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• Public health campaigns



The World Federation of Advertisers 
(WFA)

• 2 types of member: National Advertisers 
Associations and direct Multi-national 
Corporate members all with European operations.

• 46 National Advertisers Associations on five 
continents, 22 Associations in Europe

• Network represents around 90% of global 
advertising expenditure.



WFA believes in engagement

• No miracle solution 

• Dialogue is not an empty promise, we want to find 
common ground

• WFA believes in engagement with all stakeholders. 
Likewise, our ‘obesity initiatives’ bring together 
advertisers, agencies and the media.

• Advertisers must contribute positively to support 
government objectives



Business is all about consumers

• No consumer confidence, no business

• Advertisers recognise that the environment in 
which they are operating has changed

• Business practice, including advertising, must 
also change to recognise this new reality



WFA raising awareness

• Raising awareness of the obesity problem and 
the need for effective self-regulation in the ad 
industry. 

• 17 Roadshows (2003-2005):
Spain, Austria, France, Hungary, Netherlands, 
Portugal in 2003
Ireland, Greece, Turkey, Poland, Czech Rep, Baltics in 
2004
Italy, Germany, Belgium, Romania, Cyprus in 2005



Ensuring effective self-regulation

• Implementation of EASA Best Practice 
Guidance for Food and Beverage Advertising

14 EU Member states are in the process of 
incorporating the new SR provisions into their 
national SR codes; 

Objective: full implementation by mid 2005;



“Self-regulation in a co-regulatory 
framework”

• Complements (does not replace) a legal framework, 
providing another layer of consumer protection;

• Has “teeth” (legal backstop);

• Involves multi-stakeholder input (in arbitration 
committees and code drafting process);

• Offers consumers a quick, accessible and cost-free 
means of complaint handling, usually backed by an 
appeals system;



Media Smart UK
• Primary school children (6-11yrs)
• Paid for by advertisers, creative 

from agencies, airtime from the 
media.

• 40% of primary schools - 2004
• Resource – Over €1.45 million/yr
• Supplies educational materials to 

schools, ad broadcast on TV, 
website

• Top media literacy experts draft 
materials, industry supplies 
resources, government reviews

• Charity partner - National 
Confederation of Parent Teacher 
Associations (NCPTA)



Media Smart on food advertising
• Three modules, including 

advertising directed at children and 
charity/NGO advertising

• Module 2 focuses on techniques 
used to sell to children.

• Lessons include teaching critical 
approach to:

– Fast food premiums
– Animation, use of characters
– Media tie-ins
– Celebrities
– Blurring of fantasy/reality



Media Smart Europe

• From UK to 8 other European 
markets

– Belgium
– Germany
– Netherlands
– Czech Republic
– Ireland
– France
– Finland
– Poland
– Slovenia



Public health campaigns

• Industry using creativity / 
resources / partnerships to 
promote healthy lifestyles

• Most advanced in the US 
through the Ad Council

• In Europe, UK has been first 
to use media to raise 
awareness of issue



Some public health campaigns
• US 

– VERB. It’s what you do www.verbnow.com
– Small Step Campaign www.smallsteps.com

• Canada 
– ‘Eat Well. Play Well (www.dieticians.ca/child) 

• UK 
– BBC’s Fat Nation (www.bbc.co.uk/bigchallenge/) 
– ITV’s ‘Britain on the move’ (www.britainonthemove.com) 

• Ireland
– Heart Health Campaign: Ireland Needs a Change of Heart
– National Healthy Eating Campaign



Public health campaigns work
‘VERB It’s what you’ do has been running in US since 

July 2002:

• 80% American children are familiar with the campaign

• 34% increase in weekly free-time physical activity sessions among 
8.6 million children ages 9-10 in the United States.

• 27% increase in free-time physical activity sessions among U.S. 
girls in the entire 9-13 age range.

• 6 million children from lower-middle income households registered a 
25% increase in free-time physical activity sessions despite the 
barriers they faced, which included transportation issues, safety 
concerns and less access to physical activity resources.



www.smallsteps.gov
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