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What is the Nutrition and Health /-

7y N
Foundation? (’
Multi-stakeholder organisation & iiLrn
. Communicates evidence-based B
Information on nutrition, health NHF
and physical activity to TSl
. statement
encourage an improved and
healthier i In Ireland.
” ealthier society eland )

.\ Funded by the Food & Beverage Industry

IBEC
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What makes the NHF different? 2, S
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A Multi-stakeholder group NUTRITION

& HEALTH
. . FOUNDATION
A Extensive consumer understanding (knowledge)

delivered through membership
AScientific knowledge delivered through membership

A Facilitation of balanced/evidence based consumer

, research allows NHF initiatives to focus on
-

-~ consumer needs/wants
NV

0\ AActive partnership with Government/non

government agencies and academics
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Who are the
stakeholders?

NUTRITION

& HEALTH
FOUNDATION

IBEC
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Non industry

A Bord Bia A Irish Universities .,
A Bord lascaigh Mhara Nutrition Alliance & HEALTH
A Department of Education A Loughlinstown Hospital
and Science A National Dairy Council
A Dublin City University A safeFood
AEnterprise Ireland ASt Angel ads Col
A Exercise & Sports Science o 190
Association of Ireland Atea gascodos Food
A\ Irish Nutrition and Dietetic Research Centre,
Institute Ashtown
A Irish Society for Chartered A University College
Physiotherapists Dublin

A University College Cork
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Industry (":
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ABrennanés Ba lAKfelkine s NUTRITION
o A ¢ & HEALTH
ABritvic Ireland Kellogg Company of  rounpation
ACadbury Ireland Ltd refand _
A AKepak Convenience
Coca Cola Bottlers
Foods

Ireland
ADanone Ireland
ADawn Farm Foods

’.’ AGlanbia Consumer Foods AMars Food Ireland

4 AclaxosmithKline APepsuCo Ireland
o\ AUniIever Ireland

AKerry Foods
AKraft Foods Ireland
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How the NHF works W
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ABased and relies on

NUTRITION
& HEALTH

Multi-stakeholder, partnership FOUNDATION
approach

Contribution from all supporters is essential
| All activities must be agreed by all stakeholders

AEnsure NHF messages complement those of
government and other stakeholders

ADoes not speak for, defend or lobby on behalf of the

- i
Y Afood iIndustry
Work of behalf of all NHF members

I
"z
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NHF Strategic Objectives

1. Consumer Understanding

2. Communication

3. Government/non government
/4 4. Developing the NHF
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NUTRITION
& HEALTH
FOUNDATION
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1. Consumer Understanding ~f

NUTRITION

ANHF/Pigsback 2009 17 weight management practices s yrartH
| data released in near future R

ANHF/DIT i life skills module for new entry level
students (to commence in current academic year)

AIUNA Teenagers Survey 2008 (funding)
AMotivational Aspects of Behavioural Change 2007

” ALifester behaviour change for General Practice

\" (funding & advisory) 2006/7 i completed 2009

.\ AHeaIth and Lifestyle Research 2005
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2. Communication (a) m(v.\

AWorkaace wellbeing campaign (WWC) ety
FOUNDATION
AFree comprehensive information & advice
designed to promote good nutrition & physical activity in

work - Encourages positive changes to food & exercise habits

AOver 101,000 employees involved to date
(seminar 08 - 67,000)

ACase studies: Canada Life i 4 themed weeks in year

Website:
NHFinitiatives/workplacewellbeing
campaign
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2. Communication (b)

A WWC Evaluation

NUTRITION
& HEALTH

EOUNDATION

% change

Effectiveness of WWC at personal level

57.9

diet

exercise lifestyle

areas of change

social
interaction
with
colleagues

B8 minor change
@ major change
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2. Communication (c) .~
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APR activities
NUTRITION
A Monthly press releases based on core messages & HEALTH
FOUNDATION

A Unsolicited requests for opinions - NHF brand is becoming
known

A Newsletter to communicate the work of NHF to stakeholders
A Exercise focused competition with 2FM

A Eat Smart week - healthy eating easy & not boring, Derry
Clarke of LOEcrivian develops rec

,’ ANEW Website

\, A Launched July 2008

<
.\ A Provides advice and information on nutrition & physical

www.nhfireland.ie

activity

A Doubling T tripling in number of visits
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Headline: Can extreme crash dieting ever really be good for you?

Can extreme crash dieting
ever really be good for you?

The death of a bride
desperately trying to
lose weight has put a
spotlight on crash diets.

Caitriona Palmer

takes a look at

the new research

octors and nutrition-

ists hawve railed

against them for

years but now some

experts believe that
crash diets can actually be good
for you.

