Michael Moss,82 who received the Pulitzer Prize in 2010, conducted an investigation 
and exposed this in New York Times, describing the strategies employed by the food industry.  

Typically, the industry would oppose demands for a more stringent regulatory approach and 
accountability. It uses the tools such as Public-private partnerships (PPPs) and “stakeholder 
dialogues”83 making industry a legitimate partner in policy development. It is reported that FSSAI 
commonly enters into several partnerships with food industry and related organisations.84 

The FSSAI has been developing a Front of the pack labelling (FOPL) regulation for almost 
a decade. In 2018, under the powerful food companies’  influence, Government of India 
withheld a decision to put red warning labels on unhealthy packaged food.85 International Life 
Sciences Institute, a known food industry lobby was part of the decision making process. In 
September 2022, considered the minutes of the stakeholder meeting of February 2022 and 
the research report presented by IIM-Ahmedabad,86 a draft regulation for food labelling is in 
public domain. According to one of the RTI responses, the FSSAI did not even analyse the 
IIM report, which many public health experts called out to be questionable in methods and 
interpretation. (Annex 7)

It is reported that one of the members of the FSSAI’s own expert scientific panel, said, “We had 
insisted that a copy of the IIM-A study be shared with us for internal consultation before being 
presented to the larger group of stakeholders. This was so we could deliberate on it and prepare 
our comments, but we were given no time”.87 

In a report, ‘FSSAI seemed to side with industry’,88 George Kurian, a consumer expert and member 
of the stakeholder group, pointed out how decisions were being taken without any transparency: 
“On June 25, 2021, prior to the 6th meeting of the stakeholders, the CEO convened a meeting of 
consumer/ civil society organisations and parachuted the idea of health star rating (HSR), which 
was never mentioned/discussed in any of the stakeholder’s meetings” He further said, “Each of 
the seven stakeholders’ meetings, both physical and virtual, were attended by an average of 28-30 
representatives other than FSSAI officials. Of this, the representatives of consumer organisations 
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were only 4-5. Remaining 25 representatives were from the major industry associations and 
national/multinational food industries”. 

This power imbalance clearly weighed the policy in favour of the food industry. FSSAI ignored 
the recommendation of an “interpretive” FOPL by the NMAP and twenty-six public health and 
consumer organisations.89 The decision, of course went up the ladder and was approved by the 
concerned Authority. FSSAI went ahead with it despite the outcry.90 A final decision is still awaited 
as we write this report. 

HOLD CONSUMERS RESPONSIBLE FOR THEIR CHOICE

Food industry always puts the responsibility of food choices on consumers or parents, justifying 
that marketing is just a tool to disseminate information. However, it is the intensive marketing91 
that influences the decisions and attracts individuals to buy and consume junk foods. 

PURSUES SELF-REGULATION

Food Industry promotes self-regulation 
or voluntary measures, even as these 
have no or minimal impact on children’s 
exposure to junk foods. A self-regulatory 
guideline in 200992 appointed Advertising 
Standards Council of India (ASCI), a food 
industry promoted body, to monitor the 
advertisements. However, it does not have 
the power to penalise any food advertiser.  

In a 22-country study, those with industry 
self-regulatory codes on food marketing 
to children had significantly higher rates 
of advertising for unhealthy foods and 
beverages during children’s peak viewing 
times, indicating self-regulation has not 
been successful in lowering children’s 
exposure to marketing for harmful foods.93 

DIVIDING PUBLIC OPINION

In 2014, All India Food Processors Association (AIFPA), represented by Nestle, was part of the 
Committee that High Court of Delhi had ordered to be constituted to develop guidelines and 
regulations for junk food in schools. Coca Cola represented the National Restaurant Association 
of India in this committee, thus creating clear conflicts of interest.94 They both challenged 
the definition of junk foods. While the FOPL regulation is under finalisation, the Indian Sellers 
Collective, an umbrella body of trade associations and sellers across the country, opposed the 
Food Safety and Standards Authority of India’s proposal of developing it, saying it might ruin the 
local and ethnic food industry. AIFPA, a body of food industry95 also opposed it as well. 

Calls to responsible marketing practices 
have not had a meaningful impact. 
Governments should establish strong and 
comprehensive regulations.

