


Preventing obesity: A major public health challenge

Six out of the seven leading risk factors identified by WHO as major 
causes of disease burden are related to nutrition and physical 
inactivity, and both behaviours can be changed (World Health 
Report, 2002).

3 out of 4 type 2 diabetes, 1/3 ischemic heart disease and strokes, 
1/2 hypertensive disease and about 1/4 of osteoarthritis cases can 
be attributed to overweight (WHO, 2004).

The Framingham study (USA) showed that obesity at age of 40 
years led to a reduction in life expectancy of 7 years in women and 6 
years in men.
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Obesity among adults in Spain, 1987-2006 (NHS)
Population aged 20 and more years old
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Spanish Federation of Food and Drink Industries (FIAB)

Spanish Associations of Retailer Companies (ANGED, ASEDAS)

Spanish Federation of Catering and Restaurant Chains (FEHR)

Spanish Federation of Social Catering (FEADRS)

National Association of Vending Machines (ANEDA)

Spanish Confederation of Bakeries (CEOPAN)

Agreements with the food and beverage companies:



Key objectives of the agreements:

To produce and distribute products which contribute to a balanced 
and healthy diet by:

Improve nutritional information (food labeling)

Face the reformulation of food products.

Develop a code of self-regulation of the advertising of 
food products directed to children.

Promote the consumption of fruit and vegetables.

Reduce the consumption of large portions. 



Why should we control advertising? 

A Spanish children watches on average 2,5 hours of TV per day, which implies 
about 54 commercials (OCU, 2008). One out of every three children watches TV 
alone.

Children have a limited experience and major credibility and ingenuity that limit 
them to tackle advertisement, so special caution is required. Governments should 
work with consumer groups and the private sector to develop appropriate 
multisectorial approaches to deal with the marketing of food to children (WHO 
DPAS, 2004).

A strong scientific rationale is available through the robust science and research 
that links commercial promotion of foods and beverages to poor diets in children. 
This food promotion has a deleterious effect on children food knowledge, attitudes, 
purchase behaviour and consumption (WHO Technical Meeting on Marketing of 
Food to Children. Oslo, 2006).



Policy on food marketing to children framework

Self-regulation is a fast and effective way to control a short-life 
product like advertising.

It’s consistent with the proactive and participative approach of the 
NAOS Strategy, committing all stakeholders.

It’s focused to reduce sales pressure on children (setting up limits 
to the type of messages) and covers all food and drinks.

Its impact will be assessed in 2010 and then determine whether 
other approaches or actions are required.



The scope: 
36 companies have voluntarily joined the PAOS Code (34+2) since 
it was launched on September 2005, which represent 95% of TV 
advertising.

Adverts and food coverage:
Advertising and marketing of all food and beverages

+
Using any media or support (TV, radio, magazines, internet, etc.) 

except packaging which has an specific regulation.
+

Directed to children under the age of 12



Criteria to include an advertisement in PAOS:

Type of product being promoted: it objectively promotes a food 
product primarily addressed to children under 12 (measured by 
Dym Panel or Homescan).

Design of the advertisement: designed in such a way that the 
content, language and/or images are aimed at and principally suited 
to children under 12.

Diffusion circumstances: when inserted in a medium, timetable or 
programming block with an audience principally under 12 
(measured by Sofres).



Guidance and restrictions to reduce sales pressure:

The advertising should not encourage children to ask their parents to 
purchase the advertised product.

Must not give the impression that the consumption of the advertised 
product will make the child more acceptable among their friends.

Should not promote unhealthy lifestyles, such as eating or drinking 
excessively or promote sedentary lifestyle habits.

Prohibits the use of characters or personalities popular to children.

Prohibits product placement of food and drinks during programmes
directed to children.

Prohibits telepromotions of food and drink products during programmes 
directed to children.



Enforcement mechanisms:

Three mechanisms to control it’s compliance:

Control of commercial messages already published or 
broadcasted by the Advertising Jury, an out-of-court control 
body.

Pre-launching advice (copy advice) before publish or broadcast 
delivered by the Spanish Advertising Self-Regulation 
organization (Autocontrol) technical office.

Monitoring and general supervision by the Monitoring 
Commission of the PAOS Code.



The Advertising Jury:
Out-of-court body to solve complaints on advertising issues. Decisions are 
binding for members.

Transparency: ALL its decisions and infringements are published in the AESAN 
webpage and in Autocontrol’s monthly newsletter and it’s website.

Independence of the Jury: 

Fully composed of independent experts: prestigious academics on Law, 
Economics, Sociology, Commercial Communications; retired advertising 
practitioners; ex-civil servants specialized on consumer affairs.

25% members appointed by the Spanish National Institute on Consumer 
Affairs (INC) amongst independent and prestigious academics, experts in 
consumer affairs... 



