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Executive Summary 
 
Members of the Platform have delivered a range of actions related to advertising and 
marketing of food products.  This Working Paper provides an overview of the key 
evidence base on these issues, lists the relevant commitments made by Platform 
members and identifies questions for discussion within the Platform. 
 
The concept of marketing has been has undergone substantial review and updating in 
recent years. In contrast, advertising’s focus has traditionally remained on provision of 
information, impact affect, involvement, persuasion or attitudinal change. The range of 
channels used have multiplied including (traditional) advertising, partnering, 
promotions, in-situ marketing, vending machines and direct sales, incentive programs, 
brand licensing video/web games, cell phones/iPods, sponsorship, social networking 
sites, direct marketing, outdoor marketing etc. Traditional advertising, particularly 
through television, has both been considered a prime means of communication, and also 
attracted most research attention as a central avenue for brand management and image 
creation. Its role and impact are also enormous for attitudinal and behavioural change, 
although alternative communication channels are increasing in importance.  
 
Regarding the impact of marketing communications on eating behaviours, several 
studies have been published and reviewed in two comprehensive reviews, one by the 
Food Standards Agency in the United Kingdom, the second by the US Institute of 
Medicine, both primarily focusing on television based advertising with special emphasis 
on children. In both of them, there is a substantial and clear evidence of certain adverse 
influences of promotion/advertising upon diets, particularly those of children. Their 
findings combine to form a mounting body of evidence on the subject. 
 
Many countries have already adopted regulation which limits or prohibits advertising 
aimed at young children. On this issue, the debate focuses on whether self-regulatory 
approaches are sufficient or if there is a need for national governments or the EU to act. 
Furthermore, attention is increasingly being drawn to advertising and commercial 
communication other than on television, particularly via new media channels. Given 
this context, it is understandable that a major part of the Platform activities in 
advertising relate to self-regulation. When monitoring these self-regulatory 
commitments, it is noteworthy that often there have been specific targets set and the 
results compared against those targets. However, more clarity on the parameters of the 
terms being used and more detailed information on the full range marketing activities 
and communication channels used by Platform members would be helpful.  
 
This paper will highlight specific questions for debate. An extract of platform 
commitments in the database under the category of “Advertising and Marketing” is 
attached as an Annex. 
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Definitions and boundaries 
 
Marketing1 

 
For the last 50 years the general consensus has been that marketing relates a firm to its 
current and potential customers. Thus, marketing as a phenomenon represents the 
customer focus of an organisation.  
 
The American Marketing Association updated in 2004 its older (dating from 1985) 
definition of marketing. According to both definitions, marketing was considered a 
specialist function managing certain decision-making areas to create exchanges that 
satisfy the customers’ and the firm’s goals alike. These decision-making areas are 
defined as the 4 Ps, in other words, product (goods, ideas and services in the 1985 
definition), place, price and promotion. Advertising is seen as part of an integrated 
promotion / communication effort (see further below). The definition of marketing as 
making decisions about these four Ps goes back to McCarthy (1960)2. The 2004 AMA 
definition is as follows:  
 
Marketing is an organizational function and a set of processes for creating, 
communicating and delivering value to customers and for managing customer 
relationships in ways that benefit the organization and its stakeholders.  
 
Nonetheless, due to substantial debate about the importance, role and impact of 
marketing its definition changed again in December 2007: 
 
Marketing is the activity, set of institutions, and processes for creating, communicating, 
delivering, and exchanging offerings that have value for customers, clients, partners, 
and society at large3.  
 
Advertising 
 
Advertising4 can be viewed as a discipline created by the merged interests of 
communication and marketing. As a result of the way it developed, definitions of what 
constitutes advertising were mostly seen from the perspective of the advertiser rather 
than that of the consumer of the message, a prime goal for advertising being to persuade 
or influence5. A recent attempt to get academic and professional experts in the field of 
advertising to examine and reconsider the definition of advertising resulted in an almost 
unchanged definition: 
 

                                                 
1 Shaw E.H. and D.G. B. Jones (2005) ‘A History of Schools of Marketing Thought’ Marketing 
Theory Vol. 5 (3): 239-281 
2 McCarthy, E.J. (1960) ‘Basic Marketing’ Homewood, IL: Irwin. 
3 http://www.marketingpower.com/Community/ARC/Pages/Additional/Definition/default.aspx 
4 Nan X. and R.J. Faber (2004) ‘Advertising Theory: Reconceptualizing the Building Blocks’ 
Marketing Theory Volume 4(1/2): 7–30 
5 O’Guinn, T.C., C.T. Allen and R.J. Semenik (2000) “Advertising” (2nd Ed.). Cincinnati, OH: 
South Western. Wells, W., J. Burnett, J. and S. Moriarty (1998) “Advertising Principles and 
Practices” (4th Ed.), Upper Saddle River, NJ: Prentice-Hall. 

http://www.marketingpower.com/Community/ARC/Pages/Additional/Definition/default.aspx
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‘Advertising is a paid, mediated form of communication from an identifiable source, 
designed to persuade the receiver to take some action now or in the future’ 
(Richards and Curran, 2002: 74)6. 
 
While some scholars have argued that persuasion alone may be too limited a view of 
advertising, it is clear that a good deal of the focus in advertising is to persuade, (or 
reinforce) attitudes.  
 
Food Marketing and Advertising to Children 
 
As much discussed elsewhere, advertising and a wide range of other techniques are used 
to market food and drinks to children. In July 2008, the US Federal Trade Commission 
published financial data from forty-four of the country’s leading food and beverage 
companies shows that they spent approximately $1,618,600,000 to promote food and 
beverages to children and adolescents in 2006.7 Approximately $870 million was spent 
on food marketing directed to children under the age of 12 and a little more than $1 
billion on marketing to adolescents, with about $300 million of these expenditures being 
on marketing directed to both age groups. This amount represented 17% of the total 
marketing budget for those brands, the rest being spent on promoting those same brands 
and products to adults over the age of 17. Evidence suggests that many of the foods and 
drinks marketed to children are high in fats, sugars and/or salt. 
 
Numerous techniques are used to market foods and drinks to children. Communication 
channels include8:  

• television advertising; 
• sales promotions 
• brand licensing from/to third parties (linking characters with specific foods); 
• product placement (in television programs, films etc) 
• in-school marketing (sponsored materials, vending machines and direct sales 

within schools, incentive programs, direct advertising on school space 
• marketing using new technologies such as video/web games, cell phones/iPods  
• viral marketing via social networking sites.  