—Dr. Francesco Branca, Director of the 
Department of Nutrition and Food Safety, 
World Health Organization. 
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GAINING POLITICAL LEGITIMACY 

Government’s reliance on corporate partnerships for achieving economic objectives legitimises 
food industry entities.  Nestle partnered with Universities in India to run nutrition education 
programmes for schoolgirls. Coca Cola, too, has partnered with NDTV to get into schools.96 
In 2018, Minister of State for information and Broadcasting, Government of India during a 
Parliamentary hearing expressed that there are no plans to pursue a regulatory restriction on 
the junk food advertisements believing that the food and beverage companies will follow self-
regulatory process.97 

These examples demonstrate food 
industry’s deep involvement in 
development of policies which makes 
it the reason behind weak regulatory 
approach. Experts nationally and globally 
support this view. A study by marketing 
experts in India also demonstrated that 
India’s regulatory provisions are not 
strong enough to safeguard children 
from harmful advertising.98 In his 
book Junk Food Politics, Prof. Gomez 
reviewed how and why regulatory policy 
formulation has been weak in India 
because of partnerships between food 
industry and the government. This has 
obvious implications.  

UNICEF reviewed this issue and concluded: “The policy development process should be 
safeguarded from undue food industry interference. Stakeholders should be engaged in 
consultation, but industry should not be invited to co-design or be part of decision-making 
process”. WHO’s Dr. Francesco Branca, Director of the Department of Nutrition and Food 
Safety99 supported this view and said, “Calls to responsible marketing practices have not had 
a meaningful impact. Governments should establish strong and comprehensive regulations.” 

No wonder why two constitutional bodies, the Comptroller and Auditor General of India (CAG) and 
Parliamentary Standing Committee on Health and Family Welfare indicted FSSAI for faulting on 
the processes and food industry involvement. (See Box-2 and Box 3) 

…ineffective regulations emerged in the 
area of food labelling; the marketing 
of these products has instead relied on 
ineffective industry self-regulation, sans 
government involvement, while to this 
day, not a single piece of legislation exists 
regulating junk food sales especially 
towards children. 

—Junk Food Politics: How Beverage and 
Fast-Food Industries are Reshaping 
Emerging Economies (Gómez EJ 2023, 7). 
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BOX 3

A Parliamentary Standing Committee on Health and Family Welfare questions FSSAI’s Working  

In a report submitted in 2018 the Committee indicated FSSAI over weak enforcement of food safety laws and also 
recommended restructuring of the autonomous body that functions under the health ministry.101 

BOX-2 

The Comptroller and Auditor General of India (CAG) Indicts FSSAI on processes and conflicts of interest 

The Report of the Comptroller and Auditor General of India on Performance Audit of Implementation of Food 
Safety and Standards Act, 2006 (Report No. 37 of 2017)100 was tabled in Parliament. It made some scathing 
observations such as: 

i)  Even after more than a decade of the enactment of the Act, the Ministry and Food Authority are yet to 
frame regulations governing various procedures, 
guidelines and mechanisms enunciated in different 
sections of the Act. 

ii)  Food Authority failed to devise action plans 
to identify areas on which standards are to be 
formulated/revised within specified time frames 
and the manner of selection of food products for 
formulation of standards. 

 FSSAI notified regulations and standards without 
considering the comments of stakeholders. 
Primarily because of the absence of policy 
guidelines and standard operating procedures 
(SOP), Food Authority took between one year and 
three years to notify amendments. 

iii)  FSSAI continues to issue directions without 
following the procedure of previous approval of 
the Central Government, previous publication and 
notification (as contained in section 92 of the Act), 
the placing of such regulations and rules before 
Parliament (as contained in section 93 of the Act). 

FSSAI has, for some food 
categories, entrusted the 
task of suggesting revision of 
standards to representatives 
of the food business operators 
(FBO), whose opinions cannot 
be considered unbiased.  

—Executive Summary of Report 
No.37 of 2017 – Performance 
Audit on Implementation of 
Food Safety and Standards 
Act, 2006 Union Government, 
Comptroller and Auditor 
General (CAG) of India.
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10. BEST PRACTICES

The world is facing an unprecedented rise of NCDs in light of the rising consumption of  junk foods. 
Many countries have enacted policies and regulations for curbing the rise in their consumption, 
such as introduction of FOPL, marketing regulations to facilitate well-informed choices, and 
protecting people from aggressive marketing of junk food industry. 