The Advertising Jury (II): 

Complaints may be put by the membership companies, Food Industry
Association, Autocontrol, consumer associations, public administrations and the 
Monitoring Commission (free for the last three). Individual consumers can 
complain through the Monitoring Commission.

Who complains in front of the Jury?
63% complaints from individual consumers and consumer associations
33% intra-industry complaints 
4% complaints submitted by different public bodies.

According to the severity of the infringement the Jury can impose the following 
penalties:

• Minor infringements: 6,000 to 30,000 €
• Serious infringements: up to 90,000 €
• Very serious infringements: up to 180,000 €



Precautionary control: copy advice system

Advice and opinion on legal and ethical correctness of a specific 
advertisement before its launched to the public: positive preventive 
effects.

All adverts broadcasted in the “Children protected viewing times”
(8:00-9:00 and 17:00-20:00), established by agreement between 
Government and TV broadcasting companies, must be send to the 
Autocontrol’s Technical Office for a prior examination.

Voluntary, confidential and non-binding. It might be requested by 
advertisers, their agencies or the media where the advert has been 
sent for publication or broadcast.

Reply in writing within 72 h (general), 24 h for TV operators.



The Monitoring Commission:
Composed by:

• One representative from AESAN- Ministry of Health (Chair)
• Three representatives from the Food Industry Association
• Three representatives from the Consumers Council
• One representative from the Advertisers Association
• One representative from Autocontrol (Secretary, without vote)

Main functions:
• Regularly evaluate the application of the Code.
• Propose improvements of the Code and accepts new members.
• Examine the complaints filed by consumers.



Results of enforcement: Copy advice system

Number of copy advice requested

From 15 July to 14 September 2005 104

From 15 September 2005 to 31 December 2007 976

From 1 January to 31 December 2008 355

Total since launched 1,435



Results of the copy advice requested
De 15 de septiembre de 2005 a 31 de diciembre de 2008

71%

24%

5%

Copy advice positivo Copy advice con modificaciones Copy advice negativo



REASONS TO NEGATIVE COPY ADVICES AND WITH CHANGES IN CONNECTION WITH 
PAOS RULES

From 15 Sep’05 
to 31 Dec’08

Principle of legality: Unfair advertising, children at risk… (Standard 1) 48

Truthfulness

Sound presentations, visual,…it can be misleading about the characteristics 
of the product (Standard 3) 78

Induction of error on the benefits of the product (Standard 4) 3

Illegible over-delivery or incomprehensible to the children (Standard 8) 4

Sales pressure 

Direct appeal to children to acquire the product or encourage them to 
persuade parents… 50

Pressure to obtain the product, create sense of immediacy or exclusivity, 
etc. (Standard 10) 4

Create the impression that the purchase or consumption of the product is 
greater acceptance among friends and colleagues… (Standard 11) 6

Using relative reduction in the price of the product (Standard 12) 2

Restrictions on the presence and participation of celebrities (Standard 13) 126

Promotion of dangerous use of the product (Standard 21) 2

Promotions 
Obligation to show clearly the main product (Standard 17) 27

Obligation to express with clarity and simplicity the essential conditions of 
promotional effects (Standard 18) 141

Nutritional 
education 

Present situations which encourage immoderate consumption or sedentary 
lifestyles … (Standard 23) 13

Introduced the advertised product as a substitute for meals (Standard 24) 1

Underestimated healthy lifestyle habits (Standard 25) 2



Requested complaints to the Advertising Jury:

From 15 
Sep’05 

to 31 Dec ’08

RESULTS 

Complaint accepted by the company demanded 3

Settlement between the complainer and the 
company demanded 2

Dictated rulings

Total infringement 3 

Partial infringement 2

Rejected 3

Total 13



Recent actions to strengthen PAOS Code:

In September 2009 an agreement was signed with all the TV 
broadcasting companies who will not broadcast an advert that 
doesn’t observe the PAOS standards.

Draft Regulation on Food Safety and Nutrition (under discussions):

To reduce the number of adverts to children under 18 years   
of age from 6:00 to 22:00.

To forbid gifts and rewards given with food and drinks.  

To forbid any type of marketing to children in schools.



Overall evaluation of PAOS Code:

The companies joined to PAOS have carried out an important effort 
throughout these years to adapt their campaigns to the PAOS 
requirements, revealed by the high number of copy advices received 
(1,435) and the few complaints presented to the Advertising Jury (13) 
and sanctions imposed (3).

There’s been a significant reduction of the sales pressure to children: 
less participation of celebrities, less pressure to obtain the product, 
less situations of excessive consumption of products,…

There are many process indicators but outcome indicators are needed: 
monitor its impact on commercial communication to children in Spring 
2010.



www.naos.aesan.msps.es


	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24