 
Despite the increasing use of these newer techniques, advertising through television 
remains the prime means of food marketing to children. In the United States, 46% of all 
reported food marketing expenditures to children and adolescents is on television 
advertising. According to the World Federation of Advertisers, estimated expenditure 
on advertising by food companies is even higher, accounting for between 70-95% of 
food company advertising budgets in the European Union. This is proportionately 
higher than other sectors. Moreover, the food sector – including manufacturers, 
restaurants, confectionary and soft drinks – is a very important advertiser. The sector 
accounts for the third largest amount of advertising relative to other sectors (personal 
care products and automotive sectors are larger). 

                                                 
6 Richards, J.I. and Curran, C.M. (2002) ‘”Oracles on ‘Advertising”: Searching for a Definition’, 
Journal of Advertising 31(2): 63–78. 
7 Federal Trade Commission. Marketing Food to Children and Adolescents: A Review of Industry 
Expenditures, Activities, and Self-Regulation. Washington DC: Federal Trade Commission, 2008. 
8 Linn S. and C. L. Novosat (2008) ‘Calories for Sale: Food Marketing to Children in the Twenty-
First Century’ The Annals of the American Academy of Political and Social Science 615 (January): 
133-155 
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Importantly, though, advertising often forms just one part of an integrated marketing 
campaign. It is not used in isolation from other techniques; nor are other techniques 
used in isolation from each other. An advertised product will also be marketed to 
children using, say, a sales promotion and a viral marketing campaign. Arguably, then, 
the effects of marketing need to be viewed as the effects of the integrated campaign, not 
just the specific technique. The scientific literature, however, has largely examined the 
impact of the most significant technique: advertising. 
 
 
Influence of Advertising on Children’s Dietary Behaviours 
 
The scientific evidence suggests that television advertising has an impact on children’s 
dietary behaviours. This is the conclusion of two major systematic reviews on the 
subject. The first, by Hastings et al (2003)9 reviewed the literature on the effects of food 
promotion on children’s food knowledge, preferences and behaviour, coming to the 
following conclusions:  
 

• Does food promotion influence children’s nutritional knowledge? The weight 
of evidence suggests that food promotion is unlikely to influence general 
perceptions of what constitutes a healthy diet, but it can, in certain contexts, 
have a modest effect on certain types of nutritional knowledge. 

• Does food promotion influence children’s food preferences? There is 
reasonably robust evidence that food promotion influences food preferences 
for both brand and category effects. 

• Does food promotion influence children’s food purchasing and purchase-
related behaviour? The weight of evidence suggests a strong influence of food 
promotion on children’s food purchase and purchase-related behaviour. 

• Does food promotion influence children’s food consumption behaviour? There 
is modest evidence of an effect of food promotion on consumption behaviour. 
Food promotion can, in some contexts, influence children’s food consumption 
behaviour. 

• Does food promotion influence children’s diet and health-related variables? 
Overall, there is evidence of small but significant associations between 
television viewing and diet and television viewing and obesity.  

• If food promotion is shown to have an effect on children’s food knowledge, 
preferences and behaviour, what is the extent of this influence relative to other 
factors? There is evidence that food promotion has a significant influence on 
children’s food behaviour and diet that is independent of other factors. 
However, there is little evidence to show whether the influence is relatively 
greater or weaker than other factors. 

• In the studies which demonstrate an effect of food promotion on children’s 
food knowledge, preferences and behaviour, does this affect total category 
sales, brand switching or both? There is evidence that food promotion causes 
both brand switching and category effects. In other words, the effects of food 
promotion are not limited to brand switching. 

 

                                                 
9 Hastings G, Stead M, McDermott L, Forsyth A, Mackintosh AM, Rayner M, et al. Review of Research 
on the Effects of Food Promotion to Children. London: Food Standards Agency; 2003. 
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Hastings et al. (2006) updated their report in 2007, coming to exactly the same 
conclusions.10 The 19 additional studies neither provided sufficiently more evidence to 
strengthen any of the more tentative conclusions, nor sufficiently different evidence to 
change any of the conclusions.  
 
A counter review, by Young (2003)11 had argued that there was no evidence of food 
promotion influencing children. Young’s case partly rested on the contention that nearly 
all of the existing evidence contains some methodological invalidity – experiments lack 
external validity and cross-sectional and observational studies lack internal validity – 
and therefore no safe conclusions could be drawn. Nonetheless the UK Food Standards 
Agency (2003a: 3)12 subsequently ruled in favour of the conclusions of Hastings et al 
(2003). The same results were found when the Hastings review was compared with a 
third commissioned review on the same matter (Food Standards Agency, 2003b: 4–5)13.  
 
The second systematic review by McGinnis et al. (2006) came to similar conclusions as 
Hastings et al (2003), but identified variations between different age groups.14 It found 
that  
 

• With respect to dietary precursors, food and beverage advertising on television 
has some influence on the preferences and purchase requests of children and 
youth as follows: 

 There is strong evidence that television advertising influences the food 
and beverage preferences of children ages 2–11 years. There is 
insufficient evidence about its influence on the preferences of teenagers 
aged 12–18 years. 

 There is strong evidence that television advertising influences the food 
and beverage purchase requests of children ages 2–11 years. There is 
insufficient evidence about its influence on the purchase requests of 
teenagers aged 12–18 years. 

 There is moderate evidence that television advertising influences the 
food and beverage beliefs of children ages 2–11 years. There is 
insufficient evidence about its influence on the beliefs of teenagers aged 
12–18 years. 

 
Therefore, given the findings from the systematic evidence review of the influence 
of marketing on the precursors of diet, and given the evidence from content analyses 
that the majority of television food and beverage advertising relevant to children and 
youth promotes high-calorie and low-nutrient products, it can be concluded that 

                                                 
10 Hastings G, McDermott L, Angus K, Stead M, Thomson S. The Extent, Nature and Effects of Food 
Promotion to Children: A Review of the Evidence. Geneva: World Health Organization, in preparation; 
2007. 
11 Young, B. (2003) ‘Advertising and Food Choice in Children: A Review of the Literature’, 
August. London: The Advertising Association. 
12 Food Standards Agency (2003a) ‘Outcome of an Academic Seminar to Review Recent Research 
on the Promotion of Foods to Children’ 31 October. London: Food Standards Agency. 
13 Food Standards Agency (2003b) ‘Outcome of the Review Exercise on the Paliwoda and Crawford 
paper: An Analysis of the Hastings Review ‘The Effects of Food Promotion on Children’’. 
London: Food Standards Agency. 
14 McGinnis JM, Gootman JA, Kraak VI. Food Marketing to Children and Youth: Threat or Opportunity? 
Washington DC: National Academies Press, 2006. 
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television advertising influences children to prefer and request high-calorie and low-
nutrient foods and beverages.  
 