Here are some of the effective practices, from across the world, to achieve this:

INDIAN BABY FOOD LAW

India enacted the Infant Milk 
Substitutes Feeding Bottles, 
and Infant Foods (Regulation of 
Production, Supply and Distribution) 
Act 1992, and Amendment Act 
2003 (IMS Act), which is meant 
to control the marketing of baby 
foods. This is an encouraging 
public health regulation that has 
led to the reduction in the sales 
(thus consumption) of commercial 
baby foods in India. The sales were 
reported to be 40,000 Tonnes in 
1980s,102 and after 2016 till 2021, 
data showed sales to be about 
30,000 tonnes. India is the only 
country where it is projected to 
decline in 2025. On the other side, 
China, where the law is weaker, 
is selling about 900,000 tonnes 
annually (Figure 4). 

ESTABLISHING A PROCESS FREE OF CONFLICTS OF INTEREST 

Israel has set an example of establishing the fundamentals for developing FOPL, by constituting 
a scientific committee with representatives from academia, the hospital sector, and MOH. To 
develop the criteria for “healthy food”, the committee could talk to food industry, but not allow 
them to be part of the development of criteria.103  

MARKETING REGULATIONS

In Thailand, a notification in 2020 banned marketing and promotion activities for all types of foods 
and beverages in educational institutions. The Broadcasting Authority of Ireland, in accordance 

FIGURE 4: SALES OF BREAST MILK SUBSTITUTE 
(BMS) IN 2016 AND PROJECTED SALES IN 2021 IN 
CHINA AND INDIA 
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with its statutory authority, created Ireland’s Commercial Communications Code (2013 revision) to 
address advertising, sponsorship, product placement, and other types of commercial promotion 
aimed at children or broadcast in or around children’s programming. Advertising, sponsorship, 
teleshopping, and product placement of foods high in fat, sugars, and salt (as determined by a 
nutrient profile model) during children’s television and radio programming, as well as any other 
programming with a 50% or higher audience of viewers under the age of 18, are specifically 
prohibited by the regulation.104 

Chile, in 2012 approved a Law of Nutritional 
Composition of Food and Advertising and 
in 2015, a regulation was made under 
that law requiring its implementation. 
The law mandated front-of-pack warning 
labels, restricted the marketing of foods 
to children under the age of 14 years, and 
banned the promotion and sale of foods 
and beverages containing added sugars, 
sodium or saturated fat that exceed set 
nutrient or calorie thresholds in schools. 

The government of Norway105 has decided 
to outlaw the marketing of food and drink 
items that are regarded harmful and are 
intended for children under the age of 
18. In  June 2023, the nation’s parliament, 
passed the measure with a majority. At 
the beginning of next year, the junk food 
regulations will go into effect together with 
a restriction on the sale of energy drinks to 
those under the age of 16. 

Any commercial advertising that targets children under the age of 13 was prohibited in Canada in 
1978 on radio, television, print, the internet, mobile devices, signage, and promotional products. 
Marketing of products like food and drinks is included in the ban as per its consumer protection 
law. The United Kingdom Code of Broadcast Advertising Practise prohibits placing adverts for 
foods high in saturated fat, trans fat, free sugars or salt next to television shows made especially 
for or appealing to children. In 2019, the government made clear that it intended to implement a 
policy that would forbid advertisements for foods high in salt, free sugars, trans fats, or saturated 
fat from appearing on television or online between 5:30 and 21:00.106 

In 2019, advertising that targets children and teenagers under the age of 16 is prohibited in Peru 
under the Law Promoting Healthy Eating for Children and teenagers. This means that businesses 
cannot utilise actual or fictional characters, presents, prizes, or any other form of reward to 
promote the purchase or consumption of food or beverages in an age-inappropriate manner. 
Based on the WHO Europe nutrient profile model, in 2011 and then in 2019 Turkish Broadcast 
Regulation imposes restrictions on the marketing of foods to children. It is forbidden to market 
some food categories during children’s programming, including chocolate, energy bars, sweet 
biscuits and waffles, potato chips, and beverages with added sugar. 

 

EXAMPLES OF WARNINGS ON FRONT OF PACK LABELS 
Many countries have mandated warning labels. 

On January 31, 2023, the South African107 Department of Health issued rules requiring warning 
labels on pre-packaged food products. According to the proposed regulations, these warning 
labels must be in use by 2025. 

Regulation of marketing is a cost-
effective measure to reduce the 
demand for unhealthy products, 
including ultra-processed products. In 
the majority of countries in the Region 
of the Americas, and throughout 
the world, these policies are absent 
or lack rigorous implementation, 
monitoring, and compliance. 