This surprising news comes
in the wake of the death of
Samantha Clowe, an obese
British woman who died in
June efter losing more than
three stone on a crash diet
designed to help her get in
shape for her wedding.

Determined to avoid being a
“fat bride’, Samantha collapsed
from heart failure at her home
in Leeds after 11 weeks of eating
only shakes and soups on the
strict low-calorie LighterLife
diet.

But some drastic diets when
approached in 4 sensible man-
ner can yield results that are
better and longer-lasting than
some of the standard ‘slower’
diets, says a leading interna-
tional nutrition expert.

Susan Roberts, professor of
nutrition at Tufts University in
Massachusetts, says that the
speedy weight loss associated
with crash diets initially moti-

vates and encourages dieters.
s TR T TR T IR N

unhealthy if you do”

oberts says that research
conducted in her labora-
tory in Massachusetls
clearly demonstrated that for
some people, slow weight loss
‘was not necessarily better than
the more dramatic loss associ-
ated with more drastic diets.
“We did a study comparing
small and large calorie cuts —
10pe versus 30pe. About half of
the 10pes did quite well overall
‘but the other half couldn't keep
it up. There is something about
asmall calorie cut that is hard-
er than a large calorie cut for
sustainability” savs Roberts who
Is author of The Instinct Diet.
Roberts says that those in
need of shedding a few pounds
should avoid drastic diets like
the lemon and water purge, one
of many popular liquid diets.
Such diets do work, she admits,

Tend Anmemak e soetalned dan
more than a 5

Instead she advises that crash
dieters lower their daily calorie
intake to a8 low as 1,200 while
maintaining a healthy diet of
low-GI, high protein foods
including fruits, vegetables, lean
meats, soups and plenty of fibre.

Maintaining this strict but

is only capable of so much,” she
SAYS. .
In the US, cable news and
entertainment channels are sat-
urated with seductive adver-
tisements of low-calorie diets
promising near miraculous
results with a minimum of
work. Even a British newspaper
that ran an online story about
the death of Samantha Clowe
also printed an advertisement
fior a crash diet promising a loss
of 40 pounds inone month next
to the article.

Celebrities also tout the mag-
{cal effects of crash dieting. The
R&B singer Beyonce admitted
to losing over 20 pounds in 10
days on the all-liquid *Maple
Syrup’ diet but warned fans not
to follow her lead.

Many experts, including
Roberts, dismiss these extreme
diets as unrealistic and danger-
ous and say that the dramatic
‘before’ and ‘after’ pictures hide
less impressive long-term sue-
cess rates.

“What [ would call a ‘crash
diet’ — people can survive
them,” said renowned weight-
loss specialist Dr Louis J Aronne
of the Weill-Cornell Medical
College and author of the best-

Samantha Clowe (34) was so
determined to lose weight that
she decided to try the controver-
sial LighterLife diet — which
restricts people to only 530 calo-
ries a day for a maximum of 12
weeks. Family members say
Clowe stuck to the LighterLife
policy by seeing her GP and
attending weekly counselling
sessions. Clowe, who weighed
nearly 17 and a half stone when
she began LighterLife, lost over
three stone before she died.

A post-mortem examination
revealed that Clowe died from
cardiac arrhythmia — an irreg-
ular heartbeat — and ruled the
cause of death as inconclusive.
But British Home Office
pathologist Dr Alfredo Walker
added that: “it may be related to
her low calorie diet and weight
loss™

Clowe’s death was the sec-
ond fatality involving a woman
who had undertaken the
LighterLife diet. In 2006, Matil-
da Callaghan (25) from London
died of cardiac arrhythmia after
losing 10 stone on the plan but
her death was also ruled as
“unascertained”

A LighterLife spokesman
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study showed a slizht increase
in the nomber of men responsi-
ble for meal preparation, from
18 per cent in

20003 up to 23
per cent in
2007

A 2008 study by
UK food company

1Purisia found thar

60 per cent of men

MW regularly

cook for friends

and family and

that the

number of families where men
help in ‘the kitchen has risen
fram 27.5 per cent in the post-
war period to §6.5 per cent in
2008,

According to Dr Muireann
Cullen of the Nutrition and
Health Foundation, there are
numerous reasons why more
men are cooking than previous-
Iy = ome of the most imporeant
factors, she believes, is the rise
{and rise) of the celebrity male
chef,

“It wsed to be that most of the
famous chefs on TV were wom-
en,” she savs, “but now we have
the likes of Jamie Oliver amd
Gordon Ramsey. 1 think that
prety much knocks on the head
the idea that it’s not masculine
to ook 1 also think that it's part-
by to do with the economics of
the situation.

“Im most households now,
hoth partners are working so
there is a tendency to share