• With respect to diets, food and beverage advertising on television has some 

influence on the dietary intake of children and youth: 
 There is strong evidence that television advertising influences the short-

term consumption of children ages 2–11 years. There is insufficient 
evidence about its influence on the short-term consumption of teenagers 
aged 12–18 years. 

 There is moderate evidence that television advertising influences the 
usual dietary intake of younger children ages 2–5 years and weak 
evidence that it influences the usual dietary intake of older children ages 
6–11 years. There is also weak evidence that it does not influence the 
usual dietary intake of teenagers aged 12–18 years. 

 
• With respect to diet-related health, food and beverage advertising on television 

is associated with the adiposity (body fatness) of children and youth: 
 Statistically, there is strong evidence that exposure to television 

advertising is associated with adiposity in children ages 2–11 years and 
teenagers aged 12–18 years. 

 The association between adiposity and exposure to television advertising 
remains after taking alternative explanations into account, but the 
research does not convincingly rule out other possible explanations for 
the association; therefore, the current evidence is not sufficient to arrive 
at any finding about a causal relationship from television adverting to 
adiposity.  

 
 
Regulations on Food Marketing to Children  
 
In the light of concern that marketing to children encourages unhealthy dietary 
behaviours, the pressure to regulate food marketing to children has grown. In 2004, the 
World Health Organization called on governments, industry, and civil society to act to 
reduce unhealthy marketing messages. Since then, considerable activity has taken place 
in the regulatory environment regarding the marketing of food to young people15,16. As 
civil society has campaigned for statutory restrictions, governments have started to 
develop and implement a range of regulatory proposals, albeit slowly, while the 
advertising industry has, at a faster rate, developed sector-wide self-regulatory 
approaches, and, notably since 2006, the food industry has made commitments to 
reduce the amount of marketing targeted at young children. 
 
The regulatory environment thus involves three core components:  

• statutory regulation, which is led by government or a mandated body and 
includes texts enshrined in laws or statutes, or rules designed to fill in the details 
of the broad concepts mandated by legislation, with implementation and 
compliance as a legal requirement. 

                                                 
15 Hawkes C. Regulating food marketing to children: trends and policy drivers. American Journal of 
Public Health 2007; 97:1962–1973 
16 Hawkes C. Marketing food to children: changes in the global regulatory environment 2004-2006. 
Geneva: World Health Organization; 2007. 
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• self-regulation by the advertising industry, which is industry-led and 
comprises a code of practice and a system for implementing and monitoring 
code, usually an self-regulatory organization (SRO); it usually exists 
independently of government regulation, but may be mandated by government; 
compliance is not a legal requirement, but it often has “legal backstop”. 

• voluntary industry initiatives, which comprise codes, schemes or 
commitments by individual food companies; while company-specific (rather 
than being industry-wide) they may involve a commitment to an industry or 
governmental-led initiative, and thus become more uniform across the sector; 
they are independent of government regulation, but may aim to meet targets set 
by government; unlike self-regulatory SROs, they involve no specialised 
monitoring entity, although they may be monitored by an external auditor.  

 
Since 2004, six countries have implemented statutory approaches to address food 
marketing to children, four in Europe (France, Finland, Ireland, UK) and two in Asia 
(Malaysia, Thailand). Different countries have taken different approaches 

• Nutritional messages in France 
• Reinforced guidelines in Finland 
• Celebrity restriction in Ireland 
• Restriction of TV advertising of high fat/sugar/salt foods to under-16s in the UK 

 
In France, the 2007 law mandates nutritional messages on all food advertising e.g. “eat 
at least five portions of fruits and vegetables a day”. References need to be made to the 
website www.mangerbouger.fr. The law covers all food advertising in all media. A 
penalty of 1.5 % advertising tax is payable of the messages are not included. The law 
encourages “positive messages” rather than restrictions. Early results show high levels 
of compliance with a big increase in the use of the website. An evaluation involving 
face to face interviews with indicated very high public support (87%) for the health 
information, 70% remembered the messages and 21% stated that they changed their 
food purchase behavior; with the impact being greater among women than men17. The 
benefits of the legislation is that it is simple to implement, provides a range of 
opportunity for health promotion because if covers all food marketing and there is 
financial incentive for companies to avoid the tax. However, the amount of advertising 
for high fat, sugar, salt foods to children continues, and is even growing and there has 
not been a reduced exposure of children to food advertising.18 
 
In Ireland, the code covers broadcast media only. The results of the random monitoring 
of code compliance shows that, as of February 2008, there had been three breaches of 
Section 7 of the Code. One was a breach of Section 7.6 for failure to include the 
required tagline on a confectionary advert, one was a breach of Section 7.4 for failure to 
include the required tagline on a fast food advert, and one was a breach of the celebrity 
component of the code. 
 
The Broadcasting Commission of Ireland (BCI) published operational reviews of the 
Code in 2006 and 2007. The reviews presented data on the amount and type of food 
advertising to children “purely for the purposes of information and is not intended as a 

                                                 
17 French government evaluation of health messages on food advertising 
18 ‘What are the governmental approaches to regulating food marketing to children? Do they work?, 
presentation with as yet unpublished data, Corinna Hawkes, Ottowa, March 2008. 

http://www.mangerbouger.fr/
http://www.sante-jeunesse-sports.gouv.fr/actualite-presse/presse-sante/breves/nouvelles-mesures-pour-2008-evaluation-messages-accompagnant-publicites-industrie-agro-alimentaire.html
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measure of the success or otherwise of the code.” The 2007 report found that in 2006 
there were a total of 80,822 spots aired in the ‘Food’ category compared with 77,395 in 
2005 (4.4% increase). However, the 30 second television ratings (TVRs) showed only a 
marginal increase (0.2%) for 4-17 year olds when comparing 2006 with 2005, 
suggesting that whilst the number of spots has increased by 4.4% the viewing has not 
increased year on year in line with this19 (BCI, 2007). 
 
Meanwhile, the number of self-regulatory codes on food advertising to children has 
more than doubled at a global level (from 11 to over 23), largely reflecting 
developments in Europe. This activity followed from guidelines promulgated by the 
Confederation of Food and Drink Industries of the EU in 2004 (revised 2005), the 
Principles of Food and Beverage Product Marketing Communications. These are 
general guidelines focused on the principle that advertising and marketing should not 
undermine the importance of a healthy diet. They are similar to the guidelines of the 
International Chamber of Commerce, the Framework for Responsible Food and 
Beverage Communications (2004). In only one country, Spain, does a self-regulatory 
code involve a restriction (on product placement).  
 