—Report on the regional workshop 
on regulation of the marketing of 
unhealthy food products. Washington, 
D.C., 15-17 October 2019. Washington, 
D.C.: PAHO; 2020
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For front of pack labelling, Chile has “high in” warning labels for products that have added nutrients 
of concern above the thresholds. Utilising two colours, the Israel FOPL system requires a warning 
label in red colour to identify salt, sugar and fat. Positive label for “healthy food” is in green colour. 

The FOPL model in Canada recommends “high in” warning label for most pre-packaged food 
products containing nutrients of public health concern (saturated fat, sugars and/or sodium) at 
or above specified thresholds. Additionally, Argentina has a law on ‘Promotion of Healthy Eating’ 
that recommends FOPL model as “excess” warning labels for products that have added nutrients 
of concern above the thresholds, and precautionary labels when these have sweeteners &/ or 
caffeine.108 Recently, laws requiring warning FOPL, identical to Chile’s (black-and-white stop sign 
warnings), were passed in Mexico (2020) and Uruguay (2021).109 Brazil adopted warning labels 
in 2022. (Annex 8) 
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CONCLUSION AND 
RECOMMENDATIONS 

India is facing a rapid rise of obesity and diabetes with 1 in 4 individuals suffering from it. The 
Government of India has planned to halt this rise by 2025. It is a grave public health problem that 
requires urgent policy measures. One of the major contributors to this disease burden is rising 
consumption of junk foods, which must be reduced. Huge body of scientific research supports 
this view. 

Aggressive and pervasive marketing strategies play a substantial role in increasing consumption. 
More than 200,000 advertisements are flashed per month. Studies in India demonstrate that 
harmful food marketing targets children, uses celebrities, makes health claims and attracts 
parental influence and approval through emotionally strong messages. 

The NMAP (2017-2022) outputs include a legal framework to restrict advertisements, provide 
interpretive FOPL and impose higher taxation on junk foods, WHO also supports these 
interventions. This is the opportunity; India cannot afford to miss. However, India’s strong reliance 
on self -regulation makes it difficult to adopt regulatory policy in these areas. 

Following 10 recommendations, backed by good evidence are suggested for action. It is our hope 
that these are considered as a public health priority regardless of any other consideration. These 
will help the Government of India to bridge the gaps in current policy and showcase its will to 
prevent NCDs and contribute to fulfil its promise to halt the rise of obesity and diabetes by 2030 
if not 2025. An inter-ministerial group may consider these recommendations. The Ministry of 
Health and Family Welfare, Government of India (MoHFW) could coordinate in its leadership role 
to establish a timeline to implement the agreed actions, and report annually. 

1. Food companies or their front organisations or individuals supported by them, should not 
be part of the decision making to develop a policy to reduce exposure of harmful marketing 
and consumption of the UPFs or other junk foods. Article 5.3 of the Tobacco Treaty FCTC 
prevents Tobacco companies from contributing to health policy. Similar guidelines may be 
developed and applied to eliminate food industry influence on policy making. 

2. The MoHFW may urgently establish the thresholds of nutrient of concern i.e. sugars, salt and 
saturated fat in pre-packaged foods. This would be of immediate help to identify which foods 
can be advertised or have warning FOPL or deserve higher taxes. The HFSS definition in the 
FSSAI Draft Regulation (September 2022) may be a good start. 

3. The FSSAI under the MoHFW, as a follow up action of NMAP, may urgently adopt an interpretive 
FOPL (warning label) for all junk foods (HFSS or UPFs). 

4. The MoHFW and/or the Ministry of Information and Broadcasting may frame a ‘Bill’ on 
“Prevention of NCDs to halt the rise of diabetes and obesity in India” with the objectives to 
define healthy foods and junk foods (UPF, HFSS), and impose reasonable restrictions on the 
marketing and advertising of junk foods especially to children up to 18 years.  Reasonable 
restrictions could include every medium, sponsorship in schools or gifts for students etc. 
Television advertisements of junk foods may be prohibited from 6 am to 10 pm. Further, the 
MoIB may also amend the Cable Television Networks Regulation (Amendment) Act 2000, 
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Rule 7(2)(viii), to include a ban on advertisements that directly or indirectly promote HFSS/
junk foods, similar to the existing ban on advertisements for infant foods.  

5. The MoHFW, Ministries of Education, Sports, Home Affairs may direct schools, hospitals, 
prisons, and other public service offices/areas not to serve UPFs and other junk foods.

6. The GST council may consider highest GST slab for UPFs and other junk foods, similar to a 
“sin”-tax for cola drinks.

7. The Ministry of Food and Civil Supplies, and Food Processing, Government of India should 
consider to make real food affordable and accessible by incentives to produce “healthy 
foods”, and making sure that junk food industry is not incentivised. 

