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[bookmark: _Toc507056137]Table S4: Good practice examples by domain
	Domain
	Selected good practice examples [footnoteRef:1] [1:  As at 2018] 


	Corporate strategy
	1. Unilever has made a strong commitment to nutrition and health at the global level, and highlights health as one of three key pillars that make up the company’s Sustainable Living Plan. It sets out specific, time-bound nutrition and health targets and objectives that are routinely reported against. It aligns its approach with priorities set out by the World Health Organization (WHO) and the United Nations (UN) Sustainable Development Goals (1).
2. Nestlé and Lion Dairy and Drinks (Australia) publish annual national reports detailing their progress against their objectives and targets related to nutrition, and demonstrate that Key Performance Indicators (KPI) of senior managers are linked to their nutrition strategy.

	Product formulation
	1. Nestlé has set specific, time-bound reformulation targets for the reduction of saturated fat, salt and added sugar across the company’s global portfolio, and has reported removal of all artificially produced trans fats in its products. Compliance with reformulation targets is audited and publicly disclosed on a regular basis (2).
2. Supermarket chain Foodstuffs New Zealand (NZ) have committed to reformulating own-brand products to support the NZ government’s 2015 Childhood Obesity plan. The company had set a target to reduce sodium and sugar by 10% by the end of 2018 across their home brand product range and pledge to continually reduce saturated fat and encourage reformulation of supplier products (3).
3. McDonald’s had made a global commitment to reduce the salt, sugar and fat of its product portfolio and to serve 100% more fruit, vegetables, low fat dairy or wholegrains by 2020. They committed to offering healthier drinks and side items, like fruit, water and low-fat dairy, for children’s meals (4).

	Nutrition labelling
	1. Sanitarium (Australia) has a commitment to implement the Australian government-endorsed Health Star Rating system across all products in its portfolio, and provides comprehensive online nutrition information for all products (per serve, per 100g and HSR) (5).
2. Woolworths and Coles (Australia) have committed to implement the Australian government-endorsed HSR system across all own-brand products, including confectionery products (6).
3. Walt Disney (US) restaurants, resorts and theme parks have introduced an icon to easily identify healthier menu items (in-store and online) (7).

	Promotion practices
	1. Danone implements a marketing to children policy (applying to children under 12 years) that covers broadcast and non-broadcast media. It commits to not use promotional techniques that appeal to children, and does not market in the vicinity of schools, in secondary schools, or in places where children gather (e.g., day care centres, activity centres). It makes a global commitment to not use messaging that encourages a ‘less healthy’ lifestyle or overconsumption of any of its products. Danone reports compliance with its policies, and discloses and audits its marketing spending on healthy products, with a view to increasing marketing spending on these products over time (8).
2. Woolworths (Australia) has an ongoing ‘free fruit for kids’ initiative, providing free fresh fruit to children under 12 in most stores nationally (9). 
3. Several major quick service restaurant chains have made a commitment to not offer toys in children’s meals, e.g., Jack in the Box (US), KFC Australia (10).

	Product accessibility
	1. Unilever has set a clear, time-bound target to transition a portion of its portfolio into a healthier product category. The company makes a commitment to increase the affordability and availability of ‘healthy’ products across its global markets and identifies accessibility issues as a key part of its business strategy, aligning with the UN’s Sustainable Development Goals (1). 
2. Tesco United Kingdom (UK) removed all sweets and chocolates from its checkouts, including its Express and Metro stores. Confectionery-free checkouts were implemented across the UK from 2015 and replaced with healthy items, such as dried fruits and nuts (11). 
3. Subway in Australia and the United States (US) provide a healthier side and drink option as the default in its children’s meals, and in the US explicitly aligns children’s meals (including side and drink items) with US Department of Agriculture (USDA) Dietary Guidelines for Americans.

	Relationships with external groups
	1. Coca-Cola International publishes a list of the external groups it funds/supports, including details of the nature, date and amount of support/funding given to research institutions, health professionals, scientific experts, professional associations and partnerships related to health and nutrition. They disclose all nutrition and active lifestyle programs with which they are affiliated, and all information is updated annually (12).
2. Several companies, including Nestlé, Unilever, Campbell Arnott’s, Mars and George Weston Foods, have formal policies at the global level that prohibit political donations.
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