 
Changes in the Food Marketing to Children Environment 
 
Recently, discussion has started to focus on whether the self-regulation of food 
marketing to children, and the voluntary initiatives by the food industry have led to real 
changes in the food marketing environment. In the United States, a recent study 
commissioned by the Grocery Manufacturers Association and the Association of 
National Advertisers indicated that there is less food advertising during television 
programmes targeted at children age 2 to 11 (98% decline in advertisements for cookies, 
candy and snacks, 97% drop for soft drinks between 2004 and 2007). The study did not 
examine other forms of marketing. These changes may be related to the effects of 
voluntary initiatives by the food industry. 
 
Many major food companies have now developed policies that they will not advertise 
food or drinks to children under a specified age (usually 6 or 12) and/or in primary 
schools, except for “better-for-you” products. Notably, in July 2007, the US Council of 
Better Business Bureaus Children’s Food & Beverage Advertising Initiative was set up 
with pledges from 11 companies. In December 2007, a similar pledge in the EU 
included pledges from 11 companies. These actions represent new voluntary restrictions 
on marketing to young children. 
 
A report by the Better Business Bureau in the United States on the pledge made by food 
companies showed that between July and December 2007, the six companies scheduled 
to implement during this period, Campbell Soup Company, The Coca-Cola Company, 
the Hershey Company, Kraft Foods Global, Inc., Mars, and Unilever, “successfully 
implemented their pledges in which they committed either to not engage in child-
directed advertising or to feature only better-for-you products in child-directed 
advertising.”20 Specifically, it found that Coca-Cola, Hershey and Mars did not engage 
                                                 
19 BCI, 2007 
20 Council of Better Business Bureaus. Changing the Landscape of Food & Beverage Advertising: The 
Children’s Food & Beverage. Advertising Initiative In Action. A Progress Report on the First Six Months 
of Implementation: July-December 2007. CBBB, July 2008.  
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in child-directed advertising as they had pledged, while Kraft limited all, and Campbell 
and Unilever limited virtually all, of their child-directed advertising to better-for-you 
products as specified in their pledges. 
 
The Federal Trade Commission report of July 200821 notes that although there has been 
considerable progress in implementing the codes, the real challenge will be measuring 
the impact in terms of actual consumption of ‘better for you’ products. It noted that 
companies employ a range of marketing techniques ranging from traditional advertising 
to in-store promotions and new technologies. An advertising campaign often integrates 
several techniques and cross promotions are common. Companies were therefore 
encouraged to consider that marketing (and associated restrictions) should cover a broad 
range of techniques and that they should consider limiting branded merchandise to 
product lines that are ‘better for you’ or meet meaningful nutritional standards. 
 
Evidence from the UK, where there is a statutory restriction in place, also suggests a 
decline in TV advertising. Monitoring of the law suggests that on average, children saw 
32% less overall food and drink advertising and two- thirds less child-themed food and 
drink advertising in 2007 than in 2003.22 
 
It is in this context that members have made commitments on advertising and marketing 
to the EU Platform on Diet, Physical Activity and Health. 
 
 
Commitments made to the EU Platform on Marketing and Advertising  
 
A search of the Platform database indicates 25 member commitments23 in the Platform 
database in the area of ‘marketing and advertising’. These can broadly be categorized 
into four different themes: 
 

• Social marketing and education campaigns to promote healthy lifestyles, 
healthy eating and the understanding of advertising: Examples include the 
commitment by the World Federation of Advertisers (WFA) to develop a series 
of public service announcements, the media literacy campaign MediaSmart, in 
store and website educational campaigns by retailers such as SOK/Inex (co-op, 
Finland), Metro (Germany) and Carrefour (France), and the commitment by the 
Fruit, Vegetable and Horticultural Assembly of the European Unions (AREFLH) 
to education and communications programs about fruits and vegetables 24 

 
• Strengthening of self-regulatory codes on advertising and their 

implementation: Examples include the WFA commitment to strengthen self-
regulation across the EU and further the implementation of the International 
Chamber of Commerce Framework for Responsible Food Marketing 

                                                 
21 FTC Review of marketing food to children and adolescents, July 2008. 
22 Changes in food and drink advertising and promotion to children: A report outlining the changes in the 
nature and balance of food and drink advertising and promotion to children, from January 2003 to 
December 2007. Department of Health, October 2008 
23 This is according to the categorization of a commitment as “marketing and advertising” as the “main 
type of activity” in the EU Platform commitments database.   However, some similar commitments, such 
as those by EVA, and EASA, do not appear in the list, as they have been categorized under 
“Lifestyles/Education”. There is considerable crossover between these two classifications. 
 

http://www.ftc.gov/os/2008/07/P064504foodmktingreport.pdf
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Communications, and the development of self-regulatory codes by the CIAA, as 
echoed by the Food and Drink Industry Federation in Belgium (FEVIA) and 
with the support of PepsiCo.  

 
• Restrictions on advertising to children in primary schools and/or under the 

age of 12: Six commitments were made in this area, comprising: 
o The commitment by the Union of European Beverages Associations  

(UNESDA) not to engage in any form of commercial communication in 
primary schools, with the stated support of PepsiCo; 

o A commitment from Unilever to limit all advertising to children under 
the age of 6 and focus their advertising to children aged between 7 and 
12 on  products with a “positive” nutritional profile; 

o A commitment by the European Snacks Association (ESA) not to engage 
in commercial communications to children under the age of 6, with the 
stated support of PepsiCo; 

o A commitment by Co-op (UK) not to advertise any products high in fats, 
sugar and/or salt to children (no age specified); 

o A commitment by Mars not to direct marketing communication to 
children under the age of 12 or in primary schools: 

o A commitment by KiMs (snacks manufacturer) not to target marketing 
communications to children (age not specified) 

 
• Product sales in schools: The three examples are the UNESDA commitment not 

to sell soft drinks in primary schools, and to ensure that a wide variety of drinks 
are available in high schools, and the guidelines of the European Snacks 
Association (ESA) in sales in schools and through vending machines.  

 
Companies and trade associations making commitments in this area are the WFA, 
FERRERO, Carrefour, SOX/Inex (EuroCoop members, Finland), UNESDA, FEVIA, 
ESA, CIAA, Co-op (UK), AREFLH, Metro, Mars, KiM A/S (snack manufacturer, 
Denmark) and PepsiCo. The largest proportion of commitments were made by WFA, 
which made a total of eight commitments in the areas of social marketing or 
strengthening of self-regulation. A smaller number concerned the restriction of 
advertising to children, although it is possible that the companies making the 
commitments have altered their policies since the commitments were made. Of note, it 
could be argued that the commitments that involve educational campaigns do not truly 
fall into the remit of ‘marketing and advertising’ since they involve educational 
activities rather than commercial advertising and marketing per se. 
 
