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The World Health Organization (WHO)The World Health Organization (WHO)

Specialized agency within the Charter of the United 
Nations (1948)

193 Member States

One WHO, but decentralized structure:
– Headquarters (Geneva)
– Regional Offices
– Country Offices

Governing bodies
– World Health Assembly
– Executive Board
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The MandateThe Mandate

Resolution WHA60.23 (May 2007)

"to promote initiatives aimed at implementing the global 
strategy with the purpose of increasing availability of healthy 
food and promoting healthy diets and healthy eating habits, 
and to promote responsible marketing including the 
development of a set of recommendations on the 
marketing of foods and non-alcoholic beverages to 
children, in order to reduce the impact of foods high in 
saturated fats, trans-fatty acids, free sugars, or salt, in 
dialogue with all relevant stakeholders, including private-
sector parties, while ensuring avoidance of potential conflict 
of interest."  
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Recommendations in Context –
 

the NCD Action PlanRecommendations in Context –
 

the NCD Action Plan

Endorsed by the World 
Health Assembly in May 2008

 by all Member States

Noncommunicable diseases (NCDs):
– Cardiovascular diseases (e.g. 

heart diseases, stroke)
– Cancers
– Diabetes
– Chronic respiratory diseases (e.g. 

asthma)

Risk factors for noncommunicable 
diseases:

– Tobacco use
– Unhealthy diet
– Physical inactivity
– Harmful use of alcohol
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Recommendations in Context -
 

DPAS

Endorsed by the World 
Health Assembly in May 2004

 by all Member States

NCD Action Plan -
 

Objective 3:

Member States are 
encouraged to implement the 
recommendations of the 
Global Strategy on Diet, 
Physical Activity and Health 
(DPAS)
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May 2007

Nov 2008

Dec 2008

Feb -
 

May 
2009

Jun −
 

Aug
2009

Mandate: WHA 60.23

Stakeholder Dialogues:

NGOs and Private sector parties 

Ad-Hoc Expert Group Meeting

Working paper for Member States 
consultations developed by WHO Secretariat

Regional Consultations with Member 
States on Working Paper

Follow-up Stakeholder Dialogues:

NGOs and Private sector parties 

Aug −
 

Sep
2009

Sep 2009

Development of a set of recommendations on the marketing of foods and non-
 alcoholic beverages to children: process

To be presented at the 126th session of the 
Executive Board –

 

January 2010
Recommendations 

finalised

Systematic 
review of the 

evidence –
 

up to 
Dec 2008
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Responses from Member StatesResponses from Member States

66 Member States responded to the consultation
– Policies currently in place vary
– Need for support in policy development and for monitoring & 

evaluation

Member States noted
– An international issue
– Need to ensure that the private sector markets its products 

responsibly

Special concerns
– Cross-border marketing
– Marketing in schools
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The Set  of RecommendationsThe Set  of Recommendations

Main purpose: "to guide efforts by Member States in 
designing new and/or strengthening existing policies on 
food marketing communications to children in order to 
reduce the impact on children of marketing of foods high in 
saturated fats, trans-fatty acids, free sugars, or salt."

12 recommendations structured into five sections:
– Rationale 
– Policy development 
– Policy implementation
– Monitoring and evaluation 
– Research
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RECOMMENDATION 1: Policy aim RECOMMENDATION 1: Policy aim 

The policy aim should be to reduce the impact on 
children of marketing of foods high in saturated fats, 
trans-fatty acids, free sugars, or salt.
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Effectiveness = "Exposure" + "Power"Effectiveness = "Exposure" + "Power"

Exposure
 

= 
the reach, frequency 
and media impact of 
the marketing 
message

Marketing of food and 
non-alcoholic 

beverages to children

Exposure Power

Power
 

= 
the creative content, 
design and execution of 
the marketing message

Impact
 

on:
- Food preferences
- Purchase requests
- Consumption patterns
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RECOMMENDATION 2: Overall policy objectiveRECOMMENDATION 2: Overall policy objective

Given that the effectiveness of marketing is a function of 
exposure and power, the overall policy objective should 
be to reduce both the exposure of children to, and power 
of, marketing of foods high in saturated fats, trans-fatty 
acids, free sugars, or salt.
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RECOMMENDATION 3: Policy developmentRECOMMENDATION 3: Policy development

Background:
– Various approaches can be taken:

• A comprehensive approach
• A stepwise approach

To achieve the policy aim and objective, Member 
States should consider different approaches, i.e. 
stepwise and comprehensive, to reduce marketing of 
foods high in saturated fats, trans-fatty acids, free 
sugars, or salt, to children.
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Background: Clear definitions of policy components
– Age, communication channels, settings and techniques to be 

covered, define “marketing to children”, foods to be covered

Governments should set clear definitions for the key 
components of the policy, thereby allowing for a 
standard implementation process. The setting of clear 
definitions would facilitate uniform implementation, 
irrespective of the implementing body. 

When setting the key definitions Member States need 
to identify and address any specific national challenges 
so as to derive the maximal impact of the policy.

RECOMMENDATION 4: Policy componentsRECOMMENDATION 4: Policy components
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Settings where children gather should be free from all 
forms of marketing of foods high in saturated fats, 
trans-fatty acids, free sugars, or salt. 

Such settings include, but are not limited to, nurseries, 
schools, school grounds and pre-school centres, 
playgrounds, family and child clinics and paediatric 
services and during any sporting and cultural activities 
that are held on these premises.

RECOMMENDATION 5: SchoolsRECOMMENDATION 5: Schools
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Governments should be the key stakeholders in the 
development of policy and provide leadership, through 
a multistakeholder platform, for implementation, 
monitoring and evaluation. 

In setting the national policy framework, governments 
may choose to allocate defined roles to other 
stakeholders, while protecting the public interest and 
avoiding conflict of interest.

RECOMMENDATION 6: StakeholdersRECOMMENDATION 6: Stakeholders
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7) Considering resources, benefits and burdens of all stakeholders involved, 
Member States should consider the most effective approach to reduce 
marketing to children of foods high in saturated fats, trans-fatty acids, 
free sugars, or salt. Any approach selected should be set within a 
framework developed to achieve the policy objective.

8) Member States should cooperate to put in place the means necessary to 
reduce the impact of cross-border marketing (in-flowing and out-flowing) 
of foods high in saturated fats, trans-fatty acids, free sugars, or salt to 
children in order to achieve the highest possible impact of any national 
policy.

9) The policy framework should specify enforcement mechanisms and 
establish systems for their implementation. In this respect, the framework 
should include clear definitions of sanctions and could include a system 
for reporting complaints.

RECOMMENDATIONS 7, 8, 9: Policy implementationRECOMMENDATIONS 7, 8, 9: Policy implementation
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For more information: For more information: 

Website to access documents for the Executive Board 
meeting in January 2010: http://apps.who.int/gb/

– Document EB126/12

Website for the process to develop recommendations: 
http://www.who.int/dietphysicalactivity/marketing-food-to-
children/en/index.html

Thank you!

http://apps.who.int/gb/
http://www.who.int/dietphysicalactivity/marketing-food-to-children/en/index.html
http://www.who.int/dietphysicalactivity/marketing-food-to-children/en/index.html
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