8. The Ministry of Consumers Affairs may consider an amendment to CCPA guidelines 2022 to 
prevent misleading advertisements by removing provisos in section 8(i) and Section 9. Further, 
a clear interpretation of what is the “most important information” of food products, would 
be helpful. Suggested definition may be included for quick decision making on misleading 
advertisements. 

9. The MoHFW could expedite the implementation of the NMAP, to achieve its targets to halt the 
rise of obesity and diabetes. Operational guidance of NPCDCS 2023 may also be reviewed to 
focus on primary prevention. 

10. Civil society organisations, consumer groups, human rights groups, professional and 
academic groups in public health, academicians and others concerned should be encouraged 
to join hands with the Government to form a ‘strong coalition’ to work together and find ways 
and means to educate children and adults on the harms of UPFs and other junk foods, and to 
combat the food industry’s objective of derailing policy.  However, such organisations and the 
Coalition must not have any conflicts of interest. 
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ANNEX 1
PARLIAMENTARY QUESTION ANSWER, FEBRUARY 2023.
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ANNEX 2
CRITERIA FOR IDENTIFYING HFSS FOODS ADAPTED FROM 

DIFFERENT NPM BY DIFFERENT WHO REGIONS

NUTRIENT PROFILE MODELS (NPM) BY WHO REGION

Nutrient & product categories WHO Regional Nutrient Profile Model thresholds*
SEARO**1 AFRO***2 EURO****3 PAHO*****4

TOTAL SUGARS g/100g
g/100 g or 
mL/100 mL

*Free sugar
Confectionery:

Cocoa products and chocolate products 
including imitations and chocolate 
substitutes

6 6
No marketing 
allowed for any 
Chocolate & 
sugar 

confectionery 
and Cakes & 
sweet biscuits

>10% of total 
energy from 
free sugars

Confectionery - Hard Candy 6 6
Confectionery: 
Soft candy, Nougats and marzipans 6 6

Fine bakery wares  
(Cakes, cookies, pies, doughnuts, sweet 
rolls, muffins, macaroons, biscuits, pancake 
ready–to-eat form)

6 6

Bread and ordinary bakery wares  
(Bread and rolls, pita, naan, rotis, steamed 
bread, steamed buns, crackers, mixes for 
making bread and ordinary bakery wares)

6 6 12.5

SODIUM mg/100g 

Ready-to-eat savouries: Snacks and 
savouries - – potato, cereal, flour or starch 
based (from roots and tubers, pulses and 
legumes)

250 250 500 >1 mg of 
sodium per 1 
kcal

Ready to Eat Savouries – Processed Nuts 
including coated nuts and nut mixtures 50 50 100

SATURATED FAT % total kcal
Cheese and analogues: 
Unripened or ripened cheese, whey cheese, 
processed cheese, cheese analogues, 
whey protein cheese that can be classified 
based on physical characteristics as hard 
(e.g. Parmesan), semi-hard (e.g. cheddar), 
medium-hard (e.g. edam), semi-soft and 
soft (e.g. mozzarella, paneer, cottage) as 
well as serving style as slice, grated or 
spreadable.

No threshold 
provided

No 
threshold 
provided

No threshold 
provided

>10% of total 
energy from 
saturated fat

* Nutrient profile modeling is used as an approach to identify foods whose marketing should be restricted 
in an effort to implement World Health Assembly endorsed recommendations to control marketing of foods 
and non-alcoholic beverages to children.

** The WHO SEARO NPM was designed for use by member states to implement these recommendations to 
control marketing of food and beverages to children. Another goal of the NPM is to encourage reformulation.

***The AFRO NPM was designed for use by member states to control obesogenic food environments, 
promote healthy diets, and primarily, to protect children from marketing of unhealthy foods and beverages.

**** The EURO NPM was designed for use by EURO state governments to restrict food marketing to children. 
The EURO NPM report outlines what measures a government should take to determine whether a food 
product should be marketed.

***** The PAHO NPM can be used to inform a number of policies, including but not limited to, establishing 
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restrictions for marketing/promotion of unhealthy food and beverages to children, regulation of school food 
environments, FOP warning labels, establishment of taxation policies to limit consumption of unhealthy 
foods, assessment or reexamination of agricultural subsidies, development of guidelines for foods provided 
by social programs to vulnerable populations.  