The monitoring of these commitments has been assessed by the RAND corporation in a 
monitoring report on the Platform. Of note, it only addresses those commitments made 
in the second and third categories areas (that is, excluding commitments made about 
social marketing and education/information campaigns and product sales in schools, 
which are covered elsewhere under lifestyles/education). The RAND report reported 
that: 
 

• Self-regulation by the advertising industry 
o For 2007, the WFA and European Advertising Standards Alliance 

(EASA) met their target of establishing advertising codes and 
infrastructure for SROs in three of seven Member States.  
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o EASA conducted a monitoring exercise across eight Member States in 
2006 and 2007. It involved measuring the national compliance rates of 
television, press and internet advertisements for food and beverages with 
the ICC Framework for Responsible Food and Beverage 
Communications and national self-regulatory code provisions on food 
and beverage advertising. The RAND report did not report on the results 
of this exercise, but results released by EASA did show a compliance 
rate of 96.2% in 2006 (television only) and 97% in 2007 (television, 
press and Internet).  

o During 2007, the WFA and EASA developed a User’s Guide to facilitate 
a coherent interpretation of the ICC’s Framework for Responsible Food 
and Non-Alcoholic Beverage Communications, and set a target for its 
adoption in 20 (74%) of Member States. During 2007, SROs in seven 
Member States revised their codes of conduct to include the provisions 
of the ICC Framework or introduced new codes that include these 
provisions. As noted by RAND, this appears to be significantly below 
the target set for 2007.  

o EASA conducted a monitoring exercise across eight Member States that 
measures the national compliance rates of television, press and internet 
advertisements for food and beverages with the ICC Framework for 
Responsible Food and Beverage Communications and national self-
regulatory code provisions on food and beverage advertising. The RAND 
report did not report on the results of this exercise, but results released by 
EASA did show a compliance rate of 96.2%. 

o The self-regulatory advertising code of FEVIA is monitored by the Jury 
for Ethical Practice in Advertising and evaluated by a working group of 
the Belgian Ministry of Public Health. In 2007, 74.5% of the analysed 
advertisements (including copy advice before publication) were in 
accordance with the code; in 25.5% of the cases a recommendation was 
issued by the Jury. In all cases, the advertisers adapted the advertising 
accordingly to the recommendation. 

o No further details of the monitoring of advertising restrictions were 
provided by the RAND report.  

 
o Restrictions on food marketing to children 

o The UNESDA commitment to refrain to market products to children 
under 12 years of age was monitored across eight markets in the fourth 
quarter of 2006 by a two-week survey that examined advertising on 
television, printed media and internet sites by a third party evaluator. Of 
the 2,409 soft drinks advertisements on television in the two-week 
period, 975 were produced by the UNESDA signatory companies; 487 of 
the total advertisements appeared to be potentially non-compliant.25 For 
potentially non-compliant advertising spots, audience demographics 
obtained from Mediametrie/Eurodata showed that only two spots (0.21% 
of the signatories’ advertising spots) appeared next to programmes with a 
child audience above 50%. For print media, only two advertising 
insertions of a total of 710 were judged by the monitoring team to have a 
readership where under-12s constituted more than half of readers. 

                                                 
25 It was not stated how many of these were from signatory companies (and it is not stated how the 
advertisements were judged to be potentially non-compliant). 
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Online, of 14,901 soft drinks advertising insertions, 8,416 were from the 
signatory companies and all were judged by the monitoring team to be 
compliant. According to RAND, then, it thus there is high compliance 
with the UNESDA commitment amongst signatories, “although it is not 
clear what criteria were used to make some of the judgments of the 
monitoring teams.” 

o An audit of Unilever’s marketing indicated that the proportion of the 
$1.9 billion spent on marketing and advertising in Europe that went on 
children under six years of age was 0%, and to those aged six to eleven 
years was 0.5%. As noted by RAND, no information was made available 
with those from before this commitment commenced, so the extent of the 
changes made could be assessed. 

o No further information on monitoring was provided in the RAND report 
 

o Product sales in schools  
o The RAND report did not report on monitoring in this area. However, 

that the UNESDA commitment on product sales in schools has been 
monitored. Monitoring was conducted by an independent evaluator in 
four European countries and showed that 93.9% of primary schools were 
in compliance, and 66.9% of secondary schools showed compliance by 
serving a full range of drinks. 

 

Questions for Consideration 

The commitments made on marketing and advertising, the context in which they are 
being made, and the information available about their effects raise some questions. 
Taking a critical perspective, some of these questions pose challenging issues.  In a 
more positive light, they raise issues that need to be understood by all parties in order 
that industry can contribute effectively to addressing this always contentious issue. The 
most critical question is the first one: has the nature and balance of food marketing to 
children changed since the introduction of self-regulatory codes and voluntary 
initiatives, and if so, how? And what can be learned from this to move forward? 

 

Effects 

o Has the nature and balance of food marketing to children changed since the 
introduction of self-regulatory codes and voluntary initiatives, and if so, how? 
What can be learned from this to move forward? 

o Have any changes in advertising and marketing resulted in lower sales of some 
products and more sales of others? 

o What is the best way to measure the effects of the change in nature and balance 
of marketing? Is expenditure the best indicator, since less expenditure does not 
necessary mean less or less effective marketing? Should these measures cover 
all forms of marketing? 

 

Compliance with self-regulatory codes 
o Self-regulatory advertising codes that affect the quality of advertising, but not 

the quantity, are the subject of the largest proportion of advertising and 
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marketing commitments. Monitoring suggests that compliance with these self-
regulatory advertising codes can be high. What have been the factors that have 
contributed to successful compliance and what can be learned from this?  

o Self-regulatory codes tend not to restrict advertising or marketing in any way. So 
what are the implications of compliance for children’s exposure to food and 
drink advertising and their dietary behaviours? What is the anticipated effect? 
What should be the targets of these codes? 

 

 

Approach 
 

o What is the role of companies and trade associations? How do they differ? 
o Why have different approaches been taken by the advertising industry 

(qualitative only but sector wide) and the food industry (some restrictions but by 
individual companies)? 

