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Rationale for the advertising policy
• London has the worst childhood obesity rates for any city 

in Europe.
• Huge impact on the already strained NHS and economic 

productivity.
• Disproportionately affects people from poorer backgrounds.
• Advertising impacts on children’s food choices.
• Overwhelming support for the ban from Londoners.
The advertising policy is one of many commitments that the 
Mayor is making in the strategy to encourage healthy eating.
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The Mayoral
‘London Food Strategy’

On the 25th February 2019, a new advertising policy came into 
effect restricting the advertising of food and non-alcoholic drink 
that is high in fat, sugar and salt (‘HFSS’ products) across TfL’s 
advertising estate. Reducing exposure to these advertisements 
among children is part of the Mayor’s response to the challenge 
of childhood obesity.
This guide, provided by Global, explains the details of this policy, 
and will help you navigate your way through the necessary steps 
to ensure a smooth process to achieving compliant artwork.



HFSS explained
HFSS is the classification for all food and non-alcoholic drink which is 
high in fat, salt, and/or sugar according to the Nutrient Profiling Model, 
managed by Public Health England (PHE). Alcoholic drinks are not 
included in the ruling as they are governed under their own rules.

The Nutrient Profiling Model (NPM)
In April 2007, media and communications regulator Ofcom introduced
broadcasting restrictions to significantly reduce children’s exposure
to television advertising of HFSS foods. The Nutrient Profiling Model
was developed by the Food Standards Agency (FSA) in 2004 - 2005 to 
provide Ofcom with a tool to differentiate foods on the basis of their 
nutritional composition.
The model uses a simple scoring system where points are allocated
on the basis of the nutrient content of 100g of a food or drink. Points 
are awarded for ‘A’ nutrients (energy, saturated fat, total sugar and 
sodium) and for ‘C’ nutrients (fruit, vegetables and nut content, fibre 
and protein). It uses a scoring system which balances the contribution 
made by beneficial nutrients that are particularly important in 
children’s diets, with components in the food that children should eat 
less of. The score for ‘C’ nutrients is then subtracted from the score for 
‘A’ nutrients to give the final nutrient profile score. Foods scoring 4 or 
more points, and drinks scoring 1 or more points, are classified as HFSS
and are subject to advertising restrictions. The model applies equally to 
all food and non-alcoholic drink.
For more information on nutrient profiling, visit the
Department of Health website:
www.gov.uk/government/publications/the-nutrient-profiling-model
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TfL’s entire advertising estate is covered

TfL-owned roadside locations TfL London Black Taxis

TfL London Bus SheltersTfL London Rail Estate TfL London Bus
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The TfL HFSS Policy
In a nutshell
The advertising will be unacceptable if it promotes (directly or 
indirectly) food or non-alcoholic drink that has been scored as 
high in fat, salt and/or sugar (HFSS), according to the Nutrient 
Profiling Model (NPM). There is the opportunity, however, for
food and drink brands to request consideration for advertising 
particular products if they feel those products do not contribute 
to HFSS diets in children (see page 20 for the Exception process).

The NPM score of the product featured
Food and non-alcoholic drink advertisers
These advertisers must demonstrate the HFSS rating of their product 
(‘self-certification’). Self-certification can be recorded quickly and 
efficiently via our website:
https://outdoor.global.com/uk/our-products/rail/tfl-rail-estate/hfss

Non-food and non-alcoholic drink advertisers

These advertisers can also, if able, demonstrate the HFSS rating of 
their product via the above link.
The expectation is that many non-food and drink advertisers will
not know the NPM score of the products featured, therefore Global 
will, with TfL, manage the process of reviewing the suitability of any 
product featured (see page 24).
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The rules for the TfL estate:
Global has distilled the TfL HFSS policy into two key categories:

1. All advertisers

2. Food and non-alcoholic drink advertisers.

Adhering to the below rules will ensure advertisers create 
compliant artwork for the TfL estate. The below is explained in 
more detail on pages 10–17. When food/non-alcoholic drink is 
featured in the creative copy…

RULE 1: All advertisers
A)Must feature non-HFSS food/non-alcoholic drink (to include 
incidental placement)