REFERENCE 
1 Regional Office for South-East Asia, World Health Organization. (2016). WHO nutrient profile model 
for South-East Asia Region. WHO Regional Office for South-East Asia. Accessed on: August 21, 2023. 
Available From: https://apps.who.int/iris/bitstream/handle/10665/253459/9789290225447-eng.
pdf?sequence=1&isAllowed=y
2 Regional Office for Africa; 2018. Licence: CC BY-NC-SA 3.0 IGO. Accessed on: August 21, 2023. 
Available From: https://apps.who.int/iris/bitstream/handle/10665/329956/9789290234401-eng.
pdf?sequence=1&isAllowed=y 
3 WHO Regional Office for Europe nutrient profile model: second edition. Copenhagen: WHO Regional Office 
for Europe; 2023. Licence: CC BY-NC-SA 3.0 IGO. Accessed on: August 21, 2023. Available From: https://
www.who.int/europe/publications/i/item/WHO-EURO-2023-6894-46660-68492
4 World Health Organization, Regional Office for the Americas. Pan American Health Organization Nutrient 
Profile Model. Washington, D.C, 2016. Accessed on: August 21, 2023. Available From: http://iris.paho.org/
xmlui/bitstream/handle/123456789/18621/9789275118733_eng.pdf?sequence=8
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ANNEX 3
TARGETS AND INDICATORS - NMAP (2017 - 2022)

Source: National Multisectoral Action Plan (NMAP) for Prevention and Control of Common Noncommunicable 
Diseases (2017- 2022). Ministry of Health & Family Welfare (MoHFW) Government of India. Available From: 
NMAP Display 25 March 2019 REV.cdr (mohfw.gov.in)
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ANNEX 4
ROLE OF MINISTRIES TO DEVELOP LEGAL FRAMEWORK (NMAP) 

S. No Responsible 
Ministry/Department

NMAP Recommended Policy Options

1. Ministry of 
Information and 
Broadcasting 

• Develop a legal framework to regulate the advertising of High in 
Fats, Salt, Sugar (HFSS) food and Sugar Sweetened Beverages.

• Amendments to the Code of Cable Television Networks Rules, 
1994, and the Norms of Journalist Conduct, 2010, in order to reduce 
exposure to children. 

2. Ministry of Law  
and Justice  
(Legal Affairs) 

• Support in the development of public health regulations/legislation 
for the prevention and control of risk factors for NCDs, such as 
regulating advertising, marketing, and promotion of unhealthy foods 
to children.

3. MoHFW (FSSAI) and 
Ministry of Food 
Processing Industries

• Implementation of explanatory front-of-pack labelling and detailed 
back-of-pack nutrient labelling. Elimination of trans fats from the 
food chain, as well as regulations promoting the reformulation of 
processed foods to reduce the quantity of fat, sugar, and salt in 
such products.

Source: Adapted from Ministry of Health & Family Welfare (MoHFW) Government of India, National Multisectoral 
Action Plan (NMAP) for Prevention and Control of Common Noncommunicable Diseases (2017- 2022). Available 
From: NMAP Display 25 March 2019 REV.cdr (mohfw.gov.in) 
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ANNEX 5
RESPONSE OF FSSAI ON MISLEADING ADVERTISEMENT COMPLAINT 
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ANNEX 6
COMPLAINTS TO CCPA

S. No Product Grievance Number /
Docket Number

Grievance Registration 
Date and Time

Platform used

Real Fruit Power ED101495328IN* 12-08-2022  Offline Complaint by 
Speed Post to Ministry of 
Consumer Affairs, Food 
& Public Distribution, 
Department of Consumer 
Affairs

Nutrichoice 
Protein Milk 
Almond Biscuits  

3949318 20-10-2022 17:32:58  Grievances 
Against Misleading 
Advertisements (GAMA) 
Online Portal

Britannia Milk 
Bikis 

4141601 29-12-2022 14:32:07 Grievances 
Against Misleading 
Advertisements (GAMA) 
Online Portal

Cadbury 
BournVita 
“Forced Pack”  

4062723 later 
changed to 4199267

20-01-2023 09:29:47 Grievances 
Against Misleading 
Advertisements (GAMA) 
Online Portal

Parle-G Royale

    

4597183 04-06-2023 19:03:48 Jago Grahak jago National 
Consumer Helpline (NCH) 
- WhatsApp number

Amul Ice-cream 4660868 25-06-2023 11:27:44 Jago Grahak jago National 
Consumer Helpline (NCH) 
– WhatsApp number

*Consignment Number 
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ANNEX 7
RTI RESPONSE FROM FSSAI 
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ANNEX 8
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