 

Restrictions and age limits 
o Some commitments voluntarily restrict advertising to children. Some monitoring 

suggests that companies have been compliant. What contribution has this made 
to the overall nature and balance of food advertising and marketing to children? 

o The objective of restrictions is to limit the amount of advertising and marketing 
to children, often specified as children under age 6 or 12. But what are the target 
outcomes of these restrictions? To reduce the exposure of the under-12s to food 
marketing? If so, what is the best way to measure their effects at a national or 
pan-European level? Is this possible given that not all companies have adopted 
this same commitment? 

o What is the rationale for using the age of 12 (and/or 6) as the cut-off age for 
voluntary restrictions? What is the reason for not restricting marketing to 
adolescents? 

o Some companies (e.g. Mars) define their restriction to TV advertising children 
under the age of 12 as applying to programmes with more than 25% of viewers 
being less than 12 years of age, whereas others (e.g. the trade association 
UNESDA) define it as being more than 50% of children less than 12 years of 
age. Why are there differences in the definition of advertising targeted at 
children under the age of 12? Should there be a standard definition? What about 
advertising in programmes watched by large numbers of under-12s even though 
they form less than 25%/50% of their audience? 

o Were companies targeting a significant proportion of their advertising directly at 
children under the age of 6/12 before the new commitments, or have they never 
been a significant proportion, thus rendering the new codes relatively 
meaningless, at least for some companies? 

o While not directly targeted at children under the age of 12, are children aged 12 
viewing advertising and other marketing techniques primarily targeted at slightly 
older age groups (“tweens”)? If so, should this be addressed? 

o Are foods intended for consumption by under-6/12s actually marketed directly 
to parents? If so, would it be advisable to define the restriction by the product 
(i.e. no advertising of X product) rather than by the age range of the audience of 
the marketing? 
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o How do the effects and effectiveness of voluntary restrictions compare to 
statutory regulations?  

 

Alternative marketing techniques 
o Are alternative marketing techniques such as marketer-owned websites, in-game 

advertising and use of viral marketing also affected by the commitments? Is their 
use declining, or are they now being used more intensively in place of television 
advertising?  

o Are there particular marketing techniques other than advertising known to have 
a strong effect on consumption (e.g. collector promotions?) and thus worthy of 
specific attention?  

o Does the restriction of different marketing techniques to children have the same 
implications for different companies and products? For example, a company that 
relies largely on sales promotions (e.g. giveaways) as their main marketing 
device to the under-12s, would be less affected by a commitment to restrict 
television advertising than a company which uses television as its main 
marketing channel. 

 

Promoting “better-for-you” products 
o Is there any evidence on whether food advertising and marketing to children has 

shifted towards “better-for-you” products in Europe? 
o Is there any evidence that consumption of “better for you” products is increasing 

among children under the age of 12, and adolescents?  
o Are there any established “best practices” for promoting “better for you 

“products to children?  
o Are particular techniques used to target these products to children? Or does the 

marketing target mothers/parents? 
o How are “positive” or “better for you” foods defined? Are these consistent with 

recognized guidelines and general notions of nutritious products? If so, would it 
be preferable for governments to set such guidelines to level the playing field 
between companies, or is it better to leave it to companies to provide the 
incentive to develop such products? 

 

Monitoring 
o Monitoring of voluntary food company commitments has thus far been 

conducted internally or through an external auditor. Is this adequate, or is an 
independent body needed, along the lines of a well-functioning SRO? 

o Are more specific targets and indicators needed to clarify the effects of the 
advertising and marketing commitments? 
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ANNEX- Extract of relevant commitments of Platform members 
 

Actor 
name: 

Details: 

World 
Federation 
of 
Advertisers  
(View detail) 
546 

Promoting healthy lifestyles through advertising The campaign will consist in a 
series of public service announcements (PSAs) to be delivered by television and possibly 
other media, such as the press, Internet and outdoor advertising. Complementary materials, 
such as a dedicated website, educational brochures for targeted distribution etc. could a...  
Time of action: From 2006 To 2008 

Where: in 27 countries 
(AT,BE,BG,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,PL,PT,RO,SE,SI,SK)

Platform member: World Federation of Advertisers (WFA) 
Monitoring years: 2006,2007  

World 
Federation 
of 
Advertisers  
(View detail) 
538 

Strengthening advertising self-regulation across the EU27: setting up SROs 
and codes of conduct In January 2007, Romania and Bulgaria joined the European 
Union. This took the number of member states from 25 to 27. Previously, 5 of the 25 member 
states still do not have a self-regulatory organisations (SROs). With Romania and Bulgaria�s 
accession to the EU, this number became 7. By the end of ...  
Time of action: From 2006 To 2010 

Where: in 27 countries 
(AT,BE,BG,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,PL,PT,RO,SE,SI,SK)

Platform member: World Federation of Advertisers (WFA) 
Monitoring years: 2006,2007  

World 
Federation 
of 
Advertisers  
(View detail) 
539 

Strengthening advertising self-regulation across the EU27: provision of advice 
and training for SROs EASA members will upgrade their resources to provides copy 
advice and interpretation for individual advisers before airing or publishing commercial 
communications. This will require a substantial training effort and a major commitment of 
local SRO resources. ...  
Time of action: From 2006 To 2010 

Where: in 27 countries 
(AT,BE,BG,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,PL,PT,RO,SE,SI,SK)

Platform member: World Federation of Advertisers (WFA) 
Monitoring years: 2006,2007  

World 
Federation 
of 
Advertisers  
(View detail) 
541 

Strengthening advertising self-regulation across the EU27 through increased 
consultation with non-industry stakeholders By the end of 2007, WFA and EASA will 
aim to ensure that: - 14 of the 27 EU Member States (52%) include a means for stakeholder 
consultation in code drafting and; - 17 of the 27 EU Member States (63%) include a means 
for participation of non-industry, independent experts in complaint adjudication as...  
Time of action: From 2006 To 2010 

Where: in 27 countries 
(AT,BE,BG,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,PL,PT,RO,SE,SI,SK)

Platform member: World Federation of Advertisers (WFA) 
Monitoring years: 2006,2007  

World 
Federation 
of 
Advertisers  
(View detail) 
540 

Strengthening advertising self-regulation across the EU 27, through best 
practice in complaint handling, enforcement and compliance. EASA developed 
and agreed with members by the end of 2006 a) best practice guidance on monitoring as a 
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means to assess compliance with codes other than through complaints, b) sought and 
developed a means for SROs to conduct systematic monitoring surveys and c) developed an 
appropriate model for asse...  
Time of action: From 2006 To 2010 

Where: in 27 countries 
(AT,BE,BG,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,PL,PT,RO,SE,SI,SK)

Platform member: World Federation of Advertisers (WFA) 
Monitoring years: 2006,2007  

World 
Federation 
of 
Advertisers  
(View detail) 
542 

Strengthening advertising self-regulation across the EU27 by raising 
awareness within industry and among consumers To carry out campaigns at 
national level to raise awareness of the existence and functioning of SR systems and codes 
of practice. Awareness-raising campaigns include conferences, exhibitions, event 
sponsorship, print, radio and online communications campaigns....  
Time of action: From 2006 To 2010 

Where: in 27 countries 
(LT,LU,LV,MT,NL,PL,PT,RO,SE,SI,SK,AT,BE,BG,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT)

Platform member: World Federation of Advertisers (WFA) 
Monitoring years: 2006,2007  

Carrefour  
(View detail) 
737 Healthy diets and lifestyles Carrefour invests in scientific research and cooperation with 

scientists and public authorities to develop healthier products and more accurate nutritional 
information: In France, participation in the semi-public program EPODE launched by 10 
French municipalities, involving schools, parents, traders...  

