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AUSTRALIA & NEW ZEALAND NUTRITION POLICY 

Purpose 
Goodman Fielder is committed to turning the Better Together goals into actionable 
commitments.  

The goal of Goodman Fielder’s Nutrition Policy is to meaningfully improve the 

nutritional value of our products by 2026.  

We are committed to maintaining a portfolio of products where the majority are 
considered everyday foods within a healthy diet. We will continue to improve the 
nutritional value of everyday and discretionary foods through reformulation and 
innovation, whilst maintaining taste, product functionality, accessibility, 
affordability, and sustainability. 

Coverage 
This policy applies to all Goodman Fielder products, both existing and future 
products.  

 

Health Star Rating  

 
By the end of 2025, our ambition is for 70% of our everyday portfolio to score a 
Health Star Rating of 3.5 or above. 

 

Food Reformulation  

& Innovation   

 
We will continue to work towards the voluntary reformulation targets for sodium, 
sugar and saturated for relevant food categories set by the Australian 
Government’s Healthy Food Partnership, and the New Zealand Heart Foundation’s 
Food Reformulation programme, to improve the nutritional value of our products.  

 

• By the end of 2026, our ambition is for 70% of the relevant food products 
in our portfolio, to meet external targets for sodium, sugar and saturated 
fat.  

• All new products within the designated portfolios listed below, will comply 
with the external targets for sodium, sugar and saturated fat. 



GOODMAN FIELDER COMPANY POLICY 

Page 2 of 5 

 

 

Portfolio nutrition 

targets and external 

criteria  

 
AUSTRALIA 
Australia’s food reformulation and innovation targets align with the external 
Healthy Food Partnership’s targets. 

 
Bread 
Continue to reduce the sodium content in our bread range. This will build on the 
500 tonnes of sodium already removed between 2012 and 2022, from our Wonder 
and Helgas Bread range. 

• Leavened Bread target: 380mg/100g 

• Flat Bread target: 450mg/100g 
 

Sweet Bake 
Work towards bringing our sweet bake portfolio in line with the Healthy Food 
Partnership’s sodium reformulation target.  

• Sweet Bakery target: 360mg/100g 
 

NEW ZEALAND 
New Zealand’s food reformulation and innovation targets have considered both The 
Heart Foundation and Healthy Food Partnership targets. The target which has been 
chosen for Goodman Fielder are bolded below. 

 
For some categories, Healthy Food Partnership targets have been chosen as our next 
step, reflecting where we are on our reformulation journey. We will continue to 
investigate technical feasibility and scope ways to work towards the Heart 
Foundation targets, and we remain committed to their reformulation programme.  

 
Bread 
Continue to reduce the sodium content in our bread range bread range, in line with 
the sodium reformulation target for the Healthy Food Partnership.  

• Healthy Food Partnership Leavened Bread target: 380mg/100g 

• Heart Foundation Leavened Bread target: 370mg/100g 
 

Processed Cheese 
Reduce the sodium content in our Chesdale processed cheese range by 10%, in line 
with the sodium reformulation target for the Heart Foundation.   

• Healthy Food Partnership Processed Cheese target: 1,270mg/100g 

• Heart Foundation Processed Cheese target: 1,270mg/100g OR 10-15% 
reduction in products significantly above 1,270mg/100g 
 

Yoghurt 
Reduce the total sugar content of our Meadow Fresh and Yoplait yoghurt ranges to 
meet the Heart Foundation’s reformulation target. 

• Healthy Food Partnership Sweetened Yoghurt – Mammalian target: 
12.5g/100g 

• Heart Foundation Dairy Yoghurt & Dairy Foods target: 8.5g/100g OR 
15% reduction for products significantly above 8.5g/100g 
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Flavoured Milk 
Reduce the total sugar content of our Meadow Fresh flavoured milk range, to meet 
the Healthy Food Partnership’s reformulation target.  

• Healthy Food Partnership Flavoured Milk – Mammalian target: 
9g/100ml 

• Heart Foundation Flavoured Dairy Milk target: 7g/100ml OR 10% 
reduction for products that are significantly above 7g/100ml 

 
Sweet Bake 
Work towards bringing our sweet bake portfolio in line with the Healthy Food 
Partnership’s sodium reformulation target. 

• Healthy Food Partnership Sweet Bakery target: 360mg/100g 

• Heart Foundation has no target for this category.  
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Trans-fat 

Commitment  
 

 
In 1990’s Goodman Fielder was instrumental in reducing trans-fat in the food supply, 
by developing margarine spreads that met the Heart Foundation’s criteria for 
saturated and trans-fat levels. All Goodman Fielder spreads have contained <1% 
trans-fat as total fat since this time.  

• By the end of 2026, our retail products will have levels of trans-fat 
originating from partially hydrogenated oils of ≤2g/100g of total fat. 

 

 

Transparent 

Labelling 

Commitments 

We will make it easier for consumers to identify healthier choices by displaying the 
Health Star Rating on all our retail products. This will be a staged approach with 
regular labelling updates on over 3000+ products. 

• By the end of 2025, our ambition is that 70% of our intended retail 
products will display the Health Star Rating.  

• All Goodman Fielder products have nutrition information available online 
and this will continue for all new products in future. 

 

 

Responsible 

Marketing 

Commitments 

 
Australia 
We are committed to following the principles of the Australian Association of 
National Advertisers (AANA) suite of codes, including the AANA Code of Ethics, Food 
and Beverage Advertising Code and the Children’s Advertising Code. 
 
New Zealand 
We are committed to following the principles of the Advertising Standards 
Authority’s Advertising Standards Code, the Children’s Advertising Code, and the 
Food and Beverage Advertising Code. 

 

• We will continue to adhere to all advertising codes and remain 
committed to responsible advertising and marketing to children.   
 

Community 

Initiatives in Food 

and Nutrition  

 

 
Australia 
In 2022 alone, Goodman Fielder Australia donated the equivalent of 1.2 million 
meals or 550 tonnes of essential grocery items. 

 
New Zealand 
Since 2006, Goodman Fielder has donated approximately 150,000 loaves of bread 
annually to food banks in New Zealand. To date, over 2 million loaves of bread have 
been donated. 

 

• We will continue to support communities to address food insecurity. 
 

Workforce Nutrition 

& Wellbeing 

Commitment  

 

  
From 2024, nutrition and wellbeing education initiatives will be offered to all staff 
in Australia and New Zealand. 
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Approved By 

Head of Research & Development AU & NZ 

 