B)Must feature the non-HFSS food/non-alcoholic drink as a 
single portion unless agreed otherwise

C) Must not usually show children in the creative copy

RULE 2: Food and non-alcoholic drink advertisers
A)Must feature a non-HFSS product as the basis of their 
creative copy

B)May feature their logo as secondary advertising if TfL feel 
that it does not promote HFSS food/non-alcoholic drink

C) Must label non-HFSS product/s with a prominent descriptor
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Rule 1: All advertisers
A) Must feature compliant food/non-alcoholic drink only
Any advertiser wishing to feature food or non-alcoholic drink in their creative copy must take note of the following:

Advertisers who produce, sell, 
retail, distribute or promote 
food or non-alcoholic drink 
must ensure the product 
featured is HFSS compliant

Non-food and non-alcoholic 
drink advertisers must also 
ensure that any food or non-
alcoholic drink featured is 
HFSS compliant

‘Graphical’ or other visual 
representation of HFSS products 
is also not acceptable

Featuring a range of 
compliant and non-compliant 
products does not make
the overall creative 
acceptable

‘Textual’ representation 
of HFSS products is not 
acceptable

If the product is small, 
but clearly visible, 
then the product 
featured must still be 
HFSS compliant

The context of 
the HFSS product
featured is irrelevant
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Rule 1: All advertisers
A) Must feature compliant food/non-alcoholic drink only
Incidental placement:
Any creative copy featuring food/non-alcoholic drink incidentally (visible alongside the advertised product) must also be HFSS compliant.

Acceptable Unacceptable
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Rule 1: All advertisers

UnacceptableAcceptable

A) Must feature compliant food/non-alcoholic drink only
Incidental placement:
Only if the HFSS product featured is indistinguishable may it be acceptable.
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Rule 1: All advertisers
B) Portion size
All advertisers displaying a non-HFSS product that appears on the PHE Sugar and Calorie Reduction List (see page 18), should display the product 
as a single portion unless agreed otherwise by TfL.

Acceptable Unacceptable

See page 17 for labelling requirement
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Rule 1: All advertisers

UnacceptableAcceptable

C) Children in food and drink advertising
Children should not usually be shown in advertisements for products which appear on the PHE Sugar and Calorie Reduction List (see page 18).
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Rule 2: Food and non-alcoholic drink advertisers only
to include primary or secondary advertisers
A) Mandatory inclusion of compliant product
Food and non-alcoholic advertisers must always include a compliant HFSS product in their creative copy.

Acceptable Unacceptable

Pr
im
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y
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Rule 2: Food and non-alcoholic drink advertisers only
to include primary or secondary advertisers
B) Use of branding and logos
Where a food or drink brand’s logo is featured incidentally, and this brand has HFSS product(s), TfL may agree to its inclusion if it is satisfied that the
image does not promote HFSS food and non-alcoholic drink.

Acceptable Unacceptable
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C) Prominent product descriptor
Advertisers displaying a non-HFSS product which appears on the PHE Sugar and Calorie reduction list (see page 18) must label the product with a 
prominent product descriptor.

Acceptable Unacceptable

Rule 2: Food and non-alcoholic drink advertisers only
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PHE sugar reduction categories:
Breakfast cereals 
Yoghurts

Biscuits 

Cakes
Morning goods 

Puddings
Ice creams, lollies and sorbets 

Chocolate confectionery 

Sweet spreads and sauces 
Juice-based drinks

Milk-based drinks

PHE calorie reduction categories:
Bread with additions (e.g. olives, cheese etc.) 
Crisps, savoury and other snacks

Savoury biscuits, crackers and crispbreads
Potato products (e.g. chips, croquettes, mashed potato etc.)

Sausages (raw and cooked) and sausage meat products, frankfurters 
and hotdogs
Burgers
Meat, fish and vegetarian pastry pies and other pastry products
Cooking sauces and pastries 
Table sauces and dressings

Pasta/rice/noodles/other cereals with added ingredients and flavours

Ready meals with carbohydrate accompaniment (potato, rice,
noodles, pasta etc.) including fish, meat and meat alternative
Meal centres without carbohydrate accompaniment (potato, rice,
noodles, pasta etc.) including fish, meat and meat alternative

Prepared dips and composite salads as meal accompaniments (e.g. 
coleslaw, potato salad, guacamole, salsa etc.)
Pizza
Egg products and dishes (e.g. quiche)

Food to go (e.g. sandwiches, boxed main meal salads etc.)