Time of action: From 2005 To 2010 
Where: in 8 countries 

(BE,CZ,ES,FR,GR,IT,PL,PT)
Platform member: EuroCommerce  
Monitoring years: 2006,2007  

SOK and 
Inex 
(Eurocoop 
members 
from 
Finland)  
(View detail) 
598 

Health and Nutrition activities at SOK and Inex As far as new actions are concerned, 
SOK has published a wall calendar for 2006 in 100 000 samples. The calendar, which 
contains seasonal healthy recipes, will be delivered home to consumer-members. Further to 
that, this year the healthy recipes that are contained on SOK consumer magazine 
â��Ruokal...  

Time of action: From 
2006 To 
2007 

Where: in 1 
countries 
(FI) 

Platform member: EuroCoop
Monitoring years: 2006  

FEVIA 
(national 
food & drink 
industry 
federation � 
Belgium)  
(View detail) 
265 

The self-regulatory code for advertising Some important principles: - when claims or 
terminology are used, they should be confirmed by the appropriate scientific evidence; - food 
and beverage advertisements should not encourage excess consumption and should not 
undermine the promotion of healthy balanced diets and active lifestyle; ...  

Time of action: From 2005 To 2020 
Where: in 1 countries (BE) 

Platform member: Confederation of the Food 
and Drink Industries of the 
EU (CIAA) 
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Monitoring years: 2006,2007  
UNESDA � 
Union of 
European 
Beverages 
Associations 
(View detail) 
581 

Advertising and Commercial Communications, including school vending 
UNESDA is the Union of European Beverages Associations, representing producers of a 
wide range of non-alcoholic beverages. In May 2004, UNESDA established a Nutrition Task 
Force. The key objective of this Task Force, composed of experts from leading corporate 
members of UNESDA, was to ensure the ful...  

Time of 
action: 

From 2006 To 2020 

Where: in 28 countries 
(AT,BE,BG,CH,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,PL,PT,RO,SE,SI,SK)

Platform 
member: 

Confederation of the Food and Drink Industries of the EU (CIAA) 

Monitoring 
years: 

2006,2007,2008 
 

Actor name: Details: 
FEPI 
(Federation 
of the 
European 
Play 
Industry)  
(View detail) 
741 

FEPI Award "Capital of Play" Following the first step of the Capital of Play Award, which 
was developed in France under the name "Prix de la Ville Ludique" by our French federation 
FIFAS (www.fifas.com) and the press group "Groupe Moniteur" (publisher of magazines 
aimed at local communities- www.groupemoniteur.fr ) in 2005 and ...  

Time of action: From 2007 To 2009 
Where: in 13 countries 

(CZ,DE,DK,ES,FI,FR,GB,GR,HU,IT,NO,RO,SE)
Platform member: FEPI (Federation of the European Play Industry)
Monitoring years: 2006,2007  

A.R.E.F.L.H 
(Assemblée 
des Régions 
Européennes 
Fruitières, 
Légumières 
et Horticoles) 
(View detail) 
724 

Coordination and promotion of regional education programmes The management of 
the coordination, support and promotion work is conducted by the AREFLH with the close 
participation of its members (regional governments, professional organizations, experts and 
stakeholders) Two coordination meetings are organized to share out experiences and 
disseminate informat...  

Time of action: From 2006 To 2007 
Where: in 3 countries (ES,FR,IT) 

Platform member: A.R.E.F.L.H (Fruit Vegetable 
and Horticultural European 
Regions) 

Monitoring years: 2006,2007  
UNILEVER  
(View detail) 
833 Responsible marketing and advertising Unilever will continue implementing its revised 

principles, which stipulates that marketing and advertising towards children below 12 of age 
should focus only on products that have a positive nutritional profile and that qualify for the 
�Choices/Eat Smart- Drink Smart� programme. Advertising to c...  

Time of action: From 2006 To 2008 
Where: in 29 countries 

(AT,BE,BG,CH,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,NO,PL,PT,RO,SE,SI,SK)
Platform 
member: 

Confederation of the Food and Drink Industries of the EU (CIAA) 

Monitoring 
years: 

2007 
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FEVIA 
(national 
food & drink 
industry 
federation � 
Belgium)  
(View detail) 
263 

Nutritional policy Charter The Charter is at national level and was launched in January 2005. 
The subscribing companies are committed to give consumers high quality, affordable products. 
The Charter sets down six key engagements. It provides a set of agreed industry commitments 
against which FEVIA can measure progress. The si...  

Time of action: From 2005 To 2020 
Where: in 1 countries (BE) 

Platform member: Confederation of the Food and 
Drink Industries of the EU (CIAA)

Monitoring years: 2006,2007  
European 
Snacks 
Association 
(ESA)  
(View detail) 
604 

Savoury snacks industry commitments in the areas of consumer information, 
product development and commercial communication ESA undertook a thorough 
internal assessment of current practice on consumer information, product development and 
commercial communication in the savoury snacks industry across Europe and decided to commit 
to the attached improvements of our sector's practice in these three areas. The savoury snacks...  

Time of action: From 2006 To 2006 
Where: in 16 countries 

(AT,BE,CZ,DE,DK,ES,FI,FR,GB,HU,IR,IT,LU,NL,PL,SE)
Platform member: Confederation of the Food and Drink Industries of the 

EU (CIAA) 
Monitoring years: 2006,2007  

CIAA  
(View detail) 
611 CIAA principles for food and beverage advertising and product marketing 

communication CIAA adopted in February 2004 a set of principles of food and beverage 
advertising, which are being incorporated into national self-regulatory codes of conduct across 
Europe. The principles are designed to ensure that food and beverage advertising is conveyed 
responsibly by, for example, not encoura...  