PHE Sugar and Calorie Reduction List
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Product ‘Exceptions’
To ensure that the 
policy does not have 
any unintended
consequences, there is the 
opportunity for food and 
drink advertisers to request 
consideration to advertise 
particular products
(scored as HFSS) if they
can demonstrate, with 
appropriate evidence,
that those products do not 
contribute to HFSS diets in 
children.

Where an exception is 
granted, creative copy 
should:

• not suggest that the 
product/s are healthy

• be presented in a way 
that is targeted at adults 
and adult settings, rather 
than children

Is a healthier 
version available?

Is the product on 
PHE’s sugar or calorie 
reduction list?

Is the product 
generally consumed 
by children?

Does the 
presentation of the 
product appeal to 
children?

Does the presentation 
contain, for example, 
cartoons; animals; toys, gifts 
and prizes; or child-friendly 
product names?

Robust and demonstrable evidence 
required, e.g. consumption data or 
market testing.

See below link for evidence-based categorisation 
of foods/drinks of concern for obesity prevention: 
www.gov.uk/government/publications/calorie-
reduction-the-scope-and-ambition-for-action

Is there a healthier version of the product 
that passes the NPM?

TfL may take any or all of the above questions into 
consideration when assessing requests for Exceptions

3
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Consideration will be based on the following four factors:

http://www.gov.uk/government/publications/calorie-


Exception applications
Exception applications must be made directly to TfL. Those food 
and drink advertisers applying for an Exception must do so for a 
particular HFSS product rather than request an Exception on a 
piece of artwork where an HFSS product is featured. A separate 
application should be made for each product.

The form can be found at:
http://content.tfl.gov.uk/hfss-exceptions-application-form.pdf

A form will ask for the following details:
• Name of company/brand and the name and description of 

the product
• Product Nutrient Profile
• Contact details
• Outline the primary reasons why you believe your product 

does not contribute to HFSS diets in children
• Is there a healthier version (i.e. a product which is not high 

in fat, salt and/or sugar according to the Nutrient Profiling 
Model) of the product available?

• Is the product on PHE’s sugar or calorie reduction list?
• Do you have evidence that the product is not generally 

consumed by children?
• Does the presentation of the product appeal to children?
• Any supporting documentation you are providing with your 

application

Completed applications should be sent to:
TFLHFSSQueries@tfl.gov.uk

DO NOT DELAY: To avoid delaying your campaign, advertisers 
should apply for a product Exception now rather than when 
their creative copy is ready.

en? Please see the marketing

ith your application if

5. Does the presentation of the product appeal to childr

techniques considered to appeal to children.

6. Please list below any supporting documentation you are providing w

applicable.

Completed applications should be sent to: TfLHFSSQueries@tfl.gov.uk

1. TfL will consider exceptions to its Healthier Food Advertisement policy for food and non-
alcoholic drinks that are high in fat, sugar and/or salt where the product does not
contribute to high fat, sugar and/or salt (HFSS) diets in children. Please outline the primary
reasons why you believe your product does not contribute to HFSS diets in children:

2. Is there a healthier version (i.e. a product which is not high in fat, salt and/or sugar
according to the Nutrient Profiling Model) of the product available? If so, please give
details.

3. Is the product on PHE’s sugar or calorie reduction lists? If so, please give
details:

4. Do you have evidence that the product is not generally consumed by children?

APPLIC
ATION

FORA
PRODU

CTEXC
EPTION

TOTHE
TfLHE

ALTHIE
RFOO

DA
DVER

TISEM
ENT

POLICY

This application form is for products high in fat, salt and/or sugar (HFSS) to apply for exception from

the Transport for London (TfL) Healthier Food Advertisement Policy. Please refer to the TfL Ad Policy:

Approval Guidance Food and Non-Alcoholic Drink Advertising for more information. Where

exceptions to the TFLHealthier FoodAdvertisement policy are granted, advertis
ement copy will still

be subject to review before beingallowed to advertise on the TFLnetwork.

TfL’s approach to product level exce
ptions will be kept under review and this form will be updated as

required.

Prior to submitting an exception request, companies/brands should consider whether a non-HFSS

version of the product is availableand can be advertised instead.

Name of company/brand applying
for exception:

Name and description of product for which an exception is sought:

Product nutrient profile: please refer to Public Health England’s Technical Guidance on working out

the NP score for a food or drink.

Energy
(kJ/100

g)

Satura
ted fat

(g/100
g)

Total s
ugar (g

/100g
)

Sodium
(mg/1

00g)

Fruit, v
eg,nu

ts(%)

AOAC
fibre (g

/100g)
:

Protein
(g/100

g):

Please provide an individual’s conta
ct details so we can inform you of the outcome of your

application:

Name:

Email address:

Telephone Number:

Address:
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2304. The Process

Application
successful

Application
unsuccessful

Reproduce advertisement with
alternative food/drink product

Are you a food or
non-alcoholic drink brand,
service company or ordering

service?

Does your advertisement feature either an
image, graphical representation of, or text

reference to, a food or non-alcoholic
drink? (for example, either an image of a

sandwich, or the word ‘sandwich’)

Does your advertisement feature either an
image, graphical representation of, or text

reference to, a food or non-alcoholic drink?
(for example, either an image of a sandwich,

or the word ‘sandwich’)

Your advertised product can now feature on the TfL estate, subject to
other copy approval requirements being met, and will be processed

by Global’s Customer Solutions team for posting/scheduling

Please
submit your

advertisement to
Global’s

Customer
Solutions team for
review, including
your campaign

reference number

TfL will
review your

advertisement
for suitability to

run on TfL
estate

Advertisement
not approved

Advertisement
approved

Advertisement
not approved

Advertisement
approved

Reproduce advertisement with
alternative image/graphic/text

Reproduce advertisement
with alternative image/text

Yes

NoYes

Please confirm if either an
image/graphic or reference

Is the product featured in the
advertisement rated HFSS? (as

decided by its NPM score)

Please adapt you artwork to
include a non-HFSS product

as the basis of your
advertisement

Please submit your advertisement to
Global’s Customer Solutions team for review,
including your campaign reference number

NoYes

Image/graphic Reference

YesHave you applied for an
HFSS Exception?

Enter your TfL
Exception

reference on the
Global website

If you have not applied for an
Exception, but you believe your

product is eligible, please submit
your application to TfL asap

It is the advertiser's
responsibility to confirm

whether a product
featured is HFSS or

non-HFSS

Self certify the
HFSS rating via

Global’s
website

Don’t
KnowNo

Yes No

Application
successful

Application
unsuccessful

No

Global’s
Customer

Solutions team
will review your
advertisement
for suitability to

run on TfL estate

Global’s
Customer

Solutions team
will review your
advertisement
for suitability to

run on TfL estate

TfL will
review your

advertisement
for suitability to

run on TfL
estate

Navigating the
HFSS process

Key links
Copy approval enquiries:
Specialist / National Agency booking:
NationalCS@global.com
Direct / Local Agency booking:
LocalDirectCS@global.com
Global’s website:
https://outdoor.global.com/uk
TfL Exception form: 
http://content.tfl.gov.uk/hfss-exceptions-
application-form.pdf
TfL Exception submission:
TfLHFSSQueries@tfl.gov.uk

mailto:NationalCS@global.com
mailto:LocalDirectCS@global.com
https://outdoor.global.com/uk
http://content.tfl.gov.uk/hfss-exceptions-application-form.pdf
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mailto:TfLHFSSQueries@tfl.gov.uk
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2505. Further Information

For further information please visit the Global website:
https://outdoor.global.com/uk

If you would discuss further, please contact Global or TfL directly:

Chris Reader, Transport for London 
Head of Commercial Media 
TfLHFSSQueries@tfl.gov.uk

Tom Auston, Global 
Partnership Manager 
HFSS@global.com

Aemilia Pickthall, Global 
Partnership Executive 
HFSS@global.com

For more information
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