Time of action: From 2004 To 2008 
Where: in 28 countries 

(AT,BE,BG,CH,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,NL,NO,Other,PL,PT,RO,SE,SI,SK)
Platform member: Confederation of the Food and Drink Industries of the EU (CIAA) 
Monitoring years: 2007,2006  

The Co-
operative 
Group Ltd 
EUROCOOP 
member  
(View detail) 
818 

The Co-op responsible advertising and marketing practices The commitment takes the 
form of a self-imposed voluntary ban on advertising and marketing to children of products that are 
high in fat, sugar or salt. TELEVISION: As a result, there will be no TV advertisment for such 
products during key children viewing hours. PRESS : In terms of press activi...  

Time of action: From 
2006 To 
2007 

Where: in 1 
countries 
(GB) 

Platform member: EuroCoop
Monitoring years: 2006  

METRO 
Group  
(View detail) 
735 

Healthy diets and lifestyles METRO Group is involved in the discussions of the "Plattform 
Ernaehrung und Bewegung" (platform for nutrition and physical exercise) in Germany and 
supports the initiatives developed by the public authorities where they exist. METRO Group has a 
new strategic management for own-brand products with sp...  

Time of action: From 2005 To 2010 
Where: in 20 countries 

(AT,BE,BG,CH,CZ,DE,DK,ES,FR,GB,GR,HU,IT,LU,NL,Other,PL,PT,RO,SK)
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Platform member: EuroCommerce  
Monitoring years: 2006,2007  

World 
Federation of 
Advertisers  
(View detail) 
543 

Strengthening and expanding food and beverage advertising SR across the EU27 
The International Chamber of Commerce (ICC) Framework for Responsible Food and Non-
Alcoholic Beverage Communications adopted and published in July 2004. It was updated in 
October 2006 to cover all marketing communications. EASA developed a �User Guide� for the 
new ICC Framework. This guidance aims...  

Time of action: From 2006 To 2010 
Where: in 27 countries 

(AT,BE,BG,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,PL,PT,RO,SE,SI,SK)
Platform member: World Federation of Advertisers (WFA) 
Monitoring years: 2006,2007  

World 
Federation of 
Advertisers  
(View detail) 
544 

Strengthening and expanding food and beverage advertising SR across the EU27 
On the basis of the ICC Marketing Communications Principles, EASA sought to adopt a Best 
Practice Recommendation. WFA and EASA coordinate the process of implementation of the 
EASA Best Practice Recommendation into national self-regulatory codes. National self-
regulatory organisations are responsible...  
Time of action: From 2006 To 2010 

Where: in 27 countries 
(AT,BE,BG,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,PL,PT,RO,SE,SI,SK) 

Platform member: World Federation of Advertisers (WFA) 
Monitoring years: 2006,2007  

 
Actor 
name: 

Details: 

Mars Inc.  
(View detail) 
1018 Mars Marketing Commitments (MMC) In order to achieve our objective, 

which is to remove all marketing communication which would not comply 
with the Mars Marketing Commitments by early 2008, Mars will widely 
circulate the MMC to all its associates worldwide as well as to external 
agencies also working on the company's marketing commu...  

Time of 
action: 

From 2008 To 2020 

Where: in 30 countries 
(AT,BE,BG,CH,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,NO,O
ther,PL,PT,RO,SE,SI,SK) 

Platform 
member: 

Confederation of the Food and Drink Industries of the EU (CIAA) 

Monitorin
g years: 

2007 
 

FERRERO  
(View detail) 
427 Public education and media literacy: MEDIA SMART Children are exposed to a 

variety of media every day, which play an important role in their life. Children should, 
therefore, be able to correctly interpret the messages coming from the different media, 
particularly when it comes to advertising, in order to help them to make informed choices in 
resp...  
Time of 
action: 

From 2005 To 2020 

Where: in 8 countries (BE,DE,FI,GB,HU,NL,PT,SE) 
Platform 
member: 

World Federation of Advertisers (WFA) 

Monitoring 2006,2007 
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years:  
KiMs A/S  
(View detail) 
618 KiMs' commitments in the areas of consumer information, product 

development, physical exercise and advertising to children From opinion to 
action: In Denmark, KiMs is the major player in the field of crisps and snacks. We have our 
opinion when it comes to the development of obesity - and we take action. At KiMs we 
produce and market crisps and snacks intended only for snacking in small servings and not 
for main meals. A...  
Time of 
action: 

From 2006 To 2008 

Where: in 2 countries (DK,GB) 
Platform 
member: 

Confederation of the Food and Drink Industries of the EU (CIAA) 

Monitoring 
years: 

2006,2007 
 

World 
Federation 
of 
Advertisers 
(View detail) 
545 

Media Smart � media literacy programme for primary school children Each 
national programme is managed by a Secretariat of one to three people, working either full or 
part time. Each programme is funded in the following way: advertisers donate money, 
advertising agencies donate creative time, media owners donate space to show Media Smart 
infomercials, and academics...  
Time of 
action: 

From 2006 To 2010 

Where: in 8 countries (BE,DE,FI,GB,HU,NL,PT,SE) 
Platform 
member: 

World Federation of Advertisers (WFA) 

Monitoring 
years: 

2006,2007 
 

PepsiCo 
Europe & 
UK  
(View detail) 
619 

Product development, consumer information, marketing/advertising and the 
promotion of healthy lifestyles PepsiCo has long recognised the global nature of diet 
and health related problems and the need to produce a coordinated, holistic response 
covering all areas of relevance: calories in, calories out, consumer information and 
advertising and marketing (especially to children). To that end, we have ado...  
Time of 
action: 

From 2006 To 2010 

Where: in 29 countries 
(AT,BE,BG,CH,CY,CZ,DE,DK,EE,ES,FI,FR,GB,GR,HU,IR,IT,LT,LU,LV,MT,NL,NO,PL,PT,RO,SE,SI,
SK) 

Platform 
member: 

Confederation of the Food and Drink Industries of the EU (CIAA) 

Monitoring 
years: 

2006,2007 
 

egta, 
association 
of 
television 
and radio 
sales 
houses  
(View detail) 
1054 

Producing egta guidelines on the ICC food and Beverage framework 
Background: Advertising self-regulation can only work with the involvement of the three 
essential parts of the advertising industry: the media, the advertisers and the agencies. 
Television sales houses are only one of the media actors but they invest a lot of time and 
efforts in establishing effe...  
Time of 
action: 

From 2008 To 2010 

Where: in 24 countries (AT,BE,BG,CH,CZ,DE,DK,EE,ES,FI,FR,GB,HU,IR,IT,LT,LU,NL,NO,PL,RO,SE,SI,SK)
Platform 
member: 

European Group of Television Advertising (EGTA) 
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Monitoring 
years: 
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